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Abstract

This study examined the effect of social media marketing on performance of selected small
and medium enterprises (SMEs) in South-West, Nigeria. Descriptive survey research design
was adopted. The population is 17, 534 which comprises of the SMEs in Lagos, Oyo and
Osun States as these states have the largest concentration of SMEs in South West, Nigeria.
The sample size of 376 was determined using the Raosoft Sample Size calculator. Primary
source of data collection (questionnaire) was adopted for gathering data from the

owners/managers of the selected SMEs. Reliability test of the questionnaire was carrigdyout
and Cronbach alpha coefficient of 0.889 was achieved. The response rate was 90: ata
were analysed using descriptive and inferential statistics (Statistical Pack ocial

Sciences (SPSS) version 24 and SmartPLS version 3.3.3). Findings of the st led that

social media marketing significantly affects sales growth of SMEs in So% geria (Adj
tl
4

R’=0.672; p=0.000, Q? =0.450). Social media marketing signific cts customer
retention of SMEs in Southwest, Nigeria (4dj R?=0.651; p=0.000, % Social media

marketing significantly affects brand loyalty of SMEs in South ria (Adj R°=0.693;

p=0.000, Q*=0.345). Social media marketing significantly a d awareness of SMEs
in Southwest, Nigeria (4dj R’=0.711; p=0.000, Q? = 001a1 media marketing
significantly affects competitive advantage of SMEs 1 t, Nigeria (4dj R*=0.520;

p=0.000, Q> =0.346). It is on the strength of the m analy51s result (B =0.069; p<
0.050, Q% =0.527) and the Simple Slope Analysi d that investment decision has a
ﬁieg

positive and significant moderating effect of t ion between social media marketing
and small business performance in Southwegt; erfa. This study recommended that SMEs
must comprehend, interprete and communi théir organisational purpose using appropriate
social media marketing strategies as this @tenhance their performance.

Keywords: Social Media, Markzt{/@ll Business, Performance
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Chapter One
Introduction
1.1 Background to the Study

The intense and increased market competition has forced businesses to seek for @f

improving their performance to extend their assets and market size. These bg@bse a

variety of techniques to keep or attract clients in order to increase rev stay on a

profitable path. Companies are really vying for customers' attenti@(@y's period due to
severe competition among competitors'. Small businesses ha at an unparalleled rate
around the world over the years, as they contribu iderably to the growth and

development of any economy. This is evident @Aited Kingdom, where small and

medium-sized firms account for the vast b the Country's enterprises. Researchers have

shown that 99.9 per cent of the 4.9 mi@ausinesses owned in the United Kingdom are

Small and Medium Scale Entexzn(?%&ese SMEs employ about 81.6 percent of the entire

United Kingdom workforce. \/

Globally, small busi have been recognized as tools for wealth creation, employment

generation, a sugqjyabilitf. Studies have revealed that SMEs have retained their position

as the bac ‘-%
9511
29

% employment® 4. The role of small businesses cannot be over-emphasized as it plays

of the developed and developing countries as they account for about 70 and

business entities in most countries around the world and also create between 50

a significant role in the growth of the economy. Despite its contributions to the economy,
small businesses have been faced with severe competition. This competition has forced

marketers, companies and small businesses to seek for unconventional ways to reach their
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target market and achieve performance. Social media marketing has therefore emerged as a
major factor responsible for influencing different aspects of consumer behavior including
awareness, information acquisition, social interactions, networking, post-purchase

communication and evaluation.

In the United States of America, there are between 25-27 million small busine@au

accounts for 60 per cent to 80 per cent of all jobs in the country. Accor 'l@ke small

business profile of the United States advocacy, it has been reported that s remain the

backbone of U.S economy as it creates two-thirds of all new ijQVe ht decades. SMEs

also accounts for 98 percent of all identified U.S expor%, upporting close to four

million jobs in communities across America thrm%js\ irect and indirect exports. In

South Africa, SMEs account for 91% of busi@
of total Gross Domestic Product. In Nige \’SM
<ﬂdt2.

for 96% of businesses and 84% of en@r

of employment and contribute 52%

contribute 48% of national GDP, account

In today's fast rising and dyno@?ompetitive global economy, small and medium-sized

firms (SMEs) have i ingly become a potent engine for economic growth and
development®. Or@n rary, the performance and efficacy of small and medium-sized
firms as a t economic growth and development in Nigeria have long been questioned.

This int% Scrutiny has occurred in the context of the low performance and inefficiency

Qaye characterized small and medium-sized firms, particularly in appraising their role in
economic growth and development'®. According to the Central Bank of Nigeria, a SME is
one that employs no more than 500 people and has a capital employed excluding land of
between 1 million and 150 million’. SMEs represent 90% of the enterprises in African,

Caribbean and Pacific (ACP) countries’”. They also provide 70% of employment

15



opportunities for the citizens and promote the development of local technology. Small
businesses employ 53% of the private workforce and account for 47% of sales and 51% of
private sector gross domestic product®. SMEs possess great potential for employment
generation, improvement of local technology, output diversification, development of
indigenous entrepreneurship and forward integration with large scale industries °. \V\

Social media on the other hand, has become one of the most fashionable mar g&nnels
and a tactical key for any business performance especially small and @ﬁ enterprises.
Statistics have revealed that customers prefer to explore differ@QA@&s on the internet

particularly social networks. It was reported that 60% of @rs search for products

through numerous online sources to know about a spec@z or retailer through the social

media platform!®. Studies have revealed that t@cial media marketing, SMEs are

likely to be flexible, innovative and respony'& customers’ needs with a close proximity to
customers in order to obtain mluable@back“. Social media platforms in form of

Facebook, Instagram, Tiktok, T @ogs, Myspace, LinkedIn, Plurk, Friend Feed, Yelp,
}3(

Amazon, Trip Advisor, YouT d Vimeo has become more popular among the SMEs as a
competitive tool es K\‘the developed economy. Many small business owners and
managers havegredlizedthe huge potential that social media marketing creates however; they
lack a pr &nierstanding on how to utilize them appropriately and accurately!®.

The %ﬂ a paradigm shift in the way people utilize social media 2. In recent times,
media is being employed by both individuals and businesses to communicate and seek
information for their professional and private usage '°. These swings in the usage of social
media have brought about a new frontier into knowing the needs of business users and

influence to make purchase decisions which results in superior business performance '4.

16



Social media marketing has emerged and expanded over the years and it has provoked small
business owners, marketers and managers to use this as a part of their marketing
communication '°. Some scholars described social media as way to connect or interact with
current and potential customers with the main aim of maintaining or building a relationship

and engendering!®. The number of social media users has increased fast in recent yf&%&h
id

3.175 billion active internet users worldwide, of which 2.206 billion are acti media
users!’. In 2019, social network users accounted for 71% of all internet L@q this figure
is expected to rise. Social interaction through networking is the m@&uﬁ@r activity among
internet users, with a high user engagement rate. With a g‘l’s ia penetration rate of
almost 66 percent, North America ranks first among ti& opular social media areas !7.
In 2016, more than 81% of the US population @ml media profile. According to a
report, there will be over 33.00 million s Bk{tedia users in Nigeria in January 20218,
Between 2020 and 2021, the number is egke}d to rise by 6.0 million (+22%). As of January

2021, the number of Nigerians Q?\ ial media amounted to 15.8 percent of the overall

population. \/
N\ .

The growth of so i@dia networks has allowed for personalized interactions between
small busines&v and consumers. Although social networks were first adopted by
teenage owing populations of 21 to 30-year-olds and white-collar professionals use
t ich would demonstrate the applicability of social networks to everyday life'>. This
expaiding trend has vast implications for business owners, advertisers and executives.
However, without adequate knowledge of the effectiveness of these platforms, business
owners lose chances of creating valuable interactions with customers. The majority of small

business owners and managers today are unsure about the benefits of social media

17



networking and how it fits into their business strategy. According to the January 2019 Gauge
poll, less than 20% of CEOs and marketing decision makers believe social media marketing
will attract people who are familiar with their brand but would not ordinarily purchase it.

This demonstrates a lack of comprehension of the market and cultural upheavals that new

media has brought. \V\

Social media marketing (SMM) is the use of social networking sites as, s nts for
marketing communication activities'” Social media marketing is n%nd for small

businesses and corporations that want to engage with their custo@j{{r gh both online and

offline media platforms. Nowadays, businesses are looki % ys to capitalize on this

potential and optimize opportunities through social %\ s and e-word of mouth, which

operate as a performance leverage tool. %

Social media marketing provides hu %tial and capabilities for organizations to
communicate with customers via e%nic word of mouth, hence increasing revenue and

corporate performance 2, Wl@red to other traditional communication channels, the

costs of social media omparatively low, and higher levels of brand awareness and

productivity may ned. As a result, social media marketing is applicable not only to
major inte ’%QQI corporations, but also to small and medium-sized businesses?!. Social
media r'Qes near-instant connection with the global village by simultaneously

ng and deconstructing brands. Social media marketing raises brand exposure,
boosts consumer engagement, fosters social connections; changes purchase behavior, aids in

pre- and post-sales communication and evaluation, and broaden the audience for lifetime

value!*-
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Social media marketing offers small business owners numerous options to become closer to
their clients through branded entertainment and customization, resulting in important
relationships®®. However, not all social media platforms are created equal, and some are
tailored to specific marketing techniques while others are not. Large corporations with huge
promotional and marketing budgets may afford to employ a variety of public m%*o
promote their business, including television, promotional programs, and bil &nong
other things. Many small businesses, particularly in Nigeria, find this u% ¢ due to the
high expense of advertising®!. As a result, social media has proviﬁh\kelgtform that is free
and affordable for everyone to sell themselves through soci (EIW ks, acquaintances, and
connections. SMEs may capitalize on this oppoﬂunity@gﬁe their businesses, resulting
in greater sales and performance. Despite th% us advantages of social media
marketing, there appears to be a lack of. wess and a knowledge gap among small

business owners regarding how to attain@ive performance. Based on this background

discussion, this study will inv%@w social media marketing components (customer
engagement, social interz@w

affects small busine@
1.2 Statemen&@ﬂroblem

omization, branded entertainment and e-word of mouth)

e
ance of selected SMEs in South Western States, Nigeria.

Small (%ave an important role in economic development and survival, and they are

vers of new innovation, which stimulates job creation and economic revitalization®.
Several authors have frequently emphasized the importance of small enterprises to economic
prosperity, growth, and advancement. In recent years, business owners have been practically
at war to win their customers' attention, with competition prompting both marketers and

firms to seek new unusual ways to get their message over to their audience 3. Consumers
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have become uninterested in unorthodox advertising as a result of increased noise and
frequent promotion in today's commercialized environment. Consumers' mistrust and
disbelief in businesses and their products and services has increased. Many organizations and
small businesses have not fully exploited the potential of social media marketing since some
of these enterprises are still new to the concept of social media and thus do not gr %\it
works to engage customers and gain brand awareness . @
Social media websites influence social interactions between consumer Iness owners
however, small business owners have been slow to adopt social m@d{eting practices in
their businesses, owing in part to a lack of sufficient time, ch omization, inability to
communicate with customers and lack of entertainin b% » 23, Social media marketing
imposes a threat to small business owners when_ C ts and tweets are posted in haste
which led to marketing disasters and dar%% survival of the business*>. The moment
customer finds a brand’s social network@tivity intrusive or annoying then consumer is
lost leading to decline in customer n.

Social media marketingh%; a free for all stage for using social network to create
s can leverage on this and advance their business in terms of

brand awareness; as

sales growth %xi}%vg 1, despite the benefits of social media marketing, several SMEs in

Africa ha e@;o prehended the effect and the possibilities of utilizing social media which
N

has ecline in sales growth and market survival of the businesses?’. Despite the
enarmous marketing opportunities offered by web-based social networking, SMEs in Nigeria
face a variety of challenges, including a lack of resources to implement an online networking

strategy to increase customer engagement and post entertaining content on the social media

platform 2. There is also the absence of social interactions and customization from the social

20



media platforms utilized from small business which has resulted in decline in brand

awareness and customer retention 2. SMEs are posed with the challenge of engaging with

customers on the social media platform and offering personalized services to their users. This

impediment has allowed many small businesses to lose their customer and potential

customers to competing firms within the industry. Surprisingly, the owner-mb%s’s

experience difficulty in creating entertaining content about their brands %tract
%

customers hence leading to decline in competitive advantage and sales gr e business.

Some small businesses join various social media sites merely beca@ qre popular, rather
than knowing the fundamentals of communicating with clien g"l'y latform. As a result of
their lack of understanding on how to create excitin m& that would attract potential
clients, these small enterprises are unable to bogs sales growth®. Also, the owner-
managers have poor understanding of the %-Speciﬁc content needed for the business

making it difficult for social interaction to\takg*place.

According to research, online ¢ %& have more power than other customers as a result of

the internet, which is s%lﬁng the interaction between enterprises and customers.

Despite the beneﬁif @&al media marketing, small firms are vulnerable to eWOM because
they may no%
unfavor: Q@

tional expressions on the platform are founded on an unreasonable

ad comment as an opportunity to improve. Consumers feel that

n, resulting in a decrease in the company's competitive advantage’’.

TheNuestion for businesses is whether they can adapt and align their structures in order to
properly integrate social media into their business strategies. Only a few businesses in the
area have been successful in using social media marketing to stay in touch with customers

and keep them informed about new or enhanced products and services. Most Nigerian
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businesses have failed to capitalize on social media marketing because they lack knowledge
about where to begin, what content to publish, when to post it, who to target, and a variety of
other factors. Many companies will register on a social website, but then leave the pages
dormant with no social interactions, and some clients may even place inquiries that go
unanswered. The pages lack information and are out of date with the company's prods%d
services, resulting in a decrease in customer retention and brand awareness*. y put,
small businesses could not employ and implement an effective social medi aches.

Social media websites influence consumer loyalty in businesses R&a‘gcounts for about
37% of consumer purchasing decisions; yet small businesses@opting these marketing

technologies® *3. The lag is problematic because smal% es employ nearly half of all

people in the private sector; thus, the failure of the businesses due to an inability to
compete with more technologically sophist &:ompetitors will have a significant impact
on the company's competitive advanta e&} Ww customer retention rates present a problem
because customer retention is n or businesses to recover the shortfall in profits that
they incur during social m dia\l;%ﬁes”.

.

In today’s media-dr@w onment, it is essential that small firms understand the various
u

social media. nE(Q)

perform rthermore, one of the most significant areas in which SMEs face
iesNs m.

difﬂ%
N

eir businesses. Because it allows for two-way contact, social media has had a

ly, many small firms lack social media strategy that can engender

arketing - specifically, the inability to conduct efficient marketing operations

tremendous impact on customer-firm relationships. Social media tools assist companies in
communicating with individual consumers, which are, in turn, help, establish long-term

relationships. Social media tools such as forums, blogs, or chat rooms create an interactive
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dialogue for firms to interact with consumers. However, consumers can produce information
about an organization and educate other consumers about products, brands, services, and
more’’. Based on these problems discussed and gap acknowledge, this study therefore,
examined the effect of social media marketing components (customer engagement, social

interactions, customization, branded entertainment and e-word of mouth) on small %S

performance of selected SMEs in South West, Nigeria. g(/
1.3 Aim and Objectives of the Study §

\
The aim of this study is to examine the effect of social media @\%&ng on performance of

selected Small Businesses (SMEs) in South West, Nigeria*%
The specific objectives are to; §

1. evaluate the effect of social media mar. %Qomponents (customer engagement, social

interactions, customization, branded entetainthent and e-word of mouth) on sales growth;

ii. examine the effect of social Qrketing components (customer engagement, social

interactions, customization, bq/ entertainment and e-word of mouth) on customer

retention; \ .

iii. determine the g ocial media marketing components (customer engagement, social

interactions, t&

iv. acc fect of social media marketing components (customer engagement, social

ion, branded entertainment and e-word of mouth) on brand loyalty;

inte@n customization, branded entertainment and e-word of mouth) on brand awareness;

v. sydluate the effect of social media marketing components (customer engagement, social
interactions, customization, branded entertainment and e-word of mouth) on competitive

advantage.

vi. establish the moderating effect of investment decision on the relationship between social

media marketing and on small business performance.
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1.4 Research Questions
The following research questions will be answered in this study;
i. In what way can social media marketing components have effect on sales growth?

ii. How do social media marketing components influence customer retention? \V\
iii. What effect do social media marketing components have on brand loyalty?\@(/:
iv. Do social media marketing components have impact on brand awz&es%

\

v. To what extent do social media marketing components affeaf %&’s\iﬁve advantage?
vi. What moderating effect does investment decision h%gbe relationship between social

media marketing and on small business performanc %

1.5 Hypotheses (\’\\

Hol: Social media marketing ¢ nts have no significant effect on sales growth

Ho2: Social media marketing Q,(OI nts have no significant effect on customer retention
Ho3: Social media mar camponents have no significant effect on brand loyalty
Ho4: Social medi@ing components have no significant effect on brand awareness

Ho5: Socia@@a marketing components have no significant effect on competitive

advanta

@stment decision has no significant moderating effect on the relationship between

sociaf media marketing and on small business performance.

1.6 Significance of the Study

The findings of this study would benefit the following;
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The findings of this study would encourage the owners/managers of small and medium
enterprises to understand the importance of integrating social media marketing in their
business. It will also help them to employ branded entertainment, customization, e-word of

mouth and social media networks as this will result in superior performance over their

competitors. These social media marketing platforms offers a variety of market@qs
h

that can help small businesses market their products over a huge audience un % small
budget. This has positive impacts as it enhances the brand awareness of sinesses and
enable them increase their sales. &\ \

The introduction of social media has been a great game ch e approach to product

marketing. Experts in marketing have relied on traditio& ja channels to implement their
marketing plans. Social media marketing have di e conventional marketing which is
expensive and market specific. Social medj *Kketing is the new way of brand awareness

and customer retention as marketing exp&s,j well equipped to be in business if they fully

learn the scope of social media @J\ and integrate it into their daily operations.

Social media marketing i IM marketing sector that has been actualized by advances in

technology. Existing

to the traditiaﬂ

social i rketing on the performance of small businesses. This study would be

and policies that regulate marketing operations are largely limited

b to the governments as the findings of this study would be a reference for
fo§lating new marketing policies and regulatory framework that will cover the social
media platforms. In addition, the government can also create regulatory framework that will

ensure fair use of social media marketing to benefit small businesses.
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Existing studies on social media marketing are limited to large corporations and
multinationals. This study focuses on the effect of social media marketing on the
performance of small businesses. The findings of this study would contribute to literature on

the important perspective of social media marketing. This would equally be beneficial to

1.7 Scope of the Study @

This study will examine the effect of social media marketing on sme&is

scholars and researchers in the field of marketing.

i performance

in selected South Western States in Nigeria. Social media mar G@i l}e measured using

Identified customer engagement, social interactions, cus iof1, branded entertainment

and e-word of mouth while small business performan \%e measured using sales growth,

customer retention, brand loyalty, brand awaregess, and‘\competitive advantage. This study is

limited to the top three performing states J &%West, Nigeria which are; Lagos, Oyo and
»

Osun States because these States h est concentration of SME companies involved
in activities across various in k?’from manufacturing, construction, agricultural and

other sectors in the Sout@paﬂ of Nigeria. The SMEs were selected because of their
e

contribution to gr(@developmem of the State and nation.
The target %Q

ent is owner/managers of the selected SMEs in South West, Nigeria. The
populati e study comprises of seventeen thousand, five hundred and thirty-four
( MEs in South West, Nigeria according to the National Survey of Micro Small and
Medium Entreprises, (2017) report. The Raosoft sample size calculator was used to arrive at
a sample size of four hundred and eighty-nine (489) respondents including a provision for
thirty percent to cushion for non-respondent. The study would be carried out using

descriptive survey design which will be achieved through the use primary method of data
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collection (questionnaire). Regression analysis would be employed to analyze the data in
order to determine the cause and effect of the independent variables on the dependent
variables through the Statistical Package for Science Solution (SPSS). The duration of the

research is expected to be one year.

1.8 Limitations of the Study %\V\
Although the findings of this study provided new insights into the effe%vi@ﬂ media

\

marketing on business performance, the results may be constrained b& owing issues:
This research is limited to selected SMEs in South-West Nigeri( a}%us, may also limit the

generalized application of result to other industries. Th &t/ ology used for this study

allowed for some level of the researcher’s disc a@q drafting the questionnaire, the
is Qm

researcher may be making decisions as to w. ed fit as important or not important

and may miss out on something impera@.) wever, the researcher adopted questionnaire

which has been seen as valid and r 1% In addition, the research design was cross-sectional
in nature. Therefore, the stu&é,&not be able to assess the long-term effect of social
media marketing on b *performance of selected SMEs in South West, Nigeria.

Also, most of the@s used were adapted from the previous studies which were carried
out in the d@(environments of developed countries. The questions have been adjusted to

suit the

%se of this study and this was established through the pilot study, validity and

v of research instrument.

1.9 Operational Definition of Terms
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Brand Awareness: Brand awareness is the ability of prospective customers to be acquainted

with and recall a particular brand in a small business product category.

Branded Entertainment: Branded entertainment refers to a brand-generated contact point

with the potential customers to achieve brand resonance through authentic narrative on

various social media platform. ®E
Brand Loyalty: Brand loyalty is the ability of a customer to have an uns@&@epurchase

of a small business brand over a number of alternative brands. \
\

Competitive Advantage: Competitive advantage as a set o% s that a small business

develops or possesses to outperform its competitors in Q eﬂ(g;'n an edge.

Customer Engagement: Customer engageme@ to the relationship that co-exist
between customers and small businesses c@ﬁanagers through the use of various social

media platforms to interact with exist g&d}otential customers.

Customer Retention: Custo@ﬁon is the ability of small businesses to maintain their
age

existing customers’ bas

or services overtir®

Customiza «'Qustomization refers to offering a tailored product or service that meets a

cust@ds and preferences through the use of social media.

&rd of Mouth: Electronic word of mouth is a word of mouth system that exists in

ationship with those who patronize the company’s product

virtual platform wherein information is sent or received as it relates to product or services
offered by a small business which customers may experience through chatting or online

boards.
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Sales Growth: Sales growth is the small business capability to increase its size; it can be
measured by using several criteria such as turnover, production, value added, fixed assets,

total assets.

Social Interaction: Social media interaction refers to the information being traded in various

structures for identifying with a brand or item over web-based social network@?g
online individuals. @/

Social Media Marketing: Social media marketing is an unconvent%m keting practice

\
that allows owners/managers of small businesses to connect, (r}%g and cooperate with

potential customers by exploiting communal intelligent g&ﬂrcing to achieve superior

performance. %\
N

Small Business Performance: Small busigi&&r
firm which is shown by the cumulative@t

retention, brand loyalty, brand @and competitive advantage.

ance is the total performance of the

ormance in terms of sales growth, customer
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This chapter presented the conceptual review, theoretical review and empirical review from
previous research and relevant literatures on the research variables of social media marketing
and small business performance. Empirical review was conducted with reference to the
research objectives. The theories discussed in this study were; Assimilation-Contrast Theory,
Theory of Planned Behavior, Social Network Theory, Unified Theory of Acceptanc X&ke
of Technology and Resource Mobilizing Theory of Social Media (RMT, % the

theories relate to this study and the reason for pursuing this research iscussed. The

summary and gaps in literature were discussed along the c@{a\ theoretical and

empirical review. \

2.1 Conceptual Review §V

This section looked at the concepts of this sfudy explained the existing relationship,

advantages, disadvantages and characte(s};g{\f the various variables of the study which
include social media marketin %h comprises of; customer engagement, social
interactions, customization, b%antertainment and e-word of mouth and small business

performance which ¢ af; sales growth, customer retention, brand loyalty, brand

awareness and coe advantage.
2.1.1 Sss Performance

Sm sittess performance is referred to as ultimate outcome expected in every business
act !, Small business performance is the total performance of the firm which is shown by
the cumulative of performance of finance, marketing, and human resource functions of the
organization in a period of time. Small businesses formulate goals and objectives to be

achieved within a given time frame. Performance measures the organizations’ effectiveness
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against these set objectives. Consequently, small business performance is described as the
ability of an organization to accomplish its goals such as high-profit margin, product quality,
and larger market share, improved financial results at a predetermined time?. Small business
performance has several magnitudes which may be difficult to enumerate. It was posited that

both financial and non-financial indicators can be utilized to measure performanb&he

financial indicators are sales growth, market survival, profitability, and pe@@ profit
margin. %\

Small business performance can also be a combination of pa@{nﬁe and analytical
processes that empower managers or small business owners t (L'@ lish the objectives set?.
The business part contains three essential exercises of. |Noutsiness performance spinning
around the determination of targets, the integr f data identifying with targets,
notwithstanding interventions by the supe &The performance is divided into financial
and non-financial indicators, which enab th\organization to assess the degree of realization
of its goals such as sales growt @n assets, return on equity, market outcomes, while
non-financial performance fo&s& n particular on the quality of services provided, and how
to satisfy customers’ @‘ahd other things away from financial performance®.

Small businesg perforfiance portrays the actual output or results of an organisation as

measured t its proposed outputs (or goals and objectives) °. It is one of the most
ign{ §

w

ariables in management research. Although the concept of Small business
&mance is very common in literature, its definition is not yet a universally accepted
concept. Small business performance comprises of three specific areas of firm outcomes: (a)
financial performance (profits, return on assets, return on investment); (b) product market

performance (sales, market share); and (c) shareholder return (total shareholder return,
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economic value added) ©. It is stated that small business performance may be assessed in
terms of its multiple objectives of profitability, employee satisfaction, productivity, growth

among many other objectives ’

. Proponents of the balanced score card performance
management system have suggested a broader performance appraisal approach that
recognizes both the financial and non-financial measures including sales, proﬁtabilit)\%m

on investments, market share, customer base, product quality, innovatio@pany

attractiveness. It is also explained that small business performance con% the definite

output or results of firms as measured against its projected outp@gh\and objectives)®.

Small business performance is defined as consisting of both S@vperaﬁonal dimensions

of performance’. Based on the extensive reviews of\sck authors, the researcher will
define Small business performance as the total per ce of the firm which is shown by
the cumulative of performance in terms o“{éﬁrowth, customer retention, brand loyalty,

brand awareness and competitive advant&)

2.1.2 Sales Growth ((?%

Sales growth is deﬁned,@ﬁial growth rates that are designed to indicate the firm's

ability to maintai ket share when the economy and industry are in a period of
ag

expansion'?, Q

growth are turnover, net profit, earnings per share and dividend yield.

rther stated that the most representative indicators that reflect a

Co ratively, salesgrowth is averred to be the firm’s capability to increase its size; it can

total assets!!. However, sales growth is considered as the increase of a firm given the rate at
which an entity can achieve growth, as it is determined by the retained (undistributed) of the

profit and by the profitability measure with the help of return on equity (ROE)!2.
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Growth for a business is essentially expansion, making the company bigger, increasing its
market and ultimately making the company more profitable. Measuring growth is possible by
looking at a number of pertinent statistics, such as overall sales, numbers of staff, market
share and turnover. The interrelation of profitability and growth is illustrated by the fact that
a basic operating principle is that growth can best be evaluated by examining profit 3@91
sales. It is important that all firms must remember the need to maintain a b@f/ tween

profitability and growth: it is crucial for any business to grow as well as I@h«a

to sustain and stay relevant in the marketplace '3. \ \

\

The belief that the use of growth is restated as a measure o@g ormance is based on the

le in order

understanding that growth is an antecedent to the thigent of sustainable competitive
advantage'®. The belief is that firms that are u d% growth phases have higher rates of
survival and they enjoy the benefits ass 0{%{ ith economies of scale which in turn will
affect their profitability'*. Thoug c;I profitability of a company may be good,

opportunities for growth should€al e explored, since this offers opportunities for greater

overall profitability and@ moves the firm into the line of sight of analysts and

potential or curref ors. Profitability and growth go hand in hand with regard to

business suc&

increaseydt it can be measured by using several criteria such as turnover, production,

ed, fixed assets, total assets.

s study will define sales growth as the small business capability to

2.1.3 Customer Retention
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Customer retention can be defined as how small businesses or organizations are able to
sustain their existing customers’ based on creating cordial relations with those who patronize
the company’s product '>. Customer retention is a strategically driven approach based on
customer behavior. Customer retention signifies customer's inclinations, identification,
commitment, trust and willingness to stick with a brand !6. It also implies a co‘s@sg
commitment on the part of customers to maintain a long lasting relationship @kand”.
Customer retention is very fundamental because the cost of acquiring n mers can be
five times tedious than that of retaining existing and current one%m‘[ained customers

pay less attention to the frolics of competing brands, they ar@hce-sensitive and spread
favourable word-of-mouth'8. Customer retention ther\ﬁggﬁstitutes an easier and more

reliable source of superior performance!'®. Cust@ﬂion has been focused upon as a

primary goal of marketing. The exact meag& d measurement of customer retention can
vary between industries and firms, ther&}owever, a general consensus that focusing on
customer retention can yield se ev omic benefits; as the volumes of purchases grow,
and customers churn and geplagepfent costs with customer retention!®. Customer retention
could be strengthen %ﬁi‘ng high switching barriers. It was posited that losing a single

customer does pot\mealf losing a single purchase; rather it entails losing the entire volume of

purchas lost customer would have made over their lifetime of patronizing the

sellQ

(%’ner retention is a high profile strategy for reaping enormous organisational profit®’. As
more and more customers are treated with dignity by bringing their requirements to bear; the
more their loyalty and the more profit for the firm. Customer retention has become very

imperative in improving business performance and as such has become a buzzword and a
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catchy word for advertisement for most small businesses who apply diligent strategies
towards attracting customers 2!. Many small businesses have come to the realization of the
potential benefits of customer relationships, customer retention and have adapted and
adopted it to improve their customer lifetime value 2. Customer retention is the life wire of
any profitable and successful small business endeavour. It is the nucleus of moS\}dl
businesses and serves significantly in propagating the economic health and ca b‘Qy, such
companies that have adopted it as an anchor strategy for satisfying its r needs and

wants 22, &\ \
The position of a study revealed that customer retention is a @ntage of the customers

at the beginning of the period which will still remain a@&z of the period?. Retention is
viewed as a number of customers who stay witl@ace during the set period of time.

Customer retention is described as the u@)n customer relationship marketing?*. A
customer retention strategy aims to keep ahigh proportion of valuable customers by reducing
customer defections and a custo %opmen‘[ strategy aims to increase the value of those
retained customers to th@ . Just as customer acquisition is focused on particular

e
prospects, retention velopment also focus on particular customers. Focus is necessary

because not a topiers are worth retaining and not all customers have potential for
develop@ e factors that can cause retention of customers include; creation of client
0

satis@
S

unication, quality service, proper pricing and developing several options for retaining

and trustworthiness, involving of buyers, create barriers to choosing, effective

customers are other factors that need attention especially in sector involving advertisement?®.
Customer retention is the act or movement a business undertakes for the main purpose of

reducing consumers’ anxiety and fear about a product or service in order to increase the
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lifespan of customer?’. Customer retention is a type of activity that a selling organization
undertakes in order to decrease customer defections. Successful customer retention starts
with the foremost contact an organization has with a customer which continues throughout
the entire lifetime of relationship 3.

Customer retention is also an assessment of the product or service quality provid@\a
business that measures how loyal its customers are. Customer retentior%&) the

proportion of customer’s relationship, once established, a business is al% aintain on a

long-term basis . \ \

It is stated that customer retention takes place when a custo@inues buying the same
market offering over a long period of time?°. Custome\%%%m is rate as the percentage of

customers at the beginning of the period that wil ain at the end of the period®'. The
success in achieving customers’ retention ﬁ\with the needs identification, the level of
satisfaction which continues throughout the gntire lifetime of a relationship®* 33. Customer
retention goes beyond satisfyi V\ esent expectations of the customers instead it is
helpful in anticipating th&; 1ons so that they become loyal supporters and promoters

e
for the company’s b . This study will therefore define customer retention as the ability

of small busir& to,Maintain their existing customers’ based on a relationship with those
e

who patr
N

2.1.4 Brand Loyalty

ompany’s product or services overtime.
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Brand loyalty is used to describe the willingness of a customer to continue patronizing a
business goods and services over a period of time on a repeated and preferably exclusive
basis and voluntarily recommending the firms product to associates**. Brand loyalty is as a
result of an organisation creating a benefit for customers so as to maintain an increasing
repetitive business with the organisations brand *°. Brand loyalty is a de W
commitment to re-buy, or re-patronise a preferred product or services con & the
future, regardless of situational influences and marketing effort with the @y to cause
switching behaviour’®. Brand loyalty is defined as customer’s &nng repurchase one

brand out of a number of alternative brands *’. Brand loyal '(ﬁyn'ﬁcant because it could

generate entry barriers to competitors; avoid competiti <r€als from competitors, increase

sales, revenue and lowers customer price sensitivi %

Brand loyalty is defined in terms of si @ary and sufficient cumulative conditions
namely: listing a nonrandom behayt Qction, expressed over time, by the decision-
maker regarding one or more rom a set of alternative brands using psychological
(decision-making, evaluzj&%ﬁcesses 40 Brand loyalty is also defined as a positively
biased emotive, ev %‘ 8, and/or behavioural response tendency toward a branded, labeled,
or graded alt ti§e~£ choice by an individual in his capacity as the user, the choice maker,
and/or masing agent *!. In the same vein, brand loyalty is indicated as a deeply held

p ical commitment to re-buy or re-patronise a favorite product/service consistently in
he Q

t ture, thereby causing repetitive same brand-set purchasing 4>. Brand loyalty indicates
the measure of attachment that a consumer has towards a brand*’. It reflects how likely a

consumer will change brands when that brand makes a product change either in the price or

product features. Brand loyalty can be presented as a pyramid of five levels. The bottom
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represents disloyal consumers who saw each brand as suitable. The second level is those who
are satisfied with the product or at least not dissatisfied. The next level is satisfied with
buyers who do not want to risk a product change. The fourth level is loyal buyers who treat
the brand as a friend. On the fifth level, some committed buyers are extremely loyal to the
brand. They are proud users and will recommend the product to others. \V\
Brand loyalty is a connection between the relative attitude of the indiyt S&l the
repeatability of the purchase ** %4, This connection is viewed through ism of social
norms and situational factors that can be perceived as consumer@\of\mouth reactions,
intention to support, and satisfaction *°. It should also be un cﬂ'% at loyal customers are
less price-sensitive, and in this respect, loyalty can lea r% m marketing benefits, such as
lower financial expenditure on the marketing campai greater number of new customers,
and a stronger market position*, Other ma&?\& benefits include positive word of mouth
messages and reduced susceptibility to@npetitive offer. Moreover, recommendations
from a loyal customer, especial at help to attract new customers, increase the value

that the customer brings t&th\ pany. A loyal customer contributes significantly to the
e

company’s sales gro iveh reasonably predictable sales and a stable source of revenue 4.
i

The source ﬁ)\g%j

loyal customers is in quick response to customer requests and
suggest@\- uality products and services signed by the company brand, and providing
exc@a and unique customer service ** 4, With respect to this study, brand loyalty is
&d as the ability of a customer to have an unswerving repurchase of a small business

brand over a number of alternative brands.

2.1.5 Brand Awareness
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Brand awareness can be defined as the strength of a brand’s presence in the consumers’ mind
which implies a customer’s ability to identify or remember a brand in its product group >°
Brand awareness is connected with strong associations generates a specific brand image.
Brand awareness involves several episodes, ideas, facts, and instances that include a network
of brand knowledge. These associations are vital to marketers, small business owh\¥id
directors in brand positioning and differentiation practices, as well as gengfat sitive
attitudes toward brands. Additionally, brand awareness is effective wh are built on

many experiences or exposures tocommunications®®. Brand aware g\ﬂ\e extent to which

a brand is recognized by potential customers, and is appropr1@mated with a particular
product. %

Brand awareness is often regarded as a funda r% cept of brand equity because it is an
important starting point and the basis o ing brand loyalty by familiarity with a brand
generated by brand awareness > Br% wateness is defined as a concept that represents the
degree to which consumers @a\brand differently from other brands®2. It is explained

that brand awareness is bility of potential customers to recognize and recall a particular

brand in a produci( >3, Brand awareness refers to the consumer’s ability to identify a
brand unde erefit environmental conditions, that is, the ability to remember a brand,
Q basis for building an image, attitude, and trust in the brand and is a very

concept in that it is the first step in the purchase where a product or service is

included in the consumer’s consideration sets®*. Brand awareness, therefore, plays a role in
providing consumers with confidence in the quality of products with the brand . It is also
stated that brand awareness is the key goal of advertising in the early months or years of a

product's introduction®®.
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The ultimate goal of most businesses is to increase sales and income ¢, Brand awareness
refers to how aware customers and potential customers are of a business and its products.
Achieving successful brand awareness means that the brand is well known and is easily
recognizable. Brand awareness is crucial to differentiating a product from other similar
products and competitors®’. Increasing brand awareness is of numerous beneﬁ\&\a
company’s short and long term goals. If a brand is more easily recognized t g&[itors
then, the business stands a better chance of prospective customers con e business,
buying the products. Social media marketing influences brand aw ﬁ{a@d recognition by

giving the business the necessary exposure (in terms of fol@ and subscribers) to an

organization products and services. %
Brand awareness can be differentiated into fm@
es

which is called the awareness pyrami@&
S

pyramid help to establish brand awa about brands among consumers.

AN

evels that are represented in below,

four different levels of the awareness

Top of
Mind

Brand Recall

Brand Recognition

Unaware of Brand

Source: The Awareness Pyramid (Adapted from Aaker, 1991)%7
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Regarding the awareness pyramid that is shown in above, where starting from unaware of a
brand, next brands are recognized, after that recalled and ultimately survives at the top of
mind where it presumes an instinctive nature. It is argued that brand awareness informs
customers about a firm’s product®®. Branding campaigns also have a unique \@*Of
increasing the value of the product, service or other matter, advertising g@ s and
visibility. It is also averred that the brand awareness (memory, Visid@ismn-making
environment) is a necessary condition for selection®. Brand awar@u\be a prerequisite
for customers to buy a product over a range of other alternati g‘y nd awareness indicates

whether a brand raises the consumer's mind and thought.0 rtain category of goods and

whether it can happen swiftly . %

2.1.6 Competitive Advan%e\/

The concept of ¢ %Ve advantage is rooted in the logic of value creation, distribution
and it’s th ﬁ\of firm’s performance®?. Competitive advantage is a set of attributes an
organiza evelops or possesses to outperform its competitors®3. Competitive advantage is
ca% s the adeptness of organisation to engage in value-added activities which allows it
attain a position of relative advantage over its rivals®. Competitive advantage is portrayed as
creation of a system with an inimitable advantage over competitors®>. Competitive advantage
is a strategic configuration to assist the company in maintaining its viability®®. Competitive

advantage is acclaimed to be the strategic goal of any organisation®’. Competitive advantage
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is as an ability to offer services dissimilar to competitors by exploiting organisational
strengths so as to add value that will be difficult for competitors to imitate®®. Additionally,
competitive advantage is the basis for superior performance®. It is posited that organisations
can achieve competitive advantage only when services offered have unique characteristics
that correspond to key buying criteria of a substantial number of customers’. Hﬁ%ﬂ',

competitive advantage laboriously achieved can be lost quickly’!. <(/

Competitive advantage creates some barriers that make imit@ult. Without
sustainable competitive advantage, above-average performa &Q s}lally a sign of

harvesting®’. Competitive advantage is of two types: tem sustainable competitive

advantage’?. Temporary competitive advantage is con ith high profits as these profits

attract competition, and such competition li@ ration of competitive advantage in

most cases > 2. On the other hand, ti}&%

competitors to imitate the source a tage’?. Sustainable competitive advantage is

competitive advantage has inability of

accomplished when rival firms€i lans to imitate the resources of competitors or when

obstacles to imitate are@ 76, It is stated that when imitative actions end without
e

disrupting the fi @yetitive advantage or when it is difficult to imitate, the firm’s

competitive stfategy=i§ regarded as “sustainable”’’

. However, periodical changes from the
environme pose a challenge in aligning the environment with organisation

pistics as more focus is shifted to implementation of strategies hence, in times of

chaide, strategic leaders find it difficult to manage the various systems of the firm’8. Despite
the aforementioned discourses on competitive advantage, it is therefore defined as a set of
organisations unique strategies over its rivals to reach its final destination of superior

dominance.
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A firm can be said to have competitive advantage if it gains a higher economic profit than the
average rate of profit in the same market”. Competitive advantage is viewed as the retention
of earnings higher than normal®’. A firm that formulates and implements a strategy that leads
to superior performance relative to other competitors in the same industry or the industry
average has a competitive advantage. In order to derive maximum benefits from com%b‘e
advantage, a firm should be able to delay imitations or duplication of i etitive
resources 8!, It is argued that to create sustainable competitive advantag@mers need to
recognize the differences between a firm’s products and those &A\oqmpetitors”. The
differences must have been created due to the firm’s resour cﬂﬁ) e not accessible by its
competitors. It is posited that the basic purpose i tion adoption is to create
competitive advantage as the most important cQndifs or business success®?. All of the
firm’s potential should be geared to achiev)ﬂ%'s goal by their daily operational decisions

based on the innovations that they have a% .

Competitive advantages are c@? assets, attributes, or abilities that are difficult to

duplicate or exceed; an vide a superior or favorable long term position over competitors

83, Businesses typ sue either one or the other competitive advantage, because unless
you have a olgov it is almost impossible to achieve. The reality is that most of the

compet% ot likely to do a very good job with social which gives the owner of small

s the chance to stand out. Social media gives organizations a competitive edge by
givinlg real-time response to customers. This gives an organization an advantage over another
organization which has not invested in social media marketing. Social media activities take
place in real time. With little or no delay between receiving information and disseminating it,

your company can provide rapid social media responses to customers and gain an advantage
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over competitors who respond a slowly 3. Another competitive advantage social media
offers is brand monitoring. Monitoring and measuring the brand via social media enables
easy tracking of customers who are willing to purchase the product online. It also offers a
competitive advantage by providing information on comparisons customers draw between

you and your competitors, which helps you to make decisions about pricing and QS\%&I’

preferences. ®
x\ \
The term Web 2.0 is offers credence to understanding the worg @\gk edia. Web 2.0 is used

to portray a novel method in which end users utilize @
contents are continuously altered by all operatc@ aring and collaborative way %.
NS

Social media can therefore be defined as a ternet based applications built on the

2.1.7 Social Media Marketing

d Wide Web, in which all

ideological and technological foundatiQns\Q Web 2.0, which allows the creation and

exchange of User Generated Cont Q
Social Media Marketing (SN&@

communication activitiQ. dcial media marketing symbolizes a new trend for companies

e use of social networking sites as tools for marketing

who are trying to <ez@eir targeted consumers on both online and offline media platforms.
Social medj &keting is defined as the association between brands and consumers, while

offering rsonal channel and currency for user centered networking and social

6n®’. Social media marketing also refers to the process of gaining website traffic or
awareness through several social media sites. Corroboratively, social media marketing is
defined as any form of direct or indirect marketing that is utilized to create awareness,
recognition, and action for a brand, business, product or person, or other entity which is

achieved through the tools of the social web®.
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Social media marketing is a system which enables marketer to connect, interact, and
cooperate with each other by exploiting collective intelligent crowd sourcing for marketing
purposes®®. Also, social media marketing creates strong and lasting relationships through
marketing communication elements. Social media marketing allows individuals to present
their own web sites, products or services through online social channels to comm b\}\n
large community®. Social media marketing has proven to create enormou %

capability for companies to engage with the customer in terms of rev erat1on and

efficiency of the company °!. Social media marketing (SMM) f: Q\imduction of brand

awareness and enhances viral-spread of brand messages b customers to actively

92, 93

engage in the brand's meaning . Social media helps small businesses to

establish brand loyalty, enhance online brand rep% d improve sales and profitability.

Social media marketing is defined as usi Qplatforms and web-based sites to promote
G

products and services. Social media

terms of people to build rel@ﬂ’as that go towards satisfying their needs through

feedbacks®. Social medi@%g is also defined as a concept that facilitates connectivity
e

utilizes the natural conversational platforms in

and interactions ai isting and prospective customers®. Consequently, other scholars

ascertain that@

relate t r satisfaction and purchase intentions with loyalties and consumers shares®®

dia marketing’s primary goal is to facilitate businesses because they

97f%ncept of social media marketing was born out of focusing discussions that arose

aroud the market offering®*.

Researchers defined social media marketing as technology for developing stakeholder
communities to collectively create and interact with matters relevant to the business °%. This

definition emphasizes the development of the community, which is unique to social media
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compared with other e-marketing techniques. Social media marketing programs usually
center on efforts to create content that attracts attention and encourages readers to share it
with their social networks. A corporate message spreads from user to user and presumably
resonates because it appears to come from a trusted, third-party source, as opposed to the
brand or company itself. Hence, this form of marketing is driven by word-of-mouth I@gg
it results in earned media rather than paid media. Social Media has become a g&tat is
easily accessible to anyone with internet access. Additionally, social m@c served as a
relatively inexpensive platform for organizations to impleme\ rketing campaigns.
Consequently, social media marketing is not only pertinent%c@ corporations, but also
for small and medium sized organizations %> *° portra igt media marketing as type of
advertisement which allows placing advertisin ages on social media platforms that
yields maximum profits through accessing@information and then displaying specific

advertising messages for target audiences&a

There are several benefits qf %ﬁ media marketing to small businesses. Social media

marketing is cost effectiyedhan any other form of marketing as building a profile in the most
‘ e

form cost little®>. Social media marketing enables businesses in

followed Social
building the d ndfe and authenticating the business as an authority in the market. Social
media allows companies become ubiquitous as customers can easily access

's social profile. Despite the enormous benefits social media marketing present,
ther¢ are some pitfalls which has been identified by scholars. The presence of social media
creates lots of flooded reviews with chances that higher visibility will get a few negative
comments or reviews. Social media marketing requires lots of creativity and time to create

contents for posting and this might be frustrating for a small business owner. Social media
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marketing requires lot of understanding and is possible for the employees to leak out
information through the media. Social media is very important because it allow users to
immediately obtain and share information. Social media avenues such as Facebook and
YouTube permits users to share content with friends, and Blogs, which are user created and
permits individuals to also share information!%. The tools and approaches for commmi\ i

with customers have changed greatly with the emergence of social m %%efore,

businesses must learn how to use social media in a way that is consisten@bheir business

plan®, \’\\ \
Social media marketing has become more common wi&i/ ased popularity of social

media such as Twitter, Facebook, LinkedIn, and Yo .Social media marketing refers to
marketing done through social media or social e\%k ng websites. While most companies
and organizations have their own websi ,\t\ n be difficult to reach users not know about
the organization. Therefore, many ns have found it useful to develop a presence
on websites, such as Faceb oﬁ&kedln, and Twitter as well. Social media marketing
provides a low cost o nity for businesses to reach large numbers of users and gain
brand recognitio media marketing helps a company get direct feedback from
customers a cj‘wg(all customers while making the company seem more personable. The
interacti of social media give customers the opportunity to ask questions or voice

ts and feel they are being heard. Social media marketing allows companies to create

new ‘connections with customers and communicate with them, instead of sending one-way
messages to people. Social media is based on a natural, authentic conversation between
people about a subject of mutual interest'®!. Social media is a space that allows consumers to

discuss freely exchanged opinions. These interactions between consumers in social media are
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fundamentally changing the communication between brands and customers!®. Social media
has dramatically changed the process for how brand contents is created distributed and
consumed, and has made it possible for the brand images created by marketers to be
delivered online via consumers ', Social media is also fundamentally changing the way

consumers acquire the information they want, how they buy products, and how th %SS

social issues and pursue social®>. g(/

Social media marketing provides organisations with the opportunity @liw to engage
\

and respond to consumers directly. Consequently, it is argue g?@ia media is not only

fitting for large companies, but is also suitable for smaller ons such as SMEs®. It is

affirmed that consumers have homogeneous ac%& nline social media networks,
mu

including blogs, microblogs and video/photo g nities 8% 194, Additionally, due to

the number of social media platforms Q’%@e, a major issue for small business is to
determine and evaluate which teck%

social networks (Facebook, a d@mn), micro-blogs (Twitter), reviews and ratings (Yelp,

use. Different forms of social media include

Amazon, and Trip igor), and videos (YouTube and Vimeo), as well as online

communities and @ s. It is suggested that the main impact of social media for e-
u

commerce 1 éﬁ

SMEs control of the conversations between consumers % 195 Social media is

r empowerment, as consumers have a strong influential voice and e-

of user generated content (UGC), which is content created by consumers that is
publicly available, readily distributable, possesses some degree of creativity, and is not
constructed through professional content creation practices '*. A research also suggested that
UGC produces social currency for marketers, as it helps define a brand, “while social media

provides never ending avenues for communicating, it is the individuals who serve as the
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influencers not the technology”. A research continued into this area and describes social
currency as a process whereby consumers recommend a brand or share information about a

brand'?’.

2.1.8 Customer Engagement

Customer engagement is the association among consumers and organizations @s of

various communication endeavors, incorporated by the organizat Customer

engagement is essential for the survival of firms in today's technologically cohnected society.

The concept of customer engagement behaviors as the custo &;\)\e avioral manifestation

toward a brand or firm, beyond purchase, resulting from\th@tivational drivers!®. Customer

engagement comprises of immense conduct of beh. @smprising word-of-mouth (WOM)
N\

activity, recommendations, helping different s,¥wlogging, composing reviews, and even

captivating in legal programs. The coﬁcé\ customer engagement was discussed by

examining practitioners views of @r engagement, linking it to the marketing concept,

relationship marketing, mo&% he engagement cycle and developing a customer

engagement matrix'°, etoped a model of customer engagement cycle with connection,

interaction, satisf@tention, loyalty, advocacy and engagement as stages in cycle.

¢\

gagement is a motivational state that occurs by virtue of interactive, co-creative

Customer'e
cust%e periences with a focal agent/object (e.g. a brand) in focal brand relationships''!.

C&ner engagement is portrayed as the level of an individual customer's motivational,

112

brand-related and context-dependent state Expanding a previous study, customer

engagement is defined as a customer's level of cognitive, emotional and behavioural

113

investment in specific brand interactions' . It is also stated that customer engagement has
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modes of engagement which are routes to persuasion'!'*. Consumers engage with social
media advert to; Immerse (C) Feel (E), Identify (E), and Act (B). Corroborating previous
study, customer engagement is discussed as a multidimensional concept comprising
cognitive, emotional, and/or behavioural dimensions, which plays a central role in the
process of relational exchange where other relational concepts are engagement ant%s
and/or consequences in iterative engagement processes within the brand % ity!,
Likewise, it is posited that customer engagement is a second-order con@manifested in

various types of first-order ‘experience’ constructs, with ‘experighced\being defined as ‘a
consumer's beliefs about how a (web)site fits into his/@v. However, customer
engagement is considered to be directly related to thes\&&nne of new media and all the
new ways in which customers can interact wi s*covering both purchase and non-
purchase behaviour!'!'s, Customer engagew@ defined as a behavioural manifestation
toward the brand or firm that goes be 0n®k&actions, which also includes all consumer-to-

firm interactions and consumer-{-(/ er communications about the brand!!”.

Engagement typically &}ﬁmlti-dimensional concept which is comprises of relevant

cognitive, emotio ehavioural dimensions, although the specific expression of focal

engagement_dimensidns may vary across contexts!!®

. This is exemplified in contrasting
studies, entified eight online engagement dimensions, and a scholar who proposed
t ne engagement dimensions, which include active sustained processing, experiential
valu€, and instrumental value!!> '!°, Research into online consumer engagement is not new;
however, before 2005 there were very few academic articles in the field of marketing which

mentioned the term ‘engagement’ !'!. Despite significant interest there have only been a few

systematic scholarly attempts to define the concept, and its distinctiveness from the more
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traditional relational concepts such as participation or involvement, the conceptual roots of
customer engagement, and how perception of engagement may potentially differ from the

111

corporate and consumer perspective'!!. Consumer engagement is also defined as behaviours

that go beyond transactions, and may be classed as a customer's behavioural manifestations

that have a brand focus beyond purchase resulting from motivational drivers!2’, It fm%kd

that customer engagement consists of five dimensions: 1. Engagement can %Qr/ sed in

different ways depending on a customer's resources (e.g. time); 2. It ¢ in different
types of outcomes for a customer (for example; improvements in@&e)& 3. It can vary in
scope and be momentary (for example; issuing a complaint); varying impact on an

organisation and its peers (for example; negative or po@, d 5. Customers may engage

in the behaviours for different purposes!?. It @ that customer engagement is a

sequential psychological process that custo &{perience in order to become loyal towards

a brand, outlining the process by which@ loyalty and trust may be developed for new

and existing customers'?!. ((?%

A research suggested tha

Q the Customer engagement process helps when examining the
dynamic relationski @ umers have with corporations and to further understand how they

drive the de mefit of customer trust'?!. It is noted that the emerging concept of customer

valuation of the customers ''7122, A new metric was proposed for customer valuation, which
included both the value from transactional and non-transactional behaviours, and

consequently, disagreed with the view of other study carried out'® 22, The concept of
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customer brand engagement was further explored and defined it as the level of an individual
customer’s motivational, brand-related and context-dependent state of mind characterized by
specific levels of cognitive, emotional and behavioural activity in direct brand interactions,
where the focus lies on the interactions between a specific subject (the customer) and the
focal object (brand) ''2. A definition proposed for online consumer brand engagements%sg
that customer engagement is defined as a cognitive and affective commitm: g&ctive
relationship with the brand as personified by the website or other compu@&\ated entities
designed to communicate brand value and is suggested to comprisa\ imensions of active,
sustained, cognitive processing, attainment of instrumental v g‘é&vance and utility), and
experiential value (emotional congruence) '3 It is sta& ustomer engagement is part
of a behavioural manifestation towards a focal % ch as a brand or an organisation,

other than a purchase, resulting from motiydtional drivers'!’

. An alternative perspective for
looking at the conceptual foundations of customer engagement focuses on the broadened

relationship marketing domain 1" ch is represented in Figure 2.1
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Figure 2.1: The Consumer Engagement Prq@ Virtual Brand Community

Source: Broodie (2013)!!! < \\

The Engagement Cycle refers tg a on when a small business understands the needs of
its customers then positio ikvo strategise their approach through a process called the
engagement cycle. eme;lt cycle is defined as a way of satisfying customers by
providing su io&@ue than competitors to build trust and commitment in long term
relation@’ As such, social media platforms are able to facilitate this engagement

proc@n n interactive manner. The engagement cycle has seven stages which are;

c&;tion, interaction, satisfaction, retention, commitment, advocacy and engagement ''°,
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The engagement cycle acknowledges th@rtunities provided by social media to enhance

ers may be at nor the level of trust connected to the

the relationship between non-cit@nd customers. However, it does not acknowledge
n

the level of engagement K
L )
engagement stages. @ﬁ of customers and non-customers was highlighted, noting that
re

the cycle fails &J
the engag cess!®. It is argued that engagement is perhaps the most crucial aspect of
=

te the initial and continuous stages of trust that are developed from

as organisations strive to obtain a larger share of consumers’ attention and

soci@
ment with their pages'?*

A model was proposed by a scholar for identifying the relationship between engagement and
other constructs like trust, commitment and satisfaction and loyalty!'?*. He also explained key

aspects of engagement that is; engagement contexts, engagement objects, engagement
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phrases, engagement dimensions and engagement levels. A study focused on defining and
measuring online customer engagement by gathering data from customers who are using
internet in shopping !26. An online customer engagement scale was developed and used. It
was found that client’s engagement could be clarified with trust, commitment and in a
reputed dimensional way. The analysis scrutinized evaluation and other aspects d%ne
client engagement. Researchers studied the role of customer engagement in s ﬁ@/ . They
explored the notion of customer engagement in service industries which potential to
make unique contributions in explaining service loyalty. Customeu@gmen‘[ includes four
elements, namely, vigor, devotion, immersion and interactio er engagement can be
done both offline and online. However, it was very Q&l g for companies to employ
customer engagement strategies and measure be of customers towards customer
engagement strategies. A customer engage e}k\cale was developed and found that highly

engaged companies were more effective t_engaging customers and creating customer loyalty.

2.1.9 Branded Entertainmeut\(ﬁg

Branded entertainment *\d‘figin with the ‘soap opera’; first radio shows in the 1930s and

later television s@ the 1950s were sponsored by a specific brand, typically soap

manufactur@S\Branded entertainment regained popularity again in the mid-1980s, with
advertise ing to tie their brands to entertainment vehicles’'?. It seemingly gained

omentum since 2012, which was the year that branded entertainment was
inaugurated as a category at the Cannes Festival of Creativity!** 3!, Branded entertainment
holds potential to build brands strategically because it can constitute customer-based brand
resonance ; the extent to which consumers are ‘in synch’ with the brand, characterized in

terms of the intensity or the depth of the psychological bond with the brand '3 133,
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A homogeneous definition of branded entertainment does not exist and various attempts to
define branded entertainment have been widely documented in literature 3135, The terms
‘branded entertainment’ and ‘branded content’ are used interchangeably by academics and
industry alike'3®. It is averred that branded entertainment is a brand-generated contact point
with the potential to achieve brand resonance through authentic narrative'’, %d
entertainment is described as any piece of content that is made with a bran rsenality,
positioning and marketing objectives in mind'*®. The primary in of branded
entertainment is delivering an entertaining and engaging exper& to\customers’. It is
asserted that branded entertainment is created, produced and@peciﬁcally for a brand,
by a brand, for the purposes of communicating the b <ﬁ;&egy using the entertainment
medium and owned by the brand in most s% t is also averred that branded
entertainment involves the transmission o, ?&alues of a brand, its DNA, giving it an
emotional dimension, which can facig@}establishing a richer relationship with the
consumer, a relationship of trusty a ion'4?, It is posited that branded entertainment deals
with the development and su%i&ﬁf any entertainment property where the most important
objective is to feat Qe’ I)rand or brands in an effort to impress and connect with
consumers in &&qj and compelling way’!'*!. Furthermore, it is stated that branded
entertain e%n evoke engagement from its target audience!*’. Corroboratively, branded
ente@% involves attempts to expose consumers to brands by embedding them into
not typically considered advertising terrain'¥. A scholar proposed three types of
placements which are; visual, verbal and plot placement!?. Visual placement, or ‘screen
placement’, integrates the brand visually into the background. The use of branded

entertainment has certain positive characteristics such as being uninterrupted, as opposed to
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traditional advertisements, because it is part of the entertainment instead of being brought in
segments in between '*. The appeal of the entertainment (movie, series, event, character,
ambassador) can be targeted specifically at certain consumers based on their preferences and

aspirations.

Branded content refers to the content generated by and around a brand; this co @e

informative, educational and entertaining. Branded content encompasses arketing
and branded entertainment 4% 146, 147, 198 - Content marketing is bra: e%ent when the
content is informational or educational and is mostly {é&;{e \online. Branded
entertainment is the way branded content adopts when its Q{/ entertainment, whatever
its form, and can be distributed across multipl@ls and platforms. In branded
entertainment, the brand must be integrated &% ntent in a natural way in order to
generate emotions by itself, making the @Qn of these contents the key element to make
customers perceive the brand in a @gﬁ

are competitive as entertai g&ducts; the content must have enough quality and

relevance to compete @her entertainment products and make the customers to prefer

ay '%0 1% The brand also creates contents that

branded entertainq;@’ >1, Despite creating entertainment content, the brand stays true to
its values a exiSts harmoniously with the content '>2. Branded entertainment does not

necessafiyNitelides the brand or the product which can be represented only through its

d personality, but resort to advertising, even paid ads, to generate interest around it,
which is common in any entertainment product since it is necessary for people to know about

the existence of the content before deciding whether it will be consumed or not 32 153,

The core value of branded entertainments lies in its ability to breakthrough commercial

clutter and capture attention in a meaningful way '>% 155, The conventional advertising may
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have lost its ability to seize attention or to connect with target audiences in a unique and

compelling way!>°.

Branded entertainment is a disruption to conservative brand
communication practice, holds prospective to meaningfully connect with target audiences '*.
Branded entertainment adds value to the brand experience in the form of entertainment,
information or education'”” '>¥, Branded entertainment is debatably one of th\ t
persuasive brand communication efforts that significantly contribute to brand %since
its intrinsic narrative properties is fashioned at establishing a strong e connection
with a target audience and therefore evoke customer engagement &\gqnded entertainment
generated by a brand not only seems to benefit from @hg a narrative in the
entertainment effort, but it is seemingly a requisite ,@g&y as branded entertainment
160 Company-generated social media content c% viral response that helps spread

original advertising to a broader audie A@ally, consumers should be attracted or

encouraged to generate content that reﬂe&y port for their company’s brands and products.

2.1.10 Electronic Word of Mo{(@

Electronic word of mou @y regarded as one of the most influential factors affecting
consumer behavio @ essential with intangible products that are difficult to evaluate
prior to cons ti . Consequently, WOM is considered the most important information
source o %umers’ buying decisions and intended behavior'®2, Word of mouth
c %cation refers to the exchange of information between traditional offline
i%ersonal information sources such as friends, family and acquaintances about products,

163

services and companies '®. Word of mouth communication may influence consumers in

positive or negative way. There are several factors which influence to the positive and
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negative impression towards products or services. Consumers might retain or change their

mind because of word of mouth communication.

Electronic word of mouth is a word of mouth system that exists in virtual space in which

through chatting or online boards !¢ in

. This kind of communication plays a
influencing consumers in positive or negative way. Electronic word of @Q\N OM),

being a casual communication mode, has become instrumental i@ng consumer
la

messages are sent or received related to product or services which customers may expgrience
I

\
decision-making process. The fundamental aspect of eWOM \ﬁ\\ to its predecessor

word of mouth (WOM) but is more swift and a continu of information. EWOM

have been defined as positive and negative statemen%Ql made by prospective, actual or

former customers or frequent website visitors throtghYrternet regarding products or services

they have used which is easily available(‘%&r consumers or Internet users and also to the

marketers!6>. Q
E-WOM has long been reg‘a@\an influential marketing tool and social media is
recognized as the best *for e-WOM!66: 167 E-WOM is similar to the traditional online
WOM in that it @teractive communication process for exchanging experiences and
informatio x\products or services, while differing from online WOM in that it is based
on t In%twg. E-WOM is generally defined as the act of meeting and sharing opinions
other on the Internet and exchanging the ratings for services, which provide
usability, accessibility, and persistence for information that were unavailable in traditional
online WOM!% 170 Consumers search for information posted by people who have used a
product or service they are planning to purchase in attempts to reduce fear or anxiety about

failures by verifying relevant information !”!. The information disseminated through these
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WOMs tends to be accepted as fair and unexaggerated one '72. WOM is very important
because it shapes consumers’ attitudes toward brands !>, E-WOM considers positive WOM
as expressed in customers’ willingness to recommend the product to others in this
study. WOM forms the attitude of consumers toward a brand and the information
disseminated through WOMs tends to be accepted as fair and unexaggerated 7> 172, %M
may have a stronger effect compared to online WOM in some situations. %M is
regarded as a reliable and fair source of information, shaping con@expectaﬁons,

affecting attitudes, purchasing decisions, and post-evaluation!’4. \& \

Electronic word of mouth was also delineated as an info nication between person
which is non-commercial interaction between sender and\teeeiver regarding a product, brand
or service !>. WOM is a powerful source of infs t1Qn" that influences consumer’s intention

to purchase by building their perceptio@i(d a product or service '7°. The traditional

WOM originated as a concept reto strength and impact of interpersonal relations

(friends, family and peer gr% sitive electronic word of mouth message with higher
di

message source credibilj

message with 10\@
brand attitu &va

custom% ositive way. Word of mouth has a strong positive effect on customer’s

cates a better brand attitude than the electronic word of mouth

ge source credibility '77. Loyal consumers tend to have better

s certain products and services. Spreading good words influence

S ality perceptions in professional service setting!’®,

Electronic word of mouth also provides companies with an advantage over traditional WOM
as it allows them both to try to understand what factors motivate consumers to post their
opinions online and to gauge the impact of those comments on other people '”°. However,

consumers’ use of technology to share opinions about products or services (eWOM) can be a
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liability for companies, as it can become a factor they do not have control over'®. Today’s
new form of online WOM communication is known as electronic word-of-mouth or
eWOM!®, This form of communication has taken on special importance with the emergence

of online platforms, which have made it one of the most influential information sources on

the Web 81, \V\
One of the most comprehensive conceptions of eWOM was proposed an @ws all

informal communication via the Internet addressed to consumers an r% o the use or

characteristics of goods or services or the sellers thereof '32. Th té\@t Nhis tool is that it
is available to all consumers, who can use online platfi are their opinions and

reviews with other users. Consumers trust WOM fr@s and family and look to online
or

comments (eWOM) for information about a service!®3. Additionally, eWOM
offers businesses a way to identify cu t@needs and perceptions and even a cost-
effective way to communicate with -WOM can help greatly by reducing the effect
of a feeling of distrust and risk in purchasing a product that can in future influence
their decision-making an t;‘tl‘@ to purchase'®?. Another important aspect of eWOM is the
generation of bran 1%“ by among consumers and potential customers. Creation of positive
eWOMs happ& consumers are fan of certain products, create positive messages and
broadengd tion in favour of brand. This may take place on brand websites, brand
c %‘[ies, Facebook brand pages and other modes in which group members who are loyal
A

84

t r brand generate positive information by sharing their good experiences !

Electronic word of mouth also has a positive effect on consumers’ perceived value and
perceived risk '8, Positive eWOM has a significantly positive effect on purchase intention,

while negative eWOM has greater negative impact on purchase intention '%. An online
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firestorm is known as negative word of mouth and complaints which are broadly shared
online '¥7. The growing frequency of online firestorms caused great irritation among many
marketing decision makers. Despite the wave of negative electronic word of mouth, some
business also gained more followers in that particular period of time. Companies that faced
online firestorms decided not to respond at all had to pay a high price for the inabilit &s@l
with the situation. Electronic word of mouth also provides companies with an @t/ e over
traditional WOM insofar as it allows them both to try to understand w@wrs motivate
consumers to post their opinions online and to gauge the impact o, comments on other
people '”. However, consumers’ use of technology to sh@ ns about products or
services (eWOM) can be a liability for companies, a&% ecome a factor they do not

contro] '3,

2.1.11 Customization \;\\
Customization, also called personali%&ﬁers to offering a product or service, which is

tailored to the individual u% ’s needs and preferences as opposed to staple articles.

Customizing products i t a_recent invention, one might think of custom-fit suits which

have been tailor nturies. Nevertheless, developments have enabled the mass
C

production omized products. Moreover, the rising digitalization and

engage\@ customers in social media support the discourse between companies

mers in order to discover individual needs and wishes 19,

Examples of
customization are the selective placement of product propositions for individual
customers on webpages or the possibility to configure products during the buying process

by the customer !88. Customization especially when customers play a dynamic role is of

special interest concerning satisfaction and loyalty. Through customization, products or
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services inherit a personal character for the customer which makes the emotional bond
stronger ', The postulation is, that customized products increase satisfaction and thus

indirectly also loyalty, that is, repurchasing behavior.

Personalization allows the customer to feel the special or preferred recipient of the product or
service '%. Personalization is a firm’s decision on the marketing mix sui‘@ the
individual that is based on previously collected customer data'*’. Personalizatj imiting
case of mass customization. Mass customization aims at a market se m%few, whereas
mass personalization aims at a market segment of one °!. M N omization aims at the
customization and personalization of products and serv'&z/ dividual customers at a
mass-production price!®?. Customizing some featur %sduct or service means that the
consumer of the product enjoys more conveniegce™Qr $ome other benefit. This is initiated by
the consumer or the company '*3. The pr ’%Q{‘ nd sale of personalized products, services,
content, and communication to the % a single consumer or groups of consumers is
carried out by recognizing t e{g}f individual consumers based on their personal data

and information about theipurchasing preferences '**.

Personalization i@mmed by the marketer on behalf of the customer as opposed to

customizati@\a customer requests on their own behalf ', In addition to adapting the
prod t& customer’s individual preferences, personalization aims to reduce the cost of

g their order and to obtain a higher value of the product '3 19 Mass
personalization means active interaction with customers, and the level of product creation is
transferred from a physical product to acquiring knowledge about customer needs and
building consumer satisfaction. Nowadays, the role of the consumer is changing from

purchase from the available range, through the choice of product configuration, to active
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participation in the design phase'”’. However, each successive model of meeting customer

needs requires more flexible and technologically advanced production systems %,

2.1.12 Social Interaction

Social media interaction allude to the data being traded in various structures for example ;

messages, recordings, pictures and so forth identifying with a brand or item over N sed

social networking among online individuals '*°. Organizations have, for th t part,

grasped interpersonal interaction to its potential in regards to engaggme cooperation
%se\rich, unmediated

with consumers. Via interaction on social media, advertisers mﬁi

shopper bits of knowledge, speedier than beforehand ncourage duty through

showcasing. Interaction via social media whether Fa \ twitter and google is replacing

the traditional method of interaction. As socia %nsists of subscribers from all over

the world covering all modes of lives wi @r nces and outcome. Subscribers can share
&

their reviews and experiences reg%
00

promotional tool for companie efore, organizations are quite possessive in customer

product and service which can work as a

dealing because such CU@(H result in introducing an organization’s offering to new

customers. Social n for small business is achievable through the social networking

sites. &
Sociﬁ r%king sites are applications that enable users to connect with each other. The

those profiles, and send e-mails and instant messages to each other which results in brand

ate personal information profiles, invite friends and colleagues to have access to

awareness. These personal profiles can comprise of any form of information, such as photos,
video, audio files, and blogs. It is stated that social networking sites are high points for

marketers as they present a number of opportunities for interacting with customers®®,
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including via plug-in applications, groups and fan 2°'. The building blocks of a social
network are user pages, known as profiles. The profile page includes different information
about the person. Profiles are for real people, and companies use specific pages or groups for

their company information. Customizing the different pages and profiles is a good way of

reflecting your personality and brand?°!. \V\
created

One of the most phenomenon of social media marketing is how it has inc e@
%&

new forms of social interaction. People spend more than a quartx time online
\

b{é\and social networks),

re and entertainment 202,

involved in communication activities (for example, emails, |

which is equivalent to the total time spent online for ge
Social networking sites have become so pervasive% are the most popular internet
destinations 2%, This new media has demon@%t red how often people communicate
online, but it has also enlarged the pool og{é'\duals they communicate with, and led to new

ways for behaviors to be inﬂuence%

give greater consideration to @ information shared online, spending more time with

sumer behavior studies reveal that individuals

websites that provide thitdegarty €valuations, and other studies indicate such information can

directly influence cisions, even if received from purely virtual sources 2%,

Social netv«@websites allow individuals, businesses and other organizations to interact

204

with_one er and build relationships and communities online“**. Many small businesses

] social channels where consumers can interact with them directly. This interaction
can be more personal to users than traditional methods of outbound marketing and
advertising. Social networking sites act as word of mouth or more precisely, e-word of mouth.

The ability to rapidly change buying patterns of product or service acquisition to a teeming

number of consumers is defined as an influence network. Social networking sites and blogs
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allow followers to “retreat” or “repost” comments made by others about a product being

promoted, which occurs quite frequently on some social media sites.

Social networking websites are based on building virtual communities that allow consumers
to express their needs, wants and values, online. Social media marketing then connects these
consumers and audiences to businesses that share the same needs, wants, \ge\s.
Through social networking sites, companies can keep in touch with indii\@%lowers.

This personal interaction can instill a feeling of loyalty into @and potential
uc

customers. Also, by choosing whom to follow on these sites yﬁx\ Xan reach a very

narrow target audience. Social networking sites also incl(é@ information about what

products and services prospective clients might be 1 in. Through the use of new

semantic analysis technologies, marketers car&: ying signals, such as content shared
by people and questions posted online. CQ‘\de

tanding of buying signals can help sales

people target relevant prospects, % eters run micro-targeted campaigns. Social
networks are digital communic4ti forms which empower the user to create content and

share information throug@( or a private profile.
e

2.2 Theoretical F@)rk
This as@eview focused on relevant theories that can be applied to the variables and

con itnorder to come up with a linkage between the variables of interest in this study.
l@is study, Assimilation-Contrast Theory, Theory of Planned Behavior, Social Network
Theory, Unified Theory of Acceptance and Use of Technology and Resource Mobilizing

Theory of Social Media (RMTSM) are discussed.

2.2.1 The Assimilation-Contrast Theory
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The assimilation-contrast theory explains the underlying psychological mechanisms at play>®.
The theory explains underlying psychological mechanisms at play in small business
performance. These psychological mechanisms influence a customer’s behaviour to a brand
regardless of the social media marketing practices employed by the organisation. The theory
posits that consumers make some kind of cognitive comparison between expectatio\ t
the product and the perceived product performance, and this ultimately affe %oyalty
towards an organizations brand. The theory views the consumer post-usage
evaluation. The theory states that if performance is within a cus *{ latitude (range) of
acceptance, even though it may fall short of expectation, the CPEQ cy will be disregarded,

that is, assimilation will operate, and the performance @&eemed as acceptable whereas

if they fall within the customer’s latitude of neutgalityyfhere will be minimal change. On the
other hand, if performance falls within the hﬁ\&é of rejection, the contrast will prevail, and
the difference will be exaggerated, and the_gogdd or service will be deemed unacceptable. The
theory suggests that loyalty is a@m of the magnitude of the discrepancy between
expected and perceived er%fé‘

e
dissonance by adju@er ptions about a given product to bring it more in line with

ce. The theory posits that consumers seek to avoid

expectations. 0\% s also reduce the tension resulting from a discrepancy between
expecta oduct performance either by distorting expectations so that they coincide
celve

:&%

e importance of the disconfirmation experienced and this ultimately affects their

d product performance or by raising the level of satisfaction by minimizing the

acceptance and loyalty to a brand.

The assumption of the theory states that a consumer’s current belief serves as an internal

reference point (IRP hereafter) to which the persuasion attempt is compared. The theory

71



further states that when a customer is presented with an anchor —be it an amount, a price, or a
quantity— that is credible and congruent enough with his own beliefs, it is assimilated and
contributes to adjust his attitudes, which in turn influence his behaviour. If the discrepancy is
too significant to be assimilated, the anchor is rejected (contrasted) and fails to influence
either. The assimilation-contrast theory was suggested as another way of expl ib@&e
relationships between variables within the disconfirmation model 2%. This %%posits

that satisfaction is a function of the magnitude of the discrepancy be@&xpected and

perceived performance. \&\ \

Generally speaking, the consumers move within acceptafic jection areas, following

their perceptions. As stated in the theory of assimil ,Seustomers tend to assimilate or

adjusting Festinger’s theory of dissonance @
assimilation. The theory of dissonance @a the consumer makes a sort of cognitive
g

comparison between the expectatic%:

performance. If there is a d@%cy between expectations and the product’s perceived
will
e

ch forms the basis for the theory of

ding the product and the product’s perceived

performance, the dissg e not fail to appear. This point of view on post-usage

evaluation was i@ in the literature discussing satisfaction under the form of the
i

a certai%

I e tension resulted from the discrepancy between expectations and the product’s

t ¢, Consumers try to avoid dissonance by adjusting their perceptions of

t, to bring it closer to their expectations?®®. Similarly, the consumers can

performance, both by distorting the expectations so that they could agree with the product’s

perceived performance and by increasing the level of satisfaction through minimizippng the

relative importance of experimental disconfirmation 2%7.
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The theory assumes the consumers are motivated enough to adjust both their expectations
and their product performance perceptions. If the consumers adjust their expectations or
product performance perceptions, dissatisfaction would not be a result of the post-usage
process. Consumers can reduce the tension resulting from a discrepancy between
expectations and product/service performance either by distorting expectations so ﬂa\wgy
coincide with perceived product performance or by raising the level of gatisfaction by
minimizing the relative importance of the disconfirmation experienced 2 researchers

have discovered that the control of the actual product performaa@w Jead to a positive

relationship between expectations and satisfaction. Con@, it is assumed that
dissatisfaction could never appear unless the evaluatic@&l& began with the customers’

negative expectations®®. @
@eral shortcomings?®®. First, the approach

It is argued that the assimilation theog
assumes that there is a relationshi@re expectations and satisfaction, but it does not

specify how the expectatioxﬁ({/ irmation can lead to satisfaction or dissatisfaction.
it

—_

Second, the theory als

expectations or t
n

have found 0

s, that consumers are motivated enough to adjust either their
ptions about the performance of the product. Some researchers
ling for actual product performance can lead to a positive relationship
betwee tion and satisfaction. Therefore, it would appear that dissatisfaction could

ur unless the evaluative processes were, to begin with, negative consumer

expectations.

The assimilation theory is relevant to this study as it provides an appropriate framework for
online interactions among network members and structure of those social interactions. This

social interaction through entertaining content, constant engagement with customers and
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customization can establish a strong and close ties with customers who could reciprocate the
connection and engender performance of small businesses.
2.2.2 The Theory of Planned Behaviour

The theory of planned behaviour was originally proposed by some prominent scholars 2%,

The theory of planned behavior (TPB) is an adaptation of the theory of reasone%
which was based on the assumption that human beings are rational and mak %se of
the information available to them?!’. The theory contended that 1nd1v1dﬂ@qs1der certain
factors before deciding whether to engage or not engage in qur (intent factor).
According to the theory of planned behaviour, intentions % devoid of unforeseen
circumstances limit individual control and help pre b% behavior. The variance in
intention is composed of three global constructsy ttitude toward the behavior, (b)
subjective norms, and (c) control 2!0- 211 @dividual develops a positive or negative
attitude towards a behaviour based on t&) havioural beliefs, perceives subjective norms

about the behaviour based on tl(ir% tive beliefs. Behavioural intent indicates how much

effort an individual is wil'&f?v

the intention to perf@e
211 (

Theory o Xbehaviour posits that behavioural intention is a function of an individual’s

t into performing behaviour, and therefore, the stronger

e
haviour, the more likely the behaviour is to be performed 2'%

beh ree areas: (1) behavioural beliefs (Attitude toward Behaviour)— meaning their

about the probable outcome of the behaviour; (2) normative beliefs (Subjective Norm)

9

— meaning their beliefs about the normative expectations of significant others; and (3) control
beliefs (perceived behavioural control) — meaning the beliefs regarding absence or presence

of factors that might facilitate or impede the performance of the behaviour?'?. The three
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antecedents in the TPB model are conceived to be influences, both direct and indirect, on a
variety of behaviours through the mechanism of influencing behavioural intentions, and
numerous reviews and meta-analyses conclude that the TPB is an effective theory 2% 213,
Since its inception, the TPB has been used in numerous technology adoption contexts such as

social media marketing 2'>2!8, It was explained that the TPB posits that infb@k’

intentions are the proximal determinants of their behaviour, with intention@@ alized
through social interactions, customization, and engagement with CU@N to capture
individuals’ motivation to perform a given behaviour. Thus, the li ﬁQd\of engagement in

the behaviour increases when individuals’ intentions to perfo@hawiour are stronger as

such leading to the overall performance of the businessx“&(/

The theory of planned behaviour has be@cesﬁully in various contexts to
12. Several studies have supported the use of

newer contexts 2!2220, The TPB has been used

understand and predict human behavio ”OQ\\
g\’n

TPB and adaptation of the TPB sucu@

11
to predict adoption and con@ se of online services such as engaging of customers,

customization of conte well"as predicting the use of social network sites !> 221:2!%, and
the continued use

Despite the_fnsreasifig popularity of social media relatively little is known about the

psycho%griables that predict people's use of these platforms. Past behavior also

afficabtly predicted intention and behavior. It is explained that self-identity and
belongingness significantly predicted addictive tendencies towards social media with high-
level social media influenced by attitudinal, normative, and self-identity factors??’. The
Theory of Planned Behaviour (TPB) attempts to predict deliberative and planned

behaviour?!?, Intentions are assumed to capture the motivational factors that influence a
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behavior; they are indications of how hard people are willing to try, of how much of an effort

they are planning to exert, in order to perform the behavior.

One major criticism of the TPB is that not all intentions can be carried out. For example,
individuals fail to perform the intended behaviour due to both internal and external barriers
despite their intention to do so. It is argues that the relative importance of attitude%give

norm and perceived behavioural control in the prediction of intention is e@to vary

across behaviours and contexts?'?. This means that there are some, sit s where, for
b

example, subjective norm influences are powerful but attitudfs%& }Ess predictive of

intentions. (&

\ng social media advertising, as it

The TPB was therefore deemed appropriate for in:
has been successfully applied to various ophing and’social media contexts. This theory is
relevant to the study of social media ma@g s it states that the more positive the attitude

towards social media marketing, %e peers are perceived to encourage the behaviour

(subjective norms), and the g?s{/

not with the advertisi céived behavioural control), the stronger the intent to engage

e individual’s perception that they are free to engage or

with social medi( Qting (behavioural intent), which will in turn predict the actual
performan ’S‘l\@ behaviour to comment, branded content, customized information which

can t It share the advertisement (behaviour).

Q

2.2.3 Social Network Theory
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Social network theory is also knon was Social Network Analysis (SNA) theory originated
from Jacob Moreno and has been widely used to study the structure of relationships between
individuals, groups, or organisations; not so much to explain who these actors are but
particularly to describe and map how they interact with each other. Social network analysis
has emerged as a set of methods for the analysis of social structures, methods %e
specifically geared towards an investigation of the relational aspects of these %The
use of these methods, therefore, depends on the availability of relational an attribute
data 22! It characterizes networked structures in terms of nodes ?A{S\individual actors;
people; or things within the network, and the relationships o g&@ ions that connect them.
Examples of social structures commonly visualized th 1al network analysis include
social media networks, friendship and acquaintanc rks, kinship, disease transmission,
and sexual relationships??2. These networks;@(en visualized through sociograms in which
nodes are represented as points and ties a¥g represented as lines??®. The relationships between
people, social network analysi ents and enriches analysis based on the socio-

demographic and econorr&t ibut€s of individual actors, groups and external structures 224,
f

As another early pio@
are better unc}ﬁ(@dj the context of their social environment rather than their physical
one?®, @

%@the years social network theory has been developed and applied across a variety of
I

e
the approach argued that an individual’s interactions with others

esedrch domains 2%, These include family and neighborhood community structure such as
group dynamics social mobility, social stratification, policy networks, elites and power,
global economy and health. In the context of social media, this theory helps us understand

the fundamentals of what Facebook, and LinkedIn are built on. Networks of people who

77



share common attributes which could be relationship based, event based or even location
based. Furthermore, social network analysis could inform businesses of the methods on
promoting themselves through organic word-of-mouth as information spreads through the

227

individual nodes to the community“*’. This theory was used to understand the differences

3
G

Social networking sites such as Twitter, LinkedIn, My Space, and Facebo \ oved to
%

with various social media platforms, their use and attributes.

be popular online activities in relation to time spent 2°. Facebook is xn mmon social
media site followed by Twitter, LinkedIn, MySpace and YOHEE&Q po})ularity”". Social
media has changed the strategies, and tools firms use %/ icate, emphasizing. The
widespread acceptance of digital marketing practi \ e greatly contributed to the
personalization of marketing where commerci«l tities progressively link with individual
clients and users and gaining feedback o ’%@o-one basis. It looks at the ability of owners
to get access to resources not under cofitrol in a cost-effective way through networking.
It provides value to businesse @ng them access to social resources that are embedded
within a network (for example, social media). Digital platforms are characterized by network

effects and includ

smart phonef ink the demand side to the supply side of businesses??8.

ops, PDAs, network Switches, Multimedia, and mobile devices like

One@%ajor criticism of social network theory is that individual agency is ignored
o

types of relations, singular or in combination, form these network configurations, network

this may not be the case in practice. Also, another criticism is that there are different

analytics are useful to a broad range of research enterprises.
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The relevance of the social network theory is that it provides SMEs with insights on the
social ties or interactions that exist between individuals, organizations or groups. It views
social interactions in forms of nodes and ties. The individuals are represented in the form of
the nodes, and the relationships between individuals are represented by the tides. In its
simplest form, it studies the relationship between nodes and ties. \V\
2.2.4 Unified Theory of Acceptance and Use of Technology ®

The unified theory of acceptance and use of technology explain the user@ ns to utilize
an information system and subsequent usage behaviour®*'. The the s(eveloped through
a review and consolidation of the constructs of eight m ese were what earlier
research had employed to explain information systems <g@hawour These include theory
of reasoned action, technology acceptance model, at10na1 model, theory of planned
behaviour, a combined theory of planned g@r/technology acceptance model, model of
personal computer use, diffusion of innQvatiens theory, and social cognitive theory. The

theory holds four key construct

I%( ! performance expectancy; effort expectancy; social
influence and facilitating con s. Performance expectancy, social influence and effort
expectancy direct de &s‘of usage intention and behaviour while facilitating conditions
direct determl nt\Qf us€ behaviour. The Unified theory of acceptance and use of technology
is a new 1s1ng theory 232. This theory gave insight into the user attributes, social

ology use and attributes, and effect of business environment, as determinants of
&on of social media marketing. Li and Jowyang from Altimeter Group are the major
contributors to the social graphics framework 233, They argued that instead of studying the
demographic, geographic, or psychographic profiles of customers, businesses also need to

develop social strategy termed as social graphics. Marketers and managers needs to ask the
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following questions: Which websites are my customers on? What are my customers' social
behaviours online? What social information or people do my customers rely on? What is my
customers' social influence? The answers to these questions could separate customers into
layers of engagements: from curating, producing, commenting, and sharing, to watching. The
businesses then need to separate their customers into these layers and provide tb\%id
platforms to facilitate their social interaction 23, <(/

Traditional purchase funnel has three stages: awareness; consideration; a@hases; during
which a marketer could influence a consumer's decision making&&vs\ver, the purchase
funnel concept treats customers like living in a vacuum. A ¢ g‘f@ fter purchase, will use
the product, form opinions, and talk about it later in thgsst ome of the experience after

purchase will be materialized and posted onlin@vﬂl loop back to other customers'

purchase decision-making process. This so edback cycle is driven mostly by word-of-
mouth; the word-of-mouth is further dri%)\y actual use, trial, or sampling experience 2%,
This theory was used to examin eting purpose as a determinant of social media
adoption, as one of the pgim 2g(d goals of marketing is the purchase of their services,
brand awareness an Xal management.
The technolo ance model (TAM) is a theory that relates to information systems
modeli ustomers come to recognize and use advancements 2*’. One's use of an
ent system is influenced indirectly or directly by the customer's behavioural
intehfions, perspective, perceived usefulness of the structure, and perceived
straightforwardness of the system. TAM recommends that external factors impact intention
and certifiable use through mediated outcomes for perceived ease of use and perceived

usefulness 2*7. In the area of administration investigation, TAM has obtained comprehensive
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experiential support throughout practice, approvals, in addition to applications by
practitioners and scholars, proposing that TAM is robust over time, environments,
communities, plus technologies?8. The TAM was utilized in research that examined
perceived usefulness along with usage intention regarding impact?*°. Regarding education,
particularly for electronic learning, in addition to mobile learning, the TAM is eno@iy

functional®®. This theory has applied to diverse sectors, different conditions, @ ental

determinants*! %\

One of the shortcomings of the theory is that the variable whic \Kai }0 the behavior of
users, which is inevitably evaluated through subjective "@l as behavioral intention
(BI) such as interpersonal influence. Another limitat®t, underlines of behavior cannot

be reliably quantified in an empirical investig@ g to a number of different subjective
a

factors such as the norms and values of s oé\'ﬁ
O

The relevance of the theory to tlQ f social media marketing is that Perceived

usefulness helps owners/manﬁegffuse a particular system that can enhances business

d personal attributes and personality traits.

performance and output@(ﬁry also explained that consumers are increasingly using
e

social media, and tendency of more potential users interacting and personalized

content to achl%sggrior performance.

2.2.5 Reso obilizing Theory of Social Media (RMTSM)

Mobilizing Theory of Social Media (RMTSM) explains how social media as a

242 This theory lends from the research of

network resource, affect firm’s performance
Buechler and Jekins which state that resource such as time, money, organizational skills, and

certain social or political opportunities are very central toward success of any social

movements?4* 244, This theory asserts that business organizations with access to and effective
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use of social media have competitive advantage over the others who are indifferent to such
networking resource?®. It is argues that resource social media can be well utilized by owner-
managers of small businesses to inform their customers about their current offerings and

create a two way communication, and benefit of social media which influence the

performance of their businesses in terms of sales growth, customer retentigﬂy\}w

awareness, brand loyalty and competitive advantage?*> 246, @(/
ities, which are

The theory has been criticized for failing to explain social movement COn@hﬁ
large networks of individuals and other groups surrounding soci& ement organizations
and providing them with various services. Critics also ar it fails to explain how

groups with limited resources can succeed in bringing OQ nge and that the theory does

not assign sufficient weight to grievances, ide@ culture as well as many macro

sociological issues
The importance of this theory is that it &xpldins the need for small businesses to focus on

creating entertaining content thrgughsintgractions with customers. Also, social media focuses
% encourage their business process which will transform

on the modernizing tech%
e
their relationship wi@m rs which will increase performance significantly.
This study will bs anghored on The Assimilation-Contrast Theory and Unified Theory of

Acceptan % e of Technology as both covers the variables in social media marketing
™

and

Q

siness performance.

2.3 Review of Empirical Studies
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This section reviewed the works of other researchers including their methodology, findings
and conclusions. This is to enable the researcher identify and fill knowledge gaps left by
previous studies and in so doing enrich the knowledge on social media marketing and small

business performance. The review was done with respect to each objective as itemized in

Chapter one. \V\
2.3.1 Social Media Marketing and Sales Growth g(/

A study examined the social media marketing and marketing perf ar&l new sme: A

\
moderating consumer innovativeness. The result revealed tEN ial media marketing

influences the sales growth and marketing perfomancxﬁ&l\/ﬂgsﬂﬁ Also, findings of
the study revealed that branded entertainment mode@@

on marketing performance. Divergently, a rgsdarchproduced a negative moderation and a

ffect of social media marketing

significant influence on the relationshi 0}\’\00&1 media marketing to sales growth?*, The

arketing should have entertainment, interaction,

isk components. Another study examined the impact of

study further stated that social

trendy, customization, and pesce
social media usage o rmance of the banking sector >*°. The results of the research
indicated a positi e1 icant impact of social media usage with respect to customer
engagemen customization on financial and non-financial performance in terms of

profitab ales growth and environmental performance.

y examined the impact of social media marketing on sales performance of small online
business?>. The findings revealed that customer engagement, e-word of mouth, customers’
relationships and communication as measures of social media marketing significantly affects
sales performance of the online small businesses. However, the research results show that

customers’ feedbacks and content sharing as measures of social media marketing has no
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direct influence on sales performance. Adding to previous discourse, a research investigated
improving performance of SMEs through social media marketing training?!. The results of
statistical tests show the differences in MSME performance before and after social media
training. This analysis also revealed that that social media training has a positive impact on
SME:s performance with reference to sales growth. Congruently, a study examined thb@us
affecting SME performance: the mediating role of social media adopti <Q} that
customization; electronic word of mouth, technology, organization, and t ionment play

effective roles for SME performance?>2. More importantly, somalQAKaQoptlon positively

mediates the relationship between technology, organiz ironment, and SME
performance. A study examined the impact of soci @On business performance?>.
Findings revealed that the use of social medla € busmess capabilities and business
performance. The impact is not due to on of six) social media tools only, but due to
successfully combining the six social mg\}ols into one effective social media ecosystem
that enables coordination betwegen | and external business processes. Additionally, a
research evaluated the eff ct o 1al networking tools on the SMEs domain: an empirical
study in the Ninev ve orate Iraq>>*. The study revealed that the use of Facebook

Qool of Social networking tools will rapidly increase the promotion

customized cc&‘
and mo@s mers in order to engage with the respected industry and sales growth of
e

the‘@

A sty also examined the effect of social media on employee’s job performance: the
mediating role of organizational structure®>>. The position of the findings revealed that
increasing knowledge of employees on the use of social media will lead to increasing

performance and output of the organization. Likewise, a study posits that social media is an
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effective tool for enhancing sales growth as results revealed that social media has a positive
impact on business and it growth and performance*®. The position of a study carried out
considered the effect of social media strategies utilized by SMEs on client acquisition and
retention?’. The study found that social media participation has strong influence on brand
trust, which thus, affects sales growth, customer acquisition and retention. It wa ﬁ&&se
found that there is a positive connection a sales and amount of time spent (@i} media
and that web-based social networking promoting techniques affect sales nd retention
and increment of the overall industry. A research examined @agt of advertising
procedures on corporate execution of estate surveying and V@Hns in Kaduna City of
Nigeria?®®. The study found that there is a posit\%&e‘%’onship between marketing
methodologies adopted and corporate performanc s growth) of the firms. A study
explored barriers to e- marketing adopti ?Aqlg SMEs in the Vaal Triangle of South
Africa®’. It was found that the real obs@towards the non-appropriation of e-marketing
incorporate innovation incon % ith target markets, absence of learning, partner

unreadiness, and innovation confusion and innovation recognition.

e
In the same vein, fr conducted a research on the relationship between social media

and small busigess ceptually®®. The research addressed both the antecedents of social
media e value of social media in small business environments. They found that
e s’ competence with technologies and pressure from consumers were two important
&tors of social media use which increases sales growth. A study analyzed the influence
of social media and social networks on the shopping behavior of consumers?®°. The results of
the study concluded that the social media has a noticeable impact on the sales growth of

small business in Pakistan. Furthermore, researcher in his findings says that Social media
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contributed new opportunities to customers to interact in websites?!. Customers use on-line
communities, to get the information and to communicate with other users. The information
from the survey shows social media enables the interaction of customers, which results in

increased trust and intention to shop for products. The results also encompass the intention to

shop for products. \V\

2.3.2 Social Media Marketing and Customer Retention \

A study examined the impact of social media marketing on sales pe ar{:§f small online
business?®?. The research results show that customization h ng\)d{r ct influence on sales
performance, communication has directly inﬂuence&(} es performance, branded
entertainment has no direct influence on sales perf @s and customers’ relationships has
directly influence on sales performance of e small businesses in Malacca. Scholars in
their research found that when busines@s useful materials, then customers are more
likely to share or reply to com e%ith their friends and increase their interests and
retention®%. The contents deh\% customers must be innovative in order to reach market
standards with consu %\edations such as words, videos, images, visuals and messages
to gain customer @\. The findings of a study also posits that the small business owners
as both cre@qd consumers of social media content, focusing in particular attention to the

264

busifss of buying and selling consumer information generated through social media as

D

of corporate social media messaging contributes to increase trust between stakeholders and

ndering customer retention“**. The finding of a study also indicated that the quality
increases customer retention®®. In addition, a research found that certain social media users
tend to be addicted to the usage of social networking as a way of accessing knowledge, news

and evaluating products and services?*®. The study further stated the need for online small
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businesses to target specific audiences by utilizing different types of content and present
valuable contents to engage customers in order to achieve customer retention. Corroborating
previous scholar’s findings is the study which utilized the theory of reasoned actions to
develop a model that tested the factors affecting the use of social media by salesperson and
its impact®®’. The result of the study revealed that social media marketing positivel &ﬂs
customer retention, brand loyalty, market survival which in turn inﬂu%%ness

performance. Another study conducted by a scholar used in-depth in with social

selling professionals?®®. The findings shows that the use of socia@{ improves not only

the level of sales but also affects relationship and custom@nance (trust, customer
satisfaction, customer referrals); and organisational per@gf{customer retention).

Another study investigated the antecedents of&' edia use, social media use by B2B

companies and their effect on customersf’(é@a media usage of sales representative has a
a

positive impact on customer satisfa€tion customer retention. The study also found that
the quality of corporate socia, id strategy has a positive impact on social media usage in
terms of the customiza@&nteractions, branded entertainment, and active interaction

so examined the effect of social media marketing on small scale

with customers. A@
business pe @c in Ota-metropolis, Nigeria?’®. The findings of the study revealed that

social r% rketing provides small businesses the opportunity to engage their audience

ent levels, including personal. The study also revealed that social media marketing
has d significant effect on customer retention. Adding to the discourse is the study which the
results revealed that the owners of these small businesses lack the expertise and resources in
the field of e-marketing in terms of planning, management and measurement which will

cause decline in customer retention®’!. In a study, it was revealed that social media marketers
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are the most successful if they remain honest, engage customers and give meaningful
entertainment as this will enhance customer retention?’?. In the study of some researchers,
‘do social media marketing activities enhance customer equity? An empirical study of luxury
fashion brand’?73. The study utilized the five constructs of perceived social media marketing
activities of luxury fashion brands as entertainment, interaction, trendiness, custorb\%u,

and word of mouth. The study revealed that social media marketing has sigq@itive

effect on customer retention. The findings of this study also revealed that@s ands helps
to forecast the future purchasing behavior of their customers mor@(ately and provide a

guide to managing their assets and marketing activities as v@

In their research paper effectiveness of social media a keting tool: an empirical study.
0

The study revealed that social media marketing %1 rtant gradient in today‘s marketing
mix as it engenders customer retention xs{ness performance?’. Corroborating previous
studies is the research which ex d “the impact and effectiveness of social media

advertising on young work@n‘s buying behaviour with reference to consumer

electronics - a study of ted cities in Maharashtra And Gujarat*”. The study revealed that

there is a positiv ship between social media marketing on buying behavior and

rkingwomen. The study further revealed that there is a correlation

retention of@
betwee% reactions or feelings towards social media advertisements with customer

influences consumer’s behaviour and retention. The findings of the study also states that in

order to be successful in the social media environment, small business must undergo
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continuous online marketing research through customization and entertainment content in
order to understand the consumer behaviour patterns and increase the customer retention.

2.3.3 Social Media Marketing and Brand Loyalty

A study investigated how B2B companies’ use social media by analyzing brand posts of
Canon India, Epson India, and HP India on Linkedin, Facebook, and Twitterm.@y
found that most of the posts had a combination of text and message. More tha o of the
posts were about product or brand-centric. The study argued that un%e measure of
engagement will enhance brand loyalty. Also, a study used &ﬁ\&t }bs of three B2B
companies to investigate reasons for using social mediam@und that companies use

social media to enhance brand loyalty, customer relati s, support sales and build their

brands. Also, social media is used as a rec&l% ol, a seeking tool, and a product
information and service tool. The discour; e’(s\S{s
g’g’

on the corporate Facebook page of 30 3PLs

olar investigated how social media usage

influence stakeholder engagement %
companies?”. The study fou\'ﬂ&\t e number of followers, post sharing frequency,

negatively affect custom%ga ment. It was found that content including photos facilitate
e

N\

more stakeholder ¢ % ent (likes, comment, and share) in comparison with other forms. A
research wor mgﬁdse the importance of the CEO of B2B companies to be present and
active oS edia?®. The study discusses the advantages of social media presence for the
C how it will benefit the company. A study draws on interactional psychology theory
to pose and test a model of usage of social media in sales, analysing individual,
organizational, and customer-related factors®®!. It was found that customization,

communication and customer engagement to social media are key determinants of social

media usage in sales, as well as individual commitment. Customer engagement with social
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media also predicts social media usage in sales, both directly and (mostly) through the

individual and organizational factors analysed, especially brand loyalty.

The study titled the impact of social media marketing on brand loyalty?®?. The results of the

study are believed to put significant contribution to brand loyalty. A study found that using
social media for advertising has increased the enterprises’ brand reputation a @g 257,
Therefore, SMEs should take into consideration the quick response to cu ks\é&

that should lead to improving the SMEs’ consistency. These results &
a

oncerns
the findings
of some scholars, who showed that using social networks positi cts the organizations’
performance regarding efficiency, flexibility, and enhapCe of responsiveness?®® 284,
However, SME administrators and owners should @ cebook advertisements in their
strategic plans as both a strategic and powerful O}Qn'caﬁon tool that leads to engagement
with all the customers instantly with all t ®se updates.
A study showed in their research th@goyalty of the customers is positively related to
social media marketing activ't\gﬁl firms as it creates beneficial campaigns, relevancy of
social media content, p rity of social media content, and offering various platforms and
applications on s @ ia’®. Another study also showed that social media marketing
(entertainment, N %{tion, trendiness, customization, and word of mouth) has a positive
effect se intention of customers through creating association of brand loyalty?%6.
g the study is the research which examined the effect of social media marketing on
brand trust and brand loyalty for hotels?%® 282, The results of the study revealed that social
media experience is an essential driver of brand trust especially for accommodation services.

The positive effects of a clear website, online interactivity, e-word of mouth, customization,

and collaboration with other useful websites as social media marketing activities on trust are
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seen in respective order. However, the positive effect of social media marketing on brand
loyalty was affected by trust, which acted as a mediator between social media marketing of
the hotel and loyalty of the consumers to the hotel. Additionally, a researcher investigated the
effectiveness of social media marketing in the formation of positive brand attitude for the
different users?®’. The findings of the research revealed that social media marle@%s
effective in the creation of brand attitude which enhances brand loyalty. A@/ vealed

social media marketing is significantly related and contributes to custo staction and

loyalty and overall business performance?3s. \&\ \

Another study examined the impact of social media marke %(:Qand equity: an empirical

study on mobile service providers in Jordan’” The a@o the Jordanian mobile service

providers social networks were the populatio@ dy?®. A sample of the study totaled
th

450 customers, the researcher tested th ﬁé&
regression tests: the results showe@t%
QOn

is using simple regression and stepwise
re is a statistically significant impact of the

dimensions of social media m n the brand equity for the Jordanian mobile service

providers and after perfg@( stepwise regression the results showed that there are a
significant impact l@% the Accessibility, and Credibility on the brand equity which
means that thé‘g&s&ility and credibility affects the brand equity. The researcher sees that

the co Q\ould focus more on their social media marketing strategies and increase its

S %he general marketing strategy of the company.

2.3.4 Social Media Marketing and Brand Awareness

In the research, the findings of their study revealed that the customization, branded
entertainment, social interaction interpreted 20% of the variance in brand awareness as the

dependent variable*”’. However, Facebook advertisements as an independent variable were
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found to have a statistically significant effect on the SMEs’ performance dimensions (brand
awareness) with standard regressions of 0.66, 0.51, and 0.74, respectively, thereby explaining
44% of the variance in the efficiency, 26% of the variance in the flexibility, and 55% of the
variance in the responsiveness. A study found that there is an association between social
media usage and its impacts on financial performance of Small and Medium Enteﬁ@@.
The study further revealed that the use of social media marketing will S&arand
awareness in Small and Medium since the use of the traditional way o@ﬁunication of
products and services to customers is becoming obsolete. Likewi %dy results revealed
that the social media marketing have significant relationshi busmess performance
of SME entrepreneurs?®2. The results of the structura *0% modeling analysis showed
that the powerful of social media marketing sigani 1nﬂuenced business performance.
This explains that the dimensions, which A& the digital marketing, affect the business
performance positively and thus hel t&) iness development towards a more effective
system. The position of the two % stablished a positive relationship in the adoption of

social media for SMEs a ed to provide information and feedback to customers in

a friendly way, h ctlng positively on their financial performance and brand

awareness?’! K( R

Supporti ous studies, an empirical evidence revealed that distant customers of SMEs

services at low cost through social media 2. Also, a study pointed out that social media
websites are a key strategic marketing tool for any business in this era, in the context of

supporting the business organizations when interacting with their customers, thereby
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enhancing their overall performance®®. A study investigated the effect of social media

marketing in enhancing brand equity in Malaysia®®’

. The study revealed that social media
marketing had a positive effect on the brand image, loyalty, preference, leadership, and brand
awareness. Similarly, a research work evaluated the relationship between social media
marketing and the performance of online SMEs*®. The authors identified tha\}id
reputation image is enhanced for an organization when social media platfo g&d for

advertising. Furthermore, there is also an enhancement of organizatio(% ormance for

SMEs, with the study also concluding that social media advertisﬁ paved the way for

enhancing brand awareness, thereby resulting in effective @e outcomes by SMEs.

Meanwhile, a study analyzed the moderating effect of\x& tworking advertisements on

the relationship between the orientation of entr r% and the performance of SMEs in

299

Kenya*”. Consequently, the study revealedgthatssocial networking advertisements positively

moderate the relationship between the @e nature of the entrepreneur and the SMEs’

performance and brand awareng/@

In the same vein, an au esearched the impact of social media marketing on performance

of media transmiirg s in Kenya using the case of Safaricom Ltd*®. The study found
that social pfedia effhanced the performance of the association as it offers a stage for
advertisi ess expensive cost contrasted with different types of marketing tools. The

Iditionally found that promotional campaign helped performance of media

transmission firms in Kenya as it expanded deals and income beyond the time frame. A

scholar studied the impact of advertising procedures on corporate execution of domain

258

studying and valuation firms in Kaduna Metropolis of Nigeria>®. A researcher explored

variables affecting selection of social media promoting on development of SMEs in Nairobi
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County?’!

. The study uncovered that there is a positive relationship between showcasing
techniques received and corporate performance of the organizations. A scholar investigated
web-based social networking reception in little to medium-sized ventures in Ireland3®. It was
found that an assortment of various ways to deal with web-based social networking selection
which regularly changed by hierarchical setting and staff competency level.\&as
additionally observed that organizations shared nervousness were they not t @what
was seen to be another crucial tool for business development. A research@ed factors
affecting adoption of social media advertising on development of inWairobi County*°'.
The study discovered that a large portion of the responde %y ccess to web and are
making a tremendous access in web-based social net@ﬁites with less consideration
regarding undertaking internet advertising as syc ing increase in brand awareness.
Corroboratively, a study examined the factm@(:h influence the on-line buying decision of
consumers through the social network n@FacebookW. In their study, consumers graded
the factors like communicatiop, ization, branded entertainment, and convenience

{Qrmore, a study analysed the consumer buying decision

e
ows between people in social media’*. Results and theories have

influences brand awaren@@

method and inform

proved that tl&pFQiﬁ

stricken b V rious varieties of proximity plays that are making an impact in brand

and information about the product in social media platforms are

awa S.

2.3.5'Social Media Marketing and Competitive Advantage

A research examined the impact of social media in business organizations by highlighting the
competitive advantage on organizations’ engagement in social media’®. The result revealed

that social media marketing affect competitive advantage of SMEs to a large extent. The
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study also identified the factors that engender competitive advantage through social media (e-
word of mouth and customization). A study revealed through the analysis show that
adoptions of social marketing tools such as branded entertainment, customization, and
communication would significantly improve competitive advantage of SMEs**. However,
the result suggests that for SMEs to sustain and achieve competitive advantage in h&or
there is need to utilize more than one of the social media tools as part of markegtin %gies.
A scholar posited that retaining existing customers and acquiring new cu are essential
to long-lasting businesses and also increase competitive adva@o\ Adding to the
discourse, the position of a researcher revealed that a stron dia presence increases
competitive advantage, brand awareness and trust a éS&vely affected the ability of
businesses to retain customers3%. Also, it is conc social media marketing and brand
trust positively influenced customer retenti ,*kich had a strong influence on competitive
advantage’?”. A study showed that sociaNmegia marketing had more social interaction with
customers and developed en strategies that created competitive advantage,
credibility, and customer oyéhgﬁ, . In their study found that social network marketing is
N

311

e
becoming the most model in advertising that helps retain competitive advantage

The study also andlyzes the relationships between customer engagement, social media selling
activitie@p er purchase behavior and found positive effect on competitive advantage.
Ar cher highlighted the attitude toward social media marketing, in Georgia®'?. The
i@ace of the research have unconcealed that social media are largely used by customers,
however, there is an only little impact on the competitive advantage. A study examined
perceptions of social media for these uses among a sample of 147 employees of small (n = 12)

and medium (n = 8) IT companies in India®'3. The results demonstrated a significant (p < .01)
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association between social media use and all five dimensions of competitive advantage,
which included economic value, social value, and innovation value. A scholar studied the
impact of social media on customer satisfaction and retention in the banking industry: views

of clients and managers?'4. The primary objective of this study was to identify how social

media aspects (benefits, clients’ trust and content) influence customer satisfafﬂ\%id

competitive advantage in the banking industry, from the perceptions of banl@

managers. Statistical analyses showed significant relationships betwee@ocial media

ts and

benefits and trustworthy content and customer satisfaction, as wd@{mtween competitive
advantage and retention. In a study titled social media m ow social media give
power and responsibility to companies on the intem@%ﬂ: research found that social
media marketing affect competitive advantage %s in the 21st century. In a similar
study titled branding in social media and t@ct of social media on brand image3'¢. The

research found that social media marketi@\'gniﬁcant to enhance competitive advantage.

The findings of some studies @’ a similar conclusion; all emphasized the common use

of networking and w f mouth, rather than new technologies, among some small

businesses inﬂue@ petitive advantage®'” 318, A study conducted one of the most
comprehens;j udi€ to date to investigate the effect of online marketing on small business

perforn‘%. he researchers developed a model of e-marketing, which included social

dia_topls and e-mail, and tested the model’s effectiveness among a representative sample
of 391 small businesses in the United Kingdom. The research questionnaire measured 16
variables, including the use of e-marketing tools, marketing effectiveness, pre-sales factors

influenced by e-marketing, and after-sales factors influenced by e-marketing. The research

found the influence of social media towards brand image and buying opinion of younger
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Generation®??. The result showed that the internet communications, on-line communities,
electronic word of mouth, and on-line publicity are successful in promoting the brand image
and competitive advantage through social media platforms. In the paper evaluated the
influence of social media on consumer selection behavior??!. Technology Acceptance Model
was adopted to find the social media usage perceptions. The employees of the Multka\%wl
companies in India are the samples for the study. An equation modeling was pse %t the
eligibility of the model. The results state that users of social media in%\%‘awe more
competitive advantage. Furthermore, in their study indicated t@w\(nay be 100 core

members present in social media; social media sites becam: cﬂ@ ant medium for firms

and consumers to meet each us for the exchange of inf@&about products322. They also

found that the influence of social media on custemet®buying behavior and competitive

advantage is tremendous. \;\\
i

2.4. Conceptual Model and Model ifi€ation

The conceptual model presen\i/tgl independent and dependent variables by showing the
interaction and relati Xt‘ween the variables under study. The independent variable is

social media marketing=which is represented by X. The dependent variable is small business

perform@ is represented as Y. The operationalization of the variable is based on the

regrgssioni¢quation stated below;

Q

Operationalization of the Variable

97



Y= f(X)
Y= Dependent Variable
X= Independent Variable

Where

Y = Small Business Performance (SBP)

X = Social Media Marketing (SMM) ®E
Z= Investment Decision (IND) %\%

Y = (y1, y2, ¥3, y4.¥5) (§
X = (X1, X2, X3, X4,X5) ®
Where: \*

y1 = Sales Growth (SG) %

y2 = Brand Awareness (BA) \Q

y3 = Brand Loyalty (BL) \\

y4= Customer Retention (CR) QJ

ys= Competitive Advantage (C Q

x1 = Customer Engagement ( 2)(?\

X2 = Social Interaction
e

x3 = Customization

x4 = Branded E t% nt (BE)

X5 = E-Woré\@uth (EM)

Fun@elationship

}%xb X2, X3, X4,X5) Eqn 1

y2 = f(x1, X2, X3,X4,X5) Eqn 2
y3 = f(X1, X2, X3, X4, X5) Eqgn 3
ya = (X1, X2, X3, X4, X5) Eqn 4
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ys = f(X1, X2, X3, X4, X5) Eqn 5

Y=1f(X z) Eqn 6

Regression Equation

SG = o+ B1CE+ 2SI+ B3CU + B4BE +BsEM + &; --Eqn ]y\
BA = Bo+ BiCE+ B2SI + B3CU + B4BE + BsEM + ¢; Q%\
BL = Bo+ BiCE+ B2SI + B3CU + B4BE + BsEM + & \\\ qn 3

CR = o+ B1CE+ B2SI + BsCU + P4BE + BsEM + g ;\&\ ------ Eqn 4

CA = Bo+ BiCE+ B2SI + B3CU + B4BE + PsEM + g; Ac'} -Eqn 5
SBP= o+ BiSMM+ B2/ND + B3SMM*IND+jceeo . \&V Eqn (6)
Where 3 = the constant of the equation @

B1-Bs = the coefficient of variables in the @1&

&i = the stochastic function that ac@or the errors that may arise in the equation

X
@Q\
O
QQ
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Fig 2.3 Conceptual Model
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Source: Researcher’s Co ce}%ﬂlodel, 2021

2.5 Summary of @ Literature

This secti Qj

100

sed on social media marketing (customer engagement, social interactions,
cu t@ation, branded entertainment and e-word of mouth) as a veritable tool for enhancing
business performance. The literatures that were reviewed in this study were on the
context of social media marketing and small business performance. The reviewed literature
was found to be inconclusive since several of the studies neglected the calls to extend this

discussion. Social media marketing was identified as a factor in organizational performance




however, how this relates to the service sector especially in developing countries remains

elusive in context of research study.

This research sought to examine the effect of social media marketing on small business
performance of SMEs especially in Lagos, Oyo and Osun States. Majority of the empirical
literature reviewed have been carried out on social media marketing and sma. \s\ ess
performance in the Kenya and other African countries. However, there are L\ dies in

i
the context of Nigeria. The reviewed literature pointed out a num@es as regards
IS

social media marketing and small business performance but also ét% & some conflicting
if not complementary perspectives on the relationship betwe al media marketing and

small business performance which is a key conce ganisational management and

marketing research. The gap identified from @ ure is reviewed by stating the gap
ap

statement and articles that showed each of Q@

Role of Social Media Marketin annizational Performance in Kenya, was a study

1dentified.

carried out by some scholars”\/ study established that promotional campaign through

social media marketira sted performance of organizations as it increased sales and
i

revenue of the o' ns. Further studies on consumers’ reaction towards purchasing

products a@peat purchase) using the role of social media marketing by considering

effects c%p

er study was on “Influence of Social Media Marketing on Performance of

interaction could be considered

Telecommunication Firms in Kenya*%. The study found out that social media improved the
performance of the organization as it offered a platform for marketing at a cheaper cost
compared to other forms of marketing available. As a result of improvement in technology,

the study established that social media increased the competitiveness of the firm. Further
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study be done on the same study focusing on other sector other than telecommunication in
order to give real situation in that reflects both positive and negative side of social media

marketing.

In a study, The Impact of Social Media Usage on Performance of the Banking Sector in

Middle East and North Africa Countries?®. The results of the research indicate %e
significant impact of Social media usage on financial and non-financial perf d&anks
in MENA countries in terms of profitability, growth and environmental pe ance. Further
studies on the use of social media marketing using creative tools \A@a }mique, surprising,

emotional consumer expression, and unconventional % strategy on customer

satisfaction should be carried out. \

Exploring Social Media as a Strategy f & and Medium Enterprises (SMEs)
Performance: Evidence from Oyo Statef"Nigena showed the result that Facebook, Twitter
and LinkedIn are the major soci I%Sa employed by the SMEs to exploit competitive
advantage®?*. The result alsosevéaléd that build brand awareness, promote products and/or
services, and collect ¢ sdeedback are the majors principal factors influencing adoption
of the social me a@tegy by SMEs. In conclusion, the study confirmed that there a
significant iQnship between social media strategy and SMEs performance. Further
studies e carried out in order to clarify the impacts of social media marketing

on consumer behavior using customer engagement as a moderator for

organizational performance development should be undertaken.

The Impact of Social Media Marketing on Sales Performance of Small Online Business?>°.

Findings reveal that customers’ relationships and communication as measures of social

media marketing significantly affects sales performance of the online small businesses.
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However, the research results show that customers’ feedbacks and content sharing as
measures of social media marketing has no direct influence on sales performance. A mixed
method approach can be used for the future study as it may provide a better understanding on

the business success factors rather than only using quantitative research method

Online Marketing and the Performance of Small-Scale Enterprises in Nigeria: Q\of
Selected SMEs in Ikeja, Lagos State, Nigeria carried out by some scholars \&t the
Online Marketing affected the performance of SME positively which ha%wed youths to
be self-employed and created economic growth and regional d \@n }" Further studies
should investigate the impact of social media on marketir(%@ paring marketing before

social media and marketing after the introduct@ocial media and the type of
@pment in Nigeria: Lagos and Onitsha in

Social Media Use and Entrepreneurshi
Focus revealed the preponderance 0%&“&) usage, leading to greater market accessibility

and enhanced customer rela@.\

development of the S\\Wra offs between positive and negative influences of social

‘ e
media marketing :'izational performance have to be identified amongst threshold

values for soc#al m

technologies used in social media
hese outcomes have significant effects on the

marketing operation.

A stud;%npact of social media on small and Medium enterprises reveal that there is

lationship between the social media and SMEs in social, political, religious or
cultural and economic spheres®?¢. This relationship has enabled the social media to uniquely
impact on the Arabian market in such areas as offering (a) a marketing platform for the
Information Age, (b) an avenue and forum for increased sales, (¢) an innovative edge for

SME:s to reduce expenditure/cost and increase profitability, and (d) a benchmark of direct
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client communication of modern PR. Future research should consider a longitudinal study to

examine effects over time, perhaps as expertise develops.

The results of statistical tests on “Improving Performance of SMEs through Social Media

Marketing Training” show the differences in MSME performance before and after social

media training!. This shows that social media training has a positive impacl@ks

performance. Further studies should examine links between social media ax d firm

strategy. It would be interesting to know whether firms whose @-
adoption of social media applications saw stronger effects on buf's{gx\{e

Social media adoption and its impact on firm performarx%e of the UAE was carried

out by some researchers and it revealed that Social@\

uenced the

ormance.

adoption had no effect on SMEs’
performance?’. These findings could help manige d decision makers in the SME sector
to try to keep pace with research on s IN ia innovations, and enable them to benefit

from social commerce as it bec

rQwre ubiquitous. Further research should examine

social media adoption amongsco ies that may be more active on social media, including

entertainment venues, ants, fashion retailers and travel agencies.

It was discovlei@ research on “Social Media: A Conceptual Model of the Why’s,
When'’s n@ ’s of Consumer Usage of Social Media and Implications on Business
Stra '&t use of social media is very valuable for organizational growth and increased
ance328. The present work did not explore the association between social media

adoption and a firm’s strategic viewpoint. It would be interesting, therefore, to investigate the

effects of strategies and leadership on social media adoption in SMEs.

104



The findings of the study on “Examining the Factors Affecting SME Performance: The
Mediating Role of Social Media Adoption” indicated that technology, organization, and the
environment play effective roles for SME performance. More importantly, social media
adoption positively mediates the relationship between technology, organization, environment,
and SME performance?>?. Further studies should test the effects of associated elemeh& g,

competitive intensity, competitive pressure, and the bandwagon effect in envi@hctors)
on SME performance. %\

The Impact of Social Media on Business Performance also re o@ﬁﬂt\the use of social
3 >f

media enhances business capabilities and business perfon%%
one (out of six) social media tools only, but due @s

he impact is not due to
lly combining the six social
media tools into one effective social media ecosys that enables coordination between
internal and external business processes. 1%y used a cross-sectional sample to collect

data. Therefore, future researcherq duct a longitudinal study to investigate the

relationship between social me@b and organizational performance.

The Social Media as af Marketing Communication: A Descriptive Study findings
reveal that socia rovide plenty opportunities for business growth through new
adaptive st &{329. Social media marketing domain represents a influential instrument for
business%\ teach, connect and build strong relationships with their customers thereby

business performance. Further research can be done on other industries than MNCs
to evaluate how effectively the usage of social media influences employee and organization

performance in other industries.

Results on The Impact of Social Media Activities on Brand Equity revealed a significant

impact of Social Media Activities as a whole on brand equity. It was found that entertainment,
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customization, interaction and EWOM significantly affected the brand image, while
customization, trendiness, interaction and EWOM significantly affected brand awareness®*.
This study is one of few to examine the impact of social media activities on brand equity
towards Airlines in Middle Eastern countries. Further investigation using a larger sample in
the Jordanian context is needed to explain this outcome. Additionally, future stl®d

focus only on one of these activities, and could include culture or income%o rating

factors on the impact of Social Media Activities on Brand Image and Bra eness.

Study on Impact of Social Media Marketing Trends on Digital @évealed that it has

become important to integrate all the systems with that oQ(/ igital platform using social
media amongst other tools as it aids organizational pe ce®!. Future research is needed

in other sectors and industries in order to gen@ research results, future research can

apply the same model but to wider numb@g izations.

Results on Impact of Social Med'a%e on Organizational Performance in the Jordanian
Dead Sea Cosmetic Sector sh%t t there is a strong positive impact of implementing and
using social media on izational performance in terms of rapid adaptation, cost reduction,
and innovation3*2, @ocial media usage is different among the companies’ characteristics
in terms o &\age, and size. Other antecedents and drivers as a result of social media
usages s%s organizational learning and absorptive capacity could be analyzed in further

bt

Also, The Effect of Social Networking Tools on the SMEs Domain: an empirical study in the
Nineveh Governorate Iraq revealed that the use of Facebook as a tool of Social networking

tools will rapidly increase the promotion and motivate consumers in order to engage with the
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respected industry?**. Future works could study the effect of Social networking tools in order

to improve and engage with the strategic implementation in SMEs and in other sectors.

The Impact of Social Media Usage on Employee and Organization Performance: A Study on

Social Media Tools Used by an IT Multinational in Malaysia which the results showed that

only decision making has a positive and significant impact on employee high 2&\%1}6

and organizational performance®’3. We found no significant impact o\h% er two

dimensions of social media usage (knowledge sharing and communication ployee high
performance and organizational performance. Future research c @s h employees from

various department as well as from other countries, for ex% an or Western countries
like India or the USA. ®

The results on Influence of Social Media Usa n the Green Product Innovation of
Manufacturing Firms through Environm@llaboration revealed that social media usage
(SMU) does not directly influ Qreen product innovation (GPI). Rather, internal
environmental collaboration (K/ nd environmental collaboration with suppliers (ECS)
fully mediate the relati ip«between SMU and GPI***. The results further disclosed a
positive relationseen IEC and ECS, where both types of environmental collaboration
seem to be ﬁs{tors in improving GPI. Future studies may attempt to establish a consistent
set of in@s in order to achieve a more robust measurement model for social media usage

product innovation

The Effect of Social Media on Employees’ Job Performance: The mediating Role of
Organizational Structure posited that increasing knowledge of employees on the use of social

media will lead to increasing performance and output of the organization?°. Developing a
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technology usage measure that is more specific and appropriate for either B2B or B2C

contexts could be a worthwhile endeavor for future research

Marketing Strategy Through Social Media, the results revealed that marketing
communication using social media has an effect on consumer interest in buying goods
offered through social media such as marketing conducted by Instagram social \1\ ost

frequently visited by people today*3*. Psychological contributions are n. e% further

studies to gain further attention in evaluating all influential factor@ in regard to

social media marketing and customer outcomes. : \& \

A research on “The Impact of Social Media as a Marl@ on Purchasing Decisions
(Case Study on SAMSUNG for Electrical Home A@Qe

)” showed that all members of
the study sample with different percentages_s enﬁng time using social media websites
which indicates that these websites are a e\% nd rich place to practice E-marketing and to
influence the consumers purchasi %ionsm. Further studies on the relationship between
brand awareness, customer en{% and customer loyalty drawing from the social media

marketing strategy sho carried out for generalization of the study.

Social Media d@ sage and Impact in Business-To-Business (B2B) Context: A State-
Of-The- xure Review also revealed that Social media has a positive effect on
cust@ faction, acquisition of new customers, sales, stakeholder engagement, and
er relationships. Use of social media by companies has a positive effect on
sustainability®*’. This research did not use meta-analysis. To provide a broader picture of the
research on social media in the B2B context and reconcile conflicting findings of the existing

studies future research should conduct a meta analysis
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It was found out from a review of literature: Social media, business capabilities and
performance that social media increase the capabilities and performances of a business to a
large extent®*8. Further analysis should employ other inferential statistic such as regression

analysis as well multivariate analysis may be applied to further provide in-depth

understanding in the subject matter. \V\

A study on Analysis of the Role of Digital Influencers and Their Impact orx tioning
of the Contemporary On-Line Promotional System and Its Sl@ evelopment
‘@1 influencers®. This

tion about a product or

indicated that there is a great potential for activities involvin

potential relates primarily to the effective transmission

service, the impact on increased brand awareness, impact on the sales level of

products and services offered by companies. Fu\’%; mparative studies in other domestic

and foreign centers are necessary \’\\

Investigative Study of Preferred Spc edia Marketing In Safeer Mall, Sohar, Oman was a

&

study carried out by some seholdrs and the empirical results reveal that an easy and good

&

means to influence the ers of the mall is through social media marketing3#°. The study
also reveals that @omers do not feel secure through social media, as their identities
might be s@ r misused. The study confirms that the customers do not perceive social
media ng as an attractive and effective tool as they still prefer the traditional methods.

Q!udy on factors like entertainment content, purchase experience and brand image
using social media marketing strategies that affect an organizations sales performance should

be carried out.

It was also found ou in a study “Are Small Businesses Really Able to Take Advantage of

Social Media” that small businesses are not always able to use these tools in a truly
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profitable way even though social media are quite common among small businesses**!.

Further studies on the influence of social interaction and E-word of mouth on consumer
choice, on consumer behavior and preferences should be undertaken for generalization of

study.

The findings on “Does Facebook Commerce Enhance SMEs Performance? A %I

Equation Analysis of Omani SMEs” suggested that the ease of use, demo % geting,

interaction, and brand awareness interpreted 20% of the variagce % e Facebook

advertisements as the dependent variable. However, Face o@ }tisements as an

independent variable were found to have a statlstlcally t effect on the SMEs’

performance dimensions (efficiency, flexibility, an 1veness) Further studies using
N

several dimensions of social media marken&l customization and entertainment

content in today’s competitive business eav%{l

%mer relationship performance: A capabilities-based

t should be undertaken.

Social media technology usage a

examination of social CRM oevaaled that Social media technology usage and customer-

centric management s are found to have an interactive effect on the formation of a
firm-level capab@ is shown to positively relate to customer relationship
performanc uture research exploring the applicability of these findings to different

industri% exts, and settings is certainly warranted and encouraged by considering other

t factors such as the competitive environment or the position of the firm in its

industry.

Findings from the study on The Social Media and Marketing Strategies: How it Impacts the
Small- and Medium-sized Enterprises’ Business Performance? revealed that social media

marketing has positive impacts on business performance; both in the financial and the non-
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financial aspects. Findings from the study could be stimulated on extending to other area like
effect of social interaction that can stimulate customers buying behavior in terms of their

decision making process with regards to social media marketing should be undertaken#*,

Facebook as A Competitive Social Media Marketing Tool on Sales Performance for Small
and Medium Enterprises in Nakuru CBD, Kenya: The findings indicated that F \%\as
social media tool for Customer acquisition is an important element in byildi stomer

relationship as indicated by 81.7% of the respondents*#. Regarding cu%t retention, it

'%ﬂ}y 75.35% of the

respondents. And average of 74.7% of the respondents % t Facebook as a social
media tool help SMEs in enhancing sales pert@ his translates to increased

performance and better service delivery whic ﬂs% efficient achievement of corporate

was observed that Facebook helps in customer retention as i

goals and objectives. Further studies sh: e ‘earried out on how the products/ service

features affects acceptability of th% services in the market and how social media

marketing will aid brand trust. (8\

The impact of soci ﬁ&ii& marketing on brand equity - A perspective of the
telecommunicatio i@ry in Ghana showed that social media marketing contributed more
to the bran(@%&iation, loyalty and perceived quality dimensions on brand equity**®. Future
studies %onsider the other regions of Ghana. Likewise, the study focused on subscribers

nd Vodafone, so again future studies can expand to look at other telecoms in Ghana.

The results of “The Impact of Social Media Platforms to Online Consumers’ Intention to

Purchase in Restaurant Industry” revealed that watchers and listeners through the use of

347 Online convergence influence

social media platforms affected online social convergence
purchase intention and is influenced by social media platforms and the frequency of social
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media use. Further studies on the study concepts across a wider geographical and industry

scope should be undertaken for generalization of the study findings.

The Impact of Social Media on Business Growth and Performance in India. Likewise reveal
Social media has a positive impact and a positive influence on the company as well as the
customers?*®. Further studies is required to explain how various social media mar \g?as

such as customization will engage the customer and enhance an organizatior% st and

Q

\
The use of social media (WhatsApp and Instagram) in the mar\ﬁi’)%{ agricultural products

output.

was found to enhance efficiency and turnover of farm@ a significant reduction in
the cost of marketing agricultural products as w \Qc eased demand for agricultural

348

products’*®. This result was found out in a stydy o e of social media in the marketing of

agricultural products and farmers’ turn(?)\ outh-South Nigeria. Future studies should

attempt to minimize the limitatio s%ciated with cultural bias by including more south-
asary

south states in the sample as wye

society in the sample. Q\ .

The study on “Ei%t) Social Media Marketing on Small Scale Business Performance In

to include non-members of the farmers’ cooperative

Ota-Metr igeria” reveals that employee training about social media has impact on
incr brand awareness and that there is a significant effect between employee participation
i@media activities and increase sales and performance of an organization®’’. Further
studies on the effect of social media marketing on customers repeat purchase using the role of

social interaction among which social media marketing offers, need to be engaged.
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Chapter Three

Methodology

This chapter focused on the methodology that used for the study which was, survey

methodology. It presented the research design, the sampling technique and size, instrument
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for the data collection, pilot testing of the instrument, validity and reliability of instrument,
method of data analysis, model specification and conceptual model of the research. It also
explained the various techniques and procedures that were used in collecting data as well as

reasons for adopting this methodology.
3.1 Research Design ®E
This study was a descriptive survey research design as it examined the et@&ial media

marketing components on small business performance of selected s m South-Western,
Nigeria. Descriptive survey research design was deemed appr: thls study because it
extensively described the relationships and effects betwe ependent and independent

variables across selected SMEs. The survey resea @n was adopted in order to obtain

information from the focus population co he current status of the phenomena

through primary data collection. The s@\r search technique enables the researcher to

describe the situations in details at@ focus group as they exist.

Descriptive survey research destgt was used for this study, because data was collated at one
point in time to te esea‘rch hypotheses. This research design is in line with design
employed by gcq&rs who examined effect of social media marketing components on
small bus rformance321 322 One of the benefits of the design is that it is cost effective
Wh&@n red to other methods, data can be easily collected, collated and it enhance the
z&cy of the conclusions.

3.2 Population of the Study

The population comprised of the SMEs with the highest numbers of registered business in

South West, Nigeria. The selected states were Lagos, Oyo and Osun State as these states has
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the largest concentration of SMEs involved in activities across various industries from
manufacturing, construction, agricultural and other sectors in the South Western part of
Nigeria. These SME firms were also chosen because of the high rate of economic activities
they engage in being at the forefront of SME economic activity in the states and Nigeria as a
whole. The target respondent for the study consisted of owner/managers of these S]\&K%he
total estimated figure for the population arrived at, based on survey of sel@h was

seventeen thousand, five hundred and thirty-four (17, 534) businesses. %\

Table 3.1: List of SMEs in South West, Nigeria 2\ \ \
States Es

Lagos State Q@;%

Osun State @ 3,007

Oyo State ’\\ 6,131
Total \ 17,534

N

Source: National Survey of Micro h@nd Medium Enterprises, (2017)

3.3 Sample and Sampling Té{/ S

Purposive sampling te e was adopted for this study whereby, particular persons were
deliberately selec@) to the important information they could provide that may not be
obtained fr@er sources. The purposive sampling was used as a selection criterion to
choose %\‘ﬁcipants in order to reduce bias and create wider in-depth information about

atch questions 2. Therefore, only the owner/managers of the SMEs were chosen for

this study. Adopting Raosoft sample size calculator for this study gives a detailed result of
the imperative sample size that was deemed appropriate for the study. Also, it increases the

level of precision and the confidence level of taking less risk using the Raosoft Sample Size
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calculator to determine the actual sample size necessary for the study. Applying the formula,

as revealed in Figure 3.3:
where:

n = sample size
Confidence level = 95%
N = Finite population size which is 17, 534

e = Maximum acceptable error margin which is 5%

. Raosoft,

What margin of error can you accept? |5 i%

5% is a common choice

What confidence level do you need? 95 %
Typical choices are B0%, 95%, or 99%

What is the population size?
If you den't know, use 20000

What is the response distribution? i5g %
Leave this as 50%

N
RS

Sample size calculator

The margin of error is the amount of error that you can t
amount of error than if the respondents are split 50-50 o

Lower margin of error requires a larger sample size.
The confidence level is the amount of uncertainty you cz

you would expect that for one of the guestions (1 in 20),
answer. The true answer is the percentage you would ge

Higher confidence level requires a larger sample size.

How many people are there to choose your random sam

For each question, what do you expect the results will |
know, use 50%, which gives the largest sample size. S

Your recommended sample size is 376

This is the minimum recommended size of your survey.
correct answer than you would from a large sample whe

N
Fig 3.1: Raosoft Sﬁp;l ze Calculator
Source: http:/&w. soft.com/samplesize.html

In ordeg.t %pensate for the non—response and for wrong filling of questionnaires, the

sample size calculator was four hundred and eighty -nine (489) elements.

However, the proportional distribution was employed as a means of representing and

identifying an accurate representation of some characteristics of the study population’.
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Proportional sampling technique provided dispersions as stated in Table 3.2 form the sample

size of 489 was distributed in proportions as follows;

Table 3.2 Study Population and Sample Size

Location of SMEs Population Total Sample  Proportionate Sample %
per State Population Size sample size
N
Lagos State 8396 17,534 489 234 7.85%
Osun State 3007 84 $\Q§ 17.18%
Oyo State 6131 71 36.9%

Source: Author’s Computation (2021) k-)\\
The sampling units for the study were the owner/mana rw; SMEs who were in charge

of making policies for the organization, and also ho were involved in the day-to-

day running of the organization in the sele@ firms in the three Southern States in
Nigeria. < \
34 Research Instrument f@g}ollection

The data gathering instrumen ployed for this study was an adapted and structured
questionnaire. The % l‘lsing questionnaires survey is because of the direct response,
feedback and ghe g‘mcy level of the proposed respondents. Furthermore, the questionnaire
can be co @wnhin a short period of time and with ease. For the purpose of this study, the
quewas divided into three sections, A, B and C. Section A covered the information
ab the respondent’s bio data, which includes; Gender, Age, Marital status,
Education/Professional qualification and Rank. Section B and C elicited response from

respondents in order to provide solutions to the research questions. Section B consisted of 4

sections: (1) customer engagement (ii) social interaction (iii) customization(iv) entertainment
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content and (v) E-word of mouth while section C covered: (i) sales growth (ii) brand
awareness (iii) brand loyalty (iv) customer retention and (v) competitive advantage. The
moderating variable is investment decision. The six points rating scale was used to measure

the response which ranges from 6(Very High) to 1(Very Low).

3.4.1 Pilot Study \E
A pre-test of the questionnaire was conducted in order to evaluate the releva@n proper

understanding of the research questions. The questionnaire was checked@& researcher’s
supervisor as well as experts in the field of marketing. It was @wh@t the pilot study
sample should be the 10% of the sample projected for the 1 (ﬁl} t study*. This was also
in line with the position of a scholar on ten (10) percen % population®. The pilot study
was considered necessary in order to determine the iiigness of the respondents; to have a
foreknowledge of their reactions and to as&h\§({ the reliability of the questionnaire when
used in the population of the st dy&F) hermore, 10% of other respondents who
corresponded to our sample we%/ d and interviewed to see if the questionnaire has to

be modified. Forty nine (M&o ies' of the questionnaire were used in total for the study. The
owner/managers of usiness in Ondo State were investigated for the pilot study as they

do not form p&{@mitial study population.
3.5.¥" Validity of Research Instrument
Content validity was used for this study to check the operationalization against the relevant

content domain for the construct. Content validity is concerned with how well the content of

a measurement instrument measures what it is designed to measure®. Before actual

146



distributions of questionnaires to respondents, steps were carried out in order to ensure that
the scale items adequately cover the area of the construct. Copies of this questionnaire were
given to academic personnel’s as well as experts in marketing for validation. This was done
in order to obtain their general comments and necessary suggestions on the adequacy and
sequence of the question. Some items were also added based on their \@&e

recommendations in order to make the study questionnaire more accurate a@&e the
research instrument. %\

Construct validity was measured statistically using ExploratoryFfac élysis (EFA). The
main measures used to test the validity of an instrument in (2/ factor analysis include
the Kaiser-Meyer-Oklin’s (KMO) measure of sam \%equacy and Bartlett’s test of
Sphericity. The study employed the KMO sampling adequacy and Bartlett’s Sphericity test to

determine whether the statements that 2\?{6 he research instruments of each variable

actually measure what are intended. It of the KMO is greater than 0.5, it means that
the questions actually measure@aﬁables in the study. The result of the Bartlett test of
Sphericity at 0.000 WWS‘ ss than 5%, indicates that there is highly significant
relationship amon @%&s in measuring the variables under study. In this study, the KMO
test is greaten%i‘/

stateme omprised the research instruments of each variable actually measured what

o and Bartlett test of Sphericity result is less than 5% indicating that

ended. Also, confirmatory factor analysis was conducted using Principal
Conmponents Method (PCM) approach in determining the Average Variance Extracted (AVE)
and the Composite Reliability results. Average Variance Extracted (AVE) that is greater than
0.5 were used as an additional evidence of construct validity of all variables in the research

instrument. The results of the construct validity are as shown in Table 3.3.
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Table 3.3: Convergent Validity Results

S/N  Variable No of AVE KMO Bartlett’s Test
items Test (Sig)

1 Customer Engagement 6 0.715 0.832 562.451 (0.000)

2 Social Interaction 5 0.792 0.724 573.363(0.000)

3 Customization 6 0.813 0.811 572.432 (0.000%
4 Branded Entertainment 6 0.678 0.689 664.784( @\
5 E-word of Mouth 6 0.861 0.794 676 @@)

6 Sales Growth 5 0.745 0.781 79&0.000)

7 Brand Awareness 5 0.689 0.732 33357 (0.000)

8 Brand Loyalty 5 0.835 0. \ 711.943 (0.000)

9 Customer Retention 5 0.827 ) 694.762 (0.000)
10 Competitive Advantage 5 0.7@9. 52 721.837 (0.000)
11 Investment Decision 5 \% 0.698 537.342 (0.000)

0
~\
Source: Field Pilot study (SPSS) computafi@l.
nt

3.6 Reliability of Researc e
The internal test of consigten as utilized to determine the reliability of the research

e
instrument for this s % test was done using the statistical methods - Cronbach’s alpha
since the stud sg@ tiple-item measures. The reliability index for social media marketing

ine % formance was determined using Statistical Package for Science Solutions

software in order to process it correctly and precisely, and the researcher’s
re ation scale was 0.889 as indicated by the respective Cronbach alpha values as
indicated in Table 3.3. The aim of the reliability as a quality criterion is to minimize errors
and give stable results of data collection. . The reliability for each of these variables was

ascertained at a threshold of 0.7 and above.
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Table 3.4: Reliability Test Results

S/N Variables Cronbach’s Alpha Composite

Reliability
1 Customer Engagement 6 0.873
2 Social Interaction 5 0.952

3 Customization 6 9}
4 Branded Entertainment 6 %
5 E-word of Mouth 6 \@S(Q 12
6 Sales Growth 5 % 0.836
7 Brand Awareness 5 &\ \ 0.872
8 Brand Loyalty %(-) 0.892
9 Customer Retention %((/ 0.924
10 Competitive Advantage %\ 0.853
5 0.835

11 Investment Decision @
Average ’\
e\

0.889

Source: Field Pilot Survey, 2021 Q\J‘

The result of the pre-test showed t scales were considered as reliable (Cronbach’s a >

0.80 = 0.889), and the mz&pul ior¥checks were valid.

3.7 Administration @earch Instrument and Method of Data Collection

This study adﬁ&d primary source of data collection (questionnaire) in gathering the data
from th anager of the selected service SMEs in South Western States, Nigeria. The
pLi ource of data collection looks at construct originality, opinions and perceptions of
the téspondents under study. Data was collected by administering a structured questionnaire
on four hundred and eighty -nine (489) owner/managers in the selected SMEs under study.
The copies of the questionnaire were administered by trained research assistants for the

administration and retrieval of instruments at the respective SMEs. The research assistants
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employed was trained for two-days on the modalities for questionnaire distribution, retrieval
and the purpose of carrying out the research in line with ethical standards.

3.8 Method of Data Analysis

Data analysis for this study was done in two stages: the descriptive and inferential analysis.
The first stage (the descriptive analysis) features descriptions of the properties of thb\%ﬂo
show the variations in responses of the study’s participants using such toolsgas fequencies
and percentage distribution tables, means and standard deviations via St@k ackage for
Social Sciences (SPSS) version 24 (for the descriptive statistics). 4 alsQ_provided the views
and opinions of the respondents on social media marketing @Q business performance.
The second stage (the inferential analysis) is the analy. '&&ﬁwesponses on the quantitative

data and the relationships. This was carried out @istical tools of multiple regression

method of analysis via Partial Least Square ral Equation Modeling (SmartPLS version
3.3.3) to test the effect of independent wariables on the dependent variable. The choice of

PLS-SEM (via SmartPLS) is bea{%j\ a more advanced multivariate analytical technique
S

which offers more strict 2&)

e
Multiple regressio @bﬂployed on the hypotheses one to five to investigate the cause and

nalysis compared with the outcomes of SPSS’.

effect relati of S0cial media marketing variables on the respective small business
perforn‘% sures. The study used #-test for that purpose as the #-test was used to check

icance of regression coefficients in the multiple regression models. F-test was also

use 1h the context of Analysis of Variance (ANOVA) to test the significance of the multiple
regression models in this study. Durbin-Watson was used to test for serial correlation in the

model and also account for R? and adjusted R%in order to measure the extent of goodness of

fit of the multiple regression models. Hypothesis six was tested using hierarchical regression.
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The hierarchical regression analysis helped to determine the order that variables were entered

into the regression equation and also assisted to control some variable or group of variables

Table 3.4 reveals a summary of the hypotheses of this study and the corresponding analytical

tools expected to be used.

Table 3.5: Summary of the Tool of Analysis

N\
Tools of A:Q')%”i

Hypotheses | Statement of Hypotheses
N\

Hol Social media marketing components has no Multip@r regression
significant effect on sales growth \

Ho2 Social media marketing components has -ﬁ%t‘lple linear regression
significant effect on customer retention <</,

Ho3 Social media marketing compon Multiple linear regression
significant effect on brand loyalt

Ho4 Social media marketinggC \an‘ents has no | Multiple linear regression
significant effect on b eness

Ho5 Social media g components has no | Multiple linear regression
51gn1ﬁcant fect ompetitive advantage

Ho6 Hierarchical regression

Inves@ aecmmn has no significant

mo era effect on the relationship between

al media marketing and on small business

% formance.
O\

esearcher’s Computation (2021)

3.9 Model Specification

Y= f(X)

Y= Dependent Variable

X= Independent Variable
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Where

Y = Small Business Performance (SBP)
X = Social Media Marketing (SMM)
Z= Investment Decision (IND)

Y = (y1, ¥2, Y3, ¥4.¥5)

X = (X1, X2, X3, X4,X5)

Where:

y1 = Sales Growth (SG)

y2 = Brand Awareness (BA)

y3 = Brand Loyalty (BL)

ys= Customer Retention (CR)

ys= Competitive Advantage (CA)

x1 = Customer Engagement (CE)

x2 = Social Interaction (SI)

x3 = Customization (CU)

x4 = Branded Entertainment (BE)

x5 = E-Word of Mouth (EM)

The model formulated for each 4T t

y1 = f(x1, X2, X3,X4, XQQ

y1 = Po+ PixiHPax

Hypothesis One

SG = BO@ 2SI+ BsCU + B4BE +BsEM + ¢;

I%hesis Two

y2 = (X1, X2, X3, X4, X5)

S

otheses is written as:

X3+ Baxa + Bsxstei

Egn1

y2 = Bo+ Bixi+ Paxot Bax3 + Paxa + Psxste

BA = Bo+ Bi1CE+ B2SI + B3CU + B4 BE + BsEM + &;

Hypothesis Three

Eqn 2
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y3 = f(x1, X2, X3, X4, X5)
y3 = Bo+ Bixit Baxat Baxs + Paxs + Psxste;

BL = Bo+ BiCE+ B2SI + B3CU + B4 BE + BsEM + &; Eqn 3

Hypothesis Four

Y = f(X1, X2, X3, X4, X5)

ya = Bo+ Pixi+ Paxot Bax3 + Paxs + Psxstei @%\
CR = Bo-i- B1CE+ BzSI + B3CU + B4BE + B5EM +g %\_

Hypothesis Five &\ \

Y= f(X1, X2, X3, X4, X5) %
ys = Po+ Pixi+ Paxot+ Baxs + Paxa + Psxste; &Vz

CA = Bo+ B1CE+ B2SI + BsCU + B4BE + BsEM + &Q\kv Eqn 5

Hypothesis Six &
Y= f(XZs) (\\

SBP= f(SMM, IND)

SBP= Bo+ BiSMM-+ BoIND + B3 L (6)

Where = the constant of e%wlon
e

B1-Ps = the coefficie ariables in the equations;

& = the stochajéwion that accounts for the errors that may arise in the equation.
) Endnotes

"W.G. Zikmund, Business Research Methods. 6th Edition, The Dryden Press, Fort Worth,
2000

2 R. Kumar, Research Methodology: A Step by Step Guide for Beginners, Sage Publications,
2005
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3L.M. Connelly, Pilot studies. Medsurg Nursing, /7(6), 2008, 411-412

*E.W. Treece & J.W. Treece, Elements of Research in Nursing (3" ed.). St Loius, MO:
Mosby, 1982.

> L.J. Cronbach, “Coefficient Alpha and the Internal Structure of Tests”. Psychometrika,
22(3), 1951, 297-334.

®N. Asika, Research Methodology: A Process Approach. Shomolu, Lagos: Muk end
Brothers Enterprises, 2004

7 A. B. Onamusi & T.E. Adenekan, Customer Engagement Capability a Share: A
PLS-SEM Analysis. IAR J Ent Desg Thnk. 1(1), 2020, 39-48

) Chapter Four

Results and Discussion of Findings

This chapter offers the empirical results from the data analysis conducted, interpretation and
discussions of the findings. The aim of this study is to examine the social media marketing

on small business performance in South-west, Nigeria. To achieve the objective of the study,
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the research was conducted through questionnaire which was used to obtain the required
information. Information regarding respondents’ demographic, response rate, response to
each variable and test of hypotheses are presented in this chapter. The last section presents
the test of the hypotheses. It indicates how each of the six hypotheses were tested. This last

section also dealt with discussion of findings. The data was analyzed using@wl
rtPLS

Package for Social Sciences (SPSS) version 24 (for the descriptive statistics)@@

version 3.3.3 (for the inferential statistics). %\
o\\ \
4.1 Response Rate ﬂ&(_}

A total of four hundred and eighty nine (489) copies of qu aire were administered, and
four hundred and eight (408) copies were retu @r sorting the questionnaires 339

copies were certified as duly filled and @e d usable. The useable questionnaire
r

represented 69.33% response rate. The@

administered the instruments with of research assistants who put concerted efforts to

regularly visit the respondenbé,&quest them to fill the instrument, sometimes to clarify

sponse rate was recorded as the researcher

queries from the res Q%&énd to prompt the respondents to fill the questionnaire. The

response resulj< p ted in Table 4.1.

@p .1: Response Rate

Responses Frequency Percent
Completed usable copies of questionnaire 339 69.33%
Unusable, unreturned and disqualified questionnaires 150 30.67%
Total 489 100%
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Source: Field Survey Results (2021)

4.2 Demographic Characteristics of Respondents

Table 4.2 Demographic Characteristics of Respondents

Variables Category Frequency Percentage

Gender Male %
Female 135 \Q\%g%

Age less than 30yrs \ 32 4%
31-50yrs % 48.7%
51-60yrs6 9.7%

Educational Level

Job Rank

Business Location

,\Q,

AN

61yrs Above @ 31 9.1%

SSCE &/
OND/NCE %\
BSc/HND %

MSc

PhD/DBA (\\
Owns%
\th S
agos State

Osun State

Oyo State

1.2%
37 10.9%
148 43.7%
125 36.9%
25 7.4%
159 46.9%
82 24.2%
98 28.9%
144 42.5%
88 25.9%
107 31.5%

SourceWurvey Results (2021)

’%;tion consists of background and respondent’s information that describes basic

characteristics such as gender of the respondent, age of the respondent, academic

qualification, work experience. To this effect, the results are presented in Table 4.2.
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Table 4.2 presents the demographic and personal profile of respondents used for this study.
Demographic and personal profile of respondents as shown in table 4.2 Profile of gender
indicated that 204 respondents representing 60.2% were male while 135 respondents
representing 39.8% were females, indicating that most of the respondents were male.
Demographic and personal profile of respondents as shown in table 4.2 by age reve&& t
110 respondents representing 32.4% were less than 30 years, 165 responder% résenting
165% were between 31-50 years, 33 respondents representing 9.7% ween 51-60
years and 31 respondents representing 9.1% were above 60 years@iﬁg that there were
more respondents within the age 31 and 50 years. Furthe gﬂ) pondents representing
1.2% indicated to have had SSCE, 37 representing 10. adyOND/NCE., 148 respondents
representing 43.7% had BSc/HND, 125 responde esenting 36.9% had MSc and 25
respondents representing 7.4% had PhD/Qk As regards Job Rank, 159 respondents
representing 46.9% were owners, 82 rg@) ents representing 24.2% were managers, 98

respondents representing 28§g®nder others. As regards Business Location, 144
0

respondents representing 42.5 in Lagos State, 87 respondents representing 25.9% are in

Osun State and 107 @1@ s representing 31.5% are in Oyo State.

4.3 Presentation of Research Questions

Research Question One: In what way can social media marketing components have effect
on sales growth?
Table 4.3: Descriptive Analysis of Responses on Sales Growth

157



Sales Growth Level of Agreement (n=339) Average

VH H MH ML L VL Mean SD
Customer base 0 19 48 102 101 69 4.45 1.13
00

(0%) (5.6%) (14.2%) (30.1%)  (29.8%)  (20.4%)

Inventory Turnovers 0 8 62 122 91 56 %7 1.03

(0%) (2.4%) (18.3%) (36.0%)  (26.8%) (16.5@

Working capital 11 19 56 98 104® 4.23 1.24
(3.2%) (5.6%) (16.5%) (28.9%) (@&k }15.0%)

Ratio of customer 0 15 50 10“ :1 12 56 4.42 1.06
patronage lOTEVenUe o1 (44%)  (14.7%) % (33.0%)  (16.5%)

Customer acquisition 0 32 4@ 79 118 61 437 1.20
0%)  (9.4%) 1% (23.3%)  (34.8%)  (18.0%)

4368 1.13

Grand Mean
£
Source: Field Survey Data (SK/

Table 4.3, shows that %{he respondents agree that the customer base is very high, 5.6%
is high, 14.2% is @lely high, 30.1% is moderately low, 29.8% is low, while 20.4% is
very low. xgge, the respondents indicated that response to the customer is high with a

mean_of M4S and standard deviation of 1.13. The results also indicated that 0% of the

ents agree that the Inventory Turnovers is very high, 2.4% is high, 18.3% is
moderately high, 36.0% is moderately low, 26.8% is low, while 16.5% is very low. On
average, the respondents indicated that response to the Inventory Turnovers is high with a
mean of 4.37 and standard deviation of 1.03. The results also indicated that 3.2% of the

respondents agree that the Working capital is very high, 5.6% is high, 16.5% is moderately
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high, 28.9% is moderately low, 30.7% is low, while 15.0% is very low. On average, the
respondents indicated that response to the Working capital is high with a mean of 4.23 and

standard deviation of 1.24.

The results also indicated that 0% of the respondents agree that the ratio of customer

patronage to revenue is very high, 4.4% is high, 14.7% is moderately high ?\13

moderately low, 33.0% is low, while 16.5% 1is very low. On average, the ndents

indicated that response to the ratio of customer patronage to revenue js hi ith a mean of
>

4.42 and standard deviation of 1.06. The results also indicated, thath0% (}‘ the respondents

agree that the customer acquisition is very high, 9.4% isQ%L .5% 1s moderately high,

23.3% is moderately low, 34.8% is low, while%\ is” very low. On average, the

respondents indicated that response to the cu@

uisition is high with a mean of 4.37

and standard deviation of 1.20.

The grand mean for sales growt %68 which indicates that on average, respondents
agreed with most of the stateKe/s n the high scale as it relates to how sales growth is an

appropriate measure o s performance with the overall standard deviation of 1.13. This

implies that the r were moderately clustered around the mean.

S
QQ

Research Question Two: How do social media marketing components influence customer
retention?
Table 4.4: Descriptive Analysis of Responses on Customer Retention

Customer Level of Agreement (n=339) Average
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Retention VH H MH ML L VL Mean SD

Customer's 0 26 51 87 109 66 441 118

-ustom ;

inclinations O%) 7700 (150%)  (257%) (322%)  (19.5%)

Trust and 0 27 21 83 127 81 w 1.14

ill fo stick \\\s
zitﬁr;gglzssdo stic (0%) (8.0%) (6.2%) (24.5%) (37.5%) (23.%
Customers 8 46 62 112 67\%4 393 1.28
i h

pomIUmEnt Ot 040 (13.6%)  (18.3%)  (33.0%) e{ég \13.0%)

Switching barriers 3 23 35 &l 137 69 4.55 1.17
0.9%)  (6.8%)  (10.3%) 0)  (40.4%)  (20.45)

Customer defections 20 85 (} 69 64 31 3.49 1.42
(5.9%) (25,1 <:)Q&@ 20.4%)  (18.9%)  (9.1%)

Grand Mean 4202 1.24

O\

Source: Field Survey

2021)

Table 4.4, shows of the respondents agree that the customer's inclinations is very
high, 7.7% js<high, 15.0% is moderately high, 25.7% is moderately low, 32.2% is low, while
19.5% 1 low. On average, the respondents indicated that response to customer's
s is high with a mean of 4.41 and standard deviation of 1.18. The results also
indicated that 0% of the respondents agree that the trust and willingness to stick with a brand
is very high, 8.0% is high, 6.2% is moderately high, 24.5% is moderately low, 37.5% is low,

while 23.9% is very low. On average, the respondents indicated that response to trust and

willingness to stick with a brand is high with a mean of 4.63 and standard deviation of 1.14.
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The results also indicated that 2.4% of the respondents agree that the customers commitment
to the brand is very high, 13.6% is high, 18.3% is moderately high, 33.0% is moderately low,
19.8% is low, while 13.0% is very low. On average, the respondents indicated that response

to the customers commitment to the brand about the brand is high with a mean of 3.93 and

standard deviation of 1.28. :\V\

The results also indicated that 0.9% of the respondents agree that s i@/oarriers

experiential value is very high, 6.8% is high, 10.3% is moderately hig& N ¥%1s moderately
on

low, 40.4% is low, while 20.4% is very low. On average, thf@

response to switching barriers is high with a mean of 4.5 % dard deviation of 1.17.
The results also indicated that 5.9% of the responde ¢ that customer defections are
very high, 25.1% is high, 20.6% is moderately i@ is moderately low, 18.9% is low,
while 9.1% is very low. On average, tlﬁ;{) ents indicated that response to customer

defections is high with a mean of 3.4%

e}lts indicated that

dard deviation of 1.42.

The grand mean for customel\éﬁt}an is 4.202 which indicates that on average, respondents
agreed with most of th ents on the high scale as it relates to how customer retention is
an appropriate m s% SMEs performance with the overall standard deviation of 1.24.

This implieg=thatthe responses were moderately clustered around the mean.

Research Question Three: Do social media marketing components have impact on brand

awareness?

Table 4.5: Descriptive Analysis of Responses on Brand Awareness
BRAND Level of Agreement (n=339) Average
AWARENESS

VH H MH ML L VL  Mean SD
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Strength of the brand’s 0 19 46 76 103 95 4.62
in th 09

D O%) " (56%) (13.6%) (224%) (304%) (28.0%)

Associations with 4 24 43 82 114 72 4.46

specific brand image (1.2%) (7.1%) (12.7%) (24.2%) (33.6%) (21.2%) \V\

Consumer’s perception 7 16 37 93 94 %(,: 4.55

f th h
ofthebrand toothers 1o 4700y (109%) (274%) (27.7%) @A )
. . \ \

Branding campaigns 0 31 38 93 4.42
0%)  (9.1%) (112%) (27. 4{(/ % (18.9%)

Recognition of brand 8 % 76 4.46

der different

] (2.4%)  (32%) (15.9 % (31.0%)  (22.4%)

conditions

Grand Mean 4.502

1.18

1.22

1.24

1.18

1.22

1.21

Source: Field Survey Data (20 1

Table 4.1.2.8, shows tha O0

presence in the co

22.4% 1is moder ely

e respondents agree that the strength of the brand’s

1nd is very high, 5.6% is high, 13.6% is moderately high,

, 30.4% 1is low, while 28.0% is very low. On average, the

ith a mean of 4.62 and standard deviation of 1.18. The results also indicated

responde ic ed that response to the strength of the brand’s presence in the consumers’
h1 W
h

t% o of the respondents agree that the associations with specific brand image is very
high, 7.1% is high, 12.7% is moderately high, 24.2% is moderately low, 33.6% is low, while
21.2% is very low. On average, the respondents indicated that response to the associations
with specific brand image is high with a mean of 4.46 and standard deviation of 1.22. The

results also indicated that 2.1% of the respondents agree that consumers perception of the
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brand to others is very high, 4.7% is high, 10.9% is moderately high, 27.4% is moderately
low, 27.7% is low, while 27.1% is very low. On average, the respondents indicated that
response to consumers perception of the brand to others is high with a mean of 4.55 and

standard deviation of 1.24.

The results also indicated that 0% of the respondents agree that branding campai@i\aery

high, 9.1% is high, 11.2% is moderately high, 27.4% is moderately low, 33 ! , while
18.9% 1is very low. On average, the respondents indicated that resp to branding
campaigns is high with a mean of 4.42 and standard deviati @. .\The results also
indicated that 2.4% of the respondents agree that the rec, i f brand under different
environmental conditions is very high, 3.4% is highy \"9% 1s moderately high, 25.1% is
moderately low, 31.0% is low, while 22.4% 1%V low. On average, the respondents
indicated that response to the recognitioi::\an under different environmental conditions

is high with a mean of 4.46 and stan% tion of 1.22.

The grand mean for brand a 2@\3 4.50 which indicates that on average, respondents

agreed with most of thq(;ﬂments on the high scale as it relates to how brand awareness is

an appropriate m@

This implie@s@e responses were moderately clustered around the mean.

Research Question Four: What effect do social media marketing components have on brand

SMEs performance with the overall standard deviation of 1.21.

loyalty?
Table 4.6: Descriptive Analysis of Responses on Brand Loyalty
Brand Loyalty Level of Agreement (n=339) Average

VH H MH ML L VL Mean SD
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Deeply held 4 27 42 79 103 84 4.48

i 1.20

commitment (L2%) " 90%) (124%) (233%) (304%) (24.8%)
Voluntarily 0 26 34 68 11 100 466
recommending

0%)  (7.7%)  (10.0%) (20.1%) (32.7%)  (29.5%)

Continuous patronage 4 11 22 76 108 118 %\285

(1.2%) (3.2%) (6.5%) (22.4%) (31.9%) (3\@/
Customer attachment 0 12 84 5® 4.77

to brand (0%) (3.5%)  (8.6%) (24.8%) e}\{ (29.2%)

Intention to support 4 11 87 4.58
(1.2%) (3.2%) (11.5%) % (28 0%)  (25.7%)

Grand Mean '\\ 4.668
e\

1.27

1.21

1.13

1.07

1.15

1.17

Source: Field Survey Data (2021)

Table 4.6, shows that 1.2% ofghe ndents agree that deeply held commitment is very
high, 8.0% is high, 12.4% %}voderately high, 23.3% is moderately low, 30.4% is low,
while 24.8% is very, On a\‘/erage, the respondents indicated that response to deeply held
commitment i h1gb~y1th a mean of 4.48 and standard deviation of 1.27. The results also
indicated . of the respondents agree that voluntarily recommending is very high, 7.7%
is h 9% is moderately high, 20.1% is moderately low, 32.7% is low, while 29.5% is
&w. On average, the respondents indicated that response to voluntarily recommending
is high with a mean of 4.66 and standard deviation of 1.21. The results also indicated that

1.2% of the respondents agree that continuous patronage is very high, 3.2% is high, 6.5% is

moderately high, 22.4% is moderately low, 31.9% is low, while 34.8% is very low. On
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average, the respondents indicated that response to continuous patronage is high with a mean

of 4.85 and standard deviation of 1.13.

The results also indicated that 0% of the respondents agree that customer attachment to brand
experiential value is very high, 3.5% is high, 8.6% is moderately high, 24.8% is moderately
low, 33.9% is low, while 29.2% is very low. On average, the respondents ind{ \ hat
response to customer attachment to brand is high with a mean of 4.77 and stand viation

of 1.07. The results also indicated that 1.2% of the respondents agree t at%ion to support
t

e }bw, 28.0% is low,

is very high, 3.2% is high, 11.5% is moderately high, 30.4% is go@

while 25.7% is very low. On average, the respondents ind% response to intention to

support is high with a mean of 4.58 and standard devi \%1.15.

The grand mean for brand loyalty is 4.66 which 'r&es that on average, respondents agreed

with most of the statements on the hi \R as it relates to how brand loyalty is an

oe with the overall standard deviation of 1.17. This

derately clustered around the mean.

appropriate measure of SMEs per

implies that the responses we

N\ .
S
O

QQ

Research Question Five: To what extent do social media marketing components affect
competitive advantage?
Table 4.7: Descriptive Analysis of Responses on Competitive Advantage

Competitive Level of Agreement (n=339) Average
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Advantage VH H MH ML L VL Mean SD

Unique services 0 14 44 88 101 92 4.63 1.13
00
(0%) (4.1%) (13.0%) (26.0%) (29.8%)  (27.1%)

Service 3 12 65 83 90 8 %\2.48 1.21
ervice
differentiation 90 (3500)  (192%)  (24.5%)  (26.5%) (\5

After-service 3 3 67 81

99

\
benefits 0.9%) (0.9%)  (19.8%)  (23.9%) q‘;@ (29.2%)
Superior 4 15 58 7QQ& 95 89 451 123

4.60 1.17

technol d
Ciilt?ﬁuziz " (1.2%)  (4.4%)  (17.1%) (28.0%)  (26.3%)
innovation @

Outsourcing of 4 37 8 96 57 77 4.17 1.34
ang
SOMEACUVINES (1 204y (10.9%) %1%) 283%)  (168%) (22.7%)

Grand Mean \<§/ 4.47 1.22
A

Source: Field Survey WQZI)

Table 4.7, shows a@ of the respondents agree that unique services is very high, 4.1% is
high, 13.0%p1 derately high, 26.0% is moderately low, 29.8% is low, while 27.1% is very
low. Or%ge, the respondents indicated that response to unique services is high with a
4.63 and standard deviation of 1.13. The results also indicated that 0.9% of the
respondents agree that service differentiation is very high, 3.5% is high, 19.2% is moderately
high, 24.5% is moderately low, 26.5% is low, while 25.4% is very low. On average, the
respondents indicated that response to service differentiation is high with a mean of 4.48 and

standard deviation of 1.21. The results also indicated that 0.9% of the respondents agree that
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after-service benefits is very high, 0.9% is high, 19.8% is moderately high, 23.9% is
moderately low, 25.4% is low, while 29.2% is very low. On average, the respondents
indicated that response to after-service benefits is high with a mean of 4.60 and standard

deviation of 1.17.

The results also indicated that 1.2% of the respondents agree that superior tech@d

continuous innovation is very high, 4.4% is high, 17.1% is moderately. % 0% is

moderately low, 28.0% is low, while 26.3% is very low. On a@g‘ respondents
indicated that response to superior technology and continuous in %ﬂ 's\high with a mean
of 4.51 and standard deviation of 1.23. The results icated that 1.2% of the

respondents agree that outsourcing of some activities

’3% igh, 10.9% is high, 20.1% is

moderately high, 28.3% is moderately low,&0 low, while 22.7% is very low. On

average, the respondents indicated that E:’QK

with a mean of 4.17 and standard de@ 1.34.

seMo outsourcing of some activities is high

2

The grand mean for comp iﬁ%cdvantage is 4.47 which indicates that on average,

respondents agreed W.QA{SE of the statements on the high scale as it relates to how

competitive adva@

standard de '&of 1.22. This implies that the responses were moderately clustered around

the mea@
N

Research Question Six: What moderating effect does investment decision has on the
relationship between social media marketing and on small business performance?

an appropriate measure of SMEs performance with the overall

Table 4.8: Descriptive Analysis of Responses on Investment Decision
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Investment Decision Level of Agreement (n=339) Average
VH H MH ML L VL  Mean SD
Brand recognition 8 19 43 75 97 97 4.55 1.30
2.4%
(24%) (5.6%) (12.7%) (22.1%) (28.6%) (28.6%)
Return on investment 0 18 45 104 89 V\ 1.15
(0%) (5.3%) (13.3%) (30.7%) (26.3%) (24. ®
Opportunity 4 4 58 & 1.12
i
recognition (1.2%) (1.2%) (17.1%) (20.6%) (3% .0%)
Business intelligence 4 11 67 4.74 1.18
(1.2%) (3.2%) (11.5%) 32 7%)  (31.6%)
Positive social media 7 8 % 68 100 118 4.77 1.22
eRpeienes 2.1%)  (2.4%) @ (20.1%)  (29.5%)  (34.8%)
Grand Mean 1.19

Source: Field Survey Data (20

QQ 163

Table 4.8, shows that 2 9& e‘respondents agree that brand recognition is very high, 5.6%

is high, 12.7% is

A

very low. On

.gely high, 22.1% is moderately low, 28.6% is low, while 28.6% is

the respondents indicated that response to brand recognition is high

with a r% .55 and standard deviation of 1.30. The results also indicated that 0% of the

ents agree that return on investment is very high, 5.3% is high, 13.3% is moderately

highy 30.7% is moderately low, 26.3% is low, while 24.5% is very low. On average, the

respondents indicated that response to return on investment is high with a mean of 4.51 and
standard deviation of 1.15. The results also indicated that 1.2% of the respondents agree that

opportunity recognition is very high, 1.2% is high, 17.1% is moderately high, 20.6% is
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moderately low, 36.9% is low, while 23.0% is very low. On average, the respondents
indicated that response to opportunity recognition about the brand is high with a mean of

4.60 and standard deviation of 1.12.

The results also indicated that 1.2% of the respondents agree that business intelligence is

very high, 3.2% is high, 11.5% is moderately high, 19.8% is moderately low, 32. \%w,

while 31.6% is very low. On average, the respondents indicated that res % usiness

& results also

intelligence is high with a mean of 4.74 and standard deviation o
indicated that 2.1% of the respondents agree that positive soci Xé{perlence is very

high, 2.4% is high, 11.2% is moderately high, 20.1% is mqde ow, 29.5% is low, while
34.8% is very low. On average, the respondents in \ hat response to positive social

media experience is high with a mean of 4.77 a andard deviation of 1.19.

The grand mean for investment decision s{éﬁkwhich indicates that on average, respondents
agreed with most of the statement (% high scale as it relates to appropriate measurement
of investment decision of S formance with the overall standard deviation of 1.19.

This implies that the re @Q were moderately clustered around the mean.

Table 4.9: Descriptive Analysis of Responses on Customer Engagement

Customer Engagement Level of Agreement (n=339) Average
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VH H MH ML L VL Mean SD
Customer's motivation 8 4 25 67 148 87 478  1.09
t ds the brand 2.49
owards the bran @A%) Q20 (74%)  (198%) (437%)  (25.7%)
Consumer-to-firm 12 14 469 1.25
interactions (.5%)  G1%)  @G7%)  (242%)  (342%) (29 2%;&\
Consumer-to-consumer 8 14 47 78 98 <$s/ 455 1.27
icati bout
I SO IO 4%y @1%)  (13.9%)  (23.0%) (2. 9%7\&9 7%)
Experiential value 12 8 4.64 1.24
(3.5%) (2.4%) (9.1%) (25 3% (28.6%)
Commitment 12 % 115 478 1.21
(3.5%) (1.2%) . (24 8%) (29.8%) (33.9%)
Instrumental value 8 1 21 85 122 93 472 1.15
(2.4%)\@ (6.2%) (25.1%) (36.0%)  (27.4%)
Grand Mean \ N 4.69 1.20
)

Source: Field Su@t\a (2021)

Table 4.9, ’&\that 2.8% of the respondents agree that customer's motivation towards the
brand is 1gh, 1.2% is high, 7.4% is moderately high, 19.8% is moderately low, 43.7%

hile 25.7% is very low. On average, the respondents indicated that response to
customer's motivation towards the brand is high with a mean of 4.78 and standard deviation
of 1.09. The results also indicated that 3.5% of the respondents agree that consumer-to-firm
interactions is very high, 4.1% is high, 4.7% is moderately high, 24.2% is moderately low,

34.2% is low, while 29.2% is very low. On average, the respondents indicated that response
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to consumer-to-firm interactions is high with a mean of 4.69 and standard deviation of 1.253.
The results also indicated that 2.4% of the respondents agree that consumer-to-consumer
communications about the brand is very high, 4.1% is high, 13.9% is moderately high, 23.0%
is moderately low, 28.9% is low, while 27.7% is very low. On average, the respondents

indicated that response to consumer-to-consumer communications about the brandx@gh

with a mean of 4.55 and standard deviation of 1.27. g(/

The results also indicated that 3.5% of the respondents agree that ex er$ value is very
high, 2.4% is high, 9.1% is moderately high, 25.1% is moderat 1\3% is low, while
28.6% is very low. On average, the respondents indicated se to experiential value
is high with a mean of 4.64 and standard deviation § he results also indicated that
3.5% of the respondents agree that com very high, 1.2% is high, 6.8% is
moderately high, 24.8% is moderately &% is low, while 33.9% is very low. On
average, the respondents indicated %&e to commitment is high with a mean of 4.78
and standard deviation of 1. 21
Results also indicated of the respondents agree that instrumental value is very high,
2.9% is high, 6. 2‘&%1 rately high, 25.1% is moderately low, 36.0% is low, while 27.4%
is very low erage the respondents indicated that response to instrumental value is high

with a .72 and standard deviation of 1.15.

1%%@ mean for customer engagement is 4.69 which indicates that on average,
respondents agreed with most of the statements on the high scale as it relates to how
customer engagement is an appropriate measure of social media marketing with the overall
standard deviation of 1.20. This implies that the responses were moderately clustered around

the mean.
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Table 4.10: Descriptive Analysis of Responses on Brand Entertainment

Brand Entertainment Level of Agreement (n=339) Average
VH H MH ML L VL Mean SD

Customer-based brand 4 17 43 83 137 55 4.47 1.12
1.29

resonance (L2%) (50%)  (127%) (245%) (404%) (162%)

Engaging experience to 4 6 52 95 115 & “4.51 1.09

consumers (12%)  (1.8%) (153%) (28.0%) (33.9%) %)

Unique and compelling 7 14 4% 470 1.21

tent

way conten Q1%)  (41%) (1.1%)  (26. 8%@ (31.6%)

Informative content 4 \% 70 4.51 1.23
(1.2%)  (8.6%) (10 09 S5%)  (40.1%)  (20.6%)

Attractive entertaining 4 1 67 96 93 87 4.54 1.18

contents (12%) (3. ) (13.9%) (283%) (274%) (25.7%)

Grand Mean \\, 4.54 1.17

laY .

Source: Field Surv@u (2021)

Table 4.10, sb&sghaﬂl .2% of the respondents agree that customer-based brand resonance is

is high, 12.7% is moderately high, 24.5% is moderately low, 40.4% is low,

Whi%%’o is very low. On average, the respondents indicated that response to customer-
ba%brand resonance is high with a mean of 4.47 and standard deviation of 1.12. The
results also indicated that 1.2% of the respondents agree that it is an engaging experience to

consumers is very high, 1.8% is high, 15.3% is moderately high, 28.0% is moderately low,

33.9% is low, while 19.8% is very low. On average, the respondents indicated that response
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to engaging experience to consumers’ is high with a mean of 4.51 and standard deviation of
1.09. The results also indicated that 2.1% of the respondents agree that its unique and
compelling way content is very high, 4.1% is high, 7.1% is moderately high, 26.8% is
moderately low, 28.3% is low, while 31.6% is very low. On average, the respondents

indicated that response to unique and compelling way content is high with a mearﬁ&{o

and standard deviation of 1.21. ®
The results also indicated that 1.2% of the respondents agree that its int%ive content is
very high, 8.6% is high, 10.0% is moderately high, 19.5% is m el léw, 40.1% is low,

while 20.6% is very low. On average, the respondents ind@ response to informative

content is high with a mean of 4.51 and standard devi 23. The results also indicated
that 1.2% of the respondents agree that attractiye ining contents is very high, 3.5% is
high, 13.9% is moderately high, 28.3% i@ly low, 27.4% is low, while 25.7% is very

low. On average, the respondents inditate t response to attractive entertaining contents is

high with a mean of 4.54 and s k‘deviation of 1.18.

The grand mean for br. testainment is 4.54 which indicates that on average, respondents
agreed with most atements on the high scale as it relates to how brand entertainment

is an appro@ measure of social media marketing with the overall standard deviation of

1.17. T}ﬁ%g
N

ies that the responses were moderately clustered around the mean.

Table 4.11: Descriptive Analysis of Responses on Electronic Word 0f Mouth

Electronic Word of Level of Agreement (n=339) Average
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Mouth VH MH ML L VL Mean  SD
Interactive 4 19 36 65 124 91 4.65 1.20
communication
brocess (avey (6% (10.6%) (192%) (36.6%) (26.8%)
Exchanging 8 8 34 86 110 93 65 1.18
CXPETIEnees Q.4%)  (2.4%)  (10.0%) (254%) (32.4%) (27.@
Accessibility to 4 1 27 77 105 \&@ 481 LIS
t duct
CUSIOMEIS ONPIOCUCL 1 200)  (32%)  (8.0%)  (22.7%)  (31.0° 3.9%)
4(\~ \
Rapid attention to 7 16 21 96 106 4.68 1.22
¢ d

:ﬁfﬁgﬁﬁit Q.1%)  47%)  (6.2%) (28.3&/ 4%)  (31.3%)
Use of online 4 16 51 %\; 94 96 456 124
platforms to share %
bpinions and roviews  (12%)  (4.7%) (15.% 0%)  (27.7%)  (28.3%)
with other users. \’\
Brand communities 8 10 Q}Q 105 87 90 4.54 1.21
through foll

TOugt lotowets 2.4%) (2. @1 1.5%)  (31.0%) (25.7%)  (26.5%)
Grand Mean . 4.64 1.20

Source: Field Survey

2021)

Table 4.11, show@% of the respondents agree that interactive communication process

is very hig &is high, 10.6% is moderately high, 19.2% is moderately low, 36.6% is low,

while 26%6%s very low. On average, the respondents indicated that response to interactive

cation process is high with a mean of 4.65 and standard deviation of 1.20. The

results also indicated that 2.4% of the respondents agree that exchanging experiences is very

high, 2.4% is high, 10.0% is moderately high, 25.4% is moderately low, 32.4% is low, while

27.4% 1is very low. On average, the respondents indicated that response to exchanging

experiences is high with a mean of 4.65 and standard deviation of 1.18. The results also
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indicated that 1.2% of the respondents agree that accessibility to customers on product about
the brand is very high, 3.2% is high, 8.0% is moderately high, 22.7% is moderately low,
31.0% is low, while 33.9% is very low. On average, the respondents indicated that response

to accessibility to customers on product is high with a mean of 4.81 and standard deviation of

L1s. ({\y

The results also indicated that 2.1% of the respondents agree that rapid atte t@mstomer
need through a post is very high, 4.7% is high, 6.2% is moderately hig& 1s moderately
on

Qp\

ith a mean of 4.68 and

low, 27.4% is low, while 31.3% is very low. On average, th e}lts indicated that

response to rapid attention to customer need through a posg 13\Ji
0 (]

standard deviation of 1.22. The results also indicate@

the use of online platforms to share opinions Kw with other users is very high, 4.7%
0

is high, 15.0% is moderately high, 23.0‘V;\§K

of the respondents agree that

rately low, 27.7% is low, while 28.3% is

very low. On average, the responde ed that response to the use of online platforms
to share opinions and reviews %&ner users is high with a mean of 4.56 and standard

deviation of 1.24. \\/

Results also indic e@ZA% of the respondents agree that the brand builds communities
through follewers, is very high, 2.9% is high, 11.5% is moderately high, 31.0% is moderately
low, 25. is low, while 26.5% is very low. On average, the respondents indicated that
I o the brand builds communities through followers is high with a mean of 4.54 and

standard deviation of 1.21.

The grand mean for electronic word of mouth is 4.648 which indicates that on average,
respondents agreed with most of the statements on the high scale as it relates to how

electronic word of mouth is an appropriate measure of social media marketing with the
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overall standard deviation of 1.20. This implies that the responses were moderately clustered

around the mean.

Table 4.12: Descriptive Analysis of Responses on Customization

Customization Level of Agreement (n=339) Average
VH H MH ML L \Y %n SD
Selective placement of 0 8 49 85 126 4.60 1.04
tent 0%
conten (0%) (2.4%) (14.5%) (25.1%) (37.2%) &

Configuration of 4 7 \ 4.50 1.02

39
. 0
products during the (12%) (2.1%) (11.5%) (31.3%) (&% (15.0%)

buying process

Emotional bond 11 4 4.58 1.17
(3.2%) (1.2%) (9.1¢ @” 0) (31.0%) (24.2%)

Recognition of 0 &% 79 459  1.08

customers’ needs XV

based on profiling 0%)  (4.4%) ( %)  (31.6%) (31.0%) (23.3%)

Customer’s individual % 121 108 70 4.57 1.03
fi

preterenices (74%)  (35.7%) (31.9%) (20.6%)

Tailored product or < Q 51 103 107 66 4.48 1.07

services 5%)  (3.5%)  (15.0%) (30.4%) (31.6%) (19.5%)

Grand Mean ' %Q 4553 1.07
Sou itld Survey Data (2021)

%4 12, shows that 0% of the respondents agree that the selective placement of content is
very high, 2.4% is high, 14.5% is moderately high, 25.1% is moderately low, 37.2% is low,
while 20.9% is very low. On average, the respondents indicated that response to the selective

placement of content is high with a mean of 4.60 and standard deviation of 1.045. The results
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also indicated that 1.2% of the respondents agree that the configuration of products during
the buying process is very high, 2.1% is high, 11.5% is moderately high, 31.3% is
moderately low, 38.9% is low, while 15.0% is very low. On average, the respondents
indicated that response to the configuration of products during the buying process is high
with a mean of 4.50 and standard deviation of 1.02. The results also indicated that‘\»wf
the respondents agree that the emotional bond is very high, 1.2% is high, 9.1%"is %ately

high, 31.3% is moderately low, 31.0% is low, while 24.2% is very lo§\average, the

respondents indicated that response to the emotional bond is hig@l\mean of 4.58 and
The results also indicated that 0% of the respondent&%e\&&{the recognition of customers’
9

standard deviation of 1.17.

needs based on profiling is very high, 4.4% 's\% .7% 1s moderately high, 31.6% is

moderately low, 31.0% is low, while i%l very low. On average, the respondents

indicated that response to the recognati stomers’ needs based on profiling is high with
a mean of 4.59 and standard V% of 1.082. The results also indicated that 0% of the
respondents agree that Wl%er’s individual preferences are very high, 4.4% is high,
7.4% 1s moderatel 5.7% is moderately low, 31.9% is low, while 20.6% is very low.

On average, t&es dents indicated that response to the customer’s individual preferences

is high v@an of 4.57 and standard deviation of 1.03.

so indicated that 0% of the respondents agree that the tailored product or services is
very high, 3.5% is high, 15.0% is moderately high, 30.4% is moderately low, 31.6% is low,
while 19.5% is very low. On average, the respondents indicated that response to tailored

product or services is high with a mean of 4.48 and standard deviation of 1.07.

177



The grand mean for customization is 4.55 which indicates that on average, respondents
agreed with most of the statements on the high scale as it relates to how customization is an

appropriate measure of social media marketing with the overall standard deviation of 1.07.

This implies that the responses were moderately clustered around the mean.

Table 4.13: Descriptive Analysis of Responses on Social Interaction

Social Interaction Level of Agreement (n=339)
VH H MH ML @

Interesting content 4

b o %
fleatl\r;grgkc;n social media (12%) (7.4%)  (10.6%) (24.2%) ( }\! 0)  (25.4%)

Current information of 7 116 91
the brand ial
plztfgiﬁls on socia (2.1%)  (5.6%) (10. 30@0 (34.2%) (26.8%)

Interactions with 7 104 98
customers on social
media platform 2.1%) (4. T%\(J.l 4%)  (21.2%) (30.7%) (28.9%)

\%?\ 95 100 97

Attachment of customers &
to the brand
© the bran Q (24%)  (11.5%) (28.0%) (29.5%) (28.6%)

Sharing of remarkab{\QJ 15 52 106 87 72

content

Q 2.1%) (4.4%) (153%) (31.3%) (25.7%) (21.2%)
Grand M %

Average

Mean

4.53 1.24
4.60 1.25
4.60 1.26
4.71 1.07
4.38 1.21
4.564 1.21

Wleld Survey Data (2021)

Table 4.13, shows that 1.2% of the respondents agree that the interesting content sharing on
social media networks is very high, 7.4% is high, 10.6% is moderately high, 24.2% is
moderately low, 31.3% is low, while 25.4% is very low. On average, the respondents

indicated that response to the interesting content sharing on social media networks is high
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with a mean of 4.53 and standard deviation of 1.24. The results also indicated that 2.1% of
the respondents agree that the current information of the brand on social platforms is very
high, 5.6% is high, 10.3% is moderately high, 20.9% is moderately low, 34.2% is low, while
26.8% 1is very low. On average, the respondents indicated that response to the current
information of the brand on social platforms is high with a mean of 4.60 and s%d
deviation of 1.25. The results also indicated that 2.1% of the respondents gﬁ% at the
interactions with customers on social media platform is very high, 4.7@ , 12.4% 1is
moderately high, 21.2% is moderately low, 30.7% is low, whi@/(\is very low. On
average, the respondents indicated that the response to the%gmy ns with customers on

social media platform is high with a mean of 4.60 and s@ eviation of 1.26.

The results also indicated that 0% of the respo @e that the attachment of customers

to the brand is very high, 2.4% is high, 1 @ oderately high, 28.0% is moderately low,
29.5% is low, while 28.6% is very l% erage, the respondents indicated that response

to the attachment of custome\@k brand is high with a mean of 4.71 and standard

sharing of remark@nt is very high, 4.4% is high, 15.3% is moderately high, 31.3% is
25+

moderately lﬁ\ % 1s low, while 21.2% is very low. On average, the respondents

indicated_t ponse to the sharing of remarkable content is high with a mean of 4.38 and

stf@leviation of 1.21.

The grand mean for social interaction is 4.38 which indicates that on average, respondents

deviation of 1.07. The g@ﬁo indicated that 2.1% of the respondents agree that the

agreed with most of the statements on the high scale as it relates to how social interaction is
an appropriate measure of social media marketing with the overall standard deviation of 1.21.

This implies that the responses were moderately clustered around the mean.
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4.4 Presentation of Test of Hypotheses

Hypothesis One: Social media marketing components have no significant effect on sales
growth.

To test the null hypothesis one, Partial Least Square-Structural Equation Modelling (PLS-
SEM) was adopted using the SmartPLS statistical platform version 3.3.3. The stu \ the
PLS-algorithm’s command which is appropriate for predicting effect, ran apping
to ascertain the level of significant of the prediction, and ran blindfoldt confirm the
predictive relevance of the model. The choice of PLS-SEM (via &Q’ }is because it is a

more advanced multivariate analytical technique which oﬂ‘{é;@trict and robust analysis
compared with the outcomes of SPSS. ®

The independent variable social media mar g 1ii€ludes sub-measures such as customer
engagement, social interactions, customl@% randed entertainment and e-word of mouth
while sales growth constitutes th@dem variable. Data from three hundred and thirty-
nine (339) respondents weré\coNated for the analysis. The result of the PLS-SEM is
presented in three mod@w Yigure 4.1, 4.2 & 4.3) and a table (see table 4.14). Figure 4.1
shows the path at@) igure 4.2 shows the t value which confirm the significance of the

path anal s@\ﬂgure 4.3 shows the Q? which established the predictive relevance of the

stm@ el. The table 4.14 provides a tabular summary of the information in figure 4.1,
z% 3.

180



BE1

BE2

BE3

BE4

BES

BE1

BE2

BE3

BE4

BES

sh

Figure 4.2: T-Statistics for Hypothesis One
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021
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Source: Researcher’s Computation via Smﬁ% 3.3, 2021
4

Sales Growth

Table 4.14 presents all the information depicted in figur & 43

Hypothesis One: Social media marketing compon no significant effect on sales

growth.

Tables 4.14: Summary of multiple regressi nalysis for the effect of social media

marketing on sales growth of SMEs in ; west, Nigeria using PLS-SEM
Path Description Original sam (\9\)\ t Sig. R*?  Adj.R?  Sig. Q?

Unsta dv\
ANV
Brand Entertainment - v
Customer Engagement - Q
& 0.065 0493  0.622 0.689 0.672  0.000  0.450

Growth

Customization 0.252 1.970  0.049

@ - Sales 0.093 0.548 0.584

Social Interaction - Sales

Growth 0.472 4.299  0.000

Dependent Variable: Sale Growth, Predictors: social media marketing: customer engagement,
social interactions, customization, branded entertainment and e-word of mouth.

Source: Researcher’s Result via SmartPLS Version 3.33 (2021)
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Figure 4.1, 4.2 and 4.3 presents the results of PLS-SEM analysis for the effect of social
media marketing components on sales growth of SMEs in Southwest, Nigeria. The Adjusted
R? was used to establish the predictive power of the study’s model. From the results, the
adjusted coefficient of determination (Adj R?) of 0.672 showed that social media marketing
components explained 67.2% of the variation in sales growth of SMEs under study W@&e
remaining 32.8% variation in sales growth is explained by other exogenous v g&erent
from social media marketing components considered in this study% e effect is
statistically significant at 95% confidence interval. &\ \

The path coefficient of each social media marketing com% customer engagement,
social interactions, customization, branded entertainm <ﬁ;e-word of mouth) represents
the coefficient of determination (B) which shov@ative effect of each social media
marketing components on sales growth 4@5 in Southwest, Nigeria. The PLS-SEM
results in fig. 4.1, 4.2 and 4.3 revealed th@% confidence level, customization (f = 0.252,
t= 1.970) and social interactic@—\ 472, t= 4.229) are significant however, branded

entertainment (B = 0.017, t& I\YQI)
of mouth (f = 0.093 Q4 are statistically insignificant. This result shows that while the

Y Customer engagement ( = 0.065, t= 0.493) and E-Word
relative effect of ization and social interaction and their corresponding t-value greater
than the% of 1.96 suggesting a statistically significant relative effect. However, the
rela@ t of brand entertainment, Customer engagement and E-Word of mouth has a t-
S

alye)below the acceptable threshold of 1.96 to suggest that the relative effect is statistically

insignificant.

The result also indicates that taking all other independent variables at zero, a unit change in

customization will lead to a 0.252 increase in sales growth of SMEs in Southwest, Nigeria
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given that all other factors are held constant. Also, taking all other independent variables at
zero, a unit change in social interaction will lead to a 0.472 increase in sales growth of SMEs

in Southwest, Nigeria given that all other factors are held constant.

Overall, from the results, social interaction had the highest a relative effect on sales g%il,
72

)

and 0.252 respectfully. Given these PLS-SEM predictive results in table % =0.672;

followed by customization among SMEs in Southwest, Nigeria with a coeffici

p=0.000, Q? =0.450), this study can conclude that social media Karl:e' significantly
\

tudy rejects the null

affects sales growth of SMEs in Southwest, Nigeria henceéﬁse\

hypothesis one (Hol) which states that social media

significant effect on sales growth of SMEs in South\@ria.
n

Hypothesis Two: Social media marketing @ ts have no significant effect on

customer retention of SMEs in Southwes{?%&ia
To test the null hypothesis two(&%.east Square-Structural Equation Modelling (PLS-

SEM) was adopted using the\S%

variable social medlge g includes sub-measures such as customer engagement, social
interactions, %@J n,
u

retention (@ s the dependent variable. Data from three hundred and thirty-nine (339)

resp@n ere collated for the analysis. The result of the PLS-SEM is presented in three

g components have no

LS statistical platform version 3.3.3. The independent

branded entertainment and e-word of mouth while customer

s see figure 4.4, 4.5 & 4.6) and a table (see table 4.15). Figure 4.4 shows the path
analysis, figure 4.5 shows the t value which confirm the significance of the path analysis and
figure 4.6 shows the Q? which established the predictive relevance of the structural model.

The table 4.15 provides a tabular summary of the information in figure 4.4, 4.5 and 4.6.
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Table 4.15 presents all the information depicted in figures 4.4&

Hypothesis Two: Social media marketing component@x significant effect on customer

retention of SMEs in Southwest, Nigeria %

Tables 4.15: Summary of multiple re ioh,analysis for the effect of social media

marketing on customer retention of S in Southwest, Nigeria using PLS-SEM
Path Description Original s %)) T Sig. R?  Adj.R®  Sig. Q?

Uns@d
e
- \

Brand Entertainment - \ N
Customer Retention Q -0.047 0.281 0.779
Customer Engageme’ﬁ\ 0.366 2671 0.008  0.669 0.651  0.000  0.345
customer retention
Customlzatlon S omer 0356 2679  0.00%
Retention Q
E—Word@ut -
Customer Ré&tention -0.024 0.163 0.870
Social Interaction —
Customer Retention 0.255 2.154 0,032

Dependent Variable: Customer Retention, Predictors: social media marketing: customer
engagement, social interactions, customization, branded entertainment and e-word of mouth.

Source: Researcher’s Result via SmartPLS Version 3.33 (2021)
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Figure 4.4, 4.5 and 4.6 presents the results of PLS-SEM analysis for the effect of social
media marketing components have no significant effect on customer retention of SMEs in
Southwest, Nigeria. The Adjusted R?> was used to establish the predictive power of the
study’s model. From the results, the adjusted coefficient of determination (4dj R?) of 0.651
showed that social media marketing components explained 65.1% of the Varﬁ@in
customer retention of SMEs under study while the remaining 34.9% Variati@(c, tomer
retention is explained by external factors different from those considered @(tudy and the
effect is statistically significant at 95% confidence interval. &\ \

The path coefficient of each social media marketing com% customer engagement,
social interactions, customization, branded entertainm <ﬁ;e-word of mouth) represents
the coefficient of determination (B) which shows ative effect of each social media
marketing components on customer retenti@dEs in Southwest, Nigeria. The PLS-SEM
results in fig. 4.4, 4.5 and 4.6 revealed thg\a\tiﬁ% confidence level, customer engagement (3
=0.366, t= 2.671), customizati @356, t=2.679) and social interaction (B = 0.255, t=
2.154) are significant ho&%fded entertainment (f = -0.047, t= 0.281), and E-Word of

mouth (B =-0.024, t= ) are statistically insignificant.

This result Sé%( while the relative effect of customer engagement, customization and
social % n
S

g a statistically significant relative effect. However, the relative effect of branded

and their corresponding t-value greater than the threshold of 1.96

entertainment and E-Word of mouth has a t-value below the acceptable threshold of 1.96 to

suggest that the relative effect is statistically insignificant.

The result also indicates that taking all other independent variables at zero, a unit change in

customer engagement will lead to a 0.366 increase in customer retention of SMEs in

187



Southwest, Nigeria given that all other factors are held constant. Moreover, taking all other
independent variables at zero, a unit change in customization will lead to a 0.356 increase in
customer retention of SMEs in Southwest, Nigeria given that all other factors are held

constant. Also, taking all other independent variables at zero, a unit change in social

interaction will lead to a 0.255 increase in customer retention of SMEs in Southwest\%ﬂa:'

given that all other factors are held constant. g(/

Overall, from the results, customer engagement had the highest a relative effect on customer

retention, followed by customization and lastly by social i &%@0 \among SMEs in
Southwest, Nigeria with a coefficient of 0.366, 0.356, @%espectfully. Given these
PLS-SEM predictive results in table 4.15 (4dj R°=0,6 =0.000, Q*=0.345), this study can
conclude that social media marketing signific n&s customer retention of SMEs in
Southwest, Nigeria hence, the study rej ®
&

social media marketing componen% e ho significant effect on customer retention of

SMEs in Southwest, Nigeria. ((3

Hypothesis Three: So$clia marketing components have no significant effect on brand
st

11 hypothesis two (H¢2) which states that

opted using the SmartPLS statistical platform version 3.3.3. The independent

loyalty of SMEs i() , Nigeria

To test t e@qmthesis three, Partial Least Square-Structural Equation Modelling (PLS-
SE‘\@

¢ social media marketing includes sub-measures such as customer engagement, social

interactions, customization, branded entertainment and e-word of mouth while brand loyalty
constitutes the dependent variable. Data from three hundred and thirty-nine (339)
respondents were collated for the analysis. The result of the PLS-SEM is presented in three

models (see figure 4.7, 4.8, & 4.9) and a table (see table 4.16). Figure 4.7 shows the path
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analysis, figure 4.8 shows the t value which confirm the significance of the path analysis and
figure 4.9 shows the Q? which established the predictive relevance of the structural model.

The table 4.16 provides a tabular summary of the information in figure 4.7, 4.8 and 4.9
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Table 4.16 presents all the information depicted in figures 4.7, 4.8 and 4.9
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Hypothesis Three: Social media marketing components have no significant effect on brand

loyalty of SMEs in Southwest, Nigeria

Tables 4.16: Summary of multiple regression analysis for the effect of social media
marketing on brand loyalty of SMEs in Southwest, Nigeria using PLS-SEM

Path Description Original sample (0) t Sig. R?  Adj.R?  Sig. Q?
Unstandardized \V\
Beta %
Brand Entertainment — @
Brand Loyalty 0.146 0.922 0357 %\
Customer Engagement — %‘ \
0.092 0.748 0.455 W 1 0.693 0.000 0.476
Brand Loyalty c\
Customization - Brand 0213 1,525 (&
Loyalty
E-Word of Mouth - Brand 0.128 0.8 \91
Loyalty
Social Interaction - Brand 0.342 @1 6 0.004

Loyalty

C

Dependent Variable: Brand Loy.
engagement, social interactions

o)
Source: Researcher’s Result{/

Figure 4.7, 4.8 and 4

“Readictors: social media marketing: customer
tion, branded entertainment and e-word of mouth.

artPLS Version 3.33 (2021)
%fer{ts the results of PLS-SEM analysis for the effect of social

nts have no significant effect on brand loyalty of SMEs in

media marketing
Southwest, ria.~“The Adjusted R? was used to establish the predictive power of the

rom the results, the adjusted coefficient of determination (4dj R?) of 0.693

bhat social media marketing components explained 69.3% of the variation in brand

loyalty of SMEs under study while the remaining 30.7% variation in brand loyalty is

explained by other variable different from those considered in this study and the effect is

statistically significant at 95% confidence interval.
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The path coefficient of each social media marketing components (customer engagement,
social interactions, customization, branded entertainment and e-word of mouth) represents
the coefficient of determination (B) which shows the relative effect of each social media

marketing components on brand loyalty of SMEs in Southwest, Nigeria. The PLS-SEM

results in fig. 4.7, 4.8 and 4.9 revealed that at 95% confidence level, \V\

Social interaction (B = 0.342, t= 2.916) is significant however, branded ¢ ent (B =
0.146, t= 0.922), and customer engagement (B = 0.092, t= 0.748), Cl&m tion (= 0.213,
t=1.525) and E-Word of mouth (B = 0.128, t=0.859) are statisti xigni\ﬁcant. This result
shows that while the relative effect of social interaction agd i sponding t-value greater

than the threshold of 1.96 suggesting a statistically si t relative effect. However, the

relative effect of branded entertainment, customer gement, customization and E-Word of

mouth has a t-value below the acceptabl@&o of 1.96 to suggest that the relative effect

is statistically insignificant. Q

The result also indicates that@all other independent variables at zero, a unit change in
social interaction wi @o‘a 0.342 increase in brand loyalty of SMEs in Southwest,
Nigeria given han) er factors are held constant. Overall, from the results, customer
engagemen ’\e only significant relative effect on brand loyalty of SMEs in Southwest,
Nigor % coefficient of 0.342. Given these PLS-SEM predictive results in table 4.16
(% =0.693; p=0.000, Q* =0.345), this study can conclude that social media marketing
significantly affects brand loyalty of SMEs in Southwest, Nigeria hence, the study rejects the
null hypothesis three (Ho3) which states that social media marketing components have no

significant effect on brand loyalty of SMEs in Southwest, Nigeria.

192



Hypothesis Four: Social media marketing components have no significant effect on brand

awareness of SMEs in Southwest, Nigeria.

To test the null hypothesis four, Partial Least Square-Structural Equation Modelling (PLS-
SEM) was adopted using the SmartPLS statistical platform version 3.3.3. The indepgndent
variable social media marketing includes sub-measures such as customer engag%&i\al
interactions, customization, branded entertainment and e-word of m brand
awareness constitutes the dependent variable. Data from three hundre&%ynine (339)

v

gure 4.10 shows the path

\
respondents were collated for the analysis. The result of the P 18 presented in three

models (see figure 4.10, 4.11 & 4.12) and a table (see tabl
analysis, figure 4.11 shows the t value which confi ignificance of the path analysis
and figure 4.12 shows the Q? which establig\%p edictive relevance of the structural
model. The table 4.17 provides a tabular @qy of the information in figure 4.10, 4.11 and

4.12.
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Hypothesis Four: Social media marketing components have no significant effect on brand
awareness of SMEs in Southwest, Nigeria.

Tables 4.17: Summary of multiple regression analysis for the effect of social media
marketing on Brand Awareness of SMEs in Southwest, Nigeria using PLS-SEM

Path Description Original sample (o) t Sig. R? Adj.R®  Sig. Q?
Unstandardized
Beta v
\ A
Brand Entertainment - %\
Brand Awareness 0.349 2.109 0.035 \%
Customer Engagement 0.254 1.998  0.046 0. 6%711 0.000  0.531
Brand Awareness & \
Customization - Brand 0.287 2751 0.00 <\
Awareness { !
E-Word of Mouth - Brand ~0.095 0.859 \&S/
Awareness %\
Social Interaction - Brand 0.152 % 1358
Awareness

Dependent Variable: Brand Loyalty,

engagement, social interactions, custoiig@‘, branded entertainment and e-word of mouth.

Source: Researcher’s Result V@‘\

Figure 4.10, 4.11 and 4.12 p?w{/

. hd . . .
digtors: social media marketing: customer

LS Version 3.33 (2021)

e results of PLS-SEM analysis for the effect of social

media marketing comfonents have no significant effect on brand awareness of SMEs in
Southwest, Niger@ Adjusted R? was used to establish the predictive power of the
study’s mo m the results, the adjusted coefficient of determination (4dj R?) of 0.711

showed cial media marketing components explained 71.1% of the variation in brand

eiress of SMEs under study while the remaining 28.1% variation in brand awareness is
explained by exogenous factors not considered in this study and the effect is statistically

significant at 95% confidence interval.
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The path coefficient of each social media marketing components (customer engagement,
social interactions, customization, branded entertainment and e-word of mouth) represents
the coefficient of determination (B) which shows the relative effect of each social media
marketing components on brand awareness of SMEs in Southwest, Nigeria. The PLS-SEM
results in fig. 4.10, 4.11 and 4.12 revealed that at 95% confidence level ‘br\%gd
entertainment (f = 0.349, t= 2.109), customer engagement (f = 0.254, QQ/ ), and
customization (f = 0.287, t= 2.751) are significant however, E-Word o(@%

t=0.645) and social interaction (B = 0.152, t= 1.358) are statb@x tpsignificant. This

=-0.095,

result shows that while the relative effect of branded ente ycustomer engagement,
customization and their corresponding t-value greater t@gwreshold of 1.96 suggesting a
statistically significant relative effect. However, th ative effect of E-Word of mouth and
social interaction has a t-value below the @ble threshold of 1.96 to suggest that the

relative effect is statistically insigniﬁcant(. )

The result also indicates that ta@ﬂ'other independent variables at zero, a unit change in
brand entertainment wi %}:1/0.349 increase in brand awareness of SMEs in Southwest,
Nigeria given tha factors are held constant. Moreover, taking all other independent
variables at z€&rd, a uffit change in customer engagement will lead to a 0.254 increase in brand
awaren Es in Southwest, Nigeria given that all other factors are held constant.

, taking all other independent variables at zero, a unit change in customization will

lead o a 0.287 increase in customer retention of SMEs in Southwest, Nigeria given that all

other factors are held constant.

Overall, from the results, branded entertainment had the highest a relative effect on brand

awareness, followed by customization and lastly by customer engagement among SMEs in
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Southwest, Nigeria with a coefficient of 0.349, 0.287, and 0.254 respectfully. Given these
PLS-SEM predictive results in table 4.17 (4dj R’=0.711; p=0.000, Q>=0.531), this study can
conclude that social media marketing significantly affects brand awareness of SMEs in
Southwest, Nigeria hence, the study rejects the null hypothesis four (Ho4) which states that
social media marketing components have no significant effect on brand awareness 0@{5

in Southwest, Nigeria. @(/

Hypothesis Five: Social media marketing components have no si@m effect on

competitive advantage of SMEs in Southwest, Nigeria. &\ \

@uaﬁon Modelling (PLS-

version 3.3.3. The independent

To test the null hypothesis five, Partial Least Square-St

SEM) was adopted using the SmartPLS statistical pl

uch as customer engagement, social

variable social media marketing includes sub@
e

interactions, customization, branded ent@\n and e-word of mouth while competitive
b

advantage constitutes the dependen i

respondents were collated fo@ksis. The result of the PLS-SEM is presented in three

models (see figure 4.1§i¥, & 4.15) and a table (see table 4.18). Figure 4.13 shows the

path analysis, ﬁ

analysis and figure #715 shows the Q? which established the predictive relevance of the

. Data from three hundred and thirty-nine (339)

shows the t value which confirm the significance of the path

structur% . The table 4.18 provides a tabular summary of the information in figure 4.13,

%%4.15.
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Hypothesis Five: Social media marketing components have no significant effect on
competitive advantage of SMEs in Southwest, Nigeria.
Tables 4.18: Summary of multiple regression analysis for the effect of social media
marketing on Competitive Advantage of SMEs in Southwest, Nigeria using PLS-SEM

Path Description Original sample (0) T Sig. R? Adj.R*  Sig. Q?
Unstandardized
Beta
Brand Entertainment -
Competitive Advantage 0.097 0.432 0.665 ( <(/

Customer Engagement -
Competitive Advantage

Customization - 0.321 2.196  0.029 \&

Competitive Advantage

E-Word of Mouth - %
Competitive Advantage -0.019 0.111 \Q
Social Interaction — 0378 ®008

0.022 0.130  0.897 O& 520 0.000  0.346
\

engagement, social interactions, customi branded entertainment and e-word of mouth.

Competitive Advantage ’
Dependent Variable: Brand Loyalty, @'ct s: social media marketing: customer
tio

Source: Researcher’s Result via LS Version 3.33 (2021)

Figure 4.13, 4.14 and esents the results of PLS-SEM analysis for the effect of social
media marketing oents have no significant effect on competitive advantage of SMEs
in Southw igeria. The Adjusted R? was used to establish the predictive power of the

study’s - From the results, the adjusted coefficient of determination (4dj R?) of 0.520

hat social media marketing components explained 52% of the changes in
competitive advantage of SMEs under study while the remaining 48% variation in
competitive advantage is explained by other exogenous variable different from social media
marketing components considered in this study and the effect is statistically significant at

95% confidence interval.
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The path coefficient of each social media marketing components (customer engagement,
social interactions, customization, branded entertainment and e-word of mouth) represents
the coefficient of determination (B) which shows the relative effect of each social media
marketing components on competitive advantage of SMEs in Southwest, Nigeria. The PLS-
SEM results in fig. 4.13, 4.14 and 4.15 revealed that at 95% confidence level, cust 31\%&\1
(B = 0.321, t= 2.196) and social interaction (B = 0.378, t= 2.653) are signifita %ever,
brand entertainment ( = 0.097, t= 0.432), Customer engagement (} = O@& .130), and
E-Word of mouth (B =-0.019, t=0.111) are statistically insigniﬁc;@{ixresult shows that
while the relative effect of customization and social intera; their corresponding t-
value greater than the threshold of 1.96 suggesting a m\&ﬁaﬂy significant relative effect.
However, the relative effect of brand entertain en%omer engagement and E-Word of

mouth has a t-value below the acceptable th@l of 1.96 to suggest that the relative effect

is statistically insignificant. (\,

The result also indicates that taks zll other independent variables at zero, a unit change in

customization will leacﬁﬂ}( increase in competitive advantage of SMEs in Southwest,

Nigeria given th@ r factors are held constant. Also, taking all other independent

variables at , a unit change in social interaction will lead to a 0.378 increase in
competity ntage of SMEs in Southwest, Nigeria given that all other factors are held

%Overall, from the results, social interaction had the highest a relative effect on
z&titive advantage, followed by customization among SMEs in Southwest, Nigeria with
a coefficient of 0.378 and 0.321 respectfully. Given these PLS-SEM predictive results in
table 4.18 (Adj R°=0.520; p=0.000, Q? =0.346), this study can conclude that social media

marketing significantly affects competitive advantage of SMEs in Southwest, Nigeria hence,
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the study rejects the null hypothesis five (Ho5) which states that social media marketing
components have no significant effect on competitive advantage of SMEs in Southwest,

Nigeria.

Hypothesis Six: Investment decision has no significant moderating effect on the interaction

between social media marketing and small business performance in Southwest, T@

To test the null hypothesis six, Partial Least Square-Structural Equati
SEM) was adopted using the SmartPLS statistical platform Versi&&.?\ he independent
variable is social media marketing, the moderating variable igsi ent decision and small
business performance constitutes the dependent variabl m three hundred and thirty-
nine (339) respondents were collated for the a % The result of the PLS-SEM is
presented in three models (see figure 4.16, 1\%& .18) and a table (see table 4.19). Figure
4.16 shows the path analysis, figure 4.17@& he t value which confirm the significance of

the path analysis and figure 4.1 %w Q? which established the predictive relevance of
the structural model. The tab%

N\ .
S
O
QQ

rovides a tabular summary of the information in figure

4.16,4.17 and 4.18.
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Table 4.19 presents all €hg, itfofmation depicted in figures 4.16, 4.17 & 4.18
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Hypothesis Six: Investment decision has no significant moderating effect on the interaction
between social media marketing and small business performance in Southwest, Nigeria.

Tables 4.19: Summary of moderated analysis for moderating effect of investment
decision on the interaction between social media marketing and small business
performance in Southwest, Nigeria using PLS-SEM

Path Description Original sample (0) Sample Standard T Sig. Q?
Unstandardized Mean  Deviation %\
Beta (: >
Investmenj[ Decision - \\.)
Social Media Marketing - &

Small Business

Q A
Performance 0.497 0.500 @\) 5991  0.000 0.527

Moderating Effect —» Small

Busi Perf \
usiness Performance 0.069 0&@ 0.035 2235 0.026
4

Dependent Variable: small business perfor N\Pr\eﬂictors: social media marketing; Social
media marketing*investment decision. %

Source: Researcher’s Result via S tgLS’Version 3.33 (2021)

Figure 4.16, 4.17 and 4.18 [@( results of PLS-SEM analysis for the moderating

effect of investment decis'&o ¢ interaction between social media marketing and small
ou

business performan hwest, Nigeria. To establish the moderating effect in a PLS-
SEM Warrantﬁq&rja 1on of a new variable termed social media marketing*investment
decision. téraction term’s influence is examined on the dependent variable (small
busi@p formance) and a significant moderating effect is established if the coefficient of
i&tion term has a p value less than 0.05. It is noteworthy that in a moderation PLS-SEM

analysis, emphasis is on the moderating path result and with less attention to Adj R? or the R?

coefficient found in SPSS output for moderation analysis.
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From the result in figure 4.16, 4.17 and 4.18, it is observed that the interaction term of social
media marketing*investment decision has a path coefficient of determination value of 0.069.
This suggest that the introduction of investment decision has enhance the effect social media
marketing has on small business performance by 0.069 and this moderating effect is positive
and statistically significant at p-value = 0.026. In addition, the SmartPLS prov@&e
Simple Slope Analysis (SSA) which provide additional evidence to reinforce Q&ce or

absence of a moderating effect. %\
-\

Simple Slope Analysis

4i Moderating Effect 1 Copy to Clipboard: | chart

Moderating Effect 1
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|
1
!
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o
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Social Media Marketing

| Investment Decision at-1 SD Investment Decision at Mean Investment Decision at +1 SDI

Figure 4.19: Simple Slope Anal@\s&e moderating effect of Investment Decision

Source: Researcher’s Comp%o via SmartPLS V3.3.3, 2021

From figure 4.19 the reddide shows low investment decision at one standard deviation below

the mean, the bl ws investment decision at mean which indicates regular effect
T

without the gfoderatidn effect and the green shows high investment decision at one standard
deviatic% he mean and it reflects the moderation effect. Hence, the green line which is

blue line suggest that SMEs involved in making high level of investment decision
enhahce the social media marketing-small business performance linkage. It is on the strength
of the moderated analysis result (B =0.069; p< 0.050, Q*> =0.527) and the Simple Slope
Analysis obtained that this study conclude that investment decision has a positive and

significant moderating effect of the interaction between social media marketing and small
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business performance in Southwest, Nigeria. Hence, the study rejects the null hypothesis six
(Hos) which states that investment decision has no significant moderating effect on the
interaction between social media marketing and small business performance in Southwest,
Nigeria.

4.5 Discussion of Findings ®

The results of PLS-SEM for the effect of social media marketin \ nents on
performance of selected SMEs in Southwest, Nigeria showed th&%‘ial edia marketing
\

components have positive and significant effect on perfon@)\

decision becomes a significant moderator enhancing tﬁ(/ tion between social media

ikewise, investment

marketing and performance of selected SMEs in S igeria.

Conceptually, the adoption of social med@ting engenders the performance of small

and medium sized organizations. Sogi lqgey marketing is a type of advertisement which

allows placing advertising mes{g(/ ocial media platforms that yields maximum profits

through accessing user @Q’wn and then displaying specific advertising messages for
ce

target audiences. T ptualization of this study corroborates with the findings of the
data analysis sgq;ey media marketing is cost effective than any other form of marketing
which hel xding a profile in the most followed social media platform cost little. Social
med ar eting enables businesses in building the brand name and authenticating the
bu%ss as an authority in the market. Social media marketing allows companies become
ubiquitous as customers can easily access company’s social profile.

These results have been supported by findings of various empirical studies such as the

position of a study which result revealed that social media marketing influences the sales

208



growth and marketing performance of SMEs!. Also, findings of the study revealed that
branded entertainment moderates the effect of social media marketing on marketing
performance. Consistent with the findings of this study is the finding of a scholar which
examined the impact of social media marketing on sales performance of small online

business®. The findings revealed that customer engagement, e-word of mouth, @S,

relationships and communication as measures of social media marketing sign@ fects
sales performance of the online small businesses. Likewise, the standpoi@sstudy results
shows that customization has no direct influence on sales perform@\cqmmunication has
directly influence on sales performance, branded entertainr@no direct influence on
sales performance and customers’ relationships has di\a&{gﬂuence on sales performance
of online small businesses in Malacca®. The diver %1 the result could be as a result of
the methodology or the country of researh™t was found in their research that when
businesses post useful materials, then cu@s are more likely to share or reply to comment
with their friends and increase t %& sts and retention*. This study found that most of the
posts had a combinatior&ft t #md message>. More than 50% of the posts were about

product or brand-c an the research of some scholars, the findings of their study
&sto;

revealed that t 1zation, branded entertainment, social interaction interpreted 20% of
the varia %a d awareness as the dependent variable®. Additionally, a research revealed
thro%%analysis show that adoptions of social marketing tools such as branded
en%xinment, customization, and communication would significantly improve competitive
advantage of SMEs’. However, the result suggests that for SMEs to sustain and achieve

competitive advantage in the sector there is need to utilize more than one of the social media

tools as part of marketing strategies. The findings of a study and another research presented a
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similar conclusion; all emphasized the common use of networking and word of mouth, rather
than new technologies, among some small businesses influences competitive advantage® °. A
researcher conducted one of the most comprehensive studies to date to investigate the effect
of online marketing on small business performance!'°.

From the theoretical stand point both the assimilation contrast theory and unified t%f
acceptance and use of technology are strengthened. The assimilation %st theory

perspective holds that consumers make some kind of cognitive ¢ on between
expectations about the product and the perceived product perfor@\a@qd this ultimately
affects their loyalty towards an organizations brand. The unif@ of acceptance and use
of technology states that the perceived usefulneSS\V&gﬁal media marketing helps
owners/managers to use a particular system th@hances business performance and

output. The theory also explained that cor@g& are increasingly using social media, and

with the tendency of more potential usdgs igteracting and personalized content to achieve
superior performance. This st d% ults are in concomitance with these theoretical
perspectives. Therefore, qn th&\sgtngth of the support found in conceptual, empirical, and
theoretical submissi Qex a‘nt literature with this present study’s result, the study posits
that Social l\&&l\y eting have significant effect on small business performance of

selected outhwest, Nigeria.

N
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Chapter Five
Conclusion
This chapter summaries the analysis and the interpretation of the study; provided

recommendations for the problems identified and also made suggestions for further studies.

The chapter also highlighted the implication of the findings and contributions to t@g
knowledge in the field of marketing. ( <(/

5.1 Summary of Findings $\

\
This study examined the effect of social media marketing compt%‘(customer engagement,

social interactions, customization, branded enteﬂainm@v
a

business performance (sales growth, customer reten@‘b{ d loyalty, brand awareness and

competitive advantage) and the moderating eff: C&Nestment decision on the relationship

ord of mouth) on small

between social media marketing and b }o’é\performance. Social media marketing is a
system which enables marketer toect, interact, and cooperate with each other by
exploiting collective intelliga@d\ sourcing for marketing purposes. Variables used to
measure social media ing are customer engagement, social interactions, customization,
branded entertai e-word of mouth. Small business performance is the total
performancﬁl\&he irm which is shown by the cumulative of performance of finance,

marketi%

easure small business performance are sales growth, customer retention, brand

uman resource functions of the organization in a period of time. Variables

loyalty, brand awareness and competitive advantage. The first chapter dealt with the

background of the study, identified appropriate problems related to the study, outlined the

objectives to the study, formulated appropriate research questions, and hypothesis. The
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chapter also highlighted the scope and significance of the study and gave operational

definition of terms and variables used in the study.

The second chapter conceptually and empirically reviewed related literatures relevant to
social media marketing and small business performance including variables considered in the
study. Relevant theories related to the study were identified and a conceptual mod@hl
media marketing and small business performance was constructed based on the rgvigw of the
extant literature. The theories reviewed were assimilation-contrast theory, of planned

behavior, unified theory of acceptance and use of technology @e\work theory and

resource mobilizing theory of social media (RMTSM). IHQ:FQ empirical discourses of

several scholars as it related to this study were review n the study’s objectives.

This study adopted the descriptive survey @ sign which involved the use of an

adapted structured questionnaire designe, %am information from respondents. The total
estimated figure for the population @ , based on survey of selected state is seventeen
thousand, five hundred and t ig(f/ r (17, 534) businesses in South Western, Nigeria. The

purposive sampling t que was used to select the respondents which are the

owner/managers.
d e

oft Sample Size calculator was used to arrive at a sample size of
four hundre ty -nine (489) respondents across the small businesses in South
Weste g Copies of the questionnaires were administered and collected by research

@ The questionnaire adopted for this study consisted of two sections, sections A and
j&ction A comprised of bio-data and section B was to find out how social media
marketing components influenced small business performance which aided in answering the
research questions and testing the stated hypotheses. The 6-point Likert scale was adopted (1-

very low, 2- low, 3- moderately low, 4- moderately high, 5- high, 6- very high). The validity
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and reliability of the research instrument were carried in a pilot study of 10% of the study’s
population. The content and face validity of the research instrument was done via the help of
the supervisor and experts in the field of marketing and colleagues from the doctoral seminar
class while construct validity was deduced using an exploratory factor analysis and average
variance extracted. The reliability of the instrument was done using the internal coﬁs%gy

test via Cronbach's alpha which was computed using SPPS 21.0 and it rang%@ .75 to

0.94 for the variables. %\

Chapter four presented the data analysis, results and discu 9& 0 ﬁldings, the data
presentation and analysis were done in two stages. Th((/ ge of analysis was the
descriptive statistics using percentages, mean and sta %Vlations on the responses of the
respondents as it related to the research que& andvobjectives. Inferential statistics was

done using the SMART PLS to test tioﬁ\ﬁa h hypothesis as projected in the study.
C

SMART PLS was used to test the@

variables which was utilised fm@ﬂesis one to five.

The empirical findi d gesults of hypotheses tested were highlighted thus:

the independent variables on the dependent

Social media ma@) omponents have a significant effect on sales growth of selected
SMEs in Sc% st, Nigeria (Adj. R°=0.672,. p<0.05).

marketing components have a significant effect on customer retention of

ME:s in South West, Nigeria (4dj. R°=0.651,; p<0.05).

R

Social media marketing components have a significant effect on brand loyalty of selected
SMEs in South West, Nigeria (4dj. R?=0.693,, p<0.05).
Social media marketing components have a significant effect on brand awareness of selected

SMEs in South West, Nigeria (4dj. R*=0.711,,p<0.05).
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Social media marketing components have a significant effect on competitive advantage of
selected SMEs in South West, Nigeria (4dj. R°=0.520. p<0.05).
Investment decision has significant moderating effect on the relationship between social

media marketing and small business performance of selected SMEs in South West, Nigeria

N\
5.2 Conclusion &

The empirical findings of this study concluded that there was a stati%ally ignificant effect

(Adj. R?=0.069. p<0.05).

of social media marketing components (customer enga@)% social interactions,

customization, branded entertainment and e-word of m@all business performance
of selected SMEs in South west, Nigeria. The study. clearly indicated that there was
positive and significant effect between soci l%a marketing components (customer
engagement, social interactions, customi @randed entertainment and e-word of mouth)
on sales growth of selected SMEs in west, Nigeria.

Similarly, the study concludd\%?a:ial media marketing components have positive and

significant effect on cuﬁretention of selected SMEs in South west, Nigeria.

Furthermore, the @
al

engagementsodial interactions, customization, branded entertainment and e-word of mouth)

concluded that social media marketing components (customer

on bran , brand awareness and competitive advantage of selected SMEs in South

%eria.
&Vely, the study revealed that investment decision significantly moderates the
relationship between social media marketing and small business performance of selected
SMEs in Southwest, Nigeria. Finally, the outcome of this study is in line with the

assimilation contrast theory and unified theory of acceptance and use of technology. TAM
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recommends that external factors impact intention and certifiable use through mediated
outcomes for perceived ease of use and perceived usefulness. The theory assumes the
consumers are motivated enough to adjust both their expectations and their product

performance perceptions. If the consumers adjust their expectations or product performance

perceptions, dissatisfaction would not be a result of the post-usage process. \V\
5.3 Recommendations @(/

Based on the findings from the study, the following recommendation&e ade:

\
Owners of SMEs should create meaningful and entertaining @%{)n their social media

platform that is tailored towards their specific brand in o ngender sales growth. This

content will create visibility for the small busin@wstomew will be attracted to the

brand and patronize such brand.

;.//\//

Small business managers should inter& h customers on their various social media

platform by responding to cormze(/ s, suggestions, questions raised by the customers in

order to retain them. Q,

e
SMEs should post @media advert that customers can engage with to Immerse, Feel,

Identify, and aet 1&@& to achieve brand loyalty. Engaging customer with branded content

builds a d relationship with consumers which further drive loyalty to the brand.

S uld create personalized social media marketing campaigns that aligns their product
or sefvices with their customers personal character which makes the customers emotional

bond stronger thereby increasing brand awareness.
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This study recommended that SMEs must comprehend, interprete and communicate their
organisational purpose using appropriate social media marketing strategies as this would give

them a sense of direction, clarity in goal attainment and increasing competitive advantage.

The study also recommended that SMEs should improve their investment decisions using

social media marketing as this will attract more customers to them and enhance the@e}s
5.4 Contribution to Knowledge ®

\
The main objective of this study was to examine the effect o(_s% media marketing on

performance.

business performance, this study contributed to the exis@ of literature, categorically

in the areas of concepts, theories and empirics. §

1. In concepts, the study offered insighgS™ito how social media marketing components
have been both conceptualized @perationalized from the business performance
perspective. Existing lite % have examined social media marketing as an
unconventional marke ctice that allows owners/managers of small businesses

to connect, i@ , and cooperate with potential customers by exploiting communal

intellige’n\tfro sourcing to achieve superior performance. However, this study

e e social media marketing concept by exploring it using customer
%

Qe ment, social interaction, customization and branded entertainment. These
Q concepts were introduced to provide holistic insight into social media marketing.
Small business performance which is the total performance of the firm was explored
in this study in terms of sales growth, customer retention, brand loyalty, brand
awareness and competitive advantage providing a robust view on the concept as

related to the SMEs.
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2. The conceptual model presented in this study also added to literature by showing the
interactions between the multi-dimensional nature of social media marketing on sales
growth, customer retention, brand loyalty, brand awareness, competitive advantage
and ultimately small business performance. This model has helped to bridge the gap
in existing literature as scarce studies have focused on the multi-dimensional h@\

3. In addition, the questionnaire used in this study contributed to knowl@ e area

of social media marketing and business performance. %\

4. In empirics, the findings of this study support the view t%ﬁ{ai\media marketing

influences business performance. The study adva understanding of the
relationship between social media marketing an. 1hess performance by examining
the effect of sales growth, customer rgténtiQm® brand loyalty, brand awareness,

competitive advantage. The empiri h&&ngs were done in line with the study’s six
specific objectives. Although, sosial thedia marketing is a very relevant concept in
developing nations, mo ast studies in this area have been carried out in

developed COuntrie.&Tfl' dy therefore contributed to knowledge by filling this gap.
Y

5. In theory, thi contributed to knowledge by providing support for the ideals of

the ass'&i&cy-
echnology, theory of planned behavior and resource mobilizing theory of
Sy

ontrast theory, social network theory, unified theory of acceptance

media (RMTSM); how the theories relate to this study and the reason for
pursuing this research were discussed. The theories were framed in response to the
need for a more comprehensive theory of social media marketing that integrated
relevant ideas from several distinct literatures. The use of these theories helps

owners/managers to use a social media marketing that can enhances business
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performance and output. The theory also explained that consumers are increasingly
using social media, and with the tendency of more potential users interacting and

personalized content to achieve superior performance.
Implications of Findings

This study examined the effect of social media marketing on business per \gz of

selected SMEs in South West, Nigeria. Findings from this study ha§ ons for

managers, industry and the society at large. \

Implication for Managers

This study provided implications for marketing m <& executives on how to

effectively utilize social media marketing in achie% erior business performance. This
study findings indicated that social medla 1s a viable tool in influencing business
performance positively. Therefore, top r@eme t and marketing employees should strive

to improve their social media mzr(/ actices to achieve superior business performance.

Implication for Industr

This study prov?e@lcatlon for industry to ensure that the top executives of the

organlsa‘uon social media marketing which would help in the attainment of
superio ve average performance. The SMEs industry leaders and managers should
u -@ and develop a holistic approach of employing social media marketing in order to
l;%organisational performance. Therefore, effective use of social media could create new
opportunities which will serve as an edge for the SMEs. Secondly, the SMEs industry leaders

should also engage in social media marketing practices as this will foster their superior
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performance, because the statistical analysis indicated that social media marketing plays a

major role in achieving increasing business performance.
Implication for Government

On the part of the government, the implication of this study findings is that there is a nged for
government to encourage organisations embrace social media marketing as it is &tze
SMEs performance which will ultimately reflect positively on the societ% case tax

revenue for the government. Government should also put policies in glace heckmate the

\
social media marketing practices of the SMEs while creating c\)x&s@li g environment for

them to flourish. @
5.5 Suggested Areas for Further Research §

The study made suggestions for further stud@

While this study focused on the SM in@, further studies should consider the effects of

social media marketing and bysin formance in other sectors such as manufacturing,

food and beverage, const@qyongst others.
The study populaf@‘ered Southwest, Nigeria, further studies should consider other

regions.

A comp@nalysis could be done among the SMEs in different categories investigated

dy, for example, food and drink sector with agriculture.

A longitudinal study should be conducted to reveal the role of social media marketing on

business performance over a longer period of time.

Future research should focus on the role of government policies, regulations and business

environment in the application of social media marketing by the SMEs.
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Appendices
Appendix 1
Questionnaire

Social Media Marketing and Performance of Selected Small and Medium Enterprises

(SMEs) in South Western States, Nigeria \V\

Dear Respondents, \

I am a postgraduate student of Lead City University, carrying out re@e above topic.
\

The study is purely an academic exercise, and your assistance 1(r§\ in the completion of

the research work by filling the questionnaire. All infm@given will be treated with
e

strict confidence. Kindly return the questionnaire at @{ st convenient time.

Please answer the following questions by g%e one you consider most appropriate

among the alternatives. (\

Thank you for your sincere coo@&:

Lawal Lateefat Olaitan :\ .
Section A: Demograg Information

Instructio 'answer the statement below by ticking (\) the option which best describes
e%l

your,agr t.
% Gender: Male( ) Female ().
2. Age: less than 30yrs (), 31-40 (), 41-50( ), 51-60( ), 61& above( )

3. Marital Status: Single ( ) Married ( ) Divorced ( )

4. Educational Qualification: Please tick the highest of all:

253



First School Leaving Certificate (), SSCE (), OND/NCE ( ), B.Sc/HND ( ),
Masters (), PhD/DBA ( ), others.....................

5. Job Rank: Owner ( ), Manager ( ), Others

6. Location: Lagos State (), Osun State (), Oyo State ()

Section B \Q >

Using the scale below, please answer the questions below by ticking the opfioh§ that best

satisfies your response to the following questions as it relates to your nces and

QA

Where: Very High (VH), High (H), Moderately High ( » Moderately Low (ML),
Low (L), Very Low (VL). The scaling is ordinal fro“ re™6 points imply the highest

score and 1 point implies the lowest score. §
Social Media Marketing \&
e\

practices in the organisation.

S/N | QUESTIONS > VH |H MH | ML |L VL
N
A | Customer Engagement\%}(\
How will you ra lfowing in your organisation?
I( \
1 Custom@ion towards the brand 6 5 4 3 2 1
[N
2 Wto-ﬁm interactions 6 5 4 3 2 1
™
Q\lesumer—to—consumer communications about the | 6 5 4 3 2 1
brand
4 Experiential value 6 5 4 3 2 1
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5 Commitment 6 5 4 3 2
6 Instrumental value 6 5 4 3 2
B Branded Entertainment &
How will you rate the following in your organisation? \@(/
1 Customer-based brand resonance 6 @' 3 2
AN - N
2 Engaging experience to consumers’ <§;ﬁ 4 3 2
\

3 Unique and compelling way content %\ 5 4 3 2
4 Informative content @\ 6 5 4 3 2
A
5 Attractive entertaining contents ( \\ 6 5 4 3 2
6 Viral response from cust Wucative content 6 5 4 3 2

C Electronic Word o%)l‘lﬁf
How will y@ue following in your organisation?
1 Integdgtive communication process 6 5 4 3 2
= »
2_\ Eyhanging experiences 6 5 4 3 2
3 Accessibility to customers on product 6 5 4 3 2
4 Rapid attention to customer need through a post 6 5 4 3 2
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5 Use of online platforms to share opinions and reviews | 6 5 4 3
with other users.
6 Brand communities through followers 6 5 4 3
D | Customization V\
How will you rate the following in your organisation? @(/&
AN\
1 Selective placement of content 6 5 %\ 3
AN\
2 Configuration of products during the buying process 6Q\3\ 4 3
1
T4 Q\'>
3 Emotional bond W 5 4 3
RN
4 Recognition of customers needs based on pr@tg 6 5 4 3
K A
5 Customer’s individual preferences ® 6 5 4 3
O\
6 Tailored product or servicesy\\) 6 5 4 3
AN ~—
E Social Interactlon
How will y@e following in your organisation?
1 nter@\ontent sharing on social media networks | 6 5 4 3
2 <31?&1t information of the brand on social platforms | 6 5 4 3
( \
3 Winteractions with customers on social media platform | 6 5 4 3
4 Attachment of customers to the brand 6 5 4 3
5 Sharing of remarkable content 6 5 4 3
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Small Business Performance

F Sales Growth
How will you rate the following in your organisation?
1 Customer base 6 5 4
2 Inventory Turnovers 6 5 %
\§

3 Working capital 6 5 kN

/\ \
. 'S »
4 Ratio of customer patronage to revenue <¢> 4
4
5 Customer acquisition \ 5 4
DN
G | Customer Retention \Q‘
How will you rate the following 1n®amsat10n’7

1 Customer's inclinations ® 6 5 4

2 Trust and w1111ngn Ao st‘& with a brand 6 5 4

3 Customers () ent to the brand 6 5 4

3 Switchin b)mers 6 5 4

— AJ

4 ; @tomer defections 6 5 4

5 Cordial relationship with customers 6 5 4

H | Brand Awareness
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How will you rate the following in your organisation?

2

Strength of the brand’s presence in the consumers

mind

Associations with specific brand image

Consumers perception of the brand to others

Branding campaigns

Recognition of brand under different environmental
1

conditions
N

Brand Loyalty ®\
How will you rate the following in y@gnisation?

Deeply held commitment Q ~

Voluntarily recommen(ﬁq{y

Continuous pa@% ~

Custo ttMent to brand
AN\

< InWo support

ompetitive Advantage

How will you rate the following in your organisation?

Unique services
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2 Service differentiation 6 5 4 3

3 After-service benefits 6 5 4 3

4 Superior technology and continuous innovation 6 5 4 3

5 Outsourcing of some activities 6 5 4 3 \
4'Q\\

VN \
K Investment Decision @/‘

How will you rate your investment decision on the performanc@usiness?

S

« . A3
1 Brand recognition ) )

v,
\J

A
2. Return on investment %\

3. | Opportunity recognition @
A\

4. | Business intelligence < \\
5. | Positive social media exp(i(e, \Y4
Thank You. \

N7
S
O
QQ
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