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Abstract

This study aims to examine the role of social media marketing on the performance of micro-, small and medium-sized enterprises (MSMEs)
during the COVID-19 pandemic. This research method uses a quantitative approach and the analytical tool used is Structural Equation
Modeling (SEM) based on Partial Least Square. The sampling technique used purposive sampling and the sample in this study was MSMEs
who use social media for marketing. The social media used are Facebook, Instagram, and Whatsapp. The number of samples in this
study was 254 MSMEs. Data collection used online questionnaires. The research findings show that the use of social media marketing is
influenced by compatibility, perceived usefulness, and perceived ease-of-use. The results of this study indicate that the use of social media
for marketing has a positive effect on the performance of MSMEs, especially in increasing sales, customer relationships, productivity,
and creativity. This means that the better the management of social media for marketing, the better the performance of MSMEs will be.
The theoretical contribution to this research is built on the TAM and UTAUT theories and their impact on social media marketing on
MSME:s in developing countries that are living through the COVID-19 pandemic.
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1. Introduction

The spread of COVID-19 has led many governments
to take drastic action. Lockdowns and restrictions on most
community activities and economic life have been a big
surprise for many economic actors, including MSME and
startup players (Kuckertz et al., 2020). A survey conducted
by the International Labor Organization (ILO) examined the
impact of the COVID-19 pandemic on 571 micro-, small
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and medium-sized enterprises (MSMESs). As a result, 70%
of MSMEs stated that they had stopped production due
to COVID-19. The survey was conducted between 6 and
24 April 2020 of MSME:s spread across Indonesia. Related to
this, the ILO also found that around 63% of MSME:s stopped
and asked their employees to take paid or unpaid leave.
Also, there are MSME employees who have been affected
by the termination of employment. Then, as many as 90% of
respondents said they were facing cash flow problems due to
the COVID-19 pandemic (ILO report, 2020).

Due to business disruption and movement restrictions,
64% of companies experienced a shortage of raw material
supplies. Meanwhile, nearly two thirds or about 66% face
problems with the delivery of finished products. The survey
also shows that employers are working to cope with the
impact of the outbreak. As many as 35% of respondents
seek to diversify their sales or marketing channels, sales, and
delivery online. Then, one in five companies or as many as
21% of respondents diversified their products in response to
new requests, such as masks and sanitation. However, the
survey shows that only 1 in 5 companies have managed to
diversify their products. On the other hand, many companies
reduce their output. A quarter of companies said they could
not have sufficient workers to run their business operations
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for various reasons, including restrictions resulting from
movement. Another problem is that consumer demand has
fallen in all types of businesses. Even so, several products
and services are experiencing increased demand.

To overcome the problem of MSMEs facing the crisis
caused by COVID-19, the government should not only
provide short-term assistance such as emergency capital,
which is very small in value, but must take long-term
policies such as utilizing available resources to be managed
more effectively so that the existing potential can develop
and give birth to product innovations and develop a strong
entrepreneurial ecosystem (Kuckertz et al., 2000).

Based on the above problems, currently, many MSMEs
are diversifying their sales or marketing channels using
social media. The survey conducted by the ILO shows that
only 1 in 5 companies are successful in diversifying their
products. This means that the ability of MSMEs to diversify
their products is still very low, especially in their marketing
capabilities on social media. It is very interesting to examine
the impact of using social media as a marketing tool on
the performance of MSME businesses in Indonesia during
the COVID-19 pandemic. To the best of our knowledge,
no one has researched the ability of MSMEs in marketing
their products on social media, especially during the
COVID-19 pandemic. The implementation of physical or
social distancing during COVID-19 has an implication on
the shifting from conventional to online business activities
(Patma, Wardana, Wibowo, & Narmaditya, 2020).

There have been many types of research on the use
of social media as a marketing tool, but during this
pandemic, no one has done so. Chatterjee and Kumar Kar
(2020) researched the use of social media by MSMEs for
marketing in India, and the results showed that perceptions
of use, perceived convenience, and compatibility had a
significant effect on social media marketing. Cheung, Pires,
Rosenberger, Leung, & Ting (2020) investigated the role of
social media marketing in value co-creation and engagement
among smartphone users in China and Hong Kong. The
results of his research show that social media marketing is
very effective in building value co-creation, engagement,
repurchase intention, and future behavior.

Tajvidi and Karami (2017) examined the effects of
social media on company performance. The survey was
conducted on MSEs in the hospitality industry in the UK.
The research found the influence of social media on the
performance of MSEs in the UK and the ability of marketing
to mediate the relationship between social media and
company performance. Wang and Kim (2017) examined the
influence of social media marketing in increasing customer
relationship capability and firm performance. The results of
his research indicate that the use of social media moderates
the relationship between customer relationship capability
and form performance.

Crick and Crick (2020) conducted a business-to-business
marketing strategy study during a pandemic. The results
of his research indicate that, although cooperation and
competition have an effect on performance, it is necessary
to clarify how the implementation of cooperation and
competition can improve the performance of a company.
De Pelsmacker, van Tilburgh, and Holthof (2018) found
that digital marketing strategies have a direct effect on online
reviews and indirectly affect hotel performance.

Based on the results of a study conducted by Chatterjee
and Kumar Kar (2020), Cheung et al. (2020) and Tajvidi
and Karami (2017) found that the role of social media for
marketing is very important for improving performance,
therefore in this study the impact will be reviewed. This
study is very important to understand the ability of MSMEs
in using digital marketing and dealing with market changes
due to COVID-19.

2. Literature Review and
Hypothesis Development

2.1. Perceived Usefulness (PEU)

Research explains the relationship between perceptions of
use and the use of social media marketing (SMM). Research
on the relationship between perceived usefulness (PEU)
and the use of technology was carried out by Kim and Chiu
(2019) who found that PEU has a positive relationship with
the use of new technology. PEU has a positive relationship
with the use of smartphone technology (Park, Kim, & Kwon,
2016; Kim & Chiu, 2019).

Perceived usefulness (PEU) is a belief in performance,
effectiveness, risk and trust in a technology (Turner et al.,
2010). Risk factors, privacy and security are also part of
perceived usefulness (Chatterjee & Kumar Kar, 2020). If
these factors can be overcome, then the use of SMM for
MSMEs will get many benefits (Turner et al., 2010). Based
on the results of this study, the following hypothesis can be
proposed:

H1: Perceived usefulness has a positive effect on the use
of SMM for MSMEs

2.2. Perceived Ease-of-Use (PEO)

The belief in the ease-of-use of technology is associated
with the conception of exerting one’s efforts to use a system
or technology (Duffett, 2015; Henderson & Divett, 2003;
Park, 2009). This belief includes self-efficacy or simplicity
(Yi, Liao, Huang, & Hwang, 2009). These factors are also
thought to influence SMEs to adopt the use of social media
(Kuo & Yen, 2009). This shows that, if there is an innovation
that is easier to use, then users are motivated to use the
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technology (Ware, 2018). This confirms that PEOU has a
positive relationship with the use of new technology. The
results of the study by Chatterjee and Kumar Kar (2020)
prove a positive relationship between PEOU and SMM
adoption. Based on these results, the following hypothesis
is proposed:

H2: Perceived ease-of-use (PEO) has a positive impact
on the use of SMM for MSMEs

2.3. Compatibility (COM)

Compatibility is the extent to which an innovative
technology can be used according to the conditions of a
company (Chatterjee & Kumar Kar, 2020). The level of
compatibility of new technology products is an effective
evaluation material from users of these services (Yoon &
Cho, 2016). Compatibility is considered an important part
of the adoption of innovative technologies such as social
media marketing (Wang, Wang, & Yang, 2010). Technology
adoption must be compatible with work application
systems, so that SMEs will consider adopting this technology
(Brown & Rocha, 2020; Chatterjee & Kumar Kar, 2020).

The use of social media marketing (SMM) for SMEs is
the most appropriate concept, because it can reach potential
consumers according to the target and help improve MSME
business performance (Derham et al., 2011). The results of
research conducted by Chatterjee and Kumar Kar (2020)
show that compatibility has a positive effect on the use of
SMM for MSMEs. Based on this description, the following
hypothesis can be proposed:

H3: Compatibility has a positive impact on the use of
SMM for MSMEs.

2.4. Facilitating conditions (FCO)

Facility conditions are defined as the extent to which
a person has confidence that this is the right technical
infrastructure and that there is support from top management
to use the new system (Venkatesh, 2012). In previous studies,
it was revealed that facilitation conditions have a significant
effect on innovative technology adoption behavior
(Chatterjee & Kumar Kar, 2020). SMEs will not hesitate to
adopt SMM if employees are properly trained to use social
media if the company has low-cost Internet facilities, if not
resistant to the use of social media. SMEs will not hesitate
to adopt SMM if the environment is considered conducive
(Chatterjee & Kumar Kar, 2020). Based on the results of this
study, the following hypothesis can be formulated:

H{4. Facilitating condition (FCO) has a positive impact
on the use of SMM for MSMEs.
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2.5. Cost (COST)

The use of technology requires a lot of money, therefore,
MSME actors consider its use based on the benefits it will get
( Wang, Hong, Li, & Gao, 2020). Several studies highlighted
that there is a relationship between cost and technology
adoption (Chatterjee & Kumar Kar, 2020; Kim & Shin,
2015). Another study found that the cost factor plays an
important role in the adoption of technology by a company
(Chong & Chan, 2012). Other reasons for the use of SMM
by MSMEs are because of low barriers, low costs, and low
levels of IT skills requirements that motivate SMEs to use
SMM (Derham, Cragg, & Morrish, 2011). This means that
MSME actors will not use SMM if the costs are high. Social
media is a cost-effective technology. This provides space for
SMEs to communicate with their consumers at a low cost
(Zhang, Fan, Yao, Hu, & Mostafavi, 2019). Based on these
reasons, the hypotheses proposed in this study are as follows.

HS5. Costs have a negative impact on the use of SMM by
MSME:.

2.6. Social Media Marketing (SMM)

Social media is a communication facility, a source of
information sharing, a medium for self-actualization and
collaboration in cyberspace (Elbanna, Bunker, Levine,
& Giring, 2019). In Indonesia, the use of social media
reaches 160 million people and the average daily use of
social media is 3 hours 26 minutes (We are social, 2020).
This shows that the market potential in social media is very
high and this platform has become an easy instrument to
communicate online between consumers and companies, or
between consumers and consumers around the world at any
time. The use of this platform is very appropriate for SMEs
because they have limited resources such as funds, technical
knowledge and so on (Rana, Barnard, Baabdullah, Rees, &
Roderick, 2019).

Social media marketing increases the trust and brand
loyalty of a company, besides social media marketing
makes it easier for consumers to obtain information about
a company’s products (Puspaningrum, 2020). Social media
marketing also shows a positive relationship with trust,
intimacy, and customer loyalty (Khoa, 2020). The use of
social media by a company makes it easy for companies
to build their brands and increase their business activities
(Sullivan & Koh, 2019; Fatima & Bilal, 2019; and Charttejee
& Kumar Kar, 2020). SMM can help MSMEs to improve
their performance. Based on these findings, the following
hypothesis can be formulated.

H6. Social media marketing has a positive effect on the
performance of MSMEs .
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Table 1: Sources of Research Instruments

. MSMEs
Social Performanc
Media

Figure 1: Conceptual Model

Number

Source .
of items

No Variable

Hung and Lai, 2015;
Ng et al., 2019; Alhakimi
dan Mahmoud, 2020;

1 Egﬁgﬁfgrg Venkatesh, 2012; Aral 6
etal.,, 2013; Zhang et al.,
2019; and Charetejee
et al., 2020.
Dwivedi et al, 2015; Zhang
> | Cost et al., 2019; Kim and Shin, 4

2015; Charetejee et al.,
2020.

Yoon and Cho, 2016;
Dwivedi et al., 2015;
3 | Compatibility | Misirlis and Vlachopoulou, 4
2018; Derham et al., 2011;
Charetejee et al., 2020.

Abed et al., 2016; Alalwan

4 Perceived etal.,, 2017; Chung et al., 5
usefulness 2017; Elbanna et al., 2019;
Charetejee et al., 2020.
Ware, 2018; Venkatesh
. et al., 2012; Hung and
Perceived

5 ease of use Lai, 2015; Rana et al., 5
2019; Chung et al., 2017;
Charetejee et al., 2020.

Dwivedi et al., 2015;
Social Media | Shareef et al., 2019; Abed

6 Marketing et al., 2016, Charetejee 3
et al., 2020.
Sullivan and Koh, 2019;
Chung et al., 2017;
7 SMEs Elbanna et al., 2019; 5
Performance | Dwivedi et al., 2015;

Shareef et al., 2019;
Charetejee et al., 2020.

The results of a study on social media marketing or
digital marketing, there are differences in results among
researchers. Therefore this study will re-examine the
influence of social media marketing on the performance of
MSMEs, especially during the COVID-19 pandemic using a
combination of models in research conducted by Chatterjee
and Kumar Kar (2020), Cheung et al., (2020), and Tajvidi
and Karami (2017). The conceptual model proposed in
this study is described in Figure 1.

3. Research Method

This research method uses a quantitative approach and the
analytical tool is Structural Equation Modeling (SEM) based
on Partial Least Square. The sample in this research is the actors
of micro-, small and medium-sized enterprises (MSMEs) in
the Surakarta residency area. The sampling technique used
purposive sampling. The data collection method uses an
online questionnaire that is distributed through social media
Facebook, Instagram, and Whatsapp. The number of samples
in this study was 254 MSME actors who are active on social
media Facebook, Instagram, and WhatsApp.

The independent variables in this study include facility
conditions, cost, compatibility, perceived usefulness, and
perceived ease of use. The mediation variable is social media
marketing and the dependent variable is the performance of
MSMEs. The source of the instruments used in this study was:

Based on these sources, the number of instruments used
in this study amounted to 32 instruments.

4. Research Results
4.1. Evaluation of Constructs
4.1.1. Convergent Validity

Convergent validity test is used to test the relationship
between the indicator and its latent variables or constructs.
This test is assessed based on the correlation between the
item scores and the latent variable scores estimated by
the PLS program. A construct is said to be valid if it has a
loading factor greater than 0.70 (Ghozali, 2014). However,
according to Latan and Ghozali (2012) a loading value of
0.5 to 0.6 is considered sufficient. After processing the data
using WarpPLS, the results of the outer loading value can be
seen in Table 2.

The results of data processing with PLS are shown in
Table 2. It can be seen that most indicators in each variable
in this study have a loading value greater than 0.70, except
for the COM4 indicator, which has a loading value of less
than 0.70, but still above 0.5. This shows that the variable
indicator, which has a loading value greater than 0.70 has a
high level of validity and a loading factor value of 0.5-0.7
has moderate validity so that it meets the convergent validity.
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Variable Latin Kode Outer Loading
FCO1 0.794
FCO2 0.879
Facilitating FCO3 0.900
condition FCO4 0.864
FCO5 0.876
FCO6 0.860
COSTH1 0.705
Cost COST2 0.935
COST3 0.906
COST4 0.918
COM1 0.805
. COM2 0.883
Compatibility COM3 0807
COM4 0.697
PEU1 0.739
Perceived of PEU2 0.863
Use PEU3 0.885
PEU4 0.858
PEU5 0.745
PEO1 0.841
. PEO2 0.872
EfLC:e'V‘ed Ease | pEo3 0.874
PEO4 0.854
PEO5 0.853
. . SMMA1 0.915
“SA‘;flf;tmed'a SMM2 0.904
9 SMM3 0.804
PERF1 0.898
PERF2 0.921
S PERF3 0.761
PERF4 0.897
PERF5 0.885

Table 3: Discriminant Validity

4.1.2. Discriminant Validity

Discriminant validity test was used to test no correlation
between latent variable constructs and other variables. The
results of the discriminant validity test are in Table 3.

In Table 3, it is known that the square root value of AVE
for each construct is greater than the correlation value so that
the constructs in this research model can still be said to have
good discriminant validity.

4.1.3. Reliability

Outer model can be measured by construct reliability,
which is measured in two ways, which is seen from the
composite reliability value and Cronbach’s alpha. The
construct is declared reliable if the composite reliability value
and Cronbach’s alpha value are greater than 0.70 (Latan &
Ghozali, 2012). Reliability test results can be seen in Table 4.

As the composite reliability and Cronbach’s alpha values
of all constructs are above 0.70, it can be concluded that all
constructs have good reliability in accordance with the required
minimum value limits. The AVE value is also above the
minimum threshold of 0.5 and ranges from 0.641 to 0.767 so
that the model is well accepted and supports the validity results.

4.2. The Goodness of Fit Model

The structural model evaluation is done by looking at
the goodness of fit model. The fit model is used to test the
suitability of the overall research model. The results of the
fit model are Average path coefficient (p < 0,05) Average
R-squared (p < 0,05), Average adjusted R-squared (p <0,05),
Average block VIF (1,723), Average full collinearity VIF
(2,265), Tenenhaus GoF (0,602), Sympson’s paradox ratio
(1,000), R-squared contribution ratio (1,000), Statistical
suppression ratio (1,000), and Nonlinear bivariate causality
direction ratio (1,000). Based on the results of testing the
goodness of fit model, it can be concluded that all tests are
acceptable, which means that the model in this study is
appropriate or the suitability of the model is very good.

FCO CosT COMP PEU PEO SMM PERF
FCO 0.863 0.536 0.577 0.426 0.551 0.525 0.614
COST 0.536 0.871 0.435 0.491 0.517 0.406 0.604
COMP 0.577 0.435 0.801 0.436 0.471 0.771 0.591
PEU 0.426 0.491 0.436 0.820 0.501 0.494 0.472
PEO 0.551 0.517 0.471 0.501 0.859 0.551 0.660
SMM 0.525 0.406 0.771 0.494 0.551 0.876 0.557
PERF 0.614 0.604 0.591 0.472 0.660 0.557 0.874




Jahid SYAIFULLAH, Makmun SYAIFUDIN, Markus Utomo SUKENDAR, Junaedi JUNAEDI /
528 Journal of Asian Finance, Economics and Business Vol 8 No 2 (2021) 0523-0531

Table 4: Reliability Test

Table 5: Structural Equation Modeling Results

Variable Composite | Cronbach’s AVE
Reliability Alpha
FCO 0.946 0.931 0.744
COST 0.926 0.890 0.759
COMP 0.876 0.810 0.641
PEU 0.911 0.877 0.673
PEO 0.933 0.911 0.737
SMM 0.908 0.846 0.767
PERF 0.942 0.922 0.764

4.3. Structural model results
4.3.1. The coefficient of determination

The coefficient of determination with the social media
marketing variable as the dependent variable is 68.1 percent
and the coefficient of determination with the dependent
variable on the performance of MSMEs is 31.5 percent
because the value of the coefficient of determination on the
main dependent variable (MSME performance) is more than
10 percent indicating a good value and predictive on the
strength of the PLS model (Falk and Miller, 1992).

4.3.2. Structural path coefficient

The results of the structural analysis of equation modeling
with PLS can be seen in Table 5.

SEM analysis results show that the effect of facility
conditions (FCO), cost (COST) has no significant effect
on social media marketing, while for compatibility
(COMP), perceived use (PEU) and perceived ease-of-
use (PEO) have a positive and significant effect on social
media marketing. The results of the analysis also show
that social media marketing has a positive and significant
effect on the performance of MSMEs.

5. Discussion

The existence of the COVID-19 pandemic has a huge
impact on the performance of MSME:s in Indonesia. This is
due to social and physical restrictions, so that community
activities are very limited, this causes many businesses or
companies to physically close down. One alternative for
running business activities is to use online media, one
of which is by using social media in marketing. The use
of social media marketing for MSMEs is new, so many
things need to be considered. Several factors that influence
the use of social media marketing include conditions of
facilities, costs, compatibility, technology related to using,
and ease-of-use (Chatterjee & Kumar Kar, 2020).

Path Sign Hypothesis
Coefficient | Level
Effect on
social media 0.021 0.368 | H1 Rejected
marketing 0.036 0.280 | H2 Rejected
FCO 0.625 < H3 accepted
COST 0.123 0.001 H4 accepted
COMP 0.202 < H5 accepted
PEU 0.023
PEO 0.561 < H6 accepted
0.001
Effect on
MSMEs <
Performance 0.001
SMM

The use of social media for marketing UMKM products
requires supporting facilities and infrastructure, so it
requires good investment and expertise so that the use of
social media can be maximized for marketing. The results
of this study indicate that the condition of the facility does
not have a significant effect on social media marketing. This
is because MSMESs do not have adequate infrastructure, lack
of maximum means for promotion on social media, lack of
investment in social media, do not have expert resources
in social media, employees are not given training on social
media, and lack of in house facilities training owned by
MSMEs to study social media. These results support research
conducted by Venkatesh (2012) and Chatterjee and Kumar
Kar (2020).

The use of social media for marketing costs alot, especially
for paid advertisements. Costs are also used to improve the
human resource capabilities of the company through training
and infrastructure development. The results of this study
indicate that costs do not have a significant effect on social
media marketing. This is because SMEs have not fully used
paid advertising media to promote their products. Most of
the UMKM players still use unpaid media in promoting their
products, so their target and target consumers are also very
limited. Also, during the COVID-19 pandemic, the ability
of MSME:s to spend the budget for advertising is still low.
These results do not support research conducted by Kim and
Shin (2015), Charttejee and Kumar Kar (2020), Chong and
Chan (2012), and Zhang et al. (2019).

Company compatibility greatly affects the use of
social media as a marketing tool because not all products
or types of companies, especially MSMEs, need social
media as a means of promotion. The use of social media for
promotion for MSMEs is adjusted to the type of product.
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The results of this study indicate that compatibility has a
positive and significant effect on social media marketing.
The positive influence shows that the more compatible
the type of business or product will increase the use of
social media marketing for MSMESs during the COVID-19
pandemic. This also shows that most MSME products
are compatible with social media, MSME players have
regularly used social media, MSME owners provide
full support for the use of social media and businesses,
and MSMEs are very compatible using social media as
their marketing media. The results of this study support
research conducted by Brown and Russell (2007), Wang
and Kim (2017), Yoon and Cho (2016), and Chatterjee
and Kumar Kar (2020).

The variety of social media with the various facilities
offered and its limitations make MSME players able to
choose the social media needed according to their ability
to use social media, especially as a medium to market their
products during this COVID-19 pandemic. The results of the
analysis in this study indicate that the perception of use has a
positive effect on the use of social media for marketing. The
positive influence shows that the greater the benefits of using
social media for business, the greater the use of social media.
Respondents also considered that the use of social media has
added value as a marketing tool and is considered capable
of increasing productivity. Social media is also perceived to
help better manage the company, and help increase customer
satisfaction. The results of this study support research
conducted by Park, Kim, and Kwon (2016), Kim and Chiu
(2019), and Chatterjee and Kumar Kar (2020).

The effectiveness of using social media as a marketing
tool is determined by the level of ease-of-use. MSME actors
who have limited knowledge of information technology must
be able to master this technology to optimize technology or
its features, especially on social media. The results of the
analysis in this study indicate that the perceived ease-of-use
has a positive effect on the use of social media marketing.
This shows that the easier social media technology is to
use, the more MSMEs use social media as a marketing
tool. Some indicators of ease-of-use of social media include
easy to learn, easy to identify new consumers, and easy to
identify consumer demand. Also, the information presented
about customers is easy to know and easy to advertise on
the social media platform. The results of this study support
research conducted by Henderson and Divett (2003), Park
(2009), Kuo and Yen (2009), Ware (2018), and Chatterjee
and Kumar Kar (2020).

During this time of COVID-19, social and physical
activitiesare limited to prevent more widespread transmission.
This has an impact on the decline in the sales turnover of
MSME players in Indonesia. One way to maintain sales is to
sell online, one of which is by using social media. The use
of social media as a marketing tool is expected to increase

sales turnover. The results of this study indicate that the
use of social media has a positive and significant effect on
the performance of MSMEs. The positive influence shows
that the better the use of social media for MSME business
activities, the more MSME performance will improve such
as sales, customer relationships, productivity, and creativity.
Social media for business activities are used by MSME
players to advertise their products, connect with customers,
compete with competitors, and other marketing techniques.
The results of this study support research conducted by
Rana et al. (2019), Elbanna et al. (2019), Sullivan and Koh
(2019), Fatima and Bilal (2019), and Chatterjee and Kumar
Kar (2020).

6. Conclusions and Recommendations

In this time of COVID-19 pandemic, the ability to use
social media for business is necessary, because all physical
and social activities are limited. To have the ability to use
social media for business requires supporting facilities
such as infrastructure, costs, compatibility, knowledge of
information technology, and the convenience of information
technology for business. The results of this study found
that the use of social media was significantly influenced
by compatibility, perceptions of the use of information
technology, and ease-of-use of information technology.

Compatibility shows the suitability ofa product orbusiness
with social media users, meaning that the more compatible
the product or business is with the use of social media to
promote its product or business, the more social media use
will be for MSME business needs. The use of information
technology requires good knowledge and understanding to
be useful, meaning that if the use of information technology
is perceived as increasing added value and productivity,
it will further increase the use of social media for its
promotional media. Information technology also requires
ease of operation, so that it does not make it difficult for
users. The easier information technology is perceived to
operate, the more it will encourage users to take advantage
of this information technology, in this case, the use of social
media as a promotional and sales tool. The results of this
study indicate that the use of social media for marketing has
a positive effect on the performance of MSMEs, especially
in increasing sales, customer relationships, productivity,
and creativity. This means that the better at managing social
media for marketing, the better the performance of MSMEs
will be.

Based on the results of this study, it can be recommended
that the use of social media is a very effective way
of improving the performance of MSMEs during the
COVID-19 pandemic in Indonesia. Therefore it is necessary
to increase knowledge in the use of social media as a medium
for business. This study does not include demographic and
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cultural variables as moderating the use of social media
to improve its performance, therefore for future research,
it is advisable to include demographic and cultural variables
to improve the results of this study.
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