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ABSTRACT: 
This study investigates the interplay between entrepreneurial marketing, 
digital marketing, innovation performance, and marketing outcomes in 
the culinary SMEs (small and medium enterprises) in Palu, Indonesia. 
Employing a quantitative approach and purposive sampling, 5830 SMEs 
were surveyed via questionnaires between August and September 2021. 
Structural Equation Modeling (SEM) facilitated analysis. Results reveal 
significant relationships: entrepreneurial marketing correlates with digital 
marketing and innovative performance; digital marketing positively influences 
marketing performance; and innovative performance is linked to marketing 
performance. Digital marketing serves as a mediator between entrepreneurial 
marketing and marketing performance, while innovative performance 
mediates the connection between entrepreneurial marketing and marketing 
outcomes. These findings suggest that culinary SMEs should constantly use 
digital marketing to promote their products as well as showing the value 
of putting new products on the market that are specifically catered to the 
needs of the target market.
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Enfrentando Dificuldades em PMES Culinárias: Desempenho Inovador e 
Marketing Digital como Mediadores

RESUMO
Este estudo investiga a interação entre o marketing empresarial, o marketing digital, o desempenho 
da inovação e os resultados de marketing nas PMEs culinárias de Palu. Empregando uma 
abordagem quantitativa e amostragem intencional, 5830 PMEs foram pesquisadas por meio de 
questionários entre agosto e setembro de 2021. A modelagem de equação estrutural (Structural 
Equation Modeling - SEM) facilitou a análise. Os resultados revelam relações significativas: o 
marketing empresarial está correlacionado ao marketing digital e ao desempenho inovador; 
o marketing digital influencia positivamente o desempenho de marketing; e o desempenho 
inovador está vinculado ao desempenho de marketing. O marketing digital serve como mediador 
entre o marketing empresarial e o desempenho de marketing, enquanto o desempenho inovador 
medeia a conexão entre o marketing empresarial e os resultados de marketing. Essas descobertas 
sugerem que as PMEs do setor culinário devem usar constantemente o marketing digital para 
promover seus produtos, bem como o valor de colocar novos produtos no mercado que atendam 
especificamente às necessidades do mercado-alvo.

PALAVRAS-CHAVE
Culinária, PMEs, Marketing digital, Desempenho de marketing
Classificação JEL: M31, L15

1.  INTRODUCTION
In all countries, MSMEs (micro, small, and medium enterprises) are the pillars of the people’s 

economy, absorbing large numbers of formal and informal workers and contributing to the GDP 
of a country. In Indonesia, from 2010 to 2018, MSMEs absorbed an average of 95 million workers 
annually. Just in 2015, MSMEs were able to absorb 123.2 million workers. The MSME sector 
is the pillar of the economy that contributes most to the country when a crisis occurs. However, 
when the COVID-19 pandemic hit, the economic sector became sluggish and many economic 
activities stopped, with no exception for the the MSME sector. Regional quarantines limited the 
mobility of community activities (Caballero-Morales, 2021) and could cause economic depression 
(Irawan, 2020; Madeira et al., 2021; Lu et al., 2021; Burhan et al., 2021).

On the other hand, these challenges can trigger SMEs to seek various strategic mechanisms as 
part of the crisis (Klyver & Nielsen, 2021). The Covid-19 pandemic has limited people’s mobility, 
triggering changes in consumer behavior. Marketing experts Inventure Consulting explained that 
the Covid-19 pandemic had caused major changes to consumer behavior or Megashift Consumer 
Behavior 10 × 10, where changes in consumer behavior are 10 times greater at a rate 10 times 
faster. Thus, every business actor faces a new world in running his business (Fajrian, 2021). 
Central Sulawesi, one of Indonesia´s provinces, experienced growth of 15.39% in the second 
quarter of 2021 when compared to the second quarter of 2020 (BPS, 2021); this condition gives 
hope for business actors and is a fairly good indicator for comparing the growth in the fourth 
quarter of 2020 with the fourth quarter of 2019, where growth was only 4.45% (BPS, 2019). In 
era of the new normal, MSMEs in Palu City also experience the same difficulties and challenges 
as other MSMEs in Indonesia. 

However, innovative changes and improvements in marketing, namely, product, price, promotion, 
distribution, people, process, and visualizations, might stem from SMEs’ marketing communication 
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tools. This is because the developments created through internet platforms (Horvath et al., 
2021). For instance, in terms of technology-enabled marketing communication, social media 
has become a trendy communication tool that enables firms to explore and find opportunities 
(Dima & Vasilache, 2015; Tekin & Turhan, 2020), thus improving firms’ innovativeness (Papa 
et al., 2018). Furthermore, social media platforms also make businesses create new goods and 
services and improve their quality (Wardati & Mahendrawathi, 2019). Moreover, communication 
tools improve the marketing performance of enterprises (Pisicchio & Toaldo 2020). The first 
area of marketing innovation, namely product/service innovation, consists of certain innovative 
activities that enable businesses to introduce new products and services (Matúš et al., 2015). 
Furthermore, innovations in services and products satisfy customers’ expectations (Khan et al., 
2021) and thus increase firms’ competitiveness (Kovanoviene et al., 2021). In this regard, the 
effectiveness of using marketing communication tools determines the performance of businesses 
regarding their product innovation process (Zaušková et al., 2015).

Utilization of digital resources can be done by implementing digital marketing, better known 
as social media marketing, which allows companies to find and reach target markets quickly, 
more accurately, and more cost-effectively, increase customer retention and find competitive 
advantages (Kimura et al., 2016). In its implementation, digital marketing uses various web-
based media such as blogs, websites, e-mail, AdWords, and social media to build and maintain 
customer retention by increasing knowledge about consumer profiles, behavior, values, and 
loyalty levels (Madaan et al., 2023; Filyushina et al., 2023). Then synchronize communication 
and online services according to customer needs.

Entrepreneurial marketing is a combination of the entrepreneurial spirit, synonymous with 
passion, risk-taking, proactive seeing opportunities, with marketing techniques identical to efforts 
to market and introduce a product and service to the community. However, in reality, food and 
beverage MSME actors experience confusion (ambiguity) in dealing with changes in business 
activities in the post-pandemic era. Innovation has helped SMEs survive during the pandemic, 
and the role of digital resources is identified as a facilitator in building the range of innovative 
products in the context of pandemic era social restrictions (Caballero-Morales, 2021; Rakshit 
et al., 2021). In particular, the role of digital technology can increase innovation, especially in 
value creation (Scheidgen et al., 2021). This study discusses in detail the role of digital marketing 
and innovation in improving marketing performance by adding the entrepreneurial marketing 
variable as a predictor variable that makes it different from previous research and focuses more 
on how culinary SMEs survive during a pandemic. Researchers have underlined the important 
role of digital marketing in improving the performance of SMEs. However, evidence shows that 
still too few SMEs implement it (Papadopoulos et al., 2020). The main purpose of this study is 
to find out that digital marketing and entrepreneurial marketing can mediate the relationship 
between entrepreneurial marketing and the marketing performance of culinary SMEs in Palu City. 

2. LITERATURE REVIEW

2.1. Entrepreneurial Marketing (EM)

Entrepreneurial marketing comes from two words in English, namely Entrepreneurial 
and Marketing. Entrepreneurial means entrepreneurship, and Marketing means marketing. 
Entrepreneurial is defined as the process of creating something new (a business, a product) by 
bringing together a unique package of resources to exploit opportunities. It has resulted in the 
creation of new things and renewed of the company’s strategies around strategic growth. This 



4

BBR, Braz. Bus. Rev. – FUCAPE, Espírito Santo, 22, e20241848, 2025

process includes a series of activities necessary to identify the opportunity, define a business 
concept, assess it, acquire the necessary resources, and then manage and seize a business opportunity 
(Morris et al., 2002; Whalen et al., 2016).

Marketing and entrepreneurship are two different disciplines. In general, entrepreneurship can 
be described as the process of identifying and starting a business venture, taking on the risks and 
rewards associated with that venture. Meanwhile, marketing initially focused on understanding 
the general practices and processes in large companies, but with the increasing interest in the small 
and medium business sector. The importance of marketing for small and medium enterprises 
is also increasing, and the relationship between entrepreneurship and marketing in small and 
medium enterprises is what is called entrepreneurial marketing. This term is used to describe the 
marketing process of companies pursuing opportunities in uncertain market conditions, often in 
conditions of constrained resources (Rashad, 2018). Entrepreneurial marketing is defined as “A 
combination of innovative, proactive, and risk-taking activities that create, communicate, and 
deliver value to and by customers, entrepreneurs, marketers, their partners, and society at large.” 
Or, a combination of innovative, proactive, and risk-taking activities to create, communicate, 
and deliver value to customers, entrepreneurs, marketers, business partners, and society at large 
(Sadiku-Dushi et al., 2019). Entrepreneurial marketing includes marketing activities specifically 
defined by SMEs (Morris et al., 2002). In this study, the implementation of entrepreneurship 
marketing is used to see the extent to which SMEs in Palu City currently compete to improve 
their marketing performance. According to Morris et al., (2002), entrepreneurial marketing 
consists of 7 (seven) dimensions, namely; proactiveness, calculated risk-taking, innovativeness, 
opportunity focus, resource leveraging, customer intensity, and value creation (Daeng, 2023).

2.2. Digital Marketing

Digital marketing is a solution and a new approach in marketing that has its own characteristics 
and dynamics, which must be understood to be a tactic in an effective marketing strategy. Digital 
channels can be classified in several ways, one of which is from the perspective of communication, 
whether one-way or two-way, between companies and customers (Taiminen & Karjaluoto, 2015). 
Another thing revealed by Ritz et al. (2019) is that digital marketing is defined as a marketing 
channel that is transformed as a way for companies to communicate current customer needs. 
Business actors make digital marketing one of the mediums that are often used because of their 
ability to reach consumers who continue to follow the flow of digitalization; companies are gradually 
starting to leave conventional marketing models and switch to modern marketing. With digital 
marketing at any time (real-time), transactions and communications can be made and can be 
accessed by consumers from all over the world; most of the information about various products is 
already available on the internet so that consumers can see and learn about the goods and services 
offered, and can compare one product. With other products, what is no less important is that 
consumers get convenience in ordering through digital facilities (Pasharibu et al., 2018). In its 
implementation, digital marketing uses various web-based media such as blogs, websites, e-mail, 
AdWords, and social media to build and maintain customer retention by increasing knowledge 
about consumer profiles, behavior, values, and loyalty levels. Then synchronize communication 
and online services according to customer needs. When marketers and consumers have the same 
objective, they can interact and communicate in two directions so that customer satisfaction 
with services can be fulfilled (Febriyantoro & Arisandi, 2018). Marketing performance itself 
is defined as a business performance level measurement including sales volume, number of 
customers, profits and sales growth (Voss & Voss, 2000; Fitria et al., 2016; Bachri et al., 2016). 
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Marketing performance itself contains various essential things, including customer growth, sales 
growth, and market share. In addition, digital marketing has a positive and significant relationship 
with marketing performance (Hendrawan et al., 2019; Bachri, 2018; Sidi & Yogatama, 2019). 
Nowadays, digital marketing is felt to be a common thing to do because, most of all, sales take 
advantage of the role of e-commerce (Wati et al., 2020). It is important to research because the 
breadth of digital marketing activities may actually raise the idea that digital marketing is not a 
thing which is exciting and new, even though it is. Therefore, the first hypothesis of the study is :

H1. Entrepreneurial marketing has a significant relationship with digital marketing.

2.3. Innovation Performance

The innovation performance of companies has been studied quite extensively and over a long 
period. However, the results of many studies have not led to a broad range of generally accepted 
innovative performance indicators or a common set of indicators (Hagedoorn & Cloodt, 2003). 
Research on innovation has proceeded differently across many disciplines. Some are suitable to 
the field of marketing, and others are considered non-marketing topics. However, all can be 
enriched through a marketing perspective, as shown by empirical research, which reveals that 
(Riyadh et al., 2022; Samsuddin, 2023) organizations need to continuously innovate to improve 
performance and sustain their competitive advantage (Chae, 2012). The concept of innovation 
describes a very broad meaning. The term innovation is widely applied by many organizations, 
both profit-oriented and non-profit organizations (Ridha et al., 2020). The concepts of innovation 
and novelty became an integral part of entrepreneurship in the mid-twentieth century. The act 
of innovation introduces something new and relevant for entrepreneurs (Hisrich & Ramadan, 
2017). It is required not only to create and conceptualize, but also to understand all the forces 
that work in the corporate environment. Innovation is one of the fundamental instruments of 
a business growth strategy to enter new markets, increase existing market share, and provide a 
competitive advantage for companies (Gunday et al., 2011).

Furthermore, innovation is a core element for business competitiveness when it is embedded in 
organizational structures, products, services, and processes. The literature shows that innovation 
positively impacts performance by supporting a firm’s innovative capacity and, therefore, its ability 
to adapt to evolving customer needs and preferences (Santos-vijande et al., 2013). Innovation has 
become the cornerstone of sustainable development and sustainable competitive advantage in the 
business cycle (Friedrich et al., 2016). Innovation generates value for the company, leading to the 
development of new products and services, technologies, and markets (Cui & Connor, 2012; 
Miron-spektor, 2014). Therefore, all efforts need to be supported by marketing and organizational 
measures. Innovative performance is a combination of overall organizational achievements, resulting 
from renewal and improvement efforts made by considering various aspects of the company’s 
innovation, namely processes, products, organizational structure, and others. Therefore, innovative 
performance is a composite construction (Hagedoorn & Cloodt, 2003) based on various related 
performance indicators, for example, creating patents, or the announcements of new products, 
new projects, new processes, and new organizational arrangements. Innovative performance, 
especially in the form of new product success, is associated in the literature with increased sales 
and market share, as it makes a major contribution to the satisfaction of existing customers, 
and gaining new customers (Pelham, 2016; Wang & Wei, 2007). Afriyie et al. (2019) stated 
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that, in business, adopting more innovative marketing activities is necessary to use that strategy 
appropriately. Innovative Performance is necessary for the survival of corporate organizations 
and to improve marketing performance. Therefore, the second hypothesis of the study is:

H2. Entrepreneurial marketing has a significant relationship to innovative performance.

2.4. Marketing Performance

Marketing performance is a business process that provides feedback for organizational 
performance that refers to the results of marketing business performance (Clark et al., 2014). 
Marketing performance is an important element of company performance in general because 
a company’s performance can be seen from the marketing performance that has been carried 
out so far and is used as an indicator of a company’s marketing achievement (Yasa et al., 2020). 
To measure business achievements and company success rates, such as achieving sales turnover, 
increasing the number of customers, increasing market share, sales, and profitability growth, 
the company must be able to improve its marketing performance. Marketing performance is a 
key indicator of business success due to market strategies for customers, markets, and finance. 
Good marketing performance expresses three main focuses: sales growth, market share growth, 
and customer satisfaction, which ultimately can increase company profits. Marketing has an 
important role in mapping the company’s resources and capabilities in determining a competitive 
advantage over competitors. Based on this definition, marketing performance is defined as an 
indicator of the achievement of company performance by looking at customer satisfaction, sales 
levels, and profit growth.

H3. Digital marketing has a significant relationship to marketing performance.

Innovation in terms of marketing, for example, can be done by carrying out sales promotions 
for the results of products owned (Amelia et al., 2018), or by implementing a green marketing 
strategy focusing on the environmental friendliness of a product or service (Rahman et al., 
2017). MSME actors expect assistance to obtain more detailed information regarding regulations 
or policies and the introduction of the latest innovation models (Kumala & Ahmad, 2020). 
According to (Afriyie et al., 2019), in determining policies taken for innovative performance, 
it is necessary to build marketing performance. Therefore, the third hypothesis of the study is:

H4. Innovative performance has a significant relationship to marketing performance.

It is generally difficult to achieve the expected results with entrepreneurial marketing. Hudha et 
al. (2022) found that digital marketing affects marketing performance. Meanwhile, the research 
results of Aristiyo & Murwatiningsih, (2017) state that entrepreneurial orientation, and market 
orientation to marketing performance have significant value. Based on this, entrepreneurial 
marketing requires the most up-to-date market orientation to achieve the expected performance. 
Digital marketing is needed in the context of promotion and market research through online digital 
media by utilizing various means such as social networks. On the one hand, digital marketing 
makes it easier for businesses to monitor and provide for all the needs and wants of potential 
customers. On the other hand, potential customers can also search for and obtain product 
information simply by exploring cyberspace, thereby facilitating the search process. Shoppers 
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are now more independent in making purchasing decisions based on their search results. Digital 
marketing can reach all people anywhere without geographic or time boundaries. (Purwana et 
al., 2017). Therefore, the fifth hypothesis of the study is:

H5. Digital marketing has a significant mediating effect between entrepreneurial marketing and 
marketing performance.

The potential for entrepreneurial orientation and its impact on business performance depends 
on the role of entrepreneurial orientation as a driver, or pioneer, for organizational capabilities 
and innovation. Based on previous research conducted by Riyadh & Yasa (2016), Parkman et 
al. (2012), found that the influence of invention mediates entrepreneurial orientation and has 
a positive and significant effect on marketing performance. Entrepreneurial orientation is also 
the key to corporate success, including marketing and and achieving profitability. Profitability 
is also obtained through well-designed entrepreneurial marketing strategies. Companies that 
adopt an entrepreneurial orientation will perform better than those that do not assume (Taylor, 
2013). Therefore, the sixth hypothesis of the study is:

H6. Innovative performance has a significant effect, mediating between entrepreneurial marketing 
and marketing performance (Figure 1).

Figure 1. Conceptual Framework.

Entrepreneuri
al marketing 

Digital 
Marketing 

Innovative 
Performance 

Marketing 
Performance 

3. METHODS
This study uses a quantitative approach with the method of causality. The population in this 

study was taken from 5830 SMEs in the culinary sector in Palu City, Indonesia. In addition, 
culinary UKM actors who are also the sample are taken using the purposive sampling technique. 
The questionnaire is a data collection tool used in this study and is carried out individually 
offline, implementing strict health protocols, and online with the help of a google form. This 
questionnaire was designed with a Likert scale of 1-5 to explain the influence of digital marketing 
and innovation performance in influencing the marketing performance of culinary SMEs. The 
data collection process is carried out with an interval of two months, starting with August to 
September 2021. The collected data is then analyzed using a structural equation modeling (SEM) 
tool with the help of Smart-PLS software. The approach taken when analyzing this research is 



8

BBR, Braz. Bus. Rev. – FUCAPE, Espírito Santo, 22, e20241848, 2025

Structural Equation Model Partial Least Square (SEM-PLS) using SmartPLS software. The reason 
for using this program is because this research is more predictive and explains latent variables 
rather than testing a theory. In this study, the data analysis used was the validity test reliability 
and hypothesis testing with SEM-PLS on 4 (four) variables. The formation of latent variables in 
this study are all reflective in nature, that is means the four latent variables affect the indicators.

4. RESULTS 
In this study, the influence between variables was tested by SEM PLS analysis. The stages in 

the PLS SEM analysis consist of (1) Drawing a path diagram according to the research model 
framework; (2) Performing outer model tests to assess the validity and reliability of indicators in 
measuring the variables (constructs); (3) Assessing the goodness of fit of the model to ensure that 
the processed data is fit with the estimated model so that the sample used can provide an overview 
of the actual condition of the population and (4) Performing inner model testing, which is the 
stage of testing the effect of inter-variables as a tool for testing research hypothesis (Hair et al., 
2017). The convergent validity test is carried out by looking at the loading factor value of each 
indicator against the construct. For confirmatory research, the loading factor limit used is 0.7, 
while for exploratory research the loading factor limit used is 0.6 and for development research, 
the loading factor limit used is 0.5. Because this research is a confirmatory study, the loading factor 
limit used is 0.7. The loading factor values for all indicators in this research model are based on 
the estimation results of the PLS model with algorithm techniques, and are shown in Table 1.

Apart from looking at the loading factor value of each indicator, convergent validity must also 
be assessed from the Average Variance Extracted (AVE) value of each construct, all constructs in 
the PLS model are declared to have fulfilled convergent validity if the AVE value of each construct 
is > 0.5 , details can be seen in Table 2.

Based on the results of the PLS analysis in Table 2, all indicators are valid in measuring the 
construct, then assessed from the Average Variance Extracted (AVE) value, and all constructs 
also have an AVE value that exceeds 0.5, which means that all indicators in each construct have 
meet the required convergent validity criteria. From the convergent validity test analysis phase, 
then proceed to the discriminant validity testing stage. Discriminant validity is carried out to 
ensure that each concept of each latent variable is different from other variables. The model has 
good discriminant validity if the AVE squared value of each exogenous construct exceeds the 
correlation between that construct and other constructs. The discriminant validity test results 
in Table 3 are obtained as follows:

Based on the results of the discriminant validity test in Table 3, the result is that the AVE 
square root value of all constructs exceeds the correlation coefficient of these constructs with 
other constructs so that it can be concluded that all constructs in the PLS model have met the 
required discriminant validity.

Composite reliability measures the level of constructs that can be shown by two indicators: 
internal consistency and Cronbach Alpha (Ghozali, 2006). The Cronbach Alpha test gives an 
expected value greater than 0.6 for all types of constructs. At the same time, the AVE method 
can be used to measure component scores at the variable confidence level and compare the results 
with the aggregate confidence level. The AVE value must be greater than 0.50 (Ghozali, 2006). 



9

BBR, Braz. Bus. Rev. – FUCAPE, Espírito Santo, 22, e20241848, 2025

Table 2. Average Variance Extracted (AVE) 

Construct Average Variance Extracted (AVE)

X 0.781
Z1 0.871
Z2 0,779
Y 0.846

Source: Data processed (2021)

Table 1. Loading Factors

Variables Indicators Loading Factor CuT value Description

Entrepreneurial marketing X1.1.1 0.874 0.7 Valid
X1.1.2 0.879 0.7 Valid
X1.2.1 0.843 0.7 Valid
X1.3.1 0.935 0.7 Valid
X1.4.1 0.885 0.7 Valid

Digital Marketing Z1.1 0.964 0.7 Valid

Z1.2 0.878 0.7 Valid
Z1.3 0.944 0.7 Valid
Z1.4 0.933 0.7 Valid
Z1.5 0.944 0.7 Valid

Innovative Performance Z2.1 0.898 0.7 Valid

Z2.2 0.954 0.7 Valid
Z2.3 0.916 0.7 Valid
Z2.4 0.892 0.7 Valid
Z2.5 0.948 0.7 Valid
Z2.6 0.920 0.7 Valid
Z2.7 0.946 0.7 Valid

Marketing Performance Y1 0.908 0.7 Valid

Y2 0.887 0.7 Valid
Y3 0.952 0.7 Valid
Y4 0.908 0.7 Valid
Y5 0.887 0.7 Valid
Y6 0.950 0.7 Valid
Y7 0.908 0.7 Valid

Source: Data processed (2021)
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Based  on the data presented in Table 2, it is known that the AVE value of all variables is > 
0.5 or greater than 0.5. Thus, it can be stated that each variable has a good discriminant validity 
value. Furthermore, it is also shown in the data presented in the Table 4; the Composite Reliability 
value of all variables is > 0.7 or greater than 0.7. Thus, it can be concluded that each variable has 
a high-reliability value. The following is a presentation of the validity and reliability test data. 
Hypothesis testing is used as a tool in deciding whether the hypotheses that have been made can 
answer the existing problems. The  results of the direct effect hypothesis testing are presented in 
Table 5, while the indirect effect results are shown in Table 6.

Based  on the results in the Table 5, it is shown that entrepreneurial marketing has a significant 
effect on digital marketing. It follows the P-Value obtained, equal to (0.000) or <0.05, so H1 
is accepted. Then the second hypothesis shows that entrepreneurial marketing has a significant 
effect on innovation performance. It is indicated by the P-Value value of (0.000) or <0.05 so 
that H2 is accepted. Next, the results of the third hypothesis test have the same effect where 
digital marketing affects marketing performance with a P-Value value (0.001) so that the third 
hypothesis is accepted. Then in the fourth hypothesis, the results obtained are also significant 
where the P-Value value is (0.000) so that it can be concluded that all hypotheses have a significant 
direct effect.

Table 3. Fornell Larcker

Construct X1 Z1 Z2 Y

X 0.911
Z1 0.625 0.920
Z2 0602 0,612 0,932
Y 0.323 0.421 0,453 0.933

Source: Data processed (2021)

Table 4. Validity and Reliability Test

Latent Variable Composite Reliability Cronbach’s Alpha CR

Entrepreneurship Marketing 0.928 0.916 0,912
Digital Marketing 0.847 0.775 0,855
Innovation Performance 0.890 0.875 0,811
Marketing Performance 0.883 0.824 0,875

Source: Data Processed (2021)

Table 5. Output Direct Effect

Hypothesis P-Value Description

Entrepreneurial Marketing Digital Marketing 0.000 Significant

Entrepreneurial MarketingInnovation Performance 0.000 Significant

Digital Marketing Marketing Performance 0.001 Significant 

Innovation Performance  Marketing Performance 0.000 Significant

Source: Data Processed (2021)
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Table 6. Output Indirect Effect

Hypothesis P-Value Description

Entrepreneurial MarketingDigital Marketing 
Performance Marketing 0.000 Significant

Entrepreneurial MarketingInnovation Performance 
Marketing Performance 0.000 Significant

Source: Data Processed (2021)

5. DISCUSSION
Based  on the results of Table 6, the indirect effect is that digital marketing and innovation 

performance can significantly mediate the relationship between entrepreneurial marketing and 
marketing performance. These results follow the P-Value obtained, namely (0.000) or less than 
<0.05, so that hypotheses 5 and 6 are accepted. Based on the results of testing the first hypothesis, 
it was found that entrepreneurial marketing has a significant effect on digital marketing with a 
P-Value of (0.000) or <0.05. This agrees with that expressed by Aftab et al. (2021), which states 
that entrepreneurial marketing has a significant effect on social media marketing. Furthermore, 
Patma et al. (2021) stated that the role of internet/e-business and social media marketing could 
significantly impact SMEs’ sustainability in Indonesia. This has the effect that when business 
actors want to improve company performance, they must use marketing social media such as 
consumer communication channels, product pages, and information to increase sales of culinary 
SMEs, which correlates with marketing performance.

The results of testing the second hypothesis found that entrepreneurial marketing has a significant 
effect on innovation performance. These results are supported by the opinion of Rezvani & 
Fathollahzadeh (2018). which reveals that all dimensions of entrepreneurial marketing correlate 
with innovation performance. It also indicates that value creation, which includes creating value 
for customers through products and services, and marketing and technology activities, has the 
greatest impact on innovative performance. The same thing was expressed by Hamali et al. (2016) 
who said that entrepreneurial marketing has a significant impact on marketing performance in 
the SME industry. This also follows the research conducted by Hacioglu et al. (2012). Therefore, 
the dimensions of entrepreneurial marketing significantly influence the innovation performance 
of SMEs in Turkey. These results have implications for culinary SMEs, always to implement 
the entrepreneurial marketing dimension to be able to compete and be able to create value for 
customers continuously so that they can improve marketing performance by being oriented 
towards new and unique product innovations so that they are difficult to imitate by competitors.

The results of the third hypothesis obtained a P-Value value of (0.001) which means that 
digital marketing has a significant effect on marketing performance. These results are following 
those expressed by Bampo et al. (2008), in a paper entitled “The Effects of the Social Structure 
of Digital Networks on Viral Marketing Performance”. This research revealed that the social 
structure of digital networks has a vital role concerning the spread of viral messages. Therefore, 
business actors must be able to optimize the use of digital media in spreading viral messages before 
designing and implementing viral marketing campaigns to improve marketing performance. 
Another thing was revealed by Ritz et al. (2019), that small businesses’ use of digital marketing 
is motivated by economic gain. Utilization of digital resources in the form of digital marketing 
is believed to be able to improve marketing performance with market access and a wide range 
of customers; digital marketing can be a strategy to increase traffic, from this traffic, customers 
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can make purchasing decisions either online or by visiting physical places of buisiness. Digital 
marketing can also build customer satisfaction through two-way interactions between customers 
and MSME business actors, can provide direct input to business actors, and allows for sharing with 
other customers. Therefore, digital marketing is the right strategic choice during the Covid-19 
pandemic, so that food and beverage MSMEs could survive and even continue to grow.

The results of the fourth hypothesis tested obtained a significant effect between innovation 
performance on marketing performance with a P-Value value of (0.000). These results followed 
those disclosed by Fard and Amiri (2018), showing the results of the positive and significant 
influence of entrepreneurial marketing on the market and innovation performance of Halal Food 
SMEs in Iran. However, the influence of entrepreneurial marketing on the company’s production 
performance has no significant effect. The findings of this study also show that the production, 
marketing, and innovation performance of Halal Food SMEs have a significant impact on their 
financial performance. It follows what was revealed by Ridha et al. (2020), who revealed that 
the performance of innovation has a significant effect on the performance of Culinary MSMEs 
in Bogor and Depok. The same thing was revealed by Lee et al. (2016) based on the PLS-SEM 
analysis that found that there is restaurant innovation activity and the owner’s ESE has a positive 
effect on restaurant performance. Following this, innovation or novelty is needed both in terms 
of products, promotions, marketing activities, and technology used by culinary SMEs to adapt 
to uncertain situations and conditions such as during the Covid-19 pandemic.

The results of the fifth hypothesis test show a significant effect where the P-Value value 
is (0.000), which means that digital marketing variables can mediate a significant influence 
between entrepreneurial marketing on marketing performance. These results follow the opinion 
of Aftab et al. (2021). Although entrepreneurship marketing cannot directly and significantly 
affect marketing performance, through mediation, with the help of social media variables, 
entrepreneurial marketing has a significant influence on marketing performance. These results 
indicate to culinary SMEs that product marketing activities through digital marketing media 
effectively and efficiently reach consumers in order to increase sales growth. These results also 
have a significant impact on the marketing performance of culinary SMEs.

The results of the sixth hypothesis test indicate that innovation performance can mediate a 
significant relationship between entrepreneurial marketing and marketing performance with 
a P-Value value of (0.000). These results are consistent with the research of Jones and Rowly 
(2011), which states that, indirectly through innovation activities, entrepreneurial marketing 
can have a significant effect on the marketing performance of SMEs. Furthermore, these results 
illustrate that in order to improve the marketing performance of culinary SMEs, business actors 
must also pay attention to consumer needs by continuously improving skills in entrepreneurial 
marketing to encourage business actors to innovate products that are following current consumer 
needs, and this can also have a significant impact the marketing performance of culinary SMEs.

The results of this study provide consideration to the Batu City Culinary MSMEs so that in 
the future, Palu City MSMEs carry out varied and continuous digital marketing. In addition, 
innovation, which is an orientation in the MSME work ethic, is also vital to be improved 
sustainably. It can be done through various training initiatives in order to increase competitiveness 
to increase the meaning and target of MSME marketing achievements. The local government of 
the city of Palu also needs to consider various marketing supplies for culinary MSMEs in the city 
of Palu. It is based on the fact that the role of digital marketing is currently very influential in the 
market. In addition, the government can also focus on MSME training to be more developed 
and sustainably increase innovation.
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6. CONCLUSION
Based on the results of the hypothesis testing that has been carried out, it can be concluded 

that the role of digital marketing and innovation performance is vital in improving SMEs’ 
marketing performance at this time. It is due to the consumption pattern of consumers always 
undergoing various changes in meeting their needs. Therefore, the Covid-19 pandemic provided 
various valuable lessons for culinary business actors always to improve marketing performances 
that are oriented towards consumer satisfaction through a digital marketing strategy and product 
innovation offered in the form of technology, strategies, and products offered. This result is also 
closely related to entrepreneurial marketing as a predictor in improving skills for SME business 
actors. With these results, it is hoped that this research can be applied as a reference in making 
decisions for business actors in running a business in the culinary field. From the results of this 
study, it can be said that developing MSMEs does not rule out the movement of technology-
based global economic variations. These results are expected to provide implications related to 
the economic stability of MSMEs. MSMEs that are also moving forward dynamically with the 
world of the digital economy tend to survive in difficulties both in terms of competition and 
the decline in economic activity. This research has limitations in that it was conducted in the 
city of Palu. Therefore, it is recommended to enlarge the scope of research so that generalization 
results are more complex.
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