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    ABSTRACT

    This study aims to analyze the influence of Sales Growth and Digital Revenue on Financial Performance in digital companies in Indonesia for the period 2022–2024. The rapid development of the digital economy is not always accompanied by increased company profitability, so it is necessary to examine the factors that influence financial performance. This study uses a quantitative approach with a multiple linear regression method on 60 digital companies selected using a purposive sampling technique. Financial Performance is measured using Return on Equity (ROE), Sales Growth is measured based on annual revenue growth, while Digital Revenue is measured using Digital Revenue Share (DRS), which is the ratio of digital revenue to total company revenue.The results of the study indicate that Sales Growth has a positive and significant effect on ROE. Digital Revenue also has a positive and significant effect on ROE and has a more dominant influence than Sales Growth. Simultaneously, Sales Growth and Digital Revenue have a significant effect on Financial Performance with an Adjusted R Square value of 0.895, indicating that 89.5% of the variation in ROE can be explained by these two independent variables. These findings indicate that successful digital monetization through increased digital revenue is a key factor in improving the financial performance of digital companies.
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INTRODUCTION



Within the contemporary economic landscape of Indonesia,
a remarkably swift expansionary trajectory has been observed across the digital
sector (Purba et al., 2025; Setiawan, 2018). This systemic technological shift
has fundamentally reshaped consumer behaviors, financial transaction
frameworks, and prevailing corporate architectures (Amory & Mudo, 2025;
Ardiansyah, 2023). Macroeconomic forecasts published in the e-Conomy SEA report
by Google, Temasek, and Bain & Company (2024) indicate that the Indonesian
digital market is poised for sustained forward momentum, with projections
positioning it as the leading digital economy throughout Southeast Asia. This
developmental surge is visually evident in the escalating proliferation of
electronic commerce marketplaces, financial technology (fintech) systems, digitized
service networks, and various other technology-driven corporate platforms.


However, an expansion in operational scale and top-line
revenue velocity does not automatically guarantee a parallel optimization of
corporate financial outcomes. This divergence is conceptualized as the
growth-profitability paradox, a phenomenon wherein remarkable sales
acceleration is achieved by digital enterprises without a corresponding
generation of stable, long-term net earnings. Such an empirical disconnect
invites critical academic scrutiny regarding the authentic underlying variables
that dictate financial performance within technology-reliant businesses.


From a conceptual standpoint, top-line sales growth is
conventionally treated as a primary indicator of corporate market broadening
and gross revenue enhancement (Laia et al., 2025; Purnama et al., 2020). As
posited in the foundational theory of firm growth by Penrose (2009),
expansionary capabilities are determined by how effectively an organization
deploys its internal resource bundles to capture new market shares and amplify
financial inflows. This perspective is empirically supported by Ramli and
Yusnaini (2022), whose findings demonstrate that sales velocity can actively
improve shareholder equity returns (ROE), provided that robust operational
cost-containment frameworks are structurally maintained by the firm.
Conversely, conflicting evidence compiled by Yohana and Setyawan (2024) reveals
that among Indonesian digital firms, sales acceleration often fails to yield a
statistically significant effect on ultimate profitability, a limitation
largely attributed to the severe financial drains caused by aggressive
marketing outlays, promotional burn rates, and continuous infrastructural
technology investments. This stark empirical polarization underscores a
noticeable literature gap that requires systematic investigation.


Beyond generalized commercial growth, the generation of
digital revenue—defined explicitly as financial inflows extracted from
technology-mediated operational channels has assumed critical importance within
modern economic research. Distinct from vague, qualitative assessments of
organizational digitalization, digital revenue functions as a direct metric for
the successful monetization of an enterprise’s overarching digital roadmap.
This specific stream represents the functional convergence of technology-driven
value creation and strategic business execution (Bharadwaj et al., 2013;
Marpaung et al., 2023).


 


Global empirical studies corroborate that digitalization
positively regulates firm-level profitability, primarily by unlocking localized
operational efficiencies and fostering continuous structural innovation
(Octavina & Rita, 2021; Valaskova et al., 2025). Nonetheless, a glaring
methodological gap remains within contemporary literature: existing studies
overwhelmingly utilize broad, proxy-based digitalization indicators, thereby
failing to isolate the specific financial contribution of tech-driven inflows
via a focused metric such as the Digital Revenue Share (DRS).


Theoretically, the transmission mechanism linking digital
monetization capability to financial performance can be analyzed through the
lens of the Resource-Based View (RBV), which dictates that sustainable
competitive advantage is achieved through the cultivation of valuable, rare,
and imperfectly imitable strategic resources (Fatoni, 2026; Zahrotun et al.,
2024). In modern technological ecosystems, proprietary digital assets and
specialized electronic monetization competencies constitute these exact
strategic configurations. Additionally, Dynamic Capability Theory indicates
that long-term performance optimization is realized through an organization's
agility in continuously integrating, configuring, and deploying these digital
resources within highly volatile market environments (Teece, 2018).


Prompted by these unresolved empirical contradictions and
methodological limitations, this study conducts a systematic evaluation of the
simultaneous effects exerted by Sales Growth and Digital Revenue on corporate
financial performance operationalized via Return on Equity (ROE) among listed
Indonesian digital companies during the 2022–2024 fiscal window. The core
novelty of this inquiry is established through its methodological adoption of
the Digital Revenue Share (DRS) as a precise, quantitative proxy for digital
integration, coupled with the simultaneous embedding of both commercial growth
and digital monetization variables into a unified multiple regression model.
Ultimately, this research is designed to provide meaningful theoretical
advancements to the emerging body of digital economy literature, while
simultaneously delivering empirical, actionable blueprints for corporate
executives seeking to align technology expansion and monetization architectures
with ultimate profitability objectives.


 


LITERATURE
REVIEW AND HYPOTHESIS DEVELOPMENT


Theoretical
Study


The theoretical study
in this research aims to explain the conceptual and theoretical foundations
underlying the relationship between Sales Growth, Digital Revenue, and
Financial Performance. The theories used include Firm Growth Theory,
Resource-Based View (RBV), Dynamic Capability Theory (DCT), and Financial
Performance Theory.


Gap and
Novelty Analysis


Based on the empirical study that has been explained
previously, there are several research gaps that are an important basis for
conducting this research.


1.      Inconsistency
The Influence of Sales Growth on Financial Performance


Study Ramli & Yusnaini (2022)
find that Sales Growth has an effect positive significant on Return on Equity
if company capable guard efficiency cost .


However , research Nurhilaludin &
Shanti (2026) show that Sales Growth is not always influential
significant in Indonesian digital companies because height cost promotion and
investment technology .


Difference results the show that The relationship between
Sales Growth and Financial Performance is still Not yet consistent , especially
in digital companies in Indonesia. This creating the necessary empirical gap
tested return with consider other relevant variables .


2.      Digital
Transformation Measurements That Are Still General in Nature


Most previous studies measure digital transformation
using qualitative indicators or general digitalization indexes.


Research Octavina & Rita (2021)has Valaskova et al. (2025)proven that
digitalization has a positive impact on financial performance, but the
measurement is not directly based on digital revenue contributions.


However, in the context of digital companies, a more
relevant indicator is digital monetization capabilities as reflected in Digital
Revenue.


Thus, there is a methodological gap in measuring digital
transformation, which has not widely used a revenue-based measurement approach.


3.     Limitations
of Simultaneous Research


Research by Zhang et al. (2024) shows that digitalization
can strengthen the relationship between sales growth and financial performance.
However, this research was conducted in a global context and was not specific
to Indonesian digital companies.


In Indonesia, research examining the simultaneous impact
of Sales Growth and Digital Revenue on Financial Performance is still very
limited. Most studies only examine one variable separately. This creates a
conceptual and empirical gap that presents an opportunity for this research to
contribute.


 


RESEARCH
METHODS


The data collection technique in this study was conducted
entirely through secondary data obtained from various official documents
and public sources. According to [ Cooper & Schindler
(2014)link],
secondary data collection is the process of obtaining data that has been
provided by other parties for a specific purpose and then reused by researchers
in different research contexts. This technique is considered appropriate for
research on digital revenue, financial performance, and sales growth of digital
companies because all the necessary information is readily available,
documented, and publicly accessible. Data was collected through several
primary sources, namely:



 	Report
     finance annual report and reports sustainability report of digital
     companies in Indonesia for the period 2022–2024, which includes
     information about indicator performance finance such as Return on Assets
     (ROA), Return on Equity (ROE), Net Profit Margin (NPM), as well as sales
     growth rate .

 	Official
     company publications, including public exposes, management performance
     reports, prospectuses, and information published through the company's
     official website.

 	External
     databases, such as the Indonesia Stock Exchange ( www.idx.co.id ),
     Statista, and the World Bank Digital Economy Reports, provide data on
     digital industry developments and relevant economic indicators.

 	Scientific
     literature and previous studies, which are used to strengthen the
     theoretical framework and provide an empirical basis in analyzing the
     relationship between digital transformation and financial performance.




The use of secondary data is considered appropriate
because the data obtained has undergone verification and auditing processes,
thus having a higher level of reliability and validity. Furthermore, this
technique is efficient in terms of time and cost, and allows researchers to
access consistent and comprehensive historical data for quantitative analysis
(Sekaran & Bougie, 2020; ) (Creswell & Creswell,
2023).


 


RESULTS OF
ANALYSIS AND DISCUSSION


Overview of Research Location


   The empirical
scope of this inquiry is restricted to digital enterprises operating within the
Indonesian jurisdiction that maintain active listings on the Indonesia Stock
Exchange (IDX). This specific sectoral focus was determined by the accelerating
expansionary trajectory of the technology ecosystem, which is propelled by
advancements in information infrastructure and pervasive domestic digital
adoption. Within this framework, corporate entities are characterized by the
systemic integration of digital technologies across core operational
dimensions, including production architecture, market positioning, distribution
logistics, and consumer relations. Consequently, the research matrix
encompasses diversified sub-sectors such as e-commerce platforms, digital
service networks, financial technology (fintech) systems, and interactive
digital media. The rapid, volatile evolution of this technological environment
underscores its analytical relevance, particularly regarding the determinants
of corporate financial performance.


   Methodologically,
the analysis is sustained by secondary data extracted from audited annual
financial statements officially disseminated via the Indonesia Stock Exchange
depository. To ensure a robust longitudinal perspective, a panel data framework
spanning the fiscal years 2022 through 2024 was assembled, thereby facilitating
a comprehensive evaluation of organizational performance dynamics over time.
The selection of these listed digital firms was further dictated by
industry-specific attributes, which are uniquely sensitive to commercial
expansion and digital monetization streams. Amid intensive market competition
and compressed technological lifecycles, these enterprises are compelled to
accelerate sales velocities while simultaneously optimizing digital revenue
generation to preserve and enhance capital efficiency. Therefore, this operational
environment is deemed highly appropriate for evaluating how variations in
digital sales and revenue structures dictate the financial performance of
Indonesian digital firms, with the overarching objective of delivering
empirical insights alongside theoretical and practical advancements for the
regional digital economy.


 


RESEARCH RESULTS


Descriptive


Based on the
results of descriptive statistical analysis, it is known that the number of
observations (N) in this study is 60 data, which comes from panel data of
Indonesian digital companies for the period 2022–2024.


Table 4.1 Descriptive
Statistics of Research Variables





 
  	
  Descriptive
  Statistics

  
 

 
  	
   

  
  	
  N

  
  	
  Minimum

  
  	
  Maximum

  
  	
  Mean

  
  	
  Standard
  Deviation

  
 

 
  	
  Sales
  Growth

  
  	
  60

  
  	
  7.00

  
  	
  15.00

  
  	
  11,3500

  
  	
  1.96430

  
 

 
  	
  Digital
  Revenue Share

  
  	
  60

  
  	
  ,46

  
  	
  ,64

  
  	
  ,5485

  
  	
  ,04919

  
 

 
  	
  ROE

  
  	
  60

  
  	
  4.50

  
  	
  10.50

  
  	
  7,4500

  
  	
  1,70169

  
 

 
  	
  Valid
  N (listwise)

  
  	
  60

  
  	
   

  
  	
   

  
  	
   

  
  	
   

  
 







The descriptive statistics
for the variables under investigation Sales Growth, Digital Revenue Share
(DRS), and Return on Equity (ROE) are presented below, accompanied by an
analysis of the operational trends observed within the sample.


The Digital Revenue Share
(DRS) variable has a minimum value of 0.46 and a maximum of 0.64, with a mean
value of 0.5485 and a standard deviation of 0.04919. This mean value indicates
that more than 50% of digital companies' revenue comes from digital-based
activities, reflecting a relatively high level of digital revenue.


Meanwhile, the Return on
Equity (ROE) variable has a minimum value of 4.50% and a maximum of 10.50%,
with an average value of 7.45% and a standard deviation of 1.70169. This
indicates that digital companies are generally able to generate profits for
shareholders, although their profitability levels vary.


Classical
Assumption Test


The execution of multiple
linear regression analysis is strictly contingent upon the prior validation of
classical econometric assumptions. For an empirical framework to be deemed
viable for regression testing, successful clearance of these diagnostic
baseline assessments must be achieved by the research model. Methodologically,
this prerequisite necessitates that the underlying dataset satisfies the
individual requirements of the normality evaluation, the multicollinearity
check, and the heteroscedasticity test.


Normality Test


Kolmogorov–Smirnov
(K–S) test is a non-parametric statistical test used to determine whether data
distribution follows a normal distribution or not . The decision-making
criteria in this test are as follows:


1.    
the Kolmogorov-Smirnov significance
value is greater than 0.05, the residual data is declared to be normally
distributed.


2.    
the Kolmogorov-Smirnov significance
value is less than 0.05 then the data is considered not normally distributed.


The
following are the results of the normality test calculations based on the Kolmogorov-Smirnov
test , which can be seen in the table below:


 


Table 4. 2 One Sample
Kolmogorov-Smirnov Tests





 
  	
  One-Sample
  Kolmogorov-Smirnov Test

  
 

 
  	
   

  
  	
  Unstandardized
  Residual

  
 

 
  	
  N

  
  	
  60

  
 

 
  	
  Normal
  Parameters a,b

  
  	
  Mean

  
  	
  ,0000000

  
 

 
  	
  Standard
  Deviation

  
  	
  1.23353764

  
 

 
  	
  Most
  Extreme Differences

  
  	
  Absolute

  
  	
  ,064

  
 

 
  	
  Positive

  
  	
  ,055

  
 

 
  	
  Negative

  
  	
  -,064

  
 

 
  	
  Test
  Statistics

  
  	
  ,064

  
 

 
  	
  Asymp
  . Sig. (2- tailed) c

  
  	
  ,200
  d

  
 







That the
residual distribution satisfies the assumption of normality is demonstrated by
an asymptotic significance (p-value) of 0.200, obtained via the
Kolmogorov–Smirnov diagnostic framework. Because this empirical outcome
comfortably exceeds the standard statistical threshold of 0.05, the data is confirmed
to be normally distributed. Consequently, a fundamental prerequisite for the
valid execution of multiple linear regression modeling has been successfully
fulfilled.


Multicollinearity
Test


The
diagnostic objective of a multicollinearity assessment is to identify whether
interdependent correlations exist among the explanatory factors within an
empirical model. For a regression framework to maintain robust structural
integrity, the independent variables must remain orthogonal, or completely
uncorrelated with one another. Methodologically, the presence of these
collinear distortions is evaluated by auditing the cross-variable correlation
matrices alongside the tolerance metrics and Variance Inflation Factor (VIF)
parameters. A framework is validated as free from collinearity constraints
provided that the computed VIF settles strictly beneath the threshold of 10, or
conversely, if its corresponding tolerance metric exceeds 0.1. The empirical
outputs derived from this multicollinearity diagnostic are detailed in the
subsequent table:


Table 4.3 Multicollinearity
Test Results





 
  	
  Coefficients
  a

  
 

 
  	
  Model

  
  	
  Unstandardized
  Coefficients

  
  	
  Standardized
  Coefficients

  
  	
  t

  
  	
  Sig.

  
  	
  Collinearity
  Statistics

  
 

 
  	
  B

  
  	
  Std.
  Error

  
  	
  Beta

  
  	
  Tolerance

  
  	
  VIF

  
 

 
  	
  1

  
  	
  (Constant)

  
  	
  -4,629

  
  	
  ,651

  
  	
   

  
  	
  -7,109

  
  	
  ,000

  
  	
   

  
  	
   

  
 

 
  	
  Sales
  Growth

  
  	
  ,138

  
  	
  ,045

  
  	
  ,218

  
  	
  3,051

  
  	
  ,003

  
  	
  ,349

  
  	
  2,869

  
 

 
  	
  Digital
  Revenue Share

  
  	
  19,175

  
  	
  1,800

  
  	
  ,763

  
  	
  10,650

  
  	
  ,000

  
  	
  ,349

  
  	
  2,869

  
 

 
  	
  a.
  Dependent Variable: Y

  
 







That the explanatory
constructs of sales expansion and digital revenue share are suitable for
concurrent deployment within the estimation framework is confirmed by the
absence of multicollinearity symptoms across the independent variables. This
non-collinear state is empirically demonstrated by the diagnostic assessment,
which yielded an identical tolerance metric of 0.349 and a corresponding
Variance Inflation Factor (VIF) of 2.869 for both parameters. Because the
observed values strictly comply with the standard econometric thresholds where
tolerance must exceed 0.10 and the VIF must remain safely below 10 the
structural integrity of the regression model is validated.


Heteroscedasticity Test


The occurrence of structural
variance disparities within an empirical model is verified through the
application of a heteroscedasticity evaluation. According to the methodological
framework outlined by Ghozali (2018), this diagnostic procedure is specifically
designed to determine whether an inconsistency exists within the residual
variance across separate observations. Should a persistent inequality manifest
within these error terms rather than maintaining a uniform distribution, the
state of heteroscedasticity is mathematically confirmed.


Table 4.5 Heteroscedasticity Test





 
  	
  Coefficients
  a

  
 

 
  	
  Model

  
  	
  Unstandardized
  Coefficients

  
  	
  Standardized
  Coefficients

  
  	
  t

  
  	
  Sig.

  
  	
  Collinearity
  Statistics

  
 

 
  	
  B

  
  	
  Std.
  Error

  
  	
  Beta

  
  	
  Tolerance

  
  	
  VIF

  
 

 
  	
  1

  
  	
  (Constant)

  
  	
  -,760

  
  	
  1,149

  
  	
   

  
  	
  -,662

  
  	
  ,511

  
  	
   

  
  	
   

  
 

 
  	
  Sales
  Growth

  
  	
  -,122

  
  	
  ,080

  
  	
  -,334

  
  	
  -1,528

  
  	
  ,132

  
  	
  ,349

  
  	
  2,869

  
 

 
  	
  Digital
  Revenue Share

  
  	
  5,718

  
  	
  3,177

  
  	
  ,393

  
  	
  1,800

  
  	
  ,077

  
  	
  ,349

  
  	
  2,869

  
 

 
  	
  a.
  Dependent Variable: abscess

  
 







That the critical assumption
of homoscedasticity is satisfied by the regression framework is confirmed by
the absence of heteroscedasticity within the model, ensuring that a constant
variance is maintained by the residuals. This stable state is statistically
substantiated by the Glejser or alternative heteroscedasticity evaluation,
which yielded significance metrics of 0.132 for the sales expansion variable
and 0.077 for the digital revenue proportion construct both exceeding the
requisite 0.05 threshold.


Autocorrelation Test


The autocorrelation test aims
to determine whether there is a correlation between the residual error in the
regression model in period t and the previous period (t−1). A good regression model is
one that does not contain autocorrelation.


In this study, the
autocorrelation test was conducted using Durbin–Watson (DW). Criteria taking
decision is as following :


·      
The DW
value is around 2 → no autocorrelation occurs


·      
DW
value < 2 → indication autocorrelation positive


·      
DW
value > 2 → indication negative autocorrelation


Table 4.5 Autocorrelation
Test





 
  	
  Model
  Summary b

  
 

 
  	
  Model

  
  	
  R

  
  	
  R
  Square

  
  	
  Adjusted
  R Square

  
  	
  Std.
  Error of

  the
  Estimate

  
  	
  Durbin-Watson

  
 

 
  	
  1

  
  	
  ,948
  a

  
  	
  ,898

  
  	
  ,895

  
  	
  ,40160

  
  	
  1,687

  
 

 
  	
  a.
  Predictors: (Constant), Digital_Revenue_Share , Sales_Growth

  
 

 
  	
  b.
  Dependent Variable: Y

  
 







Based on the autocorrelation
test results, the Durbin–Watson value was 1.687. This value is in the range of
1.5 < DW < 2.5, thus it can be concluded that there is no autocorrelation
in the regression model. Thus, the regression model in this study meets the
classical assumptions of autocorrelation and is suitable for use in multiple
linear regression analysis.


Multiple Linear Regression Analysis
Test


The determination of the
relational trajectory between the independent constructs and the dependent variable
is facilitated by this analytical framework. Specifically, whether an inverse
or direct correlation is exhibited by each explanatory factor is evaluated,
enabling the prospective estimation of the dependent variable's value in
response to fluctuations within the independent parameters.


Table 4.5 Results of Multiple
Linear Regression Analysis





 
  	
  Coefficients a

  
 

 
  	
  Model

  
  	
  Unstandardized Coefficients

  
  	
  Standardized Coefficients

  
  	
  t

  
  	
  Sig.

  
  	
  Collinearity Statistics

  
  	 

 

 
  	
   

  
  	
   

  
  	 

 

 
  	
  B

  
  	
  Std. Error

  
  	
  Beta

  
  	
  Tolerance

  
  	
  VIF

  
  	 

 

 
  	
  1

  
  	
  (Constant)

  
  	
  -4,629

  
  	
  ,651

  
  	
   

  
  	
  -7,109

  
  	
  ,000

  
  	
   

  
  	
   

  
  	 

 

 
  	
  Sales
  Growth

  
  	
  ,138

  
  	
  ,045

  
  	
  ,218

  
  	
  3,051

  
  	
  ,003

  
  	
  ,349

  
  	
  2,869

  
  	 

 

 
  	
  Digital
  Revenue

  Share

  
  	
  19,175

  
  	
  1,800

  
  	
  ,763

  
  	
  10,650

  
  	
  ,000

  
  	
  ,349

  
  	
  2,869

  
  	 

 

 
  	
  a.
  Dependent Variable: Y

  
 







Based on
the results of multiple linear regression analysis, the following regression
equation was obtained:


ROE=−4.629+0.138(Sales
Growth)+ 19.175(Digital Revenue Share)


The empirical
mathematical relationship is characterized by the following parameters:


An
intercept value ($\alpha$) of -4.629: That a negative
return on equity (ROE) is yielded when both sales expansion and the proportion
of digital revenue are equivalent to zero is demonstrated by this constant.
This specific baseline serves an exclusively mathematical function and is
devoid of practical economic interpretation.


A sales
expansion coefficient of 0.138: That a corresponding 0.138%
appreciation in ROE is generated by a marginal 1% acceleration in sales growth
under the condition of ceteris paribus is established by this metric.


A digital revenue
proportion coefficient of 19.175: That a profound upward influence is
exerted on corporate equity returns by an expansion in electronic monetization
streams is confirmed by this substantial value, highlighting its dominant role
in driving firm profitability.


Hypothesis
Testing


For the
purpose of empirical hypothesis verification, an assessment of the coefficient
of determination, a partial regression analysis (t-test), and a simultaneous
regression evaluation (F-test) were systematically executed by the researcher.


 


 


Partial Test (t-Test)


The unique
capacity of a solitary explanatory construct to account for variance within a
dependent variable is fundamentally evaluated through the application of the
$t$-statistical test. By assessing the individual regression coefficient, this
metric serves to determine whether a distinct, mathematically significant
influence is exerted by the independent variable. Ultimately, a statistically
meaningful impact on the dependent variable is confirmed provided that the
computed significance threshold ($p$-value) remains strictly below 0.05.


Table 4.6 Partial
Test Results (t-Test)





 
  	
  Coefficients
  a

  
 

 
  	
  Model

  
  	
  Unstandardized
  Coefficients

  
  	
  Standardized
  Coefficients

  
  	
  t

  
  	
  Sig.

  
  	
  Collinearity
  Statistics

  
 

 
  	
   

  
  	
   

  
 

 
  	
  B

  
  	
  Std.
  Error

  
  	
  Beta

  
  	
  Tolerance

  
  	
  VIF

  
 

 
  	
  1

  
  	
  (Constant)

  
  	
  -4,629

  
  	
  ,651

  
  	
   

  
  	
  -7,109

  
  	
  ,000

  
  	
   

  
  	
   

  
 

 
  	
  Sales
  Growth

  
  	
  ,138

  
  	
  ,045

  
  	
  ,218

  
  	
  3,051

  
  	
  ,003

  
  	
  ,349

  
  	
  2,869

  
 

 
  	
  Digital
  Revenue Share

  
  	
  19,175

  
  	
  1,800

  
  	
  ,763

  
  	
  10,650

  
  	
  ,000

  
  	
  ,349

  
  	
  2,869

  
 

 
  	
  a.
  Dependent Variable: Y

  
 







The results of the t-test show that:


·      
The Sales
Growth variable has a significance value of 0.003 < 0.05, thus H₁ is accepted. This means that sales
growth has a significant effect on the financial performance of digital
companies in Indonesia.


·      
The
Digital Revenue Share variable has a significance value of 0.000 < 0.05,
thus H₂ is accepted. This indicates
that digital revenue significantly influences the financial performance of
digital companies in Indonesia.


·      
Thus,
partially both independent variables are proven to have a significant effect on
ROE.


Simultaneous Test (F
Test)


The
collective impact of multiple independent constructs on a single dependent
variable is evaluated through simultaneous variance testing. Should the
calculated F-statistic surpass the corresponding critical value derived from
the statistical distribution tables, a concurrent, significant influence is
demonstrated to be exerted by all explanatory variables. Furthermore, the
overall simultaneous significance of the regression framework is confirmed
provided that the calculated significance metric (p-value) remains strictly
below the 0.05 threshold.


Table 4.7
Simultaneous Test Results (F Test)





 
  	
  ANOVA
  a

  
 

 
  	
  Model

  
  	
  Sum
  of

  Squares

  
  	
  df

  
  	
  Mean

  Square

  
  	
  F

  
  	
  Sig.

  
 

 
  	
  1

  
  	
  Regression

  
  	
  81,075

  
  	
  2

  
  	
  40,537

  
  	
  251,347

  
  	
  ,000
  b

  
 

 
  	
  Residual

  
  	
  9,193

  
  	
  57

  
  	
  ,161

  
  	
   

  
  	
   

  
 

 
  	
  Total

  
  	
  90,268

  
  	
  59

  
  	
   

  
  	
   

  
  	
   

  
 

 
  	
  a.
  Dependent Variable: Y

  
 

 
  	
  b.
  Predictors: (Constant), Digital_Revenue_Share , Sales_Growth

  
 







That the
proposed regression framework is appropriate for analytical deployment is
validated by the acceptance of the third hypothesis (H3), which is
substantiated by a calculated F-statistic of 251.347. Because a significance
level of 0.000 (p < 0.05) was yielded by this simultaneous variance analysis
(F-test), a concurrent, highly significant impact is demonstrated to be exerted
by sales expansion and digital revenue streams on corporate financial
performance (ROE).


R2 Determination Coefficient Test


The
coefficient of determination R2 essentially  The
capacity of an empirical framework to account for fluctuations in the dependent
variable is quantified by this metric, with the resulting coefficient of
determination bounded strictly between zero and one. Because a multivariate
design incorporating multiple independent constructs was deployed in this
investigation, the adjusted R2 value was selected as the appropriate
coefficient of determination. The statistical outcomes derived from this
adjusted R2 assessment are detailed in Table 4.9 below:
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R2 Determination Coefficient Test


That a robust explanatory
capacity is possessed by the empirical framework is demonstrated by an adjusted
R2 value of 0.895. Based on this metric, 89.5% of the variance observed in
return on equity (ROE) is collectively accounted for by sales expansion and the
proportion of digital revenue. Conversely, the residual 10.5% of this variance
is dictated by extraneous determinants omitted from the current analytical
model.


 


DISCUSSION


The influence of
sales growth on the financial performance of digital companies in Indonesia.


That an
upward trajectory in an enterprise's commercial volume yields a superior
financial standing as quantified by Return on Equity (ROE) is substantiated by
the empirical evidence of this investigation. Via a partial t-test, this
positive and significant relationship between sales growth and the financial
outcomes of Indonesian digital firms is validated by a significance value of
0.003 (p < 0.05).From a conceptual perspective, operational success is
fundamentally signaled by an enterprise's sales expansion. As articulated by
Kasmir (2019), the capacity of an organization to sustain and elevate its
transaction volumes across consecutive periods is reflected by sales growth,
which ultimately serves as a direct catalyst for net profit maximization.
Consequently, financial performance is fortified and shareholder returns are
augmented by these increased earnings.These analytical outcomes are strongly
aligned with corporate growth theory, which posits that superior financial
prospects are routinely demonstrated by firms experiencing high rates of sales
expansion due to their optimized exploitation of marketplace opportunities
(Brigham & Houston, 2021). Within the digital corporate landscape, such
growth is driven not merely by expanding consumer bases, but by the strategic
leveraging of digital architecture to broaden market penetration and streamline
operational workflows.Generally, technology-driven platforms are relied upon by
digital enterprises in Indonesia to commercialize their offerings. As noted by
Laudon and Traver (2020), a broader demographic of consumers can be accessed at
a substantially diminished cost structure relative to conventional business
frameworks through the deployment of digital technology. Sustainable sales
expansion is thereby catalyzed, generating a highly favorable impact on
institutional profitability metrics.Furthermore, institutional market trust is
mirrored by stable sales growth. Stronger competitive advantages and resilient
market positioning are generally displayed by corporations exhibiting positive
sales trends (Hery, 2015). This stability directly underpins the magnification
of net yields and the efficient optimization of equity, culminating in an
elevated ROE.These insights remain consistent with prior empirical literature
indicating that corporate financial health is positively shaped by sales
growth. Investigations by Suliyanti and Damayanti (2022), alongside Rachmah and
Susilawati (2024), demonstrate that profitability and financial metrics are
significantly enhanced by expanding sales, specifically within the
technological and digital sectors.Given these dynamics, it can be inferred that
a pivotal role is played by sales growth in the financial optimization of
Indonesian digital enterprises. Consequently, sales-promoting initiatives
including product innovation, digitized marketing reinforcement, and service
quality enhancement must be continuously advanced by digital firms to secure
sustainable financial progress.Across diverse industrial sectors, competitive
advantages are reinforced and financial results are elevated when digital
strategies are seamlessly aligned with corporate objectives. Theoretically,
digital transformation is characterized by the systemic integration of big
data, artificial intelligence (AI), cloud architecture, and automated
management systems into core workflows. Operational processes are optimized,
data-driven decision-making is accelerated, and market access is expanded more
efficiently through these technologies. Ultimately, heightened cost
efficiencies, top-line revenue expansion, and maximized profit margins are
realized, all of which contribute directly to the rehabilitation of corporate
financial performance.In conclusion, the financial trajectories of digital
firms in Indonesia are profoundly shaped by digital transformation. Sustainable
improvements in financial outcomes must be pursued by digital organizations
through continuous capital allocation in emerging technologies, the cultivation
of digitally proficient human capital, and the comprehensive integration of
supportive electronic systems.


The simultaneous
influence of sales growth and digital transformation on the financial
performance of digital companies in Indonesia.


That
organizational financial outcomes are not merely a function of sales expansion
in isolation, but are heavily contingent upon the systemic integration of
digital technologies across commercial operations, is highlighted by these
findings. According to the simultaneous variance analysis (F-test), a
statistically significant joint impact is exerted by sales growth and digital
transformation on the financial performance of Indonesian digital enterprises.
This relationship is substantiated by a significance metric of 0.000 (p <
0.05), validating that variations in Return on Equity (ROE) are collectively
explained by both independent constructs.From a theoretical standpoint,
corporate financial trajectories are enhanced by the complementary interplay between
sales expansion and digital transformation. As posited by Brigham and Houston
(2021), the efficacy of an enterprise's revenue-generation and
market-penetration strategies is reflected by its sales growth, directly
accelerating net yields and capital returns. Nevertheless, within volatile
digital ecosystems, the optimization of sales expansion is amplified when
underpinned by digital transformation initiatives that augment operational
efficiency and effectiveness.Through process automation, data analytics, and
technologically driven business model innovation, the management of expanding
sales volumes is streamlined via digital transformation. As observed by
Westerman et al. (2014), superior financial outcomes are routinely achieved by
organizations that pair commercial expansion with digital transformation,
contrasting with entities that prioritize a single dimension. This discrepancy
exists because administrative expenditures are reduced, decision-making cycles
are accelerated, and consumer value propositions are elevated through digital
restructuring.Given the intensifying competitive pressures and shifting
consumer paradigms within the Indonesian digital sector, the synergy between
sales growth and digital modernization is increasingly vital. Digital transformation
serves as a foundational enabler, allowing sustainable growth opportunities to
be successfully capitalized upon through technological deployment (Vial, 2021).
Consequently, a far more pronounced impact is exerted on financial metrics when
sales expansion is backed by digital frameworks than when it occurs in the
absence of adequate technological infrastructure.These empirical insights align
with prior literature, including investigations conducted by Maharani and
Daljono (2023), Saragih et al. (2025), and Susanti et al. (2025). Ultimately,
it can be inferred that optimal financial performance and heightened market
competitiveness within the modern digital economy are critically determined by
the simultaneous management of sustainable sales growth and the continuous
reinforcement of digital transformation strategies.


The influence of
digital influence on the financial performance of digital companies in
Indonesia.


That a
firm's capability to generate returns on shareholder capital is enhanced by expanding
earnings from electronic activities and services is substantiated by empirical
data, confirming that digital revenue exerts a significantly positive impact on
the financial performance of Indonesian digital enterprises, as quantified by
Return on Equity (ROE). A direct correlation is thus observed between the
volume of digital revenue captured and the elevation of corporate
profitability.


Within the
contemporary landscape of technological evolution, organizational growth is
critically underpinned by electronic revenue streams. Stable and sustainable
top-line expansion is more frequently achieved by digital firms that
systematically leverage mobile applications, e-commerce networks, online
platforms, and electronic payment infrastructures. Concurrently, operational
efficiencies are positively augmented, given that the deployment of digital
architecture minimizes administrative expenditures and accelerates core
commercial workflows.


Furthermore,
a widening market share and a heightened capacity for consumer acquisition are
signaled by escalating digital revenues. As the user base for digital offerings
expands, greater opportunities are unlocked for the maximization of net
earnings. Because the capacity for profit generation relative to equity investment
is directly measured by ROE, any appreciation in net yield is immediately
reflected within this performance metric.


The
analytical outcomes of this investigation also demonstrate that institutional
financial performance is effectively optimized through strategic digital
transformation. A superior competitive advantage is routinely maintained by
organizations that assimilate emerging digital technologies, contrasting
sharply with entities restricted to conventional frameworks. Consequently, the
optimization of digital revenue channels represents a vital strategic
initiative for enterprises seeking to maximize yields and secure long-term
commercial viability amid intensifying market competition.


In
summary, it can be inferred that the financial trajectories of digital firms
operating in Indonesia are profoundly shaped by digital revenue contributions.
Institutional performance is systematically advanced as digital revenue scales
upward, a progression directly manifested in the appreciation of Return on Equity
(ROE).


The simultaneous
influence of digital sales and revenue growth on the financial performance of
digital companies in Indonesia.


That a
company's financial trajectory is sustainably enhanced through the continuous
refinement of commercial strategies and the optimization of electronic revenue
streams is strongly demonstrated by the empirical findings of this
investigation.According to the simultaneous variance analysis (F-test), a
concurrent, significantly positive influence is exerted by digital sales and
revenue expansion on the financial performance of Indonesian digital
enterprises. This relationship is statistically substantiated by a significance
metric of 0.000 (p < 0.05). Consequently, it can be inferred that a joint
impact is driven by both independent variables toward the appreciation of
organizational financial performance, as quantified via Return on Equity
(ROE).The structural insights derived from this analysis highlight that the
profitability and overall success of digital enterprises are critically
underpinned by sales growth and digital revenue optimization. Higher market
demand for corporate offerings is directly mirrored by an upward trajectory in
sales, which subsequently accelerates top-line revenue and net earnings. As
elevated transaction volumes are realized, greater operational capacity is
unlocked by the firm to capture maximized profit margins.Concurrently, a
substantial contribution to corporate financial stability is provided by
digital revenue streams. Broader monetization pathways facilitated by
technological maturation and pervasive digitalization are accessed via
e-commerce platforms, applications, digital payment infrastructures, and online
marketplaces. Through the leveraging of these digital avenues, operational
efficiencies are enhanced, market penetration is widened, and competitive
advantages within the digital ecosystem are consolidated by the
enterprise.Ultimately, a more resilient and lucrative financial architecture is
established when commercial growth is paired with optimized digital revenue.
When expanding sales volumes are sustained by efficient digital monetization
frameworks, net profit maximization and capital utilization efficiency are more
easily achieved. Consequently, an upward shift is directly registered in ROE,
reinforcing it as a reliable benchmark of corporate health. By effectively
managing these dual catalysts, long-term business viability can be maintained,
thereby fostering heightened investor confidence in institutional performance. 


 


CONCLUSION



Based on the
results of the data analysis and discussion that has been carried out, the
conclusions of this study are as follows:



 	Sales growth has a positive and
     significant impact on the financial performance (ROE) of digital companies
     in Indonesia.




That
a marginal 1\% expansion in sales growth generates a corresponding 0.138%
appreciation in return on equity (ROE) under the assumption of ceteris paribus
is confirmed by an observed regression coefficient of 0.138 and a t-test
significance metric of 0.003 (p < 0.05).



 	Digital revenue (Digital Revenue
     Share) has a positive and significant impact on the financial performance
     (ROE) of digital companies in Indonesia.




That
an expansion in the proportion of digital revenue exerts a profound upward
influence on the return on equity (ROE) of digital enterprises is demonstrated
by a partial test coefficient of 19.175, which yielded a significance level of
0.000 (p < 0.05).



 	Simultaneous growth in digital
     sales and revenue has a significant impact on the financial performance of
     digital companies in Indonesia.




calculated
F-statistic of 251.347, yielding a significance value of 0.000 (p < 0.05).
Furthermore, a joint determination by sales expansion and digital revenue
proportion accounts for 89.5% of the variance in return on equity (ROE), as
evidenced by an adjusted R2 value of 0.895; conversely, the remaining 10.5% is
dictated by extraneous variables omitted from the current empirical model.


SUGGESTIONS



 	For Digital Companies




Because
both metrics have been demonstrated to exert a significant impact on return on
equity (ROE) both independently and concurrently it is recommended that sales
expansion be accelerated by the enterprise while digital transformation
initiatives are simultaneously reinforced.



 	For Investors




Prior
to capital allocation, a digital enterprise's operational performance and
future prospects can be evaluated by investors through the utilization of
metrics such as sales expansion, the proportion of digital revenue, and return
on equity (ROE).



 	For Researchers Furthermore




Additionally,
it is suggested that supplementary external variables be integrated into the
framework to account for further influences on return on equity (ROE), given
that an estimated 10.5% of financial performance variance is attributed to
extraneous factors.
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