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Abstract. This study is aimed at exploring the factors that encourage the use of social media
marketing in Café & Resto sector, as well as to find out its benefits. Using a descriptive exploratory
research approach, an online survey was conducted at Café & Resto sector in Malang City
Indonesia. The samples were selected using convenience sampling technique, the respondents were
asked to fill out a Google Form which was sent to their social media addresses. A total of 300 cafes
and restaurants have been contacted through their social media accounts, which corresponded to
106 respondents. The results showed that the main factors considered by Café & Resto companies
in choosing social media marketing were to introduce products to consumers, as the majority of
consumers were social media users, to increase the popularity of businesses, and to share
information with consumers. Additional factors are the encouragement of competitors who also use
social media, and low cost. The main benefits obtained from the use of social media marketing are
increased communication with customers, brand awareness and brand image, new customer
acquisition, savings in promotional costs, increased sales, and ability to manage dissatisfaction
(customer service and feedback). This study has limitations, the number of respondents involved is
limited, further research is needed with a wider sample. In addition, further research can be
developed by testing the effectiveness of using each social media channel, because each social
media channel has different user characteristics and goals.

Keywords: social media marketing, customer communication, brand awareness.
JEL Classification: L1, M31.

INTRODUCTION

The development of technology in recent years has led to changes in consumer purchasing
behavior and marketing strategies adopted by business firms. The use of technology such as social
media makes it easier for consumers to find information about products or services needed for
purchasing decisions (Chen, Lu and Wang, 2017). In the business field, the information technology
revolution has led to a change in marketing strategies from conventional approach to the concept of
social media marketing.

The development of social media causes changes in communication patterns and affects
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marketing communication (Hutter et al., 2013). This cannot be avoided as social media can create
effective communication and interaction. Social media encourage companies to look for effective
ways to improve customer relationships (Quinn, 2016), and customer engagement (Kozinets et al.,
2010). Social media are an important part of marketing activities for they provide benefits and
opportunities to develop ways of conducting marketing communications (Kaplan and Haenlein,
2010).

The development of information technology has also been accompanied by changes in
people’s lifestyles, one of which being the habit of gathering in cafes or restaurants. This condition
encourages the growth of the Café¢ & Resto business with various innovations, offering not only
food and drinks but also a comfortable place and a great view to take photos. According to the
Indonesian Café¢ and Restaurant Entrepreneurs Association (Apkrindo) in East Java, the Café &
Resto business in East Java Indonesia has grown by 18% (Wahyudi, 2019). According to the
Baseline Economic Survey conducted by Bank Indonesia Malang, the situation is similar in Malang
City. For 2-3 years, the Café & Resto business has grown in Malang city, although it has not gone
along with business sustainability (Malangtimes, 2019).

Nowadays, finding a café or restaurant is not hard. We can find all the information needed
from social media, starting from the uniqueness, location, and price. Café & Resto sector generally
has youth and adult segments. Thus, social networks are the right promotion medium either to
introduce products or services or to popularize their business.

Previous studies have recognized that social media contribute to marketing and sales activities
(Marshall et al., 2012; Guesalaga, 2016), increase brand awareness (Ardiansyah and Sarwoko,
2020), build customer relationships (Quinn, 2016), and create value (Garrido-Moreno et al., 2020).
However, in the context of SMEs, the challenge is to measure the benefits of using social media
(Schultz and Peltier, 2013). Furthermore, there is still limited knowledge about the motives of using
social media by SMEs in their marketing activities.

LITERATURE REVIEW

Social media marketing

Social media marketing is marketing and customer management activity using social media
(Buttle and Maklan, 2019). Social media marketing is part of digital marketing to facilitate
customer interaction with companies and brands in social networks (Hutter et al., 2013; Chaffey,
2015). It is aimed at encouraging consumer interest in a brand (Magasic, 2016), obtaining customer
input, and improving customer experience (Jin, Mugaddam and Ryu, 2019). Social networking sites
have become platforms that allow interaction between consumers and a brand (Tsai and Men,
2013).

According to Tuten (2020), social media activities can be classified into four groups based on
their objectives: social community, commerce, entertainment, and publishing. A social community
is a social media activity that focuses on the relationship between users, resulting in two-way
communication, conversion, collaboration, and sharing of experience. The social communities
include Twitter, Facebook, Instagram, Linkedin, and Reddit (Tuten, 2020). This study has focused
on discussing the use of social media as a means of marketing activities. The presence of social
media initially had a feature to share experiences and content among users (Ismail, 2017) by
displaying photos or videos. However, in its development, social media can also be used by
businesses for sharing information about products or brands, promotion, and communication with
customers.

The motive for the use of social media marketing
Social media are new communication medium that encourages interaction (Brogan, 2010),
and has become a new alternative for communicating with customers. Tsai and Men (2013) argue
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that social media have evolved into a forum for customers to engage with brands, which has an
effect on purchasing decision (Elwalda and Lu, 2016). Social networking has the advantage of
being able to communicate with consumers and handle customer service problems efficiently and
effectively.

Tsimonis and Dimitriadis (2014) state that the basic motivations for using social media are
increasing polarity, competitor presence, and reducing cost. The expected objectives are to interact
with customers, to create relationships with customers, to raise brand awareness, and to promote
products. Meanwhile, Tsai and Men (2013) explain that relationship motives and encouragement of
consumer involvement are important factors in the use of social media. The previous studies have
classified social media marketing activities as presented in table 1 below:

Table 1
Motivation to use social media

Motivation to use social media Authors

Understanding the customer; approaching the customer;

needs discovery; presentation; close; service and follow-up AL, PEEGEIR B sl R ()

Entertainment; interaction; trendiness; customization; Kim and Ko (2012);
perceived risk Seo and Park (2018); Godey et al. (2016)

!Entertaln_me_nt; social mtegr.atlon; perso_nal identity; Tsai and Men (2013)
information; empowerment; remuneration
Personal factor: competence and individual commitment to

the use of social media
o o Guesalaga (2016)
Situation factor: competence and organizational

commitment to social media use, customer engagement.

End user; organizational; technological; management )
. ) Dahnil et al. (2014)
business environment

Market research and feedback generation; publicity,
branding, and reputation management; business
networking; customer service and customer relationship
management

Thoring (2011)

Tsimonis and Dimitriadis (2014); Durkin,
McGowan and McKeown (2013), Christina,
Fenni and Roselina (2019)

Popularity; presence of competitors; cost reduction;
technology advances; promotion

Source: Formed by authors

Based on the literature review, the considerations for adopting social media marketing can be
grouped into two categories: internal and external factors. Internal factors include promotion
(publicity, branding, and reputation), customer involvement, understanding customers, interaction,
service and follow-up, cost reduction, popularity, and customer relationship management. External
factors include technological developments (trendiness), competition, and consumers or end-users.
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Benefits of social media marketing

Social media have evolved into a forum for customers to engage with brands (Tsai and Men,
2013). Thus, purchasing decisions are significantly influenced by this relationship between
customers and brands (Elwalda and Lu, 2016). Binienda (2017) explains that social media content
can persuade consumers to make purchases.

Table 2
Benefit of social media marketing

Benefit of social media Authors

Barreda et al. (2015); Hutter et al. (2013); Tsimonis and
Brand awareness, brand loyalty Dimitriadis (2014); Ismail (2017); Lim, Chung and
Weaver (2012); Bilgin (2018)

Hutter et al. (2013); Hudson and Thal (2013);
Ardiansyah and Sarwoko (2020); Goodrich and De

Purchase intention and purchase decision Mooij (2014); Lin (2013); Jalilvand and Samiei (2012);
Guesalaga (2016); Marshall et al. (2012); Kristina and
Sugiarto (2020)

Customer relationship; brand awareness;
customer engagement; increased sales; new Tsimonis and Dimitriadis (2014)
customer

Brand equity (brand awareness & brand image); Langaro, Rita and de Fatima Salgueiro (2018); Seo and
brand attitude Park (2018); Godey et al. (2016)

Source: Formed by authors

Several researchers have conducted studies related to the expected goals of using social media
marketing for their business as presented in table 2.

PAPER OBJECTIVE

This study was conducted to investigate the factors that encourage SMEs to adopt social
media marketing and to find out its benefit.

METHODOLOGY

The study used an exploratory descriptive approach to consider the factors that drive media
use in business and the expected benefits of using social media. An exploratory research is useful in
situations where available information is limited and researchers want to have the flexibility to
explore the research field (Cooper, Schindler and Sun, 2006). The survey was conducted in Café¢ &
Resto sector in Malang City, to explore the driving factors for the use of social media as well as the
benefits obtained. In this study, data were collected online, making use of social media addresses.
Social media accounts of 300 cafes and restaurants were contacted. After a month, 106 responses
were obtained.
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The research instrument used in this study was adapted from a previous study in the form of
closed and open questions, where a manager or an owner of a café or a restaurant needs to explain
his / her consideration in using social media and analyze the benefits of using them.

RESULT AND DISCUSSION

Types of Social Media Used

Respondents were asked about the types of social media used in their marketing activities.
The used social media are generalized in Table 3.

Table 3

Used Social Media

Social Media Percentage
Facebook 99%
Instagram 100%
Twitter 78%
Lain-lain 45%

Source: Formed by authors

Social media such as Instagram and Facebook are the types most chosen by Café & Resto
sector as marketing media. This fact can be explained by high popularity of Facebook and
Instagram. Moreover, they can embrace various segments of users.

Motives for the Use of Social Media Marketing

Respondents were asked about the characteristics of the social media beneficial for their
business (Table 4). It is an interesting finding that Café¢ & Resto companies use social media if they
want to introduce the brand (95%). Furthermore, they also use social media since most of the
intended consumers are social media users (92%). Cafés and restaurants currently do not only serve
food and drinks, but also provide places for entertainment, comfortable venue facilities, and
attractive place designs for taking photos. Social media are used to make the characteristics of cafés
and restaurants recognizable for potential consumers. Social media are the most appropriate choice,
for information can be spread among their users, attracting more information accompanied by
interesting photos. Café & Resto has a target market and segment among teenagers who are
identified as social media users. Social media are used to introduce products/services to their users.
This finding supports the previous study that concludes that the function of social media marketing
is to support promotional activities via social media (Tsai and Men, 2013).
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Table 4
Motive using Social Media Marketing
Motive using social media Percentage
Popularity 73%
Introduce new product/service 95%
Information 61%
Competitors use social media 45%
Consumers are social media users 92%
Low cost 45%

Source: Formed by authors

Another factor that encourages the use of social media in marketing activities is to popularize
business and to provide information about the business to consumers. Café & Resto companies
owners use social media in their marketing activities because competitors also use those. Another
reason is the low cost of such activities. However, this is not the main consideration in using social
media marketing, since only 45% of respondents state that they take into account these two factors.

Benefits of Social Media Marketing

Based on the responses of the owners/managers of the Café & Resto companies, the benefits
obtained from the use of social media marketing are summarized in Figure 1.

1. Communication with customers.

The highest benefit obtained by the Café and Resto companies from the use of social media
marketing is the improvement of communication with customers. This statement is supported by 65
respondents. The content posted in social media, such as Facebook, Instagram, or Twitter might get
responses from the users connected to the account. The users who want to get more information
about a product or service can communicate directly through social media. The administrators can
respond to various things that social media users want to know about the company.

Increased sales (purchase
decision)
70%

Customer service and

feedback Acquiring new customers

Communication with
customers

Brand awareness and Brand
Image

Savings in promotional costs

Figure 1. Benefits of Social Media Marketing

Source: Formed by authors
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One of the advantages of using social media is the opportunity to get the input from customers
and to improve the customer experience (Jin, Mugaddam and Ryu, 2019). Moreover, social media
allow interaction between consumers and a brand (Tsai and Men, 2013), as well as customer
engagement (Tsimonis and Dimitriadis, 2014). Furthermore, interaction between consumers and
companies will provide an advantage of being able to understand consumers, their desires and
expectations. Interaction and understanding customers' needs and closeness to them are the goals of
social media marketing (Andzulis, Panagopoulos and Rapp, 2012; Godey et al., 2016; Seo and
Park, 2018). These findings explain the fact that more effective interaction with customers through
social media marketing is one of the reasons for the use of social media marketing.

2. Brand Awareness and Brand Image.

The next highest benefit, according to 65% of Café & Resto companies owners, is that the use
of social media can increase brand awareness and brand image (brand equity). Social media
marketing can increase customer awareness about the existence of Café & Resto companies,
understand the products and services that are characteristic of a certain Café & Resto companies.
These characteristics might create the brand image and increase the brand popularity.

The nature of social media users is the occurrence of communication in the user community.
They will share content with the connected community, provide recommendations among users.
Likewise, the content in social media posted by a Café & Resto company will be shared by one or
more social media users with their social communities. Thus, social media marketing will increase
brand awareness. This result support prior studies that social media marketing will affect brand
awareness (Lim, Chung and Weaver, 2012; Hutter et al., 2013; Tsimonis and Dimitriadis, 2014;
Barreda et al., 2015; Bilgin, 2018).

3. Acquiring new customers.

The level of competition in Café & Resto sector has been relatively high in recent years.
Thus, attracting consumers has become a hard task for marketers. Social media marketing turns out
to be able to carry out its function of attracting new customers and this is the third highest goal
(57%) of social media marketing activities at cafés and restaurants. The use of social media
provides benefits for businesses since they are able to reach more people. The benefit for the brand
is that it can be targeted at a certain social group or community (Tsimonis and Dimitriadis, 2014).

4. Savings on promotional costs.

Respondents acknowledge that one of the benefits obtained from social media marketing is
the ability to save on promotional costs, compared to promotion in other media. Tsimonis and
Dimitriadis (2014) suggest that one of the goals of using social media is to reduce promotional
costs. Social media such as Instagram, Facebook, and Twitter provide options for users to have a
personal account (free of charge) or a business (paid) account. Personal accounts tend to function
for business to customers (B2C) activities, while business accounts are for business to business
(B2B) activities. If social media marketing is focused on customer relations and promotion,
personal accounts are still able to carry out their functions. The only weakness of a personal account
is its credibility compared to the use of a business account, with an annual fee that is not large
compared to promoting via other electronic media.

5. Increased sales (customer intention and customer decision).

The objective of promotional activities is to achieve sales growth; likewise, the social media
marketing used by Café & Resto companies can increase sales. Posting content in social media will
spread to various social communities, and encourage them to come or visit a café or restaurant,
especially if a Café & Resto company is unique and the place is Instagrammable. This finding
supports previous studies that social media contribute to marketing and sales activities (Jalilvand
and Samiei, 2012; Hudson and Thal, 2013; Hutter et al., 2013; Lin, 2013; Goodrich and De Mooij,
2014; Ardiansyah and Sarwoko, 2020).

6. Handling complaints (customer service and feedback).
Café & Resto is a business that does not only rely on taste but also on quality of service.
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Positive or negative responses related to products and services will usually be posted by users in
connected social media. A negative response (negative review) will be an advantage for the Café¢ &
Resto as an evaluation material or an opportunity to provide feedback.

CONCLUSION

The development of social media requires business people, especially small businesses to
adapt their marketing activities. Social media marketing is one of the commonly adopted marketing
strategies. The main consideration of cafes and restaurants in utilizing social media marketing is to
introduce products to consumers, due to the fact that the majority of consumers are social media
users, to increase the popularity of businesses, to post information to consumers. Other reasons for
the social media marketing development are its use by competitors and its low cost. The main
benefits obtained from the use of social media marketing at Café & Resto SMEs are increased
communication with customers, brand awareness and brand image, acquisition of new customers,
savings in promotion costs, increased sales and ability to handle complaints (customer service and
feedback).

This study provides theoretical implications for developing new marketing strategies, such as
social media marketing. Therefore, its effectiveness still needs to be further explored. As for
practical contributions, the findings of this study recommend that small businesses must be adaptive
to environmental and technological changes. Changing the consumer behavior must be
accompanied by the ability of businesses to understand the consumer wants and needs. Social media
is able to provide solutions to these needs since a company can organize the two-way
communication with consumers using social media.

This study has the limitation for it has only explored social media marketing activities of Café
and Resto SMEs. The research on a wider scope is needed to obtain more precise results.
Furthermore, future research can also be conducted using comparative studies on the role of each
social medium (Facebook, Instagram, Twitter) in marketing results.
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BUKOPUCTAHHA MAPKETHUHI'Y COUTAJIbBHUX MEJIA B MCII:

DOAKTOPU BILIUBY
Iva Nurdiana Nurfarida” Sudarmiatin
Universitas Negeri Malang Universitas Negeri Malang
Indonesia Indonesia

Lle nocmiKeHHs CHOpsMOBaHE HA BHUBYCHHS (DAKTOPIB, MIO CTUMYIIOIOTh BHUKOPHUCTAHHS
MapKETUHTY B COLIiaJIbHUX Mepexkax y cekropl Café & Resto, a Takok Ha BUSBIIEHHS HOro nepesar.
3a JI0IOMOTOI0 OIMKCOBOTO JOCHTITHUIBKOTO TMIIXOAy OyJ0 NPOBENSHO OHJIAHH-ONMUTYBAaHHS B
cektopi Café¢ & Resto B micti Mananr, [naonesis. 3pa3ku Oynu BigiOpaHi 3a JOMOMOIOI0 3pYyYHOT
METOJIMKH BHOIPKH, PECIIOHICHTIB MOMPOCHIN 3anmoBHUTH Gopmy Google, sika Oyna HajiciaHa Ha
iXHI aJipecu B COI[iaIbHUX Mepexkax. Bchoro uepes iXHi akayHTH 4epe3 COIiasibHI Mepexi Oyio
BcraHOBJIeHO KoHTakT 13 300 kade Ta pecropaHamu, 1o BiAmosimaao 106 pecrmoHACHTaM.
PesynpraTi nmokasanu, 0 OCHOBHUMU (akTopamu, siki po3risaarots kommnanii Café & Resto npu
BUOOpI MapKETHHTY B COIIAJbHUX Mepexax, OyJlo MpencTaBlIeHHS MPOAYKTIB CIOKHBadaM,
OCKIIbKM OUIBIIICTh CHOXKMBa4iB Oynu KOPHUCTyBayaMH COLIaJbHUX MEpexX, 30UIbIICHHS
MOMYJISIPHOCTI Oi3HeCy Ta oOMiH iH(popMaliero 31 crokuBadamu. JlogaTkoBuMu (akTopaMu €
3a0X0YCHHS KOHKYPEHTIB, SIKI TaKOX BHUKOPHCTOBYIOTH COIllaJIbHI MEpexi, Ta HHU3bKa BapTiCTh.
OCHOBHUMH TI€peBaraMu, OTPAMAaHUMH BiJI BUKOPUCTAaHHS MapKETHHTY B COIIIAJIbHUX MEpexkax, €
301IbIIEHHS KOMYHIKalii 3 KJIl€HTaMH, MOIHPOPMOBaHICTb PO OpeH Ta IMIIPK OpeHay, 3alydeHHs
HOBUX KJIIEHTIB, EKOHOMISI HA PEKJIAMHUX BUTpaTax, 30UIbIIEHHS IPOAaKIB Ta 3JaTHICTh YIPABIATH
HEBJIOBOJICHHSIM (OOCIIyrOBYBaHHS KJII€HTIB Ta 3BOpOTHIM 3B'f130K). lLle nmocnmimpkeHHs Mae
0OMEXEeHHsI — KUIbKICTh PECIIOHJIEHTIB, K1 O€pyTh y4acTh, HEOOX1HI MOAANIbIIl JOCTIKEHHS Ha
OubII mUpoKid BuOipui. KpimM TOro, mojaneIn JOCTiIKEHHS MOXYTh OyTH pO3poOJIeH] IIISIXOM
nepeBipku e(eKTUBHOCTI BUKOPUCTAHHSI KOXKHOTO KaHally COLIAJIbHUX MEpPEeX, OCKUIbKU KOXKEH
KaHaJl CoLlIaJIbHUX MEPEK Ma€ Pi3Hi XapaKTEPUCTHKH Ta I11J11 KOPUCTYBaUiB.

Kiro4oBi coBa: MapkeTHMHI Yy COLIAJbHUX MepeXax, KOMYHIKaliss 3 KII€HTaMH,
MpOiH(OPMOBAHICTb PO OpeH .

HCIHOJb30BAHUE MAPKETUHT A COIIMAJIBHBIX CETEX B MCII:

DOAKTOPHI BJUSHUSA
Iva Nurdiana Nurfarida” Sudarmiatin
Universitas Negeri Malang Universitas Negeri Malang
Indonesia Indonesia

OTO WCCleloBaHME HANpaBlIEHO Ha M3ydeHHe (HaKTOpOB, CTUMYJIUPYIOIIMX HCIOJIb30BaHUE
MapKeTHHIra B COIMalbHBIX ceTax B cekrope Café & Resto, a Takke Ha BBISIBJICHHE €ro
npeumyiiecTB. C MOMOIIBIO OMUCATENBHOTO HCCIIEI0BATENIBCKOTO MOAX0/1a ObUT TPOBEICH OHJIAMH-
omnpoc B cekrope Café & Resto B ropome Mananr, Unnonesus. OOpa3upl ObLTM OTOOpaHBI C
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MOMOIIBI0 YIOOHONH METOJIMKH BBIOOPKH, PECIOHACHTOB IMOMPOCHIN 3anoiHuTh Gopmy Google,
KoTopasi Obljla HampaplieHA HA WX aJipeca B COINMAIBHBIX CETsAX. Bcero uepes Mx akKayHTHI yepe3
colMalibHbIC ceTH ObLT ycTaHOBJIeH KOHTAKT ¢ 300 kade u pecTopaHaMmu, 4To cooTBeTcTBOBaNIO 106
pecnioHneHTaM. Pe3ynbTaThl MOKa3ald, YTO OCHOBHBIMH (AaKTOpaMH, KOTOPBIE PacCMAaTPUBAIOT
komrnanuu Café & Resto mpu BbIOOpe MapKeTHHIa B COLUANbHBIX CETAX, ObUIO MpEJCTaBICHUE
MPOJIYKTOB TIOTPEOUTENSIM, TOCKOJBKY OOJIBIIUHCTBO MOTpPEOHTENCH OBLIM IMOJIB30BATEISIMU
COLIMAJIbHBIX  CEeTeH, YyBENWYEHHE TMOMYyJIsIpHOCTH OuzHeca u oOMeH wuHpopManueil ¢
notpeduTensMu. JloMoNHUTENBHBIMU (DAKTOpAMU SBIISIOTCS TOOIMIPEHUE KOHKYPEHTOB, KOTOPHIC
TaK)X€ HCMOJb3YIOT COIMAIbHBIE CETH, U HU3Kas CTOMMOCTh. OCHOBHBIMH MPEUMYIIECTBAMU,
MOJIYYEHHBIMH OT MCIOJIb30BAaHUS MApPKETUHTa B COLMUAIBHBIX CETAX, SBJSETCS YBEJIMYCHUE
KOMMYHHKAIUH C KJIMEHTaMH, OCBEIOMJIEHHOCTh O OpeH/ie U UMUK OpeH/ia, MPUBJICYEHUE HOBBIX
KJIIMEHTOB, SKOHOMHSI Ha PEKJIAMHBIX Pacxojax, YBEJIWYEHUE MPOJax M CHOCOOHOCTH YIPaBIATH
HEZOBOJILCTBOM (0OCIIy’)KMBaHHE KJIMEHTOB M OOpaTHas CBS3b). OTO HCCIEIOBAaHHE HMeEET
OTpaHHYEHUE — KOJIUYECTBO PECIIOHACHTOB, HEOOXOIUMBI NAIBHEUIIINE UCCIICOBaHMUS Ha Ooiee
mpoKoil BeiOopke. Kpome Toro, nampHeilne uccienoBaHUS MOTYT ObITh pa3paOOTaHbl MyTeM
npoBepkd A(P(HEKTUBHOCTH HCIIOJIB30BAHUS KAXKIOTO KaHajga COIMAIBHBIX CETeH, IMOCKOJIBKY
KKl KaHaJ COIUAIBHBIX CETeH UMeeT pa3InyHble XapaKTePUCTUKH U IEJIH MOJIb30BaTeNeH.

KiroueBble cj10Ba: MapKETHHT B COIMAJbHBIX CETSAX, KOMMYHHUKAIUS C KIHMCHTaMH,
OCBEJIOMJIEHHOCTh O OpeHIe.
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