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ABSTRACT

This research investigates the intricate dynamics between marketing network strategies, sales
performance, and market share in the Indonesian e-commerce industry. Employing a quantitative
research design, the study integrates descriptive statistics, correlation analysis, and multiple
regression analysis to discern the impact of social media marketing, influencer collaborations,
affiliate marketing, and traditional advertising. The findings, based on survey data collected from
consumers and e-commerce businesses, reveal influencer collaborations as a pivotal driver, with
social media marketing and affiliate marketing playing complementary roles. Traditional advertising
faces challenges in the contemporary landscape. These insights offer actionable guidance for
businesses seeking to optimize their marketing strategies in the rapidly evolving Indonesian e-
commerce ecosystem.

Keywords: E-commerce Industry, Marketing Networks, Influencer Collaborations, Sales Performance,
Market Share

INTRODUCTION

Indonesia's e-commerce landscape has experienced significant growth, fuelled by increased
digital adoption, internet penetration, and evolving consumer preferences [1], [2]. As one of the
fastest-growing markets in Southeast Asia, Indonesia's e-commerce sector has become a focal point
for businesses looking to capitalize on online commerce [3], [4]. In this dynamic environment, the
ability to effectively reach and engage consumers through strategic marketing networks is critical to
success [5]. Online retailers and marketers should focus on improving the friendliness and security
of their platforms to increase consumer trust and adoption [6], [7]. In addition, policymakers should
invest in improving e-commerce infrastructure and raising awareness about the benefits of online
shopping to drive adoption among Indonesian consumers. The adoption of e-commerce technology
in retail SMEs can be influenced by factors such as decision-makers' IT knowledge, innovativeness,
and complexity. Developing or training IT and e-commerce skills was identified as the best strategy
to increase e-commerce adoption among Indonesian retail SMEs.

The rapid development of e-commerce platforms in Indonesia has encouraged businesses to

adopt network marketing strategies to capture market share and increase sales. These strategies
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include social media campaigns, collaboration with influencers, and affiliate marketing. Network
marketing has emerged as an important component in e-commerce growth strategies, allowing
businesses to reach a wider market and create brand awareness [8], [9]. Social media influencers
(SMIs) play an important role in driving awareness and creating brand image, which leads to
purchase intent and customer loyalty [10]. In addition, customer conversations on social media
platforms such as Twitter provide valuable data to improve e-health services and increase customer
engagement [11]. The adoption of e-commerce technology by Indonesian SMEs is influenced by
factors such as relative advantage, perceived usefulness, security, IT knowledge, and government
support [12]. Overall, network marketing and e-commerce technology adoption are critical for
businesses in Indonesia to remain competitive and succeed in the digital economy [13], [14].

Understanding the nuanced relationship between these marketing networks and their
impact on sales performance and market share is critical for businesses looking to navigate the
complexities of Indonesia's e-commerce ecosystem. (1) This research sheds light on the intricate
dynamics between marketing networks and business performance in the Indonesian e-commerce
industry. The main objectives include: (2) Analysing existing Marketing Networks: Investigating the
various marketing networks utilized by the major players in the Indonesian e-commerce sector to
understand the various strategies employed. (3) Assessing the Relationship with Sales Performance:
Examining the correlation between various marketing network strategies and the sales performance
of e-commerce platforms to identify patterns and trends. (4) Exploring Correlations with Market
Share: Investigate how network marketing strategies affect market share in the competitive
landscape of the Indonesian e-commerce industry. (5) Identify Key Influencing Factors: Determine
the key factors contributing to network marketing effectiveness in the Indonesian context, taking
into account aspects of culture, technology, and consumer behavior.

LITERATURE REVIEW
Overview of the Indonesian E-commerce Industry

The Indonesian e-commerce sector has experienced remarkable growth, driven by factors
such as technological advancements, increased internet accessibility, and changing
consumer behaviors. Indonesia's e-commerce market has witnessed robust expansion, with
a diverse array of platforms catering to the dynamic needs of the online consumer base [15],
[16]. This growth can be attributed to a young and tech-savvy population, rising middle-
class incomes, and improved digital infrastructure [17], [18]. Government initiatives have
also played a crucial role in creating an enabling environment for e-commerce, fostering

innovation, and attracting investments [18], [19].
Marketing Networks in E-commerce

Network marketing plays a crucial role in the e-commerce domain, connecting businesses
with consumers in the digital age. It encompasses various strategies such as social media
marketing, influencer collaborations, affiliate marketing, and traditional advertising. Social
media marketing, as highlighted by Zhang et al., emphasizes the influence of platforms like
Instagram and Facebook in shaping consumer purchasing decisions. Influencer marketing,
as explored by Carroll, demonstrates how partnerships with influencers can enhance brand
visibility and consumer trust. Affiliate marketing, as studied by Hazem Najeeb and Hanna,
proves effective in expanding reach and driving sales. These strategies collectively

contribute to driving sales and market share in the e-commerce industry [20], [21], [22].
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METHODS

Desain and Sample

This research adopts a quantitative research design to systematically investigate the
relationship between marketing networks and their impact on sales and market share in the
Indonesian e-commerce industry. A cross-sectional approach is employed to capture a snapshot of
the current state of the industry, allowing for the examination of diverse marketing strategies and
their outcomes. A stratified random sampling method is chosen to ensure representative
participation from various segments of the Indonesian e-commerce industry. The strata are defined
based on factors such as platform size, business model (B2B, B2C), and industry niche. The sample
size is determined using statistical power calculations to achieve reliable and generalizable results.

Data Collection

Primary data is collected through a structured survey distributed to both consumers and e-
commerce businesses. The survey includes questions related to: (1) Consumer preferences about
marketing network strategies. (2) Awareness and engagement with marketing networks. (3)
Perceived influences of marketing networks on purchasing decisions. (4) Marketing strategies
employed by e-commerce businesses. (5) Sales performance metrics. And (6) Market share data. In
addition to survey data, secondary data on industry trends, government regulations, and relevant
market reports are collected to provide contextual insights.

Variables and Measures

Various marketing network strategies (social media marketing, influencer collaborations,
affiliate marketing, and traditional advertising). Operational definitions and measurement scales are
established for each variable. For example, social media marketing effectiveness can be measured
based on reach, engagement, and conversion rates.

Data Analysis

Data analysis is conducted using IBM SPSS Statistics 26, employing a range of statistical
methods to fulfill the research objectives. Descriptive analysis is used to present an overview of the
data, including measures of central tendency and dispersion. This provides insights into the
distribution of key variables. Inferential statistical techniques include correlation analysis and
regression models to examine the relationships between marketing network strategies, sales
performance, and market share. Hypothesis testing is performed to validate findings. Stratified
analysis is employed to explore variations in the impact of marketing networks across different
strata, such as platform size or business model.

RESULTS AND DISCUSSION

Descriptive Statistics
In this section, we present descriptive statistics that offer a comprehensive overview of the
effectiveness of various marketing network strategies in the Indonesian e-commerce industry. The
data was collected using a survey distributed to both consumers and e-commerce businesses,
providing insights into the perceived effectiveness of different marketing strategies.
Table 1. Descriptive Statistics

Marketing Network Mean Effectiveness = Median Effectiveness  Standard Deviation
Strategy

Social Media Marketing  4.27 4.54 0.83

Influencer 4.63 4.76 0.56

Collaborations

Affiliate Marketing 4.08 4.28 0.98

Traditional Advertising  3.52 3.65 0.65

Source : Processing Data Analys (2024)
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The descriptive statistics provide insights into the perceived effectiveness of each marketing
network strategy. Influencer collaborations have the highest mean and median effectiveness scores,
suggesting that this strategy is widely considered impactful within the Indonesian e-commerce
industry. Social media marketing also boasts high scores, while traditional advertising appears to be
perceived less favorably, as indicated by its lower mean and median scores.

Correlation Analysis

In this section, we delve into the relationships between marketing network strategies, sales
performance, and market share through correlation analysis. The aim is to uncover the strength and
direction of these relationships, providing a nuanced understanding of how different strategies
interrelate in the Indonesian e-commerce industry.

Table 2. Correlation Coefficients

Sales Performance Market Share
Social Media Marketing 0.676 0.583
Influencer Collaborations 0.727 0.788
Affiliate Marketing 0.554 0.616
Traditional Advertising -0.487 -0.423

Source : Processing Data Analys (2024)

The correlation coefficients represent the degree of association between variables, ranging
from -1 to 1. A positive correlation indicates a positive relationship, while a negative correlation
implies an inverse relationship. Positive correlations of 0.67 with sales performance and 0.58 with
market share suggest that as the effectiveness of social media marketing increases, both sales
performance and market share tend to rise. Strong positive correlations of 0.72 with sales
performance and 0.78 with market share highlight the significant impact of influencer collaborations
on driving sales and increasing market share.

A positive correlation of 0.55 with sales performance and 0.61 with market share indicates
that effective use of affiliate marketing is associated with improved sales and market share. Negative
correlations of -0.48 with sales performance and -0.42 with market share suggest that as traditional
advertising effectiveness decreases, sales performance and market share are likely to increase.
Multiple Regression Analysis:

This section employs multiple regression analyses to model the complex relationships
between marketing network strategies and their impact on sales performance and market share in
the Indonesian e-commerce industry. Multiple regression allows us to examine how combinations
of different strategies collectively contribute to business outcomes.

Table 3. Multiple Regression Analysis

Independent Variables Beta Coefficient (Sales)  Beta Coefficient (Market Share)
Social Media Marketing 0.347 0.286

Influencer Collaborations  0.413 0.458

Affiliate Marketing 0.288 0.326

Traditional Advertising -0.234 -0.183

Constant 2.53 2.05

Source : Processing Data Analys (2024)

Social Media Marketing: A beta coefficient of 0.34 for sales and 0.28 for market share
indicates that for each unit increase in the effectiveness of social media marketing, sales are expected
to increase by 0.34 units, and market share is expected to increase by 0.28 units, holding other
variables constant. With beta coefficients of 0.41 for sales and 0.45 for market share, influencer
collaborations have a significant positive impact on both sales performance and market share. A beta
coefficient of 0.28 for sales and 0.32 for market share suggests that effective utilization of affiliate
marketing contributes positively to both sales performance and market share.

Negative beta coefficients of -0.23 for sales and -0.18 for market share indicate that as the
effectiveness of traditional advertising decreases, sales performance and market share are expected
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to increase. The constant term represents the expected value of the dependent variable when all
independent variables are set to zero. In this context, it serves as a baseline for both sales performance
(2.5) and market share (2.0).
Discussion

Influencer Collaborations as a Key Driver

The high mean and median effectiveness scores for influencer collaborations, coupled with
strong positive correlations and significant beta coefficients, underscore its pivotal role. E-commerce
platforms benefit significantly from influencer partnerships, witnessing a positive impact on both
sales” performance and market share.

Social Media Marketing's Synergistic Effect

Social media marketing, with commendable mean and median scores, demonstrates a
synergistic effect when combined with other strategies. The positive beta coefficients affirm its
contribution to sales performance and market share, emphasizing its role in a comprehensive
marketing approach.

Affiliate Marketing's Positive Contribution

While affiliate marketing scores slightly lower in mean and median effectiveness, the
positive beta coefficients confirm its constructive impact. E-commerce platforms effectively utilizing
affiliate marketing witness improvements in both sales and market share.

Traditional Advertising Challenges

Traditional advertising, with comparatively lower mean and median scores, exhibits
negative correlations and beta coefficients. This signals challenges in its effectiveness within the
contemporary e-commerce landscape. Businesses may need to reassess their reliance on traditional
advertising methods to stay competitive.

CONCLUSION

In conclusion, this research contributes a nuanced understanding of marketing network
strategies and their implications for sales performance and market share in the Indonesian e-
commerce industry. Influencer collaborations emerge as a potent force, fostering significant
improvements in both sales and market share. The synergies between social media marketing and
affiliate marketing underscore the importance of a diversified approach. Conversely, traditional
advertising faces diminishing effectiveness, signaling the need for adaptive marketing strategies.
These findings provide valuable insights for businesses navigating the competitive landscape,
guiding them towards optimized marketing mixes tailored to the unique dynamics of the Indonesian
market. As the industry continues to evolve, leveraging these insights will be crucial for sustaining
growth and competitiveness in the vibrant and dynamic Indonesian e-commerce ecosystem.
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