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Abstract

:

Global green trends are creating new challenges and opportunities for entrepreneurs worldwide with customers now more environmentally aware and willing to pay extra for green services and products. In considering this phenomenon, the current study focuses on the positive influence of enviropreneurial orientation on the business performance of small firms and explores the mediation effects of green marketing mix and eco-labeling strategies. Drawing upon the natural resource-based view (NRBV) and the dynamic capability view (DCV), we tested our multiple mediation model with a sample of owners/managers of 160 small firms from Bangladesh, with these firms coming from the sectors of trading, manufacturing, and services. To test the study’s hypotheses, we employed the variance-based structural equation modeling (SEM) method, using the partial least squares (PLS) technique. The results reveal that green marketing mix and eco-labeling strategies transmit the effect of enviropreneurial orientation to business performance of small firms. Both strategies are found to be mediators in the relationship between enviropreneurial orientation and business performance of small firms. The study also offers suggestions for future research.
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1. Introduction


Society’s concerns about ecological deterioration have tightened competitive pressure and brought new challenges for small firms to overcome [1,2,3,4]. Therefore, issues of environmental responsibility are no longer only the concern of large organizations. Despite the individual small firm’s lesser environmental effect, the current study tested small firms in the country of Bangladesh, as these small firms contribute 25% of the country’s gross domestic product (GDP) and create 7.8 million jobs [5]. The study defines small firms using the Bangladesh Bank definition, that is, firms with 25–50 employees with fixed assets of 50,000–15,000,000 BDT other than land and buildings (1 US dollar [USD] equals approximately 85 Bangladeshi taka [BDT] which is the exchange rate from the Bangladesh Bank) [6].



Over the last decade, research in the field of small firm entrepreneurship has documented a wide range of issues concerning the importance of environmental factors. These issues include the types of capabilities and resources [7,8,9,10,11] and management practices [12,13,14,15,16,17] in relation to a firm’s operations and supply chain system [18,19,20,21], its branding and marketing strategies [22,23,24,25], investment and financing [26,27,28], and matters related to services [29,30]. Although small firm entrepreneurship scholars have long believed that a small firm’s developed level of enviropreneurial orientation (i.e., proactive, innovative, risk-taking, or aggressive) will advance its strategic fitness toward ecological matters, and subsequently its outcome [31], their belief has not yet been fully tested. Scholars also recognize the business benefits for firms that are linked to enviropreneurial practices and green marketing strategies [23,24,32] in terms of marketing mix strategies (e.g., package and product design; selection of channel; promotion; and communication), and eco-labeling strategy. However, few research works have been devoted to testing how small firms transform their enviropreneurial actions into business results and to recognizing the important marketing capabilities and resources that they must design and implement to capture such results. Therefore, the green marketing orientation of small firms in terms of their enviropreneurial orientation via green marketing mix and eco-labeling strategies is a vital part of the environmental sustainability puzzle.



To respond to these gaps, the current study follows the natural resource-based view (NRBV) [33] and the dynamic capability view (DCV) [34] of small firms. It thus seeks to discover the patterns of enviropreneurial orientation’s impact on business results and the transformational role of green marketing mix and eco-labeling strategies between enviropreneurial orientation and firms’ business outcomes. The study’s results address the missing links in the competitive consequences of small firms’ enviropreneurial behaviors via green marketing mix and eco-labeling strategies. In doing so, the results strengthen the NRBV and DCV literature by testing the hypotheses using three factors—enviropreneurial orientation, green marketing mix and eco-labeling strategies—that could be essential, along with other factors, for the effective design of a greener marketing program for a small firm. Furthermore, the current study not only stimulates scholars of small firm entrepreneurship to further examine this important yet ignored relationship but also offers small firms’ owners/managers valuable understanding so they can fine tune their green marketing program with green marketing mix and eco-labeling strategies to outperform competitors in the marketplace.



To meet these goals, the current study investigates the environmental matters that influence the strategic marketing decisions of small firm entrepreneurship. The next section presents a multiple mediation model via an analysis of the literature and the development of hypotheses. In the subsequent section, the research methodology is applied to attain the study’s objectives. Discussion and implications of the findings are then presented. In the next section, the research model’s background is discussed in conjunction with the proposed hypotheses. The paper concludes with a discussion of the study’s limitations and the future research directions derived from the study.




2. Conceptual Framework and Research Hypotheses


The proposed research model explains the enviropreneurial orientation, green marketing mix strategy, and eco-labeling strategy of small firms by capturing their components and their consequences as they impact on business performance of small firms (see Figure 1). The model extends the knowledge by conceptualizing enviropreneurial orientation and modeling its overall influence on the marketing mix strategy, eco-labeling strategy, and business performance of small firms. Although entrepreneurial orientation is a critical parameter in any small firm’s business performance, little research has adequately focused on the enviropreneurial orientation of the small firm. Moreover, green marketing mix and eco-labeling strategies of small firms have received even less attention. Thus, this study fills this void by conceptualizing these three factors—enviropreneurial orientation, green marketing mix strategy, and eco-labeling strategy—in a single model and framing their effects on critical firm financial outcomes. The proposed model differs substantially from the extant theoretical frameworks (e.g., [23,31,35,36,37,38]) by articulating the enviropreneurial orientation, green marketing mix strategy, and eco-labeling strategy of small firms and by evaluating the overall effects and mediating effects of green marketing mix and eco-labeling strategies on firms’ business performance.



The conceptual model (Figure 1) is based on the literature on strategic management, marketing, and sustainability as the study focuses on the relationship between the green marketing mix strategy-mediated and eco-labeling strategy-mediated enviropreneurial orientation, and the small firm’s business performance. In entrepreneurship research, such an interdisciplinary approach is important and necessary to adequately address business challenges and opportunities. The conceptual model elucidates an overview of associations in terms of the natural resource-based view (NRBV) [33] and dynamic capability view (DCV) [34].



The model links enviropreneurial orientation, green marketing mix strategy, eco-labeling strategy, and small firm performance within the business operation setting in a developing country. More specifically, this relationship amplifies the ‘green’ dominant decision-making process for a small firm with its effect on profit, the planet, and people. The model conceptualizes enviropreneurial orientation as a focal construct which influences the green marketing mix strategy, eco-labeling strategy, and business performance of small firms. In this relationship, green marketing mix and eco-labeling strategies play the key mediating role between enviropreneurial orientation and business performance of small firms. In the following sections, the theoretical background of this study is discussed, each construct is defined, and justification for the hypotheses is presented, along with further elaboration regarding the proposed relationships.



2.1. Theoretical Background


Over the last few decades, environmental issues have become part of a firm’s responsible approach to business operation and, at the same time, a competitive opportunity for entrepreneurial action and growth [39]. This idea is presented as the entrepreneurial firm’s voluntary decision to contribute to a greener planet and better people. At present, concepts such as ‘ecopreneurship’ [40] and ‘green marketing’ [41] are becoming more extensively used, indicating society’s increasing interest in the influence of small firms’ capabilities and resources on the environment. Therefore, capabilities and resources from business operations that are valuable for the ecological environment can yield greater business results. In addition, small firms’ abilities to learn, change, adapt, and develop capabilities and resources to meet the requirements of a changing environment can be helpful for the planet and yield business outcomes [42]. According to this belief, the inclusive supposition of the NRBV and DCV is that the outcomes of firms must be initiated by capabilities and resources that provide ecologically maintainable business activities [33,34]. In fact, the NRBV and DCV originated from the resource-based view (RBV) [43,44] and have expanded into the marketing, sustainability, and entrepreneurial perspectives [36,45,46,47]. The NRBV of the firm was pioneered by Hart [33]. This view suggests that firms can develop their competitive position by managing the restrictions enacted by their bio-physical or natural environment [33]. On the other hand, the DCV explains firms’ ability to pinpoint strategic managerial decisions and to incorporate, construct, and reconfigure resources in a phase of rapid changes in the external environment to reach competitive opportunities [34]. By integrating these two theories, the current research states that the key managerial challenge for small firms is to respond to factors in their external environment and to design and implement capabilities and resources that are beneficial for ecological and financial results [33,34].



Nevertheless, not all small firms have adequate capabilities to promote their green products to their buyers. If entrepreneurial firms intend to successfully embrace a green marketing program (e.g., green marketing mix and eco-labeling), then their enviropreneurial ideas and concepts should be integrated into aspects of their marketing program [48]. If small firms can provide services or products that meet their buyers’ green needs, then their buyers would have a more positive attitude to their services or products. With the advent of the green era, small firms must find opportunities to enhance their products’ green performance to strengthen their business value.



Therefore, recognizing the enviropreneurial orientation factors that are linked to firms’ business outcomes might substantially extend our thoughts on ways in which the DCV and NRBV could be appropriate for smaller firms. Thus, the study firstly conjectures the straightforward link between enviropreneurial orientation and business performance of small firmsas one of the main factors. Our arguments focus on the importance of green marketing strategies (i.e., marketing mix and eco-labeling strategies) and develop hypotheses to explain the mediation role of these strategies, as well as that of the eco-labeling strategy between enviropreneurial orientation and the small firm’s business performance, from the time when the green marketing topic began to receive significant interest in the NRBV and DCV literature [8,49,50].




2.2. Enviropreneurial Orientation


Enviropreneurial orientation, or ‘ecopreneurship’, has been acknowledged as one of the most important competencies of small firms, presenting them with a wider range of responsibility [31,40,51,52]. Enviropreneurial orientation refers to the manager/owner’s inclination towards the environment and the business that leads to environmental and business goals, inspiring proactive, innovative, risk taking and the aggressive design and execution of ecological policies and plans that immediately increase the firm’s competitive position and business results [31].



According to Menon and Menon’s study [53], this concept addresses a decision-making step for designing and executing ecological and entrepreneurial positive actions with the aim of generating profit by providing an exchange that confirms a small firm’s business performance goals [53]. In line with the NRBV and DCV literature, this decision-making process is crucial for small firms that are eager to gain sustainable business results with competitive advantage. The literature also suggests that enviropreneurial orientation depends largely on the levels of innovativeness, proactiveness, competitiveness, and risk-taking propensity rather than on the firm’s responsive compliance with public pressure and government mandates [54]. Furthermore, taking the NRBV and DCV into consideration, our study suggests that, to foster the proactive, innovative, risk taking and aggressive behavior of small firms by integrating profit, planet, and people objectives, appropriate levels of capabilities and resources are needed. At the same time, small firms need to respond to rapidly changing external environments (e.g., the green movement) by reconfiguring and/or developing their capabilities [34]. Many small firms are keen to focus on their core activities and core competencies due to limitations in their resources and capabilities [55]. In contrast, many other small firms have been able to sustain their business performance, through possessing capabilities and resources that focus on an enviropreneurial orientation. The following hypothesis is thus proposed:

Hypothesis 1 (H1):

Enviropreneurial orientation has a positive relationship with small firm’s business performance.








2.3. Green Marketing Strategy


The concept ‘green marketing strategy’ refers to marketing policies, practices, and procedures that are aligned with ecological responsiveness and/or that eliminate or reduce adverse impacts on the planet and people [56]. In line with this definition of green marketing strategy, business activities of the firm need the support of an integrated set of marketing mix components (e.g., package and product design; selection of channel; promotion; communication; pricing) as this represents the firm’s value offering to the customer and achieves its economic performance results [57,58,59,60,61].



According to Kärnä et al.’s study [62], green marketing is a tool that firms can use to gain monetary goals by fulfilling buyers’ demands and needs that are derived from society’s changing environmental awareness. More specifically, firms should be responsible in terms of ethically choosing the sources of their raw materials and products as well as services and processes that are planet- and people-friendly. Therefore, based on the NRBV and DCV, we suggest that, to produce quality products and services, the firm must be responsible to society and the environment and must apply strategic messages when promoting its actions, thus building a strong image and gaining competitive advantage.



A small firm with an enviropreneurial orientation as its key strategy focus can provide input into its marketing design which is most likely to assist green concept implementation across the entire firm [57]. Therefore, a small firm needs to restructure and review all elements of its marketing mix (e.g., package and product design; selection of channel; promotion; and communication) within its enviropreneurial orientation, which could transform the firm to achieving its desired business performance outcomes. More specifically, higher resource mobilization and dynamic capability of a small firm are most likely to lead it to develop and process verifiable, consistent, and meaningful green marketing mix strategies that are connected with its enviropreneurial orientation, thus ensuring its business performance. In other words, green marketing mix strategies can be stimulated by various enviropreneurial orientation elements that, in turn, influence business performance of small firms. We thus develop the second hypothesis as follows:

Hypothesis 2 (H2):

The green marketing mix strategy positively mediates the relationship between enviropreneurial orientation and small firm’s business performance.








2.4. Eco-Labeling Strategy


A relevant and rising topic in sustainability studies is the role of eco-labels in influencing buyers in their purchasing decisions [63]. Eco-labels can be defined as statements declaring that a service and product has specific green features and properties [64]. According to the European Union (EU), the term ‘eco-labeling’ refers to a voluntary scheme that delivers information about the ecological advantage of the presented products and services using a single symbol and/or sign at the point of sale [65]. Furthermore, the term ‘eco-labeling’ can be defined as products and services identified as being more environmentally friendly and causing less environmental damage while they are being made, used, or undergoing disposal [66].



Past research shows that eco-labeling is an important marketing tool for manufacturers and retailers as it proves the eco-friendly features of products and services regarding issues, such as health and energy consumption, thus attracting customers’ choices over products and services offered by competitors [66,67,68,69,70,71]. In addition, the eco-label tool should permit buyers to confidently and easily understand the green features of a service or product and to recognize the best performing service or product in terms of green quality [72].



In the NRBV and DCV, to respond and gain competitive advantage, a small firm with an enviropreneurial orientation can apply an eco-labeling strategy by emphasizing evidence and claims linked to eco-friendly production practices, uses, or disposal methods, such as humanitarian and environmental concerns, fair trade, equality, clean water, corporate social responsibility (CSR), plant and animal conservation, etc. [73]. More specifically, in line with the NRBV and DCV, we suggest that enviropreneurial firms need to translate their eco-labeling tactics according to their product and service characteristics by focusing on various features. These include: being durable and reusable; non-toxic; preserving the ecosystem; produced using renewable materials; energy efficient; made from non-renewable materials extracted earlier; easy to dismantle, rebuild, and repair; and appropriately packaged for direct distribution [74]. In other words, small firms with an enviropreneurial orientation but with poor capabilities to transform their appropriate eco-labeling strategies are less likely to gain competitive advantage in terms of business performance results. We thus propose the third hypothesis as follows:

Hypothesis 3 (H3):

The eco-labeling strategy positively mediates the relationship between enviropreneurial orientation and small firm’s business performance.









3. Material and Methods


3.1. Sample and Data Collection


Bangladesh is a small country with a very large population: it is also a country that is one of the worst sufferers from the effects of climate change [75]. Small firms in Bangladesh play an important role in economic development [5] and have started to demonstrate or apply green marketing mix and eco-labeling strategies in their business operations. Therefore, small firms from Bangladesh offered an appropriate context in which to empirically examine the proposed hypotheses. The data were collected from a sample of Bangladeshi small firms with 25–50 staff and with fixed assets, other than land and buildings, of 50,000–15,000,000 BDT. A purposive sampling method was used. The small firms chosen were deemed to serve the research purpose and were regarded as adequate. The way in which the study selected small firms ensured they were well-informed about the phenomenon of interest (e.g., the green marketing orientation) [76]. To do so, the study used the ‘National Industrial Classification’ database that only represents firms that are entirely Bangladeshi. From that database, we classified small firms into three different forms of operation, namely, trading, manufacturing, and services. Finally, the following industries were tested: dairy and poultry food trading (15); jute goods trading (13); leather goods trading (09); fertilizer and pesticide trading (12); plastic goods trading (11); bakery manufacturing (17); furniture manufacturing (09); food processing (14); light engineering (08); cottage industry (14); printing and packaging industry (10); health services and diagnostics (21); and herbal treatment and beauty parlor (both 07). The unit of analysis was small firm owners/managers from the chosen industries. In total, 211 small firms were contacted and asked to respond to a questionnaire survey, with 168 owners/managers of small firms answering the questionnaire. However, eight did not deliver answers to all items tested in the current research. Therefore, 160 usable answers were collected. Details of the sample are presented in Table 1. The questionnaire survey’s response rate was 75.82%. To test the non-response bias, we divided the responses into two groups: early response and later response, and compared the answers. We did not find any significant differences in any key variables.




3.2. Measures


The questionnaire survey was designed based on theoretical reviews of the study’s area of interest. A six-point Likert scale was used to avoid ‘central tendency bias’, with the scale ranging from 1 ‘we strongly disagree’ to 6 ‘we strongly agree.’ To test the enviropreneurial orientation of small firms, this study used five items of the scale developed in Namagembe et al.’s [31] study. We used five items of Fraj et al.’s [35] study to measure small firms’ green marketing mix strategy. For eco-labeling strategy variables, we relied on the six-item scale developed in Struwig et al.’s study [77]. Lastly, to measure small firms’ business performance, we used four items adapted from Namagembe et al.’s study [31]. All items are listed in Table 2.




3.3. Data Analysis


To examine the hypotheses and the research model, we applied the variance-based structural equation modeling (SEM) method, that is, the partial least squares (PLS) technique. A second-generation multivariate technique, SEM allows the modeling of links between multiple dependent and independent variables [78]. In terms of construct validity, SEM enables the measurement of latent variables using manifest variables, items, or indicators [79]. For many researchers, SEM is seen as equivalent to carrying out covariance-based SEM (CB-SEM) analyses, which are commonly undertaken using software, such as AMOS, LISREL, etc. However, SEM also needs to be thought of as including another unique and very useful approach, namely, partial least squares-structural equation modeling (PLS-SEM). Partial least squares (PLS) path modeling is based on an algorithm that, firstly, estimates the best weights of each block of the measurement model and then estimates the path coefficients in the structural model [79]. Thus, the latent variable component scores or weight estimates depend on how well the measurement model and structural model are specified. The PLS technique was chosen over AMOS and LISREL for the current study as it is better suited for causal modeling when the sample size is relatively small and when the model is complex [80]. It is evident that the ability of PLS to model latent constructs under non-normality conditions and to handle analysis with small sample sizes have made PLS a popular technique among researchers [79]. Moreover, PLS is more appropriate when the measurement items are not well established and are used within a new measurement context [81]. In other words, PLS is suitable when the primary objective of the research is the explanation of the model variance for one or more constructs. With the rationale stated above, PLS was considered as the most appropriate data analysis tool for the quantitative part of the current study. The PLS technique was used to establish the relationship between constructs and, thus, to test the hypotheses. The data collected in this study were thus analyzed using the PLS technique with SmartPLS 3.0 software [82].




3.4. Control Variables


Several control variables were used in the current study, such as the type of operation, firm size, and firm age, with these often used in entrepreneurship and small business research studies [55,83,84]. The type of operation, firm size, and firm age have been found to affect the enviropreneurial orientation of a firm, making it relevant to control for these variables in the current study. The enviropreneurial orientation of a small firm differs depending on the type of operation, with the number of years and number of employees also making a difference.





4. Results


4.1. Measurement Model


The current study tested the reliability, convergent validity, and discriminant validity to confirm the validity of the measurement model. The findings confirmed all requirements of this model. Firstly, all item loadings were greater than 0.7. Therefore, all items were reliable (see Table 2). Secondly, the Cronbach’s alpha and composite reliability values were greater than 0.7. Therefore, the precondition of constructed reliability was established (see Table 2). Furthermore, convergent validity was assessed by average variance extracted (AVE), which has 0.5 as its cut-off value. Finally, all items attained discriminant validity, with validation derived from the assessment of correlations versus the square root of AVE (see Table 3) [85].




4.2. Structural Model


To examine the statistical significance of the path coefficients, we computed the t-value and standard error (SE) by using bootstrapping (5000 re-samples), as recommended in the study by Henseler et al. [86]. Thus, computation of the bootstrapping confidence intervals (CIs) of standardized regression coefficients formed part of the test. Apart from c′ (enviropreneurial orientation on business performance of small firms), other direct effects were also significant (see Figure 1). A similar result was found in the bias-corrected confidence intervals (CIs) and percentile bootstraps with 95% confidence intervals (CIs) (see Table 4). These outcomes did not support H1 when the mediators (green marketing mix strategy and eco-labeling strategy) were present. Therefore, it was assumed that mediation effects had occurred.



The Q2 value of the small firm’s business performance (0.451) was checked to confirm that the predictive relevance of the structural model was satisfactory. The study used Hayes et al.’s [87] analytical approach to examine the mediation hypotheses (H2 and H3).



Figure 1a shows the total effect (c) of enviropreneurial orientation on business performance of small firms, while Figure 1b shows the enviropreneurial orientation’s total effect on a small firm’s business performance as the addition of the indirect and direct (c′) effects (a1 b1 + a2 b2). The calculation of the latter uses the product of the path coefficients for each of the links in the mediational loop.



As commented by Preacher et al. [88], the examination of the mediation hypothesis can be done using bootstrapping. The current study generated bias-corrected confidence intervals (CIs) and 95% confidence intervals (CIs) (as percentiles) for the mediators.



As presented in Figure 1a and Table 4, enviropreneurial orientation has a substantial effect (total) on a small firm’s business performance (c = 0.711; t = 13.332). When including the mediators (Figure 1b), the impact of enviropreneurial orientation is reduced and its direct effect on a small firm’s business performance becomes insignificant (H1: c = 0.136; t = 1.118). Thus, this outcome does not support H1 when mediators are present. The outcomes also confirm the mediation effects of the green marketing mix strategy and eco-labeling strategy in the relationship between enviropreneurial orientation and business performance of small firms. Therefore, H2 and H3 are supported (see Table 5).




4.3. Goodness-of-Fit (GoF) Index


The current study estimated the Goodness-of-Fit (GoF) Index value to measure the overall fitness of the research model. This value is defined as the geometric mean of the average R2 value and the average communality for all endogenous constructs [89]. To calculate the GoF Index value for PLS path modelling, the study used R2 and AVE values of the endogenous constructs [90] with these shown on Table 6.



The GoF Index yielded a value of 0.639 in this study which is large, when considering the measure recommended by Wetzels et al.’s study [90]. Therefore, this enables the conclusion that our model has better prediction power in comparison to the baseline values (GoFsmall00.10; GoFmedium00.25; GoFlarge00.36), which satisfactorily validates the PLS model globally [91].




4.4. Predictive Relevance (Q2)


To assess the predictive validity of the PLS model, we used the predictive sample reuse technique (or Q2) [79]. This reliable technique is used to empirically judge the accuracy of data collection indicating whether it can be reconstructed with the help of the PLS parameters and the model [92]. Using the blindfolding procedure with an omission distance of 7, the current study obtained a cross-validated redundancy Q2 of 0.451 (>0), thus implying that the model has predictive relevance [78].




4.5. Power Analysis (1-β)


The study used G*Power 3.1.3 [93] to conduct the power test (post hoc) to estimate the validity of the statistical parameters. The G*Power test is usually defined as the probability of rejecting a false null hypothesis (H0) [91]. In other words, statistical power assesses the probability of finding significant associations between the latent variables when true relationships exist [94]. A value of 0.80 is used for power [91]. With our estimated power of 0.99 for the base model, the size of the estimated power compellingly exceeded the cut-off value of 0.80. Thus, high power (>0.80) confirmed that the study had adequate confidence in the hypothesized relationships in the research model.




4.6. Control Variables Test


We tested the impact of control variables, such as the type of operation, firm size, and firm age by estimating the path coefficients and t-values corresponding to the link between control variables and small firm’s business performance and a small firm’s enviropreneurial orientation, green marketing mix strategy, and eco-labeling strategy. Three conditions were considered to evaluate the control variables’ impact: (1) the impact of control variables was treated separately based on the type of operation, size, and age; (2) the impact was considered pair-wise (type of operation–size or type of operation–age or size–age); (3) the impact of all control variables (type of operation–size–age) was considered together (see Table 7). It was apparent from the results that the impact of control variables was only significant to the link with enviropreneurial orientation, and not to the links with green marketing mix strategy, eco-labeling strategy, and small firm business performance factors. More specifically, in the case of the enviropreneurial orientation factor, the impact of the type of operation was significant in all conditions, that is, conditions (1), (2), and (3) as mentioned above. Firm size was significant with pair-wise conditions of the type of operation–size. Similarly, firm age was significant with pair-wise conditions of the type of operation–age (see Table 7).





5. Discussion and Implications


Through an empirical study of 160 small firms from Bangladesh, this research tests the impact of enviropreneurial orientation on small firm’s business performance. To be specific, the investigation emphasizes the mediating roles of green marketing mix and eco-labeling strategies in the link between enviropreneurial orientation and small firm’s business performance.



The study’s first contribution is to delve into the associations between some entrepreneurial orientation factors (i.e., proactive, innovative, risk taking, and aggressive) and business performance results for the small firm. The study considers the results from the ecological point of view, with regard to environmental orientation, and from the resource mobilization and capabilities of small firms [33,34,42]. In doing so, the study considers enviropreneurial orientation as the main antecedent of small firms’ business outcomes. It is positioned as the starting point of the mechanism, while green marketing mix strategy and eco-labeling strategy are considered as mediators in the relationship between enviropreneurial orientation and small firm business performance. The findings confirm that the green marketing mix and eco-labeling strategies significantly mediate the impact of enviropreneurial orientation on business outcomes. Traditionally, small firms have focused on their core entrepreneurial competencies and activities due to limitations in their capabilities and resources. However, many small firms have realized the importance of ecology and have put their efforts into improving their entrepreneurial orientation to connect with green issues, in order to gain competitive advantage in business outcomes [42]. The results confirm that the higher level of enviropreneurial orientation conveys the higher level of business outcomes for small firms (R2 = 0.519) (see Figure 1a, the total effect). Therefore, enviropreneurial orientation on its own does not contribute to the business growth of small firms, as the finding of the current study presents an insignificant value of c′ (0.136). H1 is thus rejected, verifying the knowledge that it is still not a central focus for small firms. Other intervening factors may be possible.



Secondly, the current study offers an avenue for small firms’ owners/managers to gain healthier business performance for their firms via the joint development, and mechanism of, enviropreneurial orientation, green marketing mix strategy, and eco-labeling strategy. Enviropreneurial orientation has a positive effect on the generation of green marketing mix and eco-labeling strategies that could lead to a substantial impact on the growth of business outcomes [56,57,67,68,69,74] with this supported by the study’s findings (H2 = a1 b1 = 0.001 sig; (H3 = a2 b2 = 0.001 sig). Therefore, this study detects the significant indirect impact that arises from green marketing mix and eco-labeling strategies.



In summary, a small firm with enviropreneurial orientation may not be able to increase its business results’ with enviropreneurial orientation alone. It needs to link enviropreneurial orientation with some specific green strategy (e.g., green marketing mix and eco-labeling strategies) and with the use of appropriate resources and capabilities determined by scanning the external environment [33,34,42]. H2 and H3 indicate this impact, by showing that if firms have enviropreneurial orientation, unless they transform this orientation into a green strategy (e.g., green marketing mix and eco-labeling strategies), better business performance is not achieved. Therefore, the current study deepens the theory by its integration of the NRBV and DCV [33,34].



The study’s results have several practical implications. Firstly, the research subject is motivating and beneficial for small firms’ owners/managers in developing countries. They need to understand that entrepreneurial orientation should capture ecology within their firm’s operation, and that they must deliberate over green marketing mix and eco-labeling strategies in decision-making processes. The current study suggests several reasons for small firms to focus on and develop green marketing mix and eco-labeling strategies: (1) to improve service and product value; (2) to enhance a firm’s image; (3) to gain competitiveness; (4) to comply with environmental pressures; and (5) to seek new markets or opportunities.



Secondly, the results are very much related to policy makers and their agencies in developing countries. To encourage and motivate more eco-friendly consumption and production, green marketing and eco-labeling are techniques applied by policy makers and their agencies around the world [95,96]. They can promote and reward ecologically better products and services, as well as advising about the available information on performance and quality with respect to issues such as energy use and health. Most importantly, policy makers can concentrate on the strategic, rather than merely on the regulatory and normative, benefits of green policy in their efforts to inspire small firms to become sensitive to both the planet and the world’s people. Furthermore, our study suggests that small firms with poor resources will find it much more challenging to execute green marketing mix and eco-labeling programs. Thus, policy makers may discover benefits in offering economic and technical aid and in identifying quality in sustainable marketing practices to assist small firms to adopt and execute green programs [97].




6. Conclusions and Future Directions


This study addresses the impact of the enviropreneurial orientation of small firms on their business results. It considers the business outcomes of small firms in relation to green entrepreneurial orientation, green marketing mix strategy, and eco-labeling strategy. As most firms are willing to discover ways to gain an edge on their competitors, green orientation is an area of growing interest for firms.



The current research shows that enviropreneurial orientation is a predecessor of small firm’s business performance, and that green marketing mix and eco-labeling strategies act as mediators in achieving these outcomes. The findings suggest that enviropreneurial orientation may not directly impact on business outcomes, but indirectly through green strategies (e.g., marketing mix strategy, eco-labeling strategy). Therefore, small firms must absorb and use green strategies to achieve greater firm value. If small firms have an enviropreneurial orientation but do not use green strategies, they may not attain their desired business outcome.



The study’s topic is very important and useful for managers. They need to realize that their firms’ green entrepreneurial orientation should integrate green marketing mix and eco-labeling strategies into decision-making processes. Similarly, policy makers should promote environmentally friendly products and services and advise about information on quality with respect to issues such as energy use and health.



The current study has some limitations. Firstly, future research would benefit from longitudinal research designs, as the results propose a single picture of current models without measures for a similar model over time. Secondly, the research was conducted within the specific area of small firms and in a single country. Duplication in new contexts would confirm confidence in the current framework. Thirdly, small firms’ business performance can vary significantly with changing external environmental circumstances. Therefore, the current study recommends integrating external environmental factors (e.g., munificence, hostility, and turbulence) into future research. Lastly, the current study was conducted in a specific developing country (Bangladesh); thus, investigators should be cautious about generalizing these conclusions and findings to other contexts or scenarios.







Author Contributions


Conceptualization, E.A.K.; Methodology, E.A.K.; Data curation, E.A.K.; Formal analysis, E.A.K.; Investigation, E.A.K.; Validation, E.A.K., Software, E.A.K.; Supervision, E.A.K.; Writing—original draft, E.A.K.; Writing—review & editing, P.R., M.A.R., M.M.R. and A.M. All authors have read and agreed to the published version of the manuscript.




Funding


This research received no external funding.




Conflicts of Interest


The authors declare no conflict of interest.




References


	



Andersén, J.; Jansson, C.; Ljungkvist, T. Can environmentally oriented CEOs and environmentally friendly suppliers boost the growth of small firms? Bus. Strategy Environ. 2019. [Google Scholar] [CrossRef]

	



Danso, A.; Adomako, S.; Amankwah-Amoah, J.; Owusu-Agyei, S.; Konadu, R. Environmental sustainability orientation, competitive strategy and financial performance. Bus. Strategy Environ. 2019, 28, 885–895. [Google Scholar] [CrossRef]

	



Halme, M.; Korpela, M. Responsible innovation toward sustainable development in small and medium-sized enterprises: A resource perspective. Bus. Strategy Environ. 2014, 23, 547–566. [Google Scholar] [CrossRef]

	



Shepherd, D.A.; Patzelt, H. The new field of sustainable entrepreneurship: Studying entrepreneurial action linking “what is to be sustained” with “what is to be developed”. Entrep. Theory Pract. 2011, 35, 137–163. [Google Scholar] [CrossRef]

	



The Independent. Small Enterprises Make Big Contribution; Sharif Ahmed, 8 April 2018. Available online: http://www.theindependentbd.com/post/144918 (accessed on 6 June 2019).

	



SME & Special Programmes Department, Bangladesh Bank. Small and Medium Enterprise (SME) Credit Policies & Programmes. 2011. Available online: https://www.bangladesh-bank.org/sme/smepolicye.pdf (accessed on 5 May 2019).

	



Hofmann, K.H.; Theyel, G.; Wood, C.H. Identifying firm capabilities as drivers of environmental management and sustainability practices—Evidence from small and medium-sized manufacturers. Bus. Strategy Environ. 2012, 21, 530–545. [Google Scholar] [CrossRef]

	



Aragón-Correa, J.A.; Hurtado-Torres, N.; Sharma, S.; García-Morales, V.J.; Sharma, S.K. Environmental strategy and performance in small firms: A resource-based perspective. J. Environ. Manag. 2008, 86, 88–103. [Google Scholar] [CrossRef] [PubMed]

	



Khan, E.A.; Quaddus, M. What factors make micro-firms sustainable? A proposal for a model. J. Dev. Areas 2017, 51, 255–269. [Google Scholar] [CrossRef]

	



Khan, E.A. The voice of informal entrepreneurs: Resources and capabilities perspective. J. Dev. Entrep. 2018, 23, 1850015. [Google Scholar] [CrossRef]

	



Khan, E.A.; Quaddus, M. Examining the influence of business environment on socio-economic performance of informal microenterprises: Content analysis and partial least square approach. Int. J. Sociol. Soc. Policy 2015, 35, 273–288. [Google Scholar] [CrossRef]

	



Testa, F.; Gusmerottia, N.M.; Corsini, F.; Passetti, E.; Iraldo, F. Factors affecting environmental management by small and micro firms: The importance of entrepreneurs’ attitudes and environmental investment. Corp. Soc. Responsib. Environ. Manag. 2016, 23, 373–385. [Google Scholar] [CrossRef]

	



Lee, K.-H. Why and how to adopt green management into business organizations? The case study of Korean SMEs in manufacturing industry. Manag. Decis. 2009, 47, 1101–1121. [Google Scholar] [CrossRef]

	



Revell, A.; Stokes, D.; Chen, H. Small businesses and the environment: Turning over a new leaf? Bus. Strategy Environ. 2010, 19, 273–288. [Google Scholar]

	



O’Donohue, W.; Torugsa, N. The moderating effect of ‘green’ HRM on the association between proactive environmental management and financial performance in small firms. Int. J. Hum. Resour. Manag. 2016, 27, 239–261. [Google Scholar] [CrossRef]

	



Puppim de Oliveira, J.A.; Jabbour, C.J.C. Environmental management, climate change, CSR, and governance in clusters of small firms in developing countries: Toward an integrated analytical framework. Bus. Soc. 2017, 56, 130–151. [Google Scholar] [CrossRef]

	



Khan, E.A.; Quaddus, M. Dimensions of human capital and firm performance: Micro-firm context. IIMB Manag. Rev. 2018, 30, 229–241. [Google Scholar] [CrossRef]

	



Lee, S.-Y.; Klassen, R.D. Drivers and enablers that foster environmental management capabilities in small-and medium-sized suppliers in supply chains. Prod. Oper. Manag. 2008, 17, 573–586. [Google Scholar] [CrossRef]

	



Govindan, K.; Kaliyan, K.M.; Kannan, D.; Haq, A. Barriers analysis for green supply chain management implementation in Indian industries using analytic hierarchy process. Int. J. Prod. Econ. 2014, 147, 555–568. [Google Scholar] [CrossRef]

	



Teixeira, A.A.; Jabbour, C.J.C.; Jabbour, A.B.L.D.S.; Latan, H.; De Oliveira, J.H.C. Green training and green supply chain management: Evidence from Brazilian firms. J. Clean. Prod. 2016, 116, 170–176. [Google Scholar] [CrossRef]

	



Kim, S.T. Implementation of Green Supply Chain Management: Impact on Performance Outcomes in Small-And Medium-Sized Electrical and Electronic Firms. ETD Collection for University of Nebraska—Lincoln. 2010. Available online: https://digitalcommons.unl.edu/dissertations/AAI3412875/ (accessed on 17 June 2019).

	



Chen, Y.-S. The drivers of green brand equity: Green brand image, green satisfaction, and green trust. J. Bus. Ethics 2010, 93, 307–319. [Google Scholar] [CrossRef]

	



Kumar, P. Green marketing innovations in small Indian firms. World J. Entrep. Manag. Sustain. Dev. 2015, 11, 176–190. [Google Scholar] [CrossRef]

	



Duffett, R.; Edu, T.; Haydam, N.; Negricea, I.-C.; Zaharia, R. A Multi-Dimensional Approach of Green Marketing Competitive Advantage: A Perspective of Small Medium and Micro Enterprises from Western Cape, South Africa. Sustainability 2018, 10, 3764. [Google Scholar] [CrossRef]

	



Khan, E.A. An investigation of marketing capabilities of informal microenterprises: A study of street food vending in Thailand. Int. J. Sociol. Soc. Policy 2017, 37, 186–202. [Google Scholar] [CrossRef]

	



Nakamura, E. Does environmental investment really contribute to firm performance? An empirical analysis using Japanese firms. Eurasian Bus. Rev. 2011, 1, 91–111. [Google Scholar]

	



Bose, I.; Pal, R. Do green supply chain management initiatives impact stock prices of firms? Decis. Support Syst. 2012, 52, 624–634. [Google Scholar] [CrossRef]

	



Khan, E.A.; Quaddus, M.; Weber, P.; Geneste, L. Micro-Start-Ups financial capital and socio-economic performance: In a poor financial resource setting. J. Dev. Areas 2020, 54, 95–107. [Google Scholar] [CrossRef]

	



Tzschentke, N.; Kirk, D.; Lynch, P. Ahead of their time? Barriers to action in green tourism firms. Serv. Ind. J. 2008, 28, 167–178. [Google Scholar] [CrossRef]

	



Aykol, B.; Leonidou, L.C. Researching the green practices of smaller service firms: A theoretical, methodological, and empirical assessment. J. Small Bus. Manag. 2015, 53, 1264–1288. [Google Scholar] [CrossRef]

	



Namagembe, S.; Ryan, S.; Sridham, R.; Sridharan, R. Enviropreneurial orientation in SME supply chains: Construct measurement development. World J. Entrep. Manag. Sustain. Dev. 2017, 13, 128–150. [Google Scholar] [CrossRef]

	



Wu, S.I.; Lin, S.R. The effect of green marketing strategy on business performance: A study of organic farms in Taiwan. Total Qual. Manag. Bus. Excell. 2016, 27, 141–156. [Google Scholar] [CrossRef]

	



Hart, S.L. A natural-resource-based view of the firm. Acad. Manag. Rev. 1995, 20, 986–1014. [Google Scholar] [CrossRef]

	



Teece, D.J.; Pisano, G.; Shuen, A. Dynamic capabilities and strategic management. Strateg. Manag. J. 1997, 18, 509–533. [Google Scholar] [CrossRef]

	



Fraj, E.; Martinez, E.; Matute, J. Green marketing strategy and the firm’s performance: The moderating role of environmental culture. J. Strateg. Mark. 2011, 19, 339–355. [Google Scholar] [CrossRef]

	



Namagembe, S.; Sridharan, R.; Ryan, S. Green supply chain management practice adoption in Ugandan SME Manufacturing Firms: The role of enviropreneurial orientation. World J. Sci. Technol. Sustain. Dev. 2016, 13, 154–173. [Google Scholar] [CrossRef]

	



Amacher, G.S.; Koskela, E.; Ollikainen, M. Environmental quality competition and eco-labeling. J. Environ. Econ. Manag. 2004, 47, 284–306. [Google Scholar] [CrossRef]

	



Nilsson, H.; Tunçer, B.; Thidell, Å. The use of eco-labeling like initiatives on food products to promote quality assurance—Is there enough credibility? J. Clean. Prod. 2004, 12, 517–526. [Google Scholar] [CrossRef]

	



Carroll, A.B. Corporate social responsibility: Evolution of a definitional construct. Bus. Soc. 1999, 38, 268–295. [Google Scholar] [CrossRef]

	



Santini, C. Ecopreneurship and ecopreneurs: Limits, trends and characteristics. Sustainability 2017, 9, 492. [Google Scholar] [CrossRef]

	



Moravcikova, D.; Krizanova, A.; Kliestikova, J.; Rypakova, M. Green Marketing as the Source of the Competitive Advantage of the Business. Sustainability 2017, 9, 2218. [Google Scholar] [CrossRef]

	



Teece, D.J. Explicating dynamic capabilities: The nature and micro foundations of (sustainable) enterprise performance. Strateg. Manag. J. 2007, 28, 1319–1350. [Google Scholar] [CrossRef]

	



Barney, J. Firm resources and sustained competitive advantage. J. Manag. 1991, 17, 99–120. [Google Scholar] [CrossRef]

	



Hunt, S.D.; Derozier, C. The normative imperatives of business and marketing strategy: Grounding strategy in resource-advantage theory. J. Bus. Ind. Mark. 2004, 19, 5–22. [Google Scholar] [CrossRef]

	



Srivastava, R.K.; Fahey, L.; Christensen, H.K. The resource-based view and marketing: The role of market-based assets in gaining competitive advantage. J. Manag. 2001, 27, 777–802. [Google Scholar] [CrossRef]

	



Coviello, N.; Winklhofer, H.; Hamilton, K. Marketing practices and performance of small service firms: An examination in the tourism accommodation sector. J. Serv. Res. 2006, 9, 38–58. [Google Scholar] [CrossRef]

	



Prieto-Sandoval, V.; Jaca, C.; Santos, J.; Baumgartner, R.J.; Ormazabal, M. Key strategies, resources, and capabilities for implementing circular economy in industrial small and medium enterprises. Corp. Soc. Responsib. Environ. Manag. 2019, 26, 1473–1484. [Google Scholar] [CrossRef]

	



Ottman, J.A. Green Marketing; NTC Business Books: Chicago, IL, USA, 1992. [Google Scholar]

	



Bromiley, P.; Rau, D. Towards a practice-based view of strategy. Strateg. Manag. J. 2014, 35, 1249–1256. [Google Scholar] [CrossRef]

	



Siegel, D. Green management matters only if it yields more green: An economic/strategic perspective. Acad. Manag. Perspect. 2009, 23, 5–16. [Google Scholar] [CrossRef]

	



Setyawati, I.; Purnomo, A.; Irawan, D.E.; Tamyiz, M.; Sutiksno, D.U. Visual trend of literature on ecopreneurship research overviewed within the last two decades. J. Entrep. Educ. 2018, 21, 1–7. [Google Scholar]

	



Rodríguez-García, M.; Guijarro-García, M.; Carrilero-Castillo, A. An overview of ecopreneurship, eco-Innovation, and the ecological sector. Sustainability 2019, 11, 2909. [Google Scholar] [CrossRef]

	



Menon, A.; Menon, A. Enviropreneurial marketing strategy: The emergence of corporate environmentalism as market strategy. J. Mark. 1997, 61, 51–67. [Google Scholar] [CrossRef]

	



Hartman, C.L.; Stafford, E.R. Crafting ‘enviropreneurial’ value chain strategies through green alliances. Bus. Horiz. 1998, 41, 62–73. [Google Scholar] [CrossRef]

	



Wiklund, J.; Shepherd, D. Entrepreneurial orientation and small business performance: A configurational approach. J. Bus. Ventur. 2005, 20, 71–91. [Google Scholar] [CrossRef]

	



Zhang, X.; Shen, L.; Wu, Y. Green strategy for gaining competitive advantage in housing development: A China study. J. Clean. Prod. 2011, 19, 157–167. [Google Scholar] [CrossRef]

	



Taghian, M.; Polonsky, M.; D’Souza, C. Green marketing strategies. In An Integrated Approach to Environmental Management; Sakar, D., Datta, R., Mukherjee, A., Hannigan, R., Eds.; John Wiley & Sons, Inc.: New York, NY, USA, 2016. [Google Scholar]

	



Davari, A.; Strutton, D. Marketing mix strategies for closing the gap between green consumers’ pro-environmental beliefs and behaviors. J. Strateg. Mark. 2014, 22, 563–586. [Google Scholar] [CrossRef]

	



Pomering, A. Marketing for sustainability: Extending the conceptualisation of the marketing mix to drive value for individuals and society at large. Australas. Mark. J. 2017, 25, 157–165. [Google Scholar] [CrossRef]

	



Mahmoud, T.O.; Ibrahim, S.B.; Ali, A.H.; Bleady, A. The influence of green marketing mix on purchase intention: The mediation role of environmental knowledge. Int. J. Sci. Eng. Res. 2017, 8, 1040–1048. [Google Scholar] [CrossRef]

	



Prakash, G.; Pathak, P. Intention to buy eco-friendly packaged products among young consumers of India: A study on developing nation. J. Clean. Prod. 2017, 141, 385–393. [Google Scholar] [CrossRef]

	



Kärnä, J.; Hansen, E.; Juslin, H. Social responsibility in environmental marketing planning. Eur. J. Mark. 2003, 37, 848–871. [Google Scholar] [CrossRef]

	



Brécard, D.; Hlaimi, B.; Lucas, S.; Perraudeau, Y.; Salladarré, F. Determinants of demand for green products: An application to eco-label demand for fish in Europe. Ecol. Econ. 2009, 69, 115–125. [Google Scholar] [CrossRef]

	



De Boer, J. Sustainability labelling schemes: The logic of their claims and their functions for stakeholders. Bus. Strategy Environ. 2003, 12, 254–264. [Google Scholar] [CrossRef]

	



Karl, H.; Orwat, C. Environmental labelling in Europe: European and national tasks. Eur. Environ. 1999, 9, 212–220. [Google Scholar] [CrossRef]

	



Rubik, F.; Frankl, P. The Future of Eco-Labelling: Making Environmental Product Information Systems Effective; Routledge: New York, NY, USA, 2017. [Google Scholar]

	



Testa, F.; Iraldo, F.; Vaccari, A.; Ferrari, E. Why eco-labels can be effective marketing tools: Evidence from a study on Italian consumers. Bus. Strategy Environ. 2015, 24, 252–265. [Google Scholar] [CrossRef]

	



Golubevaitė, L. Eco-labelling as a marketing tool for green consumerism. Glob. Acad. Soc. J. Soc. Sci. Insight 2008, 1, 25–36. [Google Scholar]

	



Liu, Q.; Yan, Z.; Zhou, J. Consumer choices and motives for eco-labeled products in China: An empirical analysis based on the choice experiment. Sustainability 2017, 9, 331. [Google Scholar] [CrossRef]

	



Moon, S.J.; Costello, J.P.; Koo, D.M. The impact of consumer confusion from eco-labels on negative WOM, distrust, and dissatisfaction. Int. J. Advert. 2017, 36, 246–271. [Google Scholar] [CrossRef]

	



Cai, Z.; Xie, Y.; Aguilar, F.X. Eco-label credibility and retailer effects on green product purchasing intentions. For. Policy Econ. 2017, 80, 200–208. [Google Scholar] [CrossRef]

	



Chamorro, A.; Bañegil, T.M. Green marketing philosophy: A study of Spanish firms with ecolabels. Corp. Soc. Responsib. Environ. Manag. 2006, 13, 11–24. [Google Scholar] [CrossRef]

	



Saha, M.; Darnton, G. Green companies or green companies: Are companies really green, or are they pretending to be? Bus. Soc. Rev. 2005, 110, 117–157. [Google Scholar] [CrossRef]

	



Seele, P. Is Blue the New Green? Colors of the Earth in Corporate PR and Advertisement to Communicate Ethical Commitment and Responsibility. 2007. Available online: http://www.responsibility-research.de/resources/WP_3_Is_blue_the_new_green.pdf (accessed on 15 April 2019).

	



Bangladesh Bureau of Statistics. 2019. Available online: http://bbs.portal.gov.bd/sites/default/files/files/bbs.portal.gov.bd/page/096977ca_4741_4b33_8214_7b994b64205c/BESF_%202016-2030.pdf (accessed on 17 January 2019).

	



Cresswell, J.W.; Plano Clark, V.L. Designing and Conducting Mixed Method Research; Sage: Thousand Oaks, CA, USA, 2011. [Google Scholar]

	



Struwig, M.; Adendorff, C. Consumers’ Perception of Eco-labels in South Africa. Athens J. Bus. Econ. 2018, 4, 163–178. [Google Scholar] [CrossRef]

	



Chin, W.W. How to write up and report PLS analyses. In Handbook of Partial Least Squares: Concepts, Methods and Application; Esposito Vinzi, V., Chin, W.W., Henseler, J., Wang, H., Eds.; Springer: Berlin, Germany, 2010; pp. 645–689. [Google Scholar]

	



Chin, W.W. The partial least squares approach to structural equation modeling. In Modern Business Research Methods; Marcoulides, G.A., Ed.; Lawrence Erlbaum Associates: Mahwah, NJ, USA, 1998; pp. 295–336. [Google Scholar]

	



Hulland, J. Use of partial least squares (PLS) in strategic management research: A review of four recent studies. Strateg. Manag. J. 1999, 20, 95–204. [Google Scholar] [CrossRef]

	



Thompson, R.; Barclay, D.W.; Higgins, C.A. The partial least squares approach to causal modeling: Personal computer adoption and use as an illustration. Technol. Stud. Spec. Issue Res. Methodol. 1995, 2, 284–324. [Google Scholar]

	



Ringle, C.M.; Wende, S.; Becker, J.M. Smartpls 3.1. 5; University of Hamburg: Hamburg, Germany, 2014. [Google Scholar]

	



Anderson, B.S.; Eshima, Y. The influence of firm age and intangible resources on the relationship between entrepreneurial orientation and firm growth among Japanese SMEs. J. Bus. Ventur. 2013, 28, 413–429. [Google Scholar] [CrossRef]

	



Rauch, A.; Wiklund, J.; Lumpkin, G.; Frese, M. Entrepreneurial orientation and business performance: An assessment of past research and suggestions for the future. Entrep. Theory Pract. 2009, 33, 761–787. [Google Scholar] [CrossRef]

	



Roldán, J.L.; Sánchez-Franco, M.J. Variance-based structural equation modeling: Guidelines for using partial least squares in information systems research. In Research Methodologies, Innovations and Philosophies in Software Systems Engineering and Information Systems; Mora, M., Gelman, O., Steenkamp, A., Raisinghani, M., Eds.; IGI Global: Derry Township, PA, USA, 2012; pp. 193–221. [Google Scholar]

	



Henseler, J.; Ringle, C.M.; Sinkovics, R.R. The use of partial least squares path modeling in international marketing. In New Challenges to International Marketing; Emerald Group Publishing Limited: Bingley, UK, 2009; pp. 277–319. [Google Scholar]

	



Hayes, A.F.; Preacher, K.J.; Myers, T.A. Mediation and the estimation of indirect effects in political communication research. In Sourcebook for Political Communication Research: Methods, Measures, and Analytical Techniques; Routledge: New York, NY, USA, 2011; Volume 23, pp. 434–465. [Google Scholar]

	



Preacher, K.J.; Hayes, A.F. Asymptotic and resampling strategies for assessing and comparing indirect effects in multiple mediator models. Behav. Res. Methods 2008, 40, 879–891. [Google Scholar] [CrossRef]

	



Tenenhaus, M.; Vinzi, V.E.; Chatelin, Y.M.; Lauro, C. PLS path modeling. Comput. Stat. Data Anal. 2005, 48, 159–205. [Google Scholar] [CrossRef]

	



Wetzels, M.; Odekerken-Schröder, G.; Van Oppen, C. Using PLS path modeling for assessing hierarchical construct models: Guidelines and empirical illustration. MIS Q. 2009, 33, 177–195. [Google Scholar] [CrossRef]

	



Cohen, J. Statistical Power Analysis for the Behavioral Sciences; Lawrence Erlbaum Associates: Hillsdale, MI, USA, 1988. [Google Scholar]

	



Fornell, C.; Cha, J. Partial least squares. In Advanced Methods of Marketing; Bagozzi, R., Ed.; Blackwell: Cambridge, UK, 1994; pp. 52–78. [Google Scholar]

	



Faul, F.; Erdfelder, E.; Buchner, A.; Lang, A.G. Statistical power analyses using G* Power 3.1: Tests for correlation and regression analyses. Behav. Res. Methods 2009, 41, 1149–1160. [Google Scholar] [CrossRef]

	



Baroudi, J.J.; Orlikowski, W.J. A short-form measure of user information satisfaction: A psychometric evaluation and notes on use. J. Manag. Inf. Syst. 1988, 4, 44–59. [Google Scholar] [CrossRef]

	



Rahbar, E.; Wahid, N.A. Investigation of green marketing tools’ effect on consumers’ purchase behavior. Bus. Strategy Ser. 2011, 12, 73–83. [Google Scholar] [CrossRef]

	



Saxena, R.P.; Khandelwal, P.K. Can green marketing be used as a tool for sustainable growth? A study performed on consumers in India-An emerging economy. Int. J. Environ. Cult. Econ. Soc. Sustain. 2010, 6, 277–291. [Google Scholar] [CrossRef]

	



Leonidou, C.N.; Katsikeas, C.S.; Morgan, N.A. “Greening” the marketing mix: Do firms do it and does it pay off? J. Acad. Mark. Sci. 2013, 41, 151–170. [Google Scholar] [CrossRef]








[image: Sustainability 12 00221 g001 550] 





Figure 1. Conceptual model. Notes: *** p < 0.001; ** p < 0.01; * p < 0.05; ns = not significant. 
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Table 1. Demographics of the firms.
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	Firm Type
	No. of Firms
	%
	No. of Employees
	%
	Firm Age
	%





	Trading (n = 60)
	
	
	
	
	
	



	Dairy and poultry food trading
	15
	25%
	25–29
	32%
	Below 10 years
	47%



	Jute goods trading
	13
	22%
	30–34
	29%
	10–20 years
	36%



	Leather goods trading
	9
	15%
	35–39
	21%
	Above 20 years
	17%



	Fertilizer and pesticide trading
	12
	20%
	40–44
	11%
	
	



	Plastic goods trading
	11
	18%
	45–50
	7%
	
	



	Manufacturing (n = 62)
	
	
	
	
	
	



	Bakery manufacturing
	17
	27%
	25–29
	35%
	Below 10 years
	52%



	Furniture manufacturing
	9
	15%
	30–34
	31%
	10–20 years
	36%



	Food processing
	14
	23%
	35–39
	22%
	Above 20 years
	12%



	Light engineering
	8
	13%
	40–44
	7%
	
	



	Cottage industry
	14
	23%
	45–50
	5%
	
	



	Service (n = 38)
	
	
	
	
	
	



	Printing and packaging industry
	10
	26%
	25–29
	29%
	Below 10 years
	57%



	Health service and diagnostic
	21
	55%
	30–34
	24%
	10–20 years
	27%



	Herbal treatment and beauty parlor
	7
	18%
	35–39
	19%
	Above 20 years
	16%



	
	
	
	40–44
	17%
	
	



	
	
	
	45–50
	11%
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Table 2. Assessment of measurement properties.


