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PENGARUH DIGITAL MARKETING, INOVASI PRODUK, DAN 

EKUITAS MEREK TERHADAP KEUNGGULAN BERSAING PADA 

UMKM SAMBAL DEDE SATOE 

THE INFLUANCE OF DIGITAL MARKETING, PRODUCT INNOVATION, 

AND BRAND EQUITY ON COMPETITIVE ADVANTAGE OF UMKM 

SAMBAL DEDE SATOE 

 
Aisyah Putri Andini , Hamidah Hendrarini  , Nuriah Yuliati 

ABSTRAK 

Penelitian ini dilakukan pada UMKM Sambal Dede Satoe di Surabaya. 

Tingginya tingkat persaingan antar pelaku UMKM sambal serta produk sambal 

kemasan menjadi latar belakang penelitian ini, dengan fokus pada aspek digital 

marketing, inovasi produk, dan ekuitas merek. Tujuan penelitian ini adalah untuk 

menganalisis pengaruh digital marketing, inovasi produk, dan ekuitas merek 

terhadap keunggulan bersaing pada UMKM Sambal Dede Satoe. Penelitian ini 

menggunakan pendekatan kuantitatif dengan pengumpulan data melalui 

penyebaran kuesioner kepada 65 konsumen Sambal Dede Satoe. Data dianalisis 

menggunakan metode Structural Equation Modeling–Partial Least Squares (SEM-

PLS). Hasil penelitian menunjukkan bahwa digital marketing dan ekuitas merek 

berpengaruh positif dan signifikan terhadap keunggulan bersaing, sedangkan 

inovasi produk tidak berpengaruh. Hasil menunjukkan bahwa digital marketing 

dan ekuitas merek merupakan faktor utama dalam meningkatkan keunggulan 

bersaing UMKM Sambal Dede Satoe, sementara inovasi produk yang dilakukan 

masih bersifat incremental dan belum memberikan dampak yang signifikan.  

Kata kunci: Digital marketing, inovasi produk, ekuitas merek, keunggulan  

         bersaing 

ABSTRACT 

This study was conducted at UMKM Sambal Dede Satoe in Surabaya. The high 

level of competition among chili sauce micro-enterprises and packaged chili 

products serves as the background of this research, focusing on the aspects of 

digital marketing, product innovation, and brand equity. The purpose of this study 

is to analyze the influence of digital marketing, product innovation, and brand 

equity on competitive advantage at UMKM Sambal Dede Satoe. This research 

employs a quantitative approach by distributing questionnaires to 65 consumers of 

Sambal Dede Satoe. The data were analyzed using the Structural Equation 

Modeling–Partial Least Squares (SEM-PLS) method. The results indicate that 

digital marketing and brand equity have a positive and significant effect on 

competitive advantage, while product innovation shows a positive but not 

significant effect. These findings suggest that digital marketing and brand equity 

are the strongest factors in enhancing competitive advantage at UMKM Sambal 

Dede Satoe, whereas product innovation remains incremental and has yet to 

produce a significant impact.  

Kata kunci: Digital marketing, product innovation, brand equity, competitive 

         advantage 
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