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ABSTRACT 
In a competitive business environment, businesses need to implement effective marketing strategies 

to turn brand strength and digital presence into tangible sales and sustainable growth. This study 
aims to analyze the influence of branding strategy and social media marketing on business 
performance with sales performance as a mediating variable in MSMEs clothing traders. The 
approach used was quantitative with a survey method through the distribution of questionnaires to 
275 randomly selected respondents. Data analysis was carried out using Structural Equation 
Modeling–Partial Least Squares (SEM-PLS) through SmartPLS 3.0 software. The results of the 
study show that both branding strategy and social media marketing have a positive and significant 
effect on sales performance. Furthermore, sales performance has been proven to have a dominant 
influence on business performance and significantly mediates the influence of branding strategy and 
social media marketing on business performance. These findings confirm that marketing strategies 
will yield maximum results only if they are able to increase sales in real terms. Therefore, improving 
sales performance is a key factor in converting brand strength and digital activities into profitability 
and sustainable business growth for MSMEs. 

 
Keywords: Branding Strategy, Business Performance, MSMEs, Sales Performance, Social Media 
Marketing. 
 
 
INTRODUCTION 

Micro, Small, and Medium Enterprises (MSMEs) are the dominant pillars in 
Indonesia’s economic structure. Based on data from the Central Statistics Agency (Badan 
Pusat Statistik/BPS) in 2022, this sector consistently dominates the national trade share, 
supported by the rapid adaptation of e-commerce as the main transaction. However, 
behind this dominance, there is a big challenge: many MSMEs experience stagnation or 
the phenomenon of “stunting”, where they struggle to develop into larger-scale businesses 
or legal entities (companies) (Sudarwati & Naim, 2022). This obstacle is caused by various 
factors, such as the low urgency of innovation, limited human resources, and difficulties 
in obtaining access to capital. 

One of the root problems is the lack of business performance evaluation among 
MSMEs. Business performance refers to a comprehensive assessment of achievements, 
including financial aspects (profitability, Return on Investment (ROI), cash flow) and 
non-financial aspects (customer satisfaction, service quality, operational efficiency) 
(Maina, 2024; Abrokwah-Larbi & Awuku-Larbi, 2024). Unlike large companies, MSMEs 
often neglect this evaluation due to limited financial records and resources (Wheelen et 
al., 2018; Marwanto et al., 2023). Without systematic evaluation, MSMEs lose the 
strategic basis for decision-making, innovation, and sustainable competitive advantage 
(David & David, 2017; Susanti et al., 2022; Sugangga et al., 2023).  
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To overcome these challenges, literature emphasizes the role of marketing strategies, 
particularly branding strategy and social media marketing. Branding strategy involves 
managerial efforts to build a strong brand image to gain a competitive advantage 
(Srisusilawati et al., 2023; Mariam, 2024; Teng et al., 2025). Social media marketing 
provides cost-efficient promotion and enables direct consumer interaction, especially after 
COVID-19 accelerated digital adoption (Alqasa & Afaneh, 2022; Chen et al., 2024; 
Ayokunmia et al., 2025). 

However, empirical evidence shows that the practical implementation of these 
strategies among MSMEs often fails to produce the expected outcomes, creating a 
performance gap between theoretical potential and actual performance. A study on 
clothing traders in Paser Regency, for example, found that although the traders excelled 
in service quality, they were still weak in promotion and brand exposure. Likewise, social 
media marketing showed only a relatively small influence on sales performance in the 
same context (Venciute et al., 2023). This contradiction indicates that branding and digital 
marketing strategies do not automatically translate into improved business outcomes for 
MSMEs. 

Meanwhile, modern marketing strategies such as branding strategies and social media 
marketing, which are expected to be solutions, turn out to have an indirect and often non-
optimal impact (Yu et al., 2023). Sales performance is strongly suspected to play a 
mediating role that determines the success of these strategies in improving business 
performance. This research aims to examine how branding strategy and social media 
marketing influence sales performance, how sales performance affects business 
performance, and how it mediates the effects of branding and social media marketing on 
business outcomes. The study provides insights and practical recommendations for 
MSMEs to design strategies that enhance competitiveness and sustainability. 

 Sales performance is not only a key indicator of business performance but also 
functions as a critical bridge that links marketing activities to tangible business outcomes 
(Badoyan, 2025). Branding strategy and social media marketing will not contribute 
optimally to overall business performance unless they are effectively translated into 
increased sales volume. Evidence from clothing merchants in Paser Regency illustrates 
this condition, where strong customer relationships as part of branding efforts do not 
automatically lead to higher sales. This phenomenon underscores the importance of 
integrating branding and social media strategies with sales-oriented approaches that 
emphasize conversion and revenue generation. 

These findings indicate a gap between the theoretical potential of the marketing 
strategy and the real impact it produces. The gap highlights the crucial role of sales 
performance as a central factor. Based on the above explanation, it can be seen that there 
is a complex problem flow: MSMEs dominate the market but are difficult to develop due 
to the lack of business performance evaluation. Meanwhile, modern marketing strategies 
such as branding strategies and social media marketing, which are expected to be 
solutions, turn out to have an indirect and often non-optimal impact. Sales performance 
is strongly suspected to play a mediating role that determines the success of these strategies 
in improving overall business performance. This research aims to examine the effects of 
branding strategy and social media marketing on sales performance, the effect of sales 
performance on business performance, and its role as a mediator, providing insights for 
MSMEs to enhance competitiveness and sustainability. 
 
LITERATURE REVIEW & HYPOTHESIS DEVELOPMENT 
The Effect of Branding Strategy on Sales Performance 

A strategically developed branding approach plays a vital role in boosting sales 
performance by influencing consumer perceptions, enhancing brand equity, and fostering 
long-term customer loyalty (Bing et al., 2024; Islami et al., 2024). Branding is far more 
than designing a logo, tagline, or visual identity; it represents a holistic effort to establish 
a distinct and recognizable identity that differentiates a business within a competitive 
market environment (Aguilika & Padmasari, 2026). When implemented effectively, 
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branding strategies communicate the unique value of a company, build credibility, and 
create emotional connections with consumers, which in turn shape purchase intentions 
and encourage repeated engagement over time (Vale et al., 2026). 

Empirical studies have demonstrated the tangible benefits of robust branding strategies 
on sales outcomes and customer retention. For instance, research by Herlyaminda and 
Putri (2026) indicates that companies that maintain consistent branding practices 
strengthen consumer trust and positively influence purchase intentions through perceived 
reliability and customer satisfaction. Similarly, Landa et al. (2026) reveal that digital 
branding initiatives, such as online campaigns and social media engagement, significantly 
impact consumer decision-making processes, thereby improving both sales and overall 
business performance. These findings highlight that a well-crafted branding strategy not 
only increases visibility and market recognition but also serves as a key driver in 
converting brand strength into measurable financial results and sustainable customer 
relationships. 

 
H1: Branding strategy has a positive effect on sales performance. 
 
The Effect of Social Media Marketing on Sales Performance 

Social media marketing has emerged as a powerful strategy that enables businesses to 
engage customers, enhance brand visibility, and improve overall sales performance in 
today’s digital economy (Jazula & Isharina, 2025). Unlike traditional marketing channels, 
social media platforms like Facebook, Instagram, and WhatsApp allow firms to 
communicate directly with both current and potential customers through interactive 
content, promotions, and personalized messaging. A study conducted on local grocery 
stores in Liverpool, UK, found that active social media marketing efforts increased sales 
performance by as much as 20 %, while also strengthening customer loyalty and 
word-of-mouth referrals, illustrating the positive role social media can play in driving 
business outcomes (Jesurajah & Ong, 2024).  

Similarly, research among Batik Gedog microenterprises in Indonesia demonstrated 
that social media marketing has a positive and statistically significant effect on sales 
performance, explaining nearly 38.9 % of variation in sales outcomes (Pratiwi & 
Sulistyowati, 2020). This suggests that beyond just increasing brand awareness, social 
media activities contribute directly to financial results when content and engagement 
strategies are implemented effectively (Dewi & Rhamdhani, 2025). In addition, broader 
surveys of Indonesian MSMEs indicate that social media marketing activities, especially 
those focused on communication and connection, significantly improve overall business 
performance, including increases in sales and market reach. Therefore, the empirical 
evidence supports the idea that social media marketing is an influential tool for enhancing 
sales results, particularly for small and medium enterprises that rely on digital connections 
to reach customers. 

 
H2: Social media marketing has a positive effect on sales performance. 
 
The Effect of Sales Performance on Business Performance 

Sales performance is widely acknowledged as a fundamental factor influencing overall 
business performance, as it directly affects key indicators such as profitability, market 
share, and the long-term viability of an organization. The ability of a firm to achieve high 
levels of sales reflects not only the effectiveness of its marketing and promotional strategies 
but also the robustness of its operational processes and the strength of its relationships 
with customers. According to Ermad et al. (2025), organizations that maintain well-
structured and efficient sales mechanisms are more likely to attain superior business 
outcomes, as consistent revenue generation supports organizational stability and 
resilience. 

In addition, research by Sharpe et al. (2024) suggests that sales performance functions 
as an essential intermediary between investments in brand capital and overall firm 
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performance, highlighting that effective sales translate intangible brand value into 
measurable financial results. Complementing these findings, Herlyaminda and Putri 
(2024) argue that the implementation of strategic sales initiatives not only enhances 
revenue but also positively impacts employee motivation and contributes to broader 
company growth, demonstrating the multidimensional benefits of strong sales outcomes. 
Moreover, Warżała and Bórawski (2024) emphasize that during post-pandemic economic 
recovery, the expansion of retail sales significantly fueled regional revitalization, 
underscoring the critical role of sales performance not only for individual firms but also 
for the wider business ecosystem. Collectively, these studies indicate that robust sales 
performance is a pivotal driver of both micro-level business success and macro-level 
economic development. 
 
H3: Sales performance has a positive effect on business performance. 
 
Sales Performance as a Mediating Variable 

Sales performance serves as a vital mediating mechanism that connects both marketing 
and branding strategies to overall business performance, acting as the channel through 
which strategic initiatives generate measurable market results. By converting marketing 
and branding efforts into tangible outcomes such as increased revenue, improved 
customer retention, and strengthened competitive positioning, sales performance 
effectively bridges the gap between organizational strategy and financial achievement 
(Istianingsih & Ariyanto, 2025). Fitriany and Star (2025) emphasize that digital marketing 
and branding strategies alone are insufficient to drive business performance; these 
initiatives must first translate into enhanced sales effectiveness, illustrating that sales 
performance is the critical link that enables marketing inputs to produce organizational 
success. 

In a similar vein, Kuswibowo et al. (2025) demonstrate that factors such as brand 
image and customer engagement exert a positive influence on sales when mediated 
through digital channels, and that the resulting increase in sales performance subsequently 
leads to better overall business outcomes. This underscores the role of sales performance 
as a transmission mechanism, transforming intangible branding efforts and online 
engagement strategies into concrete financial and operational results. Furthermore, 
Setiawan et al. (2025) highlight that innovative approaches to digital marketing not only 
drive higher sales growth but also contribute to stronger long-term customer relationships 
and enhanced firm performance, reinforcing the idea that sales outcomes are essential for 
translating strategic marketing efforts into sustainable business success. These studies 
indicate that sales performance is a central conduit through which strategic marketing and 
branding initiatives exert their full impact on organizational performance. 
 
H4: Sales performance has a mediating effect between branding strategy and business 
performance. 
H5: Sales performance has a mediating effect between social media marketing and 
business performance. 
 

 
Figure 1. Conceptual Framework 
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Figure 1 presents the conceptual framework of this study, showing the relationships 

between branding strategy, social media marketing, sales performance, and business 
performance. Both branding strategy and social media marketing are expected to enhance 
sales performance, which in turn drives overall business performance. Sales performance 
acts as a mediating variable, translating strategic marketing efforts into measurable 
outcomes such as revenue growth, customer retention, and organizational success. The 
figure highlights that the effect of marketing strategies on business performance occurs 
primarily through their influence on sales effectiveness. 

 
RESEARCH METHODS 

This study’s research methodology combines a survey method with a quantitative 
approach. This method was selected because it is thought to be the most suitable for 
employing statistical data evaluated with Structural Equation Modeling–Partial Least 
Squares (SEM-PLS) to objectively explain the causal link between variables. The SEM-
PLS model is useful for exploratory research that aims to identify predictive associations 
and build new theories because it enables the examination of complex relationships 
among latent variables without requiring normality assumptions (Ferdinand, 2014; 
Ghozali & Latan, 2014; Hair et al., 2021). 

According to data from the Department of Industry sector, Cooperatives, and SMEs, 
there are 878 business units in Paser Regency, East Kalimantan, which comprise all 
MSME actors in the apparel sector. In order to attain a minimum of 275 respondents, the 
number of samples was calculated using the Slovin formula with a 5% error rate. 
Respondents were chosen using a random sample technique based on the following 
criteria: they had to be owners or strategic decision-makers, have been in business for at 
least three years, and have utilized social media in their operations. This study employs 
four main research variables, namely social media marketing and branding strategy as 
independent variables, sales performance as a mediating variable, and business 
performance as the dependent variable.  

The study’s primary tool is a questionnaire that was created using the theoretical 
framework of the research variables of social media marketing, branding strategy, sales 
performance, and company performance. A 5-point Likert scale from “strongly disagree” 
to “strongly agree” is used for each statement. Content validity tests, constructs, 
Cronbach’s Alpha, and Composite Reliability assessments were used to assess the validity 
and reliability of the instrument. A minimum value of 0.70 was used to indicate excellent 
internal consistency. 

The data collection technique was carried out through surveys and direct interviews 
with respondents. The questionnaire was distributed face-to-face or online through 
Google Form, adjusting the conditions and comfort of the participants. In addition, this 
study also uses secondary data from government reports, scientific publications, and 
online news as a complement to primary data. Descriptive and inferential analysis are the 
two steps in the data analysis process. Inferential analysis tested structural models and 
measurements using SEM-PLS with the use of SmartPLS 3.0 software, whereas 
descriptive analysis described respondent characteristics and the distribution of responses. 
Validity, reliability, model evaluation (both inner and outer models), and direct and 
indirect hypothesis testing (mediation) utilizing the bootstrapping approach are all 
included in the analysis. This method makes it possible to test the link between factors at 
the same time and yields precise findings about how marketing tactics and digital 
capabilities affect MSME business success. 
 
RESULTS 

Data acquired from research tools in the form of questionnaires was analyzed to 
conduct the study. With the use of SmartPLS software, the gathered data was encoded 
and processed to create the information shown in the research findings below. Validity 
tests (including convergent and discriminant validity) and reliability tests are used in the 
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study of the measurement model in PLS to ascertain the construct’s validity and 
reliability. The factor loading value is used to gauge convergent validity. If an instrument’s 
loading factor value is greater than 0.7 for confirmatory research, greater than 0.6 for 
exploratory research, and greater than 0.5 for Average Variance Extracted (AVE), it can 
be deemed legitimate. 

 
Table 1. Convergent Validity Test 

Variable Indicator Item 
Outer 

Loading 
Cut 
Off 

AVE CA CR Description 

 
 
 
 
 
Branding 
Strategy 

 
Store Identity 

X1.1 0.834 

0.7 0.710 0.963 0.967 
Valid & 
Reliable 

X1.2 0.836 
X1.3 0.863 
X1.4 0.830 

 
Positioning 

X1.5 0.841 
X1.6 0.862 
X1.7 0.805 
X1.8 0.835 

Supply Chain 
Synchronization 

X1.9 0.840 
X1.10 0.850 
X1.11 0.863 
X1.12 0.848 

 
 
 
 
Social 
Media 
Marketing 

 
Research 
Marketing 

X2.1 0.845 

0.7 0.709 0.963 0.967 Valid & 
Reliable 

X2.2 0.854 
X2.3 0.855 
X2.4 0.851 

 
Advertising 

X2.5 0.845 
X2.6 0.839 
X2.7 0.849 
X2.8 0.862 

Engagement 
dan Feedback 

X2.9 0.840 
X2.10 0.838 
X2.11 0.837 
X2.12 0.787 

 
 
Business 
Performance 

Business 
Finance 

Y.1 0.871 

0.7 0.736 0.940 0.951 Valid & 
Reliable 

Y.2 0.840 
Y.3 0.853 

Non-Financial 
Business 

Y.4 0.865 
Y.5 0.865 
Y.6 0.833 
Y.7 0.877 

 
 
 
Sales 
Performance 

Increased Sales 
Z.1 0.855 

0.7 0.694 0.945 0.953 Valid & 
Reliable 

Z.2 0.759 
Z.3 0.833 

Merchant 
Performance 

Z.4 0.807 
Z.5 0.847 
Z.6 0.848 

Market 
Expansion 

Z.7 0.852 
Z.8 0.850 
Z.9 0.841 

 
The convergent validity and reliability test results for each of the study’s constructs are 

compiled in Table 1. The measurement model is appropriate for additional analysis and 
satisfies the necessary requirements. All constructs meet the suggested requirements, 
according to the convergent validity results. Twelve indicators with an AVE of 0.710 and 
outer loading values between 0.805 and 0.863 demonstrate the great validity of the 
branding strategy construct. With an AVE of 0.709 and outer loadings ranging from 0.787 
to 0.862, social media marketing likewise exhibits sufficient convergent validity. 

Sales Performance displays outer loadings ranging from 0.759 to 0.855 with an AVE 
of 0.694, whereas business performance, as determined by seven indicators, displays outer 
loading values of 0.833–0.877 with an AVE of 0.736. The indicators consistently represent 
their respective constructions, as evidenced by all AVE values exceeding the minimum 
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threshold of 0.50. The measuring model’s resilience is further confirmed by reliability 
testing. All constructions are verified to be reliable using Cronbach’s Alpha and 
Composite Reliability benchmarks (≥ 0.70). With ratings of 0.963 and 0.967, respectively, 
branding strategy and social media marketing show extremely high reliability. Sales 
Performance displays values of 0.945 and 0.953, whereas Business Performance records 
reliability levels of 0.940 and 0.951. These findings show outstanding internal consistency, 
demonstrating the validity and suitability of each construct for further examination. 

The purpose of the discriminant validity test is to make sure that every concept in the 
research model can stand out from the others. With the requirement that each indication 
have the highest loading value on its original construct in comparison to other constructs, 
the test was conducted using the cross-loading approach. Accordingly, a construct is said 
to have excellent discriminant validity if it is more accurately reflected by the indicator 
than by other constructs. 

 
Table 2. Discriminatory Validity Test (Cross Loading) 

Variable Item 
Branding 
Strategy 

Social 
Media 

Marketing 

Business 
Performance 

Sales 
Performance 

Information 

Branding 
Strategy 

X1.1 0.834 0.389 0.393 0.500 

Valid 

X1.2 0.850 0.419 0.377 0.445 
X1.3 0.863 0.417 0.411 0.483 
X1.4 0.848 0.418 0.385 0.470 
X1.5 0.836 0.427 0.399 0.503 
X1.6 0.863 0.412 0.399 0.490 
X1.7 0.830 0.371 0.403 0.490 
X1.8 0.841 0.341 0.398 0.502 
X1.9 0.862 0.419 0.372 0.498 

X1.10 0.420 0.849 0.482 0.518 
X1.11 0.357 0.862 0.426 0.500 
X1.12 0.414 0.840 0.410 0.519 

Social 
Media 

Marketing 

X2.1 0.805 0.387 0.389 0.451 

Valid 

X2.2 0.416 0.838 0.394 0.492 
X2.3 0.379 0.837 0.437 0.516 
X2.4 0.396 0.787 0.369 0.470 
X2.5 0.423 0.854 0.406 0.538 
X2.6 0.365 0.855 0.428 0.516 
X2.7 0.419 0.851 0.433 0.484 
X2.8 0.395 0.845 0.449 0.495 
X2.9 0.370 0.839 0.388 0.480 

X2.10 0.835 0.391 0.372 0.496 
X2.11 0.840 0.407 0.396 0.464 
X2.12 0.439 0.845 0.458 0.505 

Business 
Performance 

Y.1 0.370 0.454 0.871 0.594 

Valid 

Y.2 0.359 0.404 0.840 0.572 
Y.3 0.387 0.381 0.853 0.576 
Y.4 0.409 0.455 0.865 0.605 
Y.5 0.431 0.479 0.865 0.605 
Y.6 0.411 0.398 0.833 0.606 
Y.7 0.419 0.447 0.877 0.590 

Sales 
Performance 

Z.1 0.470 0.504 0.614 0.855 

Valid 

Z.2 0.417 0.448 0.477 0.759 
Z.3 0.473 0.514 0.615 0.833 
Z.4 0.435 0.491 0.534 0.807 
Z.5 0.455 0.488 0.605 0.847 
Z.6 0.453 0.493 0.585 0.848 
Z.7 0.589 0.498 0.571 0.852 
Z.8 0.476 0.495 0.586 0.850 
Z.9 0.521 0.546 0.583 0.841 

 
Based on Table 2, the discriminant validity test shows that all constructs are able to 

distinguish themselves from other constructs. Each indication has the highest value in its 
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original construct according to the cross-loading results. Branding strategy shows a value 
of 0.830–0.863, Social media marketing 0.787–0.862, business performance 0.833–0.877, 
and sales performance 0.759–0.855. There is no indicator that has a higher load on other 
constructs. Thus, all constructs meet discriminant validity and are declared to be able to 
represent their variables consistently and clearly separate from other constructs. 

 
Table 3. Fornell-Larcker Criteria Test 

Variable 
Branding 
Strategy 

Social Media 
Marketing 

Business 
Performance 

Sales 
Performance Information 

Branding 
Strategy 

0.842    Valid 

Social Media 
Marketing  0.464 0.858   Valid 

Business 
Performance 

0.574 0.691 0.833  Valid 

Sales 
Performance 0.474 0.503 0.598 0.842 Valid 

 
The Fornell-Larcker Criterion test results, as presented in Table 3, demonstrate that 

the entire concept satisfies the discriminant validity. The square root value of AVE is 
higher than the correlation between the other four constructs for branding strategy (0.842), 
social media marketing (0.858), business performance (0.833), and sales performance 
(0.842). Because it shows that each construct can accurately reflect its variables and is 
different from other constructs, the study model is considered to have excellent 
discriminant validity. 

The purpose of the determination coefficient (R2) testing is to gauge a model’s capacity 
for prediction. The R2 value, which is utilized to both explain and quantify the impact of 
independent latent variables on dependent latent variables, serves as the foundation for 
this test. A score of 0.25 denotes a weak model, 0.50 denotes a moderate model, and 0.75 
denotes a strong model, according to the interpretation of the score. Furthermore, an 
adjusted R² value is used to prevent bias caused by overly complex models. 

 
Table 4. R-Square, R-Square Adjusted Test (R2), and Q-Square Test 

Variable 
R 

Square 
R Square 
Adjusted 

Q-Square Information 

Business Performance 0.478 0.476 0.348 
Moderate & predictive 

relevance 

Sales Performance 0.466 0.462 0.319 
Moderate & predictive 

relevance 
 

Table 4 presents the results of the R² and Q² analyses of the structural model. Branding 
strategy and social media marketing account for roughly 47% of the variance in business 
performance and 46% of the variance in sales performance, according to the R² values for 
business performance (0.478) and sales performance (0.466), which show a moderate 
explanatory power. The remaining variance is explained by factors outside the model. 
Furthermore, the Q² values are greater than zero, indicating that the model can accurately 
forecast the observed data and has good predictive relevance. 

The F-Square Effect Size test is designed to assess how each independent variable 
affects the R-Square value separately. The following criteria are used to interpret the 
findings using the F-Square value: A strong effect size is indicated by a value of 0.35 or 
higher, a medium effect size by a value of 0.15, a small effect size by a value of 0.02, and 
no effect size by a value of less than 0.02. 

 
Table 5. F-Square Effect Size Test (f2) 

Connection Variable F-Square Effect Size 
Branding Strategy > Sales Performance 0.204 Medium 
Social Media Marketing > Sales Performance 0.256 Medium 
Sales Performance > Business Performance 0.916 Strong 
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Table 5 displays the F-Square test (f²) results, which indicate that social media 

marketing and branding strategy had a moderate impact on sales performance (0.256 and 
0.204, respectively). In the meantime, there was a significant impact of sales performance 
on business performance (0.916). This indicates that the success of clothes merchant 
enterprises in Paser Regency is mostly driven by sales performance, with branding and 
social media marketing methods contributing just a little to higher sales. 

The goal of the Goodness of Fit (GoF) test is to determine if the sample data’s 
distribution matches its theoretical distribution. The GoF value is separated into three 
categories: the small category has a score of 0.1, the medium category has a score of 0.25, 
and the large category has a score of 0.36. 

 
√0.710x0.472= 0.579 

 
The GoF value is known to be 0.579 based on the analysis of the GoF Test. These 

numbers fit the large or good category, which explains why the theoretical distribution is 
appropriate. 

 
Table 6. Hypothesis Test  

Construct 
Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

Information 

Branding 
Strategy > Sales 
Performance 

 
0.375 

 
0.372 

 
0.050 

 
7.475 

 
0.000 

 
Accepted 

Social Media 
Marketing > Sales 
Performance 

0.420 0.423 0.051 8.218 0.000 Accepted 

Sales 
Performance > 
Business 
Performance 

 
0.691 

 
0.694 

 
0.031 

 
22.308 

 
0.000 

 
Accepted 

Branding Strategy 
> Sales 
Performance> 
Business 
Performance 

 
0.259 

 
0.258 

 
0.038 

 
6.871 

 
0.000 

 
Accepted 

Social Media 
Marketing> Sales 
Performance> 
Business 
Performance 

 
0.290 

 
0.293 

 
0.038 

 
7.565 

 
0.000 

 
Accepted 

 
Table 6 shows the test results, which show that the entire hypothesis is accepted. 

Branding strategy on sales performance has a significant positive effect (T = 7,475; P = 
0.000; β = 0.375), which signifies that a good brand strategy improves sales performance. 
Social media marketing on sales performance also had a significant positive effect (T = 
8,218; P = 0.000; β = 0.420), demonstrating the effectiveness of digital marketing in 
expanding market reach and increasing sales. Meanwhile, sales performance on business 
performance had a very strong effect (T = 22,308; P = 0.000; β = 0.691), emphasizing that 
increased sales are the main factor in driving the growth and success of clothing merchant 
businesses in Paser Regency. The test results showed that sales performance significantly 
mediated the relationship between branding strategy and business performance (T = 
6,871; P = 0.000; β = 0.259), as well as between social media marketing and business 
performance (T = 7.565; P = 0.000; β = 0.290). This means that branding and social media 
marketing strategies improve business performance indirectly through increased sales. In 
other words, the more effective the brand strategy and social media activities carried out, 
the higher the sales and business performance of clothing traders in Paser Regency. 
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DISCUSSION 

The results indicate that branding strategy has a positive and significant effect on sales 
performance among MSME clothing traders in Paser Regency. This finding is consistent 
with the customer perspective of the balanced scorecard, which emphasizes the role of 
strong branding in enhancing customer satisfaction, loyalty, and favorable perceptions of 
products and businesses. Empirically, these results support prior studies highlighting the 
importance of branding in improving competitiveness and business performance. Teng et 
al. (2025) demonstrate that the integration of branding and innovation strengthens brand 
equity and long-term competitiveness, while Ameyibor et al. (2022) find that effective 
brand positioning influences business performance through consumer loyalty. Similarly, 
Ogunsanya (2020) confirms that branding plays a crucial role in the recovery and 
sustainability of MSMEs in the post-pandemic period. Branding strategy enhances sales 
performance through clear brand identity, product differentiation, and the development 
of customer trust and loyalty. These findings imply that branding should be viewed not 
merely as a promotional activity but as a strategic investment that supports sustained sales 
growth and competitive advantage. 

The findings also indicate that social media marketing has a positive and significant 
effect on sales performance among MSME clothing traders in Paser Regency. The 
positive coefficient (0.420) and medium effect size (0.256) suggest that social media 
marketing meaningfully enhances sales performance, although it is not the dominant 
driver. This result aligns with the balanced scorecard framework, particularly the 
customer and learning–growth perspectives, where social media facilitates two-way 
interaction, strengthens customer relationships, and reflects organizational adaptability to 
digital transformation. Consistent with previous studies, social media adoption improves 
MSME performance by enhancing brand equity and increasing sales conversions (Tatik 
& Setiawan, 2024; Laradi et al., 2024; Ntousi et al., 2025). However, the medium effect 
size indicates that its potential is not yet fully optimized due to constraints such as limited 
digital literacy, weak content strategies, and inconsistent platform management (Chen et 
al., 2024). These findings suggest that strengthening digital capabilities and maintaining 
consistent engagement strategies are essential to maximizing the sales impact of social 
media marketing. 

Furthermore, the results show that sales performance has a positive and highly 
significant effect on business performance, with a very large effect size (0.916). This 
confirms that sales performance is the main determinant of business performance among 
MSME clothing traders. Within the balanced scorecard framework, sales performance 
functions as a critical link between the customer and financial perspectives by directly 
contributing to revenue, profitability, and long-term customer retention. These findings 
are consistent with prior studies emphasizing the central role of sales performance in 
sustaining competitiveness and business viability (Høgevold et al., 2022; Rodriguez et al., 
2022; Razi et al., 2022). Strong sales performance reflects effective marketing execution, 
stable cash flow, and the ability of MSMEs to respond to market dynamics. Practically, 
this underscores the importance of prioritizing sales capability development, supported 
by digital tools, product innovation, and customer service improvements. 

The mediation analysis further confirms that sales performance significantly mediates 
the relationship between branding strategy and business performance, as well as between 
social media marketing and business performance. The indirect effect results (T-statistic 
= 6.871; P-value = 0.000; coefficient = 0.259) indicate that branding and digital marketing 
influence business performance primarily through their ability to improve sales outcomes. 
This finding reinforces the balanced scorecard logic, where intangible assets such as brand 
image, engagement, and loyalty must be converted into tangible sales results to generate 
financial value. Empirical support for this mechanism is provided by Suryani et al. (2021), 
Ameyibor et al. (2022), Noviaristanti et al. (2023), Suleman et al. (2024), and Wijaya et 
al. (2024) all of whom highlight the mediating role of performance-related variables in 
linking marketing strategies to business outcomes. The high R² value (0.804) further 
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indicates that branding strategy and social media marketing jointly explain a substantial 
proportion of sales performance variance. 

These findings imply that marketing strategies will generate meaningful business value 
only when integrated with effective sales execution. Without a strong sales performance, 
branding and social media initiatives risk remaining symbolic investments with limited 
financial impact. Therefore, MSMEs should align branding and digital marketing efforts 
with sales-oriented practices such as clear call-to-actions, direct purchasing features, and 
responsive customer engagement to ensure sustainable growth and long-term 
competitiveness. 

 
CONCLUSION 

Based on the data analysis, all proposed hypotheses were supported, addressing the 
research objectives for clothing MSMEs in Paser Regency, East Kalimantan. Both 
branding strategy and social media marketing have a positive and significant effect on 
sales performance, indicating that a strong brand identity and effective social media 
utilization can enhance sales. Furthermore, sales performance has a positive, significant, 
and dominant impact on business performance and serves as a mediator between 
branding strategy and social media marketing on business performance. In other words, 
brand strength and digital marketing efforts translate into business success only when they 
effectively generate actual sales. Sales performance emerges as the most influential factor 
linking marketing strategies to business outcomes for MSMEs. The practical implication 
of this study is that MSMEs should prioritize strategies that improve sales performance 
through consistent brand building and targeted social media activities. Digital campaigns 
should not only increase visibility but also drive tangible transactions to support 
profitability and business sustainability. 

This study is limited in a number of ways. Its exclusive emphasis on clothes MSMEs 
in Paser Regency may limit the findings’ applicability to other industries or geographical 
areas. Additionally, the cross-sectional data cannot capture the dynamic, long-term effects 
of marketing strategies on business performance. To evaluate the consistency of these 
results, future studies could broaden the sample to include more industries or regions. It 
is advised to do longitudinal research to examine how branding and digital marketing 
affect sales and business performance over the long run. Moreover, incorporating 
additional variables such as product innovation or customer satisfaction could provide a 
more comprehensive understanding of factors driving MSME success. 
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