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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 carried out
and Cronbach alpha coefficient of 0.889 was achieved. The response rate was 90.16%. Data
were analysed using descriptive and inferential statistics (Statistical Package for Social
Sciences (SPSS) version 24 and SmartPLS version 3.3.3). Findings of the study revealed that
social media marketing significantly affects sales growth of SMEs in Southwest, Nigeria (Adj
R2=0.672; p=0.000, Q2 =0.450). Social media marketing significantly affects customer
retention of SMEs in Southwest, Nigeria (Adj R2=0.651; p=0.000, Q2 =0.345). Social media
marketing significantly affects brand loyalty of SMEs in Southwest, Nigeria (Adj R2=0.693;
p=0.000, Q2 =0.345). Social media marketing significantly affects brand awareness of SMEs
in Southwest, Nigeria (Adj R2=0.711; p=0.000, Q2 =0.531). Social media marketing
significantly affects competitive advantage of SMEs in Southwest, Nigeria (Adj R2=0.520;
p=0.000, Q2 =0.346). It is on the strength of the moderated analysis result (β =0.069; p<
0.050, Q2 =0.527) and the Simple Slope Analysis obtained that investment decision has a
positive and significant moderating effect of the interaction between social media marketing
and small business performance in Southwest, Nigeria. This study recommended that SMEs
must comprehend, interprete and communicate their organisational purpose using appropriate
social media marketing strategies as this would enhance their performance.

Keywords: Social Media, Marketing, Small Business, Performance
Word Count: 297
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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 ways of

improving their performance to extend their assets and market size. These businesses use a

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

profitable path. Companies are really vying for customers' attention in today's period due to

severe competition among competitors1. Small businesses have grown at an unparalleled rate

around the world over the years, as they contribute considerably to the growth and

development of any economy. This is evident in the United Kingdom, where small and

medium-sized firms account for the vast bulk of the country's enterprises. Researchers have

shown that 99.9 per cent of the 4.9 million businesses owned in the United Kingdom are

Small and Medium Scale Enterprise 2. These SMEs employ about 81.6 percent of the entire

United Kingdom workforce.

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

generation, and sustainability3. Studies have revealed that SMEs have retained their position

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

95% of all business entities in most countries around the world and also create between 50

and 80% employment3, 4. The role of small businesses cannot be over-emphasized as it plays

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 businesses which

accounts for 60 per cent to 80 per cent of all jobs in the country. According to the small

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

backbone of U.S economy as it creates two-thirds of all new jobs in recent decades. SMEs

also accounts for 98 percent of all identified U.S exporters and supporting close to four

million jobs in communities across America through both direct and indirect exports. In

South Africa, SMEs account for 91% of businesses, 60% of employment and contribute 52%

of total Gross Domestic Product. In Nigeria, SMEs contribute 48% of national GDP, account

for 96% of businesses and 84% of employment2.

In today's fast rising and dynamically competitive global economy, small and medium-sized

firms (SMEs) have increasingly become a potent engine for economic growth and

development5. On the contrary, the performance and efficacy of small and medium-sized

firms as a tool for economic growth and development in Nigeria have long been questioned.

This intensive scrutiny has occurred in the context of the low performance and inefficiency

that have characterized small and medium-sized firms, particularly in appraising their role in

economic growth and development16. 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 million6. SMEs represent 90% of the enterprises in African,

Caribbean and Pacific (ACP) countries7. They also provide 70% of employment
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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 product8. SMEs possess great potential for employment

generation, improvement of local technology, output diversification, development of

indigenous entrepreneurship and forward integration with large scale industries 9.

Social media on the other hand, has become one of the most fashionable marketing channels

and a tactical key for any business performance especially small and medium enterprises.

Statistics have revealed that customers prefer to explore different brands on the internet

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

through numerous online sources to know about a specific brand or retailer through the social

media platform10. Studies have revealed that through social media marketing, SMEs are

likely to be flexible, innovative and responsive to customers’ needs with a close proximity to

customers in order to obtain valuable feedback11. Social media platforms in form of

Facebook, Instagram, Tiktok, Twitter, Blogs, Myspace, LinkedIn, Plurk, Friend Feed, Yelp,

Amazon, Trip Advisor, YouTube and Vimeo has become more popular among the SMEs as a

competitive tool especially in the developed economy. Many small business owners and

managers have realized the huge potential that social media marketing creates however; they

lack a profound understanding on how to utilize them appropriately and accurately10.

There has been a paradigm shift in the way people utilize social media 12. In recent times,

social media is being employed by both individuals and businesses to communicate and seek

information for their professional and private usage 13. 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 14.
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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 15. 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 engendering16. The number of social media users has increased fast in recent years, with

3.175 billion active internet users worldwide, of which 2.206 billion are active social media

users17. In 2019, social network users accounted for 71% of all internet users, and this figure

is expected to rise. Social interaction through networking is the most popular activity among

internet users, with a high user engagement rate. With a social media penetration rate of

almost 66 percent, North America ranks first among the most popular social media areas 17.

In 2016, more than 81% of the US population had a social media profile. According to a

report, there will be over 33.00 million social media users in Nigeria in January 202118.

Between 2020 and 2021, the number is expected to rise by 6.0 million (+22%). As of January

2021, the number of Nigerians using social media amounted to 15.8 percent of the overall

population.

The growth of social media networks has allowed for personalized interactions between

small business owners and consumers. Although social networks were first adopted by

teenagers, the growing populations of 21 to 30-year-olds and white-collar professionals use

them, which would demonstrate the applicability of social networks to everyday life15. This

expanding 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
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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.

Social media marketing (SMM) is the use of social networking sites as instruments for

marketing communication activities19. Social media marketing is a new trend for small

businesses and corporations that want to engage with their customers through both online and

offline media platforms. Nowadays, businesses are looking for ways to capitalize on this

potential and optimize opportunities through social interactions and e-word of mouth, which

operate as a performance leverage tool.

Social media marketing provides huge potential and capabilities for organizations to

communicate with customers via electronic word of mouth, hence increasing revenue and

corporate performance 20. When compared to other traditional communication channels, the

costs of social media are comparatively low, and higher levels of brand awareness and

productivity may be attained. As a result, social media marketing is applicable not only to

major international corporations, but also to small and medium-sized businesses21. Social

media facilitates near-instant connection with the global village by simultaneously

constructing 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

value19.



19

Social media marketing offers small business owners numerous options to become closer to

their clients through branded entertainment and customization, resulting in important

relationships30. 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 media to

promote their business, including television, promotional programs, and billboards, among

other things. Many small businesses, particularly in Nigeria, find this unfeasible due to the

high expense of advertising31. As a result, social media has provided a platform that is free

and affordable for everyone to sell themselves through social networks, acquaintances, and

connections. SMEs may capitalize on this opportunity to advance their businesses, resulting

in greater sales and performance. Despite the numerous advantages of social media

marketing, there appears to be a lack of awareness and a knowledge gap among small

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

discussion, this study will investigate how social media marketing components (customer

engagement, social interactions, customization, branded entertainment and e-word of mouth)

affects small business performance of selected SMEs in South Western States, Nigeria.

1.2 Statement of the Problem

Small firms have an important role in economic development and survival, and they are

strong drivers of new innovation, which stimulates job creation and economic revitalization5.

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 grasp how it

works to engage customers and gain brand awareness 1.

Social media websites influence social interactions between consumer and business owners

however, small business owners have been slow to adopt social media marketing practices in

their businesses, owing in part to a lack of sufficient time, poor customization, inability to

communicate with customers and lack of entertaining content22, 23. Social media marketing

imposes a threat to small business owners when comments and tweets are posted in haste

which led to marketing disasters and damage the survival of the business25. The moment

customer finds a brand’s social networking activity intrusive or annoying then consumer is

lost leading to decline in customer retention.

Social media marketing has offered a free for all stage for using social network to create

brand awareness; as such SMEs can leverage on this and advance their business in terms of

sales growth 26. However, despite the benefits of social media marketing, several SMEs in

Africa have not comprehended the effect and the possibilities of utilizing social media which

has led to decline in sales growth and market survival of the businesses27. Despite the

enormous 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 28. There is also the absence of social interactions and customization from the social
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media platforms utilized from small business which has resulted in decline in brand

awareness and customer retention 29. 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-manager’s

experience difficulty in creating entertaining content about their brands that can attract

customers hence leading to decline in competitive advantage and sales growth of the business.

Some small businesses join various social media sites merely because they are popular, rather

than knowing the fundamentals of communicating with clients on the platform. As a result of

their lack of understanding on how to create exciting material that would attract potential

clients, these small enterprises are unable to boost their sales growth29. Also, the owner-

managers have poor understanding of the platform-specific content needed for the business

making it difficult for social interaction to take place.

According to research, online consumers have more power than other customers as a result of

the internet, which is transforming the interaction between enterprises and customers.

Despite the benefits of social media marketing, small firms are vulnerable to eWOM because

they may not see a bad comment as an opportunity to improve. Consumers feel that

unfavorable emotional expressions on the platform are founded on an unreasonable

disposition, resulting in a decrease in the company's competitive advantage30.

The question 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 products and

services, resulting in a decrease in customer retention and brand awareness31. Simply put,

small businesses could not employ and implement an effective social media approaches.

Social media websites influence consumer loyalty in businesses which accounts for about

37% of consumer purchasing decisions; yet small businesses lag in adopting these marketing

technologies32, 33. The lag is problematic because small businesses employ nearly half of all

people in the private sector; thus, the failure of these small businesses due to an inability to

compete with more technologically sophisticated competitors will have a significant impact

on the company's competitive advantage34. Low customer retention rates present a problem

because customer retention is necessary for businesses to recover the shortfall in profits that

they incur during social media launches35.

In today’s media-driven environment, it is essential that small firms understand the various

social media. Unfortunately, many small firms lack social media strategy that can engender

performance36. Furthermore, one of the most significant areas in which SMEs face

difficulties is marketing - specifically, the inability to conduct efficient marketing operations

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

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

more37. 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 business

performance of selected SMEs in South West, Nigeria.

1.3 Aim and Objectives of the Study

The aim of this study is to examine the effect of social media marketing on performance of

selected Small Businesses (SMEs) in South West, Nigeria.

The specific objectives are to;

i. evaluate the effect of social media marketing components (customer engagement, social

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

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

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

retention;

iii. determine the effect of social media marketing components (customer engagement, social

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

iv. access the effect of social media marketing components (customer engagement, social

interactions, customization, branded entertainment and e-word of mouth) on brand awareness;

v. evaluate 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?

iii. What effect do social media marketing components have on brand loyalty?

iv. Do social media marketing components have impact on brand awareness?

v. To what extent do social media marketing components affect competitive advantage?

vi. What moderating effect does investment decision has on the relationship between social

media marketing and on small business performance?

1.5 Hypotheses

H01: Social media marketing components have no significant effect on sales growth

H02: Social media marketing components have no significant effect on customer retention

H03: Social media marketing components have no significant effect on brand loyalty

H04: Social media marketing components have no significant effect on brand awareness

H05: Social media marketing components have no significant effect on competitive

advantage

H06: Investment decision has no significant moderating effect on the relationship between

social 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 marketing options

that can help small businesses market their products over a huge audience under with a small

budget. This has positive impacts as it enhances the brand awareness of small businesses and

enable them increase their sales.

The introduction of social media has been a great game changer in the approach to product

marketing. Experts in marketing have relied on traditional media channels to implement their

marketing plans. Social media marketing have disrupted the conventional marketing which is

expensive and market specific. Social media marketing is the new way of brand awareness

and customer retention as marketing experts are well equipped to be in business if they fully

learn the scope of social media marketing and integrate it into their daily operations.

Social media marketing is a novel marketing sector that has been actualized by advances in

technology. Existing laws and policies that regulate marketing operations are largely limited

to the traditional mediums of marketing. This study offers insights into the significance of

social media marketing on the performance of small businesses. This study would be

beneficial to the governments as the findings of this study would be a reference for

formulating 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

scholars and researchers in the field of marketing.

1.7 Scope of the Study

This study will examine the effect of social media marketing on small business performance

in selected South Western States in Nigeria. Social media marketing will be measured using

Identified customer engagement, social interactions, customization, branded entertainment

and e-word of mouth while small business performance will be measured using sales growth,

customer retention, brand loyalty, brand awareness and competitive advantage. This study is

limited to the top three performing states in South West, Nigeria which are; Lagos, Oyo and

Osun States because these States have the largest concentration of SME companies involved

in activities across various industries from manufacturing, construction, agricultural and

other sectors in the South Western part of Nigeria. The SMEs were selected because of their

contribution to growth and development of the State and nation.

The target respondent is owner/managers of the selected SMEs in South West, Nigeria. The

population of the study comprises of seventeen thousand, five hundred and thirty-four

(17,534) SMEs 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

Although the findings of this study provided new insights into the effect of social media

marketing on business performance, the results may be constrained by the following issues:

This research is limited to selected SMEs in South-West Nigeria and thus, may also limit the

generalized application of result to other industries. The methodology used for this study

allowed for some level of the researcher’s discretion in drafting the questionnaire, the

researcher may be making decisions as to what is deemed fit as important or not important

and may miss out on something imperative. However, the researcher adopted questionnaire

which has been seen as valid and reliable. In addition, the research design was cross-sectional

in nature. Therefore, the study might not be able to assess the long-term effect of social

media marketing on business performance of selected SMEs in South West, Nigeria.

Also, most of the measures used were adapted from the previous studies which were carried

out in the different environments of developed countries. The questions have been adjusted to

suit the purpose of this study and this was established through the pilot study, validity and

reliability of research instrument.

1.9 Operational Definition of Terms



28

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.

Brand Loyalty: Brand loyalty is the ability of a customer to have an unswerving repurchase

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

Competitive Advantage: Competitive advantage as a set of attributes that a small business

develops or possesses to outperform its competitors in order to gain an edge.

Customer Engagement: Customer engagement refers to the relationship that co-exist

between customers and small businesses owners/managers through the use of various social

media platforms to interact with existing and potential customers.

Customer Retention: Customer retention is the ability of small businesses to maintain their

existing customers’ based on a relationship with those who patronize the company’s product

or services overtime.

Customization: Customization refers to offering a tailored product or service that meets a

customer’s needs and preferences through the use of social media.

E-Word of Mouth: Electronic word of mouth is a word of mouth system that exists in

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 networking among

online individuals.

Social Media Marketing: Social media marketing is an unconventional marketing practice

that allows owners/managers of small businesses to connect, interact, and cooperate with

potential customers by exploiting communal intelligent crowd sourcing to achieve superior

performance.

Small Business Performance: Small business performance is the total performance of the

firm which is shown by the cumulative of performance in terms of sales growth, customer

retention, brand loyalty, brand awareness and competitive advantage.
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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 Acceptance and Use

of Technology and Resource Mobilizing Theory of Social Media (RMTSM); how the

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

summary and gaps in literature were discussed along the conceptual, theoretical and

empirical review.

2.1 Conceptual Review

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

advantages, disadvantages and characteristics of the various variables of the study which

include social media marketing which comprises of; customer engagement, social

interactions, customization, branded entertainment and e-word of mouth and small business

performance which consists of; sales growth, customer retention, brand loyalty, brand

awareness and competitive advantage.

2.1.1 Small Business Performance

Small business performance is referred to as ultimate outcome expected in every business

activity 1. 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 time2. 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 performance3. The

financial indicators are sales growth, market survival, profitability, and percentage profit

margin.

Small business performance can also be a combination of performance and analytical

processes that empower managers or small business owners to accomplish the objectives set4.

The business part contains three essential exercises of small business performance spinning

around the determination of targets, the integration of data identifying with targets,

notwithstanding interventions by the supervisors. The performance is divided into financial

and non-financial indicators, which enable the organization to assess the degree of realization

of its goals such as sales growth, return on assets, return on equity, market outcomes, while

non-financial performance focuses in particular on the quality of services provided, and how

to satisfy customers’ needs of and other things away from financial performance4.

Small business performance portrays the actual output or results of an organisation as

measured against its proposed outputs (or goals and objectives) 5. It is one of the most

significant variables in management research. Although the concept of Small business

performance 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) 6. 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 7. 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, profitability, return

on investments, market share, customer base, product quality, innovation and company

attractiveness. It is also explained that small business performance consists of the definite

output or results of firms as measured against its projected outputs (goals and objectives)8.

Small business performance is defined as consisting of both SME and operational dimensions

of performance9. Based on the extensive reviews of several authors, the researcher will

define Small business performance as the total performance of the firm which is shown by

the cumulative of performance in terms of sales growth, customer retention, brand loyalty,

brand awareness and competitive advantage.

2.1.2 Sales Growth

Sales growth is defined as financial growth rates that are designed to indicate the firm's

ability to maintain its market share when the economy and industry are in a period of

expansion10. It was further stated that the most representative indicators that reflect a

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

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

be measured by using several criteria such as turnover, production, value added, fixed assets,

total assets11. 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)12.
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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 and total

sales. It is important that all firms must remember the need to maintain a balance between

profitability and growth: it is crucial for any business to grow as well as be profitable in order

to sustain and stay relevant in the marketplace 13.

The belief that the use of growth is restated as a measure of firm performance is based on the

understanding that growth is an antecedent to the attainment of sustainable competitive

advantage14. The belief is that firms that are undergoing growth phases have higher rates of

survival and they enjoy the benefits associated with economies of scale which in turn will

affect their profitability14. Though present profitability of a company may be good,

opportunities for growth should always be explored, since this offers opportunities for greater

overall profitability and keeps or moves the firm into the line of sight of analysts and

potential or current investors. Profitability and growth go hand in hand with regard to

business success. This study will define sales growth as 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.

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 15. 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 16. It also implies a continuing

commitment on the part of customers to maintain a long lasting relationship with a brand17.

Customer retention is very fundamental because the cost of acquiring new customers can be

five times tedious than that of retaining existing and current ones; also, retained customers

pay less attention to the frolics of competing brands, they are less price-sensitive and spread

favourable word-of-mouth18. Customer retention therefore constitutes an easier and more

reliable source of superior performance18. Customer retention has been focused upon as a

primary goal of marketing. The exact meaning and measurement of customer retention can

vary between industries and firms, there is however, a general consensus that focusing on

customer retention can yield several economic benefits; as the volumes of purchases grow,

and customers churn and replacement costs with customer retention19. Customer retention

could be strengthened by erecting high switching barriers. It was posited that losing a single

customer does not mean losing a single purchase; rather it entails losing the entire volume of

purchases that the lost customer would have made over their lifetime of patronizing the

seller15.

Customer retention is a high profile strategy for reaping enormous organisational profit20. 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 21. 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 22. Customer retention is the life wire of

any profitable and successful small business endeavour. It is the nucleus of most small

businesses and serves significantly in propagating the economic health and capability of such

companies that have adopted it as an anchor strategy for satisfying its customer needs and

wants 22.

The position of a study revealed that customer retention is a rate percentage of the customers

at the beginning of the period which will still remain at the end of the period23. Retention is

viewed as a number of customers who stay with the service during the set period of time.

Customer retention is described as the return on customer relationship marketing24. A

customer retention strategy aims to keep a high proportion of valuable customers by reducing

customer defections and a customer development strategy aims to increase the value of those

retained customers to the company. Just as customer acquisition is focused on particular

prospects, retention and development also focus on particular customers. Focus is necessary

because not all customers are worth retaining and not all customers have potential for

development 25. The factors that can cause retention of customers include; creation of client

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

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

customers are other factors that need attention especially in sector involving advertisement26.

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 customer27. 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 28.

Customer retention is also an assessment of the product or service quality provided by a

business that measures how loyal its customers are. Customer retention refers to the

proportion of customer’s relationship, once established, a business is able to maintain on a

long-term basis 29.

It is stated that customer retention takes place when a customer continues buying the same

market offering over a long period of time30. Customer retention is rate as the percentage of

customers at the beginning of the period that will still remain at the end of the period31. The

success in achieving customers’ retention begins with the needs identification, the level of

satisfaction which continues throughout the entire lifetime of a relationship32, 33. Customer

retention goes beyond satisfying the present expectations of the customers instead it is

helpful in anticipating their expectations so that they become loyal supporters and promoters

for the company’s brand 27. This study will therefore define customer retention as the ability

of small businesses to maintain their existing customers’ based on a relationship with those

who patronize the company’s product or services overtime.

2.1.4 Brand Loyalty
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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 associates34. 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 35. Brand loyalty is a deeply held

commitment to re-buy, or re-patronise a preferred product or services consistently in the

future, regardless of situational influences and marketing effort with the potentiality to cause

switching behaviour36. Brand loyalty is defined as customer’s unswerving repurchase one

brand out of a number of alternative brands 37. Brand loyalty is significant because it could

generate entry barriers to competitors; avoid competitive threats from competitors, increase

sales, revenue and lowers customer price sensitivity 38, 39.

Brand loyalty is defined in terms of six necessary and sufficient cumulative conditions

namely: listing a nonrandom behavioural reaction, expressed over time, by the decision-

maker regarding one or more brands from a set of alternative brands using psychological

(decision-making, evaluation) processes 40. Brand loyalty is also defined as a positively

biased emotive, evaluative, and/or behavioural response tendency toward a branded, labeled,

or graded alternative or choice by an individual in his capacity as the user, the choice maker,

and/or the purchasing agent 41. In the same vein, brand loyalty is indicated as a deeply held

psychological commitment to re-buy or re-patronise a favorite product/service consistently in

the future, thereby causing repetitive same brand-set purchasing 42. Brand loyalty indicates

the measure of attachment that a consumer has towards a brand37. 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.

Brand loyalty is a connection between the relative attitude of the individual and the

repeatability of the purchase 43; 44. This connection is viewed through the prism of social

norms and situational factors that can be perceived as consumer word of mouth reactions,

intention to support, and satisfaction 45. It should also be underlined that loyal customers are

less price-sensitive, and in this respect, loyalty can lead to certain marketing benefits, such as

lower financial expenditure on the marketing campaign, a greater number of new customers,

and a stronger market position46. Other marketing benefits include positive word of mouth

messages and reduced susceptibility to a competitive offer. Moreover, recommendations

from a loyal customer, especially those that help to attract new customers, increase the value

that the customer brings to the company. A loyal customer contributes significantly to the

company’s sales growth, given reasonably predictable sales and a stable source of revenue 47.

The source for gaining loyal customers is in quick response to customer requests and

suggestions, high-quality products and services signed by the company brand, and providing

exceptional and unique customer service 48, 49. With respect to this study, brand loyalty is

defined 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 50.

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 owners and

directors in brand positioning and differentiation practices, as well as generating positive

attitudes toward brands. Additionally, brand awareness is effective when they are built on

many experiences or exposures tocommunications50. Brand awareness is the extent to which

a brand is recognized by potential customers, and is appropriately associated with a particular

product.

Brand awareness is often regarded as a fundamental concept of brand equity because it is an

important starting point and the basis of forming brand loyalty by familiarity with a brand

generated by brand awareness 51.Brand awareness is defined as a concept that represents the

degree to which consumers perceive a brand differently from other brands52. It is explained

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

brand in a product category53. Brand awareness refers to the consumer’s ability to identify a

brand under different environmental conditions, that is, the ability to remember a brand,

which forms the basis for building an image, attitude, and trust in the brand and is a very

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

included in the consumer’s consideration sets54. Brand awareness, therefore, plays a role in

providing consumers with confidence in the quality of products with the brand 55. It is also

stated that brand awareness is the key goal of advertising in the early months or years of a

product's introduction56.
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The ultimate goal of most businesses is to increase sales and income 56. 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 competitors57. Increasing brand awareness is of numerous benefits for a

company’s short and long term goals. If a brand is more easily recognized than competitors

then, the business stands a better chance of prospective customers contacting the business,

buying the products. Social media marketing influences brand awareness and recognition by

giving the business the necessary exposure (in terms of followers/fans and subscribers) to an

organization products and services.

Brand awareness can be differentiated into four different levels that are represented in below,

which is called the awareness pyramid37. These four different levels of the awareness

pyramid help to establish brand awareness about brands among consumers.

Source: The Awareness Pyramid (Adapted from Aaker, 1991)37
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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 product58. Branding campaigns also have a unique goal of

increasing the value of the product, service or other matter, advertising awareness and

visibility. It is also averred that the brand awareness (memory, vision, decision-making

environment) is a necessary condition for selection59. Brand awareness can be a prerequisite

for customers to buy a product over a range of other alternatives60. Brand awareness indicates

whether a brand raises the consumer's mind and thought of a certain category of goods and

whether it can happen swiftly 61.

2.1.6 Competitive Advantage

The concept of competitive advantage is rooted in the logic of value creation, distribution

and it’s the heart of firm’s performance62. Competitive advantage is a set of attributes an

organization develops or possesses to outperform its competitors63. Competitive advantage is

depicted as the adeptness of organisation to engage in value-added activities which allows it

attain a position of relative advantage over its rivals64. Competitive advantage is portrayed as

creation of a system with an inimitable advantage over competitors65. Competitive advantage

is a strategic configuration to assist the company in maintaining its viability66. Competitive

advantage is acclaimed to be the strategic goal of any organisation67. 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 imitate68. Additionally,

competitive advantage is the basis for superior performance69. 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 customers70. However,

competitive advantage laboriously achieved can be lost quickly71.

Competitive advantage creates some barriers that make imitation difficult. Without

sustainable competitive advantage, above-average performance is usually a sign of

harvesting67. Competitive advantage is of two types: temporary and sustainable competitive

advantage72. Temporary competitive advantage is concerned with high profits as these profits

attract competition, and such competition limits the duration of competitive advantage in

most cases 73, 72. On the other hand, sustainable competitive advantage has inability of

competitors to imitate the source of advantage72. Sustainable competitive advantage is

accomplished when rival firms dismiss plans to imitate the resources of competitors or when

obstacles to imitate are high74, 75, 76. It is stated that when imitative actions end without

disrupting the firm’s competitive advantage or when it is difficult to imitate, the firm’s

competitive strategy is regarded as “sustainable”77. However, periodical changes from the

environment can pose a challenge in aligning the environment with organisation

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

change, strategic leaders find it difficult to manage the various systems of the firm78. 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 market79. Competitive advantage is viewed as the retention

of earnings higher than normal80. 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 competitive

advantage, a firm should be able to delay imitations or duplication of its competitive

resources 81. It is argued that to create sustainable competitive advantage, customers need to

recognize the differences between a firm’s products and those of the competitors74. The

differences must have been created due to the firm’s resources that are not accessible by its

competitors. It is posited that the basic purpose of innovation adoption is to create

competitive advantage as the most important condition for business success82. All of the

firm’s potential should be geared to achieving this goal by their daily operational decisions

based on the innovations that they have adopted.

Competitive advantages are company assets, attributes, or abilities that are difficult to

duplicate or exceed; and provide a superior or favorable long term position over competitors

83. Businesses typically pursue either one or the other competitive advantage, because unless

you have a monopoly it is almost impossible to achieve. The reality is that most of the

competitors are not likely to do a very good job with social which gives the owner of small

businesses the chance to stand out. Social media gives organizations a competitive edge by

giving 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 84. 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 customer

preferences.

2.1.7 Social Media Marketing

The term Web 2.0 is offers credence to understanding the word social media. Web 2.0 is used

to portray a novel method in which end users utilize the World Wide Web, in which all

contents are continuously altered by all operators in a sharing and collaborative way 85.

Social media can therefore be defined as a group of internet based applications built on the

ideological and technological foundations of Web 2.0, which allows the creation and

exchange of User Generated Content85.

Social Media Marketing (SMM) is the use of social networking sites as tools for marketing

communication activities 86. Social media marketing symbolizes a new trend for companies

who are trying to reach their targeted consumers on both online and offline media platforms.

Social media marketing is defined as the association between brands and consumers, while

offering a personal channel and currency for user centered networking and social

interaction87. 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 web88.
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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

purposes89. 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 communicate in

large community90. Social media marketing has proven to create enormous potential and

capability for companies to engage with the customer in terms of revenue generation and

efficiency of the company 91. Social media marketing (SMM) facilitates induction of brand

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

engage in the brand's meaning92, 93. Social media marketing helps small businesses to

establish brand loyalty, enhance online brand reputation, and improve sales and profitability.

Social media marketing is defined as using social platforms and web-based sites to promote

products and services. Social media marketing utilizes the natural conversational platforms in

terms of people to build relationships that go towards satisfying their needs through

feedbacks94. Social media marketing is also defined as a concept that facilitates connectivity

and interactions among existing and prospective customers95. Consequently, other scholars

ascertain that social media marketing’s primary goal is to facilitate businesses because they

relate to consumer satisfaction and purchase intentions with loyalties and consumers shares96,

97.The concept of social media marketing was born out of focusing discussions that arose

around the market offering94.

Researchers defined social media marketing as technology for developing stakeholder

communities to collectively create and interact with matters relevant to the business 98. 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, meaning

it results in earned media rather than paid media. Social Media has become a platform that is

easily accessible to anyone with internet access. Additionally, social media has served as a

relatively inexpensive platform for organizations to implement marketing campaigns.

Consequently, social media marketing is not only pertinent for large corporations, but also

for small and medium sized organizations 85, 99 portrayed social media marketing as type of

advertisement which allows placing advertising messages on social media platforms that

yields maximum profits through accessing user information and then displaying specific

advertising messages for target audiences.

There are several benefits of social media marketing to small businesses. Social media

marketing is cost effective than any other form of marketing as building a profile in the most

followed Social Media platform cost little95. Social media marketing enables businesses in

building the brand name and authenticating the business as an authority in the market. Social

media marketing allows companies become ubiquitous as customers can easily access

company’s social profile. Despite the enormous benefits social media marketing present,

there 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 information100. The tools and approaches for communicating

with customers have changed greatly with the emergence of social media; therefore,

businesses must learn how to use social media in a way that is consistent with their business

plan86.

Social media marketing has become more common with the increased popularity of social

media such as Twitter, Facebook, LinkedIn, and YouTube. Social media marketing refers to

marketing done through social media or social networking websites. While most companies

and organizations have their own websites, it can be difficult to reach users not know about

the organization. Therefore, many organizations have found it useful to develop a presence

on websites, such as Facebook, LinkedIn, and Twitter as well. Social media marketing

provides a low cost opportunity for businesses to reach large numbers of users and gain

brand recognition. Social media marketing helps a company get direct feedback from

customers and potential customers while making the company seem more personable. The

interactive parts of social media give customers the opportunity to ask questions or voice

complaints 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 interest101. 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 customers102. 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 103. Social media is also fundamentally changing the way

consumers acquire the information they want, how they buy products, and how they discuss

social issues and pursue social85.

Social media marketing provides organisations with the opportunity and flexibility to engage

and respond to consumers directly. Consequently, it is argue that social media is not only

fitting for large companies, but is also suitable for smaller organisations such as SMEs85. It is

affirmed that consumers have homogeneous access to online social media networks,

including blogs, microblogs and video/photo sharing communities 85, 104. Additionally, due to

the number of social media platforms available, a major issue for small business is to

determine and evaluate which technique to use. Different forms of social media include

social networks (Facebook, and LinkedIn), micro-blogs (Twitter), reviews and ratings (Yelp,

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

communities and chat rooms. It is suggested that the main impact of social media for e-

commerce is consumer empowerment, as consumers have a strong influential voice and e-

SMEs are not in control of the conversations between consumers 104, 105. Social media is

comprised 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 104. 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



53

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

brand107.

2.1.8 Customer Engagement

Customer engagement is the association among consumers and organizations by means of

various communication endeavors, incorporated by the organization108. Customer

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

The concept of customer engagement behaviors as the customers’ behavioral manifestation

toward a brand or firm, beyond purchase, resulting from motivational drivers109. Customer

engagement comprises of immense conduct of behaviors comprising word-of-mouth (WOM)

activity, recommendations, helping different clients, blogging, composing reviews, and even

captivating in legal programs. The concept of customer engagement was discussed by

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

relationship marketing, modeling the engagement cycle and developing a customer

engagement matrix110. He developed a model of customer engagement cycle with connection,

interaction, satisfaction, retention, loyalty, advocacy and engagement as stages in cycle.

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

customer experiences with a focal agent/object (e.g. a brand) in focal brand relationships111.

Customer engagement is portrayed as the level of an individual customer's motivational,

brand-related and context-dependent state112. Expanding a previous study, customer

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

investment in specific brand interactions113. It is also stated that customer engagement has
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modes of engagement which are routes to persuasion114. 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 antecedents

and/or consequences in iterative engagement processes within the brand community111.

Likewise, it is posited that customer engagement is a second-order construct manifested in

various types of first-order ‘experience’ constructs, with ‘experience’ being defined as ‘a

consumer's beliefs about how a (web)site fits into his/her life115. However, customer

engagement is considered to be directly related to the emergence of new media and all the

new ways in which customers can interact with firms, covering both purchase and non-

purchase behaviour116. Customer engagement is defined as a behavioural manifestation

toward the brand or firm that goes beyond transactions, which also includes all consumer-to-

firm interactions and consumer-to-consumer communications about the brand117.

Engagement typically reflects a multi-dimensional concept which is comprises of relevant

cognitive, emotional, and behavioural dimensions, although the specific expression of focal

engagement dimensions may vary across contexts118. This is exemplified in contrasting

studies, which identified eight online engagement dimensions, and a scholar who proposed

three online engagement dimensions, which include active sustained processing, experiential

value, and instrumental value115, 119. 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’ 111. Despite significant interest there have only been a few

systematic scholarly attempts to define the concept, and its distinctiveness from the more



55

traditional relational concepts such as participation or involvement, the conceptual roots of

customer engagement, and how perception of engagement may potentially differ from the

corporate and consumer perspective111. 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 drivers120. It suggested

that customer engagement consists of five dimensions: 1. Engagement can be expressed in

different ways depending on a customer's resources (e.g. time); 2. It can result in different

types of outcomes for a customer (for example; improvements in service); 3. It can vary in

scope and be momentary (for example; issuing a complaint);4. It has a varying impact on an

organisation and its peers (for example; negative or positive); and 5. Customers may engage

in the behaviours for different purposes120. It is argued that customer engagement is a

sequential psychological process that customers experience in order to become loyal towards

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

and existing customers121.

A research suggested that the customer engagement process helps when examining the

dynamic relationship consumers have with corporations and to further understand how they

drive the development of customer trust121. It is noted that the emerging concept of customer

engagement is integral for an increasingly networked society117. Studies have highlighted the

importance of e-WOM and have argued that ignoring the non-transactional behaviour

manifestations may have negative effects for a firm because of the potentially incorrect

valuation of the customers 117,122. 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 out109, 122. 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) 112. A definition proposed for online consumer brand engagement, stating

that customer engagement is defined as a cognitive and affective commitment to an active

relationship with the brand as personified by the website or other computer-mediated entities

designed to communicate brand value and is suggested to comprise the dimensions of active,

sustained, cognitive processing, attainment of instrumental value (relevance and utility), and

experiential value (emotional congruence) 113.” It is stated that customer engagement is part

of a behavioural manifestation towards a focal object, such as a brand or an organisation,

other than a purchase, resulting from motivational drivers117. An alternative perspective for

looking at the conceptual foundations of customer engagement focuses on the broadened

relationship marketing domain 111, 113, which is represented in Figure 2.1
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Figure 2.1: The Consumer Engagement Process in a Virtual Brand Community

Source: Broodie (2013)111

The Engagement Cycle refers to a situation when a small business understands the needs of

its customers then position itself to strategise their approach through a process called the

engagement cycle. Engagement cycle is defined as a way of satisfying customers by

providing superior value than competitors to build trust and commitment in long term

relationships 110.’ As such, social media platforms are able to facilitate this engagement

process in an interactive manner. The engagement cycle has seven stages which are;

connection, interaction, satisfaction, retention, commitment, advocacy and engagement 110.
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Figure 2.2: The Customer Engagement Cycle

Source: Sashi (2012)110

The engagement cycle acknowledges the opportunities provided by social media to enhance

the relationship between non-customers and customers. However, it does not acknowledge

the level of engagement that consumers may be at nor the level of trust connected to the

engagement stages. The notion of customers and non-customers was highlighted, noting that

the cycle fails to appreciate the initial and continuous stages of trust that are developed from

the engagement process123. It is argued that engagement is perhaps the most crucial aspect of

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

engagement with their pages124

A model was proposed by a scholar for identifying the relationship between engagement and

other constructs like trust, commitment and satisfaction and loyalty125. 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 126. 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 of online

client engagement. Researchers studied the role of customer engagement in services127. They

explored the notion of customer engagement in service industries which has the potential to

make unique contributions in explaining service loyalty. Customer engagement includes four

elements, namely, vigor, devotion, immersion and interaction. Customer engagement can be

done both offline and online. However, it was very challenging for companies to employ

customer engagement strategies and measure behavior of customers towards customer

engagement strategies. A customer engagement scale was developed and found that highly

engaged companies were more effective in engaging customers and creating customer loyalty.

2.1.9 Branded Entertainment

Branded entertainment has its origin with the ‘soap opera’; first radio shows in the 1930s and

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

manufacturers 128. Branded entertainment regained popularity again in the mid-1980s, with

advertisers ‘trying to tie their brands to entertainment vehicles’129. It seemingly gained

further momentum since 2012, which was the year that branded entertainment was

inaugurated as a category at the Cannes Festival of Creativity130, 131. 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 132, 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 134,135. The terms

‘branded entertainment’ and ‘branded content’ are used interchangeably by academics and

industry alike136. It is averred that branded entertainment is a brand-generated contact point

with the potential to achieve brand resonance through authentic narrative137. Branded

entertainment is described as any piece of content that is made with a brand’s personality,

positioning and marketing objectives in mind138. The primary intention of branded

entertainment is delivering an entertaining and engaging experience to customers’. It is

asserted that branded entertainment is created, produced and funded specifically for a brand,

by a brand, for the purposes of communicating the brand strategy using the entertainment

medium and owned by the brand in most cases’139. It is also averred that branded

entertainment involves the transmission of the values of a brand, its DNA, giving it an

emotional dimension, which can facilitate establishing a richer relationship with the

consumer, a relationship of trust, an emotion140. It is posited that branded entertainment deals

with the development and support of any entertainment property where the most important

objective is to feature one’s brand or brands in an effort to impress and connect with

consumers in a unique and compelling way’141. Furthermore, it is stated that branded

entertainment can evoke engagement from its target audience142. Corroboratively, branded

entertainment involves attempts to expose consumers to brands by embedding them into

outlets not typically considered advertising terrain143. A scholar proposed three types of

placements which are; visual, verbal and plot placement129. 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 144. 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 content can be

informative, educational and entertaining. Branded content encompasses content marketing

and branded entertainment 145, 146, 147, 148. Content marketing is branded content when the

content is informational or educational and is mostly developed online. Branded

entertainment is the way branded content adopts when its content is entertainment, whatever

its form, and can be distributed across multiple channels and platforms. In branded

entertainment, the brand must be integrated in the content in a natural way in order to

generate emotions by itself, making the attraction of these contents the key element to make

customers perceive the brand in a positive way 140, 149. The brand also creates contents that

are competitive as entertainment products; the content must have enough quality and

relevance to compete with other entertainment products and make the customers to prefer

branded entertainment 150, 151. Despite creating entertainment content, the brand stays true to

its values and coexists harmoniously with the content 152. Branded entertainment does not

necessarily includes the brand or the product which can be represented only through its

values and 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 152, 153.

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

clutter and capture attention in a meaningful way 154, 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 way156. Branded entertainment is a disruption to conservative brand

communication practice, holds prospective to meaningfully connect with target audiences 155.

Branded entertainment adds value to the brand experience in the form of entertainment,

information or education157, 158. Branded entertainment is debatably one of the most

persuasive brand communication efforts that significantly contribute to brand narrative since

its intrinsic narrative properties is fashioned at establishing a strong emotional connection

with a target audience and therefore evoke customer engagement 159. Branded entertainment

generated by a brand not only seems to benefit from employing a narrative in the

entertainment effort, but it is seemingly a requisite to qualify as branded entertainment

160.Company-generated social media content creates a viral response that helps spread

original advertising to a broader audience. Ideally, consumers should be attracted or

encouraged to generate content that reflects support for their company’s brands and products.

2.1.10 Electronic Word of Mouth

Electronic word of mouth is widely regarded as one of the most influential factors affecting

consumer behavior as it is essential with intangible products that are difficult to evaluate

prior to consumption161. Consequently, WOM is considered the most important information

source in consumers’ buying decisions and intended behavior162. Word of mouth

communication refers to the exchange of information between traditional offline

interpersonal information sources such as friends, family and acquaintances about products,

services and companies 163. 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

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

through chatting or online boards 164. This kind of communication plays a vital role in

influencing consumers in positive or negative way. Electronic word of mouth (eWOM),

being a casual communication mode, has become instrumental in influencing consumer

decision-making process. The fundamental aspect of eWOM is similar to its predecessor

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

have been defined as positive and negative statements that are made by prospective, actual or

former customers or frequent website visitors through Internet regarding products or services

they have used which is easily available to other consumers or Internet users and also to the

marketers165.

E-WOM has long been regarded as an influential marketing tool and social media is

recognized as the best platform for e-WOM166, 167. E-WOM is similar to the traditional online

WOM in that it is an interactive communication process for exchanging experiences and

information about products or services, while differing from online WOM in that it is based

on the Internet168. E-WOM is generally defined as the act of meeting and sharing opinions

with each other on the Internet and exchanging the ratings for services, which provide

usability, accessibility, and persistence for information that were unavailable in traditional

online WOM169, 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 171. The information disseminated through these
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WOMs tends to be accepted as fair and unexaggerated one 172. WOM is very important

because it shapes consumers’ attitudes toward brands 173. 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 173, 172. E-WOM

may have a stronger effect compared to online WOM in some situations. E-WOM is

regarded as a reliable and fair source of information, shaping consumer expectations,

affecting attitudes, purchasing decisions, and post-evaluation174.

Electronic word of mouth was also delineated as an informal communication between person

which is non-commercial interaction between sender and receiver regarding a product, brand

or service 175. WOM is a powerful source of information that influences consumer’s intention

to purchase by building their perception towards a product or service 176. The traditional

WOM originated as a concept related to strength and impact of interpersonal relations

(friends, family and peer group). Positive electronic word of mouth message with higher

message source credibility indicates a better brand attitude than the electronic word of mouth

message with lower message source credibility 177. Loyal consumers tend to have better

brand attitude towards certain products and services. Spreading good words influence

customers in a positive way. Word of mouth has a strong positive effect on customer’s

service quality perceptions in professional service setting178.

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 179. 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 over180. Today’s

new form of online WOM communication is known as electronic word-of-mouth or

eWOM180. 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 181.

One of the most comprehensive conceptions of eWOM was proposed and described as all

informal communication via the Internet addressed to consumers and related to the use or

characteristics of goods or services or the sellers thereof 182. The benefit of this tool is that it

is available to all consumers, who can use online platforms to share their opinions and

reviews with other users. Consumers trust WOM from friends and family and look to online

comments (eWOM) for information about a product or service183. Additionally, eWOM

offers businesses a way to identify customers’ needs and perceptions and even a cost-

effective way to communicate with them 183. E-WOM can help greatly by reducing the effect

of a feeling of distrust and risk involved in purchasing a product that can in future influence

their decision-making and intention to purchase162. Another important aspect of eWOM is the

generation of brand loyalty among consumers and potential customers. Creation of positive

eWOMs happens when consumers are fan of certain products, create positive messages and

broaden information in favour of brand. This may take place on brand websites, brand

communities, Facebook brand pages and other modes in which group members who are loyal

to their brand generate positive information by sharing their good experiences 184.

Electronic word of mouth also has a positive effect on consumers’ perceived value and

perceived risk 185. Positive eWOM has a significantly positive effect on purchase intention,

while negative eWOM has greater negative impact on purchase intention 186. An online



66

firestorm is known as negative word of mouth and complaints which are broadly shared

online 187. 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 inability to deal

with the situation. Electronic word of mouth also provides companies with an advantage over

traditional WOM insofar 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 179. However, consumers’ use of technology to share opinions about products or

services (eWOM) can be a liability for companies, as it can become a factor they do not

control 180.

2.1.11 Customization

Customization, also called personalization, refers to offering a product or service, which is

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

Customizing products is not a recent invention, one might think of custom-fit suits which

have been tailored for centuries. Nevertheless, developments have enabled the mass

production of customized products. Moreover, the rising digitalization and

engagement of customers in social media support the discourse between companies

and customers in order to discover individual needs and wishes 110. 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 188. 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 110. 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 189. Personalization is a firm’s decision on the marketing mix suitable for the

individual that is based on previously collected customer data190. Personalization is a limiting

case of mass customization. Mass customization aims at a market segment of few, whereas

mass personalization aims at a market segment of one 191. Mass customization aims at the

customization and personalization of products and services for individual customers at a

mass-production price192. Customizing some feature of a product or service means that the

consumer of the product enjoys more convenience or some other benefit. This is initiated by

the consumer or the company 193. The production and sale of personalized products, services,

content, and communication to the needs of a single consumer or groups of consumers is

carried out by recognizing the needs of individual consumers based on their personal data

and information about their purchasing preferences 194.

Personalization is programmed by the marketer on behalf of the customer as opposed to

customization that a customer requests on their own behalf 195. In addition to adapting the

product to the customer’s individual preferences, personalization aims to reduce the cost of

processing their order and to obtain a higher value of the product 189, 196. 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 phase197. However, each successive model of meeting customer

needs requires more flexible and technologically advanced production systems 198.

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 web-based

social networking among online individuals 199. Organizations have, for the most part,

grasped interpersonal interaction to its potential in regards to engagement and cooperation

with consumers. Via interaction on social media, advertisers may increase rich, unmediated

shopper bits of knowledge, speedier than beforehand and may encourage duty through

showcasing. Interaction via social media whether Facebook, twitter and google is replacing

the traditional method of interaction. As social media consists of subscribers from all over

the world covering all modes of lives with experiences and outcome. Subscribers can share

their reviews and experiences regarding any product and service which can work as a

promotional tool for companies 200. Therefore, organizations are quite possessive in customer

dealing because such customer can result in introducing an organization’s offering to new

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

sites.

Social networking sites are applications that enable users to connect with each other. The

users create personal information profiles, invite friends and colleagues to have access to

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

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 customers85,
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including via plug-in applications, groups and fan 201. 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 brand201.

One of the most phenomenon of social media marketing is how it has increased and created

new forms of social interaction. People spend more than a quarter of their time online

involved in communication activities (for example, emails, IM chat, and social networks),

which is equivalent to the total time spent online for general leisure and entertainment 202.

Social networking sites have become so pervasive that they are the most popular internet

destinations 203. This new media has demonstrably altered how often people communicate

online, but it has also enlarged the pool of individuals they communicate with, and led to new

ways for behaviors to be influenced 203. Consumer behavior studies reveal that individuals

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

websites that provide third-party evaluations, and other studies indicate such information can

directly influence buying decisions, even if received from purely virtual sources 204.

Social networking websites allow individuals, businesses and other organizations to interact

with one another and build relationships and communities online204. Many small businesses

join these 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, and values.

Through social networking sites, companies can keep in touch with individual followers.

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

customers. Also, by choosing whom to follow on these sites, products can reach a very

narrow target audience. Social networking sites also include much information about what

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

semantic analysis technologies, marketers can detect buying signals, such as content shared

by people and questions posted online. An understanding of buying signals can help sales

people target relevant prospects, and marketers run micro-targeted campaigns. Social

networks are digital communication platforms which empower the user to create content and

share information through a public or a private profile.

2.2 Theoretical Framework

This aspect of the review focused on relevant theories that can be applied to the variables and

concepts in order to come up with a linkage between the variables of interest in this study.

For this 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



71

The assimilation-contrast theory explains the underlying psychological mechanisms at play205.

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 expectations about

the product and the perceived product performance, and this ultimately affects their loyalty

towards an organizations brand. The theory views the consumer pre and post-usage

evaluation. The theory states that if performance is within a customer’s latitude (range) of

acceptance, even though it may fall short of expectation, the discrepancy will be disregarded,

that is, assimilation will operate, and the performance will be deemed as acceptable whereas

if they fall within the customer’s latitude of neutrality, there will be minimal change. On the

other hand, if performance falls within the latitude of rejection, the contrast will prevail, and

the difference will be exaggerated, and the good or service will be deemed unacceptable. The

theory suggests that loyalty is a function of the magnitude of the discrepancy between

expected and perceived performance. The theory posits that consumers seek to avoid

dissonance by adjusting perceptions about a given product to bring it more in line with

expectations. Consumers also reduce the tension resulting from a discrepancy between

expectations and product performance either by distorting expectations so that they coincide

with perceived product performance or by raising the level of satisfaction by minimizing the

relative importance of the disconfirmation experienced and this ultimately affects their

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
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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 explaining the

relationships between variables within the disconfirmation model 205. This paradigm posits

that satisfaction is a function of the magnitude of the discrepancy between expected and

perceived performance.

Generally speaking, the consumers move within acceptance or rejection areas, following

their perceptions. As stated in the theory of assimilation, customers tend to assimilate or

adjusting Festinger’s theory of dissonance 1957, which forms the basis for the theory of

assimilation. The theory of dissonance states that the consumer makes a sort of cognitive

comparison between the expectations regarding the product and the product’s perceived

performance. If there is a discrepancy between expectations and the product’s perceived

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

evaluation was introduced in the literature discussing satisfaction under the form of the

theory of assimilation206. Consumers try to avoid dissonance by adjusting their perceptions of

a certain product, to bring it closer to their expectations206. Similarly, the consumers can

reduce the tension resulted from the discrepancy between expectations and the product’s

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 207.
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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 that they

coincide with perceived product performance or by raising the level of satisfaction by

minimizing the relative importance of the disconfirmation experienced 207. Some researchers

have discovered that the control of the actual product performance can lead to a positive

relationship between expectations and satisfaction. Consequently, it is assumed that

dissatisfaction could never appear unless the evaluation process began with the customers’

negative expectations206.

It is argued that the assimilation theory has several shortcomings208. First, the approach

assumes that there is a relationship between expectations and satisfaction, but it does not

specify how the expectation disconfirmation can lead to satisfaction or dissatisfaction.

Second, the theory also posits that consumers are motivated enough to adjust either their

expectations or their perceptions about the performance of the product. Some researchers

have found that controlling for actual product performance can lead to a positive relationship

between expectation and satisfaction. Therefore, it would appear that dissatisfaction could

never occur 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 209.

The theory of planned behavior (TPB) is an adaptation of the theory of reasoned action

which was based on the assumption that human beings are rational and make logical use of

the information available to them210. The theory contended that individuals consider certain

factors before deciding whether to engage or not engage in a behavior (intent factor).

According to the theory of planned behaviour, intentions that are devoid of unforeseen

circumstances limit individual control and help predict future behavior. The variance in

intention is composed of three global constructs: (a) attitude toward the behavior, (b)

subjective norms, and (c) control 210, 211. An individual develops a positive or negative

attitude towards a behaviour based on their behavioural beliefs, perceives subjective norms

about the behaviour based on their normative beliefs. Behavioural intent indicates how much

effort an individual is willing to put into performing behaviour, and therefore, the stronger

the intention to perform the behaviour, the more likely the behaviour is to be performed 210,

211

Theory of planned behaviour posits that behavioural intention is a function of an individual’s

beliefs in three areas: (1) behavioural beliefs (Attitude toward Behaviour)– meaning their

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

– 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 behaviour212. 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 212, 213.

Since its inception, the TPB has been used in numerous technology adoption contexts such as

social media marketing 215,218. It was explained that the TPB posits that individuals’

intentions are the proximal determinants of their behaviour, with intention conceptualized

through social interactions, customization, and engagement with customers to capture

individuals’ motivation to perform a given behaviour. Thus, the likelihood of engagement in

the behaviour increases when individuals’ intentions to perform the behaviour are stronger as

such leading to the overall performance of the business219.

The theory of planned behaviour has been used successfully in various contexts to

understand and predict human behaviour 210, 212. Several studies have supported the use of

TPB and adaptation of the TPB successfully in newer contexts 212, 220. The TPB has been used

to predict adoption and continued use of online services such as engaging of customers,

customization of content, as well as predicting the use of social network sites 212, 221,219, and

the continued use of entertaining content 221.

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

psychosocial variables that predict people's use of these platforms. Past behavior also

significantly 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 factors220. The

Theory of Planned Behaviour (TPB) attempts to predict deliberative and planned

behaviour210. 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, subjective

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

across behaviours and contexts210. This means that there are some situations where, for

example, subjective norm influences are powerful but attitude may be less predictive of

intentions.

The TPB was therefore deemed appropriate for investigating social media advertising, as it

has been successfully applied to various online and social media contexts. This theory is

relevant to the study of social media marketing as it states that the more positive the attitude

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

(subjective norms), and the greater the individual’s perception that they are free to engage or

not with the advertising (perceived behavioural control), the stronger the intent to engage

with social media marketing (behavioural intent), which will in turn predict the actual

performance of the behaviour to comment, branded content, customized information which

can be like or share the advertisement (behaviour).

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 which are

specifically geared towards an investigation of the relational aspects of these structures. The

use of these methods, therefore, depends on the availability of relational rather than attribute

data 221. It characterizes networked structures in terms of nodes such as individual actors;

people; or things within the network, and the relationships or interactions that connect them.

Examples of social structures commonly visualized through social network analysis include

social media networks, friendship and acquaintance networks, kinship, disease transmission,

and sexual relationships222. These networks are often visualized through sociograms in which

nodes are represented as points and ties are represented as lines223. The relationships between

people, social network analysis complements and enriches analysis based on the socio-

demographic and economic attributes of individual actors, groups and external structures 224.

As another early pioneer of the approach argued that an individual’s interactions with others

are better understood in the context of their social environment rather than their physical

one225.

Through the years social network theory has been developed and applied across a variety of

research domains 226. 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
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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

individual nodes to the community227. This theory was used to understand the differences

with various social media platforms, their use and attributes.

Social networking sites such as Twitter, LinkedIn, My Space, and Facebook have proved to

be popular online activities in relation to time spent 229. Facebook is the most common social

media site followed by Twitter, LinkedIn, MySpace and YouTube in popularity230. Social

media has changed the strategies, and tools firms use to communicate, emphasizing. The

widespread acceptance of digital marketing practices have greatly contributed to the

personalization of marketing where commercial entities progressively link with individual

clients and users and gaining feedback on a one-to-one basis. It looks at the ability of owners

to get access to resources not under their control in a cost-effective way through networking.

It provides value to businesses by allowing them access to social resources that are embedded

within a network (for example, social media). Digital platforms are characterized by network

effects and include Desktops, PDAs, network Switches, Multimedia, and mobile devices like

smart phones to link the demand side to the supply side of businesses228.

One of the major criticism of social network theory is that individual agency is ignored

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

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

analytics are useful to a broad range of research enterprises.



79

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.

2.2.4 Unified Theory of Acceptance and Use of Technology

The unified theory of acceptance and use of technology explain the user intentions to utilize

an information system and subsequent usage behaviour231. The theory was developed through

a review and consolidation of the constructs of eight models. These were what earlier

research had employed to explain information systems usage behaviour. These include theory

of reasoned action, technology acceptance model, motivational model, theory of planned

behaviour, a combined theory of planned behaviour/technology acceptance model, model of

personal computer use, diffusion of innovations theory, and social cognitive theory. The

theory holds four key constructs namely: performance expectancy; effort expectancy; social

influence and facilitating conditions. Performance expectancy, social influence and effort

expectancy direct determinants of usage intention and behaviour while facilitating conditions

direct determinant of use behaviour. The Unified theory of acceptance and use of technology

is a new but promising theory 232. This theory gave insight into the user attributes, social

media technology use and attributes, and effect of business environment, as determinants of

adoption 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 tools and

platforms to facilitate their social interaction 234.

Traditional purchase funnel has three stages: awareness; consideration; and purchases; during

which a marketer could influence a consumer's decision making235. However, the purchase

funnel concept treats customers like living in a vacuum. A customer, after purchase, will use

the product, form opinions, and talk about it later in the stage. Some of the experience after

purchase will be materialized and posted online, which will loop back to other customers'

purchase decision-making process. This social feedback cycle is driven mostly by word-of-

mouth; the word-of-mouth is further driven by actual use, trial, or sampling experience 236.

This theory was used to examine marketing purpose as a determinant of social media

adoption, as one of the primary end goals of marketing is the purchase of their services,

brand awareness and reputational management.

The technology acceptance model (TAM) is a theory that relates to information systems

modeling how customers come to recognize and use advancements 237. One's use of an

advancement system is influenced indirectly or directly by the customer's behavioural

intentions, 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 237. 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 technologies238. The TAM was utilized in research that examined

perceived usefulness along with usage intention regarding impact239. Regarding education,

particularly for electronic learning, in addition to mobile learning, the TAM is enormously

functional240. This theory has applied to diverse sectors, different conditions, or fundamental

determinants241

One of the shortcomings of the theory is that the variable which pertains to the behavior of

users, which is inevitably evaluated through subjective means such as behavioral intention

(BI) such as interpersonal influence. Another limitation is that, underlines of behavior cannot

be reliably quantified in an empirical investigation, owing to a number of different subjective

factors such as the norms and values of societies and personal attributes and personality traits.

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

usefulness helps owners/managers to use a particular system that can enhances business

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.

2.2.5 Resource Mobilizing Theory of Social Media (RMTSM)

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

network resource, affect firm’s performance242. This theory lends from the research of

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

movements243, 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 resource245. 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 retention, brand

awareness, brand loyalty and competitive advantage242, 246.

The theory has been criticized for failing to explain social movement communities, which are

large networks of individuals and other groups surrounding social movement organizations

and providing them with various services. Critics also argue that it fails to explain how

groups with limited resources can succeed in bringing social change and that the theory does

not assign sufficient weight to grievances, identity and culture as well as many macro

sociological issues

The importance of this theory is that it explains the need for small businesses to focus on

creating entertaining content through interactions with customers. Also, social media focuses

on the modernizing technologies that encourage their business process which will transform

their relationship with customers which will increase performance significantly.

This study will be anchored on The Assimilation-Contrast Theory and Unified Theory of

Acceptance and Use of Technology as both covers the variables in social media marketing

and small business 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.

2.3.1 Social Media Marketing and Sales Growth

A study examined the social media marketing and marketing performance on new sme: A

moderating consumer innovativeness. The result revealed that social media marketing

influences the sales growth and marketing performance of new SMEs247. Also, findings of

the study revealed that branded entertainment moderates the effect of social media marketing

on marketing performance. Divergently, a research produced a negative moderation and a

significant influence on the relationship of social media marketing to sales growth248. The

study further stated that social media marketing should have entertainment, interaction,

trendy, customization, and perceived risk components. Another study examined the impact of

social media usage on performance of the banking sector 249. The results of the research

indicated a positive significant impact of social media usage with respect to customer

engagement and customization on financial and non-financial performance in terms of

profitability, sales growth and environmental performance.

A study examined the impact of social media marketing on sales performance of small online

business250. 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 training251. 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

SMEs performance with reference to sales growth. Congruently, a study examined the factors

affecting SME performance: the mediating role of social media adoption found that

customization; electronic word of mouth, technology, organization, and the environment play

effective roles for SME performance252. More importantly, social media adoption positively

mediates the relationship between technology, organization, environment, and SME

performance. A study examined the impact of social media on business performance253.

Findings revealed that the use of social media enhances business capabilities and business

performance. The impact is not due to one (out of six) social media tools only, but due to

successfully combining the six social media tools into one effective social media ecosystem

that enables coordination between internal and external business processes. Additionally, a

research evaluated the effect of social networking tools on the SMEs domain: an empirical

study in the Nineveh Governorate Iraq254. The study revealed that the use of Facebook

customized content as a tool of Social networking tools will rapidly increase the promotion

and motivate consumers in order to engage with the respected industry and sales growth of

the business.

A study also examined the effect of social media on employee’s job performance: the

mediating role of organizational structure255. 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 performance256. The position of a study carried out

considered the effect of social media strategies utilized by SMEs on client acquisition and

retention257. The study found that social media participation has strong influence on brand

trust, which thus, affects sales growth, customer acquisition and retention. It was likewise

found that there is a positive connection a sales and amount of time spent on social media

and that web-based social networking promoting techniques affect sales growth and retention

and increment of the overall industry. A research examined the impact of advertising

procedures on corporate execution of estate surveying and valuation firms in Kaduna City of

Nigeria258. The study found that there is a positive relationship between marketing

methodologies adopted and corporate performance (sales growth) of the firms. A study

explored barriers to e- marketing adoption among SMEs in the Vaal Triangle of South

Africa259. It was found that the real obstacles towards the non-appropriation of e-marketing

incorporate innovation incongruence with target markets, absence of learning, partner

unreadiness, and innovation confusion and innovation recognition.

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

and small business conceptually98. The research addressed both the antecedents of social

media use and the value of social media in small business environments. They found that

employees’ competence with technologies and pressure from consumers were two important

predictors of social media use which increases sales growth. A study analyzed the influence

of social media and social networks on the shopping behavior of consumers260. 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 websites261. 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.

2.3.2 Social Media Marketing and Customer Retention

A study examined the impact of social media marketing on sales performance of small online

business262. The research results show that customization has no direct influence on sales

performance, communication has directly influence on sales performance, branded

entertainment has no direct influence on sales performance and customers’ relationships has

directly influence on sales performance of online small businesses in Malacca. Scholars in

their research found that when businesses post useful materials, then customers are more

likely to share or reply to comment with their friends and increase their interests and

retention263. The contents delivered to customers must be innovative in order to reach market

standards with consumer expectations such as words, videos, images, visuals and messages

to gain customer retention. The findings of a study also posits that the small business owners

as both creators and consumers of social media content, focusing in particular attention to the

business trend of buying and selling consumer information generated through social media as

such engendering customer retention264. The finding of a study also indicated that the quality

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

increases customer retention265. 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 services266. 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 impact267. The result of the study revealed that social media marketing positively affects

customer retention, brand loyalty, market survival which in turn influenced business

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

selling professionals268. The findings shows that the use of social media improves not only

the level of sales but also affects relationship and customer performance (trust, customer

satisfaction, customer referrals); and organisational performance (customer retention).

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

companies and their effect on customers269. Social media usage of sales representative has a

positive impact on customer satisfaction and customer retention. The study also found that

the quality of corporate social media strategy has a positive impact on social media usage in

terms of the customization, social interactions, branded entertainment, and active interaction

with customers. A study also examined the effect of social media marketing on small scale

business performance in Ota-metropolis, Nigeria270. The findings of the study revealed that

social media marketing provides small businesses the opportunity to engage their audience

on different levels, including personal. The study also revealed that social media marketing

has a 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 retention271. 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 retention272. In the study of some researchers,

‘do social media marketing activities enhance customer equity? An empirical study of luxury

fashion brand’273. The study utilized the five constructs of perceived social media marketing

activities of luxury fashion brands as entertainment, interaction, trendiness, customization,

and word of mouth. The study revealed that social media marketing has significant positive

effect on customer retention. The findings of this study also revealed that luxury brands helps

to forecast the future purchasing behavior of their customers more accurately and provide a

guide to managing their assets and marketing activities as well.

In their research paper effectiveness of social media as a marketing tool: an empirical study.

The study revealed that social media marketing is an important gradient in today‘s marketing

mix as it engenders customer retention and business performance274. Corroborating previous

studies is the research which examined the impact and effectiveness of social media

advertising on young working women‘s buying behaviour with reference to consumer

electronics - a study of selected cities in Maharashtra And Gujarat275. The study revealed that

there is a positive relationship between social media marketing on buying behavior and

retention of young workingwomen. The study further revealed that there is a correlation

between positive reactions or feelings towards social media advertisements with customer

retention. In their exploratory research work investigated the effects of social media

marketing on online consumer behaviour276. This study revealed that social media marketing

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 Twitter277. The study

found that most of the posts had a combination of text and message. More than 50% of the

posts were about product or brand-centric. The study argued that unreliable measure of

engagement will enhance brand loyalty. Also, a study used case studies of three B2B

companies to investigate reasons for using social media278. It was found that companies use

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

brands. Also, social media is used as a recruiting tool, a seeking tool, and a product

information and service tool. The discourse of a scholar investigated how social media usage

influence stakeholder engagement focusing on the corporate Facebook page of 30 3PLs

companies279. The study found that the number of followers, post sharing frequency,

negatively affect customers engagement. It was found that content including photos facilitate

more stakeholder engagement (likes, comment, and share) in comparison with other forms. A

research work emphasise the importance of the CEO of B2B companies to be present and

active on social media280. The study discusses the advantages of social media presence for the

CEO and how it will benefit the company. A study draws on interactional psychology theory

to propose and test a model of usage of social media in sales, analysing individual,

organizational, and customer-related factors281. 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 loyalty282. 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 and image257.

Therefore, SMEs should take into consideration the quick response to customers’ concerns

that should lead to improving the SMEs’ consistency. These results concur with the findings

of some scholars, who showed that using social networks positively affects the organizations’

performance regarding efficiency, flexibility, and enhancement of responsiveness283, 284.

However, SME administrators and owners should utilize Facebook advertisements in their

strategic plans as both a strategic and powerful communication tool that leads to engagement

with all the customers instantly with all the enterprise updates.

A study showed in their research that brand loyalty of the customers is positively related to

social media marketing activities of firms as it creates beneficial campaigns, relevancy of

social media content, popularity of social media content, and offering various platforms and

applications on social media285. Another study also showed that social media marketing

(entertainment, interaction, trendiness, customization, and word of mouth) has a positive

effect on purchase intention of customers through creating association of brand loyalty286.

Supporting the study is the research which examined the effect of social media marketing on

brand trust and brand loyalty for hotels286, 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 users287. The findings of the research revealed that social media marketing is

effective in the creation of brand attitude which enhances brand loyalty. A study revealed

social media marketing is significantly related and contributes to customer satisfaction and

loyalty and overall business performance288.

Another study examined the impact of social media marketing on brand equity: an empirical

study on mobile service providers in Jordan’’ The active user of the Jordanian mobile service

providers social networks were the population of the study289. A sample of the study totaled

450 customers, the researcher tested the hypothesis using simple regression and stepwise

regression tests: the results showed that there is a statistically significant impact of the

dimensions of social media marketing on the brand equity for the Jordanian mobile service

providers and after performing a stepwise regression the results showed that there are a

significant impact between the Accessibility, and Credibility on the brand equity which

means that the accessibility and credibility affects the brand equity. The researcher sees that

the companies should focus more on their social media marketing strategies and increase its

share in the 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 variable290. 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 Enterprise291.

The study further revealed that the use of social media marketing will result in brand

awareness in Small and Medium since the use of the traditional way of communication of

products and services to customers is becoming obsolete. Likewise, a study results revealed

that the social media marketing have significant relationship with the business performance

of SME entrepreneurs292. The results of the structural equation modeling analysis showed

that the powerful of social media marketing significantly influenced business performance.

This explains that the dimensions, which measure the digital marketing, affect the business

performance positively and thus help the business development towards a more effective

system. The position of the two studies established a positive relationship in the adoption of

social media for SMEs as it was deemed to provide information and feedback to customers in

a friendly way, hence impacting positively on their financial performance and brand

awareness291, 294.

Supporting previous studies, an empirical evidence revealed that distant customers of SMEs

expresses satisfaction through the use of social media and consequently increased brand

awareness positively291. Further, SMEs are able to advertise and market their products and

services at low cost through social media 295. 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 performance296. A study investigated the effect of social media

marketing in enhancing brand equity in Malaysia297. 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 SMEs298. The authors identified that brand

reputation image is enhanced for an organization when social media platforms are used for

advertising. Furthermore, there is also an enhancement of organizational performance for

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

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

Meanwhile, a study analyzed the moderating effect of social networking advertisements on

the relationship between the orientation of entrepreneurs and the performance of SMEs in

Kenya299. Consequently, the study revealed that social networking advertisements positively

moderate the relationship between the reactive nature of the entrepreneur and the SMEs’

performance and brand awareness.

In the same vein, an author researched the impact of social media marketing on performance

of media transmission firms in Kenya using the case of Safaricom Ltd300. The study found

that social media enhanced the performance of the association as it offers a stage for

advertising at a less expensive cost contrasted with different types of marketing tools. The

study additionally 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

studying and valuation firms in Kaduna Metropolis of Nigeria258. A researcher explored

variables affecting selection of social media promoting on development of SMEs in Nairobi
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County301. 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 Ireland302. 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. It was

additionally observed that organizations shared nervousness were they not to embrace what

was seen to be another crucial tool for business development. A researcher researched factors

affecting adoption of social media advertising on development of SMEs in Nairobi County301.

The study discovered that a large portion of the respondents have access to web and are

making a tremendous access in web-based social networking sites with less consideration

regarding undertaking internet advertising as such causing increase in brand awareness.

Corroboratively, a study examined the factors which influence the on-line buying decision of

consumers through the social network, notably Facebook303. In their study, consumers graded

the factors like communication, customization, branded entertainment, and convenience

influences brand awareness. Furthermore, a study analysed the consumer buying decision

method and information flows between people in social media304. Results and theories have

proved that the publicity and information about the product in social media platforms are

stricken by the various varieties of proximity plays that are making an impact in brand

awareness.

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 media305. 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 SMEs306. 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.

A scholar posited that retaining existing customers and acquiring new customers are essential

to long-lasting businesses and also increase competitive advantage307. Adding to the

discourse, the position of a researcher revealed that a strong social media presence increases

competitive advantage, brand awareness and trust and positively affected the ability of

businesses to retain customers308. Also, it is concluded that social media marketing and brand

trust positively influenced customer retention, which had a strong influence on competitive

advantage309. A study showed that social media marketing had more social interaction with

customers and developed engagement strategies that created competitive advantage,

credibility, and customer loyalty310. In their study found that social network marketing is

becoming the most successful model in advertising that helps retain competitive advantage311.

The study also analyzes the relationships between customer engagement, social media selling

activities and shopper purchase behavior and found positive effect on competitive advantage.

A researcher highlighted the attitude toward social media marketing, in Georgia312. The

influence 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 India313. 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 managers314. The primary objective of this study was to identify how social

media aspects (benefits, clients’ trust and content) influence customer satisfaction and

competitive advantage in the banking industry, from the perceptions of banking clients and

managers. Statistical analyses showed significant relationships between both social media

benefits and trustworthy content and customer satisfaction, as well as between competitive

advantage and retention. In a study titled social media marketing: how social media give

power and responsibility to companies on the internet315. The research found that social

media marketing affect competitive advantage of business in the 21st century. In a similar

study titled branding in social media and the impact of social media on brand image316. The

research found that social media marketing is significant to enhance competitive advantage.

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

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

businesses influences competitive advantage317, 318. A study conducted one of the most

comprehensive studies to date to investigate the effect of online marketing on small business

performance319. The researchers developed a model of e-marketing, which included social

media tools 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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Generation320. 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 behavior321. Technology Acceptance Model

was adopted to find the social media usage perceptions. The employees of the Multinational

companies in India are the samples for the study. An equation modeling was used to test the

eligibility of the model. The results state that users of social media inclined to have more

competitive advantage. Furthermore, in their study indicated that there may be 100 core

members present in social media; social media sites became an important medium for firms

and consumers to meet each us for the exchange of information about products322. They also

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

advantage is tremendous.

2.4. Conceptual Model and Model Specification

The conceptual model presents the independent and dependent variables by showing the

interaction and relationship between the variables under study. The independent variable is

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

performance which is represented as Y. The operationalization of the variable is based on the

regression equation stated below;

Operationalization of the Variable
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Y= ƒ(X)

Y= Dependent Variable

X= Independent Variable

Where

Y = Small Business Performance (SBP)

X = Social Media Marketing (SMM)

Z= Investment Decision (IND)

Y = (y1, y2, y3, y4,y5)

X = (x1, x2, x3, x4,x5)

Where:

y1 = Sales Growth (SG)

y2 = Brand Awareness (BA)

y3 = Brand Loyalty (BL)

y4= Customer Retention (CR)

y5= Competitive Advantage (CA)

x1 = Customer Engagement (CE)

x2 = Social Interaction (SI)

x3 = Customization (CU)

x4 = Branded Entertainment (BE)

x5 = E-Word of Mouth (EM)

Functional Relationship

y1 = f(x1, x2, x3, x4, x5) ----------------------------------- Eqn 1

y2 = f(x1, x2, x3, x4, x5) ----------------------------------- Eqn 2

y3 = f(x1, x2, x3, x4, x5) ----------------------------------- Eqn 3

y4 = f(x1, x2, x3, x4, x5) ----------------------------------- Eqn 4
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y5 = f(x1, x2, x3, x4, x5) ----------------------------------- Eqn 5

Y= f(X z)--------------------------------------------------Eqn 6

Regression Equation

SG = β0+ β1CE+ β2SI+ β3CU + β4BE +β5EM + εi ----------------------------------- --Eqn 1

BA = β0+ β1CE+ β2SI + β3CU + β4BE + β5EM + εi ---------------------------------- -Eqn 2

BL = β0+ β1CE+ β2SI + β3CU + β4BE + β5EM + εi --------------------------------- ---Eqn 3

CR = β0+ β1CE+ β2SI + β3CU + β4BE + β5EM + εi ------------------------------------ Eqn 4

CA = β0+ β1CE+ β2SI + β3CU + β4BE + β5EM + εi ------------------------------------ -Eqn 5

SBP= β0+ βiSMM+ β2IND + β3SMM*IND+μi---------------------------------------------------------------------------Eqn (6)

Where β = the constant of the equation

β1-β5 = the coefficient of variables in the equations;

εi = the stochastic function that accounts for the errors that may arise in the equation
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Fig 2.3 Conceptual Model

Source: Researcher’s Conceptual Model, 2021

2.5 Summary of Gaps in Literature

This section focused on social media marketing (customer engagement, social interactions,

customization, branded entertainment and e-word of mouth) as a veritable tool for enhancing

small 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
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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 small business

performance in the Kenya and other African countries. However, there are limited studies in

the context of Nigeria. The reviewed literature pointed out a number of issues as regards

social media marketing and small business performance but also established some conflicting

if not complementary perspectives on the relationship between social media marketing and

small business performance which is a key concern in organisational management and

marketing research. The gap identified from the literature is reviewed by stating the gap

statement and articles that showed each of the gaps identified.

Role of Social Media Marketing on Organizational Performance in Kenya, was a study

carried out by some scholars323. The study established that promotional campaign through

social media marketing boosted performance of organizations as it increased sales and

revenue of the organizations. Further studies on consumers’ reaction towards purchasing

products again (repeat purchase) using the role of social media marketing by considering

effects of social interaction could be considered

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

Telecommunication Firms in Kenya”300. 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 Countries249. The results of the research indicated a positive

significant impact of Social media usage on financial and non-financial performance of banks

in MENA countries in terms of profitability, growth and environmental performance. Further

studies on the use of social media marketing using creative tools which are unique, surprising,

emotional consumer expression, and unconventional marketing strategy on customer

satisfaction should be carried out.

Exploring Social Media as a Strategy for Small and Medium Enterprises (SMEs)

Performance: Evidence from Oyo State, Nigeria showed the result that Facebook, Twitter

and LinkedIn are the major social media employed by the SMEs to exploit competitive

advantage324. The result also revealed that build brand awareness, promote products and/or

services, and collect customers feedback are the majors principal factors influencing adoption

of the social media strategy by SMEs. In conclusion, the study confirmed that there a

significant relationship between social media strategy and SMEs performance. Further

studies should be carried out in order to clarify the impacts of social media marketing

strategies 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 Business250.

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: A Study of

Selected SMEs in Ikeja, Lagos State, Nigeria carried out by some scholars revealed that the

Online Marketing affected the performance of SME positively which has allowed youths to

be self-employed and created economic growth and regional development6. Further studies

should investigate the impact of social media on marketing by comparing marketing before

social media and marketing after the introduction of social media and the type of

technologies used in social media

Social Media Use and Entrepreneurship Development in Nigeria: Lagos and Onitsha in

Focus revealed the preponderance of WhatsApp usage, leading to greater market accessibility

and enhanced customer relations325. These outcomes have significant effects on the

development of the SMEs. Tradeoffs between positive and negative influences of social

media marketing in organizational performance have to be identified amongst threshold

values for social media marketing operation.

A study on impact of social media on small and Medium enterprises reveal that there is

unique relationship between the social media and SMEs in social, political, religious or

cultural and economic spheres326. 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, (c) an innovative edge for

SMEs 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 training251. This shows that social media training has a positive impact on SMEs

performance. Further studies should examine links between social media adoption and firm

strategy. It would be interesting to know whether firms whose strategy influenced the

adoption of social media applications saw stronger effects on business performance.

Social media adoption and its impact on firm performance: the case of the UAE was carried

out by some researchers and it revealed that Social media adoption had no effect on SMEs’

performance327. These findings could help managers and decision makers in the SME sector

to try to keep pace with research on social media innovations, and enable them to benefit

from social commerce as it becomes more ubiquitous. Further research should examine

social media adoption among companies that may be more active on social media, including

entertainment venues, restaurants, fashion retailers and travel agencies.

It was discovered from a research on “Social Media: A Conceptual Model of the Why’s,

When’s and How’s of Consumer Usage of Social Media and Implications on Business

Strategies” that use of social media is very valuable for organizational growth and increased

performance328. 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.
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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 performance252. Further studies should test the effects of associated elements (e.g.,

competitive intensity, competitive pressure, and the bandwagon effect in environment factors)

on SME performance.

The Impact of Social Media on Business Performance also revealed that the use of social

media enhances business capabilities and business performance253. The impact is not due to

one (out of six) social media tools only, but due to successfully combining the six social

media tools into one effective social media ecosystem that enables coordination between

internal and external business processes. This study used a cross-sectional sample to collect

data. Therefore, future researchers can conduct a longitudinal study to investigate the

relationship between social media usage and organizational performance.

The Social Media as a Tool of Marketing Communication: A Descriptive Study findings

reveal that social media provide plenty opportunities for business growth through new

adaptive strategies329. Social media marketing domain represents a influential instrument for

businesses to reach, connect and build strong relationships with their customers thereby

affecting 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 awareness330.

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 studies could

focus only on one of these activities, and could include culture or income as moderating

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

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

become important to integrate all the systems with that of the digital platform using social

media amongst other tools as it aids organizational performance331. Future research is needed

in other sectors and industries in order to generalize the research results, future research can

apply the same model but to wider number of organizations.

Results on Impact of Social Media Usage on Organizational Performance in the Jordanian

Dead Sea Cosmetic Sector showed that there is a strong positive impact of implementing and

using social media on organizational performance in terms of rapid adaptation, cost reduction,

and innovation332. Also, social media usage is different among the companies’ characteristics

in terms of type, age, and size. Other antecedents and drivers as a result of social media

usages such as organizational learning and absorptive capacity could be analyzed in further

research.

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 industry254. 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 performance

and organizational performance333. We found no significant impact of the other two

dimensions of social media usage (knowledge sharing and communication) onemployee high

performance and organizational performance. Future research can focus on employees from

various department as well as from other countries, for example Asian or Western countries

like India or the USA.

The results on Influence of Social Media Usage on the Green Product Innovation of

Manufacturing Firms through Environmental Collaboration revealed that social media usage

(SMU) does not directly influence Green product innovation (GPI). Rather, internal

environmental collaboration (IEC) and environmental collaboration with suppliers (ECS)

fully mediate the relationship between SMU and GPI334. The results further disclosed a

positive relationship between IEC and ECS, where both types of environmental collaboration

seem to be key factors in improving GPI. Future studies may attempt to establish a consistent

set of indicators in order to achieve a more robust measurement model for social media usage

and green 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 organization255. 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 media most

frequently visited by people today335. Psychological contributions are needed in further

studies to gain further attention in evaluating all influential factors primarily in regard to

social media marketing and customer outcomes.

A research on “The Impact of Social Media as a Marketing Tool on Purchasing Decisions

(Case Study on SAMSUNG for Electrical Home Appliances)” showed that all members of

the study sample with different percentages spend long time using social media websites

which indicates that these websites are a fertile and rich place to practice E-marketing and to

influence the consumers purchasing decisions336. Further studies on the relationship between

brand awareness, customer engagement and customer loyalty drawing from the social media

marketing strategy should be carried out for generalization of the study.

Social Media Adoption, Usage and Impact in Business-To-Business (B2B) Context: A State-

Of-The-Art Literature Review also revealed that Social media has a positive effect on

customer satisfaction, acquisition of new customers, sales, stakeholder engagement, and

customer relationships. Use of social media by companies has a positive effect on

sustainability337. 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 extent338. 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.

A study on Analysis of the Role of Digital Influencers and Their Impact on the Functioning

of the Contemporary On-Line Promotional System and Its Sustainable Development

indicated that there is a great potential for activities involving digital influencers339. This

potential relates primarily to the effective transmission of information about a product or

service, the impact on increased brand awareness, and the impact on the sales level of

products and services offered by companies. Further comparative studies in other domestic

and foreign centers are necessary

Investigative Study of Preferred Social Media Marketing In Safeer Mall, Sohar, Oman was a

study carried out by some scholars and the empirical results reveal that an easy and good

means to influence the customers of the mall is through social media marketing340. The study

also reveals that the customers do not feel secure through social media, as their identities

might be stolen or misused. The study confirms that the customers do not perceive social

media marketing as an attractive and effective tool as they still prefer the traditional methods.

Further study 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 businesses341.

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 Structural

Equation Analysis of Omani SMEs” suggested that the ease of use, demographic targeting,

interaction, and brand awareness interpreted 20% of the variance in the Facebook

advertisements as the dependent variable. However, Facebook advertisements as an

independent variable were found to have a statistically significant effect on the SMEs’

performance dimensions (efficiency, flexibility, and responsiveness). Further studies using

several dimensions of social media marketing such a customization and entertainment

content in today’s competitive business environment should be undertaken.

Social media technology usage and customer relationship performance: A capabilities-based

examination of social CRM also revealed that Social media technology usage and customer-

centric management systems are found to have an interactive effect on the formation of a

firm-level capability that is shown to positively relate to customer relationship

performance343. Future research exploring the applicability of these findings to different

industries, contexts, and settings is certainly warranted and encouraged by considering other

contingent 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-



111

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 undertaken344.

Facebook as A Competitive Social Media Marketing Tool on Sales Performance for Small

and Medium Enterprises in Nakuru CBD, Kenya: The findings indicated that Face-book as

social media tool for Customer acquisition is an important element in building customer

relationship as indicated by 81.7% of the respondents345. Regarding customer retention, it

was observed that Facebook helps in customer retention as indicated by 75.35% of the

respondents. And average of 74.7% of the respondents agreed that Facebook as a social

media tool help SMEs in enhancing sales performance. This translates to increased

performance and better service delivery which leads to efficient achievement of corporate

goals and objectives. Further studies should be carried out on how the products/ service

features affects acceptability of the product/services in the market and how social media

marketing will aid brand trust.

The impact of social media marketing on brand equity - A perspective of the

telecommunication industry in Ghana showed that social media marketing contributed more

to the brand association, loyalty and perceived quality dimensions on brand equity346. Future

studies could consider the other regions of Ghana. Likewise, the study focused on subscribers

of MTN and 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

social media platforms affected online social convergence347. Online convergence influence

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

customers256. Further studies is required to explain how various social media marketing tools

such as customization will engage the customer and enhance an organizations brand trust and

output.

The use of social media (WhatsApp and Instagram) in the marketing of agricultural products

was found to enhance efficiency and turnover of farmers through a significant reduction in

the cost of marketing agricultural products as well as increased demand for agricultural

products348. This result was found out in a study on Use of social media in the marketing of

agricultural products and farmers’ turnover in South-South Nigeria. Future studies should

attempt to minimize the limitations associated with cultural bias by including more south-

south states in the sample as well as try to include non-members of the farmers’ cooperative

society in the sample.

The study on “Effect of Social Media Marketing on Small Scale Business Performance In

Ota-Metropolis, Nigeria” reveals that employee training about social media has impact on

increase brand awareness and that there is a significant effect between employee participation

in social media activities and increase sales and performance of an organization270. 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.

Endnotes



113

1. K. Muhammad, O. Saoula, M. Issa, & U. Ahmed, Contract Management and Performance
Characteristics: An Empirical and Managerial Implication for Indonesia. Management
Science Letters, 9, 2019, 1289–1298

2. J.O. Osasuyi, & G. Mwakipsile, Working Capital Management and Managerial
Performance in Some Selected Manufacturing Firms in Edo State Nigeria. Journal of
Accounting, Business and Finance Research, 1(1), 2017, 46-55.

3. A. Mashovic, Key Financial and Nonfinancial Measures for Performance Evaluation of
Foreign Subsidiaries, Journal of Contemporary Economic and Business Issues, ISSN
1857-9108, Ss. Cyril and Methodius University in Skopje, Faculty of Economics, Skopje,
Vol. 5, Iss. 2, pp. (2018) 63-74

4. A.E. Engidaw, Exploring Internal Business Factors and their Impact on Firm Performance:
Small Business Perspective in Ethiopia. J Innov Entrep 10, 2021, 25,
https://doi.org/10.1186/s13731-021-00167-3

5. N. Murray, The Significance of Sustained Entrepreneurial Orientation on Performance of
Firms: A Longitudinal Analysis. Entrepreneurship & Regional Development, 19(2), 2017,
185-204

6. O. O. Oyedele, O. O. Olympus & A. I. Olakunle, Online Marketing and the Performance of
Small-Scale Enterprises in Nigeria: A Study of Selected SMEs in Ikeja, Lagos State, Nigeria.
Annals of Contemporary Developments in Management & HR, 2(3), 2020, 15-24

7. S. Adomako & K. Mole, Small Business Growth and Performance: A Review of Literature.
The SAGE Handbook of Small Business and Entrepreneurship, 2017, 134-145, Edition:
FirstChapter: 12Publisher: SAGE Publishing, 2017
8. E. L. Asenge, H. S. Diaka & A. T. Soom, Entrepreneurial Mindset and Performance of
Small and Medium Scale Enterprises in Makurdi Metropolis, Benue State-Nigeria.
International Journal of Innovation, 6(2), 2018, 124-146
9. L. Mahmudova & K. J. Katonáné, Defining the Performance of Small and Medium
Enterprises, Network Intelligence Studies, VI(12), 2018, 111-120
10. L. N. Ezeife, Social Media Strategies for Increasing Sales, Walden Dissertations and
Doctoral Studies Collection, 2017

11. Z. Ulfa & K. Prasetyo, The Effect of Intellectual Capital and Revenue Growth on Firm
Value. In Proceedings of the Journal of Contemporary Accounting and Economics
Symposium 2018 on Special Session for Indonesian Study (JCAE 2018) - Contemporary
Accounting Studies in Indonesia, pages 422-428 ISBN: 978-989-758-339-1

https://doi.org/10.1186/s13731-021-00167-3
https://www.researchgate.net/profile/Ola-Oyedele
https://www.researchgate.net/scientific-contributions/Oworu-Oyefemi-Olympus-2178610328
https://www.researchgate.net/scientific-contributions/Adbulganiyu-Ibrahim-Olakunle-2178626079
https://www.researchgate.net/journal/Annals-of-Contemporary-Developments-in-Management-HR-2632-7686


114

12. K. Radzi, M. Nor & S. Ali, The Impact of Internal Factors on Small Business Success:
A Case of Small Enterprises Under the Felda Scheme, Asian Academy of Management
Journal, 22(1), 2017, 27-55

13. S. A. Shamsudeen Ibrahim & P. Ganeshbabu. “A Study on Impact of Social Media
Marketing Trends on Digital Marketing.” Shanlax International Journal of Management,
6(1), 2018, 120–125 DOI: https://doi.org/10.5281/ zenodo.1461321

14. M. Abbas, M. Z. Faridi, S. Rahman, Assessing the Factors Affecting Growth of Small
Firms in Pakistan. European Journal of Applied Business and Management, 6(1), 2020,
77–89

15. P. Kotler, Marketing Management. New York: Prentice Hall, 2008.

16. R. A. Rather, S. Tehseen, M. H. Itoo & S. Hussain, Customer Brand Identification,
Affective Commitment, Customer Satisfaction, and Brand Trust as Antecedents of Customer
Behavioral Intention of Loyalty: An Empirical Study in the Hospitality Sector, Journal of
Global Scholars of Marketing Science, Taylor & Francis Journals, 29(2), 2019, 196-217.
10.1080/21639159.2019.1577694.
17. S. Cook, Customers Care Excellence: How to Create an Effective Customer Focus. Kogan
Page, London 4th Edition, 2002

18. K. B. Ama, Customer Relationship Management and Customer Retention. SSRN
Electronic Journal. 2019. 10.2139/ssrn.3472492.
19. O. A. O. Prince, M. C. Chukwuemeka & E. E. Chuka, Effect of Customer Satisfaction on
Customer Retention: A Study of a Bank in Agbani, Enugu State, Nigeria. Journal of Current
Issues in Arts and Humanities. International Digital Organization for Scientific Research
ISSN: 2579-0757 IDOSR 6(1), 2020, 87-96
20. S. Nasir, Customer Retention Strategies and Customer Loyalty. A Volume in the
Advances in Marketing, Customer Relationship Management, and E-Services (AMCRMES)
Book Series, 2017, 1177-1201, 10.4018/978-1-5225-1793-1.ch054
22. S. Asagba, P. Coker & A. A. Okwudu, Customer Retention Strategies and Business
Performance: A Survey of Selected Retail Chain Stores in South-South, Nigeria,
International Academic Journal of Business Administration Annals, 7(1), 2019, 78-9,
ISSN: 2382-9175

23. A. Adel, Factors Affecting Customers Retention in the Hotel Industry. United Kingdom:
Academic Conferences and Publishing International Limited, 2018



115

24. M. W. Preikschas, P. Cabanelas, K. Rüdiger & J. F. Lampón, Value Co-Creation,
Dynamic Capabilities and Customer Retention in Industrial Markets. Journal of Business &
Industrial Marketing, [e-journal], 32(3), 2017, 409-420. http://dx.doi.org/10.1108/JBIM-
10- 2014-0215

25. F. Bliemel, Customer Relationship-The New Target Strategy. Marketing for Research
and Practice, 2018, 37-44.

26. R. A. Musa & M. Nasiru, Impacts of Customer Retention on Survival of Business
Performance of Adama Beverages Yola, Epra International Journal Of Economics,
Business And Management Studies (Ebms), 8(2), 2021, 66-74

27. A. A. Bakare, Impact of Customer Retention on Organizational Performance: A Study of
Selected Union Bank Branches in Lagos Metropolis. Abuja Journal of Business
Management, 2. 2019, 23-32.

28. O. K. Gitahi & S. Misango, The Influence of Customer Retention Strategies on the
Organization Performance of Commercial Banks in Thika Town. European Journal of
Business and Strategic Management, 5(2), 2020, 11 – 29.

29. N. H. E. Eltayib, The Moderating Effect of Customer Satisfaction on the Link Between
Customer Relationship Management Dimensions (Crmd) and Organizational Performance in
Telecommunications Sector in Sudan, British Journal of Marketing Studies, 8(4), 2020,
27-48

30. B. Waweru & J. Karihe, Effect of Customer Relationship Management Strategies on
Performance of Medium Enterprises. Journal of Business and Strategic Management, 6(2),
2021, 63 – 83. https://doi.org/10.47941/jbsm.683
31. M. Simanjuntak, N. E. Putri, L. N. Yuliati, M. F. Sabri & L.T. Wright, (Reviewing
editor) Enhancing Customer Retention Using Customer Relationship Management Approach
in Car Loan Bussiness, Cogent Business & Management, 7(1),
2020, DOI: 10.1080/23311975.2020.1738200

32 L. Vithya, The Relationship Between Customer Satisfaction and Customer Trust on
Customer Loyalty. International Journal of Academic Research in Business and Social
ScienceB, 7(4), 2017, 23–34. https://doi.org/10.6007/IJARBSS/v7-i4/2821 [Google Scholar]

33 M. A. Mahmoud, R. E. Hinson & M. K. Adika, The Effect of Trust, Commitment, and
Conflict Handling on Customer Retention: The Mediating Role of Customer
Satisfaction, Journal of Relationship Marketing, 17(4), 2018, 257-
276, DOI: 10.1080/15332667.2018.1440146

https://doi.org/10.1080/23311975.2020.1738200
https://doi.org/10.6007/IJARBSS/v7-i4/2821
http://scholar.google.com/scholar_lookup?hl=en&volume=7&publication_year=2017&pages=23-34&issue=4&author=L.+Vithya&title=The+relationship+between+customer+satisfaction+and+customer+trust+on+customer+loyalty
https://doi.org/10.1080/15332667.2018.1440146


116

34 S. Shin, F. Amenuvor, R. Basilisco & O. Kwasi, Brand Trust and Brand Loyalty: A
Moderation and Mediation Perspective. Current Journal of Applied Science and
Technology. 1-17. 2019, 10.9734/CJAST/2019/v38i430376.
35 SMC Loureiro, EM, Sarmento & G. Le Bellego, The Effect of Corporate Brand Reputation
on Brand Attachment and Brand Loyalty: Automobile Sector. Cogent Business &
Management, 4(1), 2017, 1360031.
36 I. Khan & M. Fatma, Connecting the Dots between CSR and Brand Loyalty: The
Mediating Role of Brand Experience and Brand Trust. International Journal of Business
Excellence, 17(4), 2019, 439- 455
38 R. A. A. El Naggar & N. Bendary, The Impact of Experience and Brand Trust on Brand
Loyalty, While Considering The Mediating Effect of Brand Equity Dimensions, An
Empirical Study on Mobile Operator Subscribers in Egypt. The Business & Management
Review, 9(2), 2017, 16-25. 14
39 S. J. Zehra & U. Arshad, Brand Trust and Image: Effect on Customers’ Satisfaction.
Journal of Marketing and Logistics (JML). 2, 2019, 50-64.
40 G. Das, J. Agarwal, N. K. Malhotra & G. Varshneya, Does Brand Experience Translate
Into Brand Commitment? A Mediated-Moderation Model of Brand Passion and Perceived
Brand Ethicality. Journal of Business Research. 95, 2019, 479-490
41 R. Ramirez & D. Merunka, Brand Experience Effects on Brand Attachment: The Role of
Brand Trust, Age and Income, European Business Review 31(5), 2019, 610-645,
DOI:10.1108/EBR-02-2017-0039
42 V. Singla & G. Gupta, Emotional Branding Scale and its Role in Formation of Brand Trust.
Paradigm; 2019. 0971890719859668.
43. R.A. Rather, S. Tehseen & S.H. Parrey, Promoting Customer Brand Engagement and
Brand Loyalty through Customer Brand Identification and Value Congruity, Spanish
Journal of Marketing, 22(3), 2018, 321-339

44. R. Odoom, H. Boateng. & B.O Asante, An Empirical Investigation of Perceived Relational
Benefits and Brand Engagement in Restaurant Services, International Journal of
Contemporary Hospitality Management, 29(11), 2017, 2767-2784

45 S. Shin, F. Amenuvor, R. Basilisco & K. Owusu-Antwi, Brand Trust and Brand Loyalty: A
Moderation and Mediation Perspective. Current Journal of Applied Science and
Technology. 2019, 1-17. 10.9734/CJAST/2019/v38i430376.

46 N. Umashankar, Y. Bhagwat & V. Kumar, Do Loyal Customers Really Pay More for
Services?. Journal of the Academy of Marketing Science, 45(6), 2017, 807–
826. https://doi.org/10.1007/s11747-016-0491-8

https://psycnet.apa.org/doi/10.1007/s11747-016-0491-8


117

47. P. S. Coelho, P. Rita & Z. R. Santos. On the Relationship between Consumer-Brand
Identification, Brand Community and Brand Loyalty. Journal of Retailing and Consumer
Services. 43, 2018, 101-110.

48. R.A. Rather, L.D. Hollebeek & J. Islam, Tourism-Based Customer Engagement: The
Construct, Antecedents, and Consequences. Service Industries Journal Forthcoming
(Special Issue on Customer Engagement), 39(7-8), 2019, 519-540.’;

49. B. Koo, J. Yu & H. Han, The Role of Loyalty Programs in Boosting Hotel Guest Loyalty:
Impact of Switching Barriers. International Journal of Hospitality Management, 2020

50 X. Zhang, The Influences of Brand Awareness on Consumers’ Cognitive Process: An
Event-Related Potentials Study. Front. Neurosci, 14(549), 2020, doi:
10.3389/fnins.2020.00549

51 J. Stach, Meaningful Experiences: An Embodied Cognition Perspective on Brand Meaning
Co-Creation. J. Brand Manag, 26, 2019, 317–331. doi: 10.1057/s41262-018-0133-1
52 M. Świtała, B.R. Katarzyna, R. Beata & G. Wojciech, The Influence of Brand Awareness
and Brand Image on Brand Equity - An Empirical Study of Logistics Service Providers.
Journal of Economics and Management. 33. 2018, 96-119. 10.22367/jem.2018.33.06.
53 J. Romaniuk, S. Wight, & M. Faulkner, Brand Awareness: Revisiting an Old Metric for a
New World. Journal of Product & Brand Management, 26(5), 2017, 469-476. doi:
10.1108/JPBM-06-2016-1242
54 K. Kasemsap, & S. S. Rajabhat, The Roles of Logistics Service Providers and Supply
Chain Integration in Global Supply Chain. In L. Saglietto & C. Cezanne (Eds.), Global
Intermediation and Logistics Service Providers, 2017, (pp. 268-269). Hershey: IGI Global.
55. A. Ansary, & N. M. H. Nik Hashim, Brand Image and Equity: The Mediating Role of
Brand Equity Drivers and Moderating Effects of Product Type and Word of Mouth. Review
of Managerial Science, 1-34, 2017, doi: 10.1007/s11846-017-0235-2
56 M. Altaf, N. Iqbal, S. S. N. Mokhtar & M. H. Sial, Managing Consumer-Based Brand
Equity through Brand Experience in Islamic Banking. Journal of Islamic Marketing, 8(2),
2017, 218-242. doi: 10.1108/JIMA-07-2015-0048
57 S. Saputra, F. Ekonomi & D. Bisnis, A Conceptual Framework to Examines Brand Equity
in Bank and Financial Firms. Journal of Business Studies and Mangement Review. 3.
2020, 10.22437/jbsmr.v3i2.9146

58 Thakshak, Analysing Customer Based Airline Brand Equity: Perspective from Taiwan.
Future Business Journal, 4(2), 2018, 233–245, https://doi.org/10.1016/j.fbj.2018.07.001

https://doi.org/10.1016/j.fbj.2018.07.001 
59


118

59 N. V. Thuy, N. Binh & P. Nguyen, Factors Affecting to Brand Equity, An Empirical Study
in Vietnam Banking Factors Impact on Brand Equity, ECONVN, 809, 2019, 982-998,
https://doi.org/10.1007/978-3-030-04200-4

60 A. Ahmed, S. Talreja & H. Naz, Building Consumer-Based Brand Equity in Retail
Banks, A Quantitative Study on a Pakistani Star Bank. Etikonomi, 17(2), 2018, 253–264.
https://doi.org/10.15408/etk.v17i2.6728
61Z. Alexandra & A. E. Cerchia, The Influence of Brand Awareness and other Dimensions of
Brand Equity in Consumer`s Behaviour: The "Affordable Luxury” Strategy. Ovidius
University Annals, Economic Sciences Series, XVIII (1), 2018, 422–427.
62 P. Potjanajaruwit. Competitive Advantage Effects on Firm Performance: A Case Study of
Startups in Thailand. Journal of International Studies, 10(1), 2018, 104-111.
doi:10.14254/2071-8330.2018/11-3/9
63 P., Neirotti, E., Raguseo, & E., Paolucci, How SMEs develop ICT-Based Capabilities in
Response to their Environment: Past Evidence and Implications for the Uptake of the New
ICT Paradigm. Journal of Enterprise Information Management, 31(1), 2018, 10-37.

64. B.K Khazaal & A.R. Green, Innovation and its Impact on Promoting Sustainable
Competitive Advantage, A Survey Study of the Opinions of a Sample of Workers in the
Krungi Group of Companies in Kirkuk. Journal of Administrative and Economic Sciences,
25(122), 2019, 133-148.

65E. A. Whalen, & J. Y. J. Han, The Innovative Competitive Advantage: A Case Study of Two
Pioneering Companies, Journal of Hospitality & Tourism Cases, 6(1), 2017
66D. Nimfa, M. D. Hossain Uzi & L. Maimako, B. Eneizan & A. Abdul Latiff, Abdul Wahab,
& Sazali, The Impact of Innovation Competitive Advantage on Product Quality for
Sustainable Growth among SMEs: An Empirical Analysis. International Journal of
Business Science and Applied Management, 16, 2021, 39-62.
67 B. Ardley & S. Naikar, Competitive Strategy as Practice: Obtaining Differential
Advantage in the SME. Open Journal of Business and Management, 9, 2021, 196-212.
doi: 10.4236/ojbm.2021.91011.
68 N. Sadiku-Dush, L. P. Dana & V. Ramadani, Entrepreneurial Marketing Dimensions and
SMEs Performance. Journal of Business Research, 100, 2019, 86-99.
https://doi.org/10.1016/j.jbusres.2019.03.025
69 M. Presutti, & V. Odorici, Linking Entrepreneurial and Market Orientation to the SME’s
Performance Growth: The Moderating Role of Entrepreneurial Experience and Networks.
International Entrepreneurship and Management Journal, 15, 2019, 697-720.
https://doi.org/10.1007/s11365-018-0533-4
70 G. J. Hooley, N. Piercy, B. Nicoulaud & J. Rudd, Marketing Strategy and Competitive
Positioning. London: Pearson Education, 2017

https://doi.org/10.1016/j.fbj.2018.07.001 
59
https://doi.org/10.1007/978-3-030-04200-4
https://doi.org/10.4236/ojbm.2021.91011
https://doi.org/10.1016/j.jbusres.2019.03.025
https://doi.org/10.1007/s11365-018-0533-4


119

71 R. Hapsari, M. D. Clemes & D. Dean, The Impact of Service Quality, Customer
Engagement and Selected Marketing Constructs on Airline Passenger Loyalty. International
Journal of Quality and Service Sciences, 9, 21-41, 2017, https://doi.org/10.1108/IJQSS-07-
2016-0048
72 M. Falahat, T. Ramayah, P. Soto-Acosta & Y. Y. Lee, SMEs Internationalization: The
Role of Product Innovation, Market Intelligence, Pricing and Marketing Communication
Capabilities as Drivers of SMEs’ International Performance. Technological Forecasting
and Social Change, 2020, 152, Article ID: 119908.
https://doi.org/10.1016/j.techfore.2020.119908
73 E. Gummesson, From Relationship Marketing to Total Relationship Marketing and
Beyond. Journal of Services Marketing, 31, 2017, 16-20. https://doi.org/10.1108/JSM-11-
2016-0398
74 R. R. Abadi, I. Nursyamsi & A. R. Syamsuddin, Effect of Customer Value and Experiential
Marketing to Customer Loyalty with Customer Satisfaction as Intervening Variable (Case
Study on Gojek Makassar Consumers). The Asian Journal of Technology Management, 13,
2020, 82-97. https://doi.org/10.12695/ajtm.2020.13.1.6

75 H. Erandi & V. Sachitra, Knowledge Management Practices towards Competitive
Advantage: Study on SMEs in Sri Lanka. Asian Journal of Education and Social Studies,
15(1), 2021, 1-15. https://doi.org/10.9734/ajess/2021/v15i130365
76 J. Cenamor, Complementor Competitive Advantage: A Framework for Strategic
Decisions, Journal of Business Research, Elsevier, 122(C), 2021, 335-343.

77. T.M. Kising’u, Role of Strategic Leadership for Sustainable Competitive Advantage in
Kenyan Public and Private Universities. (Unpublished Ph.D thesis), Jomo Kenyatta
University of Agriculture And Technology, Kenya, 2017
78. M.J. Lyver & T.J. Lu, Sustaining Innovation Performance in Smes: Exploring the Roles of
Strategic Entrepreneurship and IT Capabilities. Sustainability, 10(2), 2018, 1-27.
https://doi.org/10.3390/su10020442
79 D. T. Nimfa, A. Islam, A. S. Abdul Latiff & A. Sazali, Role of Innovation Competitive
Advantage on Strategic Orientation Dimensions and Sustainable Growth of SMEs in Nigeria,
Society 5.0 Conference, University of Applied Sciences and Arts, Northwestern Switzerland
School of Business, Virtual forum, 2021

80 F. B. T. Rahim & Y. B. Zainuddin, The Impact of Technological Innovation
Capabilities on Competitive Advantage and Firm Performance in the Automotive
Industry in Malaysia. In AIP Conference Proceedings, 2059(1), 2019, 020030, AIP
Publishing. doi.org/10.1063/1.5085973

https://doi.org/10.1108/JSM-11-2016-0398
https://doi.org/10.1108/JSM-11-2016-0398
https://doi.org/10.12695/ajtm.2020.13.1.6
https://doi.org/10.9734/ajess/2021/v15i130365
https://ideas.repec.org/a/eee/jbrese/v122y2021icp335-343.html
https://ideas.repec.org/a/eee/jbrese/v122y2021icp335-343.html
https://ideas.repec.org/s/eee/jbrese.html
https://doi.org/10.3390/su10020442


120

81 S. Fainshmidt, L. Wenger, A. Pezeshkan & M. R. Mallon, When do Dynamic Capabilities
Lead to Competitive Advantage? The Importance of Strategic Fit. Journal of Management
Studies, 56(4), 2019, 758-787. doi.org/10.1111/joms.12415.
82 R. Yuleva-Chuchulayna, Competitive Advantages and Competitive Strategies of Small and
Medium-Sized Enterprises. Economics and Management, 16(1), 2019, 71-81, ISSN: 2367-
7600; 1312-594X
83 I. C. Baierle, G.B. Benitez, E. O. B. Nara, J. L. Schaefer & M. A. Sellitto, Influence of
Open Innovation Variables on The Competitive Edge of Small and Medium Enterprises.
Journal of Open Innovation: Technology, Market, and Complexity, 6(4), 2020, 179,
doi.org/10.3390/joitmc6040179.
84 A. Kaleka & N. Morgan, Which Competitive Advantage(s)? Competitive Advantage–
Market Performance Relationships in International Markets. Journal of International
Marketing, 25. 2017, 10.1509/jim.16.0058.

85 A. Al-Rawashdeh & G. Al-Badainah, Human Resources Information Systems and Their
Impact on Competitive Advantage: An Empirical Study on Cement Companies in the
Hashemite Kingdom of Jordan. International Journal of Academic Research in
Accounting, Finance and Management Sciences, 7(2), 2017, 197–207.
http://dx.doi.org/10.6007/IJARAFMS/v7-i2/2994
86. G. Appel, L. Grewal, R. Hadi & A.T. Stephen, The Future of Social Media in Marketing. J.
of the Acad. Mark. Sci. 48, 2020, 79–95, https://doi.org/10.1007/s11747-019-00695-1
87 Y. Zhang, M. Trusov, A. T. Stephen & Z. Jamal, Online Shopping and Social Media:
Friends or Foes? (2017). Journal of Marketing, 81(6), 24–41
88 O. F. Villarroel, D. Grewal, S. Ludwig, K. D. Ruyter, D. Mahr & M. Wetzels, Cutting
Through Content Clutter: How Speech and Image Acts Drive Consumer Sharing of Social
Media Brand Messages. Journal of Consumer Research, 45(5), 2018, 988–1012.
89 I. Chae, A. T. Stephen, Y. Bart & D. Yao, Spillover Effects in Seeded Word-of-Mouth
Marketing Campaigns.,Marketing Science, 36(1), 2017, 89–104.
91 S. Zuhdi, A. Daud , R. Hanif , P. T. Nguyen & D.R, Shankar, Role of Social Media
Marketing in the Successful Implementation of Business Management. International
Journal of Recent Technology and Engineering. 8. 2019, 3841-3844.
10.35940/ijrte.B1507.0982S1119.

92 Y. Chang, Y. Li, J. Yan & V. Kumar, Getting More Likes: The Impact of Narrative Person
and Brand Image on Customer–Brand Interactions. Journal of the Academy of Marketing
Science, 2019. 1–19.
93 K. Jermsittiparsert, M. Siam, M. Issa, U. Ahmed & M. Pahi, Do Consumers Expect
Companies to be Socially Responsible? The Impact of Corporate Social Responsibility on
Buying Behavior. Uncertain Supply Chain Management, 7 (4), 2019, 741-752.

http://dx.doi.org/10.6007/IJARAFMS/v7-i2/2994
https://doi.org/10.1007/s11747-019-00695-1


121

94. D. Zahay, Advancing Research in Digital and Social Media Marketing. Journal of
Marketing Theory and Practice, 29, 2021, 125-139. 10.1080/10696679.2021.1882865.

95. M. Yadav & Z. Rahman, Measuring Consumer Perception of Social Media Marketing
Activities in Ecommerce Industry: Scale Development & Validation. Telematics and
Informatics. Forthcoming , 2017 doi:10.1016/j.tele.2017.06.001

96 P. K. Kannan & A. L., Hongshuang, Digital Marketing: A Framework, Review and
Research Agenda, International Journal of Research in Marketing, 34, 2017, 22-45.
97 D. Hoffman & T. P. Novak, Consumer and Object Experience in the Internet of Things: An
Assemblage Theory Approach, Journal of Consumer Research, 44, 2018,
DOI:10.1093/jcr/ucs105.
98 L. Busca & L. Bertrandias, A Framework for Digital Marketing Research: Investigating
the Four Cultural Eras of Digital Marketing. Journal of Interactive Marketing, 49, 2020, 1-
19.
99 C. Hofacker, Digital Marketing, Communicating, Selling and Connecting. Edward Elgar.
2018.
100 N. Pandey, P. Nayal & A. S. Rathore, Digital Marketing for B2B Organizations:
Structured Literature Review and Future Research Directions. Journal of Business and
Industrial Marketing, 35(7), 2020, 1191-1204.
101 J. Salo, Social Media Research in the Industrial Marketing Field: Review of Literature
and Future Research Directions. Industrial Marketing Management, 66, 2017, 115-129.
102 S. Jahid, S. Makmun, U. S. Markus & J. Junaedi, Social Media Marketing and Business
Performance of MSMEs during the COVID-19 Pandemic. Journal of Asian Finance,
Economics and Business, 8(2), 2021, 0523–0531
103 Z. Wang & H. G. Kim, Can Social Media Marketing Improve Customer Relationship
Capabilities and Firm Performance? Dynamic Capability Perspective. Journal of
Interactive Marketing, 39, 2017, 15–26. https://doi.org/10.1016/j.intmar.2017.02.004

104 N. Misirlis & M. Vlachopoulou, Social Media Metrics and Analytics in Marketing – S3M:
A Mapping Literature Review. International Journal of Information Management, 38,
2018, 270– 276. https://doi.org/10.1016/j.ijinfomgt.2017.10.005.

105 S. Chatterjee & K. A. Kumar, Why do Small and Medium Enterprises Use Social Media
Marketing and What is the Impact: Empirical Insights from India. International Journal of
Information Management, 53, 2020, 102103.
https://doi.org/10.1016/j.ijinfomgt.2020.102103

https://doi.org/10.1016/j.intmar.2017.02.004
https://doi.org/10.1016/j.ijinfomgt.2017.10.005
https://doi.org/10.1016/j.ijinfomgt.2020.102103


122

106 Y. W. Sullivan & C. E. Koh, Social Media Enablers and Inhibitors: Understanding Their
Relationships in a Social Networking Site Context. International Journal of Information
Management, 49, 2019,170189.https://doi.org/10.1016/j.Ijinfomgt.2019.03.014

107 A. A. Alalwan, N. P. Rana, Y. K. Dwivedi & R. S. Algharabat, Social Media in Marketing:
A Review and Analysis of the Existing Literature. Telematics and Informatics, 34(7), 2017,
1177– 1190. https://doi.org/10.1016/j.tele.2017.05.008
108 M. L. Cheung, G. D. Pires, P. J. Rosenberger, W. K. S. Leung & H. Ting, Investigating
the Role of Social Media Marketing on Value Co-Creation and Engagement: An Empirical
Study in China and Hong Kong. Australasian Marketing Journal, 2020,
https://doi.org/10.1016/j. ausmj.2020.03.006

109 L. Hollebeek, D. Sprott, T. Andreassen, C. Costley, P. Klaus, V. Kuppelwieser, A. T.
Karahasanovic, T. Taguchi, J. UI Islam & Rather, Customer Engagement in Evolving
Technological Environments: Synopsis and Guiding Propositions. European Journal of
Marketing, 53(9), 2019, 2018-2023.

110. C. M. Sashi, Customer Engagement, Buyer-Seller Relationships, Social Media.
Management Decision, 7(1), 2012, 253-272.

111. R.J Brodie, B.J. Ana Ilic, & L. D. Hollebeek, “Consumer Engagement in a Virtual Brand
Community: An Exploratory Analysis,” Journal of Business Research, 66, 1, 2013, 105-114

112 S. Raghavan & R. Pai, Literature Review on Customer Engagement of Millennials in
Digital Media. International Journal of Energy Research, 2. 2021, 999-1015.
10.5281/zenodo.5116570.
113 F. Rosado-Pinto & S. Loureiro, The Growing Complexity of Customer Engagement: A
Systematic Review. EuroMed Journal of Business, 15(2), 2020, 167-203.

114 J.U. Islam, L.D. Hollebeek, Z. Rahman, I. Khan & A. Rasool, Customer Engagement in
the Service Context: An Empirical Investigation Oof the Construct, Its Antecedents and
Consequences. Journal of Retailing and Consumer Services, 50, 2019, 277-285

115 C. Connell, R. Marciniak, L. Carey & J. McColl, Customer Engagement With Websites:
A Transactional Retail Perspective. European Journal of Marketing, 53(9), 2019,
1882-1904. doi.org/10.1108/EJM-10-2017-0649

116 R. Algharabat, N. Rana, Y. Dwivedi, A. Alalwan & Z. Qasem, The Effect of
Telepresence, Social Presence and Involvement on Consumer Brand Engagement: An
Empirical Study of Non-Profit Organizations. Journal of Retailing and Consumer Services,
40, 2018, 139-149.



123

117 L. Dessart, Social Media Engagement: A Model of Antecedents and Relational Outcomes.
Journal of Marketing Management, 33(5-6), 2017, 375-399.
118 J. Bowden, J. Conduit, L. Hollebeek, V. Luoma-Aho & B. Solem, Engagement Valence
Duality and Spillover Effects in Online Brand Communities. Journal of Service Theory and
Practice, 27(4), 2017, 877-897.
119 S. F. De Oliveira, W. Ladeiral Jr., D. C. Pinto, M. M. Herter, C. H. Sampaio & B. Babin,
Customer Engagement in Social Media: A Framework and Meta-Analysis. Journal of the
Academy of Marketing Science, 48, 2020, 1211-1228.
120 M. Behnam, L. Hollebeek, M. Clark, & R. Farabi, Exploring Customer Engagement in
The Product Vs. Service Context. Journal of Retailing & Consumer Services, 2021. In
press, DOI: https://doi.org/10.1016/j.jretconser.2021.102456.
121 J. Gaski, An History of Brand Misdefinition – With Corresponding Implications for
Mismeasurement and Incoherent Brand Theory. Journal of Product & Brand
Management, 29(4), 2020, 517-530.
122 M. Fetscherin, F. Guzmán, C. Veloutsou, & R. Cayolla, Latest Research on Brand
Relationships: Introduction to the Special Issue. Journal of Product & Brand
Management, 29(5), 2019, 655-673.
123. E. Malthouse & C. Hofacker, Looking Back and Looking Forward with Interactive
Marketing, Journal of Interactive Marketing, 24(3) 2010, 181-184.

124 A. Pansari & V. Kumar, Customer Engagement,: The Construct, Antecedents, and
Consequences. Journal of the Academy of Marketing Science, 45, 2017, 294-311 DOI
10.1007/s11747-016-0485-6.

125 M. Gill, S. Sridhar, & R. Grewal, Return on Engagement Initiatives: A Study of a
Business-To-Business Mobile App. Journal of Marketing, 81(4), 2017, 45-66

126 J. U. Islam & Z. Rahman, The Impact of Online Brand Community Characteristics on
Customer Engagement: An application of Stimulus-Organism-Response paradigm.
Telematics and Informatics, 34(4), 2017, 96-109.

127 W. Reinartz, & M. Berkmann, From Customer to Partner Engagement: A
Conceptualization and Typology of Engagement in B2B. In: Palmatier, R., Kumar, V., and
Harmeling, C. (Eds.), Customer Engagement Marketing, 2018, 243-267.
128 R. Haberman, “Branded Entertainment Growing Twice as Fast as Advertising Spend,
StudyFinds.” Skyword. https://www.skyword.com/contentstandard/creativity/branded-
entertainment-growing-twice-as-fast-as-advertising-spend-study, 2018

129. A. Russell, Advertainment: Fusing Advertising and Entertainment.” Yaffe Center for
Persuasive Communication, University of Michigan, 2007. Accessed https://www.

https://www.skyword.com/contentstandard/creativity/branded-entertainment-growing-twice-as-fast-as-advertising-spend-study
https://www.skyword.com/contentstandard/creativity/branded-entertainment-growing-twice-as-fast-as-advertising-spend-study
https://www


124

researchgate.net/publication/254351697_Advertainment_Fusing_Advertising_and_
Entertainment

130 J. Raudeliunien, V. Davidaviciene, M. Tvaronavicien & L. Jonuška, Evaluation of
Advertising Campaigns on Social Media Networks. Sustainability, 10, 2018, 973.
doi:10.3390/su10040973
131 M. T. Dickson, How to Brand and Market a Fashion Label (Bachelor Dissertation,
Metropolia University of Applied Sciences), 2017
132. P. Pereira, The Art of Branded Entertainment. London: Peter Owen, 2018

133 S. Zainab, K. Farzana & A. Abdul Khaliq, Branded Entertainment: A New Avenue
Shaping Brand Equity and Sales. European Online Journal of Natural and Social
Sciences, 9(4), 2020, pp. 678-690 ISSN 1805-3602

134 K. C. Chang, C. L. Hsu, M. C. Chen & N. T. Kuo, How A Branded Website Creates
Customer Purchase Intentions. Total Qual. Manag. Bus. Excell. 30, 2019, 422–446.
135 D. Valero, Branded Entertainment: Dealmaking Strategies & Techniques for Industry
Professionals. Florida, USA: J. Ross Publishing, 2014.
136 J. Hardy, Sponsored Editorial Content in Digital Journalism: Mapping the Merging of
Media and Marketing, Digital Journalism, 9(7), 2021, 865-866,
doi:10.1080/21670811.2021.1957970
137. PQ Media, “Global Branded Entertainment Marketing Forecast.” Stamford, Connecticut,
2018. https://www.pqmedia.com/product/global-branded-entertainment-marketing-forecast-
2018/#execSummary

138. The London International Awards, 2019, Award Categories: Branded Entertainment,
https://www.liaawards.com/enter/categories/branded-entertainment
139 D. Sedky, W. Kortam & E. AbouAish, The Role of Sports Marketing in Attracting
Audiences towards Less Popular Sports, Journal of Humanities and Applied Social
Sciences, (2020) Vol. ahead-of-print No. ahead-of print. https://doi.org/10.1108/JHASS-04-
2020-0059

140. J.M. Lehu, Branded Entertainment: Product Placement and Brand Strategy in the
Entertainment Business. London: Kogan Page, 2009.

141. J. Hardy, Branded Content: The Fateful Merging of Media and Marketing, Abingdon:
Routledge, 2021

142.A. S. Arora, & N. Hartley, Guest Editorial: Sustainability, Institutions and
Internationalization in Emerging Markets, International Journal of Emerging Markets,
12(1), 2017, 2-7.

https://doi.org/10.1080/21670811.2021.1957970
https://www.liaawards.com/enter/categories/branded-entertainment
https://www.emerald.com/insight/search?q=Dalia%20Sedky
https://doi.org/10.1108/JHASS-04-2020-0059
https://doi.org/10.1108/JHASS-04-2020-0059


125

143A. MacCuish, Branded Entertainment Is Entering a Brave New World. Campaign, 2017,
https://www.campaignlive.co.uk/article/brand-entertainment-enteringbrave-new-
world/1430950
144 M.J.C. Loggerenberg & C. Enslin & M. Terblanche-Smit, Towards a Definition for
Branded Entertainment: An Exploratory Study. Journal of Marketing Communications, 27,
2019, 1-21. 10.1080/13527266.2019.1643395.
145 FWA. “Aste Gutiérrez; Creative Director at BBH Asia Pacifc, Handling Regional Nike.”
The FWA, April. Accessed 15 March 2018. https://thefwa.com/interviews/aste-gutierrez
2017
146 N. Woolfenden, 3 Examples of Branded Entertainment’s Inevitable Future. Ad Council,
December 14. https://www.adlibbing.org/2018/12/14/3-examples-ofbranded-entertainments-
inevitable-future/ 2018
147 P. Pereira,“Branded Entertainment is Worthy of Your Money and Time.” Forbes, August,
2017, https://www.forbes.com/sites/forbesagencycouncil/2017/08/24/branded-entertainment-
is-worthy-of-your-money-and-time/#11d8bd215722
148 A. Canter, Fifteen Years, a Branded Content Story. London: Branded Content Marketing
Association. 2018
149G. Abramovich, 7 Ways Brands are Evolving their Message for Digital Video.
https://www.cmo.com/features/articles/2018/5/2/here-are-the-digital-trends shaping-the-
future-of-video.html#gs.oyrgsr, 2018

150 A. Eshghi, J. G. Sarkar & A. Sarkar, Impact of Online Advertising on Adolescent’s Brand
Attitudes.Marketing Intelligence & Planning, 35(6), 2017, 706–723.
151 G. M. Fulgoni, R. Pettit, & A. Lipsman, Measuring the Effectiveness of Branded Content
Across Television and Digital Platforms: How to Align with Traditional Marketing Metrics
While Capturing What Makes Branded Content Unique. Journal of Advertising
Research, 57(4), 2017, 362–367.
152 M .A. Shareef, B. Mukerji, Y. K. Dwivedi, N. P. Rana & R. Islam, Social Media
Marketing: Comparative Effect of Advertisement Sources. Journal of Retailing and
Consumer Services, 46, 2019, 58–69.
153 K. Riskos, H. Leonidas, P. Dekoulou, & G. Tsourvakas, The Influence of Entertainment,
Utility and Pass Time on Consumer Brand Engagement for News Media Brands: AMediation
Model. Journal of Media Business Studies. 2021 10.1080/16522354.2021.1887439.

154. D. Y. Wohn&M.Ahmadi,Motivations andHabits ofMicro-NewsConsumption on Mobile Social
Media.Telematics and Informatics, 44, 2019, 101262

https://www.adlibbing.org/2018/12/14/3-examples-ofbranded-entertainments-inevitable-future/
https://www.adlibbing.org/2018/12/14/3-examples-ofbranded-entertainments-inevitable-future/
https://www.cmo.com/features/articles/2018/5/2/here-are-the-digital-trends-%09shaping-the-future-of-video.html
https://www.cmo.com/features/articles/2018/5/2/here-are-the-digital-trends-%09shaping-the-future-of-video.html


126

155 K. Riskos, P. Dekoulou & G. Tsourvakas, User Interactivity in Online Newspapers:
Exploring The Relationship between Content Features and User Response. Newspaper
Research, 2019.
156 D. Martín-Consuegr, E. Díaz, M. Gómez & A. Molina, Examining Consumer Luxury
Brand-Related Behavior Intentions in a Social Media Context: The Moderating Role of
Hedonic and Utilitarian Motivations. Physiology & Behavior, 200, 2019, 104–110

157 S. Bange, J. Moisander & R. Järventie-Thesleff, Brand Co-Creation in Multichannel
Media Environments: A Narrative Approach. Journal of Media Business Studies, 17(1),
2020, 69–86. https:// doi.org/10.1080/16522354.2019.1596722

158 J. C. Machado, L. Vacas-de-Carvalho, S. L. Azar, A. R. André & B. P. Dos Santos, Brand
Gender and Consumer-Based Brand Equity on Facebook: The Mediating Role of Consumer-
Brand Engagement and Brand Love. Journal of Business Research, 96, 2019, 376–385.

159 C. Lou & S. Yuan, How Message Value and Credibility Affect Consumer Trust of
Branded Content on Social Media Influencer Marketing. 19(1), 2019, 58-73.

160 C. Lou & Q. Xie, Something Social, Something Entertaining? How Digital Content
Marketing Augments Consumer Experience and Brand Loyalty. International Journal of
Advertising, 40. 2020, 1-27. 10.1080/02650487.2020.1788311.
161 S. Mathews & C. Prentice, A. Tsou, C. Weeks, L. Tam & E. Luck, Managing eWOM for
Hotel Performance. Journal of Global Scholars of Marketing Science. 2021,
10.1080/21639159.2020.1808844.
162 S. W. Litvin, R. E. Goldsmith & B. Pan, A Retrospective View of Electronic Word-of-
Mouth in Hospitality and Tourism Management. International Journal of Contemporary
Hospitality Management, 30(1), 2018, 313–325. https://doi.org/10.1108/IJCHM-08-2016-
0461

163 M. Poturak & M. Turkyilmaz, The Impact of eWOM in Social Media on Consumer
Purchase Decisions: A Comparative Study Between Romanian and Bosnian Consumers,
Management and Economics Review, 3(2), 2018, 138-160.
164 I. Bore, C. Rutherford, S. Glasgow, B. Taheri & J. Antony, A Systematic Literature
Review on eWOM in the Hotel Industry: Current Trends and Suggestions for Future
Research. Hospitality & Society, 7(1), 2017, 63–85. https://doi.org/10.1386/hosp.7.1.63_1
165 S. Verma & N. Yadav, Past, Present, and Future of Electronic Word of Mouth (eWOM).
Journal of Interactive Marketing. 53. 2021, 111-128.10.1016/j.intmar.2020.07.001.

166 T. Zhang, O. B. Abound & C. Cobanoglu, Generation Y’s Positive and Negative eWOM:
Use of Social Media and Mobile Technology, International Journal of Contemporary
Hospitality Management, 29(2), 2017, pp. 732-761.

https://www.researchgate.net/deref/https%3A%2F%2Fdoi.org%2F10.1080%2F08838158509386598
https://www.researchgate.net/deref/https%3A%2F%2Fdoi.org%2F10.1080%2F08838158509386598
https://doi.org/10.1108/IJCHM-08-2016-0461
https://doi.org/10.1108/IJCHM-08-2016-0461


127

167 A. S. Yusuf, A. R. Che Hussin & A. H. Busalim, Influence of e-WOM Engagement on
Consumer Purchase Intention in Social Commerce, Journal of Services Marketing, 32(4),
2018, pp. 493-504
168 M. R. Shihab & A. P. Putri, Negative Online Reviews of Popular Products:
Understanding The Effects of Review Proportion and Quality on Consumers Attitude and
Intention to Buy. Electronic Commerce Research, 19(3), 2019, pp. 159-187
169 D. Priani & M. Pradana, The Influence of Electronic Word of Mouth (eWOM) towards
Customers Purchase Decision, Journal of Business Management, 3(1), 2017, pp. 38-44
170 S. Amed, S. Mukherjee, P. Das & B. Datta, Triggers of Positive eWOM: Exploration with
Web Analytics. Marketing Intelligence & Planning, 37(4), 2019, 433–450
https://doi.org/10.1108/MIP-05-2018-0136
171 M. R. Jalilvand & A. Heidari, Comparing Face-To-Face and Electronic Word-of-Mouth
in Destination Image Formation: The Case of Iran. Information Technology & People,
30(4), 2017, 710-735.
172 A. Febrian & M. Fadly, The Effect of Electronic Word of Mouth in Influencing e-
Commerce Customer‟s Purchase Intentions on Collectivist Culture. International Business
Management, 14(8), 2020, 256-264.
173 K. Farhat, W. Aslam, & I. Arif, Role of Electronic Word of Mouth on Purchase Intention.
International Journal Business Information System, 30(10), 2019, 1504.
174 E. Abedi, D. Ghorbanzadeh & A. Rahehagh, Influence of eWOM Information on
Consumers‟ Behavioural Intentions in Mobile Social Networks: Evidence of Iran, Journal
of Advances in Management Research, 17(1), 2019, 84-109
175 H. Mehyar, M. Saeed & H. Baroon, The Impact of eWOM on Consumers Purchasing
Intention. Journal of Theoritical and Applied Information Technology. 98(2), 2020, 183-
193
176A. Rani & H. N. Shivaprasad, Revisiting the Antecedent of Electronic Word-of-Mouth
(eWOM) during COVID-19 Pandemic. Decision 48, 2021, 419–432
https://doi.org/10.1007/s40622-021-00298-2

177 H. N. Shivaprasad & A. Rani, Building Web-Analytics System to Measure Perceived
Source Credibility in Electronic Word of Mouth Communication. Int J Inform Syst Social
Change, (IJISSC) 11(2), 2020, 1–13
178 D. Kala & D.S. Chaubey, Impact of Electronic Word of Mouth on Brand Image and
Purchase Intention Towards Lifestyle Products in India. Pacific Bus Rev Int, 10(9), 2018,
135–144

A. Rani & H. N. Shivaprasad, Revisiting the Antecedent of Electronic Word-of-Mouth (eWOM) during COVID-19 Pandemic. Decision 48, 2021, 419–432 https://doi.org/10.1007/s40622-021-00298-2

A. Rani & H. N. Shivaprasad, Revisiting the Antecedent of Electronic Word-of-Mouth (eWOM) during COVID-19 Pandemic. Decision 48, 2021, 419–432 https://doi.org/10.1007/s40622-021-00298-2

A. Rani & H. N. Shivaprasad, Revisiting the Antecedent of Electronic Word-of-Mouth (eWOM) during COVID-19 Pandemic. Decision 48, 2021, 419–432 https://doi.org/10.1007/s40622-021-00298-2

A. Rani & H. N. Shivaprasad, Revisiting the Antecedent of Electronic Word-of-Mouth (eWOM) during COVID-19 Pandemic. Decision 48, 2021, 419–432 https://doi.org/10.1007/s40622-021-00298-2



128

179 A. Rani & H. N. Shivaprasad, Electronic Word of Mouth (eWOM) Strategies to Manage
Innovation and Digital Business Model. In: I. Nilanjan Ray, Managing Diversity, Innovation
and Infrastructure in Business World, NY, USA: IGI Global, 2018, 41–63
180 C. Ngarmwongnoi, J.S. Oliveira, M. AbedRabbo & S. Mousavi, The Implications of
eWOM Adoption on the Customer Journey. J Consumer Market, 37(7), 2020, 749–
759. https://doi.org/10.1108/jcm-10-2019-3450
181 S. Kim, J. Kandampully & A. Bilgihan, The Influence of eWOM Communications: An
Application of Online Social Network Framework. Comput Hum Behav, 80, 2018, 243–254
182 A. Saleem & A. Ellahi, Influence of Electronic Word of Mouth on Purchase Intention of
Fashion Products in Social Networking Websites. Pakistan J Commerce Social Sci
(PJCSS), 11(2), 2017, 597–622
183 E. Ismagilova, Y.K. Dwivedi, E. Slade & M.D. Williams, Impact of eWOM. In:
Electronic Word of Mouth (eWOM) in the Marketing Context. Springerbriefs in Business.
Springer, Cham, 2017
184 A. Daowd, R. Hasan, T. Eldabi, P.M. Rafi-Ul-Shan, D. Cao & N. Kasemsarn, Factors
Affecting eWOM Credibility, Information Adoption and Purchase Intention on Generation Y:
A Case from Thailand. J Enterprise Inform Manage, 2021, 838–859
185 T. Baur & B. Nyström, The Effect of eWOM Components on Brand Attitude and Purchase
Intention: A Cross Country Study between Germany and Sweden, 2017
186 E. Ardyan, D. Kurniawan, I. Istiatin & L. Luhgiatno, Does Customers’ Attitude Toward
Negative eWOM Affect Their Panic Buying Activity in Purchasing Products? Customers
Satisfaction during COVID-19 Pandemic in Indonesia. Cogent Business & Management,
8(1), 2021, 1952827
187 M. Bilal, Z. Jianqiu, U. Akram, Y. Tanveer, T. Sardar & H. Rasool, Understanding the
Effects of Internet Usage Behavior on eWOM. International Journal of Information
Systems in the Service Sector, 12(3), 2020, 93–113

188 I. Erkan & C. Evans, Social Media or Shopping Websites? The Influence of eWOM on
Consumers’ Online Purchase Intentions. Journal of Marketing Communications,
24(6), 2018, 617–632. https://doi.org/10.1080/13527266.2016.1184706
189 S. Sebastian, G. Sandra & G. Bozena, Personalization of Products in the Industry 4.0
Concept and Its Impact on Achieving a Higher Level of Sustainable Consumption, Energies,
13, 2020, 5895; doi:10.3390/en13225895

190A. A. Adamu, M. Yazeed, M.A. Dantsoho, J. Abdulkadir, & A.A. Gemu, Effect of Social
Media Marketing on Online Energies Retail Performance of Konga Nigeria LTD. In C.
Cobanoglu, & V. Della Corte (Eds.), Advances in Global Services and Retail
Management 2021, 1–15, USF M3 Publishing.
https://www.doi.org/10.5038/9781955833035

https://doi.org/10.1108/jcm-10-2019-3450
https://www.researchgate.net/deref/https%3A%2F%2Fdoi.org%2F10.1080%2F0267257X.2010.500132
https://www.researchgate.net/deref/https%3A%2F%2Fdoi.org%2F10.1080%2F0267257X.2010.500132
https://doi.org/10.1080/13527266.2016.1184706
https://www.doi.org/10.5038/9781955833035


129

192 T.P. Trang, Personalized Ads on Facebook: An Effective Marketing Tool for Online
Marketers. Journal of Retailing and Consumer Services, 39, 2017, 230-242
193 M. Tseng & Y. Wang & R. Jiao, Mass Customization. In book: CIRP Encyclopedia of
Production Engineering Publisher: Springer, Berlin, Heidelberg Editors: Laperrière L.,
Reinhart G, 2017, 10.1007/978-3-642-35950-7_16701-3.
194 T. Hara, T. Sakao & R. Fukushima, Customization of Product, Service, and
Product/Service System: What and How to Design.Mechanical Engineering Reviews, 6(1),
2019, 10.1299/mer.18-00184.
195 M. Fargnoli, N. Haber & T. Sakao, PSS Modularization – A Customer Driven Integrated
Approach, International Journal of Production Research 2018, DOI:
10.1080/00207543.2018.1481302
196 T. Sakao, W. Song & J. Matschewsky, Creating Service Modules for Customising
Product/Service Systems by Extending DSM, CIRP Annals - Manufacturing Technology,
66(1), 2017, 21-24.
197 W. Song & T. Sakao, A Customization-Oriented Framework for Design of Sustainable
Product/Service System, Journal of Cleaner Production, 140(3), 2017, 1672-1685
198 Z. Jie, Z. Li & Y. Jianyuan, Why Would People Purchase Personalized Products Online?
An Exploratory Study. Journal of Information Technology Management, 28(4), 2017, 18-
30
199 K. Abrar & M. Arif & M. Sindhu, Impact of Social Media Interaction and Social Media
Usability on Brand Love and Brand Attachment with the Moderating Role of Gender.
Journal of Business and Tourism, 2017, 337-392
200 K.K. Kapoor, K. Tamilmani, N.P. Rana, P. Patil, Y.K. Dwivedi & S. Nerur, Advances in
Social Media Research: Past, Present and Future. Inf Syst Front 20, 2018, 531–558,
https://doi.org/10.1007/s10796-017-9810-y

201 R. L. Asia, Online Marketing Strategies for Increasing Sales Revenues of Small Retail
Businesses.Walden Dissertations and Doctoral Studies, 2018.

202 P. Ebrahimi, D. Khajeheian, M.A. Fekete-Farkas, SEM-NCA Approach towards Social
Networks Marketing: Evaluating Consumers’ Sustainable Purchase Behavior with the
Moderating Role of Eco-Friendly Attitude. Int. J. Environ. Res. Public Health 2021, 18,
13276. https:// doi.org/10.3390/ijerph182413276
203 A. Akakandelwa & G. Walubita, Students’ Social Media Use and its Perceived Impact on
their Social Life: A Case Study of the University of Zambia, 2018.
203.A. Burmaster, Global Faces and Networked Places. Retrieved from
https://nielsen.com/nielsenwire/wpcontent/uploads/2009/03/nielsen_globalfaces, 2009

200%20K.K.%20Kapoor,%20K.%20Tamilmani,%20N.P.%20Rana, P.%20Patil,%20Y.K.%20Dwivedi%20&%20S.%20Nerur, Advances%20in%20Social%20Media%20Research:%20Past,%20Present%20and%20Future. Inf%20Syst%20Front 20, 2018,%20531–558,%20https://doi.org/10.1007/s10796-017-9810-y%20
200%20K.K.%20Kapoor,%20K.%20Tamilmani,%20N.P.%20Rana, P.%20Patil,%20Y.K.%20Dwivedi%20&%20S.%20Nerur, Advances%20in%20Social%20Media%20Research:%20Past,%20Present%20and%20Future. Inf%20Syst%20Front 20, 2018,%20531–558,%20https://doi.org/10.1007/s10796-017-9810-y%20
200%20K.K.%20Kapoor,%20K.%20Tamilmani,%20N.P.%20Rana, P.%20Patil,%20Y.K.%20Dwivedi%20&%20S.%20Nerur, Advances%20in%20Social%20Media%20Research:%20Past,%20Present%20and%20Future. Inf%20Syst%20Front 20, 2018,%20531–558,%20https://doi.org/10.1007/s10796-017-9810-y%20
https://nielsen.com/nielsenwire/wpcontent/uploads/2009/03/nielsen_globalfaces


130

204. N. Hafele, Social Media Marketing: Interaction, Trends & Analytics, ICT 511 Fall, 51
(3), 2011, 1-6, Huang et al. 2009

205. M. Sherif, D. Taub & C. I. Hovland, Assimilation and Contrast Effects of Anchoring
Stimuli on Judgments. Journal of Experimental Psychology, 55(2), 1958, 150-155.

206. N. H. Anderson, Information Integration Theory Applied to Attitudes about US Presidents.
Journal of Educational Psychology, 64(1), 1973, 1-8.

207. J. C. Olson & P. A. Dover, Disconfirmation of Consumer Expectations through Product
Trial. Journal of Applied Psychology, 64(2), 1979, 179–189.

208. R.M. Peyton & R.H. Kamery, Consumer Satisfaction/Dissatisfaction (CS/D): A Review
of the Literature Prior to the 1990s, Proceedings of the Academy of Organizational Culture,
Communications and Conflicts, 7(2). Allied Academies Inernational Conference. Las
Vegas. 2003, 41-46

209 S.J. Lee, & K.H. Lina, Roles of Perceived Behavioral Control and Self-Efficacy to
Volunteer Tourists, Intended Participation Via Theory of Planned Behavior. Int. J. Tour.
Res. 2018, 20, 182–190.
210. I. Ajzen, The Theory of Planned Behaviour, Organizational Behaviour and Human
Decision Processes 50(2), 1991, 179–211.
211. I. Ajzen, Constructing a Theory of Planned Behaviour Questionnaire’, Unpublished
Manuscript, Based on the Appendix in: Fishbein, M. & Ajzen, I., 2010, Predicting and
Changing Behaviour: The Reasoned Action Approach, pp. 449–457, Psychology Press, New
York, 2006
212. Y. Truong, An Evaluation of the Theory of Planned Behaviour in Consumer Acceptance
of Online Video and Television Services, The Electronic Journal Information Systems
Evaluation 12(2), 2009, 177–186.
213. C. Armitage & M. Connor, Efficacy of the Theory of Planned Behavior: A Meta-Analytic
Review, British Journal of Social Psychology, 40(1), 2001, 471-499.
214 N. H. Alanazi, J. W. Lee, H. Dos Santos, J.S. Job & K. Bahjri, The Use of Planned
Behavior Theory in Predicting Cigarette Smoking Among Waterpipe Smokers. Tob Induc
Dis, 2017, 15, 29. doi:10.1186/s12971-017-0133-z

215 S.D. Anderson, S.D. Leyland, & J. Ling, Gender Differences in Motivation For
Participation in Extra-Curricular Dance: Application of the Theory of Planned
Behaviour. Research in Dance Education, 18(2), 2017, 150-160. doi:
10.1080/14647893.2017.1330325



131

216 Y. Zheng, Y. Ma, L. Guo, J. Cheng & Y. Zhang, Prediction of Chinese drivers’ Intentions
to Park Illegally in Emergency Lanes: An Application of The Theory of Planned
Behavior. Traffic Injury Prevention, 19(6), 2018, 629–636.
https://doi.org/10.1080/15389588.2018.1479062

217 A.M. Earle, L.E. Napper, J.W. LaBrie, A. Brooks-Russell, D.J. Smith & J. de Rutte,
J. Examining Interactions within the Theory of Planned Behavior in the Prediction of
Intentions to Engage in Cannabis-Related Driving Behaviors. Journal of American College
Health, 0(0), 2019, 1– 7.
218 M. Bosnjak, I. Ajzen & P. Schmidt, The Theory of Planned Behavior: Selected Recent
Advances and Applications. Europe’s Journal of Psychology, 16. 2020, 352-356.
10.5964/ejop.v16i3.3107.
219 J. Haris, S.A. Rahim, M. Haris & M.S. Zahari, Using the Theory of Planned Behaviour to
Predict Purchase Intention towards using Taobao. International Journal of Academic
Research in Business and Social Sciences, 11(2), 2021, 952-959.
220 B. Potdar, J. Guthrie & J. Gnoth, Encouraging Shoplifting Prevention with Quality
Relationships: A Theory of Planned Behaviour Perspective. International Journal of Retail
& Distribution Management, 46(1), 2018, 49-69.
221 W. Liu, A. Sidhu, A. Beacom & T. Valente, Social Network Theory. In book: The
International Encyclopedia of Media EffectsPublisher: WileyEditors: Patrick Rossler,
Cynthia A. Hoffner, Liesbet van Zoonen, 2017, 10.1002/9781118783764.wbieme0092.
222 Z.A. McGee & B.D. Jones, Reconceptualizing the Policy Subsystem: Integration with
Complexity Theory and Social Network Analysis, Policy Studies Journal, 47(S1), 2019,
S138–S158.
223 J. Kim & M. Hastak, Social Network Analysis: Characteristics of Online Social Networks
after a Disaster, International Journal of Information Management. Elsevier, 38(1),
2017, pp. 86–96.
224. D. B. Tindall & B. Wellman, Canada as Social Structure: Social Network Analysis and
Canadian Sociology. Canadian Journal of Sociology, 10(12), 2001, 265-308.

225. E. Bott, & E.B Spillius, Family and Social Network: Roles, Norms and External
Relationships in Ordinary Urban Families, London: Routledge, 2014

226. A. Dania & L. L. Griffin, Using Social Network Theory to Explore a Participatory Action
Research Collaboration through Social Media, Qualitative Research in Sport, Exercise
and Health, 13(1), 2021, 41-58, DOI: 10.1080/2159676X.2020.1836506

227. T. W. Valente, Social Networks and Health: Models, Methods, and Applications, Oxford:
Oxford University Press, 2010

https://doi.org/10.1080/15389588.2018.1479062
https://doi.org/10.1080/2159676X.2020.1836506


132

228. T. Eisenmann, G. Parker & M. W. Van Alstyne, Platform Envelopment. Strategic
Management Journal 32, 2011, 1270-1285.

229 C. Greenhow, A. Chapman, H. Marich & E. Askari, Social Media and Social Networks
(Facebook, Twitter, LinkedIn, Instagram, Pinterest, etc.), In book In K. Peppler (Ed.), SAGE
Encyclopedia of Out-of-School Learning, SAGE, 2017

230. T. Negoro & K. Kato, A Strategic Model of Non-technological Advantage between
Platforms— The Mechanism of Winner-Takes-All and Countermeasures in Software
Products—.Waseda Bulletin of International Management 41, 2010, 79-94

231. M. G. Morris & V. Venkatesh, Age Differences in Technology Adoption Decisions:
Implications for a Changing Work Force. Personnel Psychology, 53(2), 2000, 375-403.
232 A. Momani, The Unified Theory of Acceptance and Use of Technology: A New Approach
in Technology Acceptance. International Journal of Sociotechnology and Knowledge
Development. 12. 2020, 79-98. 10.4018/IJSKD.2020070105.
233 J. Wang, X. Li, P. Wang, Q. Liu, Z. Deng & J. Wang, Research Trend of the Unified
Theory of Acceptance and Use of Technology Theory: A Bibliometric Analysis.
Sustainability, 14, 2022, 10. https:// doi.org/10.3390/su14010010
234 A. Shachak, C. Kuziernsky & C. Petersen, Beyond TAM and UTAUT: Future Directions
for HIT Implementation Research. J. Biomed. Inform, 100, 2019, 103315.

235 S. Nordhoff, V. Malmsten, B. Van Arem, P. Liu & R.A. Happee, A Structural Equation
Modeling Approach for the Acceptance of Driverless Automated Shuttles Based on
Constructs from the Unified Theory of Acceptance and Use of Technology and the Diffusion
of Innovation Theory. Transp. Res. Part F Traffic Psychol. Behav, 78, 2021, 58–73.
236 M. Kuciapski, A Model of Mobile Technologies Acceptance for Knowledge Transfer by
Employees. J. Knowl. Manag. 2017, 21, 1053–1076.
237 K. Tamilmani, N.P. Rana & Y.K. Dwivedi, Consumer Acceptance and Use of Information
Technology: A Meta-Analytic Evaluation of UTAUT2. Inf. Syst. Front, 23, 2020, 987–
1005
238. B. Szajna, Empirical Evaluation of the Revised Technology Acceptance Model,
Management Science, 42(1), 1996, 85-92.

239 V. Venkatesh & F. D. Davis, A Theoretical Extension of the Technology Acceptance
Model: Four Longitudinal Field Studies.Management Science, 46(2), 2000, 186-204

240. T. Teo & M. Zhou, The Influence of Teachers' Conceptions of Teaching and Learning
on their Technology Acceptance. Interactive Learning Environments, 25(1-4), 2017, 513-
527.



133

241. S. Zaineldeen, H. Li, A. Koffi. & B. Mohammed, Technology Acceptance Model'
Concepts, Contribution, Limitation, and Adoption in Education. Universal Journal of
Educational Research. 8. 2020, 5061-5071. 10.13189/ujer.2020.081106.
242. N. Eltantawy & B.J. Wiest, Social Media in the Egyptian Revolution. Reconsidering
Resource Mobilization Theory, 2011
243. M. S. Buechler, Chapter 3, Strain and Breakdown Theories, Edited by Snow, A. D., Soule,
A. A., & Kriesi, H, The Blackwell Companion to Social Movements, 2004.

244. J.C. Jenkins, Resource Mobilization Theory and the Study of Social Movements, Annual
Review of Sociology, 9(1), 1983, 527-55

245. O. Icha & M.E. Agwu, Effectiveness of social media marketing on Organizational
performance, Journal of Internet Banking and Commerce, 21(1), 2015, 1-7

246.A.T. Stephan & J. Galak, The Effects of Traditional and Social Earned Media on Sales: A
Study of a Microlending Marketplace, Journal of Marketing Research, 49, 2014, 1-68

247. A.B. Krisnanto & S.R Surachman, Social Media Marketing and Marketing Performance
on New SME: A Moderating Consumer Innovativeness. Advances in Economics, Business
and Management Research, 115, 2020, 336-338

248. E.J. Seo & J.W. Park, A Study on The Effects of Social Media Marketing Activities on
Brand Equity And Customer Response In The Airline Industry. Journal of Air Transport
Management 66(1), 2018, 6–41.

249. R. M. Mahboub, The Impact of Social Media Usage on Performance of the Banking
Sector in Middle East and North Africa Countries. International Journal of Economics and
Business Administration, 6(3), 2018, 3-20

250. S. Atirah, S. M. Chin, A. M. Murzidah and A. A. A Nor, The Impact of Social Media
Marketing on Sales Performance of Small Online Business. European Journal of
Molecular & Clinical Medicine, 7(3), 2020, 922-940.

251. A. Yeni, C.M Yasmin & Q. Inneke, Improving Performance of SMEs through Social
Media Marketing Training. Advances in Economics, Business and Management Research
(AEBMR), 46(1), 2017, 620-622.
252. Q. S. Ali, W. Li, N. Ahmed, M. Ali & A. Khan, Examining the Factors Affecting SME
Performance: The Mediating Role of Social Media Adoption. Sustainability, 13(75), 2021,
1-24
253. M. Smits & S. Mogos, The Impact of Social Media on Business Performance.
Proceedings of the 21st European Conference on Information Systems, 2013, 1-13
254. R. A. Zaker, The Effect of Social Networking Tools on the SMEs Domain: An Empirical
Study in the Nineveh Governorate Iraq. Tanmiyat Al Rafidain, 39(126), 2020, 9 -20.



134

255. A.S. Cetinkaya & M. Rashid, The Effect of Social Media on Employees’ Job Performance:
The Mediating Role of Organizational Structure. Munich Personal RePEc Archive, 91,
2018, 1-21.
256. T.P. Singh & R. Sinha, The Impact of Social Media on Business Growth And
Performance in India. International Journal of Research in Management & Business
Studies, 4(1), 2017, 2348-6503.

257. R. Srinivasan, R. Bajaj & S. Bhanot, Impact of Social Media Marketing Strategies used
by Micro Small and Medium Enterprises (MSMEs) on Customer Acquisition and Retention.
Journal of Business and Management, 18, 2016, 91-101.

258. C. A. Ayedun, S. A. Oloyede, A. O. Oluwunmi and M.O. Oyedele, The Effect of
Marketing Strategies on Corporate Performance of Estate Surveying and Valuation Firms in
Kaduna Metropolis of Nigeria. American International Journal of Social Science, 3(4),
2014, 202-209.
259. N. Dlodlo & M. Dhurup, Barriers to E-Marketing Adoption among Small and Medium
Enterprises (Smes) in the Vaal Triangle of South Africa. Actacommercii, 10(1), 2010, 164-
180.
260. T. H. Farzianpour, F. Mohammadpour, A. Arbatani & S. Hosseini, A Survey of The
Effect of Social Media Marketing on Online Shopping of Customers by Mediating Variables.
Journal of Service Science and Management, 7(5), 2014, 368.

261 V. Simona, Importance of Strategic Social Media Marketing. Expert Journal of
Marketing. 5(1). 2017, pp. 28-35

262. A. Sufian, C.S. Min, M.A. Murad & N.A Aziz, The Impact of Social Media Marketing on
Sales Performance of Small Online Business. European Journal of Molecular & Clinical
Medicine, 7(3), 2020, 922-940

263. T. Araujo, P. Neijens & R. Vliegenthart, What Motivates Consumers to Re-tweet Brand
Content?, Journal of Advertising Research, 55, 2015, 284-295.

264. L. Humphreys & R. Wilken, Social Media, Small Businesses, and the Control of
Information. Information, Communication & Society, 18, 2015, 295-309.

265. M. M. Haigh, P. Brubaker & E. Whiteside, Facebook: Examining the Information
Presented and its Impact on Stakeholders. Corporate Communications, 18(1), 2013, 52-69.

266. C. Wang, M. K. Lee & Z. Hua, A Theory of Social Media Dependence: Evidence from
Microblog Users. Decision Support Systems, 69, 2015, 40-49.

267. O. S. Itani, R. Agnihotri & R. Dingus, Social Media Use in B2B Sales and its Impact on
Competitive Intelligence Collection and Adaptive Selling: Examining The Role of Learning
Orientation as an Enabler. Industrial Marketing Management, 66, 2017, 64–79.

https://marketing.expertjournals.com/category/simona-vinerean/simona-vinerean-simona-vinerean/


135

268. C. Ancillai, H. Terho, S. Cardinali & F. Pascucci, Advancing Social Media Driven Sales
Research: Establishing Conceptual Foundations for B-to-B Social Selling. Industrial
Marketing Management, 82, 2019, 293–308.

269. A. Rossmann & G. Stei, Sales 2.0 in Business-to-Business (B2B) Networks:
Conceptualization and Impact of Social Media in B2B Sales Relationships. Paper presented
at the Lecture Notes in Informatics (LNI), Proceedings - Series of the Gesellschaft Fur
Informatik (GI), 244, 2015, 67–78.

270. O.A. Adegbuyi, F.A. Akinyele & S.T. Akinyele, Effect of Social Media Marketing on
Small Scale Business Performance in Ota-Metropolis, Nigeria. Int. J. Soc. Sci. Manage,
2(3), 2015, 20-30

271. M. Demishkevich, Small Business Use of Internet Marketing: Findings from Case Studies,
Walden Dissertations and Doctoral Studies, 2015

272. C. M Tingley, Social Media Marketing Strategies to Engage Generation Y Consumers,
2015, Published by ProQuest LLC, 789 East Eisenhower Parkway.

273. J. Angella & K. EunjuKo, Do Social Media Marketing Activities Enhance Customer
Equity- An Empirical Study of Luxury Fashion Brand. Journal of Business Journal of
Business Research Vol 65, issue 10, 2012, 1480-1486

274. B. Abu, I. Ahmad & M. Wasiq, Effectiveness of Social Media as a Marketing Tool: An
Empirical Study. (International Journal of Marketing, Financial Services &
Management Research) Vol.1 Issue 11, 2012, 362-342 Internet Marketing

275. S. Ayarekar, Impact & Effectiveness of Social Media Advertising on Young Working
Women‘s Buying Behaviour with reference to Consumer Electronics-A Study of Selected
cities in Maharashtra and Gujrat School of Management, D.Y.Patil University, 2015

276. B. Sriram & A. M. Sakkthivel, Influence of Social Network Websites over Women
Consumers from Islamic Religion: A Structural Equation Modelling Approach. Journal of
Internet Banking & Commerce, 20(2), 2013, 23-37.

277. A. Kumar & K. Möller, Extending the Boundaries of Corporate Branding: An
Exploratory Study of the Influence of Brand Familiarity in Recruitment Practices through
Social Media by B2B Firms. Corporate Reputation Review, 21(3), 2018, 101–114.

278. S. Andersson & N. Wikström, Why and How are Social Media Used in a B2B Context,
and Which Stakeholders are Involved? Journal of Business and Industrial Marketing,
32(8), 2017, 1098–1108.

279. G. Denktaş-Şakar, & E. Sürücü, Stakeholder Engagement via Social Media: An Analysis
of Third-Party Logistics Companies. Service Industries Journal, 40, 2018, 866–889



136

280. S. M. Mudambi, J. I. Sinha, & D. S. Taylor, Why B-to-B CEOs Should Be More Social on
Social Media. Journal of Business-to- Business Marketing, 26(1), 2019, 103–105.

281. R. Guesalaga, The Use of Social Media in Sales: Individual and Organizational
Antecedents, and the Role of Customer Engagement in Social Media. Industrial Marketing
Management, 54, 2016, 71–79.

282. S.B. Tatar & I. Eren-Erdogmus, The Effect of Social Media Marketing on Brand Trust
and Brand Loyalty for Hotels. InfTechnol Tourism, 16, 2016, 249–263

283. G. K. Nair, Social Media Impact on Business Development, Organizational Performance
and B2B Relationships [Master’s thesis, Cardiff Metropolitan University], 2017

284. F. Parveen, N. I. Jaafar & S. Ainin, Social Media’s Impact on Organizational
Performance and Entrepreneurial Orientation in Organizations. Management Decision,
54(9), 2016, 2208–2234.

285. M. Cicek & I.E. Erdogmus, The Impact of Social Media Marketing on Brand Loyalty. In:
8th International Strategic Management Conference, 21–23 June 2012, Barcelona, Spain,
Procedia, pp 308–316

286. A.J. Kim & E. Ko, Do Social Media Marketing Activities Enhance Customer Equity? An
Empirical Study of Luxury Fashion Brand. Journal of Business Research, 65(3), 2012,
1480–1486

287. N.V. Abzari, R. Abachian & L. Ghassemi, Analysing the Effect of Social Media on
Brand Attitude and Purchase Intention: The Case of Iran Khodro Company, Procedia -
Social and Behavioral Sciences, 143(14), 2014, 822-826

288. O.H. Grahl & F.R Jorn, "How Do Social Recommendations Influence Shopping Behavior?
A Field Experiment., Johannes Gutenberg-University, Faculty of Law, Management and
Economics, Germany. Working Paper April 2013, 1-20

289. H. A. R. As' ad & A. Y. Alhadid, The Impact of Social Media Marketing on Brand Equity:
An Empirical Study on Mobile Service Providers in Jordan. Review of Integrative Business
and Economics Research, 3(1), 2014, 315-325
290. M. N. Alraja, S. F. Khan, B. Khashab & R. Aldaas, Does Facebook Commerce Enhance
SMEs Performance? A Structural Equation Analysis of Omani SMEs. SAGE Open, 10(1),
2020. doi:10.1177/2158244019900186
291. J. Amoah, Social Media and its Impact on the Financial Performance on SMEs in
Developing Countries: A Literature Review. Tomas Bata University in Zlin, Czech Republic,
2020
292. F. I. Omar, U. M. Zan, S. M. Hassan & I. Ibrahim, Digital Marketing: An Influence
towards Business Performance among Entrepreneurs of Small and Medium Enterprises.

https://doi.org/10.1177/2158244019900186


137

International Journal of Academic Research in Business and Social Sciences. 10(9),
2020, 126-141.

293. D. J. Attai, M. S. Cowher, M. Al-Hamadani, J. M. Schoger, A. C. Staley, & J.
Landercasper, Twitter Social Media is an Effective Tool for Breast Cancer Patient Education
and Support: Patient-Reported Outcomes by Survey. Journal of Medical Internet Research,
17(7), 2015, 188-210. https://doi.org/10.2196/jmir.4721

294. C. Bianchi & L. Andrews, Investigating Marketing Managers’ Perspectives on Social
Media in Chile. Journal of Business Research, 68(12), 2015, 2552–2559.
https://doi.org/10.1016/j.jbusres.2015.06.026

295. R. Algharabat, N. P. Rana, A. A. Alalwan, A. Baabdullah & A. Gupta, Investigating the
Antecedents of Customer Brand Engagement and Consumer-Based Brand Equity in Social
Media. Journal of Retailing and Consumer Services, 53, 2018, 101767.

296. A. Galati, M. Crescimanno, S. Tinervia & F. Fagnani, Social Media as a Strategic
Marketing Tool in the Sicilian Wine Industry: Evidence from Facebook. Wine Economics
and Policy, 6(1), 2017, 40–47

297. J. Hanaysha, The Importance of Social Media Advertisements in Enhancing Brand Equity:
A Study on Fast Food Restaurant Industry in Malaysia. International Journal of
Innovation, Management and Technology, 7, 2016, 46–51.

298. H. Musa, N. A. Rahim, F. R. Azmi, A. S. Shibghatullah, & N. A. Othman, Social Media
Marketing and Online Small and Medium Enterprises Performance: Perspective of
Malaysian Small and Medium Enterprises. International Review of Management and
Marketing, 6(S7), 2016, 11–13.

299. S. Kiprotich, J. Kimosop, A. Kemboi & C. ProtusKiprop, Moderating Effect of Social
Networking on the Relationship between Entrepreneurial Orientation and Performance of
Small and Medium Enterprise in Nakuru County, Kenya. European Journal of Small
Business and Entrepreneurship Research, 3(2), 2015, 38–52

300. E. M. Nyambu, Influence of Social Media Marketing on Performance of
Telecommunication Firms in Kenya. International Journal of Innovative Research and
Development, 2(9), 2013, 12-28.
301. N. Busscher, Social Media: Their Role as Marketing Tools in B2B Marketing, 1stIBA
Bachelor Thesis Conference, June 27th, 2013, Enschede, Netherlands.

302. M. Durkin, P. McGowan & N. cKeown, Exploring Social Media Adoption in Small to
Medium-Sized Enterprises in Ireland. Journal of Small Business and Enterprise
Development, 20(4), 2013, 716-734.

https://doi.org/10.2196/jmir.4721
https://doi.org/10.1016/j.jbusres.2015.06.026


138

303. A. Leerapong, A. Mardjo & P. Songkla, Applying Diffusion of Innovation in Online
Purchase Intention through Social Network: A Focus Group Study of Facebook in
Thailand. Information Management and Business Review, 5 (3), 2013, 144-154.

304. M. Yesha & F.Yogesh, Effect of Social Media on Purchase Decision, Pacific Business
Review International, 6(11), 2014, 45-51

305. R. Venkateswaran, B. Ugalde & R.T. Gutierrez, Impact of Social Media Application in
Business Organizations. International Journal of Computer Applications, 178(30), 2019,
34-48

306. O.I. Hassan, Digital Marketing and Sales Improvement in Small and Medium Enterprises
in Nigeria. International Journal of Innovation and Research in Educational Sciences,
6(6), 2019, 803-810

307. H. Koosha & A. Albadvi, Allocation of Marketing Budgets to Customer Acquisition and
Retention Spending Based on Decision Calculus. Journal of Modelling in Management, 10,
2015, 179-197.

308. R. Srinivasan, B. Resham & S. Bhanot, Impact of Social Media Marketing Strategies
Used by Micro Small and Medium Enterprises (MSMEs) on Customer Acquisition and
Retention. IOSR Journal of Business and Management, 18(1), 2016, 2319–7668

309. M. T. Alshurideh, Is Customer Retention Beneficial for Customers: A Conceptual
Background. Journal of Research in Marketing, 5,2016, 382-389.

310. C. Van den Bulte, E. Bayer, B. Skiera, & P. Schmitt, How Customer Referral Programs
Turn Social Capital into Economic Capital. Journal of Marketing Research, 55, 2018, 132-
146

311. N. Barhemmati & A. Ahmad, Effects of Social Network Marketing (SNM) on Consumer
Purchase Behavior through Customer Engagement, Journal of Advanced Management
Science, 3(1), 2015, 20-30

312. N.Todua & C. Jashi, Some Aspects of Social Media Marketing (Georgian case),
International Journal of Economics and Management Engineering, 9(4), 2015
313. P. Kaur, S. Sharma, J. Kaur & S. K. Sharma, Using Social Media for Employer Branding
and Talent Management: An Experiential Study. IUP Journal of Brand Management, 12(2),
2015, 7-20.

314. C. Rootman & M.N. Cupp, The Impact of Social Media on Customer Satisfaction and
Retention in the Banking Industry: Views of Clients and Managers, 2015
315. O. Bulka, Social Media Marketing: How Social Media Give Power and Responsibility to
Everyone on the Internet (Doctoral dissertation, University of Oregon), 2015



139

316. T. Jokinen, Branding in Social Media and the Impact of Social Media on Brand Image,
Thesis, School of Business and Culture International Business, 2016
317. J. Cronin-Gilmore, Exploring Marketing Strategies in Small Businesses. Journal of
Marketing Development & Competitiveness, 6(1), 2012, 96-107.

318. A. O’Donnell, The Contribution of Networking to Small Firm Marketing. Journal of
Small Business Management, 52(1), 2014, 164-187.

319. R. Eid & H. El-Gohary, The Impact of E-Marketing Use on Small Business Enterprises'
Marketing Success. Service Industries Journal, 33(1), 2013, 31-50.

320. B.K., Balakrishnan, M.I., Dahnil & W.J. Yi, The Impact of Social Media Marketing
Medium Toward Purchase Intention and Brand Loyalty Among Generation Y, Procedia -
Social and Behavioral Sciences, 148, 2014, 177 – 185

321. A. Biswas, N. Ingle, & M. Roy, Influence of Social Media on Voting Behavior, Journal
of Power, Politics & Governance, 2(2), 2014, 15-25

322. S. Chaturvedi & R. Barbar, Impact of Social Media on Consumer Behavior, Indian
Journal of Research in Management, Business and Social Sciences, 2I(2I), 2014, 20-30

323. E. Kimani, “Role of Social Media Marketing on Organisational Performance in Kenya”.
IOSR Journal of Business and Management, 17(1), Ver. I, 2015, 101-105

324. I. O., Ladokun, Exploring Social Media as a Strategy for Small and Medium Enterprises
(SMEs) Performance: Evidence from Oyo State, Nigeria. South Asian Journal of Social
Studies and Economics, 3(4), 2019, 1-8

325. D.N. Morah & O. Omojola, Social Media Use and Entrepreneurship Development in
Nigeria: Lagos and Onitsha in Focus. International Journal of Advance Study and
Research Work, 1(5), 2018, 15-26.

326. V. Lakshmi, M. Afraa & C. Ankita, A Study on Impact of Social Media on Small and
Medium Enterprises. International Journal of Scientific Development and Research
(IJSDR) www.ijsdr.org 64 November 2017 IJSDR, 2(11), IJSDR1711013

327. Z.A. Syed, A.B. Abdul Rahimr & A. Norita, "Social Media Adoption and Its Impact on
Firm Performance: The Case of the UAE", International Journal of Entrepreneurial
Behavior & Research, 2018, https://doi.org/10.1108/IJEBR-08-2017-0299

328. C. T., Sweta, “Social Media: A Conceptual Model of the Whys, Whens and Hows of
Consumer Usage of Social Media and Implications on Business Strategies.” Academy of
Marketing Studies Journal, 22, 2018

https://doi.org/10.1108/IJEBR-08-2017-0299


140

329. R. A. Zaker, A. L. Jasim, & A. K. M. Queen, “The Social Media as a Tool of Marketing
Communication: A Descriptive Study”, JUBPAS, 28(1), 2020, 237–249
330. R. Masa’deh, S. AL-Haddad, D. Al Abed, H. Khalil, L. AlMomani & Khirfan, T. The
Impact of Social Media Activities on Brand Equity. Information, 12, 2021 477. https://
doi.org/10.3390/info12110477

331. S.A. Shamsudeen Ibrahim & P. Ganeshbabu. “A Study on Impact of Social Media
Marketing Trends on Digital Marketing.” Shanlax International Journal of Management,
6(S1), 2018, 120–125 DOI: https://doi.org/10.5281/ zenodo.1461321

332. D. Ardam & A.A. Mohammad, Impact of Social Media Usage on Organizational
Performance in the Jordanian Dead Sea Cosmetic Sector, European Journal of Business
and Management, 11(2), 2019, www.iiste.org ISSN 2222-1905 (Paper) ISSN 2222-2839,
DOI: 10.7176/EJBM

333. G. Shalini, Radhakrishnan A.P., Abdul Basit & Zubair Hassan, "The Impact of Social
Media Usage on Employee and Organization Performance: A Study on Social Media Tools
Used by an IT Multinational in Malaysia," Journal of Marketing and Consumer
Behaviour in Emerging Markets, University of Warsaw, Faculty of Management, 1(7),
2018, 48-65.
334. S. Norhuda, M. N. Ab Rahman, A.W Dzuraidahab & A.M. Ariff, "Influence of Social
Media Usage on the Green Product Innovation of Manufacturing Firms through
Environmental Collaboration" Sustainability 12, 20, 2020, 8685.
https://doi.org/10.3390/su12208685
335. E S Soegoto & A T Utomo, Marketing Strategy through Social Media, IOP Conf. Ser.:
Mater. Sci. Eng. 662, 2019, 032040
336. N.I. Walid, M.K.B. Dojanah & A.A. Sulaiman, The Impact of Social Media as a
Marketing Tool on Purchasing Decisions (Case Study on SAMSUNG for Electrical Home
Appliances). , International Journal of Managerial Studies and Research (IJMSR) , 4(1),
2016, 14-28 ISSN 2349-0330 (Print) & ISSN 2349-0349 (Online) www.arcjournals.org
337. Y.K.Dwivedi, I. Elvira, P.R. Nripendra & R. Ramakrishnan, “Social Media Adoption,
Usage and Impact In Business-To-Business (B2B) Context: A State-Of-The-Art Literature
Review.” Information Systems Frontiers, 2021, 1-23.
338.M.I. Mohammedhussen & A.M. Abdulnasir, "Social Media, Business Capabilities and
Performance: A Review of Literature." African Journal of Business Management, 14(9),
2020, 271-277.
339.W. Janusz. "Analysis of the Role of Digital Influencers and Their Impact on the
Functioning of the Contemporary On-Line Promotional System and Its Sustainable
Development" Sustainability, 12(17), 2020, 7138. https://doi.org/10.3390/su12177138

https://ideas.repec.org/a/sgm/jmcbem/v1i7y2018p48-65.html
https://ideas.repec.org/a/sgm/jmcbem/v1i7y2018p48-65.html
https://ideas.repec.org/a/sgm/jmcbem/v1i7y2018p48-65.html
https://ideas.repec.org/s/sgm/jmcbem.html
https://ideas.repec.org/s/sgm/jmcbem.html
https://doi.org/10.3390/su12208685
http://www.arcjournals.org
https://doi.org/10.3390/su12177138


141

340. R.K. Firdouse, J.H. Yashar, S. Arjun & A.A. Said, Investigative Study of Preferred Social
Media Marketing In Safeer Mall, Sohar, Oman, Humanities & Social Science Reviews, 5
(1), 2017, 53-63, eISSN: 2395-7654, https://doi.org/10.18510/hssr.2017.515
341. C. Francesca & D. Consoli. “Are Small Businesses Really Able to Take Advantage of
Social Media.” Electronic Journal of Knowledge Management 13, 2015, 257-268.
342.N.A. Mansour, F.K. Sarfraz, K. Basel & A. Raghad, "Does Facebook Commerce Enhance
SMEs Performance? A Structural Equation Analysis of Omani SMEs," SAGE Open, 10(1),
2020, 21582440199
343. T. Kevin, J. Andzulis, A. Rapp & R. Agnihotri, Social Media Technology Usage and
Customer Relationship Performance: A Capabilities-Based Examination of Social CRM.
Journal of Business Research. 67. 2014, 1201–1208. 10.1016/j.jbusres.2013.05.002.
344. F.M. Noor, A.H. Zuha Rosufila & A.H. Muhammad Abi Sofian, The Social Media and
Marketing Strategies: How it Impacts the Small- and Medium-sized Enterprises’ Business
Performance. Australasian Journal of Business, Social Science and Information
Technology, 3 (4), 2017, 184-190.
345. C. Chepkwony, C. M. Zakayo & J. K. Koima. “Facebook as A Competitive Social Media
Marketing Tool on Sales Performance for Small and Medium Enterprises in Nakuru CBD,
Kenya.”, 2018, https://www.wjir.org/download_data/WJIR0504011.pdf

346. G. K. Amoako, B. K. Okpattah & E. Arthur, The Impact of Social Media Marketing on
Brand Equity - A Perspective of the Telecommunication Industry in Ghana, JBRMR , 13(03),
01, 2019, https://doi.org/10.24052/JBRMR/V13IS03/ART-11
347. P.B.M. Arceo, I.R.C. Cumahig, M.B.D. Mesa, M.J.V. Buenaventura & J.T. Tenerife, The
Impact of Social Media Platforms to Online Consumers’ Intention to Purchase in Restaurant
Industry. Proceedings of the Sixteenth Asia-Pacific Conference on Global Business,
Economics, Finance and Social Sciences (AP17Taiwan Conference) ISBN: 978-1-943579-
29-7 Taipei, Taiwan. 21-22, December 2017. Paper ID: W737

348.H. Inegbedion, E. Inegbedion, A. Asaleye, E. Obadiaru & F. Asamu, Use of Social Media
in the Marketing of Agricultural Products and Farmers' Turnover in South-South Nigeria.
F1000Res. 9(9), 2020, 1220, doi: 10.12688/f1000research.26353.2. PMID: 34394922;
PMCID: PMC8356261.

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

https://doi.org/10.18510/hssr.2017.515
https://ideas.repec.org/a/sae/sagope/v10y2020i1p2158244019900186.html
https://ideas.repec.org/a/sae/sagope/v10y2020i1p2158244019900186.html
https://ideas.repec.org/s/sae/sagope.html
https://jbrmr.com/details&cid=465


142

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

This study was a descriptive survey research design as it examined the effect of social media

marketing components on small business performance of selected SMEs in South-Western,

Nigeria. Descriptive survey research design was deemed appropriate for this study because it

extensively described the relationships and effects between the dependent and independent

variables across selected SMEs. The survey research design was adopted in order to obtain

information from the focus population concerning the current status of the phenomena

through primary data collection. The survey research technique enables the researcher to

describe the situations in details about the focus group as they exist.

Descriptive survey research design was used for this study, because data was collated at one

point in time to test the research hypotheses. This research design is in line with design

employed by researchers who examined effect of social media marketing components on

small business performance321, 322. One of the benefits of the design is that it is cost effective

when compared to other methods, data can be easily collected, collated and it enhance the

accuracy 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 SMEs. The

total estimated figure for the population arrived at, based on survey of selected state was

seventeen thousand, five hundred and thirty-four (17, 534) businesses.

Table 3.1: List of SMEs in South West, Nigeria
States No of SMEs

Lagos State 8,396

Osun State 3,007

Oyo State 6,131

Total 17,534

Source: National Survey of Micro Small and Medium Enterprises, (2017)

3.3 Sample and Sampling Techniques

Purposive sampling technique was adopted for this study whereby, particular persons were

deliberately selected due to the important information they could provide that may not be

obtained from other sources. The purposive sampling was used as a selection criterion to

choose the participants in order to reduce bias and create wider in-depth information about

the research 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%

Fig 3.1: Raosoft Sample Size Calculator
Source: http://www.raosoft.com/samplesize.html

In order to compensate for the non–response and for wrong filling of questionnaires, the

sample of 376 was increased by 113, or 30% of the total sample which equal 489. This is as

recommended by Zikmund1. Therefore, the sample size derived for this study, using Raosoft

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 population3.
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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

per State
Total

Population

Sample

Size

Proportionate

sample size

Sample %

Lagos State 8396 17,534 489 234 47.85%

Osun State 3007 84 17.18%

Oyo State 6131 171 36.9%

Source: Author’s Computation (2021)

The sampling units for the study were the owner/managers of the SMEs who were in charge

of making policies for the organization, and also managers who were involved in the day-to-

day running of the organization in the selected SME firms in the three Southern States in

Nigeria.

3.4 Research Instrument for Data Collection

The data gathering instrument employed for this study was an adapted and structured

questionnaire. The purpose of using questionnaires survey is because of the direct response,

feedback and the literacy level of the proposed respondents. Furthermore, the questionnaire

can be collected within a short period of time and with ease. For the purpose of this study, the

questionnaire was divided into three sections, A, B and C. Section A covered the information

about 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: (i) customer engagement (ii) social interaction (iii) customization(iv) entertainment



146

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

A pre-test of the questionnaire was conducted in order to evaluate the relevance and proper

understanding of the research questions. The questionnaire was checked by the researcher’s

supervisor as well as experts in the field of marketing. It was posited that the pilot study

sample should be the 10% of the sample projected for the larger parent study4. This was also

in line with the position of a scholar on ten (10) percent of study population5. The pilot study

was considered necessary in order to determine the willingness of the respondents; to have a

foreknowledge of their reactions and to ascertain the reliability of the questionnaire when

used in the population of the study. Furthermore, 10% of other respondents who

corresponded to our sample were accessed and interviewed to see if the questionnaire has to

be modified. Forty nine (49) copies of the questionnaire were used in total for the study. The

owner/managers of SMEs business in Ondo State were investigated for the pilot study as they

do not form part of the initial 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 measure6. Before actual
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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 valuable

recommendations in order to make the study questionnaire more accurate and enhance the

research instrument.

Construct validity was measured statistically using Exploratory Factor Analysis (EFA). The

main measures used to test the validity of an instrument in exploratory factor analysis include

the Kaiser-Meyer-Oklin’s (KMO) measure of sampling adequacy and Bartlett’s test of

Sphericity. The study employed the KMO sampling adequacy and Bartlett’s Sphericity test to

determine whether the statements that comprise the research instruments of each variable

actually measure what are intended. If the result of the KMO is greater than 0.5, it means that

the questions actually measure the variables in the study. The result of the Bartlett test of

Sphericity at 0.000 which is less than 5%, indicates that there is highly significant

relationship among variables in measuring the variables under study. In this study, the KMO

test is greater than 5% and Bartlett test of Sphericity result is less than 5% indicating that

statements that comprised the research instruments of each variable actually measured what

were intended. Also, confirmatory factor analysis was conducted using Principal

Components 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
items

AVE KMO
Test

Bartlett’s 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(0.000)

5 E-word of Mouth 6 0.861 0.794 676.853 (0.000)

6 Sales Growth 5 0.745 0.781 796.471 (0.000)

7 Brand Awareness 5 0.689 0.732 673.357 (0.000)

8 Brand Loyalty 5 0.835 0.814 711.943 (0.000)

9 Customer Retention 5 0.827 0.768 694.762 (0.000)

10 Competitive Advantage 5 0.764 0.752 721.837 (0.000)

11 Investment Decision 5 0.751 0.698 537.342 (0.000)

Source: Field Pilot study (SPSS) computation, 2021.

3.6 Reliability of Research Instrument

The internal test of consistency was utilized to determine the reliability of the research

instrument for this study. This test was done using the statistical methods - Cronbach’s alpha

since the study used multiple-item measures. The reliability index for social media marketing

and business performance was determined using Statistical Package for Science Solutions

Version 22 software in order to process it correctly and precisely, and the researcher’s

revalidation 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 0.913

4 Branded Entertainment 6 0.864

5 E-word of Mouth 6 0.912

6 Sales Growth 5 0.836

7 Brand Awareness 5 0.872

8 Brand Loyalty 5 0.892

9 Customer Retention 5 0.924

10 Competitive Advantage 5 0.853

11 Investment Decision 5 0.835

Average 0.889

Source: Field Pilot Survey, 2021

The result of the pre-test showed that the scales were considered as reliable (Cronbach’s α >

0.80 = 0.889), and the manipulation checks were valid.

3.7 Administration of Research Instrument and Method of Data Collection

This study adopted the primary source of data collection (questionnaire) in gathering the data

from the owner/manager of the selected service SMEs in South Western States, Nigeria. The

primary source of data collection looks at construct originality, opinions and perceptions of

the respondents 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 the data to

show the variations in responses of the study’s participants using such tools as frequencies

and percentage distribution tables, means and standard deviations via Statistical Package for

Social Sciences (SPSS) version 24 (for the descriptive statistics). It also provided the views

and opinions of the respondents on social media marketing and small business performance.

The second stage (the inferential analysis) is the analysis of the responses on the quantitative

data and the relationships. This was carried out using statistical tools of multiple regression

method of analysis via Partial Least Square Structural Equation Modeling (SmartPLS version

3.3.3) to test the effect of independent variables on the dependent variable. The choice of

PLS-SEM (via SmartPLS) is because it is a more advanced multivariate analytical technique

which offers more strict and robust analysis compared with the outcomes of SPSS7.

Multiple regressions was employed on the hypotheses one to five to investigate the cause and

effect relations of social media marketing variables on the respective small business

performance measures. The study used t-test for that purpose as the t-test was used to check

the significance of regression coefficients in the multiple regression models. F-test was also

use in 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 R2 and adjusted R2in 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

Hypotheses Statement of Hypotheses Tools of Analysis

H01 Social media marketing components has no

significant effect on sales growth

Multiple linear regression

H02 Social media marketing components has no

significant effect on customer retention

Multiple linear regression

H03 Social media marketing components has no

significant effect on brand loyalty

Multiple linear regression

H04 Social media marketing components has no

significant effect on brand awareness

Multiple linear regression

H05 Social media marketing components has no

significant effect on competitive advantage

Multiple linear regression

H06 Investment decision has no significant

moderating effect on the relationship between

social media marketing and on small business

performance.

Hierarchical regression

Source: Researcher’s Computation (2021)

3.9 Model Specification

Y= ƒ(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, y2, y3, y4,y5)

X = (x1, x2, x3, x4,x5)

Where:

y1 = Sales Growth (SG)

y2 = Brand Awareness (BA)

y3 = Brand Loyalty (BL)

y4= Customer Retention (CR)

y5= 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 of the hypotheses is written as:

Hypothesis One

y1 = f(x1, x2, x3, x4, x5)

y1 = β0+ β1x1+ β2x2+ β3x3+ β4x4 + β5x5+εi

SG = β0+ β1CE+ β2SI+ β3CU + β4BE +β5EM + εi ----------------------------------- Eqn 1

Hypothesis Two

y2 = f(x1, x2, x3, x4, x5)

y2 = β0+ β1x1+ β2x2+ β3x3+ β4x4 + β5x5+εi

BA = β0+ β1CE+ β2SI + β3CU + β4 BE + β5EM + εi ---------------------------------- Eqn 2

Hypothesis Three
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y3 = f(x1, x2, x3, x4, x5)

y3 = β0+ β1x1+ β2x2+ β3x3+ β4x4 + β5x5+εi

BL = β0+ β1CE+ β2SI + β3CU + β4 BE + β5EM + εi --------------------------------- Eqn 3

Hypothesis Four

Y = f(x1, x2, x3, x4, x5)

y4 = β0+ β1x1+ β2x2+ β3x3+ β4x4 + β5x5+εi

CR = β0+ β1CE+ β2SI + β3CU + β4BE + β5EM + εi -------------------------------------- Eqn 4

Hypothesis Five

Y = f(x1, x2, x3, x4, x5)

y5 = β0+ β1x1+ β2x2+ β3x3+ β4x4 + β5x5+εi

CA = β0+ β1CE+ β2SI + β3CU + β4BE + β5EM + εi ------------------------------------ Eqn 5

Hypothesis Six

Y= f(XZi)

SBP= f(SMM, IND)

SBP= β0+ βiSMM+ β2IND + β3SMM*IND+μi------------------------------------------------- (6)

Where β = the constant of the equation

β1-β5 = the coefficient of variables in the equations;

εi = the stochastic function that accounts for the errors that may arise in the equation.

Endnotes

1 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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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 Statistical

Package for Social Sciences (SPSS) version 24 (for the descriptive statistics) and SmartPLS

version 3.3.3 (for the inferential statistics).

4.1 Response Rate

A total of four hundred and eighty nine (489) copies of questionnaire were administered, and

four hundred and eight (408) copies were returned. After sorting the questionnaires 339

copies were certified as duly filled and considered usable. The useable questionnaire

represented 69.33% response rate. The high response rate was recorded as the researcher

administered the instruments with the help of research assistants who put concerted efforts to

regularly visit the respondents to request them to fill the instrument, sometimes to clarify

queries from the respondents and to prompt the respondents to fill the questionnaire. The

response results are presented in Table 4.1.

Table 4.1: 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 204 60.2%

Female 135 39.8%

Age less than 30yrs 110 32.4%

31-50yrs 165 48.7%

51-60yrs6 33 9.7%

61yrs Above 31 9.1%

Educational Level SSCE 4 1.2%

OND/NCE 37 10.9%

BSc/HND 148 43.7%

MSc 125 36.9%

PhD/DBA 25 7.4%

Job Rank Owner 159 46.9%

Manager 82 24.2%

Others 98 28.9%

Business Location Lagos State 144 42.5%

Osun State 88 25.9%

Oyo State 107 31.5%

Source: Field Survey Results (2021)

This section 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 revealed that

110 respondents representing 32.4% were less than 30 years, 165 respondents representing

165% were between 31-50 years, 33 respondents representing 9.7% were between 51-60

years and 31 respondents representing 9.1% were above 60 years, indicating that there were

more respondents within the age 31 and 50 years. Furthermore, 4 respondents representing

1.2% indicated to have had SSCE, 37 representing 10.9% had OND/NCE., 148 respondents

representing 43.7% had BSc/HND, 125 respondents representing 36.9% had MSc and 25

respondents representing 7.4% had PhD/DBA. As regards Job Rank, 159 respondents

representing 46.9% were owners, 82 respondents representing 24.2% were managers, 98

respondents representing 28.9% were under others. As regards Business Location, 144

respondents representing 42.5% are in Lagos State, 87 respondents representing 25.9% are in

Osun State and 107 respondents 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
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Sales Growth Level of Agreement (n=339) Average

VH H MH ML L VL Mean SD

Customer base 0
(0%)

19

(5.6%)

48

(14.2%)

102

(30.1%)

101

(29.8%)

69

(20.4%)

4.45 1.13

Inventory Turnovers 0

(0%)

8

(2.4%)

62

(18.3%)

122

(36.0%)

91

(26.8%)

56

(16.5%)

4.37 1.03

Working capital 11

(3.2%)

19

(5.6%)

56

(16.5%)

98

(28.9%)

104

(30.7%)

51

(15.0%)

4.23 1.24

Ratio of customer
patronage to revenue

0

(0%)

15

(4.4%)

50

(14.7%)

106

(31.3%)

112

(33.0%)

56

(16.5%)

4.42 1.06

Customer acquisition 0

(0%)

32

(9.4%)

49

(14.5%)

79

(23.3%)

118

(34.8%)

61

(18.0%)

4.37 1.20

Grand Mean 4.368 1.13

Source: Field Survey Data (2021)

Table 4.3, shows that 0% of the respondents agree that the customer base is very high, 5.6%

is high, 14.2% is moderately high, 30.1% is moderately low, 29.8% is low, while 20.4% is

very low. On average, the respondents indicated that response to the customer is high with a

mean of 4.45 and standard deviation of 1.13. The results also indicated that 0% of the

respondents 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, 31.3% is

moderately low, 33.0% is low, while 16.5% is very low. On average, the respondents

indicated that response to the ratio of customer patronage to revenue is high with a mean of

4.42 and standard deviation of 1.06. The results also indicated that 0% of the respondents

agree that the customer acquisition is very high, 9.4% is high, 14.5% is moderately high,

23.3% is moderately low, 34.8% is low, while 18.0% is very low. On average, the

respondents indicated that response to the customer acquisition is high with a mean of 4.37

and standard deviation of 1.20.

The grand mean for sales growth is 4.368 which indicates that on average, respondents

agreed with most of the statements on the high scale as it relates to how sales growth is an

appropriate measure of SMEs performance with the overall standard deviation of 1.13. This

implies that the responses were moderately clustered around the mean.

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
inclinations

0
(0%)

26

(7.7%)

51

(15.0%)

87

(25.7%)

109

(32.2%)

66

(19.5%)

4.41 1.18

Trust and
willingness to stick
with a brand

0

(0%)

27

(8.0%)

21

(6.2%)

83

(24.5%)

127

(37.5%)

81

(23.9%)

4.63 1.14

Customers
commitment to the
brand

8

(2.4%)

46

(13.6%)

62

(18.3%)

112

(33.0%)

67

(19.8%)

44

(13.0%)

3.93 1.28

Switching barriers 3

(0.9%)

23

(6.8%)

35

(10.3%)

72

(21.2%)

137

(40.4%)

69

(20.45)

4.55 1.17

Customer defections 20

(5.9%)

85

(25.1%)

70

(20.6%)

69

(20.4%)

64

(18.9%)

31

(9.1%)

3.49 1.42

Grand Mean 4.202 1.24

Source: Field Survey Data (2021)

Table 4.4, shows that 0% of the respondents agree that the customer's inclinations is very

high, 7.7% is high, 15.0% is moderately high, 25.7% is moderately low, 32.2% is low, while

19.5% is very low. On average, the respondents indicated that response to customer's

inclinations 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.

The results also indicated that 0.9% of the respondents agree that switching barriers

experiential value is very high, 6.8% is high, 10.3% is moderately high, 21.2% is moderately

low, 40.4% is low, while 20.4% is very low. On average, the respondents indicated that

response to switching barriers is high with a mean of 4.55 and standard deviation of 1.17.

The results also indicated that 5.9% of the respondents agree that customer defections are

very high, 25.1% is high, 20.6% is moderately high, 20.4% is moderately low, 18.9% is low,

while 9.1% is very low. On average, the respondents indicated that response to customer

defections is high with a mean of 3.49 and standard deviation of 1.42.

The grand mean for customer retention is 4.202 which indicates that on average, respondents

agreed with most of the statements on the high scale as it relates to how customer retention is

an appropriate measure of SMEs performance with the overall standard deviation of 1.24.

This implies that the 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
AWARENESS

Level of Agreement (n=339) Average

VH H MH ML L VL Mean SD
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Strength of the brand’s
presence in the
consumers’ mind

0
(0%)

19

(5.6%)

46

(13.6%)

76

(22.4%)

103

(30.4%)

95

(28.0%)

4.62 1.18

Associations with
specific brand image

4

(1.2%)

24

(7.1%)

43

(12.7%)

82

(24.2%)

114

(33.6%)

72

(21.2%)

4.46 1.22

Consumer’s perception
of the brand to others

7

(2.1%)

16

(4.7%)

37

(10.9%)

93

(27.4%)

94

(27.7%)

92

(27.1%)

4.55 1.24

Branding campaigns 0

(0%)

31

(9.1%)

38

(11.2%)

93

(27.4%)

113

(33.3%)

64

(18.9%)

4.42 1.18

Recognition of brand
under different
environmental
conditions

8

(2.4%)

11

(3.2%)

54

(15.9%)

85

(25.1%)

105

(31.0%)

76

(22.4%)

4.46 1.22

Grand Mean 4.502 1.21

Source: Field Survey Data (2021)

Table 4.1.2.8, shows that 0% of the respondents agree that the strength of the brand’s

presence in the consumers’ mind is very high, 5.6% is high, 13.6% is moderately high,

22.4% is moderately low, 30.4% is low, while 28.0% is very low. On average, the

respondents indicated that response to the strength of the brand’s presence in the consumers’

mind is high with a mean of 4.62 and standard deviation of 1.18. The results also indicated

that 1.2% 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 campaigns is very

high, 9.1% is high, 11.2% is moderately high, 27.4% is moderately low, 33.3% is low, while

18.9% is very low. On average, the respondents indicated that response to branding

campaigns is high with a mean of 4.42 and standard deviation of 1.18. The results also

indicated that 2.4% of the respondents agree that the recognition of brand under different

environmental conditions is very high, 3.4% is high, 15.9% is moderately high, 25.1% is

moderately low, 31.0% is low, while 22.4% is very low. On average, the respondents

indicated that response to the recognition of brand under different environmental conditions

is high with a mean of 4.46 and standard deviation of 1.22.

The grand mean for brand awareness is 4.50 which indicates that on average, respondents

agreed with most of the statements on the high scale as it relates to how brand awareness is

an appropriate measure of SMEs performance with the overall standard deviation of 1.21.

This implies that the responses were moderately clustered around the mean.

Research Question Four:What effect do social media marketing components have on brand
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
commitment

4
(1.2%)

27

(8.0%)

42

(12.4%)

79

(23.3%)

103

(30.4%)

84

(24.8%)

4.48 1.27

Voluntarily
recommending

0

(0%)

26

(7.7%)

34

(10.0%)

68

(20.1%)

111

(32.7%)

100

(29.5%)

4.66 1.21

Continuous patronage 4

(1.2%)

11

(3.2%)

22

(6.5%)

76

(22.4%)

108

(31.9%)

118

(34.8%)

4.85 1.13

Customer attachment
to brand

0

(0%)

12

(3.5%)

29

(8.6%)

84

(24.8%)

115

(33.9%)

99

(29.2%)

4.77 1.07

Intention to support 4

(1.2%)

11

(3.2%)

39

(11.5%)

103

(30.4%)

95

(28.0%)

87

(25.7%)

4.58 1.15

Grand Mean 4.668 1.17

Source: Field Survey Data (2021)

Table 4.6, shows that 1.2% of the respondents agree that deeply held commitment is very

high, 8.0% is high, 12.4%% is moderately high, 23.3% is moderately low, 30.4% is low,

while 24.8% is very low. On average, the respondents indicated that response to deeply held

commitment is high with a mean of 4.48 and standard deviation of 1.27. The results also

indicated that 0% of the respondents agree that voluntarily recommending is very high, 7.7%

is high, 10.0% is moderately high, 20.1% is moderately low, 32.7% is low, while 29.5% is

very low. 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 indicated that

response to customer attachment to brand is high with a mean of 4.77 and standard deviation

of 1.07. The results also indicated that 1.2% of the respondents agree that intention to support

is very high, 3.2% is high, 11.5% is moderately high, 30.4% is moderately low, 28.0% is low,

while 25.7% is very low. On average, the respondents indicated that response to intention to

support is high with a mean of 4.58 and standard deviation of 1.15.

The grand mean for brand loyalty is 4.66 which indicates that on average, respondents agreed

with most of the statements on the high scale as it relates to how brand loyalty is an

appropriate measure of SMEs performance with the overall standard deviation of 1.17. This

implies that the responses were moderately clustered around the mean.

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
(0%)

14

(4.1%)

44

(13.0%)

88

(26.0%)

101

(29.8%)

92

(27.1%)

4.63 1.13

Service
differentiation

3

(0.9%)

12

(3.5%)

65

(19.2%)

83

(24.5%)

90

(26.5%)

86

(25.4%)

4.48 1.21

After-service
benefits

3

(0.9%)

3

(0.9%)

67

(19.8%)

81

(23.9%)

86

(25.45)

99

(29.2%)

4.60 1.17

Superior
technology and
continuous
innovation

4

(1.2%)

15

(4.4%)

58

(17.1%)

78

(23.0%)

95

(28.0%)

89

(26.3%)

4.51 1.23

Outsourcing of
some activities

4

(1.2%)

37

(10.9%)

68

(20.1%)

96

(28.3%)

57

(16.8%)

77

(22.7%)

4.17 1.34

Grand Mean 4.47 1.22

Source: Field Survey Data (2021)

Table 4.7, shows that 0% of the respondents agree that unique services is very high, 4.1% is

high, 13.0% is moderately high, 26.0% is moderately low, 29.8% is low, while 27.1% is very

low. On average, the respondents indicated that response to unique services is high with a

mean of 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 technology and

continuous innovation is very high, 4.4% is high, 17.1% is moderately high, 23.0% is

moderately low, 28.0% is low, while 26.3% is very low. On average, the respondents

indicated that response to superior technology and continuous innovation is high with a mean

of 4.51 and standard deviation of 1.23. The results also indicated that 1.2% of the

respondents agree that outsourcing of some activities is very high, 10.9% is high, 20.1% is

moderately high, 28.3% is moderately low, 16.8% is low, while 22.7% is very low. On

average, the respondents indicated that response to outsourcing of some activities is high

with a mean of 4.17 and standard deviation of 1.34.

The grand mean for competitive advantage is 4.47 which indicates that on average,

respondents agreed with most of the statements on the high scale as it relates to how

competitive advantage is an appropriate measure of SMEs performance with the overall

standard deviation of 1.22. This implies that the responses were moderately clustered around

the mean.

Research Question Six:What moderating effect does investment decision has on the
relationship between social media marketing and on small business performance?

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
(2.4%)

19

(5.6%)

43

(12.7%)

75

(22.1%)

97

(28.6%)

97

(28.6%)

4.55 1.30

Return on investment 0

(0%)

18

(5.3%)

45

(13.3%)

104

(30.7%)

89

(26.3%)

83

(24.5%)

4.51 1.15

Opportunity
recognition

4

(1.2%)

4

(1.2%)

58

(17.1%)

70

(20.6%)

125

(36.9%)

78

(23.0%)

4.60 1.12

Business intelligence 4

(1.2%)

11

(3.2%)

39

(11.5%)

67

(19.8%)

111

(32.7%)

107

(31.6%)

4.74 1.18

Positive social media
experience

7

(2.1%)

8

(2.4%)

38

(11.2%)

68

(20.1%)

100

(29.5%)

118

(34.8%)

4.77 1.22

Grand Mean 4.63 1.19

Source: Field Survey Data (2021)

Table 4.8, shows that 2.4% of the respondents agree that brand recognition is very high, 5.6%

is high, 12.7% is moderately high, 22.1% is moderately low, 28.6% is low, while 28.6% is

very low. On average, the respondents indicated that response to brand recognition is high

with a mean of 4.55 and standard deviation of 1.30. The results also indicated that 0% of the

respondents agree that return on investment is very high, 5.3% is high, 13.3% is moderately

high, 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, 32.7% is low,

while 31.6% is very low. On average, the respondents indicated that response to business

intelligence is high with a mean of 4.74 and standard deviation of 1.18. The results also

indicated that 2.1% of the respondents agree that positive social media experience is very

high, 2.4% is high, 11.2% is moderately high, 20.1% is moderately low, 29.5% is low, while

34.8% is very low. On average, the respondents indicated that response to positive social

media experience is high with a mean of 4.77 and standard deviation of 1.19.

The grand mean for investment decision is 4.63 which indicates that on average, respondents

agreed with most of the statements on the high scale as it relates to appropriate measurement

of investment decision of SMEs performance with the overall standard deviation of 1.19.

This implies that the responses 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
towards the brand

8
(2.4%)

4

(1.2%)

25

(7.4%)

67

(19.8%)

148

(43.7%)

87

(25.7%)

4.78 1.09

Consumer-to-firm
interactions

12

(3.5%)

14

(4.1%)

16

(4.7%)

82

(24.2%)

116

(34.2%)

99

(29.2%)

4.69 1.25

Consumer-to-consumer
communications about
the brand

8

(2.4%)

14

(4.1%)

47

(13.9%)

78

(23.0%)

98

(28.9%)

94

(27.7%)

4.55 1.27

Experiential value 12

(3.5%)

8

(2.4%)

31

(9.1%)

85

(25.1%)

106

(31.3%)

97

(28.6%)

4.64 1.24

Commitment 12

(3.5%)

4

(1.2%)

23

(6.8%)

84

(24.8%)

101

(29.8%)

115

(33.9%)

4.78 1.21

Instrumental value 8

(2.4%)

10

(2.9%)

21

(6.2%)

85

(25.1%)

122

(36.0%)

93

(27.4%)

4.72 1.15

Grand Mean 4.69 1.20

Source: Field Survey Data (2021)

Table 4.9, shows that 2.8% of the respondents agree that customer's motivation towards the

brand is very high, 1.2% is high, 7.4% is moderately high, 19.8% is moderately low, 43.7%

is low, while 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 brand is high

with a mean of 4.55 and standard deviation of 1.27.

The results also indicated that 3.5% of the respondents agree that experiential value is very

high, 2.4% is high, 9.1% is moderately high, 25.1% is moderately low, 31.3% is low, while

28.6% is very low. On average, the respondents indicated that response to experiential value

is high with a mean of 4.64 and standard deviation of 1.24. The results also indicated that

3.5% of the respondents agree that commitment is very high, 1.2% is high, 6.8% is

moderately high, 24.8% is moderately low, 29.8% is low, while 33.9% is very low. On

average, the respondents indicated that response to commitment is high with a mean of 4.78

and standard deviation of 1.21.

Results also indicated that 2.4% of the respondents agree that instrumental value is very high,

2.9% is high, 6.2% is moderately high, 25.1% is moderately low, 36.0% is low, while 27.4%

is very low. On average, the respondents indicated that response to instrumental value is high

with a mean of 4.72 and standard deviation of 1.15.

The grand 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
resonance

4
(1.2%)

17

(5.0%)

43

(12.7%)

83

(24.5%)

137

(40.4%)

55

(16.2%)

4.47 1.12

Engaging experience to
consumers’

4

(1.2%)

6

(1.8%)

52

(15.3%)

95

(28.0%)

115

(33.9%)

67

(19.8%)

4.51 1.09

Unique and compelling
way content

7

(2.1%)

14

(4.1%)

24

(7.1%)

91

(26.8%)

96

(28.3%)

107

(31.6%)

4.70 1.21

Informative content 4

(1.2%)

29

(8.6%)

34

(10.0%)

66

(19.5%)

136

(40.1%)

70

(20.6%)

4.51 1.23

Attractive entertaining
contents

4

(1.2%)

12

(3.5%)

47

(13.9%)

96

(28.3%)

93

(27.4%)

87

(25.7%)

4.54 1.18

Grand Mean 4.54 1.17

Source: Field Survey Data (2021)

Table 4.10, shows that 1.2% of the respondents agree that customer-based brand resonance is

very high, 5.0% is high, 12.7% is moderately high, 24.5% is moderately low, 40.4% is low,

while 16.2% is very low. On average, the respondents indicated that response to customer-

based 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 mean of 4.70

and standard deviation of 1.21.

The results also indicated that 1.2% of the respondents agree that its informative content is

very high, 8.6% is high, 10.0% is moderately high, 19.5% is moderately low, 40.1% is low,

while 20.6% is very low. On average, the respondents indicated that response to informative

content is high with a mean of 4.51 and standard deviation of 1.23. The results also indicated

that 1.2% of the respondents agree that attractive entertaining contents is very high, 3.5% is

high, 13.9% is moderately high, 28.3% is moderately low, 27.4% is low, while 25.7% is very

low. On average, the respondents indicated that response to attractive entertaining contents is

high with a mean of 4.54 and standard deviation of 1.18.

The grand mean for brand entertainment is 4.54 which indicates that on average, respondents

agreed with most of the statements on the high scale as it relates to how brand entertainment

is an appropriate measure of social media marketing with the overall standard deviation of

1.17. This implies 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 H MH ML L VL Mean SD

Interactive
communication
process

4

(1.2%)

19

(5.6%)

36

(10.6%)

65

(19.2%)

124

(36.6%)

91

(26.8%)

4.65 1.20

Exchanging
experiences

8

(2.4%)

8

(2.4%)

34

(10.0%)

86

(25.4%)

110

(32.4%)

93

(27.4%)

4.65 1.18

Accessibility to
customers on product

4

(1.2%)

11

(3.2%)

27

(8.0%)

77

(22.7%)

105

(31.0%)

115

(33.9%)

4.81 1.15

Rapid attention to
customer need
through a post

7

(2.1%)

16

(4.7%)

21

(6.2%)

96

(28.3%)

93

(27.4%)

106

(31.3%)

4.68 1.22

Use of online
platforms to share
opinions and reviews
with other users.

4

(1.2%)

16

(4.7%)

51

(15.0%)

78

(23.0%)

94

(27.7%)

96

(28.3%)

4.56 1.24

Brand communities
through followers

8

(2.4%)

10

(2.9%)

39

(11.5%)

105

(31.0%)

87

(25.7%)

90

(26.5%)

4.54 1.21

Grand Mean 4.64 1.20

Source: Field Survey Data (2021)

Table 4.11, shows that 1.2% of the respondents agree that interactive communication process

is very high, 5.6% is high, 10.6% is moderately high, 19.2% is moderately low, 36.6% is low,

while 26.8% is very low. On average, the respondents indicated that response to interactive

communication 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% is 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

1.15.

The results also indicated that 2.1% of the respondents agree that rapid attention to customer

need through a post is very high, 4.7% is high, 6.2% is moderately high, 28.3% is moderately

low, 27.4% is low, while 31.3% is very low. On average, the respondents indicated that

response to rapid attention to customer need through a post is high with a mean of 4.68 and

standard deviation of 1.22. The results also indicated that 1.2% of the respondents agree that

the use of online platforms to share opinions and reviews with other users is very high, 4.7%

is high, 15.0% is moderately high, 23.0% is moderately low, 27.7% is low, while 28.3% is

very low. On average, the respondents indicated that response to the use of online platforms

to share opinions and reviews with other users is high with a mean of 4.56 and standard

deviation of 1.24.

Results also indicated that 2.4% of the respondents agree that the brand builds communities

through followers is very high, 2.9% is high, 11.5% is moderately high, 31.0% is moderately

low, 25.7.0% is low, while 26.5% is very low. On average, the respondents indicated that

response to 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 VL Mean SD

Selective placement of
content

0
(0%)

8

(2.4%)

49

(14.5%)

85

(25.1%)

126

(37.2%)

71

(20.9%)

4.60 1.04

Configuration of
products during the
buying process

4

(1.2%)

7
(2.1%)

39

(11.5%)

106

(31.3%)

132

(38.9%)

51

(15.0%)

4.50 1.02

Emotional bond 11

(3.2%)

4

(1.2%)

31

(9.1%)

106

(31.3%)

105

(31.0%)

82

(24.2%)

4.58 1.17

Recognition of
customers’ needs
based on profiling

0

(0%)

15

(4.4%)

33

(9.7%)

107

(31.6%)

105

(31.0%)

79

(23.3%)

4.59 1.08

Customer’s individual
preferences

0

(0%)

15

(4.4%)

25

(7.4%)

121

(35.7%)

108

(31.9%)

70

(20.6%)

4.57 1.03

Tailored product or
services

12

(3.5%)

12

(3.5%)

51

(15.0%)

103

(30.4%)

107

(31.6%)

66

(19.5%)

4.48 1.07

Grand Mean 4.553 1.07

Source: Field Survey Data (2021)

Table 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 3.2% of

the respondents agree that the emotional bond is very high, 1.2% is high, 9.1% is moderately

high, 31.3% is moderately low, 31.0% is low, while 24.2% is very low. On average, the

respondents indicated that response to the emotional bond is high with a mean of 4.58 and

standard deviation of 1.17.

The results also indicated that 0% of the respondents agree that the recognition of customers’

needs based on profiling is very high, 4.4% is high, 9.7% is moderately high, 31.6% is

moderately low, 31.0% is low, while 23.3% is very low. On average, the respondents

indicated that response to the recognition of customers’ needs based on profiling is high with

a mean of 4.59 and standard deviation of 1.082. The results also indicated that 0% of the

respondents agree that the customer’s individual preferences are very high, 4.4% is high,

7.4% is moderately high, 35.7% is moderately low, 31.9% is low, while 20.6% is very low.

On average, the respondents indicated that response to the customer’s individual preferences

is high with a mean of 4.57 and standard deviation of 1.03.

Results also 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.
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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) Average

VH H MH ML L VL Mean SD

Interesting content
sharing on social media
networks

4

(1.2%)

25

(7.4%)

36

(10.6%)

82

(24.2%)

106

(31.3%)

86

(25.4%)

4.53 1.24

Current information of
the brand on social
platforms

7

(2.1%)

19

(5.6%)

35

(10.3%)

71

(20.9%)

116

(34.2%)

91

(26.8%)

4.60 1.25

Interactions with
customers on social
media platform

7

(2.1%)

16

(4.7%)

42

(12.4%)

72

(21.2%)

104

(30.7%)

98

(28.9%)

4.60 1.26

Attachment of customers
to the brand

0

(0%)

8

(2.4%)

39

(11.5%)

95

(28.0%)

100

(29.5%)

97

(28.6%)

4.71 1.07

Sharing of remarkable
content

7

(2.1%)

15

(4.4%)

52

(15.3%)

106

(31.3%)

87

(25.7%)

72

(21.2%)

4.38 1.21

Grand Mean 4.564 1.21

Source: Field 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% is 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 standard

deviation of 1.25. The results also indicated that 2.1% of the respondents agree that the

interactions with customers on social media platform is very high, 4.7% is high, 12.4% is

moderately high, 21.2% is moderately low, 30.7% is low, while 28.9% is very low. On

average, the respondents indicated that the response to the interactions with customers on

social media platform is high with a mean of 4.60 and standard deviation of 1.26.

The results also indicated that 0% of the respondents agree that the attachment of customers

to the brand is very high, 2.4% is high, 11.5% is moderately high, 28.0% is moderately low,

29.5% is low, while 28.6% is very low. On average, the respondents indicated that response

to the attachment of customers to the brand is high with a mean of 4.71 and standard

deviation of 1.07. The results also indicated that 2.1% of the respondents agree that the

sharing of remarkable content is very high, 4.4% is high, 15.3% is moderately high, 31.3% is

moderately low, 25.7% is low, while 21.2% is very low. On average, the respondents

indicated that response to the sharing of remarkable content is high with a mean of 4.38 and

standard deviation of 1.21.

The grand mean for social interaction is 4.38 which indicates that on average, respondents

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 study used the

PLS-algorithm’s command which is appropriate for predicting effect, ran the bootstrapping

to ascertain the level of significant of the prediction, and ran blindfolding to confirm the

predictive relevance of the model. The choice of PLS-SEM (via SmartPLS) is because it is a

more advanced multivariate analytical technique which offers more strict and robust analysis

compared with the outcomes of SPSS.

The independent variable social media marketing includes sub-measures such as customer

engagement, social interactions, customization, branded entertainment and e-word of mouth

while sales growth 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 4.1, 4.2 & 4.3) and a table (see table 4.14). Figure 4.1

shows the path analysis, figure 4.2 shows the t value which confirm the significance of the

path analysis and figure 4.3 shows the Q2 which established the predictive relevance of the

structural model. The table 4.14 provides a tabular summary of the information in figure 4.1,

4.2 and 4.3.
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Figure 4.1: Path Analysis for Hypothesis One
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021

Figure 4.2: T-Statistics for Hypothesis One
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021
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Figure 4.3: Q2 Statistics for Hypothesis One
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021

Table 4.14 presents all the information depicted in figures 4.1, 4.2 & 4.3

Hypothesis One: Social media marketing components have no significant effect on sales
growth.
Tables 4.14: Summary of multiple regression analysis for the effect of social media
marketing on sales growth of SMEs in Southwest, Nigeria using PLS-SEM

PathDescription Original sample (o)

Unstandardized
Beta

t Sig. R2 Adj. R2 Sig. Q2

Brand Entertainment →
Sales Growth 0.017 0.101 0.920

Customer Engagement →
Sales Growth 0.065 0.493 0.622 0.689 0.672 0.000 0.450

Customization → Sales
Growth 0.252 1.970 0.049

E-Word of Mouth → Sales
Growth 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

R2 was used to establish the predictive power of the study’s model. From the results, the

adjusted coefficient of determination (Adj R2) of 0.672 showed that social media marketing

components explained 67.2% of the variation in sales growth of SMEs under study while the

remaining 32.8% variation in sales growth 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.

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 (β) which shows the relative effect of each social media

marketing components on sales growth of SMEs in Southwest, Nigeria. The PLS-SEM

results in fig. 4.1, 4.2 and 4.3 revealed that at 95% confidence level, customization (β = 0.252,

t= 1.970) and social interaction (β = 0.472, t= 4.229) are significant however, branded

entertainment (β = 0.017, t= 1.101), Customer engagement (β = 0.065, t= 0.493) and E-Word

of mouth (β = 0.093, t=0.548) are statistically insignificant. This result shows that while the

relative effect of customization and social interaction and their corresponding t-value greater

than the threshold of 1.96 suggesting a statistically significant relative effect. However, the

relative effect of brand entertainment, Customer engagement 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

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 growth,

followed by customization among SMEs in Southwest, Nigeria with a coefficient of 0.472

and 0.252 respectfully. Given these PLS-SEM predictive results in table 4.14 (Adj R2=0.672;

p=0.000, Q2 =0.450), this study can conclude that social media marketing significantly

affects sales growth of SMEs in Southwest, Nigeria hence, the study rejects the null

hypothesis one (H01) which states that social media marketing components have no

significant effect on sales growth of SMEs in Southwest, Nigeria.

Hypothesis Two: Social media marketing components have no significant effect on

customer retention of SMEs in Southwest, Nigeria

To test the null hypothesis two, Partial Least Square-Structural Equation Modelling (PLS-

SEM) was adopted using the SmartPLS statistical platform version 3.3.3. The independent

variable social media marketing includes sub-measures such as customer engagement, social

interactions, customization, branded entertainment and e-word of mouth while customer

retention 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 4.4, 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 Q2 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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Figure 4.4: Path Analysis for Hypothesis Two
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021

Figure 4.5: T-Statistics for Hypothesis Two
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021
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Figure 4.6: Q2 Statistics for Hypothesis Two
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021

Table 4.15 presents all the information depicted in figures 4.4, 4.5 & 4.6.

Hypothesis Two: Social media marketing components have no significant effect on customer
retention of SMEs in Southwest, Nigeria

Tables 4.15: Summary of multiple regression analysis for the effect of social media
marketing on customer retention of SMEs in Southwest, Nigeria using PLS-SEM

PathDescription Original sample (o)

Unstandardized
Beta

T Sig. R2 Adj. R2 Sig. Q2

Brand Entertainment →
Customer Retention -0.047 0.281 0.779

Customer Engagement →
customer retention 0.366 2.671 0.008 0.669 0.651 0.000 0.345

Customization → Customer
Retention 0.356 2.679 0.008

E-Word of Mouth →
Customer Retention -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 R2 was used to establish the predictive power of the

study’s model. From the results, the adjusted coefficient of determination (Adj R2) of 0.651

showed that social media marketing components explained 65.1% of the variation in

customer retention of SMEs under study while the remaining 34.9% variation in customer

retention is explained by external factors different from those considered in this study and the

effect is statistically significant at 95% confidence interval.

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 (β) which shows the relative effect of each social media

marketing components on customer retention of SMEs in Southwest, Nigeria. The PLS-SEM

results in fig. 4.4, 4.5 and 4.6 revealed that at 95% confidence level, customer engagement (β

= 0.366, t= 2.671), customization (β = 0.356, t= 2.679) and social interaction (β = 0.255, t=

2.154) are significant however, branded entertainment (β = -0.047, t= 0.281), and E-Word of

mouth (β = -0.024, t=0.163) are statistically insignificant.

This result shows that while the relative effect of customer engagement, customization and

social interaction and their corresponding t-value greater than the threshold of 1.96

suggesting a statistically significant relative effect. However, the relative effect of branded

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
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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, Nigeria

given that all other factors are held constant.

Overall, from the results, customer engagement had the highest a relative effect on customer

retention, followed by customization and lastly by social interaction among SMEs in

Southwest, Nigeria with a coefficient of 0.366, 0.356, and 0.255 respectfully. Given these

PLS-SEM predictive results in table 4.15 (Adj R2=0.651; p=0.000, Q2 =0.345), this study can

conclude that social media marketing significantly affects customer retention of SMEs in

Southwest, Nigeria hence, the study rejects the null hypothesis two (H02) which states that

social media marketing components have no significant effect on customer retention of

SMEs in Southwest, Nigeria.

Hypothesis Three: Social media marketing components have no significant effect on brand

loyalty of SMEs in Southwest, Nigeria

To test the null hypothesis three, Partial Least Square-Structural Equation Modelling (PLS-

SEM) was adopted using the SmartPLS statistical platform version 3.3.3. The independent

variable 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 Q2 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

Figure 4.7: Path Analysis for Hypothesis Three
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021
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Figure 4.8: T-Statistics for Hypothesis Three
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021

Figure 4.9: Q2 Statistics for Hypothesis Three
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021

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

PathDescription Original sample (o)

Unstandardized
Beta

t Sig. R2 Adj. R2 Sig. Q2

Brand Entertainment →
Brand Loyalty 0.146 0.922 0.357

Customer Engagement →
Brand Loyalty 0.092 0.748 0.455 0.710 0.693 0.000 0.476

Customization → Brand
Loyalty 0.213 1.525 0.128

E-Word of Mouth → Brand
Loyalty 0.128 0.859 0.391

Social Interaction → Brand
Loyalty 0.342 2.916 0.004

Dependent Variable: Brand Loyalty, 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)

Figure 4.7, 4.8 and 4.9 presents the results of PLS-SEM analysis for the effect of social

media marketing components have no significant effect on brand loyalty of SMEs in

Southwest, Nigeria. The Adjusted R2 was used to establish the predictive power of the

study’s model. From the results, the adjusted coefficient of determination (Adj R2) of 0.693

showed that 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 (β) 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,

Social interaction (β = 0.342, t= 2.916) is significant however, branded entertainment (β =

0.146, t= 0.922), and customer engagement (β = 0.092, t= 0.748), customization (β = 0.213,

t= 1.525) and E-Word of mouth (β = 0.128, t=0.859) are statistically insignificant. This result

shows that while the relative effect of social interaction and its corresponding t-value greater

than the threshold of 1.96 suggesting a statistically significant relative effect. However, the

relative effect of branded entertainment, customer engagement, customization 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

social interaction will lead to a 0.342 increase in brand loyalty of SMEs in Southwest,

Nigeria given that all other factors are held constant. Overall, from the results, customer

engagement had the only significant relative effect on brand loyalty of SMEs in Southwest,

Nigeria with a coefficient of 0.342. Given these PLS-SEM predictive results in table 4.16

(Adj R2=0.693; p=0.000, Q2 =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 (H03) which states that social media marketing components have no

significant effect on brand loyalty of SMEs in Southwest, Nigeria.
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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 independent

variable social media marketing includes sub-measures such as customer engagement, social

interactions, customization, branded entertainment and e-word of mouth while brand

awareness 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 4.10, 4.11 & 4.12) and a table (see table 4.17). Figure 4.10 shows the path

analysis, figure 4.11 shows the t value which confirm the significance of the path analysis

and figure 4.12 shows the Q2 which established the predictive relevance of the structural

model. The table 4.17 provides a tabular summary of the information in figure 4.10, 4.11 and

4.12.
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Figure 4.10 Path Analysis for Hypothesis Four
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021

Figure 4.11: T-Statistics for Hypothesis Three
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021



195

Figure 4.12: Q2 Statistics for Hypothesis Three
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021

Table 4.17 presents all the information depicted in figures 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

PathDescription Original sample (o)

Unstandardized
Beta

t Sig. R2 Adj. R2 Sig. Q2

Brand Entertainment →
Brand Awareness 0.349 2.109 0.035

Customer Engagement →
Brand Awareness 0.254 1.998 0.046 0.726 0.711 0.000 0.531

Customization → Brand
Awareness 0.287 2.751 0.006

E-Word of Mouth → Brand
Awareness -0.095 0.859 0.645

Social Interaction → Brand
Awareness 0.152 2.916 1.358

Dependent Variable: Brand Loyalty, 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)

Figure 4.10, 4.11 and 4.12 presents the results of PLS-SEM analysis for the effect of social

media marketing components have no significant effect on brand awareness of SMEs in

Southwest, Nigeria. The Adjusted R2 was used to establish the predictive power of the

study’s model. From the results, the adjusted coefficient of determination (Adj R2) of 0.711

showed that social media marketing components explained 71.1% of the variation in brand

awareness 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 (β) 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, branded

entertainment (β = 0.349, t= 2.109), customer engagement (β = 0.254, t= 1.998), and

customization (β = 0.287, t= 2.751) are significant however, E-Word of mouth (β = -0.095,

t=0.645) and social interaction (β = 0.152, t= 1.358) are statistically insignificant. This

result shows that while the relative effect of branded entertainment, customer engagement,

customization and their corresponding t-value greater than the threshold of 1.96 suggesting a

statistically significant relative effect. However, the relative effect of E-Word of mouth and

social interaction 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

brand entertainment will lead to a 0.349 increase in brand awareness of SMEs in Southwest,

Nigeria given that all other factors are held constant. Moreover, taking all other independent

variables at zero, a unit change in customer engagement will lead to a 0.254 increase in brand

awareness of SMEs in 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 0.287 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 (Adj R2=0.711; p=0.000, Q2 =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 (H04) which states that

social media marketing components have no significant effect on brand awareness of SMEs

in Southwest, Nigeria.

Hypothesis Five: Social media marketing components have no significant effect on

competitive advantage of SMEs in Southwest, Nigeria.

To test the null hypothesis five, Partial Least Square-Structural Equation Modelling (PLS-

SEM) was adopted using the SmartPLS statistical platform version 3.3.3. The independent

variable social media marketing includes sub-measures such as customer engagement, social

interactions, customization, branded entertainment and e-word of mouth while competitive

advantage 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 4.13, 4.14, & 4.15) and a table (see table 4.18). Figure 4.13 shows the

path analysis, figure 4.14 shows the t value which confirm the significance of the path

analysis and figure 4.15 shows the Q2 which established the predictive relevance of the

structural model. The table 4.18 provides a tabular summary of the information in figure 4.13,

4.14 and 4.15.
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Figure 4.13: Path Analysis for Hypothesis Five
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021

Figure 4.14: T-Statistics for Hypothesis Five
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021
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Figure 4.15: Q2 Statistics for Hypothesis Five

Source: Researcher’s Computation via SmartPLS V3.3.3, 2021

Table 4.18 presents all the information depicted in figures 4.13, 4.14 & 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

PathDescription Original sample (o)

Unstandardized
Beta

T Sig. R2 Adj. R2 Sig. Q2

Brand Entertainment →
Competitive Advantage 0.097 0.432 0.665

Customer Engagement →
Competitive Advantage 0.022 0.130 0.897 0.546 0.520 0.000 0.346

Customization →
Competitive Advantage 0.321 2.196 0.029

E-Word of Mouth →
Competitive Advantage -0.019 0.111 0.912

Social Interaction →
Competitive Advantage 0.378 2.653 0.008

Dependent Variable: Brand Loyalty, 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)

Figure 4.13, 4.14 and 4.15 presents the results of PLS-SEM analysis for the effect of social

media marketing components have no significant effect on competitive advantage of SMEs

in Southwest, Nigeria. The Adjusted R2 was used to establish the predictive power of the

study’s model. From the results, the adjusted coefficient of determination (Adj R2) of 0.520

showed that 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.



202

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 (β) 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, customization

(β = 0.321, t= 2.196) and social interaction (β = 0.378, t= 2.653) are significant however,

brand entertainment (β = 0.097, t= 0.432), Customer engagement (β = 0.022, t= 0.130), and

E-Word of mouth (β = -0.019, t=0.111) are statistically insignificant. This result shows that

while the relative effect of customization and social interaction and their corresponding t-

value greater than the threshold of 1.96 suggesting a statistically significant relative effect.

However, the relative effect of brand entertainment, Customer engagement 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

customization will lead to a 0.321 increase in competitive advantage 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 0.378 increase in

competitive advantage 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

competitive 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 R2=0.520; p=0.000, Q2 =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 (H05) 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, Nigeria.

To test the null hypothesis six, Partial Least Square-Structural Equation Modelling (PLS-

SEM) was adopted using the SmartPLS statistical platform version 3.3.3. The independent

variable is social media marketing, the moderating variable is investment decision and small

business performance 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 4.16, 4.17 & 4.18) and a table (see table 4.19). Figure

4.16 shows the path analysis, figure 4.17 shows the t value which confirm the significance of

the path analysis and figure 4.18 shows the Q2 which established the predictive relevance of

the structural model. The table 4.19 provides a tabular summary of the information in figure

4.16, 4.17 and 4.18.
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Figure 4.16: Path Analysis for Hypothesis Six
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021

Figure 4.17: T-Statistics for Hypothesis Six
Source: Researcher’s Computation via SmartPLS V3.3.3, 2021
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Figure 4.18: Q2 Statistics for Hypothesis Six

Source: Researcher’s Computation via SmartPLS V3.3.3, 2021

Table 4.19 presents all the information 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

PathDescription Original sample (o)

Unstandardized
Beta

Sample
Mean

Standard
Deviation

T Sig. Q2

Investment Decision →
Small Business
Performance 0.525 0.519 0.082 6.531 0.000

Social Media Marketing →
Small Business
Performance 0.497 0.500 0.086 5.991 0.000 0.527

Moderating Effect → Small
Business Performance 0.069 0.070 0.035 2.235 0.026

Dependent Variable: small business performance, Predictors: social media marketing; Social
media marketing*investment decision.

Source: Researcher’s Result via SmartPLS Version 3.33 (2021)

Figure 4.16, 4.17 and 4.18 presents the results of PLS-SEM analysis for the moderating

effect of investment decision on the interaction between social media marketing and small

business performance in Southwest, Nigeria. To establish the moderating effect in a PLS-

SEM warrants the creation of a new variable termed social media marketing*investment

decision. This interaction term’s influence is examined on the dependent variable (small

business performance) and a significant moderating effect is established if the coefficient of

interaction 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 R2 or the R2

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 provided the

Simple Slope Analysis (SSA) which provide additional evidence to reinforce the presence or

absence of a moderating effect.

Figure 4.19: Simple Slope Analysis for the moderating effect of Investment Decision

Source: Researcher’s Computation via SmartPLS V3.3.3, 2021

From figure 4.19 the red line shows low investment decision at one standard deviation below

the mean, the blue line shows investment decision at mean which indicates regular effect

without the moderation effect and the green shows high investment decision at one standard

deviation above the mean and it reflects the moderation effect. Hence, the green line which is

above the blue line suggest that SMEs involved in making high level of investment decision

enhance the social media marketing-small business performance linkage. It is on the strength

of the moderated analysis result (β =0.069; p< 0.050, Q2 =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



208

business performance in Southwest, Nigeria. Hence, the study rejects the null hypothesis six

(H06) 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 marketing components on

performance of selected SMEs in Southwest, Nigeria showed that social media marketing

components have positive and significant effect on performance. Likewise, investment

decision becomes a significant moderator enhancing the interaction between social media

marketing and performance of selected SMEs in Southwest, Nigeria.

Conceptually, the adoption of social media marketing engenders the performance of small

and medium sized organizations. Social media marketing is a type of advertisement which

allows placing advertising messages on social media platforms that yields maximum profits

through accessing user information and then displaying specific advertising messages for

target audiences. The conceptualization of this study corroborates with the findings of the

data analysis as social media marketing is cost effective than any other form of marketing

which helps in building a profile in the most followed social media platform cost little. Social

media marketing enables businesses in building the brand name and authenticating the

business 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



209

growth and marketing performance of SMEs1. 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

business2. 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. Likewise, the standpoint of a study results

shows that customization has no direct influence on sales performance, communication has

directly influence on sales performance, branded entertainment has no direct influence on

sales performance and customers’ relationships has directly influence on sales performance

of online small businesses in Malacca3. The divergence in the result could be as a result of

the methodology or the country of research. It was found in their research that when

businesses post useful materials, then customers are more likely to share or reply to comment

with their friends and increase their interests and retention4. This study found that most of the

posts had a combination of text and message5. More than 50% of the posts were about

product or brand-centric. In the research of some scholars, the findings of their study

revealed that the customization, branded entertainment, social interaction interpreted 20% of

the variance in brand awareness as the dependent variable6. Additionally, a research revealed

through the analysis show that adoptions of social marketing tools such as branded

entertainment, customization, and communication would significantly improve competitive

advantage of SMEs7. 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 advantage8, 9. A

researcher conducted one of the most comprehensive studies to date to investigate the effect

of online marketing on small business performance10.

From the theoretical stand point both the assimilation contrast theory and unified theory of

acceptance and use of technology are strengthened. The assimilation contrast theory

perspective holds that consumers make some kind of cognitive comparison between

expectations about the product and the perceived product performance, and this ultimately

affects their loyalty towards an organizations brand. The unified theory of acceptance and use

of technology states that the perceived usefulness of social media marketing helps

owners/managers to use a particular system that can enhances business 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. This study’s results are in concomitance with these theoretical

perspectives. Therefore, on the strength of the support found in conceptual, empirical, and

theoretical submissions in extant literature with this present study’s result, the study posits

that Social Media Marketing have significant effect on small business performance of

selected SMEs in Southwest, Nigeria.
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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 the existing

knowledge in the field of marketing.

5.1 Summary of Findings

This study examined the effect of social media marketing components (customer engagement,

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

business performance (sales growth, customer retention, brand loyalty, brand awareness and

competitive advantage) and the moderating effect of investment decision on the relationship

between social media marketing and business performance. 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. Variables used to

measure social media marketing are customer engagement, social interactions, customization,

branded entertainment and e-word of mouth. 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. Variables

used to measure small business performance are sales growth, customer retention, brand

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 model of social

media marketing and small business performance was constructed based on the review of the

extant literature. The theories reviewed were assimilation-contrast theory, theory of planned

behavior, unified theory of acceptance and use of technology, social network theory and

resource mobilizing theory of social media (RMTSM). In addition, empirical discourses of

several scholars as it related to this study were reviewed based on the study’s objectives.

This study adopted the descriptive survey research design which involved the use of an

adapted structured questionnaire designed to obtain information from respondents. The total

estimated figure for the population arrived at, based on survey of selected state is seventeen

thousand, five hundred and thirty-four (17, 534) businesses in South Western, Nigeria. The

purposive sampling technique was used to select the respondents which are the

owner/managers. The Raosoft Sample Size calculator was used to arrive at a sample size of

four hundred and eighty -nine (489) respondents across the small businesses in South

Western, Nigeria. Copies of the questionnaires were administered and collected by research

assistants. The questionnaire adopted for this study consisted of two sections, sections A and

B. Section 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 consistency

test via Cronbach's alpha which was computed using SPPS 21.0 and it ranged from 0.75 to

0.94 for the variables.

Chapter four presented the data analysis, results and discussion of findings, the data

presentation and analysis were done in two stages. The first stage of analysis was the

descriptive statistics using percentages, mean and standard deviations on the responses of the

respondents as it related to the research questions and objectives. Inferential statistics was

done using the SMART PLS to test the research hypothesis as projected in the study.

SMART PLS was used to test the effect of the independent variables on the dependent

variables which was utilised for hypothesis one to five.

The empirical findings and results of hypotheses tested were highlighted thus:

1. Social media marketing components have a significant effect on sales growth of selected

SMEs in South West, Nigeria (Adj. R2=0.672,; p<0.05).

2. Social media marketing components have a significant effect on customer retention of

selected SMEs in South West, Nigeria (Adj. R2=0.651,; p<0.05).

3. Social media marketing components have a significant effect on brand loyalty of selected

SMEs in South West, Nigeria (Adj. R2=0.693,; p<0.05).

4. Social media marketing components have a significant effect on brand awareness of selected

SMEs in South West, Nigeria (Adj. R2=0.711,; p<0.05).
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5. Social media marketing components have a significant effect on competitive advantage of

selected SMEs in South West, Nigeria (Adj. R2=0.520; p<0.05).

6. Investment decision has significant moderating effect on the relationship between social

media marketing and small business performance of selected SMEs in South West, Nigeria

(Adj. R2=0.069; p<0.05).

5.2 Conclusion

The empirical findings of this study concluded that there was a statistically significant effect

of social media marketing components (customer engagement, social interactions,

customization, branded entertainment and e-word of mouth) on small business performance

of selected SMEs in South west, Nigeria. The study findings clearly indicated that there was

positive and significant effect between social media marketing components (customer

engagement, social interactions, customization, branded entertainment and e-word of mouth)

on sales growth of selected SMEs in South west, Nigeria.

Similarly, the study concluded that social media marketing components have positive and

significant effect on customer retention of selected SMEs in South west, Nigeria.

Furthermore, the study also concluded that social media marketing components (customer

engagement, social interactions, customization, branded entertainment and e-word of mouth)

on brand loyalty, brand awareness and competitive advantage of selected SMEs in South

west, Nigeria.

Relatively, 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.

5.3 Recommendations

Based on the findings from the study, the following recommendations were made:

1. Owners of SMEs should create meaningful and entertaining content on their social media

platform that is tailored towards their specific brand in order to engender sales growth. This

content will create visibility for the small business and customers will be attracted to the

brand and patronize such brand.

2. Small business managers should interact with customers on their various social media

platform by responding to comments, posts, suggestions, questions raised by the customers in

order to retain them.

3. SMEs should post social media advert that customers can engage with to Immerse, Feel,

Identify, and act in order to achieve brand loyalty. Engaging customer with branded content

builds a dynamic relationship with consumers which further drive loyalty to the brand.

4. SMEs should create personalized social media marketing campaigns that aligns their product

or services with their customers personal character which makes the customers emotional

bond stronger thereby increasing brand awareness.
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5. 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.

6. 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 their business

performance.

5.4 Contribution to Knowledge

The main objective of this study was to examine the effect of social media marketing on

business performance, this study contributed to the existing body of literature, categorically

in the areas of concepts, theories and empirics.

1. In concepts, the study offered insights into how social media marketing components

have been both conceptualized and operationalized from the business performance

perspective. Existing literatures have examined social media marketing as an

unconventional marketing practice that allows owners/managers of small businesses

to connect, interact, and cooperate with potential customers by exploiting communal

intelligent crowd sourcing to achieve superior performance. However, this study

explored the social media marketing concept by exploring it using customer

engagement, social interaction, customization and branded entertainment. These

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 nature.

3. In addition, the questionnaire used in this study contributed to knowledge in the area

of social media marketing and business performance.

4. In empirics, the findings of this study support the view that social media marketing

influences business performance. The study advanced the understanding of the

relationship between social media marketing and business performance by examining

the effect of sales growth, customer retention, brand loyalty, brand awareness,

competitive advantage. The empirical findings were done in line with the study’s six

specific objectives. Although, social media marketing is a very relevant concept in

developing nations, most of the past studies in this area have been carried out in

developed countries. This study therefore contributed to knowledge by filling this gap.

5. In theory, this study contributed to knowledge by providing support for the ideals of

the assimilation-contrast theory, social network theory, unified theory of acceptance

and use of technology, theory of planned behavior and resource mobilizing theory of

social 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



219

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 performance of

selected SMEs in South West, Nigeria. Findings from this study have implications for

managers, industry and the society at large.

Implication for Managers

This study provided implications for marketing managers and executives on how to

effectively utilize social media marketing in achieving superior business performance. This

study findings indicated that social media marketing is a viable tool in influencing business

performance positively. Therefore, top management and marketing employees should strive

to improve their social media marketing practices to achieve superior business performance.

Implication for Industry

This study provided implication for industry to ensure that the top executives of the

organisation engage in social media marketing which would help in the attainment of

superior and above average performance. The SMEs industry leaders and managers should

understand and develop a holistic approach of employing social media marketing in order to

build 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 need for

government to encourage organisations embrace social media marketing as it is goof for the

SMEs performance which will ultimately reflect positively on the society and increase tax

revenue for the government. Government should also put policies in place to checkmate the

social media marketing practices of the SMEs while creating an enabling environment for

them to flourish.

5.5 Suggested Areas for Further Research

The study made suggestions for further studies;

While this study focused on the SMEs industry, further studies should consider the effects of

social media marketing and business performance in other sectors such as manufacturing,

food and beverage, construction amongst others.

The study population covered Southwest, Nigeria, further studies should consider other

regions.

A comparative analysis could be done among the SMEs in different categories investigated

in this study, 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

Dear Respondents,

I am a postgraduate student of Lead City University, carrying out research on the above topic.

The study is purely an academic exercise, and your assistance is needed in the completion of

the research work by filling the questionnaire. All information given will be treated with

strict confidence. Kindly return the questionnaire at your earliest convenient time.

Please answer the following questions by ticking the one you consider most appropriate

among the alternatives.

Thank you for your sincere cooperation.

Lawal Lateefat Olaitan

Section A: Demographic Information

Instruction: Please answer the statement below by ticking (√) the option which best describes

your agreement.

1. 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:
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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

Using the scale below, please answer the questions below by ticking the options that best

satisfies your response to the following questions as it relates to your experiences and

practices in the organisation.

Where: Very High (VH), High (H), Moderately High (MH), Moderately Low (ML),

Low (L), Very Low (VL). The scaling is ordinal from where 6 points imply the highest

score and 1 point implies the lowest score.

Social Media Marketing

S/N QUESTIONS VH H MH ML L VL

A Customer Engagement

How will you rate the following in your organisation?

1 Customer's motivation towards the brand 6 5 4 3 2 1

2 Consumer-to-firm interactions 6 5 4 3 2 1

3 Consumer-to-consumer communications about the

brand

6 5 4 3 2 1

4 Experiential value 6 5 4 3 2 1



255

5 Commitment 6 5 4 3 2 1

6 Instrumental value 6 5 4 3 2 1

B Branded Entertainment

How will you rate the following in your organisation?

1 Customer-based brand resonance 6 5 4 3 2 1

2 Engaging experience to consumers’ 6 5 4 3 2 1

3 Unique and compelling way content 6 5 4 3 2 1

4 Informative content 6 5 4 3 2 1

5 Attractive entertaining contents 6 5 4 3 2 1

6 Viral response from customer on educative content 6 5 4 3 2 1

C Electronic Word of Mouth

How will you rate the following in your organisation?

1 Interactive communication process 6 5 4 3 2 1

2 Exchanging experiences 6 5 4 3 2 1

3 Accessibility to customers on product 6 5 4 3 2 1

4 Rapid attention to customer need through a post 6 5 4 3 2 1
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5 Use of online platforms to share opinions and reviews

with other users.

6 5 4 3 2 1

6 Brand communities through followers 6 5 4 3 2 1

D Customization

How will you rate the following in your organisation?

1 Selective placement of content 6 5 4 3 2 1

2 Configuration of products during the buying process 6 5 4 3 2 1

3 Emotional bond 6 5 4 3 2 1

4 Recognition of customers needs based on profiling 6 5 4 3 2 1

5 Customer’s individual preferences 6 5 4 3 2 1

6 Tailored product or services 6 5 4 3 2 1

E Social Interactions

How will you rate the following in your organisation?

1 Interesting content sharing on social media networks 6 5 4 3 2 1

2 Current information of the brand on social platforms 6 5 4 3 2 1

3 Interactions with customers on social media platform 6 5 4 3 2 1

4 Attachment of customers to the brand 6 5 4 3 2 1

5 Sharing of remarkable content 6 5 4 3 2 1



257

Small Business Performance

F Sales Growth

How will you rate the following in your organisation?

1 Customer base 6 5 4 3 2 1

2 Inventory Turnovers 6 5 4 3 2 1

3 Working capital 6 5 4 3 2 1

4 Ratio of customer patronage to revenue 6 5 4 3 2 1

5 Customer acquisition 6 5 4 3 2 1

G Customer Retention

How will you rate the following in your organisation?

1 Customer's inclinations 6 5 4 3 2 1

2 Trust and willingness to stick with a brand 6 5 4 3 2 1

3 Customers commitment to the brand 6 5 4 3 2 1

3 Switching barriers 6 5 4 3 2 1

4 Customer defections 6 5 4 3 2 1

5 Cordial relationship with customers 6 5 4 3 2 1

H Brand Awareness
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How will you rate the following in your organisation?

1 Strength of the brand’s presence in the consumers’

mind

6 5 4 3 2 1

2 Associations with specific brand image 6 5 4 3 2 1

3 Consumers perception of the brand to others 6 5 4 3 2 1

4 Branding campaigns 6 5 4 3 2 1

5 Recognition of brand under different environmental

conditions

6 5 4 3 2 1

I Brand Loyalty

How will you rate the following in your organisation?

1 Deeply held commitment 6 5 4 3 2 1

2 Voluntarily recommending 6 5 4 3 2 1

3 Continuous patronage 6 5 4 3 2 1

4 Customer attachment to brand 6 5 4 3 2 1

5 Intention to support 6 5 4 3 2 1

J Competitive Advantage

How will you rate the following in your organisation?

1 Unique services 6 5 4 3 2 1



259

2 Service differentiation 6 5 4 3 2 1

3 After-service benefits 6 5 4 3 2 1

4 Superior technology and continuous innovation 6 5 4 3 2 1

5 Outsourcing of some activities 6 5 4 3 2 1

K Investment Decision

How will you rate your investment decision on the performance of your business?

1 Brand recognition

2. Return on investment

3. Opportunity recognition

4. Business intelligence

5. Positive social media experience

Thank You.



260


	246. A.T. Stephan & J. Galak, The Effects of Tradi
	321. A. Biswas, N. Ingle, & M. Roy, Influence of S
	Aaker D. “Managing Brand Equity”. Free Press New Y

