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 To increase competitive advantage, any company needs to improve its supply chain management. 
The aim of this study is to define the relationships between supply chain capability, supply chain 
performance and marketing performance. Some of the retail stores are no longer operating. Tool 
of analysis is the partial least square that is suitable for small sample size. The result of PLSSmart 
3.0 shows that the relationship between supply chain capability and supply chain performance is 
positive and significant. However, the relationship between supply chain performance and 
marketing performance is positive but non-significant. Direct relationship between supply chain 
capability and marketing performance appears to be positive and significant. Indirect relationship 
between supply chain capability and marketing performance through supply chain performance 
also appears to be non-significant. The study can be a reference for retail managers to increase the 
supply chain in their marketing performance. Some further research needs to add other variables 
to see a more concrete relationship between supply chain capability and marketing performance. 
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1. Introduction 

 
The trade sector plays an important role in the economic activities of a country, especially for most developing countries. 
Trade activity is one of the driving forces of economic growth so that it becomes an indication of the prosperity level of the 
society. Indonesia is a developing country that has a growing population and purchasing power, resulting in enormous market 
potential and attracts businessmen both from within and from abroad to enter and develop the market. Many new companies 
are emerging and enliven the business competition in Indonesia. By that, the trade sector became the second contributor after 
the agricultural sector in the absorption of labor in Indonesia. One form of business from the trade sector that is quite 
promising is the business of retail business. Retail business in Indonesia, especially, experienced a rapid development. Shift 
lifestyle from traditional to modern lifestyle opens opportunities for retailers. Retail is one of the retail businesses that has 
good prospects that attract interests not only from local businessmen but also foreigners. Currently urban hamsters prefer to 
shop in retail than traditional markets. In addition to the more convenient facilities, cool and clean, retail also provides a 
complete household needs so that consumers can freely choose some type of household needs in just one shopping area only. 
But the problem that often occurs in retail in the city of the hammer inventory system is less good. Sometimes the product 
consumers want is not available or commonly called stock-out. Running out of this inventory can cause consumers to switch 
to another retail store. 
  
According to Makisurat et al. (2014) inventory is a very important element for every company such as manufacturing 
companies and trading companies since inventory is the main source of revenue in realizing and improving corporate profits. 
A trading company may be defined as an organization conducting business by purchasing goods from other parties or 
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companies and reselling them to the public either in the form of retail or wholesale and distributors. People are increasingly 
careful in choosing, assessing, and comparing each retail store when they do shopping. Every self-service is required to be 
more responsive to consumer needs and market demand with a good and efficient inventory system. A poor inventory system 
will impact on unmet customer demand. This will lead to a loss of opportunity to earn profits that should be obtained. 
  
Providing prompt and timely service and a good and efficient inventory system, each retailer must find the right supplier, and 
build trust with the right partner because it has a big impact on current and future business performance. To achieve these 
multi-criteria objectives, it has become imperative for organizations or companies worldwide to utilize the concept of supply 
chain management (Haryotejo & Kusumawardhani, 2015; Quyen, 2020). Supply Chain Management (SCM) is a network of 
companies that work together to create and deliver a product into the hands of the end user (Nupus & Ichwanudin, 2021). 
These companies usually include suppliers, manufacturers, distributors, stores, or retailers, as well as support companies such 
as logistics services (Pujawan, 2005; Mughal, 2019). The importance of the role of all parties ranging from suppliers, 
manufacturers, distributors, retailers, and customers in creating a cheap, quality, and fast products is what later gave birth to 
a new concept of supply chain management (Pujawan & Mahendrawati, 2010; Tanwari, 2020; Wahyuni & Praninta, 2021). 
  
Currently, SCM has become a very important competitive advantage for companies to provide fast service with a variety of 
products and high quality with low cost, so the company can still exist during increasingly fierce competition and higher cost 
levels. Therefore, companies should be able to improve the performance of SCM (Budiman, 2013; Sobar et al., 2021). This 
study aims to determine the relationship between supply chain capabilities, supply chain performance and marketing 
performance. Based on the literature search results obtained the result that research that discusses the supply chain capability 
(supply chain capability) is still very less. According to the literature search results also obtained a positive relationship 
related to the supply chain ability of supply chain performance to marketing performance. 
 
2. Literature Review 

 
2.1.  Supply Chain Management and Capability 
 
Kotler and Keller (2016) define supply chain as a channel that extends from raw materials to components until the finished 
product is brought to the final buyer. Each company in the chain captures only a certain percentage of the total value generated 
by the supply chain value delivery system. When a company acquires a competitor or expands upstream or downstream, the 
goal is to capture a higher percentage of supply chain value. According to Siahaya (2013), SCM is the integration of 
competent business sources both inside and outside the company to obtain a competitive supply system and focuses on 
synchronizing product and information flows to create high customer value. Integrated business sources include suppliers, 
manufacturers, warehouses, transporters, distributors, retailers, and consumers who work efficiently so that the products 
produced and distributed meet the right quantity, quality, time and location. In terms of supply chain capability, Morash 
(2001) conducted a study that connected the influence of supply chain strategy, capabilities and company performance and 
concluded that the relationship between the three variables was very significant. Based on this study, it is found that supply 
chain capability is highly dependent on several things, namely: 1) customer service; 2) quality; 3) support information 
systems; 4) distribution flexibility; 5) low logistics costs; 6) productivity; 7) delivery speed. There are three dimensions of 
supply chain operational capabilities including structural, logistics and technology (Hadi & Parubak, 2016). Previous studies 
found that marketing and supply chain operational capability have significant impact on business performance (Muslimin et 
al., 2017; Riswanto, 2021). Providing training is also a critical role in supply chain management because it will lead to 
sustainability (Muslimin et al., 2021). 
 
2.2.  Supply Chain Performance and Marketing Performance 
 
There are several indicators in the literature and in business organizations that are recommended to use in measuring the 
performance of SCM systems (Folan & Browne, 2005). However, several attempts have been made to determine the 
minimum number or set of indicators required to measure the performance of an SCM system with maximum effectiveness 
and minimum operating costs (Gunasekaran & Kobu, 2007). Other studies have shown that supply chains lack accurate 
performance indicators for comparison, benchmarking and decision making (Aramyan et al., 2007). Traditionally, companies 
have tracked performance based on financial accounting principles, which date back to ancient Egypt and Phoenicia (Bora et 
al., 2004). Performance-based measures include previous researchers: Balanced Scorecard; the Supply-Chain Operations 
Reference (SCOR) model; Logistics Scoreboard; Activity-Based Costing (ABC) and Economic Value Analysis (EVA). 
Regarding marketing performance, it is a description of the level of achievement of the implementation of tasks in an 
organization, to realize the goals, objectives, mission, and vision of the organization. To measure the company's performance 
can be done by measuring financial performance, operational performance, and market-based performance. Marketing 
performance is expressed in three main quantities, namely: First, sales volume, namely the volume or number of product 
sales successfully achieved by the company. Second, customer growth, namely the level of customer growth that was 
successfully achieved by the company. Third, profitability, namely the amount of profit from product sales that have been 
obtained by the company (Ratnawati, 2013). 
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2.3.  Hypothesis Development 
 
The ability of SCM to quickly change according to the needs of output or work to be done. The level of flexibility required 
by each SCM is different and highly dependent on their competitive strategy in the market. SCM flexibility is determined by 
many factors such as procurement flexibility, production flexibility, and shipping flexibility. Another thing to be considered 
by retail is that they should be able to manage quality in the supply chain is the integration of the quality philosophy of the 
supplier quality system, the internal system of the firm profitable point and the quality that customers expect. Some quality 
indicators include a formal quality assurance system, continuous improvement, statistical process control, six sigma limit, 
fail-safe traceability and acceptable quality (Hugo et al., 2004). The expected outcome of the supplier performance evaluation 
process is to identify suppliers with outstanding performance or development needs, improve supplier communications, 
reduce risk and manage partnerships based on analysis (Wisner et al., 2012). Suppliers' ability to provide goods or products 
needed by self-service will help them improve supply chain performance. Supply chain responsiveness refers to how quickly 
the supply chain delivers products to customers (Cohen & Rousell, 2005). This involves the elapsed time from customer 
orders received until delivery is complete (Johnson, 2008). Lead time order fulfillment is an important measure of supply 
chain response and measures the number of days from receipt of customer service orders to delivery receipts at customer 
premises (Bolstorff & Rosenbaum, 2003). An average delivery period of goods that will be long enough will affect self-
service in improving supply chain performance. Supply chain asset management refers to the organization's effectiveness in 
managing assets to support demand satisfaction (Taylor, 2004). This includes the management of all assets (Bolstorff & 
Rosenbaum, 2003). Three indicators that measure the efficiency of supply chain asset management are cash-to-cash cycle 
times, inventory days and asset turn. The top organizations have a cash-to-cash cycle time of approximately 30 days (Wisner 
et al., 2012). Based on the results of research on retail in obtaining the conclusion that good enough supply chain capability 
will affect supply chain performance. Thus, the first hypothesis is proposed as follows: 
  
H1: There is a significant influence of supply chain capability to supply chain performance. 
  
According to Banerjee and Mishra (2015) other factors that could affect the supply chain on retail performance in India are 
a competitive advantage. Based on this, this research needs to be continued by connecting the variables of competitive 
advantage with self-service performance especially in terms of marketing performance. The presence of a new retail, which 
is a branch of a large retail business in Indonesia, is very influential on the level of marketing and sales of retail that have 
been running this business within a bracket of about a decade (Thahir et al., 2018). The most important thing in marketing 
activities is the high ability to provide services that can satisfy the customers (Soetjipto et al., 2021). The ability of supply 
chain in terms of customer service is one of the priorities so that it can directly support the marketing performance of 
increasing sales volume. Another ability of the supply chain that supports marketing performance is the support of 
information systems that assist the retail in the process of planning and ordering products so that it can become more effective 
and efficient. Another thing that supports marketing activities at retail is the delivery reliability of supply chain activities in 
delivering the right product to the right place at the right time in the right conditions and correct packing with the correct 
documentation (Cohen & Rousell, 2005). Reliability generally refers to the ability to produce a product when promised 
(Wang et al., 2007). 
  
Another ability of the supply chain that can improve marketing performance is the flexibility that the self-service gets in 
getting the shipment properly. Suppliers are very flexible in establishing distribution channels to help the retail in obtaining 
the desired goods or products. Suppliers are also very helpful self-service in choosing the right method of transportation for 
goods or products ordered according to customer needs. Similarly, the problem of delivery time felt by the retail is greatly 
helped by their suppliers. This is a very helpful marketing activity conducted by retailers or retail shops. 
  
H2: There is a significant effect of supply chain performance on marketing performance. 
  
The ability of suppliers in improving their productivity is very influenced in marketing activities. Supplier operating standards 
will also affect the performance of retail in marketing products or goods. Simple ordering standards are helpful to self-service 
in ordering products or items to be sold to their customers. The same is true of the speed at which the average delivery time 
from the industrial center takes less than a week after ordering. The retail industry generally thinks that the delivery of goods 
from suppliers to the retail runs smoothly. Based on this, the performance of self-service marketing can increase. But the 
ability to maintain the quality of goods ranging from the source of delivery or suppliers to the retail as a customer is still low. 
The results of this study indicate that quality aspects of supply chain capability variables have a low loading factor. This 
illustrates that the ability of supply chain in retail is still one of the problems that can affect the improvement of supply chain 
capability. The negative impact of high logistics costs is the increase of inventory in the warehouse because retailers tend to 
order products or goods with a lot to the supplier to reduce logistics costs. Another thing that may influence the extent to 
which logistics cost indicator support for supply chain capability is the inability of employers to determine what items are 
contained in logistics costs. Their research results prove that the logistics cost data aspect is the most difficult thing 
determined by the business actor if associated with the supply chain. 
  
H3: There is a significant influence of supply chain capability to marketing performance. 
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Morash (2001) conducted a study linking the influence of supply chain strategy, capability and firm performance and 
concluded that the relationship between the three variables was significant. Morash (2001) also emphasized two sides of the 
supply chain: supply and demand. On the supply side the focus of the relationship between supply chain capabilities on firm 
performance is directed at cost, productivity, distribution and speed factor. While the demand side the focus of the relationship 
between capability and performance of the company is directed to customer service and quality. One of the new self-service 
advantages is that they already have an integrated supply chain. This is generally still difficult to be followed by self-service 
based so that they can be defeated in future business competition. The negative impact that can result from this condition is 
that retail that have been operating long enough may not be able to compete so they will stop operating. In general, integration 
in the supply chain is strongly supported by the availability of good information systems. Supply chains are in dire need of 
exchanging information so that every entity (stakeholders) in the supply chain can make the right decisions and not affect all 
entities involved in the supply chain. In general, the logistics cost aspect in the supply chain also affects the performance of 
the supply chain, which has an impact on marketing and sales. Therefore, supply chain capability greatly influences supply 
chain performance, but marketing performance is not influenced by supply chain performance at retail (Santra et al, 2019). 
  
H4: There is a moderating effect of supply chain capability to marketing performance through supply chain performance. 
 
3. Research Methods 
 
This research type is explanatory research by using quantitative approach. explanatory research is a research method that 
intends to explain the position of the variables studied and the influence of one variable with another variable. The population 
in this study is retails that operates in a small town in Indonesia, such as Palu. The total of retails operate is 85 units in the 
area of study, but the sample size of this study was 30 respondents. The respondents have position as manager or owner. 
Variables in this study consist of the independent (supply chain capability), intervening (supply chain performance) and 
bound (marketing performance). Statistical analysis tool used in this research is Partial Least Square (PLS) model. PLS 
analysis is one of the methods currently used to cover the existing weaknesses of the regression method with the Variance 
Based SEM approach. According to Ghozali (2006), PLS is a soft modeling analysis method because it does not assume the 
data should be with a certain scale measurement, which means the number of samples can be small under 100 samples. The 
fundamental difference between PLS which a variance-based SEM with LISREL or Covariance-based AMOS is the purpose 
of its use. Compared to covariance-based SEM (represented by AMOS software, LISREL and EQS) component based PLS 
can avoid two major problems faced by covariance-based SEM that is inadmissible solution and factor indeterminacy. PLS 
analysis uses SmartPLS, which is run with computer media. Analysis on PLS is done by three stages: outer model evaluation, 
inner model evaluation and bootstrapping evaluation. 

 
 
 
 
 
 
 

 
 
 
 
 

Fig. 1. The proposed structure 
 
4. Results and Discussion 

 
4.1.  Empirical Testing 
 
The results show that all variables have AVE value above 0.5 so it can be said that all constructs have met the discriminant 
validity value or have a good validity value. The CR value of all variables is above 0.7 or it can be said that all variables have 
met the composite reliability value or have good reliability. Nunnaly (1996) stated that the research variable that has a CR > 
0.70 means that the measured variable has good reliability. Meanwhile, the value of Cronbach's alpha of all variables shows 
a value above 0.6, so it can be concluded that all the variables measured have good reliability. The results of the hypothesis 
are accepted if t-statistic greater than 1,701. Based on Table 2, the first hypothesis testing that the effect of supply chain 
capability (SCC) to supply chain performance (SCP) shows the value of the coefficient path of 0.686 with a value of t-statistic 
6,461. This means that SCC has a positive and significant influence on SCP. This result is consistent with the first hypothesis 
in which supply chain ability can contribute to improved supply chain performance and the first hypothesis is accepted. The 
result of second hypothesis testing that influences supply chain performance (SCP) to marketing performance (MP) shows 
coefficient value of path equal to 0,198 with t-statistic 1,217. This means that SCP has no positive and significant effect on 
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MP. This result is inconsistent with the second hypothesis stating that supply chain performance can contribute to improved 
marketing performance and the second hypothesis is not accepted. 
 
Table 1 
Average Variance Extracted (AVE), Composite Reliability, Cronbach’s Alpha 

Variable 
Average Variance 

Extracted  
(AVE)  

Composite Reliability 
(CR) Cronbach’s Alpha 

Supply Chain Capability (SCC) 0.575 0.871 0.815 
Supply Chain Performance (SCP) 0.634 0.873 0.806 
Marketing Performance (MP) 0.906 0.951 0.896 

 
The result of the third hypothesis testing is the effect of supply chain capability (SCC) on marketing performance (MP) shows 
the coefficient value of the line is 0.612 with a value of t-statistic 8,586. This means that SCC has a positive influence on 
MP. This result is compatible with the third hypothesis in which supply chain capability can contribute to improving 
marketing performance. This means that the third hypothesis is accepted. The results of the fourth hypothesis testing to test 
the indirect effect of supply chain capability (SCC) variable on marketing performance (MP) through supply chain 
performance (SCP) is done by first knowing the test result against SCC influence on SCP and SCP to MP. This test is 
performed using Sobel's formula. The test results show the coefficient value of 0.1358 with a value of t-statistic 0.1149. This 
means that SCC has no positive and significant effect on MP through SCP. This result is incompatible with the fourth 
hypothesis which states that supply chain ability can contribute to improving marketing performance through supply chain 
performance. This means that hypothesis fourth is rejected. 
 
Table 2  
Coefficient Path 

Relations Original (O) Mean (M) Standard 
Deviation 
(STDEV) 

T Statistic 
(O/STDEV) 

P Values 

SCC  MP 0.612 0.762 0.087 8.586 0.000 
SCC SCP 0.686 0.691 0.106 6.461 0.000 
SCP  MP 0.198 0.222 0.163 1.217 0.224 

Source: SmartPLS 3.0 data processing 
 

4.2.  Discussion 
 
Regarding the influence of supply chain capability to supply chain performance, the results of the first hypothesis testing 
showed that the relationship between Supply Chain Capability (SCC) and Supply Chain Performance (SCP) variables showed 
a positive and significant relationship. Supply chain performance is strongly influenced by the ability of self-service in 
reducing the cost, especially the cost of delivery and all activities that occur on the corner of the supply so that retail need to 
conduct intensive negotiations because the products or goods ordered imported very far from the place of sale. This is 
particularly burdensome for retail in reducing costs due to the great distances and complexity of handling goods at some point 
in the supply chain, making it difficult for logistics companies to provide low cost on every shipment. Another ability that 
can affect supply chain performance at retail is the ability of the supply chain to consistently deliver on the promise. For 
example, shipments from suppliers are said to be reliable if the deviation of delivery time is relatively small against the time 
promised or expected. The ability of the supply chain to provide products or services when needed. For example, inventory 
availability measures the availability of inventory at times and places where customers need it. Fill rate and customer service 
level are two examples of metrics that measure availability on the supply chain.  
  
In testing the effect of supply chain performance on marketing performance, the result of the second hypothesis test shows 
that the relationship between Supply Chain Performance (SCP) and Marketing Performance (MP) does not show a significant 
relationship. The high level of competition between retail increasingly affects their performance in general and especially 
marketing performance. Increasing the number of self-service greatly affects the sales growth of some retails. Consumers are 
increasingly being spoiled for choice or the variety of products offered by new self-service managers at massive discounts. 
Therefore, how well the supply chain performs, if the capital turnover is strongly influenced by sales also decreased it will 
have a major impact on marketing performance. In the supply chain, downstream smoothness will greatly affect the upstream 
activities because in the supply chain all entities are important and interconnected with each other. This is in contrast to 
previous research that supply chain performance is very influential on business performance where the marketing 
performance aspect is an integral part therein. Based on the results of research on retail in obtaining the conclusion that supply 
chain performance (supply chain performance) has no significant effect on marketing performance. Related to the influence 
of supply chain capability to marketing performance, the result of the third hypothesis testing shows that the relation of 
Supply Chain Capability (SCC) variable with Marketing Performance (MP) variable shows positive and significant 
relationship. These results indicate that Supply Chain Capability in assisting marketing performance at retail is very 
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influential. This study provides information that logistics costs are still felt very high for retail so that this can affect supply 
chain capabilities. If linked to the performance of retail marketing, this logistic cost problem can be one cause even if it does 
not directly affect the marketing performance. Both issues should not be allowed to be resolved, along with those involved 
in the supply chain so that the supply chain ability on marketing performance at retail can be further improved. Quality issues 
and logistics costs that become aspects that support supply chain capability should be resolved through meetings between the 
parties involved to come up with a collective agreement. This is in line with the principle of the supply chain prioritizing 
collaboration among the parties involved.  
  
The results of the fourth hypothesis test regarding the influence of supply chain capability to marketing performance through 
supply chain performance show that the relationship between supply chain capability (SCC) and marketing performance 
(MP) through supply chain performance (supply chain performance) shows no significant relationship. The results of this 
study indicate that the relationship between supply chain ability to marketing performance through supply chain performance 
does not show a strong and strong relationship. This is because not all retail implement integration with major suppliers and 
other entities that support the supply chain, especially logistics companies. This study shows that marketing and sales 
indicators have no effect in shaping supply chain performance. This is due to the low supply chain ability of retail to influence 
their business processes in achieving improved marketing performance. This is also caused by other factors that can affect 
the improvement of the supply chain in this business sector that is increasing the level of competition faced by retailers. 
Based on the results of research on retail obtained the conclusion that supply chain capability does not significantly affect 
marketing performance through supply chain performance. This study points to the result that supply chain performance is 
not enough to help tighten the relationship between supply chain capabilities and marketing performance (Zahara et al., 2021; 
Rombe et al., 2018). 
 
5. Conclusions 
 
Based on the results, supply chain ability has a significant effect on supply chain performance at retail. The findings of this 
study suggest that supply chain performance is strongly influenced by supply chain capabilities. Supply chain performance 
does not significantly influence marketing performance at retail. The findings of this study inform that marketing performance 
is not directly influenced by supply chain performance. Supply chain ability has a significant effect on marketing performance 
at retail. The results of this study inform that marketing performance is strongly influenced directly by supply chain capability. 
Supply chain capability has no indirect effect on marketing performance through supply chain performance at retail. The 
results of this study inform that the relationship between supply chain capability and marketing performance on self-service 
is not influenced by the mediation variables of supply chain performance. To anticipate such matters and to achieve the 
purpose and purpose of supply chain role on marketing performance at retail, it is suggested as follows: Retail should maintain 
supply chain capabilities and supply chain performance to improve marketing performance and the company in general. 
Integration issues in the supply chain with other entities need to be implemented by retail to maintain company performance. 
Further research is expected to add the number of respondents and other variables to draw conclusions in general on the 
ability of the supply chain to the company's performance on self-service. 
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