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ABSTRCT 
This study aims to determine social capital and innovation in increasing competitive advantage to achieve 

marketing performance in the traditional sculpture industry in Indonesia. The quantitative method with the 

population in this study is a sculpture entrepreneur in Gianyar and a sample of 130 entrepreneurs. The analysis 

technique uses SEM-PLS 3.0. The results of the study show that social capital and continuous innovation have a 

positive and significant effect on competitive advantage, social capital has a non-significant positive effect on 

marketing performance, innovation has an insignificant positive effect on marketing performance, competitive 

advantage has a significant positive effect on marketing performance, competitive advantage fully mediates social 

capital. According to our empirical results, sculptures industry managers should build a social capital and 

sustainable innovation to encourage and develop competitive advantage to increase marketing performance. Our 

findings also offer new insight to support further studies of the benefits of managerial ties for sculptures industry 

in developing countries. The implication of this research is that it is expected to assist in making decisions and 

policies at the company level. 

Keyword: Social Capital; Innovation Competitive Advantage; Marketing Performance; Art Business.   

 

Modal Sosial dan Inovasi Sebagai Keunggulan Kompetitif Industri Kreatif dalam 

Meningkatkan Pangsa Pasar 
 

ABSTRAK 
Penelitian ini bertujuan untuk mengetahui modal sosial dan inovasi dalam meningkatkan keunggulan bersaing 

untuk mencapai kinerja pemasaran pada industri patung tradisional di Indonesia. Metode kuantitatif dengan 

populasi dalam penelitian ini adalah pengusaha patung di Gianyar dan sampel sebanyak 130 pengusaha. Teknik 

analisis menggunakan SEM-PLS 3.0. Hasil penelitian menunjukkan modal sosial dan inovasi berkelanjutan 

berpengaruh positif dan signifikan terhadap keunggulan bersaing, modal sosial berpengaruh positif tidak 

signifikan terhadap kinerja pemasaran, inovasi berpengaruh positif tidak signifikan terhadap kinerja 

pemasaran, keunggulan bersaing berpengaruh signifikan efek positif pada kinerja pemasaran, keunggulan 

kompetitif sepenuhnya memediasi modal sosial. Menurut hasil empiris kami, manajer industri patung harus 

membangun modal sosial dan inovasi berkelanjutan untuk mendorong dan mengembangkan keunggulan 

kompetitif untuk meningkatkan kinerja pemasaran. Temuan kami juga menawarkan wawasan baru untuk 

mendukung studi lebih lanjut tentang manfaat ikatan manajerial untuk industri patung di negara berkembang. 

Implikasi dari penelitian ini diharapkan dapat membantu dalam pengambilan keputusan dan kebijakan di tingkat 

perusahaan. 

Kata Kunci: Social Capital; Innovation Competitive Advantage; Marketing Performance; Art Business.   

 

 

INTRODUCTION  

Increasing the economy in an area is largely determined by the potential of the area to 

improve the welfare of its people. The sector that is the focus is the sculpture industry, including 
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stone statues which are widely available in Gianyar Regency as a potential market. Competitive 

advantage can be realized if the company can achieve strategic advantages, tactical advantages, 

and operational advantages that can create an economic manner sustainably. Improving 

performance requires strategic strength in the industry by having uniqueness and differentiation 

so that it can achieve a competitive advantage (Glenn Baxter, 2019). Several studies have found 

that competitive advantage can improve marketing performance, such as the results of research 

by Basuki and Widyanti (2015), Nuryakin (2018), Arbawa and Wardoyo (2018), Hidayatullah 

et al. (2019), Ningrum et al., (2020). Ghozali et al. (2015) found a positive influence between 

competitive advantage and business performance. In contrast, Kadarningsih (2013) found that 

competitive advantage had a positive and insignificant effect on marketing performance. 

Achieving competitive advantage in a business requires supporting factors, especially in the 

sculpture industry which uses unique human resources and has idealistic characteristics that 

are different from the resources of other companies in general. 

The awareness in question is awareness with responsibility according to skills and time 

discipline (Ribek et al., 2021). Social capital networks enhance relationships by encouraging 

shared knowledge as well as encouraging communication, securing or acquiring resources, 

information exchange, and knowledge exchange (Chen et al., 2009). Salehi, et al., (2021) stated 

that social capital has a positive and significant indirect effect on innovation. Companies with 

broad access, professional and unique resources are expected to create competitive advantages 

and increase competitive advantage (Andrevski et al., 2007); (Tuominen et al., 2013; Ou et al., 

2015; Saleh, 2017; Muslikah et al., 2018; Irmawati et al., 2019); Giantari and Sukaatmadja 

(2021) state that social capital can increase competitive advantage. The strength of 

relationships and cooperation can influence others to achieve goals (Franch et al., 1959; Raven, 

2017).  Ribek et al., 2021). The strengths of social capital theory consist of legitimacy, 

appreciation, expertise, reference, coercion, information, and awareness. Another factor that 

can increase competitive advantage is continuous innovation. Urbancova (2013) states that 

high competitiveness is based on skills and abilities that are carried out with continuous 

innovation to produce cheaper and quality products. 

Improving competitiveness, product quality, and the price is the company's strategy in 

seeking new market share (Dewi and Suprapti, 2018). Similarly, Wang et al. (2017) revealed 

that the comparative relationship with competitiveness helps to improve products and adjust 

marketing strategies. Gita (2015), Sunarsih (2017), Ardyan et al. (2017), and Putra et al. (2020), 

shows that sustainable innovation has a positive effect on competitive advantage. In contrast 

to Serlin's research (2016), there is no significant effect between product innovation and 

competitive advantage in the Kerinci batik business. Jazuli and Sukirman (2017), Cillo et al. 

(2019), Rahmadi et al. (2020) state that continuous innovation does not affect competitive 

advantage. Hamdoun, et al., (2022) stated that CSR does have a positive impact on competitive 

advantage. Giantari and Sukaatmadja (2021) state that social capital has a positive and 

significant effect on competitiveness. The results of research by Basuki and Widyanti (2015), 

Nuryakin (2018), Arbawa and Wardoyo (2018), Hidayatullah et al. (2019), Liu (2021), 

Ningrum et al., 2020 state that competitive advantage can improve marketing performance. In 

contrast to the results of Kadarningsih (2013), they found that competitive advantage had no 
significant effect on marketing performance. Following the research gap and the background 

of this research, the problems are 1) how is the influence of social capital on the competitive 

advantage of traditional sculpture products, 2) how is the influence of innovation on the 

competitive advantage of traditional sculpture products, 3) how is the influence of social capital 

on marketing performance? traditional sculpture products, 4) how does innovation influence 

the marketing performance of traditional sculpture products, 5) how does the role of 

competitive advantage affect the marketing performance of traditional sculpture products, 6) 

how does the role of competitive advantage mediate the influence of social capital on the 
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marketing performance of sculpture product, 7) what is the role of competitive advantage in 

mediating innovation on the marketing performance of traditional sculpture products. The 

purpose of this study was to determine the effect of social capital and innovation in improving 

marketing performance through competitive advantage. The novelty of this research is a 

competitive advantage as a full mediation of the effect of social capital on marketing 

performance. Competitive advantage is a full mediation of the influence of innovation on 

marketing performance. This topic becomes interesting to study because of the phenomenon 

of the decreasing level of motivation of the younger generation in developing skills to maintain 

local culture. 

This study uses the theory of competitive advantage (Porter, 1980), supporting theories 

are expectancy theory (Vroom, 1964) and social exchange theory (Homans, 1961), diffusion 

of innovations theory (Rogers, 1964), and theory the base of social power (Franch et al., 1959; 

Raven, 2017). Competitive advantage is achieved if it can strengthen social capital as an 

adhesive in achieving goals, and innovation to improve marketing performance. Byukusenge 

et al. (2016), stated that knowledge is an intangible asset that plays an important role in 

industrial progress. Giantari and Sukaatmadja (2021) state that social capital has an effect on 

competitive advantage in improving marketing performance, meaning that social capital is a 

key factor in producing marketing performance. Social capital and innovation are basic means 

for business people to be able to exchange knowledge and contribute to the application of 

knowledge, and innovation in creating competitive advantage (Arsawan et al., 2020). Based on 

the concept of thinking, can be described the concept of thinking as in Figure 1 below: 

 

Social Capital

Sustainable 

Innovation

Competitive 

Advantage

Marketing 

Performance

H1

H2

H5

H3

H4

H6

H7

 
Figure 1. Theoretical Model 
Source: Researcher (2021) 

 

Figure 1 can be explained, as follows. In the sculpture industry, improving marketing 

performance requires various strengths to be possessed, following changes that occur in the 

internal and external environment. Especially in the internal environment to achieve increased 

marketing performance it is necessary to have a competitive advantage. 

Relationships are part of social capital (Chang et al., 2010). Networks in social capital 

enhance relationships to communicate, acquire resources, exchange information, and exchange 

knowledge (Chen et al., 2009). Companies that have unique resources can create competitive 

advantages and increase profits (Andrevski et al., 2007). Thus, the greater the resources and 

capabilities of social capital owned by a company, the easier it is to achieve a competitive 

advantage (Tuominen et al., 2013; Ou et al., 2015). They operate more efficiently or gain a 

higher competitive advantage over competitors. Firms with greater access to network resources 

are expected to have a greater competitive advantage and profit (Kangarlouei et al., 2012) so 

the following hypothesis can be formulated. H1: Social capital has a positive and significant 

effect on competitive advantage 
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Companies that innovate are seen as a source of competitive advantage Bahren et al. 

(2019). Gita (2015) researched that innovation positively affects competitive advantage. In line 

with this, it is explained that continuous innovation will in turn lead to the creation of 

competitive advantage. In contrast to Serlin's (2016) research, there is no significant effect 

between product innovation and competitive advantage in the Kerinci batik business. Based on 

the description above, the following hypothesis can be formulated.  H2: Continuous innovation 

has a positive and significant impact on competitive advantage. 

The results of research from Ferdinand (2005) state that internal and external-based 

social capital can produce marketing performance and competitive advantage, where the 

conception of social capital is a key factor in generating performance. The strong relationship 

of an organization can be seen in the number of members who have high quality and integrity 

so that they can achieve their goals (Raven, 2008). 

However, research conducted by Hartono and Soegianto (2013) and Winarni (2011) 

states that social capital has a negative effect on performance. The results of research by 

Prasetyo and Harjanti (2013) that social capital has no relationship with performance. In 

contrast to the findings of previous studies, it is interesting to review the effect of social capital 

on performance, the following hypothesis can be formulated.  H3: Social capital has a positive 

and significant effect on marketing performance. 

Kamboj and Rahman (2017) show that sustainable innovation affects marketing 

performance. Bayen et al. (2016) stated that to get successful management an innovation 

strategy is needed to gain a competitive advantage. Research findings Vermaeulen et al. (2005) 

conducted a study related to the effect of product innovation on the performance of 90 small 

and medium enterprises in the financial sector in the Netherlands. The results showed a 

negative effect on the company's performance. The results of the research by Ardyan et al. 

(2016) that continuous innovation has no significant effect on performance, so the following 

hypothesis can be formulated.  H4: continuous innovation has a positive and significant effect 

on marketing performance. 

The results of the research by Ghozali et al. (2015) state that performance has a 

significant effect on competitive advantage. The results of research by Basuki and Widyanti 

(2015) found that competitive advantage has a positive and significant effect on marketing 

performance. The research findings of Soegoto (2012) define location competitiveness as the 

productivity that can be achieved by the company. Measuring the competitiveness of an 

organization's competitive environment helps form a solid basis for strategy and business 

development. Based on the description above, the hypothesis of this research is used, as 

follows. H5: Competitive advantage has a positive and significant effect on marketing 

performance. 

Findings from Saleh, 2017; Muslikah et al., 2018; Irmawati et al., 2019, show that social 

capital can improve marketing performance through the company's competitive advantage. 

Social capital is said to have a negative impact on performance (Hartono and Soegianto, 2013; 

Winarni, 2011). This is also experienced in the sculpture industry, which has a lot of social 

capital, resulting in more costs. Based on these findings, the hypothesis of this research is as 

follows.  H6: The role of competitive advantage can mediate social capital on marketing 
performance. 

Research examining competitive advantage related to sustainable innovation states that 

sustainable innovation is an absolute thing that must be done to create competitive advantage 

(Barney, 1991; Chiou, 2011; Kafetzopoulos et al., 2015; Chatzoglou and Chatzoudes, 2017; 

Kuncoro and Suriani, 2017). Kafetzopoulos et al. (2015) state that quality management can 

create innovations both in products and processes so that later it can create a competitive 

advantage. Rahman, et al., (2021) stated that innovation determines competitive advantage. 

Business strategy significantly leads to competitive advantage. Research conducted by 
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Arenhardt et al. (2016) found that innovation increases competitive advantage. Based on the 

description above, the hypothesis of this research is used, as follows.  H7: Competitive 

advantage mediates continuous innovation in marketing performance. 

 

METHOD 

The method used in strategic research to improve the marketing performance of 

traditional sculpture products in Gianyar Bali is quantitative. This study uses variables of 

social capital, sustainable innovation, competitive advantage, and marketing performance 

because this research is based on phenomena that occur in the field where the welfare of 

sculpture industry workers is low even though they are in tourism areas and there are various 

existing research gaps. Research using quantitative methods in the form of SEM-PLS 

(Structural Equation Modeling–Partial Least Square) analysis to obtain results in the form of 

the relationship between each variable as the dependent variable. SEM PLS has higher 

flexibility for researchers to link theory and data (Ghozali, 2011). The population that is the 

target of this research is the entire stone sculpture industry in Gianyar Regency, totaling 100 

companies. The tool used in this research is a questionnaire using a Likert scale. The sampling 

technique uses the census method. Populations are geographically dispersed sampling can be 

done thoroughly. Qualitative data is data that is not in the form of numbers, in this study 

various information was received from respondents related to research. The steps taken in the 

interview are compiling guidelines and interview questions based on the background, problem 

focus, research objectives, theoretical studies, concepts, and some previous research results, 

as well as various related phenomena questions). 

Based on the formulated hypothesis, in this study, the analysis of inferential statistical 

data was measured using the Smart PLS (Partial Least Square) software starting from the 

measurement model (outer model), model structure (inner model), and hypothesis testing. 

PLS (Partial Least Square) uses the principal component analysis method in the measurement 

model, namely the variant extraction block to see the relationship between the indicator and 

its latent construct by calculating the total variance consisting of common variance, specific 

variance, and error variance. error variance). 

 

RESULT AND DISCUSSION 

The results of the Social Capital Validity test, continuous innovation, competitive 

advantage, and marketing performance, are already above 0.3 so they are declared valid in 

Table 1. 

Evaluation of the measurement model (outer model) was conducted to determine the 

validity and reliability of the indicators on each variable, namely social capital, continuous 

innovation, competitive advantage, and marketing performance. The indicators in this study 

are all reflective, so the evaluation of the measurement model is based on the criteria of 

Convergent validity, Discriminant validity, Composite reliability, and Cronbach’s alpha. 

Convergent validity is a criterion for determining the validity of the indicators on each 

latent variable. An indicator is said to be valid if the outer loading coefficient is greater than 
0.50 and p-value <0.05 and the level of significance (t-statistics> 1.96) (Hair et al., 2010). The 

outer loading coefficient shows the magnitude of the indicator's contribution to the variable. 

Based on the results of the validity test of the social capital variable, the results of the 

innovation validity test, the results of the validity test of the competitive advantage variable, 

the validity test results of the marketing performance variable, all indicators whose outer 

loading is above 0.7. Based on the table, can be described in Figure 2. 

Table 3. shows that the value of the Average Variance Extracted (AVE) of all constructs 

is > 0.50 so that it meets the valid requirements based on the discriminant validity criteria. 
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Based on the results of data processing with the Smart PLS 3.0 program, the Composite 

reliability and Cronbach’s Alpha values are obtained as shown in Table 4. 

 

Table 1. Validity test results 
Variable Indicator R-Count R- Limit Description 

Social capital (X1) X1.1 0,776 > 0,3 valid 

X1.2 0,809 > 0,3 valid 

X1.3 0,833 >0,3 valid 

X1.4 0,871 >0,3 valid 

X1.5 0,885 >0,3 valid 

X1.6 0,786 >0,3 valid 

X1.7 0,771 >0,3 valid 

X1.8 0,833 >0,3 valid 

X1.9 0,719 >0,3 valid 

X1.10 0,915 >0,3 valid 

Sustainable innovation (X2) X2.1 0,836 >0,3 valid 

X2.2 0,899 >0,3 valid 

X2.3 0,894 >0,3 valid 

X2.4 0,859 >0,3 valid 

X2.5 0,890 >0,3 valid 

Competitive advantage (Y1) Y1.1 0,864 >0,3 valid 

Y1.2 0,899 >0,3 valid 

Y1.3 0,914 >0,3 valid 

Y1.4 0,955 >0,3 valid 

Y1.5 0,856 >0,3 valid 

Marketing performance (Y2) Y2.1 0,889 >0,3 valid 

Y2.2 0,923 >0,3 valid 

Y2.3 0,723 >0,3 valid 

Y2.4 0,874 >0,3 valid 

Source: Primary data processed 

 

Table 2. Reliability Test Result 

Variable Cronbach's Alpha Description 

Social capital (X1) 0,942 reliable 

Sustainable innovation (X2) 0,923 reliable 

Competitive advantage (Y1) 0,939 reliable 

Marketing performance (Y2) 0,869 reliable 

Source: Data processed 

 

Based on Table 4, the R-Square (R2) value for the competitive advantage variable (Y1) 

is 0.707, and marketing performance (Y2) is 0.558. The value (R2) of 0.707 on the competitive 

advantage variable means that 70.7% of competitive advantage is influenced by social capital 

and innovation, the remaining 29.03% is caused by other factors. The results of the Q2 study 

show a value of 0.845, which means that 84.50% of the relationship between exogenous and 

endogenous variables can be explained well by the research model. This implies that 84.50% 

of competitive advantage performance variables can be explained by social capital and 

innovation variables, while 15.50% are other factors outside the research model. According to 
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Chin (1998: 317), the value of Q square is getting closer to 1, which shows that the model has 

good predictive relevance. 

Measurement of the structural model (inner model) is carried out to find out how well 

the research model is formed with a variable. The criteria for testing the measurement model 

in this study were shown based on some criteria, namely; R. square, Q2 predictive relevance, 

and Goodness of Fit (GoF). Referring to the results of the Smart PLS 3.0 data processing in 

Table 5. 

 

 
Figure 2: Outer loading evaluation results 

 

Table 3. Discriminant Validity Variable Social Capital, Innovation, Competitive 

Advantage, Marketing Performance 
Variable AVE X1 X2 Y1 Y2 

Social capital (X1)  0,768    

Sustainable innovation (X2)   0,764   

Competitive advantage (Y1)    0,812  

Marketing performance (Y2)     0,846 

      

Source: processed data 

 

Table 4. Discriminant Reliability And Cronbach’s Alpha Variable Social Capital, 

Sustainable Innovation, Competitive Advantage, Marketing Performance 
Variable Composite Reliability Cronbach’s Alpha 

Social capital (X1) 0,971 0,966 

Sustainable innovation (X2) 0,942 0,922 

Competitive advantage (Y1) 0,956 0.943 

Marketing performance (Y2) 0,957 0,939 

Source: Data processed 

 

The results of the GoF calculation show a value of 0.687, based on the GoF criteria 

according to Akter et al. (2011), a value above 0.687 is classified as a large GoF. This means 

that the research model has a high level of model accuracy. Based on the results of the 

evaluation of the structural model (inner model) as measured by the criteria of R-Square (R2), 
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R-Square predictive Relevance (Q2) and Goodness of Fit (GoF), the measurement results can 

be stated to be in the large category. All the criteria of the structural model used (R2) (Q 2), 

Goodness of Fit (GoF) show good results, so the research model that develops social capital, 

innovation, competitive advantage and marketing performance variables is a good model. In 

testing the hypothesis, it is expected that H0 is rejected or the value is sig <0.05 (t statistic 

value> 1.96 if the test is with a significant level of 0.05), tests such as Table 6. 

 

Table 5. R-Square (R2) Variable Social Capital, Innovation, Competitive Advantage, 

Marketing Performance 
  Variable R-Square (R2) description 

Competitive advantage (Y1) 0,707 Strong influence 

Marketing performance (Y2) 0,558 Strong influence 

Source: Data processed 

 

Table 6. Statistical Test Results 
Construct Original 

Sample 

Sample 

Mean 

Standard 

Deviation 

T 

Statistic 

P Value Description 

Social capital 
→ 

Competitive 

advantage 

0,526 0,526 0,102 5,148 0,000 Significant 

 

Social capital 

→  Marketing 

performance 

0,040 0,059 0,155 0,257 0,797 Not significant 

 

Sustainable 

innovation → 

Competitive 

advantage 

0,370 0,368 0,105 3,525 0,000 Significant 

Sustainable 

innovation   → 

Marketing 

performance 

0,273 0,261 0,160 1,712 0,088 Not significant 

Competitive 

advantage → 

Marketing 

performance 

0,482 0,480 0,134 3,610 0,000 Significant 

 

Source: Data processed 

 

Based on statistical tests, the effect of social capital on competitive advantage is 

positive and significant. This means that the better the social capital owned, the better the 

competitive advantage. This significance is indicated by the t statistic value of 5.148 which is 

greater than the t table of 1.96, supporting hypothesis 1. (2013), and the findings of Qu et al, 

(2015) which state that the better the social capital owned by the company, the easier it is to 

achieve competitive advantage. 

Based on the results of the t-statistical test, the effect of social capital on marketing 

performance shows a positive but not significant effect at the 0.05 level, because the t-statistical 

value is smaller than t-table 1.96, which is 0.257, so it does not support the hypothesis 2. The 

results of this study support Widjajanti's research (2017) which states that social capital has no 

direct effect on marketing performance. 

Based on statistical tests, the effect of innovation on competitive advantage is positive 

and significant. This significance is indicated by the t statistic value of 3.525 which is greater 

than the t table of 1.96, supporting hypothesis 3. Based on the results of the analysis, it is 

explained that continuous innovation has a significant positive effect on competitive advantage, 

meaning that sustainable innovation can affect competitive advantage. The results of this study 
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are following the results of research conducted by Bahren et al (2019) which shows that 

companies that innovate sustainably are seen as a source of competitive advantage. Supported 

research findings from Gita (2015) show that sustainable innovation has a positive effect on 

competitive advantage. Correspondingly, continuous innovation will lead to the creation of a 

competitive advantage. 

Based on statistical tests, it shows that the effect of continuous innovation on marketing 

performance is positive but not significant as indicated by the t statistic value of 1.712 which 

is smaller than the t table of 1.96 and does not support hypothesis 4. Based on the results of the 

analysis, sustainable innovation cannot directly affect marketing performance but requires a 

competitive advantage. That is, when innovation is continuously carried out in the sculpture 

industry without having a competitive advantage, it will not be able to improve marketing 

performance. The results of the study are supported by the findings of Ardyan et al. (2016) that 

innovation has no significant effect on performance. 

 
Figure 3. Results of t-test statistics 

 

Based on the results of statistical tests, the effect of competitive advantage on marketing 

performance is a significant positive. The significance shows that the t statistic value of 3.610 

is greater than the t table of 1.96 supporting hypothesis 5 which states that competitive 

advantage has a significant positive effect on marketing performance. This result is supported 

by the research findings of Ghozali et al. (2015) The results of this study support the findings 

of Basuki and Widyanti (2015) stating that competitive advantage has a positive and significant 

effect on marketing performance. 

The analysis in this study uses the examination method. The method of examination is 

by doing two analyzes, namely analysis involving mediating variables and analysis without 

involving mediating variables. The indirect relationship between social capital variables and 

marketing performance shows a significant relationship with a coefficient value of 0.254 and 

is significant. The indirect relationship between the innovation variable and marketing 

performance shows a significant relationship with a coefficient value of 0.178 and is 

significant. The results of the indirect relationship test are presented in Table 7. 
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Table 7. Indirect Effect Coefficient Of Social Capital And Innovation Variables With 

Marketing Performance 

Variable 
Original 

Sample 

Sample 

Mean 

Standard 

Deviation 

T 

Statistic 

P-

Value 
Description 

Social capital → competitive 

advantage → marketing 

performance 

0,254 0,252 0,085 3,000 0,003 Significant 

Sustainable innovation→ 

competitive advantage → 

marketing performance 

0,178 0,176 0,071 2,520 0,012 Significant 

Source: Data processed 

 

Based on Table 6, it can be explained that the indirect effect is entirely positive and 

significant. Competitive advantage can mediate the effect of social capital on marketing 

performance with a t statistic of 3,000 which is greater than the t-table of 1.96. The effect of 

competitive advantage on marketing performance is positive and significant, supporting 

hypothesis 6 which states that competitive advantage mediates social capital on marketing 

performance. This means that social capital can improve its marketing performance if it has a 

good competitive advantage. The better the competitive advantage it has, the more its 

marketing performance will increase. The findings of this study support the findings of research 

conducted by Ferdinand (2005) which states that internal and external-based social capital can 

produce marketing performance through competitive advantage. 

Competitive advantage can mediate the effect of continuous innovation on marketing 

performance with a t statistic of 2.520 which is greater than the t-table of 1.96. The effect of 

competitive advantage in mediating innovation on marketing performance is positive and 

significant, supporting hypothesis 7 which states that competitive advantage mediates 

continuous innovation on marketing performance. Companies that innovate continuously are 

seen as a source of competitive advantage that will be able to improve marketing performance 

(Bahren et al., 2019). 

Competitive advantage fully mediates social capital and innovation in marketing 

performance. This shows that social capital and continuous innovation indirectly affect 

marketing performance. Based on the findings of this study, it is explained that competitive 

advantage fully mediates social capital and continuous innovation on marketing performance 

in a positive and significant way. This means that the more you innovate, the better the 

competitive advantage you will get to improve marketing performance. Research that examines 

competitive advantage with sustainable innovation states that innovation is an absolute thing 

that must be done to create a competitive advantage (Kuncoro and Suriani, 2017). 

The findings of this study support the research findings of Ferdinand (2005) which 

shows that social capital can improve marketing performance through the company's 

competitive advantage. In addition to social capital, some innovations can improve marketing 

performance through competitive advantage. Based on the results of this study, social capital 

and sustainable innovation can improve marketing performance through competitive 

advantage. Competitive advantage as a full mediation in improving marketing performance 
supports hypothesis 8 which states that social capital and sustainable innovation can improve 

marketing performance through competitive advantage. 

Development of research models conducted by Hartono and Soegianto (2013), 

Widjajanti (2017), Prasetyo and Harjanti (2013), Hartono at al. (2013), Rahmawati et al. 

(2018), Astuti et al. (2019, which states that social capital is not able to directly improve 

marketing performance. This study found the development of social capital in improving 

marketing performance through competitive advantage. Without a competitive advantage as a 
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mediation of social capital in improving marketing performance, indirectly social capital does 

not able to improve marketing performance in the traditional sculpture industry in Gianyar 

Regency. Development of research models conducted by Darmanto (2015), Ardyan et al. 

(2016), Susilowati and Kaharti (2019), and Zameer et al. (2020) stated the success of product 

innovation is not able to significantly improve marketing performance because it still uses 

traditional or manual processes. In the findings of this study, innovation requires competitive 

advantage as a mediation so that it can improve marketing performance. and marketing of 

traditional sculpture in Gianyar Regency.  

Competitive advantage as a full mediation of the influence of social capital on 

marketing performance means that without a competitive advantage, social capital is not able 

to improve its marketing performance. Batu Padas traditional sculpture companies that have 

social capital need a competitive advantage as mediation in improving their marketing 

performance. Competitive advantage as a full mediation of the influence of innovation on 

marketing performance means that without a competitive advantage, innovation is not able to 

improve its marketing performance. Traditional batu padas sculpture companies that have 

innovations need a competitive advantage as mediation in improving their marketing 

performance. Competitive advantage as a full mediation in improving marketing performance 

both with social capital and innovation in the traditional sculpture industry in Gianyar Regency. 

The findings of this study support the findings of research conducted by Wijaya and Suasih, 

(2020) which states that the competitive advantage possessed by silver handicraft SMEs in 

Gianyar Regency can fully mediate the relationship between knowledge management and 

business performance. 

 

CONCLUSION  

Based on the result, can be concluded social capital can increase competitive 

advantage in the traditional sculpture industry; continuous innovation is capable of increasing 

competitive advantage in the traditional sculpture industry; social capital is not able to directly 

improve marketing performance in the traditional sculpture industry; innovation is not able to 

directly improve marketing performance in the traditional sculpture industry; competitive 

advantage can improve marketing performance; competitive advantage acts as a social capital 

mediation in improving marketing performance; competitive advantage as a mediation of 

continuous innovation in improving marketing performance in the traditional sculpture 

industry. According to our empirical results, sculptures industry managers should build social 

capital and sustainable innovation to encourage and develop a competitive advantage to 

increase marketing performance. Our findings also offer new insight to support further studies 

of the benefits of managerial ties for the sculptures industry in developing countries.  

This research implies that this research can provide a literature review related to the 

topic of research on improving the welfare of sculptures workers, and another implication of 

this research is that this research can provide direction for policymakers interested in 

improving the welfare of industrial sculpture workers. This research only examines the 

traditional sculpture industry in Bali, Indonesia, so it is not able to generalize. For further 
researchers, it is hoped that they will conduct research in wider industry.. 
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