
Proceeding ICMA-SURE- 2024 
The 7th International Conference on Multidisciplinary Approaches for Sustainable Rural Development  
26-27 September 2024 

ISSN : 2808-2702 

 
362 

THE IMPACT OF SOCIAL MEDIA MARKETING ON THE MARKETING 

PERFORMANCE OF CULINARY MSMES IN BANYUMAS 

Larisa Pradisti*, Tiladela Luhita, Uswatun Hasanah 

Faculty of Economics and Business, Universitas Jenderal Soedirman, 

Purwokerto, Indonesia 

*Email: larisa.pradisti@unsoed.ac.id 

Abstract. This research investigates the impact of social media marketing 

strategies on marketing performance, with a focus on the mediating role of social 

media performance within food micro, small, and medium enterprises (MSMEs) 

in Banyumas. Utilizing a quantitative approach, data were collected from a 

sample of food MSMEs and analyzed through Structural Equation Modeling 

(SEM) with Partial Least Squares (PLS) methodology. The findings reveal that 

two hypotheses were accepted: first, social media marketing strategies positively 

influence marketing performance; second, social media performance 

significantly affects marketing performance. Conversely, two hypotheses were 

rejected: social media marketing strategies do not have a direct effect on social 

media performance, and social media performance does not serve as a mediating 

variable between social media marketing strategies and marketing performance. 

These results underscore the complexity of the relationship between social media 

marketing and performance metrics in the context of culinary MSMEs, 

suggesting that while direct marketing strategies are effective, the anticipated 

mediating role of social media performance is not supported in this study. The 

implications of these findings provide valuable insights for practitioners aiming 

to enhance marketing effectiveness through social media channels. 

Keywords: social media marketing strategy, marketing performance, social media 

performance, culinary MSMEs, Banyumas Regency 

A. Introduction 

In today's business world things have changed a lot as social media has become really 

important for shaping how companies operate and plan their strategies. Many different types of 

businesses are now using social media platforms more and more to engage with customers and 

build their brand while also doing market research (Ilavarasan, 2018). By using the reach and 

interactive features of media platforms effectively, companies can build strong relationships 

with their target audience (Ryan et al., 2013) and learn valuable things about what consumers 

like, which can help them make more money in the end. In this era of advancements it is vital 

for companies to adjust their strategies in order to take advantage of the opportunities available 

to them.  

The widespread dependence on social media as an aspect of contemporary business 

strategies brings both great opportunities and notable hurdles for Micro, Small and Medium 

Sized Enterprises (MSME) (Jummani & Shaikh, 2021). A key challenge that impedes the 

integration of media by MSME is the lack of a well defined and quantifiable structure in place. 

In contrast, companies equipped with marketing departments and ample resources at their 

disposal to handle the complexity of social media platforms effectively and construct cohesive 

strategies while monitoring performance metrics; MSME often find themselves grappling with 
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these tasks (Islami et al., 2021). The absence of a method can result in time and resources being 

squandered; hampering MSMEs capacity to utilize media for expansion and competitiveness.  

While social media has been able to prove its potential for encouraging the growth of 

MSMEs across the world, its penetration within Indonesia is still very low based on a survey 

conducted by Nasional Literasi dan Inklusi Keuangan (2022). Although there are 65 million 

MSMEs in the country, only 20.5 million have entered the digital ecosystem. This gap indicates 

how important it is to take immediate action toward eliminating the problems that restrain 

MSMEs from entering the social media world and reduce the digital gap. 

With increasing competition on social media platforms, every business, including MSMEs, 

needs to devise a strong social media strategy that can engage the target audience and help 

distinguish the brand to foster growth. A well-developed strategy should clearly spell out 

objectives, identification of the target audience, content creation, engagement with the 

community, and tracking of key performance indicators (Fuertes et al., 2020). In this regard, 

investment in a multi-dimensional social media strategy will help MSMEs tap the fullest 

potential of these platforms and reposition them for success in the digital age. 

Various findings from a number of studies prove that a well-implemented SMMS 

significantly improves social media performance (Hashim et al., 2021; Peruta & Shields, 2018). 

If an MSME carefully aligns its social media efforts to overall business objectives, brand 

awareness and customer loyalty will rise, leading to tangible results. This is where time and 

resources are needed in building and implementing effective SMMS. With social media 

performance increasing positively, the overall performance of the company is impacted by a 

properly designed social media strategy (Batumalai & Sahid, 2022). With better utilization of 

social media platforms, MSMEs can build awareness, generate leads, drive traffic to the 

website, and hence sales. A strong social media presence will also create customer loyalty, 

foster positive word-of-mouth, and establish one as a thought leader in the industry (Ziyadin et 

al., 2019) 

While the importance of social media use within the firm's strategic context is on the rise, 

there is a deficiency in works that systematically synthesize and help further knowledge of 

social media marketing strategies (Li et al., 2020). This research will, therefore, bridge this gap 

by comprehensively studying various components of effective SMMS and their consequences 

for business outcomes. Hence, this research will present a structured framework and actionable 

insights to develop better social media strategies for MSMEs to realize the full potential of these 

platforms to usher in sustainable growth. 

Based on the above background, several research questions can be concluded as follows: 

1. Does Social Media Marketing Strategy affect Marketing Performance in Culinary MSMEs 

in Banyumas? 

2. Does Social Media Marketing Strategy affect Social Media Performance in Culinary 

MSMEs in Banyumas? 

3. Does Social Media Performance affect Marketing Performance in Culinary MSMEs in 

Banyumas? 

4. Does social media performance be a mediating variable between Social Media Marketing 

Strategy and Marketing Performance in Culinary MSMEs in Banyumas? 

B. Literature Review 

Effective social media marketing can increase visibility, engagement and customer 

interaction, which are critical components of marketing performance. Several studies have 

shown that social media serves as a powerful tool for businesses, especially in the food industry, 

to improve financial performance and customer engagement (Aira et al., 2022; Tajvidi & 
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Karami, 2021). Strategic use of social media can facilitate the development of strong customer 

relationships and increase brand awareness, which directly contributes to improved marketing 

outcomes (Alalwan et al., 2017). In addition, the integration of social media marketing 

strategies has been shown to impact various performance metrics, including sales growth and 

customer loyalty, thus confirming the positive correlation between social media marketing and 

marketing performance (Fernández-Miguélez et al., 2020; Alkhateeb & Abdalla, 2020). The 

implementation of a strong social media marketing strategy will improve the marketing 

performance of food MSMEs in Banyumas, reflecting the broader trend observed in the 

literature on the efficacy of social media in driving business success. An effective social media 

marketing strategy can improve the overall performance of social media platforms used by 

MSMEs. Research shows that businesses that adopt a comprehensive social media marketing 

strategy tend to experience increased engagement, visibility and interaction on social media, 

which are critical components of social media performance (Krisnanto et al., 2020; Nurjaman, 

2021). For example, strategic use of content, targeted advertising, and customer engagement 

techniques can increase audience interaction and brand loyalty (Malesev & Cherry, 2021). In 

addition, the ability of MSMEs to utilize social media effectively relates to their marketing 

capabilities, which can improve their performance metrics on these platforms (Dutot & 

Bergeron, 2016; Gao et al., 2023). The literature shows that when MSMEs implement a well-

defined social media marketing strategy, they not only reach a wider audience but also foster 

stronger relationships with customers, thereby improving their social media performance 

(Lestari, 2022; Suryawardani et al., 2021). 

Based on the discussion above, it can be concluded that there is a mutually beneficial and 

complex relationship between SMMS, social media performance and marketing performance 

in MSMEs in Banyumas, so the hypothesis in this study are: 

HI: Social Media Marketing Strategy has positive impact to Marketing Performance in Culinary 

MSMEs in Banyumas 

H2: Social Media Marketing Strategy has positive impact to Social Media Performance in 

Culinary MSMEs in Banyumas 

H3: Social Media Performance has positive impact to Marketing Performance in Culinary 

MSMEs in Banyumas 

H4: Social media performance is a mediating variable between Social Media Marketing 

Strategy and Marketing Performance in Culinary MSMEs in Banyumas. 

 
Figure 1. Research framework 
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C. Methods 

This research uses quantitative methods to examine the relationship between social media 

marketing strategy, social media performance, and marketing performance. The analytical tool 

used is Structural Equation Modeling (SEM) with the Partial Least Square (PLS) approach. The 

data collection process was carried out using a survey method using a questionnaire distributed 

to MSMEs as respondents. Respondents were asked to provide an assessment of the 

questionnaire questions on a Likert scale ranging from points 1-10. The respondent data used 

in this research were 100 respondents. 

D. Results And Discussion 

1. Convergent Validity Test 

Table 1. Convergent validity test result 

Variable Item Loading Factor Result 

Social Media Marketing 

Strategy 

SMMS 1 

SMMS 2 

SMMS 3 

SMMS 4 

SMMS 5 

SMMS 6 

SMMS 7 

0,741 

0,701 

0,719 

0,741 

0,814 

0,784 

0,745 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Social Media Performance 

SMP 1 

SMP 2 

SMP 3 

SMP 4 

0,733 

0,815 

0,841 

0,820 

Valid 

Valid 

Valid 

Valid 

Marketing Performance 

MP 1 

MP 2 

MP 3 

0,792 

0,738 

0,721 

Valid 

Valid 

Valid 

Source: Primary data processed, 2024 

All indicators on the variable are said to meet the convergent validity test criteria if 

the loading factor value> 0.7 can. In the table above, it can be seen that the indicators 

displayed have met the convergent validity test criteria, so they are declared valid. 

2. Discriminant Validity Test 

Table 2. Discriminant validity test result 
Variable AVE Root AVE Result 

Social Media Marketing Strategy 0,750 0,563 Valid 

Social Media Performance 0,804 0,646 Valid 

Marketing Performance 0,750 0,563 Valid 

Source: Primary data processed, 2024 

In the results of the table, it can be seen that the construct correlation in each 

variable indicator has an AVE Root value of each construct greater than the correlation 

between the construct and other constructs and all AVE values are > 0,5. Therefore, it 

can be concluded that these variables have met the criteria of the discriminant validity 

test and can be said to be valid. 
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3. Reliability Test 

Table 3. Reliability test result 

Variable 
Composite 

Reliability 
Result 

Social Media Marketing Strategy 0,900 Reliable 

Social Media Performance 0,879 Reliable 

Marketing Performance 0,794 Reliable 

Source: Primary data processed, 2024 

In the results of the table above, it is found that all variables used for measurement 

in this study can be said to be reliable because they have met the criteria for the 

composite reliability value> 0.7. 

4. Hypothesis Test 

Table 6. Hypothesis test result 
Variable Original 

Sample 

T Statistic P Values Result 

Hypothesis 1: 

Social Media Marketing Strategy -> 

Marketing Performance 

0,363 5,829 0,000 Accepted 

Hypothesis 2: 

Social Media Marketing Strategy -> 

Social Media Performance 

-0,008 0,070 0,472 Rejected 

Hypothesis 3: 

Social Media Performance -> 

Marketing Performance 

0,135 1,703 0,0,045 Accepted 

Hypothesis 4: 

SMMS -> SMP -> MP 

-0,001 0,066 0,474 Rejected 

Source: Primary data processed, 2024 

The criteria used in hypothesis testing for direct effects are t-statistic > 1.64 (t-table, 

one-tailed) or P-value < 0.05. Based on the table above, we can see the results of 

hypothesis testing as follows: 

a. Hypothesis 1: Social Media Marketing Strategy -> Marketing Performance  

In the table above, it can be seen that the result of the P-value is 0.000 <0.05 

and the t-statistic value is 5.829> 1.64, so there is a significant influence. The effect 

of Social Media Marketing Strategy on Marketing Performance has an original 

sample value of 0.363 which means that the effect is unidirectional (positive) and 

if the value of the exogenous variable increases, the endogenous variable also 

increases. Based on this description, the results show that the first hypothesis (H1) 

is accepted. 

b. Hypothesis 2: Social Media Marketing Strategy -> Social Media Performance  

In the table above, it can be seen that the result of the P-value is 0.472> 0.005 

and the t-statistic value is 0.070 < 1.64, so there is an insignificant effect. The effect 

of Social Media Marketing Strategy on Social Media Performance has an original 
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sample value of -0.008 which means that the effect is negative. Based on this 

description, the results show that the second hypothesis (H2) is rejected. 

c. Hypothesis 3: Social Media Performance -> Marketing Performance  

The results of the table above, it can be seen that the result of the P-value is 

0.045 <0.05 and the t-statistic value is 1.703> 1.64, which means that there is a 

significant effect. The effect of Social Media Performance on Marketing 

Performance has an original sample value of 0.135, which means that the effect is 

unidirectional (positive) and if the value of the exogenous variable increases, the 

value of the endogenous variable also increases. Therefore, the result shows that 

the third hypothesis (H3) is accepted. 

d. Mediation hypothesis: Social Media Marketing Strategy -> Social Media 

Performance -> Marketing Performance. 

The results of the table above, it can be seen that the result of the P-value is 

0.474> 0.05 and the t-statistic value is 0.066 < 1.96, which means that there is an 

insignificant effect. This means that the mediating variable used does not have a 

role in mediating the relationship between the independent variable and the 

dependent variable. Therefore, the result shows that this mediation hypothesis is 

rejected. 

5. Discussion 

Social media marketing strategy can enhance marketing performance, this indicates 

that effective social media marketing strategies positively influence the marketing 

performance of culinary MSMEs. The results suggest that when these businesses 

implement well-structured social media marketing strategies, they can enhance their 

visibility, customer engagement, and ultimately, sales performance. This aligns with 

previous research that emphasizes the importance of marketing communication tools in 

driving brand choice and purchase intentions Kurnia et al. (2023). However, social 

media marketing strategy can't enhance social media performance. This finding suggests 

that the expected direct relationship between social media marketing strategies and 

social media performance was not established. This could imply that while businesses 

may invest in social media marketing, the strategies employed do not necessarily 

translate into improved performance metrics on social media platforms. This could be 

due to various factors, such as the quality of content, audience targeting, or engagement 

tactics, which require further investigation. 

Social media performance plays a crucial role in enhancing marketing performance. 

It suggests that businesses that effectively engage with their audience on social media 

can see a direct impact on their overall marketing outcomes. This finding is consistent 

with literature that highlights the importance of consumer attitudes and engagement in 

driving purchase intentions and brand loyalty (Bu et al., 2020; Kusuma et al., 2021). 

Nevertheless, that social media performance does not serve as a mediator in the 

relationship between social media marketing strategies and marketing performance. 

This finding suggests that the impact of social media marketing strategies on marketing 

performance may be direct rather than indirect through social media performance. This 

could imply that other factors or variables might be influencing this relationship, 

warranting further exploration. 

Based on the discussion above, the suggestions for MSMEs in Banyumas are as 

follows: 
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1. Focus on Strategy Development: Given that social media marketing strategies directly 

impact marketing performance, MSMEs should prioritize developing comprehensive 

and targeted social media marketing plans. This includes understanding the target 

audience, creating engaging content, and utilizing analytics to measure effectiveness. 

2. Content Quality and Engagement: Since social media performance did not directly 

correlate with marketing performance, businesses should focus on enhancing the quality 

of their social media content and engagement strategies. This may involve investing in 

creative content creation, interactive posts, and community engagement to foster a loyal 

customer base. 

3. Training and Development: MSMEs may benefit from training programs that enhance 

their understanding of effective social media practices. This could include workshops 

on content creation, audience engagement, and performance analytics to ensure that 

marketing efforts are optimized for success. 

Due to the lack of resources in MSMEs, assistance from the government is needed 

to maximize the strategies mentioned above. Finally, the research findings underscore 

the importance of strategic social media marketing for enhancing marketing 

performance in culinary MSMEs. While social media performance does not mediate this 

relationship, it remains a critical component of overall marketing success. Future 

research should explore additional variables that may influence these dynamics to 

provide a more comprehensive understanding of the marketing landscape for MSMEs. 

E. Conclusion 

Overall, these findings provide valuable insights for food MSMEs in Banyumas, 

suggesting that while social media marketing strategies are crucial for enhancing marketing 

performance, the effectiveness of these strategies may not be fully realized without a focus on 

content quality and audience engagement. The research contributes to the theoretical 

understanding of marketing management by challenging existing assumptions about the 

mediating role of social media performance, thereby opening avenues for further exploration 

into the factors influencing marketing outcomes in the context of MSMEs.  

Future research could investigate the specific elements of content quality that contribute to 

effective social media marketing. Given that the relationship between social media marketing 

strategies and social media performance was rejected, it would be beneficial to analyze what 

types of content resonate most with the target audience and how these can be optimized to 

enhance engagement and performance. 

F. References 

[1].  Aira, D., Rosita, S., & Zam, E. (2022). Role of social media mediation of leadership on 

the organizational performance of smes. Journal of Business Studies and Management 

Review, 6(1), 50-52. https://doi.org/10.22437/jbsmr.v6i1.21840 

[2].  Alalwan, A., Rana, N., Dwivedi, Y., & Algharabat, R. (2017). Social media in marketing: 

a review and analysis of the existing literature. Telematics and Informatics, 34(7), 1177-

1190. https://doi.org/10.1016/j.tele.2017.05.008 

[3].  Alkhateeb, M. and Abdalla, R. (2020). Innovations in human resource management: 

impact of social media use on employees’ performance. Marketing and Management of 

Innovations, (2), 139-153. https://doi.org/10.21272/mmi.2020.2-10 

[4].  Batumalai, J., & Sahid, S. (2022). The Effects of Social Media Usage on Small Enterprise 

Performance. International Journal of Academic Research in Business and Social 

Sciences, 12(2). https://doi.org/10.6007/ijarbss/v12-i2/12284 

[5].  Bink, A. and Corrigan, P. (2021). The impact of mental health information overload on 

http://jos.unsoed.ac.id/index.php/eprocicma
https://portal.issn.org/resource/ISSN/2808-2702
https://doi.org/10.22437/jbsmr.v6i1.21840
https://doi.org/10.1016/j.tele.2017.05.008


Proceeding ICMA-SURE- 2024 
The 7th International Conference on Multidisciplinary Approaches for Sustainable Rural Development  
26-27 September 2024 

ISSN : 2808-2702 

 
369 

community education programs to enhance mental health-care seeking. Journal of Public 

Mental Health, 21(2), 174-178. https://doi.org/10.1108/jpmh-06-2021-0077 

[6].  Bu, X., Nguyen, H., Chou, T., & Chen, C. (2020). A comprehensive model of consumers’ 

perceptions, attitudes and behavioral intentions toward organic tea: evidence from an 

emerging economy. Sustainability, 12(16), 6619. https://doi.org/10.3390/su12166619 

[7].  Cınar, D., Çelik, A., Öztürk, A., Bahçeli, P., & Akça, N. (2022). Women’s attitudes 

towards healthy life awareness and breast cancer screening during the coronavirus disease 

2019 pandemic: a cross-sectional descriptive study. European Journal of Cancer 

Prevention, 31(4), 346-353. https://doi.org/10.1097/cej.0000000000000756 

[8].  Crook, B., Stephens, K., Pastorek, A., Mackert, M., & Donovan, E. (2015). Sharing health 

information and influencing behavioral intentions: the role of health literacy, information 

overload, and the internet in the diffusion of healthy heart information. Health 

Communication, 31(1), 60-71. https://doi.org/10.1080/10410236.2014.936336 

[9].  Dutot, V. and Bergeron, F. (2016). From strategic orientation to social media orientation. 

Journal of Small Business and Enterprise Development, 23(4), 1165-1190. 

https://doi.org/10.1108/jsbed-11-2015-0160 

[10].  Fernández-Miguélez, S., Díaz-Puche, M., Campos-Soria, J., & Galán-Valdivieso, F. 

(2020). The impact of social media on restaurant corporations’ financial performance. 

Sustainability, 12(4), 1646. https://doi.org/10.3390/su12041646 

[11].  Fuertes, G., Alfaro, M., Vargas, M., Gutierrez, S., Ternero, R., & Sabattin, J. (2020). 

Conceptual Framework for Strategic Management: A Literature Review—Descriptive. 

Journal of Engineering, 2020, 1–21. https://doi.org/10.1155/2020/6253013 

[12].  Gao, J., Siddik, A., Abbas, S., Hamayun, M., Masukujjaman, M., & Alam, S. (2023). 

Impact of e-commerce and digital marketing adoption on the financial and sustainability 

performance of msmes during the covid-19 pandemic: an empirical study. Sustainability, 

15(2), 1594. https://doi.org/10.3390/su15021594 

[13].  Gracía, A. and Magistris, T. (2013). Organic food product purchase behaviour: a pilot 

study for urban consumers in the south of italy. Spanish Journal of Agricultural Research, 

5(4), 439-451. https://doi.org/10.5424/sjar/2007054-5356 

[14].  Graham, D. and Laska, M. (2012). Nutrition label use partially mediates the relationship 

between attitude toward healthy eating and overall dietary quality among college 

students. Journal of the Academy of Nutrition and Dietetics, 112(3), 414-418. 

https://doi.org/10.1016/j.jada.2011.08.047 

[15].  Greifeneder, R., Scheibehenne, B., & Kleber, N. (2010). Less may be more when 

choosing is difficult: choice complexity and too much choice. Acta Psychologica, 133(1), 

45-50. https://doi.org/10.1016/j.actpsy.2009.08.005 

[16].  Hashim, N. F. A., Alek, S. K., Asmali, K. N., Rosli, R., Halim, N. a. R. A., & Almunawar, 

M. N. (2021). Utilisation of Social Media by Micro, Small and Medium Enterprises in 

Brunei Darussalam. International Review of Management and Marketing, 11(1), 8–20. 

https://doi.org/10.32479/irmm.10906. 

[17].  Ilavarasan, P. V. (2018). Social Media Research in and of India: A Snapshot. In Advances 

in theory and practice of emerging markets (pp. 135–148). https://doi.org/10.1007/978-

3-319-75013-2_12 

[18].  Hsu, S., Chang, C., & Lin, T. (2019). Triple bottom line model and food safety in organic 

http://jos.unsoed.ac.id/index.php/eprocicma
https://portal.issn.org/resource/ISSN/2808-2702
https://doi.org/10.1108/jpmh-06-2021-0077
https://doi.org/10.3390/su12166619
https://doi.org/10.1080/10410236.2014.936336
https://doi.org/10.1155/2020/6253013
https://doi.org/10.5424/sjar/2007054-5356
https://doi.org/10.1016/j.jada.2011.08.047
https://doi.org/10.1016/j.actpsy.2009.08.005
https://doi.org/10.32479/irmm.10906
https://doi.org/10.1007/978-3-319-75013-2_12
https://doi.org/10.1007/978-3-319-75013-2_12


Proceeding ICMA-SURE- 2024 
The 7th International Conference on Multidisciplinary Approaches for Sustainable Rural Development  
26-27 September 2024 

ISSN : 2808-2702 

 
370 

food and conventional food in affecting perceived value and purchase intentions. British 

Food Journal, 121(2), 333-346. https://doi.org/10.1108/bfj-07-2017-0403 

[19].  Islami, N. N., Wahyuni, S., & Puji, R. P. N. (2021). Digital Literation of Micro, Small 

and Medium Enterprises (MSMEs) in Jember District. IOP Conference Series Earth and 

Environmental Science, 747(1), 012097. https://doi.org/10.1088/1755-

1315/747/1/012097 

[20].  Jacob, B. (2024). Over two decades of research on choice overload: an overview and 

research agenda. International Journal of Consumer Studies, 48(2). 

https://doi.org/10.1111/ijcs.13029 

[21].  Jiumpanyarach, W. (2018). The impact of social trends: teenagers’ attitudes for organic 

food market in thailand. International Journal of Social Economics, 45(4), 682-699. 

https://doi.org/10.1108/ijse-01-2017-0004 

[22].  Jummani, M. O., & Shaikh, S. (2021). SOcial Media Marketing: Prospects and 

Opportunities for Small and Medium Enterprises. Journal of Marketing Strategies, 1(1), 

63–83. https://doi.org/10.52633/jms.v1i1.4 

[23].  Kasper, H., Bloemer, J., & Driessen, P. (2010). Coping with confusion. Managing Service 

Quality, 20(2), 140-160. https://doi.org/10.1108/09604521011027570 

[24].  Khaleel, I., Wimmer, B., Peterson, G., Zaidi, S., Roehrer, E., Cummings, E.,& Lee, K. 

(2020). Health information overload among health consumers : a scoping review. Patient 

Education and Counseling, 103(1), 15-32. https://doi.org/10.1016/j.pec.2019.08.008 

[25].  Krisnanto, A. (2020). Social media marketing and marketing performance on new sme: a 

moderating consumer innovativeness.. https://doi.org/10.2991/aebmr.k.200127.069 

[26].  Lestari, S. (2022). Digital marketing strategy for msmes in the vuca era (volatility, 

uncertainty, complexity, and ambiguity). Journal of Humanities Social Sciences and 

Business (Jhssb), 2(1), 47-53. https://doi.org/10.55047/jhssb.v2i1.370 

[27].  Kurnia, P., Lepar, P., & Sitio, R. (2023). Marketing communication tools, emotional 

connection, and brand choice: evidence from healthy food industry. International Journal 

of Digital Entrepreneurship and Business, 4(1). https://doi.org/10.52238/ideb.v4i1.100 

[28].  Li, F., Larimo, J., & Leonidou, L. C. (2020). Social media marketing strategy: definition, 

conceptualization, taxonomy, validation, and future agenda. Journal of the Academy of 

Marketing Science, 49(1), 51–70. https://doi.org/10.1007/s11747-020-00733-3 

[29].  Malesev, S. and Cherry, M. (2021). Digital and social media marketing - growing market 

share for construction smes. Construction Economics and Building, 21(1). 

https://doi.org/10.5130/ajceb.v21i1.7521 

[30].  Nurjaman, K. (2021). Msmes marketing strategy with the use of social-media in the 

covid-19 pandemic era. International Journal of Science and Society, 3(4), 203-211. 

https://doi.org/10.54783/ijsoc.v3i4.406 

[31].  Peruta, A., & Shields, A. B. (2018). Marketing your university on social media: a content 

analysis of Facebook post types and formats. Journal of Marketing for Higher Education, 

28(2), 175–191. https://doi.org/10.1080/08841241.2018.1442896 

[32].  Ryan, W., Peruta, A., & Chouman, S. (2013). Social media and the transformation of 

brand communication. AcademicMindTrek ’13: Proceedings of International Conference 

on Making Sense of Converging Media. https://doi.org/10.1145/2523429.2523484 

http://jos.unsoed.ac.id/index.php/eprocicma
https://portal.issn.org/resource/ISSN/2808-2702
https://doi.org/10.1108/bfj-07-2017-0403
https://doi.org/10.1088/1755-1315/747/1/012097
https://doi.org/10.1088/1755-1315/747/1/012097
https://doi.org/10.1111/ijcs.13029
https://doi.org/10.1108/ijse-01-2017-0004
https://doi.org/10.1108/09604521011027570
https://doi.org/10.1016/j.pec.2019.08.008
https://doi.org/10.2991/aebmr.k.200127.069
https://doi.org/10.52238/ideb.v4i1.100
https://doi.org/10.1007/s11747-020-00733-3
https://doi.org/10.5130/ajceb.v21i1.7521
https://doi.org/10.1080/08841241.2018.1442896


Proceeding ICMA-SURE- 2024 
The 7th International Conference on Multidisciplinary Approaches for Sustainable Rural Development  
26-27 September 2024 

ISSN : 2808-2702 

 
371 

[33].  Soroka, A. and Wojciechowska-Solis, J. (2019). Consumer motivation to buy organic 

food depends on lifestyle. Foods, 8(11), 581. https://doi.org/10.3390/foods8110581. 

[34].  Suryawardani, B., Wulandari, A., Marcelino, D., Satrya, G., Wijaya, R., Lukito, W., … 

& Prabawa, B. (2021). Creative digital marketing and advanced internetworking 

assistance programs for micro, small and medium enterprises in buah batu district 

bandung. Engagement Jurnal Pengabdian Kepada Masyarakat, 5(2), 361-376. 

https://doi.org/10.29062/engagement.v5i2.217 

[35].  Tajvidi, R. and Karami, A. (2021). The effect of social media on firm performance. 

Computers in Human Behavior, 115, 105174. https://doi.org/10.1016/j.chb.2017.09.026 

[36].  Wunderlich, S. and Gatto, K. (2016). Consumers’ food choices and the role of perceived 

environmental impact. International Journal of Sustainable Development and Planning, 

11(6), 989-995. https://doi.org/10.2495/sdp-v11-n6-989-995. 

[37].  Xu, J. and Liu, C. (2021). Infodemic vs. pandemic factors associated to public anxiety in 

the early stage of the covid-19 outbreak: a cross-sectional study in china. Frontiers in 

Public Health, 9. https://doi.org/10.3389/fpubh.2021.723648 

[38].  Ziyadin, S., Doszhan, R., Borodin, A., Omarova, A., & Ilyas, A. (2019). The role of social 

media marketing in consumer behaviour. E3S Web of Conferences, 135, 04022. 

https://doi.org/10.1051/e3sconf/201913504022 

 

 

 

http://jos.unsoed.ac.id/index.php/eprocicma
https://portal.issn.org/resource/ISSN/2808-2702
https://doi.org/10.3390/foods8110581
https://doi.org/10.1016/j.chb.2017.09.026
https://doi.org/10.2495/sdp-v11-n6-989-995
https://doi.org/10.3389/fpubh.2021.723648

