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Objective: To examine the influence of competitive advantage, superior support, and 
competitive pressure on the performance of Small and Medium Enterprises (SMEs). It 
also investigates the mediating role of social media adoption in the relationship 
between these determinants and SME performance to support sustainable business 
growth in line with SDG 8 (Decent Work and Economic Growth). Method: The 
study employed a quantitative research design using a survey approach. The research 
population consisted of SMEs in the Solo Raya region, with 91 respondents selected 
through convenience sampling. Data were collected using an online questionnaire and 
analyzed using Partial Least Squares–Structural Equation Modeling (PLS-SEM) to 
examine both direct and indirect relationships among the variables. Results: The 
findings indicate that competitive advantage, superior support, and competitive 
pressure significantly influence SME performance. Furthermore, social media 
adoption was found to mediate the relationship between superior support and SME 
performance. However, social media adoption did not significantly mediate the 
relationship between competitive advantage and SME performance or between 
competitive pressure and SME performance. These results suggest that managerial 
support plays a crucial role in encouraging effective social media adoption, which 
subsequently enhances SME performance. Novelty: The study extends the existing 
literature by examining the mediating role of social media adoption in the relationship 
between organizational and competitive factors and SME performance within the 
context of Indonesian SMEs. The findings provide empirical evidence that superior 
support is a key driver of successful social media adoption, offering practical insights 
for strengthening SME competitiveness and promoting sustainable economic 
development. 

Keywords: 
Competitive Advantage;  
Competitive Pressure;  
SME Performance;  
Social Media Adoption;  
Superior Support. 

 

 
INTRODUCTION 
The phenomenon of social media use is an interesting research issue for further study. 
This is due to phenomena occurring in the business world as well as the results of 
previous research which shows that the use of social media in business in developing 
countries continues to develop (Sangi et al., 2018). Although large companies globally 
can adopt social media (SM) and another internet-based strategy without requiring 
additional resources, social media can also be used by small and medium businesses 
(SMEs), this is due to its relatively low costs, ease ofuse, and its ability to connect and 
reach many consumers (Tajudeen et al., 2018). The use of social media continues togrow 
in companies in developing countries and is currently considered a key strategy in 
business in SMEs (AlQershi et al., 2020). 

Previous studies have confirmed that the use of social media has shown several 
benefits (Abed, 2020). Including providing wider reach through brand engagement, 
increasing knowledge-sharing bhavior and access to global markets through virtual 
environments, and appealing to SME executives in overcoming problems regarding 
distance, time, and geographic location (Chatterjee & Kar, 2020). The use of social media 
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by SMEs is considered important in entrepreneurship and business, both in developed 
and developing countries (Ali Qalati et al., 2020; Anim et al., 2024; Sadiq et al., 2020). 
The contribution of small and medium enterprises (SMEs) has proven to be significant 
to economic growth and sustainability (Amoah et al., 2022; Erdin & Ozkaya, 2020; 
Tshikovhi et al., 2023). The advantages of SMEs lie in innovation, poverty alleviation, 
job creation, economic growth, and social cohesion (for example, contributing more 
than 40% of the gross domestic product and creating more than 70% of jobs in 
developing countries (Chatterjee & Kar, 2020). The success of SMEs is very important 
for economic stability in both developed and developing countries (Kaftan et al., 2023; 
Seo, 2017). However, investment in innovation, infrastructure, and resource allocation 
in developingcountries is far behind compared to the European Union and other 
developed countries. 

Several previous studies have explored the adoption and use of social media to 
advance business management and its impact on organizational performance (AlBar & 
Hoque, 2019). Previous studies have explored the impact of social media use on SMEs' 
overall performance (financial and non-financial) and its mediating role (Ali et al., 
2020). However, many areas still have not been explored, including the use of social 
media in the context of its effect on SME survival, an antecedent to SME success (Knight 
et al., 2020; Rahman et al., 2016). 

Globally, SMEs constitute approximately 90% of active businesses and more than 
50% of employment providers, representing a large share of GDP. Likewise in 
developing countries, more than 60% of businesses are SMEs, employing 80% of the 
workforce and representing 40% of GDP. Most SMEs in developing countries face 
challenges in the current competitive environment, illustrated by growing uncertainty 
and rapid changes in market demand, lack of resources (finance, raw materials, and 
other natural resources), and increased competition due to globalization (Nisar & 
Shafiq, 2019). Additionally, some companies avoid adopting and using social media 
due to inadequate technical skills and a lack of trust. 

This research was conducted to understand the factors that can be used to predict 
organizational performance related to the use of social media. Previous researchers 
have revealed much research on the use of social media and has been published in 
several reputable international journals. In this study, the author will examine the 
influence of competitive advantage, superior support, and competitive pressure on the 
performance of MSMEs. Apart from that, it also tests social media use variables which 
are conceptualized as mediators. 
 
LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 
TOE model (Technology – Organization – Environment) 
The TOE model framework finds various determining factors in the use of information 
systems.This model also explains the intra-company diffusion of innovation which 
focuses on companies and individuals in explaining why, and how quickly innovative 
ideas or concepts and technologies are accepted by different companies or people, 
including environmental issues (Rahman et al., 2016). Empirical findings from research 
adopting the TOE model have shownthat the model is important for understanding the 
adoption of IT innovations, especially socialmedia. 

Social media is defined as “a group of Internet-based applications that are built on 
the ideological and technological foundations of Web 2.0, and that enable the creation 
andexchange of user-generated content” (Parveen et al., 2016). At the moment social 
media trends have changed the way businesses and the way people interact with each 
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other (Wardati & Mahendrawathi, 2019). When social media is implemented 
successfully, it allows companies to develop several activities, including international 
business operations, market transaction efficiency, customer loyalty, and satisfaction, 
international network relationships, information sharing, managing communications, 
relationships with partners, and maintaining logistics throughout the supply chain 
(Ahmad et al., 2019; Sohn & Kim, 2020). 

Previous research has argued for attention to social media adoption in the context 
ofSMEs (Jung & Jeong, 2020). However, it is important to consider the results of 
previous research that has been conducted on social media use in SMEs (Jin & Hurd, 
2018). This is likely due to several contextual differencessuch as government and 
organizational factors where SMEs are located in developing countries. In addition, 
SMEs operating in developing countries often experience some quite serious challenges, 
such as economic changes, government regulations, increasing globalization, and the 
development of consumer needs, increasing competition, and decreasing product life 
cycles (Garg et al., 2020). Therefore, this research was conducted on SMEs operating in 
developing countries, especiallyin Indonesia. 
 
Competitive advantage 
The concept of a company’s competitive advantage was developed using the generic 
strategy proposed in earlier studies. Measurements that show competitive advantage 
variables are imitability, durability, and ease of matching. Competitive advantage is at 
the heart of a company’s performance in a competitive market (Sin et al., 2016). 
Acompany’s advantage grows from the valueor benefits that the company can create 
for its buyers. If the company can create an advantage over one of these three generic 
strategies, it may gain a competitive advantage. Competitive advantage can be 
understood by looking at the company stemming from the many activities that a 
company undertakes in designing, producing, marketing, delivering, and supporting 
sales (Hassan et al., 2018). Thus, competitive advantage is a position in which the 
organization is still working to beat competitors. 
 
Supervisor support 
Support from a supervisor can be interpreted as an activity of managers, directors, and 
other supervisors that impacts and directs divisions and so on in a company 
organization (Roberts et al., 2016). In this research, superior support for social media 
adoption is defined as the level of interest, support, and knowledge about information 
systems, accounting, and computerization, especially social media. 

Support from the supervisor has a role in setting strategies and making general 
activity plans as wellas directing the implementation of social media within the 
company. Top level management support for the use of social media, if managed well, 
will have a direct impact on the development of MSMEs owned by business actors. This 
is per management support which has an important role in the development stage of 
information systems and also the successful implementation of these systems in an 
organization or company. This is also supported by Tajudeen et al., (2018) which states 
that management supportinfluences social media adoption. 
 
Competitive pressure 
Competitive pressure is defined as the level of intensity of competition in the place 
where the industry or company operates. The level of competition is measured by the 
number of similar companies in the same industry in the market, resulting in changes in 
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share, level of price manipulation, contractual agreements between customers and 
competitors, and changes in product promotions and distribution channels. 

Business competitive pressures can encourage an evaluation of strengths and 
weaknesses, as well as optimizing sales strategies based on these findings. This allows a 
business to maximizeresources, make informed decisions about marketing and sales 
strategies, and adjust offeringsaccording to its strengths. Business competition often 
makes it challengingto continue to increase brand awareness, and promotions, analyze 
success, and develop new methods including the use of social media to achieve even 
greater goals. 
 
The influence of social media use on SMEs' performance 
The results of several previous studies show that the use of social media has broad, 
varied benefits and shows positive results. Furthermore, Roberts et al, 2016 stated that 
the existence of social media can lead to innovations in the way a person or company 
does business. This is in line with research conducted by Garg et al, 2020 which found 
research results that theuse of social media has a positive relationship with the 
performance of micro, small, and medium enterprises (MSMEs). Likewise, other 
researchers state that the use of technology in the form of social media has a positive 
impact on the performance of MSMEs (Ainin et al., 2015; Fernandes et al., 2016). 
 

 
Figure 1. Theoretical framework 

Hypothesis 
H1. Competitive Aadvantage has a positive effect on SMEs’ Performance  
H2. Supervisor Support has a positive effect on SMEs’ Performance 
H3. Competitive Pressure has a positive effect on SMEs’ Performance  
H4. Competitive Advantage has a positive effect on SMEs’ Performance  
H5. Supervisor Support has a positive effect on Social Media Adoption 
H6. Competiitve Pressure has a positive effect on Social Media Adoption 
H7. Social Media Adoption has a positive effect on SMEs’ Performance 
H8. Social Media Adoption mediates the influences of competitive advantage on SMEs’ 
Performance  
H9. Social Media Adoption mediates the influences of Supervisor Support on SMEs’ 
Performance H10. Social Media Adoption mediates the influences of Competitive 
Pressure on SMEs’ Performance 
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RESEARCH METHOD 
Sampling 
The sample consists of 91 SMEs in Solo Raya Indonesia. Data was collected through an 
onlinesurvey. The present study uses a structured questionnaire developed from a prior 
study and adjusted to the current context. The survey questionnaire was designed to 
consist of 3 sections,and the first section contains an overview of the research topic and 
objective of the survey. Thesecond section contains instructions and demographic 
information about the respondents. Thelast section consists of questions about the five 
variables. Each question was designed based on prior studies. Furthermore, each item 
was measured using a five-point Likert scale. A pilotstudy was conducted using 5 
SMEs. First, the data and measurement was quality assessed withconfirmatory factor 
analysis. Then, the proposed hypothesis was tested with structural equationmodelling 
(SEM) with Smart PLS software. 
 
RESULTS AND DISCUSSION 
Results 
Validity test 
The validity test of this research instrument is convergent validity which can be seen 
through the outer loading value produced after testing. An instrument can be said to be 
valid if it has anouter loading value of more than 0.7, however if the outer loading value 
is greater than 0.6 it can still be tolerated. Apart from looking at the outer loading value, 
the resulting average variance extracted (AVE) value must be more than 0.5 in order to 
pass convergent validity (Hair et al., 2019). 
 
Outer laoding and AVE 

Table 1. Convergent validity test results 

 Item Outer Loading 
Average Variance 
Extracted (AVE) 

Superior Support 
1 SS 1 0.890  
2 SS 2 0.910 0737 
3 SS 3 0.770  

Competitive Advantage 
1 CA 1 0.836  
2 CA 2 0.808 0.657 
3 CA 3 0.787  

Competitive Pressure 
1 CP1 0.884  
2 CP2. 0.814 0.701 
3 CP3 0.812  

SME Performance 
1 SP 1 0.849  
2 SP 2 0.818 0.656 
3 SP 3 0.858  
4 SP 4 0.705  

Social Media Adoption 
1 SMA 1 0.840  
2 SMA 2 0.867 0.729 
3 SMA 3 0.854  
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Table 1 shows that the overall outer loading value in this study is greater than 0.7, 
which meansthis research instrument is valid. Apart from that, the validity of the 
instrument can also be seenfrom the AVE value for each variable which is greater than 
0.5, so it can be said that each variable passes convergent validity. 
 
Discriminant validity - Fornell-Larcker 

Table 2. Discriminant validity test results 
 Superior 

Support 
Competitive 
Advantage 

SME 
Performance 

Social 
Media 

Adoption 

Competitive 
Pressure 

Superior Support 0.859     
Competitive 
Advantage 

0.609 0.811    

SME Performance 0.679 0.639 0.810   
Social Media 
Adoption 

0.605 0.653 0.679 0.854  

Competitive Pressure 0.647 0.485 0.662 0.596 0.837 
 

Table 2. shows that the square root of AVE is, 0.859; 0.811; 0.810; 0.854; 0.837, all of 
whichare greater than the correlation value of each construct, so it can be said that each 
variable is valid. 
 
Reliability test 
The reliability test of this research is measured through Composite Reliability (CR). A 
researchinstrument can be said to be reliable if the CR value is more than 0.7. The 
results of this research's reliability test are summarized in Table 3. 

Table 3. Reliability test results 
Variables Composite Reliability 

Superior Support 0.893 
Competitive 
Advantage 

0.852 

SME Performance 0.883 
Social Media 
Adoption 

0.890 

Competitive Pressure 0.875 
 

The results of the instrument reliability test can be seen from the CR value of 
Supervisor Support of 0.893; Competitive Advantage 0.852; MSME performance 0.883; 
Use of Social Media 0.890; and Competitive Pressure 0.875, all of which show figures of 
more than 0.7 so itcan be concluded that all variables are reliable. 
 
Hypothesis testing 
This research uses PLS-SEM because the research model is quite complex and includes 
manyconstructs, indicators, and model relationships. The hypothesis is accepted if it 
has a t-statistic value greater than the critical value, namely 1.96, and has p-values 
below 0.05. The results of the direct influence hypothesis test are summarized in Table 
4. 
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Table 4. Direct effect hypothesis test results 

Path Coefficient Standard 
Deviation T Statistic P Values 

Superior Support ->  
SME Performance 

0.217 0.102 2.300 0.022 Supported 

Superior Support ->  
Social Media Adoption 

0.185 0.119 1.426 0.045 Supported 

Competitive Advantage -> 
SME Performance 

0.224 0.097 2.147 0.032 Supported 

Competitive Advantage -> 
Social Media Adoption 

0.408 0.130 3.171 0.002 Supported 

Social Media Adoption ->  
SME Performance 

0.241 0.118 2.069 0.039 Supported 

Competitive Pressure ->  
SME Performance 

0.265 0.096 2.751 0.006 Supported 

Competitive Pressure ->  
Social MediaAdoption 

0.275 0.102 2.813 0.005 Supported 

 
Table 5. Hypothesis test resultsindirect influence (mediation) 

Path Coefficient Standard 
Deviation 

T 
Statistic 

P 
Values Category 

Superior Support -> 
 Social Media Adoption -> 
SME Performance 

0.045 0.039 1.066 0.021 Supported 

Competitive Advantag -> 
Social Media Adoption -> 
SME Performance 

0.096 0.056 1.776 0.076 Not Supported 

Competitve Pressure -> 
Social Media Adoption -> 
SME Performance 

0.066 0.042 1.656 0.098 Not Supported 

 
Tables 4 and 5 show that there are direct and indirect tests (mediation) of the 

research variables,where the results of hypothesis testing show that there is a positive 
and significant relationship between Competitive Advantage and MSME Performance 
with a path coefficient value of 0.224 which indicates a positive relationship, t- t-
statistics of 2.147 (≥ 1.96), and p-values of 0.032 (≤ 0.05). So, it can be said that 
Hypothesis 1is supported. Furthermore, hypothesis testing shows that there is a 
positive and significant relationship between Supervisor Support and MSME 
Performance with a path coefficient value of 0.217 which indicates a positive 
relationship, t-statistics of 2.300 (≥ 1.96) and p-values of 0.022 (≤ 0, 05). So, it can be said 
that Hypothesis 2 is supported. 

The next hypothesis test shows that there is a positive and significant relationship 
between competitive pressure and MSME performance because it has a path coefficient 
value of 0.265which indicates a positive relationship, with a t-statistic value of 2.751 (≥ 
1.96) and p-values of 0.006 (≤ 0.05). Therefore, it can be concluded that Hypothesis 3 is 
supported. Hypothesis testing shows that there is a positive and significant relationship 
between Competitive Advantage and Use of social media because it has a path 
coefficient value of 0.408 which indicates a positive relationship, with a t-statistic value 
of 3.171 (≥ 1.96) and p-value of 0.002 (≤ 0.05). Therefore, it can be said that Hypothesis 4 
is supported. Testing the influence of superior support on the use of social media shows 
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that there is a significant relationship between superior support and social media use 
because it has a path coefficient value of 0.185 which indicates a positive relationship, 
with a t-statistic value of 1.426 (< 1.96) and p-value of 0.045 (< 0.05). So, it can be 
concluded that Hypothesis 5 is supported. 

Furthermore, hypothesis testing shows that there is a significant influence of 
competitive pressure on the use of social media because it has a path coefficient value of 
0.275 which indicates a positive relationship, with a t-statistic value of 2.813 (≥ 1.96) and 
p-values of 0.005(≤ 0.05). Therefore, it can be concluded that Hypothesis 6 is supported. 
The next hypothesis test shows that there is a significant influence of the use of social 
media on MSME performance because it has a path coefficient value of 0.241 which 
indicates a positive relationship, with a t-statistic value of 2.069 (≥ 1.96) and p-values of 
0.039 (≤ 0, 05). Therefore, it can be concluded that Hypothesis 7 is supported. 
 
Discussion  
Mediation test 
The results of the hypothesis test show that the use of social media does not mediate the 
influence of Competitive Advantage on MSME Performance, because it has a path 
coefficientvalue of 0.096 which indicates a positive relationship, with a t-statistic value 
of 1.776 (< 1.96)and p-values of 0.076 (>0.05). Therefore, it can be concluded that 
Hypothesis 8 is not supported. 

Furthermore, hypothesis testing shows that the use of social media mediates the 
influence of superior support on MSME performance because it has a path coefficient 
value of 0.045 whichindicates a positive relationship, with a t-statistic value of 1.066 (< 
1.96) and p-values of 0.021(<0.05). Therefore, it can be concluded that Hypothesis 9 is 
supported. The next hypothesis test shows that the use of social media does not mediate 
the influence of competitive pressure on MSME performance because it has a path 
coefficient value of 0.066 which indicates a positive relationship, with a t-statistic value 
of 1.656 (< 1.96) and p-values of 0.098 (>0.05). Therefore, it can be concluded that 
Hypothesis 10 is not supported. 
 
CONCLUSION 
Fundamental Finding: This study demonstrates that competitive advantage, superior 
support, and competitive pressure have significant direct effects on SME performance. 
However, the mediating role of social media adoption differs across the examined 
relationships. Social media adoption was found to partially mediate the relationship 
between superior support and SME performance, indicating that managerial support 
encourages effective social media utilization, which subsequently improves 
organizational performance. In contrast, social media adoption did not significantly 
mediate the effects of competitive advantage or competitive pressure on SME 
performance, suggesting that these factors influence SME performance primarily 
through direct mechanisms rather than through digital platform adoption. Implication: 
The findings highlight the strategic importance of superior support in fostering 
successful social media adoption among SMEs. Business owners and managers should 
strengthen organizational support, provide adequate digital resources, and encourage 
the effective use of social media to enhance business performance and competitiveness. 
These results also contribute to the achievement of SDG 8 (Decent Work and Economic 
Growth) by providing empirical evidence that digital transformation, supported by 
effective leadership, can improve SME productivity and sustainable economic growth. 
Limitation: This study involved 91 SMEs located in the Solo Raya region using 
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convenience sampling, which may limit the generalizability of the findings to other 
regions or business sectors. In addition, the cross-sectional research design captures 
relationships at a single point in time and does not reflect changes in social media 
adoption or SME performance over time. Future Research: Future studies are 
encouraged to examine these relationships using larger and more diverse samples 
across different industries and geographical areas. Researchers may also incorporate 
additional variables, such as digital capability, innovation orientation, organizational 
culture, or entrepreneurial resilience, to obtain a more comprehensive understanding of 
the determinants of SME performance. Longitudinal studies are also recommended to 
explore the long-term impact of social media adoption on business sustainability and 
competitive performance. 
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