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The company's ability to create sales and strategies to create selling value to consumers are factors that investors pay 
attention to so that they can influence the value of the company. This research aims to examine the influence of selling 
capability on firm value which is moderated by relative strategic emphasis, market volatility and technology volatility. 
Research was conducted on all companies that had IPOs in Indonesia in the 2014-2023 period. The analysis was 
carried out quantitatively using panel data regression analysis techniques using Stata, as well as data envelopment 
analysis (DEA) in measuring the selling capability variable. The research results show that selling capability does not 
significantly influence firm value, apart from that relative strategic emphasis and technology volatility are also unable 
to moderate the influence of selling capability on firm value. However, market volatility can significantly moderate the 
influence of selling capability on firm value. 
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1. Introduction  

Corporate growth is a crucial aspect in maintaining business sustainability and improving shareholder 
economic well-being. To achieve optimal growth, companies require adequate capital support, one of which 
is through external investment. In the investment decision-making process, investors generally consider 
company value as a key indicator in assessing business performance and prospects (Lauda et al., 2021). 
Company value reflects market perception of the company's condition, making it a strategic objective that 
management needs to improve (Dang et al., 2023). 

Company value reflects not only current performance but also expectations for future performance (Evelyne 
et al., 2024). Therefore, companies need to manage various factors that can increase this value. One 
important factor influencing company value is the company's ability to generate sales. Sales are the 
company's primary source of revenue, thus playing a strategic role in improving financial performance and 
making the company attractive to investors (Chen et al., 2020). 

In this context, selling capability is a relevant concept to study. Selling capability is defined as a company's 
ability to manage the resources, knowledge, and skills of its sales force to achieve optimal marketing 
performance (Rahman et al., 2023). This capability not only contributes to increased sales but also serves 
as a source of sustainable competitive advantage. Companies with strong selling capabilities tend to be 
more adaptive to market changes, better understand customer needs, and more effective in dealing with 
competitive pressures (Jardon & Martinez-Cobas, 2022). 

Furthermore, strong sales capability has the potential to boost a company's sales growth, ultimately 
increasing its value (Annunen et al., 2021). Increased sales will strengthen financial performance, encourage 
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business expansion, and increase the value of the company's assets and shares (Pramesti et al., 2021; 
Artha, 2023). Thus, selling capability can be viewed as a crucial determinant in creating company value. 

Nevertheless, previous research indicates that the influence of selling capability on firm value requires 
further study, particularly in the context of companies in developing countries. Several studies have found 
that selling capability significantly impacts firm value (Rahman et al., 2023), but other studies are limited in 
comprehensively examining this relationship. Therefore, this study aims to analyze the influence of selling 
capability on firm value. This study is expected to provide empirical contributions to the literature and 
provide practical implications for corporate management in improving performance and competitiveness. 

 
2. Literature Review and Problem Statement  

Based on the Resource-Based View (RBV) perspective, a company's competitive advantage is determined 
by its ability to strategically manage internal resources (Gueler & Schneider, 2021). One important capability 
is selling capability, which reflects a company's ability to utilize resources, sales force knowledge, and 
control systems to increase marketing effectiveness (Rahman et al., 2023). This capability enables 
companies to improve sales performance, meet market needs, and create higher customer value (Chen et 
al., 2020). 

Improved sales performance will impact revenue growth and company profitability, ultimately increasing 
investor confidence in the company. This is reflected in increased firm value (Annunen et al., 2021). 
Empirical research also shows that selling capability has a positive and significant impact on firm value 
(Rahman et al., 2023). 
H1: Selling capability has a positive effect on firm value. 

The relationship between selling capability and firm value is not only direct but also influenced by corporate 
strategy. Relative strategic emphasis reflects the balance between value creation and value appropriation 
activities. Companies that effectively manage these two activities will be more optimal in creating and 
capturing market value (Rahman et al., 2023). When a company has strong selling capability and is 
supported by the right strategy, the effectiveness of value creation will increase, thereby strengthening its 
influence on firm value. Conversely, a strategic imbalance can weaken this relationship. 
H2: Relative strategic emphasis strengthens the influence of selling capability on firm value. 

A dynamic external environment, particularly market volatility, also impacts the effectiveness of a 
company's capabilities. Market volatility reflects the rate of change in customer preferences and market 
uncertainty (Rahman et al., 2023). In volatile market conditions, companies are required to be more adaptive 
in responding to these changes. Based on the dynamic capability perspective, companies that are able to 
reconfigure their resources and capabilities are better able to maintain performance (Ellström et al., 2022). 
In this context, selling capability becomes increasingly important because it helps companies adapt their 
sales strategies to market conditions. 
H3: Market volatility moderates the effect of selling capability on firm value. 

Besides the market, technological change is also a significant factor influencing corporate strategy. 
Technology volatility describes the level of uncertainty in industrial technological developments (Rahman 
et al., 2023). High technological volatility requires companies to be more selective in allocating resources, 
particularly between innovation and market exploitation. 
In this situation, companies with strong selling capabilities need to adjust their strategies to continue 
creating value. Emphasizing the right strategy will determine the extent to which these capabilities can 
increase firm value. 
H4: Technology volatility moderates the effect of selling capability on firm value. 
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3. Method 

This research is quantitative and employs statistical methods. Hypotheses were tested using a panel data 
linear regression analysis model, also known as panel data regression analysis. This study was conducted 
on companies that conducted IPOs between 2014 and 2019 and had published complete annual reports 
for at least five years. A total of 4,295 data points were observed after the winsorization process . All data 
used in this study came from third-party data provider Capital IQ. This study uses the variables of relative 
strategic emphasis, market volatility and technology volatility as moderating variables with the following 
empirical model: 
T𝑜𝑏𝑖𝑛𝑠 ′ 𝑄 𝑖𝑡 = 𝛽 0 + 𝛽 1 𝑆𝐶 𝑖𝑡 + 𝛽 2 𝑅𝑆 𝑖𝑡 + 𝛽 3 𝑀𝑉 𝑖𝑡 + 𝛽 4 𝑇𝑉 𝑖𝑡 + 𝛽 5 𝑆𝐶 𝑖𝑡 𝑥 𝑅𝑆 𝑖𝑡 + 𝛽 6 𝑆𝐶 𝑖𝑡 𝑥 𝑀𝑉 𝑖𝑡 + 𝛽 7  

𝑆𝐶 𝑖𝑡 𝑥 𝑇𝑉 𝑖𝑡 + 𝛽 8 𝑅𝑆 𝑖𝑡 𝑥 𝑀𝑉 𝑖𝑡 + 𝛽 9 𝑅𝑆 𝑖𝑡 𝑥 𝑇𝑉 𝑖𝑡 + 𝛽 10 𝑆𝐶 𝑖𝑡 𝑥 𝑅𝑆 𝑖𝑡 𝑥 𝑀𝑉 𝑖𝑡 + 𝛽 11 𝑆𝐶 𝑖𝑡 𝑥 
𝑅𝑆 𝑖𝑡 𝑥 𝑇𝑉 𝑖𝑡 + 𝛽 12 𝑐𝑜𝑛𝑡𝑟𝑜𝑙 𝑣𝑎𝑟𝑖𝑎𝑏𝑙𝑒𝑠 𝑖𝑡 + e 

 
4. Research result 

Table 1. Hypothesis Test Results  
TobinQ Coefficient t P>t Results 
Sales Capability 0.077 0.770 0.462 No Influential 
Relative SE - 5,711 - 0.890 0.397 No Influential 
Market Volatility - 0.380 - 0.990 0.348 No Influential 
Technology_Volatility 5,271 4,310 0.002 Influential 
SCxRSE 3,272 0.530 0.606 No Influential 
SCxMV - 0.088 - 0.460 0.657 No Influential 
SCxTV - 0.265 - 0.580 0.573 No Influential 
RSExMV 47,737 2,130 0.062 Influential 
RSExTV - 30,436 - 0.200 0.847 No Influential 
SCxRSExMV - 61,723 - 2,830 0.020 Influential 
SCxRSExTV 205,453 1,200 0.261 No Influential 
Leverage 0.314 1,170 0.271 No Influential 
Capital Intensity 7,165 1,070 0.312 No Influential 
Firm Size - 0.665 - 3,170 0.011 Influential 
Employee Productivity - 0.00000557 - 1,200 0.262 No Influential 

Financial Slack 0.048 0.660 0.529 No Influential 
Financial Constraint - 0.046 - 1,400 0.195 No Influential 
Growth 0.00178 1,030 0.331 No Influential 
Industry Differentiation - 7,796 - 0.860 0.410 No Influential 
Industry Financial Soundness 0.3651 2,360 0.043 Influential 
Market Growth 0.1014 2,030 0.073 Influential 
_cons 7,473 3,480 0.007 Influential 
Observation = 4,295 data     
R-square = 0.073     
F-stat (p value) = 0.000     

 
The results of the regression model test indicate that the research model is simultaneously significant (F-
stat p-value = 0.000), but has a relatively low explanatory power with an R² value of 0.073, which means 



Jurnal Manajemen, Akuntansi dan Rumpun Ilmu Ekonomi (MAR-Ekonomi)  
Vol. 4, No. 04 2026, pp. 505-510 

ISSN 2986-5689 
508 

 

The Influence of Selling Capability on Moderate Firm Value Relative Strategic Emphasis, Market Volatility and 
Technology Volatility. Valeria Natasha et.al 

that only 7.3% of the variation in firm value (Tobin's Q) can be explained by the variables in the model. This 
indicates that there are other factors outside the model that also influence firm value. 

Furthermore, relative strategic emphasis was also unable to moderate the effect of selling capability on firm 
value, thus rejecting the second hypothesis. This indicates that a company strategy focused on balancing 
value creation and value appropriation has not been effective in strengthening the relationship between 
selling capability and firm value. 

In contrast to the two previous hypotheses, the results of this study indicate that market volatility 
significantly moderates the relationship between selling capability, relative strategic emphasis, and firm 
value, thus accepting the third hypothesis. This confirms that in dynamic market conditions, a company's 
ability to adapt to changing consumer preferences is a critical factor in creating corporate value. 

Meanwhile, technological volatility was not shown to moderate this relationship, thus rejecting the fourth 
hypothesis. This condition indicates that technological uncertainty does not directly strengthen the role of 
strategy and sales capabilities in increasing firm value. 

In addition to testing the main hypothesis, it was found that technology volatility, firm size, industry financial 
soundness, and market growth significantly influence firm value, while most other control variables did not 
show a significant effect. This finding indicates that external industry factors and specific firm 
characteristics remain important determinants in explaining firm value. 

Research Implications  

The research results show that selling capability, or a company's ability to generate sales, does not 
significantly impact company value in the Indonesian market. The ability to generate sales through 
promotional input and the ability to provide receivables to customers are not primary concerns for investors. 
However, the moderating effect of market volatility on the combined effect of relative strategic emphasis 
and selling capability indicates that market volatility and a company's ability to create value for consumers 
are crucial for driving increased company value. Therefore, investors are advised to invest in companies 
with strong adaptability. 

Limitations and Suggestions for Further Research 

This study has several limitations that could be addressed in future research. First, the r-square value in this 
study is relatively small, at less than 10%. Future research should analyze it by adding variables that could 
potentially influence company value. Second, this study did not specifically analyze a particular industrial 
sector and only conducted a general analysis of all public companies in Indonesia. Future research should 
conduct a more industry-specific analysis, as each industry likely has unique characteristics that cause 
certain variables to significantly influence company value 
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