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 This research aims to analyze the relationship between digital marketing on quality service, digital 
marketing on sales performance, quality service on sales performance, and digital marketing on 
Sales performance through quality service. The research methodology is a quantitative method 
and divided into research design and research subjects, data collection methods, and analysis 
methods.  The study is conducted on 125 small and medium (SMEs) in Banten, Indonesia in the 
digital region. The study uses primary data based on the results of distributing online question-
naires to 125 managers of SMEs in Banten who were selected by simple random sampling. The 
questionnaire was designed online, and each question/statement item was given five answer op-
tions, namely: strongly agree (SS) score 5, agree (S) score 4, neutral / doubt (N) score 3, disagree 
(TS) score 2, and strongly disagree (STS) score 1. The method for processing data is by using PLS 
and using SmartPLS version 3.0 software. Based on data analysis by SmartPLS, digital marketing 
has a significant effect on quality service, digital marketing has a significant effect on sales per-
formance, quality service has a significant effect on sales performance, and digital marketing sig-
nificantly affects sales performance through quality service in the digital era. 
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1. Introduction 
 
In the era of the industrial revolution 4.0 and the digital era, the level of development of information technology is growing 
rapidly. According to Aggarwal et al. (2021); Alzaam et al. (2021) and Amri et al. (2021), SMEs have a contribution of 60.3% 
of Indonesia's total gross domestic product (GDP). In addition, MSEs absorb 97% of the total workforce and 99% of the total 
employment. In 2018, UMKM recorded as many as 64.2 million units and took advantage of various small to large business 
activities and development to run its business. The number of competitors is taken into consideration for entrepreneurs to 
enter inside very fierce competition. Strategy appropriate marketing and media to be able to reach the target market so always 
increasing sales volume and profit. Digital Marketing is a medium marketing that is currently in great demand by the com-
munity to support various activities performed. According to Kartika et al. (2020) with digital marketing communications and 
transactions can be done any time / real time and can be global or global. With the number of chat-based social media users 
increasing day by day, open opportunities for SMEs to develop their market deep smartphone grip. Surveys conducted 
throughout 2021 found that 132.7 million people in Indonesia are connected to the internet. The total population of Indonesia 
is 256.2 million people. 
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In supporting these activities, many SMEs are already using quite modern smartphones. Apparently, they also knew and 
carried out marketing activities to make use of these smartphones. Communication is done with direct calls, SMS (short 
message send), and have started using social media to make an offer like BBM (Blackberry Messenger), FB (Facebook), WA 
(WhatsApp), IG (Instagram). According to Asbari et al. (2021), Affandi et al. (2020) and Budi et al. (2020) social media is a 
part of digital marketing used, delivers influence on the sales volume of SMEs. Turban et al. (2004), explained that online 
shopping is the activity of purchasing products (both goods and services) via the internet. Activities online shopping includes 
Business to activities Business (B2B) and Business to Consumers (B2C). Meanwhile, on research activities, online shopping 
is associated with B2C because the intended purchasing activity is purchasing activities used by consumers themselves, not 
resale. According to Fahmi et al. (2021), the online shopping activity here is a retail transaction with individual buyers, So 
here is a shopping online purchase decision made by individuals online. Digital marketing aims to achieve various goals such 
as the following: Increase market share. Increase the number of comments on a blog or website. Upgrade sales revenue. 
Reducing costs (e.g., distribution or promotion costs). Achieve brand goals (such as increasing brand awareness). Increase 
database size. Reach Customer Relationship Management (CRM) objectives (such as increasing customer satisfaction, fre-
quency of purchase, or reference level customer). Improve management of the supply chain (such as by increasing coordinat-
ing members, adding partners, or optimize inventory levels). E-marketing is a development of traditional marketing where 
traditional marketing is a marketing process through offline communication media such as brochures, advertisements on tel-
evision and radio. After the rise of the internet and the ease of communication it offers, then the application of marketing in 
companies began to adopt the internet media, which was later referred to as e-marketing. Saad and Alsheri (2021) internet 
marketing have five major advantages for companies that use it. First, both small companies and large companies can do it. 
Second, there are no limits real in the advertising space when compared to print and broadcast media. Third, access and 
information retrieval is very fast when compared to express mail or even fax. Fourth, the site can be visited by anyone, 
anywhere in the world, at any time. Fifth, shopping can be done more quickly and alone. Techniques that facilitate access and 
publication of information using social interaction via social media. According to Bernarto et al. (2020); Fahmi et al. (2020), 
and Hartono and Maksum (2020), there are two types of marketing, namely offline marketing or traditional marketing that is 
done with find customers or clients through online meetings with those who may be interested in becoming customer or client. 
Other marketing uses the website as a marketing medium which is known as online marketing. From a business point of view, 
social media is all about making conversation possible. According to Lukman et al. (2021), social media is also about how 
these talks can be generated, promoted, and turned into income. Social media is a place, a tool, a service that allows individuals 
to express themselves to meet and share with other colleagues through internet technology. Social media is a phase of change 
in how people discover, read, speak and share information, news, and data. Social media has become very popular because of 
its simplicity and opportunity for people to connect online in the form of personal relationships, politics and business activities. 
Social media provides social communication services. Referring to the background above, in general, the problem formulation 
is how to implement digital marketing, is it influential in increasing the sales volume of the home industry. According to 
Ismaya et al. (2020), Leu and Masri (2021), and Muafi et al. (2021). Many things affect the increase in sales volume, promo-
tion, advertising, product quality, price and others. Besides that, there is also digital marketing, social media, and search 
engine optimization (SEO). In this study, the authors only limit the social media users. SMEs that can affect increasing sales 
volume. This research aims to analyze the relationship between digital marketing on quality service, digital marketing on sales 
performance, quality service on sales performance, and digital marketing on Sales performance through quality service. In 
general, the benefits of research are finding out if digital marketing can impact the increase in sales volume of SMEs. For 
SMEs managers can be a new discourse in order increasingly innovating in marketing results home industry. 

 
 
2. Method 
 
This research methodology is divided into research design and research subjects, data collection methods, and analysis meth-
ods.  This research is a quantitative study on 125 SMEs in Banten, Indonesia. This study uses primary data which was obtained 
based on the results of distributing online questionnaires to 125 managers of SMEs in Banten who were selected by simple 
random sampling. The questionnaire was designed online, and each question/statement item was given five answer options, 
namely: strongly agree (SS) score 5, agree (S) score 4, neutral / doubt (N) score 3, disagree (TS) score 2, and strongly disagree 
(STS) score 1. The method for processing data is by using PLS and using SmartPLS version 3.0 software. According to Hair 
et al. (2012) The measurement model testing phase includes testing for convergent validity and discriminant validity. For 
construct reliability in this study, composite reliability and Cronbach's alpha value were used. This research method is adopted 
from Asbari et al. (2021); Bernarto et al. (2020); Fahmi et al. (2020) and Hartono and Maksum  (2020): Ismaya et al. (2020); 
Priadana et al. (2021) ; Purwanto et al. (2021) Quddus et al. (2020) Yunarsih et al. (2020) and  Wanasida et al.  (2021). If all 
indicators in the PLS model have satisfied the standards of convergent validity, discriminant validity, and reliability testing, 
the findings of the PLS analysis may be utilized to assess the study hypothesis. The loading factor value of each indicator is 
compared to the concept during the convergent validity test phase. For factor weights of 0.5 or greater, it is deemed to have 
enough good validation to explain latent constructs, according to Naushad (2021); Nugroho et al. (2020); and Nguyen et al. 
(2021). The approved loading factor in this study is 0.5, if the AVE value of each construct is more than 0.5. Several indica-
tions or elements must be eliminated from the model after SmartPLS 3.0 processing, according to Hair et al. (2018). Further-
more, all indicators have a loading factor more than 0.5, or the AVE value is more than 0.5. This study model's convergent 
validity satisfies the standards. Discriminant validity is used to verify that each latent variable's idea is distinct from that of 
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other latent variables. According to Hair et al. (2017), the model has strong discriminant validity if the AVE square value of 
each exogenous construct on the weight on the diagonal surpasses the correlation between that construct and the other con-
structs (values below the diagonal). Based on previous research and literature review, a hypothetical model is drawn as fol-
lows:  
 

     
 DM  SP  
     
  QS   
     

Fig. 1. Research Model 
 
Digital marketing (EM), Quality service (QS), Sales performance (SP) 
 
Based on the problems and previous research, the following hypotheses were obtained: 
 
H1: Digital marketing (DM) has a positive effect on Quality service (QS). 
H2: Digital marketing (DM) has a positive impact on Sales performance (SP). 
H3: Quality service (QS) has a positive impact on Sales performance (SP). 
H4: Digital marketing (DM) has a positive effect on Sales performance (SP) through Quality service (QS). 
 
Digital marketing variables are as follows: Transaction / Cost is a promotional technique with a high level of efficiency to 
reduce transaction costs and times. Incentive Program, interesting programs are certainly an advantage in every promotion 
that is carried out. These programs are also expected to provide more value to the company. Site Design is an attractive 
appearance in digital marketing media that can positively value the company. Interactive, is a two-way relationship between 
the company and consumers who can provide information and can be received well and clearly. 

 
3. Result and Discussion 
 
3.1 Test Results of the Validity and Reliability of Research Indicators 
 
According to Hair et al. (2012), the results of discriminant validity testing are by using the AVE square value. The results of 
the discriminant validity test shown in Table 1 show that all constructs have an AVE square root value above the correlation 
value with other latent constructs. Likewise, the cross-loading value of all items from an indicator is greater than the other 
indicator items, so it can be concluded that the model has met discriminant validity. 

 

 
Fig. 2. Convergent Validity Testing 

 
Based on the estimation results of the PLS model in the picture above, all indicators have a loading factor value above 0.5 so 
that the model has met the convergent validity requirements. Apart from looking at the loading factor value of each indicator, 
convergent validity was also assessed from the AVE value of each construct. According to Hair et al. (2018), the AVE value 
for each construct of this study is more than 0.5. So the convergent validity of this research model has met the requirements. 
The value of loadings, Cronbach's alpha, composite reliability, and AVE for each complete construct can be seen in Table 1 
and Fig. 2. 
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Table 1 
Cronbach's Alpha, Composite Reliability, and Average Variance Extracted (AVE)   

Cronbach's Alpha rho A Composite Reliability (AVE) 
DM 0.982 0.983 0.988 0.966 
QS 0.995 0.999 0.997 0.986 
SP 0.91 0.926 0.936 0.785 

 
The construct reliability value can be assessed from the Cronbach's alpha value and the composite reliability of all constructs. 
The recommended composite reliability and Cronbach’s alpha value is more than 0.7. The reliability test results in Table 2 
above show that all constructs have composite reliability and Cronbach's alpha values greater than 0.7 (> 0.7). In conclusion, 
all constructs have met the required reliability. 
 
3.2 Construction Reliability Testing 
 
According to Hair et al. (2018), Cronbach's alpha value and the composite reliability of each construct may be used to measure 
construct reliability. More than 0.7 is suggested for composite reliability and Cronbach’s alpha (Asbari, 2020). The reliability 
test findings in Table 1 reveal that all constructs are compositely reliable, with Cronbach's alpha values larger than 0.7 (> 0.7). 
Finally, all constructions have achieved the requisite level of dependability. Discriminant validity is used to verify that each 
idea of each latent variable is distinct from other latent variables, according to Hair et al. (2012). If the AVE square value of 
each exogenous construct (the value on the diagonal) surpasses the correlation between this construct and other constructs, 
the model has excellent discriminant validity. The discriminant validity test findings demonstrate that all constructs have a 
square root value of AVE greater than the correlation value with other latent constructs (as determined by the Fornell-Larcker 
criterion), implying that the model is discriminately valid. The effect test was performed using the t-statistic test in the partial 
least squared (PLS) analysis model using the SmartPLS 3.0 software. With the bootstrapping technique, the R Square value 
and the significance test value are obtained as shown in the table below: 
 
Table 2  
R Square  

R Square R Square Adjusted 
QS 0.099 0.095 
SP 0.431 0.427 

 
Based on Table 2 above, the R Square value for quality service is 0.099, which means that quality service variable can be 
explained by digital marketing is 9.9 %, the value of R Square for sales performance is 0.431, which means that sales perfor-
mance variable can be explained by e- digital marketing and quality service variable by 43.1%. 

 
3.3. Hypothesis testing 
 
According to Hair et al. (2012) hypothesis testing in PLS is the inner model test. This test includes a significance test for 
direct and indirect effects as well as a measurement of the magnitude of the influence of exogenous variables on endogenous 
variables. To determine the effect of transformational leadership on employee performance through a ready-to-change men-
tality as a mediating variable, a direct and indirect effect test is needed. According to Hair et al. (2018), the effect test was 
performed using the t-statistic test in the partial least squared (PLS) analysis model using the SmartPLS 3.0 software. With 
the bootstrapping technique, the R Square value and the significance test value were obtained as shown in Tables (2-3). 

 

 
Fig. 2. Hypotheses Testing 
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The results of hypothesis testing for all variables that have a direct effect are shown in Table 3 as follows, 
 
Table 3 
Hypothesis Result of the Structural Model 

Hypothesis Standardized Path Coefficient (β) t-value P Value Test Result 
H1:  DM → QS 0.412 4.338** 0.000 Supported 
H2:  DM → SP 0.031 11.594** 0.000 Supported 
H3:  QS → SP 0.0685 9.401** 0.000 Supported 
H4:  DM → QS → SP  3.634** 0.000 Supported 

Note: **, p-value < 0.05. Significant at the 0.05 level. 
 
H1: Digital marketing (DM) havs a positive effect on Quality service (QS). 

Data analysis by SmartPLS shows the result of the p value is significant p value is 0.000 < 0.050, and T value is 4.338 > 1.96 
which means Digital marketing (DM) has significant effect on Quality service (QS). This means that an increase in Digital 
marketing (DM) will encourage Quality service (QS). and a decrease in Digital marketing (DM) will encourage a decrease in 
Quality service (QS). The results of this study are aligned with Pramono et al. (2021); Prameswari et al. (2020) and Praditya 
(2020) states that Digital marketing (DM) has significant effect on Quality service (QS). 

H2: Digital marketing (DM) has a positive effect on Sales performance (SP). 

Data analysis by SmartPLS shows the result of the p value is significant p value is 0.000 < 0.050, and T value is 11.594 > 
1.96 which means Digital marketing (DM) has significant effect on Sales performance (SP)This means that an increase in 
Digital marketing (DM) will encourage Sales performance (SP) and a decrease in Digital marketing (DM) will encourage a 
decrease in Sales performance (SP). The results of this study are aligned with Priadana et al. (2021); Purwanto et al. (2021) 
and Pham et al.  (2021) states that Digital marketing (DM) has a significant effect on Sales performance (SP). 

 H3: Quality service (QS) has a positive effect on Sales performance (SP). 

Data analysis by SmartPLS shows the result of the p value is significant p value is 0.000 < 0.050, and T value is 9.401 > 1.96 
which means Quality service (QS) has a significant effect on Sales performance (SP). This means that an increase in Digital 
marketing (DM) will encourage Sales performance (SP) and a decrease in Quality service (QS) will encourage a decrease in 
Sales performance (SP). The results of this study are aligned with Quddus et al. (2020); Rahaman et al. (2021) and Singhdong 
et al. (2021) states that Quality service (QS) has significant effect on Sales performance (SP). 

 H4: Digital marketing (DM) has a positive effect on Sales performance (SP) through Quality service (QS). 

Data analysis by SmartPLS shows the result of the p value is significant p value is 0.000 < 0.050, and T value is 3.634 > 1.96 
which means Digital marketing (DM) has a significant effect on Sales performance (SP) through Quality service (QS). This 
means that an increase in Digital marketing (DM) will encourage Sales performance (SP) through Quality service (QS)and a 
decrease in Digital marketing (DM) will encourage a decrease in Sales performance (SP) through Quality service (QS). The 
results of this study are aligned with Suheny et al. (2020); Syafri et al. (2021) and Tan et al. (2021) state that Digital marketing 
(DM) has significant effect on Sales performance (SP) through Quality service (QS). 

 3.4 Discussion 

According to Yunarsih et al. (2020) and Wanasida et al.  (2021), the most used social media are Facebook, Twitter and Insta-
gram. For most MSMEs, knowing the benefits of using social media are for personal communication with consumers, mar-
keting, and advertising, recording consumer needs, responding to consumers, helping decision making and as a forum for 
discussion with consumers. The study found that the use of internet marketing allows companies to communicate with their 
products that have a positive impact on their performance. According to Alzaam et al. (2021) and Amri et al. (2021) Compa-
nies can improve their customer relationships using internet marketing and advertise their products and track their sales more 
easily. The development of information technology can open opportunities for MSMEs to take advantage of social media as 
a cheap and effective promotional media. If managed properly, social media is proven to be an effective promotional media 
and can increase market share. Based on the above research results, the application of Digital Marketing through Fan Pages 
to target the target market in the micro businesses industry. According to Affandi et al. (2020) and Budi et al. (2020) the 
Transaction / cost dimension shows the ability of digital marketing at MSMEs to reduce business promotion costs with a high 
level of efficiency because digital marketing can save costs. Digital marketing reduces conventional promotional costs. With 
the development of information technology, the use of social media in the context of the transaction process is getting easier 
and will make MSMEs more effective in reaching a wider target market. With the help of digital marketing, customers will 
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find out for themselves about the products offered by MSMEs. Indirectly this will have an impact on time efficiency for 
customers. Customers do not need to come to the store first to find out information on the products offered, because this 
information can already be seen on various social media platforms used by MSMEs as promotional media. According 
to Nugroho et al. (2020) and Nguyen et al. (2021) digital marketing for MSMEs feels time efficient in transactions. This is 
because the digital marketing system is very developed in all aspects of payment with various payment options. An example 
is the payment facility provided by an online ordering application. According to Priadana et al. (2021); Setiawati et al. (2021) 
and Dharmayuni et al. (2021) digital marketing has helped employees and entrepreneurs explain the products and services 
that MSMEs have. Digital marketing helps employees and employers explain products and services, this shows that employees 
and employers agree that digital marketing helps provide clear information. The social media platforms that SMEs use can 
assist employees or employers in providing explanations of information about the products offered by SMEs, so that employ-
ees can be optimized for other jobs. According to Leu and Masri (2021) and Muafi et al. (2021) the use of social media for 
SMEs is very useful, among others, as a means of direct contact with order, to promote the work of home industry, data 
consumer desires, convey a response to consumers and as a basis for taking decisions in transactions. Besides being social, 
the media is also useful as a discussion forum online, monitoring customer progress, customer surveys, recording needs of 
distributors / agents, and displaying product photos. SMEs managers feel that way great benefits obtained by using social 
media as a means of selling the products of the home industry. According to Purwanto et al. (2021) and Pham et al.  (2021) 
Social media is one of the driving elements for SMEs to continue using in developing products, doing communication with 
consumers and customers, distributors, as well as developing market networks a wider range, thus increasing greater sales 
volume. Social media is a place, a tool, a service that allows individuals to express themselves to meet and share with other 
colleagues via internet technology. Social media is a phase change in how people find, read, talk, and share information, news, 
data to others. According to Priadana et al. (2021); Setiawati et al. (2021) and Dharmayuni et al. (2021) social the media 
became very popular because of this ease and provide opportunities to people to be able to connect online in the form of 
personal relationships, politics, and business activities. Social media provides social communication services. The results of 
this study indicate that SMEs get an increase in orders from consumers after using social media. Besides, communication is 
also effective and efficient because it can communicate directly and economically. Then they can also develop a bigger busi-
ness because they can transact directly and payments can also be transferred, besides being able to develop their business with 
agents / distributors, social media results in an increase in sales volume due to sales volume assessments. The role of the 
internet in the business world which is very significant is the changing concept of marketing carried out by companies. Ac-
cording to Ismaya et al. (2020); Leu and Masri (2021) and Muafi et al. (2021) companies began to use the internet as a pro-
motional tool throughout the world by creating an official company website. According to Quddus et al. (2020); Rahaman et 
al. (2021) and Singhdong et al. (2021) company websites generally present a company profile, products sold and news re-
garding company activities. The company also provides email information to the public who will communicate with the 
company. Not only big companies but even small companies have a site because creating a site is not difficult and the cost is 
relatively affordable. The difference is in the management of the site, where in large companies it is managed specifically so 
that the data and appearance are frequently updated. The internet is also used as a medium to get potential customers by 
sending emails and newsletters, which in Philip Kotler's marketing theory is an example of direct marketing via the internet. 
One type of marketing that utilizes various media on the internet is viral marketing or viral marketing. Viral marketing is a 
word-of-mouth marketing model using the Internet media or the Internet Word of Mouth. Viral means a virus that spreads 
quickly. 
 
4. Conclusion 
 
Based on data analysis by SmartPLS, digital marketing has significant effect on quality service, digital marketing has signif-
icant effect on sales performance, quality service has significant effect on sales performance, digital marketing has significant 
effect on Sales performance through quality service. SMEs use social media as a vehicle for business operations. The most 
widely used social media are Facebook (FB), WhatsApp (WA), Instagram (IG). The benefits are most felt is that communi-
cation with the customers and suppliers are more intestinal as well as effective and efficient because it can communicate 24 
hours direct or real time. Process transactions are easier and cheaper because the media communication only costs pulses to 
support communication. Promotion media the best because it can display and share images via media to the community and 
public. Information updates can be done every time. And most importantly, the average sales volume increased. SMEs are 
suggested to optimize technological developments with the information available to the maximum. He started doing new 
innovations in ways promoting the results of his home industry to make it more interesting by taking advantage of social 
existing media to increase the volume sales can continue to increase and develop. 
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