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Abstract 

 
This study aims to analyze the impact of digital skills, digital literacy, and marketing strategy on 

marketing performance through innovation. A quantitative method was used in this study, with data 

analysis conducted using SMART PLS 4. The research population consists of companies in the Solo 

Raya region, with a sample size of 100 companies. The results show that innovation has a positive 

and significant effect on marketing performance. Digital skills also have a positive and significant 

impact on both innovation and marketing performance. Digital literacy positively and significantly 

affects both innovation and marketing performance. Marketing strategy positively and significantly 

influences innovation and marketing performance. However, the indirect effect of digital skills on 

marketing performance through innovation is not significant, while digital literacy shows a significant 

indirect effect on marketing performance through innovation. The indirect effect of marketing 

strategy on marketing performance through innovation is also not significant. 
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INTRODUCTION 

Various aspects of life have been significantly transformed by the advancement of 

digital technology, including in the field of marketing and business (Keller, 2022). Digital 

transformation affects marketing strategies and the way businesses interact with consumers 

(Chaffey & Smith, 2022). An effective marketing strategy is essential for the property 

industry to improve marketing performance, especially in the face of increasingly fierce 

competition and constant changes in consumer preferences (Nurjanah & Isa, 2021). 

Many businesses in various industries, such as property, have used digital marketing 

(Francis et al., 2023). Digital-based marketing allows businesses to optimize customer 

interactions, increase market reach, and increase the effectiveness of their marketing 

strategies (Tiago & Veríssimo, 2014). Because both contribute to more optimal use of 

technology, digital literacy and digital skills are essential to determine the effectiveness of 

digital marketing (Park et al., 2018) One of the regions in Indonesia that has experienced 

significant property growth is Solo Raya (Haki et al., 2023). Property companies in this area 

face major challenges in increasing their competitiveness as a result of improved 

infrastructure and demand for housing (Chaffey & Ellis-Chadwick, 2019). Digital-based 

marketing strategies supported by digital skills and digital literacy can help companies 

optimize their marketing results (Firjatullah et al., 2023). 

In the digital era, innovation is also very important to improve marketing results 

(Kholijah, 2023). Competitiveness tends to be greater for businesses that can develop new 

marketing strategies for their products and services (Mahendra et al., 2024). Innovations in 

digital marketing include the use of data analytics, the use of AI for market analysis, and 

marketing strategies that focus more on customer experience (Kotler et al., 2021) 

However, digital marketing in the property industry is still underutilized, especially 

related to marketing that has digital literacy and digital skills (Neumeyer et al., 2020 ) To 

date, many businesses still face difficulties in effectively integrating digital technologies into 

their marketing strategies (Hafizh et al., 2024) Therefore, with innovation as an intervening 

variable, this study aims to study how digital literacy, digital skills, and marketing strategies 

affect property marketing performance in Solo Raya (Amir et al., 2024). It is hoped that the 
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results of this study will provide deeper insights into how businesses can improve the 

effectiveness of their marketing strategies. In addition, this research will assist policymakers 

in developing training and education programs related to digital literacy in the property sector 

(Rahmasari, 2023) 

 

REVIEW OF LITERATURE 

Marketing Performance 

One important way to know how effective a company's marketing strategy is is to 

look at how well it performs in marketing. Ferdinand & Zuhroh (2022) said that the metrics 

that can be used to measure marketing performance are sales growth, increased market share, 

and customer satisfaction levels. In the property sector, good marketing performance can 

increase a company's competitiveness (Meriska & Sukaris, 2024) 

Digital Literacy 

Increasing the effectiveness of digital marketing is greatly influenced by digital 

literacy. Digital literacy is the ability to understand and use information in various digital 

forms, according to (Gilster, 1997). Digital literacy contributes to customer engagement and 

the effectiveness of digital-based marketing strategies, according to (Park et al., 2018) In 

addition, research conducted by Tiago & Veríssimo (2014). found that businesses that have 

high digital literacy are better able to adapt to market changes. 

Digital Skills 

Digital skills include the technical ability to manage and optimize digital marketing 

strategies (Chaffey & Smith, 2022). According to Mahendra et al. (2024) digital skills are 

very important for the property industry to increase the effectiveness of online marketing. 

Haki et al. (2023)also emphasized that companies that have marketing staff who have strong 

digital skills tend to have better marketing performance. 

Marketing Strategy 

Marketing strategies in the digital age include the use of technology to increase 

market reach and interaction with customers (Chaffey & Ellis-Chadwick, 2019). Wardani et 

al. (2023) stated that digital-based marketing strategies are able to increase the 
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competitiveness of companies, especially in the property industry. In addition, research by 

Kotler et al. (2021) shows that the integration of digital marketing strategies with innovation 

can significantly improve marketing performance. 

Innovation 

Innovation plays an important role in improving marketing performance by creating 

more adaptive and technology-based marketing strategies (Adisaksana, 2022). According to 

Hafizh et al. (2024) innovation in digital marketing includes the use of data analytics, 

artificial intelligence, and customer experience-based strategies. Zigler (2024) also 

emphasized that innovation can be a factor that strengthens the relationship between digital 

literacy, digital skills, and marketing strategies to marketing performance. 

Based on a literature review, this study focuses on the relationship between digital 

literacy, digital skills, marketing strategies, and marketing performance with innovation as 

an intervening variable. This conceptual model supports the finding that digital literacy and 

digital skills play a role in improving marketing effectiveness, which ultimately impacts 

better marketing performance (Firjatullah et al., 2023; Rahmasari, 2023) 

 

RESEARCH METHOD 

Quantitative methods are used in this study. The goal is to test pre-made hypotheses 

and explain the relationships between the variables studied. Primary and secondary data were 

used in this study. Primary data was obtained through a questionnaire based on the five-point 

Likert scale given to respondents in the property industry in the Solo Raya area. In addition, 

secondary data is obtained from various sources, such as books, scientific journals, and 

industry reports, related to research topics such as digital literacy, digital skills, marketing 

strategies, innovation, and digital literacy. 

The study population includes property companies operating in the Solo Raya area, 

with a sample determined using the Slovin formula with an error rate of 5%, so that a total 

of 100 companies were obtained as respondents. The sampling technique used is probability 

sampling with a purposive sampling approach to ensure that respondents have characteristics 

that are in accordance with the research. 
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The data was processed and analyzed using the Modeling Equation Structural (SEM) 

method based on Partial Least Square (PLS) through SmartPLS 4.0 software. Outer model 

analysis is used to assess the validity and reliability of research instruments, and inner model 

analysis is used to assess the relationship between research variables. The strength of the 

relationship between variables was measured by the effect size and R-Square value. On the 

other hand, hypothesis testing is carried out using t-statistical and p-value values. This 

method can be used to better explain how digital literacy, digital skills, and marketing 

strategies impact a property's marketing performance, with innovation as an intervening 

variable. 

 

RESULTS AND DISCUSSION 

This research was conducted on property companies in the Solo Raya area, which 

covers various districts and cities such as Boyolali, Karanganyar, Klaten, Sragen, Sukoharjo, 

Surakarta, and Wonogiri. The focus of this research is to analyze the influence of digital 

literacy, digital skills, and marketing strategies on marketing performance with innovation as 

an intervening variable. 

This study uses Partial Least Square – Structural Equation Modeling (PLS-SEM) 

through Smart PLS software version 4.0 to test the relationship between variables. Testing is 

carried out through the evaluation of the measurement model (Outer Model), the evaluation 

of the structural model (Inner Model), and hypothesis testing. 

Structural Model Testing (Outer Model) 

Validity Test 

Convergent Validity 

Convergent validity can be seen in the loading factor value. The loading factor 

describes the magnitude of the correlation between each measurement item or indicator and 

its content (latent variable). The Loading factor value in the outer model test is said to be 

ideal if it has a value above 0.70 (Lengkey et al., 2020) 
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Table 1. Loading factor 

Item Factor loadings Description 

IS1 <- Inovasi 0.865 Valid 

IS2 <- Inovasi 0.900 Valid 

IS3 <- Inovasi 0.841 Valid 

IS4 <- Inovasi 0.874 Valid 

IS5 <- Inovasi 0.862 Valid 

IS6 <- Inovasi 0.856 Valid 

IS7 <- Inovasi 0.794 Valid 

IS8 <- Inovasi 0.885 Valid 

KD1 <- Keterampilan_Digital 0.740 Valid 

KD2 <- Keterampilan_Digital 0.784 Valid 

KD3 <- Keterampilan_Digital 0.818 Valid 

KD4 <- Keterampilan_Digital 0.769 Valid 

KD5 <- Keterampilan_Digital 0.822 Valid 

KD6 <- Keterampilan_Digital 0.849 Valid 

KD7 <- Keterampilan_Digital 0.738 Valid 

KD8 <- Keterampilan_Digital 0.834 Valid 

KP1 <- Kinerja_Pemasaran 0.800 Valid 

KP2 <- Kinerja_Pemasaran 0.860 Valid 

KP3 <- Kinerja_Pemasaran 0.861 Valid 

KP4 <- Kinerja_Pemasaran 0.843 Valid 

KP5 <- Kinerja_Pemasaran 0.844 Valid 

KP6 <- Kinerja_Pemasaran 0.839 Valid 

KP7 <- Kinerja_Pemasaran 0.891 Valid 

KP8 <- Kinerja_Pemasaran 0.829 Valid 

LD1 <- Literasi_Digital 0.842 Valid 

LD2 <- Literasi_Digital 0.794 Valid 

LD3 <- Literasi_Digital 0.838 Valid 

LD4 <- Literasi_Digital 0.799 Valid 

LD5 <- Literasi_Digital 0.825 Valid 

LD6 <- Literasi_Digital 0.814 Valid 

LD7 <- Literasi_Digital 0.849 Valid 

LD8 <- Literasi_Digital 0.837 Valid 

SP1 <- Strategi_Pemasaran 0.853 Valid 

SP2 <- Strategi_Pemasaran 0.845 Valid 

SP3 <- Strategi_Pemasaran 0.819 Valid 

SP4 <- Strategi_Pemasaran 0.857 Valid 

SP5 <- Strategi_Pemasaran 0.876 Valid 

SP6 <- Strategi_Pemasaran 0.801 Valid 

SP7 <- Strategi_Pemasaran 0.809 Valid 

SP8 <- Strategi_Pemasaran 0.811 Valid 

Source: Primary Data, processed by SmartPLS 4.0, 2023 
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From the results of data processing, the loading factor > 0.70 was obtained, which means that 

all 32 statement items have been valid. 

Discriminant Validity 

Discriminant validity can be seen in the cross-loading value above 0.70 declared valid 

(Lengkey, et.al 2020). 

Table 2.  

Cross Loading 

Item 
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IS1 0.865 0.769 0.816 0.810 0.770 

IS2 0.900 0.826 0.853 0.859 0.821 

IS3 0.841 0.783 0.771 0.764 0.761 

IS4 0.874 0.825 0.816 0.813 0.794 

IS5 0.862 0.765 0.825 0.808 0.770 

IS6 0.856 0.751 0.810 0.803 0.775 

IS7 0.794 0.669 0.736 0.701 0.685 

IS8 0.885 0.833 0.801 0.810 0.797 

KD1 0.699 0.740 0.663 0.687 0.622 

KD2 0.696 0.784 0.726 0.676 0.658 

KD3 0.768 0.818 0.763 0.786 0.751 

KD4 0.619 0.769 0.660 0.645 0.627 

KD5 0.790 0.822 0.789 0.802 0.782 

KD6 0.795 0.849 0.783 0.763 0.755 

KD7 0.665 0.738 0.687 0.689 0.644 

KD8 0.707 0.834 0.707 0.698 0.673 

KP1 0.694 0.730 0.800 0.769 0.718 

KP2 0.791 0.771 0.860 0.788 0.759 

KP3 0.806 0.769 0.861 0.796 0.752 

KP4 0.797 0.771 0.843 0.771 0.772 

KP5 0.798 0.784 0.844 0.814 0.800 

KP6 0.820 0.783 0.839 0.834 0.795 

KP7 0.857 0.812 0.891 0.876 0.851 

KP8 0.755 0.742 0.829 0.735 0.744 

LD1 0.802 0.772 0.820 0.842 0.765 

LD2 0.767 0.727 0.776 0.794 0.713 

LD3 0.782 0.724 0.780 0.838 0.835 

LD4 0.721 0.775 0.748 0.799 0.727 

LD5 0.743 0.720 0.774 0.825 0.765 
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LD6 0.761 0.756 0.766 0.814 0.734 

LD7 0.756 0.788 0.781 0.849 0.779 

LD8 0.782 0.719 0.783 0.837 0.727 

SP1 0.729 0.706 0.779 0.793 0.853 

SP2 0.773 0.683 0.748 0.759 0.845 

SP3 0.751 0.764 0.797 0.788 0.819 

SP4 0.764 0.776 0.778 0.766 0.857 

SP5 0.770 0.743 0.775 0.785 0.876 

SP6 0.734 0.721 0.747 0.742 0.801 

SP7 0.738 0.678 0.749 0.740 0.809 

SP8 0.734 0.735 0.737 0.741 0.811 

Source: Primary Data, processed by SmartPLS 4.0, 2023 

 

Based on the results of the discriminant validity in table 4.8 above, it can be seen that the 

cross-loading value is greater than 0.7 and then the value of each indicator can be declared 

valid because it is greater than other variables. 

Reliability Test 

The reliability test using cronbach's alpha aims to measure the lower limit of the 

reliability value of a construct, a construct is declared reliable if the value of cronbach's alpha 

is more than 0.70 (Cheah et al., 2018) Composite Reliability aims to measure the true value 

of the reliability value of a construct. A good composite reliability value should be more than 

0.70 although 0.60 is still acceptable. The construction of a dapad is said to be reliable if the 

composite reliability value is above 0.70 (Cheah et al., 2018). The Average Variance 

Extracted (AVE) that is often used is at least 0.50, to measure reliability can be done by 

looking at Cronbach's alpha, composite reliability and AVE values and the results can be 

seen in the following table: 
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Table 3. 

Reliability Test 

 
 

 

 

 

Source: Primary Data, processed by SmartPLS 4.0, 2023 

 

Based on the results of table 4.9 above, it shows that the value of Cronbach's alpha 

and composite reliability of each varibael has a value of more >than 0.70, while the average 

variance extracted (AVE) has a variable value of > 0.50, so it can be concluded that all 

variables based on the reliability test can be declared reliable. 

Structural Model Evaluation (Inner Model) 

R Square (R2) 

Coefficient of Determination (R2) was carried out with the aim of showing the extent 

of the influence of exogenous variables on endogenous variables. A good R-Square value is 

expected to be more than 0.67. The R-Square value is said to be strong if it is at 0.75, medium 

if it is 0.50 and weak if it is 0.25 (Cheah et al., 2018). 

Table 4. 

 R – Square 

Source: Primary Data, processed by SmartPLS 4.0, 2023 

 

Based on table 4 above regarding R-Square, the Innovation variable (Z) has an R-Square 

value of 0.891, which means that the acquisition of this value is enough to explain that 

Innovation can be influenced by other variables that are not researched by the researcher by 

89.1%. For the Marketing Performance variable (Y), with an R-Square value of 0.927, it 

means that the acquisition of this value is enough to explain that Marketing Performance can 

be influenced by other variables that are not studied by the researcher by 92.7%. 

 

Variabel 
Cronbach's 

Alpha 

Composite 

Reliability 

Average Variance 

Extracted (AVE) 
Description 

Inovasi 0.950 0.951 0.740 Reliabel 

Keterampilan_Digital 0.917 0.919 0.633 Reliabel 

Kinerja_Pemasaran 0.943 0.944 0.716 Reliabel 

Literasi_Digital 0.933 0.933 0.680 Reliabel 

Strategi_Pemasaran 0.937 0.938 0.696 Reliabel 

Variabel R Square Description 

Inovasi (Z) 0.891 Kuat 

Kinerja_Pemasaran (Y) 0.927 Kuat 
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Predictive Relevance (Q2) 

The results of the Predictive Relevance test are carried out and summarized in the 

following table: 

Table 5.  

Predictive Relevance (Q2) 

 

 

 
 

Source: Primary Data, processed by SmartPLS 4.0, 2023 

Table 5. showed a Q-Square/Predictive Relevance value for the Innovation variable (Z) of 

0.651 and for the Marketing Performance variable (Y) of 0.656. The Q-Square value is 

more than 0 or 0.396, which means that the two endogenous variables have good 

observation values. Thus, both variables have a fairly high predictive relevance in the tested 

model. 

Effect size f2 (f-square)  

The effect size value of 0.02 is categorized as small, 0.15 as medium and 0.35 as large 

category (Cheah, et al., 2018). 

Table 6.  

Effect size f2 (f-square)  

Path Analysis f-square 

Inovasi -> Kinerja_Pemasaran 0.121 

Keterampilan_Digital -> Inovasi 0.156 

Keterampilan_Digital -> Kinerja_Pemasaran 0.053 

Literasi_Digital -> Inovasi 0.192 

Literasi_Digital -> Kinerja_Pemasaran 0.165 

Strategi_Pemasaran -> Inovasi 0.070 

Strategi_Pemasaran -> Kinerja_Pemasaran 0.069 

   Source: Primary Data, processed by SmartPLS 4.0, 2023 

 

Based on Table 6, it was found that the relationship between Digital Literacy and Innovation 

(0.192) and Digital Literacy on Marketing Performance (0.165) showed moderate influence. 

The effect with a moderate effect size value was also found in the relationship between Digital 

Skills and Innovation (0.156). Meanwhile, the relatively small influence was found in 

Innovation on Marketing Performance (0.121), Marketing Strategy on Innovation (0.070) and 

Marketing Strategy on Marketing Performance (0.069), which showed a relatively weak 

influence. 

Variabel Q2 

Inovasi (Z) 0.651 

Kinerja_Pemasaran (Y) 0.656 
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Normal Fit Index (NFI) 

The results of the Normal Fit Index test are then summarized in the following table: 

Table 7. 

 Normal Fit Index (NFI) 

 Saturated Model Estimated Model 

SRMR 0.051 0.051 

d_ULS 2.115 2.115 

d_G 2.983 2.983 

Chi-Square 1318.599 1318.599 

NFI 0.732 0.732 

Source: Primary Data, processed by SmartPLS 4.0, 2023 

In table 7, the NFI value is below 0.90, which means the NFI value is 0.732 which means the 

model is fit. 

 

Hypothesis Development and Testing 

Direct Effects Testing 

Direct impact testing using bootstrapping analysis techniques. It can be said to have 

a positive and significant effect if the p-values < 0.05. The path coefficient test can be 

explained below: 

Table 8. 

 Path Coefficient 

 

 

 

 

 

 

 

Source: Primary Data, processed by SmartPLS 4.0, 2023 

 

The results of the study show that Digital Literacy, Digital Skills, and Marketing Strategy 

have a positive and significant effect on Marketing Innovation and Performance. In 

addition, Innovation also plays a significant role in improving Marketing Performance. 

Variabel Original 

Sample 

p- 

values 

Description 

Literasi_Digital -> Inovasi 0.434 0.005 Hipotesis diterima 

Keterampilan_Digital -> Inovasi 0.317 0.009 Hipotesis diterima 

Strategi_Pemasaran -> Inovasi 0.225 0.044 Hipotesis diterima 

Inovasi -> Kinerja_Pemasaran 0.284 0.012 Hipotesis diterima 

Literasi_Digital -> Kinerja_Pemasaran 0.359 0.006 Hipotesis diterima 

Keterampilan_Digital -> 

Kinerja_Pemasaran 

0.163 0.047 Hipotesis diterima 

Strategi_Pemasaran -> 

Kinerja_Pemasaran 

0.189 0.035 Hipotesis diterima 
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Thus, property companies in Solo Raya need to improve the digital literacy and digital skills 

of employees and implement innovative marketing strategies to strengthen competitiveness 

and marketing effectiveness in the digital era. 

Testing the Indirect Effect   

Testing the effect of indirect variables aims to test whether there is an indirect effect 

of the Independent variable on the dependent variable through the intervening variable. The 

results of this analysis can be seen through the indirect effects of boostrapping techniques.  

The indirect effect test can be explained below. 

Table 9. 

Specific Indirect Effects 

  

 

 

 

 

 

 

 

Source:  Primary Data, processed SmartPLS 4.0, 2023 

 

Based on Table 4.9 regarding the Specific Indirect Effects test, the results show that 

the effect of Digital Literacy through Innovation on Marketing Performance has a p-value of 

0.049, which is smaller than 0.05, so this hypothesis is accepted. This indicates that 

Innovation mediates the effect of Digital Literacy on Marketing Performance significantly. 

Meanwhile, Digital Skills through Innovation on Marketing Performance has a p-value of 

0.075, which is greater than 0.05, so the hypothesis stating Digital Skills, mediated by 

Innovation on Marketing Performance is rejected. Marketing Strategy through Innovation on 

Marketing Performance has a p-value of 0.160, which is greater than 0.05, so the hypothesis 

stating Marketing Strategy, which is mediated by Innovation on Marketing Performance is 

rejected. 

Discussion of Research Results 

The Effect of Digital Literacy on Innovation 

The results of the analysis using the Smart-PLS method show that digital literacy has 

Variabel Original 

Sample 

p- 

values 

Description 

Literasi_Digital -> Inovasi -> 

Kinerja_Pemasaran 

0.123 0.049 Hipotesis diterima 

Keterampilan_Digital -> Inovasi -> 

Kinerja_Pemasaran 

0.090 0.075 Hipotesis ditolak 

Strategi_Pemasaran -> Inovasi -> 

Kinerja_Pemasaran 

0.064 0.160 Hipotesis ditolak 
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a positive and significant effect on innovation with a p-value of 0.005 <0.05. Good digital 

literacy enables individuals and organizations to create innovative solutions in an 

increasingly digitized business environment and makes them better equipped to keep up with 

technological developments (Sharma et al., 2016) Digital literacy can open up new 

opportunities for the development of innovative products and services and accelerate 

adaptation to technological trends (Wono et al., 2023). In addition, in terms of business, 

digital literacy is essential for the utilization of big data and artificial intelligence to improve 

company competitiveness (Saptarianto et al., 2024) 

The Influence of Digital Skills on Innovation 

The results of the analysis show that digital skills have a positive and significant 

influence on innovation, with a p-value of 0.009 (<0.05). Digital skills include access, 

understanding, use, and integration of technology in various aspects of life, and are a major 

factor in supporting innovation in various sectors (Sugiono, 2020). This study supports 

previous findings stating that individuals and organizations with high digital skills are better 

able to innovate, utilize data, and improve efficiency and create new solutions (Trilaksono & 

Prabowo, 2023). In business, digital skills play an important role in product development, 

digital project management and technology-based business models (Royyana, 2018) 

However, access to technology, infrastructure support and organizational culture also play 

an important role in supporting innovation (Lubis et al., 2024). In addition, digital skills 

improve adaptation to rapid technological change, which is a key factor in global competition 

(Firdaus & Kuswinarno, 2024) 

The Effect of Marketing Strategy on Innovation 

The results of the analysis using Smart-PLS show that marketing strategy has a 

positive and significant effect on innovation with a p-value of 0.044 (<0.05). Marketing 

strategy includes market segmentation, targeting, product differentiation, and marketing 

tactics that support innovation (Firmansyah & Fatihudin, 2019) A marketing strategy based 

on research and market orientation allows companies to identify consumer needs and develop 

innovative products (Amzul et al., 2024). In addition, the success of innovation is also 

influenced by internal factors such as company support and organizational culture ((Aulia et 
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al., 2023). Innovative marketing strategies, focusing on market research and utilizing digital 

technology, play an important role in creating new solutions that match market demand 

(Santoso & Kurniawati, 2023) Thus, an effective marketing strategy is key in supporting 

business innovation and competitiveness. 

The Effect of Innovation on Marketing Performance 

The results of Smart-PLS analysis show that innovation has a positive and significant 

effect on marketing performance (p-value 0.012 <0.05). Innovations in products, processes, 

and marketing strategies strengthen the company's position and improve marketing 

performance. Innovation increases sales, customer satisfaction, and brand image. Digital and 

data-driven marketing improve efficiency in reaching the market. Digital technology and 

innovative strategies, such as influencer marketing and service personalization, strengthen a 

company's competitiveness (Garbo & Latifah, 2024) In addition to innovation, other factors 

such as product quality, price, and distribution also affect marketing performance. Harini et 

al. (2024) emphasize that innovation must be aligned with marketing elements (4Ps) for 

optimal results. An organizational culture that encourages creativity accelerates responses to 

market changes and creates new solutions (Mokhchy et al., 2025). Santoso & Kurniawati 

(2023) confirmed that innovation integrated with marketing strategy significantly improves 

performance. 

The Effect of Digital Literacy on Marketing Performance 

The results of Smart-PLS analysis show that digital literacy has a positive and 

significant effect on marketing performance (p-value 0.006 <0.05). Digital literacy 

encompasses an individual or organization's ability to access, understand, and use digital 

technology effectively. This research confirms that digital literacy increases marketing 

effectiveness through social media, e-commerce, and data analysis, which strengthens brand 

relationships with customers (Rowi et al., 2024). In addition, big data and analytics help with 

more precise market segmentation and relevant marketing campaigns. However, other 

factors such as organizational culture and internal support also influence the application of 

digital technology in marketing (Cahyono et al., 2024). Adaptability to digital trends is key 

in improving the competitiveness of companies (Fernando & Masman, 2024; Sono et al., 
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2023). 

The Effect of Digital Skills on Marketing Performance 

The results of the analysis using Smart-PLS show that digital skills have a positive 

and significant effect on marketing performance, with a p-value of 0.047 which is smaller 

than 0.05. Digital skills, which include the ability to use digital tools and technologies 

effectively, are essential in optimizing marketing strategies, both in the aspects of 

communication, promotion, and market analysis (Fernando & Masman, 2024) Digital 

capabilities allow companies to utilize various digital platforms, such as social media and 

data-driven marketing tools, which increase the effectiveness of marketing campaigns, 

customer engagement, and conversions and sales. Research by Firmansyah & Fatihudin 

(2019) revealed that teams with good digital skills can improve Return on Investment (ROI) 

and overall marketing performance. However, digital skills alone are not enough. Other 

factors, such as access to technology and organizational structures that support innovation, 

also play an important role. Bangsawan (2023) states that adequate technology and 

infrastructure must support the implementation of digital skills for maximum impact. In 

addition, digital skills also accelerate companies' adaptation to rapid market changes. Wono 

et al. (2023) showed that companies with strong digital skills are better able to innovate and 

respond quickly to market changes. 

The Effect of Marketing Strategy on Marketing Performance 

The results of the analysis using Smart-PLS show that marketing strategy has a 

positive and significant effect on marketing performance, with a p-value of 0.035, which is 

smaller than 0.05. Marketing strategy includes long-term planning through product, price, 

distribution, and promotion (4P) tactics to achieve market goals. The right strategy allows 

companies to optimize resources and improve marketing performance. This research shows 

that a good marketing strategy increases competitiveness, attracts consumers, and 

strengthens brand image. Effective differentiation and promotion strategies can increase 

product visibility and sales. In addition, strategies that are responsive to market changes are 

important in the dynamic world of marketing. Research by Santoso & Kurniawati (2023) 

shows that strategies based on differentiation and market segmentation strengthen the 
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company's market position. However, optimal marketing performance also depends on 

effective implementation. Factors such as marketing team skills and technological support 

influence the success of the strategy. Nurpratama et al. (2024) found that companies with a 

market-oriented culture are more successful in implementing marketing strategies, while 

Windi & Mursid (2021) emphasized the importance of a clear and focused strategy to achieve 

optimal results. 

The Effect of Digital Literacy on Marketing Performance through Innovation 

The results of the analysis using Smart-PLS show that digital literacy has a positive 

and significant effect on marketing performance through innovation, with a p-value of 0.027 

which is smaller than 0.05. Digital literacy, which involves the ability to use digital 

technologies effectively in marketing, plays an important role in driving innovation in 

products, communication strategies and customer experience. This research shows that 

digital literacy not only directly affects marketing performance, but also amplifies 

innovations that can maximize its impact, such as new product development and big data 

utilization. Companies with high digital literacy tend to innovate faster and have better 

marketing performance. Therefore, it is important for companies to improve digital literacy 

and support the application of technology and continuous marketing innovation. Research by 

Wahdiniwaty et al. (2022) and Astikarani & Komang (2024) supports these findings, which 

show that digital literacy is essential in supporting marketing innovation and improving 

company performance in the digital era. 

The Effect of Digital Skills on Marketing Performance through Innovation 

The Smart-PLS analysis results show that digital skills do not have a significant effect 

as a mediator between digital skills and marketing performance through innovation (p-value 

0.075 > 0.05). This suggests that digital skills have a direct impact on marketing performance 

without the need to go through innovation as an intermediary. Digital skills, which include 

the ability to utilize digital marketing tools and technologies such as social media and big 

data (Lesnussa et al., 2023), play an important role in improving marketing effectiveness. 

This research found that while digital skills support innovation, their effect on marketing 

performance is more direct. Other factors such as team creativity and corporate strategy also 
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influence marketing performance directly. This finding supports research by Nova et al. 

(2024) which states that digital skills can improve marketing performance without having to 

go through innovation as a mediator. Therefore, companies need to focus on developing 

digital skills to improve direct marketing efficiency and results. 

The Effect of Marketing Strategy on Marketing Performance through Innovation 

The Smart-PLS analysis results show that innovation does not significantly mediate 

the relationship between marketing strategy and marketing performance (p-value 0.160 > 

0.05). This means that although marketing strategy affects marketing performance, 

innovation does not act as a significant mediator. Marketing strategy includes a planned 

approach to achieving business goals, such as increased sales and customer loyalty (Ningrum 

et al., 2020). While an effective marketing strategy can improve marketing performance, 

these findings suggest that innovation is not always necessary as an intermediary. Instead, 

other factors such as effective communication, pricing and distribution can directly influence 

marketing outcomes. These results support research by Rosmayani (2022) and Ningrum et 

al. (2020) which show that good strategy implementation is more important than innovation 

in improving marketing performance, especially in stable sectors. 

 

CONCLUSION 

The results show that digital literacy, digital skills, and marketing strategy have a 

positive and significant influence on innovation and marketing performance. Digital literacy 

and digital skills each contribute directly to innovation, as well as improve marketing 

performance directly. In addition, a well-implemented marketing strategy was also shown to 

drive innovation and improve marketing performance. Innovation, in turn, plays an important 

role in improving marketing performance, with a significant relationship between innovation 

levels and better marketing performance. However, while digital skills and marketing 

strategy can influence marketing performance, they have no significant influence through 

innovation. This indicates that while innovation has an important role, its effect as a mediator 

in the relationship between digital skills, marketing strategy and marketing performance is 

not strong enough. 
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