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1. Introduction 
The rapid development of information and 

communication technology has changed the way 
people interact, communicate, and conduct eco-
nomic transactions. The emergence of the digital 
era encourages businesses to adapt to internet-
based marketing, with social media becoming an 
important and affordable instrument for MSMEs 
to reach consumers. Micro, Small, and Medium 
Enterprises (MSMEs) are the backbone of Indo-
nesia's economy, contributing more than 60% to 
national GDP and absorbing a large number of 
workers. Suci (2017) noted that Indonesia had 
more than 56 million MSME units, most of which 
operated in the trade, service, and culinary sec-
tors. 

The culinary sector is one of the MSME sec-
tors with high growth and competition. The viral 
Pempek Tumpah phenomenon in Palembang 
demonstrates that innovation, visual appeal, and 
product uniqueness promoted through social me-
dia can increase consumer purchase interest. 

This indicates that culinary MSMEs in South 
Sumatra have opportunities to strengthen their 
competitiveness through innovation and appro-
priate digital marketing strategies. 

Lubuklinggau has considerable potential in 
the culinary MSME sector due to its strategic 
location. However, many business actors still rely 
on conventional marketing, while the use of social 
media and planned digital content remains lim-
ited. Based on Linggau Smart Service data as of 
April 2026, there were approximately 4,522 regis-
tered MSMEs, with around 2,300 actively operat-
ing, generating monthly turnover of Rp824.6 mil-
lion and absorbing 5,198 workers. This indicates 
the contribution of MSMEs to the regional econ-
omy while also showing challenges in business 
management, marketing, and sustainability. 

The culinary sector is also dominant, with 
more than 2,000 food and beverage MSMEs 
among approximately 12,000 MSMEs operating 
in Lubuklinggau in 2026. Nevertheless, many 
culinary businesses still face difficulties in devel-
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quantitative approach with an associative research design. The data were collected 
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Lubuklinggau who were selected using purposive sampling. The collected data 
were analyzed using multiple linear regression with the assistance of SPSS version 
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Social Media and Digital Content jointly explain 79.5% of the variation in Sales 
Increase, while the remaining 20.5% is influenced by other factors outside the 
scope of this study. These findings indicate that the more optimally social media is 
utilized and the better the quality of digital content used for promotional activities, 
the greater the opportunity to increase sales of culinary MSMEs in Lubuklinggau. 
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oping brand identity, creating attractive content, 
maintaining consistency, and utilizing social me-
dia to reach new consumers. 

Social media platforms such as Instagram, 
Facebook, and TikTok are effective in increasing 
product visibility and sales. Hadi & Zakiah (2021) 
stated that digital marketing can reduce promo-
tional costs and expand market reach, while 
Jasin (2022) found that social media marketing 
positively affects brand image and consumer 
purchase interest. Regina (2024) emphasized the 
importance of social media for reaching new con-
sumers and maintaining customer loyalty, particu-
larly when supported by quality and consistent 
content. Fauzi & Pratama (2022) found that ap-
propriate digital marketing increases MSME 
competitiveness, while Fadhilah (2024) stated 
that good social media and content management 
can increase sales volume. Kotler & Keller (2016) 
explained that modern marketing focuses on cre-
ating consumer value and experience, which in 
the digital era is largely shaped through social 
media content. Rianti et al. (2025) further empha-
sized the role of digital marketing and branding in 
increasing MSME competitiveness. 

Initial observations indicate that most culinary 
MSMEs in Lubuklinggau already have social me-
dia accounts, but their management is still irregu-
lar and unplanned. Content is often inconsistent 
and lacks attractive visual presentation and struc-
tured promotional strategies, resulting in limited 
digital interaction and sales conversion. Gulo et 
al. (2025) found that social media content signifi-
cantly influences consumer purchase interest, 
while Widodo & Hapsari (2023) emphasized that 
social media-based digital marketing needs to be 
systematically designed to increase sales vol-
ume. 

Therefore, this research is important to exam-
ine the role of social media and digital content in 
increasing culinary MSME sales in Lubuklinggau. 
The study is expected to contribute to the devel-
opment of digital marketing knowledge and pro-
vide practical insights for culinary MSMEs in op-
timizing social media-based marketing strategies. 

 

2. Literature Review 
2.1 Social Media 

Social media is a digital marketing medium 
that allows users to create, share, and interact 
with content online. Hadi & Zakiah (2021) explain 
that social media is relatively easy to utilize for 
online marketing compared with developing a 
website that requires specific skills. Social media 
also facilitates communication, information shar-
ing, and interaction without being limited by dis-
tance and time (Cahyono, 2016). Platforms such 
as Instagram, Facebook, and TikTok are widely 
used by MSMEs to promote products and com-
municate with consumers (Qadir et al., 2024). 

In a business context, social media plays an 
important role in building relationships between 
businesses and consumers. Through social me-
dia, culinary MSMEs can introduce products, 
build brand awareness, interact with customers, 
and reach new consumers (Jasin, 2022). Regina 
et al. (2025) also explain that Instagram, Face-

book, and TikTok are important platforms in digi-
tal marketing strategies for culinary MSMEs. 

 In this study, social media is measured 
through frequency of use, type of platform, con-
sumer interaction, account management con-
sistency, utilization of features, and ability to 
reach new consumers. 
2.2 Digital Content 

Digital content refers to promotional content 
published through social media to attract con-
sumer attention and provide information about 
products. In culinary MSMEs, digital content may 
include product photos, product videos, food 
preparation videos, promotional discount content, 
customer testimonials, and product information. 
Effective digital content should be attractive, in-
formative, relevant, and consistently produced. 

Putri & Fasihat (2026) state that good content 
quality can increase consumer engagement and 
positive perceptions of a brand. Fadhilah (2024) 
further explains that social media management 
supported by an appropriate content strategy can 
increase sales volume. Meanwhile, Baltes (2015) 
emphasizes that attractive content should provide 
useful and relevant information as well as added 
value for consumers. Rimiyati & Hilmawan (2026) 
found that interactivity, novelty, and content type 
are important characteristics influencing customer 
engagement. 

In this study, digital content is measured 
through visual quality of photos and videos, pro-
motional message content, creativity, upload 
consistency, engagement, and customer testimo-
nials. 
2.3 Sales Increase 

Sales are one of the main indicators of busi-
ness development because they reflect the ability 
of a business to attract consumers and generate 
revenue. In the context of culinary MSMEs, sales 
increase can be observed through changes in the 
number of customers, transactions, sales turno-
ver, new customers, and marketing reach. 

The utilization of social media and digital con-
tent can support sales growth by helping busi-
nesses introduce products, communicate promo-
tional information, attract consumer attention, and 
expand market reach. In this study, sales in-
crease is measured through increased sales 
turnover, number of customers, number of trans-
actions, business development, and expanded 
marketing reach. 
2.4 Theoretical Framework and Hypothesis 
Development 

 
Figure 1. Theoretical Framework 

2.5 Research Hypotheses 
A research hypothesis is a tentative answer to 

a research problem based on relevant theory that 
has not yet been empirically tested (Sugiyono, 
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2020). Based on the theoretical review, previous 
studies, and conceptual framework, the hypothe-
ses are formulated as follows: 
H1:  The utilization of social media has a positive 

and significant effect on sales increase of 
culinary MSMEs in Lubuklinggau. This hy-
pothesis is supported by Jasin (2022), Re-
gina (2024), and Widodo and Hapsari 
(2023), who found that social media market-
ing can increase consumer interest and 
sales of culinary MSMEs. 

H2:  The quality of digital content has a positive 
and significant effect on sales increase of 
culinary MSMEs in Lubuklinggau. This hy-
pothesis is supported by Gulo et al. (2025), 
Fadhilah (2024), and Regina (2024), who 
emphasized the importance of content 
quality and consistency in attracting con-
sumers and increasing sales. 

H3:  The utilization of social media and the quali-
ty of digital content simultaneously have a 
positive and significant effect on sales in-
crease of culinary MSMEs in Lubuklinggau. 
This hypothesis is supported by Rianti et al. 
(2025) and Fauzi and Pratama (2022), who 
stated that integrated digital marketing 
strategies involving social media and con-
tent can improve MSME competitiveness 
and business performance. 

The three hypotheses will be tested empirical-
ly using multiple linear regression analysis based 
on primary data collected from culinary MSME 
actors in Lubuklinggau. 

 

3. Method 
This study used a quantitative research meth-

od with a descriptive and associative approach to 
analyze the effect of social media and digital con-
tent on the sales increase of culinary MSMEs in 
Lubuklinggau. The research was conducted 
among culinary MSMEs in Lubuklinggau that 
utilize social media such as Instagram, Face-
book, or TikTok for promotional activities.  

The population consisted of culinary MSMEs 
in Lubuklinggau that had operated for at least one 
year, had an active social media account, had 
created digital content, and were willing to partic-
ipate as respondents. Based on data from the 
Lubuklinggau Office of Cooperatives and MSMEs 
in 2025, the population consisted of 329 culinary 
MSMEs. Using the Slovin formula with a 10% 
error tolerance, the sample was 77 respondents, 
selected through purposive sampling based on 
the predetermined criteria.  

Data were collected through questionnaires, 
observation, and documentation. The question-
naire used a five-point Likert scale and consisted 
of 17 statements: six items for Social Media (X1), 
six items for Digital Content (X2), and five items 
for Sales Increase (Y).  

Data analysis was conducted using SPSS. 
The analysis included validity and reliability tests, 
descriptive analysis, classical assumption tests 
consisting of normality, multicollinearity, and het-
eroscedasticity tests, followed by multiple linear 
regression analysis. Hypotheses were tested 
using the t-test, F-test, and coefficient of determi-
nation (R²).  

3.1 Research Location and Time 
The research was conducted in Lubuklinggau, 

South Sumatra Province, with the research object 
being culinary Micro, Small, and Medium Enter-
prises (MSMEs) that operate food and beverage 
businesses and utilize social media platforms 
such as Instagram, Facebook, or TikTok as pro-
motional media.  

The selection of Lubuklinggau as the research 
location was based on the focus of the study, 
which examines the role of social media and digi-
tal content in increasing sales of culinary MSMEs 
in the city. The population data used in the study 
were obtained from the Lubuklinggau Office of 
Cooperatives and MSMEs in 2025.  
3.2 Population and Sample 

According to Sugiyono (2020:126), population 
is a generalization area consisting of objects or 
subjects with certain quantities and characteris-
tics determined by the researcher to be studied 
and from which conclusions are drawn. The 
population in this study consisted of culinary 
MSMEs in Lubuklinggau that met the following 
criteria: (1) culinary MSME actors operating in 
Lubuklinggau; (2) having operated for at least 
one year; (3) having an active social media ac-
count, such as Instagram, Facebook, or TikTok; 
(4) having created digital content in the form of 
photos, videos, promotions, or product infor-
mation; and (5) being willing to participate as 
respondents. 

According to Sugiyono (2020:127), a sample 
is a part of the population that possesses the 
characteristics of the population. Based on data 
from the Lubuklinggau Office of Cooperatives and 
MSMEs in 2025, the population of culinary 
MSMEs was 329 business units. The sample size 
was determined using the Slovin formula with an 
error tolerance of 10%, resulting in 76.69, which 
was rounded to 77 respondents. 

The sampling technique used was purposive 
sampling, namely selecting respondents based 
on predetermined criteria. The respondents were 
selected from culinary MSME actors in Lu-
buklinggau who had operated for at least one 
year, had an active social media account such as 
Instagram, Facebook, or TikTok, had utilized digi-
tal content for business activities, and were will-
ing to participate as respondents. Thus, the Slov-
in formula was used to determine the sample 
size, while purposive sampling was used to select 
respondents who met the research criteria. 
3.3 Research Instrument 

According to Sugiyono (2020:296), data 
collection is one of the most important stages in 
research because the main objective of research 
is to obtain data. In this study, data were 
collected directly from culinary MSME actors in 
Lubuklinggau who utilize social media as a 
promotional tool. The data collection focused on 
the relationship between social media utilization, 
digital content implementation, and sales 
increase experienced by business actors. The 
techniques used were questionnaires, 
observation, and documentation. 
3.4 Data Analysis Technique 
A. Validity Test 

The validity test is used to determine whether 
each questionnaire item is able to measure the 
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variable being studied. A questionnaire item is 
considered valid if the calculated r-value (r-count) 
is greater than the r-table value at a 5% 
significance level. 
B. Reliability Test 

The reliability test is used to determine the 
consistency of respondents’ answers to the 
questionnaire items. The research instrument is 
considered reliable if the Cronbach’s Alpha value 
is greater than 0.60. 
C. Classical Assumption Test 
Normality Test 

The normality test aims to determine whether 
the data are normally distributed. The test can be 
conducted using the Kolmogorov-Smirnov test or 
by examining the Normal P-P Plot. If the 
significance value is > 0.05, the data are 
considered to be normally distributed. 
Multicollinearity Test 

The multicollinearity test aims to determine 
whether there is a strong relationship among the 
independent variables. A good regression model 
should not have multicollinearity. The criteria 
used are: 

• Tolerance value > 0.10  

• VIF value < 10 
Heteroscedasticity Test 

The heteroscedasticity test aims to determine 
whether there is unequal variance of errors in the 
regression model. A good regression model 
should not exhibit heteroscedasticity. The test 
can be conducted by examining the scatterplot or 
using the Glejser test. 
D. Multiple Linear Regression Analysis 

Multiple linear regression analysis is used to 
determine the effect of Social Media (X1) and 
Digital Content (X2) on Culinary MSME Sales (Y). 
The regression equation used in this study is: 

Y = a + b₁X₁ + b₂X₂ + e 
Where: 
Y = Sales  
a = Constant  
b₁ = Regression coefficient of Social Media  

b₂ = Regression coefficient of Digital Content  

X₁ = Social Media  

X₂ = Digital Content  
e = Error term 
E.  t-Test 

The t-test is used to determine the individual 
effect of each independent variable on the de-
pendent variable. 
Decision-making criteria: 
If Sig. < 0.05, the hypothesis is accepted.  
If Sig. > 0.05, the hypothesis is rejected.  
This means: 
Social Media has an effect on Sales.  
Digital Content has an effect on Sales. 
F. F-Test 
The F-test is used to determine the simultaneous 
effect of Social Media (X1) and Digital Content 
(X2) on Sales (Y). 
Decision-making criteria: 

• If Sig. < 0.05, the hypothesis is accepted.  

• If Sig. > 0.05, the hypothesis is rejected. 
G. Coefficient of Determination 

The coefficient of determination (R²) is used 
to determine how well Social Media and Digital 

Content explain the Sales variable. The higher 
the R² value, the greater the contribution of the 
independent variables in explaining the 
dependent variable. 

 
4. Results and Discussion 
4.1 Respondent Characteristics 

The characteristics of respondents provide an 
overview of the 77 culinary MSME actors in Lu-
buklinggau who participated in this study. The 
characteristics include gender, type of culinary 
product, length of business operation, and social 
media platform used. Based on gender, 39 re-
spondents (50.65%) were female and 38 re-
spondents (49.35%) were male, indicating a rela-
tively balanced distribution.  

In terms of culinary products, the respondents 
consisted of businesses selling snacks and main 
meals. Regarding business duration, 47 re-
spondents (61.04%) had operated their busi-
nesses for 1–3 years, 20 respondents (25.97%) 
for 3–5 years, and 10 respondents (12.99%) for 
more than 5 years.  

Regarding social media platforms, Instagram 
was the most widely used, with 51 respondents 
(66.23%), followed by Facebook and TikTok, 
each used by 25 respondents (32.47%). Overall, 
these characteristics provide a general descrip-
tion of the culinary MSME respondents involved 
in the study.  
4.2 Data Analysis Results 
1. Validity Test 

The validity test was conducted to determine 
whether the data collected were valid. The test 
was performed by examining the calculated r-
value (r-count) presented in the Correlation table 
from the SPSS 25 output. The results of the 
validity test are presented in the following Figure. 

 
Figure 2. Social Media Validity Test 

The results in Figure 2 show that all statement 
items for the Social Media (X1) variable have a 
calculated r-value greater than the r-table value 
(0.224). In addition, all items have a significance 
value of 0.000 < 0.05. Therefore, all six statement 
items, X1.1 to X1.6, are declared valid and can 
be used in the study. 

These results indicate that each statement 
used to measure the Social Media variable is 
able to represent the variable being studied. 
Therefore, all items for variable X1 are eligible to 
proceed to the reliability test. 
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Figure 3. Digital Content Validity Test 

The results in Figure 3 show that all statement 
items for the Digital Content (X2) variable, from 
X2.1 to X2.6, have a calculated r-value greater 
than the r-table value (0.224) and a significance 
value of 0.000 < 0.05. Therefore, all six statement 
items for the Digital Content (X2) variable are 
declared valid and suitable for further reliability 
analysis. 

 
Figure 4. Sales Increase Validity Test  

The results in Figure 4 show that all 
instrument items for the Sales Increase (Y) 
variable have calculated r-values ranging from 
0.764 to 0.875. All values are greater than the r-
table value of 0.224, with a significance value of 
0.000 < 0.05. Therefore, all five statement items 
for the Sales Increase (Y) variable are declared 
valid. This indicates that all statements are 
suitable for measuring sales increase and can 
proceed to the reliability test. 
2. Reliability Test 

Table 1. Reliability Test 

Variable Cronbach’s 
Alpha 

Number of 
Items 

Sales 
Increase (Y) 

0.885 5 

Social Media 
(X1) 

0.907 6 

Digital 
Content (X2) 

0.917 6 

Based on the reliability test results presented 
in Table 1, the Social Media (X1) variable 
obtained a Cronbach’s Alpha value of 0.907, the 
Digital Content (X2) variable obtained 0.917, 
while the Sales Increase (Y) variable obtained 
0.885. All values are above the minimum 
threshold of 0.60. Therefore, all statement items 

for each variable are declared reliable, indicating 
that the research instrument has good 
consistency and can be used for further analysis. 
4.3 Classical Assumption Test 
1. Normality Test 

 
Figure 5 Normality Test 

Based on the normality test results presented 
in the figure, the Asymp. Sig. (2-tailed) value of 
the One-Sample Kolmogorov-Smirnov test was 
0.200. This value is greater than 0.05 (0.200 > 
0.05), indicating that there is no problem with the 
distribution of the residual data. Therefore, the 
residual data in this study are normally distributed 
and meet the requirements for further hypothesis 
testing. 
2. Multicollinearity Test 

Figure 6. Multicollinearity Test 
The results of the multicollinearity test in Fig-

ure 6 show that the Social Media (X1) variable 
has a Tolerance value of 0.996 and a VIF value 
of 1.004. Similarly, the Digital Content (X2) varia-
ble has a Tolerance value of 0.996 and a VIF 
value of 1.004. These values meet the required 
criteria, with the Tolerance value above 0.10 and 
the VIF value below 10. 

Therefore, it can be concluded that there is no 
multicollinearity between Social Media and Digital 
Content. This means that the two independent 
variables do not have an excessively strong rela-
tionship and can be used simultaneously in the 
regression analysis 
3. Heteroscedasticity Test 

 
Figure 7. Heteroscedasticity test 

The results of the heteroscedasticity test in 
Figure 7 show that the residual points are 
randomly distributed above and below zero. In 
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addition, no specific pattern, such as lines, 
waves, or a funnel shape, can be observed. This 
indicates that heteroscedasticity does not occur 
in the regression model. Therefore, the 
regression model meets the requirements for 
further analysis and hypothesis testing. 
4.4 Regression Analysis 
1. Multiple Linear Regression 

This study uses multiple linear regression 
analysis to determine the effect of Social Media 
(X1) and Digital Content (X2) on Sales Increase 
(Y) among culinary MSMEs in Lubuklinggau. This 
analysis is also used to determine the direction 
and magnitude of the effect of each independent 
variable on the dependent variable. The results of 
the multiple linear regression analysis are 
presented in Figure 8 below. 

Figure 8 Multiple Linear Regression 
The multiple linear regression analysis presented 
in Figure produced the following regression equa-
tion: 

Y = -3.169 + 0.483X1 + 0.517X2 + e 
The equation can be interpreted as follows: 
1. The constant value of -3.169 indicates that 

when Social Media (X1) and Digital Content 
(X2) remain constant, the Sales Increase (Y) 
value is -3.169.  

2. The Social Media (X1) coefficient of 0.483 
indicates a positive relationship. This means 
that an increase in Social Media utilization 
tends to increase Sales Increase by 0.483, 
assuming Digital Content remains constant.  

3. The Digital Content (X2) coefficient of 0.517 
also indicates a positive relationship. This 
means that better Digital Content tends to in-
crease Sales Increase by 0.517, assuming 
Social Media remains constant.  

Based on these coefficients, both Social Media 
and Digital Content have a positive direction of 
effect on Sales Increase. The Digital Content 
coefficient (0.517) is higher than the Social Media 
coefficient (0.483), indicating that Digital Content 
has a greater coefficient in explaining Sales In-
crease within this regression model. 
Thus, the regression results indicate that better 
utilization of Social Media and Digital Content 
tends to be followed by increased sales among 
culinary MSMEs in Lubuklinggau. These results 
provide the basis for determining whether the 
effects are statistically significant through the t-
test and F-test. 
4.5 Partial Test (t-Test) 

Figure 8. Partial Test (t-Test) 
Based on the partial t-test results in the figure, 

the findings can be explained as follows: 

1. Social Media (X1) obtained a t-value of 
11.029 with a significance value of 0.000. 
Since 0.000 < 0.05, Social Media has a signif-
icant effect on Sales Increase (Y). This means 
that better utilization of social media for pro-
motional activities tends to increase MSME 
sales. 

2. Digital Content (X2) obtained a t-value of 
12.078 with a significance value of 0.000. 
Since 0.000 < 0.05, Digital Content also has a 
significant effect on Sales Increase (Y). This 
means that better promotional content tends 
to increase MSME sales. 
Therefore, Social Media (X1) and Digital Con-

tent (X2) each have a significant partial effect on 
Sales Increase (Y) among culinary MSMEs in 
Lubuklinggau. 
4.6 Simultaneous Test (F-Test) 

Figure 9. Simultaneous Test (F-Test) 
Based on the data analysis results, the simul-

taneous F-test (F-test) was used to determine 
whether Social Media (X1) and Digital Content 
(X2) jointly affect Sales Increase (Y). This is con-
sistent with the research objective of examining 
the simultaneous effect of the two independent 
variables on culinary MSME sales in Lubukling-
gau. 

The results show an F-value of 143.128 with a 
significance value of 0.000. Since 0.000 < 0.05, it 
can be concluded that Social Media (X1) and 
Digital Content (X2) simultaneously have a signif-
icant effect on Sales Increase (Y). Therefore, H3 
is accepted. 
4.7 Coefficient of Determination Test (R²) 

Figure 10. Coefficient of Determination Test (R²) 
The results of the coefficient of determination 

test (R²) in Table 4.12 show an R-squared value 
of 0.795. This means that Social Media (X1) and 
Digital Content (X2) jointly explain 79.5% of the 
variation in Sales Increase (Y), while the 
remaining 20.5% is influenced by other factors 
outside the scope of this study. Therefore, Social 
Media and Digital Content have a strong 
contribution to Sales Increase among culinary 
MSMEs in Lubuklinggau. 
4.8 Discussion 

The discussion in this study is based on the 
results of data processing obtained from 77 re-
spondents who were culinary MSME owners in 
Lubuklinggau. The results of the analysis show 
that Social Media (X1) and Digital Content (X2) 
have relationships and effects on Sales Increase 
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(Y). The following discussion explains the re-
search findings by relating them to the theories 
and previous studies used in the research. 
1. The Role of Social Media in Increasing 
Sales of Culinary MSMEs in Lubuklinggau 

The results show that Social Media (X1) has a 
positive and significant effect on Sales Increase 
(Y) among culinary MSMEs in Lubuklinggau. The 
partial test results show a t-value of 11.029 with a 
significance value of 0.000. Since the significance 
value is less than 0.05, Social Media can be stat-
ed to have a significant effect on Sales Increase. 

These results indicate that the better MSME 
owners utilize social media for their business 
activities, the greater the opportunity for in-
creased sales. In this study, social media is not 
only viewed in terms of account ownership, but 
also its utilization as a means of promotion, 
communication with consumers, account man-
agement, use of social media features, and ability 
to reach new consumers. 

This condition can be seen from the social 
media platforms used by the respondents. Insta-
gram is the most widely used platform, followed 
by TikTok and Facebook. Some business owners 
also use more than one platform. This indicates 
that social media has become one of the means 
used by culinary MSMEs to introduce their prod-
ucts and reach a wider range of consumers. 

Theoretically, the utilization of social media 
can help businesses communicate with consum-
ers, introduce products, and expand their market-
ing reach. Previous studies cited in the proposal, 
including Fadhilah (2024), Regina et al. (2024), 
and Qadir et al. (2024), also demonstrate the 
importance of social media utilization in MSME 
marketing activities. Thus, the findings of this 
study strengthen the view that social media can 
serve as a marketing tool that helps culinary 
MSMEs introduce products, communicate with 
consumers, and expand their markets. Therefore, 
the first hypothesis stating that Social Media af-
fects Sales Increase is accepted. 
2. The Role of Digital Content in Increasing 
Sales of Culinary MSMEs in Lubuklinggau 

The results further show that Digital Content 
(X2) has a positive and significant effect on Sales 
Increase (Y). This is indicated by a regression 
coefficient of 0.517, a t-value of 12.078, and a 
significance value of 0.000. Since the significance 
value is less than 0.05, Digital Content is proven 
to have a significant effect on Sales Increase. 

These results indicate that the content creat-
ed by MSME owners plays a role in attracting 
consumer attention. In this study, digital content 
relates to the quality of product photos or videos, 
clarity of promotional information, creativity, con-
sistency in uploading content, interaction with 
consumers, and the use of customer testimonials. 
For culinary MSMEs, product presentation is im-
portant because consumers generally obtain ini-
tial product information through digital media. 
Clear photos or videos, easy-to-understand in-
formation, attractive promotions, and customer 
testimonials can help increase consumer interest 
in products. Therefore, the use of social media 
will be more effective when supported by attrac-
tive, informative, and consistently created con-
tent. 

These findings are also consistent with the 
theory of Pulizzi (2014), which emphasizes that 
valuable, relevant, and consistently produced 
content can attract audience attention and en-
courage consumer action. Previous studies by 
Gulo et al. (2025), Putri and Fasihat (2026), and 
Rimiyati and Hilmawan (2026) also demonstrate 
the importance of content quality, creativity, inter-
action, and consistency in digital marketing activi-
ties. Thus, the better the quality and management 
of digital content carried out by culinary MSMEs, 
the greater the opportunity for increased sales. 
Based on these findings, the second hypothesis 
stating that Digital Content affects Sales Increase 
is accepted. 
3. The Role of Social Media and Digital Con-
tent Simultaneously in Increasing Sales of 
Culinary MSMEs in Lubuklinggau 

Based on the simultaneous test results, Social 
Media (X1) and Digital Content (X2) jointly have a 
significant effect on Sales Increase (Y). The F-
test results show an F-value of 143.128 with a 
significance value of less than 0.05. This indi-
cates that the two independent variables jointly 
have a significant effect on Sales Increase 
among culinary MSMEs in Lubuklinggau. 

The coefficient of determination test also 
shows an R-Square value of 0.795, or approxi-
mately 79.5%. This means that Social Media and 
Digital Content jointly explain approximately 
79.5% of the changes in Sales Increase. Mean-
while, the remaining 20.5% may be influenced by 
other factors not included in this study. These 
results indicate that social media and digital con-
tent are two interrelated elements in digital mar-
keting activities. Social media serves as a means 
of delivering information and interacting with con-
sumers, while digital content serves as material 
used to attract attention and provide information 
to consumers. Therefore, active use of social 
media will be more optimal when accompanied 
by content that is attractive, clear, and consistent. 

This finding is also consistent with the re-
search framework, which positions Social Media 
and Digital Content as two variables that are ex-
pected to increase culinary MSME sales. Previ-
ous studies used in the proposal also indicate 
that social media and digital content play roles in 
marketing, customer interaction, purchase inten-
tion, and MSME sales development. Thus, it can 
be concluded that the more optimally Social Me-
dia is utilized and the better the Digital Content 
created by MSME owners, the greater the oppor-
tunity for increased sales. Based on these re-
sults, the third hypothesis stating that Social Me-
dia and Digital Content jointly affect Sales In-
crease is accepted. 

 

5. Conclusions and Suggestions 
5.1 Conclusions 

Based on the results of the data analysis and 
discussion on the Role of Social Media and Digi-
tal Content in Increasing Sales of Culinary 
MSMEs in Lubuklinggau, the following conclu-
sions can be drawn: 
1. Social Media has a positive and significant 

effect on Sales Increase. This is indicated by 
a t-value of 11.029 with a significance value of 
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< 0.001. This means that better utilization of 
social media tends to increase sales.  

2. Digital Content has a positive and significant 
effect on Sales Increase. The t-test results 
show a t-value of 12.078 with a significance 
value of < 0.001. This means that attractive, 
clear, creative, and consistent content can 
support increased sales.  

3. Social Media and Digital Content simultane-
ously have a significant effect on Sales In-
crease. The F-value of 143.128 and R-Square 
value of 79.5% indicate that the two variables 
jointly explain most of the variation in Sales 
Increase. 
 

5.2 Suggestions 
1. For Culinary MSME Owners: Culinary MSME 

owners are encouraged to use social media 
actively and consistently and to create attrac-
tive, clear, creative content that meets con-
sumer needs.  

2. For Local Government: The local government 
is expected to provide training and assistance 
to MSME owners on social media manage-
ment and digital content creation to help ex-
pand their marketing reach.  

3. For Future Researchers: Future research is 
recommended to include other variables that 
may affect sales and to involve a larger num-
ber of respondents or a broader research ar-
ea. 
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	1. Introduction
	The rapid development of information and communication technology has changed the way people interact, communicate, and conduct economic transactions. The emergence of the digital era encourages businesses to adapt to internet-based marketing, with so...
	The culinary sector is one of the MSME sectors with high growth and competition. The viral Pempek Tumpah phenomenon in Palembang demonstrates that innovation, visual appeal, and product uniqueness promoted through social media can increase consumer pu...
	This indicates that culinary MSMEs in South Sumatra have opportunities to strengthen their competitiveness through innovation and appropriate digital marketing strategies.
	Lubuklinggau has considerable potential in the culinary MSME sector due to its strategic location. However, many business actors still rely on conventional marketing, while the use of social media and planned digital content remains limited. Based on ...
	The culinary sector is also dominant, with more than 2,000 food and beverage MSMEs among approximately 12,000 MSMEs operating in Lubuklinggau in 2026. Nevertheless, many culinary businesses still face difficulties in developing brand identity, creatin...
	Social media platforms such as Instagram, Facebook, and TikTok are effective in increasing product visibility and sales. Hadi & Zakiah (2021) stated that digital marketing can reduce promotional costs and expand market reach, while Jasin (2022) found ...
	Initial observations indicate that most culinary MSMEs in Lubuklinggau already have social media accounts, but their management is still irregular and unplanned. Content is often inconsistent and lacks attractive visual presentation and structured pro...
	Therefore, this research is important to examine the role of social media and digital content in increasing culinary MSME sales in Lubuklinggau. The study is expected to contribute to the development of digital marketing knowledge and provide practica...
	2. Literature Review
	Digital content refers to promotional content published through social media to attract consumer attention and provide information about products. In culinary MSMEs, digital content may include product photos, product videos, food preparation videos, ...
	Putri & Fasihat (2026) state that good content quality can increase consumer engagement and positive perceptions of a brand. Fadhilah (2024) further explains that social media management supported by an appropriate content strategy can increase sales ...
	In this study, digital content is measured through visual quality of photos and videos, promotional message content, creativity, upload consistency, engagement, and customer testimonials.
	Sales are one of the main indicators of business development because they reflect the ability of a business to attract consumers and generate revenue. In the context of culinary MSMEs, sales increase can be observed through changes in the number of cu...
	The utilization of social media and digital content can support sales growth by helping businesses introduce products, communicate promotional information, attract consumer attention, and expand market reach. In this study, sales increase is measured ...
	2.4 Theoretical Framework and Hypothesis Development
	2.5 Research Hypotheses

	A research hypothesis is a tentative answer to a research problem based on relevant theory that has not yet been empirically tested (Sugiyono, 2020). Based on the theoretical review, previous studies, and conceptual framework, the hypotheses are formu...
	H1:  The utilization of social media has a positive and significant effect on sales increase of culinary MSMEs in Lubuklinggau. This hypothesis is supported by Jasin (2022), Regina (2024), and Widodo and Hapsari (2023), who found that social media mar...
	H2:  The quality of digital content has a positive and significant effect on sales increase of culinary MSMEs in Lubuklinggau. This hypothesis is supported by Gulo et al. (2025), Fadhilah (2024), and Regina (2024), who emphasized the importance of con...
	H3:  The utilization of social media and the quality of digital content simultaneously have a positive and significant effect on sales increase of culinary MSMEs in Lubuklinggau. This hypothesis is supported by Rianti et al. (2025) and Fauzi and Prata...
	The three hypotheses will be tested empirically using multiple linear regression analysis based on primary data collected from culinary MSME actors in Lubuklinggau.
	3. Method
	This study used a quantitative research method with a descriptive and associative approach to analyze the effect of social media and digital content on the sales increase of culinary MSMEs in Lubuklinggau. The research was conducted among culinary MSM...
	The population consisted of culinary MSMEs in Lubuklinggau that had operated for at least one year, had an active social media account, had created digital content, and were willing to participate as respondents. Based on data from the Lubuklinggau Of...
	Data were collected through questionnaires, observation, and documentation. The questionnaire used a five-point Likert scale and consisted of 17 statements: six items for Social Media (X1), six items for Digital Content (X2), and five items for Sales ...
	Data analysis was conducted using SPSS. The analysis included validity and reliability tests, descriptive analysis, classical assumption tests consisting of normality, multicollinearity, and heteroscedasticity tests, followed by multiple linear regres...
	3.1 Research Location and Time
	The research was conducted in Lubuklinggau, South Sumatra Province, with the research object being culinary Micro, Small, and Medium Enterprises (MSMEs) that operate food and beverage businesses and utilize social media platforms such as Instagram, Fa...
	The selection of Lubuklinggau as the research location was based on the focus of the study, which examines the role of social media and digital content in increasing sales of culinary MSMEs in the city. The population data used in the study were obtai...
	3.2 Population and Sample
	According to Sugiyono (2020:126), population is a generalization area consisting of objects or subjects with certain quantities and characteristics determined by the researcher to be studied and from which conclusions are drawn. The population in this...
	According to Sugiyono (2020:127), a sample is a part of the population that possesses the characteristics of the population. Based on data from the Lubuklinggau Office of Cooperatives and MSMEs in 2025, the population of culinary MSMEs was 329 busines...
	The sampling technique used was purposive sampling, namely selecting respondents based on predetermined criteria. The respondents were selected from culinary MSME actors in Lubuklinggau who had operated for at least one year, had an active social medi...
	3.3 Research Instrument
	According to Sugiyono (2020:296), data collection is one of the most important stages in research because the main objective of research is to obtain data. In this study, data were collected directly from culinary MSME actors in Lubuklinggau who utili...
	3.4 Data Analysis Technique
	A. Validity Test
	The validity test is used to determine whether each questionnaire item is able to measure the variable being studied. A questionnaire item is considered valid if the calculated r-value (r-count) is greater than the r-table value at a 5% significance l...
	B. Reliability Test
	The reliability test is used to determine the consistency of respondents’ answers to the questionnaire items. The research instrument is considered reliable if the Cronbach’s Alpha value is greater than 0.60.
	C. Classical Assumption Test
	Normality Test
	The normality test aims to determine whether the data are normally distributed. The test can be conducted using the Kolmogorov-Smirnov test or by examining the Normal P-P Plot. If the significance value is > 0.05, the data are considered to be normall...
	Multicollinearity Test
	The multicollinearity test aims to determine whether there is a strong relationship among the independent variables. A good regression model should not have multicollinearity. The criteria used are:
	• Tolerance value > 0.10
	• VIF value < 10
	Heteroscedasticity Test
	The heteroscedasticity test aims to determine whether there is unequal variance of errors in the regression model. A good regression model should not exhibit heteroscedasticity. The test can be conducted by examining the scatterplot or using the Glejs...
	D. Multiple Linear Regression Analysis
	Multiple linear regression analysis is used to determine the effect of Social Media (X1) and Digital Content (X2) on Culinary MSME Sales (Y). The regression equation used in this study is:
	Y = a + b₁X₁ + b₂X₂ + e
	Where:
	Y = Sales
	a = Constant
	b₁ = Regression coefficient of Social Media
	b₂ = Regression coefficient of Digital Content
	X₁ = Social Media
	X₂ = Digital Content
	e = Error term
	E.  t-Test
	The t-test is used to determine the individual effect of each independent variable on the dependent variable.
	Decision-making criteria:
	If Sig. < 0.05, the hypothesis is accepted.
	If Sig. > 0.05, the hypothesis is rejected.
	This means:
	Social Media has an effect on Sales.
	Digital Content has an effect on Sales.
	F. F-Test
	The F-test is used to determine the simultaneous effect of Social Media (X1) and Digital Content (X2) on Sales (Y).
	Decision-making criteria:
	• If Sig. < 0.05, the hypothesis is accepted.
	• If Sig. > 0.05, the hypothesis is rejected.
	G. Coefficient of Determination
	The coefficient of determination (R²) is used to determine how well Social Media and Digital Content explain the Sales variable. The higher the R² value, the greater the contribution of the independent variables in explaining the dependent variable.
	4. Results and Discussion
	1. Validity Test
	The validity test was conducted to determine whether the data collected were valid. The test was performed by examining the calculated r-value (r-count) presented in the Correlation table from the SPSS 25 output. The results of the validity test are p...
	Figure 2. Social Media Validity Test
	The results in Figure 2 show that all statement items for the Social Media (X1) variable have a calculated r-value greater than the r-table value (0.224). In addition, all items have a significance value of 0.000 < 0.05. Therefore, all six statement i...
	These results indicate that each statement used to measure the Social Media variable is able to represent the variable being studied. Therefore, all items for variable X1 are eligible to proceed to the reliability test.
	Figure 3. Digital Content Validity Test
	The results in Figure 3 show that all statement items for the Digital Content (X2) variable, from X2.1 to X2.6, have a calculated r-value greater than the r-table value (0.224) and a significance value of 0.000 < 0.05. Therefore, all six statement ite...
	Figure 4. Sales Increase Validity Test
	The results in Figure 4 show that all instrument items for the Sales Increase (Y) variable have calculated r-values ranging from 0.764 to 0.875. All values are greater than the r-table value of 0.224, with a significance value of 0.000 < 0.05. Therefo...
	2. Reliability Test
	Table 1. Reliability Test
	Based on the reliability test results presented in Table 1, the Social Media (X1) variable obtained a Cronbach’s Alpha value of 0.907, the Digital Content (X2) variable obtained 0.917, while the Sales Increase (Y) variable obtained 0.885. All values a...
	1. Normality Test
	Figure 7. Heteroscedasticity test
	Figure 8. Partial Test (t-Test)
	Based on the partial t-test results in the figure, the findings can be explained as follows:
	1. Social Media (X1) obtained a t-value of 11.029 with a significance value of 0.000. Since 0.000 < 0.05, Social Media has a significant effect on Sales Increase (Y). This means that better utilization of social media for promotional activities tends ...
	2. Digital Content (X2) obtained a t-value of 12.078 with a significance value of 0.000. Since 0.000 < 0.05, Digital Content also has a significant effect on Sales Increase (Y). This means that better promotional content tends to increase MSME sales.
	Therefore, Social Media (X1) and Digital Content (X2) each have a significant partial effect on Sales Increase (Y) among culinary MSMEs in Lubuklinggau.
	4.6 Simultaneous Test (F-Test)
	Figure 9. Simultaneous Test (F-Test)
	Based on the data analysis results, the simultaneous F-test (F-test) was used to determine whether Social Media (X1) and Digital Content (X2) jointly affect Sales Increase (Y). This is consistent with the research objective of examining the simultaneo...
	The results show an F-value of 143.128 with a significance value of 0.000. Since 0.000 < 0.05, it can be concluded that Social Media (X1) and Digital Content (X2) simultaneously have a significant effect on Sales Increase (Y). Therefore, H3 is accepted.
	4.7 Coefficient of Determination Test (R²)
	Figure 10. Coefficient of Determination Test (R²)
	The results of the coefficient of determination test (R²) in Table 4.12 show an R-squared value of 0.795. This means that Social Media (X1) and Digital Content (X2) jointly explain 79.5% of the variation in Sales Increase (Y), while the remaining 20.5...
	4.8 Discussion

	The discussion in this study is based on the results of data processing obtained from 77 respondents who were culinary MSME owners in Lubuklinggau. The results of the analysis show that Social Media (X1) and Digital Content (X2) have relationships and...
	1. The Role of Social Media in Increasing Sales of Culinary MSMEs in Lubuklinggau
	The results show that Social Media (X1) has a positive and significant effect on Sales Increase (Y) among culinary MSMEs in Lubuklinggau. The partial test results show a t-value of 11.029 with a significance value of 0.000. Since the significance valu...
	These results indicate that the better MSME owners utilize social media for their business activities, the greater the opportunity for increased sales. In this study, social media is not only viewed in terms of account ownership, but also its utilizat...
	This condition can be seen from the social media platforms used by the respondents. Instagram is the most widely used platform, followed by TikTok and Facebook. Some business owners also use more than one platform. This indicates that social media has...
	Theoretically, the utilization of social media can help businesses communicate with consumers, introduce products, and expand their marketing reach. Previous studies cited in the proposal, including Fadhilah (2024), Regina et al. (2024), and Qadir et ...
	2. The Role of Digital Content in Increasing Sales of Culinary MSMEs in Lubuklinggau
	The results further show that Digital Content (X2) has a positive and significant effect on Sales Increase (Y). This is indicated by a regression coefficient of 0.517, a t-value of 12.078, and a significance value of 0.000. Since the significance valu...
	These results indicate that the content created by MSME owners plays a role in attracting consumer attention. In this study, digital content relates to the quality of product photos or videos, clarity of promotional information, creativity, consistenc...
	These findings are also consistent with the theory of Pulizzi (2014), which emphasizes that valuable, relevant, and consistently produced content can attract audience attention and encourage consumer action. Previous studies by Gulo et al. (2025), Put...
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