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 The purpose of this study is to analyze the influence of social media marketing, product innovation, 
market orientation on marketing performance. The study uses quantitative methods and data analysis 
techniques are based on Structural Equation Modeling using SmartPLS 3.0 software. The sample 
selection method uses the snowball sampling method. Online questionnaires are sent to 320 SMEs 
in Banten Province, where 300 responses are used. The results of data analysis show that social 
media marketing has a significant effect on marketing performance, product innovation has a signif-
icant effect on marketing performance and market orientation has a significant effect on marketing 
performance.  
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1. Introduction 
 
The development of information technology today makes people no longer have a problem with distance limits, space and 
time. Information technology gave birth to the internet, the internet offers many benefits for SMEs to increase their product 
marketing. According to Pramono et al. (2021) the internet provides the benefits of increasing the opportunity for SMEs to 
collaborate with other entrepreneurs. One of the internet technologies that is growing rapidly and has great potential to en-
courage SME marketing is social media. Social media has the potential to connect many people easily and free of charge. 
There are many benefits of using social media in developing SMEs and they are one of the strong driving factors for SMEs 
to continue to use social media in order to develop their business, increase product sales, communicate with consumers, and 
develop a wider market network. Social media is very helpful as a liaison of information and communication from producers 
to consumers wherever they are and whatever the distance. Social Media has now become a trend in marketing communica-
tions. According to Haudi et al. (2021) social media is a group of Internet-based applications that build on the ideological and 
technological framework of Web2.0 and enable the creation of the exchange of information content from internet users. Web 
2.0 is the basis for the formation of social media. According Djakasaputra et al. (2021) the growing trend on social media 
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currently are: twitter, Facebook, myspace, Youtube, Instagram, path, Whatsapp, line, etc. Given the importance of information 
on how to use social media for SMEs and benefits, it is necessary to conduct an observational study. According Wijaya et al. 
(2021), social media networks are a gateway for companies to profit and grow the ceramics industry. Companies are increas-
ingly interested in using social media both for business purposes especially those that are part of their communications, mar-
keting and recruitment. Social networking has become a daily practice in the lives of users in our society as well as SME 
entrepreneurs. This not only offers vast opportunities but also presents challenges significant for entrepreneurs. In this era of 
industrial revolution, the number of SMEs in Indonesia reached 64.19 million, Micro and Small Enterprises (SMEs) were 
dominant, namely 64.13 million (99.92%) who felt the negative impact of the Covid-19 pandemic. Based on BPS data, the 
number of MSMEs reached 64.2 million units per 2020. Micro, Small and Medium Enterprises (MSMEs) contributed 60.3% 
of the total Gross Domestic Product (GDP) and absorbed 97% of the total workforce and 99% of the total employment. 
Innovation is one of the most important competitive factors to achieve success where lately the business environment is always 
changing rapidly. The role of Micro, Small and Medium Enterprises (MSMEs) is very vital in encouraging the pace of national 
economic growth (Kristiyanti, 2012). Marketing innovation is an integral component of a company's success. Marketing in-
novation is more emphasized on the marketing performance of SMEs as competitiveness. Product innovation is very important 
to be carried out by a company with the aim of maintaining the value of product benefits for consumers. Marketing innovation 
and product innovation that can continuously improve innovative performance. Innovative performance can be improved 
through competitive advantage where competitive advantage can be created by innovating. 

According to the Katadata Insight Center (KIC), based on a survey of 206 MSME actors in Banten, most SMEs (82.9%) felt 
the negative impact of this pandemic and only 5.9% experienced growth. This pandemic condition has even caused 63.9% of 
the affected MSMEs to experience a decline in turnover of more than 30%. Only 3.8% of SMEs experienced an increase in 
turnover. According to Shaher et al. (2020) and Kristijono et al. (2020), 87.5 percent of SMEs were affected by the Covid-19 
pandemic. Of this amount, around 93.2 percent of them were negatively affected on the sales side. According to BPS, Bap-
penas, and the World Bank, this pandemic has caused many SMEs to have difficulty paying off loans as well as paying 
electricity, gas, and employee salaries. Some of them even had to do layoffs. Other obstacles faced by SMEs include difficulty 
in obtaining raw materials, capital, declining customers, distribution and production constraints. Based on a preliminary sur-
vey of 41 SMEs, it was found that during the last two years data was obtained that there were 58% of SMEs that experienced 
a decrease in the number of goods produced with a percentage decline of around 50-60%. There are 65% of SMEs experienc-
ing a decrease in the number of goods sold with a percentage decline of around 60-80%. There are 70% of SMEs experiencing 
a decline in income with a percentage decline of around 60-70%. There are 68% of SMEs experiencing a decrease in the 
number of customers with a percentage decline of around 70-80%. There are 58% of SMEs that experienced a decrease in the 
amount of capital with a percentage decline of around 30-50%. According to “Digital Around The World 2019”, in Indonesia 
alone there are more than 150 million people who use social media out of a total of 268 million population. They spend at 
least 3 hours and 26 minutes every day accessing social media for any purpose. According to statistical data, social media 
users in the world will reach 3.1 billion in 2021. This is one of the best reasons why SMEs should try to market through social 
media, namely because consumers spend most of their time on social media. The number of activities presents a great oppor-
tunity to reach consumers anywhere and anytime.  

2. Hypothesis Development 

2.1 The relationship between social media and marketing Performance 

Research conducted by Affandi et al. (2020), Aji et al. (2020) stated that an increase in the Social media variable will encour-
age an increase in the Marketing Performance variable. According to research conducted by Affandi et al. (2020), Aji et al. 
(2020), Han et al. (1998), Hurley et al. (1998), Kristijono et al. (2020), Social media has a significant influence on the Mar-
keting Performance variable. Social media theory will have a positive influence on increasing Marketing Performance. Ac-
cording to research conducted by Hurley et al. (1998) and Kristijono et al. (2020), an increase in Social media will increase 
in Marketing Performance. Based on theoretical studies and previous studies, the following hypotheses are formulated: 

Hypothesis 1: There is a positive influence between Social Media and Marketing Performance. 

2.2 Relationship between Product Innovation and Marketing Performance 

Research results by Affandi et al. (2020), Aji et al. (2020), Han et al. (1998), Hurley et al. (1998) and Kristijono et al. (2020) 
state that Product Innovation has a positive influence on marketing performance. Product Innovation plays a major role in 
increasing marketing performance, which is in accordance with the statement according to Hurley et al. (1998), Kristijono et 
al. (2020) and the importance of Product Innovation will affect the effort required and ultimately can be seen from marketing 
performance. This study also supports research conducted by Hurley et al. (1998), Kristijono et al. (2020) who found that 
Product Innovation influences marketing performance. Based on theoretical studies and previous studies, the following hy-
potheses are formulated: 

Hypothesis 2: There is a positive influence between Product Innovation and Marketing Performance. 
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2.3 Relationship between Market Orientation and Marketing Performance 

Market Orientation is one of the factors that affect employee performance. Research results from Purwanto et al. (2019) and 
Salimi et al. (2019) show that Market Orientation has a positive effect on marketing performance. While other studies also 
show the same thing that Market Orientation influences marketing performance (Nguyen et al., 2015; Purwanto et al., 2021; 
Purwanto et al., 2021; Purwanto et al., 2019; Salimi et al., 2019). According to Salimi et al. (2019), Market Orientation is a 
variable that affects market performance. Purwanto et al. (2021), Purwanto et al. (2019) and Salimi et al. (2019) explained 
that Market Orientation is a rational behavior to achieve the required goals in accordance with the expected conditions. Based 
on theoretical studies and previous studies, the following hypotheses are formulated: 

Hypothesis 3: There is a positive influence between Market Orientation and Marketing Performance. 

3. Method 

This study uses quantitative methods and data analysis techniques are executed using Structural Equation Modeling Equation 
Modeling by SmartPLS 3.0 software. The sample selection method used is the snowball sampling method. Online question-
naires were sent to respondents as many as 320 SMEs in Banten Province, 300 returned the questionnaires and 20 question-
naires did not. Based on theoretical studies and previous studies, the following research model was developed: 

 

Fig. 1. Research Model 

The stages of data processing in this research are validity testing with Cronbach's Alpha value indicator value > 0.7, then 
validity testing with the criteria the loading factor value is > 0.7, discriminant validity testing with AVE root value is > 0.50, 
the value of the coefficient of determination (R Square).   

4. Result and Discussion 

4.1 Validity and Reliability testing 

Validity and reliability testing can be analyzed with SmartPLS. The validity of an indicator variable in measuring the latent 
variable can be assessed by looking at the value of the Loading Factor (LF). In general (rule of thumb), the value of the LF 
indicator 0.7 is said to be valid, but according to Purwanto et al. (2019) in the development of new indicators, the values of 
LF 0.5 and 0.6 are still acceptable for validity, even 0.4 is also tolerable. The consistency of the indicator variables in meas-
uring the latent variables can be seen from the construct reliability and variance extracted values. If the value of construct 
reliability > 0.7 and variant extracted > 0.5, then it shows that the indicator variable is consistent (Purwanto et al., 2021). The 
composite reliability value of each indicator can be seen in Table 1 below. 

Table 1   
Reliability Testing 

Variables Cronbach’s Alpha Composite Reliability 
Social media  0.821 0.923 
Product Innovation 0.923 0.924 
Market Orientation 0.912 0.835 
Marketing  Performance  0.834 0.912 
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The results of the reliability test of Table 1 show that the statements or items of the four variables are all reliable. All these 
variables get a composite reliability value greater than 0.7 so they are considered reliable. Table 1 shows that all existing 
variables have met the requirements of composite reliability since the results obtained have met the recommended number, 
which is greater than 0.7 and is considered that all statements or items of the four variables studied are reliable. Reliability 
according to Purwanto et al. (2021) shows the level of consistency and the stability of measuring instruments or research 
instruments in measuring a concept or construct. Composite reliability measures the true reliability value of a variable, while 
Cronbach alpha measures the lowest value of the reliability of a variable so that the composite reliability value is always 
higher than Cronbach alpha. To be said to be a reliable construct, the Cronbach Alpha value must be > 0.6 and the Composite 
Reliability value must be > 0.7. 

 

Fig. 2. Convergent Validity 

4.2 Discriminant validity 

To evaluate discriminant validity, we may look for the average variance extracted (AVE) method for each construct or latent 
variable. The model has better discriminant validity if the AVE square for each construct is greater than the correlation be-
tween the two constructs in the model. The AVE value describes the variance or diversity of manifest variables that can be 
owned by the latent construct. Purwanto et al. (2019) recommend the use of AVE for a criterion in assessing Convergent 
Validity. An AVE value of at least 0.5 indicates a good Convergent Validity measure. That is, the latent variable can explain 
the average of more than half the variance of the indicators 

Table 2 
Average variance extracted (AVE) 

Variables AVE 
Social media  0.823 
Product Innovation  0.622 
Market Orientation 0.911 
Marketing  Performance  0.921 

 

Table 3   
R-square adjusted 

Variables R-square adjusted 
Marketing  Performance 0.652 

 

In Table 3 it can be explained that the adjusted R2 value of the independent variables Social media marketing, Product Inno-
vation and market orientation to the dependent variable Marketing Performance is 0.652. This value is categorized as strong. 
The independent variables of Social media, Product Innovation and market orientation contributed to the dependent variable 
Marketing Performance of 65.2% while the remaining 35.8% was influenced by other variables not discussed in this study. 



Khamaludin et al. / International Journal of Data and Network Science 6 (2022) 13

 

Fig. 3. Hypotheses Testing 

4.3 Hypothesis test 

According to Purwanto et al. (2021), testing the hypothesis can be executed by using Partial Least Square (PLS) analysis 
technique which is operated through Smart PLS 3 software. Hypothesis testing here, was conducted to determine the effect of 
independent variables on dependent variable. The value of t count (CR) > 1.96 or probability (p) < 0.05 means that all inde-
pendent variables influence the dependent variable. 

Table 4  
Hypotheses Testing for Direct Effect 

Hypotheses P - Value Result 
Social media  → SMEs Marketing  Performance   0.011 Significant 
Product Innovation→ SMEs Marketing  Performance   0.031 Significant 
Market Orientation → SMEs Marketing  Performance   0.012 Significant 

 

Relationship between Social media and Marketing Performance 

Based on the results of data analysis using SmartPLS we have obtained a p-value 0.011 < 0.050 and it can be concluded that 
Social media has a significant effect on Marketing Performance. In other words, increasing social media variables will have 
a significant effect on increasing Marketing Performance variables and vice versa. These results are in line with the research 
conducted by Nguyen et al. (2015), Purwanto et al. (2021), Purwanto et al. (2021), Purwanto et al. (2019) and Salimi et al. 
(2019), which state that social media has a positive and significant effect on Marketing Performance. Marketing with tech-
nology media that is easy to learn and apply by SMEs to expand traditional marketing functions, can contribute to product 
development using different social media such as Facebook. According to Salimi et al. (2019), digital marketing with social 
media can concentrate on all traditional marketing which states that marketing is like “interactive marketing”, “one-to-one 
marketing” and “e-marketing” are closely related to “digital marketing”. According to Nguyen et al. (2015), Purwanto et al. 
(2021), in the digital era, technological developments occur an evolution in media technology, or people also often call it 
online media or people are more familiar with calling it the term internet, where media is certainly familiar since nothing has 
matched the growth in the number of users. 

Relationship between Product Innovation and Marketing Performance 

Based on the results of data analysis using SmartPLS we have obtained a p-value of 0.003 <  0.050 and it can be concluded 
that Product Innovation has some significant effect on Marketing Performance, in other words, an increase in the Product 
Innovation variable will have an insignificant effect on increasing the Marketing Performance variable and vise versa. These 
results are also in line with the research conducted by Affandi et al. (2020), Aji et al. (2020), Han et al. (1998), Hurley et al. 
(1998), Kristijono et al. (2020) which states that Product Innovation has a positive and significant impact on Marketing Per-
formance. 

According to Hurley et al. (1998) and Kristijono et al. (2020), innovation ability is the ability to accept and implement new 
ideas, processes, products and services and it is one of the main resources that drive the company's success in the market. The 
capability of innovation enables the company to apply the technological innovations needed to develop new products and 
fulfill the needs as well as one of the strategies to survive in the competition. The results of this study support the results of 
research conducted by Kristijono et al. (2020) and Hurley et al. (1998), and they state that marketing innovation is a component 
of the company's success. Innovation relies on the marketing performance of SMEs as competitiveness. Product and service 
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development are carried out by SMEs to meet customer needs and focus on innovative performance. SMEs are facing market-
based innovation, so this requires SMEs to introduce better marketing innovations. Then there is a positive effect of marketing 
innovation on the innovative performance of SMEs. According to Affandi et al. (2020) innovation requires a lot of effort and 
achieving innovative performance requires great sacrifices. Good innovative performance can start with marketing innova-
tions that are slowly implemented in the process. 

Relationship between Market Orientation and Marketing Performance 

Based on the results of data analysis using SmartPLS we have obtained a p-value of 0.012 < 0.050 and it can be concluded 
that Market Orientation has a significant effect on Marketing Performance, which means an increase in the Market Orientation 
variable will have a significant effect on increasing the Marketing Performance variable and a decrease in the Market Orien-
tation variable will have a significant effect on decreasing the Marketing. These results are not in line with the research 
conducted by Affandi et al. (2020), Aji et al. (2020), Han et al. (1998), Hurley et al. (1998), Kristijono et al. (2020) which 
indicate that Market Orientation has a positive and significant effect on Marketing Performance. Marketing capabilities in-
clude the ability to build and differentiate products and services from competitors with product innovation, customer-oriented, 
competitor-oriented and the capacity to apply knowledge, skills, and coordination of internal resources for market-related 
business needs. MO can identify the necessary conditions and the basis for business development as marketing capabilities 
and marketing strategies that are oriented to needs as business opportunities and challenges.  

According Purba et al. (2021), benefits of using social media in developing SMEs are one of the strong driving factors for 
SMEs to continue to use social media to develop their business, increase product sales, communicate with consumers, and 
develop a wider market network. Social media is one of the media that facilitates interactive communication between entre-
preneurs and anyone, including consumers, and various interested parties, whenever and wherever. Social media is very help-
ful as a liaison of information and communication from producers to consumers wherever they are and whatever the distance. 
One of the potentials that can be utilized is information technology. The current development of information technology 
makes people no longer worry about the limits of distance, space and time. Information technology gave birth to the internet, 
the internet offers many benefits for SMEs to increase their product marketing. In addition, the internet also provides the 
benefit of increasing the opportunity for SMEs to collaborate with other entrepreneurs. The internet technology is growing 
rapidly and has the potential to encourage SME marketing is social media. Social media has the potential to connect people 
easily and for free. Social Media has now become a trend in marketing communications. 

According to Prahiawan et al. (2021) and Thongsri and Chang (2019), the importance of Small and Medium Enterprises 
(SMEs) utilizing the existence of social media is to improve the sales performance. SMEs try to utilize social media to reduce 
the distance, space and time, which leads to lower prices. SMEs do not need a large space to showcase/display their products. 
Besides, distance is also not considered as a barrier for sending goods, since there are already many courier-service companies 
to deliver goods by low prices and fast to consumers. Marketing can reach worldwide and labor can also be utilized effectively 
and efficiently. Therefore, SMEs, especially in Indonesia, are encouraged to promote and sell their products through social 
media. According to Purba et al. (2021) entrepreneurs use social media as a marketing tool since this tool can build a strong 
support network which is important for business growth. These supporters keep bringing customers/business for SME entre-
preneurs by referring them to other people. Social media helps create long term relationships between businesses and custom-
ers. However, there are some issues related to social media such as lack of consensus on how it implements various activities 
since the platform and technology are dynamic and there is no clear guidance for businesses on how to take advantage of 
them. SMEs maintain their innovative performance on new products and services and improve the quality of goods so that 
changes that occur in innovation affect marketing performance targets.  

Social media users in SMEs usually access their accounts to find entertainment and the latest information. They are less 
receptive when exposed to advertisements directly. But that does not mean we cannot market it to them. Social media has 
become a place where consumers are more receptive to product messages. The reason why consumers are more receptive to 
marketing messages on social media is because social media allows for more interaction and marketing of brands from dif-
ferent sides. Social media is a channel that offers a fun and easy way to interact with SME consumers. On social media, SMEs 
can make connections that match their personalities rather than just sending out direct marketing messages. Social media 
marketing effectiveness is measured by its ability to deliver sales. Statistical data states that 70% of sellers acquire new cus-
tomers through social media. By interacting with potential consumers on a regular basis, it is an effective way to get them to 
buy the product and turn them into customers. In the field of marketing, Social Media Marketing is the mainstay to carry out 
promotions at an efficient cost but with maximum results. In the field of business finance, accounting software created spe-
cifically for SMEs is a mainstay for managing finances. 

The actors in SMEs are referred to as entrepreneurs who have several high self-confidence traits, have the will, always focus 
on targets, are willing to work hard, and are able to always innovate. The role of SMEs is very important, especially during 
the Covid-19 virus pandemic. The importance of SMEs is largely related to the backbone of the economy. SMEs allow com-
panies to adapt to a changing environment more easily. Therefore, the existence of SMEs is important as a driving force for 
entrepreneurship and economic development and to become job creators. Global challenges such as the time of this pandemic 
certainly bring changes to the life and flow of a business. A good organization is an organization that can see an opportunity, 
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big or small, in a situation of uncertainty. Innovation is needed during the current pandemic, namely in SMEs, which is the 
key to survival. The existence of this innovation is to anticipate every business or group so that the economy in SMEs can 
continue to advance even though they are experiencing a pandemic and become product quality development. This innovation 
can transform and build hope to be able to face the impacts that are happening. 

There are three types of SMEs innovation, namely: 1. Innovation in a product can be done by creating a new product or service 
to meet market needs and improve quality. That way it is a process that will increase the profits of SMEs. 2. Innovation in 
every SMEs process with a new element that refers to increasing the emphasis on detail on the work procedure or service to 
be produced. 3. SMEs innovation in this administration is related to changes in the method of operating the business effectively 
which also involves a change by taking advantage of organizational policies, resource allocation, and other factors. 

5. Conclusion 

The results of data analysis have shown that social media marketing has a significant effect on marketing performance, product 
innovation has a significant effect on marketing performance, market orientation has a significant effect on marketing perfor-
mance. Based on the results of research and discussion, the implications of this research are that the use of social media has a 
positive and significant impact on the sustainability of SME business. Theoretically, SME actors can develop insights related 
to the use of social media, so practically this implies that SME actors are able to increase sales, namely by utilizing social 
media properly, as a means of promotional activities to maintain business sustainability in the future. SMEs can expand the 
customer market, digital marketing strategies that can be expanded by using other social media such as Facebook Ads, 
YouTube, Google Plus, advertising portals on websites or on other digital media so that more consumers will be interested in 
buying SME products. The use of social media in SMEs can be one of the initial alternatives for business beginners to market 
products or services because by using social media it can see the traffic from social media users, how many people will visit 
the business owner's account page and can increase SME business sales. 
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