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Abstract—The business success of Micro, Small, and Medium 

Enterprises (MSMEs) is determined by capital assets and 

capabilities to adopt innovation of social media technology to 

formulate digital marketing strategy improving organizational 

agility. The vastly developing content of social media becomes an 

opportunity ensuring more agile organizations in the accessibility 

of target markets. Problems of this research proposal are 

formulated (a) to propose a new research model on influences of 

innovation adoption of social media technology on digital 

marketing strategy in improving organizational agility of 

MSMEs and (b) to design hypothetical tests to cognize the 

influence of each latent variable. The research aims to identify 

and analyze to what extent digital marketing strategy can 

improve organizational agility of MSMEs in Pontianak, 

Indonesia. The combination of a convergent triangulation model 

and a follow-up, explanatory design is used. The sample 

including 55 MSMEs is determined by using Slovin Formula and 

a simple random sampling technique. 5 informants are selected at 

a sampling site by using a purposive sampling technique. The 

novelty of this research is on influences of antecedent variables 

aiming to improve organizational agility of businesses of MSMEs 

digitally.   

Keywords—Digital Marketing Strategy, Innovation Adoption of 

Social Media Technology, Organizational Agility. 

I.  INTRODUCTION  

MSMEs have a crucial role for the economy of Indonesia. 
The proportion of MSMEs is 99.99% of the total of 
businessmen in Indonesia. It is equal to 56.54 million units. 
Businesses of MSMEs are currently contributing to around 
60.00% of Gross Domestic Product (GDP). Job fields are 
expanded for the public due to small capital needed. 
Nevertheless, in this era of globalization and free trade, the 
main challenge is to make the sustainability. A large amount 
of information and freer competitions ascertain more choices 

for consumers. MSMEs should be able to raise productivity to 
face more competitive markets. Apart from capital assets, the 
success of MSMEs is principally determined by capabilities to 
adopt technology innovation of social media technology [1] to 
reach wider markets considering that the accessibility of 
MSMEs is expandable. 

The problem should initially be overcome to build greater 
and more competitive businesses of MSMEs. It is noted that 
more agile and more dynamic organizations can seize market 
opportunities. The capability to make organizations more agile 
is influenced by the capability to adopt innovation of social 
media technology once digital marketing strategy is 
formulated [2]. To date, improvement and innovation of social 
media technology have not been completely seen and 
considered as parts of long-term marketing strategy [3]. It is 
realized that 25.30% of internet users still focus on 
information updates, while 8.50% of the others have the 
orientation on new business needs. Around 63.50% of users, 
nonetheless, have ever made online transactions. The majority 
have used online shop content (62.00%). Meanwhile, social 
media content mostly accessed is Facebook (54.00%) [4]. The 
evidence implies that businesses of MSMEs can be run 
digitally [5]. 

Social media technology is an inherent factor improving 
speed and flexibility of business processes to influence 
organizational agility [6]. Adopting the innovation of social 
media technology reflects the capability to adapt changes of 
business environment [7]. It becomes a tool used to collect and 
process an enormous and various amount of information and 
dynamically supports identification and anticipation of every 
change occurring to external environment [8]. This condition 
indicates that organizational agility properly requires 
mediation and supports of digital marketing strategy 
influenced by innovation adoption of social media technology 
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Organizational agility is the construct of an endogenous 
variable referring to a number of instruments [9] further 
adjusted for the need of this research. The latent variable 
(organizational agility) possesses proactive, radical, 
responsive, and adaptive indicators [10]. On the other hand, 
organizational agility has an antecedent or exogenous variable 
(innovation adoption of social media technology) mediated by 
another endogenous variable (digital marketing strategy). 

The success of digital marketing strategy relies on to what 
extent business market orientation and the capability to 
comprehend consumers’ needs and their readiness to adopt 
innovation of social media technology are [11]. Hence, 
communicating, collaborating, consuming, and creating ways 
are changeable [12]. This makes more flexible and more 
personal organizations when digitally offering products and 
services [13]. It becomes easier for users of social media to 
interactively seek for information without sending too many 
costs [14]. McKinsey [15] supportively affirms that the 
capability to adopt innovation of social media technology can 
improve organizational performance. 

Adopting innovation of social media technology always 
requires quick absorption of every user. Speed and consistency 
of absorption boost organizational agility [16]. Improving 
collective collaboration can reinforce organizational cohesion. 
Accordingly, MSMEs can maximally be empowered through 
mediation of digital marketing strategy [17,18]. Revolution of 
digital business models makes it possible for organizations to 
be able to access wider target markets by using social media 
technology [19]. Improving organizational agility is 
fundamental to adapt environment of business competitiveness 
dominated by changes, uncertainties, and business 
opportunities [20]. Innovation adoption of social media 
technology can psychologically benefit users. Sustainability of 
such adoption can also contribute to wider markets [21]. 

Previous research focused on organizational agility relying 
on the capability of information technology to reach 
competitive advantages [22], and adapt environmental factors 
to improve organizational agility and business competitiveness 
[23]. Digital marketing strategy becomes the resource of 
competitive advantages. It creates organizational agility [24]. 
Marketing through social media technology can improve 
online business performance through expansion of distribution 
channels, make communication more effective, strongly 
personalize relationships with customers, and activate brand 
awareness [25]. It is found that previous studies did not 
integrate innovation adoption of social media technology with 
digital marketing strategy to improve organizational agility 
[26,27,28]. 

Problems of this research proposal are formulated (a) to 
propose a new research model on influences of innovation 
adoption of social media technology on digital marketing 
strategy in improving organizational agility of MSMEs and (b) 
to design hypothetical tests to cognize the influence of each 
latent variable. The research aims to identify and analyze to 
what extent digital marketing strategy can improve 
organizational agility of MSMEs in Pontianak, Indonesia. 

II. LITERATURE REVIEW 

A. Organizational Agility 

Organizational agility refers to the capability of 
organizations to make strategy of environmental changes and 
get prepared to make responses [29]. Agility emphasizes the 
speed and flexibility as primary attributes. Agility is defined 
as quick responsiveness of anticipating environmental changes 
to reach goals [30]. Moreover, organizational agility possesses 
another essential attribute, i.e. responsiveness with a quick and 
effective thinking skill on changes and uncertainties [31]. 
Aims of organizational agility are to improve speed and 
flexibility of all business processes generally, make decisions 
effective, and concern every organizational level. 
Organizational agility contributes to improvement of business 
processes effectively and efficiently [32]. In this case, 
organizations should constantly get transformed to encounter 
economic innovation and business competitions through 
quality assurance of products and services [33]. 

B. Innovation Adoption of Social Media Technology 

Innovation adoption of social media technology is the 
decision of doing the best thing and accepting the use of 
certain social media content [34]. In adoption, diffusion 
happens. Diffusion is a communicative process running 
through structured and well-planned strategy to be adopted for 
changes. Innovation suitability of organizations is the key to 
innovation success per se. Possessing knowledge and 
information of related innovation is important to prevent 
uncertainties [35]. Through diffusion, communication 
becomes more related and centralized to perspectives and 
engages users in various aspects of activities. This eases 
adoption [36]. Constructs of innovation adoption of social 
media technology include perception effects on internal 
activities, sales, marketing, and customer services [37]. 

C. Digital Marketing Strategy 

Digital marketing strategy is the process of marketing 
products and services through the use of content of social 
media technology. It concerns internal conditions, external 
uncertainties, complexities, and interactions of a number of 
dissimilar factors and variables [38]. Another concern is on 
unique and strong characteristics through interactive media 
with consumers. Individuals can interactively make two-way 
communication through digital channels [39]. Digital 
marketing strategy can yield productivity in an economic scale 
and make costs efficient [40]. This strategy comprises scopes, 
scales, and speed of digital business strategy, as well as 
business resources of value creation and achievement of 
digital business strategy [41]. 

III. PROPOSED RESEARCH METHOD AND HYPOTHESIS 

This research proposal applies a mixed method to obtain 
comprehensive, valid, reliable, and objective data. The 
combination of a convergent triangulation model and a follow-
up, explanatory design is used [42]. The first step is to collect 
data computed and analysed quantitatively. Analyzed results 
of quantitative data should further be identified to determine 
components that need to be elucidated qualitatively. 
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Qualitative data are collected and used to support the 
interpretation of quantitative data. 

The population involves all MSMEs in Pontianak, 
Indonesia. However, not all of them are respondents. The 
sample includes MSMEs that have used information 
technology, especially social media technology for 5 recent 
years. Data collected for quantitative computations are 
conducted through survey. A questionnaire is used as an 
instrument. The sample including 55 MSMEs is determined by 
using Slovin Formula and a simple random sampling 
technique. 

Data collection techniques of qualitative computations are 
triangulated. Primary data are obtained through in-depth 
interviews and Focus Group Discussions (FGDs) with 5 
informants (5 information technology managers) selected at a 
sampling site by using a purposive sampling technique. 
Determination of these informants is important due to specific 
information additionally needed. Concrete and accountable 
analysis results are, thus, obtainable. 

Collected data are statistically interpreted through 
descriptive and inferential analyses. Structural Equation 
Modeling (SEM) Method and Partial Least Square (PLS) 
Approach are utilized to obtain results. Conclusion and 
suggestions are ultimately given. PLS is an analysis method 
not using numerous assumptions. Data should not be in a 
normal distribution. Categorical, ordinal, interval, and ratio 
scales can also be used. The score of the validity test on 
constructs and latent variables is good if a loading factor of t is 
greater than or equal to a critical value (≥ 1.96 or practically ≥ 
2.00), or if a standardized loading factor is greater than or 
equal to 0.70. Furthermore, reliability is obtained through 
Composite Reliability (CR) Measure and Variance Extracted 
(VE) Measure. A construct with good reliability is defined in 
these conditions: CR ≥ 0.70 and VE ≥ 0.50. 

To enhance credibility (internal validity) of this research, 
authentic data collected in the field are interpreted accurately. 
Data collection techniques are triangulated. It is believed that 
detailed data results are obtainable. To ascertain that obtained 
information is highly accurate, constructive feedback is 
accepted. Higher reliability indicates better consistency of 
measuring latent constructs. 

The consistency index is calculated by applying the 
formulae of Cohen’s Kappa and Cronbach Alpha, and NVivo 
11 Plus Program. Statistical testing of Kappa in NVivo is 
conducted to determine consistency results of coding. Kappa 
coefficient is obtainable providing that percentage levels of 
Coders A and B computed through Coding Comparison are 
approved. These conditions are defined: Kappa Index < 0.40 = 
inconsistent, Kappa Index > 0.40 and < 0.75 = fairly 
consistent, and Kappa Index > 0.75 = consistent. 

This research proposes a new model with an exogenous 
variable (innovation adoption of social media technology) 
indicated by perception effects on (a) internal activities, (b) 
sales, (c) marketing, and (d) customer services. Nevertheless, 
indicators of a mediating variable (digital marketing strategy) 
are (a) scopes, (b) scales, (c) speed of digital business strategy, 
and (d) business resources of value creation and achievement 

of digital business strategy. Finally, an endogenous variable 
(organizational agility) is indicated by (a) proactive, (b) 
radical, (c) responsive, and (d) adaptive indicators. 

The research proposal possesses framework aiming to 
make systematization and be in line with problem formulation 
and stated goals. Comprehensive concept framework should 
be defined based on facts on recent existing problems, 
interrelationships among variables, review of previous 
research, and testing of analysis methods to assure that 
research goals are reachable. The framework is particularly 
based on the evidence that (a) innovation adoption of social 
media technology possesses direct and indirect influences on 
organizational agility, (b) innovation adoption of social media 
technology possesses direct and indirect influences on digital 
marketing strategy, (c) digital marketing strategy possesses 
direct and indirect influences on organizational agility, and (d) 
innovation adoption of social media technology possesses 
direct and indirect influences on organizational agility 
mediated by digital marketing strategy. 

An amount of literature review of previous research shows 
that innovation adoption of social media technology primarily 
contributes to and influences digital marketing strategy. 
Capabilities to adapt changes of working ways of innovating 
social media technology influence determination of digital 
marketing strategy. Possessing this strategy also relies heavily 
on readiness and implementation of adoption ownership of 
social media technology. Actualizing the novelty, this research 
examines to what extent influences of interrelationships 
among the three constructs or latent variables, namely 
innovation adoption of social media technology, digital 
marketing strategy, and organizational agility are (see Figure 
1). 

 
Fig. 1. Proposed Research Model 

Innovation adoption of social media technology focuses on 
physical changes and members of organizations directly 
adapting changes of marketing communication media through 
digital patterns. This adoption has a significant role in 
expansion and improvement of competitiveness. Capabilities 
to communicate with others and build collaborations and 
relationships are necessary. This condition positively 
encourages strategy formulation of digital marketing strategy 
and organizational agility. Digital business strength becomes a 
vital foundation of producing flexible organizations. 
Environmental changes urge organizations to always get 
changed quickly and nimbly. 

Innovation 
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Referring to the previous framework, hypothesis tests can 
be formulated. In hypothesis testing, analyses of collected data 
do not yield proven and not proven hypotheses. In fact, the 
problem is whether or not they support hypotheses. A 
statistical hypothesis is needed to prove the significance. A 
null hypothesis states no difference between sample data and 
population data. Several steps needed to test hypotheses exist. 
At first, a null hypothesis and an alternative hypothesis are 
formulated. Second, degrees of confidence are selected. Third, 
statistical testing tools are selected. Finally, decisions of 
accepting and rejecting hypotheses are made. Hypotheses 
tested in this research are as follows: 

a. H1: Innovation adoption of social media technology can 
contribute to values and directly influence 
organizational agility of businesses of MSMEs. 

b. H2: Innovation adoption of social media technology can 
contribute to values and directly influence digital 
marketing strategy of businesses of MSMEs. 

c. H3: Digital marketing strategy can contribute to values 
and directly influence organizational agility of 
businesses of MSMEs. 

d. H4: Innovation adoption of social media technology can 
contribute to values and directly influence 
organizational agility mediated by digital marketing 
strategy of businesses of MSMEs. 

IV. CONCLUSION AND PERSPECTIVES 

The novelty of this research proposal is in the form of a 
new research model on digital marketing strategy improving 
organizational agility through influences of innovation 
adoption of social media technology. In this regard, an 
antecedent variable improves organizational agility. This 
research emphasizes the agility aspect through empowerment 
of social media technology. Organizational performance, 
however, is not concerned. The core is to what extent the 
content of social media technology can benefit the growth of 
businesses of MSMEs. 

This research theoretically provides recommendations with 
regard to the use of social media technology for businesses of 
MSMEs in Pontianak, Indonesia and digital marketing 
strategy formulated to influence competitiveness of 
organizations. Based on previous studies, it is realized that 
innovation adoption of social media technology eases direct 
communication with stakeholders and makes costs efficient. 
Social media technology has become an integral part of 
businesses of MSMEs in Pontianak, Indonesia. The capability 
to master innovation adoption of social media technology 
supports organizational agility through digital marketing 
strategy. The evidence indicates that digital marketing strategy 
can quickly improve the capability to adapt every hindrance 
found in businesses of MSMEs. 

Perspectives of research results contribute heavily to 
national economy through development of businesses of 
MSMEs integrating digital technology. This can help to 
expand market shares in regions other than Pontianak, 
Indonesia. The effect is that digital businesses of MSMEs 

become expandable. To conclude, agility brings crucial effects 
on the use frequency of social media technology. 
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