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ABSTRAK

Penelitian ini menggunakan metode kuantitatif terstruktuk melalui survey
yang disusun berdasarkan indikator yang dijabarkan dalam setiap variabel dengan
teknik pemberian skor menggunakan skala Likert melalui 6 modifikasi jawaban
untuk menjawab : apakah soscial media capability berpengaruh terhadap marketing
performance, social media capability berpengaruh terhadap sales promotion, social
media capability berpengaruh terhadap produk innovation, sales promotion
berpengaruh terhadap marketing performance, product innovation berpengaruh
terhadap marketing performance, social media capability berpengaruh terhadap
marketing performance melalui sales promotion serta social media capability
berpengaruh terhadap marketing performance melalui product innovation pada
UMK sektor kuliner di Kabupaten Kebumen dan dianalisis menggunakan Smart
PLS 4.

Secara keseluruhan, dari analisis outer model dengan menggunakan uji
vailiditas dan reliabilitas semua variabel dalam penelitian ini memiliki validitas
yang kuat serta reliabilitas yang baik. Hal ini menunjukkan bahwa indikator yang
digunakan dapat diandalkan dalam mengukur fenomena yang diteliti. Berdasarkan
hasil analisis menggunakan inner model, R-square untuk variabel marketing
performance (Y) bernilai 0,865 dan berkategori kuat. Hal tersebut menunjukkan
bahwa variabel terikat dalam model mampu menjelaskan 86,5% variasi dalam
social media capability dan menggunakan Path coefficient menunjukkan bahwa
seluruh variabel berpengaruh positif. Pada uji hipotesis secara direct effect maupun
indirect effect diperoleh hasil bahwa seluruh antar variabel berpengaruh positif
dengan nilai tertinggi pada variabel social media capability berpengaruh terhadap
sales promotion dengan nilai original sample sebesar 0,859 dan T-statisticnya
sebesar 21,373 pada direct effect dan variabel social media capability berpengaruh
terhadap marketing performance melalui sales promotion dengan nilai original
sample sebesar 0,355 dan T-statisticnya sebesar 4,114.

Kata Kunci : social media capability, marketing performance, sales promotion,
product innovation, UMKM

vil



ABSTRACT

This study uses a structured quantitative method through a survey compiled
based on indicators described in each variable with a scoring technique using a
Likert scale through 6 modified answers to answer: does social media capability
affect marketing performance , social media capability affects sales promotion ,
social media capability affects product innovation , sales promotion affects
marketing performance , product innovation affects marketing performance , social
media capability affects marketing performance through sales promotion and
social media capability affects marketing performance through product innovation
in MSEs in the culinary sector in Kebumen Regency and analyzed using Smart PLS
4.

Overall, from the outer model analysis using validity and reliability tests,
all variables in this study have strong validity and good reliability. This indicates
that the indicators used are reliable in measuring the phenomenon studied. Based
on the results of the analysis using the inner model , the R-square for the marketing
performance variable (Y) is 0.865 and is categorized as strong. This indicates that
the dependent variable in the model is able to explain 86.5% of the variation in
social media capability and using the Path coefficient shows that all variables have
a positive effect. In the hypothesis test using direct effects and indirect effects, the
results obtained are that all variables have a positive effect with the highest value
on the social media capability variable influencing sales promotion with an original
sample value of 0.859 and a T-statistic of 21.373 in the direct effect and the social
media capability variable influencing marketing performance through sales
promotion with an original sample value of 0.355 and a T-statistic of 4.114.

Keywords : social media capability, marketing performance, sales promotion,
product innovation, MSEs
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