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The purpose of this study is to analyze and provide empirical evidence on; - To examine the relationship
between product innovation and sustainable competitive advantage, - To examine the relationship be-
tween product innovation and market driving and - To examine the relationship between market driving
and sustainable competitive advantage. The population of this study is rabbit meat merchants with a
total 110 people in the district of Ngablak Magelang. Techniques of data collection a done by distributing
a questionnaire to the respondent and made documentation or records of the sources of the requires
data. The analysis used in this study is by using the concept of Structural Equation Model (SEM) with
Partial Least Square (PLS) program. The results of the study show that the effect of Product innovation
(PI) on sustainable competitive advantage (SCA) is positive significant, The effect of Product innovation
(PI) on Market Driving (MD) is positive significant, The effect of Market driving (MD) on sustainable
competitive advantage (SCA) is positive significant. The implication of this study found that product
innovation, market driving significantly affects sustainable competitive advantage.

© 2017 College of Management, National Cheng Kung University. Production and hosting by Elsevier
Taiwan LLC. All rights reserved.
1. Introduction

Competition in the business world is unavoidable, for that, every
effort is required to always know, understand what is happening in
the market, what customer wants; and understand the changes in
the business environment so as to compete with others. For that
reason, an attempt to understand what and how to manage a va-
riety of resources owned to win the competition and create
competitive advantage must always be created.

Preparation of new products in the face of competition from
rivals is one way to win competition through product innovation.
Innovation means observing consumers to find and satisfy cus-
tomers by providing new products, creating innovation in order to
have a strategic position in the market and withstand attacks from
competitors with the main objective to meet the market demand.
As a result, it can be used as a competitive advantage for a business.
Therefore, companies are required to provide new thoughts, ideas
and innovative products.
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This becomes value created by a business to able to continuously
be used by customers in form of sustainable competitive advantage
to meet customers' demands and complaints of product quality,
customer needs, procurement of new markets and the existence of
continuous product innovation.

Besides product innovation strategy, location factors may also
affect the competitive advantage in the rabbit meat culinary,
especially in terms of accessibility. The proximity to the market is
also a very important thing to consider in choosing a location.

Driving Market competition could encourage businesses of rab-
bit meat to pursue high innovation in order to achieve a sustainable
competitive advantage. Sustainable competitive advantage is the
value created by the company for its customers, continuously.
Sustainable competitive advantage can be seen from the accuracy
of the company in the market to provide products in response to
consumer demands and complaints of product quality, customer
needs, procurement of new markets and product innovation.

For years, there is a decline in rabbit outlets establishment. In
2006, there are only 3 outlets. Furthermore, in 2007, 2008, 2011 and
2012, there is only 1 to 2 stalls existing. In addition, rabbit culti-
vation is mostly done by breeder/community. So that, it creates a
potential competitive advantages to create product market (Market
Driving).
and hosting by Elsevier Taiwan LLC. All rights reserved.
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Due to the emergence of competition in the business world, the

owner of the rabbit meat culinary is required to always know and
understand what is happening in the market and what the con-
sumer desires, as well as changes in the business environment, so
as to compete with other culinary. Therefore, for the rabbit meat, in
order to be acceptable by all community, it needs to develop
technologies for processing other meat, especially to process meat
products preferred by consumers.

The rabbit meat has better quality than the other cattle meats,
for example the structure of the meat is more subtle; the color and
physical are nearly equal to the chicken; and the nutrients and
protein are sufficiently high; fat and cholesterol are low, And the
skin and fur can be used to craft business such as hats, shirts, wall
hangings, bags, shoes and others. Moreover, It is able to provide
opportunities for rabbit meat with innovations on processed meat
such as rabbit satay which has a high economic value if compared
to other processed meats.

Rabbit meat is a sector having great potential to be bred as
providers of meat, because it has the capability of growth and rapid
development. It is expected to meet the needs of the Indonesian
population about proteins increasing every year. Rabbit meat
market is limited to the sale of sate (roasted meat) and curry. The
less popular of rabbit meat causes low levels of cuts in the supply of
rabbit meat in large quantities.

Related to the marketing of rabbit meat, therefore, an effort
needs to be done by conducting a research related to sustainable
competitive advantage through innovation and market driving
product for community especially in rabbits.

2. Literature review

2.1. Sustainable competitive advantage

A corporate is said to have sustainable competitive advantage
when the existed or potential competitors can not duplicate or it
will cost much to imitate.When following strategic resources based
view, corporate's resources must be valuably utilizing chances/or
neutralizing threats, this must be scarce, imperfect imitable, and
not bias to have equal changes for sustainable human resources
(Dirisu, Joy, Iyiola, & Ibidunni, 2013).

Innovative and competitive are able to affect competitive
advantage. It needs to be taken into account that corporate ability
to innovate causes competitive advantage. Considering that inno-
vation may require resources to change an organization/business
into competitive corporate, besides, corporate's resources are
important to make innovation. Other important factors are such as
consumers' behavior may be considered as strength which can
affect their behavior that finally can affect innovative behavior and
innovation of a corporate entirely (Filov�a, 2015).

Tighter competition and more critical consumers in selecting a
product demand corporates to be more innovative in producing
their products, product success will lead to its market performance,
this is where a product will be considered by consumers, whether
the products have something difference and competitive compared
to other products of other competitors (Racela & Olimpia, 2014).
Each corporate which competes in an industry must have
competitive strategy, either explicitly or implicitly. Actually,
competitive strategy is based on developing general formula about
how a business will take a competition, what actually becomes its
goal, and what policy is needed to achieve the goal. Competitive
strategy refers to a combination between final goal and instrument
(policy) where a corporate affords to get there (Zaini, Hadiwidjojo,
Rohman, & Maskie, 2014).

The types of competitive advantage include: the entry of new
competitors, the threat of substitute product substitution, the
Please cite this article in press as: Kuncoro, W., & Suriani, W. O., Achievin
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power of buyers and suppliers bid, and the competition among
competitors. Competitive advantage is a position where a company
controls over a business competition arena, they have advantage
that are not easily imitated, making a company can seize and
maintain market as leadership position.

Some indicators used to measure competitive advantage are
product uniqueness, product quality, and competitive price. The
first indicator refers to product uniqueness of a company which
combines arts and customer desire. Product quality refers to quality
of design from company quality. While competitive price, the last
indicator, is an ability of company to adjust its product price to
general price in the market (Dirisu et al., 2013).

In long term competitive advantage, companies acquire sus-
tainable competitive advantage through their ability in developing
a set of main competence so that they can service their targeted
customers better than their competitors. The main competence
refers to a set of unique competence which is developed in a
company in its main fields, such as quality, customer service, team
coaching innovation, flexibility, responsiveness so that it can sur-
pass its competitors (Srivastava, Franklin, & Martinette, 2013).

The existence of innovation or product innovation is basically to
fulfill market request. So that innovative product is one of things
which can be used as competitive advantage for companies. Prod-
uct innovation is a way to improve value as a concordance of
Business Corporation which can bring companies to achieve
competitive advantage and market leader (Schreiber, Ermer,
Figuerido, & Zeni, 2016).

The finding of the study showed that the higher new product
innovation, the higher sustainable competitive advantage, which
means that new product innovation really has an effect on sus-
tainable competitive advantage of an organization. Because it is not
easily imitated, then this is a competitive strategy to support the
success of a Vendor for a long period of time (Kuntjoroadi & Safitri,
2014).

Based on the thought above, the hypothesis proposed in this
study is:

H1. Product Innovation has positive effect on sustainable
competitive advantage.
2.2. Product innovations

Yusof, Roddin, and Awang (2015) declares that definition ac-
cording to us countil on competitiveness is the transformation of
knowledge be process, products and services new. Innovation can
also defined as application new ideas into products, process or
other aspects in an activity company. Innovation focused against
process for commercialize idea into something we consider. Inno-
vation splits into five different types namely new products, method
of new production, supply source new ekspolitasi newmarkets and
new ways to manage business.

Yasil, Koska, and Buyukbese (2015) defines innovation in
different ways that most of the focus on improving the technology
or development of products. Capability of innovation as the com-
pany performance through different types of innovation to achieve
an increase in overall in the innovation. Innovation must use the
production and marketing technology to produce new product,
service to consumers and attributes new products to consumers.
Panigrahy and Pradhan (2015) said that innovation was a new idea
of recombination old ideas unique considered new by individuals
engaged and can be developed internally. The companies innova-
tion is to involve the generation or adopt an idea or new behavior so
it can become a new product or service, the production of new
technology any surgical procedure or a new strategy or strategy
new management.
g sustainable competitive advantage through product innovation and
g/10.1016/j.apmrv.2017.07.006
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Product innovations is set as innovation that is used in a whole

operations of the firm by which a new product is created and
marketed, including innovation in all the process to do with it.
Innovation the product is aimed at companies, to maintain the
sustenance of life because the product that has existed susceptible
to change the needs of the consumers, and appetites technology,
the life cycle of the product which is shorter, and heightened
competition domestic and abroad. The research Panigrahy et al.
(2015) declaring that innovation on product is very important and
should be in the effort to maintain market share see tier competi-
tion among many efforts have make props this educative.

Zaridis and Mousiolis (2014) declares that creativity is thinking
about novelty and innovation is doing things new. Is the trait of
being always find creative new ways and innovative is a creative
solutions to. Having four cirri, innovation namely: (1) having spe-
cial meaning a quirk/innovation having cirri peculiar in meaning
idea, the program order, system including the possible expected
results. (2), or element having cirri of novelty in a sense of inno-
vation must having characteristics as a work and fruit having
thought orsinalitas levels and novelty. (3) The innovation pro-
gramme, implemented through planned program in the sense that
an innovation done through a process of unhurried, but keino-
vasian prepared carefully with clear program and planned before-
hand. (4) Innovation, coined having a purpose programs conducted
innovation must have direction and strategy to accomplish a
purpose.

Based on the thought above, the hypothesis proposed in this
study is:

H2. Product Innovation has positive effect on Market Driving.
Fig. 1. Research empirical model.
2.3. Market driving

Market Driving is a company's ability to create, move, and
educate the market through a product. However, in terms of the
product, not the means should result in a new category. Bring up a
new passion in the market albeit in a category that is while the
market can be regarded as driving (Van Vuuren&W€org€otter, 2013).

Ghauri, Wang, and Elg (2016) market driving approach implies
an influence on the structure or behavior of the market and the
market with the aim of improving the competitive position. Further
driving the market can also be done by three approaches, namely
deconstruction, construction, and modification of functional.
Deconstruction approach is done by eliminating players on the
market. Conversely construction approach seeks to build or modify
new players on the market. Approach to functional modifications
include changes in the function shown in the existing market
players. Neither approach is driving the market and driving the
market, equally focused on consumers, competitors, and general
market conditions.

Van Vuuren and W€org€otter (2013) market driving is a com-
pany's ability to create, move, and educate the market through a
product. However, in terms of the product, not the means should
result in a new category. However, to be able to create a market.

The research Ghauri et al. (2016) declares that market driving
more capable to gain the superiority compete sustainable by
changing structure or composition market or behavior perfor-
mance. Besides control market (market driving) permitting a
company not can have a chance to exploit competition.

Based on the thought above, the hypothesis proposed in this
study is:

H3. Market Driving has positive effect on sustainable competitive
advantage.
Please cite this article in press as: Kuncoro, W., & Suriani, W. O., Achieving
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3. Research empirical model and hypothesis

As ithasbeenexplained that competitive advantage is a key to face
competition, several studies show that there are two important fac-
tors which lead to sustainable competitive, namely product innova-
tion and market driving. The correlation among product innovation,
market driving, and sustainable competitive advantage can be seen
on the theoretical framework model. Based on the literature review
and the hypotheses, conceptual model or theoretical framework can
be developed a research model as follow (see Fig. 1):
4. Research methods

Population is the whole unit of characteristic or results of
measurement becoming the object of research and located in a
region that meet certain requirements related to the research
problem (Flowler, 2013). The population of this study is rabbit meat
merchants with a total of 110 people in the district of Ngablak,
Magelang.

The sample is part of a population that has characteristics or
particular circumstances to be studied (Flowler, 2013). The sam-
pling technique used in this study is a census technique.

Techniques of data collection are done by distributing ques-
tionnaire to the respondent and made documentation or records of
the sources of the required data. Questionnaires are distributed to
the respondents proposed. Answers to the questionnaires are
included in the list of questions by using a scale value interval of
1e5 to obtain respondents' opinions regarding the questions in the
questionnaire. Furthermore, respondents are also given the op-
portunity to provide feedback or comments.

The analysis technique used in this study is by using the concept
of Structural Equation Model (SEM) with Partial Least Square (PLS)
program.
5. Findings

5.1. Test of validity

Validity test is used to measure whether a questionnaire is valid
or not. A questionnaire said to be valid if it is able to reveal some-
thing that will be measured by the questionnaire (Chen & Pearl,
2015). Test of validity by Smart PLS program is performed by us-
ing convergent validity measure.

The variables used in this study are the independent variable,
namely product innovation; and the dependent variable that is the
market driving and sustainable competitive advantage. The test of
validity of each variable is performed with evaluation of outer
model measurement by using convergent validity (Magnitude of
loading factor for each variable). Convergent validity ofmeasurement
model of reflexive factors can be identified through correlation of
sustainable competitive advantage through product innovation and
g/10.1016/j.apmrv.2017.07.006
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each score of indicators and variables (Chen & Pearl, 2015).

5.2. Test of reliability

Reliability testing is done by looking at the value of the reliability
of the composite indicator that measures a variable block. Reliability
measurement uses two ways:

a. Composite Reliability

The results of composite reliability is said to be reliable if the
composite reliability values between variables and indicators give
good value above 0.70 (Chen& Pearl, 2015). The results of composite
reliability between the indicator and variables can be seen in
Table below (see Table 1).

The table shows that the results of each composite reliability of
all variables are above 0.7. According toWong (2013), an indicator is
said to have good reliability if the value is above 0.70, and can be
sustained and accepted in the value of 0.50e0.60. Here, it seems
that a composite reliability value of product innovation (PI) is 0.780;
market driving (MD) is 0.761; and sustainable competitive advan-
tage (KBB) is 0.799. These values refer to the opinion of Wong
(2013), the results of composite reliability of each variable can
either be used in the analysis process to show the correlation of
each variable because the results obtained have reached the value
of >0.70. It means, the variables have good reliability and value and
can be used for the next study processes.

b. Average variance extracted (AVE)

To assess discriminant validity is by comparing the square root of
the Average Variance Extracted (√AVE) for each variable with the
correlation of one variable to others in the model. This model has
adequate discriminant validity if the root of AVE for each variable is
greater than the correlation among variables in the model (Chen &
Pearl, 2015). Results of average variance extracted (AVE) variables
can be seen in Table below (see Tables 2 and 3).

The table shows that the AVE roots value of sustainable
competitive advantage variable is 0.760 (√0.577), higher than the
correlation of sustainable competitive advantage with product
innovation (PI). Moreover, the AVE root of market driving variables
(MD) is 0.720 (√0.519), higher than the correlation of market
driving with sustainable competitive advantage. The AVE root of
product innovations is 0.740 (√0.547) and also higher than the
correlation of product innovation and market driving. Therefore, all
the variables in the model meet the criteria of discriminant validity
and can be used for further stage of this study.
Table 1
Value of Composite reliability.

Variables Composite Reliability

Product Innovation (PI) 0.780
Market Driving (MD) 0.761
Sustainable Competitive Advantage (SCA) 0.799

Source: Primary data processed (2014).

Table 2
Latent variable correlation.

Variables PI MD SCA

Product Innovation (PI) 1.000
Market Driving (MD) 0.772 1.000
Sustainable Competitive Advantage (SCA) 0.781 0.774 1.000

Source: Primary data processed (2014).

Please cite this article in press as: Kuncoro, W., & Suriani, W. O., Achievin
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5.3. Test on structural model (inner model)

Test on inner model or structural model is performed to see the
correlation among variables, significance and R square-value of the
model of research. Research model with PLS is started by deter-
mining R-square value of each latent dependent variable. The
change of R-square variable can be used to determine the influence
of latent independent variable toward the dependent ones. The
following table is the R-square estimated value by using PLS Model
(see Table 4).

The table shows that R-square value ofmarket driving variable is
0.424 and SCA is 0.453. The higher the value of r-square is, the
stronger the influence of independent variables to the dependent
ones. As a result, it will determine a good structural equation
model.Market driving variable has R-square value of 0.424. It means
that 42.4% of market driving variance can be influenced by PI vari-
able while the rest 57.6% is determined by other variables outside
research model. Moreover, SCA variable has R-square value of
0.453. It means that 45.3% of SCA variance is influenced by PI var-
iable while the rest 54.7% is determined by other variables outside
research model.

Inner models describe the correlation of latent variables based on
substantive theory. The following is bootstrapping output result
which displays charts of the correlation among variables in the
form of product innovation (PI), the market driving (MD) and sus-
tainable competitive advantage (SCA) (see Fig. 2):
5.4. Hypothesis testing

To determine whether a hypothesis is accepted or not is by
comparing the T-test value with T-tables. The estimated parametric
significance gives valuable information about the correlation
among variables in this study. The criteria either to accept or reject
hypotheses proposed are ±1.96. If T-statistic is >T-table, then, the
hypothesis (H1) is accepted or, in other words, Ho is rejected. Result
of estimated output value can be seen in table below (see Table 5).

The table shows that the influence of PI variable to MD is pos-
itive significant (0.453) with significant level of a ¼ 0.05 and sta-
tistic value of 3.437 (3.437 > 2.014 or 1.96). PI variable has a positive
influence to SCA (0.772) and significant at a ¼ 0.05 with statistical
value of 9.604 (9.604 > 2.014 atau 1.96). Moreover, the influence of
market driving (MD) toward SCA is positive at (0.424) and signifi-
cant at a ¼ 0.05 with a statistic value of 3.333 (3.333 > 2.014 or
1.96). The result of data analysis can be explained in the test of
hypotheses as the following:
Table 3
Average variance extracted (AVE) value.

Variables AVE Roots AVE

Product Innovations (PI) 0.547 0.740
Market Driving (MD) 0.519 0.720
Sustainable Competitive Advantage (SCA) 0.577 0.760

Source: Primary data processed (2014).

Table 4
R-square.

Variables R-square

Product Innovation (PI)
Market Driving (MD) 0.424
Sustainable Competitive Advantage (SCA) 0.453

Source: Primary data processed (2014).

g sustainable competitive advantage through product innovation and
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Fig. 2. Structural model.

Table 5
The correlation among variables.

Hypotheses Variables Original Sample Estimate T e Statistic T-table Criteria

H 1 PI -> SCA 0.772 9.604 2.014 Accepted
H 2 PI -> MD 0.453 3.437 2.014 Accepted
H 3 MD -> SCA 0.424 3.333 2.014 Accepted

Source: Primary data processed (2014).
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5.4.1. 1st Hypothesis
The result of Original Sample Estimate is 0.772. The value shows

that the PI positively influences SCA. It means that the better the PI
is, the better the sustainable competitive advantage will be. Simi-
larly, it can be proven by the result of hypothesis test inwhich T-test
values obtained is (9.604) > T-tables (2,014). Therefore, it can be
concluded that there is a significant and positive influence of
product innovation variable (PI) to a sustainable competitive
advantage (SCA).
5.4.2. 2nd Hypothesis
The result of Original Sample Estimate is 0.453 and the value of

the coefficient is positive. It means that the better the product
innovation (PI) is, the better the ability of market driving (MD) will
be. Test of the hypothesis can be proven by the result of T-test value
of (3.437) which is >T-tables (2.014). Therefore, it can be concluded
that there is a significant and positive influence of product in-
novations toward the market driving (MD).
5.4.3. 3rd Hypothesis
The table showsmarket driving (MD) positively and significantly

influences sustainable competitive advantage (SCA) with the T-
statistic value of 3.333, which are greater than 2.014 of the T-table.
The value Original Sample Estimate is positive and equal to 0.424.
Therefore, it can be concluded that there is a significant and posi-
tive influence of market driving (MD) toward a sustainable
competitive advantage (SCA).
Please cite this article in press as: Kuncoro, W., & Suriani, W. O., Achieving
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6. Discussion

6.1. The influence of product innovation toward sustainable
competitive advantage

The finding of the study proves that the Product Innovation (PI)
positively influence sustainable competitive advantage (SCA). It
means that the better the PI is, the better the sustainable
competitive advantage will be and the hypothesis proposed is
accepted. The finding asserts that the product innovation variable
with a unique indicator of the product which explains that the
merchant offers the unique of product in the form of benefits for
consumers who consume rabbit meat such as low cholesterol, in-
crease female fertility and be able to cure asthma. This is supported
by the statement of Nistor et al. (2013), in terms of the health
benefits, rabbit meat has many levels of protein that is similar to
chicken but have low cholesterol levels, making it suitable for
people with high blood, heart and cholesterol level.

The product innovation variable with quality indicators shows
that rabbit meat offered by merchants is in a form of sate (roasted
meat), curry, tongseng processed by using natural herbs ingredients
capable of providing enough nutrition and high protein value.
Furthermore, indicators of multi-function product process that is
able to provide business opportunities in the face of competitors,
especially with the tender texture of the meat, makes processing
stage become easier. In addition, processed rabbit meat, in the form
of sate with tempeh seasoning mixture contained peanut sauce on
skewers, has high economic value even the price offered is quite
sustainable competitive advantage through product innovation and
g/10.1016/j.apmrv.2017.07.006
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more affordable. Furthermore, processed rabbit meats in a form of
sate (roasted meat) are able to increase sales rate. In conclusion, the
innovation of quality, unique and multi-functional products will be
able to achieve a sustainable competitive advantage.

The finding support the study conducted by Hana (2013) which
shows that the higher the PI is, the better the SCA will become. It
means that the PI highly influences the SCA of a company/organi-
zation/business. Product Innovation is a way to increase success
value of a business or company in order to achieve sustainable
competitive advantages in the globalization era.

The finding support the study conducted by Srivastava et al.
(2013) shows that In long term competitive advantage, com-
panies acquire sustainable competitive advantage through their
ability in developing a set of main competence so that they can
service their targeted customers better than their competitors.

The finding support the study conducted by Schreiber et al.
(2016) shows that the existence of innovation or product innova-
tion is basically to fulfill market request. So that innovative product
is one of things which can be used as competitive advantage for
companies.

The finding also support the study conducted by Kanagal (2015)
on product innovation that can increase the value as a key
component of the success to make a company has a competitive
advantage through superior products and uniqueness offered.

Based on the findings, it can be concluded that, the better the
product innovations offered by a rabbit meat business in the district
of Ngablak is, the better the sustainable competitive advantage in
the face of competitors will be. So it can be concluded that there is a
significant and positive influence of the variable product innova-
tion toward sustainable competitive advantage.

6.2. The influence of product innovation toward market driving

The finding shows that product innovation (PI) positively in-
fluences the market driving (MD). It means that the better the
product innovation (PI) is, the better the ability of market driving
(MD)will be. Therefore, the hypothesis 2nd hypothesis is accepted.
The finding also shows that the market driving variable with indi-
cator of traders ability to create a unique business in the form of
processed rabbit meat with benefits and high nutritional value for
the consumer is able to set up a merchant to make a sale in two
different places in the past year by offering superior value of the
rabbit meat product. In addition, the ability to create customer
value in terms of providing services to visitors by approaching
customers and asking seating with friendly order is an effective
approach as well. This has been done with consumer expectations
at home visit at the food stalls. Viewed from the side of the market,
the productivity of rabbit meat has good business potential because
of the very high death rate of rabbits at the productive age makes
the rabbit meat traders try to manage to make a new business
opportunity.

In addition, to create a new business, it is necessary to pay
attention to the quality of the product because it closely related to
consumer satisfaction. Traders are required to constantly innovate
and be adjusted to the desires of consumers so as to achievemarket
driving.

Based on the findings, it can be concluded that the better the
product innovation performed by rabbit meat traders in the district
of Ngablak is, the better the ability to create new markets (market
driving) in the wide open is. Besides that, in addressing the con-
ditions of competitive competition, we need a spirit to continually
develop new products in order to enter new markets.

The finding supports the study by Kanagal (2015). In her study,
she outlines that the product innovation positively influences
driving market because Product innovation is key to the success of a
Please cite this article in press as: Kuncoro, W., & Suriani, W. O., Achievin
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business. It makes the market leader offers superior products
through differentiation of products to satisfy customers.
6.3. The influence of market driving toward sustainable competitive
advantage

The finding shows that market driving (MD) positively influence
sustainable competitive advantage (SCA). The finding shows that
the competence of the resources owned by traders in terms of
providing the spice of processedmeat so as to give a different flavor
to other traders can attract customers' interest to buy the product.
Competence output in terms of products produced is in the form of
sate (roasted meat), curry and tongseng. In conclusion, the better the
ability of driving market in District Ngablak is, the better the sus-
tainable competitive advantage in the face of competitors will be.
Chen and Pearl (2015) says that the differentiation strategy is
developed by taking into account to the characteristics of quality
products, technology will and innovation, reliability, brand image,
reputation of company, durability, and service to customers which
are different from competitors to imitate.

The finding supports the finding by Ghauri et al. (2016) which
states that the better Market Driving is able to gain a sustainable
competitive advantage by changing the structure or composition or
behavior of market players. In addition, theMarket Driving allows a
company to not have opportunity to exploit its competitors.
7. Conclusion

This study tries to examine the influence of Product Innovation
toward market driving and sustainable competitive advantage by
enhancing the previous literary studies. From the test result of SEM
model by using smart PLS model, it can be concluded that: Product
innovation (PI) positively influences sustainable competitive
advantage (SCA). It means that the better the PI is, the better the
sustainable competitive advantage will be.

Product innovation (PI) positively influences Market Driving
(MD). It means that the better the PI is, the better the MD will be.
Market driving (MD) positively influences sustainable competitive
advantage (SCA). It means that the better the MD is, the better the
sustainable competitive advantage will be.
7.1. Implication

From the results of this study, it is obtained implications as
follow Related to product innovation, it shows that the traders of
rabbit meat have not been able to provide multi-functional pro-
cessing to the consumer. For that matters, it is hoped that traders
could provide information to consumers about the efficacy of rabbit
meat for health and also able to increase the fertility of women, heal
asthma and lower the cholesterol.

Related to driving market, it shows that traders of rabbit meat
have not been able to create a unique business to theirs. For that,
traders should be able to inform the waiting time to customers and
provide extra food to customers before ordering food served at the
tables of consumers.

Related to sustainable competitive advantage, it shows that the
competence of the transformation has not been achieved. It is of
course related to consumer satisfaction provided to them. There-
fore, in order to taste better, the meat should be boiled first with
spice mixture. After it is done, the processing of sate and tongseng
can be performed, so that the seasoning of meat is well-mixed and
it tastes delicious.
g sustainable competitive advantage through product innovation and
g/10.1016/j.apmrv.2017.07.006
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7.2. Limitations

The findings of this study are limited to rabbit meat traders. To
answer all the problems related to the low of R-square value in the
correlation of variables. Some of these limitations are test results by
using Partial Least Square (PLS) shows that the R-square value is still
very low average of 32.85%. It means that there are other variables
beyond the study affecting it.

This study is only conducted within the scope of the District of
Ngablak, Magelang. So that, the findings both samples and popu-
lation cannot be generalized to the broader region of the province.

7.3. Future research agenda

It needs to include other variables besides product innovation
(PI) andmarket driving (MD) that influence sustainable competitive
advantage (SCA) because there are 67.15% of those variables that
have not been studied in the form of variable promotion. It needs a
more extensive study sites for future research related to the study
to Achieve Sustainable Competitive Advantage through Product
Innovation and Market Driving.
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