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1. INTRODUCTION

A covid-19 global pandemic has not only resulted in
the death of the Indonesian people but also
weakened the people's economy (Central Bank of
Indonesia, 2020; Olivia et al., 2020). Various

ABSTRACT

The direct impact of the economic downturn due to Covid-19 is mainly perceived by
Micro, Small, and Medium Enterprises (MSMEs). This study aims to examine how
MSMEs can understand customer needs regarding the provision of social media
quality that can improve brand image and brand awareness. The survey was
conducted on 145 respondents who had online shopping experience using social media
by utilizing the structural equation modeling approach. Results show that social
media quality can increase brand awareness, brand image, and social media marketing
activities. Therefore, marketers who use social media can focus on its constituent
indicators including content quality, design quality, information quality, interaction
quality, contact availability, and contact relevance. Customers will have a high level
of brand awareness and a good brand image if marketers can provide social media
quality to meet customer demands. While previous studies found that there is a
positive relationship between social media marketing activities on brand image and
brand awareness, this study shows the opposite result because customers are not
affected by the activities carried out by social media. This is considered a usual activity
that other marketers also carry out. The implication of this study is that good social
media quality is needed to increase brand awareness, brand image, and social media
marketing activities.

ABSTRAK

Dampak langsung dari pelemahan ekonomi akibat Covid-19 terutama dirasakan oleh
pelaku Usaha Mikro, Kecil, dan Menengah (UMKM). Penelitian ini bertujuan untuk
menguji bagaimana UMKM dapat memahami kebutuhan pelanggan mengenai
penyediaan media sosial berkualitas yang dapat meningkatkan citra merek dan
kesadaran merek. Survei dilakukan terhadap 145 responden yang sudah memiliki
pengalaman  belanja online menggunakan media sosial dengan menggunakan
pendekatan structural equation modeling. Penelitian ini menunjukkan hasil bahwa
kualitas media sosial dapat meningkatkan kesadaran merek dan citra merek serta
kegiatan pemasaran media sosial. Sehingga pemasar yang menggunakan media sosial
dapat fokus pada indikator penyusunnya kualitas konten, kualitas desain, kualitas
informasi, kualitas interaksi, ketersediaan kontak, dan relevansi kontak. Pelanggan akan
memiliki tingkat kesadaran merek yang tinggi dan citra merek yang baik jika pemasar
dapat menyediakan media sosial berkualitas yang dapat memenuhi permintaan
pelanggan. Ada hasil lain yang menarik yaitu ketika penelitian lain menyatakan bahwa
ada hubungan positif antara aktivitas pemasaran media sosial terhadap citra merek dan
kesadaran merek, namun penelitian ini memberikan hasil yang tidak berpengaruh
karena pelanggan tidak terpengaruh oleh aktivitas yang dilakukan oleh media sosial.
Hal ini dianggap sebagai aktivitas yang biasa dilakukan oleh pemasar lain. Implikasi
dari penelitian ini adalah dibutuhkan kualitas media sosial yang baik untuk dapat
meningkatkan kesadaran dan citra merek serta kegiatan pemasaran media social.

companies face problems in handling business
during the pandemic (Shafi et al., 2020), therefore
they must carry out the right strategy to overcome
it. However, the problems have made a direct
impact on the micro, small, and medium enterprises
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(MSMEs). When compared with large SMEs,
MSMEs do not have adequate sources, especially in
the financial and managerial fields (Bartik et al.,
2020; Prasad et al., 2014). MSMEs have lower
capabilities, assets, and levels of productivity than
large companies (OECD Secretary-General, 2020).

The government implemented physical
distancing that requires people to reduce their
outdoor activities and it affected consumer behavior
in consumption and on the other hand, increased the
use of the internet and social media (Ballantine et al.,
2014; Donthu & Gustafsson, 2020; Larson & Shin,
2018; Sheu & Kuo, 2020). This condition encouraged
MSME:s to find a new marketing approach to face
the pandemic. The difference in consumption
behavior today indicates that there is a
transformation of the business from traditional to
digital. Business actors must be able to take
advantage of digital tools as a complement to
business processes, one of which is social media.

Social media is a new reality in communicating
in today's digital era that can be used as a business
communication strategy for the marketer. Social
media is a communication that is not only used
between consumers but can also be used between
consumers and brands (Alansari et al., 2018;
Hollebeek et al., 2014). However, the issue that
needs to be considered is whether marketers can
influence the customer. Conceptually, social media
is a framework for the quality of customers'
electronic services because it is the result of
technological advances that change the way we
communicate (Suryani et al., 2020). Therefore, this is
important for marketers to provide social media
quality to enhance their business.

The success of MSMEs in utilizing social media
depends on how to maximize all the provided
features to improve their products which
simultaneously can increase customer perceptions
of brand quality (Suryani et al, 2020). When
marketers can contribute to customers by gaining
positive experiences on social media, this will lead
to a better brand reputation and increased sales
(Kaplan & Haenlein, 2010). This positive experience
can be interpreted as a result of social media quality
management which can influence brand awareness
and brand image (Suryani et al., 2020).

Previous research has discussed the use of
social media for the success of MSMEs (Alzougool,
2019; Hsiao et al., 2020; Odoom & Mensah, 2018;
Suryani et al., 2020; Wardati & Er, 2019). However,
there is a lack of studies that discussed how the
activities carried out by social media users are used
as an influencing factor in the success of social media
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marketing. Marketers must learn how to engage
customers to drive engagement into social media
(Roberts & Piller, 2017). These activities can be in the
form of “likes” and “comments” (Khan et al.,
2019). Customer involvement is used as the key to
the success of social media marketing (Carlso, 2018;
Hollebeek et al., 2014). So this research develops
previous research related to social media quality
(Suryani et al., 2020) by involving social media
marketing activities in influencing the improvement
of brand image and brand awareness for MSMEs.

This paper aims to examine whether MSMEs
that are digitally transforming by leveraging social
media can make them find more resources to
enhance their brands. Although several previous
studies have discussed social media activities that
can increase brand equity (Ibrahim et al., 2020; Zollo
et al., 2020), there is no detailed discussion on what
activities can contribute to brand enhancement and
have not looked at from the perception of consumers
who access the online media.

Finally, this research has contributed to the
extension of the concept of social media quality
(Odoom et al., 2017; Suryani et al., 2020) and social
media marketing activities (Khan et al., 2019) which
can be utilized by MSMEs. When MSMEs can
perform social media quality for their marketing,
MSMEs will be able to build and maintain online
relationships which in turn provides benefits for
marketers (Aladwani, 2017).

2. THEORETICAL FRAMEWORK AND
HYPOTHESES

Social media is defined as internet-based
applications built on ideologies and Web 2.0
technology that allow users to exchange content
(Kaplan & Haenlein, 2010). Some companies use
social media as a strategic communication platform
to connect with consumers for informative and
interactive actions that can support business
(Baumol et al., 2016; Odoom et al., 2017). Recent
research on the motivation to use social media, such
as Instagram (Kang & Wei, 2020), Facebook (Abbasi
& Drouin, 2019), and YouTube (Khan, 2 017),
focuses on activities carried out by users. Various
types of social media can be used by MSMEs players
to develop their business because it can be done
easily without having to know deeply about
technology (AlSharji et al., 2018). Creativity and
innovation are needed to maximize the function of
social media (Crammond et al., 2018).

Social media is a communication tool that can
influence consumer behavior, including in obtaining
information, attitudes, purchasing, and evaluating
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products (Kim et al., 2011; Mangold & Faulds, 2009).
An empirical study found that good social media
management will influence public perceptions of
companies (Risius & Beck, 2015). For instance, in the
case of Facebook, when users obtain some
information about products and services from their
friends, their likelihood of becoming consumers is
15% higher than from other communication
channels (Hudson et al., 2015). Therefore, social
media quality is important to increase customer
activity to be involved in social medjia.

Aaker & Keller (1990) developed the concept of
customer-based brand equity behavior which
consists of two dimensions, namely brand
awareness and brand image, and are defined as the
differential effect of brand knowledge resulting
from customers on product marketing. Researchers
argue that these two dimensions are appropriate to
be used to discuss online consumer behavior.

When marketers can take advantage of good
social media, it can increase brand equity, especially
brand awareness and brand image (Khan & Fatma,
2019; Suryani et al., 2020) because there is a
significant relationship to maintaining the
continuity and growth of MSMEs (Reijonen et al.,
2012; Urde, 1994; Wong & Merrilees, 2005). Brand
awareness is a fundamental component of brand
equity (Aaker, 1996; Keller, 1993). Brand awareness
refers to the strength of a brand presence in the
consumers” minds (Pappu et al.,, 2005) and is also
defined as a customer's ability to recognize and
remember a brand as part of a product (Keller &
Aaker, 1990). When brand awareness of the
consumers is high, it will provide benefits for
marketers because it contributes to customer
considerations when choosing products and in the
decision-making process (Seetharaman et al., 2001).

The other component of brand equity is the
brand image. Brand image can influence consumers
to act on certain products or services on social media
(Hofmann et al., 2019; Humphrey et al., 2017; Keller,
1993). Brand image is defined as the perception of a
particular brand that is in the memory of consumers
(Yuan et al., 2016). However, the effectiveness of a
brand on social media is highly dependent on the
quality of information, the credibility of
information, and attitudes towards information
(Colton & Poploski, 2019; Erkan & Evans, 2016).
Therefore, marketers need to be able to create social
media to attract consumers to see the content of the
products and services provided. This study
proposes the following hypothesis.
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Hi: Social media quality has a significant effect on

brand awareness

H>: Social media quality has a significant effect on
brand image

H;: Social media quality has a significant effect on
social media marketing activities

Social media platforms can be used to achieve
marketing goals (Sharma & Verma, 2018). Social
media marketing is defined as the use of social
media to promote a company or product (Akar &
Topgu, 2011). For instance on social media Facebook,
the impact of the number of “likes” posts will affect
people's interest in choosing products (Duffett, 2015;
Rutter et al., 2016). Besides, the advantages of
promoting on Facebook are not only able to interact
with customers but also can create and presenting
stories for the brand (Smith & Gallicano, 2015).

Marketing is considered a part of social media
marketing activities such as interaction, sharing, and
trendiness (Khan et al., 2019). Interaction facilitates
users to contribute to social media platforms
regarding certain brands (Muntinga et al., 2011).
Interaction is the ability of luxury brands to allow
sharing and exchange of information with others on
social media. The participatory nature of social
media allows for collaborating and sharing content,
including information, videos, and images (Hennig-
Thurau et al., 2010). The interactivity of corporate
social media posts is important because it promotes
customer reactions, such as liking and commenting
on company posts (De Vries et al., 2012).

Marketers can facilitate communication and
interaction through digital platforms with
consumers. Especially in small companies or
MSMEgs, it is easier to increase business activities to
create value because they have a lower portfolio of
financial resources and a less complex approval
system compared to large companies (Braojos-
Gomez et al., 2015). Several studies have explained
that marketers can influence consumer attitudes
towards their products or services through social
media (Alalwan et al., 2017; Baum et al., 2018). When
social media activity is carried out positively, it can
influence brand image which can build emotional
attachment with consumers (Barreda et al., 2020).

Trendiness is defined as the activity of
providing the latest information about a product or
service (Godey et al., 2016). Muntinga et al. (2011)
provide an explanation of the scope of trendiness,
namely, surveillance that describes a person's
environment; knowledge that refers to brand-



related information that benefits consumers; pre-
purchase information that helps consumers to
consider decision-making; and related inspiration
with information to get new ideas. Many previous
researchers discussed the relationship of social
media marketing activities to brand equity (Ibrahim
et al., 2020; Koay et al., 2020). The higher the activity
carried out by marketers on social media, the higher
the brand image and brand awareness in the minds
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of customers (Seo & Park, 2018). Therefore, the next
hypotheses are proposed as follows.

Hs: Social media marketing activity has a
significant effect on brand awareness
Hs: Social media marketing activity has a

significant effect on brand image

Brand
Quality Awareness
H3
\4
Social Media ]
Marketing Brand Image
Activities J

Figure 1. Research model

Figure 1 explains how the role of social media
can affect the increase in brand equity which in this
study focuses on brand image and brand awareness.
It can have implications for increasing sales (Khajeh
Nobar et al., 2020; Marjerison & Gan, 2020) which
can benefit MSMEs players.

3. RESEARCH METHOD

This study uses a quantitative approach. Purposive
sampling is used since the researcher applied some
judgment as criteria to select respondents who can
answer research questions (Etikan, 2016). The
respondents are consumers who have bought a
product because they are exposed to social media

influence.

Data collection was carried out through an
online questionnaire survey with 146 respondents
who had bought products from MSMEs that had
social media such as Instagram, Facebook, and
YouTube, and had several characteristics as shown
in Table 1. Respondents have bought products from
MSMEs that focused their business on fashion 62 %,
cosmetics 16.5%, food and beverages 5.5%, and
electronics 16%. Furthermore, the data shows that
the most used social media by MSMEs is Instagram
at 89%. To ensure that respondents understand the
questions asked, the researcher provided additional
information to the questionnaire.

Table 1. Sample characteristic

Characteristic =~ Total Percentage Characteristic = Total = Percentage
Gender Age
Male 59 40.7% 18-20 71 49.0%
Female 86 59.3% 21-25 61 42.0%
Social Media 26-30 8 5.5%
Instagram 129 89.0% 31-35 5 3.5%
Facebook 13 9.0% Product
Youtube 3 2.0% Fashion 90 62.0%
Shopping experience through social media ~ Cosmetic 24 16.5%
< 3 months 17 12.0% Food 8 5.5%
4 -12 months 25 17.0%  Electronic 23 16.0%
> 1 months 103 71.0%

The questions in the questionnaire were
adopted from previous research on social media
quality (Suryani et al., 2020) which has indicators of
quality content, design quality, information quality,
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interaction quality, contact availability, and contact
relevance. The social media marketing activities
variable uses indicators that consist of interactions,
sharing, and trendiness (Khan et al., 2019), as well as
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the dependent variable, i.e.,, brand awareness and
brand image (Khan & Fatma, 2019).

The survey consists of several processes. The
first step was collecting data from questionnaires

submitted to respondents. In this step, 146
respondents were questioned about their
demographics’  information and  shopping

experiences through social media. A total of 34
questions were also asked to determine the
relationship of observed variables. The second step
was processing the data using statistical tools. After
the data was obtained under the specific
requirements, data were analyzed by using a
variance-based structural equation modeling (SEM)

approach in Smart PLS 3.0. The third process was
interpreting the data findings based on existing
theories.

Prior to hypothesis testing, this study
conducted validity and reliability testing for all the
measurement items. The internal consistency of the
constructs used was checked through Cronbach's
alpha (CA) value with a standard of 0.70 (Hair et al.,
2018). Based on Table 2, all items were above 0.70.
The composite reliability (CR) of each construction
meets the minimum standard value of 0.70 (Bagozzi
& Yi, 1988). The average variance extracted (AVE) of
all constructs exceeds the 0.50 threshold (Fornell &
Larcker, 1981).

Table 2. Overall measurement model

Ttems Outer = cp R AVE
Loading

Social media quality 0969 0.972 0.609
Content quality
Social media account displays good quality (image/video) content 0.804
The content resolution (image/video) of the social media account looks good 0.770
The contents (image/video) of social media account are visible 0.841
Design quality
The color combination on the social media account is attracting the consumers” at- 0.720
tention '
Social media account displays interesting content (image/ video) of their products 0.810
Social media account posts engaging content (image/ video) according to the brand 0.793
image
The contents of the SMEs' social media account display exciting themes 0.813
Information quality
Social media account displays accurate information 0.802
The available information on the social media account is reliable 0.796
The information presented by the social media account is easy to understand 0.839
Social media account presents the information I need about the offered products 0.779
Interaction quality
I found it easy to interact with the social media account’s managers 0.703
Social media account managers have a desire to respond to consumer needs 0.777
Social media account manager provides after-sales service by communicating via 0.707
Direct Message (DM) or the comments column
Contact availability
Consumers can easily find contact information on social media account 0.815
Social media account provides information about the location of the store of the 0.805
business '
Contact relevance
Social media account is fascinating because it always displays the latest updates 0.826
about their products. ’
Social media account is fun because it tries to display product contents (im- 0.777
age/video) that match the offered original products '
Social media account is fascinating because they always display contents (im- 0.843
age/video) that are relevant to their business '
Social media marketing activities 0.862 0.892 0.510
Interactions
More positive comments on X brand enable me to identify X brand easily. 0.718
Sharing
The X brand that I followed has more posts/tweets on social media 0.720
More posts/tweets about X brand enable me to identify X brand easily 0.745
More links to/from other social media about the X brand increase its popularity. 0.760
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Ttems Outer —cA R AVE
Loading
Trendiness
The brand that I followed has the latest information on social media 0.781
More trendy information about the X brand enables me to identify the X brand 0.727
easily. '
Brand awareness 0.782  0.874  0.699
I am always aware of X brand through social media 0.866
X brand’s social media enables me to keep X brand characteristics in my mind. 0.891
Xbrand’s social media enables me to recall the symbol or logo of X brand quickly. 0.743
Brand image 0.825 0.896 0.743
X brand is customer-oriented on the social media platform. 0.805
Social media enables me to keep an impressive memory of the X brand. 0.897
Brand X is a leading brand on social media. 0.881

4. DATA ANALYSIS AND DISCUSSION
Results of Hypothesis Testing

A structural model is analyzed according to the
hypothesized relationships in the research model.
The parameters were estimated by using Smart-PLS
3.0. One hundred and forty-six samples were
bootstrapped to calculate the significance of the
parameters. The results report path coefficients, R2

of endogenous variables, effect sizes, and the
predictive relevance of the model (Hair Jr. et al,,
2017). In bootstrap testing, the resampling method is
used to calculate the significance of the PLS
coefficient. Table 3 shows the structural results
hypothesized through the model test and path
coefficients with the required p-values <0.005 and t-
values above 1.96.

Table 3. Path coefficient

Relationship Hypothesis  Coefficient  t-Value  p-Values
Social media quality to brand awareness Hy 0.657 6.129 0.000
Social media quality to brand image H> 0.582 5.866 0.000
Social media quality to social media marketing activities Hs 0.802 20.562 0.000
Social media marketing activities to brand awareness Hy -0.094 0.630 0.529
Social media marketing activities to brand image Hs 0.097 0.678 0.498

The test on hypothesis 1 shows that social media
quality has a direct and positive effect on brand
awareness (p = 0.657, t = 6.129, p <0.000). Hypothesis
2 test shows that social media quality has a direct and
positive effect on the brand image (p = 0.582, t =5.866,
p <0.000). Hypothesis 3 is also supported, by showing
that social media quality has a direct and positive
effect on social media marketing activities (p = 0.802,
t=20.562, p <0.000). These results show that the better
the quality of the social media account, the more
likely it will affect the tendency of customers to be
actively involved in social media, such as giving likes
and comments. These findings become very
important when marketers use social media as a
medium for creating customer engagement which
will have implications for increased sales (Hsiao et al.,
2020). Marketers can take advantage of various social
media platforms to increase social media marketing
activities. This is relevant to Odoom et al. (2017) that
marketers cannot solely use social media for their
basic needs but also can take all the advantages to
achieve marketers' goals.

The test on hypothesis 4 indicates that social
media marketing activities have an insignificant effect
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on brand awareness (p = -0.094, t = 0.630, p> 0.529).
Hypothesis 5 also does not obtain support, that is
social media marketing activities have an
insignificant effect on the brand image ($ = 0.097, t =
0.678, p> 0.498). These results are not in line with the
results from the previous study (Godey et al., 2016;
Khajeh Nobar et al., 2020) which states that there is a
positive effect of social media marketing activities on
brand image and brand awareness. However, this
study's findings state that the two variables do not
affect the dependent variables. This is because there
is no evidence that all customers who shop online via
social media can actually remember store brands on
social media. Since social media has a strong impact
on the sustainability of the company, behavioral
issues of consumers on social media, such as negative
reviews, can lead to negative effects and threat
perception to the other consumers. It raises
consumers’ negative perception that the company
does not behave well on social media and potentially
leads to the disloyalty of online consumers in
Indonesia (Jalonen & Jussila, 2016).

These results support the statement of Suryani et
al. (2020) that when marketers can provide content
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that has value for customers, it will have an impact on
customer perceptions of the brand. Customers will
see social media for good or bad reasons based on
several criteria, namely having a quality design and
quality content such as image and video resolutions
that indicates that the content is good to follow.
Customers consume brand-related content on social
media because they want to get fun, relaxation, and
entertainment (Muntinga et al, 2011). When
marketers can provide quality on their social media
accounts, then they must provide useful information
for customers. This information is an antecedent of
the importance of content shared by social media
(Dedeoglu, 2018).

Discussion

Not only are being able to present good social media
accounts to increase the customer's perspective on the
brand, but two-way communication or interaction
quality should also be taken into consideration. It is
for good communication can be established between
marketers and customers, since nowadays many
people do more online interaction than offline. It
shows the change in the way humans socialize and
communicate (Lieberman & Schroeder, 2020). This
condition must be understood by marketers,
especially MSMEs players, to pay attention to how to
build a good interaction with customers. The results
show that customers prefer social media account
owners who are responsive in answering questions,
both in solving questions about products and
responding to customer complaints.

Consumers tend to buy products based on
product quality and social media accounts based on
customer needs and may change MSMEs in the future
according to their needs, not from the social media
store activities carried out. There is no indication that
social media market-information activities which
include indicators that form interactions, shares, and
trendiness can have an impact on increasing brand
image and brand awareness. Marketers may be able
to focus on other activities such as other social media
marketing activities such as entertainment, perceived
risk, customization, and word of mouth (Chen & Lin,
2019; Seo & Park, 2018) which have been proven to be
able to increase brand image and brand awareness.

5. CONCLUSION, IMPLICATION,
SUGGESTION, AND LIMITATIONS

The Covid-19 pandemic has caused changes in

consumer behavior that have an impact on the way

marketers carry out marketing strategies, namely

collaborating between offline and online marketing

methods (Sheth, 2020). So, marketers need to

26

understand how to do online marketing by utilizing
social media. The purpose of this research is to
analyze the effect of social media quality used by
marketers in increasing the perception of brand
image and brand awareness. From the customers’
point of view who use social media in carrying out
the online shopping process, this research is
expected to provide input for online marketers in
utilizing social media, especially for MSMEs who
still do not use social media, so they can find out
what to prepare to use social media as a marketing
tool. Quantitative studies are carried out to achieve
research objectives. The study results show that
Instagram is the top customers’ choice in online
shopping compared to YouTube and Facebook.
Besides, the results indicate that customers will have
a high level of brand awareness and a good brand
image if marketers can provide social media quality
that meets customer demands. On the other hand,
this research shows another interesting result, that is
when other research states that there is a positive
relationship between social media marketing
activities on brand image and brand awareness, this
research finds no effect because customers are not
affected by the activities carried out by social media.
It may be because social media activity is considered
a usual activity that is also carried out by other
marketers. To noted by marketers who use social
media as a marketing tool for their brand, social
medjia is not only a place to sell or find consumers,
but also a place to create interaction between
marketers and customers. This engagement will
make closeness between consumers and marketers.
Thus, the consumers' desire to buy must be raised by
marketers with activities carried out on social media.
In the end, it is about how to create a positive
memory of the company's brand in the consumers’
minds.

The findings have valuable implications for
managerial actions, especially in the use of social
media in enhancing brands. The key to the success
of social media marketing is to carry out activities in
the form of providing content that provides benefits
to consumers. The content can be in the form of
useful information, entertainment, and others that
can arouse consumer engagement. These results also
support the findings of Febrian et al. (2021)
regarding digital content marketing. When
consumers feel comfortable enjoying the content
displayed on social media, they will remember the
brand with a positive experience. Social media
marketing is different from what other marketers do
to reach a wider range of consumers by placing
advertisements on television and other conventional



media which seem more expensive and cannot be
measured in real-time. It is more convenient and
cheaper so many companies are currently allocating
their budget to social media (Chen et al., 2022).
Social media has content that can provide education
to consumers. In the end, the activities carried out by
marketers on social media will look very good and
sincere in providing benefits to consumers.

This study also provides input for MSMEs, to be
able to create entertaining social media and provide
product-related information. For instance, when
marketers sell baby clothing products, they might be
able to provide information about how to raise
children, and knowledge about child growth, so that
consumers who visit their social media can take a
long time to visit the social media. MSMEs can
schedule a time to provide information content and
time to sell on social medjia.

Marketers can also take advantage of services
from social media providers to reach consumers
quickly, namely paid ads such as Facebook ads,
Instagram ads, Tiktok ads, and so on. It can help the
message of the content delivered and quickly
accepted by consumers, then increase the company's
brand awareness. MSMEs can combine offline and
online ways of marketing by utilizing social media
to increase brand awareness and brand image which
has implications for increasing sales.

This study has several limitations that can be
used as a new way for future research on the same
topic. First, respondents from Indonesia may have
different results if they are applied to cultures in
other countries and with different age groupings by
cohort generation. Second, this study only focuses
on customers with the experience of buying
products in the form of goods (physical products). It
may bring different results if the research objective
is to examine the experience of buying products in
the form of services. Third, for the research to get
deeper results, further research can use a qualitative
approach.

REFERENCES

Aaker, D. (1996). Measuring brand equity across
products and markets. California Management
Review, 38(3), 102.

Abbasi, I. & Drouin, M. (2019). Neuroticism and
facebook addiction: How social media can affect
mood? American Journal of Family Therapy, 47(4),
199-215.

Akar, E. & Topgu, B. (2011). An examination of the
factors influencing consumers’ attitudes toward
social media marketing. Journal of Internet
Commerce, 10(1), 35-67.

27

Angga Febrian et.al: The Role of Social Media ...

Aladwani, A. M. (2017). Compatible quality of social
media content: Conceptualization,
measurement, and affordances. International
Journal of Information Management, 37(6), 576~
582.

Alalwan, A. A, Rana, N. P, Dwivedi, Y. K, &
Algharabat, R. (2017). Social media in
marketing: A review and analysis of the existing
literature. Telematics and Informatics, 34(7), 1177-
1190.

Alansari, M. T., Velikova, N., & Jai, T. M. (2018).
Marketing effectiveness of hotel Twitter
accounts: the case of Saudi Arabia. Journal of
Hospitality and Tourism, 18(2), 1-8.

Albanese, A 2009, Fairer compensation for air
travelers, media release, 29 January, Minister

for Infrastructure, Transport, Regional
Development and Local Government, viewed
30 January

2009,<http:/ /www.minister.infrastructure.gov
.au/aa/releases/2009/January/ AA007_2009.h
tm>.

AlShariji, A., Ahmad, S. Z., & Abu Bakar, A. R. (2018).
Understanding social media adoption in SMEs:
Empirical evidence from the United Arab
Emirates. Journal of Entrepreneurship in Emerging
Economies, 10(2), 302-328.

Alzougool, B. (2019). The use and continuance use of
social media applications by small and medium
enterprises in Kuwait. Global Knowledge,
Memory and Communication, 68(6-7), 471-490.

Bagozzi, R. P. & Yi, Y. (1988). On the evaluation of
structural equation models. Journal of the
Academy of Marketing Science, 16(1), 74-94.

Ballantine, P. W., Zafar, S., & Parsons, A. G. (2014).
Changes in retail shopping behaviour in the
aftermath of an earthquake. International Review
of Retail, Distribution and Consumer Research,
24(1), 1-13.

Barreda, A. A., Nusair, K., Wang, Y., Okumus, F., &
Bilgihan, A. (2020). The impact of social media
activities on brand image and emotional
attachment: A case in the travel context. Journal
of Hospitality and Tourism Technology, 11(1), 109-
135.

Bartik, A. W., Bertrand, M., Cullen, Z. B., Glaeser, E.
L., Luca, M., & Stanton, C. T. (2020). How Are
Small Businesses Adjusting To Covid-19?
Journal of Chemical Information and Modeling,
53(April), 26989.

Baum, D., Spann, M., Fiiller, ]., & Thiirridl, C. (2018).
The impact of social media campaigns on the
success of new product introductions. Journal of
Retailing and Consumer Services, 50, 289-297.



Journal of Economics, Business, & Accountancy Ventura Vol. 25, No. 1, April - July 2022, pages 20 - 30

Baumol, U., Hollebeek, L., & Jung, R. (2016).
Dynamics of customer interaction on social
media platforms. Electronic Markets, 26(3), 199-
202.

Braojos-Gomez, ]., Benitez-Amado, J., & Javier
Llorens-Montes, F. (2015). How do small firms
learn to develop a social media competence?
International Journal of Information Management,
35(4), 443-458.

Carlson, J., Rahman, M., Voola, R., & De Vries, N.
(2018). Customer engagement behaviours in
social media: capturing innovation
opportunities. Journal of Services Marketing,
32(1), 83-94.

Central Bank of Indonesia. (2020). Kajian Ekonomi
dan Keuangan Regional. Laporan Nusantara,
15(2), 104.

Chen, S. C. & Lin, C. P. (2019). Understanding the
effect of social media marketing activities: The
mediation of social identification, perceived
value, and satisfaction. Technological Forecasting
and Social Change, 140(November 2018), 22-32.

Colton, D. A. & Poploski, S. P. (2019). A Content
analysis of corporate blogs to identify
communications strategies, objectives and
dimensions of credibility. Journal of Promotion
Management, 25(4), 609-630.

Crammond, R., Omeihe, K. O., Murray, A., &
Ledger, K. (2018). Managing knowledge
through social media: Modelling an
entrepreneurial approach for Scottish SMEs and
beyond. Baltic Journal of Management, 13(3), 303-
328.

De Vries, L., Gensler, S., & Leeflang, P. S. H. (2012).
Popularity of brand posts on brand fan pages:
An investigation of the effects of social media
marketing. Journal of Interactive Marketing, 26(2),
83-91.

Dedeoglu, B. B. (2018). Are information quality and
source credibility really important for shared
content on social media?: The moderating role
of gender. International Journal of Contemporary
Hospitality Management, 31(1), 513-534.

Donthu, N. & Gustafsson, A. (2020). Effects of
COVID-19 on business and research. Journal of
Business Research, 117(June), 284-289.

Duffett, R. G. (2015). Facebook advertising’s
influence on intention-to-purchase and
purchase amongst millennials. In Internet
Research, 25(4), 498-526.

Erkan, I. & Evans, C. (2016). The influence of eWOM
in social media on consumers’ purchase
intentions: An extended approach to
information adoption. Computers in Human

28

Behavior, 61, 47-55.

Etikan, I. (2016). Comparison of Convenience
Sampling and Purposive Sampling. American
Journal of Theoretical and Applied Statistics, 5(1), 1-
4.

Fornell, C. & Larcker, D. F. (1981). Evaluating
structural equation models with unobservable
variables and measurement error. Journal of
Marketing Research, 18(1), 39-50.

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J.,
Aiello, G., Donvito, R., & Singh, R. (2016). Social
media marketing efforts of luxury brands:
Influence on brand equity and consumer
behavior. Journal of Business Research, 69(12),
5833-5841.

Hair, J. F., Risher, J. ], Sarstedt, M., & Ringle, C. M.
(2018). The Results of PLS-SEM Article
information. European Business Review, 31(1), 2-
24.

Hair Jr., J. F., Matthews, L. M., Matthews, R. L., &
Sarstedt, M. (2017). PLS-SEM or CB-SEM:
updated guidelines on which method to use.
International Journal of Multivariate Data Analysis,
1(2), 107-123.

Hennig-Thurau, T., Malthouse, E. C., Friege, C.,
Gensler, S., Lobschat, L., Rangaswamy, A., &
Skiera, B. (2010). The impact of new media on

customer relationships. Journal of Service
Research, 13(3), 311-330.
Hofmann, J., Schnittka, O., Johnen, M. &

Kottemann, P. (2019). Talent or popularity:
What drives market value and brand image for
human brands? Journal of Business Research,
March, 1-11.

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014).
Consumer brand engagement in social media:
Conceptualization, scale development and
validation. Journal of Interactive Marketing, 28(2),
149-165.

Hsiao, S. H.,, Wang, Y. Y., Wang, T., & Kao, T. W.
(2020). How social media shapes the fashion
industry: The spillover effects between private
labels and national brands. Industrial Marketing
Management, 86(July 2018), 40-51.

Hudson, S., Roth, M. S., Madden, T. J., & Hudson, R.
(2015). The effects of social media on emotions,
brand relationship quality, and word of mouth:
An empirical study of music festival attendees.
Tourism Management, 47, 68-76.

Humphrey, W. F., Laverie, D. A., & Rinaldo, S. B.
(2017). Brand choice via incidental social media
exposure. Journal of Research in Interactive
Marketing, 11(2), 110-130.

Ibrahim, B., Aljarah, A., & Ababneh, B. (2020). Do



social media marketing activities enhance
consumer perception of brands? A meta-
analytic examination. Journal of Promotion
Management, 26(4), 544-568.

Jalonen, H. & Jussila, J. (2016). Developing a
conceptual model for the relationship between
social media behavior, negative consumer
emotions and brand disloyalty. Lecture Notes in
Computer Science (Including Subseries Lecture
Notes in Artificial Intelligence and Lecture Notes in
Bioinformatics), 9844 LNCS, 134-145.

Kang, J., & Wei, L. (2020). Let me be at my funniest:
Instagram users’ motivations for using Finsta
(a.k.a., fake Instagram). Social Science Journal,
57(1), 58-71.

Kaplan, A. M. & Haenlein, M. (2010). Users of the
world, unite! The challenges and opportunities
of Social Media. Business Horizons, 53(1), 59-68.

Keller, K. & Aaker, D. (1990). Consumer evaluations
of brand extensions. Journal of Marketing, 54(1),
27.

Keller, K. L. (1993). Conceptualizing, measuring,
and managing customer-based brand equity.
Journal of Marketing, 57, 1-22.

Khajeh Nobar, H. B. Kalejahi, H. K, &
Rostamzadeh, R. (2020). Impact of social media
marketing activities on brand equity and brand
commitment in the leather industry.
International Journal of Business Excellence, 20(2),
191-204.

Khan, I. & Fatma, M. (2019). Connecting the dots
between CSR and brand loyalty: The mediating
role of brand experience and brand trust.
International Journal of Business Excellence, 17(4),
439-455.

Khan, M. L. (2017). Social media engagement: What
motivates user participation and consumption
on YouTube? Computers in Human Behavior, 66,
236-247.

Khan, Z., Yang, Y., Shafi, M., & Yang, R. (2019). Role
of social media marketing activities (SMMAs) in
apparel brands customer response: A
moderated mediation analysis. Sustainability
(Switzerland), 11(19), 15-17.

Kim, H. W., Gupta, S., & Koh, J. (2011). Investigating
the intention to purchase digital items in social
networking communities: A customer value
perspective. Information and Management, 48(6),
228-234.

Koay, K. Y., Ong, D. L. T., Khoo, K. L., & Yeoh, H. J.
(2020). Perceived social media marketing
activities and consumer-based brand equity:
Testing a moderated mediation model. Asia
Pacific Journal of Marketing and Logistics. 33(1),

29

Angga Febrian et.al: The Role of Social Media ...

53-72

Larson, L. R. L. & Shin, H. (2018). Fear during
natural disaster: Its impact on perceptions of
shopping convenience and shopping behavior.
Services Marketing Quarterly, 39(4), 293-309.

Mangold, W. G. & Faulds, D. J. (2009). Social media:
The new hybrid element of the promotion mix.
Business Horizons, 52(4), 357-365. Marjerison, R.
K., & Gan, S. (2020). Social media influencers’
effect on Chinese Gen z consumers. Journal of
Media Management and Entrepreneurship, 2(2), 1-
18.

Muntinga, D. G., Moorman, M., & Smit, E. G. (2011).
Introducing COBRAs: Exploring motivations
for Brand-Related social media use. International
Journal of Advertising, 30(1), 37-41.

Odoom, R., Anning-Dorson, T., & Acheampong, G.
(2017). Antecedents of social media usage and
performance benefits in small and medium-
sized enterprises (SMEs). Journal of Enterprise
Information Management, 30(3), 383-399.

Odoom, R. & Mensah, P. (2018). Brand orientation
and brand performance in SMEs: The
moderating effects of social media and
innovation capabilities. Management Research
Review, 42(1), 155-171.

OECD Secretary General. (2020). Covid-19: SME
Policy Responses. July, 1-55. https:/ /oecd.dam-
broadcast.com/pm_7379_119_119680-
di6bh3qgi4x.pdf

Olivia, S., Gibson, J., & Nasrudin, R. (2020).
Indonesia in the time of Covid-19. Bulletin of
Indonesian Economic Studies, 56(2), 143-174.

Pappu, R., Cooksey, R. W., & Quester, P. G. (2005).
Consumer-based brand equity: improving the
measurement - empirical evidence. Journal of
Product & Brand Management, 14(3), 143-154.

Prasad, S., Su, H. C,, Altay, N., & Tata, J. (2014).
Building disaster-resilient micro enterprises in
the developing world. Disasters, 39(3), 447-466.

Reijonen, H., Laukkanen, T., Komppula, R, &
Tuominen, S. (2012). Are growing smes more
market-oriented and brand-oriented? Journal of
Small Business Management, 50(4), 699-716.

Risius, M., & Beck, R. (2015). Effectiveness of
corporate social media activities in increasing
relational outcomes. Information and
Management, 52(7), 824-8309.

Roberts, D. L., & Piller, F. T. (2017). Finding the right
media in innovation. MIT Sloan Management
Review, March.

Rutter, R., Roper, S., & Lettice, F. (2016). Social media
interaction, the university brand and
recruitment performance. Journal of Business



Journal of Economics, Business, & Accountancy Ventura Vol. 25, No. 1, April - July 2022, pages 20 - 30

Research, 69(8), 3096-3104. Seetharaman, A.,
Azlan Bin Mohd Nadzir, Z., & Gunalan, S.
(2001). A conceptual study on brand valuation.
Journal of Product & Brand Management, 10(4),
243-256.

Seo, E. J. & Park, J. W. (2018). A study on the effects
of social media marketing activities on brand
equity and customer response in the airline
industry. Journal of Air Transport Management,
66(September 2017), 36-41.

Shafi, M., Liu, J., & Ren, W. (2020). Impact of COVID-
19 pandemic on micro, small, and medium-
sized Enterprises operating in Pakistan.
Research in Globalization, 2, 100018.

Sharma, S. & Verma, H. V. (2018). Social media
marketing: Evolution and change. Social Media
Marketing: Emerging Concepts and Applications,
19-36.

Sheth, J. (2020). Impact of Covid-19 on consumer
behavior: Will the old habits return or die?
Journal of Business Research, 117, 280-283.

Sheu, J. B. & Kuo, H. T. (2020). Dual speculative
hoarding: A  wholesaler-retailer channel
behavioral phenomenon behind potential
natural hazard threats. International Journal of
Disaster Risk Reduction, 44(December 2019),
101430.

30

Smith, B. G. & Gallicano, T. D. (2015). Terms of
engagement: Analyzing public engagement
with organizations through social media.
Computers in Human Behavior, 53, 82-90.

Suryani, T., Fauzi, A. A.,, & Nurhadi, M. (2020).
SOME-Q: A model development and testing for
assessing the consumers’ perception of social
media quality of small medium-sized
enterprises (SMEs). Journal of Relationship
Marketing, 0(0), 1-29.

Urde, M. (1994). Brands Today. Journal of Consumer
Marketing, 11(3), 18-32.

Wardati, N. K. & Er, M. (2019). The impact of social
media usage on the sales process in small and
medium enterprises (SMEs): A systematic
literature review. Procedia Computer Science, 161,
976-983.

Wong, H. Y. & Merrilees, B. (2005). A brand
orientation typology for SMEs: A case research
approach. Journal of Product and Brand
Management, 14(3), 155-162.

Yuan, R., Liu, M. ], Luo, J., & Yen, D. A. (2016).
Reciprocal transfer of brand identity and image
associations arising from higher education
brand extensions. Journal of Business Research,
69(8), 3069-3076.





