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Abstract: This study used multiple regression analysis. The goal to be
achieved is to analyze the influence of social capital and human capital on
marketing performance. This study was aimed to develop and provide so-
lutions to research gap problems in social capital and human capital to-
wards marketing performance. The research sample is the 201 respondents
involved with SMEs in Kudus. The results show that social capital has no
significant effect on marketing performance and human capital has a posi-
tive and significant influence on marketing performance. The results show
that the main problem faced by SMEs is human capital. SMEs can improve
marketing performance through improving their business skills and prod-
uct innovation.
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1. INTRODUCTION

In Indonesia, on average 99% of businesses are SMEs. SMEs have a large
proportion in growing business units in Indonesia such as micro businesses.
SMEs are one of the pillars of the Indonesian economy that can improve the
welfare of the community through the creation of jobs. The absorption of labor
from SMEs that has been developed constitutes 97% of the national workforce.

During the covid-19 pandemic, SMEs experienced many obstacles in the
development of their business that confer an impact on the national economy.
Indonesia’s economy in 2020 in the second quarter was minus 5.32% (Purwanto,
2020). The Covid-19 pandemic impact survey on the performance of Indonesian
SMEs conducted by LIPI in 2020 on 679 respondents stated that 94.69 percent
of businesses experienced a decrease in sales (Jawapos.com, 2020). These
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conditions forces the company to improve its marketing performance. Marketing
performance is a benchmark for achieving market share of a product (Sugiyarti,
2016).

The decline in market share occurred to SMEs in the Kudus area,
specifically in Ngembalrejo village. Ngembalrejo village is located in Kudus
Regency and it has an economic foundation driven by community efforts. Based
on data obtained from the Ngembalrejo village government, the number of SMEs
in Ngembalrejo Village in 2020 is around 405 SMEs with various products such
as madu mongso, keciput, gapit, pastry, and tile.

Social capital as unity and concern among members of society is formed
from rules, values, and beliefs (Pratisthita et al, 2014). Social capital plays an
important role in building a harmonious society and strengthening relationships
within every individual in society. Social capital is an important prerequisite for
the success of a society. Social capital has a very high influence on the
development and progress of various economic sectors (Heliawaty, 2016).

Social capital built from the close social network owned, trust between
individuals or groups, adherence to norms and values contained in society, and
the achievement of shared goals can affect the resources owned by businesses,
competencies, and information and data needed. These factors support the
improvement of SMEs performance (Saha and Banerjee,2015).

Good human capital is needed to achieve business performance targets
because through their ability and skills may business productivity be significantly
increased (Skuras 2005). Human capital consists of knowledge and skills pos-
sessed by the human resource through formal education, training, and work
experience (Wajdi and Muzakar Isa, 2014). Based on the results of a research by
Pasanen (2003), a business should be able to achieve appropriate efficiency
through the background of human resources education that is able to support the
work and create sufficient engagement in the field of marketing, production, or
others to improve business performance.

Improving the quality of human resources is one of the factors that are
the focus of attention by the current government. Based on Bates research
(2005), the granting of capital to small industries in the initial development of
their business has not delivered expected results. The condition is influenced by
human resources owned by the SMEs. The HR has educational background but
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are lacking experience in advancing business. SMEs in Indonesia have also
experienced the same thing and the government has provided support through
the development capital but has not been able to provide significant changes
(Thee, 2006).

The aspects of human capital development must be strengthened to
improve the achievement of human capital and ultimately improve the company’s
performance. Wadji (2014) further explained that to make entrepreneurs more
capable in improving the company’s performance, the quality of human capital
also needs to be improved in terms of skills, especially interpersonal skills and
technical skills in the workplace.

Marketing performance is one of the indicators of success of the strategy
implemented by the company. It reflects the company’s performance as widely
indicated by the development of profit obtained through increasing product sales
volume, increasing number of consumers, increasing market share, and consum-
ers becoming aware of the product (Elwisam and Lestari, 2019). Marketing
performance is a key indicator of the success of marketing strategies carried out
by SMEs. SMEs that have competent human capital and good social capital have
one of the steps to improve business through marketing performance.

There are inconsistencies in the results of past studies, namely the results
of Handoyo research (2015) which stated that social capital has no significant
effect on marketing performance but the research of Layla K and Lindawati K
(2014) stated that social capital supports the creation of marketing performance.
The research results of Santoso, D, Indarto, Wyati (2019) and Prima Sandria and
Widodo (2020) stated that human capital have a positive and significant effect
on performance, but the research by Wulandari, W., Sodik, S., and Handini, D.P.
(2020) stated that human capital has no significant effect on the performance of
SMEs.

2. LITERATURE REVIEW

2.1  Marketing Performance

The SMEs is a factor that can be used to measure a policy that will be
applied in conducting business. Policies are made to be directed in achieving
good performance in handling financial performance, marketing, production,
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and human resources development. The performance of SMEs can also be
related to marketing in achieving sales volume, market share, and market
expansion (Chong, 2008).

Sampurno (2010) categorized marketing performance into several parts,
namely the value of sales which is the size of the selling product in the market,
sales growth by comparing the sales curve in a certain period, as well as the size
of the portion owned by the product in the market. These three parts benefit the
company in the form of revenue.

Marketing performance is the result achieved by the owner or manager in
running the business. Marketing performance can be measured using sales
growth, customer growth, and product success. Basically the purpose of the
establishment of a company or business is to get maximum profit. Therefore,
there is a need for continuity and improvement in marketing activities, while
marketing is a social process consisting of individuals and groups who seek to
obtain needs and desires by creating, offering, and exchanging valuable products
with other parties (Sari, 2013).

Marketing performance is a benchmark of a company’s success stemming
from its product marketing activities (Merakti, Rusdarti and Wahyono, 2017). In
marketing activities, the company prepares a variety of appropriate strategies in
order to achieve the expected marketing performance. The company’s strategy
is planned in order to increase the company’s revenue through the number of
products sold in the market, the increasing market share owned, or the financial
aspects of the company that are structured and in accordance with the target
(Mawu, Mandey and Tawas, 2016). Marketing performance aims to increase
profit for the company through activities stemming from interactions that occur
with consumers. Manufacturers can provide understanding, build good commu-
nication, and convey value to the resulting product (Pertiwi and Siswoyo, 2016).

The size of marketing performance can be seen from Target Profit, Cus-
tomer Growth, and Sales Turnoveor (Widjajanti, 2012). Ferdinand in Depary
(2010) stated that the measurement of marketing performance is done with the
number of units of sales, customer growth, customer turnover, more stated
marketing performance, and competition. On the other hand, according to
Sukarno in Depary (2010), the factors underlying marketing performance are
satisfaction with profit, relative profit, repeat business, and customer retention.
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2.2  Social capital

The formed social capital can be shown from the establishment of good
spirit and cooperation between individuals in the company so as to have a
positive impact on the company and individuals in it. Social capital will increase
its influence on other capitals in the company (Putnam, 2000). Social capital is
the amount of resources, both actual or virtual, collected by an individual or
group because it has a durable network, in the form of reciprocal relationship
between introduction and recognition. There are two forms of social capital,
namely exclusive or binding social capital and inclusive or bridging social capital
(Field, 2010). Social capital is the social relationship between economic actors
and their relationships with economic institutions. Social capital is multidimen-
sional and occurs at the individual and organizational level in the company.
Social capital has two dimensions that have different implications on achievable
outcomes and the emergence of the influence of life processes and community
development (Suriatna, D, 2013).

Perceptions of social capital have sprung up and one of the perceptions
about social capital was expressed by Ferdinand (2005). The perception consists
of social networks or links owned by businesses, internal and external networks
owned, prevailing norms, social cohesion, reciprocal norms, and a cooperation
built in the company so that it takes the form of resources that can build
marketing performance.

Social capital in the form of social networks become supporters of the
creation of individual social relations in society. The relationship is based on
norms of shared behavior and united by culture so as to improve the ability of
individuals socially (Sudirah et al,2020). Similarly, Supriono (2008) stated that
social capital is a built interaction and the quality and quantity of social relations
relates to norms in the broad scope. Social capital is a supporting media for the
creation of harmonization in society. Social capital according to Robison and
Schmidt (2002) is a form of sympathy given to others through mutual care,
mutual belonging, and mutual trust between each other.

In simple terms, social capital can be stated as a result of interactions that
arise spontaneously and is a collection of non-formal order that encourages
cooperation between individuals in one community (Supono,B, 2011). Factors
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that support the creation of social capital according to Oliveira (2013) is the
number of networks of businesses, variations of networks, and the strength of
networks owned by SMEs.

Businesses should be able to identify opportunities for increased business
progress through social networks. Social networks play an important role in the
success of sales. Well-built social networks will have an impact on increasing
consumer awareness of a product. It is expected that consumers become
interested in consuming the products offered by the company (Terziovski, Mile,
2003).

Strong social capital is able to create marketing performance. Social net-
works owned by SMEs can be a supporting system for business growth. With the
existing network, SMEs can expand their market and target consumers. Entre-
preneurs with similar products should be partners who work together in
improving business growth.

2.3  Human Capital

Basically the concept of human capital consists of several aspects, namely
education or intellect, skills, and work experience. In general, human capital can
be interpreted as the result of a teaching process consisting of individual insights
and skills during the productive period of a formal education, as well as training
and work experience (Wajdi et al., 2018). Human capital is a personal factor,
namely the skills and basic knowledge that individuals have (Ritonga, 2019). The
next principle is external activities that can improve the abilities possessed by
individuals through education and training that followed. Human capital educa-
tion is not only about what is accepted in school such as skills that must be
mastered, but also aspects of responsibility, discipline, and honesty. Education
must always be put forward in order to get a decent life, because extensive
knowledge is a strong human capital in facing the future because basically human
beings can never be separated from knowledge. Another principle is that human
capital is related to the company’s goal in producing goods or services.

The form of human capital is the skills and expertise that become the
qualitative dimension of human resources. In addition, it will also affect the
productive ability of the person. According to Farah and Sari (2014), skills and
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knowledge can be improved with good education and as long as health is also
maintained.

There is a capitalistic competition among capital holders that creates the
impartiality of human capital theory. So, the importance of human resources who
have the insights and skills that support business improvement is an investment
of human capital (Andriani, 2019).

Human capital includes knowledge of entrepreneurs and also skills and
abilities in innovating products. The increasing knowledge about the market and
potential consumers, skills in business management, and product innovation that
has been done, increase marketing performance. Therefore, human capital has an
important role in the improvement of business.

Conceptual framework
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3. RESEARCH METHODS

This study uses quantitative method with multiple regression method, this
method is used in a research that has more than one independent variable
(Ghozali, 2018). Multiple linear regression analysis is used to determine the
direction and how much influence the independent variable has on the depen-
dent variable (Ghozali, 2011)

The research population is the SMEs in the area of Ngembalrejo, Kudus.
The number of research population is 405. SMEs in the district produces various
types of products, namely SMEs snacks such as madu mongso, gapit, keciput,



Review of Management and Entrepreneurship
Volume 05, Number 01, April 2021

66

and tile. Samples in the study were obtained by using the slovin formula resulting
in 201 respondents based on the following calculations.

n = 

Description:
N: research population size
n: research sample size
E: error

Calculation for the size of research samples with slovin formula:

n = 

n = 

n = 

n = 

n = 201, 24 = 201 respondents

In this study, the researchers used simple random sampling. Simple Random
Sampling is taking members of the sample from a population that is done
randomly without paying attention to the strata in that population.

The data source used in the research is primary sources. A primary source
is data obtained directly from the source. In this study, it is raw data from the
dissemination of questionnaires to respondents, namely SMEs in the village of
Ngembalrejo, Kudus Regency. Research data analysis technique used is quantita-
tive analysis.

This analysis can be applied to data in the form of numbers and methods of
discussion using statistical tests. The statistical analysis of this study is the analysis
of multiple linear regressions. The stages of research analysis are validity test, reli-
ability, multiple linear regression, goodness-of-fit test, and determination test.
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4. DISCUSSION

The validity test aims to identify the validity of the statement contained in the
questionnaire. Questionnaire statements are considered valid or legitimate if they
can provide an overview of the variables that the research model is modeling. In
this test the level of trust used was 95%. In the study, the results of the validity test
showed that all questions in the questionnaire have a significance value of less than
0.05 and they are declared valid. On the reliability test the results showed a value
of > 0.70 and so the entire statement items used are reliable.

Table 1 F-Test Results

Simultaneous social capital and human capital testing on marketing perfor-
mance was conducted using the F-test and it obtained the result that the F-count
value is 51,314, which is more than the F-table 3041 with a significance rate of
0.000 that is less than 0.05. Based on these results, the variables social capital and
human capital have a positive and significant influence on marketing performance.

Advanced testing done is the multiple linear regression tests. The results of
multiple linear regression analysis are shown in the following table.

Table 2 Multiple Linear Regression Analysis Results
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The multiple linear regression equations used in the study were Y = 6.729
+ 0.021 X1 + 0.301 X2. The equation explains that the variable (X1), social
capital, has a positive influence of 0.301 on marketing performance (Y) and
(X2), human capital variable, has a positive influence of 0.021 on marketing
performance (Y).

Table 3 Test Result of Coefficient of Determination

The determination coefficient test aims to measure the influence of indepen-
dent variables in explaining the dependent variable. Based on the coefficient of
determination test, the adjusted R-square value (R2) is 0.335 and this shows that
independent variables are able to describe dependent variables by 33.5%, while
the remaining 66.5% is influenced by variables outside this research model.

Here are the explanations of the influence between variables in accordance
with the research hypothesis:
1. Testing hypotheses between social capital and marketing performance.

Based on the results of the t test, the calculated t value is 0.497 with a
significance level of 0.619. Because 0.497 < 1.97 and 0.619 > 0.05, it is
concluded that the social capital variable (X1) has a positive and insignificant
effect on marketing performance. This result supports Hartono’s research
(2013) which stated that social capital has no effect on performance. In this
case, social capital in the form of business networks does not affect the
marketing performance of SMEs in Ngembalrejo. Entrepreneurs have net-
works and business partners, but have not been able to increase their
businesses. Business partners with similar products provide less support
among SME owners in business development. The existence of cooperation as
well as sharing of information about products and production techniques are
needed to increase business. However, it is not grown from the owners of
SMEs.
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2. Testing hypotheses between human capital and marketing performance.
The t test result shows that the calculated t value for the social capital variable is
6,801 with a significance rate of 0.000. Because 6,801 > 1.97 and 0.000 <0.05,
the human capital variable (X1) have a positive and significant effect on market-
ing performance. These results are in line with the research of Andriani & Zain
(2010), Layla Khoirrini and Lindawati Kartika (2014). Human capital is in the
form of skills, knowledge, and innovation capabilities owned by entrepreneurs.
Entrepreneurs develop their management skills. Some entrepreneurs start doing
bookkeeping in order to identify profits and expenses during a certain period.
The legality of the product is also done to survive in the market. This is done by
SMEs producing snack products such as madumongso. SMEs also innovate pro-
ducts so that the products are more attractive to consumers and have competi-
tive advantages over competitor products. The innovation has been done is in
the packaging of products such as snacks that has been packed in jars to have
added value. Some of these factors can create marketing performance.

5. CONCLUSION

The results of research tests obtained shows the following points:
1. Social capital has a positive and insignificant effect on marketing performance.

Social capital owned by SMEs has not been able to support marketing
performance. Social networks owned by SMEs, namely consumers, partners,
or suppliers have not been able to fully support the business developed.

2. Human capital has a positive and significant impact on marketing perfor-
mance. Human capital owned by SMEs is able to support marketing perfor-
mance. The higher the level of human capital, the more it can improve
marketing performance. In other words, the improvement of knowledge,
competence, and behavior of SMEs will have a positive impact on sales
growth, customer growth, and sales volume.

Based on the results of the research, the following can be suggested:
1. The Entrepreneurs of SMEs in Ngembalrejo should establish good coopera-

tion and communication with consumers and suppliers to get the information
needed for business progress.
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2. In order to increase social capital, SMEs should utilize the internet in
accessing information used to provide insights related to their products and
businesses.

3. The local government has provided facilities to SMEs to develop knowledge
and skills through various training activities. Entrepreneurs can dig up
information about the facilities provided by the local government so that the
SMEs can take advantage of these opportunities in order to improve their
human capital.
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