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ABSTRACT  

 

Object - This study aims to measure the amount of influence on the application of digital marketing on intellectual capital which 

has an impact on organizational performance at coffee shops in the city of Bandung. Research Methods - Respondents in this study 

were employees of coffee shops that used digital marketing to market their products, amounting to 85 people using simple random 

sampling. The data is processed using path analysis. The results of the study show that in path I coefficient, the significance value 

of variable X (digital marketing) is greater than 0.05, it can be concluded that variable X does not have a significant effect on 

variable Y (intellectual capital) while in path coefficient II, the significance value of variable X = 0.007 and Y = 0.001, it can be 

concluded that the variables X and Y have a significant effect on variable Z (organizational performance). Originality - Research 

shows that digital marketing has no significant effect on intellectual capital. 

  

 

 

RESEARCH BACKGROUND 

 

In Indonesia, there are several ways to enjoy drinking coffee, this depends on the culture and habits of the local community. 

Steeping a typical Indonesian coffee drink that has been done since a long time ago and is commonly done is brewed coffee, 

namely coffee powder that is placed in a cup or glass then immediately brewed with boiling water and added with sugar, but in 

some areas the way of serving coffee is added with a little touch like in Yogyakarta which famous for coffee jooss, which is coffee 

dipped in hot charcoal which is usually available in angkringan. Everyone with various backgrounds sits side by side without 

restrictions and talks about whatever hot topics are the main issue. Currently, the way to enjoy coffee has shifted slightly, which 

previously can be assumed a coffee shop is a very simple place in the form of a small shop with non-permanent wood walls or 

even just roadside traders and coffee connoisseurs just sitting around the shop without benches or buildings. Drinking coffee 

nowadays is no longer just to get rid of sleepiness but as a lifestyle where coffee shops are a popular gathering place. In line with 

changes in modern lifestyles and increased mobility of the Indonesian population, especially in big cities, the growth of coffee 

shops is growing rapidly. The growth of the coffee shop business by the end of 2019 is predicted to reach 15-20 percent, an increase 

compared to 2018 which only reached 8-10 percent (Bisnis.com). The growth of Bandung's coffee shops shows a very significant 

growth. 

 

Tabel 1 Pertumbuhan coffe shop kota Bandung 

 

Tahun Jumlah café atau coffe shop Presentase kenaikan (%) 

2010 191 0 

2011 196 2,61 

2012 235 19,89 

2013 243 3,41 

2014 256 5,35 

2015 278 8,6 

   Sumber : Dinas Pariwisata kota Bandung 

 

Table 1 provides an overview of the growth of coffee shops from 2010-2015 in the city of Bandung, although the growth is 

fluctuating and the highest growth was only in 2012 but the growth trend continues every year. Coffee shop visitors in the city of 

Bandung consist of various age groups and social status, but in recent years it has been dominated by young age groups and even 

millennials who are influenced and understand the digital world and always need fast, precise and accurate information. 

Information technology has evolved in all fields including marketing so that it is able to change the concepts and patterns of the 

marketing world. Marketing communication, which was previously traditional in nature, has now been integrated in the digital 

world (Afrilia. AM; 2018), companies no longer have to always face consumers, to provide one-way product information, this can 

be communicated via the internet using social media , email, blogs and so on. Digital marketing makes it easier for companies to 

interact with producers, market intermediaries and consumers as well as in providing consumer needs and desires. Companies that 

have optimal capabilities in utilizing digital marketing can improve company performance. The company's performance can reach 

an optimal point if it has a competitive advantage over competing companies. Competitive advantage can be formed in various 

ways, such as creating products with unique designs, using modern technology, organizational designs, and using existing resources 

effectively, efficiently and economically (Zulmiati: 2012: 1). One approach used to measure intangible assets is that intellectual 

capital has become the focus of attention in various fields, both management, information technology, sociology, and accounting 

(Petty and Ghuthrie in Putri, 2013: 1). Coffee shops in order to win the competition, it is appropriate to take advantage of digital 
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marketing to communicate and provide information needed by consumers, besides that the contribution of intellectual capital is 

increasingly strategic in increasing company value because companies are increasingly aware that intellectual capital is the 

foundation for excellence and development so that organizational performance can be optimized. 

 

 

LITERATURE REVIEWS  

 

Digital Marketing 

 

According to Sawicky in Dedi (2017) defines digital marketing as an exploitation of digital technology that is used to create a 

channel to achieve potential recipients to achieve company goals through more effective fulfillment of consumer needs. 

Eun Youn Kim (2002) said there are four dimensions of digital marketing, namely:a) Cost / Transaction, 

b) Interactive, c) Incentive Program, d) Site Design. 

Dave Chaffey (2000) says digital marketing or digital marketing has a meaning that is almost the same as electronic marketing (e 

marketing) both of which describe the management and implementation of the supplier using electronic media. 

Ridwan Sanjaya and Josua Tarigan (2009) explained that digital marketing is a marketing activity including branding that uses 

various web-based media such as blogs, websites, emails, adwords or social networks 

 

Intellectual Capital 

 

Intellectual capital can be seen as knowledge in the formation, intellectual property and experience that can be used to create wealth 

(Stewart, 1997) which is commonly converted into profit (Sullivan, 2000) and value (Edvinsson and Sullivan, 1996). Intellectual 

Capital is an investment in intangible resources in this case in the form of expertise, knowledge. 

According to Bontis (1998) Intellectual Capital is difficult to understand but once it is discovered and exploited, it can provide a 

new resource-based organization that competes and wins. 

Intellectual Capital is often defined as knowledge resources in the form of knowledge in employees, customers, processes or 

technologies that companies can use in the process of creating corporate value (Bukh et al., 200). 

 

Organizational Performance 

 

Bernardin and Russel (in Daniel, 2018) define performance as a record of the results obtained from certain job functions or activities 

during a certain period of time. While Simanjuntak (2005) defines performance as the level of achievement of the results of the 

implementation of certain tasks and performance is the result achieved and the behavior of organizational members.According to 

Torang (2013: 74) performance (performance) is the quantity and or quality of the work of individuals or groups in the organization 

in carrying out the main tasks and functions based on norms, standard operating procedures, criteria and measures that have been 

set or applicable in the organization. Performance according to Wibowo (2012) is about doing work and the results achieved from 

the work. Bontis (2008) defines six elements of Organizational Performance, including:1. Role Set;2. Role Script;3. Role 

Congruence;4. Expansion Role;5. Role Discrepancy. 

 

Framework 

 

 

 

 

 

   

 

 

 

 

 

This study aims to find out how much influence digital marketing has on intellectual and its impact on organizational 

performance. and using path analysis to find out how much influence the research variables had with simple random sampling 

as the sampling method. 

 

RESEARCH METHODS 

 

This research is descriptive and verification by using path analysis. The object of research is the coffee shop in the city of Bandung 

which promotes the company and also has sold digital products to sell. The variables that will be used in this study, are components 

of organizational performance dependent variables, digital marketing as independent variables and intellectual capital as 

intervening variables. So that the research variables can provide data for the needs of researchers, so that later research information 

is needed, detailed operational variables can be seen in the following: 

 

1. Digital marketing (X) 

a. Cost / Transaction 

Dimensions of a high level of efficiency that can reduce costs 

b. Incentive Program 

Digital Marketing 

Eun Yang Kim (2002) 

: 

1. Cost / Transaction 

2. Interactive 

3. Incentive Program 

4. Site Design 

Organizational Performance 

Bontis (2008) ; 

1. Role Set 

2. Role Script 

3.Role Congruance 

4. Role Expansion 

5. Role Discrepancy 
6. Role Conflict 

 
Intellectual Capital 

Bontis (2008) : 

1. Human capital 

2. Structural capital 

3. Customer capital 
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There are interesting programs that are superior at the time of promotion and can provide added value to the company. 

c. Site Design 

Attractive appearance, informative and easy to use in digital marketing media used and can provide positive value to the company 

d. Interactive 

There is a dynamic two-way relationship between producers and consumers, the company provides information that is needed and 

desired by consumers quickly, precisely, clearly and accurately 

2. Intellectual Capital (Y) 

a. Human Capital 

A set of intangible assets, describing the capabilities of the company, namely professional workers 

b. Structural capital 

Company organizational structure that provides optimal support for the company so as to produce optimal intellectuals 

c. Customer Capital 

The relationship between the company and external parties includes customers, suppliers, the government and the community. 

3. Organizational Performance (Z) 

a. Role set, 

Internal role sets are formed through relationships and understanding of work role commitments with service providers 

b. Role Script 

The expected role applies or is developed in the service interface with the client 

c. Role Conqruence 

A clear understanding of role expectations is present and fulfilled 

d. Expansion Role 

Changes in roles are experienced through increased responsibility 

e. Role Discrepancy 

The gap that occurs is under fulfillment between the actual and planned aspects 

 

Population and sample 

 

The population in this study were employees of coffee shops in the city of Bandung who marketed their products through digital 

marketing. The sample in this study were 85 people. 

 

Operational research variables 

 

There are 3 research variables, namely variable X (digital marketing), variable Y (intellectual capital) and variable Z 

(organizational performance), namely: 

 

1. Digital marketing (X) : Cost / Transaction, Incentive Program, Site Design, Interactive. 

2. Intellectual Capital (Y) : Human Capital, Structural Capital, Customer Capital 

3. Organizational Performance (Z) : Role set, Role Script, Role Congruence, Role Expansion, Role Discrepancy 

 

 

 

RESEARCH RESULT  

 

First regression 

 

Model Summary 

Model R R Square Adjusted R 
Square 

Std. Error of the 
Estimate 

1 .028a .001 -.012 1.586 

a. Predictors: (Constant), 33 

Coefficientsa 

Model Unstandardized Coefficients Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 24.900 .788  
-.028 

31.590 .000 

 Digital Marketing X -.005 .022 -.244 .808 

a. Dependent Variable: Intelectual Capital Y 

 

Path coefficient model I 

 

Referring to the model and looking at the coefficient table, it can be seen that the significance value of the variable X = 0.808 is 

greater than 0.05. These results conclude that regression model I, namely variable X does not have a significant effect on Y. The 

magnitude of the R square value is 0.001, this indicates that the contribution or contribution of the influence of X on Y is only 

0.1%. For the value of e1 = √ (1-0,001) = 0.9994 for the contribution of variables that are not studied 
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Second regression 

Model Summary 

Model R R Square Adjusted R 
Square 

Std. Error of the 
Estimate 

1 .442a .195 .174 2.187 

a. Predictors: (Constant), 26, 33 

Coefficientsa 

 

 

Model Unstandardized Coefficients Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 

 (Constant) 27.506 4.036  6.815 .000 

1 Digital Marketing X .084 .031 .281 2.749 .007 

 Intelectual Capital Y .532 .156 .349 3.411 .001 

a. Dependent Variable: ORganizational Performance Z 

 

Path coefficient model II 

 

Referring to the model and looking at the coefficient table, it can be seen that the significance value of the variable X = 0.007 and 

Y = 0.001 is smaller than 0.05. These results conclude that regression model II, namely variables X and Y have a significant effect 

on variable Z. The value of R square is 0.195, this indicates that the contribution or contribution of the influence of X on Z is 

19.5%. For the value of e1 = √ (1-0.195) = 0.8972 is the contribution of the variables not examined. 

 

 

Research Analysis 

 

 

 
 

1. Analysis of the effect of X on Y: from the results of the above research, a significance value of 0.808 is greater than 

0.05, so it can be concluded that there is no significant direct effect of X on Y 

2. Analysis of the effect of X on Z: from the results of the above research, it can be obtained a significance value of 0.007 

less than 0.05 so it can be concluded that there is a significant direct effect of X on Z 

3. Analysis of the effect of Y on Z: from the results of the above research, it can be obtained a significance value of 0.001 

smaller than 0.05 so it can be concluded that there is a significant direct effect of Y on Z 

4. Analysis of the effect of X through Y on Z: it can be seen that the direct effect of X on Z is 0.281, while the indirect 

effect of X through Y on Z is the multiplication of the beta value X on Y with the beta value of Y on Z, namely: 0.28 x 

0.349 = 0.09772. Based on the results of the calculation of the value of the direct effect, which is greater than the value 

of the indirect effect, this shows that the variables X through Y do not have a significant effect on Z 

 

CONCLUSION 

 

1 The results and analysis of the research show that there is no effect of digital marketing on intellectual capital, as 

evidenced by a significance value of 0.808 which is greater than 0.05. 

2 The results and analysis of the research show that there is an effect of intellectual capital on organizational performance 

as evidenced by a significance value of 0.007 which is smaller than 0.05. 

3 The results and analysis of research show that there is no influence of digital marketing through intellectual capital on 

organizational performance 
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