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Abstract. MSMEs sector become the most dominant sector in Indonesian economic structure due 
to its contribution to Gross Domestic Product (GDP). Currently, MSMEs often experience 
difficulties in adapting to technology, inability to manage finances, and low self-confidence in 
managing a business. This research aims to determine the extent of self-efficacy, social media, and 
financial literacy can influence the MSMEs performance. The population in this study is micro, 
small, and medium enterprises (MSMEs) are located in Cirebon City. Purposive sampling is a 
technique used to calculate the minimum sample that can be processed using the Slovin‘s formula. 
This is a quantitative research study using primary data of 100 samples. The data is analyzed through 
multiple linear regression, along with f-test, t-test, and the coefficient of determination (R2). The 
result of the research show that social media and financial literacy have a significant effect on the 
MSMEs performance, while self-efficacy does not affect the MSMEs performance. The findings is 
expected to contribute to MSME actors to focus more on enhancing their digital and financial 
capacities to encourage business growth. 
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1 Introduction 

The Micro, Small, and Medium Enterprises (MSMEs) sector has become the most dominant sector in the 
economic structure of Indonesia due to its annual increase in quantity. According to a press release from the 
Coordinating Ministry for Economic Affairs of the Republic of Indonesia, in 2023, the number of MSME actors 
reached around 66 million, contributing 61% to Indonesia's Gross Domestic Product (GDP), which is equivalent 
to Rp9,580 trillion [1]. However, behind the significant contributions and the increase in quantity, there are still 
various challenges and obstacles faced by MSME actors. The constraints are related to certification, product 
standards, marketing, financing, and limited market access. This encourages stakeholders to create various 
breakthroughs by encouraging digitalization, coaching, mentoring, and financing, as well as an environmentally 
friendly ecosystem to support the growth of MSMEs [2]. 

The success of a business in the MSME sector can be influenced by several aspects, namely: human resource 
(HR) aspects, financial aspects, and marketing aspects. The performance of MSMEs themselves is the capacity of 
business actors in terms of improving business performance over time. The phenomenon that is currently 
occurring is that MSME actors often have limitations in knowledge product innovation, market research, and 
technology adaptation. In addition, the lack of adequate knowledge in financial recording also causes difficulties 
in separating personal finances from business finances, and ultimately this will hinder business development [3]. 

Currently, there are online shop entrepreneurs who are not confident in their abilities or have low level of 
self-confidance. The entrepreneurs' hesitance to describe their products to consumers, their uncertainty in 
developing their business, and their lack of confidence to engage in other activities than their current business all 
indicate that their level of self-confidence is still low. Basically, many entrepreneurs start their business only with 
the desire and motivation from peers who are running a similar business due to their significant profits. However, 
they do not have to make effective decisions for their businesses. As a result, entrepreneurs easily to feel frustrated 
when facing challenges in their business and tend to easily for give up, because a lack of self-motivation causes 
them to easily disregard the results that are actually expected [4]. 

In this era of digitalization, the most important strategy for business development is the utilization of 
digitalization, both for digital marketing, business communication, and branding strategies. This is due to the fact 
that application-based of digital marketing greatly affects the competitiveness of small and medium-sized 
enterprises [5]. The presence of digital marketing can strengthen the business development of MSMEs in 
Indonesia, because the current shopping trend utilizes social media that allows for interactive communication and 
broad opportunities for entrepreneurs to reach consumers [6]. Social media platforms like Facebook, Instagram, 
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X, and TikTok offer opportunities for brands to connect directly with consumers [7], enhancing the level of 
engagement and intimacy that w previously difficult to achieve [8]. However, the reality is there areq many 
business actors who have not utilized social media as a medium to develop their business. The common problem 
is inadequate human resource capabilities in terms of technology mastery, product marketing, and limited 
knowledge regarding the effective use of social media for business advancement [9].  

Financial literacy is often a challenge faced in the scope of micro, small, and medium enterprises. Most 
SMEs in Indonesia often combine business funds with personal funds, which results in the business not developing 
well. The lack of knowledge about access to capital and credit facilities, as well as low understanding of financial 
records, are still issues that need considered [10]. According to a survey conducted by the Financial Services 
Authority (OJK) in 2022, the results indicate that the financial literacy level of the Indonesian population reached 
49.68 percent, which is an increase compared to the 2019 survey recorded at 38.03 percent [11]. The meaning of 
financial literacy is the knowledge of how to manage and design finances well in order to assist in business 
decision-making [12]. To achieve success in a business, financial literacy indicators are needed. Financial literacy 
includes knowledge of basic financial principles, the ability to prepare budgets, manage debt, invest, and 
knowledge related to financial risks. Education and access to information can affect the extent to which a person 
understands financial literacy [13]. 

The main issue in this research is the low performance of some MSMEs caused by limitations in self-
efficacy, the ability to utilize social media for marketing, and inadequate financial literacy. These three aspects 
are important internal factors that are believed to influence business success, which if not addressed will continue 
to hamper the growth potential of MSMEs, especially in the context of competition in the digital era. Therefore, 
the aim of this research is to examine the influence of self-efficacy, the utilization of social media, and financial 
literacy on the performance of MSMEs in Cirebon City, both simultaneously and partially. 

2 Literatur Review 
2.1 Resource Based View Theory 

The RBV theory stands as a concept that describes an organization is a collection of assets, where the 
organization possesses various valuable and rare assets that can be utilized to achieve competitive advantage and 
improve organizational performance in a short period [14]. The resources owned by an organization can be 
grouped into two asset categories: tangible and intangible. Tangible assets include financial resources or capital, 
and materials such as factories, equipment, or product inventory, while intangible assets encompass elements that 
are not physically visible, such as reputation, knowledge, technology, business relationships, and more [15], [16]. 

According to Resource Based View (RBV) theory, it is stated that a company can achieve its performance 
and competitive advantage if it acquires valuable resources [17]. In this case, the RBV theory is used as the basis 
for explaining that self-efficacy, social media, and financial literacy are related to the MSMEs performance [18]. 
Self-efficacy plays a role in increasing self-motivation, the ability to create new innovations, and the resilience of 
entrepreneurs in conducting their business activities [18]. Social media can be utilized as a means to build the 
reputation of the business, and the ability to implement effective digital strategies can help business actors achieve 
performance excellence and competitive advantage. One of the intellectual capitals that entrepreneurs need to 
manage their business is financial literacy. Good financial knowledge is an intangible asset that can be used as a 
tool for make the right decisions for their business [19]. 

2.2 Kinerja UMKM 

Performance is the result of work that is closely related to customer satisfaction, the strategic goals of the 
organization, and contributions to the economy, can be measured through increased revenue, profit growth, and 
an increase in the number of customers over time [20]. The performance of MSMEs reflects how well the 
achievements obtained are based on the business's vision and mission, and how effectively marketing activities 
are implemented within the organization [21]. The increasingly high performance level of a business will be 
directly related to its sustainability. The quality of performance of MSMEs influenced by the level of self-
confidence of the business actors, which in this context is referred to as self-efficacy, the utilize of social media, 
and the financial literacy skills possessed by these business actors. 

2.3 Self-Efficacy 

Self-efficacy is an individual's belief in their ability to organize and execute the actions required to achieve 
specific results [22]. Self-efficacy is one aspect of self-knowledge that has a significant impact on a person's daily 
life [23]. The level of self-efficacy can influence choices of activities, effort, perseverance, and emotional 
responses to challenges or failures. In determining a person's readiness for entrepreneurship, self-efficacy plays a 
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crucial role as it can affect an individual's confidence in running their business. In line with the research by [24] 
which states that self-efficacy has a positive influence on the performance of SMEs. Thus, it can be said that self-
efficacy or high individual confidence enhances the readiness of MSME actors to face various challenges and 
problems that arise within their business scope. However, the research conducted by [18] shows that self-efficacy 
does not have a significant impact on the performance of SMEs. This means that self-efficacy is not strong enough 
to enhance business performance. Therefore, based on the explanation above, the hypothesis is: 

H1: Self-efficacy has a positive effect on MSMEs performance 

2.4 Social Media  

Social media is defined as platforms, services, and digital applications centered on content publication, 
public communication, and interpersonal connections [25]. Social media is a instrument that may be utilized for 
communication, transactions, building business connections, and leveraging networks of customers and potential 
customers to create mutual value [26]. Social media not only enhances the visibility and market reach of SMEs 
but also allows for deeper interactions with consumers and strengthens brand awareness and company reputation. 
Previous research conducted by [27] indicates that social media has a positive and significant impact on business 
performance. This means that when SMEs focus on using social media to stay connected with customers and as a 
marketing medium, the business performance of these SMEs will improve. This is in contrast to the results of 
another study [28] that states there is no significant influence between social media and MSME performance. 
Based on this explanation, the hypothesis is: 

H2: Social media has a positive effect on MSMEs performance 

2.5 Financial Literacy 

Financial literacy relates to the skills and knowledge required to allocate financial resources effectively and 
make well-informed decision-making [29]. Financial literacy for SMEs refers to the skills of business actors in 
recording financial statements, managing debt, and preparing budgets [20]. Financial literacy includes knowledge 
of finance, financial planning, and financial management that can be utilized by business actors to drive business 
growth  [30]. Recording financial statements relates to the skills of business actors in documenting business 
activities, recording income and expenses, noting profits, and other aspects related to business performance. The 
lack of capability among business actors in managing financial statements is one of the barriers to obtaining 
approval when applying for capital loans. Funding sources for MSMEs are usually divided into two, the first 
coming from savings or personal funds, and the second from loans or debt. If a business chooses to incur debt 
from other parties, the business actor must possess skills in debt management to maintain financial balance in the 
business [20]. Budget preparation is utilized as a form of planning and budget control by allocating finances 
according to business needs. 

The research conducted by [31] shows that there is a positive influence between financial literacy and the 
performance of micro, small, and medium enterprises (MSMEs). This is also in line with the results of the studies 
conducted by [32], [33] which state that financial literacy significantly affects the performance of MSMEs. Based 
on this explanation, the hypothesis is: 

H3: Financial literacy has a positive effect on MSMEs performance 

This research is based on the Resource-Based View (RBV) theoretical framework which emphasizes that 
the competitive advantage of MSMEs can be achieved through the utilization of valuable, rare, and difficult-to-
imitate internal resources. Self-efficacy (the entrepreneur's confidence) is viewed as an intangible human resource 
that supports resilience and perseverance in facing business challenges. Social media is represented as a form of 
strategic digital capability, while financial literacy is an intellectual asset that supports financial decision-making. 
These three constructs are believed to reinforce each other in influencing MSME performance, as self-efficacy 
can encourage technology adoption and courage in managing financial risks, while financial literacy enhances 
effectiveness in using social media for business. To clarify the relationships between the variables, this study 
creates a conceptual model that illustrates the direct impact of self-efficacy, social media, and financial literacy 
on MSMEs performance. 
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Figure 1. Conceptual Framework 

3 Method 

This study is a systematic quantitative research that utilizes primary data for its testing. Quantitative research 
is a method that is based on positivist thinking, to analyze a specific population or specific sample, and to collect 
data through research instruments, aimed at testing hypotheses with quantitative or statistical data analysis [34]. 
This study uses instruments that have undergone validity and reliability testing to ensure the accuracy of 
measurements for each research variable. The focus of this research is to analyze the impact of self-efficacy, social 
media, and financial literacy on the MSMSEs performance. 

3.1 Population and Sample 

The population is micro, small, and medium enterprises managed by business actors who run their businesses 
in Cirebon City. Purposive sampling is used as a sampling technique, with the following criteria: (1) MSMEs 
located in Cirebon City, (2) MSMEs that have social media accounts, (3) business actors who have been actively 
operating their businesses for more than one year, and (4) MSME actors who have knowledge related to financial 
literacy. The sampling method applied is the Slovin calculation method with a total sampling of 100 samples. 
 

𝑛𝑛 =
𝑁𝑁

1 + 𝑁𝑁 e2
 

(N) is the population size, (n) represents the sample size, and (e) is the margin of error, which indicates that 
testing errors can be tolerated up to 10%. 
 

n = 2687 
1 + 2687 (0.10)2 

n = 2687  
1 + 26.87  

n = 2687  
27.87  

n = 96.4  rounded up to 100 respondents. 

 
3.2 Method of Collecting Data 

The data were collected through a questionnaire survey using a Likert scale. The collected data is primary 
data from 100 selected respondents. Data collection was conducted through interviews and online surveys based 
on Google Forms using a list of questions (questionnaire) directed at MSME actors as respondents. 

3.3 Data Analysis Techniques 

The data was analyzed with Multiple Linear Regression through SPSS version 30, to analyze the correlations 
among independent variables with the dependent variable. Before conducting the regression analysis, the initial 
steps taken included validity and reliability testing, followed by classical assumption tests encompassing 
normality, multicollinearit, and heteroscedasticity tests. Furthermore, a regression analysis was carried out 
consisting of the F test, T test, and analysis of the coefficient of determination (R²). 
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4 Result and Discussion 
4.1 Instrument Test 

Validity Test 

The validity or legitimacy of a questionnaire is tested using a validity test. This test is conducted by observing 
the comparison between the value of calculated-r and the critical-r value. The test is performed using 100 samples 
(df = 100-2, so the 98th df has a value of 0.374).  

Table 1. Validity Test Results  

Variable Item R-Calculated R- Critical Description 
Self-Efficacy SE.1 0.865 0.374 Acceptable 

 SE.2 0.699 0.374 Acceptable 
 SE.3 0.848 0.374 Acceptable 
 SE.4 0.778 0.374 Acceptable 
 SE.5 0.727 0.374 Acceptable 

Social Media SM.1 0.793 0.374 Acceptable 
 SM.2 0.806 0.374 Acceptable 
 SM.3 0.682 0.374 Acceptable 
 SM.4 0.613 0.374 Acceptable 
 SM.5 0.731 0.374 Acceptable 

Financial Literacy FL.1 0.765 0.374 Acceptable 
 FL.2 0.742 0.374 Acceptable 
 FL.3 0.728 0.374 Acceptable 
 FL.4 0.858 0.374 Acceptable 
 FL.5 0.748 0.374 Acceptable 

Performance of MSMEs PM.1 0.830 0.374 Acceptable 
 PM.2 0.813 0.374 Acceptable 
 PM.3 0.896 0.374 Acceptable 
 PM.4 0.890 0.374 Acceptable 
 PM.5 0.843 0.374 Acceptable 

Source: SPSS, 2025 

Based on the validity result, it shows that all questionnaire items for each variable obtained a higher r-
calculated value compared to the r-critical value. Thus, the distributed questionnaire instrument is valid. 

Reliability Test 

The stability testing of research instruments is called reliability testing. This testing aims to assess the extent 
to which the research instrument can produce consistent and stable data, so that the information obtained can be 
trusted and used in the next analysis process. Testing is carried out using Cronbach's Alpha, the reliability test has 
a Cronbach Alpha coefficient value provision> 0.70, which means variable is reliable if the test results show an 
alpha value> 0.70. 

Table 2. Reliability Test Result 

Variable Cronbach's Alpha Parameter Description 
SE 0.912 0.7 Reliable 
SM 0.883 0.7 Reliable 
FL 0.899 0.7 Reliable 
PM 0.946 0.7 Reliable 

Source: SPSS 2025 
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According to the result above, variables used in this study obtained a Cronbach's Alpha value > 0.70, so this 
shows that this questionnaire instrument is reliable and stable in measuring the research variables. 

4.2 Classical Assumption Test 
Normality Test 

The normality test aims to assess whether the data for each variable in this study, including both independent 
and dependent variables, follow a normal distribution. The Kolmogorov-Smirnov test is the methods used to test 
the normality of research data. If the results obtained show an asymp sig value > 0.05, then the conclusion is that 
the data is normally distributed.  

Table 3. Normality Test Result 

  
Unstandardized 

Residual 
N 100 
Normal Parametersa,b Mean .0000000 

Std. Deviation 2.34563323 
Most Extreme Differences Absolute .074 

Positive .031 
Negative -.074 

Test Statistic .074 
Asymp. Sig. (2-tailed)c .195 

Source: SPSS, 2025 

Based on table 4, the results of Kolmogorov-Smirnov test obtained an Asymp. Sig. (p-value) of 0.195, which 
is higher than the significance value of 0.05, or 0.195 > 0.05. Thus, all variable data are exhibit normal distribution. 

Multicollinearity Test 

Multicollinearity testing aims to identify the presence of high intercorrelations between independent 
variables within a regression model. Excessive correlation among independent variables can cause regression 
coefficient values to become unstable, making them difficult to interpret. This test uses two indicators: the 
Variance Inflation Factor (VIF) and the tolerance value. The applicable condition is if the tolerance value < 0.10 
or VIF > 10, it indicates multicollinearity occurs. Conversely, if the tolerance value > 0.10 and VIF < 10, it 
concluded that multicollinearity is not present. 

Table 4. Multicollinearity Test Result 

Variabel Tolerance VIF Description 
Self-Efficacy 0.994 1.006 No multicollinearity 

Social Media 0.995 1.005 No multicollinearity 

Financial Literacy 0.999 1.001 No multicollinearity 
Source: SPSS, 2025 

The multicollinearity test result show that the tolerance values of the independent variables (self-efficacy, 
social media, and financial literacy) > 0.10, and VIF values below 10, that means no indication of 
multicollinearity. 

Heteroscedasticity Test 

 Heteroscedasticity test is conducted to detect the inconsistency of residual variance in the regression model 
used. A common method for detecting this is the Glejser test, which involves re-running a regression of the 
absolute values of the residuals (ABS_RES) on the independent variables. If the significance (Sig.) value for each 
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independent variable is exceed 0.05, it concluded that there is no heteroskedasticity in the regression model. 

Table 5. Heteroscedasticity Test Result 

Model t Sig. Description 
Self-Efficacy -0.884 0.379 No heteroscedasticity 

Social Media -0.257 0.798 No heteroscedasticity 

Financial Literacy 0.273 0.785 No heteroscedasticity 
Source: SPSS, 2025 

 Since all significance values (Sig.) > 0.05, it means that the regression model used show no indication of 
heteroskedasticity. Therefore, the regression model used meets the requirements and is suitable for further 
analysis. 

4.3 Multiple Linear Regression Analysis 

The table below is the results of the multiple linear regression analysis obtained in this study. 

Table 6. Multiple Linear Regression Analysis Result 

  Unstandardized Coefficients Standardized 
Coefficients 

  

Model  B Std. Error Beta t Sig. 
1 (Constant) -2.229 1.833  -1.216 .227 
 Self-Efficacy -.076 .072 -.065 -1.061 .291 
 Social Media .650 .069 .577 9.473 .000 
 Financial Literacy .620 .068 .554 9.106 .000 

Source: SPSS, 2025 

The regression equation based on the unstandardized coefficients is as follows: 

𝑌𝑌= −2,229 − 0,076𝑋𝑋1 + 0,650𝑋𝑋2 + 0,620𝑋𝑋3 

The constant coefficient (Intercept) of -2.229 states that if the values of all independent variables are equal 
to zero, the performance of MSMEs tends to be at a negative level. Self-Efficacy has a negative coefficient value 
of -0.076, it means that it does not have a significant impact on the MSMEs performance assuming that other 
variables are constant. Social Media has a positive coefficient value of 0.650, it means that a one-unit increase in 
the social media variable leads to a 0.650-unit will affect an increase in MSMEs performance, assuming that other 
variables are constant. Financial Literacy also has a significant impact of 0.620, which means the capability of 
MSME actors to handle their business finances has a direct impact on improving their business performance, 
assuming that other variables are constant. 

Partial Test (T Test) 

The t-test is conducted to measure the influences of the independent variables partially on the dependent 
variable. The decision-making is based on the criterion that the influences of an independent variables are 
confirmed if its significance value (Sig.) < 0.05 and a t-statistic > t-table. In this study, the t-table reference value 
used is 1.985. 

Table 7. T Test Result 

Variable Sig Value Parameter T-Stat. T-Table Description 
Self-Efficacy 0.291 0.05 -1.061 1.984 Not significant 
Social Media < 0.001 0.05 9.473 1.984 Significant 
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Financial Literacy < 0.001 0.05 9.106 1.984 Significant 
Source: SPSS, 2025 

Based on the t-test results in Table 8, it is concluded: 

• The self-efficacy variable (X1) produces a p-value of 0.291 > 0.05, and the t-statistic of -1.061 < 1.985 value 
of t-table. That means there is no significant effect of the self-efficacy variable on the MSMEs performance. 

• The social media variable (X2) has a significance value below 0.05, at < 0.001 and a t-statistic of 9.473 > t-
table value (1.985). Thus, social media has a positive effect on the MSMEs performance.  

• The t-test result of financial literacy variable (X3) shows a significance value < 0.001 and a t-statistic of 
9.106, both of which meet the significance criteria, therefore, the results indicate that financial literacy 
positively influences MSME performance. 

Simultaneous Test (F Test) 

The F-test aims to assesses the impact of all independent variables, whether simultaneously affects MSME 
performance, is treated as a variable dependent. The decision-making is based on the criterion that the independent 
variables are regarded to have a significant effect if the p-value (Sig.) < 0.05 and the F-statistic > F-table. In this 
study, the F-table value used as a reference is 2.699. 

Table 8. Results of Test F 

Model Sum of Squares df Mean Square F Sig. 
1 Regression 991.262 3 330.421 58.235 <,001b 

Residual 544.698 96 5.674   

Total 1535.960 99       
Source: Primary data, processed by the author using SPSS (2025) 

Results obtained through the F-test show an F-statistic of 58.235 > 2.699 (F-table value), and a p-value (Sig.) 
< 0.001 which is below 0.05 significance level. Therefore, self-efficacy, social media, and financial literacy have 
a simultaneously affect on the MSMEs performance. 

Coefficient of Determination (R2) 

The influence of independent variables (self-efficacy, social media, and financial literacy) on the dependent 
variable (MSMEs performance) can be measured through the coefficient of determination test, which presented 
in form of a percentage. 

Table 9. Coefficient of Determination Result 

Model R R Square Adjusted R 
Square 

Std. Error of 
the Estimate 

1 .803a .645 .634 238.200 
Source: SPSS, 2025 

The result indicates that coefficient of determination (R²) value of 0.646 or 64.6%, which means that 
variation in the dependent variable (MSMEs performance) meaning that the independent variables (namely self-
efficacy, social media, and financial literacy) by a percentage of 64.6%. Meanwhile, the remaining 35.4% of the 
model is influenced by other factors, such as experience, family support, or market conditions.  

4.4 Discussion 

The Influence of Self-Efficacy on the MSMEs Performance  

The t-test result indicate that the self-efficacy has a t-statistic of -1.061, which is below the t-table value of 
1.985, and a p-value (Sig.) of 0.291, it is higher than 0.05. In other words, self-efficacy does not have a significant 
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effect on the performance of MSMEs, in accordance with the research findings of the research from [18]. This 
suggests that although MSME actors have confidence and belief in their abilities, this does not necessarily directly 
translate into improved business performance. 

In Resource-Based View theory, self-efficacy is classified as an intangible human resource. However, the 
research findings indicate that self-efficacy alone is insufficient to improve the performance of MSMEs without 
support from skills, information, and other resources. Therefore, the entrepreneur’s confidence needs to be 
accompanied by strategic abilities and technological proficiency to have a positive impact on business 
performance. 

The Influence of Social Media on the MSMEs Performance  

The social media variable obtained a t-statistic of 9.473, exceeding the t-table value of 1.985, and the p-value 
obtained is below 0.001. Therefore, concluded that social media positively and significantly influences the 
MSMEs performance. These results are consistent with previous studies conducted by [27], [28], meaning that 
the more intensively MSME actors utilize social media for promotional, communication, and other activities, the 
more likely their business performance will improve. 

In Resource-Based View theory, social media is classified as a technological resource that plays a strategic 
role in supporting competitive advantages. If utilized innovatively and consistently, social media can become a 
tool that is difficult to imitate and irreplaceable. For SMEs, social media opens up opportunities to reach a broader 
market, build a strong brand image, and respond to consumer needs quickly, ultimately leading to an internally 
driven competitive advantage. 

The Influence of Financial Literacy on the MSMEs Performance  

The analysis results for financial literacy show a value of t-statistic of 9.106, exceed the t-table value of 
1.985, and a p-value less than 0.001. Indicates that in this study, the independent variable (financial literacy) has 
a positive and significant effect on the MSMEs performances. The findings from [31], [32], [33] also demonstrate 
similar results, which means that the findings in this study are in line with previous research. The higher the 
MSME actors’ understanding in managing, recording, and planning their finances, the better their business 
performance tends to be.  

According to the RBV perspective, financial literacy is considered an internal intellectual asset that can serve 
as a key driver of competitive advantage when possessed consistently. Financial understanding not only improves 
efficiency but also helps MSMEs manage risks and make strategic decisions. Good financial literacy becomes a 
key factor in long-term competitiveness, as it is difficult to imitate and requires time to develop. 

The three variables studied—self-efficacy, social media, and financial literacy—are believed to not only 
influence MSME performance individually but also have the potential for a mutually reinforcing relationship. 
Self-efficacy, or the confidence of entrepreneurs, plays a crucial role in fostering the courage to make strategic 
decisions, including adopting digital technology and managing business finances professionally. Good financial 
literacy enhances MSMEs ability to allocate budgets efficiently for marketing activities, including on social 
media. Meanwhile, optimal use of social media requires mental preparedness and financial understanding so 
entrepreneurs can design effective and measurable digital campaigns. Thus, the interaction of these three variables 
creates internal collaboration that encourages a more comprehensive improvement in MSME performance. 

5 Conclusions 

Based on the three variables examined—self-efficacy, social media, and financial literacy—the conclusion 
of this study indicates that only social media and financial literacy has a proven positive and significant impact 
on the MSMEs performance in Cirebon City, while self-efficacy does not have a significant effect. This suggests 
that the self-confidence of business actors alone is not sufficient to improve business performance without the 
support of relevant skills and other resources. Conversely, optimal use of social media and a good level of financial 
literacy have proven to strengthen competitiveness and foster business growth. Therefore, to enhance the digital 
and financial capabilities of MSME actors, it is advised that they participate in various training or mentoring 
programs. MSME actors also need to develop their business strategies that allow them to fully utilize their internal 
resources. 

This quantitative research approach is used to measure the relationships between variables based on survey 
data. This approach is capable of demonstrating significant statistical relationships, but it also has limitations in 
exploring the meanings behind the behaviors of MSME actors. Therefore, it is recommended that future research 
consider using a qualitative or mixed-methods approach, such as in-depth interviews or case studies, aimed at 
obtaining a more comprehensive understanding of the psychological, social, and managerial dynamics in the 
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management of MSMEs. Furthermore, for future research should consider to include additional variables that may 
potentially influence the performance of MSMEs, such as business experience, digitalization of business 
processes, product innovation, and the role of government support This aims to create a more comprehensive 
analytical model that can better capture the various factors affecting MSME performance. In addition, it is also 
advised to expand the research area's scope in order to obtain broader comparisons and enhance the generalization 
of the findings. 

References 

[1] K. K. B. Perekonomian, “Dorong UMKM Naik Kelas dan Go Export, Pemerintah Siapkan Ekosistem 
Pembiayaan yang Terintegrasi,” Ekon.go.id. Accessed: Jan. 16, 2025. [Online]. Available: 
https://www.ekon.go.id/publikasi/detail/5318/dorong-umkm-naik-kelas-dan-go-export-pemerintah-
siapkan-ekosistem-pembiayaan-yang-terintegrasi 

[2] B. Arianto and H. Sofyan, “Peran Media Sosial Bagi Penguatan Bisnis UMKM,” Jurnal Riset Bisnis dan 
Manajemen Tirtayasa (JRBMT), vol. 6, no. 2, pp. 130–145, 2022. 

[3] Pusat Investasi Pemerintah (PIP), “Tujuh Tahun Mendukung Usaha Mikro Bertumbuh: Evaluasi dan 
Tantangan,” 2024. Accessed: Jun. 22, 2025. [Online]. Available: 
https://pip.kemenkeu.go.id/berita/142/tujuh-tahun-mendukung-usaha-mikro-bertumbuh-evaluasi-dan-
tantangan 

[4] S. I. Laia, “Pengaruh Efikasi Diri dan Motivasi Terhadap Kinerja Usaha di Telukdalam (Studi Kasus Pada 
Pelaku Usaha Onlineshop di Kelurahan Pasar Telukdalam),” Jurnal Ilmiah Mahasiswa Nias Selatan, vol. 
5, pp. 67–79, Jan. 2022. 

[5] R. Pasaribu, “Analisis Media Sosial Sebagai Media Pemasaran Untuk Meningkatkan Daya Saing Umkm 
Di Kota Medan,” J Econ Bus, vol. 2, no. 1, pp. 50–60, 2021, doi: 10.36655/jeb.v2i1.495. 

[6] S. Ryu and J. K. Park, “The effects of benefit-driven commitment on usage of social media for shopping 
and positive word-of-mouth,” Journal of Retailing and Consumer Services, vol. 55, no. March, p. 102094, 
2020, doi: 10.1016/j.jretconser.2020.102094. 

[7] E. A. Lau, A. Y. Rukmana, S. Uhai, S. Mokodenseho, and W. I. D. A. Tapaningsih, “Mapping Research 
on the Influence of Social Media on Consumer Food Behavior a Bibliometric Approach Article Info 
ABSTRACT,” The Eastasouth Journal of Social Science and Humanities, vol. 1, no. 02, pp. 84–94, Feb. 
2024, doi: 10.58812/esssh.v1i02. 

[8] I. N. T. Sutaguna, Norvadewi, B. Rahayu, A. Y. Rukmana, and M. L. Yulianti, “Implementation Social 
Media Marketing Implementation in MSMEs,” ALKHIDMAH: Jurnal Pengabdian dan Kemitraan 
Masyarakat, vol. 1, no. 3, pp. 140–150, Jul. 2023, doi: 10.59246/alkhidmah.v1i3.436. 

[9] D. Agustina, M. Yusnita, and T. Fitari, “Optimizing the Use of Social Media and E-Payment Gateways 
on MSME Performance,” Integrated Journal of Business and Economics, vol. 8, no. 2, pp. 231–241, Jun. 
2024, doi: 10.33019/ijbe.v8i2.753. 

[10] K. M. M. C. B. Kulathunga, J. Ye, S. Sharma, and P. R. Weerathunga, “How Does Technological and 
Financial Literacy Influence SME Performance: Mediating Role of ERM Practices,” Information 
(Switzerland), vol. 11, no. 6, Jun. 2020, doi: 10.3390/INFO11060297. 

[11] OJK, “SP - SURVEI NASIONAL LITERASI DAN INKLUSI KEUANGAN TAHUN 2022.” 
[12] S. D. Wahyundaru et al., “Linking The Role of E-Commerce and Financial Literacy on MSME’s 

Sustainability Performance during The Digital Era,” International Journal of Data and Network Science, 
vol. 8, no. 4, pp. 2651–2662, Sep. 2024, doi: 10.5267/j.ijdns.2024.4.013. 

[13] S. A. Alwi and R. S. Wijaya, “Pengaruh Literasi Keuangan, Efikasi Diri dan Kompetensi Kewirausahaan 
Terhadap Keberhasilan Usaha Mikro Kecil di Kecamatan Padang Timur,” JAKBS (Jurnal Akuntansi 
Keuangandan Bisnis), vol. 1, no. 4, pp. 651–658, 2024, [Online]. Available: 
http://eprints.uad.ac.id/39719/1/Prosiding snabm_compressed-1.pdf 

[14] J. Barney, “Firm Resources and Sustained Competitive Advantage,” J Manage, vol. 17, no. 1, pp. 99–
120, 1991, doi: https://doi.org/10.1177/014920639101700108. 

[15] R. M. Grant, “The Resource-Based Theory of Competitive Advantage: Implications for Strategy 
Formulation,” Calif Manage Rev, no. 3, 1991, doi: https://doi.org/10.2307/41166664. 

[16] M. V Russo and P. A. Fouts, “A Resource-Based Perspective on Corporate Environmental Performance 
and Profitability,” Academy of Management Journal, vol. 40, no. 3, pp. 534–559, 1997, doi: 
https://doi.org/10.5465/257052. 

[17] N. K. Trisnadewi and N. A. W. T. Dewi, “Pengaruh Pemahaman Akuntansi, Literasi Keuangan, Modal 
Usaha, Kreativitas dan Pemanfaatan Media Sosial Terhadap Keberlanjutan UMKM di Kecamatan 
Negara,” Jurnal Ilmiah Mahasiswa Akuntansi (JIMAT), vol. 14, no. 1, pp. 158–169, 2023, doi: 
10.23887/jimat.v14i01.49980. 

Apollo: Journal of Tourism and Business 
Vol 3, Issue 1, January 2025, Page 356-366 
ISSN: 2985-5810 (Media Online) 
DOI: https://doi.org/10.58905/apollo.v3i1.437

365



 
 
 
 

[18] A. Rahmawati, “Pengaruh Literasi Keuangan dan Self-Efficacy Terhadap Kinerja UMKM melalui 
Mediasi Perilaku Pengelolaan Keuangan (Studi kasus pada UMKM di Kabupaten Brebes),” Universitas 
Katolik Soegijapranata, 2023. 

[19] R. Aprayuda and W. W. W. Dalam, “Apakah Tingkat Literasi dan Inklusi Keuangan Dapat Mempengaruhi 
Kinerja UMKM?,” Jurnal Akuntansi dan Bisnis, vol. 15, no. 2, pp. 586–595, Nov. 2022, [Online]. 
Available: https://jurnal.pcr.ac.id/index.php/jakb/ 

[20] A. F. Amri and Iramani, “Pengaruh Literasi Keuangan Terhadap Kinerja UMKM di Surabaya,” Journal 
of Business & Banking, vol. 8, no. 1, Oct. 2018, doi: 10.14414/jbb.v8i1.1522. 

[21] C. R. Agrina and D. H. Kirana, “Peningkatan Kinerja Usaha Melalui  Pembenahan Manajemen Usaha 
Mikro, Kecil dan Menengah (UMKM) Pada Industri Kuliner,” vol. 6, no. 3, pp. 636–643, 2023, doi: 
10.24198/kumawula.v6i3.47705. 

[22] N. P. Ciana and E. Rahmi, “Pengaruh Pelaksanaan Pembelajaran Kewirausahaan dan Efikasi Diri 
Terhadap Kesiapan Berwirausaha Siswa Kelas XII di SMKN 1 Lubuk Basung,” Jurnal Ecogen, vol. 3, 
no. 2, p. 332, 2020, doi: 10.24036/jmpe.v3i2.8961. 

[23] S. Elfranata et al., “Pengaruh Self Esteem dan Self Efficacy Terhadap Kesiapan Kerja Siswa SMK Negeri 
di Kecamatan Pontianak Utara,” JEID: Journal of Educational Integration and Development, vol. 2, no. 
4, pp. 260–270, 2023, doi: 10.55868/jeid.v2i4.147. 

[24] A. Kistyanto, R. Z. Rasi, J. Surjanti, and T. S. Aji, “The Effects of Self-Efficacy, Islamic Human Capital, 
And Financial Literacy on SME Performance in Lamongan East Java, Indonesia,” Amwaluna: Jurnal 
Ekonomi dan Keuangan Syariah, vol. 4, no. 2, pp. 193–210, Jul. 2020, doi: 
10.29313/amwaluna.v4i2.6030. 

[25] S. Bengtsson and S. Johansson, “The Meanings of Social Media Use in Everyday Life: Filling Empty 
Slots, Everyday Transformations, and Mood Management,” Social Media and Society, vol. 8, no. 4, Oct. 
2022, doi: 10.1177/20563051221130292. 

[26] L. O. Oyewobi, O. F. Adedayo, S. O. Olorunyomi, and R. Jimoh, “Social Media Adoption and Business 
Performance: The Mediating Role of Organizational Learning Capability (OLC),” Journal of Facilities 
Management, vol. 19, no. 4, pp. 413–436, 2021, doi: 10.1108/JFM-12-2020-0099. 

[27] A. A. Alhamami, N. A. Hashim, R. A. Hamid, and S. N. A. Hamid, “The Effect of External Social Media 
Utilization on Business Performance of SMEs in Saudi Arabia: The Mediating Role of Market 
Orientation,” Cogent Business and Management, vol. 11, no. 1, Feb. 2024, doi: 
10.1080/23311975.2024.2306974. 

[28] Rusdi, Armiani, and I. M. Murjana, “Pengaruh Media Sosial, E-Commerce, dan Website terhadap Kinerja 
UMKM pada UMKM Tenun di Lombok Tengah,” Jurnal Ilmiah Ekonomi dan Bisnis, vol. 1, no. 4, pp. 
169–177, Jan. 2023, doi: 10.57141/kompeten.v1i4.24. 

[29] S. A. Al-shami, R. Damayanti, H. Adil, F. Farhi, and A. Al mamun, “Financial and Digital Financial 
Literacy Through Social Media Use Towards Financial Inclusion Among Batik Small Enterprises in 
Indonesia,” Heliyon, vol. 10, no. 15, Aug. 2024, doi: 10.1016/j.heliyon.2024.e34902. 

[30] P. Pusporini, “Pengaruh Tingkat Literasi Keuangan Terhadap Pengelolaan Keuangan Pada Pelaku 
UMKM Kecamatan Cinere, Depok,” Jurnal Ilmu Manajemen Terapan, vol. 2, no. 1, pp. 58–69, 2020, 
doi: 10.31933/jimt.v2i1.315. 

[31] Y. A. Nenta and T. D. Astuti, “Pengaruh Literasi Keuangan, Modal, dan Inovasi Produk Terhadap Kinerja 
UMKM Di Sleman,” Jurnal Ilmiah Akuntansi Peradaban, vol. 9, no. 2, pp. 210–229, Nov. 2023, doi: 
10.24252/jiap.v9i2.42214. 

[32] N. P. L. Ulianti and I. B. P. Purbadharmaja, “The Effect of Financial Inclusion and Financial Literacy on 
The Performance and Sustainability of MSMEs in Gianyar District,” Eurasia: Economics & Business, 
vol. 7, no. 73, Jul. 2023, doi: 10.18551/econeurasia.2023-07. 

[33] P. Destrin, “Dampak Literasi Keuangan Terhadap Kinerja Umkm dengan Inovasi Sebagai Variabel 
Moderasi: Perspektif Keberlanjutan Umkm,” Jurnal Literasi Akuntansi, vol. 4, no. 4, pp. 184–189, Dec. 
2024, doi: 10.55587/jla.v4i4.142. 

[34] Prof. Dr. Sugiyono, Metode Penelitian Kuantitatif, Kualitatif dan R & D. CV. ALFABETA, 2017. 
  

 

Apollo: Journal of Tourism and Business 
Vol 3, Issue 1, January 2025, Page 356-366 
ISSN: 2985-5810 (Media Online) 
DOI: https://doi.org/10.58905/apollo.v3i1.437

366




