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ABSTRACT

The presence of social media affects the marketing strategies for all businesses. This study aimed to
formulate a social media marketing model for SMEs during the Covid-19 pandemic. The study
conducted a literature review that examined various studies in social media marketing customer
engagement and marketing performance. The exogenous variables were entrepreneurial orientation and
market orientation. This study provides a model for the social media marketing and customer
engagement research model as the intervening variables and research questions development for further
research.
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INTRODUCTION

SMEs are improving the national economy and as a solution for expanding employment
opportunities. SMEs employment in Indonesia of 97.24% (Jaswadi et al., 2015). Even when a recession
hit Indonesia during the Covid-19 pandemic, SMEs could survive and contribute to state revenues from
the tax sector (Febriyantoro & Arisandi, 2018; Santoso, 2020).

Technological advances require all businesses to implement digital technology as a marketing tool
(Salehi et al., 2012). Social media marketing as one of digital marketing is a form of consumer behavior-
altering. Many SMEs do not know about digital marketing advantages (Purwana et al., 2017).
According to Kalei (2020), SMEs' defiance in Kenya is cheap goods from China. Indonesia is also
facing similar problems as a challenge for SMEs in Indonesia.

There are many benefits of using social media marketing. A business will transcend demographic
boundaries to introduce products extensively (Salehi et al., 2012). Others demonstrate that digital
marketing can create low-cost communication processes (Oklander & Tetiana Oklander, 2017). Product
brand awareness will be recognized quickly (Oktaviani & Rustandi, 2018). Therefore, SMEs have to
implement social media marketing to increase marketing performance.

Several scholars have done social media marketing research. Kaushik et al. (2020) stated that an
online platform establishes a product brand easier to be recognized across the countries. Teece & Leih
(2016) explained that small businesses could adjust and increase their resources by utilizing information
technology. Business agility is related to integrating products and services for a dynamic market. Stone
& Woodcock (2014) also said that interactive marketing evolves in the digital world. Particularly with
the presence of smartphones, it is easy for consumers to get product information.

The Covid-19 pandemic is a global phenomenon that shifted business activities. Adopting social
media as a business tool could affect SMEs ' sustainability (Patma et al., 2021). The Covid-19 pandemic
compels consumers to spend less time in offline stores likewise shops and supermarkets. Therefore, in-
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store promotional products and purchasing will decline. Meanwhile, social media can raise procurement
(Mason, Narcum, et al., 2021). Social media had a global reach to promote a product (Mason, Brown,
et al., 2021). Therefore, usage of social media gains importance on the Covid-19 pandemic.

The distinguish to prior studies, the novelty of this research is to synthesize the influence of social
media marketing during the Covid-19 pandemic. This study aims to develop a research model
formulation of social media marketing on marketing performance for SMEs during the Covid-19
pandemic in Indonesia.

LITERATURE REVIEW

Marketing Performance

According to Gao (2010), marketing performance consists of three dimensions: effectiveness,
efficiency, and adaptability to change. Effectiveness and efficiency were marketing activities carried
out by the organization to obtain revenue, market growth, and market share. Meanwhile, Saeko et al.
(2012) added that marketing performance is a business success factor combined with strategic
marketing, market, and financial condition. The marketing performance consists of sales growth, market
development, and market share. Ferdinand (2014) stated that good marketing performance focuses on
sales value, growth, and market share. The three marketing definitions were strengthening each other.
It can be concluded that marketing performance is influenced by three variables: market share, sales or
revenue, and market development.

The purpose of marketing performance is to acquire a profit. The sales value could be in the form
of money or the number of product units that have been sold. Sales growth indicates by sales increase
compared to a specific time. The market share shows a product's contribution in market-dominating for
similar products compared to competitors. Decent marketing performance is also indicated by sales
growth (Widodo, 2008).

Social Media Marketing

Social media is an online platform for communication activities, discussions, social interactions,
and online participation. Therefore, social media is also used as a platform to share content, promotion,
review, products ranked, and services (Aryanto & Wismantoro, 2020). While, Gunelius (2011)
describes the purpose of social media marketing as increasing product, brand, even business awareness
by using social websites, such as social networking, microblogging, and content sharing.

Many companies know that traditional marketing is inadequate to promote products and position
a brand in this modern business era (Bruhn et al., 2012; Melovi¢ et al., 2020). Thus, social media
marketing also affects marketing communication. Marketing communication was originally one-
directional become into multidirectional. According to Rangaswamy et al. (2020), digital marketing is
dynamic and adaptive. Marketing strategies through digital marketing are done by changing the
traditional marketing concepts because online products could influence marketing strategies
development and decisions.

A posting in a video positively influences a product compared to text and images only.
Furthermore, the endorsement system of a product can drive positive feedback to a product and a brand
(Dhaoui & Webster, 2020). Since the widespread utilization of smartphones, social media users is
increased to change the consumer's perspective on a brand. Even a lot of consumers are bound by a
brand, only by clicking the "Like" or "Share" button (Hewett et al., 2016). Yoon et al. (2018) and Goh
et al. (2012) appended that positive comments on social media can positively affect the income of a
business. Therefore, social media is a word-of-mouth tool that can be accessed easily. Moreover, on the
Covid-19 pandemic, social media is essential to reach customers.

Customer Engagement

Customer engagement is an effort to build and improve a company's relationship with customers
to maintain business performance (Brodie et al., 2013). Another elucidation of customer engagement is
interactions between customers and companies of marketing activities (So et al., 2014). Furthermore,
Hollebeek et al. (2014) stated that customer engagement is involvement between customers and
companies through communication, experience, and online community. Moreover, Dessart et al. (2015)
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propound customer engagement as a form of marketing business binding consumers to maintain brand
loyalty. In conclusion, customer engagement attempts to involve the customer with a company to create
fidelity.

Marolt et al. (2020) studied the role of customer engagement in large-scale companies show that
customer engagement affects marketing performance. Meanwhile, Mohammad (2020) analyzed the
influence of customer empowerment and customer engagement on marketing performance. This study
used loyalty as one of the marketing performance dimensions for marketing performance variables.
This research found that customer engagement had a positive effect on marketing performance. Garg et
al. (2020) examined customer engagement from the point of view of technology industry business
performance in India. The results showed that business performance is also influenced by customer
engagement.

Entrepreneurial Orientation

The entrepreneurial concept was described by Covin and Slevin (1991) as an integrated model that
entrepreneurial behavior has linkages with business performance. T. Lee & Chu (2011),
Kumalaningrum (2012), and Lukiastuti (2012) stated that entrepreneurial orientation was the ability of
a company to identify and also utilize opportunities. Meanwhile, Ahimbisibwe & Abaho (2013)
appended that a company with entrepreneurial orientation will become a risk-taker. In brief,
entrepreneurial orientation is prominent in the dynamic business competition nowadays.

Each MSME needs to foster an entrepreneurial attitude to still exist in the competition in a
competitive business. Because of, entrepreneurial orientation has a linkage to the business capability.
Many studies found that entrepreneurial orientation affects both large and small business performance.
Likewise, research by Pratono & Mahmood (2015) examined the ability of MSME to survive in the
middle of a turbulent environment. The finding of this research stated that entrepreneurial orientation
affected MSME performance. Octavia et al. (2019) particularized about SME of halal food in Jambi
Province. The finding showed a positive influence of entrepreneurial orientation and customer
engagement on business performance. Moreover, Sa & Chai (2020) obtained that entrepreneurial
orientation significantly affected MSME performance in Malaysia's lodging business sector.

Market Orientation

In improving marketing performance, a company should have a market orientation. By having
market orientation, a business will have the competence to recognize its customers to provide customer
satisfaction. These things are reflected through market orientation (Jayaningrum & Sanawiri, 2018). It
was the same as Day (1994) showed a business with market orientation would have the proper ability
to appertain with customers. Through market orientation, a business can get more vantage, rather than
those that do not have it.

The market orientation on marketing performance research also got different results. Oduro &
Haylemariam (2019) examined market orientation in Ghana and Ethiopia's manufacturing industry. The
CSR variable moderates the market orientation as an independent variable. The results demonstrate two
things. First, market orientation could improve marketing performance. Second, market orientation also
improves financial performance. Moreover, Sriayudha et al. (2019) examined the relationship between
entrepreneurial orientation and market orientation SMEs business performance. This study indicated
that both dependent variables affected the business performance.

Furthermore, Puspaningrum (2020) studied the effect of market orientation on marketing
performance by using competitive advantages as a mediation variable. The analysis results found that
market orientation positively influenced the performance of SME marketing. Likewise, Riswanto
(2020) propounds that market orientation directly affects the marketing performance positively and
through innovation as a mediation variable indirectly.

DISCUSSION
The effect of entrepreneurial orientation on social media marketing
Entrepreneurial orientation and innovation orientation positively affect using social media
strategies. The study was conducted on 207 fashion brands in Taiwan and analyzed using SEM and
FSQCA (Fuzzy-Set Comparative Analysis) using the Resource-Based View concept. This analysis
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found evidence that using social media as a marketing strategy can intensify both the company's success
and competitiveness (Wu et al., 2020). In Faisal et al. (2018), entrepreneurship orientation was positive
and significantly affected social media orientation. It shows that SMEs with a higher entrepreneurial
orientation will have a higher social media orientation. The implication of this study suggested for
SMEs to use social media to improve business performance.

Additionally, Eggers et al. (2017) outline the importance of social media in advancing SMEs.
SMEs need to strengthen entrepreneurial resources. One of the ways that can be done is workers
empowered to develop social networking skills. Thus, SMEs should take advantage of social media to
improve business performance. It was obtained based on entrepreneurial orientation affected social
media development positively for SMEs in several countries in Europe. This study also stated that
responsive market orientation has no significant effect on using social media. Those previous studies
show that entrepreneurial orientation positively affects social media marketing.

The effect of social media marketing on marketing performance

Winarti (2021) explains that social media provides many advantages in digital marketing. It
includes the communication process that can be done reciprocally, information dissemination such as
product promotion can be done quickly and cheaply, and customer identification processes will be
easier (Rohm et al., 2013). These activities can be done cheaply (Glimis & Kiitahyali, 2017). In social
media marketing, Artaya & Baktiono (2016) researched to find out whether marketing through social
media could increase SME sales significantly. The independent variables used in this study were some
social media platforms consisting of Facebook, Twitter, Instagram, and Youtube. The number of
samples was 62 SMEs and multiple linear regression as an analysis method. This study obtained that
all social media platforms significantly affected SMEs' sales value. Mason et al. (2021) demonstrated
that on the Covid-19 pandemic, usage of social media as a business tool increased significantly.

Other studies conducted by Ritz et al. (2019) examined the application of digital marketing in small
businesses by using the Do-It-Your (DIY) model and Technology Acceptance Model (TAM). This
research indicates that small business owners must do technology utilization. Although, technology
usage is not the only factor to succeed in a business. Meanwhile, Pranoto & Lumbantobing's study
(2021) analyzed the Technology Acceptance Model of social media marketing. This study involved 163
respondents of MSME owners in Jakarta. Data analysis using SEM-PLS. The study concluded that
social media marketing positively and significantly affects MSMEs performance. Indeed, Aftab et al.
(2021) examined SME performance in Pakistan using 400 respondents. Data analysis used a Two-Stage
Structural Equation Model. This study obtained that social media marketing and product innovation
affect SME performance positively and significantly. By the prior studies, it can be stated that social
media marketing affects marketing performance.

The effect of market orientation on customer engagement

Kohli & Jaworski (1990) stated that one of the goals of market orientation was the company's view
to focus on consumers. Meanwhile, according to Dessart et al. (2015), Customer Engagement could be
seen from a sense of interest or enthusiastic deportment of consumers on a product. Instead, the
customers are willing to refer it to others. Many studies showed that market orientation has a linkage
with customer engagement.

Mamun et al. (2018) studied the effect of entrepreneurial orientation and market orientation on
consumer engagement and manufacturing SME's performance in Malaysia. The study was conducted
on 360 SME manufacturing and analyzed by using SEM-PLS. This study stated that entrepreneurial
orientation and market orientation had a positive effect on consumer engagement significantly. Alike,
consumer engagement also affects SME performance significantly. The implication of this study
explained the importance of managers or owners of SMEs to develop strategies that could involve
consumers while improving performance. In addition, SMEs owners should maintain the relationship
with consumers through dialogue or contrive sustainable relationships.

Furthermore, Ahmadi et al. (2019) investigated the relationship between entrepreneurial attitude
and market orientation on customer engagement in Tehran. This research used 120 respondents to all
managers and supervisors at the Mammut Industrial Group, and the data were analyzed with SEM using
Lisrel. The results showed that market orientation and customer engagement had a significant relation.
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From the short review above, market orientation has a positive effect on customer engagement
significantly.

The effect of social media marketing on customer engagement

Social media can build customer engagement with a company (Schultz & Peltier, 2013). Using
social media can create two-way communication between consumers and the company. Therefore, by
optimizing social media, the company can trace customer needs. Thus, social media can establish
relationships between companies and consumers through a community, and the process will develop
customer loyalty (Joseph, 2011). Interesting content could encourage customer engagement through
social media (Kilgour et al., 2015). Customer involvement through social media could be identified by
the frequency of accessing websites, like, subscribing information, or following the latest content
distributed (Ahmad et al., 2016), tweeting, or endorsing company products (Coker et al., 2015).

Facebook usage has a positive effect on customer engagement. Facebook users who tend to be
involved with the Brands Pages will also contribute by commenting and sharing the page through a
personal network (Tsai & Men, 2013). Social network marketing has a significant effect on customer
engagement. People who spend time with social media tend to be more involved with products, brands,
and companies. Thus, a company attains customer engagement, so social media users will positively
view products and brands (VanMeter et al., 2015). Toor et al. (2017) analyzed the influence of social
network marketing on purchase intention mediated by customer engagement in 300 Pakistan social
media users. The data analysis process used SEM. The summary of this study was stated that social
network marketing influenced purchase intention significantly. Likewise, customer engagement as the
mediator is also influenced by social network marketing. This research showed that social media usage
evolves customer engagement and increases purchasing. Therefore, based on the prior study, social
media marketing positively affects customer engagement.

The effect of customer engagement on marketing performance

Customer engagement has a positive and significant effect on marketing performance (Garg et al.,
2020; Herdiany & Yuliati, 2019; Onamusi & Adenekan, 2020). Herdiany & Yuliati (2017) stated that
customer engagement had a positive and significant effect on repeated purchases on iPhone products.
Meanwhile, Mohammad (2020) investigated the relationship between customer empowerment and
customer engagement on marketing performance. The population of this study was college students in
Northern Jordan. There were 1320 questionnaires were distributed, but 895 questionnaires were
returned. For marketing performance variables, this study used customer loyalty as one of the marketing
performance dimensions. The analysis found that customer engagement had a positive effect on
marketing performance.

Withal Marolt et al. (2020) investigated the role of customer engagement for SMEs in the
Slovenian Republic. The number of data was analyzed by 119 from SME owners and managers. Data
analysis was using SEM. The results showed that customer engagement built by the company affects
marketing performance. Meanwhile, Garg et al. (2020) observed customer engagement from the
standpoints of Information Technology and retail industry business performance in India. Data were
processed using SEM from 281 questionnaires. The finding stated that business performance is
influenced by customer engagement. Onamusi & Adenekan (2020) examine customer engagement and
the relation to marketing performance on baby care products in Nigeria. This study used market share
as one of the marketing performance indicators, and the results explained that customer engagement
has a significant effect on market share.

The constructs are used in this study consists of entrepreneurial orientation and market orientation
as the exogenous variable. Meanwhile, the endogenous variable is marketing performance, and the
mediation variables are social media marketing and customer engagement. The framework of this study
is shown in Figure 1.
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Figure 1. Social Media Marketing framework for SMEs in pandemic season

Based on the above explanation, the hypothesis proposed is:

Hi:  Entrepreneurial orientation will positively impact social media marketing

H,:  Social media marketing will positively impact marketing performance

Hs:  Entrepreneurial orientation will positively impact marketing performance through social media
marketing

H.:  Market orientation will positively impact customer engagement

Hs:  Social media marketing will positively impact customer engagement

He:  Customer engagement will positively impact marketing performance

H7:  Market orientation will positively impact marketing performance through customer engagement

Hs:  Social media marketing will positively impact marketing performance through customer
engagement

CONCLUSION

Social media marketing has a role in improving SMEs' marketing performance. This study has
formulated a research model by implementing two exogenous variables: entrepreneurial orientation and
market orientation, and the intervening variables were social media marketing and customer
engagement. There are eight hypotheses constructed in this study. During the Covid-19 pandemic,
social media marketing is beneficial for SMEs to market a product. Using social media marketing could
extend a more broad market area. Likewise, social media can promote SME products around the SME
environment and trans-border.

Furthermore, social media marketing does not promote products statically. Even more, social
media would connect both buyers and sellers to engage customers. Indeed, customer engagement will
raise consumers to make sustainable purchasing and recommend it to others.
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