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Abstract 

The study examines the benefits of using social media by small and medium enterprises (SMEs), 

how the SMEs can engage the customers and business for achieving their marketing objectives 

and the challenges pose to the SMEs in the adoption of the social media in North-Western 

Nigeria. The study is purely based on secondary source of data- Books, journals and other 

secondary data to examine the benefits, engagement and the challenges. Sample of four media 

platform namely- WhatsApp, Facebook, YouTube, and Instagram were used to highlight the 

engagement. The study reveals that social media is beneficial to SMEs performance, 

marketability, competitiveness and innovativeness, there numerous ways   SMEs can engage their 

customers for achieving the marketing objectives and the emergence of social media about 

some marketing challenges to the SMEs. The study concludes that the use of social media by 

SMEs in the North-Western Nigeria, can lead to the improvement of the SMEs performance, 

marketability and competitiveness and that SMEs in the study area need to address their 

performance, marketability and competition in the emergence social media environment. 

Keywords: Social media, marketing tool, social media engagement, social media challenges and 

SMEs. 

 

 

Introduction 

Marketing is one of the most important aspect of managing small and medium enterprises 

(SMEs) (Oji et al, 2017), achieving its objectives (Simpson et al, 2006) and ensuring its 

survival and sustenance (Sylvanus et al, 2017). There have been several tools traditionally 

been used to ensure achieving the marketing objectives of the SMEs, some of which 

include; pricing, distribution, relationship, and other promotional tools. The emergence of 

social media marked the introduction of new marketing environment and the new tool for 

marketing SMEs. Though, the era of social media started since 1978 when Bulletin Board 

System exchanged data via phone lines to other users (Ladokun, 2019), the rapid 

development in the social media  took place some years back, when one of the alternatives 

to the social media establishment was the Linkedln network, which was formed in 2003, 

followed by Facebook in 2004, YouTube in 2005, Instagram in 2010 and continuing up to 

the recent emerged ones- WhatsApp and Tiktok (Kurtishi, 2018). 

The development of the social media in Nigeria was not until 1997 to 2000 when NCC gave 

internet access license to about 38 service providing companies- Skannet, PINET, linkserve, 

steineng, cyberspace, inforweb, Hyperia among others (NCC, 2003).  That led to many blogs 
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and other social media platform to have been created.  Unlike the previous traditional 

media, social media is a two-way communication tool (Saravanakumar & Lakshmi, 2012), 

that is characterized as- interactive Web 2.0 and internet-based applications, user-

generated content where user can share photos, videos, etc, users creative service where 

specific profiles are designed by the social media organization and lastly develop social 

networks by connecting a user's profile with other individuals, groups or businesses 

(Lakshmi et al, 2017). 

The social media transforms the way individual, groups and organizations relate, its serves 

as a means of communication, sharing, information, and private messages. sharing 

information, exchanging personal messages, viewing videos and images, posting, 

discussion of ideas, among others. 

Businesses and the SMEs are using social media for different purposes all relating to 

organizational management and improvement of its performance.   These range sourcing 

and recruitment of employees (Dlamini & Johnstone, 2018), personnel and team 

management, organizational coordination (Appel et al, 2020), information accessibility 

(Dodokh & Al Maaitah, 2019), competition and public relations (Kumarasamy & Srinivasan, 

2017), that enhance the relationship of organization with it external stakeholders (Tajvidi & 

Karami, 2017).  Additionally, the social media being used by not only the organization-

marketers but the customers to ensure serving themselves well with the organization 

relationship and offerings.  

As a tool for marketing, social media are used for product and service image, publicity, 

advertisement, products and services display, sending frequent messages to customers for 

their loyalty, ensuring effective marketing networks and team and other promotional 

packages (Lakshmi et al, 2017), enable businesses to forecast the future purchasing 

behavior of their customers more accurately, enhances brand post popularity, attract new 

customers, build awareness, increase sales and build loyalty (Dahnil et al, 2014) 

Moreover, numerous studies highlighted the relevance and the importance of the social 

media in businesses and the SMEs (such as: Meske & Stieglitz, 2013, Dlamini and Johnson, 

2018, Rahman et al, 2020 among others). They offered, the failure of social media adoption 

by business organizations including the SMEs would negatively affect the gaining access to 

global markets, insufficient intelligence about the market place, and the ill management of 

organizational resources (Rahman et al, 2020). 

However, in Nigeria, many SMEs are either not aware of the applications of the SM in SMEs 

or they are not interested in using it for their businesses, which may be because of the 

ignorance of the benefits of the SM to the Businesses and other organizations. Moreover, 

many of the SMEs using SM in Nigeria have no strategy going in using SM, as a result, 

without basic understanding of the benefits of the SM and how to use the SM to engage 

customers and businesses, countless opportunities are missed. 

This study seeks to examine the benefits of the use of SM by SMEs and how the SMEs can 

engage the customers and business for achieving their marketing objectives and the 

challenges in the adoption of the social media by SMEs. 
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Research problem 

the underutilization of social media as a marketing tool by small and medium enterprises 

(SMEs) in Nigeria. Despite the numerous benefits of social media for businesses, including 

enhancing brand post popularity, attracting new customers, building awareness, increasing 

sales, and building loyalty (Dahnil et al., 2014), many SMEs in Nigeria are either unaware of 

the potential applications of social media or are unable to effectively utilize it for marketing 

purposes. This lack of adoption of social media as a marketing tool by SMEs in Nigeria may 

negatively impact their ability to gain access to global markets, have insufficient 

intelligence about the marketplace, and effectively manage organizational resources 

(Rahman et al., 2020). By examining the factors that contribute to the underutilization of 

social media by SMEs in Nigeria and identifying potential solutions, this study aims to 

contribute to the body of literature on the use of social media as a marketing tool for SMEs 

and provide practical recommendations for SMEs in Nigeria to effectively utilize social 

media for marketing purposes. 

 

Literature Review 
Social media 

Scholars offer various definitions of Social media, some of which include, a web-based 

platform that enable and facilitate users to generate and share content, allowing 

subsequent online interactions with other users (where users are usually, but not always, 

individuals) (Social media research group, 2016), a  web-based applications that allow an 

individual or group to create a profile and connect systematically with others who are on 

the platform (Oji, 2016), a Web 2.0 applications (Blogs, Social Networks, Forums etc) 

enabling the creation, editing and dissemination of user-generated content 

(Constantinides, 2014) and a group or part of internet communication technology (ICT) that 

build on the ideology and technological precept of Web 2.0, that allow the creation and 

exchange of generated content (Gongora, 2016; Chu & Kim, 2011 in Oji et al, 2017).  Based 

on the nature of the social media, and the fact that it is been widely used in the developing 

countries as a tool for marketing, SMEs in Nigeria can make maximum use of it for serving 

customers well and competitiveness. 

 

SMEs’ Benefits of using social media 

Social media benefits SMEs through various ways such as accomplishment of their 

objectives, increase in sales, profitability, and productivity among others (Siddiqui & Singh, 

2016).  As part of the organization’s and marketing objectives, the use of the social media 

is confirmed by many researches (Kazungu, 2017, Dahnil 2018, Kurtishi, 2018) to enhance 

the attainment of the organization’s objectives. 

SMEs can operate powerful new information and sales channel with augmented 

geographical reach to inform and promote their businesses and products by creating 

company media group where the company list its products and services, its history, its 

business philosophy, its job opportunities, and other information of interest to current and 
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potential customers (Tajvidi & Karami, 2017, Basri, 2016). Further more people from 

anywhere in the world can learn about the company and place orders. 

SMEs through the social media can collect fuller and richer information about markets, 

customers and prospects. It can also conduct fresh marketing research using social media. 

These will pave way to taking appropriate decision and coming up with the right strategies 

for the company progress (Chheda, 2014, Appel et al, 2020). 

SMEs through the social media can collect customers’ feedback inform of complaints, 

questions or compliment as a source of learning more about customers to improve and 

build customer loyalty (Vinerean, 2013). 

Social media is a means through which SMEs can engage customers. In this era of the 

always-on customer, social media is a key way to interact with customers and build human 

relationships. Engaged customers tend to reward consistently strong service by spending 

more and becoming influential brand advocates on social channels (Chheda, 2014; 

Kumarasamy & Srinivasan, 2017). 

 

SMEs’ Social Media Applications and Engagement  

There are wide variety of social media platforms being used in the world for business 

purposes, with the intensity of technological development, competition and customer 

pressure, newer platforms are still emerging (UNCTAD, 2021).  However, not all social 

media are the same and some are better suited for certain marketing strategies than others 

Eltayib (2018), and some are more frequently being used in some areas than the others. 

There is a wide variety of social media application available for SMEs to engage the 

customers and businesses for their competitive advantage (Saravanakumar & Lakshmi, 

2012). Some of these are explained below. 

 

WhatsApp 

WhatsApp is a very popular and widely-used social media messenger, use by more than 2 

billion people in over 180 countries.  It is a mobile instant messaging (MIM) application 

(Balarabe, 2020),  that enables smart phone users, with the convenience of a mobile data 

plan, to send and receive text messages to individuals or groups of people, businesses 

receive location information, images and audio visual materials (Oji, 2016), at little or no 

cost. The use of WhatsApp in advertising of organizational products paves way for SMEs 

and individuals to sells, promote, advertise and patronize variety of goods and services from 

different and far geographical area to the convenient destinations of the potential buyers 

within a short period of time (Balarabe, 2020). The WhatsApp has the following features- 

users can send text to family and friends, they can share photos, and images, they can 

create and share to groups and individuals, it enables voice and video calls, document can 

be shared easily, format text, share live location, share WhatsApp status. In addition, there 

is WhatsApp business application introduce specifically to help SMEs, some of its features 

includes- business profile, quick replies, automatic greeting message, automatic away 

message, contacts labels, message statistics, catalogues, interactive business message, list 
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messages and reply buttons, Facebook shops integration and WhatsApp payments (Kartal, 

2019).  

The following can be used by business users to engage their customers. 

a. Create profile- This platform enable user to create a business profile with the 

information that is helpful to the customers like business description, address, phone 

number, email address etc (O’Hara et al, 2014). 

b. Quick replies- This platform enables enable engaging customers and other users, the 

user saves and reuse messages they frequently send to answer customers’ common 

questions.   

c. Automatic greeting message- this platform enables users- company to create a 

greeting message that others users- customers receives when they dialogue with the 

company. 

d. Post on user status- company and users use their status to engage their customers by 

posting photo, images and relevant messages of their interest. The customers can as 

well comment, reply and or download from the status post. 

e. Display picture (DP) posting- As another means of engaging customers, company 

post on their display pictures of their company buildings, product and other messages 

to the public. The user can read, see and even download from the image posted on 

the DP. (O’Hara et al, 2014). 

f. Voice call- This platform provides opportunity for engage their customers through 

voice call, where the company can call a platform user and the user and can as well 

call the company. 

g. Group creating- company and other users can create to form a group where the 

company can post for the group members and the members can share their feelings 

as well (Oyewole, et al, 2020).  

 

Facebook  

Facebook which is founded by a computer programmer-  Mark Zuckerberg while studying 

at Harward University in February, 2004 (Chheda, 2014), is an online social networking 

service (Granger & Reiter, 2015), that appears to be the largest and  among the most 

powerful social media platforms in the world, with more than 1.55 billion active users as of 

2016 (Ladokun, 2019).  Facebook users may create personal profile, add other users as 

friends, and exchange messages, including status updates, receive notifications when 

activity occurs on their profiles, create page, like page. (Chheda, 2014, Granger & Reiter 

2015), content sharing, information diffusion, relationship building (Chang et al, 2015), it 

enables the user to create new account, advance features, create page, group, or event for 

his business, it takes user right to current newsfeed, it enables user to send friend request, 

messages, and indicates new friends to approve and new message to read, enables the user 

to search and find friends, places or things on Facebook, enable inputting user profile image 

and name, that can be seen by others on the platform, enables user to find friends available 

on the top of navigation bar,  enables user to find personal navigation menu and updates all 
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the people, pages, and groups connected to, it enables user to adjust what to share with 

others, it has account setting, where the user manages the security, notification, apps and 

more, and control who can find the user, as well as who can see his updates, photos, and 

other information (Chheda, 2014). 

Chheda (2014) also stresses that Facebook users (that may be business managers or 

owners) can engage their audience- potential and real customers through the following 

methods: 

a. Add featured stories to the company’s timeline- Users add stories to the company’s 

profile to highlight company milestones for engagement to generate more interest 

than standard posts.  

b. Ask engaging questions once a day- Users ask leading question once a day, so that 

visitors get in the habit of engaging with the brand profile.  

c. Post shareable pictures- Users either create their pictures and share or find 

interesting picture, royalty-free images for the visitors to share.  

d. Offer incentives to like the page – Users do create application that leads visitors to a 

special discount code or free giveaway product in exchange for a Facebook “Like.”  

e. Advertise for “Likes” on Facebook- Users post advertisements that encourage users 

to “Like” a page. Instead of running Facebook ads that lead to the website.  

f. Rotate the Facebook ads daily- Users rotate the ads every day to keep engagement 

high. Facebook Ads suffer from high burnout rates.  

g. Add a “Follow Us on Facebook” link to your email newsletters- users in their effort to 

reach out customers, include an encouragement and a link back to the profile.  

h. Add social sharing icons to the blog posts- Users share social sharing icons on each 

post by including the content for them to be easy.  

i. Connect your Facebook profile to the blog to auto-post new content- Users create 

new “Facebook for WordPress” plugin to ensure that Facebook fans are able to 

connect with all the new content.  

j. Customizing timeline application graphics- Users add own custom images to the 

timeline of Facebook to create a consistent brand image and a greater connection 

between the brand and the audience.  

k. Post exclusive video content to the page- Users post unique content to their 

Facebook fans to keep them coming back for more.  

l. Ask fans to share brands profile with others- Users make direct to leverage the 

existing subscribers as one of the best ways to build the fan base.  

m. Respond to follower comments on the page- Users responded to all   comments left 

on the profile to demonstrate interest in what the fans have said.  

n. Develop own social engagement Facebook app- Users offer unique, interactive 

application that provide additional value to users, to take fan engagement to the next 

level.   
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o. Update the profile and cover pictures regularly- Users keep things fresh on the 

timeline to shows to the readers the commitment of maintaining brands social 

networking presence.  

p. Experiment with promoted posts- Users promote Facebook’s promoted posts.   

 

YouTube   

YouTube was found in 2005 as the most popular user-driven video content provider in the 

world (Wattenhofer et al, 2015), with the purchase of the platform in October 2006, Google 

followed a clear path to developing YouTube into a revenue-generating product, with a 

business model focused on advertisement (Gerhards, 2017). It has become a major platform 

for disseminating multimedia information (Wattenhofer et al, 2015), and it is developed 

into a leading marketing tool used for product promotion by social media influencers 

(Schwemmer & Ziewieck, 2018).  It provides multiple advertising formats such as displays 

ads, skippable and nonskippable video advertisement and expands on opportunities for 

businesses to monetize produced video content. Among the features of YouTube include 

that, allows users to view, upload, comment, subscribe, and join groups, when viewing a 

video, viewers can see the title of the video, the description of the video, who uploaded the 

video, date and time of upload, and tags specified by the owner. In addition, information is 

available on the number of times a video has been watched and rated by registered users, 

there is a list of related videos, as determined by video title, descriptors used, and tags. A 

user has the ability to flag any video for inappropriate content, subscribe to a content feed 

for a particular user or channel, or add a video to his or her favorites. Users can also leave 

text or video comments regarding each video (Elareshi et al, 2021) 

The engagement method in the case of YouTube involved the following. 

a. Sharing video- as the important aspect of this platform users share a video relevant 

that will be subscribed by those interested. Product and services are being advertised 

through such medium. 

b. Add video- this platform enables adding video by users.  Adding the video can be done 

by creating the video, upload from media or go live. All these are of relevant to the 

businesses and companies in engaging their potential and current customers. 

 

Instagram  

Instagram was introduced in October, 2010, A year and a half later, it had 50 million users 

(Granger & Reiter, 2015), then in 2018, Instagram had 700 million active users worldwide 

(Musonera, 2018).   It is a mobile photo and video sharing network that is restricted by the 

use of a downloaded application that can only be accessed on a mobile device such as a 

smart phone, tablet or desktop computer (Granger & Reiter, 2015, Musonera, 2018). The 

platform enables sharing photos, videos amongst users (Balarabe, 2020), it enables users 

to apply digital filters, frames and special effects to their photos and then share them on a 

variety of social networking sites (Gongora, 2016). Online businesses use Instagram as their 

promotional media to increase sales, create advertisements, getting new customers, and 
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retain customers to become the loyal ones (Park & Namkung 2021). Among the features of 

Instagram that is relevant to the business organizations are- Users can follow other users’ 

feeds, like and comment on images, and connect their Instagram account to other social 

networking sites and share photos, it enables users to add geo-located data to their content 

and enables users to create time lapse videos (Amaral, 2015). 

According to Musonera, (2018) and Okonkwo et al (2015), below are some of the methods 

users can engage their audience. 

a. Photo and image sharing- This platform is used by companies and other people to 

share their photo and other images interesting to their audience. (Amaral, 2015). 

b. Chart- Users of this platform are enable to discuss- chart through this medium with 

their family and friends, customers, employees, suppliers etc. it their fore give room 

for sharing experience, comments, questions and answers. 

c. Establish a visual image for products and services- This platform enables companies 

to establish the visual image of their products or services (Amaral, 2015). 

d. Create interactive campaigns with hashtags- this platform is used by company and 

individuals as a form of user generated tagging that enables cross- referencing of 

content, that is sharing a topic or theme. 

e. Story adding- this is among the ways through which this platform is used by company 

and individuals to engage their audience. In this the user or company can load an 

image, photo or text as their story where their audience will be view and commenting. 

f. Video chart- to engage an audience, a company or an individual can communicate 

through video call, where the user or company can invite other users for video chart 

interaction.  

g.  Follow and be following- this platform also has the provision of giving room for the 

users- companies or individuals to follow or be following.  

 

Challenges of social media adoption by the SMEs 

Research studies have proved the fact that social media adoption is capable of providing 

growth and development opportunities to the SMEs. Furthermore, other studies have 

explored the areas where the social media adoption pose negative effect to the SMEs. 

Since the adoption of social media posed to SMEs to operate in the global market, where 

all the SMEs are within the reach of customers globally, customer has the capability to 

search for the best and qualitative product and service at lowest price and customers find 

more choice of products and services and can compare the prices (Nuseir, 2018) and 

negative company’s experiences, bad customer services and product’s disappointment can 

quickly circulate among the customers’ friends (Lakshmi, 2017) there by turning the image 

of the company down. 

However, the use of social media enables greater ease of customers’ interaction with other 

companies. The effect social media has on customers’ perception, attitude and the buying 

behavior has changed the buying processes (Tajvidi & Karami, 2017; Appel, et al, 2020). By 

using social media, customers have access to different sources of shared information from 
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other customers in regard to their experiences and recommendations. This influences their 

purchasing decisions. 

In the same vein, SMEs are provided with the opportunity for direct marketing to customers 

(Sajid, 2016; Oji et al, 2017). This could therefore lead to extended competition and SMEs 

with less competitive capabilities will suffer- loss of customers, reduce price to remain 

competitive and consequently reduce the organizational performance. In this case SMEs 

are pressured to be vigilant and adopt to tape the maximum use of social media for their 

competitive advantages. 

 

Theoretical Framework 
Resource based view (RBV) has been used by many researchers as a foundation for the link 

between organizational resource and performance. The theory supports the assumption 

that the primary determinant of a firm competitive advantage and performance is the 

ability of the firm to use it internal resources and compete (Tajvidi & Karami, 2017).  

According to the RBV, firm resources include all assets, capabilities, organizational 

processes, firm attributes, management competencies, technological competencies, 

information and knowledge controlled by a firm that enable the firm to conceive of and 

implement strategies that improve its efficiency and effectiveness (Lazar, 2016; Ahmed et 

al, 2018).  On the other hand, firm capabilities refer to the skills of a firm in taking advantage 

of its resources and assets (Tajvidi & Karami, 2017). Firm resources and capabilities that are 

valuable, rare, inimitable and distinctive are considered as an essential source of 

competitive advantage and superior performance (Tajvidi & Karami, 2017). 

In line with the above, this study considers the social media as an organizational resources, 

capabilities, management and technological competencies that SMEs use for enhancing 

the organizational competitiveness and performance. 

 

Methodology 
The study is purely based on secondary source of data.  Books, journals and other secondary 

data were used to examine and analyze the benefits of social media to SMEs and how the 

SMEs can engage the customers and business for achieving their marketing objectives and 

the challenges the adoption of the social media pose to the SMEs in North West geopolitical 

zone of Nigeria. The study uses the sample of four media platforms-namely- WhatsApp, 

Face book, YouTube and Instagram to highlight how customer can be engaged. 

 

Discussion 
The latest scholarly and empirical studies on the use of social media by small and medium-

sized enterprises (SMEs) have found that social media can provide benefits to SMEs in 

terms of performance, marketability, competitiveness, and innovativeness (Chen et al., 

2018). In particular, a study conducted in the North-West geopolitical zone of Nigeria 

(Ogunmokun et al., 2019) found that SMEs have an opportunity to use social media 
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platforms such as WhatsApp, Facebook, YouTube, and Instagram to engage with their 

customers and achieve their marketing and organizational objectives. 

However, the adoption of social media by SMEs can also pose some challenges (Bughin et 

al., 2018). For example, customers may have more choices available to them through social 

media, leading to increased competition among businesses and a need for SMEs to 

maintain competitive capabilities in order to retain customers and maintain organizational 

performance (Ogunmokun et al., 2019). Additionally, negative experiences and bad 

customer service can quickly circulate through social media, potentially damaging the 

reputation and performance of SMEs (Bughin et al., 2018). 

Overall, the use of social media by SMEs can provide benefits, but it is important for SMEs 

to be aware of the challenges and to carefully consider their social media strategy in order 

to maximize the benefits and minimize the risks (Chen et al., 2018). 

 

Conclusion 
Based on the research and analysis presented in this article, it is clear that social media can 

offer numerous benefits to small and medium-sized enterprises (SMEs) in terms of 

marketing and other business operations. By using social media platforms, SMEs can 

engage with their customers and build trust and loyalty, which can lead to improved 

performance and competitiveness. 

However, it is also important to recognize that the adoption of social media by SMEs can 

pose certain challenges, such as increased competition and the potential for negative 

experiences to spread quickly through social media. To effectively and efficiently use social 

media in their operations, SMEs should carefully consider their social media strategy and 

be proactive in addressing any potential challenges. 

Overall, the use of social media can be a powerful tool for SMEs to improve their 

performance and competitiveness, but it is important for businesses to carefully consider 

the benefits and risks before implementing a social media strategy. 

 

Recommendation 
Based on the research presented in this article, it is recommended that small and medium-

sized enterprises (SMEs) in the North-West geopolitical zone of Nigeria embrace the use of 

social media to achieve their marketing and organizational objectives. Specifically, it is 

important for SMEs in this region to learn how to effectively engage with customers and 

other businesses through social media in order to take advantage of its many benefits. 

However, it is also important for SMEs to be aware of the challenges that can arise when 

using social media, and to take steps to address them in order to minimize any negative 

impact on their businesses. By effectively leveraging the power of social media while also 

being mindful of its potential risks, SMEs in the North-West geopolitical zone of Nigeria can 

position themselves for success in today's digital landscape. 
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