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 This study tried to explain the effect of digital marketing, supply chain integration, and innovation 
capabilities in increasing competitiveness and creative industries performance. There were three 
creative industry business sectors as units of analysis, namely culinary, craft and fashion sectors. 
A quantitative approach was used through a survey of 163 creative industries located in five re-
gions i.e.: Makassar City, ParePare City, Wajo Regency, Tana Toraja Regency and North Toraja 
Regency. While respondents were business owners, managers, and supervisors. Descriptive sta-
tistics, and structural equation modelling as a method of analysis. Results showed that digital 
marketing and integrated supply chain significantly influences competitiveness as well as creative 
industry performance. Meanwhile, innovation capability significantly influences competitiveness, 
but not significantly on creative industry performance. This study also proved that competitive-
ness significantly affected creative industry performance. In addition, this study also confirmed 
that competitiveness mediated partially on effect digital marketing and integrated supply chain 
toward business performance and mediated fully on effect innovation capability toward business 
performance, primarily in the context of creative industry development. 
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1. Introduction 
 
The growth of digital technology rapidly increased, giving some impacts on changes in product and service marketing strate-
gies for every company, including creative industries in Indonesia. Marketing activities which were initially conventional and 
offline-based are slowly undergoing be transformed to be contemporary online-based marketing which is generally better 
known as digital marketing. It has been empirically proven that digital technology enhancement is the impact of technological 
innovation carried out continuously and consistently by every organization in the industrial environment (Munizu, 2011; 
Saunila, 2020). 
  
As we know, in practice, e-technology-based business activities have been adopted and applied to all functions and business 
lines within a company. For example, in the marketing field, several creative industries have adopted digital marketing in 
promotional activities, branding and distribution of goods and services to customers. In general, digital marketing involves 
websites, social media marketing, and e-commerce applications with the aim to expand and improve customer access to com-
pany products, and extend product marketing areas (Sok et al., 2013). Through adoption and use intensively of digital mar-
keting, business actors can more easily monitor, and provide all customer wants and needs. On the other hand, customers can 
also more easily search and find data and information about products and services which are provided by the companies. 
Customer participation in providing some suggestions is an important element to create both competitiveness and sustainable 
creative industry performance (Salam & Houque, 2019). 
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The dynamic of the competitive environment is increasingly high after the Covid-19 pandemic has become seriously chal-
lenging for creative industries to recover and develop. However, online based marketing activities that have been carried out 
during Covid-19 pandemic have proven as one of fit strategies to maintain business sustainability, especially for the creative 
industry. Opportunities to increase product sales, market share, and marketing area can be achieved by digital marketing 
adoption in marketing activity and strategy (Singh et al., 2022). Moreover, the challenges of an external business environment 
can be used as opportunities to develop business performance through collaboration among parties such as suppliers, distrib-
utors, and customers in a supply chain system. Another advantage of the supply chain system is its capability to solve some 
important problems like distribution of products to customers (Tambunan, 2011; Jamaludin, 2021). The effectiveness of the 
supply chain system not only reduces costs but also increases consumer satisfaction, employee productivity, product sales, 
and profitability (Armayah et al., 2019; Saragih et al., 2020; Pono & Munizu, 2021).  
  
Some of the important elements in the strategic and operations management that can affect competitiveness as well as organ-
izational performance are innovation capabilities (Le & Ikram, 2022). Innovation capability involves several characteristics 
and company resources for improving business results. Therefore, the effort to improve innovation capabilities is a crucial 
element in increasing both competitiveness and company performance. Some previous studies found that innovation capability 
had a strong effect toward competitiveness and performance in all business aspects (Bahta et al., 2021; Abudaqa et al., 2022). 
From literature review and some previous studies, it was found that measuring the role of competitiveness as an intervening 
variable in the model of digital marketing, integrated supply chain, and innovation capability impact toward creative industry 
performance is still very limited, primarily in Indonesia context. Therefore, this study was conducted with the aim to explain 
the competitiveness role in mediating influence of digital marketing, integrated supply chain, and innovation capability on 
creative industry performance.  
 
2. Literature Review and Hypothesis 
 
2.1 Digital Marketing 

 
Recently, digital marketing use in business has become increasingly popular and massive within business organizations as a 
strategy and tool to improve product sales, expand markets, and enhance marketing performance. Digital marketing relates to 
digital-based marketing activity, including branding using various electronic-based media such as websites, social media 
marketing, and e-commerce platforms that enable active interaction among product providers, distributors, and customers 
through online systems. E-based marketing activity or digital marketing is also related to product promotion through online 
media by utilizing various media such as internet and social media networks (Yasmin et al., 2015). Digital marketing is to 
attract customers and potential markets. Several types of digital marketing are widely known for improving sales products 
and services like e-based advertising, e-billboards, and mobile marketing. Some advantages are using digital marketing such 
as speed of disseminating information, wide reach, effectiveness, and as media of building company brand (Alam & Khan, 
2015). Some previous studies have proven that use of digital marketing in marketing activities influences competitiveness 
and performance (Kawira et al., 2019; Tarsakoo & Charoensukmongkol, 2020). Social media marketing as one digital mar-
keting type has an important role in improving company performance. Types of social media marketing that are widely used 
and popular in the business world include Facebook, Instagram, and TikTok (Giantari et al., 2022). 

 
2.2 Integrated Supply Chain 
 
Process of managing company's business activities that consists of three flows i.e.: material flows, information flows and 
money flows that move from upstream to downstream, or vice versa, which is expected to provide added value for consumers 
and all business partners along the supply chain system (Jacobs & Chase, 2018). The concept of integration more shows a 
process of strategic cooperation among members in the supply chain system, which if managed effectively can increase op-
erational efficiency, profit, value and satisfaction for all parties involved (Cao et al. al., 2015). Integrated supply chain relates 
to the extent to which all manufacturing activities from suppliers to customers can be integrated in a system (Huo et al., 2016).  
 
Integrated supply chain can be used either as an approach or strategy that is useful for improving company performance in 
various aspects or sizes. This concept consists of internal and external integration. Internal integration covers collaboration, 
coordination, communication, and cooperation within functional areas, which make organization to be cohesive. Then, exter-
nal integration relates to integration with customers, and suppliers. Several empirical study results revealed the importance of 
integrated supply chain in improving competitive advantage as well as company performance (Otchere et al., 2013; Munizu 
et al., 2019). 
 
2.3 Innovation Capability 
 
Capability relates to a company’s ability in integrating and optimizing the use of resources organizational to achieve goals. 
In management and organizational literature, innovation is a company's ability to apply ideas and creativity in solving com-
pany problems and enhancing business performance. A company's ability to innovate is an important factor so that companies 
are able to compete and survive in the competitive environment. Because of innovation, each company can create growth in 
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terms of market share and company profits (Ali et al., 2020). 
 
Putra et al. (2020) said that many organizations try to improve their capability with considered sources of innovation such as 
knowledge, and expertise within an organization. Innovation capabilities contain some dimensions i.e.: technology manage-
ment, research and development and technological innovation. It also consists of a comprehensive set of characteristics in 
each organization to support business strategy and performance. Innovation capability is also related to a company’s ability 
to improve product quality, develop new products, and utilize the latest technology. Innovation capability has a strong influ-
ence on a company's success, especially in managing costs and business performance. Some studies recently proved that key 
factor in the success of an organization related to innovation capability (Jin & Choi, 2019). Additionally, innovation capabil-
ities are also able to create competitive advantages (Purwati et al., 2021; Sitohang & Wiwoho, 2022).  
 
2.4 Competitiveness 
 
Conceptually, competitiveness contains several organization assets to build relative position among competitors in the market. 
It also consists of several capabilities that make each organization unique and different in a competitive environment. One of 
the ways that can be taken to increase competitiveness is through improving the company's capabilities or competencies 
consistently as well as continuously. Competitiveness also depends on how much organizational resources are owned com-
pared to its competitors (Tambunan, 2011; Pono et al., 2018). 
 
The concept and measurement of competitiveness can vary from one study to another, because the concept of competitiveness 
contains multidimensional concepts. Therefore, it is possible that there are various definitions, understandings and measure-
ments in the concept of competitiveness. Lakhal (2009) measured company competitiveness using four indicators i.e.: low 
price, high product quality, product innovation, speed of product introduction on the market. Companies will gain high com-
petitiveness if they are able to implement flexibility, innovation, quality, and cost efficiency strategies optimally (Lin & Tsai, 
2016). The main competitive dimensions can be divided into several dimensions including price, quality and reliability, de-
livery speed and its reliability, and flexibility (Jacobs & Chase (2018). Some of previous studies explain that companies will 
have superior competitiveness if they are consistently in managing and fixing competitiveness elements. Competitiveness has 
a strong relationship and effect toward performance. High competitiveness will generate best results for each organization 
(Hutahayan & Yufra, 2019; Wijaya & Suasih, 2020; Riyadi & Munizu, 2022). 
 
2.5 Business Performance 
 
Measuring company performance is a very important activity to determine the organization's achievements in each period. It 
is related to an organization’s work in a certain period in implementing its programs and activities based on the vision and 
mission that have been set before. Performance measurement is designed to assess how well an organization's activities are 
carried out, and to identify whether continuous improvements have been made in relevant aspects. In general, measuring 
performance in an organization can use one of two main approaches, namely traditional approach, and contemporary ap-
proach. The traditional approach emphasizes comparing actual performance with budgeted performance or standard costs, 
while the contemporary approach uses business activities as a basis for measuring company performance. Traditional ap-
proach measurement focused on financial aspects. Meanwhile, contemporary performance measurement includes broader 
aspects such as: marketing aspects, operational aspects, internal business processes, and customer satisfaction (Hansen & 
Mowen, 2006). Measurement of business performance by researchers found various indicators. For example, Lakhal (2009) 
measures company performance based on strategic management, marketing and operations management literature using three 
performance dimensions namely financial, operational and product quality performance. Sahoo (2019), and Tang et al. (2020) 
measure company performance using indicators of sales, profits, market share, investment turnover, employee productivity 
and customer satisfaction. Moreover, Munizu et al. (2019) use financial and non-financial aspects in explaining business 
performance.  Furthermore, the following figure is a conceptual framework model that describes the pattern of relationships 
and influences among variables based on both empirical and theoretical studies. The conceptual model above comprehen-
sively describes the influence among variables which are constructed based on systematic scientific steps. Thus, hypothesis 
can be formulated as follows: 

H1: Digital marketing influences competitiveness. 
H2: Integrated supply chain influences competitiveness. 
H3: Innovation capability influences competitiveness. 
H4: Digital marketing influences business performance. 
H5: Integrated supply chain influences business performance. 
H6: Innovation capability influences business performance. 
H7: Competitiveness influences business performance. 
H8: Competitiveness can mediate the impact of digital marketing toward business performance. 
H9: Competitiveness can mediate the impact of integrated supply chains toward business performance. 
H10: Competitiveness can mediate the impact of innovation capability toward business performance. 
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Fig. 1. Research conceptual model 
 
3. Research Methods 
 
This study used a survey approach in collecting data, both primary data and secondary data. Unit analysis involves the creative 
industry operating in culinary, craft and fashion sectors. The location of this study is around five creative industry center areas, 
namely: Makassar City, ParePare City, Tana Toraja Regency, North Toraja Regency, and Wajo Regency. This study used 
samples of 163 creative industries, where the respondents consisted of managers, supervisors, and business owners. The re-
search variables consist of exogenous variables which include digital marketing, integrated supply chain, and innovation 
capability. While endogenous variables consist of competitiveness, and company performance. Perception of respondents on 
indicators in the questionnaire were measured using a 1-5 Likert Scale.  
  
Based on a review of empirical study and testing of questionnaire instruments, three indicators were reflected in the digital 
marketing variable (X1), namely intensity of product marketing activities via websites (X1.1), social media marketing (X1.2), 
e-commerce platforms (X1.3). Then, integrated supply chain variable (X2) is reflected with four indicators, namely partner-
ship in the supply chain system (X2.1), internal, and external integration (X2.2), active customer involvement in providing 
input to companies (X2.3), feedback and follow-up (X2.4). Innovation capability variable (X3) is also formed through four 
indicators, namely product and service design development (X3.1), production process efficiency (X3.2), production and 
service process quality (X3.3), product and service innovation (X3.4). Variable of competitiveness (Y1) is formed by three 
indicators, i.e.: cost (Y1.1), product quality (Y1.2), speed of product delivery to customers (Y1.3). Furthermore, variable of 
creative industry performance (Y2) is reflected through five indicators, i.e.: product sales growth (Y2.1), market share growth 
(Y2.2), profit growth (Y2.3), investment turnover rate (Y2.4), and employee productivity growth (Y2.5). This study collected 
data and information through field surveys. Its results are tabulated, processed and analyzed by using descriptive statistical, 
and structural equation modeling (SEM). Structural equation model analysis used to test research hypotheses include both 
direct and indirect effects among variables. Moreover, testing of significance the indirect effect between variables used Sobel 
test (Hair et al., 2018). 
 

4. Results and Discussion 

4.1 Description of Respondent  
 
The results showed that of 163 respondents, there were 124 men (76.1%) and 39 women (23.9%) with a dominant age of 121 
people between 30-50 years (74.3%). Then, there were 119 people (73.1%) with high school and bachelor's degrees. Then, 
description of type of businesses, age of business, and locations of business as described below. 
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Table 1 
Respondent profile 

No Description Frequency Percentage (%) 
1 Business type:     
 a. Culinary 56 34.36 
 b. Crafts 72 44.17 
 c. Fashion 35 21.47 
2 Age of business (years):   
 a. < 5  24 14.72 
 b. 6-15 29 17.79 
 c. 16-25 64 39.26 
 d. > 25  46 28.22 
3 Locations of business:   
 a. Makassar City 48 29.45 
 b. ParePare City 34 20.86 
 c. Wajo Regency 22 13.50 
 d. Tana Toraja Regency 33 20.25 
 e. Toraja Utara Regency 26 15.95 

 
 
The results of data analysis in Table 1 showed that creative industries operated in three business sectors, namely culinary, 
crafts and fashion. The dominant type of business is the craft sector, amounting to 72 people (44.2%), with length of business 
between 11-20 years, namely 64 people (39.3%). Based on business location, mostly it came from Makassar City (29.5%), 
and ParePare City (20.9%), while the rest were in Tana Toraja Regency, North Toraja Regency, and Wajo Regency (49.6%) 
 
4.2 Description of Variable Characteristics 
 
An overview of variable characteristics is obtained from output of descriptive statistical and confirmatory factor analysis. 
Brief description of characteristics of variables and indicators based on mean, loading factor, and goodness of fit index as 
follows. 
 
Table 2 
Variable characteristics based on mean, loading factor, and GFI 

No Variable Mean Loading factor GFI Description 
1 Digital marketing (X1) 
  X1.1 4.150 0.721 1.000 

(fit) 
Good 

  X1.2 4.198 0.724 Good 
  X1.3 3.987 0.590 Good 
2 Integrated supply chain (X2) 
  X2.1 4.210 0.694 0.992 

(fit) 
Very good 

  X2.2 3.908 0.791 Good 
  X2.3 3.981 0.828 Good 
  X2.4 3.638 0.420 Good 
3 Innovation capability (X3) 
  X3.1 3.834 0.592 0.995 

(fit) 
Good 

  X3.2 3.736 0.733 Good 
  X3.3 3.754 0.824 Good 
  X3.4 3.797 0.630 Good 
4 Competitiveness (Y1) 
  Y1.1 3.926 0.588 1.000 

(fit) 
Good 

  Y1.2 3.877 0.940 Good 
  Y1.3 3.754 0.690 Good 
5 Creative industry performance (Y2) 
  Y2.1 3.570 0.424 0.984 

(fit) 
Good 

  Y2.2 3.785 0.644 Good 
  Y2.3 3.969 0.902 Good 
  Y2.4 3.895 0.724 Good 
  Y2.5 3.975 0.543 Good 

 
 
Data and information on Table 2 revealed completely variable characteristics. Results of analysis showed that generally re-
spondents perceive five variables and their indicators at a good level, except for indicator X2.1, namely partnership in the 
supply chain system at variable of integrated supply chain at a very good level (4.210). In addition, the indicator that is 
perceived lower than other indicators of Y2.1, that is product sales growth (3.570). Furthermore, the table also provides results 
of confirmatory factor analysis through loading factor values for each indicator and model fit index for each variable. The 
loading factor value of each indicator confirms that these indicators have good values, and a high suitability index (0.90-1.00). 
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The digital marketing variable is more dominantly reflected by indicator X1.2, namely product marketing via social media 
marketing like Instagram, and TikTok (0.724). Then, integrated supply chain is more dominantly reflected by indicator X2.2, 
that is internal and external integration (0.791). Then, the variable of innovation capability is more dominantly reflected by 
indicator X3.3, namely quality of production and service processes (0.824).  
  
The results of analysis also showed that competitiveness variable is more dominantly reflected by indicator Y1.2, that is 
product quality with a loading factor of 0.940. Meanwhile, the creative industry performance variable is more dominantly 
reflected by indicator Y2.3, namely profit growth with a loading factor of 0.902. In accordance with the results of this analysis, 
there were several important elements that must be improved by managers of creative industries. That includes intensity of 
product marketing on e-commerce platforms such as Alibaba, Tokopedia, Lazada, and Shopee, feedback and follow-up on 
customer suggestions or voice of customer, efficiency of production process, speed of product delivery to customers, and 
growth of product sales. 

  
4.3 Results of Structural Equation Modeling 
  
Testing of research hypotheses in this study used covariance-based structural equation model analysis (SEM-AMOS). The 
first step is to test the suitability of the model or fit model by using standard criteria. A good model must have a good suitability 
index, and it meets at least one of the standard criteria. The second step is to analyze the influence among variables at confi-
dence level of 95% and error rate of 5%. A significant effect occurs when probability value is <0.05, or value of critical ratio 
is > 1.960 (Hair et al., 2018). The following table completely presented research model suitability level test results. 
Table 3 
Results of goodness of fit model 

Criteria Standard score Results Conclusion 
Chi-Square Expected small 216.376 Good 
CMIN/DF ≤ 2.00 1.642 Good 
GFI ≥ 0.90 0.881 Marginal 
RMSEA ≤ 0.08 0.063 Good 
CFI ≥ 0.90 0.926 Good 
TLI ≥ 0.90 0.904 Good 

 
Based on Table 3, it can be concluded that research model has met five criteria as requirements for a good model, namely 
Chi-Square, CMIN/DF, RMSEA, CFI, and TLI, whereas one another criteria, that is GFI still in marginal category with value 
of 0.881 (GFI > 0.90). In brief, results of hypothesis testing can be seen in the following table. 
 

Table 4  
Results of research hypothesis test 

Hypothesis Description Path Coeff. C.R. Prob. Conclusion 
1 X1 → Y1 0.290 2.670 0.008 H1, supported 
2 X2 → Y1 0.216 2.603 0.009 H2, supported 
3 X3 → Y1 0.561 4.837 0.000 H3, supported 
4 X1 → Y2 0.360 2.443 0.015 H4, supported 
5 X2 → Y2 0.364 3.173 0.002 H5, supported 
6 X3 → Y2 0.187 1.633 0.102 H6, rejected 
7 Y1 → Y2 0.347 2.376 0.017 H7, supported 
8 X1 → Y1 → Y2 0.101 2.104 0.035 H8, supported*) 
9 X2 → Y1 → Y2 0.075 2.103 0.034 H9, supported*) 
10 X3 → Y1 → Y2 0.195 2.507 0.012  H10, supported*) 

*) Result of Sobel test 
 

Based on Table 4 above, from ten hypotheses tested, nine hypotheses were supported, while one other hypothesis was rejected. 
The Variability of digital marketing significantly affects competitiveness. This result is supported by a significant critical ratio 
(2.670 > 1.960). Therefore, the first hypothesis formulated, namely digital marketing has a significant impact on competitive-
ness of creative industries supported by empirical data (Hypothesis 1, supported). Then, the variable of the integrated supply 
chain significantly affects competitiveness. This result is supported by a significant critical ratio (2.603 > 1.960). So, the 
second hypothesis formulated, namely integrated supply chains has a significant impact on competitiveness of creative indus-
tries supported by empirical data (Hypothesis 2, supported). In addition, the variable of innovation capability significantly 
influences competitiveness. This result is supported by a significant critical ratio (4.837 > 1.960). Therefore, the third hypoth-
esis formulated, namely innovation capabilities has a significant impact on competitiveness of creative industries supported 
by empirical data (Hypothesis 3, supported). 
  
This study also found that variables of digital marketing significantly affect business performance. This result is supported by 
a significant critical ratio (2.443 > 1.960). So, the fourth hypothesis formulated, namely digital marketing has a significant 
influence on creative industry performance supported by empirical data (Hypothesis 4, supported). Variability of integrated 
supply chains also significantly affects performance. This result is supported by a significant critical ratio (3.173 > 1.960). 
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Therefore, the fifth hypothesis formulated, namely integrated supply chain, has a significant impact on creative industry per-
formance supported by empirical data (Hypothesis 5, supported). Then, the variable of innovation capability has a positive 
impact, but not significant on creative industry performance. This result is supported by a non-significant critical ratio (1.633 
< 1.960). So, the sixth hypothesis formulated, namely innovation capability has a significant impact on creative industry 
performance is not supported by empirical data (Hypothesis 6, rejected). Additionally, the variable of competitiveness signif-
icantly affects performance. This result is supported by a significant critical ratio (2.376 > 1.960). Therefore, the seventh 
hypothesis formulated, namely competitiveness, has a significant impact on creative industries performance supported by 
empirical data (Hypothesis 7, supported). 
  
Furthermore, the variable of digital marketing significantly affects creative industries performance mediated by competitive-
ness. The results of the Sobel test showed a significant critical ratio (2.104 > 1.960). The mediating role of competitiveness 
variables is included in the category “partial mediation”.  Therefore, the eighth hypothesis, namely digital marketing affecting 
creative industries performance mediated by competitiveness is supported by data (Hypothesis 8, supported). Then, the vari-
able of integrated supply chain significantly affects creative industries performance mediated by competitiveness. The results 
of the Sobel test showed a significant critical ratio (2.103 > 1.960). Mediating role of competitiveness variables is included in 
the category as "partial mediation". Therefore, the ninth hypothesis, namely integrated supply chain affected creative indus-
tries performance mediated by competitiveness is supported by data (Hypothesis 9, supported). Moreover, the variable of 
innovation capability significantly affects creative industries performance mediated by competitiveness. The results of the 
Sobel test showed a significant critical ratio (2.507 > 1.960). So, the mediating role of competitiveness is included in the 
category as "full mediation". Therefore, the tenth hypothesis, namely innovation capability affecting creative industries per-
formance mediated by competitiveness is supported by data (Hypothesis 10, supported). 
  
Research findings showed that use of digital marketing can positively increase creative industries competitiveness. As much 
as 29% of competitiveness variation is influenced by use of digital marketing. Product promotion and marketing activities 
through websites, social media marketing, and e-commerce platforms will encourage increasing competitiveness which can 
be observed in cost dimension, quality aspect, and also speed product delivery. Digital marketing also positively improves 
creative industries performance. As much as 36% of performance variations are influenced by digital marketing. The use of 
digital marketing that is increasingly optimal will increase product sales, market share, profit growth, investment turnover, 
and employee productivity. Then, the findings of this study also showed that use of digital marketing can indirectly improve 
creative industry performance through the role of competitiveness as a mediating variable with a contribution value of 10.1%, 
and significant (0.035 < 0.05). The role of competitiveness in this context includes the partial mediation category. This study 
supports Afifah & Najib (2022), adopting digital marketing has a positive relationship with performance. Then strengthen 
some findings that digital marketing through internet applications, social media marketing, and e-commerce platforms is a 
contemporary marketing strategy that can improve competitiveness, marketing performance, and overall organizational per-
formance (Kawira et al., 2019; Tarsakoo & Charoensukmongkol, 2020; Singh et al., 2022). Both competitiveness and perfor-
mance are affected by digital marketing, especially during the Covid-19 pandemic (Giantari et al., 2022). Digital marketing 
use needs to be improved for supporting business performance in competitive era, including hospitality and tourism sectors 
(Yasmin et al., 2015; De Pelsmacker et al., 2018). 
  
These findings also confirm that integrated supply chains can positively improve creative industries’ competitiveness. As 
much as 21.6% of competitiveness variation is influenced by integrated supply chains. A better partnership built in the supply 
chain system, integration of internal and external, active involvement of customers giving input, and rapid feedback and 
follow-up will encourage increased competitiveness. Efficient production costs, product quality, and faster product delivery 
to customers are indications that the company's competitiveness is good. In addition, an integrated supply chain can also 
positively improve creative industry performance. As much as 36.4% of business performance variation is influenced by 
integrated supply chains. Furthermore, these results also showed that integrated supply chains can indirectly improve perfor-
mance of creative industry through the role of competitiveness as a mediating variable with a contribution value of 7.5%, and 
significant (0.034 < 0.05). The role of competitiveness in this context includes the partial mediation category. This confirmed 
and strengthened Pono & Munizu (2021) that concluded effective supply chain management not only creates lower costs but 
also supports company performance improvement, especially on aspects of profitability, productivity, and market share. It 
also confirmed both partnerships and collaboration in supply chain systems can improve company efficiency, value, and 
performance (Lii & Kuo, 2016; Mofokeng et al., 2019). Furthermore, Kherbach & Mocan (2016), and Cerchione et al. (2018) 
argued that a supply chain system can promote value for all supply chain members, increase competitiveness, and company 
performance. Effective supply chain management has a significant and positive impact on competitiveness as well as business 
performance (Munizu et al., 2019; Jamaluddin, 2021). In addition, results of study by Ricardianto et al. (2023) confirm the 
importance of competitiveness on performance improvement. In a dynamic and competitive industrial environment, every 
company is advised to focus on efforts to manage supply chains, and improve their innovation capabilities, because these two 
elements are key success factors to generate best performance within companies (Saragih et al. 2020; Kurdish et al.,2023). 
  
The company's innovation capability consists of the ability to develop product and service design, production process effi-
ciency, quality production and service processes, and product and service innovation capabilities. The results showed that 
innovation capabilities can positively increase competitiveness. As much as 56.1% of variation in competitiveness is 
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influenced by the company's innovation capabilities. However, research findings showed that innovation capabilities have an 
insignificant effect on performance of creative industry (0.102 > 0.05). The contribution of innovation capabilities in improv-
ing performance of the creative industry is only 18.7%. Furthermore, the results of findings showed that innovation capability 
can indirectly improve performance of creative industry through the role of competitiveness as a mediating variable with a 
contribution value of 19.5%, and significant (0.012 < 0.05). The role of competitiveness in this context is included in the full 
mediation category. The results of this study are in line with several previous studies such as Omar et al. (2016), and Waseem 
et al. (2018) which emphasized the importance of the company's innovation ability as an important element in improving 
competitiveness as well as organizational performance. The findings of this study are also consistent with the research of 
Puspita et al. (2020) which confirmed and proved capability of innovation to increase both competitiveness and performance, 
especially furniture industries. Company's ability to develop product design, efficient production processes, and timely prod-
uct delivery are important elements of innovation capabilities that influence business results (Hanaysha et al., 2022). In a 
competitive industrial environment, innovation capabilities play a very important role in creating sustainable company com-
petitiveness (Sari et al., 2023; Al-Sharif et al., 2023). 
  
Furthermore, the study’s findings confirmed the role of competitiveness improving creative industry performance. As much 
as 34.7% of the variation in performance is influenced by competitiveness. Companies that operate with efficient costs, quality 
products, and fast delivery of products to customers will have an impact on business results such as sales, and profit. Then, it 
is consistent with Udriyah et al. (2019), and Cahyono et al. (2023) that found a significant impact of competitiveness on 
performance. Lestari et al. (2020) suggest that in the context of creative industry management, high company competitiveness 
can be seen in increasingly efficient production costs, competitive product prices, quality, flexibility, fast and precise delivery 
of products and services, and speed in responding to changes in market demand. Then high business performance can be seen 
from growth in several important aspects, namely sales, market share, profits, assets, and employee productivity. 
  
Based on several findings as explained before, this study suggests to managers of creative industries an understanding of the 
importance of digital marketing including e-commerce platforms such as Toko Pedia, Shopee, Lazada, and Ali Baba to en-
courage sales of company products and services. The importance of feedback from customers, and follow-up quickly. Then 
it is necessary to consider of importance of a company's ability to carry out a more efficient production process and efforts to 
provide product delivery to consumers quickly and real-time. In addition, creative industries need to evaluate and analyze 
trends in selling products and services periodically which will be used as a basis for compiling programs and activities for 
development both competitiveness and performance. 

  
5. Conclusions 
This study has confirmed that competitiveness can mediate on impact digital marketing, integrated supply chain, and innova-
tion capability toward creative industry performance. The findings of this study showed that competitiveness partially medi-
ates impact digital marketing, and supply chain integration toward creative industry performance, and fully mediates impact 
innovation capability toward creative industry performance. Findings of this study also confirmed that innovation capability 
has a direct, and significant effect toward competitiveness, but not significant on business performance. Meanwhile, digital 
marketing and supply chain integration significantly affect competitiveness and creative industries performance. Therefore, a 
number of efforts to improve creative industry performance can be carried out by management and business actors through a 
number of strategies, policies, programs, and activities that focus on increasing cost efficiency, competitive pricing, quality 
products, and real-time product delivery. The intensity of digital marketing using, the existence of an integrated supply chain 
system, and innovation capabilities can generate significant impact on creative industries performance, when elements of the 
company's competitiveness are improved consistently, continuously, and sustainably. 
  
Acknowledgment 
  
On behalf of the authors, we expressed our thanks to all parties who have helped in the process of completing this research. 
Special thanks to Indonesian government by Ministry of Education and Culture, Research and Technology and LP2M Ha-
sanuddin University for its trust through a regular fundamental research grant financing scheme in 2023 in accordance with 
decision letter number: 124/E5/PG.02.00.PL/2023, with contract number: 02381/UN4.22/PT 01.03/2023. 
References 

Abudaqa, A., Alzahmi, R. A., Almujaini, H., & Ahmed, G. (2022). Does innovation moderate the relationship between digital 
facilitators, digital transformation strategies and overall performance of SMEs of UAE?. International Journal of Entre-
preneurial Venturing, 14(3), 330-350 

Afifah, A. N., & Najib, M. (2022). Digital marketing adoption and the influences towards business successes of MSMEs 
creative sector in Indonesia and Malaysia. Jurnal Aplikasi Manajemen, 16(3), 377-386 

Alam, M. S., & Khan, B. M. (2015). Impact of social media on Brand equity: A literature analysis. AIMA Journal of Man-
agement & Research, 9(4), 1-12 

Ali, H., Hao, Y., & Aijuan, C. (2020). Innovation capabilities and small and medium enterprises' performance: An exploratory 
study. The Journal of Asian Finance, Economics and Business, 7(10), 959-968 



M. Munizu et al.  / International Journal of Data and Network Science 8 (2024) 1033

Al-Sharif, A. M., Ali, M. H., Jaharuddin, N. S., Abdulsamad, A., & Jandab, A. (2023). The Role of Innovation Capability in 
the Relationship between Entrepreneurial Leadership and Innovation Performance in the SMEs Service Industry. Advances 
in Social Sciences Research Journal, 10(1), 264-278 

Armayah, Sumardi, Damang, K., & Munizu, M. (2019). Supply chain collaboration and its effect on SMEs’ competitiveness 
of seaweed business sector in Takalar Regency. In IOP Conference Series: Earth and Environmental Science, 235(1), 
012015 

Bahta, D., Yun, J., Islam, M. R., & Ashfaq, M. (2021). Corporate social responsibility, innovation capability and firm perfor-
mance: evidence from SME. Social Responsibility Journal, 17(6), 840-860 

Cahyono, Y., Purwoko, D., Koho, I., Setiani, A., Supendi, S., Setyoko, P., ... & Wijoyo, H. (2023). The role of supply chain 
management practices on competitive advantage and performance of halal agroindustry SMEs. Uncertain Supply Chain 
Management, 11(1), 153-160 

Cao, Z., Huo, B., Li, Y., & Zhao, X. (2015). Competition and supply chain integration: a taxonomy perspective. Industrial 
Management & Data Systems, 115(5), 923-950 

Cerchione, R., Centobelli, P., & Shabani, A. (2018). Sustainability orientation, supply chain integration, and SMEs perfor-
mance: A causal analysis. Benchmarking: An International Journal, 25(9), 3679-3701 

De Pelsmacker, P., Van Tilburg, S., & Holthof, C. (2018). Digital marketing strategies, online reviews and hotel performance. 
International Journal of Hospitality Management, 72, 47-55 

Giantari, I. G. A. K., Yasa, N. N. K. Y., Suprasto, H., & Rahmayanti, P. (2022). The role of digital marketing in mediating 
the effect of the COVID-19 pandemic and the intensity of competition on business performance. International Journal of 
Data and Network Science, 6(1), 217-232 

Hair, J., Black, W., Babin, B., & Anderson, R. (2018). Multivariate Data Analysis. 8th edition. Uppersaddle River: Pearson 
Prentice Hall Inc. 

Hanaysha, J. R., Al-Shaikh, M. E., Joghee, S., & Alzoubi, H. M. (2022). Impact of innovation capabilities on business sus-
tainability in small and medium enterprises. FIIB Business Review, 11(1), 67-78 

Hansen, D.R., & Mowen, M.M. (2006). Management Accounting. Sixth edition. Ohio: South Western Publishing Inc. 
Huo, B., Ye, Y., Zhao, X., & Shou, Y. (2016). The impact of human capital on supply chain integration and competitive 

performance. International Journal of Production Economics, 178, 132-143 
Hutahayan, B., & Yufra, S. (2019). Innovation speed and competitiveness of food small and medium-sized enterprises (SME) 

in Malang, Indonesia: Creative destruction as the mediation. Journal of Science and Technology Policy Management, 
10(5), 1152-1173 

Jacobs, F.R., & Chase, R.B. (2018). Operation and Supply Chain Management. 15th Edition. New York, USA: McGraw-Hill 
Inc. 

Jamaludin, M. (2021). The influence of supply chain management on competitive advantage and company performance. Un-
certain Supply Chain Management, 9(3), 696-704 

Jin, S. H., & Choi, S. O. (2019). The effect of innovation capability on business performance: A focus on IT and business 
service companies. Sustainability, 11(19), 5246 

Kawira, K. D., Mukulu, E., & Odhiambo, R. (2019). Effect of Digital Marketing on the Performance of MSMES in Kenya. 
Journal of Marketing and Communication, 2(1), 1-23 

Kherbach, O., & Mocan, M. L. (2016). The importance of logistics and supply chain management in the enhancement of 
Romanian SMEs. Procedia-Social and Behavioral Sciences, 221, 405-413. 

Kurdi, B., Alquqa, E., Alzoubi, H., Alshurideh, M., & Al-Hawary, S. (2023). The effect of process quality improvement and 
lean practices on competitive performance in the UAE healthcare industry. Uncertain Supply Chain Management, 11(1), 
261-266. 

Lakhal, L. (2009). Impact of quality on competitive advantage and organizational performance. Journal of the Operational 
Research Society, 60(5), 637-645. 

Le, T. T., & Ikram, M. (2022). Do sustainability innovation and firm competitiveness help improve firm performance? Evi-
dence from the SME sector in vietnam. Sustainable Production and Consumption, 29, 588-599 

Lestari, S. D., Leon, F. M., Widyastuti, S., Brabo, N. A., & Putra, A. H. P. K. (2020). Antecedents and consequences of 
innovation and business strategy on performance and competitive advantage of SMEs. The Journal of Asian Finance, 
Economics and Business, 7(6), 365-378 

Lii, P., & Kuo, F. I. (2016). Innovation-oriented supply chain integration for combined competitiveness and firm performance. 
International Journal of Production Economics, 174, 142-155 

Lin, C., & Tsai, H. L. (2016). Achieving a firm’s competitive advantage through dynamic capability. Baltic Journal of Man-
agement, 11(3), 260-285 

Mofokeng, T. M., & Chinomona, R. (2019). Supply chain partnership, supply chain collaboration and supply chain integration 
as the antecedents of supply chain performance. South African Journal of Business Management, 50(1), 1-10 

Munizu, M. (2011). Critical total quality management in manufacturing companies: A case study in Makassar. Journal of 
Economics, Business, & Accountancy Ventura, 14(2), 175-184 

Munizu, M., Pono, M., & Alam, S. (2019). The impact of information technology application on supply chain integration and 
competitive advantage: Indonesian fishery industry context. Calitatea, 20(169), 151-156 

Omar, N. A., Aris, H. M., & Nazri, M. A. (2016). The effect of entrepreneurial orientation, innovation capability and 
knowledge creation on firm performance: A perspective on small scale entrepreneurs. Jurnal Pengurusan, 48(1), 187-200 



 1034

Otchere, A. F., Annan, J., & Quansah, E. (2013). Assessing the challenges and implementation of supply chain integration in 
the cocoa industry: A factor of cocoa farmers in Ashanti region of Ghana. International Journal of Business and Social 
Science, 4(5), 112-123 

Pono, M., & Munizu, M. (2021). The role of company competitiveness as mediation variable the impact of supply chain 
practices on operational performance. Uncertain Supply Chain Management, 9(1), 125-132 

Pono, M., Mappigau, P., Hamid, N., Amar, M. Y., Munizu, M., Munir, A. R., & Meutia, A. S. (2018). Strategy of development 
on core competencies in improving competitiveness of cocoa in Mamuju regency, West Sulawesi province. Academy of 
Strategic Management Journal, 17(4), 1-5 

Purwati, A., Budiyanto, B., Suhermin, S., & Hamzah, M. (2021). The effect of innovation capability on business performance: 
The role of social capital and entrepreneurial leadership on SMEs in Indonesia. Accounting, 7(2), 323-330 

Puspita, L. E., Christiananta, B., & Ellitan, L. (2020). The effect of strategic orientation, supply chain capability, innovation 
capability on competitive advantage and performance of furniture retails. International Journal of Scientific & Technology 
Research, 9(03), 4521-4529 

Putra, I., Sunarsih, N., Novitasari, L., & Setini, M. (2020). Exploring the relationship between social capital, innovation ca-
pability and innovation during the coronavirus pandemic. Uncertain Supply Chain Management, 8(4), 857-864 

Ricardianto, P., Lembang, A., Tatiana, Y., Ruminda, M., Kholdun, A., Kusuma, I., ... & Endri, E. (2023). Enterprise risk 
management and business strategy on firm performance: The role of mediating competitive advantage. Uncertain Supply 
Chain Management, 11(1), 249-260 

Riyadi, S., & Munizu, M. (2022). The external environment dynamics analysis towards competitive advantage and company 
performance: the case of manufacture industry in Indonesia. International Journal of Productivity and Quality Manage-
ment, 35(2), 143-156 

Sahoo, S. (2019). Quality management, innovation capability and firm performance: Empirical insights from Indian manu-
facturing SMEs. The TQM Journal, 31(6), 1003-1027 

Salam, S., & Hoque, A. S. M. M. (2019). The role of social media and effect of relationship marketing on SME performance 
in Bangladesh: Multi-group CFA. Asian People Journal (APJ), 2(1), 12-31 

Saragih, J., Tarigan, A., Silalahi, E. F., Wardati, J., & Pratama, I. (2020). Supply chain operational capability and supply chain 
operational performance: Does the supply chain management and supply chain integration matters. Int. J Sup. Chain. Mgt 
Vol, 9(4), 1222-1229 

Sari, D., Kusuma, B. A., Sihotang, J., & Febrianti, T. (2023). The role of entrepreneurial marketing & innovation capability 
in the performance of SMEs during covid-19 pandemic: Evidence of MSMEs in West Java. Cogent Business & Manage-
ment, 10(1), 2194091 

Saunila, M. (2020). Innovation capability in SMEs: A systematic review of the literature. Journal of Innovation & knowledge, 
5(4), 260-265 

Singh, S., Singh, G., & Dhir, S. (2022). Impact of digital marketing on the competitiveness of the restaurant industry. Journal 
of Foodservice Business Research, 1-29 

Sitohang, A. C., & Wiwoho, B. (2022). Government Policy, Innovation Capability, Internal Environment and Its Influence 
on the Business Performance of Craftsmen at the Silver Handicraft Industry Clushter in Pasuruan Regency. IJEBD (Inter-
national Journal of Entrepreneurship and Business Development), 5(1), 35-47 

Sok, P., O'Cass, A., & Sok, K. M. (2013). Achieving superior SME performance: Overarching role of marketing, innovation, 
and learning capabilities. Australasian Marketing Journal, 21(3), 161-167 

Tambunan, T. T. (2011). Development of micro, small and medium enterprises and their constraints: A story from Indonesia. 
Gadjah Mada International Journal of Business, 13(1), 21-43 

Tang, G., Park, K., Agarwal, A., & Liu, F. (2020). Impact of innovation culture, organization size and technological capability 
on the performance of SMEs: The case of China. Sustainability, 12(4), 1355 

Tarsakoo, P., & Charoensukmongkol, P. (2020). Dimensions of social media marketing capabilities and their contribution to 
business performance of firms in Thailand. Journal of Asia Business Studies, 14(4), 441-461 

Udriyah, U., Tham, J., & Azam, S. J. M. S. L. (2019). The effects of market orientation and innovation on competitive ad-
vantage and business performance of textile SMEs. Management Science Letters, 9(9), 1419-1428 

Waseem, B., Loo-See, B., Adeel, A., & Riaz, A. (2018). Impact of intellectual capital on innovation capability and organiza-
tional performance: An empirical investigation. Serbian Journal of Management, 13(2), 365-379 

Wijaya, P. Y., & Suasih, N. N. R. (2020). The effect of knowledge management on competitive advantage and business 
performance: A study of silver craft SMEs. Entrepreneurial Business and Economics Review, 8(4), 105-121 

Yasmin, A., Tasneem, S., & Fatema, K. (2015). Effectiveness of digital marketing in the challenging age: An empirical study. 
International journal of management science and business administration, 1(5), 69-80.  

 

    

© 2024 by the authors; licensee Growing Science, Canada. This is an open access article distrib-
uted under the terms and conditions of the Creative Commons Attribution (CC-BY) license 
(http://creativecommons.org/licenses/by/4.0/). 

 


