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Introduction:-

Companies that carry out continuous innovation are seen as a source of competitive advantage. In achieving
competitive advantage, there are several other things that can be a measure, namely resource excellence, position
advantage, and value advantage for customers. The superiority of resources consists of superior expertise and
excellence in raw materials as well as marketing and capital performance. The position superiority which consists of
relatively low of cost advantages and value advantages for customers is a value that is different from the others and
is not easily replaced. In accordance with Porter's opinion, competitive advantage can be obtained from resources
and capital, namely the strengths and weaknesses of marketing performance, while capital is defined as the
company's ability to manage its resources to work together as a work team in one department, or in other words the
high or low performance of marketing will affect the high or low competitive advantage of the company. Position
excellence consists of relatively low of cost advantages and value advantages for customers. In a rapidly changing
environment, competitive advantage is determined by creativity and innovation that can satisfy customer desires
better than competitors. Every company that competes in an industry has a competitive strategy, explicit or implicit.
This strategy might be developed explicitly through the planning process or it might also have developed implicitly
through the activities of various functional departments of the company.

One of the company's strategies is to create product excellence. In this study focuses on the superiority of iconic
products, namely the superiority of the company by making products that become icons or symbols that serve as a
reminder of consumers with the symbols contained in these products. The icon is a symbol that has a similar
appearance, and the symbol is not difficult to recognize the wearer. In the icon the relationship between the
representamen and the object is manifested in the same quality. The iconic model is the presentation of physical
imitations as they appear on a smaller scale. The iconic model is easily observed, shaped and explained, but is
difficult to manipulate and is not useful for forecasting. Iconic brand is a brand owned by consumers. Through
certain understanding and experience with specific brands, consumers feel very close to the product brand and even
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feel that the brand has become a part of him. Therefore, brand owners and managers must continually look for
associations that strengthen the iconic status of their brand.

Competitive Advantage

Competitive advantage as a benefit strategy of companies that collaborate to compete more effectively in a market
place. The strategy must be designed to realize a competitive advantage that is continuous, so that companies can
dominate the old market and new market.

In this paper, the author tries to take a product innovation approach with Iconic Products, a derivation of a symbolic
dimension that has market power derived from well-known and durable local cultural symbols. Symbolic uses of
iconic products are widely used to build connections and social status (Soroka and Lominadze, 2011). Indonesia
with various multiethnic and multicultural backgrounds, can develop products from the interaction of members of
the multi-ethnic and multicultural community so that a product has the opportunity to choose certain foreign cultural
elements and domestic cultures as icons of origin (Ferdinand and Fitriani, 2016). Iconic product excellence is the
level of activity of a product attribute that has a symbolic strength of the local culture that has different values and is
difficult to imitate.

Holt (2004) states there are four key elements to creating an iconic brand, namely: a) Product performance must at
least be accepted, preferably with good quality. b) A meaningful cultural story created by people. This must be seen
as something that is legitimate and respected by consumers for the stories they receive. c) Several types of
discrepancies between prevailing and hidden ideologies arise in society. In other word there are differences in how
consumers consume and how they have expectations. d) Actively involved in the process of making myths, ensuring
the brand maintains its position as an icon.

Product superiority is product superiority that is different from competitors. Study (McNally 2010) that product
innovation excellence has a significant effect on business performance. In the product design process, the company
is trying to create anything interesting about its products, producing a kind of iconic attributes that have the potential
to attract potential customers. Ferdinand and Fitriani (2016) with the attractiveness of iconic acculturative products
can influence marketing performance. Hsieh, et al 2008; Leonidou (2011) product excellence with the value of
innovation through product design, other attributes and product quality can improve company performance.

To measure competitive advantage in this study using the Competitive Advantage Approach with the Blue Ocean
Approach from Kim and Mauborge (2005) states that market competition is compared to two oceans namely the red
ocean (Red Ocean) and the blue ocean (blue ocean), while the red ocean is a market space that is its limits in the
industry are known and competition rules are known. Blue ocean is the creation of market space without any
competitors, so competition or competition is irrelevant because of the rules of the game to be formed. Hayers and
Schmenner (1978) identified five dimensions of competitive priority, namely: 1) Price, 2) Quality, 3) Dependability,
4) Product Flexibility and 5) Volume Flexibility.

Based on the literature above, the hypotheses developed are:
H1: Iconic Product Innovation (IPI) has a significant positive effect on sustainable competitive advantage
(SCA).

Iconic Product Innovation (IP1)

The concept of Resource-Advantage Theory (Shelby D Hunt & Morgan, 1995) that a good product development
capability will increase the superiority of local products. Increasing the product will increase the power of market
penetration (Huang & Huddlestone, 2009) which will ultimately increase marketing performance.

An encouraging design approach to study new product development has shown that market push and pull
technology do not separate, because each successful new product is based on improvements in both technological
performance and semantic features, which together maintain new products to act to produce new meanings.

Iconic Product Innovation Indicators

Measurement of innovation to find out which company is oriented towards high or low levels innovation. This
innovation orientation is measured by whether companies often introduce new products, new services, new
production processes, product quality and raw materials. The more companies introduce new products, the company
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means that the level of innovation orientation is higher. The more often companies improve new services the better
the level of innovation orientation. Production processes, product quality and raw material quality also determine the
degree of innovation orientation (Kirca, Jayachandran & Bearden, 2005; Jhonson et al., 2009).

Iconic product innovation is the ability of organizations to adopt and implement both new ideas, processes and
products that are iconic in an area. The combination of company resources and organization creates an innovation
strategy for the company that influences competitive advantage over competitors and company performance. The
study (Waranantakul, et al 2009) resulted in the capability of innovation to have a significant positive effect on
competitive advantage. Research (Chailom and Ketchen, 2010) innovation capability has a positive effect on the
company's competitive advantage. several studies also support this hypothesis (Lee and Hsieh, 2010).

H2: Iconic Product Innovation (IP1) has a significant positive effect on Marketing Performance (MP)

Marketing Performance

Techniques to maximize organizational performance in long-term business must recognize and build mutually
beneficial relationships with buyers. A business that places the consumer as king in the organization means that the
company wants to give more value to customers in the hope of obtaining a long-term competitive advantage, so that
it can provide superior benefits (Narver & Slater, 1990).

Marketing performance is part of organizational performance. Organizational performance consists of marketing
performance, financial performance, and human resource performance. The company's strategy is always directed to
produce marketing performance, namely sales volume, market share, and sales growth and marketing performance
as an effort to measure the level of performance including sales turnover, number of buyers, profits and sales growth
(Voss & Voss, 2000; Ferdinand, 2006).

Empirical influence between marketing capabilities (product capabilities, price capabilities, distribution capabilities
and promotional capabilities) and export performance in the context of developing countries. This research is based
on empirical investigations from various foreign companies in Thailand. The results of his research indicate that
products, prices and promotions have a positive and significant impact on export marketing performance (Schroeder,
et al. 2002; Bilal, 2010; Kanchanda, 2011)

Performance measurement that is to measure organizational performance in small and medium-sized companies is
more suitable to use a growth approach because small and medium-sized companies are generally less open in
financial statements so it is difficult to interpret (Miler, 2003). Marketing performance indicators can be seen from
market results, customer valuation results, customer behavior results and financial results.

Market results consist of sales (volume and value), sales to new customers, sales trends, market share (volumes and
values), market trends, number of customers, number of new customers, number of new prospects, (leads generated /
questions), conversions (leads to sales), Penetration, Distribution / availability, prices, relative prices (SOM value /
volume), price premiums, price elasticity.

Consumer assessment results consist of brand awareness, relevance to consumers, perception of differentiation,
perceived quality / price, perceived quality, image / reputation, perceived value, preferences, customer satisfaction,
customer loyalty / retention, possibilities to recommend. Financial results consist of profit / profitability,
shareholders gross / EVA / ROI, customer life value.

The results of customer behavior consist of customer loyalty / retention, Churn rate, Number of customer
complaints, Number of transactions per customer, Share of wallet (Ambler & Puntoni, 2003; Davidson, 1999). Then
Voss and Voss (2000) Marketing performance indicators consist of meeting sales targets, number of customers,
sales growth from year to year, marketing reach, profit growth. This indicator is also often used by other researchers.

Pricing decisions have become important decisions made by all business firms at all levels and have posed a major
challenge for Small and Medium Enterprises in Nigeria. Research on pricing in relation to sales turnover which is
one indicator of marketing performance has been conducted by Imoleayo (2010). This research uses a survey
method and empirical approach, with administering questionnaires to several SMEs in Nigeria. The results suggest
there is a relationship between changes in cost of goods sold and sales turnover. This study recommends that SMEs
must use the services of pricing experts when making price decisions.
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In relation to the development of sales growth indicators and profit margins, Stein (2008) suggests two development
models. Model 1 companies can choose to increase sales growth, or model 2 to choose to increase profit margins per
unit. If a company manager cares about current stock prices, he will support a growth strategy. Conversely, if the
manager cares about dividends he supports the profit margin per unit.

Marketing performance is an achievement of the company in increasing sales and profit margins. To be able to
continue to grow and compete in competition is very important in modifying the business model. This is in line with
research (AR Kadir, N Kamariah, NF Arif, 2019) stating that business model innovation can improve sales /
marketing performance so that companies can increase their competitive advantage.

Based on the literature review above the developed hypothesis is:
H3: Iconic Product Innovation (IPI) has a significant positive effect on sustainable competitive advantage
(SCA) through Marketing Performance (MP)

Methodology:-

Research design

This research is categorized as applied research that is directed at solving specific problems when the research is
conducted and basic / fundamental research is directed at the development of science / theory (Sekaran 2000, 2011).
This research is an exploratory study using quantitative research methods and using SEM-AMOS analysis tools.

Population and sample
The population is Silk SMEs in Wajo Regency, South Sulawesi. The sample uses purposive sampling with the type
of Judgment Sampling. The sample in this study was 200 SMES.

Research Model

IPI

5CA

IPI: Iconic Product Innovation
MP: Marketing Performance
SCA: Sustainable Competitive Advantage

Characteristics of Respondents
The objects in this study are formal and informal SMEs in the women's sector in Wajo Regency. The distribution of
places / locations of respondents is as follows (Table 1.1)

Table 1.1:-Distribution of Respondent Locations

No Districts Amount Percentage

Respondents (%)

1 Belawa 13 6,5

2 Bola 0 0

3 Gilireng 0 0

4 Keera 2 1

5 Majauleng 30 15

6 Maniangpajo 30 15

7 Pammana 5 2,5

8 Penrang 10 5
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9 Pitumpanua 10 5
10 Sabbangparu 5 2,5
11 Sajoanging 20 10
12 Takkalalla 15 7,5
13 Tanasitolo 30 15
14 Tempe 30 15

TOTAL 200 100

Source: Primary data processed, 2019 (N = 200)

Based on the results of research conducted on 200 respondents who are female SMEs in Wajo District, the
characteristics of respondents were obtained based on gender. These characteristics can be seen in table 1.2 as

follows:

Table 1.2:-Characteristics of Respondents by Gender

No Gender Frequency Percentage (%)
1 Male 80 40
2 Female 120 60
TOTAL 200 100

Source: Primary data processed, 2019 (N = 200)

Results and Analysis:-
Normality

Normality test is measured using a Critical ratio of + 2.58 at a significance level of 1% (0.01) (Ghozali, 2008).
Based on the results of processing research data compared to these criteria, it can be concluded that the data
distribution is normal, both univariate for each indicator and overall multivariate indicator

Variable Indicator Univariate
SCA 1 : Price .766
SCA_2: Quality .893
SCA_3 : Dependability 2.690
SCA_4 : Product Flexibility 408
SCA_5 : Volume Flexibility 438
MP_5 : Profit Growth .568
MP_4 : Marketing Reach 923
MP_3 : Sales Growth 1.895
MP_2 : Number of customers 1.931
MP_1 : Sales Target .703
IP1_6 : Iconic Packaging Innovation 7.800
IP1_5 : Iconic Attribute Innovation 16.940
IP1_4 : Symbol Design Innovations 9.121
IP1_3 : Iconic Material Innovation 7.666
IP1_2 : Iconic Pattern Innovation 6.698
IP1_1 : Iconic innovation 8.370
Multivariate 215.297

Goodness of FIT

Goodness of fit test aims to see whether the data in accordance with the model built in this study. GFI, CFI, TLI and
RMSEA are benchmarks that meet the standards in this study. The model is said to be FIT with the Model if the
values of GFI, CFI, TLI are more than > 0.09 and RMSEA < 0.08. The FIT models in this study are CFI = 0.928,

TLI =0.915.
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Validity test
Standardized SFL Error CR AVE
Variabel Indikator Loading Factor Kuadrat [Ej]

IPI X1.1 0.64 0.410 0.590 0.83 0.50

X1.2 0.776 0.602 0.398

X1.3 0.746 0.557 0.443

X1.4 0.784 0.615 0.385

X1.5 0.552 0.3047 0.695

Total 3.498 2.488 2.512
MP Y1.1 0.667 0.444889 0.555111 0.82 0.50

Y1.2 0.766 0.586756 0.413244

Y1.3 0.784 0.614656 0.385344

Y1.4 0.753 0.567009 0.432991

Y15 0.465 0.216225 0.783775

Total 3.435 2.429535 2.570465
SCA Y2.1 0.997 0.994009 0.005991 0.94 0.76

Y2.2 0.979 0.958441 0.041559

Y2.3 0.788 0.620944 0.379056

Y2.4 0.785 0.616225 0.383775

Y2.5 0.773 0.597529 0.402471

Total 4.322 3.787148 1.212852

Acceptable limits >0.70 >0.50

H1: Iconic Product Innovation (IPI) has a positive and significant effect on Sustainable Competitive Advantage
(SCA). The results showed that the Iconic Product Innovation (IPI) had a positive and significant effect on
Sustainable Competitive Advantage (SCA) (B =0.080, P <0.05). H1 Accepted

H2: Iconic Product Innovation (IPI) has a significant positive effect on Marketing Performance (MP). The results
showed that Iconic Product Innovation (IPI) had no positive and significant effect on Marketing Performance (MP)
(B =0.052, P> 0.05). H2 Rejected

H3: Iconic Product Innovation (IP1) has a significant positive effect on sustainable competitive advantage (SCA)
through Marketing Performance (MP). The results showed from the Sobel Test statistical test that Iconic Product
Innovation (IP1) had a positive and significant influence on sustainable competitive advantage (SCA) through
Marketing Performance (MP) (Z-test = 3.276> 1.80). H3 Accepted.

Hypothesis testing

Hypothesis Coefficient Result
Direct Effect 0.080* Accepted
H1: Iconic Product Innovation (IPI) = Sustainable competitive advantage
(SCA)
H2: Iconic Product Innovation (IPI) - Marketing Performance (MP) 0.797 Rejected
Indirect Effect 3,276* Accepted
H3: Iconic Product Innovation (IPI) = Marketing Performance (MP)—>
Sustainable competitive advantage (SCA)

Discussion and Implications:-
Iconic Product Innovation (IPI) has a positive and significant effect on Sustainable Competitive Advantage (SCA).
These results are in line with research by Ferdinand and Fitriani, 2016, namely elements of foreign culture and
certain domestic cultures as icons of origin can be an iconic product excellence which is the level of activity of a
product attribute that has symbolic strength of local culture which has different values and is difficult to emulate so
that it can be a competitive advantage.
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Iconic Product Innovation (IP1) does not significantly influence Marketing Performance (MP). This result is
different from some previous studies where Iconic Product Innovation has a significant effect on Marketing
Performance. However, this reinforces the theory of the Concept of Resource-Advantage Theory (Shelby D Hunt &
Morgan, 1995) that good product development capabilities will enhance the advantages of local products. Increasing
the product will increase the power of market penetration (Huang & Huddlestone, 2009) which will ultimately
increase marketing performance. This is in line with the fact in the field that Iconic product innovation has no direct
effect on marketing performance without product development capabilities. And this is what happens to the facts on
the ground, although iconic products are typical of an area but are not accompanied by the ability to develop these
products so it does not have any impact on marketing performance.

Iconic Product Innovation (IP1) has a positive effect on Marketing Performance (MP) through Sustainable
Competitive Advantage (SCA). The results of this study are in line with the results of the Schroeder study. et al.
2002; Bilal, 2010; Kanchanda, 2011 shows that products, prices and promotions have a positive and significant
impact on marketing performance. Marketing performance is an achievement of the company in increasing sales and
profit margins. To be able to continue to grow and compete in competition is very important in modifying the
business model. This is in line with research (AR Kadir, N Kamariah, NF Arif, 2019) stating that business model
innovation can improve sales / marketing performance so that companies can increase their competitive advantage.

Recommendations for Future Research

In this study there is a gap where the results of the study differ from previous studies, namely Product Innovation
has no significant effect on marketing performance. From the results of this study recommend for further researchers
to examine the factors of product innovation that can improve marketing performance.
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