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  This study aims to analyze the resistance to social media adoption in SMEs 

that have limited resources and experienced a decline in sales due to the 

COVID-19 Pandemic. Social Media adoption resistance is observed from 

inadequate resources, usage barriers, and weak government support. These 

SMEs are also faced with the condition that they are forced to adopt S.M. to 

save their marketing performance which cannot be done conventionally but 

must utilize digital technology. The research method used is a survey using a 

questionnaire. The respondents observed were 230 SMEs in the Special 

Region of Yogyakarta. The data analysis technique uses a structural model 

approach with SEM-PLS. This research finds that resistance to social media 

adoption is influenced by a lack of resources and weak government support for 

SMEs. As a result, the marketing performance of SMEs is declining, and the 

business innovation model is not working. SMEs remain in a slump if they do 

not apply digital technology and utilize social media. This original study 

discusses SMEs still resistant to adopting S.M. The respondents of this 

research are also SMEs forced to adopt S.M. Respondents are faced with 
increasingly stringent social and physical restrictions. Respondents are also 

SMEs affected by the Pandemic and tend to be close to bankruptcy. 
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Introduction  

Industry 4.0 is an internationally known concept as the Industrial Internet of Things. Industry 4.0 is predicted 

to pose managerial and organizational challenges, especially for small and medium enterprises (Müller, 2019). 

Cyber-physical systems in Industry 4.0 offer mechanisms for human-to-human, human-to-object, and object-to-

object interactions, whereas their integration in industrial manufacturing can be termed cyber-physical production 

systems (Schlechtendahl et al., 2014). Industry 4.0 raises concerns from the social side, such as job loss, lack of 

training and competence, employee resistance, and hampered organizational structures (Birkel et al., 2019; Müller, 

2019; Sugandini et al., 2019). In SMEs, these concerns are compounded by the lack of resources and access to 

qualified personnel, such as I.T. experts (Müller 2019). Denicolai et al. (2021) state that the traditional SME model 

does have characteristics similar to one another's geographical range or dominance of the domestic market. A low 

level of digital progress and low awareness of sustainability exist in SMEs. During the COVID-19 Pandemic, 

researchers are often questioned about the readiness of SMEs to face complex challenges, digitalization, and 

competitive sustainability. Industry 4.0 is one of the most accessible options suitable and available for SMEs to do 

innovation and growth (Denicolai et al., 2021). Digital technology makes it easier for SMEs to access the global 

environment. SMEs facing digital technology is an interesting phenomenon to be a research direction during the 

COVID-19 Pandemic. SMEs with limited resources and awareness of technological and social change 

(Ghobakhloo and Ching, 2019; Sugandini et al., 2020) are interesting topics to study regarding their readiness and 

resistance to innovation. 
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Many previous researchers have done innovation resistance. However, during the Pandemic, research on 

innovation resistance, especially in SMEs, is still rarely carried out (Sugandini et al., 2019; Sugandini et al., 2020). 

Chen & Kuo (2017) researched innovation resistance when conditions were normal, and there was no pandemic, 

and SMEs' satisfactory needs. Their research shows that usage and value barriers influence innovation adoption 

resistance. (1) Usage Barriers related to users' misunderstanding using social media devices. Lin et al. (2012) 

mentioned that a high level of resistance exists when users are asked to learn how to use social media from scratch. 

Chen (2019) believes that habits are formed because of previous experiences and will affect an individual's 

willingness to share information in the future. (2) Value barrier, indicating that the value created by innovative 

products must be higher than the value created by existing products. The digital revolution supports SMEs in 

pursuing technological innovations with artificial intelligence. As value chains become global and digital, 

readiness to implement digital processes will be critical for small companies to join global digital value chains. 

Digital technology connects SMEs in integrated business networks (Rehm and Goel, 2017) and targets 

international customers (Torn and Vaneker, 2019). 

Candiya Bongomin et al. (2018) show that government support also influences adoption success for innovation 

adoption. Government support is realized through improving business skills, capital adequacy, financial access, 

market access, entrepreneurship education, and the survival of SMEs. Orzes et al. (2019) have conducted a 

literature review on barriers to innovation adoption and found several factors that influence innovation resistance. 

The observed usage barrier is related to the lack of financial resources, competencies, and technology. The ability 

of SMEs to overcome these barriers to innovation adoption can increase the effectiveness of social media 

marketing. According to Chawla and Chodak (2021), social media marketing is a topic of great interest to 

researchers and marketers. The effectiveness of social media also has a relatively good impact on the marketing 

performance of SMEs. More and more SMEs are looking to use social media to build organizational-level 

strategies. The adoption of Socia media by SMEs has a considerable impact on improving the marketing 

performance of SMEs (Chatterjee and Kumar Kar, 2020). 

This study examines the resistance to innovation adoption in SMEs in the Special Region of Yogyakarta. The 

contribution of this research is to the innovation resistance model in SMEs affected by COVID-19. The innovation 

resistance model in this study is influenced by lack of resources, usage barriers, and government support. This 

study also analyzes the effect of social media innovation resistance on the lack of business model innovation and 

the decline in marketing performance. This research model was carried out because there are still few studies 

investigating how social media affects the company's business model innovation (BMI). Zhang and Zhu (2021) 

stated that the rapid development of social media significantly affects organizational innovation activities. Other 

contributions that can be made from the results of this study are as follows: (1) This research was conducted at a 

time when the COVID-19 Pandemic was ongoing. Most SMEs in the Special Region of Yogyakarta were in a 

bankrupt position. The study results are expected to better understand the adoption of innovations in abnormal 

conditions; of course, this innovation model is different during normal conditions. (2) This research was conducted 

on SMEs in the Special Region of Yogyakarta, which has several unique features: (a) SMEs in Yogyakarta are 

home industries that carry out their production processes, are self-managed, and sell themselves. (b) Most SMEs in 

Jogja do not have employees and craftsmen outside their immediate family. (c). These SMEs do not have the 

adequate production capacity and operate according to what they can produce. (d). No managerial skills. (e) Does 

not have a production house, and usually, a production house is integrated with a residential house. The 

uniqueness of SMEs in the Special Region of Yogyakarta provides a new theory that has never been studied 

before, related to the emergence of resistance to innovation adoption. 

Literature review 

Social Media Innovation 

Social media (S.M.) or web-based platforms show potential in connecting with customers, providing better 

customer service, and expanding the market by reducing marketing costs (Torres de Oliveira et al., 2020; Kwon et 

al., 2021). Social media platforms provide new instruments for companies to achieve their business goals, such as 

knowledge-seeking, communication, and collaboration within and across organizations (Wang et al., 2016). 

However, many small businesses still do not use S.M. due to perceived barriers, such as lack of resources to 

manage S.M. accounts and lack of knowledge on using S.M. data (Corral de Zubielqui and Jones, 2020; Effendi et 

al., 2020). According to the innovation diffusion model (Gruber, 2020), an organization's decision to adopt or 

reject an innovation is based on its perception of innovation. This perception is determined by knowledge of the 

innovation, which various internal or external factors may drive. Some of the findings of the impact of S.M. are 

still being debated. Barlatier and Josserand (2018); Benitez et al. (2017) show that S.M.'s effects on innovation are 

still at an early stage, and the results are inconclusive (Corral de Zubielqui and Jones, 2020). 



Jurnal Konseling dan Pendidikan             
http://jurnal.konselingindonesia.com    
 
 

 
 

55 
 

 

The antecedent and consequences of resistance ... 

Istanto, Y., et al. 

 

On the other hand (Braojos et al., 2019; Benitez et al., 2017; Corral de Zubielqui and Jones, 2020) demonstrate 

the positive impact of social media on corporate innovation activities. Marion et al. (2014) found that social media 

(in weblogs and Twitter) had no impact on collaboration and ideas generated by new product development teams. 

Thus, issues related to the effects of social media on innovation need to be investigated further. 

Lack of resources and resistance to social media adoption 

Industry 4.0 has driven technological advancements in the Internet of Things, wireless technology, and other 

aspects of life. The technology-organization-environment (TOE) framework and the integrated technology 

acceptance model (TAM-TOE model) were used to analyze the readiness of SMEs to adopt technology 

(Chatterjee and Kumar Kar, 2020). The TAM-TOE model highlights that organizational resources affect 

innovation adoption. Organizational readiness is defined as the accessibility of corporate resources for adoption 

(Iacovou et al., 1995). Cruz-Jesus et al. (2019) state that organizations need more technical and financial resources 

to adopt new technologies. Organizational competence is associated with employee skills, knowledge, abilities, 

and other relevant traits that are important for effective performance in a job position (Veliu et al., 2017). Adopting 

innovation requires employees who can use technology and understand its use (Tortorella et al., 2019). The 

availability of organizational resources significantly and positively influences the corporate adoption of innovative 

technologies. Organizational readiness was found to be a significant predictor of SME ICT adoption. 

Technological competence is used to understand, use and utilize technology internally. Technical competence is a 

supporting method in preparing technology infrastructure, including adopting basic knowledge related to available 

technology. A high level of technological competence positively influences the willingness to embrace innovation 

(Cruz-Jesus et al., 2019). Conversely, if the resources owned by the SME organization are low, the resistance to 

innovation adoption will be high. H1: Lack of resources affects social media adoption resistance 

Usage barrier and resistance to social media adoption 

Chen and Kuo (2017) stated that usage barriers should be the main prerequisite to be removed in increasing 

acceptance of the use of innovations. Innovation resistance occurs from changing consumer habits due to using the 

product for a long time. Innovations that take more time for consumers to change their routines will also take 

longer to achieve consumer acceptance. Users who have never used virtual social media need to learn the 

innovative medium from scratch, resulting in resistance. Lin et al. (2012), Sugandini et al. (2020), and Effendi et 

al. (2020) mention that a high resistance level exists when users are asked to learn how to use social media from 

scratch. If SMEs feel that technology adoption is compatible with work application systems, SMEs usually 

consider adopting the technology. Beier and Wagner (2016) show that, besides lacking financial and human 

resources, SMEs are also faced with the ineffective use of social media. Barriers to using social media, perceived 

usefulness, and perceived risk are related to resistance to adoption and use of social media (Sugandini et al., 2020). 

H2: Usage barrier affects social media adoption resistance. 

Government support and resistance to social media adoption 

Government support can significantly affect the business ecosystem (Greco et al., 2017) and contribute to 

entrepreneurship in the private sector and encourage innovation (Roh et al., 2021). Roh et al. (2021) suggest the 

positive impact of government sponsorship on technology development by presenting examples of innovative 

business growth through investment-supporting policies. Government support can create a positive environment 

for technology development by making active investments in physical and human infrastructure (Jugend et al., 
2018). Traditionally, the direct and indirect impact of government support on corporate innovation has mainly 

focused on the promotion of R&D (Jugend et al., 2018). Meanwhile, government support also affects the 

company's open innovation activities. Jugend et al. (2018) found that both financial and non-financial support 

from the government involves the openness of innovative activities of the supported companies. The government's 

role in SMEs, especially those vulnerable to various costs incurred in encouraging innovation. Government 

agencies, acting as a kind of innovation hub, can also help connect, communicate and collaborate between SMEs 

and independent technology developers or other actors (Roh et al., 2021). This argumentation is supported by Tse 
et al. (2021), who agree that governments in developing countries have directed their efforts to support business, 

create incubators for such companies, and conduct market research. Government support can upgrade existing 

infrastructure, foster private and public partnerships, establish business financing policy support, provide 

international local market access, fight corruption, and create a conducive business climate for SMEs' survival, 

growth, and development. Government support for SMEs is essential for growth and directly impacts SMEs' 

performance, viability, and expansion. Thongsri et al. (2019) show government support's indirect effect on 

company performance through innovation behavior. Therefore, Government policies must be established to 

support the development of corporate resources for sustainability. Many SMEs during the COVID-19 Pandemic 
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were resistant to social media adoption because they felt that government support to facilitate adoption did not 

exist (Sugandini et al., 2020). H3: Government support has an effect on resistance to social media adoption. 

Social Media Adoption and Business Model Innovation (BMI) 

BMI is an innovation in the core elements of organizations related to value creation, value proposition, and 

value capture in the business model (Futterer et al., 2018; Snihur and Wiklund, 2019). Digitization is converting 

continuous analog information into a discrete, digital and machine-readable format. From an institutional 

perspective, digitization manifests itself in digital organizations, infrastructure, and activities to drive productivity 

and growth or generate competitive advantage (Hinings et al., 2018; Alshawaaf and Lee, 2021). Digitization allows 

synergies between the company and its suppliers to develop internal capabilities and new products. The process of 

value creation through digitization can occur by creating new offerings, understanding customer needs, and 

collaborative value creation (Parida et al., 2019). Social media is a technological advancement capable of changing 

ideas in business models and offering opportunities for innovation (Kwon et al., 2021). Companies with good S.M. 

can increase the potential of expertise and knowledge and identify the best ways to create value to accelerate BMI 

(Alshawaaf and Lee, 2021). S.M. that an organization does not adopt will reduce BMI, and adoption resistance has 

weakened BMI. So, the first hypothesis is proposed as follows: H5: Social Media adoption resistance affects 

decreasing BMI. 

Researchers suggest that if companies cannot manage social media properly and develop the best ways to 

utilize it, it will decrease innovation performance (Benitez et al., 2017; Muninger et al., 2019). Due to the 

resistance to S.M. adoption, SMEs cannot integrate information and resources from social media to make better 

strategic decisions. This capability is essential in the social media environment as it allows SMEs to gain access to 

new markets and innovative technical solutions (Kwon et al., 2021).  

Social Media Adoption and Marketing Performance 

Lin et al. (2021) argue that the use and utilization of social media can improve a company's marketing 

performance. Organizations use social media to share information and content, engage, create social relationships 

with customers, and manage online communities. S.M. can be used in various business processes such as CRM, 

new product management, brand management, innovation management, and supply chain management. Marketers 

are challenged to develop lasting relationships with customers (Foltean et al., 2019). Social media can also involve 

and create social connections with customers to improve marketing performance (Braojos et al., 2019). Lin et al.  

(2021) also use social media to resolve customer complaints, integrate social media with e-commerce platforms, 

inform about logistics status, inquire about customer satisfaction, and improve marketing performance. Thus, 

social media can increase the effectiveness of the company's marketing activities and improve marketing 

performance. Braojos et al. (2019) showed that online customer engagement impacts a company's ability to share, 

create, discuss, and modify content, facilitating information sharing, interaction, and customer relationships. 

Tajvidi and Karami (2021) provide a new perspective on the effect of social media use in SMEs by analyzing the 

effect of social media on performance. The research shows a positive and significant relationship between the use 

of social media and marketing performance through branding and innovation. Organizations resistant to adopting 

social media will affect a decline in marketing performance they get. H4: S.M. adoption resistance affects the 

decline in marketing performance. 

Research Model 

The proposed theoretical framework explains the adoption resistance of social media innovations in SMEs. The 

underlying theory is Davis's (1989) TAM. The TAM framework is sufficient to explain the main factors that 

determine the adoption of Industry 4.0 technology in SMEs. The TAM model in this study presents the obstacles 

to using S.M. These factors are the scarcity of resources and barriers to using S.M. as an internal factor. 

Government support in adopting S.M. is an external factor that influences resistance to S.M. adoption. This 

theoretical framework is built from several previous research results from Davis (1989), Chen and Kuo (2017), 

and Alshawaaf & Lee (2021). 
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Figure 1 <Social Media Adoption Resistance Model> 

 

Method 

This study uses mixed methods, namely qualitative and quantitative, with a survey approach. The qualitative 

analysis explores the phenomenon of resistance in SMEs and justifies the measure used to assess the research 

variables. The qualitative research method is used to find a phenomenon by conducting interviews, analyzing data, 

ensuring the quality of the analysis, and synthesizing literature  (Holt and Goulding 2014). Quantitative research 

aims to answer whether a phenomenon is related to one another using quantitative data. An exploratory study was 

conducted on 30 respondents of SME managers. The exploratory study results justify the accuracy of the 

questionnaire items to be used. After completing an exploratory study, we proceeded to test the research model 

proposed in this study. We used 230 SMEs affected by COVID-19 as respondents to test the model. The sampling 

technique is convenience sampling because, during the covid-19 Pandemic, we can only reach SMEs that are easy 

to find. The SMEs that we make as respondents are SMEs that are resistant to adopting social media, and at this 

time, they are in a state of bankruptcy because they have lost many customers. We conducted semi-structured 

interviews with several SME players to identify their barriers to social media adoption. 

When conducting content analysis, we conduct exploratory research to justify each question item used. The 

aim is to obtain a new description of the phenomena experienced by SMEs during the COVID-19 Pandemic. In 

addition, direct interviews with respondents were conducted to gain new knowledge regarding the resistance of 

SMEs to adopting social media. This study uses 21 questions that are broken down from 5 observed variables. The 

question items we used were adopted from several previous researchers from Lin et al. (2012), Clauss (2017), 

Alshawaaf and Lee (2021), Chen and Kuo (2017), and Müller (2019). The data analysis technique uses a structural 

model, and the data analysis tool used is Partial Least Square. 

 

Results and Discussion 

Characteristics of respondents 

Respondents in this study are SME managers, most of whom have assets and gross turnover of fewer than 300 

million rupiahs per year. So, it can be classified as a small micro-SME. Data on the characteristics of respondents 

can be seen in table 1. 
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Table 1 <Characteristics of Respondents> 

 

 

Qualitative analysis 

The results of an exploratory study on resistance to adopting social media are related to a lack of resources. 

Most of them stated as follows: "Our SME is not big. We do not have special human resources to handle social 

media. We are afraid of problems when using social media. We are not technology savvy people, and our SMEs 

do not have the adequate infrastructure." Respondents' answers regarding government support: The government 

does not assist our SMEs regarding access to markets. The government leaves us to find our customers and sell our 

products. We have never been given a team of Information Technology assistant experts who assist on an ongoing 

basis. Several SMEs' resistance to social media adoption in SMEs shows a relatively similar answer. We refuse to 

adopt social media because we are afraid that we will not understand the impact of making transactions. If we are 

asked to have one, it is better not to use social media before knowing S.M. The results of an interesting 

exploratory study for further study are related to the resistance of SMEs to adopting social media because SMEs 

are afraid that if they enter digital platforms and do marketing through social media. The possible impact is that 

there is a lot of demand, so SMEs cannot serve and fulfill them. SMEs are afraid because these SMEs have limited 

production capacity, limited production facilities, and limited artisans. This limitation is the most substantial factor 

that these SMEs refuse to adopt social media because they feel they are not ready. An exploratory study shows that 

the resistance to social media adoption in SMEs during the Covid-19 Pandemic is influenced by lack of resources, 

usage barriers, and lack of government support. 

Quantitative Analysis 

There are several general approaches to infer causality to validate the hypothesis. Survey data was collected 

from a Likert scale. This data makes regression analysis inappropriate because a continuous scale is required, and 

co-variance is not considered (Hair et al., 2020). The Structural Equation Modeling (SEM) method is used with 

several measurable variables to predict latent variables and causal relationships. SEM does not have the same 

problems as simple multiple correlations, with the ability to consider various dependents, multiple independent, 

multicollinearity, and missing data. Smart Partial Least Squares Analysis (PLS) is used to analyze this research 

data. SEM-PLS was used to determine causal relationships, weights, and statistical significance. There are five 

latent variables and 21 measurable variables, as defined in Table 2. Causal analysis between latent variables was 

used to validate the hypothesis test. 

Table 2 also shows that the convergent validity has been met. The validity can be seen from the loading factor 

value, which is > 0.5, although some authors use a value > 0.7 to show good convergent validity (Hair et al., 

2020). Based reliability testing shows that all items used in this study are reliable. The reliability testing is known 

from the value of Cronbach's Alpha, composite reliability, and AVE. Table 3 shows that the research instrument 

reliability test has good reliability. Reliability can be seen from the value of the loading factor. Each reliability 

criterion has a loading factor > 0.7 and Average Variance Extracted (AVE) > 0.5 (Hair et al. 2020).  

 

 

 

 

Characteristics of respondents Persentase (%) 

Gender 

Male                     

Female 

 

90 

10 

Length of operation time 

< five years 

≥ Five years 

 

30 

70 

Number of employees  

< 5 people 

5 – 10 people 

>10 people 

 

57 

33 

10 
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Table 2 <Measurement of Each Research Variable> 

 

Variable Question items Factor 

loading 

Author 

Lack of resources Lack of financial resources (X11) 

Lack of competence (X12) 

Lack of technical and practical skills (X13) 

0.851 

0.881 

0.638 

Chen and Kuo 

(2017); Rana et al. 

(2019) 

Usage barrier Usage-related (X21) 

Function related factors (X22) 

Value related (X23) 

0.716 

0.826 

0.797 

Chen and Kuo 

(2017); Rana et al. 

(2019) 

Government support Technological access (X31) 

Market access (X32) 

H.R. access (X33) 

0.785 

0.785 

0.884 

Thongsri et al. 

(2019) 

Social Media 

adoption resistance 

Using MS make me attached (Z11) 

Using MS made me ridiculed (Z12) 

Using MS makes a wrong impression on other 

people (Z13) 

Being afraid of using social media to share 

knowledge is correct (Z14) 

0.862 

0.695 

0.840 

0.765 

Chen and Kuo 

(2017) 

 

Marketing 

performance 

Decrease in sales volume (Y11) 

The decline in market share (Y12) 

Reduction in customer satisfaction (Y13) 

Reduction of customer referrals (Y14) 

0.864 

0.854 

0.884 

0.918 

Masood and 

Sonntag (2020) 

Lack of business 

model 

SMEs regularly change how we provide value to 

our customers (Y21) 

Periodically look for new sales strategies to 

generate revenues. (Y22) 

SMEs experiment with new business models in 

our markets. (Y23) 

SMEs regularly use further distribution and sales 

channels. (Y24) 

0.806 

 

0.830 

 

0.846 

 

0.855 

Alshawaaf and Lee 

(2021); Clauss 

(2017) 

Table 3 <Reliability Test Results> 

  Cronbach's 

Alpha 

Composite 

Reliability 

Average Variance Extracted 

(AVE) 

Resistance to adopt SM 0.802 0.871 0.629 

Lack of Resources 0.717 0.837 0.636 

Usage barrier 0.780 0.824 0.610 

Government support 0.754 0.859 0.671 

Marketing Performance 0.903 0.932 0.775 

Lack of business model 

innovation 

0.855 0.902 0.697 

Measurement Model Testing 

The values of R2, Predictive Relevance (Q2), and Goodness of Fit were used to determine the Fittest of the 

social media adoption resistance model proposed in this study. The calculation results for each of these values are 

as follows: R12 = 0.597; R22 = 0.629; R32 = 0.611; Q2 = 0.756; Goodness of Fit = 0.640. The calculation results 

show that these values have a number close to 1 so that the test results of the S.M. adoption resistance model have 

good predictive relevance and can be accepted. 

Hypothesis test 

Hypothesis testing is done by observing the p-value of each path in the model. The results of hypothesis testing 

can be seen in table 4. 
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Table 4 <Mean Value, STDEV, T-Values, P-Values> 

  Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Hypothesis 

Lack of resources  SM Resistance 0.163 0.164 0.060 2.693 0.007 Supported 

Usage barrier  SM Resistance  0.111 0.114 0.076 1.464 0.144 Not Supported 
Government support  SM Resistance 0.577 0.575 0.066 8.704 0.000 Supported 

SM Resistance  Poor Marketing 

Performance 

0.793 0.794 0.025 32.165 0.000 Supported 

SM Resistance  Lack of business 
model innovation 

0.773 0.774 0.027 28.533 0.000 Supported 

The path analysis presented in Table 4 shows that H2 is not supported because the p-value is > 0.05. The other 

hypotheses are all supported. because it has a p-value < 0.05 and a t-statistic value > 1.96. 

Discussion 

This study shows that resistance to S.M. adoption is influenced by a lack of resources and government support. 

Of the observed SMEs, most of them had relatively bad financial conditions. Since the COVID-19 Pandemic, 

almost all SMEs have experienced a decline in sales and even no sales. This decline in sales causes the financial 

disease of SMEs to approach bankruptcy. Many SMEs are finally silent and do not carry out their operations due 

to economic difficulties that cause a reluctance to use social media. Because these SMEs have a problem providing 

internet and other facilities. In addition, SMEs managers do not have competence in digital technology. So, it 

makes it difficult for SMEs to adopt S.M., especially since these SMEs do not have unique human resources to 

handle marketing. It is difficult for SMEs to adopt S.M. Technical and practical skills that are not well-honed will 

cause them to be afraid to use online-based technology. This lack of resources can affect S.M.'s resistance to 

adoption, so the first proposed hypothesis is supported. These results support the research findings conducted by 

Olanrewaju et al. (2020) and Chatterjee et al. (2021), which show that the unpreparedness of SMEs in terms of 

resources affects innovation adoption. Cruz-Jesus et al. (2019) also stated that organizations need more technical 

and financial resources to adopt new technologies. Veliu et al. (2017) show that the lack of resources owned by 

SME organizations causes increased resistance to innovation. 

The second hypothesis, which states that the usage barrier affects S.M. adoption resistance, is not supported. 

This barrier shows that SME managers do not think there are obstacles to adopting social media. The SMEs that 

were the research respondents did not use social media in their daily operations, both during the Covid-19 period 

and before the Covid-19 Pandemic. So, the indicators to measure the usage barrier cannot adequately justify the 

resistance to social media adoption. Usage barrier includes usage-related factors, function, and value-related 

resistance factors. These SME managers already know that social media technology can help them market their 

products. Still, they are not confident in using S.M. because they have never used S.M. and don't even know how 

to use SM. and social media. Unfortunately, these factors do not significantly affect the resistance to S.M. 

adoption. So, the results of this study do not support the findings of Chen and Kuo (2017), Rana et al. (2019), 

Beier and Wagner (2016), and Sugandini et al. (2020). 

Lack of government support for SMEs causes resistance to the use of S.M. This study indicates that the 

government does not provide support to SMEs affected by Covid-19. The government does not provide support 

for easy access to technology. SMEs are left to think for themselves to solve technical problems that must be used 

to help alleviate issues in times of crisis. In addition, the government is also less supportive of providing access to 

the market for these SMEs, causing SMEs to be more vulnerable to the adoption of innovations offered by various 

digital marketing platforms. Based on the data that has been collected from SMEs, it shows that the government is 

less consistent in providing I.T. expert assistance to SMEs. So that SMEs do not understand the benefits of social 

media to boost sales of the products they produce. As a result, the lack of government support affects the resilience 

of SMEs in S.M. adoption. From the results of this study, it can be concluded that the third hypothesis is 

supported. The results of this study support Tse et al. (2021), Thongsri et al. (2019), and Sugandini et al. (2020), 

which state that government support for SMEs is an essential factor for growth. It directly impacts the 

performance, survival, and expansion of SMEs. 

The fourth and fifth hypotheses show that resistance to S.M. adoption impacts the decline in marketing 

performance and the lack of a business model. The decreasing sales volume indicates the declining marketing 

performance: decreased market share, reduced customer satisfaction, and reduced customer referrals. S.M. 

adoption for SMEs is believed to be a solution when the situation is unfavorable. The covid Pandemic has caused 
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lockdown, social restrictions, and work from home has forced marketers to no more extended market their 

products door to door. These SMEs must adapt to digital technology platforms to help market their products. 

Unfortunately, SMEs are still resistant to adopting S.M., which has a destructive impact on their marketing 

performance. The results of this study are in line with the findings of the research of Lin et al. (2021), Foltean et 

al. (2019), and Tajvidi & Karami (2021). They explained that the use of social media in SMEs has a positive and 

significant relationship with marketing performance.  

It turns out that S.M.'s adoption resistance can also affect not forming new business models that can overcome 

challenges during this covid Pandemic. The new business models offered by S.M. technology include the ability of 

SMEs to change the way they add value to their customers rapidly. SMEs can develop new sales strategies to 

create profits and conduct experiments in new markets efficiently. SMEs can use their sales channels freely online. 

The resistance of SMEs to adopting this innovation can not develop the new business models. This research 

supports the findings of Futterer et al. (2018) and Snihur & Wiklund (2019), stating that if SMEs are not willing to 

use S.M., cause business model will not be formed. On the other hand, if SMEs are eager to adopt S.M., it will 

facilitate the implementation of new business models that can be used as solutions in difficult times. Hinings et al. 

(2018), Alshawaaf & Lee (2021), and Kwon et al. (2021) also show that digital technology can create synergies 

between companies, suppliers, and consumers and can develop internal capabilities in the design of new products. 

Conclusion and contributions 

This research is based on the theory of innovation resistance. Literature review from various empirical studies 

conducted by previous researchers shows that S.M. adoption is mainly studied in consumer settings. For adoption, 

resistance in SMEs with the criteria of home-based SMEs with tiny production scales is rarely found. The 

resistance shown by some literature refers to the readiness of SMEs to adopt innovations and does not explain 

government support to make it easier for SMEs to adopt innovations. This study uses government support 

variables to explain well the phenomena SMEs faced during the COVID-19 Pandemic that destroyed these SMEs. 

In this study, government support is a factor that needs to be considered if the government is to boost the existence 

of SMEs during the Pandemic. The fact of lockdowns and small-scale restrictions in each region causes SMEs to 

be unable to sell their products which have been done conventionally. This change towards digitalization and 

online is needed by SMEs but must be accompanied by government policies as a stimulant to move the wheels of 

SME operations. This study shows that SMEs can reduce their resistance if there is a financial stimulant, training 

for UKM actors related to competency improvement, and practical technical knowledge about using S.M. In 

addition, the government also needs to provide support for SMEs in the form of opening market access, providing 

these SMEs with companions who are experts in digital marketing. This support can reduce the resistance of SME 

managers to S.M. adoption. The government also needs to provide support in the I.T. sector. These SMEs need to 

be given stimulants related to free quotas, H.P., or computer equipment to make it easier for SMEs to adopt 

innovations. 

Limitations and suggestions for further researchers 

This study has several limitations: (1) this study only analyzes SMEs that are still resistant to S.M. innovation 

adoption. This research should use SMEs that have also adopted social media innovations to obtain more complete 

results. This study does not distinguish whether these SMEs are included in the Laggard category or SMEs that 

have delayed adoption. According to Roger's theory of diffusion innovation, the type of adopters who are 

innovation-resistant or non-adopters is divided into laggards (individuals or organizations that have recently 

adopted the innovation and individuals who delay adoption). It is hoped that they can research by taking 

respondents from SMEs who have adopted it). S.M. and SMEs are still resistant to S.M. adoption. By accepting 

these two categories of respondents, it is hoped that it can provide a deeper understanding of the factors that hinder 

S.M. adoption. In addition, it is also necessary to categorize the SMEs understudy whether they are really resistant 

or still waiting for adoption 
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