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	This study aims to determine the effect of relative advantage, compatibility, interactivity, cost effectiveness and top management of social media usage to improve business performance. There are factors influencing social media usage on SMEs Batik in Semarang city, that is relative advantage, compatibility, interactivity, cost effectiveness, and top management. The research problem is a fluctuating decline and how to improve business performance through social media usage and the factors that influence social media usage.
	The population in this study is the owner or manager of SMEs Batik in Semarang City which amounted to 160 respondents and the questionnaire returned and used in processing data as much as 125 questionnaires. Sample determination was done by census. The analysis tool used was Structural Equation Modeling (SEM) in AMOS 22 software program.
	Results from data processors using SEM for theoretical models have met the Goodness of Fit. With the value of Chi Square = 329,038; Df = 333; Probability = 0.551; GFI = 0.856; AGFI = 0.825; TLI = 1,001; CFI = 1,000; RMSEA = 0,000. Seven research hypotheses tested, all hypotheses are accepted. Factors relativeadvantage, compatibility, interactivity, cost effectiveness and top management significantly influence social media usage. Social media usage has a significant effect on business performance.
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INTRODUCTION
PHENOMENA
Strong competition among SMEs encourages SMEs to innovate. One of the innovations that is done using information technology. Information technology can bedefine by the use of social media to strengthen the SMEs market. Internet usage in Indonesia has increased annually. Total population of Indonesia in 2016, 51.8% have used the internet or 132.7 million people who already use the internet (Source: Association of Indonesian Internet Service Providers). This is an opportunity for business people, especially SMEs in Semarang City to innovate by using social media as a means of marketing.
Gap phenomenon that occurs is the increasing competition among SMEs Batik because some SMEs have been using social media in their business but SMEs Batik income decreased fluctuative in the year 2011-2016. Therefore the function of the use of social media in the business is running well or not in SMEs Batik Semarang City.

Research Gap
Research gapis a question or problem research that has not been answered correctly or completely in a particular field of study. Research gaps are what make your research "why" read because it shows that not only duplicates existing research but shows a deep understanding of the knowledge in the field of research to be taken. Finally the research gap shows that this study has gaps in the literature (Alvesson & Sandberg, 2011).





Table 1 Research Gap
	No
	Researcher
	Result
	Research Gap

	1.
	Sin Tan (2009)
	SMEs engaged in manufacturing and services
	In this research is done in Batik craft SMEs.

	
	Ainin (2015)
	All sectors of SMEs that use social media
	

	
	McCann (2008)
	All sectors of UMKM such as IT consultant, graphic design, hairdressing, childcare and legal companies
	

	2.
	Odoom (2017)
	There are differences in variables used in the study
	The variables used in this research are relative advantage, compatibility, interactivity, cost effectiveness, and top management.

	
	Ainin (2015)
	
	

	
	Tajudeen (2017)
	
	

	
	Shaltoni (2017)
	
	

	
	Parry (2009)
	
	

	3.
	Ainin (2015)
	The study was conducted at SMEs in Malaysia
	This research was conducted in Indonesia based on International Journal

	
	Sintan (2009)
	
	

	
	McCann (2008)
	
	



In the table above can be seen the first researchers want to close the gap by doing research in the sector of SMEs Batik. The second researchers wanted to close the gap by doing research using different variables than other researchers. The third researcher wanted to close the gap by doing research in Indonesia based on International Journal which is rarely other researchers doing this research.

LITERATURE REVIEW AND RESEARCH MODEL
1. Resourced Based View (RBV)
According to Barney (1991) Resources Based View (RBV) is an economic tool used by either companies or people to achieve sustainable competitive advantage. In Resources Based View (RBV) has at least three theories: the SCP-based theory of determining industry from company performance, neo-classical economic and evolutionary economies (Barney, 2001). In this case the resourced based view is a resource owned by UMKM one but not owned by other SMEs that cause UMKM is superior to others.

2. Business Performance
Business performance is defined as "operational capability to satisfy the desire of the major shareholders of the company" (Smith & Reece, 1999; Zulkiffli & Perera, 2011). This suggests that business performance should be assessed to achieve organizational goals by measuring success or failure, and can be defined in several ways, such as subjective or objective, and financial or nonfinancial.
The indicators used in Business Performance variables are:
· Increasing firm sales.
· Improve customer relationship and service
· Facilitate access to information about markets
· Competitive advantage

3. Social Media
Safko (2010) describes social media as an extension of traditional media using a more sophisticated set of tools, techniques and technologies to connect, build relationships and social interactions. The indicators used in this variable are:
· Looking for competitor information
· Reach new customers
· As an advertising / promotional product
· Branding

4. Relative Advantage
Relative advantage is the rate at which innovation is considered better than the previous idea. According to Rogers (2003) the level of relative profit is often expressed as an economic profitability that shows social value. The indicators used in this variable are:
· Business opportunity
· Customer relationship
· Firm image
· Competitiveness
· Customer Service
· Analysing consumer needs
· As an advertisung

5. Compatibility
According to Rogers (1983) compatibility is another recommended technology characteristic as a driver of decision to adopt a new system. If technology is consistent with existing technology, infrastructure, culture, values and work practices, then this technology is more likely to be used. Compatible technologies are more likely to be adopted / used. The indicators used in this variable are:
· Technology infrastructure
· In accordance with organisational value
· In accordance with business strategy
· In accordance with consumer needs

6. Interactivity
Liu and Shrum (2002) define interactivity or interactivity as the extent to which two or more communications parties can act with each other, on the communication medium and the extent to which such communications can be connected. The indicators used in this variable are:
· Social Media Feature
· Availability of communication feature with consumer 
· Availability of interactive feature
· Make it easy to communicate with consumers

7. Cost Effectiveness
In the case of social media, companies can engage in consumer contacts on time and on the fly and at relatively low cost and higher levels of efficiency can be achieved when compared to traditional communication tools. The effective nature of cost-effective social media not only attracts large multinational organizations, but also small and medium-sized organizations and even nonprofit and government institutions (Kaplan and Haenlein 2010). The indicators used in this variable are:
· Saving time
· Saving cost
· As a marketing
· Efficiency
8. Top Management
Organizations must support and encourage their employees to share and create knowledge (Holsapple and Joshi 2000; Razmerita, 2016). Organizational culture and relationships among employees can also shape their motivation to contribute their knowledge.
The indicators used in top management variables are:
· The importance of social media in organization
· Support from top management
· Availability of funds for social media
· Controlling

HYPOTHESES DEVELOPMENT

	Previous research conducted by Parveen et al (2017) stated that the relative advantage had a significant positive effect on social media usage. Researcher Shaltoni (2017) stated that the relative advantage had positive and significant influence to social media usage. Thus, the expected relative benefits of social media use have a positive impact on the use of technology or social media usage.
H1: Relative Advantage has a positive effect on Social Media Usage
	
	Many researchers have investigated the effect of compatibility with technology adoption and found both positive and negative results. According to Ramdani et al (2009) in the study found that compatibility is not significant with factors in the adoption used in the company system. In Sulaiman's research Ainin et al (2015) the relationship between compatibility with the use of social media facebook has a positive relationship. Since the finding of less convincing findings it is interesting to study the effect of compatibility on the use of social media.
H2: Compatibility positively affects Social Media Usage
	
	Researcher Odoom et al (2017) states the relationship of interactivity variables have a positive and significant relationship to social media usage. Researcher Ainin et al (2015) also states a positive and significant relationship between cost effectiveness to social media usage. Thus, the expected interactivity of the use of social media has a positive impact on the use of technology or social media usage.
H3: Interactivity positively affects Social Media Usage

	Researcher Odoom et al (2017) variable cost effectiveness has a positive and significant relationship to social media usage. According to Parveen et al (2017) states that the variable cost effectiveness has a positive and significant relationship to social media usage. Thus, the expected cost effectiveness of social media use has a positive impact on the use of technology or social media usage.
H4: Cost Effectiveness positively affects Social Media Usage
	
	According to researchers Roblek et al (2013) states that top management or organization has an important role to social media. Sedej & Justiniek (2016) also stated that top management has a positive effect on social media usage. So it is expected that top management has a positive and significant relationship to social media usage.
H5: Top Management positively affects Social Media Usage
	
	DuBrin (2012) also found no significant relationship between the managerial capabilities of managers and company performance. Other empirical literature such as Appuhami (2007) and Chan (2009) found no significant relationship between managerial skills and firm performance. Therefore, researchers want to prove top management has a positive impact or not with business performance.
H6: Top Management positively affects Business Performance

	In the research Samiaji Sarosa (2012) suggests that the successful use of social media will support its successful business network / success as well. Researcher Parveen et al (2017) states the relationship between social media usage on business performance has a positive and significant relationship. Thus, social media usage is expected to have a positive impact on business performance.
H7: Social media usage positively affects Business Performance

RESEARCH METHOD
In this study the authors use the type of quantitative research, because the author wants the results of his research later in the form of data numbers / numeric. According Sugiyono (2010) quantitative data is data that is expressed by numbers or in the form of numerical and later can be calculated and measured. Measurement of research used is objective measurement, because the sample obtained directly from the respondents who want to investigate the owners of SMEs Batik.
The data source is the information used to help complete this research. Sources of data used there are two kinds of primary data and secondary data. Primary data used in this research is the owner / manager of SMEs Batik in Semarang City. Primary data were obtained by using questionnaire media. Secondary data used in this study is data on the number of Small Medium Enterprises in Semarang City obtained from the Office of Cooperatives and SMEs Semarang City, data on the number of Internet users throughout Indonesia obtained from the Internet Service User Association's website.
The study population is the whole subject to be studied. In this case the population in question is all sectors of UMKM Batik in the city of Semarang. According to data obtained from the Department of Cooperatives and SMEs in the city of Semarang, the population of UMKM Batik amounted to 160 units. The sample technique was performed using a census. The data obtained will be sorted which SMEs are using social media or not. MSMEs using social media questionnaires will be used in research, but if not using social media questionnaires are not used in this study. The questionnaires were used using closed questions using Likert scale 1-7 and open questions.
In the data processing techniques used the analysis using structural equation method (SEM) by using software AMOS 22.0. Test the necessary analysis of the test validity, reliability test and normality test data. In the test of validity and reliability test using SPSS software then to test the normality of data using software AMOS 22.0.

RESULT
1. Data Collection Process
Respondents used in this research are owners of UMKM Batik Craft in Semarang City, for this study population amounted to 160 UMKM. Longer in taking data about two weeks. The place of UMKM Batik is located in Pedurungan Subdistrict, Banyumanik Subdistrict, West Semarang Subdistrict, East Semarang Subdistrict, Gunung Pati Subdistrict, Tembalang Subdistrict, North Semarang Subdistrict, Mijen Sub-district, Candisari Sub-District, Gajah Mungkur Subdistrict, Tugu Sub-District, South Semarang Sub-District, Genuk Sub- District Ngaliyan, and District Gayamsari.
Researchers in collecting questionnaires for 2 weeks get 129 questionnaires. At the time the researcher was looking back on the contents of the questionnaire obtained there are some that are not included in the criteria of filling the questionnaire desired. In this study respondents who have to fill out the questionnaires are SMEs who already use social media in marketing batik products, while there are about 1 questionnaire that does not meet the requirement because it does not use social media in marketing batik at UMKM. In addition there are about 3 questionnaires that answer the questionnaire is not complete, so the questionnaire can not be used. So the number of questionnaires collected and used in data processing 125 questionnaires.

2. Respondent Characteristic

Table 2 Characteristics of Respondents by Sex
	Sex
	Amount
	%

	Men
	15
	12%

	Women
	110
	88%



Table 3 Characteristics of Respondents by Age
	Age
	Amount 
	%

	<30
	11
	8,8%

	30-40
	5
	4%

	40-50
	65
	52%

	>50
	44
	35,2%






Table 4 Characteristics of Respondents by Degree
	Degree
	Amount 
	%

	Elementary School
	2
	1,6%

	Middle School
	3
	2,4%

	High School
	85
	68%

	Bachelor
	23
	18,4%

	Etc
	12
	9,6%




Table 5 Characteristics of Respondents by Status
	Status
	Jumlah (n)
	%

	Owner
	25
	20%

	Manager
	20
	16%

	Owner and business manager
	80
	64%


	
	From the table above can be seen the characteristics of respondents by sex, age, education and status. Characteristics of respondents by sex most respondents owners of UMKM Batik has female gender with the number 110 of 125 the number of respondents. Characteristics of respondents by age, most owners / managers of SMEs Batik aged 40-50 years. Characteristics of respondents by education owners / managers SMEs Batik educated high school / senior high school. Characteristics of respondents by status, UMKM Batik status as owner and manager of SMEs own.












3. Validity TestandReliability Test

Table 6 Validity Testand Reliability Test
	Variable
	Indicator
	Result of Validity
	Result of Reliability

	Relative Advantage
	X1
	0,925
	0,972

	
	X2
	0.929
	

	
	X3
	0.947
	

	
	X4
	0.893
	

	
	X5
	0.929
	

	
	X6
	0.929
	

	
	X7
	0.936
	

	Compatibility
	X8
	0.947
	0,942

	
	X9
	0.937
	

	
	X10
	0.864
	

	
	X11
	0.947
	

	Interactivity
	X12
	0.968
	0,962

	
	X13
	0.925
	

	
	X14
	0.946
	

	
	X15
	0.955
	

	Cost Effectiveness
	X16
	0.998
	0,989

	
	X17
	0.964
	

	
	X18
	0.998
	

	
	X19
	0.998
	

	Top Management
	X20
	0.901
	0,962

	
	X21
	0.972
	

	
	X22
	0.947
	

	
	X23
	0.972
	

	Social Media Usage 
	X24
	0.910
	0,888

	
	X25
	0.881
	

	
	X26
	0.757
	

	
	X27
	0.910
	

	Business Performance
	X28
	0.776
	0,909

	
	X29
	0.920
	

	
	X30
	0.905
	

	
	X31
	0.944
	



4. Normality Data Test
Table 7 
Normality Data 
	Variable
	min
	max
	skew
	c.r.
	kurtosis
	c.r.

	x1
	1.000
	8.000
	-.523
	-2.388
	-.331
	-.756

	x2
	2.000
	7.000
	-.486
	-2.217
	-.411
	-.939

	x3
	2.000
	7.000
	-.428
	-1.955
	-.679
	-1.550

	x4
	2.000
	7.000
	-.331
	-1.512
	-.579
	-1.322

	x5
	2.000
	8.000
	-.417
	-1.902
	-.522
	-1.192

	x6
	2.000
	7.000
	-.516
	-2.356
	-.519
	-1.185

	x7
	2.000
	8.000
	-.507
	-2.313
	-.418
	-.954

	x20
	2.000
	7.000
	-.361
	-1.647
	-.508
	-1.160

	x21
	2.000
	7.000
	-.534
	-2.435
	-.241
	-.550

	x22
	2.000
	7.000
	-.546
	-2.494
	-.193
	-.441

	x23
	2.000
	7.000
	-.468
	-2.138
	-.437
	-.997

	x31
	2.000
	7.000
	-.512
	-2.335
	-.339
	-.773

	x30
	2.000
	7.000
	-.557
	-2.541
	-.247
	-.563

	x29
	2.000
	7.000
	-.529
	-2.416
	-.531
	-1.213

	x28
	3.000
	7.000
	-.374
	-1.708
	-.813
	-1.856

	x27
	1.000
	7.000
	-.518
	-2.367
	.109
	.248

	x26
	2.000
	7.000
	-.373
	-1.703
	-.744
	-1.699

	x25
	1.000
	7.000
	-.519
	-2.367
	-.203
	-.463

	x24
	1.000
	7.000
	-.498
	-2.274
	-.010
	-.022

	x16
	2.000
	7.000
	-.184
	-.842
	-.695
	-1.586

	x17
	2.000
	7.000
	-.005
	-.023
	-1.009
	-2.302

	x18
	1.000
	7.000
	-.296
	-1.353
	-.782
	-1.784

	x19
	1.000
	7.000
	-.092
	-.421
	-.814
	-1.858

	x12
	2.000
	7.000
	-.482
	-2.200
	-.362
	-.826

	x13
	2.000
	7.000
	-.450
	-2.052
	-.154
	-.351

	x14
	2.000
	7.000
	-.510
	-2.328
	-.268
	-.612

	x15
	1.000
	7.000
	-.461
	-2.103
	-.088
	-.201

	x8
	1.000
	7.000
	-.517
	-2.360
	-.348
	-.795

	x9
	1.000
	7.000
	-.514
	-2.347
	-.120
	-.275

	x10
	2.000
	7.000
	-.513
	-2.340
	-.161
	-.366

	x11
	3.000
	7.000
	-.345
	-1.573
	-.702
	-1.602

	Multivariate 
	
	
	
	
	51.456
	6.359



In Table 7 Assessment of Normality critical skewness values are seen univariate in the range ± 2.58. The result obtained is 6.359 that the value above 2.58 yanng explains that multivariate variable data used is not normally distributed.

5. Model Feasibility Test

[image: ]
Model 1 FeasibilityTest picture using SEM

	Based on the picture above, it can be seen that the model is good and in meeting the criteria of Goodness of fit. The following table summarizes the results of Model Feasibility Test.








Table 8 Result of Feasibility Full Model Test
	No
	Goodness of Fit Index
	Cut Off Value
	Result of Analysis
	Evaluation Model

	1
	Chi - Square
	<461.3828
 (df:333, α:0,05
	329,038
	Fit

	2
	Probability
	> 0,05
	0,551
	Fit

	3
	RMSEA
	0,05-0,08
	0,000
	Marginal

	4
	GFI
	> 0,90
	0,856
	Marginal

	5
	AGFI
	> 0,90
	0,825
	Marginal

	6
	TLI
	> 0,90
	1,001
	Fit

	7
	CMIN/DF
	< 2,00
	0,988
	Fit



DISCUSSION AND CONCLUSION
Table 9 Result of Influence Analysis
	HIPOTESIS
	Estimate
	C.R.
	P
	CONCLUSSION OF HYPOTHESIS

	H1: Variabel Relative Advantage have a positive effect on Social Media Usage
	.181
	2,033
	0,042
	ACCEPTED

	H2 : Variabel Compatibility have a positive effect on Social Media Usage
	.306
	2,117
	0,034
	ACCEPTED

	H3 : Variabel Interactivity have a positive effect on Social Media Usage
	.225
	2,055
	0,040
	ACCEPTED

	H4 : Variabel Cost Effectiveness have a positive effect on Social Media Usage 
	.091
	1,972
	0,049
	ACCEPTED

	H5 : Variabel Top Management have a positive effect on Social Media Usage
	.186
	2,447
	0,014
	ACCEPTED

	H6: Variabel Top Management have a positive effect onbusiness performance
	.406
	4,800
	***
	ACCEPTED

	H7: Variabel Social Media Usage have a positive effect onBusiness performance
	.365
	3,996
	***
	ACCEPTED


	
	The following will be presented on the results of sem analysis in the above table:
1. In relation between variable Relative Advantage to Social Media Usagen p value equal to 0,042 and value of CR equal to 2,033 and marked positive. This shows that Relative Advantage has a positive and significant effect on Social Media Usage.
2. On the relationship of Compatibility to Top Social Media Usage can be seen p value of 0.034 and the critical ratio value of positive 2.117.Hal indicates that Compatibility has a positive and significant effect on Social Media Usage.
3. In Interactivity relation to Social Media Usage can be seen p value of 0,040 and critical ratio value equal to 2,055. This shows that Interactivity has a positive and significant effect on Social Media Usage.
4. On the relationship of Cost Effectiveness to Social Media Usage can be seen p value of 0.049 and the critical ratio of positive value 1.972. This shows that Cost Effectiveness has a positive and significant effect on Social Media Usage.
5. On the relationship of Top Management to Social Media Usage can be seen p value value of 0.014 and the critical ratio value of positive 2.447. This shows that Top Management has a positive and significant effect on Social Media Usage.
6. The relationship of Top Management variable to business performance has p value *** (*** means that p value is very small and almost close to 0.00 which means below 0.05) and critical ratio value is positive 4,800. Then it can be concluded that the influence of Top Management variables on business performance positively significant.
7. In Social Media Usage variable to business performance variable p value value *** (*** means that the value of p value is very small and close to 0.00 which means below 0.05) and the critical ratio value is positive 3,996. It can be concluded that Social Media Usage variables on business performance have significant positive significant effect.




Discussion of Open Questions
	No
	Variable
	Question
	Result

	1
	Relative Advantage
	How can social media use benefit your business?
	· It can save marketing costs (45)
· Due to the widespread use of technology (30)
· Increasing revenue (34)
· More faster and more efficient (12)
· Can reach more consumer (4)

	2
	Compatibility
	Are there any constraints in implementing social media?
	· nothing (78)
· difficult on how to use it (27)
· Difficult on how determined the segmentation (20)

	3
	Interactivity
	How can social media make connections with consumers better and smoother?
	· Many SMEs using social media (83)
· Communication can be done without face to face (14) 
· More cheap and efficient (28)

	4
	Cost Effectiveness
	Do you think marketing through social media is the right form of marketing strategy?
	· Yes (90)
· No, because theres many bazaar that in held (35)

	5
	Top Management
	What is the role of owner or manager of social media apps?
	· Insert  picture to social media (36)
· Active to offer and promote (60)
· Determining appropriate social media (24)

	6
	Social Media Usage
	What are the benefits of social media other than as a marketing tool for SMEs?
	· Saving time and cost (8)
· See how market demand (36)
· Increase relationship (4)
· Increase consumer (32)
· See condition and competitor power (13)
· Introduce new product (6)
· As a communication feature (24)
· To give some idea (2)

	7
	Business Performance
	How long have you used social media for this business?
	· <1 years (11)
· 1-5 years (94)
· 5-10 years (18)
· >10 years (2)
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LIMITATION RESEARCH
	This study has several limitations that will be described below:
1. Reponden in this study is the owner or manager of SMEs Batik in Semarang so that the results of this study can not be generalized outside the sector of SMEs Batik outside the city of Semarang.
2. Limitation on time research.
3. Limitations of indicators that do not meet the criteria in AMOS calculations.

AGENDA FOR FUTURE RESEARCH
	On the research agenda that will the data expected by researchers is as follows:
1. Future research should be done on different research objects, so future research can better examine the factors that affect business performance.
2. Should in future research add another variable that has not been used in this study.
3. Preferably in research can expand the place of research observation
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