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ABSTRAK

This research aims to improve the marketing
performance of rattan SMEs to create
advantages for small industries and is
expected to be useful for the Cirebon district
government so that it can develop the small
industrial economy. This type of research
uses quantitative descriptive methods and
the population in this research is 1,200
people. The type of sample used was 220
people taken as samples using the Slovin
formula. This research obtained research
instrument method data using
questionnaires, then the data was processed
using Smart-PLS3. The results of this
research show that digital marketing has a
positive effect on competitive advantage
because value 0.000 < 0.5 digital marketing
has a positive effect on marketing
performance 3.09 > than 1.96. Competitive
advantage has a positive effect on marketing
performance because table is 14.305 > 1.96.
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INTRODUCTION

In the era of Globalization, more and more entrepreneurs are taking advantage of
the advantages of digital marketing, along with the increasingly rapid development of
technology, more and more customers are using digital marketing which can simplify the
purchasing process. According to Hermawan, 2012 in the journal (Sunarto & Apriansyah,
2022) stated that digital marketing is an activity in the marketing field that uses platforms
on the internet to reach target customers. Apart from that, digital marketing is defined as
marketing products or services via the internet which is called online marketing, e-
marketing, web marketing, or e-commerce. It can be concluded that digital marketing is
a marketing or trade activity that uses digital technology in the process of buying and
selling goods and services in order to increase trade traffic

Efforts to maintain market growth and interest in choosing the products offered
require product innovation. Innovation means observing consumers and creating new
products to satisfy consumers. Creating product innovations can occupy a strategic
position in the market, extend its life cycle, better withstand competitors' attacks and
meet market needs (Tomi et al., 2008). According to (Phillip & Kevin, 2007). According to
(Tjiptono; 2008) in the book (Ridwan et al.,, 2021) innovation communication is a
prerequisite for every new product and process. Innovation is the practical application of
an idea into a new product or process.

The relationship between Innovation and Marketing Performance can be seen, for
example, from the results of research conducted by (2013; 56) Manan and Mamat (2011)
and Rosli and Sidek (2013) who also support research from Kemp et. Al., (2003) which
states that there is a positive relationship between innovation and performance in books
(Aksara & Rosmayani, n.d.)

According to data obtained by the Cirebon District Trade and Industry Service,
the number of rattan SMEs is as follows:

Table of sales growth for IKM Rattan, Cirebon Regency, West Java, 2020-2022
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Pertumbuhan Penjualan IKM Rotan
Kabupaten Cirebon

2,540,000
2,520,000

2,500,000
2,480,000 I I
2,460,000
pertumbuhan penjualan
m2020 m2021 m2022
Source: Dinas perdagangan dan Perindustrian kabupaten Cirebon
Figure 1. Cirebon Regency Rattan Industry Sales Growth

Based on the growth table above, it can be concluded that the sales growth of
rattan industry in 2020 was worth 2,495,000. This year sales growth has decreased due to
the Covid-19 pandemic according to Shafi et al in the journal (Wardhani & Romas, 2022).
This impacts capital and supply chains, as well as impacting product distribution and
availability. Restrictions due to Covid-19 are stricter on micro, small and medium
enterprises (MSMEs) compared to large and global companies.

Significant growth is estimated to occur in 2021 worth 2,535,000 compared to 2020,
this is caused by people's changing habits because online digital transfer is very
significant compared to offline marketing for business actors. The role of e-commerce has
had a positive impact on small and medium enterprises (SMEs) in Indonesia (Cahya et
al., 2021).

Businesses started by local entrepreneurs are becoming more and more diverse,
triggering SMEs to choose E-commerce as their marketing. in the journal (Wardhani &
Romas, 2022) According to Forbes, internet hits have jumped 50-70% as the coronavirus
pandemic puts a quarter of the world's population under lockdown. People are spending
more time on digital and social media platforms now more than ever.

In 2022, the growth in sales of rattan SMEs will again decline due to a lack of
understanding by SMEs regarding the application of digital marketing and product
innovation in Indonesia, which has caused many SMEs to experience failure to adapt in
the midst of digital transformation, intense market competition. Therefore, seeing these
conditions, there is a need for product innovation to create a competitive advantage so
that it can improve marketing performance.
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The aim of this research is expected to be useful for the Cirebon Regency
Government, especially the topic of digital marketing, product innovation that can
improve the marketing performance of the rattan industry so as to create advantages for
rattan SMEs in Cirebon Regency to continue to develop and be able to create more
innovative products and maximize digital marketing so that is not behind the times
because Cirebon Regency is one of the areas where the small rattan industry is developing
in the province of Java, which is shown by the Indonesian Embassy's ranking of the
growth of rattan SMEs which have the potential to continue to develop.

LITERATURE REVIEW

Digital marketing

Digital Marketing is an activity in the field of marketing using an internet
platform to reach target customers. Apart from that, digital marketing is defined as
marketing products or services via the internet and is referred to as e-marketing, web
marketing and online e-marketing. (Hermawan, 2012) in the journal (Sunarto &
Apriansyah, 2022)

According to Heidrick & Struggless (2009:1) in the book (Dan et al., 2021), Digital
marketing is the evolution of digital marketing via the internet, cell phones and gaming
devices, which offers a new approach to advertising that is less well known but has a big
impact. . Then why don't marketers in Asia shift their budgets from traditional marketing
such as television, radio and print media to newer technological and more interactive
media.

According to Urban (2004) in the book (Dan et al., 2021), digital marketing is
utilizing the Internet and information technology to expand and improve traditional
marketing capabilities. This definition focuses on all traditional marketing, we can also
see that opinions such as “interactive marketing”, “one to one marketing”, and
“electronic marketing” are closely related to “digital marketing”.

According to Ridwan Sanjaya & Josua Tarigan (2009) in research (Romadlon et al.,
n.d.) Digital marketing is a marketing activity that includes building a brand using
various web-based media such as blogs, websites, email, AdWords, and social networks.
Of course, digital marketing does not only refer to internet marketing.

Product innovation

According to Gilbert 1994 in the book Innovation Management (2009; 43) (Anatan
Lina, 2009) Product innovation is successful if the process is planned well and
implemented through several planning stages such as research, development,
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engineering, manufacturing and rough introduction. Drucker 1945 in research
(Utaminingsih, 2016) stated that product innovation is something that has the potential
to create people's thoughts and imaginations which ultimately creates customers.

According to Hurley and Hut et al in research (Yusuf, 2022) innovation is a process
of company adaptation to create ideas about new products that are obtained from
consumers and competitors. Innovation is According to Si Ani 2020 in the journal (Putri
& Arif, 2023) Product innovation is the effort of business actors making, craftsmen and
the products produced to increase the level and quality of the products produced in order
to increase sales value and higher product value both in quality of objects and services.

According to (Yusuf, 2022) business innovation can be carried out to survive,
succeed, and continue to develop with the development of the times in facing various
kinds of business problems. If innovation is not carried out, the business will not develop
and will be less interested because innovation becomes a tool. the key to the success of a
business

Based on the statements of the experts above, it can be concluded that product
innovation is the most important way for companies to continue adapting to their
processes. This is planned and implemented well and through several planning stages
such as research and development to create the thoughts and imagination of
entrepreneurs so they can create a product with innovation.

Marketing Performance

Ferdinand (2000) in research conducted by (Utaminingsih, 2016) Marketing
Performance is something that companies want to achieve in order to become more
efficient and effective in increasing market share and profitability.

In research (Abdillah, 2016) Wahyono, 2002: 25 Product Innovation is the
dissemination of market information to all components of the market organization with
a focus on customer orientation, competitor orientation and coordination between
functions. There are two criteria that refer to decision making, namely long-term direction
and profitability.

According to (Alrubaiee, 2013: 5) stated in the journal (Amin et al., 2019) Marketing
Performance is a measure of the work results achieved from marketing activities in a
company. Performance itself is a widely understood concept, but it changes depending
on the user's perspective and needs. The company strategy implemented aims to achieve
marketing performance such as sales and good sales growth rates.

Competitive advantage

Competitive advantage essentially comes from the value or superiority that the
company provides to buyers. Customers generally prefer to buy products that have more
value than they want. However, this value is also compared with the asking price.
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Purchasing a product occurs when the customer believes the product price matches the
value offered (Fatimah & Fadhilah, 2022).

Competitive advantage according to (Zimmerer & Scarborough, 2008) in research
(Pudyastuti & Saputra, 2021) is a set of factors that differentiate a small business from its
competitors and give it a unique position in the market compared to its competitors.

Meanwhile, according to (Ratna Priyanti, 2015) in research (Naninsih, 2022)
competitive advantage is the company's ability to generate economic profits that exceed
those desired by market competitors in similar industries. The better the marketing
performance, the better the average competitive advantage, better marketing
performance means greater competitive advantage.

CONCEPTUAL FRAMWORK

Based on the literature review that has been explained, the following research
framework was developed:

H2

Digital
Marketing

Competitive

Marketing

Advantage Performan

Product
Innovatio

H4

Figure 2. Conceptual Framework

METODOLOGY

This research is research that uses a quantitative type of methodology. According
to Sugiyono (2019) Quantitative Research is a method based on positive philosophy. This
method is used to research exclusive populations or samples, by collecting data using
research instruments, and analyzing quantitative or statistical data with the aim of testing
predetermined hypotheses. The sample type in this study used the Slovin formula with
222 people from a population of 1,200 people. If the sample is too small, the study may
not be able to reflect the true state of the population. On the other hand, too many samples
can waste research costs (Utama, 2016). A sample that is too small can cause the research
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not to describe the true population. On the other hand, a sample that is too large can also
cause wasted research costs.

This research uses primary and secondary data sources. Primary data was
collected through distributing Google Form questionnaires from rattan industry
entrepreneurs. Measuring indicators on Google Form uses a Likert scale, a Likert scale
means a measuring tool used to assess the behavior, opinions and perceptions of a person
or group regarding social reality Sugiyono (2019). Respondents express their level of
agreement or disagreement with statements by marking the selected labels, such as a
checklist or cross. The questionnaire includes various statements. This research uses
secondary data originating from many sources, such as literature, physical or electronic
books, previous research journals, and literature remains (Hair et al., 2019). The method
used in sampling in this research is purposive sampling. Purposive sampling means a
technique for determining samples with certain considerations (Sugiyono, 2017). The
author uses a purposive sampling technique because not all samples have the criteria that
the author determines. Therefore, the author chose a purposive sampling technique by
determining exclusive criteria that must be met by the samples used in this research, at
least the criteria that must be met are rattan industry entrepreneurs and using digital
marketing in their sales. The software used to test the theoretical model of this research
uses Smart-PLS3, with the hypothesis measurement of T-Statistics values greater than
1.96 and P-Values smaller than 0.05.

RESULTS
Data Analysis Results
1. Convergent Validity Test
Table 1. Outer Loading

Digital Inovation Competitive Marketing
Marketing Advantage Performance
DM1 0.566
DM2 0.884
DM3 0.746
DM4 0.592
DM5 0.655
DMe6 0.882
DM?7 0.738
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DMS8

0.903

IN1

0.852

IN2

0.841

IN3

0.846

IN4

0.823

IN5

0.569

IN6

0.857

KB1

0.777

KB2

0.681

KB3

0.685

KB4

0.812

KB5

0.782

KB6

0.786

KP1

0.760

KP2

0.713

KP3

0.721

KP4

0.585

KP5

0.811

Based on the results of table 1, it can be seen that the outer loading values

presented above show that each reflective indicator construct for each variable in the
questionnaire has a value above 0.50. The convergent validity of reflective indicators is
known from the recommended factor loading value of greater than 0.70 (Ghozali, 2014;
Gotz et al., 2010). This shows that the relationship between indicators and variables with
factor loadings greater than 0.70 can be included in further analysis. In development
research, the loading scale range of 0.50 can still be used but factors with loading values

below 0.5 must be eliminated (Chin, 1988).
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Table 2 Average Variance Extracted (AVE)

Average Variance Extracted (AVE)
Digital Marketing 0.572
Innovation 0.647
Competitive Advantage 0.571
Marketing Performance 0.521

Based on the results of table 2 Average Variance Extracted (AVE) above, it can be
seen that all reflective constructs used in this research produced values above 0.5.
Specifically, the digital marketing variable has a value of 0.572, the innovation variable
has a value of 0.647, the competitive advantage variable has a value of 0.571 and the
marketing performance variable has a value of 0.521. AVE measures the amount of
variance captured by construct indicators. For reflective constructs, AVE values above 0.5
are considered acceptable (Barati et al., 2019). The condition for the AVE value is more
than 0.50 so that the variable can be said to be valid. If it is less than 0.40, then it should
be removed from the model.

2. Reliability Test
A construct can be declared reliable if the Cronbach's Alpha value is greater than
0.7. Similar to the Cronbach's Alpha value, the Composite Reliability (Rho c) value is said
to be reliable if the value is > 0.7 (Sarstedt et al., 2017)
Table 3. Reliability Test

Cronbach’s Alpha | Composite Realibility
Digital Marketing 0.887 0.912
Innovation 0.887 0.915
Competitive Advantage 0.849 0.888
Marketing Performance 0.770 0.843

Based on table 3 above, it shows that the Cronbach's alpha value for all variables
exceeds the limit of 0.70, which indicates a high level of internal consistency in
measurement. Then the composite reliability value for all variables also exceeds the limit
of 0.70, which indicates an adequate level of construct reliability. Then, through the
results of construct reliability calculations which include Cronbach's Alpha and
Composite Reliability, it can be concluded that all variables meet the specified criteria.
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Figure 1. Path Coefficient

The image above can illustrate how to calculate the t-statistical value, which is
used to test the significance between the variables in this research.

4. Significance Test
Table 4. Direct Effect Test Results
Hypothesis Relationship Coefficient T P Information
Statistics | Values

H1 Digital Marketing > 0.852 9.494 0.000 | Significant
Competitive
Advantageg

H2 Digital Marketing > 0.282 3.309 0.001 Significant
Marketing
Performance

H3 Innovation 0.111 1.221 0.223 Not
Competitive significant
Advantage_

H4 Innovation -0.012 0.203 0.840 Not
Marketing significant
Performance
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H5 Competitive 0.714 14.306 0.000 Significant
Advantage >
Marketing
Performance

Based on (Hair et al., 2014) structural model coefficient analysis was carried out to
analyze a hypothesis by analyzing the relationship between variables which have a
significant relationship. A relationship is declared to have a significant influence if it has
a p-value smaller than 0.05. If the relationship between variables has a p-value greater
than 0.05 then it can be said that the relationship does not have a significant influence.

DISCUSSION

Based on the results of tests that have been carried out in research on the
Effectiveness of Digital Marketing and Product Innovation on Marketing Performance
with Competitive Advantage as an Intervening Variable in Small Industries, it can be
explained through the following discussion:

Hypothesis 1: Digital Marketing has a positive and significant effect on competitive
advantage

The results of hypothesis research show that the hypothesis has a significant effect.
Digital marketing has a positive and significant influence on competitive advantage. This
result refers to the T-table value of the influence of digital marketing on competitive
advantage of 9.494 which is greater than 1.96, and the p-value of 0.000 which is smaller
than 0.05.

Companies achieve competitive advantage when they produce a product with the
same quality but they sell it at a relatively lower price than their main competitors, and
digital marketing is one way to gain competitive advantage. Digital marketing has a
promising future for the long-term survival of goods or services in new technology
markets.

The results of this research are in line with previous research conducted by
Wibawa et al (2023) that digital marketing is considered very effective in promoting their
business products and also has the ability to target young demographics as a competitive
advantage. Denga et al (2021) Digital marketing will be the Solution to competitive
advantage as many marketers look for creative ways to sell online, reduce lead costs, and
look for what's new in digital marketing.

Hypothesis 2: Digital Marketing has a positive and significant effect on marketing
performance

The results of this research show that the hypothesis has a significant effect. Digital
marketing has a positive and significant influence on marketing performance. This result
refers to the T-table value of the influence of digital marketing on marketing performance
of 3.309 which is greater than 1.96, and the p-value of 0.001 which is smaller than 0.05.
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The emergence of intent technology influences technology-based business
activities, including marketing, and has received much scholarly attention due to its
significant importance in today's business world. Electronic marketing allows companies
to improve their business performance and gain a large customer base due to remote
availability. Digitalization focuses the modes of communication and information sharing
among company participants and enables improvements in revenue, company
performance and the establishment of long-term relationships.

The above statement is in line with previous researchers, namely Nuseir &
Aljumah (2020) showing that digital marketing efforts carried out by applications
influence marketing performance and that the use of the latest technology allows
companies to approach customers remotely by using online advertising, affiliate
marketing, email marketing. , social media marketing, and search engine optimization on
business performance. The direct influence of digital marketing has a significant effect on
marketing performance, meaning that the better the digital marketing provided, the
higher the marketing performance (Harina & Pahlevi, 2023; Haryanto & Dewi, 2020).
Hypothesis 3: Innovation has no significant effect on competitive advantage

The results of this study indicate that the hypothesis has no significant effect.
Innovation does not have a significant effect on competitive advantage. This result refers
to the T-table value of the influence of innovation on competitive advantage of 1.221
which is smaller than 1.96, and the p-value of 0.223 which is greater than 0.05.

Weerawardena & Mavondo (2011) in their research stated that a company will be
able to win a competitive advantage strategy by focusing on innovation and utilizing a
combination of available resources. Capable resources have an influence on innovation-
based performance. Companies that have good learning abilities will excel in their
marketing process.

However, the statement above is contradictory, the research results state that
innovation has no significant effect on competitive advantage. Akob et al (2022) in their
research stated that increasing product innovation will create a decrease in competitive
advantage, where innovation implemented by entrepreneurs will result in high
additional costs.

Hypothesis 4: Innovation has no significant effect on marketing performance

Based on the research results, hypothesis four shows that the hypothesis has no
significant effect. Innovation does not have a significant effect on marketing performance.
This result refers to the T-table value of the influence of innovation on marketing
performance of 0.203 which is smaller than 1.96, and the p-value of 0.840 which is greater
than 0.05.

Innovation is related to marketing performance as a mandatory component of
competitiveness that includes products, new marketing approaches, and new
organizational behavior in business practices. It is assumed that these types of innovation
improve the company by initiating capabilities and adopting technological changes
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(Aksoy, 2017). However, this program requires expensive costs because it will require
new supporting facilities such as facilities for promotion and distribution channels.

This is because in the rattan industry the products are used in the long term so
consumers will not purchase furniture products as long as the products they own have
not been damaged, so if product innovation is carried out continuously it will result in
decreased marketing performance, this statement is in line with research (Amin et al.,
2019)

Hypothesis 5: Competitive advantage has a positive and significant effect on
marketing performance

Based on the research results, it shows that the hypothesis has a significant effect.
Competitive advantage has a positive and significant influence on marketing
performance. This result refers to the T-table value of the influence of competitive
advantage on marketing performance of 14.306 which is greater than 1.96, and the p-
value of 0.000 which is smaller than 0.05.

A company has a competitive advantage if it is able to create economic value that
is greater than the marginal value (break even) of competitors in its product market. From
strategic management to optimizing marketing and economic performance, the role of
internal resources such as the role of personnel in developing and maintaining
competitive capabilities is very much needed (Wongsansukcharoen &
Thaweepaiboonwong, 2023).

Marketing performance can be improved through competitive advantage where
competitive advantage can be created by differentiating the product. Competitive
advantage is one of the factors that differentiates a company from competitors and gives
the company its own position in the market. These results are in accordance with research
conducted (Numat et al., 2022; Safri & Pudjoprastyono, 2023) that competitive advantage
has a positive effect on marketing performance.

CONCLUSION AND RECOMMENDATION

This research was conducted to determine the effectiveness of digital marketing
and product innovation on marketing performance with competitive advantage as an
intervening variable in small industries. With the results obtained based on research
through distributing the Google From Questionnaire and using the Smart-PLS3 data
processing software, the following conclusions were obtained:

1. Outer Loading Convergent Validity Test Results: The influence of digital
marketing on competitive advantage

2. Average Variance Extracted (Ave) results show that the digital marketing variable
has a value of 0.572, the Product Innovation Variable has a value of 0.647, the
Competitive Advantage Variable has a value of 0.571 and the Marketing
Performance Variable has a value of 0.521. Based on the requirements for the AVE
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value captured by the construct indicators, an AVE value above 0.5 is considered
acceptable or said to be valid, but if it is less than 0.40 then it should be removed
from the model.

3. Reliability test results on the Cronbach's alpha value for all variables exceed the
limit of 0.70, which indicates a high level of internal consistency in the
measurement. Then the composite reliability value for all variables also exceeds
the limit of 0.70, which indicates an adequate level of construct reliability.

4.  There is a positive influence of digital marketing on competitive advantage with a
T-table value of 9.494.

5. There is a positive influence of digital marketing on marketing performance with
a T-Table value of 3.309.

6.  The existence of Innovation has no effect on competitive advantage with a T-Table
value of 1.221 which is smaller than 1.96 with a P-Value value of 0.223 which is
greater than 0.05.

7.  The existence of innovation has no effect on marketing performance with a T-table
value of 0.203 which is smaller than 1.96 with a P-value of 0.840 which is greater
than 0.05.

8.  There is a positive influence of competitive advantage on marketing performance
with a T-table value of 14.306.

FUTHER STUDY

After conducting this research, based on experience, there are several limitations
in this research, namely: respondents who do not follow technological developments so
they do not understand the meaning of the questionnaire that we provide, and the
research object on digital marketing is too broad and is not focused on just one e-
commerce.

ACKNOWLEDMENT

Alhamdulillah, all praise and gratitude to ALLAH SWT for His abundance of
mercy, taufiq and hiday to the author, so that in the preparation of this Student Scientific
Writing (KITAM) the author received a lot of guidance, encouragement, motivation and
material assistance from various parties thus writing Student Scientific Writing (KITAM)
can be completed on time. Therefore, it is appropriate for the author to express his
deepest gratitude to:

1. Prof. Dr. Ir. H. Achmad Faqih, SP., MM as Chancellor of Gunung Jati
Swadaya University, Cirebon

2. Dr. Drs. Acep Komara, SE., M., Si.,, Ak., Csrs as Dean of the Faculty of
Economics and Business, Gunung Jati Swadaya University



Indonesian Journal of Business Analytics (IJBA)
Vol.4, No.3 (june) 2024:817-834

3. Mboh.Yudi Mahadianto, SE., MM., MPM., CAP as Deputy Dean I of the
Faculty of Economics and Business, Gunung Jati Swadaya University,
Cirebon

4.  Dr. Siska Ernawati Fatimah, SE., MM., CMA as Deputy Dean II of the Faculty
of Economics and Business, Gunung Jati Swadaya University, Cirebon

5. Lisa Harry Sulistiyowati, SE., MM as Chair of the Management Study
Program, Faculty of Economics and Business, Gunung Jati Swadaya
University, Cirebon

6.  All fellow lecturers at the Faculty of Economics and Business, Management
Study Program, Gunung Jati Cirebon Swadaya University who cannot be
mentioned one by one.

7. Our parents, great people who have always been our encouragement as the
strongest support from the harshness of the world. who never ceases to give
affection with love and always provides motivation. Thank you for always
tighting for our lives, thank you for all your prayers and support so that we
can be at this point. Always be healthy and live longer because you must
always be there in every journey and achievement of our lives.

8.  All our friends who have given us encouragement, input and support.

REFERENCES

Abdillah, RMF (2016). Analysis of Market Orientation, Business Environment and
Organizational Culture on Marketing Performance with Innovation as an
Intervening Variable (Empirical Study of Micro, Small and Medium Enterprises in

the Culinary Sector of Padang Restaurants in South Jakarta. Perbanas Review, 2(2),
61-75.

Aksara, P., & Rosmayani, MS (nd). IMPLEMENTATION OF SMALL INDUSTRIES
BASED ON MARKETING PERFORMANCE INNOVATION.
www.pustakaaksara.co.id

Amin, M., Sudarwati, S., & Maryam, S. (2019). Analysis of the Influence of Product
Innovation, Market Orientation, Competitive Advantage on Marketing

Performance in the Sembungan Village Furniture Industry Center. Edunomics
Scientific Journal, 3(02), 501-510. https:/ /doi.org/10.29040/jie.v3i02.664



Indonesian Journal of Business Analytics (IJBA)
Vol.4, No.3 (june) 2024:817-834

anatan lina, ellitan lina. (2009). management innovation, transformation towards a
world-class organization. alphabet.
https:/ /books.google.co.id/books?id=k9StEAAAQBA]&pg=PA55&dq=buku+ma
nagement+innovation+transformation+menuju+class+dunia&hl=en&newbks=1&
newbks_redir=0&source=gb_mobile_search&sa=X&ved=2ahUKEwjigqNzF__eDA
xU13jgGHYD5BVIQ6wF6BAgFEAU# v=one pageé&q = inova management book

Cahya, A.D., Aqdella, F.A,, Jannah, A.Z.,, & Setyawati, H. (2021). Utilizing the
Marketplace as a Promotional Media to Increase Sales in the Midst of the Covid-19
Pandemic. REFLECTIONAL SCIENTIFIC JOURNAL: Economics, Accounting,
Management and Business, 4(3), 503-510. https:/ /doi.org/10.37481/sjr.v4i3.329

Dan, K., Author, S., Rauf, A., Orba, S., Tri, M., Ardiansyah, E., Diba, F., Akbar, I,
Awaluddin, R., Muniarty |, P. , Firmansyah, H., Mundzir|, A., Gloriman, V.,
Genesis, M., Depari, S., Rahajeng, E., Dwi, M., Sri, A., Riorini, V., ... Sudarmanto,
E. (2021). Digital Marketing: Book Copyright Ministry of Law and Human Rights
Number: 000259901. http:/ /insaniapublishing.com

Fatimah, S.E., & Fadhilah, H.R. (2022). Increasing the Competitive Advantage of
Culinary MSMEs. JEBM: Journal of Management: Journal of Management, 14(4),
801-806.

Naninsih, N. (2022). The Influence of Competitive Advantage on Marketing
Performance Through Digital Marketing. Journal of Management, 5(2), 479-490.
https:/ /doi.org/10.2568 / yum.v5i2.2672

Phillip, K., & Kevin, K. (2007). MARKETING MANAGEMENT (12th ed.). Erlangga.
https:/ /onesearch.id /Record /1054680.JATIM000000000041228 / Description

Pudyastuti, E., & Saputra, A. (2021). Efforts to Increase the Competitive Advantage of
Micro, Small and Medium Enterprises (MSMEs) in Medan City during the Covid-
19 Pandemic. INOBIS: Indonesian Journal of Business and Management
Innovation, 4(3), 437-449. https:/ /doi.org/10.31842/jurnalinobis.v4i3.195



Indonesian Journal of Business Analytics (IJBA)
Vol.4, No.3 (june) 2024:817-834

Putri, A., & Arif, M. (2023). The Influence of Digital Marketing and Product Innovation
on Revenue. Jesya, 6(1), 194-208. https:/ /doi.org/10.36778 /jesya.v6i1.915

Ridwan, B., Ahmad, E., & et al. (2021). INNOVATION MANAGEMENT IN BUSINESS.
AE publishing.
https:/ /books.google.co.id /books?id=6Z9KEA A AQBA]J&pg=PR4&dq=innovatio
n+in+management+bisnis&hl=en&newbks=1&newbks_redir=0&source=gb_mob
ile_search&ovdme=1&sa=X&ved=2ahUKEwiijcy TiPiDAxU1bGwGHXkVApcQ6
wF6BAgLEAU#v=onepage&q =innovation in business management&f =false

Romadlon, A., Marlien, R. A., & Widyasari, S. (n.d.). THE INFLUENCE OF DIGITAL
MARKETING, TRUST AND PRODUCT QUALITY ON PURCHASE INTENTIONS
(STUDY ON BROWN KAWAII INSTAGRAM ACCOUNT).

Sunarto, A., & Apriansyah, M. (2022). COMPETITIVE ADVANTAGES BASED ON
DIGITAL MARKETING AND PRODUCT INNOVATION IN PRODUCTIVE
MSMEs IN SOUTH TANGERANG CITY. In SCIENTIFIC JOURNAL OF
REFLECTION: Economic, Accounting, Management and Business (Vol. 5, Number
3).

Utaminingsih, A. (2016). THE INFLUENCE OF MARKET ORIENTATION,
INNOVATION, AND CREATIVITY OF MARKETING STRATEGIES ON
MARKETING PERFORMANCE IN RATTAN CRAFT SMEs IN TELUK WETAN
VILLAGE, WELAHAN, JEPARA Adjijati. economics and management media, 31
no 2, 87. https:/ /doi.org/10.24856

Wardhani, A. K., & Romas, A. N. (2022). Analysis of Digital Marketing Strategies in the
Covid-19 Pandemic. EXERO: Journal of Research in Business and Economics, 4(1),
29-53. https:/ /doi.org/10.24071/ exero.v4i1.5025

Joseph. (2022). A Empirical Literature The Role of Product Innovation for Companies.
10(1), 8-13.

Aksoy, H. (2017). How do culture innovation, marketing innovation and product
innovation affect the market performance of small and medium-sized enterprises



Indonesian Journal of Business Analytics (IJBA)
Vol.4, No.3 (june) 2024:817-834

(SMEs)? Technology in Society, 51, 133-141.
https:/ /doi.org/10.1016/j.techsoc.2017.08.005

Amin, M., Sudarwati, & Maryam, S. (2019). ANALYSIS OF THE INFLUENCE OF
PRODUCT INNOVATION, MARKET ORIENTATION, COMPETITIVE
ADVANTAGE ON MARKETING PERFORMANCE IN THE FURNITURE
INDUSTRY CENTER OF SEMBUNGAN VILLAGE. Edunomics, 03(02).

2

Barati, M., Taheri-Kharameh, Z., Farghadani, Z., & Rasky, E. (2019). Validity and
reliability evaluation of the Persian version of the heart failure-specific health

literacy scale. International Journal of Community Based Nursing and Midwifery,
7(3), 222-230. https:/ / doi.org/10.30476/1JCBNM.2019.44997

Chin, W. W. (1988). The Partial Least Squares Approach to Structural Equation
Modeling. Advances in Hospitality and Leisure - , 277-319.
https:/ /www.researchgate.net/ publication/311766005

Denga, E. M., Vajjhala, N. R., & Rakshit, S. (2021). The Role of Digital Marketing in
Achieving Sustainable Competitive Advantage. In IGI Global (pp. 44-60).
https:/ /doi.org/10.4018 /978-1-7998-8169-8.ch003

Ghozali, I. (2014). Structural Equation Modeling Alternative Method with Partial Least
Squares (PLS) (Vol. 4). Diponegoro University Publishing Agency.

Gotz, O., Liehr-Gobbers, K., & Krafft, M. (2010). Handbook of Partial Least Squares. In
Handbook of Partial Least Squares. Springer Berlin Heidelberg.
https:/ /doi.org/10.1007 / 978-3-540-32827-8

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate data analysis
(8th ed.). . Cengang. https:/ /doi.org/https:/ /doi.org/10.1002/9781119409137.ch4



Indonesian Journal of Business Analytics (IJBA)
Vol.4, No.3 (june) 2024:817-834

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2014). A primer on partial least
squares structural equations modeling (PLS-SEM). European Journal Of Tourism
Research, 211-213.

Harina, & Pahlevi, R. W. (2023). THE INFLUENCE OF DIGITAL MARKETING ON
THE TIKTOK APPLICATION AND FINANCIAL LITERACY ON MSME
PERFORMANCE. JEMBA Journal of Economics, Management, Business and
Accounting, 2(4).

Haryanto, A. T., & Dewi, S. N. (2020). Digital Marketing Development Strategy, Brand
Equity Orientation, Intermediary Marketing and Marketing Performance in Sharia
Banking. Scientific Journal of Islamic Economics, 6(2), 163.

https:/ /doi.org/10.29040/jiei.v6i2.1065

Numat, M., Lukitaningsih, A., & Hutami, L. T. H. (2022). The Influence of Marketing
Strategy Creativity, Innovation and Entrepreneurial Orientation on Marketing
Performance through Competitive Advantage as a Mediating Variable in Batik
MSMEs in Yogyakarta City during the Covid-19 Pandemic. Reslaj: Religion
Education Social Laa Roiba Journal, 4(4).
https:/ /doi.org/10.47476 / reslaj.v4i4.1079

Nuseir, M. T., & Aljumah, A. (2020). The Role of Digital Marketing in Business
Performance with the Moderating Effect of Environmental Factors among SMEs of
UAE View project. International Journal of Innovation, Creativity and Change.,
11(3). www.ijicc.net

Safri, N. A., & Pudjoprastyono, H. (2023). Analysis of Product Innovation and
Competitive Advantage on Marketing Performance of Rabbani Store Products in
Surabaya. Widya Management, 5(1), 32-42.
https:/ /doi.org/10.32795/widyamanajemen.v5il

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2017). Treating Unobserved Heterogeneity in
PLS-SEM: A Multi-method Approach. In: Latan, H., Noonan, R. (eds) Partial Least
Squares Path Modeling. Springer Champ.



Indonesian Journal of Business Analytics (IJBA)
Vol.4, No.3 (june) 2024:817-834

Sugiyono. (2017). Quantitative, Qualitative and Combination Research Methods (Mixed
Methods). . Alphabeta CV.

Sugiyono. (2019). Quantitative Qualitative Research Methods and R&D. . Alphabet.
https:/ /scholar.google.com/ citations?view_op=view_citation&hl=en&user=MG
Os5rkAAAA]&citation_for_view=MGOs5rkAAAA]J:yD5IFk8b50cC

Main, G. B. R. (2016). Sampling technique and determining sample size. . Dhyana Pura
University.

Weerawardena, J., & Mavondo, F. T. (2011). Capabilities, innovation and competitive
advantage. Industrial Marketing Management, 40(8), 1220-1223.
https:/ /doi.org/10.1016/j.indmarman.2011.10.012

Wibawa, G. R., Firmansyah, H., Patimah, T., Kastury, L., Pratama, A. K., Aulia, S., &
Ferbianti, F. (2023). IMPLIKASI DIGITAL MARKETING UNTUK KEUNGGULAN
BERSAING UMKM BIDANG KONVEKSI DI KOTA TASIKMALAYA DI ERA
ENDEMI. Among Makarti , 16(2).

Wongsansukcharoen, J., & Thaweepaiboonwong, J. (2023). Effect of innovations in
human resource practices, innovation capabilities, and competitive advantage on
small and medium enterprises’ performance in Thailand. European Research on
Management and Business Economics, 29(1).
https:/ /doi.org/10.1016/j.iedeen.2022.100210



