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Abstract 

The rise in popularity of social media (SM) has significantly transformed the business practices of 
small and medium-sized enterprises (SMEs). To explore this phenomenon, a comprehensive archival 
search was conducted, encompassing 20 relevant publications as secondary data sources. The anal-
ysis of these publications was structured around a proposed model, emphasizing the advantages 
that companies can derive from SM, such as enhanced visibility and broader audience reach through 
advertisements, as well as the resulting return on investment (ROI) and increased consumer loyalty. 
SMEs can use social networks to connect personally with their audience, gather valuable infor-
mation about their customers, track market trends, improve their customer service and increase 
their reach. Results reveal that SM can be a powerful tool to generate higher revenues if used cor-
rectly, maximizing their return on investment. This study finds out how SM can benefit SMEs, focus-
ing on the impact of marketing effectiveness, visibility, ROI and customer retention. By using a good 
target marketing strategy, SMEs can increase their visibility and awareness, and customer feedback 
can help businesses understand what works well and what doesn't, increasing customer loyalty. 
Overall, SM is a new way for businesses to gain exposure and stay competitive in an ever-changing 
world. These findings could help SME managers better understand how to conduct a good market-
ing strategy in using SM to improve their business performance leading to a higher profitability. 
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1 Introduction 

1.1 Background, Motivation and Purpose 

Background 

Over the last years, the rise of popularity about Social Media (SM), a ground-breaking trans-

formation has occurred in the operational landscape of Small and Medium-sized Enterprises (SMEs), 

revolutionizing the way they conduct their day-to-day activities. These platforms have revolution-

ized the manner in which businesses engage with their intended audience, providing them with the 

means to swiftly and effectively connect with millions of individuals worldwide. 

Networking platforms offers SMEs an unparalleled chance to establish a more personalized 

connection with their audience, fostering trust-based relationships with their current clientele and 

simultaneously expanding their reach to prospective customers. The benefits of these go far beyond 

simple promotion and advertising. They also allow them to gather valuable information about their 

customers, track market trends, improve their customer service and increase their reach. Extensive 

research has been undertaken by numerous marketers to delve into the implementation, benefits, 

and drawbacks of these advertisements. The owners of these businesses want to post advertise-

ments that would attract maximum customers. However, some strategies are implemented in a very 

suboptimal way and therefore do not attract enough customers.  
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By harnessing the full potential of these platforms, SMEs can unlock a formidable catalyst for 

driving increased revenue. These platforms provide invaluable opportunities for targeted advertis-

ing and implement highly efficient marketing strategies, enabling SMEs to optimize their return on 

investment (ROI) to its fullest extent. Businesses that possess the adeptness to harness these tools 

can attain a competitive edge in the market, thereby substantially enhancing their prospects for 

long-term success. 

Motivation 

With the advent of SM, the business environment has undergone a profound transformation, 

presenting enterprises with fresh prospects to reach new customers, increase brand visibility and 

drive sales. As indicated by a Hootsuite study conducted in 2020, nearly 75% of SMEs worldwide 

utilize SM platforms to promote their products and services. However, numerous SMEs encounter 

challenges in effectively capitalizing on these networks due to limited knowledge or resources. Con-

sequently, it becomes imperative to explore diverse strategies that can facilitate the growth of 

SMEs. 

The author decided to carry out his report on the usefulness of SM on SMEs in order to un-

derstand himself why when scrolling through the different networks there were so many ads about 

new brands every day. Wishing to work in the international business in the future and potentially 

open his own business knowing that the author is not very creative or even passionate about mar-

keting, he thinks that learning about the different methods of making online ads are very important 

and will give him an advantage over other techniques that will appear in the future.  

Through a comprehensive comprehension of consumer behaviour, SMM empowers companies to 

recognize and adjust to consumer expectations, thereby enabling them to secure a competitive 

edge. 

Purpose  

The core aim of this study is to uncover the unexplored possibilities that SM platforms hold in 

enhancing the overall business performance of SMEs. 
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1.2 Research Objectives, Approach and Questions  

Research Objectives (RO): 

There are three key research objectives: (i) identify the most relevant previous studies on the 

marketing via SM for SMEs to improve their business performance; (ii) find out, based on published 

previous work, how SMEs can optimise their visibility and audience through different marketing 

strategies; (iii) better understand how the use of SM affects the ROI of SMEs.  

Research Questions (RQ): 

RQ1:  In which way SM can support SMEs to improve their business performance?  

RQ1.1: What are SM benefits to SMEs towards better business performance?  

RQ1.2: How can SMEs use SM to increase their visibility and reach a wider audience?  

RQ1.3: How can SMEs use SM to increase their ROI? 

RQ1.4: How can SMEs use SM to increase consumer loyalty through their marketing strategy? 

Research Approach:  

To facilitate thorough exploration and analysis, this research study has embraced an inductive 

approach as its methodological framework. 

1.3 Thesis Structure 

This thesis is divided into six distinct chapters. The author begins by presenting the back-

ground of the research topic chosen as a new area of investigation and the initial contact that led 

him to choose it. Next, he presents his motivation for conducting a research on SMEs use of SM; He 

also outlines the research objectives and questions, along with the research approach employed to 

undertake this study. 
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The Chapter 2 is about, "Literature Review", including all relevant theories and previous study 

on the efficacy of SM for SMEs are explained same as the proposed structural model. The 3rd chap-

ter, "Methodology," explains the chosen method to collect the data and after that answer the re-

search questions. After that, the chapter 4 is the "Results," which presents the main results of the 

analysis of the secondary data collected. The chapter "Discussion," is the fifth and contains a de-

tailed discussion on the limitations of this study and how the research questions were answered, as 

well as a comparison with previous work and adherence to ethical guidelines. And to finish, the 

chapter 6 which is "Conclusions," presents the key results and managerial implications. Finally, this 

chapter also suggests avenues for the future research. 

 

Figure 1. Summary of the Structure Thesis  

2 Literature review  

In the subsequent chapter of this paper, a thorough examination of pertinent research concern-

ing the influence of social networks on SMEs will be presented. Firstly, a systematic search for rele-

vant academic sources elucidating the social networks impact on SMEs will be conducted. Subse-

quently, the concept of social networks will be expounded upon, followed by an exploration of the 

advantages and disadvantages they offer to SMEs. The chapter will then delve into the goals and 

strategies that SMEs should adopt in order to capitalize on these networks. Lastly, a proposed struc-

tural model for this investigation will be put forth. 

2.1 Introduction 

To curate this review on the utilization of social networks by SMEs, the selection of the most 

pertinent publications was accomplished through the utilization of Google Scholar.  Searches using 

the terms "Growth," "SMEs," "Social Media," "Benefits," and "Advertising" revealed a growing in-

terest in this topic over the past two decades, as seen in the bar graph. Since the year 2000, the 
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number of publications on the social network impact on SMEs has increased significantly, from 10 

to 17,000 publications in 2023. Due to the dynamic and constantly evolving nature of social net-

works, the volume of articles pertaining to the subject is expected to continue expanding. Never-

theless, it is important to acknowledge that the number of publications specifically focusing on the 

social network impact on SMEs remains relatively modest in comparison to broader topics such as 

"Social Media," which boasts 2.07 million publications. 

 

Figure 2. Graph showing the increase of the publication’s numbers since 2000 to the “Growth of 
SMEs through SM” 

The utilization of these keywords in Google Scholar searches facilitated the identification of 

the most pertinent publications for the present study. The table provided below exhibits the chosen 

publications that are considered relevant. 

Table 1. Relevant Publications selected dedicated to the Growth of SMEs through SM.   
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2.2 Social Media  

2.2.1 History  

Kaplan and Haenlein (2010) maintain that social media is currently known as "a group of 

Internet-based applications that build on the ideological and technological foundations of Web 2.0 
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and enable the creation and exchange of user-generated content." Kaplan and Haenlein (2010), 

(p.59)  

The SM concept was introduced in 1978, prior to the emergence of World Wide Web (WWW) tech-

nology, online communication and information sharing were facilitated through Bulletin Board Sys-

tems (BBS). (Dewing, 2010). Prior to the advent of social media, the conventional approach for dis-

seminating messages to a wide audience involved, known as "one-to-many" communication, was 

through email or television advertising. The approach mentioned earlier was not effective because 

it did not allow for proper communication and did not give customers a chance to express their 

opinions about a product or service. Neti et al. (2011) claims that social media as the capability to 

share content, facilitate interpersonal communication, and provide feedback. Furthermore, they 

categorize social media into two distinct components: the "social" aspect, which pertains to inter-

personal interactions, and the "media" component, which encompasses the channels utilized for 

disseminating information across diverse geographical locations. 

These platforms represent an innovative form of communication that allows users to exchange with 

others. Thus, these social platforms offer the possibility to increase the interaction between com-

panies and customers. (Tuten & Solomon, 2013).  

2.2.2 Advantages of communication through Social Media for SMEs  

As Johansson and Corvera (2012) said, social media seem to have importance in business 

performance. However, social networks have benefits and drawbacks. The author has decided to 

first show the advantages of using these platforms.  

Cost savings and proximity to customers: Compared to traditional channels such as television and 

newspapers, social media platforms offer a more budget-friendly approach to reaching precise tar-

get audiences. Conventional advertising methods usually involve considerable financial invest-

ments, whereas most social media networks are accessible to everyone free of charge. Since small 

businesses typically lack substantial advertising funds, unlike large corporations, Social Media Mar-

keting (SMM) provides a significant advantage in this regard. (DeMers, 2014).   

Word of mouth: Barclays Review (1997) said by leveraging the influence of their current customers, 

businesses can attract new customers through referrals and expand their customer base.  
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Barbe and Wallace (2009) noted that the effectiveness of word-of-mouth marketing is attributed 

to its capacity to disseminate information with high credibility. In the contemporary business envi-

ronment, establishing and maintaining communication with customers, while also targeting a large 

audience within a short period, is a crucial undertaking, which can be achieved by capitalizing on 

the widespread utilization and adoption of SM. 

Direct communication: SMEs businesses have advantage of being able to establish consistent com-

munication with their customers, fostering strong relationships with them, seeking their input, and 

adapting to their evolving needs. As stated by DeMers (2014), maintaining proximity to customers 

and swiftly obtaining feedback on products or services is of paramount importance for an R&D de-

partment. This enables prompt identification and resolution of any shortcomings that may arise. 

Increased Brand Exposure: Bell (2013) showed that the advent of social media has not only created 

numerous opportunities but also generated an unprecedented volume of online traffic, presenting 

a favorable audience for individuals or businesses seeking to promote their products or services 

through online means. The utilization of SMM has emerged as a highly efficient approach for direct-

ing focused traffic towards business websites or blogs. 

Brand Loyalty: The author also mentions that there is a last advantage to be gained, which is an 

enhanced sense of allegiance towards the brand among customers. Glenn (2017) argues for com-

panies that have accounts on multiple social media platforms tend to enjoy greater buyer loyalty. 
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Figure 3. The proposed structure for Advantages of using Social Media for SMEs.  
 

2.2.3 Disadvantages of communication through SM for SMEs 

Misusing social media can pose challenges, especially for small business owners who are 

new to the market and face various obstacles and vulnerabilities. Most of them lack experience in 

SMM or do not have a good strategy to succeed in this field (Abrons, 2013). It is not enough to create 

a simple online profile on different platforms, SMM is a complex process that takes time and effort, 

requiring daily account management and the publication of relevant and engaging content.  

In addition, SMM involves a new approach to engaging with consumers, one that emphasizes inter-

active communication and the sharing of ideas rather than simply disseminating information about 

the company. (Drury, 2008). Small business owners require expertise in communicating with cus-

tomers or may opt to hire social media consultants to succeed on social media platforms. Addition-

ally, negative customer feedback on company pages must be taken into account.  

Abrons (2013) claims that “customers have the opportunity to express their dissatisfaction 

and it is essential to react quickly to prevent this from damaging the reputation of the brand”. (p.49) 

In short, although social networks offer many opportunities, their use requires a clear strategy and 

rigorous management to avoid pitfalls and make the most of them.  

 

Figure 4. The proposed structure for Disadvantages of using SM for SMEs.  
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2.2.4 Tactics and Outcomes of Marketing through Social Media 

To succeed in SMM, companies must consider their specific objectives as the success of 

their efforts depends on aligning actions with goals. Effective online marketing can enhance a com-

pany's reputation, visibility, customer interaction, website traffic, and popularity.  

In his review Weinberg and Gould (2011) identifies the goals that need to be achieved are SMART:  

- “Specific 
- Measurable 
- Attainable 
- Realistic 
- Timely” (Weinberg & Gould, 2011, p.97)  

Hay (2009) argues that it seems like SMM strategy guide a company in the right direction 

to achieve its goals. To do this, three key elements must be considered: interactivity, sharing and 

collaboration. Incorporating interactivity in SMM includes engaging in online conversations with 

customers, creating and sharing blog posts, while sharing visual content like images and videos. To 

encourage collaboration, social bookmarking sites can be utilized. To avoid wastage of time and 

financial resources, it is crucial to assess the results achieved through SMM. The assessment of these 

endeavours is crucial in gauging their efficacy and success. Lynsey Sweales, a prominent figure in 

the social media landscape, serves as a member of the DMA Social Media Council and holds the 

position of CEO at SocialB UK. She emphasizes the importance of measuring results showed that 

"using social media without measuring the results in some way is a bit like advertising your business 

in a magazine and not measuring the results". (Davey, 2014, p.15)  

In summary, the formulation of a SMM strategy ought to take into consideration factors 

such as interactivity, sharing, and collaboration. Nevertheless, in order to optimize the benefits de-

rived from such efforts, it is of paramount importance to evaluate and quantify the outcomes of 

said actions.  
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2.2.5 Evaluation of SMM  

Weber (2009) noted that the measurement of social media effectiveness continues to pre-

sent a persistent challenge, as there is still uncertainty about what and how to measure. Nonethe-

less, understanding an organization's social media strategy expectations can assist in measuring its 

success. Hay (2009) explain that “such metrics can be categorized as either qualitative or quantita-

tive, both of which are referred to as Key Performance Indicators (KPI). KPIs allow organizations to 

measure their progress in achieving social media objectives. Quantitative KPIs estimate the effec-

tiveness of social media strategies using numerical data to measure the return on investment, while 

qualitative KPIs estimate the impact of SMM activities on engagement, influence, and brand aware-

ness.” (Hay, 2009, p. 79-80).  

To effectively measure SMM effectiveness, it’s crucial to explain clearly the organizational 

objectives, to choose a blend of qualitative and quantitative KPIs that align with those objectives, 

establish a benchmark, report and compare results against expectations, and conduct a thorough 

analysis of the measurement program. A small business owner can track progress by comparing 

results against a baseline. Ultimately, it is possible that a consistent and in-depth analysis can help 

organizations track their success on different social media platforms.  

2.3 Research Framework Concept 

2.3.1 Social Media Benefits for SMEs 

Kaplan and Haenlein (2010), suggests that social networks are known as a group of Internet ap-

plications that build on the ideological and technological foundations of Web 2.0 and allow for the 

creation and exchange of user-generated content and thus enable businesses to share their con-

tent to gain different customers. These networks also have a significant advantage in order to be 

close to their followers as mentioned by DeMers (2014), explaining that it is crucial to stay close to 

customers and get quick feedback on products or services. 

2.3.2 Impact on SMEs Image 

According to DeMers (2014), social media marketing represents a significant paradigm shift in 

marketing, offering immense potential for SMEs to improve their visibility. By leveraging the 

power of social media platforms, SMEs can now establish a strong online presence, allowing them 
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to reach a wider audience and connect with potential customers more effectively than ever be-

fore. This new avenue allow companies to compete on a level playing field with large organiza-

tions, as they can now create and distribute engaging content. 

2.3.3 Impact on SMEs ROI 

Levinson and Gibson (2010) said that networks were an effective way to get the most engage-

ment because it is a very easy to use and free marketing tool, compared to other marketing tools 

as used before such as television, newspapers or even commercials in the city. 

2.3.4 Impact on SMEs Visibility 

Social networks play a very important role in the visibility of a company, whether it is positive or 

negative.  According to Abrons (2013), following the emergence of different platforms, a compa-

ny's customers have the possibility to express their dissatisfaction via the internet and it is essen-

tial to react quickly to prevent this from damaging the brand's reputation. Furthermore, as Bra-

clays Review (1997) expresses, word-of-mouth can also have a very positive impact on SMEs as it 

allows former customers to gain new ones by posting positive reviews of products or services. 

2.4  Identified Research gaps 

SMM is a discipline that has been steadily evolving for several years and represents an im-

portant part of current advertising. It is crucial for SMEs to take this discipline into account as it can 

offer a real boost to their business. (Figure 2) illustrates the evolution of marketing over the years, 

from 0 posts in the 2000s to approximately 17,000 posts in 2023. Marketing on SM has become 

essential in today's economy as millions of people are connected online every day. According to 

Johansson and Corvera (2012), SM seems to play a crucial role in business performance. However, 

there are advantages and disadvantages to SM, as shown in the literature review presented in Sec-

tion 2. Unfortunately, there is little numerical data regarding the use of networks by SMEs. 

There is a possibility that a gap in knowledge exists within the existing literature regarding the 

utilization of social networks by SMEs. Furthermore, (Table 1) presented in this context identifies 

only a few publications that discuss the use of different platforms, including Twitter, Facebook, and 
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Instagram, and their marketing use. Therefore, the aim of this research study is to provide a signifi-

cant contribution to the current body of literature by revealing novel insights into the overall po-

tential of SMEs adoption of different networks. Additionally, the study aims to produce quantified 

outcomes that truly capture the influence of social networks and their associated advantages. More 

specifically, it aims to identify the benefits they can gain (RQ1.1), how these platforms allow them 

to increase their visibility and thus their audience (RQ1.2), leading to an increase in return on in-

vestment (RQ1.3), as well as how an appropriate marketing strategy can allow them to build con-

sumer loyalty (RQ1.4) 

2.5 Research Framework 

The proposed approach will be examined and discussed in detail, (Figure 5) which is based on 

the previous work.  
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Figure 5. Proposed Structural Model made with the help of 20 texts collected on Google Scholar 

3 Methodology and Execution of the Research 

The section regarding methodology and execution of the outlines research the approach taken 

to investigate how social medias can facilitate exponential growth for SMEs. The author utilizes ex-

isting research on the marketing effectiveness of social networks and their impact on return on in-

vestment. The chapter begins by setting the context for the study and then provides a detailed ex-

planation about how the research was designing. Subsequently, the chapter proceeds to outline the 

data collection and analysis procedures, followed by a dedicated section that highlights the utmost 

significance of ethical considerations within this study. 

 

3.1 Research design  

The research design explains a comprehensive approach that you adopt by integrating various 

study components cohesively, with the aim of effectively tackling the research problem. It involves 

devising a framework for collecting, measuring, and analysing data. To illustrate the different stages 

in the research process, the author employs "The Saunders Research Onion Ring" model, that pro-

vides a detailed roadmap for developing the research work. 
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Figure 6. The research ‘onion’, by Saunders et al. (2009). 

3.1.1 Research philosophy 

Saunders et al. (2009) argue that a researcher's philosophy shapes their perspective and 

understanding of knowledge application. In this study, a realist philosophical standpoint, particularly 

scientific realism, was adopted. Scientific realism acknowledges the presence of an objective reality 

separate from human perception, while recognizing the influence of social conditioning, which is 

known as critical realism. The choice of this philosophical position was driven by its scientific meth-

odology, which seeks to propel the advancement of knowledge. Embracing this philosophical per-

spective, the study aims to foster a comprehensive comprehension of reality and advance through 

empirical progression. 
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3.1.2 Research purpose  

The Exploratory research is usually conducted because the author has just begun an inves-

tigation and wishes to understand the topic in a general way. An exploratory research endeavor 

aims to establish a groundwork that paves the way for future investigations or determines whether 

observed phenomena can be accounted for by an existing theory. Frequently, exploratory research 

serves as a steppingstone for subsequent inquiries, providing a solid basis for further exploration 

and study. 

3.1.3 Research approach  

Empirical-inductive method, commonly known as inductive approach, is a methodology of 

research that underscores the significance of gathering and scrutinizing genuine and observable raw 

data to generate theories and explanations for observed phenomena. According to Saunders et al. 

(2009), this approach involves a bottom-up technique in which the researcher creates abstractions 

from the data, starting with specific observations and patterns and gradually developing more gen-

eral explanations or theories. 

The author selected the inductive approach for its particular usefulness in comprehending 

human behaviour and experience. To investigate the utilization of social networks through SMEs, 

the author conducted a comprehensive examination of numerous publications, employing the qual-

itative data analysis software NVivo 12 as a supportive tool. This analysis helped to identify crucial 

and recurring elements and develop alternative hypotheses, providing unique insights into the sub-

ject matter. 

3.1.4 Research strategy/methods 

To evaluate the influence of SM ton SMEs and their return on investment, our research em-

ployed an archival research approach, primarily relying on secondary data from relevant publica-

tions. This method of data collection holds particular value in synthesizing information from existing 

sources. Therefore, we gathered pertinent publications pertaining to the subject and conducted an 

analysis of these secondary data sources. Subsequently, we synthesized the findings, incorporating 

specific examples, to present a comprehensive overview of the study topic. 
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3.1.5 Methodological choice 

Mono-method research was used to collect qualitative data from a single source, in this case 

an archival search. As a result, a lot of literature on the impact of SM on SMEs and their ROI was 

reviewed, and the analysis was based on this theme and trends that emerged from the majority of 

this literature. 

3.1.6 Time horizon  

During the search, the author used an archival strategy to collect secondary data from rele-

vant publications from 2000 to today. This approach will provide a longitudinal picture of the evo-

lution of the key elements studied across different time frames.  By using a longitudinal study, the 

same data will be collected repeatedly at different points in time to understand how these elements 

have evolved over time, rather than just a one-off snapshot. The ultimate aim of this approach is to 

understand how key elements evolve over time, rather than simply looking at them. 

3.2 Data collection 

Information was collected using secondary sources, such as relevant publications, in a re-

search based on secondary data. The proposed structural model (Figure 5) was used to guide the 

data collection, which was conducted using keywords such as "growth," "SMEs," "social media," 

"benefits," and "advertising" when searching on Google Scholar.  

3.3 The analysis of the Data  

3.3.1 Quantitative data analysis  

The author did not use any secondary quantitative data in the analysis, and no statistical 

methods were used to process them, although some of the results presented in graphical form could 

be derived from these data sources. 
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3.3.2 Qualitative data analysis  

The qualitative data underwent a systematic processing procedure, involving the analysis of 

pertinent publications in the form of secondary sources. These sources were imported into NVivo, 

a software who provide qualitative data analysis developed by the company QSR International, to 

facilitate the analysis process (Appendix 1). By incorporating the relevant references into the re-

spective nodes, the author effectively compiled a range of citations from pertinent publications and 

sources and accurately organized them. The nodes are strategically designed to segment diverse 

concepts, facilitating a comprehensive and meticulous analysis of the given data. Additionally, cer-

tain nodes feature sub-nodes, each with their own nested sub-nodes as well (Appendix 2).This ap-

plication proved instrumental in facilitating the author's qualitative research by providing tools to 

organize, analyse, and extract insights from unstructured or qualitative data sources, including in-

terviews, open-ended survey responses, newspaper articles, social media content, and web content. 

It offered a comprehensive solution for conducting in-depth analyses on both small and large da-

tasets, enabling the exploration of rich data for meaningful findings. 

This section delves into the structural methodology and the accompanying codebook em-

ployed for data analysis utilizing the NVivo software. The latter was used for the coding process and 

to optimize data collection by generating codes grouped into sets. To study the impact of SM on 

SMEs, research was conducted using the questions (Section 1.2) and using a structural model de-

signed for this purpose shown below (Figure 5). Secondary data was collected using NVivo, based 

on the questions outlined in the previous section. 

The coding process was facilitated through the utilization of the NVivo program. NVivo effi-

ciently organizes and enhances data collection by generating codes and grouping them into code 

sets. 

The collected data are encoded using a codebook based on a specific structural model, which 

allows them to be classified and understood. The codebook (presented below) contains the codes 

needed to decode the data and facilitate its analysis. 

Table 2. Structural CodeBook Proposal 
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3.4 Ethical considerations 

The data employed in this study was derived from publicly accessible secondary sources, spe-

cifically relevant publications. In order to protect confidentiality and maintain the integrity of both 

individuals and organizations involved, the report refrained from including any personal or sensitive 

information.  Accurate source attribution was maintained by utilizing the APA citation and referenc-

ing system for each publication source. This approach guarantees proper acknowledgment of all 

sources while minimizing the risk of plagiarism. 
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4 Research Results 

The analysis performed is based on a thematic analysis method through the structural model 

presented in section 2.5. Twenty publications were carefully selected and analysed using the NVivo 

tool. This analysis identified four major themes: (i) the benefits of social networks for SMEs; (ii) their 

impact on customer retention; (iii) their impact on ROI; and (iv) their impact on company visibility. 

The themes thus identified were examined in detail by highlighting the different sub-nodes associ-

ated with them (See Appendix 2). 

4.1 The Benefits of SM for SMEs 

 

Figure 7. Resulting Mind Map of the benefits of SM for SMEs 

To begin, we will talk about the advantage for SMEs to use SM in their daily life. Nowadays 

networks are a major asset for the development of a company in any country because it allows to 

reach a large and wider audience. An analysis of these advantages has been made on (Figure 7) from 

the different publications previously found on "Google Scholar". Based on various publications, so-

cial networks offer significant benefits for SMEs. These advantages include the ability to generate 
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website traffic through enhanced visibility, access to valuable customer information and insights, 

staying informed about market trends, and gaining valuable customer feedback on products or ser-

vices. Social networks empower SMEs to effectively engage with their audience, understand cus-

tomer preferences, and make informed business decisions. 

Generating Website Traffic  

 

Figure 8. Resulting Mind Map about “Generating Website Traffic” 

Firstly, in terms of online traffic to the company's website. Social networks such as Facebook 

and Instagram are very popular platforms with millions of active users every day, giving businesses 

access to a large and widespread audience. By posting interesting and relevant content on social 

networks, companies can encourage users to click on links that take them to their website, thus 

increasing online traffic. "Social networks are currently known as a group of Internet-based applica-

tions that build on the ideological and technological foundations of Web 2.0 and enable the creation 

and exchange of user-generated content." (Kaplan and Haenlein, 2010, p.59) (Appendix 3.1). Look-

ing at Figure 8, we can see that SMEs can use influencers to reach a wider and more diverse audi-

ence. These public figures often have thousands or even millions of followers on the networks, rep-

resenting a very specific target audience depending on their niche and area of expertise. By 

collaborating with influencers relevant to their industry, companies can access a larger and more 
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diverse audience, reach new potential customers and improve their online reach. "Social media net-

works enable all persons who have internet access to access the pages created by different compa-

nies and communicate about personal things" (Palmer and Lewis, 2009) (Appendix 3.2). 

Information about Customers  

Networks also allow companies to use consumer demographics and usage patterns to better 

understand their audience and tailor their marketing strategy accordingly. By monitoring posts and 

customer interactions on the various platforms where content is published, companies can also gain 

valuable insights into the needs and preferences of their customers. 

Track Market Trends & Product Feedback 

Social networks are also an excellent tool to follow market trends. By monitoring posts, online 

conversations and also hashtags, which are elements that allow you to know what products most 

are sought after from one day to the next. Companies can quickly spot emerging trends and business 

opportunities, allowing them to stay competitive and seize growth opportunities. 

 



29 
 

 

Figure 9. Word-cloud showing words frequency query - 40 most used words in the ‘Track Product 

Feedback” sub-node. 

The networks also allow companies to monitor customer feedback and comments on their 

various products and services "Customers have the opportunity to express their dissatisfaction and 

it is essential to react quickly to prevent this from damaging the reputation of the brand" (Abrons, 

2013, p.49)  (Appendix 3.3). By monitoring comments and messages received, companies can iden-

tify problems and respond quickly. They can also use positive feedback to promote their products 

and services, by sharing testimonials from satisfied customers with their online community "main-

taining proximity to customers and swiftly obtaining feedback on products or services is of para-

mount importance for an R&D department" (DeMers, 2014) (Appendix 3.3). Figure 8 shows that the 

most recurrent words in our different publications are "customer", "feedback", "relationship" and 

"communication", which are related to our topic. This means that the texts used via "Google 

Scholar" allow the author to respond in a relevant way to the topic. 

4.2  Social Media impact on SMEs Customer Loyalty 

Social networks have a significant impact on customer loyalty for all businesses if properly 

mastered. They enable better communication between customers and SMEs, which can help to a 

better understanding of customer needs and preferences. In addition, these platforms can help in-

crease the "early adopter" effect, where customers who adopt new products or services can talk 

about them on social networks, thus encouraging other customers to also try these products or 

services. Finally, social networks can also contribute to the increase of the retention effect, where 

loyal customers can share their positive experience on social networks, which can encourage others 

to become loyal customers as well. 

Better Communications between Customers and SMEs 
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Figure 10. Word-cloud showing words frequency query - 40 most used words in the “Better Com-

munications between Customers and SMEs” sub-node. 

In order to remain competitive in a highly competitive environment, SMEs need to adopt a cus-

tomer-centric approach. Communication between companies and their customers is therefore es-

sential to meet the needs and expectations of the latter. SMEs often find it difficult to establish and 

maintain effective communication with their customers, which can lead to loss of business and re-

duced profitability. Social networks have therefore radically changed the way customers interact 

with SMEs as mentioned by Tuten & Solomon (2013) "These social platforms offer the possibility to 

increase the interaction between companies and customers" (Appendix 4.1). We note that the 

words "customers" and "communication" are the two most frequently used words (Figure 10). This 

leads us to believe that the customer wants to be the centre of attention and that companies should 

communicate as much as possible. The term 'social media' is also recurrent and it is by using plat-

forms such as Facebook, Instagram and others that customers can easily interact with SMEs and 
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subsequently ask questions about products, services or customer support as mentioned by Palmer 

and Lewis (2009) "Share social media as online applications, platforms and Medias which aim to 

facilitate interactions, collaborations and the sharing of content" (Appendix 4.1).  

Increase of Early Adopters Effect & Increase of Retention Effect  

 

Figure 11. Resulting Mind Map about “Increase of Early Adopters Effect & Increase of Retention 

Effect” sub-node 

As shown in Figure 11, exploiting SME growth through DMs can help to increase the early 

adopter effect, as shown in the right-hand column, and the retention effect, as shown in the left-

hand column. Early adopters are the first customers to try a new product or service. By leveraging 

networks, companies can reach potential early adopters through their various advertisements and 
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offer them exclusive deals, as mentioned above and as explained by Mohammadian and Moham-

madreza (2012) "The possibility to notify the customer of our product or our business through the 

use of social networking tools is defined as social media marketing” (Appendix 4.2). This may en-

courage them to try the product or service, which in turn may attract more early adopters to the 

company as it creates a buzz.  

By engaging with their customers on social networks, businesses can build relationships and 

trust, which can lead to greater customer loyalty and repeat orders "The main advantages on the 

use of SM are estimated to be cost savings and getting closer to the customer" (Johansson and 

Corvera, 2012) (Appendix 4.3). Social platforms also allow companies to receive feedback from their 

customers, which can help them improve their products or services by creating a sense of brand 

loyalty and increasing customer satisfaction. 

4.3 Social Media Impact on SMEs Return on Investment 

With SMEs in a constant state of evolution, marketing teams are looking to reach a target 

audience and generate revenue. Network such as TikTok became a must-have platform for compa-

nies looking to improve their online ROI. This platform offers an effective way to interact with cus-

tomers, strengthening their online presence through targeted advertising, reducing marketing costs 

and increasing sales.  

Higher Customers Awareness  

By using marketing strategies such as targeted advertising, online competitions, regular pub-

lications and exclusive offers, SMEs can reach their target audience more effectively. Re-views, 

shares and customer mentions on DMs can also increase brand awareness, create business credi-

bility and help generate positive word-of-mouth. This can result in an increase in the number of 

visitors to the company's website and, consequently, the number of requests for information "Tar-

geted traffic is when the audience reads an ad for a product or service that a brand is promoting on 

its website and they are actually interested in purchasing that product, and so they click this link to 

go to the company's website" (Bell, 2013) (Appendix 5.1). 
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Figure 12. Resulting Mind Map about “Higher Customer Awareness” sub-node 

Reduction of Marketing Costs  

Traditional marketing can be very expensive for SMEs, especially advertising cam-

paigns in traditional media such as TV, radio and newspapers. Social networks, on the other hand, 

offer a cheaper alternative, with much lower advertising costs to reach a wider and more targeted 

audience. The costs of creating content on social networks can also be minimal, especially if the 

company uses free content creation platforms "Social Media marketing is frequently used by SMEs 

because it offers a cost-effective marketing tool. Social Media Marketing offers a variety of tools 

that can be used very easily and for free, in comparison with other marketing tools" (Levinson and 

Gibson, 2010) (Appendix 5.2). By reducing marketing costs, businesses can maximise their return 

on investment and make greater profits. 

Sales Increase  
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Figure 13. Word-cloud showing words frequency query - 25 most used words in the “Sales increase” 

sub-node. 

In order to obtain a significant increase in sales, companies must have a good marketing strat-

egy by offering exclusive promotions, making special offers, discounts and coupon codes, this will 

encourage customers to buy their products or services and feel privileged by being the only ones to 

get these benefits. SM also allow to present the product range of SMEs in a creative way, to attract 

the attention of potential customers and to convert them into loyal customers. Additionally, positive 

feedback from customers on social networks can serve as a catalyst for attracting new customers 

and inspiring them to explore the company's products or services. As we can see in (Figure 10), the 

words that stand out the most in the Google Scholar search were "sales increase", "social media", 

"marketing", which reflects our topic and shows that networks are a great help to increase the sales 

of a company. 
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4.4 How social media increase the visibility of SMEs?  

The advent of SM has brought about a profound transformation in the way businesses engage 

with their target audience. These platforms offer to every enterprise a cost-effective means to ex-

pand their reach, bolster brand promotion, and drive online sales. However, the impact on SMes 

extends beyond their online visibility. Customers increasingly share their experiences with compa-

nies, enabling them to enhance their brand image and address customer concerns. Furthermore, 

social networks have a network effect on a company's reputation, as customers share information 

about the company within their personal networks, thereby amplifying the impact of the company's 

advertising and online visibility. In this chapter, we will delve into the significance of customer re-

views and the influential word-of-mouth they generate, thus elucidating the profound effect of so-

cial networks on a company's image. 

Customers Feedback (WoM) 

 

Figure 14. Resulting Mind Map about “Customers Feedback (WoM)” sub-node. 

Customer feedback and satisfaction ratings have always been of crucial importance to busi-

nesses. With the advent of social networking, the reach and impact of these reviews has increased 

dramatically. Networks allow customers to quickly and easily share their experiences with thou-

sands of people around the world, which can have a significant impact on the reputation of any 

business. Online ratings and reviews can also influence a potential customer's purchase decision, as 

they can serve as credible customer testimonials as Abrons (2013) states "Customers have the op-



36 
 

 

portunity to express their dissatisfaction and it is essential to react quickly to prevent this from dam-

aging the reputation of the brand"(p.49) (Appendix 6.1). Influencers also have a role to play in 

spreading word of mouth marketing, sharing their experience with their audience and recommend-

ing products or services, so that companies can then direct their advertising to the right targets and 

reach as many potential customers as possible "At the same time a quite positive role social media 

might have from Word of Mouth (WOM) because through this from our old costumers we can gain 

new costumers" (Barclays Review, 1997) (Appendix 6.1).  It is therefore essential for SMEs to mon-

itor their online reputation, respond quickly to comments and reviews, and engage with their audi-

ence on social networks to maintain a positive image and maximize their visibility. 

The Network Effect on SMEs Image  

 

Figure 15. Word-cloud showing words frequency query – 40 most used words in the “The Network 

Effect on SMEs Image” sub-node. 

Networks can play a crucial role in building a company's reputation. Indeed, as mentioned 

above (Figure 13), the "connectivity" offered by social networks allows for quick and effective com-

munication with a large and diverse audience. This can help SMEs to develop their brand image by 

building trusting relationships with their online audience, Glenn (2017) argues for "Companies that 
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have accounts on multiple social media platforms tend to enjoy greater buyer loyalty" (Appendix 

6.2). By taking advantage of the benefits of social networks, companies can increase their online 

visibility and improve their 'reputation', as mentioned in the various texts, as well as their brand 

image. By developing a well thought-out communication strategy for social networks, SMEs can 

strengthen their brand image and benefit from a positive "network effect" for their business "Social 

Media Marketing is a great change in the world of marketing, and a huge opportunity for SMEs to 

increase their presence on the market and to improve their image" (DeMers, 2014) (Appendix 6.2).  

Social networks can also have negative effects on a company's image, especially for SMEs. For 

example, a bad comment or negative review on social networks can spread quickly and damage the 

company's reputation. Communication errors or misunderstandings can also be amplified on social 

networks, leading to negative reactions from the public. In addition, companies may find it difficult 

to control the information circulating on social networks, which may lead to the spread of rumours 

or false information that could damage their brand image. Finally, companies may also face online 

privacy and security issues, such as data breaches or hacks, which can have a negative impact on 

their reputation and brand image. 

5 Discussion 

5.1 Limitations, reliability and validity  

The conducted study was based on an archival search using secondary data from relevant 

publications. However, it is important to note that the results depend only on the information avail-

able in the selected publications, which limits their generalizability. In addition, the experimental 

sample was restricted to only 20 publications, which raises the question of whether the results are 

representative of a larger population. It is also relevant to note that the publications used were 

exclusively in English, which limits the possibility of comparing the results with other studies con-

ducted in different languages. Thus, for a more thorough analysis, a cross-sectional comparative 

study including publications in different languages would be necessary. 
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Regarding reliability, this study established key concepts through a literature review and em-

ployed a structural model based on previous research. However, since the research and data anal-

ysis were conducted by a single researcher, concerns about impartiality may arise. The coding and 

analysis of secondary sources were interpreted solely by the researcher, potentially differing from 

the interpretations of other researchers. As for research validity, it is crucial to acknowledge the 

rapidly evolving nature of social networks. Thus, while the results of this study may be deemed valid 

at present, they may face challenges in the future. Nevertheless, this study serves as a starting point 

for evaluating the evolution of SMEs in specific domains, allowing for verification and clarification 

of current findings. 

5.2 Answering the research questions 

The study aims to answer the primary research question by examining four research sub-ques-

tions that provide concrete evidence. The sub-questions are based on archival research that uses 

secondary data and keeps the study focused on its objectives.  

The first research sub-question (RQ1.1) aims to understand how social networks enable busi-

nesses to improve their performance, identifying key factors to take advantage of social networks 

such as increasing online traffic, gaining consumer insights, and adapting to market changes.  

The second research sub-question (RQ1.2) focuses on how companies can be more visible and 

reach a wider audience through publishing relevant content and using marketing techniques such 

as paid advertising or influencer marketing.  

The third research sub-question (RQ1.3) focuses on the return on investment that companies 

can achieve through social networks by using analytics to track the performance of their campaigns 

and by performing good ad targeting to maximize the benefits.  

Finally, the fourth research sub-question (RQ1.4) is about consumer loyalty and how social 

networks can help retain customers by providing excellent customer service. The results show that 

companies that develop an effective marketing strategy can reap the benefits of social networks, 

while companies that fail to achieve an effective strategy may not benefit. 
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5.3 Dialogue between key results and knowledge base  

This section connects the insights from the literature review (Section 2) with the results ob-

tained (Section 6.1), thereby linking them.  

The publications by Kaplan and Haenlein (2010), Neti et al. (2011), and Tuten and Solomon 

(2013) address the potential of social networks for businesses. They highlight the general use of 

social networks as new platforms for businesses to interact directly with their customers. These 

publications mention the advantages and disadvantages of social networks on business perfor-

mance, which established the structural model for this research. However, no figures are presented 

in these older publications. 

The results of this research indicate the level of adoption of social networks and demonstrate 

the opportunities they offer to SMEs to improve their profitability. These results are in line with 

Johansson and Corvera (2012) who highlight the future role of social networks for SMEs. According 

to the results, although social networks are already used in marketing, it is essential to have a good 

strategy in place to avoid ineffective communication, as pointed out by Weinberg and Gould (2011). 

According to DeMers (2014), social networks allow an important proximity with customers to solve 

problems related to products or services, but this also has risks because customers can express neg-

ative comments that can damage the brand image. 

In terms of studies, this research looked at work that has already been done. In accordance 

with Bell (2013), the results show that social networks not only reach a wider audience, but also 

generate more online traffic and increase sales. 

In summary, this research complements existing studies by describing the main advantages 

and disadvantages of SM on the performance of SMEs. It gives an overview of what social media 

could bring to SMEs by implementing a targeted marketing strategy. 
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5.4 Compliance with research ethics guidelines  

This study was conducted as part of a degree course on innovation management at the JAMK 

University of Applied Sciences, and therefore followed the ethical guidelines of this institution. All 

sources mentioned in the research were cited according to APA 7 standards in order to comply with 

these guidelines. In addition, the publications used were carefully reviewed and a coding system 

was used to reference them explicitly. 

6 Conclusions 

6.1 Key Findings  

The main objective of this study was to gain insights into the potential benefits of social net-

works for SMEs. To accomplish this, an archival search was conducted, focusing on relevant publi-

cations as secondary data sources. In order to systematically examine the selected publications, a 

structural model was established based on an initial search. This structural model encompassed four 

key elements: (i) overall business performance, (ii) visibility, (iii) return on investment, and (iv) cus-

tomer loyalty, allowing for a comprehensive evaluation of the potential impact and benefits of social 

networks for SMEs. The data collected from numerous publications on the Google Scholar platform 

indicated that social networks were already extensively utilized by SMEs. This study sheds light on 

the advantages and disadvantages associated with leveraging SM for business purposes.  

The author determined that by using a good target marketing strategy that results in the ef-

fectiveness of advertisements that should be delivered based on the geographical location, age, 

gender, interests and also buying behaviours of consumers, SMEs can increase their visibility as well 

as awareness. SM such as Instagram, Facebook, Twitter... have a viral reach and after the imple-

mentation of a good strategy, the shared publications can be seen by a larger audience and thus 

increase the online traffic of the companies and allow them to get more customers. On the other 

hand, the author notes that networks allow companies to be in constant contact with their custom-

ers. They can use polls, surveys and feedback to gather information about their customers' needs 

and preferences to improve the quality of the products or services they offer. Customer feedback 
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can also help businesses understand what is working well and what is not, so they can make neces-

sary changes, thereby increasing customer loyalty because they feel a part of the business when 

they feel heard. In addition, SMEs can also monitor the various trends in the market they are in to 

identify needs and wants in real time and adapt their business strategy accordingly. 

In summary, SM allow to change the codes by promoting products online. It's a new way for com-

panies to get their name out there other than through television or newspapers. The world is chang-

ing and if companies want to stay competitive, they must adapt to emerging technologies. 

6.2 Managerial implications  

This study can offer a lot of actionable findings for SMEs that wish to use or reuse my work. It 

provides new insights into the overall SM marketing landscape, offering a unique perspective on the 

tools and techniques used. Business leaders can get a general view of the current state of the various 

SM, learn from what has already been done, and thus implement effective marketing techniques to 

attract large numbers of customers and avoid mistakes. This study can also help companies discern 

the potential of SMM and adapt the methods to their own industry. In addition, it helps to under-

stand the strengths and weaknesses of SM. 

6.3 Future research recommendations 

To enhance the reliability of future research, it would be beneficial to broaden the study's 

scope by incorporating a larger volume of publications, encompassing not only English-language 

sources but also those in different languages. This approach would facilitate comparative research 

on the utilization of SM by SMEs, providing deeper insights into the most effective applications. 

Another avenue worth exploring is conducting sector-specific studies within SMEs to gauge the dif-

ferential effects of SM usage on individual companies. This focused analysis would shed light on 

both the advantages and potential drawbacks associated with employing SM within specific sectors 

of SMEs, contributing to a more nuanced understanding of its impact.  
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Figures 

Figure 1. Summary of the Structure Thesis  

Figure 2. Graph showing the increase of the publication’s numbers since 2000 to the “Growth of 
SMEs through SM” 

Figure 3. The proposed structure for Advantages of using Social Media for SMEs.  

Figure 4. The proposed structure for Disadvantages of using SM for SMEs.  

Figure 5. Proposed Structural Model made with the help of 20 texts collected on Google Scholar 

Figure 6. The research ‘onion’, by Saunders et al. (2009). 

Figure 7. Resulting Mind Map of the benefits of SM for SMEs 

Figure 8. Resulting Mind Map about “Generating Website Traffic” 

Figure 9. Word-cloud showing words frequency query - 40 most used words in the ‘Track Product 
Feedback” sub-node. 

Figure 10. Word-cloud showing words frequency query - 40 most used words in the “Better 
Communications between Customers and SMEs” sub-node. 

Figure 11. Resulting Mind Map about “Increase of Early Adopters Effect & Increase of Retention 
Effect” sub-node 

Figure 12. Resulting Mind Map about “Higher Customer Awareness” sub-node 

Figure 13. Word-cloud showing words frequency query - 25 most used words in the “Sales 
increase” sub-node. 

Figure 14. Resulting Mind Map about “Customers Feedback (WoM)” sub-node. 

 

 

Tables 

Table 1. Relevant Publications selected dedicated to the Growth of SMEs through SM.   

Table 2. Structural CodeBook Proposal. 
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Appendices 

Appendix 1: Screenshot showing nodes created during data analysis (from the NVivo 12 program). 

 

Appendix 2: Screenshot showing nodes created during data analysis (from the NVivo 12 program). 
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Appendix 3: Citations of publications relevant to highlighting Figures 8 and 9. 

 

Appendix 4: Citations of publications relevant to highlighting Figures 10 and 11.  
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Appendix 5: Citations of publications relevant to highlighting Figure 12.  
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Appendix 6: Citations of publications relevant to highlighting Figures 14 and 15. 

 


