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Abstract

Purpose-Therapiddevelopmentofsocialeconomy,technologyandinformationhaschanged
aspectsofbusinessbehaviorandtheeconomy ofacountry,especially in theeraofglobalization,
freetradehasledtothefreedomandfreedomoftrafficofgoods,servicesandinformationbetween
countries. Thestateofincreasinglyadvancedtechnologytodaymustbebalancedwiththelevelof
knowledge. ThisstudyaimstoexaminetheeffectoftheknowledgelevelofMSMEactorsonthe useof
digitalization in themarketingsector byusingsocialization and interaction indicators.
Design/methodology/approach—TheobjectofresearchisSMEsinthecityofSidoarjo. Thedata
collectionmethodusedaquestionnaireby spreading100questionnaires. Thedatawasprocessed
usingthe PartialLeast Square(PLS).

Findings—The resultsshowedthatsocializationandinteractionaffectedthe  levelof knowledge
ofMSMEactorsinthefieldofmarketing digitalization,whilethelevelofknowledgepossessed
byMSME actorsaffected the useof digitalizationin themarketingsector.

Originality/value— ThisresearchaddsinsightintoeffortstoincreaseprofitsforMSMEgrowth
inindonesia.
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1. Introduction

Thedependenceofthecurrent generationontechnologycauseschangesinlifestyle,behavior,and
shiftsingeneralnorms.Technology isnowlikeareliableassistant; Technology providesadded
valuetoproductsandaddedvaluethatcandomany thingsinallhumanactivitiesincluding
economicactivities.

Thebenefitsofinformationtechnology inthebusinessworldaretoassistprocessesand
operations,makedecisions,andformstrategiestogainacompetitiveadvantage.The stateof
increasinglyadvancedtechnologytodaymustbebalancedwiththelevelofknowledge. According
to(Kaleka&Morgan,2019),technology itselfcannotbeseparatedfromwhatiscalled
communicationandthedevelopmentofknowledge. Thedigitaleconomyischanging theglobal
economy,enabling smallindustriestobecomemicromultinationalindustrieswiththeirelasticity and
dynamics(Darodjatetal.,2021).Lackof knowledgeaboutinformation andcommunication
technologyas wellasgood ways to useand utilizesocial media,impatient to get results, andlack of
understandingto createinteresting“posts”(Nugraheni et al., 2020).

Indonesiahasgreatpotentialinthe digitaleconomy.In2019,Indonesia’'se-commerce
transactionsreachedUSD12billion. ThismeansthatIndonesiahasexperienceda significant increase
from2018whichwasinthepositionofUSD8Dbillion.In2016itispredictedtoreach
USD24.6billion(PresidentialCommunication Team,2020).InIndonesiaitself, MSMEshave
highresiliencethatisabletosupportthecountry'seconomy,evenduring aglobalcrisis. The
empowermentofMSMEsmustbe  carriedoutcomprehensively andoptimally andcontinuously
soastoincreasethepositionoftherole,increasethepotentialforincomeadvancement,createjob
opportunities and eradicate poverty.
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2. Literaturereviewandhypothesis development

2.1 MSME
Micro,SmallandMediumEnterprises(MSMEs)isoneformofbusinessthathascharacteristics related
to thebusiness capital used.

According toLawno.200f2008regardingmicro,smallandmediumenterprises,thereare
severaldefinitionsthatcanclassify anentity intothetypeofmicro,smallormediumenterprises
bylookingattwoaspects,namelynetworth(assets)andsalesresults(turnover).Micro-enterprises
areproductivebusinessesowned by individualsand/orindividualbusinessentitiesthatmeetthe
criteriaforMicro-enterprises ~ asregulated  inthisLaw.  Smallbusinessisaproductiveeconomic
businessthatstandsalone,whichiscarriedoutby individualsorbusinessentitiesthatarenot
subsidiariesorbranchesofcompaniesthatare owned,controlled orbecomeaparteitherdirectly
orindirectly ofmedium-sizedbusinessesorlargebusinessesthatmeetthecriteriaforsmall businesses.
as regulated in thisLaw.

Medium-sizedbusinessisa productive economic businessthatstandsalone carriedoutby
individualsorbusinessentitiesthatare notsubsidiariesorbranchesofcompaniesthatare owned,
controlled,orbecomeaparteitherdirectlyorindirectlywithSmallBusinessesorLargeBusinesses
withtotalnetassetsor ~ proceedsannualsalesas  regulated inthislaw.According  to(Kaleka&

Morgan,2019)MSMEsare oftenconstrainedintermsofcapital,limitedproductionand
managementtechnicalcapabilities,relatively difficultmarketing,andhumanresourceproblems.
Marketingseekstoidentify theneedsandwantsofitstargetmarketandhowtosatisfythem

throughanexchangeprocesswhiletakingintoaccountallpartiesand goalsrelatedtotheinterests of the
company..

2.2 Marketing

According to('Yaskun,2021),thedefinitionofmarketing isasocialandmanagerialprocessby
whichindividualsandgroupsobtaintheirneeds by creatingproductofferingsthatareofvalueto each
other.

Rahmanetal.,(2021)define:"Theconceptofmarketingasaphilosophy ofmarketing
managementwhichbelievesthattheachievementoforganizational goalsdependsondetermining
theneedsand wantsofthetargetmarketandproviding thedesiredsatisfactionsmoreeffectively and
efficientlythan competitors'efforts™.

TheCOVID-19pandemichashadavery badimpactanddecreasedincomeintheMicro,
SmallandMediumEnterprises(MSME)sector. Aneffortisneededthatcanincreasethemarketing of
MSME products that arein accordancewith consumer conditions. There arestillmanyMSME
actors whomarket their products in storesand in themarket whichare not in accordancewith the
conditionsinthe  field.Continuoustrainingand  assistance  isneededinintroducingamarketing
systemthatisinaccordancewiththeconditionsofthetimes.Oneofthemismarketing using onlinemedia.
This research usingdigital marketingto promotethe productof MSME.

2.3 Digital marketing
Digitalmarketingisalsodefinedasmarketingactivitiesthatuseinternet-basedmedia(Untariet al.,
2019).

Internetsocialmediaisthemostwidely usedsourceofinformationincompanies.Because
theinternetcanreach allareas, itispotentialandfasttoconveyavarietyofinformation universally,with
quality,and almost costs nothing(Darodjatet al., 2021).

Technologicaldevelopmentintheinterneterapusheschangestomanydailyaspects,oneof  them
isthe change toconsumer behavioroflndonesianpeople whichprefer tomore instantand
practicalthings,whichinturnescalateonlineshoppingmodel.Srinivisanetal.(2016)study
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showedthattechnologicaluseinMSMEhasmanyadvantages.First,businessownerscan getlive
feedback, Second,socialmedia gives real-timemarkettrendsandopportunities. Third,business
ownerscanmonitortheirproduct,whetheritisalready suitableforconsumerpreferenceornot, andthey
canalsoexploreconsumer’smostdesiredproducts.Mokhtaretal.(2017)andstudy
showedthattechnologicaluseinMSMEcanalsoimprovemarketsize,reducemarketing costs, improve
sales,andforgeagreater relationshipswithconsumer.TechnologicaluseinMSME
enablesbusinessownerstoacquire detailedinformationaboutconsumerbehavior,consumer
preference,consumerneeds,andconsumerspending pattern. Thoseinformationarecrucialfor
determiningprices, promotion, and product development (BhayanidanVachhani, 2014).

Digitalmediauseinthemarketingoffoodproductsisprovedtobemore effectivetoboost
MSMEprofitthanconventionalmarketingone(Lisawati,2016;Khairanietal.2018).Setiawanet
al.(2018)andSrirejeki,(2016)studyshowedthatdigitalmarketingcanboostfoodMSMEprofit by10%-
32%.

2.4 Knowledge
Knowledgeistheresultofhumanefforttoknow. Theworkofknowing istheresultofknowing, realizing,
understanding,and beingsmart(Mulyadi et al., 2021).

TheMSMEdcriteria(Micro, SmallandMediumEnterprises)tradecakewhere thegoodsin
thebusinessarenotfixed,orcanchangeatany time,theplaceofrunningthebusinesscanmove at anytime,
thebusinesshas not implemented administration, even personal and businessfinance
stillunified,humanresources(HR)initdonothaveaqualifiedentrepreneurialspirit,usuallythe
levelofeducationofHRIisstilllowandMSMEsinthecaketradeindustrydonotyethavebanking  access,
butsomehaveaccess to non-bank financial institutions.

Glazer(2013)considersmarketing knowledgeasastrategicasset ofthecompany.This
meansthatmarketing knowledgeisoneofthevaluableassetsforthebusinessandprovidesa competitive
advantagefor the business,theresultprovidessuperior businessperformance.To
measurethecompetenceofmarketing knowledgeconsistsofthreeindicators,including:(1) Marketing
knowledge acquisition(knowledgeacquisition)isaprocessofhowthatknowledgeis
obtained;(2)Distributionofmarketing knowledgeKnowledgedisseminationordistribution of
informationillustratestheknowledgefromvarioussourcessharedanddistributedsoastoprovide
impetusfornewunderstanding orunderstanding;and(3) Storageofmarketingknowledge
(organizational memory)means thewayhowthe knowledgeis stored for futureuse.

2.5 Socialization

Asfor  whatdefinessocialization,itisa  generalconceptthatcanbe  interpretedasa  processin
whichwelearnwithothers,abouthowtothink, feel,andact. According tolhromi(1999)in
(Mulyadietal.,2021),socializationisa socialprocessthroughwhichwe recognize waysof thinking,
feelingand behaving, so that we can participate effectivelyin society.

Childsafety regulationsonsocialnetworksthatallowproviderstoensurethatchildrenare
oldenoughtoaccesswebsites,awarenessofsafety =~ messagessupportedby  protectionofpersonal
information (Olafsson&Staksrud, 2013)in(Hendriarto, 2021).

Thesocializationprocesshasindicationsintheuseoftechnology inthemarketingsector,
wherewiththesocialization;businessownershaveanunderstanding relatedtotheimportanceof
implementingdigitalization in themarketingsector as an effort to increasecompanygoals.

3. Methodology

3.1Data source

Thesourceofdatainthisstudyisprimarydata. Datawasobtainedbydistributing guestionnaires
torespondents.Dataobtaineddirectlyfromrespondents,includingdataonthedescriptionofthe
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identity oftherespondent,alistofquestionsregardinguseropinionsregardingtheitemsstudied in this
study.Listof questionnaires see attachment.

3.2Research samples

Datacollectionisavery importantstepintheresearchmethodbecausethedataobtainedis
expectedtobeusedbyresearchersinachievingresearchobjectives. Inthisstudy,data were
obtainedfromthefieldusingaquestionnaire.Questionnaireisatechniqueofcollecting data through
written questions and answered in writing(Rokhman, 2019).

Before the researcherdistributesthequestionnaire,the  researcherfirstconductsapilottest
(pilottest)whichaimsto  testwhetherthequestionscontainedinthequestionnaire  aresuitable  for
usebeforebeing distributedtocorrespondentsrelatedtotheresearch. Thepilottestconducted by the
researcherwasdistributed toMSMEactorswho were located notfar fromthe researcher's residence
and 30 questionnaires weredistributed to conduct a pilottest.
3.3Measurement scale
Thescaleusedinmeasuringthevariablesisthelikertscale. T helikertscaleisasystematicwayto
giveanassessmentof the indexof the questionsgiven thenthe respondentsareaskedtoprovide
answers: Stronglyagree,Agree, Disagreeand stronglydisagree. This answer is given ascoreof 1 to
5 (Rahmadi&Dewandaru, 2021).
3.4Validitytest
Validityisameasurethatshowsthelevelofvalidityorvalidityofaninstrument.Validinstruments ~ have
highvalidity,andvice versa, invalidinstrumentshave lowvalidity. Aninstrumentissaidto
bevalidiftheinstrumentisabletomeasurewhat theresearcherwantsanddisclosesdatafromthe
variablesstudiedappropriately(Maya&Y ohanna,2018).Constructvalidity testcanbedone
throughconvergentvalidity testanddiscriminantvalidity test.Convergentvalidityisvalidity
ariseswhenthe  scoresobtainedfromtwodifferentinstrumentsthatmeasure  the  sameconstruct
haveahighcorrelation.Discriminantvalidityisvalidityariseswhentwodifferentinstrumentsthat
measuretwoconstructsthatarepredictedtobeuncorrelatedproducescoresthatarenotcorrelated.
3.5Reliability test
Reliability isanindexthatshowstheextenttowhichameasuringinstrumentcanbetrustedand reliedon
(Hidayattulohetal.,2020). Meanwhile, accordingto(Nurlatifahetal.,2021)instrument reliability
isthelevelofstabilityoftheinstrumentwhenusedwhenandbyanyonesothatitwill tend to producethe
sameor almost thesame dataas before. Themethod wused isAlpha  Cronbach.
ThealphaformulaisusedtofindthereliabilityofquestionitemswhosescoresarenotlandOfor  example,
questionnaires or descriptions(Zuhroh&Rakhmawati, 2020).
3.6Data analysis method
In this study, the partial Least Square(PLS) is used, which refers to apowerful method becauseit
isusually appliedtoanydatascalethatdoesnotrequirealotofassumptionsandthesample
requireddoesnothavetobelarge(Erwinetal.,2021). ThestepsinthepartialLeastSquare(PLS)
analysisare as follows:

a. StructuralModelDesign(innermodel).Designingastructuralmodel(innermodel)ofthe
relationship between latent variables based on theory (Nurlatifahet al., 2021).
b. MeasurementModelDesign(outermodel).Designingameasurementmodel(outermodel)of the

relationshipbetweenlatentvariables andmanifestvariables. Thelatentvariables inthis studywere2
variables which included X1 and X2.

c. ConstructionofPathDiagramsBasedonTwoModels. Thethirdstageconstructsapath diagram from
theresults of designingthe inner model and outer model.
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d. ConvertPathDiagramsIntoEquations. Afterthepathdiagramiscomplete,thenextstepis  to
convertthepathdiagramintoastructuralequation(therelationshipbetweenthelatentvariables
studied)andthemeasuring model(the relationshipbetweenindicator variablesandlatent (Erwin et
al., 2021).

e. InnerModel. The  innermodelisthespecificationoftherelationshipbetweenlatentvariables
(modelstructure)alsocalledinnerrelations,describingtherelationshipbetweenlatentvariables
basedonsubstantiveresearchtheory (Nurlatifahetal.,2021).According to(Hussein,2019),
withoutlosingitsproperties,itisgenerally assumedthatthelatentvariableandindicatoror
manifestvariablearescaledtozeromeansandthe unitvariance isequaltoone,sothatthe location
parameter can beomitted from themodel.

f. OuterModel.OuterModelisaspecificationoftherelationshipbetweenlatentvariablesand
theirindicators(outerrelationormeasurement model)(Nurlatifahetal.,2021).According to
JayaandSumertajaya(Astuti& Augustine,2022)thefollowing istheequationofthe measurement
model from thepath diagram thathas been made.

g. ParameterEstimation. Thenextstepistoestimatetheparametersoftheexogenousvariable
(X)andendogenousvariable(Y).Thepurposeofestimatinglatentbyiteration. Thefunction
ofpathestimationistoknowthecoefficientofeachindicatoronthelatentvariables.Stahlbocketallin(A

meldaetal.,2021).Theestimationofthe linkagepathbetweenthe latentvariable
andtheindicatorthathasthehighestcorrelationbasedontheloading valueislessthan0.5,
thenthesignificanceoftheformativeindicatorisnotsignificant, itisnecessary tore-testor

deletetheindicator. Iftheouterloadingvalueismorethan0.5,thentheindicatorismaintained byHair
et al, in(Erwin et al., 2021).

h. EvaluationofGoodnessofFit.GoodnessofFitevaluationiscarriedoutonthestructuralmodel
andmeasurementmodel. (Madyaratryetal.,2020)explainthegoodnessoffitasfollows:(1) Thebest
guideinassessingmodel fitisastrongsubstantivetheory. Ifthe modelonlyshows or

representsasubstantivetheorythatisnotstrongandeventhoughthemodelhasaverygoodfit,
itisratherdifficultfor  ustojudgethemodel;(2)The Chi-Squarestatisticaltestshouldnotbe the
onlybasisfordeterminingthe fitof thedata with the model;and (3) Noneof theGoodness of
Fitmeasures canexclusivelybeused as the basis for evaluatingthe overallfit of themodel.

3.7Hypothesis testing
Hypothesistestingwasconductedtopartially testtheeffectoftheexogenousvariable(X)onthe
endogenousvariable(Y).Hypothesistestingisdonebylookingatthet-valueineachpathandthe t-

tablevalue from the bootstrappingresults. Thevalue of the inner weight coefficient is said to be
significantifthevalueoficount>'table(Capassoetal.,2019). Thehypothesisinthisstudy isas follows:
a. VariableSocializationtoVariableLevelofKnowledgeofDigitalizationintheFieldof

Marketing inSidoarjoCity
HO:Y'1= 0;Thereisnosignificanteffectbetweenthesocializationvariableandthelevelof digitalization
knowledgein themarketing field in SidoarjoCity.
HIL:Y'1= 0;There isasignificantinfluence betweenthe socializationvariableandthelevelof
digitalization knowledgein themarketing field in SidoarjoCity.
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b. InteractionVariablesonVariablesofkKnowledgeLevelofDigitalizationinMarketingin
SidoarjoCity

HO:Y2= 0;There isnosignificanteffectbetweentheinteractionvariablesonthelevelof digitalization

knowledgein themarketing field in SidoarjoCity.

H1:Y2=0;Thereisasignificantinfluencebetweentheinteractionvariablesonthevariable

level of knowledgeof digitalization in themarketingfieldin SidoarjoCity.

c. The Variable Level of Knowledge of MSME Actors on the Variable Utilization of
Digitalizationin Marketing by MSME Actorsin Sidoarjo City

HO :Y'1 =0 ;Thereisno significanteffectbetween thevariables ofthe levelof digitalization

knowledgeinthemarketingfieldinSidoarjoCityontheuseofdigitizationoy =~ MSMEactorsin  the

marketingsector.

H1:Y'10;There isasignificantinfluencebetweenthevariablelevelotknowledgeofMSME

actorsindigitalizationinthemarketingfield inSidoarjoCityon theuseofdigitizationbyMSME actors

in marketing.

4. Results

Aftertestingtheconvergentvalidity,discriminantvalidity,andrehabilitationtest,thehypothesis

isthentested.Basedonthedataprocessingcarriedout by theresearcher,theresultsofdata

processingareobtained in the form ofavalid Tablelbelow.

[INSERT TABLE I]

Inhypothesistesting,thepathcoefficientvalueindicatedbytheTstatisticvalue(Tstatistic)>1.96
thenthealternative hypothesiscanbedeclaredsupported,butifthevalue oftheTstatistic(T- statistic) <

1.96then thealternative hypothesisisdeclarednotsupported.Basedonthe resultsof
dataprocessingusingthePLSprogramby meansofbootstrappingintheTablelabove,itcanbe
seenthevalueoftheTstatistic(T-statistic)ineach constructanddetermineswhetherthe

alternativehypothesis issupported or not.

[INSERT TABLE II]

Basedontheresultsofthehypothesistestabove, itcanbeseenthatthesocializationandinteraction
constructsaffectthelevelofknowledgeofMSMEactorsindigitalizationinthemarketingfield of
Sidoarjocity.Likewise,the  constructof  the levelof  knowledgeof MSMEactorsin
digitalizationinthemarketingsectorofthecityofSidoarjoontheuse ofdigitalizationinthe
marketingfieldinthecityofSidoarjo. Tofurtherstrengthenthisresearch,theresearcherrefersby
lookingforrelatedjournalswiththesameresearchmodel,tosupportthestatementsthathavebeen  stated
previously.
4.1TheEffectofSocializationontheKnowledgeLevelofMSMEActorsaboutDigitalizationin the

Marketing Sector ofSidoarjoCity
Hypothesislstatesthattheinteractionconstructaffectsthelevelof ~ knowledge of MSMEactors.
Basedontable 1,itcanbe seenthattheT statistic(T-statistic) of theinteractionconstructonthe
knowledge levelofMSMEactorsis2.4810r>1.96.Basedontheseresults,itcanbestatedthat the
interactionaffectsthelevelof ~ knowledge  of MSMEactors,sothathypothesislissupported.
Theseresults are consistent with research(Yanuarti&Murwatiningsih, 2019)and (Erlanitasariet al.,
2020).

Perceivedsocializationcanbedefinedassocializationmakestwofundamentalcontributions
toourlives.First,providingabasisorfoundationforindividualstocreateeffectiveparticipation
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insociety,andsecondlyenablingthesustainabilityofasociety,becausewithoutsocializationthere
willbeonlyonegenerationsothatthesustainabilityofsocietywillbegreatlydisrupted. Theresults
oftheanalysisinthisstudy indicatethatsocializationhasaneffectonthelevelofknowledgeof
MSMEactorswhowanttouse digitalizationinthe marketingfield. Theseresultsare consistent with
research conducted by(Liu, 2022) and (Kasayanondet al., 2019).
Theperceptionofsocializationhasabiginfluenceonattitudes,becauseitisamethodthat
isconsideredthemostcapableofexplaining thebenefitsofa relatedmatter.Researchconducted
(Susilowati&Kaharti,2020)Ofthel3participants,only2peoplehaveusedsocialmediaactively

tomarkettheirproducts. Themainsocialmediaplatformthey useisFacebookbecauseitisthe
platformtheyaremostfamiliarwith. Asmany as2otherparticipantshaveusedsocialmediafor
marketingtheir productsbutthey arenotinvolved.Inadditiontoconsideringusingdigital

marketingtobequitedifficult,theyalsofeelthattherearenotmanyactualtransactionsthatoccur
compared to sellingdirectly.

(Tanziletal.,2021)alsostatedthattheadoptionofdigitaltechnologywasproventoimprove the
performance of SMEs, especiallyin increasing access to new domestic customers and
increasingsales.
4.2TheEffectofInteraction ontheKnowledge LevelofMSMEActorsaboutDigitalizationin the

Marketing Sector ofSidoarjoCity
Hypothesis2statesthatthesocializationconstructaffectsthelevelofknowledgeofMSMEactors.
Basedontable 1,itcanbe seenthatthe statisticalT value (Tstatistic) of the interactionconstruct
ontheknowledgelevelofMSMEactorsis 4571 or1.96.Basedontheseresults,itcanbestated
thatsocializationhasaneffectonthelevelof knowledge of MSMEactors,sohypothesis2is
supported. Theseresultsareconsistentwithstudies(Tanziletal.,2021)and(Joensuu-Saloetal.,

2018).

The definitionof interactioncanbe definedtorevealthatsocialinteractionisa reciprocal
relationshipbetweentwoormoreindividuals,wherethenatureoftheseindividualsinfluenceeach
other(Hariandja,2021).Withsocialinteraction,itcanaddinsighttoanMSMEactorindeveloping
theirbusinessanddigitalizationofmarketingexpandsthescopeofinteractionbetween actorsand
consumers.Meanwhile,accordingto(Martinez-Caroetal.,2020),socialinteractionisanexchange
betweenindividualsinwhicheachindividualshowshisbehaviorthatinfluenceseachother.From
whathasbeenexplainedby Shaw, itcanbeconcludedthatthedigitalizationprocesscanexpand
exchangesthat ~ canshowthecharacter  ofeachindividual. Thesetwothingssupportthe  research
above,withaninteractionthat canincrease thelevelof knowledgeofMSMEactorsandsocial mediais
onlyan intermediarybetween MSME actors and consumers.
4.3TheEffectofKnowledgeLevelofMSMEActorsonDigitalizationintheMarketingSectorof

SidoarjoCityontheUTtilizationof DigitalizationintheMarketingSectorbyMSMEActorsin
SidoarjoCity
Hypothesis3statesthat theknowledgelevelconstructofMSMEactorsaffectstheuseof

digitalizationinthemarketing sector.Basedontablel,itcan beseenthatthestatisticalTvalue (Tstatistic)
of the knowledge levelconstructofMSMEactorsonthe useof digitalizationinthe marketing
sectoris11.6090r1.96.Basedontheseresults,itcanbestatedthatthelevelof
knowledgeofMSMEactorsaffectstheuseofdigitalizationinthemarketingsector,sohypothesis
3issupported. Theresultsofthisstudyareconsistentwithresearch(lshak, 2008)and(Susilowati
&Kaharti, 2020).

Basedontheresultsofresearch(Dethineetal.,2020) ThelackofknowledgeofMSME
actorsregardingdigitalmarketing affects thelevel of utilization ofdigitalization in themarketing
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field, this is directlyproportional to the results of research conducted byresearchers that thelevel

ofknowledgeisthebasisforoptimizationorutilizationby showingtheresultsofvalidityand reliability

regardingutilizationrelatedtomarketingdigitization. Andtheresearchresultsare supported

bytheresearch conducted (Lee&Falahat, 2019).

5. Coclusion

Basedontheresultsofhypothesistesting inthisstudy,itcan beconcludedthatthevariablelevel

of knowledgehas apositive effect on theuseof digitalization in themarketingfield.This level of

knowledgecanbeobtainedfrommany sources.Inthisresearch,socializationandinteraction

indicatorsareused.Fromtheresultsofthestudy showedthatsocializationandinteractionhada

positiveinfluenceon thevariable level of knowledge.
Overall,itcanbeconcludedthatMSMEactorsneedspecialtraining throughsocialization

andinteractionactivitiestoincreasetheirlevelofknowledgesothatthey canoptimizetheuseof

digitalization in themarketingsector.
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Table | Total effects

Relationship  Original Sample Standard Devistion T Statistics PValues
Sample(O) Mean (M)  (STDEV) (|O/STDEV))

| ->TP 0,299 0,305 0,120 2,481 0,013

S->TP 0,576 0,574 0,126 4,571 0,000

TP->P 0,795 0,790 0,068 11,609 0,000

Notes: S: Socialization;P: Utilization; I:Interaction; TP: KnowledgeLevel

Table 11 Resultof algorithm

Cronbach’s Rho A Composite (AVE) R Communality  Redundancy
Alpha ReliabiltySquare
I 0,881 0,886 0,913 0,677 0,677
P 0,875 0,878 0,906 0,617 0,633 0,617 0,314
S 0,903 0,905 0,925 0,674 0,674
T 0,701
P 0,845 0,851 0,896 0,682 0,682 0,430

Notes: S: Socialization;P: Utilization; I:Interaction; TP: KnowledgeLevel
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