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INTRODUCTION

MSMEs in Indonesia, while being im-
pacted by the COVID-19 outbreak, are gra-
dually beginning to adjust to the contempo-
rary economic landscape. This indicates that
MSMESs are performing well. Sales perfor-
mance is one measure that may be used to eva-
luate MSMEs’ performance. The company’s
achievement level or achievements within
a specific time frame is referred to as sales
performance (Rivani et al., 2022).Sales per-
formance is a simple metric to employ when
evaluating MSME success since it affects their
revenue and profitability, boosts their sales
volume, and allows them to reinvest their ear-
nings in furthering their growth. Good sales
performance must be balanced with the calib-
re of employee work in order to be supported.

The contribution of workers is a ma-
jor factor in MSME sales growth. Workers
are responsible for establishing rapport with
clients, comprehending their demands, and
skillfully conveying the benefits of goods and
services (Napitupulu et al., 2021).Moreover,
sales performance is also influenced by sales
force efforts. A company’s sales performan-
ce can be enhanced by employee cooperation
and collaboration while using customer net-
works (Athallah & Tobing, 2023).

Generally speaking, social media mate-
rial has a big impact on the present business
climate. Social media use is widespread these
days, and it can have an impact on salespeople’s
performance in both their personal and profes-
sional lives (Assegaff et al., 2018). Additional-
ly, (Fishbein & Ajzen, 1975) highlighted the
value of social network connections in enhan-
cing the behavioral performance of the sales
force and suggested a possible connection bet-
ween social media use and sales force effecti-
veness. Workplace social media use has been
linked to a number of employee behaviors,
including innovation interpersonal trust, and
deviance (Ozkul, 2021).

These results demonstrate that social
media use can influence employee behavior in
a variety of ways, impacting not only produc-

tivity but also social dynamics and psychologi-
cal elements. To ensure that the usage of social
media does not contravene corporate policies,
the company must exercise control. Emplo-
yees can utilize social media in the workplace
in a more rational, efficient, and scientific way
if they receive the proper training on social
media usage behavior (Li et al., 2010). Furt-
hermore, the impact of social media efficacy
and privacy on superior and subordinate trust,
affective organizational commitment, and or-
ganizational citizenship behavior (Zouari &
Abdelhedi, 2021)

MSMEs frequently struggle with a de-
ficiency of innovation, which leads to subpar
sales. This suggests that to boost sales, creati-
ve conduct is required. Accordingly, it is im-
portant to motivate staff members to develop
original solutions to the issues they encounter.
The term ”innovative work behaviour” descri-
bes deliberate acts or behaviours displayed by
staff members to support the creation, appli-
cation, and application of fresh concepts, pro-
cedures, or techniques in the workplace (Ri-
tonga, H. M., Fikri, M., Siregar, N., Agustin,
R. R., & Hidayat, 2018)

Support is required for both the genera-
tion of concepts and solutions as well as their
actual application. The organization will gain
from innovative work behavior in the form
of improved results and competitiveness, and
employees will profit from increased job satis-
faction. Therefore, it is important to concent-
rate on ways of thinking and knowledge (Vuo-
ri & Okkonen, 2012).

Innovation in the sales force will boost
initiatives to create a favorable sales envi-
ronment, which will ultimately boost sales
performance (Finamore et al., 2021) Stated
differently, the measure of innovation and cre-
ativity that are intrinsic to innovative work be-
havior can be conducted at the individual and
team levels in MSMEs and big enterprises,
respectively (T, 2000).Moreover, social media
use can foster innovative behavior (Ayodele &
Kehinde, 2020).Social media offers businesses
and customers an informed channel of com-
munication.
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These channels can improve processes,
practices, or offerings through consumer feed-
back and evaluation analysis (Bogorin-Predes-
cu et al., 2022) The frequency of corporate
social media use strengthens the indirect effect
on employee creativity through perceived sup-
port for innovation (Pai et al., 2013) These re-
sults emphasize the positive impact created by
the use of social media on work performance
and creativity.

Within organizations, social media is
increasingly a widely used medium for know-
ledge sharing. Within a company, social media
platforms have the potential to facilitate infor-
mation exchange among employees (Ghozali,
2021).This demonstrates that social media is a
useful tool for employers.

The successful use of social media
to share knowledge is influenced by factors
such as reciprocity, ease of use, and making
daily work easier and faster (Vuori & Okko-
nen, 2012).The convenience of social media
illustrates that sharing knowledge is now so-
mething that is very easy for employees to do.
This allows for superior work processes. The
unique capabilities of social media, such as in-
teractivity and the creation of social networks,
have proven useful in facilitating knowledge
sharing (Florindo et al., 2006).Furthermore,
social media also supports more interactive
and intensive interaction and collaboration,
thereby enabling richer and more intensive
knowledge exchange (Assegaff et al., 2018)

Knowledge-sharing behaviour is one of
the things that can influence the success of
an organization because knowledge-sharing
behaviour can increase innovation and also
stimulate problem-solving. Organizational
culture plays an important role in encouraging
knowledge sharing behavior (Akindutire &
Olanipekun, 2017).Subjective incentive sche-
mes can reduce the tendency for counterpro-
ductive behavior towards the company (Pan-
day et al., 2022).This proves that providing
incentives also drives knowledge sharing be-
havior. In addition, knowledge sharing, lear-
ning orientation, and creative self-efficacy of
knowledge workers have been proven to have
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a positive influence on innovative work beha-
vior (Arisa anjaya, 2021).The mediating role
of work engagement has also been identified,
indicating that higher levels of work engage-
ment can increase innovative work behavior
(Baptista et al., 2021).In addition, distributive
justice and servant leadership have proven to
be important factors in creating an environ-
ment conducive to innovative work behavior
(Majeed et al., 2024). There needs to be en-
couragement from organizations to increase
knowledge sharing behavior. Organizations
need to consider the appropriate types of kno-
wledge and sharing methods in improving
their knowledge sharing practices (Borden et
al., 2018)

Based on the explanation that has been
given, the aim of writing this article is to stu-
dy in more detail the implementation of in-
novative work behavior, especially in practice
in MSMEs. The method used in this article is
PRISMA (Preferred Reporting Items for Sys-
tematic Reviews and Meta-Analysis) and uses
bibliometric analysis to identify co-occurrence
and coauthorship. The use of VOSviewer soft-
ware is also used to visualize the relationship
of bibliometric sources to top author sources
to extract enhanced information from indi-
vidual publications, academics, or journals
(Gordon, 2013).Using VOSviewer can produ-
ce graphical representations of bibliometric
maps, which makes it easier for researchers to
assess and interpret bibliometric maps becau-
se the display is easy to read.

METHODS

The publish or perish tool was used to
search for articles from Scopus by entering the
terms sales performance, creative work beha-
vior, and knowledge sharing. For every variab-
le, 100 articles were found through the search.
Therefore, 303 articles total for all factors. RIS
format was obtained for the 303 articles. Next,
the Mendeley Reference Manager Applicati-
on is populated with the RIS format. The RIS
format for every article is then exported into
a single RIS format for the full article. After
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that, the full article is loaded into the VOSvie-
wer program, which generates a bibliometric
map graphic.

Preferable Reporting Items for Systema-
tic Review and Meta-Analysis, or PRISMA, is
the methodology used in this study. publica-
tions that were downloaded from Scopus by
means of the publish or publish program. Use
of social media, creative work habits, informa-
tion sharing, and salesforce performance are
the keywords that are employed. An aggregate
of 45 articles were obtained for the sales per-
formance variable, 63 articles for the innova-
tive work behavior variable, 43 articles for the
knowledge sharing variable, and 38 articles
for the social media use variable based on the
search results, with the criteria for publication
year being 2018-2023, articles that can be ac-
cessed freely (open access).

| | \(m'ﬁix(;| | IDENTIFICATION

102 Open access arcles

ELIGIBILITY

INCLUDE

Figure 1. PRISMA Diagram (Preffered
Reporting Items for Systematic Review and
Meta Analysis)

RESULTS AND DISCUSSION

Overlay Visualization

Network structure analysis was carried
out to identify relationships between key-
words, a visualization of the relationships bet-
ween words can be seen in Figure 2. The large
and small sizes of the circles in the visualiza-
tion of each keyword indicate the subject that
is studied more often, while the color of the
circle in the keyword indicates that the subject
these are the most popular (Talan, 2021).

Figure 2. Overlay Visualization

Citation (Citation/Quote)

Based on the articles that have been
obtained using SLR analysis, the articles that
have the highest number of citations are se-
lected. Citation analysis is used to determine
how many people’s work has been cited by ot-
her people (Napitupulu et al., 2021).

Figure 3. Keyword Network Structure Based
on Co-occurrence

Innovative work is located in the cen-
ter of the map, as seen by Figures 2 and 3.
The term is a commonly used notion that has
been extensively researched. Salesforce per-
formance, social media use, and knowledge
sharing are items that are unrelated to each
other, terms that do not appear in these items,
or terms that have a low level of density in
creative work behavior study, according to the
keyword analysis in Figures 2 and 3.1t can be
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concluded that items that are not related to
each other, terms that do not appear in these
items, or have a low level of density in inno-
vative work behavior research are salesforce
performance, social media use, and knowled-
ge sharing.

The articles with the greatest amount of
citations are chosen based on the results of the
SLR analysis of the articles. One way to find
out how many other individuals have cited a
particular person’s work is using citation ana-
lysis (Finamore et al., 2021).

Figure 4. Desnsity Visualization of Journal
Bibliographic Pairs

Preferable Reporting Items for Systematic
and Meta-Analysis, or PRISMA

The following results were acquired
from analysis utilizing the PRISMA (Prefer-
red Reporting Items for Systematic and Meta-
Analysis) approach.Likely,

The first article with 14 citations is an
article written by van der Borgh & Schepers
(2018), which states that the success of a new
product depends on the actions taken by the
sales force.

The second article, written by Marcus
et al (1992) with 5 citations, states that cus-
tomer-oriented sales personnel will be able to
increase customer satisfaction.

The third article with 19 citations writ-
ten by Dugan et al (2023)states that companies
need to develop a vision of sales force well-
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being related to people, processes, and perfor-
mance metrics related to the sales function

The fourth article with 17 citations
written by Husnain et al. (2016) describes the
importance of salespeople in companies. The
sales force is controlled by a control system,
so it is important to know the impact that this
system has on the sales force.

The fifth article written by Peranginan-
gin & Kusumawardhani (2018) with a total of
7 (seven) citations explains the importance of
rational values based on Islamic teachings for
salespeople.

The sixth article written by Seyedi-Andi
et al. (2019) with a total of 13 citations exami-
nes the influence of behavior-based and cont-
rol systems on sales service ambidexterity, role
conflict, emotional exhaustion and work per-
formance in sales personnel.

The seventh article with 3 citations writ-
ten by Ghazali et al (2016) states that compen-
sation is one of the most effective methods
used to align and motivate sales forces to
achieve sales and organizational goals.

The eighth article with a total of 3 ci-
tations was written by Hallinger & Nguyen
(2020)investigating the determinants of sales
force performance with a focus on the role of
customer-centered sales behavior in interac-
tions with Guanxi — a measure of the quality
of customer-sales force relationships.

The ninth article with 12 citations was
written by Al-kreimee (2014), investigating the
impact of sales force control systems on sales
force ambidexterity (service and sales interfa-
ce) which ultimately causes emotional exhaus-
tion on service-related performance results

The tenth article written by Lee & Oh
(2023) with a total of 2 citations, describes the
relationship between organizational ethical
climate, internalization of ethical codes, per-
ceived control and B2B and retail sales force
job performance.

The eleventh article written by Daryaei
et al (2024) with a total of 120 citations, aims
to investigate the influence of transformatio-
nal leadership on employees’ innovative work
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behavior, and the mediating role of learning
motivation, and the moderating role of task
complexity and innovation climate on the re-
lationship between transformational leader-
ship and innovative work behavior.

The twelfth article written by Sheikh et
al (2022) with a total of 112 citations identi-
fies the impact of organizational justice on
the innovative work behavior of employees
working in the Chinese telecommunications
sector, while analyzing the mediating role of
knowledge sharing between the independent
and dependent variables of this research.

The thirteenth article written by Abou
Zeid et al. (2023) has a total of 104 citations,
exploring the influence of perceptions of HR
practices on the innovative work behavior
(IWB) of each worker and to examine the
role of innovative climate. The findings are
that employee perceptions of the compensati-
on system are negatively related to IWB, and
employee perceptions of information sharing
and supportive supervision are positively rela-
ted to IWB.

The fourteenth article was written by
Barlow & Barlow (2011) with 100 citations.
This research aims to examine how transfor-
mational leaders increase their followers’ in-
novative work behavior through trust in the
leader, empowerment, and work engagement.

The fifteenth article, this article was
written by Griffin (1997) with 78 citations,
describes the relationship between nurse ma-
nagers’ transformational leadership and su-
bordinate nurses’ innovative work behavior
through creative self-efficacy, trust in supervi-
sors, and uncertainty avoidance

The sixteenth article was written by Ak-
bar et al. (2022) with 92 citations, workload
and innovative work behavior are topics wort-
hy of study. There is a lack of literacy that can
provide managers and organizations with in-
formation about how to increase innovation in
the workplace

The seventeenth article with 71 citations
written by Lu et al. (2021) aims to examine the
influence of transformational leadership on
employees’ innovative work behavior through

job crafting.

The eighteenth article written by Burton
et al. (2021) with a total of 66 citations, aims
to identify the influence of leadership style on
innovative work behavior under the mediating
and moderating role of organizational cul-
ture and organizational citizenship behavior
among Heads of Departments (HODs ) at
higher education institutions (HEI).

The nineteenth article written by R et al.
(2018) with a total of 53 citations. This article
explores the relationship between inclusive
leadership and innovative work behavior with
the mediating role of psychological empower-
ment.

The twentieth article written by Zu-
kowska et al. (2022) which has 53 citations
aims to analyze the moderating effect of land
ownership on trait associations and IWB, and
applies a theoretical perspective based on trait
activation theory.

CONCLUSION

Performance of the sales force is one
measure to gauge the success of the business.
Workers are in charge of establishing rapport
with clients, comprehending their demands,
and skillfully conveying the benefits of goods
and services (Tobing, 2022). A company’s
sales performance can be enhanced by emp-
loyee cooperation and collaboration while
using customer networks (Tobing, 2022). Of
course, there are a number of things that must
be done in order to attain effective sales force
performance. Salespeople view their jobs in a
different way. To do this, creative work habits
are required. The idea of shared responsibility
needs to be reevaluated by managers because
it may work in concert to promote creative sa-
les techniques (Ishaq et al., 2022).

Because improved organizational per-
formance can result in greater and more re-
liable revenue streams, leveraging social me-
dia to promote innovative work behavior and
performance can strengthen an organization’s
sustainability and survival (Metz & Kanyam,
2023). Employees must also encourage infor-
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mation sharing and exchange among them-
selves in order to achieve creative work beha-
viors. You can find ideas and enhance current
developments in the organization by discus-
sing and sharing information. Knowledge
sharing improves worker proficiency, which
spurs greater brilliance and creativity. Emplo-
yee innovation, modernity, and excellence are
psychologically empowered by information
sharing, and this has a significant impact on
marginal productivity, profitability, and custo-
mer happiness (Almulhim, 2020).

REFERENCES

Abou Zeid, M. A., Mostafa, B., Zoromba, M.,
Abdelnaby, R., Elsayed, M., & Emad, H.
(2023). Effects of organizational agility on
readiness for change on nurses’ OCB levels:
A cross-sectional study. International Nurs-
ing Review, 71. https://doi.org/10.1111/
inr.12869

Akbar, M. B., Garnelo-Gomez, 1., Ndupu, L.,
Barnes, E., & Foster, C. (2022). An analysis
of social marketing practice: Factors asso-
ciated with success. Health Marketing Quar-
terly, 39(4), 356-376. https://doi.org/10.10
80/07359683.2021.1997525

Akindutire, I. O., & Olanipekun, J. A. (2017).
Sedentary Life-Style as Inhibition to Good
Quality of Life and Longevity. Journal of
Education and Practice, 8(13), 39—43.

Al-kreimeen, R. A. (2014). The relationship be-
tween individual creativity and Self-Regula-
tion From Grade nine students viewpoints
in Jordan Conference. International Proceed-
ings of Economics Development and Research,
52(1), 48-52. hittps://doi.org/10.7763/
IPEDR

Arisa anjaya, V. dwita. (2021). Marketing Manage-
ment Studies. Marketing Management, 2(1),
27-35. https://doi.org/10.24036/mms.
v3i4.457

Assegaft, S., Sunoto, A., Hendrawan, H., & Sika,
X. S. (2018). Social Media and User Perfor-
mance in Knowledge Sharing. Proceeding of
the Electrical Engineering Computer Science and
Informatics, 5(5). https://doi.org/10.11591/

169

eecsi.v5i5.1611

Athallah, N. L. N., & Tobing, D. C. L. (2023).
Penerapan Media Video Pembelajaran
pada Materi Cahaya dan Sifat-sifatnya di
SD Negeri 003 Lubuk Sakat. ABDIKAN:
Jurnal Pengabdian Masyarakat Bidang Sains
Dan Teknologi, 2(4), 507-515. https://doi.
org/10.55123/abdikan.v2i4.2563

Ayodele, O., & Kehinde, M. A. (2020). Will shared
leadership engenders innovative work be-
haviors among salesmen toward improved
performance? International Journal of Man-
agement and Economics, 56(3), 218-229.
https://doi.org/10.2478/ijme-2020-0020

Baptista, N., Alves, H., & Pinho, J. (2021). The
case for social support in social market-
ing. RAUSP Management Journal, 56(3),
295-313. https://doi.org/10.1108/
RAUSP-08-2020-0193

Barlow, S., & Barlow, S. (2011). People Get Ready:
Change Readiness in Organizations. Red-
equip Pty Limited. https://books.google.
co.id/books?id=1B0-XwAACAAJ

Bogorin-Predescu, A., Titu, A. M., Nita, N. M.,
& Domnariu, V. L. (2022). Modeling of the
Automatic Testing Process of Electronic
Control Units in the Automotive Industry.
International Journal of Mechatronics and Ap-
plied Mechanics, 2022(12), 148-155. https://
doi.org/10.17683/ijomam/issuel2.22

Borden, D.S., Cohn, S.1., & Gooderham, C. (2018).
Transitioning “Upward” When “Down-
stream” Efforts Are Insufficient. Social Mar-
keting Quarterly, 24(3), 151-163. https://doi.
org/10.1177/1524500418761625

Burton, N. W.,, Barber, B. L., & Khan, A. (2021).
A qualitative study of barriers and enablers
of physical activity among female emirati
university students. International Journal of
Environmental Research and Public Health,
18(7), 1-13. https://doi.org/10.3390/
1jerph18073380

Daryaei, A. A., Balani, A., & Fattahi, A. (2024).
Audit committee quality and cosmetic ac-
counting: an examination in an emerging
market. Corporate Governance: The Interna-
tional Journal of Business in Society. https://
doi.org/10.1108/CG-05-2023-0181



Dheasey A., Sinta P. Lestari, & Andi T. Haryono / EEAJ 13 (2) (2024) 163-171

Dugan, R., Ubal, V. O,, & Scott, M. L. (2023).
Sales well-being: a salesperson-focused
framework for individual, organizational,
and societal well-being. Journal of Personal
Selling and Sales Management, 43(1), 65-83.
https://doi.org/10.1080/08853134.2022.2
093733

Finamore, P. da S., Kos, R. S., Corréa, J. C. F,
D, Collange Grecco, L. A., De Freitas, T.
B., Satie, J., Bagne, E., Oliveira, C. S. C.
S., De Souza, D. R., Rezende, F. L., Du-
arte, N. de A. C. A. C. D. A. C., Grecco,
L. A. C A. C, Oliveira, C. S. C. S,, Ba-
tista, K. G., Lopes, P. de O. B., Serradilha,
S. M., Souza, G. A. F. de, Bella, G. P, ...
Dodson, J. (2021). No Title. Journal of
Chemical Information and Modeling, 53(Feb-
ruary), 2021. https://doi.org/10.1080/09
638288.2019.1595750%0Ahttps://doi.org
/10.1080/17518423.2017.1368728%0Aht
tp://dx.doi.org/10.1080/17518423.2017
.1368728%0Ahttps://doi.org/10.1016/].
ridd.2020.103766%0Ahttps://doi.org/10.1
080/02640414.2019.1689076%0A

Fishbein, M., & Ajzen, 1. (1975). Belief, Attitude,
Intention, and Behavior: An Introduction
to Theory and Research. Addison-Wesley
Publishing Company.

Florindo, A. A., De Oliveira Latorre, M. D. R.
D., Dos Santos, E. C. M., Negrao, C. E.,
Azevedo, L. F., & Cotrim Segurado, A. A.
(2006). Validity and reliability of the Baecke
questionnaire for the evaluation of habitual
physical activity among people living with
HIV/AIDS. Cadernos de Saude Publica,
22(3), 535-541. https://doi.org/10.1590/
s0102-311x2006000300008

Ghazali, S., Sulaiman, N. I. S., Zabidi, N. Z.,
Omar, M. F., & Alias, R. A. (2016). The
impact of knowledge sharing through social
media among academia. AIP Conference Pro-
ceedings, 1782(January 2019). https://doi.
org/10.1063/1.4966060

Ghozali, I. (2021). Partial Least Squares Kon-
sep, Teknik dan Aplikasi Smartpls
3.2.9. Fakultas Ekonomi Dan Bisnis
Universitas  Diponegoro.  https://doi.
org/10.1002/9780470517253.ch10

Gordon, R. (2013). Unlocking the potential of up-
stream social marketing. European Journal of
Marketing, 47(9), 1525-1547. https://doi.
org/10.1108/EJM-09-2011-0523

Griffin, J. (1997). Customer Loyalty: How to Earn
It, How to Keep It. Wiley. https://books.
google.co.id/books?id=kPOJAQAAMAAIJ

Hallinger, P., & Nguyen, V. T. (2020). Mapping the
landscape and structure of research on edu-
cation for sustainable development: A bib-
liometric review. Sustainability (Switzerland),
12(5), 1-16. https://doi.org/10.3390/
sul2051947

Husnain, M., Qureshi, I., Fatima, T., & Akhtar, W.
(2016). The Impact of Electronic Word-of-
Mouth on Online Impulse Buying Behav-
ior: The Moderating role of Big 5 Personal-
ity Traits. Journal of Accounting & Marketing,
5(4).

Lee, D. H., & Oh, Y. (2023). The relationship be-
tween social support and health-promoting
lifestyle: Mediating role of health self-effi-
cacy. Physical Activity Review, 11(2), 52-62.
https://doi.org/10.16926/par.2023.11.21

Li, Y., Zhou, N., & Si, Y. (2010). Exploratory in-
novation, exploitative innovation, and per-
formance: Influence of business strategies
and environment. Nankai Business Review
International, 1(3), 297-316. https://doi.
org/10.1108/20408741011069223

Lu, C., Fang, M., Chen, Y., Huang, S., & Wang, D.
(2021). Quantitative analysis of fragrance
allergens in various matrixes of cosmet-
ics by liquid-liquid extraction and GC-MS.
29(4).

Majeed, S., Zhou, Z., & Kim, W. G. (2024).
Destination brand image and destination
brand choice in the context of health crisis:
Scale development. Tourism and Hospital-
ity Research, 24(1), 134-151. https://doi.
org/10.1177/14673584221126798

Marcus, B. H., Selby, V. C., Nlaura, R. S., & Rossi,
J. S. (1992). Self-efficacy and the stages of
exercise behavior change. Research Quarterly
for Exercise and Sport, 63(1), 60—66. https://
doi.org/10.1080/02701367.1992.10607557

Napitupulu, R. B., Simanjuntak, T. P., Hutabarat,
L., Damanik, H., Harianja, H., Sirait, R.

170



Dheasey A., Sinta P. Lestari, & Andi T. Haryono / EEAJ 13 (2) (2024) 163-171

T. M., & Tobing, C. E. R. L. (2021). Pene-

litian Bisnis: Teknik dan Analisa Data

dengan SPSS - STATA - EVIEWS. Made-

230. https://scholar.google.
co.id/citations?view_op=view_citation&hl
=id&user=T1nJQO0cAAAAJ&citation_for_
view=T1nJQOcAAAAJ:D03iK_w7-QYC

Ozkul, C. (2021). Perceived Exercise Benefits and
Barriers in Active and Inactive University
Students. Turkish Journal of Physiotherapy
and Rehabilitation, 32(3), 33—42. https://doi.
org/10.21653/tjpr.794911

Pai, M.-Y., Chu, H.-C., W,, & S.-C., & Chen, Y.-
M. (2013). Ontology-based SWOT analy-
sis method for electronic word-of-mouth.
Knowledge-Based Systems, 134-150.

Panday, R., Almira, S., & Navanti, D. (2022). Em-
ployer Branding and Social Media as an

natera, 1,

Attractive Job Seeker To e-Commerce Com-
panies for Z Generation. American Journal
of Humanities and Social Sciences Research, 6,
141-150. www.ajhssr.com

Peranginangin, J., & Kusumawardhani, A. (2018).
Islamic relationship value, adaptive selling,
and, relationship quality effect to salesforce
performance. Journal of Business and Retail
Management Research, 12(4), 37-42. https://
doi.org/10.24052/jbrmr/v12is04/art-04

R, Yaro, J. a, Yamauchi, F., Larson, D. F., Work,
S. F. O. R., Work, D., Wolseth, J., Wiuf, C.,
Donnelly, P., Wilson, J., Wilson, J., Wilson-
Parr, R., Westminster, N., Plc, B., No, W.,
Office, R., Authority, P. R., Authority, F. C.,
Authority, P. R., ... Marchetti, A. (2018).
No Title. World Development, 1(1), 1-15.
http://www.fao.org/3/18739EN/18739%n.
pdf%O0Ahttp://dx.doi.org/10.1016/j.ado
lescence.2017.01.003%0Ahttp://dx.doi.
org/10.1016/j.childyouth.2011.10.007%0A
https://www.tandfonline.com/doi/full/10
.1080/23288604.2016.1224023%0Ahttp://
pjx.sagepub.com/lookup/doi/ 10

Ritonga, H. M., Fikri, M., Siregar, N., Agustin,
R. R., & Hidayat, R. (2018). Manajemen
Pemasaran (Konsep dan Strategi). CV Man-
haji.

Rivani, R., Rizal, M., & Darwis, R. S. (2022). Pela-
tihan Digital Marketing dan Strategi Pembi-

171

ayaan untuk Industri Kreatif di Kota Band-
ung. Dharmakarya, 11(3), 197. https://doi.
org/10.24198/dharmakarya.v11i3.25137

Seyedi-Andi, S. J., Bakouei, F., Rad, H. A., Khafti,
S., & Salavati, A. (2019). The relationship
between self-efficacy and some demograph-
ic and socioeconomic variables among ira-
nian medical sciences students. Advances in
Medical Education and Practice, 10, 645-651.
https://doi.org/10.2147/AMEP.S185780

Sheikh, M., Bay, N., Ghorbani, S., & Esfahaninia,
A. (2022). Effects of Social Support and
Physical Self-efficacy on Physical Activity
of Adolescents. International Journal of Pe-
diatrics, 10(100), 15823-15834. https://doi.
org/10.22038/1JP.2022.62762.4793

T, F. (2000). Manajemen Pemasaran: Sebuah
Pendekatan Strategik. Program MM UN-
DIP, Research Paper Series.

Talan, T. (2021). Artificial Intelligence in Educa-
tion: A Bibliometric Study. International
Journal of Research in Education and Science,
May, 822-837. doi.org/10.46328/1jres.2409

van der Borgh, M., & Schepers, J. (2018). Are con-
servative approaches to new product selling
a blessing in disguise? Journal of the Academy
of Marketing Science, 46(5), 857-878. https://
doi.org/10.1007/s11747-017-0521-1

Vuori, V., & Okkonen, J. (2012). Knowledge
sharing motivational factors of us-
ing an intra-organizational social me-
dia platform. Journal of Knowledge Man-
agement, 16(4), 592-603. https://doi.
org/10.1108/13673271211246167

Zouari, G., & Abdelhedi, M. (2021). Customer
satisfaction in the digital era: evidence
from Islamic banking. Journal of Innova-
tion and Entrepreneurship, 10(1). https://doi.
org/10.1186/s13731-021-00151-x

Zukowska, J., Gobis, A., Krajewski, P., Morawiak,
A., Okraszewska, R., Woods, C. B., Volf,
K., Kelly, L., Gelius, P., Messing, S., For-
berger, S., Lakerveld, J., Braver, N. den, &
Bengoechea, E. G. (2022). Which transport
policies increase physical activity of the
whole of society? A systematic review. Jour-
nal of Transport and Health, 27. https://
doi.org/10.1016/j.jth.2022.101488



