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ABSTRACT: This research aims to examine the
influence of social capital and product innovation on
marketing performance, with social media marketing
as a mediating variable. A quantitative approach was
applied using a survey of 100 batik entrepreneurs in
Pekalongan, with data analyzed through SmartPLS.
The results indicate that both social capital and
product innovation positively and significantly affect
marketing performance. Moreover, social media
marketing significantly mediates the relationship
between these variables and performance outcomes.
Social capital provides a strong basis for
collaboration and knowledge exchange among
entrepreneurs, while product innovation -creates
added value that captures consumer interest. Social
media marketing reinforces these effects by
strengthening interaction with customers and
expanding market reach. The findings highlight that
combining social capital, innovation, and social
media utilization forms a holistic approach to
improve competitiveness. Practically, entrepreneurs
should strengthen business trust networks, design
more innovative products aligned with consumer
trends, and leverage social media not only for
promotion but also for customer engagement.

KEYWORDS: Social capital, product innovation,
marketing performance, social media marketing.

I. INTRODUCTION

Micro, Small, and Medium Enterprises
(MSME:s) have become one of the fastest-growing
economic sectors since the market reform policies of
the 1980s and 1990s in many developing countries
[1]. A similar trend has also occurred in Indonesia,
where over the past two decades MSMEs have
experienced significant growth. Therefore, MSME
activities should not be underestimated and must be
facilitated in order to grow, compete, and expand in
international markets. As the growth of MSMEs has
become one of the main indicators of regional
economic progress, many business actors are now
facing increasingly intense competition, requiring

each of them to continuously enhance their
competitiveness[2].

One of the creative industry products is
batik, which represents a distinctive art and cultural
heritage of Indonesia. This is reflected in its unique
designs and motifs that embody the cultural richness
of each region. Based on the researcher’s
observations, several phenomena can be found in the
batik MSME business in Indonesia, including: (1)
lack of business development, (2) poor financial
decision-making, (3) intense competition, (4) the
influx of imported batik into Indonesia, (5) limited
use of technology, and (6) constraints in marketing.

These phenomena indicate that the growing
number of batik enterprises in Indonesia, combined
with the influx of foreign batik-patterned products
offered at more competitive prices, has pushed
domestic entrepreneurs to continue innovating. This
is also the case in Pekalongan Regency, where in
2023 there were 73,576 MSMEs spread across
various districts.

In addition, according to data from the
Pekalongan City Government (2023), there were
1,824 batik artisans located in three districts, namely
West Pekalongan, East Pekalongan, and South
Pekalongan (IKM Batik Pekalongan, 2023).
Furthermore, there were 600 batik companies and
700 garment companies. The city also hosts four
major wholesale markets: Sentono with 225 stalls,
Pasar Gamer with 350 stalls, Mega Grosir MM with
180 stalls, and Pasar Metono. However, the batik
industry in Pekalongan is considered more promising
compared to other regions. In 2022, the batik industry
in Pekalongan Regency recorded sales revenue of
IDR 23,392,803,400, employing a total of 4,547
workers.

According to the United Nations
Educational, Scientific and Cultural Organization
(UNESCO), Pekalongan City has been awarded the
status of a Creative City of Crafts and Folk Arts [3].
It has also been recognized as a cultural heritage site
by the Indonesian government and supported by
Bank Central Asia (BCA) in developing its potential
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as a tourist destination. Since being fostered by BCA,
the number of tourists has continued to increase each
year. In fact, in 2022 the number of visitors doubled
compared to 2020. Moreover, the batik industry in
Pekalongan generates a monthly turnover of IDR 250
million and aspires to penetrate export markets [4].

However, efforts to expand into export
markets in the digital era have not shown significant
results for BCA-assisted entrepreneurs. The
underachievement in marketing performance may be
influenced by various success factors. Among them
are economic instability, which triggers rising prices
and scarcity of batik production materials and tools,
generational shifts that emphasize traditional
methods, and conventional batik production
techniques [5]. In addition, the growth of the batik
industry in Pekalongan and emerging opportunities
may intensify competition with other batik
entrepreneurs, including batik producers from China.
To ensure efficient performance and sustainable
profitability, progressive companies consider both
financial and non-financial aspects, as well as the
impacts of national economic trends and
globalization on their business performance [6].

Marketing performance is a key element in
running a business, especially for Batik MSMEs.
Several important factors influence marketing
performance. The first is innovation. Innovation in
services has been a major driver of growth and
economic dynamics over the past few years [7]. The
success of MSMEs in innovating has a positive
impact on improving their performance [8]. The
second factor is the use of e-commerce. One of the
characteristics of e-commerce is its rapid expansion
scale, allowing batik MSMEs to broaden their market
reach. The use of search engine marketing as part of
e-commerce can also significantly enhance company
performance. The third factor is market capability,
which encompasses business understanding, business
environment, creative design, product uniqueness,
and competitive ability [9].

Therefore, to implement the demands of
acceleration in the millennial and digital era, it is
essential for MSMEs to continuously improve
marketing performance in facing rapid changes. In
the MSME sector, companies must improve
performance across multiple aspects, including
marketing, finance, production, and human
resources, in order to survive. Furthermore, the
integration of new technologies, regulations, and
evolving consumer preferences continues to reduce
barriers to market entry [10].

Despite Pekalongan Regency’s recognition
as a UNESCO Creative City, batik MSME actors in
the region still face significant challenges. One

important aspect to address is social networks. Strong
social networks can provide the support and
resources needed by MSMEs to grow. However,
there remains a considerable gap in the utilization of
social networks in Pekalongan. Many MSME actors
have not fully optimized their networks to expand
markets and increase sales. Research indicates that
robust social networks can strengthen business
performance through information exchange, access
to resources, and enhanced reputation [11], [12].

On the other hand, product innovation also
plays an important role in maintaining the
competitiveness of Batik MSMEs. Product
innovation in Pekalongan still faces various
challenges, particularly regarding basic motifs and
long-standing production techniques. Most batik
entrepreneurs continue to rely on traditional
production techniques and popular motifs. However,
to compete in the global market, more creative and
sustainable innovations are needed, both in terms of
materials and production methods. Innovations such
as the use of eco-friendly raw materials and the
development of more efficient production techniques
can enhance the added value of Pekalongan batik
products [13], [14].

In the current digital era, social media has
become one of the most important tools in marketing
strategies. Many MSMEs, including Batik MSMEs in
Pekalongan Regency, have utilized social media to
promote their products. Platforms such as Instagram,
Facebook, and WhatsApp are used to reach a wider
audience and interact directly with consumers. The
use of social media allows MSMEs to showcase the
uniqueness and quality of their batik products while
building more personal relationships with customers.
However, despite efforts to use social media, there
are still challenges in optimizing its potential. Many
MSME actors do not yet have a structured and
consistent social media marketing strategy. With
more effective social media utilization, Pekalongan
Batik MSMEs are expected to increase visibility,
expand market reach, and ultimately boost sales.
With the right strategy, social media can serve as a
powerful tool to strengthen brand positioning and
support the growth of Batik MSMEs in Pekalongan.

In addition, digital marketing capability also
plays a crucial role in the success of Batik MSME
marketing. This capability includes various aspects
such as understanding and analyzing customer data,
designing and executing digital marketing
campaigns, and adapting to changing digital trends.
With strong digital marketing capabilities, Batik
MSMEs can more effectively target the right
audience, monitor campaign results in real time, and
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make necessary adjustments to improve marketing
performance.

This phenomenon presents a potential
research topic for the future, namely whether the
marketing performance of Batik MSMEs in
Pekalongan needs to be improved. Currently,
business competition, including in the batik sector, is
becoming increasingly intense, and rapid changes
demand that every organization, including
individuals within them, be able to adapt effectively.
This adaptability is essential to ensure the
sustainability and economic viability of the batik
business.

Given the importance of marketing
performance as described, this study seeks to
examine the factors that influence marketing
performance. The research draws on the works of
[15], [16], [17], focusing on factors such as Social
Capital [16], Product Innovation [18], and Social
Media Marketing [15] in Batik MSMEs in
Pekalongan Regency.

Furthermore, this study applies the
theoretical approaches of the Resource-Based View
(RBV) and Dynamic Capability (DC). The RBV
emphasizes firm-specific attributes that are difficult
to imitate as sources of performance and competitive
advantage [19]. Resources that cannot be easily
transferred or purchased, which require long learning
curves or substantial changes in organizational
culture, tend to be unique and difficult for
competitors to replicate. [20] also explains that
differences in firm performance depend on unique
inputs and capabilities. The ability to implement
digital marketing and entrepreneurial orientation
creates uniqueness in the form of innovation, which
in turn strengthens performance. External factors also
influence firm advantage and performance. In this
research context, environmental uncertainty is
considered a factor that may hinder performance.
Meanwhile, Dynamic Capability (DC) refers to the
firm’s ability to create dynamic and flexible
conditions in facing opportunities and competitive
risks. Combining these two theories provides a key
explanation of MSME performance, which is
characterized by rapid adaptation and agility in
responding to environmental changes.

The first factor influencing marketing
performance is Social Capital. Social capital is not a
phenomenon that diminishes marketing performance
but rather a factor that can enhance it. The role of
social capital in business development holds
economic value when it contributes to productivity
and efficiency, either individually or collectively.
Therefore, the capability of social capital provides
advantages in generating economic benefits [21] and

is considered an essential component of marketing,
namely the firm’s ability to create and deliver value
to customers [22].

Based on the researcher’s observations,
several problems exist within Batik MSMEs in
Pekalongan, including a lack of community
involvement, limited social networks, low levels of
trust among community members, weak leadership
and management, and inadequate supporting
institutions. Addressing these issues requires
collective efforts from community members,
government, non-profit organizations, and other
stakeholders to build strong and sustainable social
capital in Batik villages. This involves developing
mutually beneficial relationships, improving access
and control over resources, strengthening leadership
and management, and establishing supporting
institutions.

Starting from the inconsistency of previous
research findings regarding the relationship between
social capital and marketing performance, we
identified a research gap. For instance, studies
conducted by [23], [24] revealed that social capital
has a significant positive effect on marketing
performance. However, other studies by [25], [26],
reported that social capital does not significantly
affect marketing performance.

In addition to examining the capability of
social capital in building networks and social
relations to improve the marketing performance of
MSMEs, the second factor considered is Product
Innovation. Product innovation is crucial for
companies to remain competitive and meet the ever-
changing demands of customers. Without established
innovation, continuous innovation becomes nearly
impossible (Najafi-Tavani et al., 2016). For Batik
MSME:s in Pekalongan, product innovation can serve
as a strategic step to enhance competitiveness, added
value, and market share. [27] defines product
innovation as the firm’s ability to develop and launch
new products or services that meet customer needs in
new ways. To build product innovation capability,
firms must have adequate resources, processes, and
profit formulas to execute it effectively.

Once again, inconsistencies in prior
research findings regarding the relationship between
product innovation and marketing performance also
highlight a research gap. For example, [28], [29]
found that product innovation has a significant
positive effect on marketing performance.
Conversely, [30] reported that product innovation has
a negative effect on marketing performance.

Beyond these two factors, this study also
introduces Social Media Marketing (SMM) as a
mediating variable. SMM serves as a bridge linking
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social capital (such as business relationships with
communities, customers, and other stakeholders) and
product innovation with business performance.
Without SMM as an intermediary, efforts to build
social capital and develop product innovation may
not yield significant impacts on business
performance due to limited market access, low
consumer engagement, and challenges in brand
expansion. Recognizing the crucial role of SMM is
therefore essential for strengthening the relationships
among these variables and achieving the desired
business outcomes.

By understanding and optimizing digital
marketing  capabilities, batik companies in
Pekalongan can significantly enhance their success
and sustainability in the competitive marketplace.
Batik MSMEs can identify strengths and weaknesses
in their current digital strategies, recognize
opportunities for future growth, and improve
visibility, market reach, and ultimately, sales. This is
critical for remaining competitive and relevant in an
increasingly digitalized market environment.

Another research gap arises from
inconsistent findings regarding the relationship
between social media marketing and marketing
performance. For example, studies by [31], [32] show
that social media marketing significantly and
positively  affects  marketing  performance.
Conversely, [33] found that social media marketing
has a negative impact on marketing performance.

Based on this background and the divergent
findings from previous studies, the present research
seeks to fill the knowledge gap on marketing
performance by examining the influence of social
capital and product innovation. Furthermore, this
study expands existing knowledge by introducing
social media marketing as a mediating variable,
since, based on the researcher’s observations, no
prior studies have used digital marketing capability
as a mediator between these variables.

Batik MSMEs in Pekalongan were chosen
as the research object not only because the region has
been recognized by UNESCO for the uniqueness of
its batik but also because it provides a valuable
setting for examining the role of social media
marketing in enhancing marketing performance. The
involvement of PT Bank Central Asia (BCA) in
supporting its development also strengthens this
choice, as BCA has provided business training,
promoted the area as a tourism destination, and
organized social initiatives. This involvement makes
Pekalongan Batik MSMEs an ideal research setting
for exploring the impact of social media marketing on
marketing performance. Additionally, economic
instability, rising production costs, scarcity of batik

materials and tools, generational shifts favoring
traditional methods, and intensifying competition all
compel Pekalongan Batik MSMEs to continuously
update their strategies to improve marketing
performance.

II. LITERATURE REVIEW

Resources Based View

The relationship between concepts in this
study refers to the Resource-Based View (RBV).
RBV analyzes and interprets organizational
resources to understand how organizations achieve
sustainable competitive advantage in order to attain
the desired performance. RBV focuses on firm
attributes that are difficult to imitate as the main
source of superior performance and competitive
advantage [19], [34]. Resources that cannot be easily
transferred or acquired, and which require a long
learning curve or significant changes in
organizational climate and culture, tend to be unique
to the organization and, therefore, are more difficult
for competitors to replicate.

Marketing Performance

Marketing performance can be defined as
the efforts made by companies to identify and meet
consumer needs and preferences [35]. According to
[36], marketing performance represents a measure of
success derived from the overall marketing activities
carried out by a company. This measure serves as an
indicator of whether a company is growing or not.
Furthermore, marketing performance is the outcome
of all marketing efforts and strategies implemented
by business actors [37]. The indicators of the
marketing performance variable are adopted from the
study conducted by [38], who identified four
indicators for measuring marketing performance,
namely: (1) Sales growth, (2) Customer growth, (3)
Market share, and (4) Profitability.

Social Capital

[39] state that social capital is the
accumulation of tangible or intangible resources
possessed by individuals or groups as a result of
sustainable networks established through
institutionalized reciprocal relationships. Similarly,
[40] define social capital as a set of actual or potential
resources embedded within long-term networks that
reflect mutually beneficial relationships. The
indicators of the social capital variable are adopted
from studies by [41], [42], who suggest that there are
three indicators for measuring social capital, namely:
(1) Trust, (2) Norm, and (3) Network.
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Innovation Product

[43] state that innovation is the ability of a
company to generate new ideas, products, or
processes. [44] emphasize that product innovation
refers to the introduction and development of new
types of goods or services that are distinct, address
the shortcomings of previous inventions, and place
greater emphasis on quality aspects. According to
[45], product innovation represents functional
advancements that make products superior compared
to competitors. The indicators of the Innovation
Product variable are adopted from [28], who suggest
four dimensions to measure product innovation: (1)
Ability to create new product innovations, (2) Ability
to create new services, (3) Technological innovation,
and (4) Marketing innovation.

Social Media Marketing

Social media is defined as online application
software, platforms, or media that facilitate
interaction, collaboration, and content sharing [46].
[47] describe social media as "a group of internet-
based applications built on the ideological and
technological foundations of Web 2.0, which enable
the creation and exchange of user-generated content."
The measurement of the Social Media Marketing
dimension in this study is based on the framework
developed by [48], [49], which includes five aspects:
(1) Entertainment, (2) Interaction, (3) Trendiness, (4)
Advertisement, and (5) Customization.

IHI. METHODOLOGY

This study employed a quantitative research
design with a causal approach to examine the cause—
effect relationships among the research variables.
The exogenous variables are social capital and
product innovation, social media marketing acts as
the mediating variable, while marketing performance
serves as the endogenous variable.

The population comprised all Batik business
owners in Pekalongan Regency, totaling 612 units
(Disperindagkop & UKM, 2023). The sample size
was determined using the Slovin formula with a 5%
margin of error, resulting in 242 respondents. The
sampling technique applied was purposive sampling,
with the criteria: (1) business owners aged at least 17
years, and (2) enterprises established for more than
two years.

Data collection was carried out through
structured questionnaires using a five-point Likert
scale (1 = strongly disagree to 5 = strongly agree) and
supported by a literature review from relevant
journals, books, and official reports.

For data analysis, the study employed
Partial Least Squares-Structural Equation Modeling

(PLS-SEM) using SmartPLS software, chosen for its
ability to handle small sample sizes, non-normal data
distribution, and complex model relationships.

IV. FINDINGS

Based on the output data in Table 1, it is
known that the largest age group of respondents was
31-40 years, consisting of 36 respondents or 36.0%,
followed by those aged 41-50 years with 32
respondents or 32.0%. Furthermore, respondents
aged over 50 years amounted to 21 or 21.0%, those
aged 21-30 years were 10 or 10.0%, and the smallest
group was respondents under 20 years, totaling 1
respondent or 1.0%.

Based on the output data in Table 1, it is
known that female respondents amounted to 56 or
56.0%, while male respondents totaled 44 or 44.0%.

Based on the output data in Table 1, it is
known that the highest level of education among
respondents was a Bachelor’s degree, with 47
respondents or 47.0%, followed by Senior High
School/Vocational High School with 40 respondents
or 40.0%, Diploma with 9 respondents or 9.0%,
Master’s degree with 2 respondents or 2.0%, and the
remaining 2 respondents or 2.0% selected Other.

Based on the output data in Table 1, it is
known that the majority of respondents were
Married, with 89 respondents or 89.0%. Meanwhile,
7 respondents or 7.0% were Single, 3 respondents or
3.0% were Widows, and 1 respondent or 1.0% was a
Widower.

Based on the output data in Table 1, it is
known that the majority of respondents had a
working period of 5 to 10 years, totaling 41
respondents or 40.0%. This was followed by
respondents with less than 5 years of working period,
totaling 26 or 26.0%, those with 10 to 15 years of
working period, totaling 19 or 19.0%, and the
remaining 14 respondents or 14.0% had more than 15
years of working period.

Table 1 Respondent Profile

Characteristics Total Persentase %
Age

<20 Year 1 1,0
21-30 Year 10 10,0
31-40 Year 36 36,0
41-50 Year 32 32,0
> 51 Year 21 21,0
Gender

Male 44 44,0
Female 56 56,0
Last Education

High School 40 40,0
Diploma 9 9,0
Bachelor's Degree 47 47,0
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Characteristics Total Persentase % Characteristics Total Persentase %
Master's Degree 2 2,0 >15 Year 14 14,0
Other 2 2,0 Validity Test

Family Status

For confirmatory research, the loading factor

lg/[arrlied 82 82,3 threshold used is 0.7, while for exploratory research
neie ’ the threshold is 0.6, and for developmental research

Widowed 3 3,0 . . . .

Widower 1 1.0 the threshold is 0.5. Since this study is confirmatory

Years of Service in nature, the loading factor threshold applied is 0.7.

<5 Year 26 26,0 The following presents the results of the PLS model

5s/d 10 Year 41 41,0 estimation:

10 s/d 15 Year 19 19,0

Figure 1 Validity Test

Based on the PLS model estimation results Reliability Test
in the figure above, all indicators have loading factor The construct reliability can be assessed
values above 0.7, thus all indicators are declared using the Cronbach's Alpha value and the Composite
valid in measuring their constructs. Reliability value for each construct:

Table 2 Reliability Test Results

Composite  Average Variance
!,
Guraimgivaliprn i A Reliability  Extracted (AVE)

Innovation Product 0,941 0,942 0,951 0,709

Marketing Performance 0,921 0,923 0,935 0,644

Social Capital 0,894 0,895 0,919 0,656

Social Media Marketing 0,929 0,932 0,942 0,672

Source: processed primary data (2021).
The results of the reliability test in the table Goodness of Fit Test

above show that all constructs have composite The goodness of fit of the PLS model can be
reliability values greater than 0.7 and Cronbach’s assessed from the SRMR (Standardized Root Mean
alpha values greater than 0.7. This indicates that all Square Residual) value. A PLS model is considered
constructs meet the required reliability criteria. to meet the goodness of fit criteria if the SRMR value

is less than 0.10, and it is categorized as a perfect fit
if the SRMR value is less than 0.08.
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Tabel 3 Hasil Uji Goodness of fit model

Saturated Model Estimated Model
SRMR 0,092 0,092
d_ULS 3,925 3,925
d G 7,976 7,976
Chi-Square 2208911 2208911
NFI 0,515 0,515

Source: processed primary data (2021)

The goodness-of-fit results for the PLS
model in the table above show that the SRMR value
for the saturated model is 0.092, and the SRMR value
for the model estimated with SRMR is also 0.092.
The SRMR values for both the saturated and
estimated models are less than 0.10, indicating that
this PLS model is good.

Hypothesis Testin

The model estimation results used to test the
hypotheses in this study can be seen in the following
figur:

Table 4 Results of Direct Effect Test

Original Sample Stal}dﬁ!l‘d T Statistics
Sample Mean Deviation (O/STDEV]) P Values
(0) ™) (STDEYV)
Social ‘Capttal -> Social Media 0311 0.314 0.114 2,741 0,006
Marketing
Innovat.wn Product -> Social Media 0,538 0,539 0.118 4,568 0,000
Marketing
Social " Capital == Marketing® , \,s (405 0,067 6,016 0,000
Performance
Innovation Product -> Marketing 0,453 0,456 0.061 7,381 0,000
Performance
Social Media Marketing ->
I, 0,160 0,157 0,064 2,487 0,013
Source: processed primary data (2021)
Table 5 Results of Indirect Effect Test
Original Sample Standard e
Sample Mean  Deviation (E)/Sst"i“ul;gslj) P Values
(0) ™) (STDEYV)
Social Capital -> Social Media
Marketing -> Marketing Performance 0,050 0,048 0,025 1,986 0,048
Innovation Product -> Social Media 0,086 0,085 0,041 2,095 0,037

Marketing -> Marketing Performance

Source: processed primary data (2021)

Based on the statistical test results in the
table, the multiple regression model can be
concluded as follows:

1. Social Capital has a significant positive effect on
Social Media Marketing.

The p-value (Social Capital — Social
Media Marketing) is 0.006 with a t-statistic of 2.741
and a positive path coefficient (p-value < 0.05 and t-
statistic > 1.96). Thus, Ho is rejected and Ha is
accepted. It can be concluded that Social Capital
significantly influences Social Media Marketing.

2. Innovation Product has a significant positive
effect on Social Media Marketing.

The p-value (Innovation Product — Social
Media Marketing) is 0.000 with a t-statistic of 4.568
and a positive path coefficient (p-value < 0.05 and t-
statistic > 1.96). Thus, Ho is rejected and Ha is
accepted. It can be concluded that Innovation
Product significantly influences Social Media
Marketing.

3. Social Capital has a significant positive effect on
Marketing Performance.

The p-value (Social Capital — Marketing
Performance) is 0.000 with a t-statistic of 6.016 and
a positive path coefficient (p-value < 0.05 and t-
statistic > 1.96). Thus, Ho is rejected and Ha is
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accepted. It can be concluded that Social Capital

significantly influences Marketing Performance.

4. Innovation Product has a significant positive
effect on Marketing Performance.

The p-value (Innovation Product —
Marketing Performance) is 0.000 with a t-statistic of
7.381 and a positive path coefficient (p-value < 0.05
and t-statistic > 1.96). Thus, Ho is rejected and Ha is
accepted. It can be concluded that Innovation
Product  significantly  influences  Marketing
Performance.

5. Social Media Marketing has a significant
positive effect on Marketing Performance.

The p-value (Social Media Marketing —
Marketing Performance) is 0.013 with a t-statistic of
2.487 and a positive path coefficient (p-value < 0.05
and t-statistic > 1.96). Thus, Ho is rejected and Ha is
accepted. It can be concluded that Social Media
Marketing significantly influences Marketing
Performance.

6. Social Media Marketing mediates the
relationship between Social Capital and
Marketing Performance.

The p-value (Social Capital — Social
Media Marketing — Marketing Performance) is
0.048 with a t-statistic of 1.986 and a positive path
coefficient (p-value < 0.05 and t-statistic > 1.96).
Thus, Ho is rejected and Ha is accepted. It can be
concluded that Social Media Marketing
significantly mediates the relationship between
Social Capital and Marketing Performance.

7. Social Media Marketing mediates the
relationship between Innovation Product and
Marketing Performance.

The p-value (Innovation Product — Social
Media Marketing — Marketing Performance) is
0.037 with a t-statistic of 2.095 and a positive path
coefficient (p-value < 0.05 and t-statistic > 1.96).
Thus, Ho is rejected and Ha is accepted. It can be
concluded that Social Media Marketing
significantly mediates the relationship between
Innovation Product and Marketing Performance.

V. CONCLUSION

The results indicate that Social Capital and
Innovation Product both have a significant positive
effect on Social Media Marketing, while
simultaneously exerting a direct and significant
influence on Marketing Performance. Social Media
Marketing itself was also found to positively and
significantly enhance Marketing Performance.
Moreover, the mediating analysis confirms that
Social Media Marketing significantly mediates the
relationships between Social Capital and Marketing
Performance, as well as between Innovation Product

and Marketing Performance. These findings
highlight that improving marketing outcomes for
Batik SMEs requires not only strong social capital
and innovative product development but also the
effective utilization of digital platforms as strategic
marketing channels.

From a practical perspective, Batik
entrepreneurs should strengthen their social capital
through networking, collaboration, and community
involvement, while also consistently developing
innovative products that align with consumer trends
and global market demands. At the same time, the
ability to optimize social media marketing through
digital content management, creative promotional
strategies, and the use of paid advertising will play a
pivotal role in enhancing visibility and customer
engagement. Policymakers and  supporting
institutions need to design integrated programs that
combine innovation, digitalization, and social
capital development to accelerate improvements in
marketing performance across the Batik SME sector.
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