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ABSTRACT 

 

Marketing performance is a measure of 

achievement and marketing process activity as a 

whole from a company. Marketing performance 

can also be seen as a concept that is used by a 

product by a company. There are many factors 

that affect the marketing performance, among 

them is digital marketing. This research is a 

descriptive correlational analysis with 

quantitative research approach. This method is 

intended to examine to what extent the variation 

of one factor in relation to other variation of 

another factor (Rakhmat, 2004). Correlation 

Method is intended to analyze the effectiveness 

between digital marketing implementation 

towards marketing performance of Small to 

Medium Enterprises (SME) in LINKS USU. 

The research’s populations are every Small to 

Medium Enterprises owner in Medan City 

Managed by Innovation and Business 

Technology Incubation Department North 

Sumatra University that have already used 

digital marketing technology for the past year. 

 

Keywords: Effectiveness, Digital Marketing, 

Marketing Performance, SME. 

 

BACKGROUND 
The fast advancement of technology, 

digital world and internet is heavily 

affecting the marketing world. The world’s 

marketing trends have shifted from the 

conventional way (offline) to digital 

(online). This digital marketing strategy is 

more prospective because it allows the 

potential customers to get any kind of 

information about a product and doing 

transaction via internet.  

Indonesian people’s shift of behavior 

is also shown via survey that was held by 

shopback Indonesia in 2018, it predicted 

that there will be a change such as 1) 

shopping behavior pattern shifted to online, 

2) Same day delivery service will be the 

main option, 3) E-commerce application 

users open online shops, 4) Online shopping 

will be preferred because there are many 

promos offered, 5) Digital wallet growth 

will be significant, 6) Online ticket selling 

will be increasing and will be a new hope 

for SME to grow and develop. 

But this chance is not followed by 

the majority of company’s change of 

perspective and the people who involved in 

the digital marketing. Big or small 

companies, or even individual are starting to 

use digital platform and social media as a 

way to promote or closing the distance to 

the consumer, but unfortunately the 

interaction is still very limited. The 

marketing utilization via digital media 

(digital marketing) is still not maximum if 

compared to the drastic growth of internet 

user. According to McKinsey’s research 

there is just 30% SME owners in Indonesia 

that use the digital instrument to develop 

their businesses (Supriadi, 
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http://www.marketing.co.id, 2016). Seeing 

this, researchers conclude that the digital 

marketing in Indonesia is still massive. 

Business competition that is getting 

complex is forcing SME to be more creative 

to maintain their business’ existence. SME 

has to be able to try to fulfill the people’s 

need that demands fast services for their 

needs. One of the ways to realize the speed 

in service is to integrate company’s 

information system to be more effective and 

efficient. When a company become 

effective and efficient, then it will improve 

its competitiveness in business market, 

therefore the company will still be exist 

(Mudiantono, 2015). But, good at 

competition is not the main goal, SME 

owners have to improve themselves in every 

aspect to maintain and improve the 

marketing performance (Mulyani, 2015). 

 

LITERATURE REVIEW  

DIGITAL MARKETING 

Digital marketing according to 

Chaffey (2002) is a digital technology 

application that shapes online channel to the 

market (website, e-mail, database, digital 

TV and through other various new 

innovation including blog, feed, podcast, 

and social media) that gives contribution to 

marketing activity, that has goals to get 

profit and maintain consumer (in a multi-

channel buying process and consumer life 

cycle), by recognizing how important the 

digital technology and improving the 

planned approach to raise consumer’s 

awareness (towards the company, behavior, 

value and loyalty booster to its product’s 

brand), and then sent the message via 

communication activity and online based 

service that is integrated and focused to 

fulfill specific customer needs. 

Dimensions of digital marketing 

from the promotion standpoint according to 

Chaffey & Ellis Chadwick (2012), are: 

1. Search Engine Marketing (SEM) 

2. Online Public Relation 

3. Online Partnership 

4. Online Advertising 

5. Social Media Marketing 

6. Email Marketing 

 

Marketing Performance 

Marketing performance is a measure 

of achievement and marketing process 

activity as a whole from a company. 

Marketing performance can also be seen as 

a concept that is used by a product by a 

company. According to Riani and co (2015) 

marketing performance is an achievement 

produced by effects from various roles that 

have functions in an organization; 

marketing performance is a generally 

important element from company’s 

performance, because a company’s 

performance can also be seen from its 

marketing performances so far. 

Marketing performance dimension 

according to Rasyidi (2015) are: 

1. Sales Volume 

2. Rate of Sales 

3. Sales Area Coverage 

 

Effectiveness 

According Rangkuti and Freddy, 

marketing effectiveness is to what extent a 

company reach its target that has been 

planned before. It can be said that if a 

marketing can be executed well according to 

company’s plan or target, therefore it can be 

said that the marketing is effective. 

Marketing effectiveness is the 

marketer’s quality to optimize their effort 

and reach the best short and long term 

result. Marketing effectiveness is related to 

the Return on Investment Marketing 

(ROMI) and ROI that help to show the 

correlation between cost and result in the 

form of profit or direction. 

 

RESEARCH METHOD 

Theoretical framework of a research 

is built upon logical construction from past 

research documents in a similar field so it is 

integrated as one and unified while also 

paying attention to constraints and problems 

in relation to the undergoing situation 

(Sinulingga, 2011). This thought framework 

is extracted by the combination of variables 

that can be used to formulate hypothesis. 
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This research is an evaluation 

towards digital marketing implementation to 

increase the income of SEM in Medan City 

managed by Innovation and Business 

Technology Incubation Department North 

Sumatra University, therefore the research 

flow can be showed as below: 

 

 
Figure 1. Conceptual Framework 

 

Hypothesis 

1. There is a positive relation between 

digital marketing implementation and 

marketing performance of SME 

managed by LINKS USU. 

2. There is a positive relation between 

digital marketing implementation 

effectiveness towards the marketing 

performance of SME managed by 

LINKS USU. 

 

RESEARCH METHODS 

This research is an analytical 

descriptive correlational with quantitative 

research approach. This method is intended 

to find out to what extent a variation of one 

factor correlates with another factor’s 

variation (Rakhmat, 2004). Correlation 

method is intended to analyze the 

effectiveness between digital marketing 

implementation towards marketing 

performance of SME in LINKS USU. 

 

Population 

Population is a generalized area that 

is consisted of: objects/subjects that have 

distinctive qualities and characteristics that 

have been set by the researchers to study 

and then drawn into conclusion (Sugiyono, 

2012). Target Population that has been set 

by the researchers is every SME owners in 

Medan City managed by Innovation and 

Business Technology Incubation 

Department North Sumatra University that 

has been using digital marketing technology 

for the past year. 

 

Sample 

Sample is a data collection whereas 

only some of the population are taken and 

used to determine the characteristics and 

features desired from a population (Siregar, 

2013). The sampling technique in this 

research is using non probability sampling 

with purposive sampling type. Non 

probability sampling is whenever every 

Digital Marketing 

Effectivity (Z) 

Marketing 

Performance 

(Y) 
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elements in the population does not have the 

same chance to be picked as a sample 

(Siregar, 2013).  

Purposive sampling is a method of 

determining respondent to be made as a 

sample based on certain criteria (Siregar, 

2013). Sampling determination criteria in 

this research are Respondents that live in 

Medan City, respondents have businesses 

and considered able to answer the 

questionnaire objectively and respondents 

that have businesses and have used digital 

marketing for the past year or more. 

 

Operational Variable Definition 

1. Digital Marketing (X) 

a. Search Engine Marketing (X1) 

b. Online Public Relation (X2) 

c. Online Advertising (X3) 

d. Social Media Marketing (X4) 

e. E-mail Marketing (X5) 

2. Effectiveness (Z) 

a. Business Outcomes 

b. Communication Outcomes 

3. Marketing Performance(Y) 

a. Sales Volume 

b. Marketing Area Coverage 

 

RESULT AND DISCUSSION 

Hypothetical Test Result 

Determination Coefficient Test Result 
Determination Coefficient Test 

showed that how much percentage (%) of 

affection that has been given by digital 

marketing variable and effectiveness 

variable simultaneously towards marketing 

performance variable with the following 

result: 
 

Table 1: Determination Coefficient Test Result (R^2) 

 
 

According to table 1 SPSS output 

“model summary”, it was known that the 

determination coefficient or R Square is 

0.344. R Square value 0,344 came from the 

squaring of Correlation Coefficient or “R”, 

which was 0,587x0,587 = 0,344. The value 

of Determination Coefficient (R Square) is 

0,344 or equal to 34,4%. That number 

means that digital marketing variable and 

effectiveness variable simultaneously 

affected the marketing performance variable 

as big as 34,4% while the rest 65,5% has 

affected by other variables outside of the 

Correlation equation or unresearched 

variable. 

 

Correlation between Search Engines 

Marketing Towards Digital Marketing 

Analysis result showed that search 

engine marketing has a very strong 

correlation towards digital marketing. This 

is indicated by value  (0,931) > from 

 < 0,05, this means that the stronger 

the search engine marketing, the stronger 

the digital marketing of SME. 

 Search engine usage will make the 

SME owners more focused to the marketing 

target. About the marketing target, the SME 

owners will be specific and relevant in line 

with the website or products. The impact is 

that the SME owners will get better 

prospective customers. Other than that, the 

visitor’s potential to make buy will be 

higher. In which, the profit margin of SME 

owners will be much higher than before 

using search engine marketing. 

 

Correlation between Online Public 

Relations towards Digital Marketing 

Analysis result showed that online 

public relation has a very strong correlation 

towards digital marketing. This is indicated 

by value  (0,919) > from  < 

0,05, this means that the stronger the online 

public relation, the stronger the digital 

marketing of SME. 

 Online public relation is an 

important part for the company to develop 

brand or create relationship with the 

community. These days, online public 

relation is done via platforms in the internet 

and can be used to create opportunities, and 

also open the way to get the business 

owners’ campaign target. 
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In this digital era, website is the 

main platform to do online public relation. 

Business owners have to ensure that the 

website being used is showing professional 

and fresh design, by using quality images or 

photos, and showing clear brand identity 

and using contents and inviting the 

customers to act. Online public relation 

usage and careful marketing plan will surely 

grow the traffic to the business owners’ 

website. 

 

Correlation between Online Advertising 

towards Digital Marketing 

Analysis result showed that online 

advertising has a strong correlation towards 

digital marketing. It is indicated by value 

 (0,619) > from  < 0,05, this 

means that the stronger the online 

advertising, the stronger the digital 

marketing of SME. 

 Online advertising is divided into 

several forms, some of which are video 

advertising, self service advertising, and 

contextual advertising. According to Kotler 

and Amstrong (1997:80), one of the 

advantages of online advertising is that the 

internet is a quickly grown media, so it can 

reach its narrow target audience, most needs 

short time frame to create advertisement via 

web, with a relatively cheap price. While its 

drawbacks is that, today not every 

prospective customers have access to 

internet, hard to measure its effectiveness 

and its investment return and lastly the 

advertisement exposure relies on “click via” 

title in the advertisement. 

Business owners need to understand 

who involved in the decision to buy and the 

roles played by everyone. Every decision 

taken by customers to choose and buy a 

product is a collection of a number of 

decisions, and it has to be studied by a 

business owner through whole buying 

decision planning that is used as a 

consideration for the customer to determine 

the decision to buy.  

Basically, today’s advertisements 

have influenced every people’s daily lives 

and affect many buyings. Customers saw 

advertisements to get information and 

entertainment values (Lamb dan Hair, 

2001:204). Advertisements is a part of 

promotion mix, especially the advertisement 

that uses online media these days that have 

gotten quite high attention from the 

customers, giving information about the 

advantages that a product has through sound 

aspect, motion, music, and images, and also 

reach to almost every level of society, 

knowing these days technology is growing 

from time to time. 

 

Correlation between Social Media 

Marketing Towards Digital Marketing 

Analysis result showed that social 

media marketing has a very strong 

correlation towards digital marketing. This 

is indicated by value  (0,910) > from 

 < 0,05, this means that the stronger 

the social media marketing, the stronger the 

digital marketing of SME. 

 According to the research data, SME 

owners managed by LINKS USU utilized 

social media marketing especially the 

Whatsapp application to sell their products 

or services. SME owners managed by 

LINKS USU utilized Whatsapp’s features 

as a strategy to develop their businesses. 

Whatsapp is quite effective as marketing 

and promotional media. Through Whatsapp, 

SME owners can promote and sell their 

products or services with the video feature, 

it is used well enough to create their 

customers’ interest to their products.  

 Text, picture, or GIF contents can be 

utilized in the Whatsapp application. It 

could create an interesting message for the 

customers to see. Text format in Whatsapp 

can be made into several forms, and given 

emphasis in some words. With this, 

Whatsapp can raise the curiosity of 

prospective customer and subconsciously 

they will be connected to the products or 

services offered. 

 At the beginning of COVID-19 

pandemic, LINKS USU had initiated to 

build a place for SMEs they’ve managed to 

sell in a Whatsapp group called “Bazar 

Online LINKS USU”, through that 
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Whatsapp group the business owners could 

find out how much of the group’s member 

have seen their messages. 

 Through the Whatsapp group 

provided by LINKS USU, the business 

owners managed by LINKS USU could 

increase their product sales, and grow their 

business. Utilization of Whatsapp also 

flawlessly increases the owners’ delivery 

system. The customers could share their 

location via Whatsapp, and gave on point 

coordinates. Coordinate or share location is 

really helping the SME managed by LINKS 

USU to do deliveries faster by choosing 

shortest routes to optimize the delivery cost, 

therefore the delivery cost is less than the 

bought product. 

 Through Whatsapp SME owners 

managed by LINKS USU can also feel 

closer with the customers. The customers 

can effectively communicate with the 

business owners via chatting. Because of 

that, the SME can utilize this chatting to 

increase the service for the customers. The 

customers and prospective customers could 

order directly and fast. 

 However, Whatsapp usage as a 

means of digital marketing also has its 

drawbacks. First of all, this app didn’t 

provide advertisement feature to do 

promotion. To get prospective customers to 

contact via Whatsapp, it needs 

synchronization from social media such as 

Instagram, Facebook, and TikTok. The 

SME owners can give the links that 

connects to the Whatsapp. Other than that, 

there are still many SME owners managed 

by LINKS USU that used their own private 

numbers to sell their products and services. 

 

Correlation Between E-mail Marketing 

Towards Digital Marketing 

Analysis result showed that E-mail 

marketing has a very strong correlation 

towards digital marketing. It is indicated by 

value  (0,908) > from  < 0,05, 

that means the stronger the E-mail 

marketing, the stronger the SME’s digital 

marketing. 

 E-mail Marketing, compared to 

other marketing methods, it is a little bit 

traditional. This type of marketing is 

different to social media marketing that 

enables the user to directly comment the 

given product. But, by the building long 

term relation with customers’ standpoint, 

this technique can be appropriate. Through 

this technique, business owners can steal the 

customers’ heart and make them more loyal. 

If the customers are loyal, then they will not 

just read the E-mail that have been sent to 

them about a product. But they will 

patiently wait for E-mails about new 

products. 

 E-mail marketing becomes 

important because they have the potential to 

acquire new customer that is more massive 

compared to the others. According to WBR 

Digital, the success rate of new customer 

acquisition in this type is up to 81%, much 

higher than via social media marketing that 

only reaches 51%. 

 The last thing that makes this type 

important is the cheap cost. According the 

Direct Marketing Association study, if a 1$ 

worth E-mail is sent, there is a potential to 

gain profit up to 40$.  

 

Correlation Between Digital Marketing 

Towards Marketing Performance 

 Analysis result showed that digital 

marketing has a fairly strong correlation 

towards marketing performance. This can be 

indicated by value  h      (0,495) > from 

       < 0,05, this means the stronger the 

digital marketing, the stronger the SME 

marketing performance 

According to the research result, 

digital marketing has direct correlation, 

positive and significant towards marketing 

performance, this is in line with digital 

marketing that had been done by SME 

owners where through utilization of IT, 

online can reach even far away consumers, 

that means there is a widening of market 

share that caused the increase of customers. 

Another thing is a utilization of online 

application can also be used as a promotion 

media by SME owners themselves, so it 
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opened infinite customer opportunities. 

Increase of competitiveness is also 

happening where the SME owners will be 

struggling to ensure their qualities in order 

to maintain customers. 

Utilization of digital marketing by 

SME owners also showed that there is a 

difference between income of SME that 

used online IT and SME that still does not 

used it, so it can be said that digital 

marketing utilization can be used to boost 

SME sales and also be an alternative 

transaction media to maintain and improve 

the business’ sustainability in Covid-19 

pandemic. 

 

Correlation Between Effectiveness 

towards Marketing Performance 

 Analysis result showed that 

effectiveness has a direct connection, 

positive and significant towards marketing 

performance. This is indicated by value 

 (0,558) > from  < 0,05, this 

means the stronger the effectiveness, the 

stronger the marketing performance of 

SME. 

 To every indicator that shaped the 

variable Y (performance) that consisted of 

1) Increase of sales ; 2) Advertisement cost 

reduction ; 3) Increasing the exchange of 

information with consumer ; 4) Help SME 

to have strong position ; 5) Help to give 

price transparency towards consumer ; 6) 

Create brand awareness ; 7) Increase the 

consumer’s loyalty.   

 According to statistical test, it 

showed that there are impacts of technology 

usage toward marketing performance 

especially in the Covid-19 pandemic. For 

culinary entrepreneurs, technology usage 

can decrease the cost by shifting it to 

another party. One of the utilization of 

online technology is the use of online 

application services via smartphone. When 

SME owners choose to do transactions 

online, then the huge delivery cost will be 

given to another party. Business owners do 

not have to prepare for big budget to 

develop their own delivery order, because 

the online based application can be a really 

helping alternative solution. Business 

owners can have delivery order without 

preparing their own armada. Therefore, 

business owners do not have to pay for their 

own couriers. Business owners do not even 

have to have their own physical shop for 

doing business. Utilization of online 

technology can also be used to increase the 

market share, and it is one of the 

alternatives to increase customers in Covid-

19 pandemic, because old customers will 

choose not to do direct transaction to 

maintain health protocol. 

 

CONCLUSION 

Factors that related to digital 

marketing are search engine marketing, 

online public relationship, online 

advertising, social media marketing, and e-

mail marketing. From this research it is 

found that social media marketing is the 

most correlated factor in improving the 

SME LINKS USU marketing performance 

Digital Marketing effectiveness will 

be able to strengthen SME to improve the 

marketing performance, especially in the 

present state of uncertainty because of 

Covid-19 pandemic. Utilization of online 

technology such as online Go-food/Grab-

food, Utilization of social media such as 

Instagram and Facebook will finally be an 

alternative to micro enterprises to endure in 

the pandemic of Covid-19. This application 

is not only shorten the distance between the 

customers and outlets but also be a way to 

keep gaining income from businesses. 
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