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Abstract.

This research focuses on integrating digital platforms in small and medium-sized
enterprises (SMEs), emphasizing the importance of efficient stakeholder communication
for their success. Additional scholarly investigation is required to examine the correlation
between SME success and social media adoption, with a focus on emerging countries.
This study examines how technology-organizational-environmental (TOE) factors
affect digital social communication and SME success in developing nations. Through
employing the TOE framework, this study attempts to explain the determinants of social
media adoption and its subsequent effect on the performance of SMEs. Data will be
gathered through the utilization of a well-organized questionnaire disseminated online
to a randomly selected group of participants from SMEs in Indonesia. Partial-least-
squares-structural-equation-modeling will be employed to conduct the route analysis,
with the involvement of SME owners, executives, and managers. Furthermore, the
study will evaluate how social media influences the connection between TOE qualities
and SME performance. The findings will demonstrate a clear and favorable correlation
between the TOE components, and the interaction between SME performance and
social media adoption. This research will enhance the existing body of knowledge in
this domain by offering valuable insights for professionals and scholars interested in
the use of social media in SMEs.

digital social communication, SME, TOE

Nowadays, in a profound impact of digital technology’s exponential growth on our every-
day existence is particularly noteworthy considering the Internet’s ubiquitous nature. The
skyrocketing number of social media users in 2023 amounted to 5.18 billion, surpassing
fifty percent of the global population. Additionally, the number of Internet users reached
4.8 billion individuals [1]. This technological advancement has also contributed with

regard to the expansion of the digital economy [2]. However, the studied by Low et al.

Yudha Prakasa, Nizar Fauzan*, (2024), “Understanding the Technological-Organizational-Environmental Concepts on SMEs’

Performance in Emerging Market” in Brawijaya International Conference on Business Administration, Taxation, and Tourism, KnE Social Sciences,

Page 43

pages 43-66. DOI 10.18502/kss.v9i11.15756


http://www.knowledgee.com
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/

E KnE Social Sciences BICBATT 2023

[3] reveals that despite the prevalence of technology in various sectors such as media,
retail, and finance, industries are still operating at less than 40% of their digitization
potential. Through suggests that there is untapped potential in fully harnessing digital
technologies, and achieving a fully realized digital economy remains a priority for nations

worldwide.

Despite the fact that large companies possess the capacity to utilize digital commu-
nication platform and other internet-based techniques without necessitating additional
resources SMEs can also exploit these methods due to their cost-effectiveness, user
friendliness, and ability to reach a broad audience [4]. The utilization of social media
by SMEs is increasing in emerging nations and is considered a noteworthy strategic
approach [5]. Social networking is popular among SMEs in developing countries [6].
Firms can rapidly identify client needs using social media. Affordable analytics, con-
version tracking, content management, automatic publishing, and customer targeting
are available on social media. The literature on entrepreneurship and business in both
developed and emerging nations highlights the importance of SMEs through using
social media [7]. This however enhances SME sales performance and client interactions,
hence maintaining their competitiveness. While expansive multinational businesses can
employ internet-based strategies such as social media with no additional investment,
SMEs can benefit from its cost-effectiveness, user-friendliness, and ability to connect
with a wide range of consumers. [4]. The utilization of social media by SMEs is increasing
due to its cost-effectiveness, user-friendliness, and ability to reach a large audience.
While large firms can employ social media and other internet-based approaches without
additional resources, SMEs can also leverage these tools to their benefit. The devel-
oping countries and is a significant strategy [5]. Social networking is popular among
SMEs in developing countries [6]. Social media helps firms discover client demands and
respond quickly. Social media also enables affordable analytics, conversion tracking,
content management, automatic posting, and customer targeting. SME social media
use is stressed in entrepreneurship and business literature in developed and emerging
nations [7]. It improves client interactions and sales performance for SMEs, keeping
them competitive.

A significant amount of research has been dedicated to examining the effects and
usage of social media from the perspective of both companies and individuals [8]. For
instance, researchers have investigated its influence on consumer purchasing decisions
and its effects on brand promotion and electronic business [9]. However, the literature
needs comprehensive insights into how SMEs adopt, select, or utilize social media

platforms [10]. There is a lack of research on the acceptance and use of social media
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and strategic planning in corporate management and how they impact organizational
performance [4, 11]. In contrast, some studies have explored social media adoption’s
overall performance and mediating roles of SMEs [12]. Several areas remain unexplored,
including usage in the SME context, this study examines the impact of social media
on the survival of SMEs, the factors that precede SMEs’ success, the role of social
media as a mediator, and its interaction with company representation and customers.
Additionally, additional study must be conducted on TOE elements that influence social
media adoption and the success of SMEs in emerging nations, especially Southeast
Asian (SEA) nations.

Consequently, SMEs significantly impact economies, especially in developing coun-
tries, where they comprise many businesses. These enterprises are crucial for new
development products, marketing capabilities, and job creation and contribute to the
overall economic development on a global scale. SMEs constitute an estimated 90%
of all enterprises on a global scale. They hold a significant impact on employment,
contributing to over 50% of all job opportunities. [13]. Consequently, SMEs in developing
countries provide up to 40% of the national income, as measured by the Gross Domestic
Product (GDP).

141. Southeast Asian (SEA) countries

International business (IB) prior to the twenty-first century focused on the study
of multinational corporations headquartered in developed Western economies [14].
Changes have occurred in the IB environment and intellectual discourse over the
last two decades. African, Asian, and Central American emerging markets are gaining
importance in IB [15].

In addition, Vietnam, Thailand, Timor-Leste, Indonesia, Brunei, Cambodia, Laos,
Malaysia, Myanmar, the Philippines, and Singapore are among the eleven Southeast
Asian countries that have seen a range of political regimes and sociocultural transfor-
mations [16]. Despite variations in economic structure, development pace, and pattern,
these nations adopt digital transformation to drive economic advancement. Conse-
quently, The Internet and innovative technologies including mobile technology, virtual
reality, big data, artificial intelligence, and the Internet of Things (loT) have established
connections among various stakeholders including customers, suppliers, businesses,
regulators, devices, data, and processes, transcending industries and nations. We
generate, market, and consume information, products, services, and experiences; as

well as communication, have been profoundly altered by this revolutionary environment.
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Recently, an increasing number of government and commercial entities have recog-
nized the crucial importance of the digital economy in Southeast Asian countries. This
acknowledgment is a result of its tremendous potential and the profound effect it may
exert on the economy of Southeast Asian nations and their international trade counter-
parts. Commencing in 2016, Economy SEA, a prominent research initiative co-founded
by Google and Temasek, has been conducting monitoring of the digital economies of
Vietnam, Indonesia, Malaysia, the Philippines, Singapore, and Thailand. Bain and Com-
pany became the principal research partner for this endeavor in 2019. This exhaustive
study’s conclusions were compiled in the most recent report, which was published in
late 2022 [17]. Ha and Chuah [16] conducted comparable research to comprehend the
effects and potential effects of digital transformation and the digital economy on small
and medium enterprises (SMEs) in Southeast Asia. In 2022, Meta, Bain, and company
released a significant report on digital customers in Southeast Asia, providing valuable

insights into the changing patterns of consumer behavior for businesses to comprehend.

1.2. Research gap

SMEs in SEA countries face numerous challenges, such as limited funding, growth
opportunities, technology utilization, and resources compared to developed nations [18].
These challenges result in market demand fluctuations, resource scarcity, and uncer-
tainty. Some SME owners hesitate to adopt technology, particularly social media, due to
needing more training and knowledge in engaging with digital platforms. However, the
competitive landscape and customer behaviour shifting towards online platforms have
compelled SMEs in emerging economies to embrace social media as an efficient and
economical way to contact new clients and strengthen existing ones. To ensure success-
ful social media adoption by SMEs, a supportive organizational culture that encourages
technology adoption and provides employee training opportunities is essential.
Concerns arise regarding disruptive technologies, the digital divide, privacy, and
security issues, as well as potential business opportunities, economic growth, enhanced
public services, workforce shortages, and improved efficiency and productivity that
come with the implementation of the TOE framework and digital technologies. Recent
research by Ha and Chuah [16] has explored the study investigated the effects of digital
adoption in Southeast Asian countries and analyzed the relationship between digital
adoption, the digital economy, and the various roles of stakeholders in the process of

digital transformation involves the participation of several organizations, including those
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from the governmental, corporate, and civil society sectors. A few significant research

guestions, however, remain unanswered:

To what extent does SMEs’ adoption of the TOE framework in SEA countries con-
tribute to significant economic development?

Moreover, the current work aims to address these gaps by examining the core char-
acteristics of the TOE framework in Southeast Asian countries, exploring the potential
and challenges that arise from digital transformation and the digital economy for SMEs,
and assessing the impact of the digital economy on Southeast Asian nations, with a

specific focus on the development of human and physical capital.

In addition, policy suggestions will be derived from this study, emphasizing the
significance of many sectors and stakeholders in the efficient management of dig-
ital transformation in Southeast Asian nations. The research on sustainability holds
immense importance due to its interdisciplinary character, encompassing fields such
as economics, digitalization, human resource development, governance, management,
public policy, technology, privacy, and security. This study aims to provide valuable
insights for the digital economy of Southeast Asia (SEA) by examining both favorable
and unfavorable experiences of countries in the region. By doing so, it seeks to enable
the region to maintain its competitiveness and sustainability in the face of global and

economic uncertainty.

1.3. Objective research

The primary objective of this research is to comprehend the utilization of social media,
marketing capabilities, CRM, and strategic planning in SMEs. This will be accomplished
by utilizing the TOE framework and analyzing the factors inherent in the technological-
organizational-environmental setting. The TOE framework consists of three fundamental
constructs: technical, organizational, and environmental [19]. This scientific construct
emphasizes the importance of both current and emerging technology for SMEs. On
the other hand, the organizational construct considers many organizational elements,
including size, type, managerial support, and other relevant characteristics. The envi-
ronmental construct encompasses the external variables that exert an influence on the
organization, such as industry dynamics, governmental laws, and competition.

The significance of this study is in the utilization of a composite variable to evaluate
the impact of different constructs on the performance of SMEs in emerging regions,
particularly Vietnam, which is an area with substantial untapped potential. We conducted

a thorough examination of the literature to establish the basis for our inquiry into the
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relationship between these traits and business performance. The paper provides an
extensive exposition of the research methods and outcomes, culminating in a complete
analysis of the findings that includes management implications, theoretical contribu-
tions, and limitations of the research.

The effect of the TOE Framework on SMEs in SEA nations is investigated in this
study. In the Southeast Asian region, Internet usage and penetration have increased
during the last decade. The expansion of this region makes it interesting to study the
impact of TOE on SME performance in these nations. The author chose Southeast Asian
nations because of their remarkably high levels of ICT penetration [20]. Conversely, the
above-average GDP development in the SEA countries offers an appropriate setting
for evaluating the correlation between the adoption of social media platforms by digital

firms and the TOE Framework.

21. Theoretical and development

The recent research indicates the need for further investigation into SMEs in SEA coun-
tries and identifying factors that can enhance business performance through technology
adoption [21-24]. Elaborating on the existing TOE foundation by Tornatzky et al. [25],
the conceptual model of this study integrates elements acquired from prior research
that has utilized the TOE framework at the SME level. Specifically, past studies have
concentrated on company performance to implement the digital platform [26, 27].

In developing countries, particularly SEA countries, investigating the determinants
of the TOE framework [25] and their impact on SMEs’ performance is of significant
importance. This study aims to comprehend the crucial aspects and resources of the
TOE model to shed light on the processes that underlie innovation in this emerging
economy. In order to accomplish this, the study is based on the theoretical foundations
of the TOE and Diffusion Innovation (DOI) Theory [28], through Resource-Based View
(RBV) Theory [29] which offer insights into the reasons, methods, and conditions gov-
erning various phenomena. This study seeks to contribute to formulating intermediate-
level hypotheses by drawing upon preexisting scholarly works by addressing the four
research questions, providing valuable insights for the industry. The TOE framework is
pivotal in establishing the foundation for organizational innovation and adoption, guiding
the invention process, and elucidating the factors influencing technology adoption and

implementing innovative practices [30].
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2.2. Theoretical ground

Various established models, such as the Unified Theory of Acceptance and Applica-
tion of Technology (UTAUT) and DOI utilized to explain the adoption of innovation
in businesses [31-33]. However, Tornatzky et al. [25] proposed the TOE framework,
which has garnered strong support from diverse studies and offers a comprehensive
understanding of the adoption of a wide range of innovations at the SME level [26,
34, 35]. The TOE framework’s strength pertains in its capacity to comprehensively
capture the process of innovation adoption, considering the influential technological,
organizational, and environmental settings.

Moreover, the notion of Resource-Based View (RBV) is exceedingly pertinent for a
multitude of reasons. It has been extensively employed in SME studies to assess sustain-
ability and competitive advantage, emphasizing the strategic utilization of scarce and
unique organizational resources[29, 36-38]. Further, the RBV theory places emphasis on
internal resources and underscores their capacity to shape strategies aimed at attaining
sustainability objectives [39]. If these resources are difficult to imitate or replace, the
organization can develop a competitive advantage through digitalization, enhancing
sustainable performance [38]. Similarly, the adaptability of the TOE framework enables
the integration of many technological, organizational, and environmental elements [40].
Besides, the TOE framework efficiently considers the wider circumstances in which
technology is employed in SMEs [41].

This study aims to fill the existing research gap in the performance of SMEs by
examining the relationship between adoption intention and business performance in
developing countries, specifically in Southeast Asian (SEA) countries. This study illu-
minates the intricate correlation between the adoption of innovation and the resulting
business outcomes for SMEs in these specific regions. The research provides a thorough
understanding of how organizational behaviors affect the performance of SMEs in
dynamic developing nation environments. This is achieved by using the TOE funda-
mentals and insights from DOI and the RBYV, while recognizing the unique difficulties

and possibilities present in these environments.

2.3. TOE framework

Initially, the TOE foundation was proposed by Tornatzky et al. [25] explains the TOE
framework is conceptualized as a triangular structure including three distinct portions,

each of which symbolizes a vital context: environmental, organizational, and technical. A
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checklist will reflect perceived benefits and expertise, while icons or pictures depicting
technology aspects, such as a computer chip or network symbol, will populate the
technological portion. The organizational section will utilize elements such as build-
ing blocks or jigsaw pieces to symbolize the characteristics of the firm, including its
dimensions, framework, and assets. In the environmental portion, graphical or pie chart
representations of market structure, legal scales or gavels representing government
regulations, and icons denoting external support and rivals will be incorporated. By
connecting these parts with arrows, the dynamic interplay between different environ-
ments in terms of technology adoption will be illustrated. The aforementioned design
will proficiently convey the intricate and cohesive characteristics of the TOE framework
[22].

o Formal and informal
Industry characteristic linking structures

and market structure T
support External task Organization Communication

ssssssss
structure environment

Government regulation

Technological
innovation
decision making

Technology

Figure 1: TOE framework by Tornatzky et al. [25].

2.4. Technological construct

The concept of TOE is a widely recognized model that classifies technology, organi-
zation, and environment as key elements that influence the adoption and innovation
processes of SMEs [42]. This approach has been widely employed to examine many
settings of technology acquisition, including the adoption of social media technology.
Likewise, the TOE notion is in line with the diffusion of innovation theory, strengthening
its theoretical grounding [26].

This study assessed the technological impact on SME performance by considering
various technological factors. Relative advantage refers to potential adopters perceiving
an innovation as superior to alternatives. Evidence demonstrates that recognizing the
comparative benefits of social media can enhance the dissemination of knowledge and

enhance overall organizational effectiveness [5]. Compatibility refers to how modern
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technology aligns with existing practices, technology, and SMEs’ current needs and
values. Cost-effectiveness evaluates whether innovation is practical and more pro-
ductive compared to its cost. This element is crucial in evaluating the adoption of
social media; however, it has not been given sufficient attention in the current body
of work. Interactivity refers to the extent to which individuals or groups can engage
and communicate with each other through a specific communication channel [42].
As Web 2.0 technology, social media offers high interactivity, facilitating increased
interaction between customers and organizations. Therefore, interactivity is critical in
social media literature [43]. Accessibility pertains to the degree to which something
garners widespread attention. With their limited resources, SMEs might utilize social
media platforms for marketing purposes in order to get greater awareness compared
to larger businesses [23].

Relative advantage refers to the idea that an invention provides more benefits com-
pared to alternative possibilities. Research conducted on SMEs in Malaysia has demon-
strated a clear correlation between the anticipated advantages of utilizing social media
and the probability of embracing it [44]. Compatibility refers to the compatibility of
innovation with the current technical infrastructure, work habits, and corporate culture
[5] Studies suggest that greater compatibility leads to higher adoption rates. Cost-
effectiveness measures the productivity and utility of new technology concerning its
cost [42]. It is a crucial factor widely examined in existing literature, highlighting social
media efficiency and low-cost advantages compared to traditional communication tools
[44, 45]. Interactivity indicates the ability of companies or individuals to engage and
interact through social media networks such as Facebook. The hospitality industry has

seen beneficial impacts from the interconnectedness offered by social media usage [7].

Technology’s relative benefit is the degree to which prospective users perceive it
as providing more excellent benefits than other options [28]. Previous research has
indicated that within SMEs in developing nations, there is a favorable link between
relative advantage and the adoption of technology, such as the uptake of blockchain
technology in Malaysian SMEs [46], social media adoption in Indonesian SMEs [47],
the integration of online business platforms in small and medium businesses in Egypt
[48]. Ahmad et al. [45] found there was no substantial correlation between the perceived

advantages and the utilization of social media among SMEs in the United Arab Emirates
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(UAE). Based on the diverse outcomes observed, the study proposes the following

hypothesis:

H1a: The effect of perceived benefit through social media is significant.

3.1. Cost-Effectiveness on Social Media

In addition, cost-effectiveness is about benefits or improved results of a specific inno-
vation compared to its expense. For SMEs, the cost of implementing technology plays
a crucial role. Research has highlighted the importance of cost-effectiveness for SMEs
adopting social media. For example, Al Halbusi et al. [49] found the acceptance of
mobile marketing intention in Iraq SMEs is significantly influenced by the perceived cost.
Despite this, Qalati et al. [4] it was noticed that the adoption cost of social customer
relationship management in Pakistani SMEs had a beneficial impact. However, Skafi et
al. [50] reported insignificant cost effects regarding the usage of technology in Lebanese
SMEs, accordingly. Based on the inconclusive results, the study aims to suggest the

following hypotheses:

H1b: The impact of cost-effectiveness through social media is substantial.

3.2. Compatibility toward Social Media

Compatibility is an invention fits through an organization’s technology, work, and culture
[4, 42]. Organizations may reach their target audiences and distribute product informa-
tion by integrating social media with their goals, policies, and values. Studies have
demonstrated that compatibility increases SME innovation adoption, including social
media adoption [48, 51]. However, these studies [5, 50] discovered no substantial
influence of compatibility on Indian and Lebanese SMEs’ innovation uptake. These

results suggest the following hypothesis:

H1c: Compatibility significantly impacts social media adoption.

3.3. Interactivity and Social Media

Interactivity is crucial in adopting interactive technologies [4]. It refers, within the realm
of social media, to the capacity for interaction and reciprocal communication with
prospective clients. The integration of social networking platforms (e.g., Facebook,
TikTok, Instagram) into online business websites facilitates more interactive connection

between organizations and their customers, given the widespread adoption of these
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platforms [27]. Moreover, the integration of social networking functionalities enhances
the trustworthiness of websites. The importance of interaction in the adoption of social
media is recognized, but it has not been thoroughly examined in the technical envi-
ronment using the TOE paradigm [52]. The study seeks to analyze the influence of
interactivity on the adoption of social media platforms, particularly from the perspective
of SMEs.

H1d: The influence of interaction through social media is substantial.

3.4. Organizational Construct

The organizational construct pertains to the internal attributes of a corporation, encom-
passing factors such as its inherent type and scale, the composition of its workforce,
the personnel count, the level of process centralization or formalization, and managerial
considerations [25]. As previously stated, in a fiercely competitive environment, critical
strategic decisions that affect the firm’s future operations and overall performance are
made by its core members by Lo and Fu [53]. Despite the benefits of information
technology, firms must evaluate their skills and resources to effectively implement social
media [26].

3.5. Top Management

Support for top management consists of resources accessible to managers in accor-
dance with the organization’s strategic perspective [54]. Through implies of guidelines
and regulations, entry By utilizing information resources and actively communicating
with other administrators, it is possible to establish it. Regarding the adoption of new
ideas or technologies, Olanrewaju et al. [7] have observed a progressive increase in
the use of top management support. Managerial support is essential for establishing a
conducive environment and allocating the necessary resources for innovation adoption
[4, 47, 48, 51]. However, Tajudeen et al. [55] revealed that the effect on Malaysian SMEs
was negligible. The present study posits the subsequent hypothesis:

H2a: The impact of encouragement the top management on adoption of social media

is substantial.
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3.6. Entrepreneurial Orientation

Initially, entrepreneurial orientation has been widely associated with adopting advanced
technologies to enhance organizational capacities and achieve a superior position
in the market compared to rivals [56]. SMEs with a potent entrepreneurial orienta-
tion focus on developing their core competencies and identifying opportunities for
sustained business growth [11]. In today’s globalized and technologically advanced
business landscape, SMEs face various market dynamics, business model changes, and
digitalization challenges. In the interim, social media has been identified as a substantial
determinant of business expansion and long-term viability, both in academic discussions
and practical managerial contexts [19, 23, 27, 57, 58]. Entrepreneurship scholars have
increasingly recognized social media’s importance for SMEs. Social media platforms
provide significant benefits to SMEs, including access to real-time market intelligence,
through bridging resource disparities, minimizing ambiguity, facilitating networking, sup-
porting social media customer relationship management (CRM), promoting collaborative
product and service development, and improving overall marketing capabilities [59, 60].
SME adoption of social media is more probable when they own a robust entrepreneurial
orientation (EO), as they are cognizant of its potential advantages.

Recent research has established a noteworthy beneficial correlation between the
usage of social media and EO [11, 61, 62]. Organizations that possess a strong emotional
orientation are inherently inclined to utilize social media platforms for the following
reasons: to engage in online interactions with prospective clients, to communicate with
existing clients, to acquire competitive intelligence, and to remain updated on market
trends [62]. Initiative-taking and forward-thinking businesses, for instance, employ social
media platforms such as TikTok and Instagram to disseminate information regarding
forthcoming products and services and assess customer responses. When considering
the pursuit of novel company prospects, an entrepreneurial attitude and a propensity
for undertaking calculated risks are especially advantageous under circumstances such
as the post-COVID-19 era [33]. The media platforms connect people and reveal societal
trends. The COVID-19 pandemic has highlighted social media marketing. This study
presents the following hypothesis based on the above factors:

H2b: Considerable influence is exerted by an entrepreneurial mindset through adop-

tion of social media.
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3.7. Environmental Construct

In addition to the firm’s location, industry structure, regulatory environment, and glob-
alization, the environmental context includes internal and external factors [25]. The
aforementioned components aid in comprehending the aspects that impact the usage
of mobile marketing devices [63]. When contemplating the use of mobile marketing
devices, an analysis of internal environmental factors impacts the organization’s capacity
to attain a strategic advantage [64]. Emphasize the importance of endorsement from
higher-level executives in determining the effectiveness of information and communi-
cation technology (ICT). Concurrently, external expertise, such as that of IT vendors,
influences the adoption of the new ICT by aiding in the training of SME personnel on

its use.

Previous research on technology adoption underscores the importance of examining
the business environment of SMEs to get insight into their inclination to embrace
information and computer technologies [65, 66]. There is an argument that the adoption
of new technologies by enterprises can be accelerated by the external environment in
which they operate, as firms react to changes in the external landscape [34]. Although
there is limited study on the precise environmental elements that influence the adoption
process, several significant factors have been identified as having an impact. The
following section will cover these characteristics in relation to the utilization of social
media by SMEs.

3.8. Competitive Industry

Thong and Yap [64] stated that the competitive nature of an industry refers to the level
of competition an organization encounters within that industry. Levenburg et al. [67],
the industry in which a company operates can significantly impact its adoption of new
technologies. To sustain a competitive edge, organizations must embrace emerging
technology. For success and to gain a competitive edge, this is particularly true for
SMEs operating in global industries [34]. Moreover, providing financial aid might motivate
businesses to use social media marketing strategies, especially in fiercely competitive
areas. Even if resources are available, social media marketing may not be given priority
in non-competitive areas. In businesses characterized by a lack of competition, such as
monopolies, corporations exhibit a reduced inclination to embrace changes, such as

the adoption of social media marketing strategies [68].
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Moreover, businesses embracing change may obtain a competitive advantage over
their rivals. SMEs operate within an increasingly the situation of corporate instability
characterized by rapid digitization and globalization. In such a context, competitive
intensity is crucial to environmental hostility. However, a study analyzing 182 SMEs in
China [69] revealed that competitive intensity had minimal effects on business per-
formance. Drawing from these observations, the research put out the subsequent
hypothesis:

H3a: The influence of competitive industries through adoption of social media is

substantial.

3.9. Competitive Pressure

In addition, competitive pressure is the influence that rival businesses or markets have
on an organization, as that company perceives it. The argument posits that within the
realm of SMEs, the anticipation for technology adoption escalates in direct proportion
to the number of rival organizations [43]. Nevertheless, technical improvements, global-
ization, and the rapid dissemination of breakthrough technology can exert an impact on
competitive pressure. Khayer et al. [70] suggests that companies are more inclined to
strive for remarkable innovation and progress when a multitude of businesses compete
inside a certain industry.

Furthermore, Soewarno and Tjahjadi [71] identified a positive correlation between
performance and competitor pressure. According to the same study of 167 CEOs or
executives of Malaysian SMEs, Sin et al. [72] found there exists a direct relationship
between the implementation of e-commerce and the level of competition. This state-
ment remains valid within the realm of social media as well. This study demonstrates
that the adoption of social media (SM) and the performance of SMEs are influenced by
competitive pressure.

Moreover, it is suggested that the performance of companies is impacted by the
number of market competitors they encounter in the setting of SMEs [73]. Geurin and
Burch [74] suggested the idea that the presence of competition has a beneficial impact
on the adoption of social media. Given the available evidence, the study team has
developed the following hypothesis:

H3b: The effect of competitive pressure through adoption of social media is substan-

tial.
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3.10. Bandwagon Effect

The bandwagon effect, also known as the contagion effect, is a psychological phe-
nomenon in which organizations or individuals adopt certain practices. For instance,
adopting cutting-edge technology, simply because they observe their competitors or
peers doing so, without any strategic motivation behind the adoption [75]. SMEs within a
particular sector or industry the adoption of a certain technology places further pressure
on other firms[76], often driven by the fear of falling behind non-adopters [77]. The
bandwagon effect is particularly pronounced in volatile environments like the digital
climate [27]. Therefore, the influence of the bandwagon effect becomes even more

substantial in such contexts.

H3c: Significant impact could bandwagon have correlation through social media.

3.11. Social Media Adoption

In the wake of the worldwide financial crisis that occurred between 2008 and 2009,
governments worldwide, irrespective of their degree of progress, have recognized
the critical importance of SMEs in fostering economic growth and ensuring sustained
viability [23]. In emerging economies, SMEs make significant contributions to both GDP
and employment. They achieve this through their efforts in innovation, poverty reduction,
job creation, economic growth, and social integration [78]. Therefore, the success of
SMEs holds paramount importance for both developed and developing nations.

However, emerging countries require aid investing in innovation, infrastructure, and
resource allocation, behind the EU and other wealthy nations [79]. Previous research
has explored SMEs’ use of social media, but verifying these findings in emerging
economies is vital. Emerging economy SMEs differ from those due to government
and organizational causes. Compared to larger firms, SMEs in developing nations
confront distinct challenges including limited information system management, financial
resources, knowledge management competence, and resource availability. Ecological
changes, government restrictions, globalization, consumer needs, competition, and
shorter are some issues for emerging economy SMEs.

Organizations utilize social media platforms for many purposes like as communica-
tion, assistance to customers, public relations, marketing, problem-solving, branding,
visibility, shareholder engagement, and advertising are all key components of business
operations. [4]. Domma and Errico [80] and Solomon et al. [81] have identified that

organizations and their partners experience enhanced communication, cooperation,
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and social engagement through the use of social media, which has a beneficial effect
on the overall success of a company. Scant research has shown that the use of social
media platforms improves the performance of SMEs. For instance, Domma and Errico
[80] and Hu et al. [12] found that SMEs have benefited from enhanced customer service,
facilitated information exchange, and increased brand visibility as a result of social
media. Additionally, it has decreased expenses related to advertising and improved

client engagement.

Similarly, Tajudeen et al. [55] stated that a notable the recent research identified the
influence of social media usage on SMEs, particularly in terms of marketing efforts and
consumer engagement. Recently, Qalati et al. [23] provided empirical study shows that
the utilization of social media has a substantial influence on SMEs, especially in the
context of developing nations’ SME environments. This impact is mostly observed in
terms of improved interactivity, reputation, relationships, visibility, and customer service.
However, Ahmad et al. [45] asserted that there is no significant The impact of social
media usage on SMEs was assessed. This study demonstrates that the subsequent

hypothesis suggests that these conflicting data could be objectively analyzed.
H4: The performance of SME is significantly impacted by social media use.

Furthermore, Figure 2 illustrates the conceptual framework.

Hila-d

H4
H2ah Social Media

Adoption
Top Management ]
Support

H3a-c

SMEs Performance

23
Bandwagon effect

Figure 2: A conceptual structure. Source: Work of the author.
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