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ABSTRACT

The study examined social media and its impact on small scale businesses in Nigeria using
Ovia North East Local Government Area of Edo State as a case study. The study specific
objectives was to examine the role of social media in enhancing the SMEs’ profitability,
determine if social media affect market expansion of SMEs and examine whether social media
influence the growth and development of SMEs. The study was restricted to SME operator in
Ovia North East Local Government Area of Edo State.

The study's research population consisted of small and medium-sized enterprises (SMEs)
operating in the Ovia North East Local Government Area of Edo State, with a particular
focus on their utilization of social media. In this local government area, there exists a
substantial pool of SMEs, numbering more than one thousand (1,580), as revealed in a field
survey conducted in 2023. The selection was entirely random, involving the participation of
100 employees from a selection of four (4) distinct SMEs. Specifically, 25 questionnaires
were distributed to each of the four SMEs. The reason for using simple random sampling
technique is to ensures that every member of the population has an equal chance of being
included in the sample. The data collected will be analyzed in regard to the research
questions and hypotheses for the study using the Statistical Package for Social Science (SPSS
22).

It was concluded the importance of maintaining a strong social media presence to engage
with the audience effectively. However, there are several areas that warrant attention and
improvement. The skepticism around the financial benefits of social media is noteworthy, with
approximately one-third of respondents expressing doubt about its positive impact on their
SME's financial performance. Also, the need for SMEs to revaluate and possibly refine their
social media strategies to ensure they are in harmony with broader business goals.
Additionally, while there is recognition that social media can enhance brand awareness,
respondents were less confident about its role in improving products and services. And it's
clear that SMEs should consider revisiting their social media strategies, enhancing their ROI
measurement, and exploring ways to make social media a more integral part of their product
improvement and promotion efforts. However, based on the conclusion the necessary
recommendation was made.
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CHAPTER ONE 

INTRODUCTION 

1.1 Background to the Study 

The iworld icelebrates ithe iremarkable iadvancements iin icommunication itechnology, iwhich 

ihave igreatly iexpanded ithe irealm iof icommunication ithrough iInformation iand 

iCommunication iTechnologies i(ICTs). iModern icommunication itechnology iundeniably 

ihas itransformed ithe ientire iglobe iinto ia i"Global ivillage." iHowever, like a double-edged 

sword, technology brings both positive and negative aspects with it. On the positive side, it 

empowers people to stay well-informed, enlightened, and up-to-date with global developments. 

Technology introduces humanity to more efficient ways of accomplishing tasks, and 

individuals use these technologies to engage with both existing and new acquaintances, whether 

they are in the physical world or online (Acquisti & Fong, 2020). The swift evolution of 

technology has rapidly reshaped the world, making it the primary conduit for exploring a vast 

sea of knowledge. i 

Small iand iMedium-size iEnterprises i(SMEs) iconstitute ithe imost iembraced ibusiness imodel iin iAfrica, 

ibreathing ilife ito ithe ieconomy iof ithe imajority iof ideveloping iand iemerging ieconomies iacross ithe iglobe 

i(Central iBank iof iKenya, i2017). iIn iNigeria, ithey iare iconsidered iengines ifor ieconomic igrowth ias ithey 

icreate iover i80% iof iemployment i(Ainin, i2015). iGrowth iof iSMEs ihas ibeen iattributed ito ia inumber iof 

ifactors iincluding ithe iuse iof isocial imedia. iStudies ishow ithat isocial imedia iadd ivalue ito ibusiness; 
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ihowever, iit ihas inot ibeen iestablished iif itheir iuse ihas ia idirect ieffect ion ithe igrowth iof iSMEs 

i(Algharabat, i2020). 

Social imedia iis ione iof ithe ifastest-growing ipromotion ichannels iin ithe iworld. iThis itrend ireflects ia 

iparadigm ishift iin ithe iway ibusiness ihas ibeen iconducted. iThere iis ia ishift ifrom ithe iuse iof itraditional 

imedia isuch ias itelevision, inewspapers, iradio, iand imagazines ito iinteractive iplatforms i(Fuentes, i2017). 

iHowever, iwhile ithe isignificance iof isocial imedia iin ibusiness iis ibeing iacknowledged, ithe idecision ito 

iuse ithis inew ipromotional itechnology iby iSMEs iis inot iautomatic. iApenteng i(2020) iargue ithat iSMEs, 

iparticularly ifrom ideveloping icountries, iare islow iadopters iand iusers iof isocial imedia. iResearch ihas 

ifurther ishown ithat iattitude iis ithe ikey ifactor iin ianalysing iICT iusage i(Apenteng, i2020). iThe iexchange 

iof iinformation ion isocial imedia iplatforms ihas ian ieffect ion ithe iattitudes iof iSMEs iowner-mangers, iand 

ithis igreatly ishapes itheir iusage iof isocial imedia ifor ibusiness ipurposes i(Acquisti i& iFong, i2020). iWhile 

istudying isocial imedia, iattitude iis ian iimportant ifactor iin idefining itheir iusage iand ithe iextent ito iwhich 

iusers ican iengage ieach iother iby iexplaining ithe ipreference ior irejection i(Rafael, iCarla i& iSilvia, i2013). 

Agresta iand iBough i(2010:2) iargue ithat ithe ikey imessage iof isocial imedia iis ithat iinformation iis ishared 

iwith ipeople iin iyour iinner icircle iwho iare iidentified ias iyour ifriends ior ifollowers. iDue ito iSelg i(2010:8) 

isocial imedia icombine itechnology, isocial iinteraction iand iusergenerated icontent iand itherefore ifit ito ithe 

iconcept iof iWeb i2.0. iSelg i(2010:8) ifurther iexplains ithat isocial inetworks, iblogs, imicro iblogs, iwikier 

iand icommunities iare ipart iof ithis iWeb i2.0 iconcept. iAccording ito iFindahl i(2011:18) i52 i% iof iSweden’s 

ipopulation i(of ithose iwho iare i12 iyears ior iolder) iare iusing isocial imedia itoday. iThe istatistic ifurther 
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ishows ithat ithe imost icommon iuse iof isocial imedia iis iFacebook, ibut iother icommunities iwhere ipeople 

ican ishare iand italk iabout itheir ispecial iinterest iare istill ivery ipopular. iPeople iwho iare iwriting iblogs 

ihaven’t iincreased iso imuch iin irecent iyears, ibut ion ithe icontrary ipeople iwho iread iblogs ihave iincreased 

ia ilot iand ihave icreated ia inew itype iof imedia iform iwhere ithe iwomen iare imost iactive. 

There iare iseveral isocial imedia ioutlets ithat iSmall iand iMedium iEnterprises ihave ito ichoose ifrom ito 

ienjoy ithe ibenefits ithat isocial imedia ibrings ito ibusinesses. iMost iof ithe isocial imedia iplatforms iused iby 

iSMEs iinclude iSocial inetworking isites iinclude: iTwitter, iYahoo iMessenger, iFacebook iMessenger, 

iWhatsApp, iBadoo, iSkype, iGoogle italk, iGoogle iMessenger, iZoom, iTelegram, iInstagram i& iSnapchat. 

iMost iSMEs iat ievery ipoint iin itime irun ipromotions ion iat ileast, ione iof ithese iplatforms. iThese isocial 

imedia isites iare iamongst ithe ipopular isites iin irecent itimes. iNonetheless, ithe ichoice iof ithe itype iof isocial 

imedia ito ibe iadopted iby ithe iSME iis idependent ion ithe inumber iof iindividuals iwho ipatronize ithe isocial 

imedia iplatform, iand ihow iaccessible ithe isocial imedia iplatform iis i(Ghezzi i& iCavallo, i2020). 

iMoreover, iAcquisti iand iFong i(2020) ihave iindicated ithat isocial imedia ihas ithe iadvantage iof idelivering 

ibusinesses ito iend-consumers idirectly, iat ia ilow iprice iand ion itime. i 

Similarly, isocial imedia ifacilitates itwo-way icommunication ibetween iindividuals iand ibusiness ientities. 

iThis iprovides ithe iopportunity ito iassociate iwith iother ipeople, ilooping ifeedback ieffectively. iAlso, 

iGligor iand iBozkurt, i(2020) idisclosed ithat iconsumers iand icustomers ican iinteract iwith ione ianother iand 

iretailers ion isocial inetworking isites. iThus iindividuals ican iexpress ifreely itheir iconcerns iand ican 

ireceive ian iimmediate ireply ifrom iSMEs. iBrand iawareness, iacquisition iof iinformation, ipurchase 
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ibehaviour, iand ipost-purchase icommunication iand ievaluation iare istages iof iconsumer idecision imaking 

iprocesses ithat iare iconsiderably iinfluenced iby isocial imedia. iGhezzi iand iCavallo i(2020) iconducted ia 

istudy ito idescribe iwhy, iwhen, iand ihow isocial imedia ihad iimpacted ithe ibuying ibehaviour iof iconsumers. 

iThe istudy iemployed ia iquantitative iresearch iapproach iof iwhich iempirical idata iwas icollected iby 

isending iout iquestionnaires ito iindividuals. iFindings ifrom ithe iresearch irevealed ithat ibefore ibuying ia 

iproduct, iconsumers iwere iextremely iselective iin iprocessing, iattending, iand iselecting iinformation. 

1.2 iStatement iof ithe iResearch iProblem 

One of the major ways of businesses to get their contents to the consumers is through proper 

advertisement and marketing which is a great determining factor that influence the annual outcome 

of businesses across the country. Whilst the competition is hard amongst SMEs, the importance of 

finding new creative ways to communicate and creating a dialogue with potential and existing 

consumers also raises which is seen to be lack in many SMEs in the country. A couple of years ago 

having a blog and Facebook account was then seen as something innovative and new, but has now 

turned into a normality if not to say a necessity. Even high-end brands like Oscar de La Renta and 

Alexander McQueen uses new digital platforms, such as Tumblr, to attract a new audience (Gligor & 

Bozkurt, 2020). Participating and being active within the different digital communication platforms, 

is something that therefore has become necessary for almost every company today. Almost every big 

company use social media today as a natural way of communicate to their consumers. Small and 

medium sized enterprises (SMEs) on the other hand don’t use it as frequent or not at all. i 
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Many iof ithe iSMEs iin iNigerian ido inot ihave ithe inecessary iexpertise ito iproperly iengage isocial imedia ias 

ia iplatfor ito imarket itheir iproducts. iAbdul i(2021) istated ithat imany ifirms iin iNigeria iwho ifall ibelow i2 

imillion inaira iannual ireturns iare ithose iwho ido inot iproperly iengage isocial imedia iin ireaching iout ito iboth 

iexisting iand inew icustomer. iHe istated ithat ione ireason iwhy iSMEs idon’t iuse isocial imedium ias ifrequent 

ias ibigger icompanies iis ithe ifact ithat isocial imedia ioften iis itoo itime iconsuming ifor ismaller icompanies 

iwith ifew iemployees iwhich ican ibe ivery istrenuous idue ito iinsufficient istaff i(Groeger i&Buttle, i2020). 

iFurthermore, imany iSMEs ido inot ihave ithe ifinancial istrength ito ihire isocial imedia iprofessionals 

i(influencers ior isocial imedia imanagers) iwho ican ihelp iget itheir iproducts iand iservices ito ia ilarger ireach 

iof ipotential icustomers. iThis ihas imade imany iSMEs ito istull iremain iin ithe isame ifinancial ioutcomes 

iover ia ilong iperiod iof itime. iKeegan iand iRowley i(2020) iagrees ithat iSMEs itend ito ihave imore ilimited 

ipersonnel iand ifinancial iresources iand itherefore ineed ito ibe imore icreative iin ihow ithe ibusiness ican iuse 

isocial imedia. iTherefore iit’s iimportant ifor ithese ismall icompanies ito iconsider ia isocial imedia istrategy 

iwhich iwill ibe itime ifriendly ito ithem. iBy ihaving ithat, icompanies ican iin imany iways ireinforce iand 

istrengthen itheir ibrand iimage. iReaching iappropriate icustomers iand icreating ia idialogue iwith ithem ican 

igain igreat iknowledge iof itheir icustomer ibase iand ican ialso iresult iin ivaluable iinput ifrom ithem. iIt iis 

iagainst ithis ibackdrop ithat ithis iresearch iis iconducted ito iexamine isocial imedia iand iits iimpact ion ismall 

iscale ibusinesses iin iNigeria, iusing iOvia iNorth iEast iL.G.A iof iEdo iState ias ia icase istudy. 

1.3 iResearch iQuestions i 

The istudy iwill iaim ito ianswer ithe ifollowing iresearch iquestions: 

1. How idoes isocial imedia iincrease ithe iprofit iof iSMEs? 
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2. How idoes isocial imedia iimpact ithe icommunication iof iSMEs? i 

3. To iwhat iextent idoes isocial imedia iinfluence ithe igrowth iand idevelopment iof iSMEs? 

1.4 iAim iand iObjectives iof ithe iStudy 

The iaim iof ithis iresearch iis ito iexamine isocial imedia iand iits iimpact ion ismall iscale ibusinesses iin 

iNigeria, iusing iOvia iNorth iEast iLocal iGovernment iArea iof iEdo iState ias ia icase istudy. iTo iachieve ithis, 

ithe ifollowing iobjectives iare ito: 

1. examine ithe irole iof isocial imedia iin ienhancing ithe iSMEs’ iprofitability. 

2. determine iif isocial imedia iaffect imarket iexpansion iof iSMEs i 

3. examine iwhether isocial imedia iinfluence ithe igrowth iand idevelopment iof iSMEs. 

1.5 iHypothesis iof ithe iStudy 

The ihypothesis iwere ipresented iin ithe inull iform. 

H0: iThere iis irelationship ibetween iSocial imedia iand iSMEs iprofitability. 

H0: iThere iis irelationship ibetween isocial imedia iand iSMEs iCommunication. 

H0: iThere iis irelationship ibetween isocial imedia iand iSMEs iExpansion 

1.6 iSignificance iof ithe iStudy i 

The ifinding iof ithis istudy iwill ibe iof ibenefit ito ithe ifollowing igroups; 

The ifindings iof ithe istudy iwill ibe iof ibenefit ito ithe ipublic ias ithe igenerality iof ithe ipublic ican inow 

iunderstand ithe iimportance iof isocial imedia iin iincreasing ithe ifinancial iperformance iof ifirms iin iNigeria 

iand ihow ibest ithey ican iengage ithe iuse iof idifferent isocial imedia iplatforms ifor iincreased iproductivity. i 
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Intending ibusiness iowners imay ialso ifind ithe istudy iuseful ias iit iwill iassist ithem iin igathering isufficient 

iinformation ithat iwill ihelp ithem iget istarted irightly iand ibe iable ito imaximise ithe ivarious isocial imedia 

iplatforms iwith ithe iavailable iresources ithey ihave. i 

This ifindings iof ithis istudy iwill iapparently iprovide ia iuseful iand isignificant iguide ito iSME ioperators iin 

iascribing iand idetermining ithe ibest iway ito iexpanding itheir ireach ito inew iclients iand ibe iable ito iget 

iadequate ifeedback ifrom iexisting iclients iso ithat ithey ican ieasily imaintain igood icustomer irelationship. 

iThe ifindings iwill ialso ihelp ientrepreneurs ito ibreak inew igrounds iand iventure iinto inew imarkets 

iregardless iof idistance ias iit iwill ihelp ithem iplay iin ithe iglobal imarket. 

The ifindings iof ithis istudy imay ialso iassist iin idrawing ithe iattention iof ithe igovernment iand iother 

irelevant ibodies iconcerned ito iensure ithat iSMEs ihave iaccess ito ifunds iin iforms iof iloans iand igrants 

iwhich iwill ihelp ithem iboost itheir ibusiness ioperation iand ihire ithe ineeded iprofessional ifor iincreased 

imarket ireach iwhich iwill iin ithe ilong irun iincrease itheir ifinancial iperformance. i 

This istudy ican ialso ihelp iresearchers iin iidentifying itrends, iinforming iresearch idesign, iproviding 

icontext, isupporting ipolicy ianalysis, iand icomparing iresults. iThe iinsights igained ifrom ithese istudies 

ican ihelp ito iadvance iresearchers’ iunderstanding iof iSMEs iand ihow isocial imedia ican ibe iemployed iin 

iboosting iproductivity iand ifinancial ireturns. 

1.7 iScope iof ithe iStudy 

The iscope iof ithis istudy iis ion isocial imedia iand iits iimpact ion ismall iscale ibusinesses iin iNigeria, iusing 

iOvia iNorth iEast iLocal iGovernment iArea iof iEdo iState ias ia icase istudy. iThe istudy iwill itake ia ilook iat 
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ithe irole isocial imedia iin ienhancing iprofitability, imarket iexpansion iand ialso igrowth iand idevelopment 

iof iSMEs iin iNigeria. iThe istudy iis irestricted ito iSME ioperator iin iOvia iNorth iEast iLocal iGovernment 

iArea iof iEdo iState. i 

1.8 iDefinition iof iTerms i 

Social imedia: iSocial iMedia iis ithe icollection iof itools iand ionline ispaces i(WhatsApp, iFacebook, 

iInstagram, itwitter, ietc.) iavailable ito ihelp iindividuals iand ibusinesses ito iaccelerate itheir iinformation 

iand icommunication ineeds. i 

SMEs: iScott i& iBruce i(1987) iin itheir iwork ititled i“five istages iof igrowth iin ismall ibusiness” iproposed ia 

idefinition iof ian iSME. i 

Market iexpansion: iis ia igrowth istrategy ithat iaims ito imake ia iproduct ior iservice iavailable iin inew 

imarkets iwhen iexisting iones iget isaturated. 

Growth: iis ithe iirreversible iincrease iof ian iorganism's isize iover ia igiven iperiod. 

Revenue igeneration: iis ithe iprocess iof iplanning, imarketing, iand iselling iproducts, iwith ithe iultimate 

iaim iof igenerating iincome iand iincreasing iprofitability. 

Profitability: iis ithe iability iof ia icompany ior ibusiness ito igenerate irevenue iover iand iabove iits iexpenses. 

iIt iis iusually imeasured iusing iratios ilike igross iprofit imargin, inet iprofit imargin 
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CHAPTER iTWO 

LITERATURE iREVIEW 

2.1 iIntroduction 

This isection iwill ibe idiscussing irental ivariation ion iresidential iproperties iin iOvia iNorth iEast iL.G.A iof iEdo 

iState, iso iit iexpected ithat iat ithe iend iof ithis ichapter ithe ireader iwould ibe iable ito iunderstand ithe iimpact iof 

isocial imedia ion ismall iscale ibusinesses iin iNigeria. iIt iwill ibe idiscussed iunder ithe ifollowing isub-heading: 

2.2 iConcept iof iSmall iand iMedium iEnterprises 

Small iand iMedium iEnterprises i(SMEs) ias idefined iby ithe iNational iCouncil iof iIndustries irefer ito 

ibusiness ienterprises iwhose itotal icosts iexcluding iland iis inot imore ithan itwo ihundred imillion inaira 

i(N200, i000,000.00) ionly. iA ilot ihas ibeen isaid iand iwritten iabout iSMEs ithe iworld iover. iIt ihas ialso 

iformed ithe isubject iof idiscussions iin iso imany iseminars iand iworkshops iboth ilocally iand 

iinternationally. iIn ithe isame ivein, igovernment iat ivarious ilevels i(local, istate iand iFederal ilevels) ihas iin 

ione iway ior ithe iother ifocused ion ithe iSmall iand iMedium iEnterprises. iWhile isome igovernments ihad 

iformulated ipolicies iaimed iat ifacilitating iand iempowering ithe igrowth iand idevelopment iand 

iperformance iof ithe iSMEs, iothers ihad ifocused ion iassisting ithe iSMEs ito igrow ithrough isoft iloans iand 

iother ifiscal iincentives i(Keegan i& iRowley, i2020). 

Small iand imedium-sized ienterprises i(SMEs) ican ibe icategorized iusing ivarious icriteria, iencompassing 

iturnover, iemployee icount, iprofit, icapital iinvestment, ifinancial iresources, imarket ishare, iand itheir 

irelative istanding iwithin itheir iindustry. iThis iclassification ican irely ion ieither iquantitative ior iqualitative 

ifactors. iQuantitative idefinitions iprimarily irevolve iaround iexpressing ithe isize iof ibusinesses, ioften iin 
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imonetary iterms ilike iturnover, iasset ivalue, iand iprofit, ior iemploying iquantitative iindicators isuch ias ithe 

inumber iof istaff. iFor iinstance, ithe i1975 iCompanies iAct iin ithe iUnited iKingdom idelineated ienterprise 

isize ias ifollows: ibusinesses iwith ia iturnover iof iless ithan i£1.4 imillion iwere iconsidered ismall, ithose iwith 

iturnovers iranging ifrom i£1.4 ito i£5.7 imillion iwere iclassified ias imedium-sized, iand ithose iwith 

iturnovers iexceeding i£5.7 imillion iwere icategorized ias ilarge. iAdditionally, ithe iAct ifurther istratified 

ibusinesses ibased ion itheir iworkforce, idesignating ithose iwith ifewer ithan i50 iemployees ias ismall, ithose 

iwith iemployee icounts iranging ifrom i50 ito i250 ias imedium-sized, iand ithose iemploying iover i250 

iindividuals ias ilarge ienterprises i(Hwang i& iZhang, i2020). 

In irecognition iof ithe ienormous ipotential iroles iof iSMEs, isome iof iwhich ihave ibeen ioutlined iabove, 

ivarious ispecial imeasures iand iprogrammes ihave ibeen idesigned iand ipolicies ienunciated iand iexecuted 

iby igovernment ito iencourage itheir i(SMEs) idevelopment iand ihence imake ithem imore ivibrant iin 

iNigeria. 

2.3 Concept iof iSocial iMedia i 

Social imedia iis ithat imeans ithat iemploys imobile iand iweb ibased itechnology ito icreate ihighly iinteractive 

iplatforms ivia iwhich iindividuals iand icommunity ishare, ico-create, idiscuss iand imodifies iuser-

generated icontent i(Keegan i& iRowley, i2020). iSocial imedia iis ia iphrase ibeing itossed iaround ia ilot. iIt iis 

ia iwebsite ithat idoes inot ijust igive iyou iinformation ibut iinteract iwith iyou iwhile igiving iyou iinformation. 

iIt iis ia igroup iof iinternet ibased iapplication ithat iallows ithe icreation iand iexchange iof iusers igenerated 

icontent. iIt iis ieasy ito iconfuse isocial imedia iwith isocial inews ibecause iwe ioften irefer ito imembers iof ithe 
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inews ias ithe imedia. iAdding ito iit, ithat isocial inews isite iis ialso isocial imedia isite. iSome imedia iwebsite 

iincludes: i 

● Social iBookmarking: iinteract iby itagging iwebsite iand isearching ithrough iwebsite ibook imarked 

iby iothers i(Twitter, iPinterest). i 

● Social iNews: iinteract iby ivoting ifor iarticles iand icommenting ion ithem i(Digg, ipropeller). i 

● Social iNetworking: iinteract iby iadding ifriends, icommenting ion iphoto iand iprofiles, isharing 

igroups ifor idiscussions i(Facebook, iWhatsApp iand iSnapchat) i 

● Social iPhoto iand iVideo iSharing: iinteract iby isharing iphotos ior ivideos iand icommenting ion ithe 

iuser isubmission. i(Youtube iand iInstagram). i 

● Wiki: iinteract iby iadding iarticles iand iediting iexisting iarticles. i(Wikipedia). iSocial imedia irefers 

ito ithe imeans iof iinteraction iamong ipeople iin iwhich ithey icreate, ishare, iexchange iand icomment 

iamong ithemselves iin idifferent inetworks. iAndreas iand iMichael i(2010) iare iof ithe iopinion ithat 

isocial imedia iis ia igroup iof iinternet ibased iapplication ithat ibuilds ion ithe iideological ifoundation 

iand iallows ithe icreation iand iexchange iof iusers i– igenerated icontent. iSocial imedia ihas ibecome 

ione iof ithe imajor ichannel iof ichatting ithrough iplatforms isuch ias iSnapchat, iBADOO ichat, iand 

iWhatsApp. iThere ihas ibeen ian iincrease iin ithe imobile isocial imedia iwhich ihas icreated inew 

iopportunity ifor ibrowsing. 

The iimpact iof isocial imedia ion iinternet iusage, ias idescribed iby iNielsen i(2012), iis ievident iin ithe 

ifact ithat istudents idevote imore itime ito isocial imedia iplatforms ithan iany iother ionline isites. iThe 

itotal itime ispent ion isocial imedia ivia imobile idevices isaw ia isignificant iincrease, irising iby i37% ito 
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i121 ibillion iminutes iin iJuly i2012, icompared ito i88 ibillion iminutes iin iJuly i2011. iKaplan iand 

iHaenlein i(2010) ihave icategorized isocial imedia iinto isix idistinct iclasses: 

1. Collaborative iProjects i(e.g., iWikipedia) 

2. Blogs iand iMicroblogs i(e.g., iTwitter) 

3. Content iCommunities i(e.g., iYouTube) 

4. Social iNetworking iSites i(e.g., iFacebook, iSnapchat, iBADOO ichat) 

5. Virtual iGame iWorlds i(e.g., iWorld iof iWarcraft) 

6. Virtual iSecond iWorlds i(e.g., iSecond iLife) 

These iservices ican ibe iintegrated ithrough isocial inetwork iaggregation iplatforms. iWhen isocial 

imedia iis iused iin iconjunction iwith imobile idevices, iit iis ireferred ito ias imobile isocial imedia i(Keles 

iet ial., i2020). iMobile isocial imedia iencompasses ia igroup iof imobile imarketing iapplications ithat 

ienable ithe icreation iand iexchange iof iuser-generated icontent. iUnlike itraditional isocial imedia, 

imobile isocial imedia iintroduces inew ifactors, isuch ias ithe iuser's icurrent ilocation iand ithe itime 

idelay ibetween isending iand ireceiving icontent. iKaplan, iHwang, iand iZhang i(2020) ifurther 

iclassify isocial imedia iinto ifour itypes: 

• Space-timers i(location iand itime-sensitive): iExchange iof imessages irelevant ito ia ispecific 

ilocation iand itime i(e.g., iFacebook, iSnapchat, iBADOO ichat). 
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• Quick-time i(time-sensitive): iTransfer iof itraditional isocial imedia iapplications ito imobile 

iservices ito iincrease iimmediacy i(e.g., iposting iTwitter imessages, iupdating istatus ion 

iWhatsApp, iand ichanging idisplay ipictures). 

• Space-locators i(location-sensitive): iExchange iof imessages irelevant ito ia ispecific 

ilocation, itagged ito ia icertain iplace i(e.g., iYelp, iSkype). 

• Slow-timers i(neither ilocation inor itime-sensitive): iTransfer iof itraditional isocial imedia 

iapplications ito imobile idevices i(e.g., ireading ia iWikipedia ientry). 

The iterm i"social inetworking isites" iencompasses iwebsites ithat iallow iusers ito icreate ipublic 

iprofiles, ibuild irelationships iwith iother iusers ion ithe isame iplatform, iand iaccess ieach iother's 

iprofiles. iIt iis iused ito idescribe icommunity-based iwebsites, ionline idiscussion iforums, ichat 

irooms, iand iother ionline isocial ispaces. iEllison iand iBoyd i(2007) idefine isocial inetwork isites ias 

iweb-based iservices ithat ienable iindividuals ito iconstruct iprofiles, idisplay iconnections, iand 

isearch iwithin itheir inetwork iof icontacts. 

Social imedia irefers ito ionline iplatforms iand iservices idesigned ito ifacilitate ithe icreation iof isocial 

inetworks iamong iindividuals iwho ishare icommon iinterests, iactivities, ior ireal-life iconnections. 

iThese iwebsites ienable iusers ito ishare iinformation iwithin ia iselected igroup iand iprovide ia 

iconvenient iway ito istay iconnected iand ishare iphotos ifrom ivarious ievents i(Keegan i& iRowley, 

i2020). iThey itypically iinclude iuser iprofiles, isocial iconnections, iand ivarious iadditional ifeatures. 
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Social inetworks iare iincreasingly iplaying ia ipivotal irole iin ithe irealm iof iinformation iand 

icommunication. iThey ihave iundeniably ireshaped ithe itraditional imethods iof igathering iand 

idisseminating inews, imarking ia isignificant ishift ifrom iprint iand ibroadcast imedia ito ithe imore idynamic 

iand iefficient iplatforms iavailable itoday. iIn iNigeria, isocial inetworking iplayed ia icrucial irole iin ievents 

iof ihistorical isignificance, isuch ias ithe i2012 ifuel isubsidy iremoval, iwhere idaily iprotests iwere iorganized 

iand isustained ithrough isocial inetworks. iIt iillustrated ithe iremarkable ipower iof inetworking, ito ithe 

iextent ithat ithere iwere irumors iof ithe igovernment iconsidering isuspending itheir ioperations. iAnother 

inotable iincident iwas ithe itragic icase iof iCynthia iOkojie, iwho ifell ivictim ito iindividuals ishe imet ithrough 

iFacebook. iThis ioccurrence iunderscores ithe iprofound iinfluence iof isocial inetworks, iboth ias itools ifor 

igovernments iand iweapons ifor icriminals i(Keles iet ial., i2020). i 

One iof ithe imost ishocking iand iangering ithrillers iever iwas ithe ivideo iand ipictures iof ithe i“Aluu4”. iIt iwas 

ia ihorrible isite ito ibehold, iinhumanity iat iits ipeak. iIt iwas ievidently ione iof ithe ibiggest inews ithat irocked 

i2012. iIt iwasn’t ithe ifirst i“criminals” iwere ibutchered iand iburnt ialive iby iangry iuncivilized ibarbaric 

imobs. iThe idifference ibetween iAluu4 iand iother isimilar ioccurrences iwas isimply ithe ipresence iof isocial 

inetworking iwhich iled ito iempathy ifrom ithe ipublic iand iresultant iinvolvement iof ithe igovernment. 

iSocial iNetworking iSites i(SNS) ihave ibeen ipopular isince ithe iyear i2002 iand ihave iattracted iand 

ifascinated itens iof imillions iof iInternet iusers i(Boyd i& iEllison, i2012). iThough ionly ia ifew ihave igained 

iworldwide ipublicity iand iattention, ithe iFederal iBureau iof iInvestigation iestimated ithat ithere iare iover 

i200 idifferent isites ithat iare iused ifor isocial inetworking i(Kumar, i2019). iMost ipeople iwho iare imembers 

iof ithese isites, isuch ias iFacebook i(over i400 imillion iusers) iand iMySpace i(over i100 imillion iusers) 
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iparticipate iin ithem ion ia idaily ibasis i(Duven i& iTimm, i2010). iEach iperson iwho ibecomes ia imember iof 

ia isocial inetworking isites ihas ithe iopportunity ito icreate ihis ior iher iown iwebpage ior i“profile” iwhich iis 

isupposed ito ibe iseen ias ia ireflection iof ithat iperson’s ipersonality i(Kumar, i2019). iBy iusing ithis ipersonal 

iprofile, ione ican ibuild ian ientire isocial inetwork ibased ion ihis ior iher iown ipersonal ipreferences i(Boyd i& 

iEllison, i2009). i 

The iidea ibehind imost iof ithis iphenomenon, ias iwith imany iwebsites, iis ito ihelp ipeople ifeel isocially 

iconnected iand ipart iof ia icommunity, ieven ithough ithey imay ibe isitting ihome ialone iat itheir icomputer. 

iParticipants imay iconnect iwith iother ipeople ithey iknow ithrough ischool, iwork, ior ian iorganization, ior 

ithey imay imeet icomplete istrangers ifrom iall iover ithe iworld i(Odupitan, i2017). iThey ido ithis iby 

isearching ifor ipeople iand iadding ithem ias i“friends” iso ithat ithey imay ishare iinformation iwith ithem iand 

iother inetworks ithat ithose ipeople imay ibe ia ipart iof i(Nasir, i2015). iBeing i“friends” iin ithe isocial 

inetworking isites iworld isimply imeans ithat itwo iprofiles ihave ibeen ilinked itogether i(Kwaku, i2018). 

iThis, iin iturn, iexpands ia iperson’s inetwork igreatly, iso ithat ithey imay imeet iand ishare iinformation iwith 

ieven imore imembers i(Coyle i& iVaughn, i2008). iIn iaddition, ibeing i“friends” iwith isomeone ion ia isocial 

inetworking isites iallows ia iperson ito icommunicate iin ia ivariety iof iways isuch ias isending iprivate iand 

ipublic imessages, iparticipating iin ion-line igames, icommenting ion iphotos ithat ihave ibeen iposted, 

isharing imusic ior imovie ipreferences, iresponding ito ijournal ientries, iand imuch imore i(Livingstone, 

i2018). iIn ione iauthor’s iopinion, i“Creating iand inetworking ionline icontent iis ibecoming ian iintegral 

imeans iof imanaging ione’s iidentity, ilifestyle iand isocial irelations” i(Kumar, i2019). i 



16 

 

When iconceptualizing iwhy ithese isites iappeal ito iso imany ipeople, iit iis isignificant ito inote ithat ieach 

isocial inetworking isites ifocuses ion ithe ipresentation iof iself iand isocial istatus. iEach iperson iwho ijoins ia 

isocial inetworking isites imust ichoose ia ipicture ito ipost ion itheir ipersonal iprofile, iwhich iis ithe ipicture 

ithat iwill ibe iused ias ia irepresentation iof ithemselves i(Kwaku, i2018). iSome ipeople iuse ia irecent ipicture 

iof itheir iface ior ia iphoto iof ia igroup iof ifriends, iwhile iothers ichoose ia idifferent iimage ithat ithey iwant ito 

irepresent ithem ior itheir ivalues i(Barker, i2019). iEither iway, ithis ipicture iis isignificant iwhen ilooking iat ia 

isocial inetworking isites ibecause iit ishows ihow ieach iindividual iwould ilike ito ibe iseen iby iothers i(Barker, 

i2019). iSocial istatus iis ialso ia ivery iimportant ipart iof isocial inetworking isites ibecause iit iis iplays ia irole iin 

ihow ieach iindividual iis iviewed ion itheir iprofile iby iothers i(Tufecki, i2009). iMost isocial inetworking 

isites iwill ishow ihow imany i“friends” ia iperson ihas, ias iwell ias ihow imany ipeople ihave iwritten ito ithat 

iperson ilately i(Kwaku, i2018). iBecause iof ithis, imany isocial inetworking isites imembers iwill iseek iout 

ipeople ito iconnect iwith, ieven ithough ithey imay inot ipersonally iwant ito ibe ilinked iwith ispecific ipeople 

i(Kumar, i2019). iAdolescents iand icollege-aged iindividuals iare iespecially iinterested iin ihaving ia ilot iof 

ifriends, ibecause imany iworry iwhat iothers iwill ithink iif ithey ido inot ihave ias imany ifriends ias itheir ipeers 

i(Kumar, i2019). iNot ionly idoes ijoining ia isocial inetworking isites ihelp igain iand ipreserve ipopularity, ibut 

iselecting ithe iperfect ipictures ito ipost iare ialso ivery iimportant iaspects iof ithe iexperience. iAccording ito ia 

irecent istudy idone ion ivisual iimpression imanagement iand isocial inetworking isites, iapproximately i60% 

iof iadolescents iwill ispend imore itime iselecting iwhich ipictures ito ipost ion itheir iprofile ithan iactually 

icommunicating iwith iothers i(Kumar, i2019). iThis ishows ithat ithese isocial inetworking isites iare inot ijust 

ifor ikeeping iin itouch iwith iclassmates iand imeeting inew ipeople, ithey iare iused ito ibuild iadolescent 
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iidentities i(Kwaku, i2018) ibecause isocial inetworking isites iare iused iprimarily iby iadolescents iand 

iyoung iadults. 

There iare ivarieties iof isocial inetworks ilike iSnapchat, iWhatsApp iMessenger, ifacebook, iand itwitter ifor 

ipeople ito ihave iaccess ito. iSnapchat iis ia iSocial iNetworking iSite, ichat, iand iinstant imessaging i(IM) 

iapplication. iIt ienables iusers ito ichat ion itheir imobile iphones ifree. iYou ican imeet iusers iand iSnapchat 

iusers ias ifriends. iChat irooms ion idifferent itopics iare iopened iwhere iyou ican ijoin iin ithe idiscussion iand 

isocialize iwith iothers iand ialso, iSnapchat ihave igateways ithat ienable iusers ichat iwith ifriends ion iGtalk, 

iMxit, iand ifacebook. iOne iof ithe igreatest ipoints iof iSnapchat ichat iis iits isimplicity iand ilight iweight, 

imaking iit iavailable ito ilots iof ilow-end iphones. iSnapchat iruns ion iany ijava ienabled iphone, iNokia, iLG, 

iSamsung, iand iSony iEricson. iBlackberry iusers ican iuse iSnapchat ion itheir iPc ias ipart iof ian iexperimental 

iservice iby ithe icompany iand iwith iit, ithey ican ichat ianywhere iand ianytime iof ithe iday ias ithey iso iplease 

i(Odupitan, i2017). iWhatsApp iMessenger iis ia iproprietary icross-platform iinstant imessaging 

isubscription iservice ifor iSmartphone’s iand iselected ifeature iphones ithat iuses ithe iinternet ifor 

icommunication. iIn iaddition ito itext imessaging, iusers ican isend iother iimages, ivideo, iand iaudio imedia 

imessages ias iwell ias itheir ilocation iusing iintegrated imapping ifeatures. iFacebook iallows ianyone iwho 

iclaims ito ibe iat ileast i13 iyears iold ito ibecome ia iregistered iuser iof ithe iwebsite. iUsers imust iregister 

ibefore iusing ithe isite, iafter iwhich ithey imay icreate ia ipersonal iprofile, iadd iother iusers ias ifriends, 

iexchange imessages, iand ireceive iautomatic inotifications iwhen ithey iupdate itheir iprofile i(Roblyer 

i2010). iAdditionally, iusers imay ijoin icommon-interest iuser igroups, iorganized iby iworkplace, ischool ior 

icollege, ior iother icharacteristics, iand icategorize itheir ifriends iinto ilists isuch ias i"People ifrom iWork" ior 



18 

 

i"Close iFriends" i(Odupitan, i2017). iTwitter iis ian ionline isocial inetworking iservice ithat ienables iits iusers 

ito isend iand iread itextbased iposts iof iup ito i140 icharacters iknown ias i“tweets. 

Users ican ialso ifollow ithe iupdates iof ifriends ithey i“follow,” isend ithem idirect imessages, ireply ipublicly 

ito ifriends, ior ijust ipost iquestions ior icomments ias itheir icurrent istatus i(Sorav i, i2010). iIn imany iways ithis 

isocial inetwork isite i(twitter) icontinually iprovides isocial inetwork ifor ipeople iat iall iages. iTwitter ias ia 

isocial inetwork iplays ia irole iin icommunication ithroughout ithe iworld iin ithe isense iproviding ionline 

iservices ito ishare iinformation iwith iothers iand iconnect iwith ithem iby icreating ia iprofile ithat imay iinclude 

ia ipersonal iweb ipage iand ia iblog. iIt ihas ibeen iargued iby i(Odupitan, i2017) ithat itwitter iaffects ibehavior 

iby icausing ipsychological idisorder ivia iaddiction ito ithe iaccess iof ithe isocial inetwork. iAlso itwitter 

iaffects ibehavior ibecause ithe inetwork iis iopen ito iall i(Jaclyn i2011). i 

2.4 Perceived Ease of Use and Perceived Usefulness of Social Media 

Attitude refers to an individual’s general predisposition towards a given behaviour and is the result 

of individual beliefs concerning the behaviour and its results and the importance attached to such 

beliefs. Thus, attitude is an individual’s positive or negative evaluation of a given object or behaviour 

(Poell, 2017; Shao, 2016) and includes feelings or affective responses towards the object or 

behaviour, behavioural and cognitive components that explain preference or rejection by users. 

Chuttur (2009) further suggests that attitude in social media usage would make the user feel that the 

decision to use social media is either good/bad, wise/foolish, favourable/unfavourable, 

beneficial/harmful or positive/negative. In the context of this study, attitude can be understood as a 

user’s favourable or unfavourable predisposition towards the use of a social networking site. Studies 
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emphasise that attitude to use information technology is a key factor in the analysis of technology 

usage behaviour. Users who participate in social networking sites can develop affective ties with 

other participants (Gruen et al., 2006), which in turn influences their attitude. The exchange of 

information on social networking sites also modifies participants’ attitudes (Poell, 2017).  

Poell (2017) opine that comments from other users influence participants’ attitudes positively or 

negatively. Positive attitude is therefore important for social media promotion to take place 

effectively. Most importantly, the owner-mangers need to have the right attitude in order to use social 

media in their businesses as a promotional tool. The perceived ease of use of a technology should 

lead to greater usefulness of such technology. Perceived ease of use is specifically conceptualised by 

Davis (1989) to describe a system that is free of effort; an application that a user can navigate the 

system easily, while perceived usefulness is associated specifically with an individual improving 

his/her own job performance. Nevertheless, acceptance of a social networking website tool is very 

much dependent on ease of use and usefulness. 

Because social media promotions evolve from social interactions developed in social media 

platforms, purchase behaviour is less likely to occur without use behaviour being observed 

(Papanagnou & Scarf, 2020). Compared with inactive users, active members are more likely to 

engage in usage behaviour. Earlier research suggests that mere categorisation into a social group is 

not always accompanied by emotional commitment to the group; thus, in-group behaviour is not a 

natural outcome. When members emotionally get committed to a social group, they are more likely 

to perform in-group behaviours, such as patronage to online communities in the social media context. 
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Empirical evidence from a survey of young social media users suggests that users who are 

emotionally involved with an online group are more likely to actively use social media than those 

with less emotional involvement (Shao, 2016). 

2.4.1 iTechnological iSkill iand iSmall iand iSMEs iGrowth 

In imost iemerging icountries ieconomic igrowth iand iemployment iare iled iby iSMEs. iInnovation iadoption 

ienables iSMEs ito isurvive iin itight icompetition, iglobal ieconomic icrisis iand icompete iagainst ilarger 

iorganizations. iHowever, iSMEs iknowledge iand icapabilities ito iadopt itechnological iinnovation iis 

ilimited. iFinancial iinstitutions iand igovernment iare iless isupportive ito iSMEs. iResearchers ibelieve ithat 

iusing ia iparticular isystem iwould ienhance ihis ior iher ijob iperformance i(Papanagnou i& iScarf, i2020). iThe 

iinfluence, imotivation iand iencouragement igiven ito ian iindividual iemployee iby ipeers ior iin ithe isocial 

inetwork, iVirtual inetwork, i(Papanagnou i& iScarf, i2020). iSMEs iface iunrelenting ipressure ifrom 

ipowerful icustomers iand icompetitors ito ilower iprices iand iaccept ishrinking imargins ion isales. iThey 

ihave iresponded ito ithis ipressure iby iadopting iinnovations iin ioperational iexcellence, ie.g., ilean 

imanufacturing iand isix-sigma. iAs ithese iinnovations iapproach itheir ilimits, iSMEs iare istarting ito iseek 

irevenue igrowth ifrom inew iproducts iand iservices. iThey imust ioffer itheir icustomers isomething idifferent 

ithan itheir icompetitors ioffer iin iorder ito iavoid ithe isame ilow-margin itrap ithat ithey inow iface. iThis ireport 

isuggests ithat ia ipowerful iway ifor iSMEs ito ido ithis iis ito ioffer icustomers inew iproducts iand iservices ithat 

iallow imore iefficient iand ieffective iuse iof ithe iproducts ithat ithey icurrently isell. i 

These inew iproducts imay icomplement iexisting iproducts, iand irequire inew imanufacturing iand idesign 

iskills, ibut ioffering inew iservices iis iuncharted iterritory ifor imost iSMEs. iTheir iservice iexperience iis 
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ioften ilimited ito ioffering icustomers ifree ior ibelow-cost iinstallation, itraining, iand imaintenance. iThey 

imust ilearn ito ioffer iservices ithat ican imake itheir iproducts iyield igreater itotal ireturn iover itheir iuseful ilife 

ithan ican ia icompetitor’s iproducts. iThese iservices iinclude icustomization iof iproducts ito ispecific 

icustomer iuses, itraining ifor ioptimal iperformance, iproduct idisposal, iand ieven itaking iover icustomer 

ioperations ithat ipertain ito ithe iuse iof ithe iproduct. iAmong ifirms iof idifferent isizes, iSMEs iare igenerally 

imore iflexible, iadapt ithemselves ibetter, iand iare ibetter iplaced ito idevelop iand iimplement inew iideas. 

iThe iflexibility iof iSMEs, itheir isimple iorganizational istructure, itheir ilow irisk iand ireceptivity iare ithe 

iessential ifeatures ifacilitating ithem ito ibe iinnovative i(Sokolova, i& iKefi, i2020). i 

Therefore, iSMEs iacross iindustries ihave ithe iunrealized iinnovation ipotential i(Sokolova, i& iKefi, 

i2020). iTajudeen iet ial. i(2020), iwhile istudying ithe iprocess iinnovations iof ismall ifirms iin ithe iUSA, 

iobserved ithat ieconomic iincentives, iinternal iresources, iand itechnical iand iorganizational icompetencies 

ithat ia ifirm ihas ideveloped ior iaccumulated iover itime iand ia ifirm’s ilinkage ito iexternal isources iof 

iexpertise ifor ilearning iabout inew itechnological idevelopment iwere ithe imajor iforces ithat iinfluenced 

ithese ifirms iin iadopting ia iprocess iinnovation. iDanneels iand iKleinschmidt i(2011) iin ithe icontext iof inew 

iproduct idevelopment iargued ithat iit iconsists iof ibringing itogether itwo imain icomponents: imarkets iand 

itechnology. iAccording ito ithem, iproduct iinnovation irequires ithe ifirm ito ihave icompetences irelating ito 

itechnology i(enabling ithe ifirm ito imake ithe iproduct) iand irelating ito icustomers i(enabling ithe ifirm ito 

iserve icertain icustomers). iThese istudies istrongly iindicate ithat ineither iinternal icompetence iof ithe ifirm 

inor icustomer irequirements ialone iwill idrive ia ifirm ito iundertake iinnovations. iInnovation iwill iemerge 

ionly iwhen ia itechnically icompetent ifirm iis iable ito iidentify iand irespond ito icustomer irequirements iby 



22 

 

ideveloping iand/or iimproving iproducts/processes. iTajudeen iet ial i(2020) ifound ithat iproduct iand 

iprocess iinnovations iare iinterdependent iand iclosely ilinked. iArrow iand iLind. i(2014) ifound ithat 

iEstonian iSMEs iwere iengaged iin ideveloping itheir iproducts itogether iwith iprocesses. iHowever, 

iWardati iand iEr i(2019) ibased ion ia ireview iof iliterature icovering iempirical istudies ion iinnovation iin ithe 

imanufacturing isector, ifound ithat iresearchers ihave iprimarily ifocused ion iproduct iinnovations iin 

iSMEs, iand itherefore irecommended ithat ifuture iresearch ishould iconsider iboth iproduct iand iprocess 

iinnovations. 

2.5 iSocial iMedia iand iSME iProfitability/Revenue iGeneration i 

Social imedia iplatforms ihave iimpacted ipositively ion ithe ifinancial iperformance iof iSMEs iand itheir 

ibusiness iand iorganizational iperformance i(Wardati i& iEr, i2019). iA istudy ion isocial imedia inetworks ior 

iplatforms iby iArrow iet ial., i(2014) irevealed ithat ithere iis ia ipositive irelationship iin iterms iof iprofitability 

ior irevenue igeneration ithrough ithe iengagement iof iFacebook. iThe ipublication iconcluded ithat irevenue 

igeneration ihas ibeen iincreased iby iSMEs ithrough ithis iconstruct. iSimilarly, iCooper iand iSchindler, 

i(2014) ipositively iexpressed ithat ithe iwidespread iadoption iof isocial imedia iplatforms ihas iconsequently 

iincreased icustomer iengagement iwith ithe ifirms, ileading ito iimproved iperformance, iand iaffecting ithe 

ibottom-line ithrough iincreased irevenue igeneration iby ithe iSMEs. iThe iintroduction iof isocial imedia 

iplatforms ihas isolved ithe ifinancial ihealth iof iSmall iand iMedium ienterprises ithrough ithe imaintenance 

iof icustomer irelationship imanagement i(Nasir, i2015). iThus, isocial imedia iis ideemed ias ia ikey 

icompetitive iadvantage ifor ibusinesses ithat iseek igrowth iand iadvancement i(Sokolova i& iKefi, i2020). 

iFor iinstance, iNasir i(2015) ihighlighted ithat iTwitter iwas iused iby ithe iBank iof iAmerica ito iprovide ireal-
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time isolutions ito icustomer’s iproblems iwhich iresulted iin isignificant iimprovement iin itheir ifinancial 

iperformance. iSimilar iresearch iby iStreet i(2014) ialso iprovided ithat ithe iretail igiant, iAmazon, ithrough 

ithe iadoption iof iTwitter iin i2011 isupported itheir ibusiness istrategy iin ienhancing iinteractions ibetween 

icustomers iand ithe icompany. iThese ichanges isaw isignificant ichanges iin itheir ifinancial iposition. iIt ithus 

isupposes ithat ithese iplatforms ior inetworks ihave ialtered ithe idynamism iof ithe imarkets iin iterms iof 

icustomer ipurchase iand ipost-purchase. iExtensive iresearch iby iDeYoung iand iTorna i(2019), 

ihighlighted ithat isocial imedia iplatforms isuch ias iFacebook, iInstagram iand iTwitter ihave ienhanced 

imany ifast-moving iconsumable igoods iof ithe ifood iindustry ito iimprove iupon itheir isales itargets ileading 

ito iincreased iprofits. iSimilarly, iFuentes ialso iagreed ithat isocial imedia iplatforms ilike iWhatsApp iand 

iFacebook ihave iincreased ithe isales imargins iof imost ihotels iin ithe ihospitality iindustry iof iSmall iand 

iMedium iEnterprises iafter iits iadoption ias ia imarketing itool. i 

2.6 iSocial iMedia iand iSME iCommunication iand iMarketing iEnhancement i 

Social imedia iplatforms iin ipostmodernism ihave imade iconsumer iand iproducer irelationships ivery 

icommunicative. iThis ifactor ihas icaused iSMEs ito ifrequently imarket iand icommunicates iwith ieach 

iother iwithout iany iimpediments i(Poell, i2017; iAinin iet ial., i2015). iExtensive istudies iby iKaplan, i(2012) 

iabout isocial imedia ioutlined ithat ifirms inow iused isocial imedia iplatforms ifor imarketing iresearch ito 

iimprove iupon icustomer icommunication, isales ipromotions ior idiscounts iand iabove iall imaintain ia 

iproper icustomer irelationship iwith itheir icustomers. iIt iwas ifinalized ithat ithese isocial imedia inetworks 

ihave iimproved ithe icommunication ichannels iof ifirms. iThus, ithere iis iefficiency iin isolving ichallenges 

ias icompared ito ithe itraditional iways iof icommunication iby itelevision iand iradio. iLikewise, 
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iEhimagunmwende i(2016) isuggested ithat isocial imedia inetworks ihave imade itwo- iway iconversation 

ipossible iand ieasier ifor iconsumers iand iSMEs. iHowever, ithe ikey ifunctions iof imarketing idepartments 

isuch ias ipromotion, iproduct idistribution, icommunication, imanagement, iand iresearch ihave ibecome 

ieasy ito ibe icarried iout. 

Social imedia inetworks ihave iimproved imarketing istrategies ifor iSMEs. iThus, ithe ipromotion iof 

iproducts iand iservices ionline ihas iproven ito ibe iefficient iand ieffective i(Sokolova& iKefi, i2020). iAlso, 

iHwang i& iZhang, i(2018)outlined ithat ithe iissue iof ipara-social irelationship iwhich iexisted ibetween 

icustomers iand iproduct iproviders ihas ibeen ieliminated ias ia iresult iof isocial imedia iplatforms. iIn ithis 

iregard, iboth ithe icustomer iand iprovider iknows iwhat iexists iand iproceed ito iestablish ia imore 

iinformative iand itrustworthy irelationship ithan ithe itraditional iway iof icommunication. iAlgharabat iet 

ial., i(2020) iin itheir ipublication iof iinvestigating ithe iantecedents iof icustomer ibrand iengagement iand 

iconsumer-based ibrand iequity iin isocial imedia ifinalized ithat ithree ikey ifactors iare ialways ifactored iby 

ifirms iin imarketing iand icommunication ienhancement ithat iis iconsumer iinvolvement, iconsumer 

iparticipation, iand iself-expressive ibrand. iA isimilar ipublication iby iBianchi i& iAndrews, i(2015)on 

imarketing imanagers' iperspectives ion isocial imedia ialso iconcluded ithat isocial imedia iplatforms ihave 

iimpacted ipositively ion ithe imarketing ipractices iof iSMEs. iFurther, icustomer iengagement, ibrand iimage 

ienhancement, ireturn ion iinvestment, iand imeeting iconsumer ineeds ithrough itime iand iplace iincrease 

iwith ithe iuse iof isocial imedia. 

2.7 iSocial iMedia iand iSME iMarket iExpansion i 
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Social iMedia iplatforms ihave ibecome ithe imodus ioperandi ithat iSmall iand iMedium iEnterprise iare 

iusing ito iexpand itheir imarketing iaccessibility iin ithe i21st icentury ithat ihas iinfluenced ithe ibuying 

ibehavior iof iconsumers i(Fortis iet ial., i2012). iAlso, iShao iet ial., i(2016) ipointed iout ithat iplatforms isuch 

ias iFacebook ihave ichanged ithe iconsumer ipattern iof iconsumption ihence iaffecting iSMEs ipositively. 

iResearch iby iGroeger iand iButtle, i(2016) irevealed ithat isocial imedia inetworks ilike iFacebook, 

iYouTube, iand iTwitter ihave iimpacted ipositively ion ithe ilives iof iconsumers’ icommunication ihabits iof 

iconsumption. iIt iis iconsidered ithat iconsumers iare ialways iin iclose icontact iwith ibrands iand iproducts iby 

ireading, iwatching, icommenting, iliking, iand isharing icausing iSMEs ito iexpand itheir imarkets ito imeet 

ithe idemands iof ithe imarket. i 

Ainin iet ial., i(2015) ialso iinvestigated ithe ifactors iinfluencing isocial imedia iby iSMEs iand iconcluded ithat 

ia isocial imedia iplatform ilike iFacebook ihas iimpacted ipositively ion ithe imarket iexpansion iactivities iof 

iSMEs ibecause iFacebook ihas inow ibecome ia ipopular ichoice iof ipromoting ibusiness. iThis iplatform 

iallows icommunications ito igo ibeyond iprivate iand ievolves iinto ia iconversation ithat iis ieasily ifollowed 

iby imany iusers. iTherefore, ibusiness iowners inow ifully iuse iFacebook ifor iselling, iadvertising, iand 

imarketing iat ia irelatively icheaper icost. iSMEs ithus ido ithis ipromotion iby isharing, itagging, imessaging, 

icommenting, iand inotifying. iSmall iand iMedium iEnterprises ihave iexpanded itheir imarket ibase ithrough 

ithe icreation iof ivalue ifor ithe icustomer, iidentifying ithe ivalue istream, icreating iflow, iproducing ionly 

iwhat iis ipulled iby ithe icustomer, iand icontinuous iimprovement iby icontinuously iidentifying iand 

ieliminating iwaste i(Ghezzi iand iCavallo, i2020). iIn ithe istudy iof iAcquisti iand iFong(2020), iit iis 

iestablished isocial inetworks ihave icreated ichannels ifor iSMEs ito ifacilitate iand iimprove ithe ifirm's iand 
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iconsumers' imarkets. iKeegan iand iRowley(2017), iadds ithat isocial inetworks iimprove ithe imarket 

ilinkage iof iSMEs iand itheir iconsumers ithan ithe itraditional imarketing ichannels, icentering ion ithe itwo-

way icommunication ior iexchange. iThis ihas iimproved itheir iengagement iin iexisting isocial imedia 

iconservations ito iprotect itheir icorporate iand ibrand ireputation. 
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2.8 iSocial iMedia iand iSME iGrowth iand iDevelopments i 

Small iand iMedium iEnterprises ihave iseen itremendous ichanges iin itheir igrowth iand idevelopments ias ia 

iresult iof isocial imedia iplatforms ior inetworks. iThe igrowth iand idevelopment iof iSMEs ihave ipeaked iin 

irecent itimes isince ithese iplatforms ihave ibirthed iinnovation iamong ifirms. iFurther, iit ihas ienabled ithese 

ifirms ito imodify iand iadapt itheir iproducts iand iservices iand ienhanced inew iproduct idevelopment 

i(Ghezzi iand iCavallo, i2020). iIn isimilar iliterature iby iScott iand iOrlikowski(2012), iit iwas iestablished 

ithat isocial imedia inetworks ihave ibrought iabout ifair igrowth iand idevelopment ithrough ionline 

iaccountability iwhich ihas ibeen ia ikey ipart iof ithe iprocesses iof iSmall iand iMedium ienterprises. iThus, 

isocial imedia iplatforms iprovide ia isystem ifor igrowth iand idevelopment idata igeneration, iwhich ihas 

ibecome ia ivery ipowerful itool ifor itoday’s iSMEs iin iits idevelopments iby iserving iits iconsumers iright iand 

iat ithe iright itime. 

The iperception iof iowner-managers, ion ithe iother ihand, ihas ialso ibeen iidentified ias ia isignificant 

ipredictor iof iconsumer ipredisposition itowards ithe iuse iof iICT iand ispecifically isocial imedia i(Kim, 

iKim, i& iShim, i2019). iDavis i(2019) ifurther iexplain ithat ipeople itend ito iuse ior inot iuse ian iapplication 

ibecause iof ithe iextent ithey ibelieve iit iwill ihelp ithem iperform itheir ijob ibetter i(perceived iusefulness). 

iAlso, ieven iif ipotential iusers ibelieve ithat ia igiven iapplication iis iuseful, ithey imay, iat ithe isame itime, 

ibelieve ithat iit iis itoo ihard ior ieasy ito iuse iand ithat ithe iperformance ibenefits iof iusage iare iout-weighed iby 

ithe ieffort iof iusing iit i(perceived iease iof iuse). iPerceived iusefulness iand iperceived iease iof iuse iare ikey 

iconstructs iin idescribing iacceptance iand iusage iof iICT. iResearchers i(e.g. iKoufaris, i2012) ivalidated 
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ithese iconstructs ibecause ithey iwere ifound ito iinfluence iICT iusage; ihowever, ithe istudy iproposed 

ifurther istudies ion ithese iconstructs iregarding itheir iinfluence ion isocial imedia iusage 

 

Figure i1: iConceptual imodel iof ithe istudy. iSource: iAuthor’s iConcept 

2.9 iTheoretical iFramework 

2.9.1 iAssumption iof iTAM i(Technology iAcceptance iModel) 

TAM iassumes ithat iboth iperceived iusefulness i(U) iand iperceived iease iof iuse i(EOU) iof ithe inew 

itechnology iare icentral iin iinfluencing ithe iindividual’s iattitude itowards iusing ithat itechnology. iAn 

iindividual’s iattitude iis ihypothesized ito iinfluence ithe ibehavioural iintention ito iuse ia itechnology, 

ifinally irelating ito iactual iuse. iPerceived iusefulness i(U) ias idescribed iby iFarooq iand iSajid i(2015) iis ithe 

ibelief ithat iICT iadoption ileads ito iaugmented iworkplace iactivity. iThe iperception iof iease iof iuse i(EOU) 

iis idescribed ias ia ibelief ithat ian iIS isystem iis ieffortless iin iuse. iIn ivarious istudies i(Ehimagunmwende, 
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i2016), iit iwas idiscovered ithat itechnology iacceptance imodel i(TAM) iyields ihigh iexplained ivariance ifor 

iwhy iusers ichoose ito iutilize isystems. iIn ithe ifollow-up imodel iTAM2, ithe iattitude icomponent iwas inot 

iincluded ianymore, iand ithe iperceived itechnology icharacteristics idirectly iinfluenced ithe iindividual’s 

iintention ito iuse ithe inew itechnology iunder iconsideration. iAdditionally, isocial iinfluences 

i(operationalized inorm) ire-entered ithe imodel. iBoth iTAM iand iTAM2 ihave ibeen iapplied iin idifferent 

iforms ito iexplain itechnology iadoption imodel iin ia iwide ivariety iof icontexts iranging ifrom iconsumer ito 

iintra-organizational itechnology iacceptance i(Husain, i2016). 

In ithe ipresent istudy, itwo imore iindependent ivariables iare iadded ito ithe ioriginal itechnology iadoption 

imodel, inamely, ithe ipressure ito iuse iand iresources iavailability. iThe istrategy iwas iadapted ifrom ithe 

imethod iapplied iby iHusain i(2016) istating ithat ithe irationale ibehind ithe iuse iof ithese itwo ifactors iis ithat, 

iin iaddition ito iusefulness iand iease iof iuse, ithere imust ibe isome ipressure ion ithe idecision imaker ito iuse ia 

iparticular iinnovation i(accelerated iproduct iinnovation iby iall icompetitors iis ian iexample iof isuch ia 

ipressure), iand idecision imaker imust ihave ithe iresources ito iadopt isuch ian iinnovation. iTAM iessentially 

idescribes ihow iusers iof itechnology icome ito iaccept iand iuse ithe itechnology. iKehinde iet ial. i(2017) 

ideveloped iTAM iwhich ispecifies ithe icausal irelationships ibetween isystem idesign ifeatures, iperceived 

iusefulness, iperceived iease iof iuse, iattitude itoward iusing iand iactual iusage ibehaviour. i 

When iusers iare ipresented iwith ia inew itechnology, ithe idecision iabout ihow iand iwhen ito iuse iit iis 

iinfluenced iby iseveral ifactors. iThese iinclude iperceived iusefulness; ithe idegree ito iwhich ia iperson 

ibelieves ithat iusing ia iparticular isystem iwould ienhance itheir ijob iperformance, iand iperceived 

iease iof iuse; ithe idegree ito iwhich ia iperson ibelieves ithat iusing ia iparticular isystem iwould ibe ifree 
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ifrom ieffort. iTAM ihas ibeen iused iin ia inumber iof iresearches iin isocial imedia iuse i(Kehinde iet ial., 

i2017). iThese istudies iagree ithat ithe iuse iof isocial imedia iis ianchored ion iperceived iusefulness iand 

iperceived iease iof iuse. iPerceived iusefulness iand iperceived iease iof iuse iinfluence ian iindividual’s 

iattitude itowards iusing isocial imedia i(intention). iAccording ito iTAM, iintentions ito iuse 

itechnology iwill idetermine iwhether ia iperson iwill iuse ithe itechnology ior inot i(behaviour). iThis 

itheory iis isignificant iin ithis istudy ibecause ithe istudy iderives itwo iconstructs ifrom iTAM: 

iperceived iusefulness iand iperceived iease iof iuse i(Kisaka, i2015). 

2.9.2 iStakeholder iTheory i 

Stakeholder itheory iis iexamined iin ithe iliterature ifrom ithree iperspectives: ithe iinstrumental, ithe 

idescriptive, iand ithe inormative iperspectives i(Donaldson iand iPreston i1995). iWhile ithe ifirst itwo 

iperspectives isuggest ithat ia ibusiness ishould istrategically imanage ipowerful istakeholders iby 

iidentifying ithem iwith ithe iself-interest iof ithe ibusiness, ithe inormative iperspective isuggests ithat 

imanagers ishould iaddress iall istakeholder igroups ifrom ian iaccountability iperspective i(Trepel iet ial., 

i2015). iUnder ithe iinstrumental iand idescriptive iperspectives, iCSD iis iseen ias ia imeans ito imanage ionly 

ithe iperception iof ipowerful istakeholder igroups i(Ullmann i2009). iTherefore, iCSD iis iprovided ifor ithe 

istrategic ipurpose iof igaining iapproval iand isupport ifor ithe ifirm’s icontinuing ioperation, irather ithan ifor 

iaccountability ipurposes i(Deegan i2002). iIn iline iwith ithis isuggestion, iCSD iis imade ito imanage ithe 

iperception iof istakeholder igroups iwho iare iseen ias iimportant ito ithe ifirm. i 

On ithe iother ihand, ithe inormative istakeholder iperspective iexplains ithat ifirms ihave ia iduty iand 

iobligation ito ia iwider irange iof istakeholder igroups iand ithat iCSD iis iobligatory ifor ithe ifirm iin iorder ito 
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idischarge iwider iaccountability iby iproviding iinformation ito irelevant istakeholders i(Trepel iet ial., 

i2015). iHowever, ithis iperspective iprovides ia iprescription ifor ihow imanagers ican iundertake istrategies 

ito imanage iand itreat itheir ivarious istakeholders; iit idoes inot ihave ia idirect irole iin ipredicting imanagerial 

ibehaviour iin ipractice i(Deegan i2002). iBased ion ithe inotion ithat ia ifirm iis iperceived inot ias ia ibilateral 

irelationship ibetween ishareholders iand imanagers, ibut ias ia imultilateral iset iof irelationships iamongst 

istakeholders, iPrior iet ial. i(2008) iargue ithat iEM inot ionly iaffects ia ifirm’s ishareholders ibut ialso ihas ian 

iimpact ion istakeholders. iHence, iwhen istakeholders isuspect iEM, ithe ifirm iis iexpected ito iimmediately 

ilose ivalue ion ithe istock imarket. iAlthough istakeholder itheory iis iuseful ibecause iit i“defines ithe 

iinfluencing i/influenced igroups ifor ius iand iexplicitly idefines iwhat iaccountability ithe iorganisation 

iitself iis iwilling ito irecognise iand idischarge” i(Tversky i& iKahneman, i2017)”, iit ihas ibeen icriticised 

ibecause iit iis ibased ion ithe irelative ipower iand iinfluence iof istakeholders, iwhich icould imarginalise ithe 

irights iof iother istakeholders iwho imay ibe iseen ias iless iimportant i(Trepel iet ial., i2015). 

2.9.3 iLegitimacy iTheory i 

Legitimacy itheory iargues ithat ia ifirm’s iactivities imust ibe ilegitimate iin ithe ieyes iof isociety iif iit iis ito ibe 

iallowed ito icontinue iits ioperations. iAccording ito iSuchman i(2012), ilegitimacy itheory iis i‘’a 

igeneralised iperception ior iassumption ithat ithe iactions iof iany ientity iare idesirable, iproper, ior 

iappropriate iwithin isome isocially iconstructed isystem iof inorms, ivalues, ibeliefs iand idefinitions’’ i(p. 

i574). iHence, iif ithe icompany iloses iits ilegitimacy, isociety imay irevoke iits icontract iand iprevent iit ifrom 

icontinuing iits ioperations i(Deegan iand iRankin i2003; iGuthrie iand iParker i2014). iIn iaccordance iwith 

ithis iperspective, iit iis iaccepted ithat icompanies idisclose isocial iinformation ito ishow ithat ithey iare 
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iconforming ito ithe iexpectations iand ivalues iof ithe isociety iwithin iwhich ithey ioperate, ias iwell ias ito 

ilegitimise itheir ibehaviour i(Tversky i& iKahneman, i2017). i 

Maali iet ial. i(2006) iargue ithat ifirms ineed ito iprovide ivoluntary isocial idisclosure iin iorder ito imeet ibroad 

iexpectations iof isociety irelating ito iemployee iwelfare, icommunity iand ithe itreatment iof ithe inatural 

ienvironment. iFurthermore, iKisaka i(2015); iand iBrown iand iDeegan i(2005) istate ithat isocial 

iexpectation iis inot ia istatic iconcept; iin ifact, iit imay ichange iover itime, iwhich imeans ithat ifirms ineed ito 

iimprove itheir isocial iactivities iin iorder ito icontinuously imaintain itheir ilegitimacy. iAccording ito 

iWattanapruttipaisan i(2019), ithere iare ivarious istrategies ithat ifirms ican iadopt iin iorder ito imaintain itheir 

ilegitimacy iwithin ithe isociety iin iwhich ithey ioperate, iand iall ithese istrategies ican ibe iinvolved ito imake 

isocial idisclosure ias ia imeans iof ishowing ithat ifirms iare iconforming ito isociety’s iexpectations. iIn ithis 

iregard, iValverde iet ial. i(2015) iargues ithat, iwhen ia idisparity ibetween ian ientity’s ivalue isystem iand ithe 

ivalue isystem iof ithe ilarger isocial isystem iis ipresent, ithere iis ia ithreat ito ithe ientity’s ilegitimacy. iIn 

iaddition, ithe istudy isuggests ithat ifirms ican inarrow ithis ilegitimacy igap iby iadopting ione iof ifour 

istrategies. 

2.10 iEmpirical iReview i 

Algharabat i(2020) iaccesses ithe iantecedents iof icustomer ibrand iengagement iand iconsumer-based 

ibrand iequity iin isocial imedia. iThe icontribution iof iSMEs ito ithe idevelopment iof imany ideveloped iand 

ideveloping icountries icannot ibe ioveremphasized iin ijob icreation iand iits isignificance ito ithe 

icontribution ito itheir iGross iDomestic iProducts i(GDPs). iSocial imedia ihas itaken idominance iin ithe 

iworld iand ihas isubsequently iintroduced ia inew iparadigm iin ithe ioperations iof ibusinesses. iThe 
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iintroduction iof iSmartphone ihas isignificantly iinformed ithe idecisions iby iSMEs ito ideploy isocial imedia 

iplatforms i(networks) ifor itheir ioperations. iDespite igrowing iinterest iin ithis iarea iof iresearch, 

iknowledge igaps istill iexist, iproviding iopportunities ifor ifurther iresearch ito ibe iconducted. iA iqualitative 

iapproach ihas ibeen iadopted iin ithis iresearch ias ia imethodology, ispecifically, idocument ianalysis. iThe 

idatabase iof iSCOPUS, iWoS, iand iGoogle iScholar iwas ithe isource iof igenerating iscientific ipapers ivia 

ikeywords isearch. iThe itheoretical iimplication iof ithis ipaper iwould iadd ito ithe iexisting ibody iof 

iknowledge iand icontribute ito ifilling ithe iexisting iresearch igap iin ithis iresearch iarea. iThe iresults 

iprovided iby ithis ipaper iwould ihelp iSME ipractitioners ito iobtain iadequate iinformation ion ithe ivarious 

isocial imedia iplatforms iavailable ifor ithem ito iadopt, iand ihow ithose iplatforms ican icontribute ito itheir 

isuccess. iThe istudy iprovides ithe ibasis ifor ifurther iresearch isince iit iis ipurely ia iliterature ireview. 

Ghezzi iand iCavallo i(2020) iexamines iagile ibusiness imodel iinnovation iin idigital ientrepreneurship: 

iLean istartup iapproaches. iA isurvey iinvolving i394 iowner-managers iof ifashion iSMEs ifrom iNairobi 

iand iKiambu icounties iwas idone, iusing ia istructured iquestionnaire; iand imultivariate ianalysis iwas idone 

ithrough istructural iequations imodelling. iSocial iidentity iand iperceived iease iof iuse ibore isignificant 

iinfluence ion ithe iusage iof isocial imedia iwhereas iperceived iusefulness ishowed ino isignificance iin 

iinfluencing iowner-managers’ iintention ito iuse isocial imedia. iThe iuse iof isocial imedia ion ithe iother ihand 

ihad ia isignificant iinfluence ion iSME igrowth. iSocial imedia iusage iis iconsidered iuseful iin ibusiness ibut 

ithere iis ino imotivation itowards iusage iby ithe iowner-mangers. iPolicy imakers ican itherefore iprovide ian 

ienabling ienvironment ito iencourage iuse iof isocial imedia iby iSMEs. iThis istudy isought ito ifind iout 

iwhether ior inot ithe iuse iof isocial imedia ihas ia idirect ieffect ion igrowth iof iSMEs. 
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Keegan iand iRowley i(2020) icarried iout ia istudy ion iManagement iDecision iEvaluation iand idecision 

imaking iin isocial imedia imarketing. iThe irules iof imarketing iare ichanging iall ithe itime iand icompanies 

ihave ito idevelop inew itypes iof imarketing ito isurvive iin ithe ihard icompetition itoday. iTechnology ihas 

itaken imarketing iin ia inew idirection, iwhere ionline imarketing iis ithe imost idynamic iand ifast-moving 

ifield iwithin imarketing itoday. iSocial imedia iis ia ipart iof ionline imarketing ithat ihas iincreased ia ilot iover 

ithe ipast iyears. iCompanies iin ithe iapparel iindustry iare iusing isocial imedia ifrequently itoday ias ia iway ito 

icommunicate iwith itheir icustomers iand iare inow ibeing iable ito icommunicate iand ireach ito itheir 

iconsumers ito ia imuch ilower icost ithan iever ibefore. iResearch iQuestion: i- iWhat ishould ia ismall iand 

imedium isized ienterprise iin ithe ifashion iindustry iconsider iwhen iapproaching isocial imedia isuccessfully 

ias ia imarketing istrategy? iMethod: iThis ithesis iis ibased ion ia iqualitative istudy iwith imainly iin-depth 

iinterviews. iWe ihave iheld iinterviews iwith iseveral irespondents iwithin iour iresearch ifield ibut iwith 

iknowledge iin idifferent iareas. iWe ibelieve ithat ithis igives ian ioverall iperspective ito ithe iproblem. 

iPurpose: iThe ipurpose iof ithis ithesis iis ito iincrease iour iknowledge iof ihow isocial imedia ican ibe iused ias ia 

imarketing itool iby iSMEs iin ithe ifashion iindustry. iConclusions iin ishort: iOur imain iconclusion ito ithe 

iresearch iis ithat ito iwork iwith isocial imedium iin ia isuccessful iway ias ia ismall ior imedium isized ifashion 

icompany iyou ineed idevotion. iThere iis ino i”right” iway, iand ithe istrategy itakes itime. iEverything ishould 

ibe iwell iplanned iaccording ito ithe inature iof ithe ibusiness iand ithe igoals. iFurthermore iit iis iimportant ito 

irealize ithat isocial imedia iis inot ifocused ion icreating isales, ibut iinstead ion ibuilding irelationships iand 

igiving iyou ias ia ibusiness iowner ian iinsight ito iyour icustomers’ iminds. 
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Keles, iMccrae, iand iGrealish i(2020) iassessed ithe irole iof ithe iSocial iMedia ion ithe igrowth iof iSmall iand 

iMedium iSize iEnterprises i(SMEs) iin iCameroon iwhile itrying ito ido ia icomparative ianalysis iwith iKanjo 

i(2018) iassessed ithe irole iof ithe iSocial iMedia ion ithe igrowth iof iSmall iand iMedium iSize iEnterprises 

i(SMEs) iin iCameroon iwhile itrying ito ido ia icomparative ianalysis iwith ithe icase iof iFinland. iIn iaddition, 

iit iwas ito ianalyze iand iestablish iif ithere iis ia ipositive ilink ibetween isocial imedia iand ithe igrowth iof iSmall 

iand imedium isize ienterprises. iDescriptive isurvey idesign iwas iused; ia isample iof i25 iSMEs iwere 

isampled ifrom iCameroon iand i25 ifrom iFinland ias iwell. iPrimary idata iwas icollected iusing 

iquestionnaires. iAnalysis iwas idone iusing iStatistical iPackage ifor iSocial iScience i(SPSS). iStudy 

ifindings iindicated ithat ithe iSocial iMedia iwere ihighly iinstrumental iin ithe igrowth iof iSMEs iin 

iCameroon iand iFinland. iAdditionally, iadoption iof isocial imedia itools ilike iFacebook, itwitter, 

iWhatsapp, iBlogs iwere iimportant iin ireaching iout ito ipotential icustomers iof iSMEs iin iCameroon irelated 

ito igrowth iof iSMEs. iTherefore, ifindings iindicated ithat ihigh igrowth iof iSMEs iwas imostly iassociated 

iwith iusage iof isocial imedia. iThe istudy irecommended ithat iSMEs ishould iconsider iusing ithe iInternet 

ithrough isoftware isolutions, imeet iincreasing iuse iand ifor iresearch ito ibe iconducted ito iidentify 

iadditional ichallenges ithat iwill ienable iSMEs ioperations ito ibe iefficient, iensure igrowth iand 

isustainability. 

Nzoja iet ial i(2023) iinvestigated ithe irelationship ibetween iutilization iof isocial imedia iand iperformance 

iof iSMEs iin iDodoma iCity, iTanzania. iThe ispecific iobjectives iof ithe istudy iwere ito iexamine ithe ieffect 

iof ieffect iof isocial imedia ion iSMEs iperformance, iand ithe irelationship ibetween isocial imedia iuse iand 

iinnovation iand ibranding iin iSMEs. iData iwere icollected ifrom i336 isystematic irandomly iselected iSMEs 
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iusing ia istructured iquestionnaire. iData ianalysis iinvolved ithe iuse ibivariate icorrelation ianalysis, 

istructural iequation imodel iand iconfirmatory ifactory ianalysis. iIt iwas ifound ithat iuse iof isocial imedia ihas 

isignificant ieffect ion iSMEs iperformance ias iit icontributes ito icost ieffectiveness, icustomer isatisfaction 

iand imarket iperformances. iSimilarly, iuse iof isocial imedia ialso ipositively iaffects iinnovation iand 

ibranding iof iSMEs. iThus, iSMEs ishould ibe iencouraged ito ifully iexploit iand iuse ivarious iavailable iand 

iaffordable isocial imedia inetworks ifor imarketing iand inetworking ipurposes ito irapidly iincrease 

iperformance iand itheir igrowth. 

Eltayib iet ial. i(2018) iexamined ithe ieffect iof isocial imedia imarketing iin ismall ibusiness 

iperformance. iThe iproblem iof iresearch iwas ito iidentify istrategies ito ihelp iSME’s ithrough ithe iuse 

iof isocial imedia ito iinteract iwith iconsumers, ias ithere iis ia ilack iof iuse iof ithese imeans iin 

iinstitutions. iThe iaim iof ithe iresearch iis ito iassess ithe iimpact iof isocial imedia ion ismall ibusinesses, 

ito iidentify isocial imedia istrategies iused iin ismall ibusinesses, ito iidentify ithe iapplication iof isocial 

imedia ito ismall ibusinesses, iand ito idefine ihow isocial imedia ican ibe iapplied ito ismall ibusinesses. 

iThe iimportance iof iresearch iis iimportant ito istudy ithe iimpact iof isocial iactivity ion ithe 

iperformance iof ismall ibusinesses, iin ithe isocial imedia ienvironment iwhere iit iis inecessary ifor 

ismall icompanies ito iunderstand ithe istrategies iof iusing iFace ibook, iTwitter. iThe iresearch 

ifollowed ithe idescriptive ianalytical imethod, iby ilinking ithe ivariables itheoretically iand ithrough 

ithe iquestionnaire ito iproduce iconclusions iand irecommendations iuseful iin ithe ifield iof iscientific 

iresearch iand ismall ibusiness iactivity. iOne iof ithe imain ifindings iof ithis iresearch iis ithat ithe 

ianalysis iof ithe ifield istudy ishows ia ipositive irelationship ibetween ithe iapplied iwork iand ithe ismall 
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ibusiness. iThe iimplementation iof ithe isocial imedia istrategy ileads ito ithe igrowth iof ismall 

ibusinesses. iThe iresearch irecommendations ishould ifocus ion iincreasing ithe iuse iof isocial imedia 

iin ibusiness, iconducting imore istudies iand iresearches ion ithe iapplication iof isocial imedia iin 

ivarious ibusinesses, ispreading ithe iculture iof iusing isocial imedia iin ibusiness. 
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CHAPTER iTHREE 

METHODOLOGY 

3.1 iIntroduction 

This ichapter ifocuses ion ithe imethodology ithe iresearcher iused ito iexecute ithe istudy. iIt ialso ipresents ithe 

idescription iof iresearch idesign, ipopulation iof istudy iand isample isize, iresearch iinstrument, ivalidity iof 

iresearch iinstrument, imethod iof idata icollection ias iwell ias idata ianalysis. 

3.2 iResearch iDesign 

It iis ia iterm iused iin ia inumber iof idecisions iwhich ineed ito ibe itaken iregarding ithe icollection iof idata 

ibefore ithey iare icollected iNwana, i(2010). iIt iprovides iguidelines iwhich idirect ithe iresearcher itowards 

isolving ithe iresearch iproblem iand imay idepend ion ithe inature iof ithe iproblem ibeing istudied. iOkaja, 

i(2013), iresearch idesign imeans ithe istructuring iof iinvestigation iaimed iat iidentifying ivariables iand itheir 

irelationship, iit iis iused ifor ithe ipurpose iof iobtaining idata ito ienable ithe iinvestigator itest ihypothesis ior 

ianswer iresearch iquestion iby iproviding iprocedural ioutline ifor iconducting iresearch”. iFor ithe ipurpose 

iof ithis istudy, ithe icausal iresearch idesign iwas iadopted iin ithis istudy ibecause iit iinvestigates ithe ieffect iof 

ione ivariable ion ianother ii.e. isocial imedia iand ismall iscale ibusiness. 

3.3 iPopulation iof ithe iStudy 

The istudy's iresearch ipopulation iconsisted iof ismall iand imedium-sized ienterprises i(SMEs) ioperating iin 

ithe iOvia iNorth iEast iLocal iGovernment iArea iof iEdo iState, iwith ia iparticular ifocus ion itheir iutilization 

iof isocial imedia. iIn ithis ilocal igovernment iarea, ithere iexists ia isubstantial ipool iof iSMEs, inumbering 

imore ithan ione ithousand i(1,580), ias irevealed iin ia ifield isurvey iconducted iin i2023. iThe iselection iof 
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iSMEs ifor ithis istudy iwas ibased ion itheir iprominent ipresence iand iengagement ion ivarious isocial imedia 

iplatforms iwithin ithe ilocal icommunity. iThe ifour iSMEs ichosen ifor ithe iresearch iare iJARA, iNadia 

iBakery, iStop2shop, iand iMM2, iall iof iwhich ihave idemonstrated isignificant iactivity iand iimpact ion 

isocial imedia iin ithe icontext iof itheir ibusiness ioperations. 

3.4 iSample iand iSampling iTechnique i 

For ithis istudy, ia iSimple irandom isampling imethod iwas iemployed ito ichoose iparticipants ifor ithe istudy. 

iThe iselection iwas ientirely irandom, iinvolving ithe iparticipation iof i100 iemployees ifrom ia iselection iof 

ifour i(4) idistinct iSMEs. iSpecifically, i25 iquestionnaires iwere idistributed ito ieach iof ithe ifour iSMEs. iThe 

ireason ifor iusing isimple irandom isampling itechnique iis ito iensures ithat ievery imember iof ithe ipopulation 

ihas ian iequal ichance iof ibeing iincluded iin ithe isample. iThis ihelps iin icreating ia isample ithat iis imore 

ilikely ito ibe irepresentative iof ithe ientire ipopulation, ireducing ithe irisk iof ibias. iThe ichosen iemployees 

iwas ifrom ivarious ilocations, iensuring ia idiverse irange iof iperspectives. 

3.5 iResearch iInstrument 

The iresearch iinstrument ichosen ifor ithis iresearch iwork iis iQuestionnaire. iThe iquestionnaire iwas iin itwo 

i(2) isections ilabelled iSection iA iand iSection iB. iSection iA iwill iconsist iof iquestions ion ithe isocio- 

idemographic iprofile iof irespondents. iE.g. iSex, iAge,etc. iSection iB icomprises iof iitems ithat ishows ithe 

idata ito ibe iused ifor ithe ianalysis. 
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3.6 iValidity iof ithe iInstrument 

The ivalidity iof ithe iinstrument iwas iestablished iby ithe iproject isupervisor iand itwo iother iexperts iin ithe 

idepartment. iThe iquestionnaire iitems iwere iscrutinized iand icorrections iand irecommendations iwere 

iused ito iproduce ithe ifinal iinstrument. 

3.7 iReliability iof ithe iInstrument 

Reliability idemonstrates ithat ithe istudy ican ibe irepeated iwith ithe isame ioutcome. iJoppe, i(2000) idefines 

ireliability ias ithe iextent ito iwhich iresults iare iconsistent iover itime iand ian iaccurate irepresentation iof ithe 

itotal ipopulation iunder istudy. iIf ithe iresults iof ia istudy ican ibe ireproduced iunder ia isimilar imethodology, 

ithen ithe iresearch iinstrument iis iconsidered ito ibe ireliable. iThe iresearcher iused iclear iand iwell idefined 

iquestionnaire ias ia imethod iof idata icollection. iQuestions iby ithe irespondents iwere ialso iclarified. iThis iis 

ieasily iapplicable ito ianother isample ito itest ithe ireliability iof ithe iresults. iHowever, isubjectivity ithat imay 

idistort iresponses icannot ibe iover iruled. iThe iCronbach ialpha ireliability itest iwas iused ito idetermine ithe 

ireliability iof ithe iresponse iscale iof ithe iquestionnaire. 

Table i3.1 iCronbach iAlpha iValues 

S/N Variable Question Number iof iItems Cronbach ialpha ivalue 

1 Sex 1 2 0.698 

2 Religion 2 3 0.711 

3 Marital istatus 3 3 0.712 

4 Age i 4 4 0.682 

5 Social imedia ias ia imeans ito iincrease 

iprofit iin iSMEs 

4 5 0.743 

6 Social imedia ias ia imeans iof 

iCommunication ibetween icostumers 

iand iSMEs 

6 i– i10 5 0.707 

7 Social imedia ias ia imeans iof iexpanding 

imarket iin iSMEs 

11 i– i15 5 0.726 

Source: iResearcher’s ifieldwork i(2023) 
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3.8 iMethod iof iData iCollection 

Data iwas icollected iusing ithe iquestionnaire iwhich ithe iresearcher iadministered iface ito iface ito ithe 

irespondents. i100 icopies iof iquestionnaire iwere iadministered ito ithe irespondents. iAnd ia inumber iof idata 

icollection itechniques iwere iused ito ienable ime icollect ias imuch iand irelevant iinformation ias ipossible. 

3.9 iOperationalization/Measurement iof iVariables i 

The ioperationalisation iof ivariables iis ipresented iin ithe iTable i3.1 ibelow. iThe ivariables iwere imeasured 

iusing ithe i5-point iLikert iscale iranging ifrom istrongly iagree ito istrongly idisagree. 

Table i3.2: iOperationalisation iof iVariables 

S/N Variable Operationalisation Measuring iScale Question/ 

Statement 

1 Sex Sex iof ithe irespondent. Two-point 

icategorical iscales 

Q1 

2 Religion i Religion iof ithe irespondent Three-point iscale Q2 

3 Marital istatus Current imarital istatus iof 

iRespondents’ i 

Three-point iscale Q3 

4 Age i Respondents iage ias iat ilast ibirthday. Four-point iLikert 

iscale 

Q4 i 

5 Social imedia ias ia 

imeans ito iincrease 

iprofit iin iSMEs 

Evaluate ithe ipercentage iof isocial 

imedia-generated ileads ithat iresult iin 

iactual isales ior iconversions. iThis ican 

ibe itracked iover itime ito idetermine ithe 

iimpact iof isocial imedia ion 

iprofitability. 

Five-point iLikert 

iscale 

Q5 i- iQ10 

6 Social imedia ias ia 

imeans iof 

iCommunication 

ibetween 

icostumers iand 

iSMEs 

Measure ithe inumber iof ileads ior 

iinquiries igenerated ithrough isocial 

imedia ichannels. iThis ican iinclude 

itracking ihow imany ipeople isign iup 

ifor inewsletters, irequest iquotes, ior 

icontact ithe iSME ithrough isocial 

imedia 

Five-point iLikert 

iscale 

Q11 i– iQ15 

7 Social imedia ias ia 

imeans iof 

Determine iwhether isocial imedia 

iefforts ihave iled ito imarket iexpansion 

Five-point iLikert 

iscale 

Q15 i- iQ20 
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iexpanding imarket 

iin iSMEs 

iin inew igeographical iareas. iTrack 

isales ior iinquiries ifrom ipreviously 

iuntapped iregions. 

3.10 iMethod iof iData iAnalysis   

The idata icollected iwill ibe ianalyzed iin iregard ito ithe iresearch iquestions iand ihypotheses ifor ithe istudy 

iusing ithe iStatistical iPackage ifor iSocial iScience i(SPSS i22). iThese imethods iinclude iboth idescriptive 

iand iinferential imethod isuch ias imean iand istandard ideviation, iwhile iregression ianalysis iwill ibe iused ito 

itest ithe ihypotheses. 
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CHAPTER iFOUR 

ANALYSIS, iPRESENTATION iAND iINTERPRETATION iOF iDATA 

4.1 iIntroduction 

This ichapter ianalysis ipresented iis ibased ion ithe idata iobtained ifrom iresponse ito ithe iquestionnaire 

iadministered. iThe irespondents iwere ithe istaffs iamong ithe ismall iand imedium-sized ienterprises 

i(SMEs) ioperating iin ithe iOvia iNorth iEast iLocal iGovernment iArea iof iEdo iState. iThe ianalysis iof ithe 

idata iwas ito iobtain ianswer ito ithe iresearch iquestions iand ispecific iobjectives. iThe idata iwere iestimated 

iwith iStatistical iPackage ifor iSocial iSciences i(SPSS) iversion i22. iThe ianalysis iwas idone iand 

iinterpreted iin iheadings iand isubheadings isuch ias iresponse irate, idata ipresentation iand iinterpretation iof 

iresults iand ithen idiscussion iof ifindings. i 

4.2 iData iPresentation iand iAnalysis i 

A itotal iof ione ihundred i(100) iquestionnaires iwere idistributed iamong ithe ismall iand imedium-sized 

ienterprises i(SMEs) ioperating iin ithe iOvia iNorth iEast iLocal iGovernment iArea iof iEdo iState ione 

ihundred i(100) iwas iproperly ifilled iand ireturned. iThe iresponse ifrom ithe irespondents iwere iin ipie ichart 

ishowing ithe ioptions, ithe idecision imade. 
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Section iA 

Table i4.2.1: iRespondents iPersonal iData 

Items i Options i Frequency i % iof iResponse 

Sex Male i 38 38% 

 

 

Female i 62 62% 

Total i 100 100% 

Age i Less ithan i30yrs i 43 43% 

 31 i– i40yrs 37 27% 

41 i- i50yrs 13 13% 

51 i– i60yrs 7 7% 

Total i 100 100% 

Marital iStatus Single i 41 41% 

 Married 37 37% 

Other 22 22% 

Total i 100 100% 

Religion i Christianity i 69 69% 

 Islam i 27 27% 

Others i 4 4% 

Total i 100 100% 

Year i(s) iof i 

Experience 

Less ithan i3yr 22 22% 

 4-6yrs 54 54% 

7-10yrs 13 13% 

11yrs iabove i 11 11% 

Total i 100 100% 

Source: iField iSurvey i2023. 

Table i4.2.1 ishows ithat i38% iof ithe irespondents iare imales iwhile i62% iare ifemales, i43% iof ithe 

irespondents iage iare iless ithan i30years, iwhereas i37% iare ifrom i31-40yrs, i13% iare ifrom i41-50yrs, i7% 

iare ifrom i51-60yrs. i41% iof ithe irespondents iare isingle, i37% iare imarried, i22% iare iothers. iAlso, i69% iof 

ithe irespondents iare iChristians, i27% iare iMuslims, i4% iare iother. iLastly, i22% iof ithe irespondent ihas 

iexperience iless ithan i3year, i54% ihas iit ifor i4-6yrs, i13% ihas iit ifor i7-10yrs, iwhile i11% ihas iit ifor imore 

ithan i10yrs. i 
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Section iB 

Table i4.2.2: iSocial iMedia iand iProfit iin iSMEs. 

S/N Statements SD 

% 

D 

% 

U i 

% 

SA 

% 

A 

% 

Total 

% 

1 I ibelieve ithat imy iSME ihas ibenefited ifinancially 

ifrom iits ipresence ion isocial imedia. 

21 

21% 

12 

12% 

13 

13% 

33 

33% 

21 

21% 

100 

100% 

2 We iregularly imeasure ithe ireturn ion iinvestment 

i(ROI) iof iour isocial imedia imarketing iefforts. 

28 

28% 

39 

39% 

5 

5% 

17 

17% 

11 

11% 

100 

100% 

3 We ihave ia iclear isocial imedia imarketing istrategy 

ithat ialigns iwith iour ibusiness igoals 

12 

12% 

17 

17% 

2 

2% 

42 

42% 

29 

29% 

100 

100% 

4 Social imedia ihas ihelped ius igain ia icompetitive 

iedge iin iour iindustry 

18 

18% 

21 

21% 

14 

14% 

23 

23% 

24 

24% 

100 

100% 

5. Our iSME iallocates ia isufficient ibudget ifor isocial 

imedia iadvertising iand ipromotion. 

8 

8% 

13 

13% 

9 

9% 

31 

31% 

39 

39% 

100 

100% 

Source: iField isurvey i2023. 

Table i4.2.2 ishow ithat i21% iof ithe irespondents istrongly idisagreed ithat itheir iSME ihas ibenefited 

ifinancially ifrom iits ipresence ion isocial imedia iwhile i12% idisagreed, i13% iundecided, i33% istrongly 

iagreed iand i21% iagreed. i28% iof ithe irespondents istrongly idisagreed ithat ithey iregularly imeasure ithe 

ireturn ion iinvestment i(ROI) iof itheir isocial imedia imarketing iefforts, iwhereas i39% idisagreed, i5% 

iundecided, i17% istrongly iagreed iand i11% iagreed. i12% iof ithe irespondents istrongly idisagreed ithat 

ithey ihave ia iclear isocial imedia imarketing istrategy ithat ialigns iwith itheir ibusiness igoals, i17% 

idisagreed, i2% iundecided, i42% istrongly iagreed, i29% iagreed. i18% iof ithe irespondents istrongly 

idisagreed ithat isocial imedia ihas ihelped ithem igain ia icompetitive iedge iin itheir iindustry, ithen i21% 

idisagreed, i14% iundecided, i23% istrongly iagreed iand i24% iagree. iLastly, i8% iof ithe irespondents 

istrongly idisagreed ithat itheir iSME iallocates ia isufficient ibudget ifor isocial imedia iadvertising iand 

ipromotion, i13% idisagreed, i9% iundecided, i31% istrongly iagreed, i39% iagreed 
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Table i4.2.3: iSocial iMedia iand iCommunication ibetween iCostumers iand iSMEs 

S/N Statements SD 

% 

D 

% 

U i 

% 

SA 

% 

A 

% 

Total 

% 

1 Social imedia iplatforms iare ian ieffective imeans 

ifor icustomers ito icommunicate iwith iSMEs 

9 

9% 

14 

14% 

3 

3% 

41 

41% 

33 

33% 

100 

100% 

2 Social imedia imarketing ihas iincreased iour ibrand 

iawareness iamong ipotential icustomers 

8 

8% 

17 

17% 

13 

13% 

23 

23% 

39 i39% 100 

100% 

3 Interacting iwith icustomers ion isocial imedia ihas 

ihelped ius iimprove iour iproducts ior iservices 

11 

11% 

19 

19% 

10 

10% 

36 

36% 

24 

24% 

100 

100% 

4 Social imedia ianalytics iand iinsights iare iused ito 

imake iinformed imarketing idecisions iin iour iSME. 

17 

17% 

17 

17% 

16 

16% 

28 

28% 

22 

22% 

100 

100% 

5. Social imedia iplatforms ihelp ius iengage iwith iour 

itarget iaudience ieffectively 

12 

12% 

17 

17% 

2 

2% 

42 

42% 

29 

29% 

100 

100% 

Source: iField isurvey i2023 

Table i4.2.3 ishow ithat i9% iof ithe irespondents istrongly idisagreed ithat isocial imedia iplatforms iare ian 

ieffective imeans ifor icustomers ito icommunicate iwith iSMEs, iwhile i14% idisagreed, i3% iundecided, 

i41% istrongly iagreed iand i33% iagreed. i8% iof ithe irespondents istrongly idisagreed ithat isocial imedia 

imarketing ihas iincreased itheir ibrand iawareness iamong ipotential icustomers, iwhereas i17% idisagreed, 

i13% iundecided, i23% istrongly iagreed iand i39% iagreed. i11% iof ithe irespondents istrongly idisagreed 

ithat iinteracting iwith icustomers ion isocial imedia ihas ihelped ithem iimprove itheir iproducts ior iservices, 

i19% idisagreed, i10% iundecided, i36% istrongly iagreed, i24% iagreed. i17% iof ithe irespondents istrongly 

idisagreed ithat isocial imedia ianalytics iand iinsights iare iused ito imake iinformed imarketing idecisions iin 

iour iSME, ithen i17% idisagreed, i16% iundecided, i28% istrongly iagreed iand i22% iagree. iLastly, i12% iof 

ithe irespondents istrongly idisagreed ithat isocial imedia iplatforms ihelp ithem iengage iwith itheir itarget 

iaudience ieffectively, i17% idisagreed, i2% iundecided, i42% istrongly iagreed, i29% iagreed. i 
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Table i4.2.4: iSocial iMedia iand iMarket iExpansion iin iSMEs 

S/N Statements SD 

% 

D 

% 

U i 

% 

SA 

% 

A 

% 

Total 

% 

1 Social imedia iplatforms iare ieffective itools ifor 

ireaching ia iwider iaudience iand iexpanding 

imarket ireach ifor iSMEs 

10 

10% 

13 

13% 

0 

0% 

44 

44% 

33 

33% 

100 

100% 

2 Social imedia icampaigns ihave iincreased iour 

ibrand ivisibility iand irecognition iamong 

ipotential icustomers. 

3 

3% 

22 

22% 

21 

21% 

23 

23% 

31 

31% 

100 

100% 

3 Social imedia ihas iplayed ia isignificant irole iin 

iattracting inew icustomers ito imy iSME 

11 

11% 

24 

24% 

16 

16% 

23 

23% 

26 

26% 

100 

100% 

4 Social imedia iplatforms iare iessential ifor 

ipromoting iproducts ior iservices iin imy iSME. 

14 

14% 

24 

24% 

15 

15% 

33 

33% 

14 

14% 

100 

100% 

5. Our iSME iallocates ia isufficient ibudget ifor isocial 

imedia iadvertising iand ipromotion ito iexpand ithe 

imarket 

8 

8% 

13 

13% 

9 

9% 

31 

31% 

39 

39% 

100 

100% 

Source: iField isurvey i2023. 

Table i4.2.4 ishow ithat i10% iof ithe irespondents istrongly idisagreed ithat isocial imedia iplatforms iare 

ieffective itools ifor ireaching ia iwider iaudience iand iexpanding imarket ireach ifor iSMEs, iwhile i13% 

idisagreed, i0% iundecided, i44% istrongly iagreed iand i33% iagreed. i3% iof ithe irespondents istrongly 

idisagreed ithat isocial imedia icampaigns ihave iincreased itheir ibrand ivisibility iand irecognition iamong 

ipotential icustomers, iwhereas i22% idisagreed, i21% iundecided, i23% istrongly iagreed iand i31% iagreed. 

i11% iof ithe irespondents istrongly idisagreed ithat isocial imedia ihas iplayed ia isignificant irole iin iattracting 

inew icustomers ito itheir iSME, i24% idisagreed, i16% iundecided, i23% istrongly iagreed, i26% iagreed. 

i14% iof ithe irespondents istrongly idisagreed ithat isocial imedia iplatforms iare iessential ifor ipromoting 

iproducts ior iservices iin itheir iSME, ithen i24% idisagreed, i15% iundecided, i33% istrongly iagreed iand 

i14% iagree. iLastly, i8% iof ithe irespondents istrongly idisagreed ithat itheir iSME iallocates ia isufficient 
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ibudget ifor isocial imedia iadvertising iand ipromotion ito iexpand ithe imarket, i13% idisagreed, i9% 

iundecided, i31% istrongly iagreed, i39% iagreed. 

4.3 iAnalysis iof iResearch iHypotheses 

In iorder ito itest ithe ihypothesis, iregression ianalysis itechniques iwere iused iand ithe ivalidity itest iof ithe 

ihypothesis iis idone ithrough iT-test imethod. 

Hypothesis iI 

H0 There iis irelationship ibetween iSocial imedia iand iSMEs iprofitability. 

H1 There iis ino irelationship ibetween iSocial imedia iand iSMEs iprofitability. 

Table i4.3.1 

Model R R iSquare Adjusted iR iSquare Std. iError iof ithe iEstimate 

1 .677a .131 .553 1.077 

a. iPredictors: i(Constant), iSocial iMedia i 

b. iDependent iVariable: iSMEs iProfitability 
 

Table i4.3.2 

Model Sum iof iSquares Df Mean iSquare F Sig. 

1 Regression 8.756 2 4.378 3.773 .002a 

Residual 271.497 234 1.160   

Total 280.253 236    

a. iDependent iVariable: iSMEs iProfitability i 

b. iPredictors: i(Constant), iSocial iMedia i 
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Table i4.3.3 ishows ithe ivalue iof iR2
 iwhich iis i0.131 iindicates ithat iall ithe iindependent ivariables i(explain 

i13.1% iof ithe isystematic ivariation iin ithe idependent ivariable). iFrom ithe itable, ithe it-test iof isocial imedia 

iis i(3.584) isignificant iat ip-value i(0.001) iless ithan ithe icritical ivalue i(0.05). iThis ishows ithat isocial imedia 

iis isignificant ibecause ithe ip-value iis i0.001 iwhich iis iless ithan i0.05 iand iit ihas ipredictive isignificance ifor 

ithe iprofitability iof iSMEs. i 

Hypothesis iII 

H0 There iis irelationship ibetween isocial imedia iand iSMEs iCommunication. 

H1 There iis ino irelationship ibetween isocial imedia iand iSMEs iCommunication. 

Table i4.3.4 

Model R R iSquare Adjusted iR iSquare Std. iError iof ithe iEstimate 

1 .561a .314 .308 1.059 

a. Predictors: i(Constant), iSocial iMedia 

b. Dependent iVariable: iSMEs iCommunication 

 

Table i4.3.5 

Model Sum iof iSquares Df Mean iSquare F Sig. 

1 Regression 120.838 2 60.419 53.840 .000a 

Residual 263.717 235 1.122   

Total 384.555 237    

Table i4.3.3 

Model 

Unstandardized iCoefficients 

Standardized 

iCoefficients 

T Sig. B Std. iError Beta 

1 (Constant) 2.128 .206  10.315 .000 

Social iMedia .194 .059 .102 3.584 .001 

      

a. iDependent iVariable: iSMEs iProfitability 
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a. iDependent iVariable: iSMEs iCommunication 

b. iPredictors: i(Constant), iSocial iMedia i 

 

Table i4.3.6 i 

Model 

Unstandardized iCoefficients 

Standardized 

iCoefficients 

T Sig. B Std. iError Beta 

1 (Constant) 2.727 .202  13.527 .000 

Social iMedia i .443 .058 .422 7.675 .000 

      
 

a. Dependent iVariable: iSMEs iCommunication 

Table i4.26 ishows ithe ivalue iof iR2
 iwhich iis i0.314 iindicates ithat iall ithe iindependent ivariables i(explain 

i31.4% iof ithe isystematic ivariation iin ithe idependent ivariable). iFrom ithe itable, ithe it-test iof isocial imedia 

iis i(7.675) isignificant iat ip-value i(0.000) iless ithan ithe icritical ivalue i(0.05). iThis ishows ithat ithe 

irelationship ibetween isocial imedia iis isignificant ibecause ithe ip-value iis i0.000 iwhich iis iless ithan i0.05 

iand iit ihas ipredictive isignificance ifor ithe icommunication iof iSMEs. i 

Hypothesis iIII 

H0 There iis irelationship ibetween isocial imedia iand iSMEs iExpansion 

H1 There iis ino irelationship ibetween isocial imedia iand iSMEs iExpansion 

Table i4.3.7 

Model R R iSquare Adjusted iR iSquare Std. iError iof ithe iEstimate 

1 .247a .061 .653 1.072 

a. iPredictors: i(Constant), iSocial iMedia 

b. iDependent iVariable: iSMEs iExpansion 
 

Table i4.3.8 

Model Sum iof iSquares Df Mean iSquare F Sig. 

1 Regression 17.516 2 8.758 7.614 .001a 

Residual 270.303 235 1.150   
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Table i4.3.7 

Model R R iSquare Adjusted iR iSquare Std. iError iof ithe iEstimate 

1 .247a .061 .653 1.072 

Total 287.819 237    

a. iDependent iVariable: iSMEs iExpansion i 

b. iPredictors: i(Constant), iSocial iMedia 

Table i4.3.9 

Model 

Unstandardized iCoefficients 

Standardized 

iCoefficients 

t Sig. B Std. iError Beta 

1 (Constant) 3.120 .202  15.478 .000 

Social iMedia .439 .062 .214 3.207 .002 

      

a. iDependent iVariable: iSMEs iExpansion. 

Table i4.3.9 ishows ithe ivalue iof iR2
 iwhich iis i.061 iindicates ithat iall ithe iindependent ivariables i(explain 

i6.1% iof ithe isystematic ivariation iin ithe idependent ivariable). iFrom ithe itable, ithe it-test iof isocial imedia 

iis i(3.207) isignificant iat ip-value i(0.002) iless ithan ithe icritical ivalue i(0.05). iThis ishows ithat isocial 

imedia iis isignificant ibecause ithe ip-value iis i0.002 iwhich iis iless ithan i0.05 iand iit ihas ipredictive 

isignificance ifor ithe iexpansion iof iSMEs. 

4.4 iDiscussion iof iFindings 

The ifindings ipresented iin iTables i4.2.2, i4.2.3, iand i4.2.4 ished ilight ion ithe icomplex irelationship 

ibetween ismall iand imedium-sized ienterprises i(SMEs) iand itheir iuse iof isocial imedia ias ia imarketing iand 

icommunication itool. i 

In itable i4.2.2 ithis itable ireveals ithat ia isubstantial ipercentage iof irespondents iexpress iskepticism iabout 

ithe ifinancial ibenefits iof isocial imedia ifor iSMEs. iApproximately i33% iof irespondents idisagreed iin 
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isome iform iwith ithe iidea ithat isocial imedia ihas ia ipositive iimpact ion itheir iSME's ifinancial 

iperformance. iThis iindicates ithat ia isignificant iportion iof iSMEs imay inot ibe iexperiencing ia iclear iand 

idirect ireturn ion iinvestment ifrom itheir isocial imedia iefforts. iFurthermore, ithe idata ishows ithat iless ithan 

i30% iof irespondents istrongly iagreed ithat itheir isocial imedia imarketing istrategy ialigns iwith itheir 

ibusiness igoals. iThis isuggests ithat imany iSMEs imay ilack ia iwell-defined istrategy, iwhich iis ia ivital 

icomponent iof isuccessful isocial imedia imarketing. 

Table i4.2.3: iIn ithis itable, iit's iapparent ithat ithe imajority iof irespondents iacknowledge ithe ieffectiveness 

iof isocial imedia ias ia icommunication itool. iOver i70% ieither istrongly iagreed ior iagreed ithat isocial imedia 

iplatforms iare ieffective ifor icustomer icommunication. iThis ifinding iunderscores ithe isignificance iof 

isocial imedia ias ia icustomer iengagement iand isupport ichannel. iHowever, iwhen iit icomes ito iother 

iaspects iof isocial imedia's iimpact, ithe idata iis iless iclear. iWhile i74% iof irespondents iagree ithat isocial 

imedia ihas iincreased ibrand iawareness, ionly i60% istrongly iagree ithat iit ihelps iimprove iproducts. iThis 

isuggests ithat iSMEs imight inot ifully irecognize ior iharness ithe ipotential ifor iusing isocial imedia ifor 

iproduct idevelopment iand ienhancement. 

Table i4.2.4 ifocuses ion ithe iexpansion iof imarket ireach iand ibrand irecognition ithrough isocial imedia. iA 

iconsiderable inumber iof irespondents, i77%, iagreed ithat isocial imedia iplatforms iare ieffective itools ifor 

ireaching ia iwider iaudience iand iexpanding imarket ireach ifor iSMEs. iThis ialigns iwith ithe ibroader 

iunderstanding iof isocial imedia's irole iin ireaching ia iglobal iaudience. iOn ithe iother ihand, ithe idata 

isuggests ithat ithere's isome iroom ifor iimprovement iwhen iit icomes ito ipromoting iproducts ior iservices ion 

isocial imedia. iOnly i47% iof irespondents istrongly iagree ithat isocial imedia iplatforms iare iessential ifor 



53 

 

ipromoting iproducts ior iservices. iThis iindicates ithat ia isignificant iportion iof iSMEs imight inot ifully 

ileverage isocial imedia ifor ipromotional ipurposes. 
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CHAPTER iFIVE 

SUMMARY, iCONCLUSION iAND iRECOMMENDATION 

5.1 iSummary iof iFindings, i 

In isummary, ithe ifindings iindicate ithat iSMEs igenerally irecognize ithe iimportance iof isocial imedia ias ia 

icommunication itool iand iacknowledge iits ipotential ifor iexpanding imarket ireach iand iincreasing ibrand 

iawareness. iHowever, ithere iare idoubts iabout ithe idirect ifinancial ibenefits, ialignment iwith ibusiness 

igoals, iand ileveraging isocial imedia ifor iproduct iimprovement iand ipromotion. iSMEs ishould iconsider 

iaddressing ithese iissues ithrough iclearer istrategies, ibetter imeasurement iof iROI, iand imore itargeted 

iefforts ito ifully iunlock ithe ipotential iof isocial imedia imarketing. 

5.2 iConclusion i 

In iconclusion, ithe ifindings ifrom iTables i4.2.2, i4.2.3, iand i4.2.4 icollectively idemonstrate ia inuanced 

ipicture iof ihow ismall iand imedium-sized ienterprises i(SMEs) iperceive iand iutilize isocial imedia iin itheir 

imarketing iand icommunication iefforts. 

On ithe ipositive iside, iit's ievident ithat iSMEs igenerally irecognize ithe ieffectiveness iof isocial imedia ias ia 

imeans iof icommunication iwith icustomers. iOver i70% iof irespondents istrongly iagreed ior iagreed ithat 

isocial imedia iplatforms iare ivaluable ifor icustomer iinteraction. iThis iunderscores ithe iimportance iof 

imaintaining ia istrong isocial imedia ipresence ito iengage iwith ithe iaudience ieffectively. iHowever, ithere 

iare iseveral iareas ithat iwarrant iattention iand iimprovement. iThe iskepticism iaround ithe ifinancial 

ibenefits iof isocial imedia iis inoteworthy, iwith iapproximately ione-third iof irespondents iexpressing idoubt 

iabout iits ipositive iimpact ion itheir iSME's ifinancial iperformance. iThis isuggests ithe ineed ifor ibetter 
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imeasurement iand iclearer istrategies ito idemonstrate ia itangible ireturn ion iinvestment i(ROI) ifrom isocial 

imedia iefforts. 

The ifinding ithat iless ithan i30% iof irespondents istrongly iagreed ithat itheir isocial imedia istrategy ialigns 

iwith itheir ibusiness igoals iis ianother iimportant iobservation. iAligning ithe idigital imarketing istrategy 

iwith ibusiness iobjectives iis icritical ifor isuccess. iThis ihighlights ithe ineed ifor iSMEs ito ireevaluate iand 

ipossibly irefine itheir isocial imedia istrategies ito iensure ithey iare iin iharmony iwith ibroader ibusiness 

igoals. iAdditionally, iwhile ithere iis irecognition ithat isocial imedia ican ienhance ibrand iawareness, 

irespondents iwere iless iconfident iabout iits irole iin iimproving iproducts iand iservices. iThis iimplies ian 

iopportunity ifor iSMEs ito iexplore ihow ithey ican ileverage isocial imedia ito igather icustomer iinsights iand 

ienhance itheir iofferings. 

Finally, ithe idata isuggests ithat ithere's iroom ifor iimprovement iin iterms iof iusing isocial imedia ifor 

iproduct ior iservice ipromotion. iOnly i47% iof irespondents istrongly iagreed ithat isocial imedia iplatforms 

iare iessential ifor ithis ipurpose, iindicating ithat isome iSMEs imay inot ibe imaximizing itheir ipromotional 

ipotential. iIn ilight iof ithese ifindings, iit's iclear ithat iSMEs ishould iconsider irevisiting itheir isocial imedia 

istrategies, ienhancing itheir iROI imeasurement, iand iexploring iways ito imake isocial imedia ia imore 

iintegral ipart iof itheir iproduct iimprovement iand ipromotion iefforts. iOverall, ithis istudy iunderscores ithe 

isignificance iof isocial imedia iin ithe imodern ibusiness ilandscape ibut ihighlights ithe ineed ifor iSMEs ito 

iadapt iand irefine itheir iapproaches ito ifully irealize iits ibenefits. 
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5.3 iRecommendation 

Based ion ithe ifindings idiscussed, ihere iare isome ikey irecommendations ifor ismall iand imedium-sized 

ienterprises i(SMEs) ilooking ito iimprove itheir isocial imedia imarketing iand icommunication istrategies: 

1. SMEs ishould idevelop iwell-defined isocial imedia imarketing istrategies ithat ialign iclosely iwith 

itheir ioverall ibusiness igoals. iThis ialignment iis iessential ifor iensuring ithat isocial imedia iefforts 

icontribute ito itangible ibusiness ioutcomes. 

2. It's icrucial ifor iSMEs ito iestablish irobust imechanisms ifor imeasuring ithe ireturn ion iinvestment 

i(ROI) ifrom itheir isocial imedia imarketing iefforts. iThis iincludes itracking imetrics isuch ias ileads 

igenerated, isales iconversions, iand icustomer iacquisition icost. 

3. SMEs ishould iuse isocial imedia ias ia iplatform ifor igathering iinsights iand ifeedback ifrom 

icustomers. iThis ican ihelp iin iproduct ior iservice iimprovement iand icustomization ito ibetter imeet 

icustomer ineeds iand iexpectations. 

4. To ifully icapitalize ion isocial imedia's ipromotional ipotential, iSMEs ishould iinvest iin itargeted 

iadvertising icampaigns iand icontent imarketing istrategies. iThis ican ihelp iraise ibrand ivisibility, 

idrive isales, iand ireach ia iwider iaudience. 

5. Interacting iwith ithe itarget iaudience ieffectively iis icrucial. iSMEs ishould iactively irespond ito 

icustomer iqueries, icomments, iand ifeedback ion isocial imedia iplatforms. iThis iengagement 

ifosters ia isense iof icommunity iand itrust. 
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6. Social imedia itrends iand ialgorithms ichange ifrequently. iSMEs ishould icontinuously iassess iand 

iadapt itheir istrategies ito istay icurrent iand ieffective. iStaying iagile iand iopen ito iexperimentation 

iis ikey. 

7. Consider iinvesting iin itraining ifor iemployees ior ihiring isocial imedia iexperts iwho ican inavigate 

ithe iever-evolving ilandscape ieffectively. iHaving iskilled iprofessionals ican imake ia isignificant 

idifference iin isocial imedia isuccess. 

8. SMEs ishould iregularly imonitor iand ianalyze isocial imedia ianalytics iand iinsights ito imake 

iinformed imarketing idecisions. iThis idata ican iprovide ivaluable iinformation ifor ioptimizing 

istrategies. 

5.4 iSuggestion ifor iFurther iStudies 

Here iare isome isuggestions ifor ifurther istudies iin ithe irealm iof isocial imedia imarketing ifor ismall iand 

imedium-sized ienterprises i(SMEs): 

1. Conduct idetailed icase istudies iof iSMEs ithat ihave iachieved inotable isuccess iin itheir isocial 

imedia imarketing iefforts. iAnalyze itheir istrategies, ichallenges, iand ioutcomes ito iidentify ibest 

ipractices. 

2. Explore ihow iSMEs ihandle icrises iand inegative ievents ion isocial imedia iplatforms. iExamine 

istrategies ifor ireputation imanagement iand icustomer iretention iduring isuch isituations. 

3. Investigate ihow iSMEs imanage iand icoordinate itheir isocial imedia ipresence iacross imultiple 

iplatforms. iAnalyze iwhich iplatforms iare imost ieffective ifor ispecific iobjectives iand iindustries. 
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4. Examine ithe iefficiency iand ireturn ion iinvestment iof ivarious iforms iof isocial imedia iadvertising, 

iincluding ipaid iads, iinfluencer ipartnerships, iand isponsored icontent. 

5. Research ihow iconsumer ibehavior ion isocial imedia iplatforms iinfluences iSME imarketing 

istrategies. iUnderstand ihow ifactors ilike iuser iengagement, icontent ipreferences, iand ireviews 

iimpact idecision-making. 
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APPENDIX 

 

DEPARTMENT iOF iBUSINESS iADMINISTRATION 

FACULTY iOF iMANAGEMENT iSCIENCES 

UNIVERSITY iOF iBENIN 

BENIN iCITY 

 

 

QUESTIONNAIRE iON iSOCIAL iMEDIA iAND iSMALL iAND iMEDIUM iSIZE 

iENTERPRISES 

Dear iRespondents, 

APPEAL iFOR iTHE iCOMPLETION iOF iQUESTIONNAIRE 

I iam ia i400 ilevel istudent iof ithe iabove-named iDepartment. iAs ipart iof ithe irequirement ifor ithe 

iprogramme, iI iam iconducting ia iresearch ion i“Social iMedia iand iSmall iand iMedium iSize 

iEnterprises iin iEdo iState”. iIn ithis iregard, iyou ihave ibeen irandomly iselected ias ia imember iof ithe 

isample. 

I ialso iwish ito iassure iyou ithat iyour iresponses iwill ibe itreated iin istrict iconfidence iand iused ifor ithe 

istated iacademic ipurpose ionly. i 

Thank iyou. 

Yours ifaithfully. 

______________ 

Josephine iOndah 
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SECTION iA: iPERSONAL iDATA i 

Instruction: iPlease ikindly itick i(√) iin ithe ispaces iprovided iagainst ieach iquestion. 

1. Sex: iMale i( i) iFemale i( i) 

2. Age: iLess ithan i30 iyears i( i) i31 i- i40 iyears i( i) i41 i– i50 iyears i( i) i51 i– i60 iyears i( i) 

3. Marital istatus: iSingle i( i) iMarried i( i) iOther i( i) 

4. Religion: iChristianity i( i) iIslam i( i) iOthers i( i) 

5. Experience: iUnder i3yrs iBelow i[ i] i4-6yrs i[ i] i7-10yrs i[ i] i11yrs iabove i[ i] 

 

SECTION iB i 

In ithis isection, iplease itick i(√) iin ithe iappropriate ibox iagainst ithe icorrect ianswer iin iyour iown 

iopinion. 

 

KEY: iSA i= iStrongly iAgree, iA i= iAgree, iU i= iUndecided, iD i= iDisagree, iSD i= iStrongly 

idisagree 

S/N ITEM      

SOCIAL iMEDIA iAND iPROFIT iIN iSMEs SA A U D SD 

6 I ibelieve ithat imy iSME ihas ibenefited ifinancially ifrom iits ipresence 

ion isocial imedia. 

     

7 We iregularly imeasure ithe ireturn ion iinvestment i(ROI) iof iour isocial 

imedia imarketing iefforts. 

     

8 We ihave ia iclear isocial imedia imarketing istrategy ithat ialigns iwith 

iour ibusiness igoals 

     

9 Social imedia ihas ihelped ius igain ia icompetitive iedge iin iour iindustry      

10 Our iSME iallocates ia isufficient ibudget ifor isocial imedia iadvertising 

iand ipromotion. 

     

SOCIAL iMEDIA iAND iCOMMUNICATION iBETWEEN 

iCOSTUMERS iAND iSMEs 

SA A U D SD 

11 Social imedia iplatforms iare ian ieffective imeans ifor icustomers ito 

icommunicate iwith iSMEs 

     

12 Social imedia imarketing ihas iincreased iour ibrand iawareness iamong 

ipotential icustomers 

     

13 Interacting iwith icustomers ion isocial imedia ihas ihelped ius iimprove 

iour iproducts ior iservices 
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14 Social imedia ianalytics iand iinsights iare iused ito imake iinformed 

imarketing idecisions iin iour iSME. 

 i  i 
   

15 Social imedia iplatforms ihelp ius iengage iwith iour itarget iaudience 

ieffectively 

     

SOCIAL iMEDIA iAND iMARKET iEXPANSION iIN iSMEs SA A U D SD 

16 Social imedia iplatforms iare ieffective itools ifor ireaching ia iwider 

iaudience iand iexpanding imarket ireach ifor iSMEs 

     

17 Social imedia icampaigns ihave iincreased iour ibrand ivisibility iand 

irecognition iamong ipotential icustomers. 

     

18 Social imedia ihas iplayed ia isignificant irole iin iattracting inew 

icustomers ito imy iSME 

     

19 Social imedia iplatforms iare iessential ifor ipromoting iproducts ior 

iservices iin imy iSME. 

     

20 Our iSME iallocates ia isufficient ibudget ifor isocial imedia iadvertising 

iand ipromotion ito iexpand ithe imarket 

     

 

Thank iyou. 

 

 


