ABSTRACT
Social media is a new phenomenon that has changed how the business environment operates. Businesses are able to gain access to resources that were otherwise not available to them. It has also helped businesses to increase their worthiness, cultivate strategic partnerships and increase their contact with customers and suppliers. It is therefore become important for business owners and marketers to understand how social media work as a communication and marketing tool and how they can significantly grow their businesses. The study investigate the effects of social media on small business in Kwara State. This was done by determining the major activities underlying the entrepreneurial development in Nigeria, the contribution of social media to business progress and effects of adopting social media platform on small business. The study adopted a survey research design. 200 Questionnaires were administered to the staff of captain cook bread in Ilorin out of which 193 were retrieved. Both descriptive statistics (mean frequency and percentage) and inferential statistics (regression) were used to analyze the quantitative data that was collected with the aid SPSS. The results of the study have been presented in tables and figures for easy interpretation. Among the result reveals from the study are: there is a positive and significant effects of the adoption of social media platforms on business activities of the selected small business, Social media has open up more business opportunities and reduce the overall coast of captain cook. The study recommends that to better increase business results, small business owners must understands their digital needs or take help from expertise to save time and help achieve success online all start within a small budget also Presence on Facebook, and other social media channels such as Facebook, Twitter and WhatsApp etc., is highly recommended to small business to reduce their overall cost of operations. It was concluded that the use of the social media contributes to the growth of small businesses.
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CHAPTER ONE
INTRODUCTION
1.1         Background to the Study
Entrepreneurial development all over the world and especially in Nigeria is a must to national economic growth and development. Apart from being the best approach to further diversify the nation’s economy from her mono-economy status, it is also crucial to poverty eradication and employment generation. In fact, it has been affirmed to be the bed rock of nation’s industrialization and the beginning of new era (Kwaradele, 2007; Akinbola, Kwaranaike and Tijani, 2013). Entrepreneurship itself has a long history and can be dated back as far as 17th and early 18th centuries with the popular work of Richard Cantillon and Adam Smith but was largely ignored theoretically until the late 19th and early 20th centuries and empirically until a profound resurgence in business and economics in the last 40 years (Ebbena and Johnson, 2006; Shane, 2003).
In modern society, businesses have taken different forms in terms of ownership, available resources, management and control and all these have informed the definition of a small scale business. Meanwhile, the experience of many developing economies like Nigeria has shown that small and medium scale enterprises (SMEs) can meaningfully contribute to the attainment of the national economic objectives (Abu & Ezike, 2012). Small scale businesses in particular have the potentials to achieve development objectives such as output expansion, employment generation, income redistribution, and indigenous entrepreneurship promotion and technological advancement among others (Abu & Ezike, 2012; Ogujiuba, Ohuche, & Adenuga, 2004).
In corollary, the contemporary organizations, small or big, now operate in the external environment characterized by intense global competition, technological innovation and change. This setting has the need for businesses to take initiatives, embrace risk, stimulate innovation and cope with level of uncertainty associated with external business factors such as technological innovation and change (Emangholizadeh, Borghei& Matein, 2011). Hence, this has led to the emergence of new media of marketing communications (Kotler & Keller, 2012) beyond the expectations of average entrepreneurs including the small business owners in recent times. The current trend toward social media as a new form of marketing communications with consumers is part of the change.
It is therefore not an understatement that the idea behind social media is far from groundbreaking (Kaplan & Haenlein, 2010). In fact, it is a new form of marketing communications that have revolutionalised the modern business communications and marketing practices across the globe (Kotler, 2012). The concept of social media has indeed generated confusion among scholars and practitioners (Kaplan & Haenlein, 2010) but one can trace its evolutionary development from the origin till date to be able to appreciate its relevance to the small scale businesses. According to Kaplan & Haenlein (2010), social media has really passed through different stages of development before the popularity accrued to it today.
In their own account, social media started in 1979 by Tom Truscott and Jim Ellis from Duke University as the ‘Usenet’ representing a worldwide discussion system that allowed Internet users to post public messages. It became popular about 37 year ago, when Bruce and Susan Abelson founded ‘Open Diary,’ an early social networking site responsible for bringing together online diary writers into one community (Kaplan & Haenlein, 2010). This led to the creation of ‘weblog’ which also truncated as ‘blog’’ a year later when one blogger jokingly transformed the noun ‘weblog’ into the sentence ‘we blog’. With the increasing high-speed Internet access, social networking sites such as MySpace (in 2003) and Facebook (in 2004) were created and consequently, the term ‘Social Media’ was coined and became popular as it is used by all today. It has witnessed the most recent addition, with the advent of the so-called ‘virtual worlds,’ a computer-based simulated environments inhabited by three dimensional avatars (Kaplan
&   Haenlein, 2010). The new dimensions have added LinkedIn and several other social platforms like Twitter, Whatsapp and the rest.
Among the observed challenges include finding alternative replacement for physical distribution of goods and contacts with consumers via virtual interactions and even intimacy through social media platforms like Facebook and LinkedIn or Whatsapp (Jones, Borgman & Ulusoy, 2015). Besides, social media has created a lot of
countless   opportunities   for   small    businesses    as   they   spend   less   on    marketing communications and do not need to bother themselves on the required financial resources to reach out to their numerous customers using other traditional marketing communications tools (Jones, Borgman & Ulusoy, 2015). From the foregoing, it is
clear that social media has brought some challenges and opportunities to small scale businesses today (Kaplan & Haenlein, 2010). Moreover, small scale businesses must learn to use social media to their best advantage simply because of its far-reaching impact. Consequently, the concern of this study was to examine the effects of social media on different aspects of captain cook of those businesses categorized as the small scale businesses, using selected small scale businesses in Kwara State, Nigeria as a case study.
1.2         Statement of the Problem
The fact that small and medium scale enterprises operating in Nigeria side by side with large scale industries portend certain advantages from its small size. Nevertheless, the growth of small businesses or SME sub-sectors generally has been adversely affected by several factors as a whole but the case of small scale enterprises is aggravated and far more sharply because of their precarious defense mechanisms. One of the significant problems facing the small scale businesses is lack of marketing abilities and necessary skills to deploy modern technologies to reach out to its wide range of customers.
Besides, the complexity of the modern market conditions and poor locations of their sale outlets further restrict their ability to analyze and cope with the changing trends in the marketplace. Some small scale firms do not even have the financial muscle to compete favourably. These include what it takes to install new technologies, hiring and offering the same wage rate compared with large scale firms to attract best skilled workers to help them deal with the emerging issues arising from the technological change and adoption of new innovations such as social media platform to reach out and compete better.
Poor adoption rate of technological innovations may have contributed to their lack of access to sources of funding. The situation facing most SMEs in Nigeria gets worse by the inadequacy of infrastructural facilities thereby hampering industrial growth of SMEs in Nigeria. Could new technologies mean some progress for the SME sub-sectors in Nigeria? Do they stand to benefit a lot if they embrace the technological change brought by the social media networking sites? What impact would the adoption of popular social media platforms have on the general captain cook of the small scale businesses and their owners? Obvious gap exists in providing answers to these puzzles and many more in the existing literature on the effects of social median on small scale businesses in Nigeia. This further stresses the need for this study as an attempt to examine the effects of social media on small scale businesses in Nigeria, using some selected small scale businesses in Kwara State as a case study.
1.3	Research Questions
The following questions were attempted in view of the stated objectives of the study:
1. What are the major activities underlying the entrepreneurial development in Captain Cook in the last two decades?
1. To what extent has the social media contributed to the business progress in Nigeria and beyond?
1. Does the adoption of social media platforms have any significant effects on business activities of Captain Cook business?
1.4	Research Hypotheses
The study also tested the following hypotheses:
1)      Ho: Social media has no significant role to play in the business progress in Captain Cook and beyond.
Hi: Social media has significant role to play in the business progress in Nigeria and beyond.
2)      Ho: There are no significant effects of the adoption of social media platforms on business activities of the selected small scale firms.
Hi: There are no significant effects of the adoption of social media platforms on business activities of small scale firms.
1.5        Objectives of the Study
The main purpose of the study is to investigate the effects of social media on small scale businesses in Kwara State, Nigeria. Specific objectives of the study therefore include to:
1. Examine activities underlying the entrepreneurial development in Nigeria with special reference to the business activities of small scale businesses in Kwara State in the last two decades;
1. Appraise the role of social media, as an environmental variable, in modern business enterprises, especially its contributions to their business progress in times;
Evaluate the effects of the adoption of social media platforms on business activities of the selected small scale firms.
1.6        Significance of the Study
This study would be highly valuable to different stakeholders in the campaigns towards speedy entrepreneurship development in Kwara State and across Nigeria. First, it would be an eye opener to the Kwara State stakeholders and SME- sub-sector, especially in the area of business process improvement, office and marketing practices . Second, it would also improve their adoption rate of embracing the social media platforms in moving their businesses forward from the present state.
Third, the results emanating from this study would be a revelation to online- business operators and service providers and business students generally as it would also expose them to the vantage positions brought by the introduction and adoption of social media in the business world. Moreover, the results from this study will also help IT professionals, entrepreneurs and small business owners to facilitate the required learning opportunities in the area of social media toward onward development of their entrepreneurial skills and improvement in their business performance in future.
Lastly, the study will be incomplete without mentioning its invaluable contribution to knowledge base and existing literature as well as the research libraries across the country on the subject matter as it will satisfy the knowledge quest and the need of any interested readers, lecturers and future researchers in the area of provision of some useful insight to them for any future studies in the similar area.
1.7         Scope of the Study
This scope of the study is restricted Captain Cook in Ilorin in Kwara State, Nigeria owing to certain restrictions such as limited time frame and insufficient funding to carry out this study.
1.8         Definition of Terms
Avatars: Some icons or figures used to represent particular persons in a video game,
Internet forum or social media networks.
Business: refers to any form of interactive economic activities that lead to exchange of value through want satisfying goods or services.
Capital and Finance: Capital is the money used in starting up a business or other materials set aside for production of wealth while finance refers to monetary resources or available funds or sources of funds to a business firm.


CHAPTER TWO
LITERATUREREVIEW
2.1 [bookmark: _bookmark16]Introduction
The underpinned and narrated discussions based on this section of the project paper entaila review of the literature on social media marketing and organizational performance. Itcomprisesboththeoreticalaswellasempiricalliteraturereviewonthekeystudyvariables.The literature is both theoretical and empirical. The theoretical literature include a reviewof the agency and stakeholder theories. Each of the theories has been reviewed based onitsgeneralpostulations,specificpredictiononthelinkagesbetweenthetwostudyvariables, and limitations. Empirical literature has been reviewed linkages between thestudy variables, namely: social media marketing and organizational performance. Theempiricalliteraturereviewhasconsideredeachstudy,itsfocus,findings,andlimitations.
	Technology and the internet connect people in different ways that allow them to share knowledge and information with each other (Evans and McKee, 2010). The most popular form of connectivity is through social media (Stelzner, 2010). Social media is a new form of communication which is changing the behaviour and expectations of people and the way organisations conduct business (Wollan, Smith and Zhou, 2011). Social media platforms provide a user-friendly tool for users to invite and converse with other. This type of interaction has given voice to millions of consumers who now have the capacity to talk to each other and are able to share their experiences and opinions with a global audience at little or no cost (Trusov, Buckling, and Pauwles, 2009).
	The social web revolves around conversations and interactions within groups which act and react based on collective knowledge (Evans and Mckee, 2010). Consumers have discovered the social web as a data source to learn about products and services and share their own personal experiences with the brand. This new source of information in conjunction with traditional media allows other potential consumers to consider these experiences before they themselves make an actual purchase (Trusov et al., 2009; Evans and McKee, 2010).
	This social engagement by consumers has significant impact on marketing activities as marketers need to be aware of the factors which affect the consumer’s purchase decision (Court et al., 2009). Marketers need to engage in online marketing strategies and influence consumer’s purchase decisions through social media marketing (Evan, 2010). The literature review that follows discusses e-marketing (electronic marketing), social media and the role of social media marketing in the consumer’s purchase decision journey.
2.1.1	Electronic Marketing (E-Marketing)
	According to Gommans, Krishnan, and Scheffold (2001) sharper marketing focus is required to build and maintain customer loyalty in electronic market places. Brand image and brand identity must be built through mass media online communications (Gommans et al., 2001) therefore marketers need to ensure that there is effective dialogue from the brand to the consumers (Wood, 2000). This means that brand equity plays an important role in how information is learned, retrieved and communicated between consumers in online environments when making final purchase decisions (Chattopadhyay et al., 2010).
	Consumer markets are dynamic and as brand accessibility and brand associations may change over time, so too could consumer’s purchasing behaviour change over time (Wood, 2000). Therefore consumer focus is critical when developing marketing strategies in the technology driven world where technology has delivered the promise of anything, anywhere, anytime (McKenna, 1991). Due to the accessibility of the internet, buyers and sellers are able to easily utilize communication channels by communicating, organizing and exchanging information (Kiang et al., 2000). Thus the goal of marketing is to establish the brand and own the global and virtual market place, thereby giving the brand competitive advantage (Court et al., 2006; Evans, 2010). The internet boom (and by implication e-marketing) has allowed firms to take advantage of promotional and advertising channels. The partnership of technology, the internet and marketing should assist marketers in exploring new and innovative ideas, test consumer’s real-time reactions and establish the brand in online market places (Kiang et al., 2000).
	Kalyanam and McIntyre (2002) define e-marketing as electronic marketing; the application of marketing principals through electronic resources such as the internet. E-marketing is defined by Brodie, Winklhofer, Coviekki and Johnston (2007) as using the internet and interactive technology applications to facilitate dialogue between buyers and sellers. Technology enables realistic representations of products and the ability to interact and associate with them (Hemp, 2006). Therefore e-marketing is a continuous form of marketing which occurs in real time in online environments. Brodie et al., (2007) goes on to explain that in order to fully exploit the impact of e-marketing, e-marketing needs to be supported by the traditional 4P’s of the marketing mix; product, promotion, place and price whilst taking into account social and relationship marketing. Constantinides (2002) argues that the roles of the traditional marketing mix are very different in the physical marketing environment than that of the online marketing environment.
	E-marketing focuses on human behaviour (Constantinides, 2002) and the fact that the consumers are part of a network and that these consumers are constantly participating in network groups as they interact with each other over real-time (Kalyanam and McIntyre, 2002). Thus the online shopping experience has evolved into a social experience (Hemp, 2006). This supports the argument presented by The Chartered Institute of Marketing (2009) in chapter two (2.2.1.) that the traditional 4P’s should now include people, processes and physical evidence (e.g. testimonies and referrals). E-marketing allows consumers to access product information any time via the internet, facilitate real-time conversation and feedback which ultimately facilitates customer relationship management (Kalyanam and McIntyre, 2002). Therefore the emphasis of a marketing plan needs to be on a highly interactive environment which pulls or attracts consumers, builds relationships with them, retains consumers and allows for ongoing personalised customer service (Constantinides, 2002).
2.1.2	Social Media
	Many researchers have come across the interchangeable usage of the terms “social media” and “Web2.0” (Safko and Brake 2009, 6; Kaplan and Haenlein 2009, 60); however, Safko and Brake (2009, 6) have stated out that these two terms are closely related yet not exactly synonymous, and they differ in terms of usage. For the purpose of this research, and in order to avoid any confusion, the above mentioned terms will be defined, despite the fact that social media is the central gravity of the research.
	In regards of the term Web 2.0, Tim O'Reilly, the founder of O'Reilly media, has coined that "Web 2.0 is the business revolution in the computer industry caused by the move to the Internet as platform, and an attempt to understand the rules for success on that new platform." He has further provided a general business aspect in relations of Web 2.0 as the “harnessing of collective intelligence”, in which Web 2.0 provides platforms and fills the Web with user-generated content where all individuals – the former audience are able to take part in instead of important decisions made by a few people. (O'Reilly 2006.) Alternatively, Web 2.0 is a platform whereby content and applications are continuously modified and exchanged by all users in participatory and collaborative manner, and no longer merely created and published by individuals (Kaplan and Haenlein 2009).
	There are still many ongoing debates and discussions regarding social media’s universal definition; as social media has been transforming and merging into the evolving development of New Media (Solis 2010). Regardless of what the standardized definition per se would be, many of the existing studies and articles have stated out the common core purpose of social media. Dann and Dann (2011) have demonstrated how social media is formed based upon the interconnected elements – social interaction, content, and communication media. Social media has created a new landscape in supporting the socialization of information (Solis 2007), as a result it has facilitated and enhanced communication flow by making it easier and to more people, and to spread useful information with potentially vast online audiences (Smith and Zook 2011, 10), in which the conversation may be taken place on media locally but lead to a global impact.
	Stelzner (2011) writes that social media represents marketing opportunities which can connect firms directly with their customers. In the Social Media Marketing Report 2011, Stelzner (2011) found that 90% of marketers indicated that social media was important to their business, 33% of marketers are forming metrics to measure social media as part of their return on investment (ROI), 58% use social media for up to six hours per week, 34% use social media for up to eleven hours per week, 70% of marketers want to learn more about Facebook. Stelzner (2011) further noted five popular social networking platforms; Facebook, Linkedin, Blogs, Twitter and YouTube.
These social media platforms are defined by Mayfield (2008) as follows:
In the discussion regarding different categories of social media, five distinct types of social media outlets are focused on – 1) social networking sites, 2) social news, 3) media sharing, 4) blogs, and 5) microblogging. Each of these social media platforms has provided unique features and experiences to individuals and entities, for instance marketers and consumers, in the social media sphere.
Social Networking Sites (SNSs) are platforms where individuals are able to connect with others, for instance Facebook and MySpace. Social networking sites, as Weinberg (2009, 149) states, “are generic terms for sites that are used to connect users with similar backgrounds and interests”. These platforms, generally, have few common elements across most of them – (1) users are able to create interactive and customized profiles, either a public or a semi-public, within a bounded system, (2) a list of suggested “friends” with whom they share a connection, and (3) view and traverse their list of connections and those made by others within the system (Boyd and Ellison 2007, 211). To consumers, they are the outlets, which present wealth opportunities for establishing a closer relationship with the brand via several functions – fan pages, plug-in applications, and groups. Recently, Empathica have conducted a survey about the U.S. consumers’ usage of social media to make shopping decisions. The survey population is more than 6,500 U.S. consumers, of these consumers, over half (55 percent) have “Liked” a brand’s Facebook page, and 73 per cent have claimed that their choice of recent store visit is influenced by a social networking site (Dugan 2012).
Social News sites and Social Bookmarking sites, for instance Digg, Reddit, and Scoop.it, are fairly similar, and are very much in the trend of online community. Social News enables users not only to be in control of their news streams, but also allows individuals to “submit and vote on content around the Web” but the core value of the latter one is to allow users “to collect and interesting links they have discovers and may wish to revisit.” (Zarrella 2010, 103.) In other words, individuals get to control and customized their news streams, this special attribute of social news site facilitates the democracy which creates values to users. These sites allow individuals to discover websites that a large number of people have already discovered; some say social news sites have changed the concept of newspaper nowadays and are governed by the “wisdom of crowds” (Weinberg 2009), due to the fact that the contents personal and targeted news and they empower users by putting the audience in the center via active discussions and which reacts on how readers interact (Baekdal 2009).
Media-Sharing sites (e.g. Youtube and Flickr) are outlets where individuals can upload, store, and share their multimedia files, for instance photos, videos, and music, with other users. There are myriad opportunities through the engagement to these websites, because these certain platforms within the social media segment has always been a stronghold to online societies, as they provide users opportunities to create their own podcasts with affordable technology and to propaganda their identical “channels” via subscriptions. One of the major elements of these media-sharing sites has to be highlighted is the tag. “A tag is a word assigned to a piece of content that helps describe it”, which means that businesses have to acknowledge the importance of the search words on the search engines (Zarrella 2010, 81).
A blog is an online journal which is as refer to a type of content management system (CMS), typically maintained by individuals or groups, and featured commentary and ideas for a larger group of audience (Safko and Brake 2009). Blogs create good hubs for other social media marketing tools (videos, hyperlinks, pictures, and so on), because they can be integrated into the platforms and posts; besides, blog software provides a variety of social features such as comments, blogrolls, trackbacks, and subscriptions (Zarrella 2010, 9). On the other hand, Weber (2009) has pointed due to the fact that blogs allow everyone to publish and to join multithreaded conversations online, in which some of the bloggers have no editorial restrains and have access to the entire Web; as a result, their posts can impact personal, products, or brand reputation harmfully.
Microblogging is a real-time information network, which shares similarity to blogging, yet it limits the size (number of words) of each post and encourages a faster mode of communication. Microblogging allows users to spread their short-texted messages via instant messages, mobile phones, e-mails, or the Web. For instance, Twitter, launched in 2006, is one of the primal and leading microblogs that currently has over 140 million users as of 2012 and handles over 1.6 billion search queries per day (Twitter 2011). Obviously, Twitter provides companies with leverage via Internet traffic by creating a buzz on online communities, as users get the essence and concise information through short-texted posts. Many companies have been using Twitter to tap into the business prospects, influencers, and customers; by doing so, businesses are able to take advantage in relationship building, achieving on-line and offline marketing objectives, and brand building etc. (Weinberg 2009). Retweet is one of the most powerful mechanisms to marketers, in which individuals can copy and paste what others have posted onto their Twitter stream. Consequently, the certain tweet gets to spread virally in a furious speed (Ingram 2012).
The popularity of social media marketing is due to the fact that social media is low cost and bias free and allows marketers to gain insight into markets. The vast amount of available information allows marketers to mine social networking data and engage in consumer profiling which ultimately results in better and more effective market communication strategies (Kotler et al., 2010). Consumers have become well aware of the power of social media and are therefore able to positively or negatively reinforce a brand (Mangold and Faulds, 2009). Loyal customers will act as a sales force, spreading a positive message about the brand through viral marketing and in particular online marketing such as social networking sites and blogs (Fauser et al., 2011). Social media thus presents marketers with the opportunity to execute more emotional touch points in areas where consumers are able to connect with each other and share their experiences. These touch points are hugely emotional and offer marketers the opportunity to connect and engage with consumers correctly and generate exposure for the organizations brands (Joseph, 2010).
2.1.3 	Social Media Marketing
	Trusov et al. (2009) explain that social networking platforms allow users to connect with each other and typically attract a small group of first time consumers. The greatest appeal of social media marketing is for the brand to make a strong impact on consumers and consumer groups (Brandz, 2010).


Golden (2011) lists the characteristics of social media marketing as follows:
Tone: Social media is about honesty and being authentic. Marketers need to ensure that the message to the audience is credible and reliable;  
Conversation: Social media marketing generates two ways conversation where the customer is an integral part of the marketing department. Customer opinions matter and impact on marketing strategy;  
Validation: Buyer and consumer reviews are as influential as the marketer’s claims of the brands features and benefits. This sets the stage for the brand to meet consumers expectations;  
Reach: Social media marketing allows marketers to reach a wider audience with more dramatic results in far less time and at lower costs; and 
Control: Control is the single biggest challenge in social media marketing. The internet allows the entire world to report what they see as they see it (in real time). All testimonies, opinions, customer experiences (positive and negative) and customer messages are able to go live at any time. These messages are not always accurate nor are they in the control of the marketer and the challenge to the marketer is to respond to these messages in a professional manner.
2.1.4	Social Media And Consumer
	Companies are engaging with the purpose of creating brand awareness, engaging their existing customers, driving traffic to other marketing properties and growing channel number (Zarrella 2010; Weber 2009; Weinberg 2009; Smith and Zook 2011). The following section discusses on how consumers are affected by social media, and identify which would be the considerate phase of the purchase process that marketers should tap into.
	Regarding the information processing theory of consumer choice, it is mentioned that there are vast amount of advertisements competing with each other in order to grasp individuals’ attention (Fennis and Stroebe 2011) and the fact that human beings have an obvious limited brain capacity in processing information; therefore, it is a challenge for each discrete message to get heard above the din (extraneous factors that distract or distort the message), even if marketers have the right message (Silverman 2001, 67). 
Each of the social media platforms plays a role in giving out, receiving, and exchanging information without any boundary limitations, and as mentioned previously that social media enables two-way flow of information. Since the flow of communication does not merely impact how companies can access their targeted groups, but also it influences throughout the entire decision process, from interpreting the message, searching for available alternatives, as well as actions carried out in the after the purchase; thus, It is important to denote that message rejection, misinterpretation, and misunderstanding are the possible pitfalls in the flow of communication (Smith and Zook 2011, 120). 
In relating to social media marketing, the biggest fear of companies and brands is to give up the control over the content, and the frequency of information; however, it is essential for marketers to realize that reviews and discussions, as user-generated contents, serve to demonstrate a company’s transparency. (Weber 2007.)
When Zagat and Amazon started inviting individuals (such as consumers and users) to give their opinions, there was no stopping the trend (Weber 2007); that is, the communication in present-day has drastically altered into a medium that is composed of millions of people who can actually contribute or detract from a marketing message. Consequently, comparing to offline traditional marketing channels (such as television, newspaper, magazines, and so on), word-ofmouth solely relies on social media outlets in this digital age (Knowledge@Wharton on Forbes 2012), due to the fact that websites allow users to create their own virtual spaces in which fosters and ignite the word-of mouth. (Weinberg 2009.)
Conversation in traditional media is one-way: the company spoke, an audience listened. Mass messages are filtered through opinion leaders to the mass audience, in which opinion leader is very hard to be identified since they are not formal experts and do not necessarily provide advice but have a certain degree of influence on consumers (Katz and Lazarsfeld 1955). 
In the notion of communication models theories (Goldenberg, Han and Lehmann 2010), the findings (Katz and Lazarsfeld 1955; Bulte and Wuyts 2007) have provided that opinion leaders are those initially exposed to certain media content who interpret the message based on their own opinion, and are more active than others both in seeking information and in conveying it to others. (See Wuyts et al. 2010, 283-300)
2.2 [bookmark: _bookmark17]Theoreticalreview
ThemarketingequitiestheoryandChaffey’stheoryeachhavepredictionsontheassociationandrelationshipbetweensocialmediamarketingandorganizationalperformance. Founded by Kim and Kom (2012) the former predicts that social mediamarketing activities effect the business performance and therefor have a positive andevident effect on the performance of a business. Originated by Chaffey (2012) latterpredicts that by establishing a long term relation with clients, not only does social mediamarketing cause an immediate impact, but also secures the business performance in thelong term. Below is an elaborate discussion on the postulations of each theory, and theirlimitationsinlight of the current study.
2.2.1 [bookmark: _bookmark19][bookmark: _bookmark18]MarketingEquitiesTheory
OriginatedbyKimandKom(2012)marketingequitiestheorypostulatesthatsocialmediamarketingactivitieshaveprovedtohaveapositiveevidenteffectontheperformanceofanorganisation.Theoriginatorsofthetheoryinitiallyfocusedonthemarketingactivitiesusedby luxury fashion brands to promote their products. They included entertainment in theparticular sector of the indutry, customer interaction based on the goals of the business,trendiness, customization of the products and services offered to the targeted audience forconsumption,recommendationandwordofmouth.Theirimpactonfirmperformancewasanalyzed in terms of brand equity, customer equity, purchase intention, value equity, andequitylinkages.
Finally Kim and Kom (2012) concluded that this model provides a solid view on theworkingsofsocialmediamarketing.Thefivemarketingtechniquesareatthepillarsofthestrategy.
Frequent customer interaction offers the firm and the management running the business agoodopportunityandavenuetodirectlyorindirectlyshowcasethebenefitsofitsproducts,and address any complaints raised by the customers. The significance of this theory to thestudyisthatitlooksattheassociationbetweenmarketingactivities,andbusinessperformance.Itdirectlycorrelatessocialmediamarketingstrategiestoimprovedmarketingfeatures. It therefore forms a good basis in the research working to evaluate the impact ofsocial media marketing. However, the theory overly assumes that the same dimensions ofsocial media marketing would be applicable across contexts, yet the reality is that variouspractitionersexploredifferent dimensionsof social media marketing.
2.2.2 Chaffey’sTheory
OriginatedbyChaffey(2012),thetheorylooksatsocialmediamarketingasaninformalmarketingapproach.Accordingtothetheory,communicationandhumannetworkingareatthecoreof humanbehavior,andultimatelycustomer behavior. Socialmediamarketingtherefore utilizesthese platformstoinfluenceopinionsondifferentproductsandservices,and ultimately lead them into making purchases, and even maintain loyalty to one brand.Thistheoryfocusesonsocialmediaasarelationship-buildingtool.Throughsuchinteractions,ameaningfulrelationshipisfosteredbetweenthebusinessanditsclients.Thesignificanceofthistheorytothestudyisthatitbringsinanewangleofviewingtheimpactofsocialmediamarketing(Heinzeetal.,2016).Byestablishingalongtermrelationshipwithclients,notonlydoesitcauseanimmediateimpact,butalsosecurestheperformanceofthebusinessinthelongterm.Itthereforecallsforanevaluationoftheshorttermandcriticallyoverseeingthelongtermbenefitsofsocialmediamarketing.Thetheoryhoweverdoesnotspecifytheconditionsunderwhichitspostulationswouldbevalid.PreviousstudiessuchasKimaru(2011)haveforexampledeterminedthathaphazardlyimplementedcommunicationandnetworks can actuallybecounterproductive.
2.3 [bookmark: _bookmark20]EmpiricalLiteratureReview
Basedonthemainandcoreobjectiveoftheresearch,inthisparticularregionafewstudieshave been conducted and submitted for examination.. Most of them have focused on theuse of social media in other fields, but few have looked at it as a marketing tool. Flaniganand Obermier (2016) conducted a study on the use of Social Media in the IndustrialDistributionBusiness-to-Business MarketSector in theUnited Statesof America.
Thestudywashoweverbasedinamoredevelopedeconomycontext,andfocusedonlargecorporations. Srinivasan, Bajaj and Bhanot (2016) considered the effect of social mediastrategiesutilizedbySMEsonclientacquisitionandretention.Thestudyfoundthatsocialmedia participation strong influence on brand trust and confidence, clients have a reasonto find credibility in the products, which thus, affects customer acquisition and retention.It was likewise found that there is a positive conflation between revenue and social mediavisibility; and that web-based social networking promoting techniques affect customeracquisition and retention and to increment in piece of the overall industry. The studyhowever focused on client retention which is not a measure of growth but of stability. Itwasalso conducted in foreigncountrycontext.
Ayedunetal.(2014)examinedtheimpactofadvertisingproceduresoncorporateexecutionof estate surveying and valuation firms in Kaduna City of Nigeria. The study had thefindings that it is well evident that there is for sure a positive association and relationshipbetweenmarketingmethodologiesadoptedbyfirmsinattainingbusinessgoalsandremaining relevant in the industry and corporate performance of the firms. The study washowever focused on advertising, a single dimension of marketing. It also focused onvaluationfirms, mostof whichare conservative and arenotgrowthaggressive.
Durkin,McGowanandMcKeown(2013)investigatedweb-basedsocialnetworkingreception in little to medium-sized ventures in Ireland. It was found that an assortment ofvariousways todealwithweb-basedsocialnetworkingselectionwhichregularlychangedby hierarchicalsettingand staff competency level.It was additionally observedthatorganizations shared nervousness were they not to embrace what was seen to be anothercrucialtoolforbusinessdevelopment.Thiswasaforeigncountrycontext,whoseSMEenvironment is most likely different from that of , hence it findings may not beapplicableto the nSME scenario.
A studybyMasinde (2012) was conducted in Kwara stateand itfocused on universitystudents, and how they respond to social media marketing. The study was a quantitativedescriptive study that tried to establish whether social media campaigns had an impact onbrand awareness and brand loyalty among the students. The results of the study indicatedthatsocialmediadidinfacthaveapositiveimpact.Therewasincreasedbrandawareness,improvedattitudetowards the brand,and increased level ofloyalty.
Thelimitationofstudyisthatitassessedtheimpactanddirecteffectivenessofsocialmediamarketing on targeted consumers who would prefer to use the services offered from thebusiness and not the impact it had on the business. It also does not explain the impact ofthemarketingtechniqueonorganizationalperformanceofthebusiness.Anotherlimitationofthisstudyisthatittargetedaveryuniquemarketdemographythatisuniversitystudents.This is a unique group of individuals who are basically well versed with the appliactin ofsocial media and who spend a significant amount of time on social media platforms insearch of their interests , and tend to follow trends. Therefore, the impact of social mediain this population cannot be taken to be a representative of the entire market. This studyaimstoresolve thisbiasbytargeting amore representative population.
AstudybyKimaru(2011)aimedatassessingthetourismsectorasawholeandestablishingtheroleofsocialmediamarketingapproachesas amarketingtooltoadvertisetheservicesin the lucrative industry. The study core objectives were basically to find out whethertourism companies use social media marketing to promote their destinations and servicesingeneral.Italsolookedintothe socialmedia strategies utilizedbythesecompanies.Thefindingsofthestudyindicatedthatsocialmediaboostsawarenessabouttouristdestinationand stirs interest in them. The study however identified that companies do not havecomprehensive marketing strategies on social media marketing, and recommended theadoption of new social media marketing channels by businesses. This study however hadafew shortcomings that this research aims to address.
Forstarters,itsolelytargetedthetourismindustry.Thereisthereforeaninformationalgapabout the utilization of social media in other industries. The study also did not look at theimpact of these social media campaigns on business performance. Lastly, the study wasconductedinsevenyearsago,thatwastheyear2011.Thisisquiteadurationinthedigitalworld, and a lot has changed since then. It is therefore important to assess the currentsituation.
An investigation by Njeri (2014) aimed at evaluating the effect of social media in thebankingindustryin.Fromthestudy,ittypicallytargetedalltheoperatingcommercial banks, and tried to determine how social media interactions affected theirfinancialperformance.Basedonthefindingsofthestudy,itwasestablishedanditrevealedthat social media has improved the financial position of all the banks. Through socialmedia,theywereabletoacquireagoodnumberofcustomers,andatareducedcost.Therewas also increased revenue due to increased uptake of loans. The net effect was thereforequitepositive. Thereare several limitations ofthis study.
First, it targeted a specific industry, and therefore leaves a knowledge gap for all the otherindustries utilizing social media marketing campaigns based on online interactions as amarketingtool.Secondly,thesamestudyconductedrevealedandcouldnotfullyestablishifthefinancialbenefitswereexclusivelyaresultofsocialmediamarketingormultipleotherfactorssuchaseconomicperformanceinthefinanceindustryinthatyear.Conductedin Ilorin town in , a study by Mwaniki (2012) targeted SMEs being run by theyouthinthetown.Thisisamuchrelatablestudyasittargetedthesamedemographicsthatthis research wants to reach. The study was also descriptive, and involved collecting datafrom individuals running SMEs in the targeted towns for the research. The study resultsrevealedthatindeed,youthsusedsocialmediaas anavenuetopromotetheirbusinessesinIlorintown.
Thestudyalsoidentifiedsocialmediamarketingasanupcomingmarketingtechniquethatis bound to become the primary method of business promotion in the region. This studyhasveryfewshortcomings. Itaddressesthesameissuesthatthisresearchaimstoachieve.The only shortcoming is that the study did not objectively look into the impact of socialmediamarketingontheorganizationalperformanceofthebusiness.Also,itwasconductedandreportedinadifferentlocationthatisIlorin,whichhasdifferentdynamicscomparedtoKwara state.
Social media is theorized to have an evident positive effect and its impact on business isjustifiable based on the business goals and marketing operations objectives. There ishowever a need to have a methodological way of assessing the business performance, andthis is where organizational performance comes in.Organizational performance refers tothe actual outputs of a business entity measured against its targets. It focuses on majorpillarsof abusiness suchas finances, sales, andassets.



CHAPTER THREE
RESEARCHMETHODOLOGY
3.1 [bookmark: _bookmark24]Introduction
The discussions on this chapter is a presentation on the proposed research methodologyproposedto beused forthecurrent studyin orderto achievetheresearch objectives.
3.2 [bookmark: _bookmark25]ResearchDesign
Anexploratory study isonethataimsatfinding outwhatishappening inagivenenvironmentalsettingwithregardtothephenomenonunderstudythroughaskingquestions; a descriptive study refers to portraying an accurate profile of a phenomenon,persons, situations so as to bring out more information; whereas an explanatory study isonethataimsatestablishingassociationbetweenstudyvariables(Yin,2013).Thiscurrentstudy soughts to establish and reveal ‘how’ the various mentioned dimensions of socialmediamarketingandtheireffectsonorganizationalperformance.Therefore,basedonthisstudy, a cross-sectional study will be an effective study guide as it seeks to measure theassociation of variables at an instant so as to describe the incidence of a phenomenon andhowthevariablesare related(Saunders, et al., 2009).
Descriptive statistics would be used to prepare the data for further statistical analysis toenhance the chances of generalization from the study sample to the study population.Statistical analysis would provide the basis for establishing the probabilistic associationbetweenthe variables,and drawingof conclusions (Yin, 2013).
3.3 [bookmark: _bookmark26]PopulationoftheStudy
Populationisacollectionofelements,objectsorindividualsformingthecentralfocusofastudy.Theindividualsorobjectsmustbehavingsimilarobservablecharacteristics(Cooperet al., 2011). The desired target population of this current study would be all the SMEs inKwara stateenlisted bythe Micro, Small and Medium Enterprises Authority(MSEA).
SMEs in Kwara state were chosen as the population of the study due to the nature andfrom of the research problem and objectives of the study. A list of the firms was obtainedfrom the Micro, Small and Medium Enterprises Authority (MSEA) (2018) indicating thatthere are 699 SMEs in the data base. The firms would therefore be included in the studywithout regard to the size, industry of operation, among other characteristics. This isbecausethosedifferencesincharacteristicsarenotpartofthescopeoftheproposedstudy.

3.4 [bookmark: _bookmark27]SamplingDesign and size
SamplinghasbeendefinedbyMugendaetal.(2003)asthechoiceofelementsinauniversetobeincludeinastudy,andformingthebasisofinferentialstatistics.Ofthe699SMEsinKwara state, 255 were randomly selected for inclusion in the study, the sample sizewasarrived atfrom the formula fordeterminingsamplesizefroma definitepopulation:
[image: ][image: ][image: ][image: ][image: ]where:isthecriticalvalue,+valueistheverticalboundaryfortheareaof [image: ]normaldistributioncurve(rightside),isstandarddeviation,andissamplesize.
Thisissamplingdesignwouldfacilitateeconomiccompletionofthestudyobjectives.Thissamplingdesign has been selected becauseitwould meet thestudyobjective.
3.5 [bookmark: _bookmark28]Method of Datacollection
Attached in Appendix II, is the structured questionnaire that was distributed to the targetpopulation as per the study objective was used to collect primary data from targetedrespondentsinthecurrentstudy.Questionsweredevelopedtocovervariousaspectsof
social media marketing and organizational performance. The tool contained open as wellas close-ended items. The latter was used with the aim of providing more structuredresponsesthatwouldfacilitatequantitativeanalyticalmethods,andconclusiondevelopment.
Thequestionnaireswereadministeredtoseniormostexecutiveoftheorganizationbecausethey are capable of providing valid responses in relation to the study objectives. Thequestionnaireconsistedoftwosections.SectionAsoughtstogatherandadequatelyanalysegeneral information about the respondents in the indutry, while section B concentrated onquestions on social media marketing. Data on the various organizational performanceindicatorswereobtainedfromtheMicro,Small,andMediumEnterprisesAuthority(MSEA). The questionnaire was accompanied with a consent form attached in AppendixI,as an ethical consideration strategy.
3.6 [bookmark: _bookmark29]Method DataAnalysis
Data analyses comprised numeric measures and were done using descriptive statistics. Ithelpedtodisplaythedatadistribution,includingmeasuresofcentraltendencyanddispersion.Multipleregressionmodelwasusedtomeasureassociationbetweenthevariables as stated in the objective of the study. This was done using Statistical Packagefor Social Sciences (SPSS) version 23.
The study analytical model was finally guided bytheregression model below:
Y=ɑ+β1x1+β2x2+ β3x3+μi
Where,
Y=	CompositescoreofOrganizationalPerformance
[bookmark: _bookmark30]X1=   CompositescoreofIdentity
X2=Composite score of ConversationX3=Compositescore ofSharing
β =Beta coefficient of variable i the measure of the change in Y associated with a tchange in X.While μί –refers to the expected error that is assumed to be associated withthevariables
The coefficient of determination (R-Square) obtained gave the explanatory power of themodel while the correlation coefficient (Beta factor) for each of the four independentmeasuresgavethenatureandextentofassociationwiththedependentvariable.Theresultsof significance were interpreted at 5% level of significance. The p-values were theninterpretedfor significance.

CHAPTERFOUR
DATAANALYSIS,RESULTSANDDISCUSSION
4.1 [bookmark: _bookmark31]Introduction
This section entails data analysis, the results, presentation, and discussion. Data analysisinvolves demographic analysis, descriptive, and regression analyses. Discussion of thefindings relate to the theoretical and prior empirical comparison with the findings of thecurrentstudy.
4.2 [bookmark: _bookmark32]ResponseRate
[bookmark: _bookmark33]200 respondents were targeted by the study, from whom 160(80%) successfully returnedthe questionnaires. Mugenda et al. (1999) suggests that a response rate of 70 percent andaboveisexcellent.Basedontheassertion,theresponseratewasconsideredtobeexcellent.Table4.1: ResponseRate
	QuestionnaireDistributed
	Frequency
	Percentage

	FilledandReturnedCopies
	204
	80

	UnreturnedCopies
	51
	20

	Total
	255
	100.0


Source:ResearchFindings 2022
4.3 [bookmark: _bookmark34]DemographicInformation
Therespondentswereaskedtoindicatethefollowingdemographicdata:levelofeducation;the period of time for which they had undertaken the business; whether or not they wereusingsocialmediaformarketing;thespecifictypeofsocialmediaplatformthattheywereusing;howregularlytheyusedsocialmediaformarketing;andtheparticularsocialmediamarketingstrategythat theywereusing.

[bookmark: _bookmark35]4.1 Analysis of the demographic segment of the questionnaire
Table: sex of the respondents 
	Sex
	Number or respondent
	Percentage

	MALE
	97
	48.5%

	FEMALE
	103
	51.5%

	TOTAL
	200
	100%


Table 1 show that 97, which represent 48.5 percent of the total respondent are male and 103 which are 51.5 percent are female 
Table 2: Age Distribution of The Respondent
	Age range
	Number of respondent
	Percentage

	16-20
	53
	26.5%

	21-30
	134
	6.7%

	31-40
	13
	6.5%

	41-50
	___
	___

	Above years 
	___
	___

	Total 
	200
	100%


Source:ResearchFindings 2022
 From table 2, the age range of respondents that fall within 16-20 years are 53 which is 26 percent,21-30 years are 134 which is 67 percent, 31-40 years are 13 which is 6,5 percent
Table 3:  marital status of respondents 
	Marital  status
	Number of respondent
	Percentage

	Single 
	169
	84.5%

	Married 
	31
	15.5

	Total 
	200
	100%


Source:ResearchFindings 2022
Table 3: shows that 169 which is 84.5% of the total respondent are single while 31 which is 15.5% are married.
Table 4: educational qualification of respondent 
	Educational qualification 
	Number of respondent 
	Percentage 

	SSCE 
	42 
	21%

	ND/NCE 
	129
	64.5%

	HND/B.SC
	29
	14.5%

	TOTAL 
	200 
	100%


Source:ResearchFindings 2022
 Table 4 shows that 42 which is 21% of the respondent are ssce, 129 which is 64.5% are ND/NCE, 29 which is 14.5% are HND, B.SC holders 
Table 5: occupational distribution of respondents.
	Occupation 
	Number of respondent 
	Percentage 

	Self employed 
	44
	22%

	Civil servant 
	27
	13.5%

	Student 
	129
	64.5%

	Others 
	___
	____

	Total 
	200
	100%


Source:ResearchFindings 2022
 Table 5 indicates that 44 which is 22% of respondent are self-employed, 27 which is 13.5% of the respondents are civil servant, 129 which is 64.5% of the respondent are student .
Table 6 
	Religion 
	Number of respondents 
	Percentage 

	Muslim 
	109
	54.5%

	Christian 
	85
	42.5%

	Traditional 
	3
	1.5%

	Others 
	3
	1.5%

	Total 
	200
	100%


Source:ResearchFindings 2022
Table 6 indicates that 109 which is 54 .5% of respondents are Muslim, 85 which is 42.5% of respondents are Christian, 3 which is 1,5% of respondents are traditional, 3 which is 1.5% of respondents are others 
4.2 	Analysis Of The Instrument 
Question One 
Do you use social media? 	
	Item one of the questionnaire answers the above research question. It is presented in tabular form as seen in the table below.
Table 1: 
	Categories
	Number of respondents
	Percentage

	Yes
	192
	96%

	No 
	8
	4%

	Total 
	200
	100%


Source:ResearchFindings 2022
 Table 1 indicates that 192 respondents which is 96% of the respondents agree that they usually use social media, 8 respondents which is 4% of the respondents disagree that they don’t usually use social media.
Question two 
What do you use social media for? 
Item two of the questionnaire answers the above research question.
Table 2  
	Categories 
	Number of respondent 
	Percentage 

	Shopping 
	 63 
	31.5% 

	Chatting 
	50
	25%

	Information 
	66
	33%

	Make friends 
	21
	10.5%

	Total 
	200
	100%


Source:ResearchFindings 2022
Table 2 indicates that 63 respondents which is 31.5% use social media for shopping, 50 which is 25% use social media for chatting which is 33% use social media for information, 21 which is 10.5% use social media to make friends.
Question Three 
What type of social media do you use? Item three of the questionnaire answers the above research question 
Table 3  
	Categories 
	Number of respondent 
	Percentage 

	Facebook 
	105 
	52.5%

	Instagram 
	46
	23%

	What Sapp 
	43
	21.5%

	Snapchat 
	6
	3%

	Total 
	200
	100


Source:ResearchFindings 2022
Table 3 indicates that 105 respondents which is 52.5% use Facebook, 46 respondent which is 23% use instagram, 43 respondents which is 21.5% use WhatSapp , 6 respondents which is 3% use Snapchat
Question Four 
Do you pay attention to advertisement on social media websites? 
Item four of the questionnaire answers the above research question 
Table 4 
	categories 
	Number of respondents 
	Percentage 

	Yes 
	187
	93.5%

	No 
	13
	6.5%

	Total 
	200
	100%


Source:ResearchFindings 2022
Table 4 indicate that 187 which is 93.5% respondent pay attention to advertisement on social media, 13 which is 6.5% respondent don’t pay attention to advertisement on social media 


Question five 
What is your preferred source of information for your buying decision? 
Item five of the questionnaire answers the question 
Table 5 
	Categories	
	Number of respondent 
	Percentage 

	Company’s website 
	5
	2.5%

	Social media 
	50
	25%

	Friends &relatives 
	54
	27%

	Advertisement 
	91
	45.5%

	Total 
	200
	100%


Source:ResearchFindings 2022
Table 5 indicates that 5 respondents which is 2.5% prefer company’s website for their decision , 50 respondents which is 25% prefer social media for their buying decision , 54 respondents which I 27% prefer hearing from friends & relatives for their buying decision , 91 respondents which is 45.5% prefer advertisement for their buying decision .
Question six 
Do you feel social media helps your buying decision 
Item six of the questionnaire answers the above question 
Table 6 
	Categories 
	Number of respondents 
	Percentage 

	Yes 
	190 
	95 

	No 
	10
	5

	Total 
	200
	100%


Table 6 indicate that 190 respondents which is 95% agree that social media helps in their buying decision, 10 respondents which is 10% disagree that social media don’t help in their buying decision .
Table 7: The social media post enlighten the public on their buying decision  .
	Categories 
	Number of respondent 
	Percentage 

	Strongly agreed 
	127
	63.5%

	Agreed 
	42
	21%

	Strongly agreed 
	10
	5%

	Disagreed 
	21
	10.5%

	Total 
	200
	100%


Source:ResearchFindings 2022
Table 7 shows that the question above answers is strongly agreed by 127 which is 63. 5 percent, agreed by 42 respondents which is 21 percent, strongly disagreed by 10 respondent which is 5 percent, disagreed by 21 respondent which is 10.5 percent
Table 8:  social media influence buying decision.
	Categories 
	Number of respondent 
	Percent 

	Strongly agreed 
	23
	11.5%

	Agreed 
	84 
	42%

	Strongly agreed 
	21
	10.5%

	Disagreed 
	72
	36%

	Total 
	200
	100% 


Source:ResearchFindings 2022
Table 8: shows that the question above answers is strongly agreed by 23 respondents which is 42%, strongly disagreed by 21 respondent which is 10.5%, disagreed by 72 respondent which is 36%.
Table 9: social media provide more effective platform for new products/ services/brands to draw consumers’ attention than mass media channels.
	Categories 
	Number of respondents 
	Percentage 

	Strongly agreed 
	13
	6.5%

	Agreed
	64 
	32%

	Strongly agreed 
	52
	26%

	Disagreed
	71
	35.5%

	Total 
	200
	100%


Source:ResearchFindings 2022
Table 9: shows that the question above answer is strongly agreed by 13 respondents which is 6.5% percent , agreed by 64 respondents which is 32 percent , disagreed by 71 respondent which is 35.5 percent .
Table 10 : social media provide an effective platform for consumers to communicate with each other and with the companies 
	Categories 
	Number of respondent 
	Percentage 

	Strongly agreed 
	48
	24%

	Agreed 
	86 
	43%

	Strongly disagreed
	7
	3.5%

	Disagreed
	59
	29.5%total 

	Total 
	200
	100%


Source:ResearchFindings 2022	
Table 10 shows that the question above answers is strongly agreed by 48 respondents which is 24 percent, agreed by 86 respondents which is 43 percent, strongly disagreed by 7 respondents which is 3.5%, disagreed by 59 respondents which is 29.5 percent.
Table 11: the social media is an influential agents in enlightening consumer buying behaviors  .
	Categories 
	Number of respondents 
	Percentage 

	Strongly agreed
	14
	 7%

	Agreed 
	97 
	48.5%

	Strongly disagreed 
	19
	9.5%

	Disagreed 
	70 
	35%

	Total 
	200
	100%


Source:ResearchFindings 2022
Table 11 shows that the question above answer is strongly agreed by 14 respondent which is 7 percent, agreed by 97 respondent which is 48.5 percent, strongly disagreed by 19 respondent which is 9.5 perfect, disagreed by 70 percentage which is 35 percent.
Table 12: social media refer to network of relationships and interactions among different users 
	Categories 
	Number of respondents 
	Percentage 

	Strongly agreed 
	62 
	31%

	Agreed
	94 
	47%

	Strongly disagreed 
	3 
	1.5%

	Disagreed 
	41 
	20.5%

	Total
	200
	100% 


Source:ResearchFindings 2022
Table 12 shows that the question above answers is strongly agreed by 62 respondent which is 31%, agreed by 94 respondent which is 47 percent, strongly disagreed by 3 respondent which is 1.5%, disagreed by 41 respondent which is 20.5%. 
4.4 Usesof SocialMediainMarketing
[bookmark: _bookmark46]The study aimed at understating and establishing the direct influence of social mediamarketing approaches on performance of the SMEs in Kwara state. In this section, thecurrentstudysoughttherespondent’sperceptionregardingthevarioususesofsocialmediamarketing.Therespondentswereaskedtoindicatetowhatextenttheyagreedtothevariousstatementsabout theusesof social media in marketing.
Four uses of social media for marketing were identified and respondents’ opinion soughtontheextentofapplicationintheirbusinesses.Therespondentsexpressedtheiropiniononthe extent to which their organizations made use of each dimension of social mediamarketing.Themeanandstandarddeviationforeachdimension(variable)werecomputedasshown in Table 4.2 below.
[bookmark: _bookmark47]Table4.2SocialMediaUses
	(a)Identity
	Mean
	StandardDeviation

	
Captain cookmarketingoperationsusessocialmediamarketingtoidentifywith theprospectivecustomers
	
3.672
	
0.236

	Captain cookoperationsusessocialmediamarketingtoidentifywith thecurrentcustomers
	3.363
	0.196

	Captain cookuses socialmediato developa desired image
	3.762
	0.197

	Captain cookusessocialmediamarketingtocommunicatebrandofferings
	
3.552
	
0.17

	AggregateScore
	3.587
	0.200

	
	
	

	(b)Conversation
	Mean
	StandardDeviation

	Captain cook	usessocialmedia  marketingtoobtainfeedbackfromcustomers
	
3.638
	
0.21

	captain cookusessocialmediamarketingtogetinnovativeideas from customers
	3.971
	0.224

	captain cookusessocialmediamarketingtoinformthecurrentcustomers ofourkeyinternalreorganizations
	3.691
	0.118

	AggregateScore
	3.751
	0.501

	
	
	

	(c)Sharing
	Mean
	Standard
Deviation

	Captain cookusessocialmediamarketingtogetexperiencesfrom customers
	3.672
	0.213

	Captain cookusessocialmediamarketingtogetpublicopinionofour organization
	3.971
	0.202

	AggregateScore
	3.847
	0.214


Source:ResearchFindings 2022
It is evident from the discussion that the most dominant use of social media in marketingwasinenhancingsharingwithcustomerssinceithadthehighestmean.Useofsocialmediato promote business identity reported the least mean, even though it attracted the moststableresponsesasshownbytheleaststandarddeviation.Althoughuseofsocialmediaforconversational purposes reported the second highest mean, it attracted the most unstableresponsesas shown bythelargest standard deviation.
4.5 [bookmark: _bookmark48]ContributionofSocialMediaMarketingtoBusinessPerformance
The respondents were asked to express their opinion on the contribution of social mediamarketing to business performance, in a scale of 1-5, where 1-Not at all, 2-Slightly, 3-Average, 4-A lot, 5-Extremelyalot. Thefollowingresponses wereobtained.
[bookmark: _bookmark55]Table4.3:ModelSummary
	Model
	R
	RSquare
	AdjustedRSquare
	Std.ErroroftheEstimate

	1
	.808(a)
	.653
	. 633
	.69440


Source:ResearchFindings 2022
Table 4.3 shows that the value of adjusted R squared was 0.633, this being the coefficientofdetermination.Thisdemonstratesthattherewasvariationof63.3%inbusinessperformance as a result of variations in in corporate identity, conversation and sharing at95%confidenceinterval.
Inthisregard,63.3%variationinbusinessperformancecouldbeattributedtothevariationsin corporate identity, conversation and sharing. The coeffient of correlation, R was 0.808,andthis measures variabilitypatterns between pairs of variables.
[bookmark: _bookmark56]Table4.4:AnalysisofVariance

	Model
	Sumof Squares
	Df
	Mean
Square
	F
	Sig.

	1
	Regression
	0.813
	3
	0.271
	3.045
	.021b

	
	Residual
	2.759
	200
	0.089
	
	

	
	Total
	3.572
	203
	
	
	


Source:ResearchFindings 2022
The p-value for the model was 2.1% compared to the 5% level of significance.Thisdemonstratesthatthemodelwasfitfordrawinginferencesabouttheentirepopulationfromthesample.
[bookmark: _bookmark57]Table4.5:Coefficients
	Model
	Unstandardized
Coefficients
	Standardized
Coefficients
	T
	Sig.

	
	
	B
	Std.Error
	Beta
	
	

	1
	Constant
	1.298
	.453
	
	2.865
	.006

	
	Identity
	.237
	.160
	.198
	2.479
	.012

	
	Conversation
	.231
	.126
	.245
	3.834
	.001

	
	Sharing
	.239
	.145
	.008
	2.065
	.023


Source:ResearchFindings 2022
p<0.05,dependentvariable;BusinessPerformance
Fromthedatainthe aboveTable4.5,the establishedregressionequationwas
Y=1.298 +0.237 X1+ 0.231X2+ 0.239X3
The regression constant was 1.298, implying that if each of the social media dimensionshad a score of zero, the business performance score would be 1.298. However, a unitchange in identity strategy would lead to increase in business performance by 23.7%, unitchange in conversation would lead to increase in business performance by 23.1%, and aunitchangeinsharingwouldleadtoincreaseinbusinessperformanceby23.9%.Thelevelof significancefor eachof thesocial media marketing dimensions was found to bestatisticallysignificant at5%level of significance.
4.6 [bookmark: _bookmark58]DiscussionofFindings inrelationtotheoriesandpreviousresearch
OriginatedbyKimandKom(2012)marketingequitiestheorypostulatesthatmarketinginsocial media activities have a positive effect on the performance of a business. Theoriginatorsofthetheoryinitiallyfocusedonthemarketingactivitiesusedbyluxuryfashionbrands to promote their products. They included entertainment, customer engagement,customization and word of mouth. Their impact on business performance was analyzed intermsof brandequity, purchaseintention, valueequity, and equityrelations.

According to Kim and Kom (2012) this model provides a solid view on the workings ofsocial media marketing. The five marketing techniques are at the pillars of the strategy.Customer interaction gives the business a good opportunity to showcase the benefits of itsproducts, and address any complaints raised by the customers. The significance of thistheory to the study is that it looks at the relationship between marketing activities, andbusiness performance. It directly correlates social media marketing strategies to improvedmarketingfeatures.Thecurrentstudy,therefore,adducedempiricalevidenceinsupportofthe postulations of the theory since social media marketing was found to significantlyinfluencebusiness performance.
Chaffey’s theory looks at social media marketing as an informal marketing approach.According to the theory, communication and human networking are at the core of humanbehavior, and ultimately customer behavior. Social media marketing therefore utilizesthese platforms to influence customers’ opinions on different products and services, andultimatelylead them intomakingpurchases,andeven maintain loyaltyto onebrand.
Thistheoryfocusesonsocialmediaasarelationship-buildingtool.Throughsuchinteractions,ameaningfulrelationshipisfosteredbetweenthebusinessanditsclients.Thesignificanceofthistheorytothestudyisthatitbringsinanewangleofviewingtheimpactof social media marketing (Heinze et al., 2016). By establishing a long term relationshipwith clients, not only does it cause an immediate impact, but also secures the business’performance in the long term. It therefore calls for evaluation of both the short term andlong term benefits of social media marketing.The current study, therefore,adducedempiricalevidenceinsupportofthepostulationsofthetheorysincesocialmediamarketingwasfound to significantlyinfluencebusiness performance.

Based on the relationship with previous studies, the findings of this study agree anddisagree with a few previous investigations. Flanigan and Obermier (2016) conducted astudy on the use of social media in the industrial distribution business-to-business marketsector in the United States of America. The current study disagrees with this propositionsincesocialmediamarketinghasbeenfoundtosignificantlyinfluencebusinessperformance.A study by Srinivasan, Bajaj and Bhanot (2016) considered the effect ofsocialmediastrategies utilized bySMEs to acquireand retaincustomers.
Ithaslikewisefoundthatthereisapositiveconnectionarevenueandsocialmediavisibilityandthatweb-basedsocialnetworkingpromotingtechniquesaffectedcustomeracquisitionand retention and to increment in piece of the overall industry. The study found that therewasapositiveconflationbetweenmarketingstrategiesandcorporateperformanceentities.Thecurrentstudyagreeswiththispropositionsincesocialmediamarketinghasbeenfoundtosignificantlyinfluencebusiness performance.
A studybyMasinde (2012) was conducted in Kwara stateand it focused on universitystudents, and how they respond to social media marketing. The study was a quantitativedescriptive study that tried to establish whether social media campaigns had an impact onbrand awareness and brand loyalty among the students. The results of the study indicatedthatsocialmediadidinfacthaveapositiveimpact.Therewasincreasedbrandawareness,improved attitude towards the brand, and increased level of loyalty. The current studyagrees with this proposition since social media marketing has been found to significantlyinfluencebusiness performance.

[bookmark: _bookmark59]An investigation by Njeri (2014) aimed at evaluating the effect of social media in thebanking industry in . The study targeted all the commercial banks, and tried todeterminehowsocialmediainteractionsaffectedtheirfinancialperformance.Thefindingsofthestudyrevealedthatsocialmediahasimprovedthefinancialpositionofallthebanks.Through social media, they were able to acquire a good number of customers, and at areduced cost. There was also increased revenue due to increased uptake of loans. The neteffect was therefore quite positive. The current study agrees with this proposition sincesocialmediamarketinghasbeen foundtosignificantlyinfluencebusinessperformance.

CHAPTERFIVE
SUMMARY,CONCLUSIONSANDRECOMMENDATIONS
5.1 [bookmark: _bookmark60]Introduction
This section of the project paper entails a summary of the study findings, the conclusion,and recommendations of the study. Summary of the findings is a synopsis of the studyresults, while conclusion is based on the study interpretations. Recommendations are allbasedandsupported onthepolicy, practice,andacademicimplicationsof thestudy.
5.2 [bookmark: _bookmark61]SummaryofFindings
Base on the first dimension of social media marketing, the respondents were requested toindicate there level of agreement with a set of statements on the use of social media topromotebusinessidentity.Thefindingsrevealedthatidentityusesofsocialmediainfluencedperformanceofthe SMEssignificantly.Thefindingsalsoconcluded thatmajority of the respondents agreed that their businesses used social media to identify withprospectivecustomers,usedsocialmediamarketingtoidentifywiththecurrentcustomers,usedsocialmediatodevelopadesiredimage,andusedsocialmediamarketingtocommunicate their brand offerings. In addition, a unit change in conversation would leadto increase in business performance by a factor of 0.421. At 5% level of significance inconversationwas found to significantlyinfluencebusiness performance.
Based on the second dimension of social media marketing, the study sought to determinethe respondent’s opinion on a set of statements on the use of social media to promoteconversationwithcustomers.Thefindingsrevealedthatmajorityoftherespondentsagreedtouseofsocialmediaplatformsforobtainingfeedbackformcustomers,toobtaininnovativeideasfromcustomers,andtoinformcustomersofkeyinternalreorganizations.
Moreover, a unit change in conversation would lead to increase in business performancebyafactorof0.421.At5%levelofsignificanceinconversationwasfoundtosignificantlyinfluence business performance. Based on the last dimension of social media marketing,the respondents were requested to indicate their perception on various statements relatingto theuseof social mediaforsharingwith customers.
The study revealed that SMEs used social media platforms for getting experiences fromcustomers,andtogetpublicopinionofourorganization.Itwasrevealedthat iftherewereno changes in profit maximization strategies, business performance would be at 1.213.However, a unit change in sharing would lead to increase in business performance by afactorof0.532.At5%levelofsignificanceinsharingwasfoundtosignificantlyinfluencebusinessperformance.

5.3 [bookmark: _bookmark62]Conclusion
The study has determined that social media marketing is common among the SMEs inKwara state as shown by the descriptive statistics. The study has also established thatsocial media marketing has significant influence on performance of the SMEs in Kwara state. The findings of the study, therefore, agrees with a few studies, and disagreesothers.Thestudyfindingsalsohaveadducedevidenceinsupportofbothmarketingequity,andChaffey’stheories.
5.4 [bookmark: _bookmark63]Recommendations
Thestudyrecommendsthattheacademics inthefieldofmarketingmanagement,strategy,and organizational development should consider using the empirical evidence adduced tofurther research. Theorists should also consider the study results to find further empiricalfoundationonthelinkagesbetweensocialmediamarketingandperformance.Bysodoing,furtherstudiesinothercontexts,public,private,manufacturing,andservicewillgerminate.
The study further recommends the findings for the development of policies that will begeared towards increasing the sustainability of the SMEs through social media marketing.The Micro, Small, and Medium Enterprises Authority (MSEA) should apply the studyresultsindecisionmakingsinceitwouldassistindevelopingwell-informedpoliciesgearedtowards the achievement of the Vision 2030, the Big Four agenda, and the sustainabledevelopmentgoals in .
Finally, the study recommends that the owners and managers of the various SMEs inKwara state should use the findings for guidance in making necessary changes in theirvarious firms to enable them compete effectively in the increasingly crowded sector, aswell as against the large corporations including multinational corporations. Specifically,becausethestudyfindingshavedrawnimportantlessonsforsuccessandbestpracticesforthe SME growth since they comprise a significant portion of the n Gross DomesticProduct(GDP).
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[bookmark: _bookmark67]APPENDICES
[bookmark: _bookmark68]AppendixI:ConsentForm
My name is Olorunnaiye Mary Mercy, I’m HND student  inMarkting department Studentworkingonanacademicresearchprojectthatisaimedatassessing“The effect of social media on performance of small scale enterprises in Kwara state.. Itis totallyvoluntaryandyouhavetheoptionofdecliningto participate.If you choose to participate, your personal details and that of your business will remainanonymous.Ifyouagreetoparticipate,pleasesigninthespacebelowasinformedconsentofparticipation. Thankyou.
Having fully understood and read the consent form, I am willing to participate and agreetofill in thequestioner	Sign ………………….
[bookmark: _bookmark69]AppendixII:Questionnaire
SectionA:DemographicInformation
Respondbyticking(✓) on theappropriateboxorexplainyourresponse
1. Whatis youragebracket?(Pleasetickone)
i. Belowthe ageof20years	(  )
ii. SpecifiedAge gapbetween21 -30years()
iii. SpecifiedAge gapbetween31 -40years()
iv. Specifiedagebracket between41-50years()
v. Specifiedagebracketbetween51-60years()
vi. Above60years	(	)
2. Gender.(Pleasetickone)
i. Male			(	)
ii. Female		(	)
3. Whatisyourcurrent levelofeducation?
i. CertificateLevel	(	)
ii. DiplomaLevel	(	)
iii. Bachelors	(	)
iv. Masters Level(	)
v. PhD Level	(	)
vi.Other……………………………………….
4. Whatproductorservicedoyousell?…………………………………
5. Operationageof thebusiness?
i. Lessthan12monthsandbelow	(	)
ii. 1-3 yearslengthofoperationandpractice	(	)

iii. 4-6yearslengthofoperation andpractice	(	)

iv. 7–9years lengthofoperation	andpractice	(	)

v. Above9years					(	)

7. Doyouusesocialmediatomarketyourbusiness?

Yes	No


8. IfYEStoquestion(7)above,pleaseproceedto Section(B)below
SectionB:PerformanceofConstructionProjects

8.Thissectionseekstoelicitdataonthestateofsocialmediamarketinginyourorganization. Kindly indicate your degree of disagreement or agreement with the belowstatements in a scale of 1 to 5, where choice1 to symbolize Strong disagreement , choice2 to demonstrate Disagreement, moving to choice3 describing Neutral, the next choice 4establishing Agreementandchoice 5 demonstratingStrong agreementto the setstatements. Pleasetick (✓) themost appropriate response from thelist provided.
	


Item
	


Statement
	Strongly
	Disagree
	Neutral
	Agree
	Strongly

	
	
	1
	2
	3
	4
	5

	
	(a)Identity
	

	1
	Captain cookusessocialmediamarketingtoidentifywiththeprospectivecustomers
	
	
	
	
	

	2
	Captain cookusessocialmediamarketingtoidentifywiththecurrent customers
	
	
	
	
	

	3
	Captain cookusessocialmediatodevelopadesiredimage
	
	
	
	
	

	4
	Captain cook	uses	social	media	marketing	tocommunicatebrandofferings
	
	
	
	
	

	
	(b)Conversation
	

	6
	Captain cookusessocialmediamarketingtoobtainfeedbackfrom customers
	
	
	
	
	

	7
	Captain cookusessocialmediamarketingtogetinnovativeideasfromcustomers
	
	
	
	
	

	8
	Captain cookusessocial mediamarketingtoinformthecurrent customersofour keyinternalreorganizations
	
	
	
	
	

	
	(c)Sharing
	
	
	
	
	

	14
	Captain cookusessocialmediamarketingtogetexperiencesfromcustomers
	
	
	
	
	

	15
	Captain cookusessocialmediamarketingtogetpublicopinionofourorganization
	
	
	
	
	

	
	(c)Presence
	

	16
	My	business	uses	social	media	marketingtocommunicate ouravailability
	
	
	
	
	

	17
	Captain cookusessocialmediamarketingtoinformourcustomersofnewproducts/services
	
	
	
	
	

	18
	Captain cookusessocialmediamarketingtoinformourcustomersofourbranchnetworks
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