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ABSTRACT
The purpose of this study was to establish the Impact of Social Media on Small and Medium Scale Enterprises (SME) performance” in Nigeria. Three research questions were raised. Descriptive research design was used. The study population consisted of 288 staffs in selected SME. Taro Yamane formula was used to determine the sample size of 167 while primary data was collected using Questionnaires. The study used descriptive statistics. Multiple regression analysis was used in testing the hypotheses. Tables and figures were used to present data. The research findings indicate that use of social media platforms increased the company's market share, faster information, Tracking Negative or Misleading Statements and Greater Reach. The study also found that significant effect of technological skill on SMEs performance to includes: Product Marketing, sales can be increased, Expansion of Customer Base and Market Research, Customer Relationship Management, and Cost Control Initiatives while the study further revealed that the effect of social media competitiveness on SMEs sales promotion to include: Lack of training of staff, Decreased Productivity, Privacy and Technophobia. The study concluded that the use social media can substantially enhance the performance of the company. Therefore, it is recommended that Adequate training should be provided to employees when the change involves a shift in technologies or processes, to help employees master the new way of doing things.


CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
The rampart global call against social media, resulting from its negativities, at inception and its surprising survival till date has attracted researchers concerns to assess why it remain one of the key elements found globally in societies. Social media was brought to light through the contemporary waves of growth in industrialization as a result of technology advancement. The major potential of the media vis-à-vis (Instagram, Twitter, Facebook and others) was through internet network ability to enable connections between vast number of people from different sociocultural background around the globe in the most cost free, easy and structured manner. This has changed the direction and caused a storm in the room of both olden and modern means of advertisement, publicity, transacting and market, among which are bill board, television, newspaper, magazines, physical meeting place (market) etc. It was reported in previous investigation that the adoption of social media networks has revolutionized Small and Medium Enterprises (SMEs) conducts business operations, attracted new customers and retained the existing once (Ndubisi, 2019).
There continue to be claims that social media platforms enhance entrepreneurial growth as it permits close communication with customers to strengthen brand visibility and creates opportunities for entrepreneurs to networks, collaborates with other business owners, and to permits knowledge sharing in a bid to adapt and create successful business strategies (Kadam & Ayarekar, 2020). Social media platforms have been handy for exploration over the years, and lots of benefit was derived from it use. It benefits has been overwhelming from its primary function of fostering closer relationship between people from different area of the globe, to meeting up corporate business client and closing trade deals and agreement. Paniagua and Sapena (2020) carried out a study on the link between business performance and social media in Spain. It was revealed that social media platform has contribute to organization performance and growth in four different ways. These includes, social capital, customer’s revealed preferences, social marketing and social corporate networking. Also, Smiths and Mogos (2018) carried out a study on the impact of social media on business performance. It was established that social media contributes significantly to business performance. Specifically, it was discovered that social media enhances business capabilities as well as general performance. The capabilities and performance were recorded by not just the utilization of one form of social media platform, but the combination of six (6) different social media platforms. This is also in tandem with the studies by Smiths and Mogos (2018), as well as Paniagua and Sapena (2020). In a bid to survive the competitive environment in the industry, SMEs searches for ways to achieve high productivity and growth and this could be through cost reduction or product differentiation. Most, SMEs tends to adopt the cost leadership strategy. As a result of the low cost of social media, corporate organization and Small and Medium Enterprises (SME) have subscribed to social media as a medium of publicity, advertising etc. There are different ways by which SMEs could achieve productivity, part of which includes making people to be aware of the existence of the brand (Odoom, Narteh & Boateng, 2017), generating new business ideas as well as ensuring that the target population relates with the product(s) or service(s).
According to Kateri (2021), social media is adopted to interact with existing and potential customers to strengthen relationships and increase sales through online presence and most specifically the social media tools like Facebook, You Tube, LinkedIn, Instagram, WhatsApp etc. Similarly, in 2019, reports revealed that online sites such as blogs and Facebook increased their popularity and market growth via online marketing (Ndife, 2020). Online advertisement especially with the uses of platforms like Facebook and WhatsApp facilitate wider outreach to customers to engage in satisfaction survey, product reviews, online purchases of products and services around the world. Statistics conducted by IPSOS, shows that UAE adult online shoppers polled 63% in the 12 months, which 49 % are both domestically and cross-border. Similarly, the top three countries UAE online shoppers prefer to buy from revealed United States (30%), United Kingdom (18%) and India (18%). Business successes are attributed to sales and productivity through customer engagement vis a vis social media network (Lakshmi et al., 2017). By so doing, higher level of productivity and brand awareness may be achieved at lower costs through social media rather than traditional ways of communication. Additionally, the advent of social media made it possible for individuals to easily and cheaply promote awareness through online networks. The most popular networking facility sites include: Facebook, LinkedIn, Twitter, Instagram, WhatsApp. Viber, WordPress, YouTube, Flickr, Google+, Pinterest, Quora, and Snapchat (Etim, 2020). 
This development presents an opportunity for SMEs to increase their operation that leads to increase in revenue and enhance overall performance. Regardless of the many advantages of social media tools, there seems to be little awareness and knowledge gap among SME owners especially, on how to attain effective performance. Hence, this research investigates the effects of social media tools like Facebook and WhatsApp on the performance of selected small and medium sized enterprises (SMEs) in Nigeria’s. It is argued that Small and Medium Scale Businesses have little financial strengths to expose their business to the target audience (Hajli, 2018). This makes things challenging at the moment of capturing new customers and maintaining a brand relevant in the market, since at the same time other businesses are trying to make their brand visible as well. However, posting a company’s product or service on the internet and having a social media account is not enough to make the brand become known and to stand out from the rest. When creating internet advertisements, or using social media as a tool for marketing, businesses utilize these platforms by constantly developing content to keep up with their competitors and exceed them.
A good number of research have been conducted recently suggesting that consumers on
daily basis spend more than one hour on social media platforms. To this extent, social
media play a great role in the decision of consumers to subscribe to a particular brand
(Yadav, 2018). Social media has the power to break or make a brand sequel to how
strategies of social media are developed and executed (Oztamur and Karakadilar, 2018). A social media touch to a brand not only increase awareness and sales but also a connecting rod to higher business engagements level, thus an easier execution of digital marketing strategy. While there are some organizations that exist for non-profit, the majority of businesses and organizations are for profit making. In other words, there are loads of organizations that exist with the aim of acquiring profits. High profit from a business is a sign of business growth and productivity. This is also applicable to Small and Medium Enterprises. Small and Medium Enterprises (SMEs) are businesses can be defined according to the number of employees (Hatten, 2020). According to the European
Commission (2018), they refer to small and medium enterprises as comprising of between 10 and 250 employees. Small and Medium Enterprises (SMEs) also contributes significantly to the nation building and economy, directly or indirectly. As defined by Kaplan and Haenlein (2020, P.61), social media are considered “a group of Internet based applications that build on the ideological and technological foundations of Web 2.0 and allow the creation and exchange of user-generated content. There is a growing
popularity for web-based social media because they facilitate individuals to interact with
various organizations. Similarly, through online forums, they help peer communication among the existing and potential customers of a given organization, which makes it easy
to upload comments and reviews about its products. Thus, the market for a company’s
offerings can be strongly influenced by social media-based consumer to consumer
interactions (Gensler et al., 2018). In an era when social media have revolutionized
marketing practices, it is crucial that organizations carefully monitor and analyze the user-generated content concerning their brands (Hanna et al., 2019).
Today, small and medium enterprises (SMEs) have begun to utilize social media as a
marketing tool, and indeed, it is a low-cost strategy for reaching out to a wide variety of
customers (Adegbuyi et al., 2019). SMEs play a pivotal role in satisfying consumer needs
as well as sustaining the domestic economy and are considered the backbone of the
economy due to their contribution to economic growth, employment generation, and
innovation (Beaver, 2022). Based on the economic census 2013-2014, the Department of
Census and Statistics, Sri Lanka (2019), states that the number of establishments in the
SME sector of Sri Lanka is 1.019 million and they are responsible for generating 45% of the total employment requirement of the nation. The speed of transformation is fast-tracking. For instant, the growth of mobile technologies had played an indispensable part in influencing the influence of social media. Globally, mobile devices control in relations of time spent accessing internet. Digital Entrepreneurship helps meaningfully in economic setting and digital development performances as a component for invention to entrepreneurs. The digital technologies ensure that entrepreneurs make use of tactical techniques to improve their startups. Digitalentrepreneurship complexly connects entrepreneurs across various platforms and provides them with several opportunities.
According to (Nobanee & Dilshad, 2020) the emergence of this digital concept in
enterprises has opened new doors for entrepreneurs to enter global markets with growth
potential. Businesses and managers worldwide are supporting digital entrepreneurship as a probable clarification for creating employment opportunities throughout the measured
rescue of the worldwide economies. This inventive usage of the technology aids in
changing industries which previously are in existence in the business and also,
concurrently, simplifying the development of novel enterprises (Nobanee & Dilshad,
2020). Digital tools have added in reforming outdated business organizations, procedures,
and approaches to function in internationally competitive atmospheres. It takes essentially reformed industry in main industrialized economies. Social media are computer implements that let users to share or interchange information, thoughts, pictures, videos and many more with each other over a specific network (Siddiqui
and Singh, 2019.) These days, the social media had existed and provided significant part
of people’s lives from shop to e-mails, education and businesses. Social media played an
imperative part in changing people’s life style. These comprises social networking sites
and blogs and make users effortlessly connect with one another by increasing visibility
when used in promoting, advertising good and services by Digital entrepreneurs. Presently, about 100,000 tweets are sent, 684,478 pieces of content are shared on Facebook, 2 million search queries are made on Google, 48 hours of video are uploaded to YouTube, 3,600 photos are shared on Instagram, and 571 websites are created as stated by (Ethel, 2018). The beginning of social media has created a new background which positions novel network of personal connections. Businesses perceive vast opportunities and are eager to tap into the trend, Twitter, Facebook, and other social media display the combined opinion of users as collective opinion by (Li and Sakamoto, 2020). Moreover, social media enables the distribution of thoughts and information over computer-generated networks. Facebook, Instagram, Twitter and YouTube are all social media types that cover a wide-ranging application that permit users to share content,
interact online, and build communities. Over 4.7 billion users use social media, equivalent to approximately 60% of the population of the world. Today, social media messaging applications and platforms are the most frequently used websites globally. In 2023, 94.8% of users retrieved chat and messaging applications and websites, followed carefully by social platforms, at 94.6% of users. Search engine websites were following, with 81.8% of users accessing. Considering the top social media platform, the age of digital entrepreneurship is expanding the IT area has demonstrated to be a benefit
for the diverse organization in their business development and upsurge in sales. Social Media Marketing Platforms have got enormous prospective to attract larger audience and
help the business to increase brand awareness and also monitor the analytics as stated by
(Agrawal and Trivedi, 2021) Facebook is the largest social media platform in the world
with 2.96 billion users. At this juncture, the records for the greatest common social media websites as of January 2023; Facebook has about 2.96 billion users, YouTube has about 2.51 billion users, WhatsApp has about 2 billion users, Instagram has about 2 billion users, WeChat has about 1.31 billion users, TikTok has about 1.05 billion users, Facebook Messenger has about 931 million users, Douyin has about 715 million users, Telegram has about 700 million users and Snapchat has about 635 million users respectively. In this backdrop, the current study aims to explore how social media for advertising enhances the business performance of SMEs; identify their awareness of customer perspectives of social media and its impact on their business performance, and to analyze the impact of using social media for customer relations on the business performance of SMEs.
1.2 Statement of the Problem
Small businesses play unique role in Nigeria economy, their roles in term of production,
employment generation, contributions to the Nations’ Gross Domestic Product (GDP)
while bridging the economy gaps between the poor and rich, is very critical as in many
underdeveloped and developing countries. Small and medium enterprises face challenges such as limited resources, inadequate access to market information, liquidity issues, limited technical expertism, limited cost reduction strategy, limited marketing strategy, limited number of employees especially, with the demand and revenue reduction due to COVID-19 pandemic (Tourek, 2021). These challenges have been coupled with intense competition from aggressive bigger companies and firms, with stronger financial strength and capability, in the industry. This subjected the survival of SMEs in Nigeria to their ability of withstanding the whims and caprices of the bigger companies. Top Companies have more advantages in term of Finance as they can get loans from bank, invest in extensive advertisement, offer Marketing bonuses, employ technical professionals etc. Fortunately, Small and Medium scales Enterprises could sustain and triumph by reducing
cost of production or services and maintain reasonable price for profit maximization. The
cost of production could be directly or indirectly attributed to the goods. The indirect cost of goods among others includes the cost of rents, Machine maintenance cost, administrative cost, Marketing cost etc. Cost control work should enhance the efficiency of management and if necessary, should result in action being taken to reduce the cost for profit purposes and to prevent fraud and efficiency (Dury, 1985).
The major element of cost that drives sales among others is the Marketing cost and it tends to require huge outlay and running expense. The advent of social media and its potentials might have been a perfect alternative, to the use of expensive advertising and publicity tools, in reducing marketing cost and invariably the cost of production of services.
However, other than social media, the use of other publicity tools such as Television (TV), web articles, Billboard, Magazines and others have gained general recognition and acknowledgment, as to their effective ways of attracting customers and communicating information. TV advertising remains an important part of most marketing strategies because it allows them to reach a wide audience, create a strong emotional response, and build brand awareness. (Amanda, 2022). TV and others have gained general acceptance and stands in the industry of marketing from ages and lots of improvements in terms of innovative marketing ideas and graphic performance have been achieved over years. TV marketing videos tends to be professionally structure and shoots and lots of innovative ideas till now were being developed, adopted and employed in the system. This thereby denotes that TV marketing video remains a big player and invariably a big threat to social media contents, as a marketing and publicity tools.
The use of social media requires mobile technology such as phone or laptops and the
technology are of different features, capability and cost. The higher the graphics capability, internet service maintenance, battery, processor, camera, storage space etc. the higher the cost of the device. The features determine the quality of the marketing and publicity ideas that will be produce with them. Other than the variability of the device used there is a need for the users to be well acquainted with the use of the device and the social media software.
Most of the SMEs in Nigeria have surmounted their challenges as a result of creative use of social media platforms to market and distribute their products. Social media offers a free for all to create awareness and network; hence SMEs can leverage this to enhance their performance locally and internationally (Stelzner, 2022). Apulu and Latham (2011) opined that social media technologies can be used to enhance SMEs’ performance. All successful businesses in this information age have adopted social media as a strategy for targeting potential clients and enhancing brand awareness. Empirical studies have revealed that social media add value to businesses, but it is not established whether their use directly affects the performance of SMEs (Kisato, Wakanda & JoAnne, 2019). A study in Kenya by Kabue (2022) established that there is a positive
adoption of social media for advertisement and business performance. Kabue (2022) further found that many SMEs have access to web based social media, but they have less consideration for their use for business advertisement. Apparently, with the huge decline in the number of Small and Medium Enterprises (SMEs) in Nigeria from 246,200 in the year 2020 to 170,098 in the year 2022 (Sami, 2023), the performance of the sector in comparison to others, towards the nation economic growth and development has reduced drastically. This situation has been of great concern to the government, citizens, operators, practitioners and the organized private sector groups. Year
in year out, the governments at federal, state and even local levels through budgetary
allocations, policies and pronouncements have signified interest and acknowledgement of
the crucial role of the SME sub-sector of the economy and hence made policies for
energizing the same. There have also been fiscal incentives, grants, bilateral and
multilateral agencies support and aids as well as specialized institutions all geared towards making the SME sub-sector vibrant. Although organisations see the value of social media in their promotional activities, they encounter various challenges and obstacles (Kwayu et al., 2018). For instance, organizations may lack the expertise to formulate effective social media strategies and manage the implementation of such strategies (Kietzmann et al., 2018; Bharati et al., 2019). Although the use of social media could reduce the publicity cost, it necessitates the investment and deployment of other organizational resources, especially in the area of social media capabilities (Braojos-Gomez et al., 2019). Therefore, social media presence alone is not adequate. The relevant technology must be used effectively to reap the benefits and thereby have an impact on the organizational performance (Parveen et al., 2020). Accordingly, selecting the right social media platform, sharing the appropriate content, and understanding how customers perceive such shared content appear to be skills that are crucial for modern marketers (Pham & Gammoh, 2019). This became a timely concern during the COVID-19 pandemic when contactless delivery of products and services was vital for the survival and performance of organizations. It is observed that Sri Lanka has a long way to go in social media marketing, since it is evident that its strategic potential has not yet been adequately exploited by most SMEs (Lugoda, 2020). There is a dearth of research studies on the level of awareness that SMEs possess about the impact that social media exposure can have on their performance in production and propagation. Just as it has been a great concern to all and sundry to promote SMEs in Nigeria, it has also been a great cause of concern to all, the fact that the vital sub-sector has fallen short of expectation. The situation is more disturbing and worrying when compared with what other developing and developed countries have been able to achieve with their SMEs. It has been
shown that there is a high correlation between the degree of poverty hunger,
unemployment, economic wellbeing (standard of living) of the citizens of countries and
the degree of vibrancy of the respective country’s SMEs.The decreasing level of Nigeria’s per capital income, which declined from $870 in 1981 to
$260 in 1998, and $205 in 2004 as well as a low level of agricultural, industrial and
infrastructural development (irrigation, road and railway networks) all represent disturbing indices, which also contribute to the dismal performance and contribution of our SMEs. Dr. Ade Oyedijo, a financial expert in a paper titled “Nigeria’s Economy and its Career Promise for the Mature Employee” affirmed that the plights of SMEs in Nigeria have to do with key variables and challenges that characterize the nation’s economy. These include but are not limited to a very high unemployment rate, which is expected to increase as a result of the current ongoing public sector reforms, high unemployment rate, high poverty level, disease, hunger, etc. Dr. Oyedijo also mentioned a drastic shift from the production of non-oil traded goods (mostly agricultural) to traded goods while about 95 million Nigerians are reported to be living below the poverty line even as 19 of her citizens are ranked among the 500 wealthiest men in modern capitalist economy as among the characteristics of our nation’s economy which aggravate the problems of Nigerian SMEs. He also opined that since independence, the main thrust of Nigeria’s developmentstrategies and objectives have been the development of industrialization, education and a self- reliant economy but regretted that the human capital which is expected to support the industrialization process and propel other sectors to maturity has not exhibited the right mix of knowledge, attitude and skills required to achieve this purpose.In spite of the fact that SMEs have been regarded as the bulwark for employment generation and technological development in Nigeria, the sector nevertheless has had its own fair share of neglect with concomitant unsavory impacts on the economy. In a seminar titled “Career Crisis and Financial Distress- The Way Out”, the General Manager of Enterprise and Financial Support Company Limited, Mr. Oluseyi Oluboba, identified in his paper the following as the main problems of SMEs, which are however not insurmountable: low level of entrepreneurial skills, poor management practices,constrained access to money and capital markets, low equity participation from the promoters because of insufficient personal savings due to their level of poverty and low return on investment, inadequate equity capital, poor infrastructural facilities, high rate of enterprise mortality, shortages of skilled manpower, multiplicity of regulatory agencies and overbearing operating environment, societal and attitudinal problems, integrity and transparency problems, restricted market access, lack of skills in international trade; bureaucracy, lack of access to information given that it is costly, time consuming and complicated at times. The problems and challenges that SMEs contend with, are enormous no doubt but it is curious to know that some SMEs are able to overcome them. This gives hope and should provide a basis for optimism that there is a way out. There must be some survival strategies, which are not known to many SME promoters. This research is also intended to explore and unravel some of the key business survival strategies, which have worked for a few thriving SMEs. The benefits of this could be tremendous in that other SMEs facing threats of extermination as well as new and proposed new ones could also borrow a leaf from them. Many other countries have been able to strengthen and transform their SME sub-sector to such a vibrant one that they have been able to reduce to the barest minimum their unemployment and poverty level because of the immense contribution of the sub-sector to their economic growth and development. It is expected that the outcome of this research will go a long way in ensuring a turnaround of Nigeria’s SME sub-sector. The research would come up with a set of recommendations for various stakeholders for implementations. With the concerted efforts of all and sundry including governments at all levels, SME promoters, Agencies and Departments of Governments involved in the SME sub-sector, Non-Governmental Organizations (NGOs), Multilateral Agencies, Banks, Financiers, Investors, etc. it is hoped that the fortunes of SMEs in Nigeria would dramatically improve. 
1.3 Research Questions 
It is obvious that business in Nigeria particularly the SMEs are facing several challenges affecting their performances. Social media is a simple yet unique tool that can be used to address some of these problems. To tackle these issues, the following questions need to be addressed.
1. Is there any impact of digital connectivity on SMEs performance?
2. Is there any significant effect of technological skill on SMEs performance?
3. Is there any effect of social media competitiveness on SMEs sales promotion?
1.4 Research Objectives
This study seeks to identify the potentials of social media in the overall development of SMEs performance. It also aims at finding an effective way, SMEs can leverage on the potentials of social media features in order to address the problem of business survival. In addition, the study attempt to achieve the following objectives at the end of the study:
1. To ascertain the impact of digital connectivity on SMEs performance.
2. To examine the effect of technological skill on SMEs performance.
3. To determine the effect of social media competitiveness on SMEs sales promotion.


1.5 Research Hypotheses
For the purpose of this research, the hypotheses, to be tested are:
H1: Digital connectivity does not have significant effect on SMEs performance.
H2: Technological skills do not have any significant effect on SMEs performance.
H3: Social media competitiveness has no significant effect on SMEs sales promotion.
1.6 Significant of the study
The study found that there was a significant and positive relationship between the use of Facebook and brand awareness, Instagram and brand loyalty, YouTube and sales
performance, LinkedIn and customer satisfaction and google+ and brand awareness of
SMEs in Nigeria. The study also benefits manufacturers and dealers in smartphones because it highlights precisely how a significant portion of their market (students) behave
towards their products, thereby providing information for improved marketing decision
making. Similarly, manufactures and dealers in smartphone can benefit from this study by adopting its findings and recommendations as alternative social media strategies to
favorably influence students buying behavior toward their products. The advancement of internet technology has significantly changed the world of business and so has social media (Elena-Iulia, 2014). Social media has provided a level platform for all to use, learn and create networks, and Small and Medium Enterprises (SMEs) need to leverage this to advance their business locally, nationally, and internationally (Wanyoike and Kithae, 2019). Social media has become the fastest-growing channel of business promotion across the world (Appel, Grewal, Hadi & Stephen, 2020). This trend shows a
paradigm shift in the businesses across the globe in doing business now and in the future.
The use of traditional media like newspapers, television, magazines, and radio as
interactive platforms is shifting to social media platforms (Pentina, Koh & Le 2012).
Therefore, any shrewd entrepreneur, whether in large, small, or medium enterprises must
align himself or herself with the new normal in terms of interacting with customers.
Unfortunately, as Abou-Shouk, Megicks, and Lim (2013) correct argued, SMEs, more so
from developing nations, are slow adopters and users of technologies including social
media.
1.7 Scope of the study 
The overarching purpose of this study is to examine the Impact of social media on SME performance in Nigeria. Although the topic of this research offers great research
opportunities, its specific purpose is to assess the effects of Facebook, WhatsApp,
Instagram on SME performance in Nigeria. The sampling frame, therefore comprises all
SME in Nigeria. Various bodies, organizations and institutions have defined SMEs differently depending upon their purpose, objective and use. For this research, the following definitions have been adopted:
 Micro Enterprise: A firm, whose total cost including working capital but excluding
cost of land is not more than ten million naira (N10,000,000) and/or with a labor
size of not more than thirty (30) full-time workers and/or a turnover of less than
two million naira (N2,000,000) only.
 Small Enterprise: An enterprise whose total cost including working capital but
excluding cost of land is between ten million naira (N10,000,000) and one hundred
million naira (N100,000,000) and/or a workforce between eleven (11) and seventy
(70) full-time staff and/or with a turnover of not more than ten million naira
(N10,000,000) in a year.
 Medium Enterprise: A company with total cost including working capital but
excluding cost of land of more than one hundred million naira (N100,000,000) but less than three hundred million naira (N300,000,000) and/or a staff strength of
between seventy-one (71) and two hundred (200) full-time workers and/or with an
annual turnover of not more than twenty million naira (N20,000,000) only.
 Large Enterprise: Any enterprise whose total cost including working capital but
excluding cost of land is above three hundred-million-naira (N300,000,000) and/or
a labor force of over two hundred (200) workers and/or an annual turnover of more
than twenty million naira (N20,000,000) only.
1.8 Operationalization
The study will seek to investigate the significant: Impact of social media on SME performance in Nigeria. The variable adopted by this project are:
 “Social media; the independent variable” 
“SME performance; the dependent variable”. 
The variables of this study are operationalized thus: 
Therefore, we have two variables (X&Y)
Y= (x) 
Where Y= dependent variable,  Where X= independent variable
Where: 
X (independent variable)				Y (dependent variable)
Social media 						SMEs performance
Digital connectivity 					Market growth
Technological skills 					Sales performance
Competitiveness 					Sales promotion
Social media 						SMEs performance
1.9 Operational definition of Terms
Social media: An interactive internet-based platform that allows students to connect share information with each other on a mobile phone or personal computer.
SMEs: Small and medium enterprise is a company or companies considered as a group,
that are neither very small nor very large. Facebook: A free social networking website that allows students to create profiles, upload photos and videos, send messages, and keep in touch with others. YouTube: A free video- sharing website that allows registered users to upload and share video clips online at the youtube.com website. WhatsApp: A social media website that allows communication and sharing of files like texts, audio clips, video clips, and documents between and among users. Instagram: This is a free online photo sharing application and social network platform that allows users to edit and upload photos and short videos through mobile app.
CHAPTER TWO
LITERATURE REVIEW
2.0 Preamble
The focus of this chapter is on the investigation of the related theories, concepts as relevant to the study variables, as well as past literatures done on impact of social media on SMEs performance. This section is subsections on conceptual review, theoretical review, empirical review and Gap in literature. The section covers related theories on social media on SME performance.
2.1 conceptual review
The conceptual framework shows that the adoption of social media has an important rolein enhancing the performance of SMEs in terms of increasing sales, market share, and profitability. It also shows that the adoption of social media by SMEs is determined by their technological, organizational, and environmental context. Besides, it shows that the role social media plays in the performance of SMEs is influenced by supports, digital connectivity, and technological skills.
2.1.1 Social media
Social media are digital platform that facilitates the exchange of idea, materials, and ultimately facilitates interaction between friends and family and people of common interest. The ecosystem has revolutionized the marketing industry as individuals tends to spend on average 6 hour on social media a day. Similarly, Ezeife (2019) conceptualized social media marketing as the employment of the platforms of the online social media to connect with the target audience to build brand awareness, increase growth in sales volume and improve drive in website traffic. In the opinions of Agnihotri (2019), social media marketing entails the publishing of content on social media profiles, listening and engaging followers, analyzing results, and running social media advertisements of products and services with the ultimate aim of improving brand awareness and patronage.
Social media comprises of various online application, regarded as social networking sites (SNSs), blogs, forums, microblogs, among others (Aichner & Jacob, 2018).
Individuals utilize social media for various purposes. According to Kim and Johnson
(2018), social media is utilized to distribute/share information and create content easily to
a large proportion of audience. Different types of social media platform include but not limited to the following; Instagram, Twitter, Facebook, YouTube, Snapchats, among others (Chen et al., 2018). Social media attracts individuals who seeks a particular type of information. Social media is further referred to as a medium of communication, sometimes utilized for business purposes. According to Nisar and Whitehead (2019), social media is sometimes utilized to assist in business dealings in order to achieve organizational goals, including public relations, marketing, advertisement, branding as well as customer relation services. Due to this, social media has been referred to as an important medium for businesses to engage a large target audience for the sake of patronage (Schaupp & Belanger, 2019).
Generally, there is no accepted definition of social media, although there have been several attempts. These attempts have been observed and defined in different contexts, including communication, technical, and social (Al Rahbi, 2017). Social media refers “to tools that facilitate and encourage interaction, collaboration, and communication through discussion, voting, comments, and the sharing of information” (Malita, 2019, p. 748). Social media platforms are not limited to entertainment or keeping abreast with friends, families or love ones; social media platforms are utilized in creating content marketing by SMEs owners in recent time to keep up with the current and prospective customers. There is absolutely no doubt that the usage of social media had been advancing gradually before the outbreak of the COVID-19 pandemic in 2020; and it is equally true that everyone did not only adapt to new health protocols but also to the compulsory lifestyle the pandemic brought. It directly brought the full usage of social media for transacting and keeping business operations going where every organization has to depend solely on social media to keep their operations going (Redjeki & Affandi, 2021). 
Firend and Sedrack (2020) studied the impact of social media on SMEs businesses in the United Kingdom. The results revealed that common social media platforms such as Twitter, Facebook, YouTube, Instagram, and WhatsApp are used in small businesses in the UK. They help the small businesses in creating awareness, branding, and recognition as well as lead to their growth. Ekanem and Erukusin (2017) studied the emergence of social media and its influence on SME performance in the UK. The findings revealed that there is a positive relationship between the adoption of social media and the growth of a company's market share. The study further established that adoption of social media improves the sales, company’s brand image, and awareness; improves communication between customers and companies. Parveen, Jaafar and Sulaiman (2019) researched the impact of social media on organizational performance. The findings established that social media improved the financial performance of the business, enhanced customer relations, and improved access to information about the market. In Africa, social media has been adopted by businesses significantly. In Nigeria, social media has been successfully used to enhance business success. Khan and Karodia (2020) established that there has been a high rate of usage of social media with 51% of the brands noting that they have used Facebook as an effective channel of marketing their brands, and public relations.
2.1.1.1 Facebook
Facebook was launched in 2004 and holds the most promise for retailers in  offering varieties of ways to reach and attract new clients. In 2015, Facebook site was reported to have 750 million active users and, as at second quarter of 2015, had 1.45 billionactive users. The number of Facebook users has increase to 2.99 billion over the past few years. Facebook site is ranked as the most widely used social network worldwide. Also, on a daily basis, traffic to the network is always on the rise. This site serves as an extension for online companies that utilize it to connect with customers, display content, promote products, offer services, and brands and attract online shoppers. Facebook can also be used to advertise products and provide a link to a blog post about the business or industry to online shoppers. There are several social media platforms but studies indicate Facebook as the leading site in the world (Kajongwe et al., 2020). Estimates report provided that above 1 million small and medium scale enterprises used Facebook to advertise their business 
(Nel et al., 2018) 
According to Subramaniam and Islam (2022), the Statista also proclaim that Facebook has over 2.9 billion monthly users which no other social media network can offer a matching level of potential exposure. Facebook considered as the first and largest social media network to achieve mainstream success offers an outstanding integrated tools compared to other platforms, like buttons, account logins and photo coverage (Ile et al., 2018). Facebook facilitates users contact and information from businesses through various buttons on Facebook ads. This allows business owners more opportunities to interact with small business in little time. 
2.1.1.2 WhatsApp
The number of WhatsApp users across the world are about 2 billion as of 2020 (Noor et al., 2017). The number has been increasing tremendously every two years. Statista reported that 1.6 billion users access the messaging app each month (Statista 2019) which is 23 percent above its closest competitor. The messaging capabilities of WhatsApp business subjects it to one of the most important aspects that connects a brand to its audience and customer base. The messaging options provides a company with unlimited free message in multiple formats and timely responses (Ukpere et al., 2018) The major requirement for messaging is the receiver’s main phone number. WhatsApp business is another channel through which businesses utilize to interact with clients when contacts is synchronized. 
This channel also allows you connect with only your target audience than sending
many messages to your contact. Also doing so can help you funnel traffic through various
tools like a WhatsApp Send Message Button, Facebook Ads, or a WhatsApp number listed on your Facebook page. According to Lawal et al. (2022), the introduction of WhatsApp birthed new features on social media, especially its effectiveness in commercial activities. Additionally, global brands, organizations and SMEs have adopted the services provided by WhatsApp Platform to exploit their peculiarities and capacities for their marketing needs (Ewah et al., 2021).
2.1.1.3 Twitter 
Twitter was launched in 2006, and it gained a lot of popularity because it offered
new options, such as micro blogging, and it was also used by some celebrities (Sinnenberg, Buttenheim, Padrez, Mancheno, Ungar, & Merchant, 2017). It had about 200 million users as of 2011 and, as of the third quarter of 2015, the microblogging service averaged at 307 million monthly active users (Chawinga, 2017). Twitter is normally used to lodge complaints about a company’s products or services, generate new traffic by promoting product offers, advice, suggestions and new content to a company’s followers (Enli, 2017). Twitter can be used to post multiple updates about company products and services, but its real power is its ability to break down the traditional barriers between the company and its customers, by providing insight into customer opinion and allowing the company to respond proactively to customer issues (Duncombe, 2017). 
2.1.1.4 Instagram 
Instagram is a photo and video-sharing application that is completely free to use
(Antonelli, 2020). Business performance measures how well a company accomplishes its
stated goals in relation to its final product at the conclusion of a given time period
(Mahmudova, 2018). Instagram is a free picture and video sharing application that enables users to apply digital filters, frames, and other effects to their photos before sharing them on a variety of social media platforms. To attract traffic to a firm and its website, traditional marketing strategies such as print and electronic media, as well as internet marketing, were used. As search engine algorithms evolve, website owners must regularly monitor and update their websites with relevant and current material to avoid being devalued in search results. Nowadays, social media platforms such as Instagram are viewed as standalone destinations for establishing a presence (Mangold &Faulds, 2019).
Cvijikj and Micha Helles (2019) noted that content such as entertainment and
information increases, on average, the number of likes, comments, and shares. These
actions may be taken by anybody, even consumers, and result in an equal contribution to
the company. Customer interaction results in a rise in both positive and negative feedback.
Thus, small enterprises should engage their clients by offering a variety of entertainments
and opportunities for feedback on how the business functions.
The Internet has enabled technological developments, and also created a dynamic
environment for the exchanges of information. It has fundamentally altered the way people live, interact, and conduct their business. Collaboration, user-generated content, and networking are all hallmarks of today's social media landscape. The emergence of
interactive media and the expanding role of consumers in creating content on behalf of
brands have fueled a rise in connection and networking. Small business leaders are
embracing social media marketing to promote their business to achieve awareness, increase sales, and enhance customer relationship to thrive in the current competitive period. 
2.1.1.5 Email 
Email marketing messages can be customized for different customers and provide contents and promotions that are consistent with their profile. Customers acquire what they want and thus they obtain better view about what each section of current business will respond (Davis, 2018). A company can continue to send more relevant E-mails. By E-mail marketing, a company can easily find the number of Emails sent, number of E-Mails that  have been opened and those who have opened up, the number of people who are not registered, and click rate (which includes the link been effective and who clicked on it). Creating a marketing message via E-mail is almost as easy as writing an E-mail. E-mail marketing has a tool called an “autoresponder”. For example, if a company wants to send a campaign message to their recipients on special days you just create the messages  and schedule them (Hall, 2018). 
Social media has produced three key changes in the business world. To start with, online media empower SMEs owners and clients to interact in manners that used to be
impossible before the advent of internet. This interconnectedness is enabled by different
social media platforms, for example, social networking sites like Facebook; microblogging site like Twitter and Telegram; and content networks like YouTube, that permit social networks to build up and share interests (Kaplan and Haenlein 2018).
Secondly, social media have changed the manner in which firms and clients cooperate and impact one another. Social connection includes "activities," regardless of whether through communication or perceptions that impact others' decisions and consumption patterns (Chen, Wang and Xie 2018). Nair, Manchanda and Bhatia (2017) named such social connection as electronic "word-of-mouth (WOM) impact". Muller and Peres (2019) contend that social connections depend mainly on the interpersonal network structure and give firms quantifiable worth. Authors have since a long time ago perceived the significance of social influence in determining shopper choices, and recent investigations reveals that individuals' connection patterns and the strength of social ties remove the complicatedness of social interactions (Katona, Zubcsek and Sarvary 2019; Aral and Walker 2022). .
2.1.2 Social Media and SMEs Performance 
In general, social media is utilized for technology-based social engagement. YouTube,
Facebook, Myspace, Flickr, and Orkut are the most popular social networking sites in
recent years (Salam & Hoque, 2019). Twitter, WhatsApp, LinkedIn, and Google + are
among the others. Individuals will be able to express their thoughts more freely, and people will be able to communicate more frequently as a result of this (Kaplan & Haenlein, 2016). According to Kaplan and Haenlein (2010), social media (SM) provides a number of advantages, including the ease with which users can exchange or share information. SM isincreasingly being used in the workplace for reasons other than pleasure seeking (Bughin, Chui & Miller, 2017; Bughin & Manyika, 2019). In general, SMEs use social media to share their knowledge with others (Salam & Hoque, 2019). The use of social media (e.g., Facebook, WhatsApp, Twitter) by businesses
has an impact on customer interactions, information accessibility, and marketing (Ainin,
Parveen, Moghavvemi, Jaafar & Shuib, 2020). SME's use SM as an interconnected
collection of strategic resources to achieve superior performance
Social media can help organizations to increase their performance because it offers an
opportunity for organizations to build and strengthen their brand name and acquire a
completely new platform from which they can ultimately reap benefits (Sahaym et al.,
2021).
According to Is-haq (2019), business enterprises can increase their sales through
the size of their assets and market. As a result of such increase, several strategies are
devised to attract sales level and customers through the use of marketing skills of business organizations. This is why SMEs that want to remain in the limelight must aim for market survival and be competitive in the market. SMEs across the world contribute about 60 percent to employment in the business sector. However, sales potentials have attributed for the growth in this sector through the provision of good marketing products of SMEs and its services (Jeremiah et al., 2021).  
2.1.3 Social media for advertising 
Organizations use social media for advertising through various methods such as brand
pages, embedded videos, banner ads, sponsored content, animations, surveys, etc. (Ahmad & Raziq, 2022). Social media advertising was defined by Taylor et al. (2019) as: “a general term capturing all forms of advertising – whether explicit (e.g., banner advertising and commercial videos) or implicit (e.g., fan pages or firm related tweets) that are delivered through social network sites” (Taylor et al., 2019: p. 260). A comprehensive model for advertising is developed by Pollay and Mittal (1993), including three personal utility factors (product information, social image information, and hedonic amusement) and four socio economic factors (good for the economy, fostering materialism, corrupting values, and falsity/no-sense). Based on this framework, subsequent scholars too emphasize the importance of product information in the context of social media advertising (Wang & Sun, 2019; Chu et al., 2021; Ahmad & Raziq, 2022).
An important point that SMEs should note is that when product information is made
freely available through advertising it will allow greater marketplace efficiencies. It will
enhance the compatibility between the consumers’ expectations and the firm’s offerings
(Pollay & Mittal, 1993). Social media platforms have made this much easier through their
potential for advertising products and services. 
2.1.4 (SMEs): Definitions, Characteristics, Importance and Contributions 
Social media can help organizations to increase their performance because it offers an
opportunity for organizations to build and strengthen their brand name and acquire a
completely new platform from which they can ultimately reap benefits (Sahaym et al.,
2021). Social media platforms are an extremely essential part of marketing-related
activities and it is more convenient for SMEs due to its cost-effective nature as a way to
compete, with limited resources, against large organizations. Social media can also help
SMEs to create more knowledge regarding their products or services, which will convince their potential customers and ultimately increase organizational performance (Odoom et al., 2017; Parveen et al., 2020; Tajudeen et al., 2022). The proprietors that additionally settle on choices at various levels in an enterprise operates majority of the SMEs (Savrul, Incekara and Sener, 2019). Zach, Munkvold and Olsen (2019) researched the impact of SMEs setting on the Organization Resources Planning (ORP) framework execution 24 process amid SMEs and discovered that the proprietor-manager altogether impact on issues attributed to the ORP stages, for example, ORP framework determination, teamwork implementation, and framework customization. Also, the cultural orientation of most SMEs as like that of their proprietors (Bhaskaran, 2019). Savrul et al. (2020) contended that even though the managers of SMEs by their proprietors liberates the organizations from complex hierarchical structure, the
accomplishment of the SMEs relies generally upon the activities of the proprietors. These
contentions highlighted the significance of considering SMEs' setting when presenting
change activities in SMEs. The absence of formal hierarchical structures, restricted resources, and the impact of the SME entrepreneurs are significant variables to pay attention to when presenting change programs in SMEs. The significance of SMEs as a critical area both in developed and developing economy has attracted academic discourse.  SMEs comprise of a distinct gathering of firms found in a wide scope of business exercises globally (Dan, 2018). SMEs are the dominant part of businesses on the globe estimated between 420 million and 510 million (International Trade Center, 2018). All around the world, SMEs comprise over 95% enterprises; adding about 50 percent of a country's economy growth (GDP), and recorded for about 60-70% of all employment generation (International Trade Center, 2018). This implies that SMEs employs most of laborers in the service and manufacturing industriesglobally (Savrul et al., 2019; World Trade Organization, 2019). According to these statistics, it is evident that SMEs establish a lion's share of organizations around the world. Additionally, SMEs added up considerably to the employment generation all around the world, suggesting that SMEs is a recognized force in the battle against poverty and social imbalance or instability.
Notwithstanding the significance of SMEs, there is still contention in the existing
literatures concerning the concept of SME. According to Faloye (2020), there is a lack of universal meaning of SME. Jahanshahi, Zhang and Brem (2020) noted that the meaning of SME is dynamic across countries and regions. Measures for characterizing an enterprise into micro, small, and medium ventures incorporate the composition of employees in terms of numbers, numbers of resources, capital and sales volume (Aigboduwa and Oisamoje, 2021). SMEs is composing of 5-50 full-time workers in the service industries, and 5-150 full-time workforce in the manufacturing industry in Malaysia. Meanwhile, SMEs are business endeavors composing of 10-250 workforce in Iran (Jahanshahi et al., 2021). While SMEs are firms having beyond 10 but under 250 workforces in the 26 European Union, having a sales ranging from 10-50million euros or  a balance sheet 10-43million euros (European Union, 2021). Within the Nigeria context, SMEs are enterprise composing of10- 199 workers and having all assets minus fixed asset (i.e. land and buildings) not below 5 million naira and not in excess of 500 million naira (SMEDAN, 2020). In view of the definitions provided above, there is a lack of generally accepted concept of SME. This suggest the need for authors to be contextual when conceptualizing the term SMEs. 
2.2 Theoretical Review 
The research is anchored on various theories; namely, Resource based theory, Diffusion of Innovation, The social network theory, Social penetration theory, and Technology
acceptance model. The theories shed light on the importance of social networks which can be employed in SMEs to enhance performance.
2.2.1 Resource Based Theory
According to the resource-based view (RBV) theory, a firm's performance will
improve if it acquires some immobile and non-duplicable resources and capabilities. The
RBV theory of a firm's main premise is that a firm's strength is based on its core
competencies, which provide a long-term competitive advantage gained through resource
availability and the implementation of a resource management strategy (Wernerfelt, 1984).
One of the areas where SMEs fall short is resource availability. The majority of
SMEs' flaws are related to finances, size-related disadvantages, and the organization's
ability to maximize its strengths. The vital point of a network is the contribution of
resources and exchanges between network partners (Wincent& Westerberg, 2006). It is
clear that networks can benefit SMEs only when they choose the right network to acquire
the resources they require for their success (Zaheer&Zaheer, 2001). Participation in social media business networks and online networking activities can help SMEs improve their tangible and intangible resources. 'Being a member of and participating in a business social media network provides a trusted environment with a potentially global reach through which near-immediate contacts can be formed as a foundation for future business collaboration (Quinton & Wilson, 2016). 
2.2.2 Diffusion of Innovation Theory
The diffusion of innovations theory describes how an innovation spreads over time within organizations or among people, leading to its adoption and use for a variety of purposes. In this case, innovation can take the form of a product, service, idea, information, or practice that people perceive as novel (Rogers, 2004). Such innovations, according to proponents of the theory, have relative advantages over existing methods,  are simple to understand with observable results, can be tested by potential adopters, and  are compatible with existing values, experiences, and needs (Odoomet al., 2017).
Organizations vary in their readiness to adopt innovations, and there are often fewer
early adopters than later adopters. The diffusion of innovation theory has been applied to a range of adoption issues, including who should make decisions regarding new innovations inside organizations, when and to what extent new technologies should be adopted, and how the technology's influence on the company should be considered. In comparison to traditional media and early campaign technology such as campaign websites, social media clearly has a number of advantages. Social media is: timely: the site can be updated immediately; simple to use: updating is as simple as uploading and posting content; cost effective: campaigns do not need to purchase as much bandwidth for their websites if they simply link to social media directly from their website; and each a large and growing audience (Gulati& Williams, 2012).  
2.2.3 Social Network Theory 
The proponent of the social network theory is Scott in 2019. Scott (2019)
conceptualized his theory from several concepts and was largely based on understanding
the structure and relational networks of social associations between living things. The focus of the theory is the study of the way individuals, groups and institutions interact and relate with each other; hence, analyses all sorts of relationships between things, animals, or  people. The social network theory holds that the largest element is the network that has many individual elements. It is worth noting that the smallest element in a network is an individual as an actor; hence, the theory portrays social relationships as ties and nodes, where the ties represent the relationships that exist and link the players while the node signified the individuals. There are various types of ties between nodes, which explain the interdependence that exists in the social network (Mulunda, Mukabi & Macharia, 2021). The social network theory is relevant in this study on the role of social media on SMEs performance. This is because it helps in the understanding of the formation of relationships between marketers and consumers. The relationship becomes valuable when the marketers manage to reach many consumers. It is worth noting that marketers are normally in constant contact with the consumers; hence, better understand them. The basis of this theory is linked to the content that may go viral and reach many on social media in a relatively short period. Besides, the theory offers an important framework for understanding social media and its usage in business. The actors in a network consume social media via virtual nodes online while social ties are created via sharing, links, and memberships (Richardson, Choong & Parker, 2021). Therefore, understanding how social networks work in social media marketing is very important in the modern business environment. SMEs may use this strategy to ensure information reaches their target consumers within a short period. The social network theory brings out the relevance of online marketing where SMEs should be in contact with as many consumers as possible to enhance their business performance.
2.2.4 Social Penetration Theory 
The proponents of the social penetration theory are Altman and Taylor in 1973. The theory is based on a common phenomenon known as getting to know someone. The social penetration theory holds that interpersonal relationship moves from a very shallow surface level over time to deeper and more intimate levels. This is supported by Emerson (2021), who opined that social penetration progresses via several stages to establish relationships. Getting to know someone as the relationship moves from one level to the other depends on mutual disclosure or sharing of vulnerability and inner feelings (Altman & Taylor, 1973). The social penetration theory assumes that self-disclosure is predictable, systematic, and mutual. The theory describes the role of disclosure in developing  relationships, but the focus is on the way self-disclosure functions to establish relationships. Self-disclosure is used in developing relationships to enhance intimacy via depth, breadth, and the norm of reciprocity. This theory is objective since it is not subjective to individual bias or feelings. Instead, it is based solely on facts and not opinions. The proponents of the social penetration theory further argue that penetration is initially rapid but slows down swiftly as the tightly wrapped inner layers are reached (Blau, 2019). Building a relationship is likened to peeling off an onion, which is easier to peal initially but becomes hard as inner layers are revealed. Over the years since its establishment, the theory has proved to be versatile, which has made it possible for scholars to use it in various ways.
The social penetration theory has been criticized first, due to its Heurism; that is,
educational principles of gaining knowledge via practical experience and empirical study.
Consequently, the theory has been used in various studies on a wide variety of
relationships. Besides, it is given credit for most of the thinking behind establishing
relationships. Second, the social penetration theory is criticized due to its narrow scope
with critics arguing that the process of establishing relationships is not always linear.
However, the social penetration theory is relevant when one tries to understand the
interactions that we encounter daily as it helps to understand various stages of relationships; hence, aids in understanding how best to rationalize and make decisions at each stage of relationship development. In the context of this study, the social penetration theory informs the SMEs and marketers that relationship building in the social network is a process that improves gradually as both parties get to know each other’s properly in terms of who they are, what they offer and their principles in business. As such, it is important to grow the relationship over social media gradually and systematically to a point where the consumers understand the businesses, their products, and services. This way, SMEs can benefit significantly through social media usage.
2.2.5 Technology Acceptance Model (TAM)
The Proponent of the technology acceptance model is Davis, back in 1989. Davis
(1989) used this model to try and predict and explain the user’s behavior when a new
technology is presented to them. It holds that several factors influence the decision of the users in terms of when and how they adopt the new technology. The factors include the
perceived usefulness of the technology to improve performance; and the perceived ease of use as shown below.
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Technology Acceptance Model Source: Davis (1989)
The perceived usefulness refers to the extent to which a user believes that the use of
a certain new technology will facilitate performance. Perceived ease of use, on the other hand, refers the extent to which one believed that using a certain technology will be effortless (Davis, 1989). Whenever there is perceived ease of use and perceived usefulness of new technology, users develop the intention and attitude to adopt the technology. 
However, the proponent of the model argued that the perception can change based on the age and gender of the involved people since human beings are different. Social media is a new technology that presents organizations with opportunities to engage their clients and meet their demands and needs. However, the adoption of social media technology by  businesses is influenced by perceived usefulness and ease of use.
According to Park (2009), the TAM is an important theoretical model that helps in understanding the behavioral intentions in the usage and adoption of new technology.
Therefore, this theory is relevant in this study as it aids in understanding why newtechnology like social media can be adopted or rejected by users. This is because it informs technology providers of the importance of sharing useful innovation. However, the TAM is not without some shortcomings. The model is criticized for not considering some important issues such as costs that comes with adopting technology, environmental and structural influence that affect the way individuals adopt new technology.
2.2.2 Challenges of SMEs in Nigeria
Arguably, the Nigerian economy has not fared better because SMEs have not played their expected role. This is however in spite of concerted interventions by successive government administrations. The under-performance of this sector is perceivably indicative of unaddressed fundamental problems. Literature reveals a myriad of issues which include: inefficient and inadequate infrastructures such as power and water supply, poor road network, business incubation centres etc. SMEs are therefore compelled to provide such critical facilities thereby increasing their operational cost. Also, the administration of subsidies, incentives and other potential entrepreneurs and crowding out existing ones. Again, lack of access to finance attributable to the hesitations of banks and other financial institutions to extend credit to SMEs largely because of poor documentation, packaging and presentation of business proposals, lack of collateral of security and high interest rate (Obitayo, 2020; Fabunmi, 2022), are constraints that impede the growth of SMEs. In addition to the aforementioned challenges, Nnanna, (2019), stated that inability to access appropriate technology at low cost and the near absence of facilities for research and development, dwindling demand for locally made products and the rising appetite for foreign goods. Weak organizational framework, product/ service marketing, low information technology usage, personnel management challenges, poor accounting records etc. Low formal educational and technical competence of the SME owners and employees are the major challenges of SMEs in Nigeria. Dimoji and Onwumere (2016), view of the challenges confronting SMEs in Nigeria can be broadly summarized into: human resource and general management, finance, account and internal control, marketing, low technology adoption poor business support services and infrastructure.


2.3 Empirical review
Tiwasing, (2021) researched on Social media business networks and SME performance: A rural–urban comparative analysis in UK. The findings indicate that rural SMEs that are members of social media business networks have a higher turnover and a greater desire to expand sales than rural and urban SMEs that are not members. Rural enterprises that are members of these business networks perform similarly to urban SMEs that are members in terms of revenue. They do, however, underperform their urban counterparts in terms of sales growth. Thus, improving the success of SMEs in rural areas would require stronger online business support environments, enhanced digital infrastructure and connectivity, the establishment of online co-working spaces, and higher digital and technology capabilities. Sunoma & Ali (2021) did a research on impact of social media adoption on performance of SMES in Kano state, Nigeria. The study discovered that social media adoption has a significant impact on SMEs' performance in terms of cost savings associated with marketing and communication, increased customer relationships, easy access to market information, brand awareness, loyalty, and equity, and increased market share, sales, and revenue.
Urban & Maphathe, (2021) did research on Social media marketing and customer engagement: A focus on small and medium enterprises (SMEs) in South Africa, the purpose of this essay was to determine the extent to which social media platforms, notably Facebook, Instagram, and Twitter, can enhance customer interaction. The research design was a quantitative cross-sectional study that relied on primary data gathering and tested hypotheses using correlational and regression analysis. The findings corroborate the predictions, demonstrating a strong and positive association between the use of Facebook, Instagram, and Twitter platforms and enhanced customer interaction. The findings havemanagerial implications, as owner managers should leverage social media by maintaining and building a broad network of connections to gather knowledge and uncover resources,as well as to build a reputation and communicate with their customers. Alkateeb and Abdalla (2021) studied the adoption of social media and how it affects the performance of SMEs in Palestine. The study examined how technological, environmental, and organizational context; perceived usefulness, perceived ease of use, capability to control technology; and attitude toward technology influence the adoption of social media and their impacts on SMEs performance. The findings revealed that all the variables except technological context positively influence the adoption of social media by SMEs and the adoption of social media positively influences SMEs performance.
Genome, Tumsifu and Jani (2019) studied the way perceived usefulness, social identity, and perceived ease of use affect the use of social media by SMEs and how the use of social media influences the growth of the SMEs in the fashion industry in Kenya. Data was collected using structured questionnaires among 394 SMEs owner-managers in the fashion industry in Nairobi and Kambui counties. The results revealed that perceived ease of use and social identity have a significant influence on the use of social media, but perceived usefulness was found to have no significance in influencing the owner-mangers to use social media. However, the use of social media was found to have had a significant influence on the growth of SMEs.
2.4 Gap in literature
While existing literature provides valuable insight into the impact of social media on SMEs performance, there is a noticeable gap in research focusing on the unique circumstances and needs of SMEs in this context (Johnson,2019). The present study seeks to address this gap by conducting an in-depth examination of social media marketing practices specifically tailored to the SME sector. This goes beyond search engine optimization rankings. In the context of social media, content gap analysis takes into account customer engagement, reactions, and satisfaction levels overall. Plus, these metrics affect how well your brand can use social media marketing to get the buyer to do what you want the buyer to do. What does it mean when people talk about content on social media? Due to abundance of social media platforms available today, the term content can refer to almost anything. Whether it’s a quick, brief, bite sized titbit that someone finds amusing or engaging, or a long form video detailing the how to behind a pretty complex topic or technique, content is anything you’re producing.
While series of studies has been carried out on the predictors of social media among SMEs, there has also been some research on the role of internet on SMEs performance. The role of internet on business growth in SMEs is dynamic, ranging from the impact of social media, to the role of adopting technological software and facilities in business processes (Belas et al., 2021). This study identified research gap in the area of the link between social media and business growth in SMEs in Nigeria. 
Another research gap identified is the over reliant focus on financial indicators as a means of measuring business growth in SMEs. While this study confirms that financial basis forms a strong indicator of business growth, it is important to note that, while all organizations are not-for-profit, other measures of business growth are often times ignored. Therefore, this study will explore other indicators in the aspect of brand awareness, new business leads, customer relations and general growth. Specifically, it is identified that there are various means of utilizing different social media platforms for business processes, especially in SMEs. It is in the purview of this research to explore this gap and identify the method and trends of utilizing social media platforms on SMEs performance in Nigeria.


CHAPTER THREE
METHODOLOGY
This section concerned with the research methodology and procedures that were used during the period of carrying out this research study. This is to further achieve the main goal of the study, which is to investigate the impact of social media on business growth: a study of selected SMEs in Lagos state, Nigeria.
3.1 Research Design
In order to achieve the objective of this study, an experimental research design was adopted to examine the impact of social media on SME performance in Lagos, Nigeria. This technique was adopted because of the aim of the research study and its advantages over other methods. The method has the highest level of dependence to attain valid and reliable conclusion. The approach takes a systematic and scientific task of collecting data, surfing for relevant and reliable data and critically examining the cause and effect relationships between the parameters of study.
3.2 Population of the study
The population for this study consists of three standard small and medium scale enterprises in Kwara State which Include Item7, Femtech, and Mama-Ifoma The target population for this study include junior and senior staffs of Item7, Femtech, and Mama-
Ifoma. Accordingly, Item7 has a population 123, Femtech 93, and Mama-Ifoma 72. Hence the population of this study as at 2023/2024 are 288.
3.3 Sample and Sampling Methods
Simple random sampling method is adopted to select the sample population for this study. This is to give junior and senior staffs of Item7, Femtech, and Mama-Ifoma an equal opportunity of being selected.
Therefore, in this study, the researcher determined the sample size by adopting Solving formula. The reason for choosing the Solving formula is because it is concerned with the application of normal approximation of 95% confidence level and 5% error tolerance. The formula is given as follows;
n = 
Where, n = sample size
N = population
α = level of significance.
Therefore, substituting the number below to determine the sample size;
N =Total population (288)
n=?
α = 0.05
n = 
n = 
n = 
n = 
n = 
n = 167
From the Item7, Femtech, and Mama-Ifoma, a total of 167 respondents will be drawn to represent the sample for the study. This implies that (167) forms the sample size for this study.
3.4 Data Collection Technique
Primary data collection technique was employed for the purpose of the research analyses, sequel to its appropriateness and benefits. The primary data was obtained from the use of structured questionnaire, “Social media and SMEs Performance Questionnaire”, which was administered to obtain the sampled respondents’ opinion. Due attention and coordination was ensured during the process to guarantee that the question asked were understand and the information provided were fair and truth. The scale of the questionnaire adopted was 5-point Likert scale rating, ranging from strongly agree (1) to strongly disagree (5). The questionnaire was divided into two sections (A and B). Section A which 50 deals with information regarding employee’s bio data while section B consist of operational items relating to the study.
3.5 Validity and reliability:
The validity of the instrument was done with face-to-Face validity. The appropriateness of the instrument is validated by the supervisor. For the reliability of the study data, Cronbach’s Alpha test of internal consistency was adopted. This is a common and recognized measure of reliability that assesses the one-dimensionality of the data.
3.6 Method of data analysis
The method of data analysis that was used in this study was basically descriptive analysis and statistical inferential methods. Descriptive statistics in form of frequencies and percentages were adopted for the demographic variables and part of the research questions The statistical inferential method that was used in the data analysis in this study was ordinary least square regression/ordinal regression was used in analysing the hypothesis. 
3.7 Model Specification for the purpose of data analyses
SMEs Performance = f (Social Media).
Y = β0 + β1X1 + μ
In the model, β0 = the constant term while the coefficient βii= 1 was used to measure the sensitivity of the dependent variable (Y) to unit change in the main predictor variables X1 while μ is the error term which captures the unexplained variations in the model.
Translated to:
SMEs Performance = f (Social media competitiveness).
SMEs Performance = f (Technological skill).
SMEs Performance = f (Digital connectivity).
3.8 Ethical Consideration
This study followed the ethical standard which has been laid down in management sciences and also does not impose threat on the people. An ethical clearance to conduct the study was obtained from the Kwara State University Ethical Committee. The respondents were not compelled to provide information against their willingness. High degree of confidentiality of respondent was ensured, because no name or other personal details of respondent was requested on the questionnaire. Confidentiality was further enhanced by ensuring that the information provided were only for the purpose of the study. 


CHAPTER FOUR
DATA ANALYSIS, PRESENTATION AND DISCUSSION OF FINDINGS
This chapter is devoted to the analysis of the data, presentation of results and discussion of findings which was arranged under the following: response rate, demographic information, analysis of the data on research questions, interpretation, hypothesis and discussion of findings.
4.1 Response rate
	Description
	Frequency
	Percentage(%)

	Returned questionnaires
	158
	94.3

	Unreturned questionnaires
	9
	5.7

	Total
	167
	100.0



The total of 167 copies of the questionnaire were distributed to the staffs of Item7, Femtech, and Mama-Ifoma, in Ilorin metropolis, out of which 158 were completed and retrieved. Resulting in as response rate of 94.3%.
4.2 Demographic information
[image: ]Table 2: Demography of the respondents


The pie chat above indicates the percentage of respondents by Gender. It was revealed that out of 158 respondents, the male respondents have the higher percentage of 72(45.6%) while the remaining 86(54.4%) were female. From this result it can be inferred that the population of female staffs are more than that of the male staffs in Item7, Femtech, and Mama-Ifoma, in Ilorin metropolis.
[image: ]Table 3 Frequency distribution of respondent by Age
The Bar chart above shows the distribution of the respondents by their age. A total of 45 (28.5%) of the respondent were between the age range of 21-30 years, 53(33.5%) are of the age range of 31-40 years. Furthermore, 43(27.2%) of the respondents are of the age range of 41-50years while 17(4.8%) are of the age range of 51 and above. This can be inferring that the major respondent for this study are of the age range of 21-30 years followed by 41-50years.
Table 4 Frequency distribution of respondent by Marital Status




[image: ]
From the figure above analysis shows that larger ratio of the respondent by their marital status. A total of 109(69.0%) of the respondents are single, followed by 36(22.8%) of respondents were married, and 13(8.2%) of the respondents were divorce. essentially, the largest percentage of the respondents for this study were single followed by married.
Table 5 Frequency distribution of respondent by years of experience
[image: ]


From the figure above analysis shows that larger ratio of the respondent by their Years of experience, A total of 37(23.4%) of the respondents were of 1-5years of experience, 47(29.7%) of the respondents were of 6-10years of experience, more so, 30(19.0%) of the respondents were of 11-15years of experience while 33(20.9%) of the respondents were of 16-20years of experience and 11(7.0%) of the respondents were of 21-25years of experience. essentially, the largest percentage of the respondents for this study was staffs who were 11-15years of experience followed by 16-20years of experience and 6-10years of experience counterparts.
Table 6 Frequency distribution of respondent by social media usage
[image: ]






Table 6 Frequency distribution of respondent by social media usage From the chart above analysis shows that larger ratio of the respondent by their social media usage, A total of 36(24.7%) of the respondents use WhatsApp’s, 57(36.1%) of the respondents use Instagram, more so, 28(17.7%) of the respondents use YouTube while 21(13.3%) of the respondents use TikTok and 13(8.2%) of the respondents use Facebook. essentially, the largest percentage of the respondents for this study was staffs who use Instagram followed by those who use WhatsApp’s counterparts.


4.3 Analysis of the data on research questions, interpretation
Research Question one: what is the impact of digital connectivity on SMEs performance?
Table 7 impact of digital connectivity on SMEs performance
	Impact of digital connectivity on SMEs
Performance
	1
	2
	3
	4

	Faster Information
	110(69.6%)
	39(24.7%)
	7(4.4%)
	2(1.3%)

	Greater Reach
	97(61.4%)
	51(32.3%)
	5(3.2%)
	5(3.2%)

	Increased Customer Power
	84(53.2%)
	43(27.2%)
	19(12.0%)
	12(7.6%)

	Tracking Negative or Misleading Statements
	104(65.8%)
	30(19.0%)
	15(9.5%)
	9(5.7%)

	Accidental Release of Confidential Information
	93(58.9%)
	41(25.9%)
	16(10.1%)
	8(5.1%)

	Unauthorized Employees Speaking on Company’s Behalf
	74(46.8%)
	70(44.3%)
	8(5.1%)
	6(3.8%)

	The use of social media platforms increased the company's market share
	113(71.5%)
	25(15.8%)
	12(7.6%)
	8(5.1%)

	The use of social media platforms increased the sale s volume
	77(48.7%)
	61(38.6%)
	14(8.9%)
	6(3.8%)

	The use of social media plat forms led to an increase in audience inquiries
	90(57.0%)
	56(35.4%)
	9(5.7%)
	3(1.9%)


Sources: Field survey, 2024
(Key: 1= Strongly Agree, 2= Agree, 3= Disagree, and 4= Strongly Disagree)
Table above show the impact of digital connectivity on SMEs performance, the following results were obtained by using percentage scores indicated on Table: majority of the respondents 71.5% strongly agreed that the use of social media platforms increased the company's market share, followed by 69.6% who agreed faster information, while 65.8% indicated Tracking Negative or Misleading Statements and 61.4% of respondents who revealed Greater Reach.
Research question two: what are the significant effect of technological skill on SMEs
performance?
Table 8 Significant effect of technological skill on SMEs performance
	Significant effect of technological skill on SMEs performance
	1
	2
	3
	4

	Customer Relationship Management
	102(64.6%)
	53(33.5%)
	3(1.9%)
	--

	Customer Retention
	87(55.1%)
	54(34.2%)
	11(7.0%)
	6(3.8%)

	Expansion of Customer Base
	107(67.7%)
	33(20.9%)
	13(8.2%)
	5(3.2%)

	Market Research
	107(67.7%)
	32(20.3%)
	15(9.5%)
	4(2.5%)

	Product Marketing
	113(71.5%)
	31(19.6%)
	8(5.1%)
	6(3.8%)

	Achievement of Competitive Advantage
	80(50.6%)
	34(21.5%)
	24(15.2%)
	20(12.7%)

	Cost Control Initiatives
	94(59.5%)
	32(20.3%)
	14(8.9%)
	18(11.4%)

	Sales can be increased
	113(71.5%)
	23(14.6%)
	18(11.4%)
	4(2.5%)


Sources: Field survey, 2024
(Key: 1= Strongly Agree, 2= Agree, 3= Disagree, and 4= Strongly Disagree)
Table above revealed the significant effect of technological skill on SMEs performance, the following results were obtained by using percentage scores indicated on Table: almost all of the respondents 71.5% who indicated Product Marketing and sales can be increased, followed by 67.7% revealed that Expansion of Customer Base and Market Research, followed by 64.6% that indicated that Customer Relationship Management, while the next in rate 59.5% indicated Cost Control Initiatives.
Research question three: What are the effect of social media competitiveness on SMEs sales promotion?
Table 9: Effect of social media competitiveness on SMEs sales promotion
	Effect of social media competitiveness on SMEs sales promotion
	1
	2
	3
	4

	A False Sense of Connection
	86(54.4%)
	40(25.3%)
	32(20.3%)
	

	Cyber-bullying
	81(51.3%)
	48(30.4%)
	21(13.3%)
	8(5.1%)

	Decreased Productivity
	117(74.1%)
	19(12.0%)
	15(9.5%)
	7(4.4%)

	Privacy
	110(69.6%)
	23(14.6%)
	23(14.6%)
	2(1.3%)

	Bandwidth problem
	97(61.4%)
	47(29.7%)
	8(5.1%)
	6(3.8%)

	Technophobia
	100(63.3%)
	26(16.5%)
	18(11.4%)
	14(8.9%)

	Lack of maintenance culture
	63(39.9%)
	35(22.2%)
	23(14.6%)
	37(23.4%)

	Lack of training of staff
	122(77.2%)
	14(8.9%)
	13(8.2%)
	9(5.7%)

	Copy right Issue
	86(54.4%)
	35(22.2%)
	15(9.5%)
	22(13.9%)


Sources: Field survey, 2024
(Key: 1= Strongly Agree, 2= Agree, 3= Don't know, 4= Disagree, and 5= Strongly Disagree)
Table above show the effect of social media competitiveness on SMEs sales promotion, the following results were obtained by using percentage scores indicated on Table: majority of the respondent 77.2% indicated that Lack of training of staff followed by 74.1% of respondents that revealed Decreased Productivity and 69.6% of respondents who strongly agree with Privacy and 63.3% of respondents who indicated Technophobia.


4.4 Hypotheses
Hypothesis 1
H01: Digital connectivity does not have significant effect on SMEs performance.
Table 4.10: Correlation Analysis of Digital connectivity does not have significant effect on SMEs performance.
	Digitalconnectivity
	PearsonCorrelation
	1
	.508**

	
	Sig.(2-tailed)
	
	.000

	
	N
	158
	158

	SMEsperformance
	PearsonCorrelation
	.508**
	1

	
	Sig.(2-tailed)
	.000
	

	
	N
	158
	158


**. Correlation is significant at the 0.01 level (2-tailed).
Source: Field survey, 2024
The Pearson Product Moment Correlation was used to ascertain if digital connectivity does not have significant effect on SMEs performance. the result in table shows that digital connectivity has significant effect on SMEs performance (r = .508, p > .05). Statistically, the null hypothesis one was therefore not accepted. The implication of this is that. If there is digital connectivity it will have significant effect either positively or negatively on SMEs performance.
Hypothesis 2
H2: Technological skills do not have any significant effect on SMEs performance.
Table 4.11: Correlation Analysis of Technological skills do not have any significant effect on SMEs performance.



Correlations
Technological
skills 	SMEs performance
	Technological skills
	PearsonCorrelation
	1
	.163*

	
	Sig.(2-tailed)
	
	.041

	
	N
	158
	158

	SMEs performance
	PearsonCorrelation
	.163*
	1

	
	Sig.(2-tailed)
	.041
	

	
	N
	158
	158


*. Correlation is significant at the 0.05 level (2-tailed).
Sources: Field survey, 2024
The Pearson Product Moment Correlation was used to ascertain if Technological skills do not have any significant effect on SMEs performance. Table shows that Technological skills have significant effect on SMEs performance (r = .163, p > .05). Statistically, the null hypothesis two was therefore not accepted. The implication of this is that, if there is technological change is not adopted in this 21st Century, it will have positive influence on employee performance.
Hypothesis 3
H3: Social media competitiveness has no significant effect on SMEs sales promotion.
Table 4.12: Correlation Analysis of Social media competitiveness has no significant effect on SMEs sales promotion.



Correlations
Social media
competitiveness 	     SMEs sales promotion
	Social media competitiveness
	Pearson Correlation
	1
	.207**

	
	Sig.(2-tailed)
	
	.009

	
	N
	158
	158

	SMEs sales promotion
	Pearson Correlation
	.207**
	1

	
	Sig.(2-tailed)
	.009
	

	
	N
	158
	158


**. Correlation is significant at the 0.01 level (2-tailed).
Sources: Field survey, 2024
The Pearson Product Moment Correlation was used to ascertain if social media competitiveness has no significant effect on SMEs sales promotion. Table shows that social media competitiveness has no significant effect on SMEs sales promotion (r = .207, p > .05). Statistically, the null hypothesis three was therefore not accepted. The implication of this is social media competitiveness has significant effect on SMEs sales promotion.
4.5 Discussion of findings
The study investigated the Impact of Social Media on Small and Medium Scale Enterprises (SME) performance” in Nigeria. Each of the three research questions were based on ascertain the impact of digital connectivity on SMEs performance; determine the significant effect of technological skill on SMEs performance, evaluate the effect of social media competitiveness on SMEs sales promotion. The findings of study are discus as follows:
Finding to research questions one shows in the that majority of the respondents revealed that use of social media platforms increased the company's market share, faster information, Tracking Negative or Misleading Statements and Greater Reach. The findings substantiate the finding of Urban & Maphathe, (2021) conducted research on Social media marketing and customer engagement: A focus on small and medium enterprises (SMEs) in South Africa, the purpose of this essay was to determine the extent to which social media platforms, notably Facebook, Instagram, and Twitter, can enhance customer interaction.
The research design was a quantitative cross-sectional study that relied on primary data gathering and tested hypotheses using correlational and regression analysis. The findings corroborate the predictions, demonstrating a strong and positive association between the use of Facebook, Instagram, and Twitter platforms and enhanced customer interaction. The findings have managerial implications, as owner managers should leverage social media by maintaining and building a broad network of connections to gather knowledge and uncover resources, as well as to build a reputation and communicate with their customers. Finding to research questions two using a 4-point scale, the table is explain using the highest score from strongly agree. Table shows that significant effect of technological skill on SMEs performance to includes Product Marketing, sales can be increased, Expansion of Customer Base and Market Research, Customer Relationship Management, and Cost Control Initiatives. The finding corroborates with Ekanem and Erukusin (2021) assessed the emergence of social media and its effect on SMEs in the UK. Data was collected using qualitative methods. The findings revealed that there is a positive relationship between the adoption of social media and the growth of a company's share. Besides, it was established that the use of social media improved the sales figures, brand image and created awareness.
Social media helped to enhance communication between customers and companies. This implies that SMEs should be encouraged to develop their presence on various social media networks to enhance their performance. Finding to research questions three in table shows the effect of social media competitiveness on SMEs sales promotion to include: Lack of training of staff, Decreased Productivity, Privacy and Technophobia. This finding agrees with the study of Sulaiman Ainin, Moghavvemi and Jaafar (2015) studied the factors that influence the use of Facebook by SMEs and the effects of Facebook usage on the financial and non-financial performance of SMEs. The study was conducted among 259 SMEs in Malaysia. The results revealed that the use of Facebook has a strong and positive effect on SMEs' financial performance. The results further indicated that there are positive and strong effects of the use of Facebook and SMEs’ non-financial performance in terms of reducing costs on customer service and marketing; improvement on access to information and improving customer relations. Further, it was established that factors like costs effectiveness, compatibility, and interactivity influence the usage of Facebook by SMEs. A correctional analysis was use to ascertain if digital connectivity does not have significant effect on SMEs performance. the result in table shows that digital connectivity has significant effect on SMEs performance (r = .508, p > .05). Statistically, the null hypothesis one was therefore not accepted. The implication of this is that. If there is digital connectivity it will have significant effect either positively or negatively on SMEs performance. This study is in line with Alkateeb and Abdalla (2021) studied the adoption of social media and how it affects the performance of SMEs in Palestine. The study examined how technological, environmental, and organizational context; perceived usefulness, perceived ease of use, capability to control technology; and attitude toward technology influence the adoption of social media and their impacts on SMEs performance. 
The findings revealed that all the variables except technological context positively influence the adoption of social media by SMEs and the adoption of social media positively influences SMEs performance. To affirm if technological skills do not have any significant effect on SMEs performance. Table shows that Technological skills have significant effect on SMEs performance (r = .163, p > .05). Statistically, the null hypothesis two was therefore not accepted. The implication of this is that, if there is technological change is not adopted in this 21st Century, it will have positive influence on employee performance. This finding is in line with Amoah and Jibril (2021) studied the use of social media as a promotional tool for SMEs development. Data was collected using questionnaires among 648 employees of SMEs in the rural banking sector in Accra and Ghana. The results revealed that the use of social media as a promotional tool has a significant effect on the financial performance of SMEs. It was also established that the use of social media has a positive influence on customer’s attraction, business motivation and increases the market share. Therefore, SMEs need to invest in social media marketing tools and use them effectively to enhance their growth and survival.
To affirm the if social media competitiveness has no significant effect on SMEs sales promotion. Table shows that social media competitiveness has no significant effect on SMEs sales promotion (r = .207, p > .05). Statistically, the null hypothesis three was therefore not accepted. The implication of this is social media competitiveness has significant effect on SMEs sales promotion. This study is in agree with Genome, Tumsifu and Jani (2019) studied the way perceived usefulness, social identity, and perceived ease of use affect the use of social media by SMEs and how the use of social media influences the growth of the SMEs in the fashion industry in Kenya. Data was collected using structured questionnaires among 394 SMEs owner-managers in the fashion industry in Nairobi and Kambui counties. The results revealed that perceived ease of use and social identity have a significant influence on the use of social media, but perceived usefulness was found to have no significance in influencing the owner-mangers to use social media. However, the use of social media was found to have had a significant influence on the growth of SMEs.

CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
This chapter presents the summary of the findings, conclusion and recommendations of the investigated the Impact of Social media on Small and Medium Scale Enterprises (SME) performance” in Nigeria. 
5.1 Summary of the Study
The summary of the findings was based on the analysis made in chapter four. The descriptive survey method was adopted for this study and it was conducted based on guided objectives of the study which were also the research questions for the study. From the data collected and analyzed, the researcher was able to examine and ascertain also investigate the investigated the Impact of Social media on Small and Medium Scale Enterprises (SME) performance” in Nigeria. The questions were presented in tabular form. The data for the study was collected and presented and analyzed using percentage and frequency tables with the aid of questionnaire using Statistical Package for Social Science (IBM: SPSS V26.0).
5.2 Summary of the Findings
The finding of the study are summaries as follows:
I. Majority of respondents indicated that use of social media platforms increased the company's market share, faster information, Tracking Negative or Misleading Statements and Greater Reach; 
II. Majority of the staffs revealed that significant effect of technological skill on SMEs performance to includes Product Marketing, sales can be increased, Expansion of Customer Base and Market Research, Customer Relationship Management, and Cost Control Initiatives;
III. Majority of the respondents revealed that effect of social media competitiveness on SMEs sales promotion to include: Lack of training of staff, Decreased Productivity, Privacy and Technophobia.
5.3 Conclusion
Based on the findings of the study, it was concluded that change has been an ever-present component of organizational life as a result of increasingly complicated settings and frequently shifting external demands. The study identified significant effect of technological skill on SMEs performance to includes product marketing, sales can be increased, expansion of customer base and market research, customer relationship management, and cost control initiatives. The study further indicated the indicated that use of social media platforms increased the company's market share, faster information, Tracking Negative or Misleading Statements and Greater Reach while the study identifies the effect of social media competitiveness on SMEs sales promotion to include: Lack of training of staff, Decreased Productivity, Privacy and Technophobia. This implies that the use social media can substantially enhance the performance of the company.
5.4 Recommendations
Based on the findings of this study, the following recommendations were made to enhance performance;
1. Adequate training should be provided to employees when the change involves a shift in technologies or processes, to help employees master the new way of doing things.
2. Before making changes in the company, there should be proper communication between the management and the affected personnel. This can help in clearing misgivings among the employees and provide clarity on the company’s goals. 
3. The company should ensure that changes are introduced in phases. This will help in ensuring that errors encountered during any implementation stage are corrected before the next stage.
5.5 Limitations of the study
In the process of carrying out the research, the researcher had encountered both methodological and practical problems, which includes; 
The problem of data analysis was also encountered; it was difficult to categorize the data collected into a constituted and meaningful pattern. Again, as it was analyzed mutually, the researcher was faced with problems in preparing the coding frame. However, with constant analysis and time was finally analyzed.
The researcher also faced practical problems in terms of cost, whereby the study was costly in terms of typing, printing, transport, and final publication of the report. The researcher got assistance and support from the family members and friends to help provide scholastic materials and printing the report., though these limitations does not by means erode the authenticity of discoveries made in the study. 
5.6 Suggestion for further study
Since it is practically impossible for any single study to investigate the entire variables. So from the findings of the study, it is suggested that further study could be carried out to encourage generalization of findings obtained from the study:
1. It is recommended that a study should be carried out on the effects of social media, working condition, motivation and incentive on employee’s multi-dimensional productivity,
2. It is also recommended that a study should be carried on the influence of change management and use of social media on employee performance in Kwara State.
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