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Abstract

This study examines the effect of social media marketing and innovation on the performance
of food and beverage firms with the technology acceptance model. Within the scope of the study, a
survey was conducted as a field application. Data were collected from 163 food and beverage firms in
Erzurum. Structural equation analysis was used in the AMOS program to test the hypotheses. As a
result of the study, it was seen that facilitating conditions, compatibility, perceived usefulness, and
perceived ease of use affected social media marketing, while cost had no effect. In addition, it has been
concluded that social media marketing and innovation affect firm performance.

Keywords : Technology Acceptance Model, Social Media Marketing, Innovation,
Firm Performance.
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Oz

Bu ¢alismanin amaci, yiyecek ve igecek isletmelerinin performansi iizerinde sosyal medya
pazarlamasi ve inovasyonun etkisinin teknoloji kabul modeli ile birlikte incelemektir. Caligma
kapsaminda saha uygulamasi olarak anket yapilmistir. Toplamda 163 yiyecek-icecek isletmesinden
veri toplanmustir. Hipotezlerin test edilmesinde AMOS programinda yapisal esitlik analizinden
faydalanilmistir. Analiz sonucunda, sosyal medya pazarlamasi iizerinde, kolaylastirici kosullar,
uygunluk, algilanan kullanighilik ve algilanan kullanim kolayliginin etkisinin oldugu maliyetin ise

etkisinin olmadig1 goriilmistiir. Ayrica igletme performansini sosyal medya pazarlamasi ve
inovasyonun etkiledigi sonuglarina ulagilmistir.

Anahtar Sozciikler : Teknoloji Kabul Modeli, Sosyal Medya Pazarlamast, Inovasyon,
[sletme Performansi.



Kurnug, M. & D. Giizel (2022), “An Investigation of The Effect of Social Media Marketing and Innovation
on Firm Performance with The Technology Acceptance Model”, Sosyoekonomi, 30(54), 145-163.

1. Introduction

Firms try to add technology, system or innovative applications in the spirit of time to
their workflow processes to improve their performance, get better results, and reach their
goals. Innovative applications can establish a system or process of adaptation to technology.
Requests and needs can force firms to some innovative processes regardless of time,
especially when situations relate to consumers or stakeholders. In particular, after the 2000s,
social media channels that emerged with technology development have also imposed new
adaptation processes on firms. The fact that consumers are involved in these channels has
caused firms not to ignore this situation. Thus, firms have started professionally managing
their social media marketing activities by creating accounts on social networks. It has also
prepared an environment for evaluation regarding issues within technology and innovation,
acceptance, adoption, and cost.

Consumers’ spending more time on social media has enabled companies to create
their accounts on these social networks (Barnes, 2008). Firms that easily reach their current
and potential customers through social media have started to develop strategies to use these
channels effectively. Firms interact more with their internal and external customers thanks
social networks. This process is less costly than traditional channels (Mukherjee, 2011).

Advantages such as the ability of firms to offer their products and services to
customers quickly and to reach customers instantly have also increased the importance of
social media. Firms that use social media more actively than their competitors can respond
to consumer requests more quickly. In addition, customer feedback contributes to the
development of products or services of enterprises.

In this context, we investigated the processes of using social media marketing in
terms of the effect of social media marketing on workflows within the framework of the
technology acceptance model. We examined the impact of these processes on innovation
and firm performance. In addition, we investigated social media marketing as technology in
terms of cost, compatibility and facilitating conditions, considering the impact on firms. In
the conceptual framework of this study, the concepts of perceived ease of use, perceived
usefulness, compatibility, cost, facilitating conditions, social media marketing, innovation
and firm performance are explained. After, a survey was applied to small and medium-sized
firms, and the data obtained were analysed and interpreted.

2. Conceptual Framework

2.1. Perceived Ease of Use

Davis et al. (1989) developed the concept of perceived ease of use. It is a variable in
the Technology Acceptance Model. It is a concept that emphasises the ease of use of a
technology or system. Technologies that the user adapts to use comfortably and does not
experience difficulty yield results at the expected level (Lin, 2011). Suppose users see
themselves as the stakeholder of an easy-to-learn process rather than a complex technology
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when they use a system. In that case, they accept that technology much faster and include it
in their lives (Nasri & Charfeddine, 2012). The ease of use that firms will encounter when
they use any technology or system positively affects their adaptation and adaptation abilities
for social media marketing (Kuo & Yen, 2009).

2.2. Perceived Usefulness

Perceived usefulness is another variable in the Technology Acceptance Model, such
as perceived ease of use (Davis et al., 1989). Perceived usefulness is a user's belief about
what benefit he/she will receive using technology or a system. Before the consumers or users
adopt a technology, they evaluate all the benefits they will get from that technology (Shankar
& Datta, 2018). For example, when firms know that they will get a positive result about their
performance when they use technology or system, they do not back down from using that
technology or system (Park, 2009). There is a direct effect of perceived usefulness on the
attitude towards using any innovation (Revels et al., 2010).

2.3. Compatibility

Compatibility is the comparison of the old and the new structures when firms use any
technology in terms of the effect current business process and the application process
(Rogers, 1983). When there is a technology-based change related to the work done, if the
new situation is significantly advantageous and efficient, suitability comes to the fore as one
of the primary evaluation criteria (Brown & Russell, 2007). The firm is concerned with
choosing the technology or system that will best adapt to its business process, not disrupt
the workflow, and ensure adaptation within the business. Similarly, the concept of
compatibility also affects consumers in their purchasing processes. Consumers act by testing
the suitability of the technology offered to them to save time and compare their purchasing
processes (Hung et al., 2014). In addition, the suitability of the service by firms affects
loyalty positively (Kaura et al., 2015).

2.4, Cost

Cost is one of the most critical issues in selecting a technology that can contribute to
the growth of a business (Ernst & Young, 2011). For example, firms use this technology
because the barrier to entry is low, the cost is low, and it does not require very high
technological competencies (Derham et al., 2011). In other words, cost effects are decisive
in using and adapting a technology (Hassani et al., 2018).

2.5. Facilitating Conditions

Facilitating conditions are the degree to which an individual believes that the
appropriate technical infrastructure and senior management support are available to use a
new system (Venkatesh et al., 2003). If the conditions for using and adopting new
technology are designed to support the process, that innovative technology is adopted much
more quickly. The higher consumers’ perception that the facilitating conditions offered for
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technology are increased, the higher their intention to use that technology will be similarly
(Hew et al., 2015). For example, when the facilitating conditions perceived by users
regarding mobile payment with QR codes are increased, users are more willing to use it
(Eren, 2021).

2.6. Social Media Marketing

Social media are online channels that allow firms or individuals to share at any time
via computers and smart devices by making use of the opportunities of technology in the
digital environment (Mangold & Faulds, 2009; Kotler & Keller, 2018). Digital areas that
come to the fore as social media networks are Facebook, Youtube, Twitter, Instagram,
Pinterest, and LinkedIn. Most firms consider creating accounts in social networks that will
benefit their fields of activity as a marketing mix process (Kotler & Armstrong, 2018).

Social media marketing is applying marketing strategies in internet-based
applications to increase the performance of firms, promote their products and services, and
gain new customers (Todua & Jashi, 2015). Social media marketing is the commercial
marketing activities of firms that want to sell their products or services to positively affect
the purchasing behaviour of consumers (Chen & Lin, 2019).

Most firms have started to strengthen themselves and make innovations in social
media marketing because it is possible to interact with followers on social networks, increase
their satisfaction and loyalty, and reach new customers on social media (Neti, 2011). In
addition, firms use social media marketing to increase brand awareness, increase sales,
create a strong brand image, provide user interaction with the content, and reach more
audiences (Gedik, 2020).

2.7. Innovation

Innovation is a tool firms notice to gain and maintain an advantage in the competitive
market (Standing & Kiniti, 2011). Innovation is actions that incorporate new processes and
technologies as a way and method of doing business and provide a competitive advantage
(Porter, 1990). Trott (1998) explained the concept of innovation as the transformation of
new ideas into technology by considering them in a product's production and marketing
process. Another researcher, based on the definition of innovation in the declaration
published by the European Commission, defined innovation as testing new production
methods, expanding, renewing markets, and improving and changing conditions within the
firm (Akin & Reyhanoglu, 2014). Innovation is a concept that has a vital role in many areas,
such as increasing profits, responding quickly to changes in the market, increasing product
and service quality, developing new products and services, testing new models, and
increasing market shares (Cigek & Onat, 2012). Innovation also creates an advantage in
creating innovation and social value, managing processes more efficiently, and being ahead
of the competition (Damanpour & Wischnevsky, 2006). In this respect, firms enable their
employees to find new ideas regarding processes, procedures, products, or services, apply
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them to the workflow, and provide opportunities to achieve better performance results (West
& Wallace, 1991).

2.8. Firm Performance

Firm performance is the evaluation process of an organisation’s success in line with
its goals and objectives and to what extent it achieves its goals (Atan & Tuncer, 2019).
Evaluation processes can be qualitative (organisational culture, loyalty, etc.) or quantitative
(profitability, sales amount, etc.) (Pohl & Forstl, 2011). Processes such as supporting
innovation in an institution, working in harmony with technology, cultural management
based on shared values, and supporting intellectual capital affect firm performance
positively (Wu et al., 2008). In addition, production capabilities, production and competitive
strategy also affect firm performance (Amoako-Gyampah & Acquaah, 2008).

The studies of Loof and Heshmati (2006) and Bigliardi (2013) show that the
innovations of small and medium-sized firms positively affect financial performance and
productivity. Similarly, Rhee et al. (2010) also showed that innovation significantly affects
firm performance. The research conducted by Cigek (2019) indicates that innovative
activities positively affect firm performance.

The research conducted by Ethem et al. (2020) show that the active involvement of
firms in social media and the promotion of their products and services positively impact their
financial performance. Establishing and activating social media centred on customer
relationship management enables firms to get positive results in terms of their customer
relations performance (Chang et al., 2010; Tuleu, 2015).

3. Literature

3.1. Technology Acceptance Model and Social Media Marketing

Pentina et al. (2012) examined the effect of perceived usefulness on social media
marketing through SMEs. Survey data were obtained from 110 managers in total. As a result
of the analysis, it was seen that perceived usefulness had a positive effect on social media
marketing. In the study of Rauniar et al. (2014), which examines the relationship between
the technology acceptance model and social media use, an online survey on 398 Facebook
users has conducted. The result of the study shows that both perceived ease of use and
perceived usefulness affect social media use. Ainin et al. (2015) examined the effect of
compatibility and cost variables on SMEs’ use of social media through the example of
Facebook. They collected data from 259 business managers through questionnaires. As a
result of the study, it was concluded that compatibility and cost-effectiveness were effective
in the use of social media. Chatterjee and Kar (2020) examined influencers for the use of
social media marketing by small and medium-sized businesses in India. As a result of the
data collected from 310 companies, perceived usefulness and perceived ease of use and
compatibility positively affected social media marketing, while the cost effect was not.
Biswas (2016) found that perceived ease of use and usefulness, among the variables of the
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technology acceptance model, positively affect social media. Ar1 et al. (2016) examined the
behaviours related to social network use and the technology acceptance model. Data
collected from 354 students through questionnaires were analysed. As a result of the study,
they concluded that the perceived usefulness and perceived ease of use affect the attitude
towards the behaviour positively. In the study by Lee et al. (2016), the adaptation process of
institutions to social media was examined within the framework of the technology
acceptance model, based on the data collected from 648 hotel employees in Korea. As a
result of the study, it has been seen that the perceived ease of use and perceived usefulness
of companies in using social media have a significant effect. Odoom et al. (2017) examined
the impact of compatibility and cost on SMEs' use of social media. Data were collected from
2010 business managers based on a questionnaire. As a result of the analysis, it was
concluded that cost and compatibility affect the use of social media positively.

Karabulut and Bulut (2017) examined the perspective of small and medium-sized
businesses on social media marketing. Data were collected from 400 business managers.
SMEs participating in the research generally think that social media marketing is effective
in the promotion of their businesses, provides their businesses with a competitive advantage,
increases the number of customers, is a low-cost and interactive communication tool in
communicating with customers, increases their profitability, expands their market areas, and
reduces marketing costs. Alkaya and Sahin (2018) examined information sharing over the
Facebook social network through the technology acceptance model. Within the scope of the
research, data were collected from 420 people. As a result of the analysis, perceived ease of
use and perceived usefulness affect the attitude towards the social media network. Sugandini
et al. (2019) examined the effects of some variables on the adaptation of SMEs operating in
the tourism sector to social media within the framework of the technology acceptance model.
In this context, they collected data based on questionnaires from 200 managers. As a result
of the analysis, it has been seen that perceived usefulness and perceived ease of use influence
social media marketing. Orel and Arik (2020) examined the effect of social media marketing
on purchase intention within the framework of the technology acceptance model. Within the
scope of the research, data were collected from 510 users. The analysis showed that while
perceived usefulness mediated the effect of social media marketing on purchase intention,
perceived ease of use did not. Pramuki and Ayu (2020) examined social media marketing
within the framework of the technology acceptance model. A questionnaire was applied to
390 managers; the collected data were analysed. As a result of the study, it was concluded
that the perceived ease of use affects social media marketing positively. Tagdelen and Aydin
(2021) examined the purchasing behaviour of social media advertisements with the
technology acceptance model. As a result of the study, it was seen that the perceived ease of
use positively affects the attitude towards social media advertisements.

3.2. Social Media Marketing and Performance

In his study examining the effect of social media marketing on the performance of
companies in Kenya, Nyambu (2013) found that social media marketing improves company
performance, increases the company’s competitive power, and contributes to increasing
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customer loyalty. In the study by Musa et al. (2016), in which they examined the effect of
social media marketing practices on business performance over SMEs, they concluded that
social media marketing positively affects business performance. In their study, Wang and
Kim (2017) analysed the data of 232 companies between 2004 and 2014 using Facebook,
COMPUSTAT North America and Global Fundamentals annual databases. As a result of
the study, it was seen that the use of social media positively strengthened the effect of
customer relations on firm performance. In the study by Kamboj et al. (2017), they found
that social media marketing positively affects businesses' financial and market performance.
Gtizel et al. (2018) showed that social media and innovation positively affect firm
performance. Tarsakoo and Charoensukmongkol (2019) examined the effect of social media
marketing on the business performance of firms in Thailand. They concluded that social
media marketing's product development, planning, and implementation ability positively
affect financial performance. Ozdemir et al. (2020) found a positive relationship between
firms” use of social media and their market values and sales or income. In the study of
Syaifullah et al. (2021), in which they examined the performance of social media marketing
on micro, small and medium-sized businesses, they collected data from 254 companies using
Facebook, Instagram and Whatsapp. According to the findings obtained from the study, it
was seen that the use of social media increased business sales, customer relations,
productivity, and creativity. In other words, it has been found to affect business performance
positively. In addition, it has been found that marketing works on branding and innovation
play a mediating role in this relationship. Tajvidi and Karami (2021) surveyed 384 hotels in
England to examine how social media use affects hotel performance. As a result of the study,
it was concluded that social media use positively affects the firm's performance.

3.3. Innovation and Performance

In their study, in which they examined the relationship between innovation and
performance in small and medium-sized enterprises, Rosenbusch et al. (2011) stated that the
type of innovation, age and culture of the firm played a role in the effect of innovation on
firm performance. As a result of the survey conducted by Murat et al. (2011) with the senior
managers of 113 companies operating in the automotive supply industry, which is one of the
most innovative sectors in Turkey, they found that technological innovation (product and
process innovation) has a significant and positive effect on firm performance. Magnier-
Watanabe and Benton (2016) examined the impact of management innovation on firm
performance in Japanese firms. As a result of the research, management innovation did not
directly impact firm performance but aligning management innovation programs with
knowledge management initiatives improved performance. Atalay et al. (2017) examined
the relationship between innovation and firm performance in a sample of 143 yacht building
firms in Turkey. As a result of the study, a positive and significant relationship was found
between innovation and firm performance. Serkan et al. (2018) examined the relationship
between innovation, firm performance, and exports based on the data they collected from
310 manufacturers from 5 different cities in Turkey. As a result of the study, they concluded
that innovation does not affect firm performance and exports. Durmus-Ozdemir and
Abdukhoshimov (2018) examined the mediating role of innovation in the effect of
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knowledge management on firm performance. As a result of the surveys conducted with the
senior managers of the companies operating in the Turkish telecommunications sector, it has
been found that marketing, product, and process innovation have a mediating role in the
effect of the information management process on the company performance. Kiveu et al.
(2019) examined the impact of innovation on the firm’s competitiveness through the data
they collected from 284 firms. As a result of the study, it was seen that process, marketing,
and organisational innovations have a positive and significant effect on competitiveness.
Ismanu and Kusmintarti (2019) emphasised that innovation is a very important tool for high
performance and superior competition in their study examining innovation’s effect on
SMESs’ performance in Indonesia. In his research, Gupta (2021) collected data from the
middle and senior managers of 250 companies in India operating in different categories
through questionnaires. The results showed that product and marketing innovation
significantly and positively impact firm performance.

In general, when the literature above is examined, it is seen that the studies on the use
of social media marketing by SMEs in Turkey are limited. No survey in Turkey examines
the relationship between SMEs' social media marketing process and innovation and business
performance within the framework of the Technology Acceptance Model. In addition, the
effects of cost and facilitating conditions variables were also examined in the study. In the
literature, these variables have been studied individually or together in different studies.
However, in terms of developing countries (for example, a country like Turkey), there is no
study examining all the variables together. In this context, it is thought that the study will
contribute to both national and international literature.

4. Methodology
4.1. Purpose of the Study

This study aims to examine the effect of social media marketing and innovation on
the performance of food and beverage firms with the Technology Acceptance Model. In this
context, the impact of cost, facilitating conditions, compatibility, perceived usefulness, and
perceived ease of use on social media marketing were investigated. In addition, the impact
of social media marketing on innovation and firm performance and the effect of innovation
on firm performance were also examined.

4.2. The Proposed Model and Hypotheses

The studies of Chatterjee and Kar (2020) and Nguyen et al. (2015) were used in
determining the research model. Figure 1 shows the conceptual model of our study.
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Figure: 1
Research Model

Cost

Facilitating Conditions

[ Compatibility S;(I::xile\ﬁfila H Innovation H Performance }

Perceived Usefulness

Perceived Ease of Use

In terms of the above research model, the following hypotheses are postulated:

e H1: Cost has a negative impact on the firms to use social media marketing.

e H2: Facilitating conditions have a positive impact on the firms to use social media
marketing.

e H3: Compatibility positively impacts the firms using social media marketing.

e H4: Perceived usefulness positively impacts the firms to use social media
marketing.

e H5: Perceived ease of use positively impacts the firms using social media
marketing.

e H6: Social media marketing has a positive impact on innovation.

e H7: Social media marketing has a positive impact on firm performance.

e H8: Innovation has a positive impact on firm performance.

4.3. Data Collection

In structural equation analysis studies, one of the most frequently used methods for
determining the sample size is to reach a sample size between 4 and 10 times the number of
items for the scales in the questionnaire (Deb & David, 2014). There are 36 items in the
questionnaire of this study. In this context, it is suitable for the sample size to be between
144 and 360. The survey was applied to food and beverage firms in Erzurum. Data were
collected from a total of 171 firms using the total population sampling method. After
eliminating the erroneous and unsuitable questionnaires, a total of 163 questionnaires
remained.

We measured cost using four items based on the research of Kaplan and Haenlein
(2010), facilitating conditions six items based on the analysis of Venkatesh et al. (2003),
compatibility four items based on the analysis of Dwivedi et al. (2015), perceived usefulness
five items based on the research of Chung et al. (2017), perceived ease of using five items
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based on the analysis of Ware (2018), social media marketing three items based on the
research of Shareef et al. (2019), innovation four items based on the study of Cheng and
Shiu (2008), performance five items based on the research of Aral et al. (2019).

5. Data Analysis and Findings

The data from the survey were analysed in the AMOS program. Structural equation
analysis was used to test the hypotheses. The firm characteristics, factor loadings for the
measurement model, reliability analysis results, CR and AVE values, discriminant analysis
results, model fit values and hypothesis results are shown below, respectively.

5.1. Firm Characteristics

The firm characteristics are shown in Table 1.

Table: 1
Firm Characteristics

Frequency %
Firm Type
Restaurant 42 0,26
Eating House 54 0,33
Cafe 67 0,41
Number of Employees
1-9 115 0,71
10-49 48 0,29
Annual Sales
120.000 TL and below 2 0,01
120.000-240.000 TL 5 0,03
240.000-400.000 TL 9 0,06
400.000-750.000 TL 17 0,10
750.000-1.000.000 TL 49 0,30
1.000.000 TL and above 81 0,50
Customer Type
Individual customers 121 0,74
Commercial firms 0 0,00
Both 42 0,26
Operating Period of Firm
1-5 years 64 0,39
6-10 years 54 0,33
11 years and above 45 0,28
Position
Founder-Partner 62 0,38
Manager 76 0,47
Employees 25 0,15

When the characteristics of the firms which participated in the survey were examined,
it was observed that 14% were in the cafe category, 33% were in the restaurant category,
and 26% were in the eating house category. The number of employees of 71% is between 1-
9 and 29% is between 10-49. Half of the firms have an annual turnover of 1 million TL or
more. The customer type of most of the firms (74%) is individual customers. Regarding the
operational period, 39% are 1-5 years, 33% are 6-10 years, and 28% are 11 years or more.
Of the people who participated in the survey, 47% are managers, 38% are founders or
partners, and 15% are employees.
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5.2. Reliability and Validity

In this study, we measured eight variables in total. We analysed the data using AMOS
and SPSS. The results of factor analysis and reliability analysis are shown in Table 2.

Table: 2
Factor Analysis and Reliability
Variable Code Factor Loadings o CR AVE
C1l 0.742
c2 0.911
Cost 3 0922 0.878 0.926 0.759
Cc4 0.898
FC1 0.803
FC2 0.904
. . FC3 0.911
Facilitating Conditions =] 0877 0.943 0.957 0.787
FC5 0.891
FC6 0.931
com1 0.862
Compatibility ggmg 82;2 0.873 0.907 0.709
com4 0.795
PU1 0.767
PU2 0.857
Perceived Usefulness PU3 0.895 0.952 0.923 0.707
PU4 0.873
PU5 0.806
PEU1 0.885
PEU2 0.913
Perceived Ease of Use PEU3 0.898 0.903 0.955 0.811
PEU4 0.906
PEUS 0.900
SMM1 0.923
Social Media Marketing SMM2 0.924 0.867 0.933 0.824
SMM3 0.875
11 0.857
. 12 0.939
Innovation 13 0845 0.906 0.938 0.791
14 0.913
P1 0.924
P2 0.913
Performance P3 0.857 0.875 0.955 0.808
P4 0.906
P5 0.893

In determining the reliability of the scales, Cronbach's alpha value is expected to be
0.6 and above (Hair et al., 2010). In our study, Cronbach's alpha values of the scales are
suitable. The CR value should be 0.6, and the AVE value should be above 0.5 (Urbach &
Ahlemann, 2010; Hair et al., 2010). In our study, CR and AVE values are above these. In
this respect, it is possible to say that the scales that we used in this study are reliable and
valid.

5.3. Discriminant Validity

The discriminant validity results for determining the scales' distinctiveness within
their groups are shown in Table 3.
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Table: 3
Discriminant Validity
C FC CoM PU PEU SMM I P
C 0.83 0.759
FC 0.46 0.90 0.787
CoM 0.43 0.44 0.85 0.709
PU 0.42 0.42 0.43 0.92 0.707
PEU 0.45 0.45 0.44 0.41 0.86 0.811
SMM 0.43 0.45 0.41 0.42 0.42 0.85 0.824
| 0.48 0.43 0.47 0.46 0.45 0.43 0.87 0.791
P 0.44 0.48 0.45 0.43 0.43 0.42 0.44 0.808

The scales' discrimination is verified if the AVE value is higher than the scales'
correlation coefficient. As shown in Table 3, the AVE values of the scales are higher than
the relevant correlation coefficients. These results confirmed the validity of discrimination.

5.4. Structural Equation Modelling

For testing the hypotheses, structural equation analysis was performed. Model fit
values were obtained after three modifications in total. Model fit summary and hypotheses
results are shown in Table 4 and Table 5.

Table: 4

Model Fit Summary
Fit Index Recommended Value Measurement Model Result
CMIN/DF 3 <CMIN/DF<5 4,312
RMR 0,05<RMR <0,10 0,082
GFI >0,80 0,912
AGFI 0,80 < AGFI 0,95 0,901
NFI >0,80 0,875
CFI 0,80 < CFI <0,90 0,908
RMSEA 0,05 < RMSEA< 0,08 0,076
Source: Simon et al., 2010.

As a result of the structural equation analysis, it was seen that the model fit values
are acceptable. The path coefficients and p values for the hypothesis results are shown in
Table 5.

Table: 5
Structural Equation Modelling Results

Path Hypothesis Path Coefficient p-Value Remarks
C—>SMM Hi 0.029 ns (p>0.05) Not Supported
FC—»SMM Ha 0.457 *** (p<0.001) Supported
COM—SMM Hs 0.422 *** (p<0.001) Supported
PU—-SMM Ha 0.557 *** (p<0.001) Supported
PEU—-SMM Hs 0.535 *** (p<0.001) Supported
SMM—I Hs 0.642 *** (p<0.001) Supported
SMM—P H7 0.543 *** (p<0.001) Supported
1—-P Hg 0.675 *** (p<0.001) Supported

Structural equation analysis results show that the effect of perceived ease of use (B:
0.535; p<0.001), facilitating conditions (B: 0.457; p<0.001), convenience (B: 0.422;
p<0.001), perceived usefulness (B: 0.557; p<0.001) have a positive and significant effect on
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social media marketing, while for the cost (B: 0.029; p>0.05) has no significant impact.
According to these results, when the perceptions of participants about perceived ease of use,
facilitating conditions, convenience, and perceived usefulness increase, the perceptions of
participants towards social media marketing increase. The effect of social media marketing
has a positive impact on innovation (B: 0.642; p<0.001) and firm performance (B: 0.543;
p<0.001). In this case, when participants' perceptions about social media marketing increase
positively, the perceptions of participants towards innovation and firm performance
increase. In addition, the results of the analysis show that innovation has a positive effect on
firm performance (B: 0.675; p<0.001). It means that when participants’ perceptions about
innovation increase, the perceptions of participants toward firm performance also increase.

6. Results and Implications

This study examined the effect of social media marketing on innovation and firm
performance with the technology acceptance model. The survey was applied to food and
beverage firms in Erzurum. Structural equation analysis was conducted to test the
hypotheses on the total data collected from 163 firms. The results show that seven of the
eight hypotheses were accepted, and one was rejected.

The results show that facilitating conditions, compatibility, usefulness, and ease of
use positively affect social media marketing. In addition, it has been seen that social media
marketing positively affects firm performance. These results support research by Chatterjee
and Kar (2020) and Syaifullah et al. (2021). The results also show that social media
marketing positively affects innovation. The results support research conducted by Nguyen
et al. (2015).

Generally, these study results are consistent with the studies conducted in different
contexts. Past studies have shown compatibility (Hsu et al., 2007; Wang et al., 2010; Ainin
et al., 2015; Chatterjee & Kar, 2020) and facilitating conditions (Chatterjee & Kar, 2020)
affect the use of social media marketing. In addition, many studies show that perceived
usefulness and ease of use affect social media marketing (Pentina et al., 2012; Rauniar et al.,
2014; Biswas, 2016; Lee et al., 2016; Sugandini et al., 2019; Pramuki & Ayu, 2020). In this
context, the results obtained in this study support the literature.

In this study, the results that social media marketing (Nyambu, 2013; Wang & Kim,
2017; Tarsakoo & Charoensukmongkol, 2019; Tajvidi & Karami, 2021) and innovation
(Rosenbusch et al., 2011; Murat et al., 2011; Magnier-Watanabe & Benton, 2016; Durmus-
Ozdemir & Abdukhoshimov, 2018; Gupta, 2021) effects on business performance are like
the results of previous studies in the literature.

Since the variables examined in this study examine social media marketing and
innovation and business performance within the scope of the technology acceptance model,
it is thought to contribute to the marketing literature. Especially in developing countries, the
study's results will fill the gap in the field. On the other hand, examining the effects of
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compatibility and cost concepts in the study also increased the originality of the study. The
role of social media marketing and innovation, which are among the determinants of
performance in enterprises, in Erzurum will contribute to the national literature.

As aresult of this study, it has been seen that there is an increase in productivity, firm
performance, and customer satisfaction when they use social media marketing effectively.
It has been determined that the firm works on brand innovation in social media and
differentiates them according to competitors. Primarily, it has been seen that customer needs
are easily determined, and customer awareness is increased through social media marketing.

Most firms have stated that social media is a valuable and helpful tool, adding
benefits to business management. They emphasised that it is easy to use and learn from
social media, acquire new customers, predict demand for new customers, get information
about customers, to promote products and services.

Based on the results of this study, it has been observed that the social media
infrastructures of the firms are at a reasonable level. Still, they are not at the desired levels
in creative work, and the social media channels are managed by people who are in the
position of manager or co-founder-partner within the enterprise rather than a specially
trained person. It has been determined that they make announcements about events and
discounts on social media, follow their competitors on social media, and try to differentiate
strategically from time to time.

Firms should use social media frequently for many reasons, such as the ease of use
of social media, cost advantage in contributing positively to company performance,
usefulness in acquiring new customers and increasing customer awareness, and desired level
of performance with innovation-oriented works. When firms frequently use social media,
they will get more effective results.
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