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Abstract
Discussions regarding social media have dominated research in recent years as well as the use
of electronic marketing that utilizes social media. One of the preferred social media is
Facebook. Facebook’s feature which has commonly used in online marketing is Facebook
Ads. However, SMEs in Indonesia have not exerted it effectively. This study aims to
determine the utilization of Facebook Ads by SMEs and its influenced factors. The model
applied in this research is AMO (Ability, Motivation, and Opportunity) Development Model.
Stages of model development from prior literatures achieved an adoption model with nine
hypotheses. The next stages of this study is to conduct a survey using the method that is
accordance with research object and research method.
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1. Introduction
Internet is a technology that has advanced rapidly and profitable both for companies and
individuals. Internet has been used as a means for companies to be able to enhance competence and
new business development (Mathews, et al. 2015). Prior research generally confirm the role of the
internet, one of them is as means to promote the company products (Felix, et al. 2017; Hadining, et al.
2016; Mathews, et al. 2015; Sulistyo and Siyamtinah 2016; Dahnil, et al. 2014). One of media in the
internet marketing is the social media (Hadining, et al. 2016). Social media is one of the effective ways
of marketing when compared to the traditional ways (Hadining, et al. 2016).
Facebook is one of the social media that has enough users. According to Ramo et.al (2014),
Facebook is most widely used by the user at the age of 18-29 years, with the access every day as much
as 70%. Moreover, Facebook is one of the right means in online buying and selling activities or online
marketing (Liébana-Cabanillasa and Alonso-Dos-Santos 2017). Facebook through Facebook Ads
feature is the low-cost online marketing instrument that could be utilized by SMEs (Hadining, et.al.
2016). It can be concluded that Facebook through Facebook Ads is the right and low-cost instrument
for online marketing (Hadining, et.al. 2016).
Although the benefits of Facebook Ads have been widely proven through prior research, not
many SMEs are using Facebook Ads (Govindaraju, et al. 2013; Liébana-Cabanillasa and Alonso-DosSantos 2017). This study aims to build a model that can be used to determine the influenced factor of
Facebook Ads by SMEs.
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2. Model Development
Govindaraju et.al (2013) used Ability, Motivation, and Opportunity (AMO) theory to build an
EMR adoption model by physicians. AMO is also used to identify factors that affect the purchase of
airline tickets online (Bigné, et al. 2010). AMO model identifies information that obtained by
individuals based on Ability, Motivation, and Opportunity (Bigné, et al. 2010). MacInnis and Jaworski
(1989) revealed that Motivation is a driving force, driving someone to utilize an information system
(Govindaraju, et al. 2013). Ability is anything that can be used to expedite someone in the adoption
process and Opportunity is a conditional factor that would be able to encourage the adoption process
(Govindaraju, et al. 2013). Motivation, Opportunity and Ability in this study that adapted to the
purpose of research is to determine the factors that play a role in the Facebook Ads adoption by SMEs.
Motivation, Opportunity and Ability in AMO theory can influence one's behavior
(Govindaraju, et al. 2013). Therefore, Behavior that becomes essential to be considered, to be achieved
in the behavioral study is the Facebook Ads adoption by SMEs. Behavior can be achieved through
intention that controlled by Motivation (Govindaraju, et al. 2013). Intention is one's attempt to shape
the expected behavior (Govindaraju, et al. 2013). Intention is added to the intermediary between the
motivation and adoption behavior of Facebook Ads. This prompted the following conclusions:
H1: SMEs intention to use Facebook Ads positively influences their Facebook Ads Adoption.
AMO theory has three groups of variables. The first variable is Motivation. Motivation Factor
focused on prior research on adopted Ads (Liébana-Cabanillasa and Alonso-Dos-Santos 2017).
Liebana-Cabanilas (2017) revealed that factor social image influence on adoption of Facebookcommerce. Social image is a perception of the utilization of an innovation that can enhance position in
social system (Liébana-Cabanillasa and Alonso-Dos-Santos 2017). Therefore, in this study, social
image has included in the category of variable motivation group. Liébana-Cabanillas (2017) and
Govindaraju (2013) revealed that perceived usefulness is included in the Motivation category and may
influence intention in adoption. Perceived usefulness is a person's perception that using an innovation
could elevate work performance within an organization (Liébana-Cabanillasa and Alonso-Dos-Santos
2017). According to those exposures, it can be concluded that:
H2: Social image has a positive effect on SMEs intention to use Facebook ads
H3: perceived usefulness has a positive effect on SMEs intention to use Facebook Ads.
SMEs intention to use Facebook ads must be supported by the ability and opportunity to be
able to establish behavior in the form of Facebook Ads adoption (Govindaraju, et al. 2013).
Govindaraju (2013) revealed that variable ability group consists of infrastructure, past experience, and
self-efficacy. Infrastructure could be categorized as the condition of aptitude used to encourage the
utilization of Facebook Ads by SMEs (Ouirdi, et al. 2016). Infrastructure that associated with the
Facebook Ads adoption is such as hardware and software. Hardware can be a computer, pc, mobile
phone, and others, whilst the software can be a web explorer and its kind. Past experience is a variable
that states whether someone has experience or at least ever used an information technology in the past
(Govindaraju, et al. 2013). In this study past experiences focused on prior experience or knowledge
about the utilization of information technology related to Facebook Ads by SMEs. Self-efficacy is the
ability of someone to achieve certain activities in this case is activity related to Facebook Ads. The
higher the self-efficacy, the higher the expectation to be able to obtain a result is (Bright, et al. 2015).
Therefore, it can be concluded that the higher the self-efficacy of SMEs while using Facebook Ads in
online marketing, the more intention to adopt Facebook Ads. This prompted the following conclusion:
H4: Infrastructure positively moderates the influence of intention to use Facebook ads on
Facebook ads adoption.
H5: SMEs past experiences positively moderates the influence of intention to use Facebook
ads on Facebook ads adoption.
H6: SMEs self-efficacy positively moderates the influence of intention to use Facebook ads
on Facebook ads adoption.
The next variable group in AMO theory is Opportunity. Govindaraju (2013) revealed that the
opportunity variable group comprises opportunity for Facebook Ads trial, and opportunity to adjust
Facebook ads. Opportunity for Facebook ads trial is an opportunity for SMEs to be able to use
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Facebook Ads that could be known and perceived benefits from the use of such features (Govindaraju,
et al. 2013). Access to information is an opportunity that SMEs could apply to draw information related
to Facebook Ads feature (Govindaraju, et al. 2013). Facebook Ads system adaptability is the ability of
Facebook Ads to be able to adjust to the needs of each SME (Govindaraju, et al. 2013). This prompted
the following conclusion:
H7: Opportunity for Facebook ads trial positively moderates the influence of intention to use
Facebook ads on Facebook ads adoption.
H8: Access to information positively moderates the influence of intention to use Facebook ads
on Facebook ads adoption.
H9: Facebook ads system adaptability positively moderates the influence of intention to use
Facebook ads on Facebook ads adoption.
There are nine hypotheses in the study contend in Figure 1.
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Figure 1. Research Model

3. Research Methodology
This paper explained about the development of Facebook Ads adoption model by SMEs. The
next stage is to test the hypotheses that have been built. Prior to data collection, the model was
developed based on former research literature to define research variables. There are nine hypotheses
consisting of several research variables used in the model. Data collection would be done by
distributing research questionnaires using research variables in the model. Questionnaire to SMEs will
be done after the generation of questions that represent all variables of the adoption model. The
obtained data would be processed quantitatively using Partial Least Square along Structural Equation
Modeling method. Sampling of research using purposive sampling method would adjust the research
objectives. This study aims to determine the influenced factors of the Facebook Ads adoption. The
object of this study is SMEs so that the research questionnaire would be disseminated to SMEs.
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