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Abstract

The purpose of the research is to analyze the behavioral intention to adopt social media in SMEs affected by the COVID-19 crisis, based 
on the TOE Model. This study uses the TOE framework as a theoretical basis. This research is important because COVID-19 has destroyed 
most of the SMEs, and SMEs are exposed to social media technology to market their products. The success of social media adoption has 
helped SMEs to be able to rise from adversity. Respondents in this study were 250 SMEs in the Special Region of Yogyakarta, Indonesia. 
The data analysis technique used is structural equation modeling with AMOS. The results of this study indicate that SMEs affected by the 
COVID-19 crisis have a high awareness of social media and have a high intention to adopt social media as a way to market their products 
and connect with customers. The intention to adopt social media is significantly influenced by the technological context, organizational 
context, environmental context, and social media awareness. The findings of this study suggest that in times of crisis due to the COVID-19 
pandemic, the Government support is needed. The Government needs to open services for SMEs whose businesses are affected by the 
pandemic.
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eventually disrupted the marketing process at a critical point. 
SMEs are the most affected by the coronavirus pandemic. 
The SME sector can no longer be a buffer for the economy 
as it was during the economic and financial crises of 1998 
and 2008. When Indonesia experienced a monetary crisis in 
1998, SMEs could still be a buffer for the national economy, 
absorbing the workforce, and moving the economy. In 2008 
during the global financial crisis, SMEs remained strong 
in sustaining the economy. However, SMEs still could not 
withstand the crisis caused by COVID-19. The effects of the 
previous economic and financial crisis were more localized 
in specific sectors. COVID-19 has caused SMEs to become 
the most vulnerable sector of the economic crisis. The Jakarta 
Stock Exchange reported that the price of the Composite 
Stock Index (CSPI) experienced the worst decline in the last 
decade, reaching 5%. At the same time, the rupiah continues 
to weaken against the U.S. dollar.

The Ministry of Cooperatives and SMEs received 
complaints from 1,417 SMEs related to the COVID-19 
impact since March 2020. This number will still increase 
in line with the personal reports of business actors, as well 
as based on the results of the provincial, district, and city 
government data collection. Of the interim figures, some 
constraints experienced by businesses during the pandemic 
accounted for 68% complaining of sales and falling demand; 

1. Introduction

The Corona Virus Pandemic (COVID-19) has a significant 
impact on the small- and medium-sized enterprises (SME) 
in Indonesia. The increasingly massive corona outbreak 
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14% complained about difficulty to raise capital during the 
pandemic; 9% of SME business operators complained that 
distribution and operations are late; 5% complained about 
the difficulty of getting raw materials, and the remaining 
4% complained about stunted production. The corona 
outbreak resulted in restrictions on community movements 
and the number of employees working through the method 
Work from Home and the stay at the home movement. The 
COVID-19 pandemic caused the Government to suggest 
social distancing. Social distancing, according to Reluga 
(2010), is an aspect of human behavior to reduce the level 
of contact with others to reduce the transmission of diseases. 
Social distancing is very useful when there is no vaccine 
and to delay epidemics until the vaccine is widely available. 
However, social distancing has a severe impact on the 
operations and marketing of SMEs in Indonesia.

On the other hand, along with the widespread 
implementation of social distancing, online shopping 
is also increasing because it is the main alternative for 
many people. Social distancing forces small companies in 
Indonesia in critical times to use an online marketing-based 
approach. SMEs must also provide facilities for customers 
to continue shopping offline for their basic needs, especially 
for grocery retail stores. Digital media has become the 
most effective and efficient choice for communicating 
with communities and also customers. Digitalization is the 
answer to the quarantine policy so that SMEs can still market 
their products. E-marketing makes it easy for SMEs to 
provide accurate, attractive, and useful information to their 
customers. Unfortunately, many SMEs in Indonesia are not 
yet familiar with using digital marketing (Sugandini et al., 
2019). Research conducted by Sugandini et al. (2018) shows 
that SMEs in Indonesia do not have human resources with 
adequate technical skills. SMEs also think that the cost of 
using social media is very high.

Innovative marketing, according to Larkina et al. 
(2018), is a determinant of the success of interactions with 
potential consumers. Creative marketing can also respond 
to the changing speed of customer desires and market 
demands. The ability of marketing managers is needed to 
find innovations that can respond to changes in the rate of 
information technology and the tastes of new customers 
and ensure the ability of consumers to pay. E-business 
has become a necessity for dealing with the crisis caused 
by COVID-19. This research aims to explain why SMEs 
in Indonesia cannot quickly respond to Internet-based 
marketing to maintain their product marketing. Several 
factors observed in this study were obtained by in-depth 
research of SMEs affected by COVID-19. The pre-survey 
results show that operationally Indonesian SMEs that do 
not rely on imported raw materials are not so affected. Raw 
materials are still accessible. Human resources at SMEs are 
usually also handled directly by the owner and his family. 

But the decline in sales has caused these SMEs to have to 
close down their businesses eventually. The decline in sales 
changes SMEs from traditional marketing to using social 
media. The barriers to adoption are also strengthened in the 
opinions of Alotaibi (2018) and Hopp and Gangadharbatla 
(2016), which state that barriers to adopting social media 
for SMEs can be categorized in three ways, namely, 
organizations, social media, and individuals (employees).

Research on the successful adoption by SMEs of 
social media is essential because the success of SMEs 
in adopting information technology can have an impact 
on the sustainability of SMEs and can further sustain the 
economy of the country. The basic theory used in this study 
is the Technology environment model from Tornatzky and 
Fleischer (1990). TOE explained that the successful adoption 
of SMEs’ technology is influenced by technological, 
organizational, and environmental factors (Chiu et al., 2017). 
Piaralal et al. (2015 and Chong and Olesen (2017) stated 
that the TOE framework has proven to be quite useful in 
analyzing the successful adoption of information technology 
in SMEs (Awa et al., 2017). Kamenga and Alexander (2017) 
show that small businesses may have to change the way 
they do business to adopt digital technology. Changing 
company practices is a big challenge that must be faced 
by small businesses. The critical role of social media for 
SMEs requires further analysis. (He et al., 2014); research 
on social media adoption is still critical (Kim et al., 2013). 
The emergence of social media allows small businesses to 
gain access to resources that have been dominated by large 
companies (Kim et al., 2013). Social media is an opportunity 
for small businesses to compete beyond their local markets. 
Another problem related to studies related to social media is 
that most reviews are carried out in developed countries (Kim 
et al., 2013; Jones et al., 2015). Research on the adoption 
of information technology innovation is still lacking in 
developing countries (Ainin et al., 2015).

2.  Literature Review

2.1.  Technology-Organization-Environment (TOE) 
Model 

The conceptual framework proposed in this study is 
the Technology-Organization-Environment (TOE) model, 
which was introduced by Tornatzky and Fleischer (1990); 
Chiu et al., (2017). The TOE framework is also used by El-
Haddadeh (2019) to analyze the adoption of the dynamics of 
innovation in cloud computing in SMEs by observing factors 
of senior managers’ perceptions, information technology 
capabilities, risk perceptions, and barriers to adoption. TOE 
is used as a basis for ensuring the process of confirmation of 
innovation through organizational identification in adopting 
technological innovation (Kim, 2015). 
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The TOE framework is useful in investigating various 
contexts of innovation, such as e-commerce, e-business, and 
entrepreneurial resource planning to estimate the readiness 
of information technology from SMEs (Awa et al., 2017). 
The TOE framework has also been used generally as a 
theory to test technology adoption by SMEs (Sabi et al., 
2017; El-Haddadeh, 2019). TOE has also proven to be the 
chosen framework in understanding technology adoption 
(Sugandini et al., 2018, 2019), and the value creation that 
comes with new technology (Makame et al., 2014).

2.2. Social Media Awareness 

Alshehri (2019) defines social media as a web-based 
service that allows individuals to build public profiles, 
articulate users when sharing connections with others, and 
view a list of links made by other users in a system. Alshehri 
(2019) defines consciousness as the subjective condition 
of a person’s existence to realize something, both within 
oneself or outside of himself. Social media awareness is a 
prerequisite for further use of social media. Awareness refers 
to knowing and understanding more about something that 
happens in the world or around someone. Oyekan (2008) 
identified a lack of awareness as one of the problems that 
contradicted the use of social media. Hew (2011) states 
that social media awareness is the primary determinant of 
informal scientific communication. Alencar (2016) made 
a significant contribution from the results of his research 
on the meaningful relationship between social media 
awareness and social media adoption for informal scientific 
communication. Bugshan (2019) states that media awareness 
has become a means of diffusion and improvement of 
information. Praveena and Thomas (2014), Shen (2015) 
agree that awareness is an essential factor influencing the 
intention to continue to adopt web technology.

H1: Social media awareness influences intention to 
adopt social media.

2.3. Technological context 

The technological context focuses on internal and external 
technology that is beneficial for companies that discuss the 
technical knowledge needed to apply social media (Matikiti 
et al., 2018); (Jeyaraj et al., 2006). Rogers’ diffusion theory 
of innovation (2003) and TOE have also been commonly 
used in recent years in the field of information technology, 
such as website adoption, cellular technology, and Internet 
adoption in small and medium trade (Chiu et al., 2017).

2.3.1. Perceived Relative Advantage

The technological factors proposed by Rogers (2003) are 
essential in influencing adoption decisions. Rogers (2003) 

defines relative advantage as a personal point of view that 
assumes that innovation is better than existing technology. 
Chong and Olesen (2017) state that relative advantage 
consistently influences the adoption of innovation. Chandra 
and Kumar (2018) explain the role of technological relative 
advantage factors in influencing the adoption of augmented 
reality in organizations for purposes of e-commerce. 
Organizations will adopt technological innovation if it can 
bring benefits to the organization both in organizational 
performance and economically (Nedbal & Stieninger, 2014; 
Oliveira et al., 2014).

2.3.2. Perceived Complexity

Chong and Olesen (2017) define complexity as the 
extent to which new technological innovations are difficult 
to use. Their research results show that complexity 
harms the adoption of information technology in small 
businesses. Zhai (2010), Wu, and Chuang (2009) also show 
that complexity influences e-commerce adoption. Porter 
(2012) shows that individuals with confidence in excellent 
performance abilities will easily use new technology 
based on the experience they have. The perception of 
the complexity of the use of information technology is 
usually associated with the rejection of users on social 
websites that are antecedents of e-commerce adoption 
(Ali et al., 2015). El-Gohary (2012) also concluded that 
complexity influences social media marketing adoption 
decisions. Nguyen et al. (2020) investigated the influence 
of factors on e-invoicing at the start of the adoption stage 
in Vietnam. Tahar et al. (2020) show that perceived ease 
of use positively affects attitudes and behavior of e-Filing 
adoption in Indonesia.

2.3.3. Perceived Compatibility

The diffusion of innovation (DOI) theory defines 
compatibility as the compatibility of innovation with 
existing systems in an organizational environment. Perceived 
compatibility is the user’s perception of the consistency 
of new technology with existing values, experience, and 
potential needs (Rogers, 2003); (Oliveira et al., 2014).  
El-Gohary (2012) shows that compatibility also makes it 
easy for SMEs to adopt digital marketing tools. Ghobakhloo 
et al. (2011) found that compatibility affects the ability of 
organizations to develop their business systems. Ahmad 
and Agrawal (2012); Nguyen et al. (2020) report the lack 
of compatibility between existing systems and emerging 
technologies, such as the new generation of digital 
technology, making information technology challenging to 
adopt.

H2: Technological context influences social media 
awareness.
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2.4. Organizational Context

He et al. (2014) stated that research on social media in 
small businesses is fundamental and needs to be studied 
further (Kim et al., 2013). The emergence of social media 
makes it easy for small businesses to obtain resources 
into the dominance of large companies (Kim et al., 2013). 
SMEs have the opportunity to compete outside the market 
they currently occupy (He et al., 2014). Information 
technology helps SMEs to cut costs by improving their 
internal processes, faster communication with customers, 
and distributing their products better through online (Ainin 
et al., 2015). The main benefits of adopting sophisticated I.T. 
include reducing costs, increasing productivity, increasing 
system integration, providing a collaborative environment, 
and increasing overall competitiveness. MacGregor and 
Vrazalic’s (2005) study findings show that the lack of 
technical skills and knowledge of I.T. as well as the high cost 
of implementing I.T. are significant barriers to e-commerce 
adoption (El-Gohary, 2012). Ifinedo (2011) found that what 
caused SMEs to be reluctant to accept Internet technology 
and e-business was commitment/management support and 
external pressure, which were significant predictors of I.T. 
acceptance. 

2.4.1. Employee Skills 

Employee skills to deal with technological complexity 
is one factor that significantly influences adoption (Bharati 
& Chaudhury, 2015). MacGregor and Vrazalic (2005) show 
that a lack of technical skills and I.T. knowledge, as well 
as high implementation costs, are significant barriers to 
e-commerce adoption. Bharati and Chaudhury (2015) also 
showed that skills in using information technology affect the 
speed of technology adoption in organizations.  

2.4.2. Cost Perception 

Another critical factor that inhibits the adoption and use 
of I.T. is high technology costs. Lack of finance is one of the 
two main obstacles for organizations to adopt I.T. The cost 
of procuring information technology that is perceived to be 
high by SME owners will slow down technology adoption 
(Awa et al., 2015). Potluri and Vajjhala (2018) analyzed the 
opportunities and challenges faced in adopting and utilizing 
Web 3.0 technology in developing countries. The results 
show that financial constraints of SMEs significantly affect 
adoption.

2.4.3. Top Management Support

Top management support can influence web 2.0 adoption 
(Newbury et al. 2014), and influence e-commerce adoption 
attitudes, influence the adoption of e-commerce-commerce 

and Internet technology (Dahnil et al., 2014); Matikiti et al., 
(2012). Matikiti et al. (2018) also show that top management 
support influences attitudes toward the adoption of social 
media marketing. This research is consistent with the 
findings of Wanyoike et al. (2012) and El-Gohary (2012). 
Dahnil et al. (2014) show that top management support 
can make all the resources needed for e-commerce 
implementation available. Hwang et al. (2012) concluded 
that the success of information systems is dependent on the 
support of the organization’s top management, as well as 
training. Fitriati and Mulyani (2015) showed the importance 
of senior management support and the level of sophistication 
of information systems in organizations in Indonesia, 
determining the success of information systems. 

H3: Organizational context influences social media 
awareness.

2.5. Environmental Context

The business environment is the main force that 
can encourage or hinder an organization from adopting 
innovation (Rogers, 2003). The external environment is 
the arena in which the organization runs its business. The 
two central environmental pressures in the adoption of 
SME e-commerce are pressure from trading partners such 
as suppliers and customers and competitive pressure. Other 
essential factors are the level of national infrastructure and 
government involvement in encouraging the adoption of 
e-commerce and supporting technology infrastructure such 
as access and quality of information technology consulting 
services (Ghobakhloo et al., 2011). On the other hand, 
the lack of regulatory support significantly influences 
technology adoption (Sutter, 2012).

2.5.1. Competitive Advantage

Aspasia and Ourania (2014) shows that more and more 
companies have adopted electronic communications in 
various e-marketing platforms for marketing activities. Social 
media has replaced marketing activities from conventional to 
digital-based (Ndekwa & Katunzi, 2016). The environmental 
context related to competitors and business partners 
(Piaralal et al., 2015). The ecological context has useful in 
predicting the adoption of SMEs’ information technology 
(Chiu et al., 2017). Awa et al. (2017) also explained that 
the environmental context influences the decision on the 
adoption of information technology. The Technology 
Acceptance Model developed by Alotaibi (2018) shows 
that the ecological context is essential for the successful 
use of information technology. Krasnov et al. (2018) show 
that world economic trends and the development of the 
business environment influence the adoption of innovations 
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in marketing. The main drivers of information technology 
adoption are a competitive advantage and reducing costs and 
time and increasing productivity (Awa et al., 2017). 

Bordonaba-Juste et al. (2012) concluded that the external 
environment mostly pressures companies to adopt e-business 
practices. Theodosiou and Katsikea (2012) also show 
factors that influence the intensity of e-business adoption, 
namely top management support, organizational learning 
ability, customer orientation, competitor orientation, culture, 
customer strength, and normative pressure. Organizations 
will more quickly adopt cloud computing and participate 
in using technology used by competitors because they face 
competitive pressures from competitors (Oliveira et al. 
2014).

2.5.2. Government Support

Government support through legislation is one of the 
environmental factors that influence technology adoption 
in the TOE framework. Regulations established by the 
Government can motivate and prevent organizations from 
adopting technological innovations. When the Government 
issues special regulations requiring several companies to 
have strict control and testing tools for industrial safety, 
these government regulations tend to hamper adoption 
(Seethamraju, 2015). On the other hand, if government 
regulations can provide financial support, resources, and tax 
breaks, it will encourage organizations to adopt technological 
innovations (Tornatzky & Fleischer, 1990). This regulation 
motivates these organizations to adopt Green information 
technology (Chen & Chang, 2014). 

2.5.3. Environmental Uncertainty

An environment full of uncertainty can harm the use of 
new technology. Environmental uncertainties occur when 
there are changes that are complex and fast. Organizations 
in a state of high uncertainty may not adopt new technology 
without the support of their infrastructure and clear operating 
standards. This uncertainty impacts the reluctance to adopt 
information technology (Chong & Olesen, 2017). According 
to Mergel (2013), social media applications also have a high 
level of uncertainty because they are hosted and designed by 
an external third party. 

H4: Environmental context influences social media 
awareness.

3. Research Method

This research is based on a survey of 250 SME respondents 
who were affected by COVID-19 in the Special Region of 
Yogyakarta, Indonesia. The number of respondents refers to 

the adequacy of the model established by Hair et al. (2018). 
Loehlin (1998) states that the minimum sample size needed 
to reduce bias in all types of SEM estimates is 200. The 
sample size for the maximum likelihood (ML) estimate must 
be at least 15x the number of observed variables (Stevens, 
1996). A significant decrease in sales shows that SMEs were 
affected by COVID-19. Data was collected from handicraft 
SMEs, various business SMEs, and trade SMEs. In-depth 
interviews were conducted with Google Zoom. Most of the 
respondents are SMEs owners who also work as managers in 
their UKM. The survey was conducted online using Google 
forms. This research uses Structural Equation Modeling as 
a data analysis tool. The independent variables in this study 
are the technological context, organizational context, and 
environmental context. Indicators of technological context 
include the perception of relative advantage, complexity, 
and compatibility. The organizational context is shown by 
employee skills, high-cost perceptions, and top management 
support. The environmental context is measured by indicators 
of perception of competitive advantage, government support, 
and environmental uncertainty. Data analysis uses Structural 
Equation Modeling with AMOS.

4. Results

4.1. Description of Research Respondents

This study uses data taken from 250 SME respondents in 
the Special Region of Yogyakarta. Respondents are all SME 
owners as well as UKM leaders. The income during the year 
ranges from 100 million to 1 billion rupiahs. Respondents 
were mostly male (85%). On average, each UKM has been 
operating for more than five years. The age of respondents is 
mostly above 50 years old. 

4.2. Validity and Reliability

The reliability and validity test results show that all 
instruments used in the study are valid and reliable so that 
they can be used for further testing. The research instrument 
used to measure behavior intention to use social media was 
adapted from Tuten (2020). Social media awareness and 
intention to adopt social media was taken from Musa et al. 
(2015). The technological context, organizational context, 
and environmental context were borrowed from Tornatzky 
and Fleischer (1990); Awa et al., (2017); Chiu et al., (2017).

4.3. Model Evaluation Using SEM-AMOS

This study uses a Structural Equation Modeling-AMOS22 
analysis tool involving 250 respondents. The results of data 
analysis showed that the chi-square was 165.490, DF: 88, 
probability level 0.064. CMIN / DF: 1.880. The Goodness of 
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Fit Index: 0.92. Root Mean Square Error of Approximation: 
0.079. Normed Fit Index: 0.90. Comparative Fit Index 0.94. 
The fit-index test results show that the behavior intention 
model to use social media with antecedents of technological 
context, organizational context, and environmental context 
can be accepted. Table 2 shows the C.R. values   of each path 
≥ 2. The p-value of all paths ≤ 0.05, so it can be concluded 
that all paths hypothesized are supported.  

5. Discussion

The COVID-19 pandemic has made SME managers 
more aware of social media. This research shows that 
social media is increasingly believed to be adopted for the 
benefit of SME marketing. SME managers began looking 
for various information related to social media and its 
advantages for marketing products online. What benefits can 
be gained from using social media as a basis for the adoption 
of social media? Many small business managers at the time 
of COVID-19 were preoccupied with sharing about the use 
of social media, including the impacts and risks faced by 
using social media. SME managers are starting to become 
aware of the costs, and in crisis conditions, many SMEs are 
adopting unpaid social media. The use of outstanding social 
media helps SMEs under challenging times. SMEs also 
began to consider participation awareness. UKM is aware of 
the interaction that can be done through social media. SMEs 
are increasingly often in direct contact with their customers. 
Thus, the first hypothesis about the influence of social 
media awareness on the intention to adopt social media is 
supported. The study supports Hew (2011), which states 
that the level of social media awareness is a determinant of 
adoption. Alencar (2016) also says that there is a significant 
relationship between social media awareness and social 
media adoption (Bugshan, 2019).

The technological context, which is proxied from 
relative superiority, perceived complexity, and conformity 
perception, shows a significant positive effect on awareness 

of social media. During the COVID-19, SMEs are forced to 
use social media for marketing their products. Many SMEs 
who have felt the relative superiority of social media have 
become concerned with social media. SMEs’ concern for 
social media starts to emerge when they need the means to 
offer their products, which so far have only been sold directly 
in the market. Work from home and the suggestion to stay at 
home means these SMEs can no longer sell their products 
directly. Based on this, the SMEs began to glance at the 
most likely Internet technology to be adopted. The choice 
of SMEs falls on social media technology. Social media is 
considered as an application that has advantages compared 
to offline marketing. Rogers (2003) shows that perceived 
superiority makes it easier to adopt information systems. 
Chong and Olesen (2017) also stated that relative excellence 
had an impact on the adoption of innovation. This statement 
was also supported by Chandra and Kumar (2018); Nedbal 
and Stieninger (2014); Oliveira et al. (2014).

Another factor that causes ease of adoption is complexity. 
Most SME managers also say that social media is not 
complicated when used, or is relatively easy to learn. This 
research supports Chong and Olesen (2017) opinion, which 
shows that the more difficult a technology will be, it will 
be challenging to adopt. Chong and Olesen (2017) also 
show that compatibility harms the adoption of information 
technology in SMEs. Perception is associated with user 
unfriendliness on social websites (Ali et al., 2015). This 
research shows that social media applications are easy to 
use and not as complicated as using other digital marketing 
applications.

This research shows that social media applications are 
easy to use and not as complicated as using other digital 
marketing applications. Social media applications have 
an impact on the awareness of social media. This research 
shows that using social media does not need to change the 
daily lives of SME managers because so far, the owners 
and employees are accustomed to using social media, like 
Whatsapp, Facebook, and Instagram. 

Table 1: Results of analysis of relationships between variables

Path Estimate Standardized Regression Weights S.E. C.R. P Hypothesis
Social media awareness → 
Intention to adopt SM 0.753 0.886 0.094 7.991 *** Supported

Technological Context → Social 
media awareness 0.644 0.272 0.127 5.085 *** Supported

Organizational Context → Social 
media awareness 0.673 0.614 0.070 9.683 *** Supported

Environmental Context → Social 
media awareness 0.872 0.663 0.112 7.802 *** Supported
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context can predict the adoption of information technology 
in developing countries (Chiu et al., 2017). Awa et al. (2017) 
and Alotaibi (2018) also show that a competitive environment 
is very influential in the successful adoption of social media. 
Krasnov et al. (2018) also stated that world economic trends 
and competition influenced marketing innovations. 

The results of this study indicate that the Government 
has provided support to SMEs through the Go Online 
UKM government program, which aims to increase the 
number of SMEs who surf in cyberspace. This government 
support is carried out with various regulations that assist 
SMEs in marketing through social media. The Ministry 
of Cooperatives, SMEs, and the Ministry of Information 
Communication, together with e-commerce actors, initiated 
eight million UMKM Go Online. The Government also 
hopes to accelerate the transformation of SMEs in Indonesia 
towards the Digital Energy of Asia in 2020. The Government 
is assisting SMEs in using digital marketing applications, 
including social media. The Government also makes online 
promotion media for SMEs. The results of this study also 
show that SMEs felt government support. The results of 
this study support Seethamraju (2015), which states that 
government regulations can motivate SMEs to adopt the 
technology. Tornatzky and Fleischer (1990) state that the 
government’s regulatory assistance to SMEs is financial 
support, resources, and tax relief (Chen & Chang, 2014). The 
application uncertainty factor is also a reason for SMEs to 
be more aware of social media use. Most SMEs do not have 
adequate knowledge about applications in social media. 

These SMEs managers currently only use social media 
that they understand. The survey results showed that SME 
managers did not feel that social media had high uncertainty. 
SME managers did not feel that social media because UKM 
managers’ knowledge has not fully understood using social 
media applications. So, there are still many SME managers 
who are still trying to find out about social media’s existence 
and its benefits for SME businesses. According to Chong 
and Olesen (2017), the uncertainty inherent in social media 
applications influences information technology adoption. 
Usually, social media applications have a high uncertainty 
level because the hosts are typically designed and managed 
by external parties (Mergel, 2013).

6. Conclusions

This study’s results indicate that the TOE model 
proposed by Tornatzky and Fleischer (1990) is supported. 
This study suggests three hypotheses based on the TOE 
framework. The explanation, which states that technological 
aspects, organizational aspects, and environmental aspects 
affect social media awareness, are all supported. Behavioral 
intention to use social media models built in this study were 

During the COVID-19 pandemic, SME managers felt 
that the use of online applications was beneficial. Social 
media can quickly reach their consumers. The results of 
this study support Rogers (2003), Oliveira et al. (2014), 
and El-Gohary (2012), which shows that compatibility can 
facilitate SMEs to adopt information technology. Bharati and 
Chaudhury (2015) also show that employee skills are one 
of the factors that can influence adoption. They also show 
that the ability to apply information technology affects the 
speed of adoption in organizations. Awa et al. (2015) also 
showed that the perception of high information technology 
procurement costs affected the slow adoption.

This study uses respondent managers who are also SME 
owners. The COVID-19 pandemic shows that SME managers 
work together with their employees to prepare their online 
marketing infrastructure. Top management is increasingly 
aware of social media by seeking more knowledge about 
social media on resourcefulness. Adoption of social media 
has become easy for SMEs. The results of this study support 
Newbury et al. (2014), who state that managerial support 
influences adoption. Dahnil et al. (2014) also showed that 
top management support influenced the awareness of 
SME managers to adopt information technology. Matikiti 
et al. (2012) show that managerial support controls the 
implementation of e-commerce and the initiation of Internet 
technology. Matikiti et al. (2018) also showed that top 
management support affects awareness of social media 
marketing adoption. 

The environmental context with indicators of competitive 
advantage, government support, and uncertainty also 
positively affects awareness of social media. The COVID-19 
pandemic caused changes regarding SME marketing. Many 
SMEs experienced a fall in sales. Conditions of sales 
uncertainty have made SMEs managers more aware of the 
existence of social media. SMEs feel a high need to use 
social media. SMEs also think that marketing through social 
media can increase their competitive advantage. Marketing 
with social media allows SMEs to get consumers from 
outside the island and even abroad.

On the other hand, SMEs feel concerned if there is an 
increase in demand because these SMEs’ conditions do 
not have excess production capacity. The problem is with 
imported raw materials, price fluctuations, and scarcity. 
SMEs must look at this issue as a challenge as well as 
an opportunity to use online marketing. The COVID-19 
pandemic turned out to have forced SMEs to switch to digital 
marketing with all the consequences.

The results of this study support Aspasia and Ourania 
(2014) increasingly fierce competition for SMEs to use 
social media and revolutionize the way marketing activities 
are conducted (Ndekwa and Katunzi 2016; Piaralal et al., 
2015). SME business competition in an environmental 
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also accepted because they have a good fit model. Most 
SMEs in Indonesia during the COVID-19 pandemic have 
experienced a fall in turnover of about 70%. The presence of 
social media is expected to help drive the pace of business in 
SMEs so that the fallout from the COVID-19 pandemic can 
be overcome, and SMEs can again become supporters of the 
country’s economy in a crisis. 

7. Contributions       

7.1. Theoretical contributions 

This study justifies the importance of Rogers’ (2003) 
theory of the diffusion of innovation and the TOE framework 
of Tornatzky and Fleischer (1990) in predicting behavioral 
intention to use social media in SMEs in developing 
countries, which are currently being hit by a crisis due to the 
COVID-19 pandemic. UKM, during this crisis, cannot afford 
to be a buffer for the economy in the country of Indonesia. 
SMEs are forced to do marketing and business activities via 
the Internet so that SMEs can continue to run their business 
processes and meet their customers’ demands. This research 
also shows the importance of awareness of social media first 
before SME managers adopt social media. SMEs need to 
know in advance the existence of social media, how social 
media works, and how to use social media applications. A 
high level of awareness of social media can encourage the 
use of social media in these SMEs. 

7.2. Practical Contributions

This research shows that SMEs in times of crisis due 
to the COVID-19 need support from the Government. 
The Government needs to open services for SMEs whose 
businesses are affected by the pandemic. The Government 
also needs to prepare programs to anticipate the impact of 
COVID-19, including proposing SME purchasing power 
stimulus and tax relaxation for SMEs. The Government 
also needs to assist SMEs in product promotion strategies 
by helping SMEs create engaging advertising content. 
Furthermore, SMEs need to improve their approach 
in coordinating and collaborating with their teams by 
utilizing online networks. Utilization of technology and 
tools professionals available today can be used by SMEs 
to determine work priorities, monitor, and evaluate their 
marketing.

8. Limitations and Suggestions 

This research was conducted in Indonesia and can only 
be generalized to SMEs in countries with characteristics 
like Indonesia. This research was carried out during a crisis 
when the COVID-19 pandemic has threatened SMEs to go 

bankrupt. Further research is expected to conduct longitudinal 
studies by analyzing the adoption of information technology 
in the post-COVID-19 era. So, that they can provide a more 
precise explanation of differences in adoption during crises 
and during normal conditions. Furthermore, research should 
examine SMEs’ readiness to adopt e-business more broadly, 
beyond social media. This research can be expanded by 
analyzing variables of organizational size, risk perception, 
and ownership type of e-business adoption.
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