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(5%Es) in Osun State, Nigeria. A survey of one lnmdred and ter (110) randomiy selected
small scale businesses in the three most wobanized cites (Osogbo, Hesa and Ne-Ife) of the
udy area was conducted, The data coilection ingtrimment wag a guestionngive designed for
the study. Daiawas analysedwith mids of Mean, Siandard Deviation and Linear Regression.
Results revealed that social media networks (Linkedln, Facebook, Whatsdpp, Fwitter,
YouTube and MySpace) jointlv and significantly influence S8Ex performaence measured by
customer acquisition, retention and increase in market share with (R = .405; P <.01) and
(R =,329; P <,01) respectively. Furthermore, vesults also show that Facebook, WhaisApp
and Fwitter were independently prediciors of S5Es performance. The study demonstrates
that small scale enterprises operators recognized social media's importance and wtilized it
1o the best of their ability. The study therefore recomnends that small businesses need o
imderstand how to use social mediz sites to engage customers and create relationships
which will in turn grow thelr business. Alse, government needs to incregse the diffusion of
imiernei infrastruciure and hardware required for accessing the internet.
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Introduction

The role of the Small Scale Enterprises (SSEs) or businesses as a catalyst for economic
growth and development has heen well documesmed in economic literature and recognized
in Nigeria. Cognisant of this fact, programmes of asgistance, especially, in the areas of
fmance, extension and advisory sexrvices, as well as provision of infrastruchmre have been
designed by the Nigerian government for the development of the SSEs (Sanmusi, 2003).
Specifically, successive govermments in Nigeria have in the last three decades shown much
interest in ensuring adequate financing for Small Scale Enierprises, by establishing various
schemes and specialized financial institutions to provide appropriate financing to the
subsector through fimding and setiing up of mdustrial estates to reduce overhead costs;
establishing specialized financial institutions, including the Small Scale Industry Credit
Scheme (SSICSs), Nigerian Industrial Development Bank (MIDE), establishment of the
National Feonomic Reconstruction Fund (NERFUND) to provide medium to long-term
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local and foreign loans forsmall, and medivm scale businesses, particularly those located in
the rural arcas; and provision of fechnical training and advisory services through the
Industrial Development Cenires.

In spite of all these laudable programmes for small scale enterprises to grow in Nigeria, most
of them die at early stage. This implies that the contributions of Small Scale Enterprises to
economic growih and development that other paris of the world are enjoying have bot been
felt in Nigeria. To support this observation, Ogbachi and Anetor (2015} noted that most
Small scale enterprisea die within their first five years of existence, another smaller
peteettage poes inbo extinetion between the gixth and tenth year. Thos, omly about five toten
percent of young small scale enterprises survive, thrive and grow to maturity.

Social media marketing has been identified as a strategy for small scale enterprises 1o
survive, thrives and grows to matority, Social media plays a vital role in marketing and
creating telationships with costomers, With limited beatier to enity, small businesses e
beginning to use social media as a means of marketing. Unfortonately, many small
businesses strugele tonse social media and have no stratepy poing intoit. As a result, without
a basic understanding of the advantages of social media and how to use it t0 engage
customers, a lot of opportnities are missed. Heller (2011) asserted that social media hold
ehortnony potential for comnpaticd to connect with customery and facilitate increased
revenue and cost reduction. As a result, the emergence of social media has captured the
interest of managers (Sashi, 2012). Currently, a prowing mmmber of entreprenenrs ars using
social media in onder to deploy them for the benefit of their business (Fischeré: Reuber,
20111). In the seme vein, Adegbuyi, Akinyele and Akinyele (20135) also affirmed that social
media plays a vital role in mearketing :mnd creating relationships with custoaners. With limdted
barrier to entry, small businessas are beginning to use social media a3 a means of marketing.
According to Harris and Ree (2009), social media provide a solution to overcome these
stmiggles, since only a low level of information technology skills is required and its usage is
for free,

Based on this background, this study imtends to examine the impact of social media
marketing on small scale enterprises performance in Osun State, Nigeria,

Research Froblem

Studies revealed that most SMEs in Nigeria die within their first five yemrs of existence, a
smaller percentage go into extinction between the sixth and tenth vear while only about five
t0 ten percent survive, thrive and grow to maturity (Omuigu, 20035; Aremu and Adeyemi,
2011). Many factors have been identified as coninbutmg to this premaimre death of SMEs.
Key among them is the reluctance to adopt social media marketing, Challenges arise when
crganizations fail to folly understand the characteristics of social media merketing and are
unable to carry out an effective implementation of social media marketing. This is supported
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by Andrew and Malik (2014), who found that some SMEs operators are reluctant to adopt
social media in their business bocause they are comfortable doing business the taditional
way. They did not want 1o take the risk of using social media and at the end not able to grasp
its benefits, ingtead causing unnecessary problemg to the business (Calli & Clark, 2015),

Furthesrmore, there iz dearth of studies that deal with the use of social media marketing by
SMEs in Nigerda, The few available ones are of foreign origin and therefore their findings
are not compatible to the Nigerian situation. In view of this, the current study intends to fill
the gap in knowledge by focusing on the role of social medial marketing in SMEgz
petformance,

Research Objective
i The main ohjective of this stndy was to examine the impact of social media
marketing dimengions on small enterprise performance,

Research Questions
The atudy provides answer to the following research question:
i To what extent do social media marketing dimensions have impact on small
enterprise performance?
Research Hypothesis
H,: Social media marketing dimensions have no significant impact on small enterprise
performance.
Hi; Social media marketing dimensions have significant impact on small enterprise
performance.

Litersinre Review

Small Scale Indngtrics: Some Conceptusl Clarifications

The diversity in concept of small scale cnterprise or mdustry is excanplified by a stoady
carried cart on Small Sale Industries in seventy-five (75) countries by the Georgia Institiute of
Technology in which over five different definitions were compiled. Thus, there is no
wmiversally accepted definition of small scale indusiries (Ashworth, 2011). The problem
with most of the single variable definitions is that these are inflexible and arbitrary, If
project cost, or capital or mnover is used, the definition may becomns irrelevant in later years
due to global inflation (Inang, & Upkong, 1992). The legal definition of *small business" or
'smell scale buginess’ varies by country and by industry. The Horopean Union generally
defnes a small business as one that has fewer tham 50 emmployees. However, m Australia, a
small business is defined by the Fair Work Act, 2009, as one with fewer than 15 employees.
By comparison, amedium sized business ormid-gized business has less then 500 employees
in the 1S, and fewer than 200 in Australia. In addition to mumber of employees, other
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methods used to classify small companies include annual sales (tumover), value of assets
and net profit (balance sheet), The definition of small scale entetprise or indostty in Nigetia
is varied like the international perspectives. According to the Ceniral Bank Nigeria's (CBN,
2005) Credit Guidelines, a small scale indnatry is any mamfactoring or service enterprise
whose annmal business turnover does not exceed N500.0{4 ceiling which was mmposed on
the Agricultaral Credit Guarantee Scheme (ACGS) and not more than N1 million {one
million Naira). In anotherredefinition, for Merchant Bank lending, the Central Bank defines
small scale enterprises or indusiry as those with capital investment not more than N2 million
(exchuding costofland) ermaximum tumnover of N3 million, National Council of Industry in
2001, defined small scale bnsiness ag an enteaprise with 11-100 workers and total cost
{including working capital but axcluding cost of land) of not more than fifty million naira.
Small busineswes are common in many countries, depending on the economdc system in
operation. Typical examples inchide: convenience stores, other small shops (such as a
bakery or delicatessen), hairdregsers, restaurants, guest houges, photographers, small-acale
manofacturing, and online buginesses, such as web desipm and programmning, ete,

Social Media Marketing

Social media is posited to be a phenomenon that has iransformed the interaction and
commmication of individual and entities across the world, Yet, it is argued that zocial media
i# not a new theme given that it has been evolving ginee the dawn of humen interaction
(Edosomwan, Prakasan, Kouame, Watson & Seymour, 2011). The amhors observe that,
recently, social media has infloenced many facets of homan communication, thersby
affecting business. Tt is added ihat social networking has mdeed ttomed inio a dadly practice
inseveral nsers’ lives.

The evobotion of social media brings to focus major social networking sites i
Facebook, Twitter, YouTube, Instagram, MySpace, Skype, LunarStorm, CyWorld, and
LinkedIn. According to Ashwini and Shalaka (2014), social media marketing such as
Facebook, Blogs, and YouTube have become major sources of advertising, Linkedin ig
another similar sormres used by business operators, and about 80 percent of coxnpanies use it
for the recruiting procass. Safko and Brake (200%) observed that social media “refars to
activities, practices, and behaviours among commmities of people who gather online to
share information, knowledge, and opinions using conversational media™ Weinberg (2009)
noted that social medtia “relates to the sharing of information, experiences, and perspectives
thromghont community-otiented websites™. Comm (2009) said that social media is “condent
that has been created by its andience”. Social Media markeling has also become one of the
wdestmwhnpmwpmmcﬁvﬂymdwgmﬂateammmwmthewmtmniedm
by the employees (Ashwim & Shalaka, 2014). Using these media, companies can track
employee's creativity and enthusiasm,

Social media marketing has caused a significant change in the strategies and tools
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companies use for communicating with cnstomers. Mangold and Faulds (2009) argued that
“social media combines characteristios of traditional tools {companics talking 1o cusiomers)
with a highty magnified form of word-of-mouth {customers talking to one another) whereby
marketing managers cannot control the content and frequency of such information,”
Commpanies are limited in the amount of control they have over the content and distribution of
information.

Beaefits of Social Media Marketing

Ashwunmdﬁhalaka(mlcl) highlighted the following benefita:

¥ Promote open comtmmication between employees and management,

Enable employees to share project ideas and work in teams effectively, which help in
sharing knowledge and experiences,

Social Media also promotes better content, such as webcast and videos, than jost
simple text,

Helps to commumricate collaboratively between ciotent and potential custormets, in
receiving fesdback, product definition, product development, or any forms of
customer service and suppott.

Encourage members, or part of the company's employees, to become members of a

well recognized community,
Social Media becomes a good werme for discussions and becomey a classic goal of

marketing and commmmications, but the companies mmst ensure that the employees
are adhering to the rules and eticueties of Social Media.

L

<,

<,

<,

<

Theoretical Framework

This study is anchored on theory of technology adoption and behavioural theoty, because
theory of technology adoption is nseful to explain technology adoption outcomes, while
behavioural theory focuses on the individual analysis level where human behaviour has its
impacts. Ajzen (1991) m the Theory of Reasoned Achion (TRA) stated that atiitudes and
subjective norms influence behavioural intention. Davis and Viadica (2006) applied TRA to
the individual level of technology adoption behavioor. The resultng ovtcome wag one of the
most recognizable behavioural theories of technology adoption, the Technology Acceptance
Madel (TAM). Two key construciz influence an individual’s intention to use a techmology
ans Perceived Usefiulness (PU) and Perceived Ease of Use (PEU). TAM provided a widely
accepted model in many different technologies. The model had been tested. for more than
two decades predicting and explaiming behaviour. Rescarch by Oh, Cruickshamk and
Anderson (2009) and Grandon and Pearson {2004) has used and tested TAM across a
multiple technology field. Venkatesh, Morris, Davis, and Davis (2003) extended TAM and
iniroduced factors from related models, mcorporated altemative belief factors, and
examined antecedent and moderating factors to the existing usefulness and ease of use
congtructs. Yo & Tao (2009) explained since a usiness comprises a group of individoals,
meaning business behaviour is collective hehaviowr of individnals, the Perceived of
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Usefulness of business level TAM can be defined as the number of benefits obtainable by the
cotnpany using the new techbology, which is subjectively evaluated by key decision makocrs
in firms.

Previous studies establish the relationship between social media marketing and small scale
citerprise performanee. For instance, Stinivasan, Reshean and Sandeep (2016) examined
the impact of social media marketing strategies used by Micro Small and Medium
Enterpriges (MSMBg) on customer acquigition and retention. Data was collected from 50
Micro, Stall and Mediom Enterprives (MSMEs) nsing judgement sampling. Explotadory
Tegearch is used to study the social media marketing strategies uzed by these MSMEs for
customer accmizition and retention. Results reveal that social media participation has a
strong influence on brand awareness and brand trust, which in tumn, have a strong influence
on customer acquisition and customer retention, Also, there i a strong pogitive correlation
between sales and amommnit of time spent on social media. Social tnedia marketing strategries
have a positive influence on customer acquisition and retention and to increase in market
share.

Mwangi and Wagoki (2016) also evaluated the effect of zocial media on performance of
advertisement buginess in the five leading media groups in Kenya nanely Royal Media
Services, Nation Media Group, Standard Media Group, Radio Africa, and Mediamax
Services. A sample of 82 respondents was derived vsing atratified random sampling method.,
A structored gquestionnaire was used fo collect data. Both descriptive and inferemntial
statistics were employed in the analysis, The study reveals that interactivity of social media
was positively related to performeance of advertisermend business.

Veronsge, Grace, Daniel and Bichanga (2014) also ¢xamined the role of social media
networks in penetration of mtermational markets by small and medium enterprises in Kenya.
The study used descriptive statistics and targeted & population of 65 respondents operating
SMEs at Yaya cetre in Nairobi, The stndy concludes that the benefits of social media for
internationalization inclnde the huge exposure that company can generate, the relatively low
coats associated with it, the possibilities for customer segmentstion and targeting it provides
and the market insight that can be gained from analyzing consumers' omline behaviour and
interacting with them through social networks, In another study conducted by Hajli (2013) it
was cstablished that social media provides new opporimmities for consumens to engage in
social interaction over the intemet, through online forums, communities ratings, reviews
and recommendstions, and also generate content and netwerking with others. Jagongo and
Kimyua (2013} also examined the mmpact of social media on enireprencurship growth in
Kenya, The study focused on establishing the effect of social media on the growth of SMEs
inMNairobi region. In the stody, it was noted that social networking allows businesses to gain
access to resources otherwise not available to them, increase customer and supplier contacts
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and promote partnerships. The study ascertained that social media allowed business entities
1o compmmicate speedily and cheaply with costomers,

A study by Chi (2012) explored the influence of uger motivation to engage in onling
networking om responses to social media marketing in Taiwan, In the study, it is noted that
social networking enables users to express, establish and maintain social comnections with
others while articulating their own. The siudy established that interactive digital advertising
and virtual brand advertising provide interactivity and entertainment as well as customer
underatanding and ingight, Research by Fischer and Reuber (2011), examining the use of
Twittet by ertrepreneurs, detnonstrate the potential for social media to beused ih tatry more
contexts within a buziness than purely in marketing. In her research into the use of social
media by SME fashion e-retailers in Greater Manchester, Ashwrorth (2011} found ont that
motivation to implement social media technologies was high among the retailers with
benefita such ag building stronger relationshipa with the customer, and being able to gather
intelligenos about enstomers eited as benefits of uging social media.

Kalyango sand Ady-EKumi (2013) re-affirmed that online comnonities and social networking
sites provide an effective way for social interactions and sharing information. Moreover,
Foe, Li pnd Wenyu (2009) in their study on social factors in nser perception and responses to
advertising in online social networking comtimmities established that social networkitg sites
take centre stage in electronic commerce whers consumers make social connections and also
participate in cyberspace.

Methedology

A smrvey of one hundred and ten (110) randormly selected small scale enderprises in the three
most urbanized cites (Osogbo, Tlesa and Tle-Tfa) of the smdy area was conducted. The study
sample was drawn from supermarkets, transportation, manuiacturing, education and
enterprises. In this study, small businesses referred to firms employing between 10 to 25
employees, The data collection instrument was a questionnaire designed for the study, The
instrument was desipned in Likert scale format, with responses ranging from Strongly Agree
{5)to Strongly Diisagres (1}. In order to establish the reliability of the research instrament, a
test - retest method was used. To ascertain the face and content validities of the instroment, it
was given to experts for verification. Social media marketing was measured by use of
Facebook, use of Twitter, use of YouTube, use of MySpace, use of WhatsApp and use of
LinkedIn, while the small scale enterprizse performence is measured by customer
acquisition, retention and increase in market share. Mean, Standard Deviation and Linear
Regression were used to analysis the data.
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Model Specification

Mathematically, the models are expresued as Iollovs:

Model X

Customer A¢quigition and Retention = f (use of Facebook, use of Twitter, use of YouTube,
use of MySpace, use of Whats App and use of Linkedn).

Therefore; Cistomer Acquisition and Retention=PB0 + By cieina  Proorratme T Pas orzortine T
B4mw+ﬂsum+ﬁium+€

Model I

Inctease in market share = £ (use of Facebook, nse of Twitter, use of YouTube, usge of
MyS8pace, nse of WhatsApp and nse of LinkedIn).

Therefore; increase in market share= B0 + By, atrestost T Promotrvive T Brmoctzoarion T Biossatisgons

ﬁs-m + ﬁs-m"' €

pO=Intercept

B.- B; = Begreagion coefficient

€=58tochastic errorterm

Resulty and Disewssion

Table 1: Distribution of Respondents by Social Media Marketing

Descriptive Statlstics
N Minimu | Maximu | Mean Std.
m m Deviation

Facebook 110 3.00 500 43727 SEE25
Twitler 110 2.00 500 4.2455 39017
YouTube 110 3.00 5.00| 4.2813 H6542
MySpace 110 1.00 5.00 3.8182 1.30054
WhatsApp 1190 3.00 500 44909 SE8648
LinkedIn 110 2.00 500 43182 L4867
Valid N 110 - - - -
(listwise)

Source: Author's Data Analysis, 2016,

Table 1 shows that majority of small scale enterprises make use of WhatsApp with highest
mean of 4,499 followed by Faccbook, Linkedln, YouTube, Twitter and MySpace with
mean of 4.3727, 43727, 4.3182, 42818, 4.2455 and 3.8182 respectively. This implies that
the use of social meclia networks to penetrate both local and international markets by small
and medium enterprises in Nigeria is of the high side. The study agrees with the stody of
Ashwini and Shakala (2014) who confirm that social media marketing such as Facebook,
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‘WhatsApp, Blogs, Linkedin and YouTube have become major sources used by small scale
caterprises o advertise and for the recruiting process, The implication of using social media
is to allow small scale enterprises 1o again access to resources otherwise not available to
them, increage cnatomer and supplier condacts and promote parierships,

Table 2: Regression Analyzis om Social Media and Costomer A cquisition and Retention

Model R B Square Adjusted B. Std. Emror of the Estimate
Square
1 H37 A05 371 5348
Modal Sum of Scmarea Df Mean Sqmare F Sig.
Regressi 31,502 6 5584 11.699 L0008
on
Fezidua 21.553 103 306
Total 53.055 109
Medel TUnstandandized Standardized T Rig.
Coefficients Coefficients
B Std, Error Beta
(Constant) -.023 Al =025 980
Facebook 601 008 507 5.156 000
Twitter A48 062 061 64 Ad7
YouTube 080 0835 076 L4 347
MySpace -.043 044 =080 -975 32
WhatsApp 334 092 281 3.618 000
LinkadIn 012 085 011 136 802

Source: Awthor's Data Analysis, 2016.
a. Dependent Variable: Customer Acquisition and Retention
b. Predictors: (Constant), LinkedIn, Facebook, WhatsApp, Twitter, YouTube, MySpace

Table 2 reveals that social media networking (Linkedn, Facebook, WhatsApp, Twitter,
YouTuba and MySpace) jointly and significantly influence cnstomer acquisition and
retention with (F (6, 103) = 11.699); R’ = .403; P <.01). This implies that social media
contributes 40.50%% fo customer acquisition and retention. The study is in line with
Srinivasan et al., (2016) that social media participation has a strong inflnence on bramd
awareness and brand trust, which in tom, have a sirong influence on custemer acquisition
and customer retention. In another stndy, Chi (2012) also establishes that social media isa
strong predictor of customer acquisition and customer retention. In the same vein, Ashworth
(2011) also affirms that the implementation of social media techmologies by small scale
enterprises bring benefits such as building stronger relationships with the customer amd
being able to gather intelligence about customers,

Furthermore, results also reveal that only WhatsApp (B = 0.281; t = 3.618; P < 0.01) and
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Facebook (f = 0.507; t = 6.156; P < 0.01) have significant impact on customer acquisition
andcuﬂomreﬁnﬁmwhﬂeLhkedlmTﬁWandeTubehawhsigniﬁcmhmactm
customer acquisition and customer retention. The implication of this is that small scale
enterprises always make use of WhataApp and Facebook as sources of advertising,

Table 3: Regression Analysis om Social Medls and Increase im market share

Model R R Square | Adjusted R Std. Error of the Estimate
2 Square
573 329 290 20767
Madel Summ of Df Memn Sepusore F Sig.
Squares
Regression 16.263 L 2710 3411 000°
2 Regidual 33,192 103 S22
Total 49.455 109
Model Utistzmvdardized Standedized T Hig,
Coefficients Cocflicients
B Std. Error Beta
{Constant) 092 0935 093 22
Facebook 494 100 432 4.934 D0
Twitter 194 L% 236 3.023 03
2 YouTube 017 087 017 197 244
MySpace -066 045 -127| -lL446 .151
WhatsApp 256 095 223 2703 008
LimkedIn 074 087 Q71 545 A
Source: Aathors DatsAnalysiz, 2016,

8. Dependent Variable: Increase in market share
b, Predictons: {Congtant), LinkedIn, Faceboolk, Whats App, Twitter, YonTube, MySpace

Tabla 3 reveals that social media networking (LinkedIn, Facebook, WhatsApp, Twitter,
YouTube and MySpace) were joint predictors of SSEs performance measured by increase in
market share with (F (6, 103) = 8.411); R* = .329; P <.01). Specifically, social media
technologies contribute 32.9% to SSEs performance in term of increase in market share.
Furthermore, resulis show that Facebook (8 = 0. 432; t=4.934; P<0.01); WhatsApp ¢F = 0.
223 ; t=2.703; P < 0.05) and Twilter (# = 0.256 ; t = 2.023; P < 0.05) were independently
predictors of SSEs performance measured by increase i market share. The study is
consistent with Hajli (2013) and Fischer and Reuber (2011) that Facebook, WhatsApp and
Twitter have been recognised as major social media networks that provide new opportunities
for consumers to engage in social imteraction over the internet, twough online foroms,
communities ralings, reviews and recommendations, and also generate content and
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networking with others. This implies that the implementation of social media technologies
will asgizt stnall scale coterprises to reach potential costomers through online forvims,

Conglusion and Recommendailons

The study demonstrates that small scale enterprises operators recognized social media's
importance and wtilized it to the best of their ability. Although, they still need to leamn how to
use other gocial media networks which will ¢enable them to compete globally. In today's
social media driven environment, it is essential that small businesses understand LinkedIn,
Facebook, WhatzApp, Twitter, YouTube, MySpace and the strategies behingd nging social
media, With this mostly controlled medimn, bosinesses have the oppottonity 1o
commnnicate with a wide variety of publics. The study thesefore recommends that small
businesses need to understand how to use social media gites to engaoe customers and create
nelationships which will in tun grow their business. Also, government needs to increase the
diffasion of internet infrastructare and hardware required for accessing the internet.
Diffusion could help small scale entexprises in Nigeria to gam access to social media
networks, internationalize and this would nltimataly lead to tremendons performancs.
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