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Abstract. In today's technological era, marketers and entrepreneurs need to know
that many digital variables determine marketing performance. This study aims to
assess the effect of the online marketing mix, online product representation, and
digital content marketing on the marketing performance of MSMEs NTB Mall
Mataram in the era of the Covid-19 pandemic. The type of research used is
quantitative research with causal methods. The population in this study is MSME
actors who have been incorporated into NTB Mall, which is 1803 people. The
number of samples was 95 MSME actors aged 20-60. The sampling technique used
was a simple random sampling technique. The data analysis used was the SEM-PLS
method with SmartPLS 3.0 application. The results showed that the online
marketing mix and digital content marketing had a positive and significant effect on
marketing performance. Meanwhile, online product representation was found to
have no significant impact on marketing work.

Keywords: Online Marketing Mix; Online Representation; Digital Content Marketing;
Marketing Performance.

INTRODUCTION

After the emergence of the COVID-19 pandemic
in Indonesia, especially in West Nusa Tenggara,
people began to look for ways to restore their
economy and business. Especially Micro, Small
and Medium Enterprises (MSMEs) have emerged
in recent years. The emergence and development
of MSMEs in West Nusa Tenggara is seen as a
new opportunity by the government to improve
the community's economy. Various MSME sub-
sectors have begun to emerge. Thus innovation is
needed that can help accelerate its growth and
development. The government facilitates multi-
ple types of training for MSME actors to improve
the ability and creativity of human resources,
which is expected to enhance the performance of
MSMEs. However, more than this step is needed
because the marketing strategy for MSME prod-
ucts must also be considered.

NTB Mall is an innovation from the NTB Provin-
cial Trade Office to market original products
made by MSME players in Lombok and Sumba-
wa. In addition to having an offline store on
Langko Street No 61 Mataram, NTB Mall is also
based on online purchasing sites (e-commerce)
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in the form of websites, Android and 10S applica-
tions. MSME products found in NTB Mall consist
of food and beverages such as Lombok and Sum-
bawa coffee, processed pastries, processed sea-
weed, various kinds of NTB's typical chilli sauce,
and so on. In addition, there are also different
fashion products such as woven fabrics/ sockets,
clothes and bags from woven fabrics/sockets,
and others. In addition to fashion products, beau-
ty and health products have even been registered
with BPOM, such as face masks, scrubs, and
herbal oils. Furthermore, there are handicraft
products such as handicrafts, wood, earthen-
ware, ketak, cukli and recycled waste, and there
are also jewellery, namely silver and NTB pearls,
that are known for their quality, not only domes-
tically but also abroad.

Digital marketing planning is inseparable from
offline marketing planning. However, special
planning is needed digitally or online to help
transition or distribute marketing information to
customers appropriately. Online product repre-
sentation to digital content marketing must be
appropriately planned to achieve the company's
goals. Today's leading companies have used the
internet for their online marketing activities,
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such as through blogs, websites, and online
communities of companies [1]. A company blog is
an online web where companies can present
company content, brand-related, promotional, or
relational, to be circulated to consumers. As blog
content increases, online readership and circula-
tion increase through incoming and outbound
links from and to other websites, or in general,
called engagement.

Measuring the success or failure of a manage-
ment step carried out in business, such as in-
creasing sales volume, the number of customers,
and the growth of company profits, can be done
by looking at marketing performance. Many vari-
able variables influence marketing performance
itself. In this study, the influence factor seen is
the influence of online marketing strategies such
as online marketing mix, online product repre-
sentation, and digital content. These three factors
were chosen because they are relevant to the
types and patterns of business developing today,
especially in the West Nusa Tenggara area.

The author [2] mentions that the marketing mix
is not a scientific theory but only a conceptual
framework that identifies the critical decision-
making managers makes in configuring their of-
ferings to match the needs and expectations of
consumers. This marketing mix can be used to
develop long-term strategies and short-term tac-
tical programs [3]. The author [4] mentioned that
most marketing practitioners consider marketing
mix as a marketing transaction tool and an arche-
typal pattern for marketing planning. Although
empirical evidence of the role and exact contribu-
tion of marketing mixes to the success of com-
mercial enterprises is still limited. Some studies
confirm that 4Ps Mix is a reliable concept accord-
ing to practitioners who handle marketing issues
tactically/operationally [5, 6, 7].

The marketing mix used by a particular company
will vary according to its resources, market con-
ditions, and changing client needs. The im-
portance of some elements in the marketing mix
will vary [2]. After the bombardment of internet
use, marketing managers learned to cope with all
the new marketing elements emerging from the
online world. In some ways, this new marketing
element has a similar analogue in the offline
world but with an unknown, more revolutionary
effectiveness and characteristics called e-
Marketing (or online marketing mix) [8]. The
online marketing mix is an essential point of
marketing today due to the significant growth of
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internet use by the world's population. In Indo-
nesia alone, it is recorded that as of 2021, inter-
net users are 212.35 million people or around
76.8 % of the total population of Indonesia. This
is a new opportunity and challenge for all pro-
ducers and marketers to reach consumers more
broadly and almost infinitely, so the right digital
marketing strategy is needed.

In addition, this research stems from the limited
research on digital marketing concepts such as
online marketing mix, online product representa-
tion, and digital content marketing in their influ-
ence on the performance of forcing, especially for
MSME products that are constantly changing and
developing rapidly.

Literature review

Marketing Performance. One of the keys for com-
panies, especially MSME-based companies, to be
successful in this very dynamic business world is
knowing how to maintain a competitive ad-
vantage. The author [9] defines competitive ad-
vantage as the ability to obtain returns from in-
vestments consistently above average for the in-
dustry. Meanwhile, the author [10] states that
companies with a competitive advantage imple-
ment a different strategy than current competi-
tors or potential competitors so that other com-
panies cannot duplicate the benefits of the pro-
cess.

The author [11] defines marketing performance
as the effectiveness and efficiency of an organisa-
tion or company's marketing activities that relate
to all goals related to the market, such as reve-
nue, growth, and market share. Marketing per-
formance measurement is part of measuring
business or company performance, a field of sci-
ence that aims to support the implementation of
business strategies by creating insights into
company performance. The author [12] de-
scribes this performance measurement as a se-
ries of organisational processes and applications
designed to optimise the execution of business
strategies and are part of the managerial plan-
ning process. This planning process should ideal-
ly consist of four steps: (1) planning, (2) doing,
(3) checking, and (4) acting [13, 14]. Neverthe-
less, marketing performance measurement fo-
cuses on the third step, observing the quality of
strategy execution and identifying improvement
areas.
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The Effect of Online Marketing Mix on Marketing
Performance. Authors [15] define a marketing
mix as a collection of controlled tactical market-
ing tools that companies combine to generate the
desired response in the target market. More spe-
cifically, online marketing strategies are product-
centric in the form of dynamic and customised
information, unlimited reach by location and
time, competitive prices and informative and
personalised promotions. Meaning marketers
must be able to present advertisements that can
touch all types of consumers and are not limited
to a specific time and location only. In addition,
authors [8] describe an electronic or online mar-
keting mix in their research. The 4P on which the
traditional marketing mix is based is still used,
but with adjustments and changes that are con-
sidered more relevant to the current market sit-
uation. In addition, other elements characterise
the online marketing mix, namely P2C2S2 (Per-
sonalization, Privacy, Customer Service, Commu-
nity, Site, Security, and Sales Promotion).

Many studies prove that the right marketing mix
strategy can improve marketing performance.
The author [16], based on the results of his re-
search, stated that price is one of the determining
factors for buyers to determine a purchase deci-
sion on a product or service. Authors [17], in
their research, proved that the marketing mix
positively and significantly affects marketing per-
formance. In addition, author [18] in his study
also showed that distribution channels (place)
and promotion significantly affect marketing per-
formance. Similarly, authors [19] in their re-
search prove that the 4P Marketing mix positive-
ly and significantly affects the company's market-
ing performance. Therefore, this study puts for-
ward the first hypothesis as follows:

H1: Online Marketing Mix has a significant effect
on the marketing performance of MSMEs in NTB
Mall Mataram

The Effect of Online Product Representation on
Marketing Performance. Consumers currently
have broad access to products and services of-
fered by various companies and MSME products.
These products and services have been widely
available in the digital/online market, so, logical-
ly, companies are currently competing to create
short videos or excellent and attractive images to
represent their products digitally. This is un-
doubtedly a challenge for marketers [20].

One of the studies by [20] showed that short vid-
eos as a form of product representation can be an
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effective tool for marketing products online.
However, marketers still have to refrain from us-
ing videos that make consumers hesitant to buy
their products. Ineffective advertising videos in-
terfere with the browsing activities of potential
consumers, which results in the extreme reaction
of consumers in the form of avoidance of adver-
tising (or can be said to avoid online stores of
marketers/companies) [21]. This is to the results
of research that shows a significant effect be-
tween length and video content on the level of
consumer disruption, which leads to consumers
avoiding these products and advertisements
[22]. Therefore, the second hypothesis proposed
in this study is:

Hz: Online Representation has a significant effect
on the marketing performance of MSMEs in NTB
Mall Mataram

The Effect of Digital Content Marketing on Market-
ing Performance. Digital content marketing is a
management process responsible for profitably
identifying, anticipating, and satisfying customer
needs in the context of digital content or objects
distributed through electronic channels [23]. In
digital content, both marketing communications
and the product itself are information.

In marketing communications, digital content
can be used as a consumer attractor. Therefore,
in the literature, it can be seen that many re-
searchers are interested in and conduct research
regarding digital content [24, 25, 26]. A study by
[27] found that digital content has a positive and
significant effect on consumers' buying interest,
which is beneficial for improving the company's
marketing performance. Thus, this digital content
needs to be adequately planned before being
published to consumers. Institutions or organisa-
tions can post information about their products
through different digital channels, such as blogs,
social networking sites, online videos and dic-
tionaries, e-commerce, online marketplaces, e-
books, e-articles, smartphones, and mobile appli-
cation content. Thus, consumers can learn about
the products offered while sharing their ideas
and experiences.

In addition, through digital content, the company
can also create the right brand image to ensure a
sustainable competitive advantage. The digital
content must be persuasive so that it can im-
prove marketing performance. In this case, digi-
tal content is a driving factor for consumers to
make purchases [27]. Thus, the perception of dig-
ital content that convinces consumers can ulti-
mately also encourage consumers to recommend
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products to others through electronic word-of-
mouth communication. Based on this explana-
tion, the third hypothesis proposed in this study
is as follows:

H3: Digital Content Marketing has a significant
effect on the marketing performance of MSMEs
in NTB Mall Mataram.

Based on the explanation above, the conceptual
framework of this study presents in Figure 1.

Online Marketing Mix H1

Marketing

Online Representation
Performance

Digital Content Market- | H$

Figure 1 - The Studies’ Conceptual Framework

METHODS

The data collection of this study was carried out
by utilising google Forms, an online question-
naire application. Respondents came from di-
verse demographics regarding gender, age, and
educational background. The sampling technique
used was simple random sampling, and then the
questionnaire was distributed to 95 respondents
who were MSME actors aged between 20-60
years. The measurement of variable indicators
adopts from previous research, namely the
online marketing mix from [8]), online represen-
tation from [28], digital content marketing from
[29], and marketing performance from [30, 31,
32]. All items are evaluated using a five-point
Likert scale ranging from 1 (strongly disagree) to
5 (strongly agree).

Data analysis in this study used a variance-based
structural equation test with the SEM partial
least square (PLS) method using Smart PLS 3.0
software. The selection of the PLS method in this
study is based on the characteristics of the data
on the SEM-PLS model that can test and identify
with a low error rate even with a relatively small
sample size.

Respondent’s Characteristics. The study collected
responses from 95 respondents. Because it uses
an online questionnaire form, all questions can
be mandatory so that respondents answer all the
questions asked. The characteristics of respond-
ents vary widely. Among all the respondents, 23
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men and 72 women, most of whom (44.21%)
were between the ages of 31-40. The most domi-
nant respondent's educational background was
high school (47.37%), where 38 (40%) of the re-
spondents were included in the MSME actors
who had joined NTB Mall for one year. The com-
plete data can be seen in the following Table 1.

Table 1 -Respondent’s Characteristics

Variable Description Sum| %
Gender Male 23|24.21
Female 72|75.79
Age 20-30 years old 20(21.05
31-40 years old 42(44.21
41-50 years old 22|23.16
51-60 years old 11]11.58
Education |Elementary School 5| 5.26
Junior High School 22|23.16
Senior High School 4547.37
Bachelor degree 23|24.21
Years of join | One year 38(40.00
Two years 19120.00
Three years 14|14.74
Four years 15]15.79
Five years 9| 947
Types of | Food and drink 16/16.84
Product Fashion Products 17117.89
(Clothing, Bags,
Jewellery, etc.)
Beauty and Health 16|16.84
Products
Woven Fabrics 15]15.79
Songket Fabric 14114.74
Household Products 5| 5.26
Other products 12]12.63
RESULTS AND DISCUSSIONS

Measurement Model (Outer Model)

Item Reliability Test Results are presents in Ta-
ble 2. It can be seen from the table that all indica-
tors of this study variable have a loading factor
value greater than 0.70 [34]. All the hands are
said to be valid and used as items to test this re-
search model.

Discriminant Validity Test Results. The discrimi-
nate validity test was performed using the Aver-
age Variance Extract (AVE) value. The first condi-
tion must be met at this testing stage, and the
AVE value must be greater than 0.50. Table 3
shows that the AVE values of all variables are>
0.50, so the first condition is said to be met.
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Table 2 - Nilai Loading Factor
Variable Statement Loading Criteria
Factor
Online Marketing |The types of my MSME products displayed in the NTB Mall 0.845| Valid
Mix web/application vary with complete displays (photos,
information, how to use)
The chosen pricing strategy is adjusted to the product offered 0.797| Valid
[ always choose the most effective promotional design 0.803| Valid
(advertising, online banners, coupons), in my opinion
[ do affiliate with NTB Mall to make it easier for customers to 0.796| Valid
access my products
Customer Service at NTB Mall is good, complete, and very 0.824| Valid
helpful
There is a customer community in NTB Mall to allow customers 0.748| Valid
to interact with other customers
Online [ display an exciting and clear image on the NTB Mall web/app 0.867| Valid
Representation [ also feature videos without narration to illustrate my MSME 0.885| Valid
products
[ say products with narratives to explain my products to 0.897| Valid
consumers
Digital Content My digital content creation is tailored to its purpose, benefits, 0.794| Valid
Marketing and specifications, so it's not boring
The content created answers the needs and desires of 0.861| Valid
consumers with a website appearance that consumers can
understand, can be used efficiently, and is not confusing
My digital content contains information and products that are 0.858| Valid
offered well and make it easier for consumers to make
purchasing decisions
The language used in my range is so consistent that it can make 0.850| Valid
it easier for readers to understand what they are reading
The content information is concise and only contains essential 0.842| Valid
information.
The quality of the information provided is excellent, and it is 0.758| Valid
ensured that it is helpful for consumers to learn about the
product and its usefulness
My product sales always meet the target 0.731| Valid
Marketing Relative product sales figures are increasing every month 0.808| Valid
Performance The number of subscribers is growing every year 0.761| Valid
Promotional strategies used to increase sales figures 0.813| Valid
The pricing strategy used adds to the company's profits 0.736| Valid
Images and videos displayed on the NTB mall web increase the 0.752| Valid
number of customers
[ always get a profit every month 0.801| Valid
Digital content displayed on the NTB Mall web/application 0.789| Valid
increased the number of visitors to my online store
Table 3 - Quality Criteria
Variable AVE Composite Reliability Cronbach’s Alpha
Online Marketing Mix (X1) 0.644 0.916 0.890
Online Representation (Xz) 0.780 0.914 0.860
Digital Content Marketing (X3) 0.686 0.929 0.909
Marketing Performance (Y) 0.600 0.923 0.905
Section “Economics” 3021
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Based on the data in Table 3, it can also be con-
cluded that all items are qualified, so all items are
valid and can be used to test this research model.

Internal Consistency Test Results. Based on the
Table 3, it can be seen that the value of the com-
posite reliability of each variable is more signifi-
cant than 0.70. Likewise, the value of Cronbach's
alpha is by the value recommended by [34],
which is greater than 0.60. Therefore, the inter-
nal consistency is concluded to have been ful-
filled.

Hypothesis Test

It is carried out to determine the degree of signif-
icance of the path coefficient by looking at the
resulting t-value (t-count). In this step, the test is
carried out by running the Bootstrapping algo-
rithm to determine whether the hypothesis pro-
posed is accepted. The hypothesis will be sup-
ported at a significance level of 0.05 if the signifi-
cance level is below 0.05 (5%).

In principle, this study uses one dependent vari-
able, which is influenced by three other variables.
The result of the R? value of the marketing per-
formance variable (Y), which is 0.529 or 52.9%,
means that the online marketing mix, online rep-
resentation, and digital content marketing varia-
bles can substantially explain the marketing per-
formance variable with a rate of 52.9%. At the
same time, the rest is influenced by other factors
not discussed in this study.

Table 4 - Structural Model Test Results
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Influence between Variables Coefficient | T Statistics | P Value | Conclusion
Online Marketing Mix -> Marketing performance 0.699 7.817 0.000 |Significant
Online representation -> Marketing performance -0.206 1.959 0.051 |Insignificant
Digital Content Marketing-> Marketing performance | 0.243 3.216 0.001 |Significant

This study's H; states, "Online marketing mix has
a significant effect on marketing performance".
Through hypothesis testing with PLS, the test re-
sults showed a coefficient value of 0.699 with a p-
value of 0.000, which is smaller than 0.05. So
there is a significant influence of the online mar-
keting mix on the marketing performance of NTB
Mall MSME:s by H (therefore, H1 is accepted).

This study's H; test proves that the online mar-
keting mix positively and significantly affects the
marketing performance of MSMEs in NTB Mall

Section “Economics”

This means that the better the online marketing
mix strategy applied by MSME players, the more
it will improve their marketing performance.
Vice versa, if the online marketing mix strategy
used by MSME players is wrong, the lower the
marketing performance will be.

This study's H; states, "Online representation has
a significant effect on marketing performance".
Through hypothesis testing with PLS, the test re-
sults showed a coefficient value of -0.206 with a
p-value of 0.051, which is greater than 0.05. It
can be concluded that there is no significant in-
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fluence of online representation on the market-
ing performance of NTB Mall MSMEs, which is
contrary to Hz of this study (thus, H: is rejected).

This study's H> test proves that online represen-
tation does not positively or significantly influ-
ence the marketing performance of MSMEs in
NTB Mall. This means that online indication ap-
plied by MSME actors is not believed to be able to
improve marketing performance, so only a few
MSME players continue to implement this strate-
gy.

This study's Hs states, "digital content marketing
has a significant effect on marketing perfor-
mance". Through hypothesis testing with PLS, a
coefficient value of 0.243 with a p-value of 0.001,
which is smaller than 0.05, was obtained. It can
be concluded that digital content marketing sig-
nificantly affects the marketing performance of
MSMEs in NTB Mall, which means that it is by H3
(therefore, Hs is accepted).

This study's Hs test proves that digital content
marketing has a positive and significant effect on
the marketing performance of MSMEs in NTB
Mall. This means that the better the digital con-
tent marketing mix strategy implemented by
MSME players, the more it will improve their
marketing performance. Vice versa, if the digital
content marketing strategy implemented by
MSME players is wrong, the lower the marketing
performance will be.

CONCLUSIONS

Online marketing mix has a positive and signifi-
cant effect on marketing performance. This
means marketing performance will improve if
MSME players implement an excellent online
marketing mix strategy. Some examples of online
marketing mixes that MSME players apply are
displaying various products. These price strate-
gies are affordable but affordable, promoting
through endorsers and collaborating with NTB
Mall as their distribution channel.

Online representation has no significant influ-
ence on marketing performance. This means that
efforts to change the online representation strat-
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