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Abstract

Research about Mimicry Marketing Strategy (MMS) on marketing performance has been done
before. However, in the previous study, there was no separation between the service industry
and the manufacturing industry. In addition, there was also no experiment in the business
environment with intense competition and business environment with non-intense competition.
This study aims to analyze the effects of MMS on marketing performance in the service industry
and manufacturing industry with intense and non-intense business environment. Respondents in
this study were 100 MSMEs in Banyumas Regency, taken using Random Sampling method.
The analytical tool used in this study is multiple regression analysis and regression analysis
moderating sub-groups with a Chow-test. The results of this study indicate that mimicry towards
consumers, mimicry towards competitors, and mimicry toward suppliers have positive effect on
marketing performance, while mimicry on intermediaries does not have a positive effect on
marketing performance, business environment and types of industry moderate the relationship
between MMS and marketing performance.
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