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ABSTRACT

The purpose of this study is to examine the effect of competitive and green marketing
strategy on development of SME in Jaffna district by surveying 302SMEs in Jaffna
district. Resource advantage theory of competitions is underpinned to link the
marketing strategy and performance development of SMEs. Llittle researches were
undertaken into the competitive marketing strategy and green marketing strategy in
SME:s in the post war context. The influences of these marketing strategy on the
performance of SME is nebulous in the post ear context. Data were collected by using
questionnaires from owners of SMEs. Simple random sampling method was applied to
select samples for this study. Structural equation method (SEM) was utilized to
identify the effect of marketing strategy on the development of SMEs .The findings
revealed that competitive marketing strategy significantly influenced on the financial
development, customer development and SME development and not significantly
influenced on the employee development. Regarding green marketing strategy, it
significantly influenced on customer development and employee development not
significantly influenced on the financial and SME development. This research
suggested that entrepreneurs need to apply these two strategies for the development of
SMEs.

Key words: c¢ompetitive marketing strategy, green marketing strategy, development
of SMEs
1. Introduction

In the Sri Lankan ¢ontext, the national poliy framework for SME development
defined SMEs, based on the number of employees and annual turnover
(Gunawardana, 2016). The ¢ategory of Small and Medium sized Enterprises (SMEs)
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was made up of a enterprises whi¢h employ less than 300 employees and whi¢h have
an annual turnover not ex¢eeding Rs.750 Million (Gunawardana, 2016). This resear¢h
addressed ¢ompetitive marketing strategy and green marketing strategy and their
influences on the development of SMEs. The Government of Sri Lanka recognizes
SME:s as the backbone of the eConomy, as it a¢ounts for more than 75% of the total
number of enterprises, provides 45% of the employment and ¢ontributes to 52% of the
Gross Domesti¢ Produc¢tion (GDP) (Gunawardana, 2016). Earlier researcher
illustrates that SMEs in pursuit of original goals and performance achievement, do not
adopt the marketing ¢oncepts to the same extent as large firm and the marketing
practices in SME are situation specifi¢ and variable, regarding the levels of
sophisti¢ation and effectiveness (O'Dwyer, Gilmore and Carson, 2009). The small
firm owner- managers engage in marketing, but the influence of this marketing on the
organization success is not fully understood (O'Dwyer, Gilmore and Carson, 2009).
The marketing functions in SMEs are hindered by ¢onstraints su¢h as poor ¢ash flow,
lack of marketing expertise business size, tacti¢al ¢ustomer, related problems and
strategi¢ related problems. SME sector was seriously affe¢ted by nearly three de¢ades
of separatist war between 1983 and 2009 in Sri Lanka, post war environment ¢ontains
destruction of infrastruture, poverty, regional imbalance, low in¢ome, poor
education, psy¢hological effeéts on society and women headed families (they are the
heads of the families). Jaffna distri¢t was seriously affected by the loc¢al war
(Vijayakumar, 2013; Shivany and Thirunavukkarasu, 2015). After the war, SMEs are
managing the situations and slowly improving their ¢onditions. But the national and
world trend of SMEs are far away from the ¢ondition of SMEs in the post war market
in terms of product and market differentiation, focusing of ¢ustomers, dissemination
of information and specially green ¢oncern in the productions. Yet, despite such
restri¢tions, the SMEs need to su¢éessfully use marketing to generate sales a fact that
highlights the need to understand competitive marketing strategy and green marketing
strategy as practi¢ed by SMEs and their influenée on the development of SME.
Consideration is given to the unique ¢haracteristi¢s of SMEs and the unique nature of
marketing in SMEs in post war, marketing is performed differently in SMEs. Yan and
Chew, (2011) suggested ¢ompetitive marketing strategy is a major one to take
¢ompetitive advantage and Chahal, Dangwal, and Raina (2014) suggested that green
market orientation is very important strategy for SMEs. The effect of Green marketing
orientation on the ¢ustomer satisfa¢tion and employee retention was proved for SMEs
in India (Chahal, Dangwal, and Raina, 2014). Differentiation and focus strategy were
unique strategy to apply or SMEs (Baker and Hart, 2008) and Cost leadership was
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explored for large firms in the post war market of Northern Provinée by Shivany and
Thirunavukkarasu (2015). Impact of competitive marketing strategy on performance
was tested for SMEs in China (Yan and Chew, 2011) and they also produ¢ed mixed
result as positive and negative. However competitive marketing strategy and green
marketing strategy has focused on firm specifi¢ SMEs and little resear¢ch were
undertaken into the ompetitive marketing strategy and green marketing strategy in
SMEs in the post war ¢ontext. Further the influences of these marketing strategy on the
performance of SME is nebulous and not empiric¢ally tested in the post war ¢ontext.
There is need to link the ¢ompetitive and green marketing strategy with the
development of SME. Therefore, the main aim of this study is to identify the effe¢t of
¢ompetitive and green marketing strategies on development of SMEs in Jaffna district.

2.Literature Review
Competitive Marketing Strategy(CMS)

The competitive marketing strategy aims to deploy resources and ¢apabilities in the
market. Porter (1979) explained that organization ¢an achieve competitive advantage
over its rivals: Cost advantage and differentiation advantage. Further Porter (1979)
identified three strategies that businesses ¢an use to tackle competition. They are ¢ost
leadership, differentiation strategy and focus strategy. Cost advantage is at a lesser
¢ost, organization provides the product and services as its cCompetitors. Shiv any and
Thirunavukkarasu (2015) des¢ribed that in the post war market, large firm is essential
to follow ¢ost leadership strategy to compete with national and international brands.
Differentiation advantage differentiates product or services offered by organization
than its ¢ompetitors. Market and product differentiation are effective form of
marketing strategy for SMEs (O'Dwyer, Gilmore and Carson, 2009; Baker and Hart,
2008). O'Dwyer, Gilmore and Carson, (2009) mentioned that differentiation in¢ludes
product differentiation for each segments, enhan¢ement and modifi¢ations. Focus
strategy ideally tries to get businesses to aim at a few target markets and this strategy is
often used for smaller businesses sin¢e they may not have the appropriate resources or
ability to target everyone (Baker and Hart, 2008).Yan and Chew (2011) expressed that
focusing strategy provide SMEs some potential for ¢reating cCompetitive advantage
and achieve superior performance for SMEs. Baker and Hart, (2008) denoted that
though differentiation and focus strategy were mentioned as competitive strategy,
these ¢onéepts were based on the ¢onéept of marketing. Julien (2000) explained that
advertising is a major competitive strategi¢ tool to inform about products, persuade
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target audience to purchase by promotions and sell directly to customers. Advertising
strategy is suggested as marketing strategy for post war market of Northern Province
strategy to disseminate information (Shivany and Thirunavukkarasu, 2015).
Differentiation and focus strategy were denoted as competitive marketing strategy by
Yan and Chew, (2011), ¢ost leadership and advertising were suggested as marketing
strategy by Shivany and Thirunavukkarasu (2015).

Green Marketing Strategy (GMS)

Earlier researchers revealed dimension of green marketing strategy, namely, green
pur¢hasing, manufadturing, green process, waste disposal and green supply ¢hain
(Koner and Cohen, 2001). Green purchase is denoted as the probability and
willingness of a person to give preference to products that are having e¢o-friendly
features over other traditional products in their purchase ¢onsiderations. Green
purchasing in¢ludes use biodegradable, re¢y¢lable materials, contamination-free and
green materials, pur¢hase safety certified materials, do not use toxi¢, harmful
ingredients, or in de¢omposable materials (Wu and Lin, 2016). Firms use natural
resources for their production proéess and reuse most of the wastages from this
productions. The green manufacturing firms use natural resourées, reduce pollution
and waste, re¢y¢le and reuse materials, and moderate emissions in their pro¢esses (Wu
and Lin, 2016). Companies ¢onsider green aspect in the pri¢ing, ¢reate awareness
about their green produét to ¢ustomers through green process and remove and handle
wastages of firms through this process. Firms enc¢ompass all activities related to
produc¢t modifi¢ation, ¢hanges to production process, packaging ¢hanges, as well as
modifying advertising, green marketing process in¢ludes use of ¢leaner te¢chnology,
use of e¢ological materials, urges ¢ustomers to take environmental actions, the firm
selects ¢leaner transportation method, holds awareness seminars for ¢ustomers and
implement natural environmental programs (Chahal, Dangwal and Raina, 2014).
Organizations apply wide range of green marketing activities for their nature of
business. Firms ¢learly explained their feature of green produéts to customers
advertising and promotional a¢tivities whi¢h is through green proc¢ess. Manufacturing
firms use natural raw material and pac¢kaging material which positive health effe¢t and
environmental effec¢ts (Chahal, Dangwal and Raina, 2014). In the ¢ase of green
pur¢hasing and manufaéturing, ¢ompanies purchase green raw material for
productions and packaging. Green supply ¢hain management ¢onsists of uses ISO
¢ertifi¢ation on quality, redefines operation and production processes, uses re¢yclable
or reusable ¢ontainers, requires commitment from senior managers and environmental
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management systems (Chahal, Dangwal and Raina, 2014).Further Green supply ¢hain
¢oncerns the green transportation and delivery (Wu and Lin, 2016).

Development

Development is commonly explained as the process in whi¢h someone or something
grows or ¢hanges and be¢omes more advanced (Beard, 2000) and gradual growth of
something in organization (Cook, 1998). Lavri¢, (2010) focused on the identifi¢ation
of the most relevant tendencies in the SMEs sector from the perspective of six
indi¢ators namely, the number of enterprises (branches), the number of persons
employed, the rate of profitability, gross value added, labour productivity and the
propensity to invest. Cacioppe (2000) suggested balance s€ore ¢ard measurement
model for organization development. Kaplan and Norton (1992) introdu¢ed Balan¢ed
S¢orecard (BSC) measurement system. Habbard (2009) developed balance s¢orecard
performanée measurement system with the stakeholder theory. Development
measurement of this study covered balanée séore¢ard measurement and SME
development indicators.

Finan¢ial performance, ¢ustomer performance, employee development and SME
development indi¢ators were c¢onsidered as major elements for this resear¢h
(Habbard, 2009, Lavri¢, 2010, Yongvani¢h and Guthrie, 2006, Cacioppe, 2000; Olaru
etal.,2010). Finan¢ial performance measures ¢over ¢ash flow, total revenue, return on
equity, return on assets, leverage ratio and liquidity ratio (Tsai and Chou, 2009,
Habbard, 2009). Customer performance encourages the identification of measures
important to our ¢ustomers as number of new ¢ustomers, customer retention rate, on
time delivery, share of important ¢ustomer purchases, ¢ustomer satisfaction and
ranking by important ¢ustomers (Yongvani¢ch and Guthrie, 2006). Employees’
development was foundation for organization (SME) development which in¢ludes
sustainable job and benefit, worker development and leadership (Cacioppe, 2000;
Olaru et al., 2010; Yongvani¢h and Guthrie, 2006). Sustainable job and benefit
in¢ludes quality of work life, employee happiness, employee retention and
implementation of employee suggestions (Habbard, 2009). Worker development
emphasizes the teamwork and group work, employee involvement, learning through
training, and produdétivity (Olaru et al., 2010). Leadership in¢ludes employee ¢are,
equal and fair treatment, building the ¢onfiden¢e and information to employees
(Yongvani¢ch and Guthrie, 2006). SME development indicators in¢luded the
development of number of branches or sales ¢enters, number of employees, turnover,
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¢apital growth, new produét introductions and advances in techni¢al and marketing
¢ompetences (Lavri¢, 2010, Navi¢kas and Malakauskaite, 2009).

Conceptual Model of the Study

Strategy plays a Central role to determine firm performance (Yan and Chew,
(2011).The resourc¢e-advantage (R-A) theory of ¢ompetition is an e¢onomic tool used
to determine the strategi¢ resources available to a firm (Hunt and Morgan, 1995).
Resources are defined as the tangible and intangible resourées. Marketing strategy is
an intangible resource of firms. Ea¢h firm in the market place will have at least some
resourées that are unique to it that ¢ould Constitute a comparative advantage in
resources and ¢ould lead to positions of competitive advantage in the market place.
Market place positions of competitive advantage then result in superior financial
performanc¢e. SMEs have limited and unique resour¢es which ¢reate comparative
advantage by applying competitive and green marketing strategy and achieve market
position. In this study, the resour¢e advantage theory was underpinned to link the

¢ompetitive marketing strategy and green marketing strategy with the development of
SME:s.
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Figure 1: Conceptual model of the study
3. Hypotheses Development

CMS and Development of SMEs

SMEs possess limited resour¢es and ¢apabilities, high flexibility and few decision
makers Baker and Hart, 2008). Because of high flexible, they are capable to
differentiate easily their product and market without any restri¢tions. SMEs apply
differentiation and focus strategy to satisty selec¢ted group of ¢ustomers and make
more profit (Yan and Chew, 2000). The manufacturing SMEs disseminate information
through advertising and high reac¢h ¢reated more sales revenue. SMEs rely heavily on
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developing marketing differentiation and focus in order to be sustainable in the
industry and to achieve ¢ompetitive advantage and suc¢cess. Foc¢using on a market
segment ¢ould make a SME to gain ex¢lusive experience of the ¢onditions and in turn
improves its responsiveness with less ¢ost, whi¢h leads to more return on investment.
Thus focus strategy may provide SMEs some potential for ¢reating ¢ompetitive
position. Differentiation strategy through an¢illary intangibles may prove effective to
achieve sucéess for small firms in China (Yan and Chew, 2000). Focus on a
¢ustomization develops market towards the profitable and potential ¢ustomer, and
¢reates more Customer satisfaction and retention (O'Dwyer, Gilmore and Carson,
2009). Produ¢t awareness through advertising ¢reates more new customers for
organizations, other promotions try to keep customers with organization (Shivany and
Thirunavukkarasu, 2015; Julien, 2000). SMEs keep ¢ustomers by offering different
product to different market. Firms interested in the product and market differentiation
which indu¢e employees to develop, learn and apply new idea, highly involve in the
work, more training and development and people oriented leadership to words
employees a¢ording to the skill and talent of employees (O'Dwyer, Gilmore, and
Carson, 2009.) Produ¢t differentiation and market differentiation induced to invest
more money and productivity in business and ¢reate more branc¢hes (Yan and Chew,
2011). The manufacturing SMEs should rely heavily on developing marketing
differentiation and focus in order to be sustainable in the industry and to achieve
¢ompetitive advantage and su¢céess. Fo¢using on a market segment ¢ould make a SME
to gain ex¢lusive experienée of the conditions and in turn improves its responsiveness.
Thus focus strategy may provide SMEs some potential for ¢reating ¢ompetitive
advantage.

Hence we Propose the Following Hypotheses:

H1: Competitive marketing strategy impacts on the financial performance of
manufaéturing SMEs in Jaffna district

H2: Competitive marketing strategy impacts on the customer performance of
manufacturing SMEs in Jaffna district

H3: Competitive marketing strategy impacts on the employee development of
manufacturing SMEs in Jaffna district

H4: Competitive marketing strategy impacts on the SME development of
manufacturing SMEs in Jaffna district
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GMS and Development of SMEs

The green marketing strategies influence on business performance of organi¢ farms in
Taiwan (Wu and Lin, 2016). Cronin et al. (2011) explained that green marketing
strategies be¢ome increasingly more important to firms adhering to a triple-bottom
line performance evaluation. Private organization achieves ultimate goal of financ¢ial
suc¢cess and address satisfy various stakeholder through the green marketing
appli¢ations (Cronin et al., 2010). Firm produces innovative green products, which
satisfy ¢ustomers, retain them ¢ontinuously with firms. Green marketing offers green
image whic¢h leads to su¢¢essful and ¢ontinuous demand for the green products and
inérease ¢ustomer satisfac¢tion. Green market strategy offerings make the positive
image, firms earn more finan¢ial benefits (Wagner and Hansen,2005 ), whic¢h lead to
in¢rease employee ¢ommitment (Maignan and Ferrell, 2005), trainings and other
¢areer development. Green marketing strategy induces to invest more in green
aspects, new innovative products, inérease number of employees and branc¢h
development (Baker and Sinkula, 2005). Ultimately green marketing strategy
¢ontributes a significant a role for the firms’ to survive in the competitive market (Wu
and Lin , 2016; Chahal, Dangwal and Raina, 2014). Ottoman (2011) mentioned that
firms induce green product, ¢reate goodwill for products and improve customer
satisfaction, financial su¢cess and employee performanée. Manufadturing firms use
natural raw material and packaging material whi¢h have positive health effec¢t and
environmental effects. Finanéial suééess is Considered with the positive manner
towards natural environment, when organization involves in all aétivities as product
modifi¢ations, packaging, distribution and wastage removals.

Hence we Propose the Following Hypotheses:

HS5: Green marketing strategy impacts on the financial performance of
manufacturing SMEs in Jaffna district

H6: Green marketing strategy impacts on the dcustomer performance of
manufacturing SMEs in Jaffna district

H7: Green marketing strategy impaéts on the employee development of
manufacturing SMEs in Jaftna district

HS8: Green marketing strategy impacts on the SME development of manufaéturing
SMEs in Jaffna district
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4. Research Methodology

Quantitative analysis teChniques was employed to test ¢ausal relationships between
the ¢onstructs in the concéeptual model. In this study, a survey strategy was deemed to
be suitable for data ¢ollection. Unit of analysis was the manufacturing SMEs in Jaftna
distri¢t. There were 2341 SMEs in Jaftna distri¢t (IDB Report, 2016). Simple random
sampling method was adopted to sele¢t respondent from the list of SMEs in the Jaffna
district.  Respondent were the owners or managers of SMEs. Initially the
questionnaires were issued to 350 owners of manufacturing SMEs operating in Jaffna
district, but 302 questionnaire were returned. Sample size is adequate comparing with
the population of this study (Sekaran and Bougie, 2010).The items used to measure
¢ompetitive marketing strategy, green marketing strategy, finan¢ial performance,
¢ustomer performancée, employee development and SME development were derived
from literature review and models of earlier resear¢hes. Competitive marketing
strategy (CMS) inc¢ludes differentiation (Yan and Chew, 2011; Porter, 1979), focus
(Yan and Chew, 2011; Porter, 1979), ¢ost leadership (Porter, 1979, Shivany and
Thirunavukkarasu, 2015) and promotion (Julien, 2000; Shivany and
Thirunavukkarasu, 2015). Green marketing strategy in¢ludes green purchasing and
manufacturing, green process and waste disposal and green supply ¢hain (Wu and Lin,
2016; Chahal, Dangwal and Raina 2014; Cronin et al. 2011). Development in¢ludes
finan¢ial performance, ¢ustomer performance, employee development (Karabulut,
2015; Tsai and Chou, 2009) and SME development (Yan. and Xu, 2006; Lavri¢, 2010).
In ¢ase of small s¢ale industry, where published data is not available and respondents
are generally reluctant to release objective fact and figures to outsiders, subjective
measurement through primary sources of data ¢ollection is only viable option for
measurement of business performance (Vij and Bedi, 2016). Employee development
in¢ludes sustainable job and benefits, worker development and leadership (Prud'
homme and Raymond, 2016; Olaru et al, 2010, Stubble field Loucks, etal.,2010; Yang
and Xu, 2006). The items generated for variables were based on a five point s¢ale
(1=strongly disagree, 5=strongly agree). The finalized instrument comprised fourteen
items for CMS, eleven items for GMS, six for financial development, five for
¢ustomer performance, eleven item for employee development and six item for SME
development. The resear¢h instrument was finalized after pretesting it using
qualitative and quantitative approaches. The ¢ontent validity of the each items were
ensured by the literature, interview with mangers of SMEs and open dis¢ussion with
subject experts. Pretest was ¢onduéted on 30 SME owners operating in manufacturing
SME:s.
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5.Data Analysis
Demographic profile

Data survey planned to 350 respondents (SMEs), the response rate was 86% (302
respondents). The profile of sample was explained by the table 1.

Table 1: Demographic Profile of Samples

Number of Respondent in
respondent %
Business registration
Yes 275 91%
No 27 9%
Education of owners
Ordinary level 21 7%
Advance level 154 51%
Graduate 45 15%
Postgraduate 82 27%
Annual income
Below Rs 300,000 25 8%
Rs 300,000 < 500,000 91 30%
Rs 500,001 < 1,000,000 158 32%
Rs 1,000,001 < 50,000,000 22 7%
Above Rs 50,000,000 6 1%

In this study, Most of the SMEs were registered (91%), and only 9% of SMEs were not
registered. Further the 7% of entrepreneurs studied ordinary level, 51%of the
entrepreneurs studied advance level 15% graduated and 27% post graduated. Most of
the owners studied advancée level education. Regarding the annual inCome, 8% earned
below 300,000 and 30% earned between 300,000 and 500000, 52% earned between
500,001 and 1000000 7% earned between 1 and 5 million and 1% earned above 50
million as annual inCome.
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Reliability Analysis

Reliability is the measure of how ¢onsistency a scale will give the same response, if
data are ¢ollected at different points in time (Hair & Anderson, 2010). The ¢ut-off
point of Cronbach’s alpha ¢oefficient of a s¢ale should be above 0.7 or 0.5 (Nunnally,
2010).

Table 2: Reliability scores of construct of the conceptual model

Construct Cronbach’s alpha Coefficient
Difterentiation 0.822
Cost leader ship 0.635
Focus 0.800
Advertising(Promotions) 0.622
Green purchasing and manufacturing 0.806
Green proc¢ess and waste disposal 0.600
Green supply ¢hain 0.603
Finan¢ial development 0.872
Customer development 0.871
Sustainable job and benefits 0.613
Worker development 0.834
Leadership 0.656
SME development 0.812

Cronbach’s alpha ¢oeffic¢ients for all the ¢onstruéts were above 0.60. The internal
¢onsistence of every Constru¢t was within the aéceptable limits.Kaiser (1974)
re¢commends that the a¢¢epted index of KMO & Bartlett’s Test of Sphericity should be
over 0.5. Also The KMO value is 0.845 with Barlett’s test of Spheriéity (BTS) ¢o-
effi¢ient 0.000. Hence, data indicate the suitability and appropriateness.

Normality of the Variable

Normality implies that data distribution for an individual ¢onstruct fits with the shape
of normal distribution (Levine, Krehbiel, Berenson and Viswanathan, 2010). If the
distribution of a dataset varies significantly from normality, the results of multivariate
analyses would be invalid (Hair & Anderson, 2010 and Sekaran & Bougie, 2010).
Skewness and kurtosis values of a data distribution are widely applied to determine
normality of a data set. In this method, normality of a data distribution is assumed, if
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statisti¢al values of skewness or kurtosis are within the value +2.00 (Hair & Anderson,
2010). Skewness and kurtosis values of all study ¢onstructs were below 2.0 and whi¢h

were presented in Table 3

Table 3: Skewness and Kurtosis Values of Study Constructs

Variables Skew Kurtosis
Differentiation 427 -1.106
Focus .629 -.155
Promotions 906 .803
Green purchasing and manufacturing 1.678 1.294
Green supply ¢hain .860 .626
Financ¢ial development 901 282
Customer development 1.878 1.986
Worker development 901 282
Leadership .529 -.165
SME development .640 371

Confirmatory Factor Analysis

CFA was performed initially fac¢tor-wise on each of the independent and dependent
variables (Hair & Anderson, 2010). Both measurement estimates and structural
estimates were examined for overall model fitness as re¢commended by Hair &
Anderson (2010).

Result of Measurement Model
First Order CFA Result

CMS has four dimension as differentiation, ¢ost leadership, focus and promotion.
Fourteen item were assigned to CMS. Low factor loading (<0.5) of four items were
deleted. Balance ten items were moderate to high factor leading (Table 3). Another
variable green marketing strategy ¢onsists of 11 items, five items were deleted by the
low factor loading. Balance six items were moderate to high factor loadings (Table 3).
One item from the financ¢ial development, two item from ¢ustomer performance, four
items from employee development and one from SME development were deleted by
low factor loadings. Balan¢e items were moderate and high factor loadings.
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Table 3: First order CFA Result

Items SRW |AVE | CR | Model fit
Differentiation
Produét quality D1 0.85 75 .90 CMIN/df=3.253
Innovative product features D2 0.87 NFI=0.911
product ¢ustomization (tailor-made products) D3 0.89 CFI=0.936
Cultural mat¢h D4 0.86 RMSEA =0.08
Focus GFI=0.879
Selec¢ted market Fl 0.88 .59 .67 AGFI=0.846
Market leadership F2 0.82
innovate products/services F3 0.58
Advertising ( promotion)
Adequate awareness APl 0.60 .38 .53
Adequate promotions AP2 0.71
Personal selling AP3 0.53
Green purchasing and manufacturing
Use biodegradable recy¢lable materials GPM1 0.882 | .77 .81
Use natural products GPM1 0.857
Avoid produéing waste matter, wastewater, exhaust gas | GPM3 0.898
Green supply ¢hain
¢ommitment from senior managers GSC1 0.621 .55 72
reduce energy ¢onsumption GSC2 0.888
greenhouse gas emission and low energy GSC3 0.680
Finanéial performance
Cash flow FP1 0.805 46 .82
Total revenue FpP2 0.875
Return on equity FP3 0.577
Gross profit FP4 0.551
Return on assets FP5 0.508
Customer performance
Number of new ¢ustomers CP1 0.86 .66 .79
Customer retention rate CP2 0.77
Customer satisfaétion through on time delivery CP3 0.80
SME development
Increased of branches or sales ¢enters S1 0.856 .67 92
Number of employees S2 0.873
Turnover S3 0.791
Capital growth S4 0.779
New produét introduétions S5 0.790
Worker development and training
Employee involvement WP1 0.742 | .65 .95
productivity WP2 0.813
promoting to ¢onstruétive group/ team work
developing multi-skilled and new method WP3 0.862
by initial and ¢ontinuous training WP4 0.800
Leadership 41 7
Employee éare LEAI 0.564
Equal and fair treatment, LEA2 0.807
Building the ¢onfidenée LEA3 0.513
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The CFA has a CMIN /df value of3.253 and it is below the ¢utoff point. Also fitindices
CFI, GFI, NFI and AGFI are ¢lose to 0.9. Additionally, RMSEA value is as ¢utoff

points. These indices suggest a good model approximation to the sample data (Table
3).

All items of marketing strategy and development of SMEs are above than 0.5 of
standardized regression weight. AVEs of “finan¢ial performan¢e and leadership”
are“0.46 and 0.41” respectively which are ¢lose to 0.5. Even AVE of advertising
(promotions) and learning is 0.38, factor loadings of items to advertising and
promotion are above 0.50. Moreover, there was no significant improvements in model
fit indi¢es when deleting ¢onstruct of advertising and promotion. All other AVE values
of ¢onstructs are above 0.5. The value of Construct reliability of all factors are above
than 0.7ex¢éept the advertising with 0.53 (table 8). These measures ensured the validity
of the factors whi¢h were adopted to the model. First order measurement of model was
given in the figure 1.The standardized regression weight (SRW) of items lie between
0.508 and 0.894 (Table 3).

Table 4: Discriminant Validity of Constructs

DIF | FOC| AP [GMP | GSC| FP | CP (SMED | WP | LEA

DIF 0.87
FOC 0.65 | 0.77
AP 0.57 | 0.59 | 0.62
GMP 0.77 0.62 | 0.50 | 0.88
GSC 076 | 074 | 0.52 [ 0.69 | 0.74
FP 0.69 067 | 0.65 | 0.61 [ 0.67 | 0.68
CP 0.60 | 077 | 0.60 [ 0.76 | 0.74 | 0.69 | 0.81
SMED | 0.75 0.72 | 0.52 [ 0.78 [ 0.60 | 0.68 | 0.73 | 0.82
WP 0.75 | 0.67 | 044 [0.70 | 072 [ 0.71 | 0.72 | 0.75 0.81
LEA 052  0.52 | 0.61 | 044 | n48 | 046 | 053] 050 | 038 | 0.64

The dis¢riminant validity for most of the ¢onstructs is achieved when a diagonal value,
square root of AVE (in bold) is higher than the values in its row and ¢olumn. All the
factors are high dis¢riminant validity whi¢h was given in the table 4.
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Result of Structural Model and Hypotheses Testing
CMS and Financial Development

The CMIN/ df, CFI, RMSEA and NFI values for the CMS and GMS - development of
SME model are 3.246, 0.912, 0.078 and 0.901 respectively, showing high model fit
(Table ).

Table 5: Structural model validity

Name of index Level of acceptance Model fit indices
Chi-Square P-value > 0.05 0.000
RMSEA RMSEA < 0.08 0.078
GFI GF1>0.90 0.871
AGFI AGFI > 0.90 0.840
CFI CFI>0.90 0.912
NFI NFI > 0.90 0.901
Chisq/df Chi-Square/ df < 5.0 3.246

Result of Hypotheses Testing

The study show that ¢ompetitive marketing strategy has a signifi¢ant and positive
influence on financial performance (0.757), ¢ustomer performance (0.653) and SME
development (0.525) of SM and not signifiéant influenée on the employee
development (figure 2). Green marketing strategy signifi¢antly influenc¢e on the
¢ustomer performance (0.544) and employee development (0.794) but insignifi¢antly
influence on the finan¢ial performance and SME development.
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Figure 2: Path model

Table 6: Hypotheses Testing

Hypotheses SRW | Sig. | Conclusion
H1: Competitive marketing strategy impacts on the financial .,
performancée of manufaéturing SMEs in Jaftna district 0.757 0.000 Adcepted
H2: Competitive marketing strategy impacts on the ¢ustomer 0.653 o
performanc¢e of manufa¢turing SMEs in Jaffna district ' 0.001 Acepted
H3: Competitive marketing strategy impacéts on the employee .
development of manufacturing SMEs in Jaffna distriét 0.284 0.245 Rejected
H4: Competitive marketing strategy impacts on the SME .,
development of manufaéturing SMEs in Jaffna district 0.525 0.000 Accepted
H5: Green marketing strategy impacts on the financial o
performanée of manufaéturing SMEs in Jaffna district 0.160 | 0.474 Rejected
H6: Green marketing strategy impacts on the ¢ustomer 0.544 0.000 Aééented
performanc¢e of manufa¢turing SMEs in Jaffna district ’ ceepte
H7: Green marketing strategy impacts on the employee ..
development of manufaéturing SMEs in Jaffna district 0.794 1 0.021 Accepted
HS8: Green marketing strategy impacts on the SME o
development manufaéturing SMEs in Jaffna district 0.190 ] 0.325 Rejected
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6. Discussion and Implication

The present study considered owners/ managers of the SMEs (Manufacturing)
operating in Jaffna distri¢t. The study was undertaken on ¢ompetitive and green
marketing strategy on the development of SMEs. Even four dimensions were adopted,
the finding ¢onfirmed three dimensions of CMS ¢onstru¢t. Unlike the dimension
¢onstrudt of earlier studies and theories (Yan and Chew,2011; Porter,1979), this study
established three appropriate dimensions of CMS, namely, differentiation, focus and
promotions. These dimensions were quite signifi¢ant in the context of manufacturing
SMEs. The differentiation Consists of four items, moderate ¢ontribution was proved
by quality, innovative features, product ¢ustomization and ¢ulture mat¢h. The SMEs
try to produces quality products, most of their products are handmade with innovative
features, SMEs dire¢tly ¢communicate with ¢ustomers and fulfill the needs of
¢ustomer, and ¢onsider their ¢ulture to produce the products. Second factor loaded
moderate Contribution, namely, focus strategy Consists of three items as selected
market, market leadership and innovative produéts for sele¢ted market. SMEs
¢onsists of 90% of micéro business. Most of the mi¢ro producers focus on a selected
market, produées innovative and unique products for that selec¢ted market and try to
ac¢cess the market leadership in the selected market. Another dimension of promotion
in¢luded that SMEs advertise to ¢reate awareness and induce to pur¢hase, promote and
induce ¢ustomer to purse and have personnel selling to sell their produ¢ts. CMS has
signifi¢ant positive impact on the financ¢ial, customer and SME development. So the
study establishes that firms ¢an induce the development through adopting CMS. Over
all strong ¢ontribution of CMS is on finan¢ial and growth of SMEs and moderate
impact of CMS on ¢ustomer development. The result indi¢ate that the firms that adopt
the phenomena of competitive marketing in their activities ¢an ultimately develop the
SMEs.

This present study ¢onsidered GMS with three dimension for Manufacturing SMEs,
namely green purc¢hasing and manufacturing, green process and waste disposal, and
green supply ¢hain, these are gathered from earlier studies (Wu and Lin, 2016, Chahal,
Dangwal and Raina, 2014). Two dimensions were average signifi¢ant, namely green
pur¢hasing and manufaéturing and green supply c¢hain. SMEs urges to use
biodegradable re¢yc¢lable materials, use natural resources, avoid to produce waste
matter, water and exhaust gas, redu¢e energy consumption, maintain green gas
emission and low energy consumption and manger have higher commitment towards
the greener productions. Use of bio - degrable re¢yclable material and use of natural
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product have high ¢ontribution, this means SMEs uses environmental friendly raw
materials as much as possible. Commitment from SMEs’ managers for green
productions is average Contribution, further reduc¢e energy ¢onsumption, avoid for
produding waste matter, waste matters and exhaust gas, reduce energy consumption
and greenhouse gas emission is also average Contribution by SMEs. GMS has
significant impact on ¢ustomer development and employee development. This study
reveals that SMEs induce their development through adopting environmentally
friendly marketing strategy. From overall perspective there is strong ¢ontribution of
CMS and GMS on the development of SMEs.

Implications

National and international ¢competitions for SMEs ¢reates ¢hallenging environment in
Jaffna distri¢t. Measuring CMS is ¢onsidered to manage these competitive pressure of
SMEs. Our study findings have impli¢ations for pragmati¢ appli¢ations marketing
strategy for of SMEs. GMS is ¢onsidered one of today’s pressing issues for
manufacturing SMEs both globally and as nationally. GMS is a key approach in the
¢omprehensive development of the organizations and important strategies for
manufacturing SMEs. SMEs assoc¢iate green c¢oncerns in the purchasing
manufaéturing and delivery and supply of goods. As Earlier researéhes (Chahal,
Dangwal and Raina, 2014; Koner and Cohen, 2001) stressed this study establish firm
must take an initiative to understand the role of green marketing strategy and its long
run impact on the development of SME. The SMEs efforts in the CMS are established
in the study but Cost leadership ¢an be suc¢Cessful by limited resourée ¢apacity of
SMEs. GMS adoptive for SMEs, at the same time SMEs unable to adopt green
process because unable to use of ¢leaner te¢hnology and urges ¢ustomers to take
¢reate. In the case of re€ycle and reuse of unwanted industrial products and

substances, government must ¢reate infrastructure to adopt green perspectives for
SMEs.
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