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Abstract.

This paper examines the relation of intellectual capital relations in consumer 
behaviour with social media to the effectiveness of the marketing mix. Sampling as 
much as 98 responding with the type of sampling quota, data collection techniques 
with the questionnaire and interviews. The test coefficient of Path in PLS-SEM is 
used in this study to contribute data from the analysis of the path of consumer 
behaviour by using social media. Results found that variables of consumer 
behaviour and social media advertising have a significant effect on the marketing 
mix, whereas intellectual capital as a liaison variable is not significantly influenced 
by consumer behaviour and does not significantly affect the marketing mix. Total 
direct and indirect influence of consumer behaviour variables 54.4% and social 
media variables at 40.8% to the marketing mix

Keywords: Consumer Behavior, Social Media, Marketing Mix, Intellectual Capital, 
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1. INTRODUCTION
Intellectual capital is an intangible property that is worth optimizing the 

company's business [1, 2]. In line with the studies of [3, 4], they explain that 
intellectual capital contributes directly to marketing performance. But according to 
[5]–[7], marketing performance should be supported by the process of technological 
innovation and marketing through social media. The higher the processability, 
management, and innovating new products, it will increase financial and marketing 
performance [8], [9]. [10] Arguing disruption occurs because information technology is 
radically diffused the behavior of human life [11], [12]. So, it is significantly necessary 
for the improvement of the company's productivity in designing marketing strategies.

The fact that occurs, in the industry there is still a gap in human behaviour that has 
not been able to utilize intellectual capital to design new business strategy [13]. 
Consumer behaviour in the era of globalization will change the mindset to acquire a 
product that is influenced by the factors of quality, price and technology [14]–[17]. The 
technological adaptation process is one of the individual productivity efforts for 
organizational or corporate performance [18]–[21]. The transformation from physical 
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capital investment to the intellectual capital innovation sector will minimize production 
and service costs [4], [22]–[24]. Broad marketing performance is still a problem in 
implementing intellectual capital strategy, in addition to physical capital.

On the other, intellectual capital is often discussed and has positive implications in 
financial performance [25]–[27]. To further increase productivity [28] develops 3 
market-based models that contribute to the increased value of the company's marketing 
and financial performance. Similarly, it is expressed by [29]–[32] Human skills factor, 
innovation ability can measure consumer loyalty to a brand for pricing, where price as 
one of the marketing mix elements.

The discussion so far encountered a holistic model research gap that combines the 
flow of literature, methods, tools and variables intervening the understanding of 
contingency and interrelationship complex consumer behaviour and social media 
towards the correctional mix. The research aims to fill the previous research vacancy 
linking the intellectual capital from the perspective of consumer behaviour (CB) and 
social media Advertising (SMA) which affects the performance of the marketing mix. 
Besides, we include the direct and indirect effects of CB and SMA against the 
marketing mix, as well as the IC variables that intervene between variables. The 
purpose of our problem is to investigate how IC's role strategy contributes higher in the 
effectiveness of the company's marketing mix performance strategy.

This study contributes to the literature in the following ways. First, the paper 
combines static and dynamic perspectives on intangible in an integrated framework 
and by providing theoretical and empirical support for the relationship between CB, 
SMA and market performance. Secondly, at the methodological level, we combine 
symmetrical and asymmetric statistical tools to better understand contingencies and 
interactions between CB, SMA and market performance. Thirdly, our research shows 
that the ability of the supplier's blend strategy is optimal when combined with the 
specific source of IC resources to excel at the market performance. Fourth, we can give 
input to the company's manager how to empower IC resources through consumer 
behaviour and social media development as a superior initiative in the market. 
Therefore, the paper potentially offers theoretical and empirical foundations for the 
future.

II. HYPHOTESIS DEVELOPMENT AND METHODS
Hyphothesis Development
Consumer behavior

Consumption is the goods and services used to satisfy human desires [33-34]. [35]
argues that individuals may use consumption as a way to manage and regulate their 
emotions. The consumption of goods and services, especially luxury goods such as 
four-wheeled vehicles, has become an important lifestyle choice for consumers to 
demonstrate wealth, acquire social status, and seek uniqueness [36].
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Consumer behavior is one of the marketing theories in which individual aspirations 
and motivations play an important role [37]. Consumerism has become a culture, 
practised by virtually every layer of society for a variety of reasons, where the role of 
media is very important.

The consumer behavior theory has two key features: (1) Consumers choose 
the best alternative asset among the actions that are open to him, and (2) the main 
determinant of consumer spending, aside from taste, is income (absolute or relative) or, 
according to newer formulations, normal or permanent household income [38-39]

Social Media Advertising
Researchers acknowledge that the range of Internet-supported devices that 

buyers use to search for product information or to purchase products online has 
expanded [40-41]. Companies are increasingly interested in digging marketing insights 
from social media data [42 - 43]. [44 - 45] states that social media is a communication 
that continues to grow exponentially, growing faster and changing more than any other 
Internet activity. In recent years, social media has become an important advertising 
platform for brands that want to reach online consumers [46], [47]. Social Media is 
widely used by the crowd to communicate, look for consumer information [48].

Intellectual Capital
Intellectual capital includes a variety of intangible resources including 

knowledge, competence, branding, databases, routine resources and human beings that 
are the main source of organizational value creation as well as the main drivers of 
competitive advantage [49]–[51]

Intellectual Capital refers to a cumulative amount of organizational resources 
consisting of knowledge, skills, competencies, experiences and intellectual property 
that collectively add value to the organization [52]–[54].

Intelectual Capital facilitates the determination of a competitive market 
position of a company especially when its physical assets are no longer able to achieve 
sustainable excellence. This is because Intelectual Capital's ability is unique & cannot 
be substituted and varies from company to company, so investment in Intelectual 
Capital depends on the type of company [55], [56].

Marketing Mix
Marketing systems and emphases, intensifying the role and practice of marketing, 

methodical advertising, social and decent marketing, globalization and global 
marketing contest, marketing in a new economy, creating and working miscellaneous 
products, strategic marketing, and enlarging the concept and accomplishment of 
marketing [57]–[61]. The act of marketing mix is the power and size of marketing 
components such as products, prices, places and publicities compulsory to achieve 
marketing objectives [61]–[64]
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Rendering to [65]–[67] features of human capital (attitudes, training and skills of 
staff), operational investment (culture, technology and internal organization of the 
company) and social capital (customer relations and suppliers, cooperation and 
corporate image).

1. Consumer Behavior and Marketing Mix
Consumers use metrics such as awareness, consideration and preference as 

indicators define to advocate for brands and easily connect to marketing activities [68], 
[69] [70], [71]. From Empirical Evidence [72]–[74]. There are known influences of the 
marketing mix element on food purchase behaviors in five supermarkets validating 
theoretical models, demonstrating a positive relationship between the marketing mix 
variables and the significant relationship between designing effective marketing and 
purchasing behaviour within the industry. Consumer behaviour in shopping has a 
cognitive and affective experience, the affective experience has a higher impact on 
customer satisfaction and a positive word of mouth into a successful shopping context, 
while in the context of the failing shopping experience cognitive has a higher impact 
on the negative discontent of the mouth [75]–[78]. From the explanation above, the 
research hypothesis is as follows:
H1: Consumer behaviour positively affects the marketing mix

2. Social Media Advertising and Marketing Mix
Social Media is a hybrid element of the promotion mix because in the 

traditional sense it allows the company to talk to their customers, while in a 
nontraditional sense it allows customers to speak directly to each other [79]–[81]. In 
line with research [82], [83] social media has become a very important gradient in the 
marketing mix and a key node for all businesses, especially in industries where trends 
are constantly changing helping consumers in purchasing decision making [82], [84]–
[86]. However, according to [87], [88] demonstrates this impact the evolution of the 
revolution and the adoption of technology that alone does not guarantee a competitive 
edge so that companies must continue digging by developing superior products. This 
research suggests the following hypothesis:

H2: Social media ads have a positive effect on the marketing mix
3. Intellectual Capital and Marketing Mix

From the research results [89]–[92] discuss much more of the link between 
intellectual capital and financial performance, on the other hand, some other studies 
[93]–[98] discuss intellectual capital can help to dissemination of marketing 
performance in business that will increase the company's finances. Intellectuals 
become the basis of the election price, place, promotion and product what is true can 
fulfill his wishes and needs [99]–[101]. The purchasing decision process is expected to 
lead to the purchase response which is the buyer's choice, choice of brand, reseller 
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choice, time of purchase, and number of purchases [102]. From the explanation above, 
it can be suspected as follows:

H3: Intellectual capital has a positive effect on the marketing mix

4. Social Media Ads and Intellectual Capital
Social Media is a stimulus to think and gain perception of something things in the 

cognitive areas (intellectuals). All information conveyed by social media is captured in 
the senses and processed into the perception of such products/services and is complex 
described in the area of neuromarketing. So it is important for the company to know 
the specific segments of the market that are targeted and build the right branding and 
social media ads to be the perspective expected by the manufacturer to the 
products/services offered [102]

Source : Manufacturer to the products/services offered [102]
From the information above, it can be assumed as follows:

H4: Social media advertising has positive implications for intellectual capital

5. Consumer Behavior and Intellectual Capital
In literacy, consumer behavior not only discusses what is purchased, but also why 

they want to buy, when, where, how manufacturers evaluate purchases and how they 
eventually use post-purchase products [103]–[105]. Adoption of technology becomes a 
phenomenon that transforms the consumer domain into a major alternative to meet the 
needs [106]–[108] The same thing from the perspective [109]–[113] to reach towards a 
successful marketing, environmental and consumer behavior as a daristic indicator of 
marketing strategies. Therefore, consumer behavior will be contaminated from any 
social environment from what is seen or heard in interacting. From the description 
above then the alleged temporary as follows:

H5: Consumer behaviour with positive implications for intellectual capital
Methods

Based on data and observation conducted by researchers, the type of descriptive 
qualitative research with causal approach. A total of 98 respondents became samples by 
the purposive testing method and the source of data objects that would be processed 
from the distribution of polls, documentation and discussion to 80% of young 
millennials and the remainder to the wider community across generations. The 
endogenous variables discussed in the processing of data come from consumer 
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behaviour habits as well as social media ads, while the marketing mix as an exogenous 
variable is also linked to intellectual capital. Primary Data is processed in a descriptive 
statistical analysis using the analysis of the line PLS with evaluation of the outer model 
before and after the implementation of the test, the alleged testing while in this 
research conducted statistical data calculation of Structural Equation Modelling (SEM) 
Analysis as a quantitative analysis.

Fig 1. Conceptual Framework
Variables Measurement

A statement that disseminated researchers to the community around the 
campus as many as 19 items statement and arranged into 4 categories: 5 (five) 
statements are indicated for measuring consumer behaviour (X1), 4 (four) statements 
used to measure social media advertising (X2), 5 (five) statements used to measure 
intellectual capital (Z) and 5 (five) statements are used to measure the marketing Mix 
(Y). Data that is processed using the Likert scale is used to establish attitudes, opinions 
and representatives of individuals or in organizational groups about social phenomena. 
Social event events are the findings for researchers to further examine the reference in 
determining variables. Likert scale score calculation i.e. SS answer worth 5, S worth 4, 
N rated 3, TS worth 2 and STS rated score 1. Results of the answers that researchers 
acquired data from respondents were consumer behaviour (X1), Social Media ads 
(X2), Intellectual Capital (Z) and Marketing Mix (Y).

III. RESULT AND DISCUSSION
Outer Model Evaluation

Consumer 
behaviorer

Social Media 
Advertising

Intellectual 
Capital

Marketing 
Mix
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Fig 2.
Figure Outer Model Before Testing

Fig 3.
Figure Outer Model After Completion of Testing

1. Convergent validity
The result of data validity from convergent validity to determine the level of 

reliability, can be seen from the standardized loading factor that displays the 
number of variables interference linearity with its construction. The following are 
the different filling that can be calculated from the following data testing:

Table 1. Outer filling
Variable Size Outer filling

Consumer 
behavior
(X1)

PK1 0.433
PK2 0.241

PK3 0743

PK4 0863

PK5 0.660

Social Media 
Advertising
(X2)

IM1 0832

IM2 0834

IM3 0.724

IM4 0.783

Intellectual 
capital
(Z)

IC1 0823

IC2 0850
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IC3 0.859

IC4 0813

IC5 0.855

Marketing 
Mix
(Y)

BP1 0.574

BP2 0795

BP3 0.634

BP4 0750

BP5 0.694
Source: SmartPLS.3 output, main data dlet's go 2020

Based on a processed table, there is a lot of research variable size that has an outer 
loading value > 0.7. Other Data found there are some indicators that are outer loading 
under 0.7, so the indicator is not worth the removal.

2. Linear Validity
Linear validity is a comparison of discriminant validity and square roots 

of an average extracted. When the construction value is greater than the correlation 
value with the other construct in a method, the value of linear validity is good 
worth > 0.5

Table 2. Validity Test
Variable AVE

Consumer Behavior (X1) 0702
Social Media Ads (X2) 0.632
Intellectual capital(Z) 0706

Marketing Mix (Y) 0814
Source: SmartPLS.3 output, primary data processed 2020

The data described above is obtained from the numbers of consumer 
behavior variables, social media advertising, intellectual capital, and marketing 
mix> 0.5. Then the discriminant validity results are excellent.

2. Composite Reliability
Composite reliability is a method that measures the level of reliability of a 

variable. Valid data Composite Reliability > 0.7 signifies reliable data reliability. A 
block of indicators that measure a construct element can be identified using two 
ways that are inside dependability and Cronbach's alpha.

Table 3. Reliability Tests
Variable Composite Reliability

Consumer Behavior (X1) 0825
Social Media Ads (X2) 0873
Intellectual capital(Z) 0.923

Marketing Mix (Y) 0887
Source: SmartPLS.3 output, primary data processed 2020
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The acquisition of the figure above is known that the value of Composite 
Reliability all research variables > 0.7. Successfully processed results have 
fulfilled the reliability standards of the above test.

A. Inner Model Evaluation.
1. Path coefficient test

Using the processing coefficient path can be known linkage of self-
variable with bully variables. The constant purpose (R-Square) is known to 
trace the amount between endogenous variables. Chin raised a R2 result 
worth 0.67 upwards for an endogenous latent variable in a structural model, 
can be concluded there was a variable influence of the bully that affects 
variables that are affected by good assumptions. When worth 0.33 – 0.67 is 
categorized, and if its value is 0.19 – 0.33 it is weak.

Based on the inner model scheme that has been shown in Figure 2, 
obtained formula:

Table 4. Hypothesis Testing

Conjecture Variable implications
t-

statistic
p-

value
Conclusion

H1 Consumer 
behavior‡Marketing Mix

6,265 0,000 Rejected

H2 Social Media Advertising ‡
Marketing Mix

2,507 0.013 Rejected

H3 Consumer behavior‡
Intellectual capital

0.157 0875 Received

H4 Social Media Advertising ‡
Intellectual capital

9,058 0,000 Rejected

H5 Intellectual capital‡
Marketing Mix

0.904 0.367 Rejected

Source: SmartPLS.3 output, data processed 2020
According to the table, it is known that the largest value of positive path 

coefficient is shown in the influence of social media ads to intellectual Capital 
obtained from the t - statistic table of 9,058 and P-value value of 0.000, and the 
second biggest influence is on the influence of consumer behaviour on the marketing 
mix t-Statistic of 6,265 and P-value value of 0.000, while the remainder of the 
influence of social media ads on the marketing mix amounted to t-value of 2,507 and 
a P-value value of 0.013, the intellectual influence on the marketing mix gained a 
figure of 0904 and a probability value of 0367 as well as the influence of consumer 
behaviour on intellectual capital with a T-statistic value of 0157 and a probability 
value of 0875. From the description above, there is a positive path coefficient value. 
The number obtained means that the increase in the coefficient of the path value 
increases and the variable effect is free to impaired variables.

321

http://ijstm.inarah.co.id/index.php/ijstm/about/submissions


International Journal Of Science, Technology & Management ISSN: 2722-4015

http://ijstm.inarah.co.id

From the number that has been done, it can be deduced the value of R-Square 
as follows:

Table 5. Path Coefficient Test
Variable R-Square Value

Intellectual capital(Z) 0.369
Marketing Mix (Y) 0.300

Source: SmartPLS.3 output, primary data processed 2020
Based on the data above, the value of R-Square variable intellectual capital (Z) 

amounted to 0369 and the marketing Mix (Y) of 0300. This figure can be explained the 
increase in intellectual Capital (Z) of consumer behaviour and social media advertising 
of 36.9% and the magnitude of percentage increase of the marketing mix (Y) by 30%.

2. Hypothesis testing
From the concept of research thinking framework written in this test, 

research obtained the alleged temporary that is Ho and Ha. The Ho symbol is 
assumed to have no influence, so Ha assumes there is an impactful allegation.

Knowing the accuracy of the allegations, a statistical test is needed 
with the calculation of SEM Analysis in the method of quantity analysis. 
According to Ghozali (2005:84) "The T-Statistic test basically shows how far 
the influence of one free variable is individually in a bound explaining".

From the alleged test the temporary known Ho was rejected if 
Probabilita > 0.05. This results in the relationship between the following 
indicators.
1) Consumer Behavior to the Marketing Mix

Ho1:  Consumer behavior impacts the marketing mix.
Ha1: Consumer behavior affects the marketing mix.

2) Social Media Ads on Marketing Mix
Ho1:  Social media advertising does not affect the mix marketing.
Ha1: Social media advertisement impact on the marketing mix.

3) Effect of Consumer Behavior on Intellectual Capital
Ho1:  Consumer behavior impact of intellectual capital
Ha1: Consumer behavior affects intellectual capital.

4) The Effect of Social Media Ads on Intellectual Capital
Ho1:  Social media advertising does not affect intellectual capital.
Ha1: Social media advertising affects intellectual capital.

5) Effect of Intellectual Capital on Marketing Mix
Ho1: Intellectual capital does not affect the marketing mix.
Ha1: Intellectual capital influences the marketing mix.

B. DISCUSSION
Some research has already been conducted using SEM analysis to test the cause 

method due to variable indicators, which is known to find the process of inaccuracies 
between variables. No normalcy is indicated that there is no normal distribution of data. 
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However, if the data is already in the standard univariate not necessarily the data is 
normal distribution multivariate, therefore based on test normality, there are 
irregularities. The steps required with SEM analysis are model specifications, model 
identification, model estimation, match test, and Specification. From data output PLS 3, 
the structural model is said precisely done to know the relationship is not needed 
respecification method by fixing the matching model
The intellectual capital (Z) variable obtained an R2 value of 0369, this figure 
demonstrates consumer behaviour and social media advertising can account for 36.9% of 
the intellectual capital variant, and 63.1% gained by other factors. The marketing mix 
variable (Y) obtained an R2 value of 0300, this figure demonstrates consumer behaviour 
and social media advertising by 30% variant of the marketing mix, while the remaining
70% is obtained by other factors.
From the known research results:

1. H1 Hypothesis: From the results of a provisional estimate of 95%, the 
probability value is 0,000 <0.05, it is stated that the hypothesis 
is accepted because the p-value is 0.000, which means that 
consumer behavior has a significant effect on the marketing 
mix.

2. H2 Hypothesis: The estimation of probability data at the incidence rate of 95% is 
obtained a probability value of 0.013 <0.05, it is stated that the 
hypothesis is accepted because the p-value is 0.013, which 
means that social media advertising has a significant effect on 
the marketing mix.

3. Hypothesis H3: After a temporary guess test at the 95% certainty level 
obtained probability value of 0.875> 0.05, it is stated that the 
hypothesis is rejected because the probability is 0.875, which 
means that consumer behavior has no effect on intellectual 
capital.

4. Hypothesis H4: From the allegations that have been made with 95% certainty 
obtained an opportunity value of 0,000 <0.05, stated that the 
hypothesis is accepted because the probability is 0,000, which 
means social media advertising has a significant effect on 
intellectual capital.

5. Hypothesis H5: While testing the allegations at the 95% certainty level found an 
opportunity value of 0.367> 0.05, it was stated that the 
hypothesis was rejected because the p-value was 0.367, which 
means intellectual capital did not affect the marketing mix.

Direct, Indirect and Total Indications
Live testing is a cause of consumer behaviour with a marketing mix, the 

influence of social media ads on the marketing mix and the influence of 
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Intellectual capital towards the marketing mix. The test through is is followed by 
a connecting indicator that is the impact of consumer behaviour with the 
marketing mix through intellectual capital, as well as the impact of social media 
ads to the marketing mix through intellectual capital.

To know the intended influence and passing through the intermediaries of 
consumer behaviour (X1) and social media ads (X2) on the Marketing Mix (Y) 
as well as the reason for Intellectual Capital (Z) such as the data presented 
below:

Table 12. Direct and Indirect Effects of X1, X2 on Y
and their impact on Z and Total Influence

Influence of Variables
Direct 

Influence
Indirect Influence Total

Consumer behavior ‡
Marketing Mix

0.476 0 0.476

Consumer behavior 
‡Intellectual Capital

Marketing Mix
-0.016 + 0.084

0.068

Effect of Total Consumer Behavior on
Marketing Mix

0.544

Social Media Advertising 
‡

Marketing Mix
-0.282 0 -0.282

Social Media Advertising 
‡Intellectual Capital

Marketing Mix
0.606 + 0.084

0.690

The Total Effect of Social Media Ads on
Marketing Mix

0.408

Intellectual Capital‡
Marketing Mix

0.084 0 0.084

amount 1,036

From the results of the data processing has been tested to obtain direct 
implications of consumer behaviour with the marketing mix is 0476 (47.6%) And the 
implications of the Interinter Intellectual Capital is 0068 (6.8%). The direct indication 
of consumer behaviour towards the marketing mix is 0544 (54.4%).

Direct implications of social media ads to a marketing mix of-0282 (28.2%) 
and indirectly through Intelectual Capital worth of 0690 (69%). The Total influence of 
social media ads to the marketing mix is 0408 (40.8%).

IV. CONCLUSION
The second variable of social media ads has a positive causal relationship to 

the suggestion mix. The social media ad indicator is a formative indicator that forms a 
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constructed variable. The indicator of social media ads contains updated information to 
customers, the source is right in fulfilment, price determination, the convenience of 
access for public consumption. Therefore, the construct variables make a significant 
impact on the marketing mix.

Consumer behaviour in this research does not affect intellectual capital. The 
results of data processing acquired indirect influence of consumer behavior through 
intellectual capital is 0068 (6.8%), while the indirect influence of social media 
advertising through intellectual capital is 0690 (69%) and intellectual capital influences 
on the marketing mix of 8.4%. From the results of the data test, the intervening 
influence is derived from the questionnaire data provided and there is still inconsistent 
answers that answer the question of more than 1 answer or unfamiliarity of respondents 
more in the sense of intellectual capital itself in the scientific language in this research.

Social media advertising is positively implicit and drastic to intellectual 
capital based on an indicator of the respondent's statement regarding the information 
on social media marketing information, the ease of access needed, the availability of a 
strategy or information training in the start up business and the ease of promotion of 
efficient products or services in terms of cost to the marketing mix.

Intellectual capital as a variable that connects another variable with a statistical test 
of opinion according to (Andriana, 2014) gives the intellectual property of a negative 
impact to the financial statements derived from the marketing mix. The negative 
influence of intellectual capital on marketing mix indicates that the use of media 
technology and information marketing techniques has not been implemented 
effectively and efficiently.

RECOMMENDATION
This study has limitations on the millennials alone so that subsequent research can 

explore more broadly from the more developed phenomena in the development of 
marketing strategies by other researchers. For further researchers can collaborate from 
the research gap between researchers in order to produce the latest grand theory. The 
inconsistency of the results of the research of respondents in this study can be a 
comparison for subsequent researchers.

The development of the latest marketing phenomenon that causes incompatibility 
with theory can be a source of problems and expansion of indicators in research 
material. The next researcher is to broaden the scope of discussion across generations. 
Besides, marketing mix measurement tools can be expanded using marketing 
intelligence strategies, concentration diversification, and competitor maneuvers in the 
effectiveness of marketing mix.
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