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ABSTRACT
The study examined the influence of social media platforms on the growth of SMEs in Enugu metropolis. The research was guided by four main objectives which are: to determine the level of social media adoption among SME owners, to identify the most commonly used platforms by business owners to examine the challenges faced when using social media and to assess how social media usage influences customer engagement, sales and brand awareness. The study was anchored on both: Technology Acceptance Model (TAM) and the Resource-Based View (RBV) theory.  A descriptive survey was adopted for the research design and structured questionnaire was used as the instrument of data collection to elicit information from business owners in Enugu metropolis who formed the population of the study. With the use of Cochran formula, 384 was derived as the sample size for the study. The findings from the survey revealed that SMEs in Enugu metropolis use social media actively on daily basis, with social media platforms like WhatsApp and Facebook identified as the most popular platforms used due to its cost-effectiveness and simplicity when it comes with user experience. Challenges like high data tariffs, low digital literacy, power supply instability and problem in measuring ROI were found to be the limitations when using social media. It recommended thus that stakeholders should address identified challenges by providing affordable internet, regular digital training, and improved infrastructure to help SMEs maximize the benefits of social media for sustainable growth.







CHAPTER ONE
INTRODUCTION
1.1 Background of the study 
Social media has grown to be an effective tool for customer to engage, communicate, and promote business. Without investing big, companies of all types may access a large audience, promote their brand identity, and increase sales through platforms like Facebook, Instagram, X (formerly Twitter), and WhatsApp. These platforms enable Small medium-sized enterprise (SMEs) to connect with customers in real time, collect feedback, and modify their products or services to market demands. Social media usage is increasing in developing countries, providing a significant growth opportunity for businesses (Solomon et.al., 2023), Many SMEs utilize social media to communicate with customers and promote their products and services.
Social media began in the early days of the internet, when online bulletin boards and chat rooms enabled users to communicate and share content. Six Degrees, the first widely recognized social networking site, launched in 1997, allowing users to establish profiles and interact with friends. This signified the start of a digital revolution that would eventually spread into different platforms providing to various forms of social interaction and media sharing (Kaplan & Haenlein, 2010).
Social media became a mainstream tool in the early 2000s, with the introduction of platforms such as Friendster (2002), MySpace (2003), LinkedIn (2003), and Facebook (2004). These platforms transformed how individuals engaged online, enabling them to create digital identities, engage in discussions, and develop virtual communities. Rapid expansion of Facebook paved the way to commercial use of social media, whereby companies started to take advantage of these channels in terms of creating brand awareness and general marketing.
Social media has also enabled businesses within the Enugu metropolis to expand easily and cheaply where they are often constrained with little budget and an existing reliance on established methods of promotion (Ezeh et al., 2020). The use of social media marketing has a positive impact on both product adoption and purchase intentions of customers. The use of social media enables the business to transcend geographical obstacles, therefore, providing brand recognition to the possible customers howing locally and internationally, that produces a significant impact on growth (Abugu et al., 2020; Adesanya & Ajayi, 2022).

The impact of social media on corporate performance is extensively recognized. Social media is an important tool for SMEs to promote brand awareness, strengthen the relationship between customer, and boost sales. Gumede et al.'s (2024) in his study found out that SMEs can use productive social media strategies to increase revenue and sustain growth. According to the study, key methods that enhance productive social media marketing include the quality of contents, ways in which customers will engage, and selecting the platform to use for brand awareness, and targeted advertising.
SMEs operate in a dynamic context in which social aspects play an important role. Implementing social media techniques has been said to improve the growth of businesses. In a study, Ashiru et.al.,2023 revealed that, the development of digital communication technologies, such as social media, helped in boosting SMEs' strength during the COVID-19 pandemic. Some of the primary benefits of social media use include the improvement of interactions with clients and suppliers, enabling collaborations, and increasing supply chain flexibility.

Small and medium-sized businesses (SMEs) in Enugu benefit from platforms like WhatsApp and Facebook Marketplace, which let them avoid logistics and expensive e-commerce websites (Nwankwo & Ume, 2023). For example, small business owners in Southeast Nigeria use WhatsApp status updates to show their daily deals, post new stocks when they arrival, and request customers for their reviews. This is becoming more common among those who traders, thrifts salers, tailors and food vendors.
Additionally, the Small and Medium Enterprises Development Agency of Nigeria (SMEDAN, 2022) says that small and medium-sized businesses (SMEs) make up more than 48% of Nigeria's gross domestic product (GDP) and employ about 84% of the country's workers. Therefore, these statistics has shown that it makes them a key part of the country's economic development. But even though these businesses have a lot of potential, only a small number of them use digital tools to their full potential for long-term growth and market expansion. A reason for this gap is that, not enough people know how to use social media activity and turn it into real business results (Eze & Chukwu, 2021). Another important thing to think about is how quickly social media algorithms change, which affects how content is prioritized and sent to users, For instance most SMEs businesses who failed to get a lot of training in digital marketing often have a hard time keeping up with these changes, which leads to inconsistent reach and low conversion rates. Adamu and Yusuf (2023) however revealed   that small businesses in cities use social media more quickly than those in rural areas, but many still rely on organic strategies instead of paid advertising, which makes it harder for them to grow.

Despite the recognized benefits, the adoption and efficient utilization of social media by SMEs in Enugu metropolis are influenced by several factors, including digital literacy, resource availability, and the perceived relevance of social media to their business models. In providing answers to the insights, relevant interventions, and gaps based on the research question of the study as formulated, Ibikunle (2024) examines how social media management impacts the performance of SMEs in Oyo State, Nigeria, using a mixed-methods approach to gain comprehensive information on the topic. The results suggest that the effective managing role of social media is critical in enhancing the success of SMEs. This comprises a significant part of the economy that includes businesses in Nigeria and within Enugu State in the form of local development, innovation, and employment. There are however certain issues which these companies tend to encounter such as lack of adequate financing, poor infrastructure and strong competition between other domestic and international firms. Such constraints have Enugu SMEs increasingly resorting to social media as a way of nurturing customer relationships, building credibility, and supporting long-term growth on top of leveraging it as a promotional tool (Eze et al., 2020). The social media can be used to promote their products, acquire followers and receive feedback in real-time by the customers. Social media also gives them the chance to alter their offerings according to consumer trends and preferences.

As Opara et al. (2022) state, the benefit of social media to the growth of SMEs became not only more obvious but also more effective after the COVID-19 pandemic when the limitation of movement restrictions and health concerns during the pandemic stimulated the digital change in numerous industries, and clients transferred their attitude about online shopping and interaction.
In order to stay competitive, this transformation encouraged various SMEs in Enugu metropolis to explore or extend their use of social media platforms. Since it makes communication easy and ordering easier without requiring a physical presence, platforms like WhatsApp were especially useful for small start-ups during the period of Covid-19 (Ajah & Nkem, 2023).
Considering these benefits, SMEs in Enugu face certain challenges while utilizing social media, including a lack of digital literacy, a limited understanding of effective social media strategies, and lack of access to affordable digital marketing training (Eze, 2023). This led to major questions regarding the true influence of social media in promoting SMEs growth locally. Additionally, the target audience, the nature of the business, the level of engagement, and the regularity of content sharing all influence how effective social media is. It is important to evaluate the utilization of these platforms by the SMEs of Enugu since the trend in the digital world is dynamic. Such dynamics are also beneficial to know not only to SMEs who intend to enhance their social media efficacy as well as to the stakeholders and policymakers who intend to promote the growth of SMEs through digital empowerment programs. Recent researches have demonstrated that the impacts of social media on the development of the Small and Medium Enterprises (SMEs) in Nigeria broadly are positive. To illustrate, Adamu and Yusuf (2023) indicated that on the one hand, numerous businesses have platforms, social media, such as Facebook and WhatsApp, where they seek to attract customers, promote the products, and gain sales. Nonetheless, although these studies provide us with good ideas, they do not target a specific location. This is why it is urgently necessary to pay attention to selected regions such as Enugu Metropolis. The local culture, customer behavior, and ease of accessibility of the internet or digital tools change the business environment of Enugu. An example could be the preferred platform people in Enugu use as opposed to the availability of language, lifestyle, or networks. Therefore, in order to effectively appreciate how social media contributes to growth of businesses in Enugu, research on how these local dynamics influence the use of social media to undertake marketing and customer relations should be conducted. This proposed literature study is going to bridge this gap by examining how the social media platform has affected the growth of SMEs in Enugu metropolis.
Statement of the problem
In the modern digitalized world, social media sites have changed the nature of business through offering efficient brand creation, connection to customers and promotional channels. Social media has many potential benefits that can facilitate the growth of businesses; however, it is observed that, in the case of Enugu metropolis, many small medium-sized enterprises (SMEs) are unable to realise the full potential of social media. It is noted that despite the increased usage of such sites as Facebook, Instagram, WhatsApp, and X (formerly, Twitter), significant gaps remain about the ability of the SMEs owners to transform social media activity into measurable business growth.

Although the usefulness of the social media is quite evident, small and medium-sized businesses in the Enugu metropolis are still not fully using the media as business tools. Digital illiteracy, deficiency of resources, and ignorance of the best practices in terms of social media use are some of the challenges that impair optimum utilization of social media. Consequently, these businesses might fail to reach large audiences or relate significantly with their consumers hence diminishing their success in competing effectively in the modern digital market where most companies are using online system to expand. In their study, Solomon et al. (2023) have identified that although the level of social media penetration is growing, it is necessary to clarify the elements of social media adoption in SMEs of developing countries so that the main contributing factors and influencing factors could be determined. It is on this background that the paper intends to explore the role of social media in facilitating business development of SMEs within the Enugu metropolis, besides finding out the main situational factors that lead to successful adoption and implementation.
1.3 Objectives of the study
The overall aim of the study is to find out how social media sites are impacting the development of SMEs within the Enugu metropolis. Certain objectives are:
1. To assess the level of social media adoption among SMEs owners in Enugu metropolis.
2. To identify the types of social media platforms most commonly used by SME-based businesses in Enugu metropolis.
3. To analyze the challenges SME owners face in utilizing social media platform for growth.
4. To determine the influence of social media platform on customer engagement, sales, and brand awareness.
1.4 Research Questions
The following research questions were raised to guide the study:
1. What is the level of social media adoption among SMEs owners in Enugu metropolis?
2. Which social media platforms are most commonly used by SMEs based businesses in Enugu metropolis?
3. What challenges do SMEs owners encounter when using social media for business growth?
4. How does social media usage influence customer engagement, sales, and brand awareness?
1.5 Significance of the Study
This study is significant because it offers a more thorough understanding of how social media contributes to the growth of SMEs in Enugu metropolis. This study gives entrepreneurs useful advice on how to use social media to boost sales, increase brand awareness, and improve consumer interaction. Stronger market positioning and long-term success can result from local businesses maximizing their social media influence by identifying common problems and effective methods.
The study emphasizes the need of strengthening initiatives to promote digital literacy and enhancing the infrastructure that facilitates efficient online business operations for policymakers and government agencies. With such kinds of support, SMEs in Enugu can get over challenges like a lack of digital skills and inconsistent internet access, which would allow them to make a significant contribution to the local economy.
Additionally, by focusing on a regional context that is frequently disregarded in more general research on social media and business growth, this study adds to the body of knowledge in academia. It can help educational institutions create curricula that meet the digital needs of today's entrepreneurs and is a useful resource for further study on digital marketing in Nigeria. In the end, the knowledge gained from this study can help entrepreneurs, governmental organizations, and academic institutions work together to promote economic growth through the best possible digital interaction.
1.6 Scope of the study
The study focuses on small and medium-sized enterprises (SMEs) operating in Enugu metropolis, particularly those active on social media platforms such as Facebook, Instagram, X (formerly twitter) and WhatsApp. It examines the types of social media strategies these businesses employ, the challenges they face, and the measurable impacts on growth indicators like sales volume, customer engagement, and brand visibility.
1.7 Operational Definition of Terms
1. Social Media: Refers to online platforms and applications that enable users to create, share, and engage with content and connect with others. Examples include Facebook, Instagram, WhatsApp, and X formerly Twitter.
2. Business Growth: In the context of this study, business growth encompasses increased revenue, customer base, brand recognition, and market share as a result of utilizing social media.
3. Influence refers to the ability of something to cause a change or affect the outcome of another thing. In this study, it means how social media affects the growth and performance of small businesses.
4. SMEs (Small and Medium Enterprises) are small-scale businesses with limited staff and capital. They are important to Nigeria’s economy because they create jobs and support development.
5. Enugu Metropolis is the urban area made up of Enugu North, South, and East LGAs. It is the commercial and administrative centre of Enugu State, with many active businesses and access to digital tools.













CHAPTER TWO
LITERATURE REVIEW
2.1 Conceptual Review
2.1.1 History and evolution of social media
Social media began in the early days of the internet, when online bulletin boards and chat rooms enabled users to communicate and share content. Six Degrees, the first widely recognized social networking site, launched in 1997, allowing users to establish profiles and interact with friends. This signified the start of a digital revolution that would eventually spread into different platforms providing to various forms of social interaction and media sharing (Kaplan & Haenlein, 2010).
Social media became a mainstream tool in the early 2000s, with the introduction of platforms such as Friendster (2002), MySpace (2003), LinkedIn (2003), and Facebook (2004). These platforms transformed how individuals engaged online, enabling them to create digital identities, engage in discussions, and develop virtual communities. Facebook's quick growth laid the groundwork for social media's commercial application, with businesses beginning to exploit these platforms for brand awareness and marketing.
With the development of Web 2.0 technologies, social media platforms became more dynamic and user-driven. YouTube's introduction in 2005 offered video-sharing capabilities, and Twitter now X (2006) introduced the concept of microblogging. Instagram (2010), Snapchat (2011), and TikTok (2016) expanded the social media landscape by focusing on visual and short-form content to meet the shifting preferences of digital users. These platforms enabled businesses to interact with customers in real time and deliver dynamic information.
Today, social media is evolving with the addition of artificial intelligence, augmented reality, and e-commerce applications. Social media networks now function as digital markets, allowing businesses to sell directly to consumers. Facebook Marketplace, Instagram Shopping, and TikTok Live Shopping have turned these platforms into effective marketing tools. The evolution of social media has not only redefined communication, but has also transformed digital marketing, providing organizations with unprecedented potential for growth and relationship with customers(Chaffey, 2021; Appel, Grewal, Hadi, & Stephen, 2020).
The evolution of social media in Nigeria
Social media has really changed how people communicate and share information in Nigeria over the years. Before now, businesses mostly depended on physical marketing, word of mouth, posters, handbills and local radio stations to reach customers within their neighborhood. But today, almost every small business owner in Nigeria is at least on WhatsApp, Facebook or Instagram to promote their products and talk to customers directly.
In Nigeria, the use of social media can be drawn back to the period when people used social media platforms like 2go, Yahoo Messenger, and then Facebook to chat and make friends. With the coming of affordable smartphones and cheaper internet data plans, more Nigerians started using Facebook, WhatsApp and Instagram for different purposes including business. According to Onyebuchi et.al., (2024), social media has now gone beyond just chatting it is used for public information and influencing people’s behavior in areas like health, politics and even business.
Nowadays, small and medium business owners in Enugu and other parts of the country see social media as the easiest and cheapest way to advertise products, show new goods, run promos, and answer customers’ questions without spending so much money on traditional adverts. For instance, many traders and tailors post pictures of their goods on WhatsApp status and Facebook Marketplace to attract buyers that they may never have met physically. This shows how far social media has grown to become a very important business tool.
However, even with this progress of using social media, some SME owners still struggle with making good use of social media. As stated out by Fab-Ukozor et al. (2021), many people have pages but do not know how to make it look appealing to gain views, keep followers engaged or measure whether the social media efforts are actually bringing in new customers. This is why it is important to study how social media really influences business growth among SMEs in Enugu Metropolis so that the gaps can be addressed for better results. 
2.1.2 Types of Social Media Platforms for Business
Different social media platforms serve different business functions; therefore, it is essential for SMEs to select platforms that complement their marketing and engagement strategy.
i. Facebook
Facebook was launched in 2004 and remains one of the most used social media platforms globally, with over 2.9 billion monthly active users as of 2024 (Statista, 2024). Facebook allows people to create business pages where they can post updates, run adverts and connect with old and new customers. Many SMEs in Enugu use Facebook Marketplace to sell clothes, shoes, phones and other items. Nwankwo and Ume (2023) found that WhatsApp and Facebook help small businesses communicate faster and reach more customers without spending too much money on adverts. Facebook is known for its large user base, enables SMEs to build pages, run advertisements, and interact with customers through posts, stories, and live videos. It works particularly well for B2C (business-to-consumer) marketing and community building.
ii. Instagram
Instagram was launched in 2010, and as of 2024, it has over 2.3 billion monthly active users worldwide (DataReportal, 2024). Instagram is also a popular social media used especially for businesses that sell things people like to see, firstly like fashion (thrifts, attires), food, hair and beauty products. Many hair stylists, makeup artists and food vendors in Enugu use Instagram to show their work through pictures and videos. Instagram makes it easy for people to like, comment, share and follow pages, which helps small businesses grow their audience. This visually rich platform is especially useful for product-based SMEs, allowing them to promote their products through images, reels, and influencer partnerships. Instagram is especially popular among SMEs in the fashion, beauty, and food industries because of its emphasis on visual attractiveness.
iii. WhatsApp Business
WhatsApp was first launched in 2009, and WhatsApp Business came out in 2018. As of 2024, WhatsApp has over 2.7 billion active users globally, and it’s the most used messaging app in Nigeria (Statista, 2024). WhatsApp Business, a more direct communication platform, allows SMEs to have one-on-one conversations with consumers, send automated responses, and offer seamless customer care. It's commonly used for customer support, inquiries, and personalized marketing. WhatsApp is the most popular social media to use because it is easy to use and cheap. Many business owners use WhatsApp to chat directly with customers, share pictures of new goods on their status, and even join WhatsApp groups where they can advertise their products to more people.
iv. X (formerly known as Twitter)
Apart from WhatsApp, Facebook and Instagram, some small businesses also use X (formerly called Twitter), though not as much as the other ones. X, was launched in 2006. As of 2024, X has about 600 million monthly users globally (Business of Apps, 2024). X is mostly popular among businesses that target younger people or want to share quick updates and trends. Some small businesses in Enugu use X to announce flash sales, reply to customers publicly, or join trending topics to get more people to notice their brand.
According to Chima et al. (2024), although not every small business owner understands how to use X well, those who do can benefit from its fast way of spreading information through retweets and hashtags. X can also help businesses handle customer complaints openly, which shows other people that they care about good service. However, some owners still prefer WhatsApp and Facebook because they feel more comfortable using them and they believe their customers are more active there.
v. YouTube
YouTube was launched in 2005 and is the world’s largest video-sharing platform, with over 2.7 billion monthly users as of 2024 (Statista, 2024). YouTube is ideal for SMEs that rely on video content. It allows them to create educational content, ads, and extensive product demos. It is especially useful for SMEs that need to explain complex services or present testimonials and evaluations.

vi. Tiktok
Platforms like TikTok are now getting people to interact with them. Some young business owners now use TikTok to post videos of how they make their products or to make funny ads that get people's attention. But for a lot of local business owners, TikTok is still new compared to WhatsApp, Facebook, and Instagram.
Most of the time, the business's products, customers, and level of social media expertise will determine which platform they should use (Adamu & Yusuf, 2023). A lot of small and medium-sized businesses use more than one platform to reach more people and keep their customers interested.
2.1.3 Small and Medium Enterprise defined
Small and Medium Enterprises (SMEs) are businesses that are not too big and not too small. They play an important role in the economy by creating jobs, helping to reduce poverty, and encouraging entrepreneurship. These kinds of businesses include small shops, service providers, local manufacturers, and other privately-owned businesses that serve the community.
In Nigeria, SMEs are usually classified based on the number of employees they have and the value of their assets. According to the Small and Medium Enterprises Development Agency of Nigeria (SMEDAN, 2013), a small enterprise is one that has between 10 to 49 employees and assets worth between ₦5 million to ₦50 million, excluding land. A medium enterprise has between 50 to 199 employees and assets valued from ₦50 million to ₦500 million.
SMEs are seen as the backbone of Nigeria’s economy. They are everywhere, from cities to rural areas, and many people depend on them for employment and daily income. Some of them operate formally, while many others are informal businesses that still contribute to economic growth.
In this study, SMEs refer to small and medium business owners in Enugu Metropolis, especially those who use social media platforms like Facebook, Instagram, WhatsApp, and Twitter (X) to market their products, connect with customers, and grow their business.
2.1.4 Types of SMEs
SMEs are generally defined as independently owned and managed enterprises with limited capital and workforce size, typically employing fewer than 250 workers (International Labour Organization, 2020). These businesses are categorized into the following types:
1. Retail Businesses: These are enterprises that sell goods directly to final consumers for personal or household use (Kotler & Keller, 2019). Examples include supermarkets, boutique stores, and general shops offering consumer products.
2. Service-Oriented Businesses: These businesses provide intangible products or value-added services to customers. Common examples include hair salons, catering services, training institutes, consulting firms, and logistics companies (Zeithaml et al., 2020).
3. Manufacturing and Production Businesses: These involve producing finished goods from raw materials on a small to medium scale. Examples include local food processors, furniture workshops, and cottage industries (Aremu & Adeyemi, 2019).
4. Other Categories: Some SMEs operate within specialized or hybrid sectors such as creative industries, digital media, agri-businesses, or hospitality. These businesses often combine elements of retail, services, and production to meet diverse customer needs (Onugu, 2005).
These types of businesses use social media for different strategic purposes. For instance, retail businesses may focus on product promotion and direct sales, service businesses on customer relationship management and engagement, while manufacturing firms may use social media to build brand reputation and reach wider markets (Kaplan & Haenlein, 2010).
Understanding these diverse types of SMEs in Enugu State is essential for evaluating how social media strategies can be adapted to meet unique operational goals and overcome sector-specific challenges.
2.1.5 Social Media and Business Growth
Social media has emerged as a transformative tool for business growth around the world, offering an affordable means to market, engage customers, and establish brands. According to Kaplan and Haenlein (2010), social media are internet-based apps that enable the creation and exchange of user-generated content. For business, Facebook, Instagram, WhatsApp, and X (formerly known as Twitter) provide a way to communicate with customers in real time, market products, and establish brand loyalty. Many small businesses now use social media because it makes communication with customers very easy and fast. Before social media became popular, business owners had to wait for customers to come to their shop or market stand to ask questions or make complaints. Now, with the introduction of social media platforms like WhatsApp, Instagram and Facebook, these business owners can talk to customers any time, even at night or on weekends.
For instance, the use of social media can be helpful when a small boutique owner can use WhatsApp to send pictures of new clothes to customers and get feedback immediately. Facebook pages now allow these owners to post updates about sales, discounts or new arrivals and customers can ask questions in the comment section or send private messages. This two-way communication helps to build understanding because customers feel they can reach the business anytime.
According to Adamu and Yusuf (2023), effective communication through social media increases customer satisfaction because people get quick replies to their questions. Many businesses even use WhatsApp broadcast lists to send special offers or reminders to loyal customers. This direct communication makes customers feel valued and can encourage them to come back again. However, Nwankwo and Ume (2023) noted that some small business owners do not know how to reply to messages on time or manage many messages at once. This can make customers lose interest or move to another seller who responds faster. That is why it is important for business owners to understand how to handle social media communication properly so they can get the full benefit of these platforms. Social media also acts as a practical solution to businesses aiming to develop visibility in countries with a lower income where it can be relatively costly to apply the traditional advertising methods (Abugu et al., 2020). Marketing through social media allows organizations to bypass the geographical aspect as it allows it to penetrate the market within the same country and abroad at a lower rate than the standard advertising methodologies. Some studies have revealed that social media marketing leads to the increased product acceptance and purchase intention among the consumers.
Moreover, the direct conversation between a business owner and consumers becomes even better with the help of social media where both are able to answer consumers questions, complaints, and comments within seconds. Such interaction builds customer confidence and loyalty, which are very essential in the long run success of the business
. Business who regularly engage with their audience on social media have experienced higher brand reputation and consumer retention rates. The viral nature of social media allows satisfied customers to share their positive experiences, attracting new customers through referrals. The growing popularity of e-commerce has reinforced the importance of social media in business success. Many small and medium-sized enterprises (SMEs) have incorporated social media into their sales strategy, selling directly to customers through platforms such as Instagram Shops and Facebook Marketplace. The seamless integration of these platforms with digital payment systems has facilitated transactions, lowering reliance on traditional physical businesses and broadening business reach beyond local markets.
2.1.6 The role of social media in SMEs
The introduction of social media has taken most business especially Small and medium-sized enterprises (SMEs) to another sphere. This is because with social media one can easily post and market his or her product and services. With social media, individual and companies sought and receive consumers feedback which thus help them to re-strategies on possible ways to make their brand standout.  According to Kaplan & Haenlein (2010) Social media allows SMEs to learn about customer preferences and adjust their products or services accordingly. Research in Enugu State reveals that SMEs that use social media have boosted consumer engagement and sales (Abugu et al., 2020). Furthermore, platforms such as WhatsApp have proven useful in facilitating seamless business transactions, enabling SMEs to engage customers without the necessity for a physical storefront (Ajah & Nkem, 2023). 
Social media is very important for the growth and survival of small and medium-sized businesses. In Nigeria (SMEs). Previously, majority of small and medium sized businesses (SMEs) did not have many customers other than those who were well geographically to their stores or those who were referred to the stores by their friends and families. Through social media, SMEs are now able to reach other people in other locations including towns, states, and even countries without having to spend vast amounts of money in advertisements. Among the main things that social media has done is assist businesses with the advertisement of services and commodities. Adamu and Yusuf (2023) indicated that currently Facebook and Instagram are employed by a lot of small and middle scale enterprises (SMEs) to share photos and videos of what they sell. This assists them in acquiring the customers who were not aware of their business previously.. Some people even pay for advertising to reach more people than their regular followers. Another important thing about social media is that it helps businesses get feedback quickly. The owner can tell what people like and not like when they comment on posts or send messages. This helps the SMEs make their goods or services better. Nwankwo and Ume (2023) also found that SMEs that respond to messages fast and fix issues or customer complaint on social media tend to have more loyal customers.
Social media also helps small and medium-sized businesses (SMEs) gain the trust of their customers and build good relationships with them. This make customers feel like they are part of the brand's community when they see regular updates or small giveaways. This kind of relationship is very important because many customers like to buy from businesses they trust.  It equally helps small businesses learn what their competitors are doing. When following other similar pages, they can get new ideas, know what is trending, and plan how to stay ahead. However, for social media to make these achievable, SMEs owners must know how to use it correctly and stay active online. As Chima et.al., (2024) noted, many SMEs still need training on how to create interesting posts, measure results and keep up with changes on social media platforms.
Lastly, social media analytics help SMEs understand customer behavior, preferences, and patterns of engagement. These data help organizations in improving their marketing strategy and optimizing content for better results. SMEs that effectively use data to make decisions typically have a competitive advantage over those that rely primarily on conventional methods of advertising. Despite its benefits, social media demands an organized approach to optimize effectiveness. Small and medium-sized enterprises (SMEs) need to continually create interesting content, maintain active accounts, and connect regularly with customers. Neglecting these areas can result in a weaker online presence and lower customer confidence. As a result, small and medium-sized enterprises have to dedicate time and effort to learning about platform algorithms and best practices for social media marketing (Kaplan & Haenlein, 2010).
2.1.7 Benefits of Social Media for SMEs
Social media marketing offers various advantages to SMEs, including:
i. Cost-effectiveness
Compared to traditional advertising channels, social media marketing is comparatively affordable, allowing SMEs to allocate budgets more freely. Even paid advertising options, such as Facebook Ads, offer more cost-effective targeting than television and print media. Many social media platforms are free to join and even running adverts does not cost as much as printing posters or paying for newspaper space. According to Adamu and Yusuf (2023), small businesses can reach thousands of people online with just a small amount of money compared to what traditional marketing would cost.
ii. Increased Brand Awareness
With billions of users globally, social media allows SMEs to increase their visibility and brand recognition. Well-optimized social media strategies enable SMEs to stand out in extremely competitive markets. Increased brand awareness is another benefit of social media platform on SMEs. When a business posts regularly on Facebook, Instagram, WhatsApp or X, more people get to know about their products and services. Even if they don’t buy immediately, they may tell their friends or remember the business later. Nwankwo and Ume (2023) in their study noted that many SMEs in Enugu now use WhatsApp status updates and Facebook Marketplace to remain available to customers every day.
iii. Improved Customer Engagement
Platforms such as Instagram and Facebook enable SMEs to interact with their target customers through interactive content, surveys, and direct messaging. Social media also helps SMEs to improve the way customers engage online. This means business owners can talk to their customers directly, answer questions quickly and get feedback without waiting for them to come to the shop. When customers feel free to ask questions and get quick replies, they trust the business more and are more likely to come back or recommend it to others. Chima et al., (2024) highlighted that quick interaction on social media can even change people’s attitudes towards the purchase of a product and services.
iv. Targeted Advertising
A very good benefit is that social media allows targeted advertising. Unlike putting an advert on a wall where anyone may pass, social media platforms help businesses show adverts to the exact people who are more likely to buy. For example, Facebook ads can be targeted to people by age, location, interests and even what they search for online. This makes adverts more useful because they reach the right people at the right time. This precise targeting allows SMEs to reach out to potential customers who are more likely to turn into customers.
v. Data Analytics
Social media marketing gives SMEs simple ways to do data analytics. Many platforms provide insights that show how many people saw a post, liked it, shared it or clicked a link. This helps the business owner know what works well and what needs to change. Some owners do not know how to check these things, but those who do can plan better and improve their business strategies (Fab-Ukozor et al., 2021). 
2.1.8 Challenges of Adapting Social Media in SMEs
Despite the benefits, SMEs in Enugu State experience challenges when integrating social media into their business strategies.
i. Limited digital literacy
 Many small and medium-sized business owners lack the technical skills required to effectively manage social media accounts. Training programs and digital literacy initiatives are required to close this knowledge gap. Many business owners know how to open a Facebook page or WhatsApp group but do not know how to design good posts, run ads or check insights to know if their efforts are working. Chima et al., (2024) pointed out that in many places in Southeast Nigeria, some people still use social media mainly for chatting and entertainment, not for business purpose.
ii. High Internet costs
Furthermore, unlike big companies that can buy unlimited data plans, many small businesses struggle to pay for constant data especially when they have to upload videos and pictures all the time. Sometimes they even stop posting because they run out of data. Nwankwo and Ume (2023) explained that this affects how often SMEs can stay online to reach their customers.
iii. Increase in Electricity Tariff
poor electricity supply is another issue that makes it difficult for small business owners to use social media regularly. The increase in electricity tariff has led to inconsistency in electricity tariff which makes it difficult for business owners to have full battery capacity to post content and respond to customers and potential customers.
iv. Cybersecurity Risks
Many SMEs are hesitant to fully embrace digital marketing due to fears of online fraud and data breaches. Educating business owners on cybersecurity best practices is critical to mitigating these risks. One of the serious reasons why many small business owners are afraid of using social media or digital tools fully is because of the fear of internet fraud and online theft. In today’s world, where scammers are everywhere online, some SMEs in Nigeria, especially in places like Enugu, are worried that putting their business online might expose them to hackers or people that can steal their information or customers' data.
Most business owners don't have deep knowledge about how online security works. They may not know how to protect their accounts with things like two-step verification, strong passwords, or how to avoid clicking on suspicious links. Because of this lack of awareness, they either avoid social media completely or use it in a very limited way. Some even report cases where fraudsters hacked their pages or used their business name to scam customers, and this can damage their brand and trust.
v. Inability to manage social media accounts
Another challenge is lack of time to manage social media accounts. Many small business owners do everything by themselves selling, buying stock, attending to customers physically and online. Because of this, they may not have enough time to post new updates, reply to messages quickly or plan interesting content. This can make customers lose interest if they feel ignored. Some of these owners are not technological incline thus set a wide gap in the use of social media for business growth.
2.1.9 Social Media Engagement Strategies
Social media engagement strategies as stipulated by Kaur (2021) have become essential for businesses to effectively interact with their target audience, build relationships, and foster brand loyalty. These strategies include constant content creation, community management, and direct engagement with customers. SMEs that consistently provide relevant and high-quality material likely to attract and retain more customers than those that update infrequently. Engaging visuals, storytelling approaches, and interactive features like polls and live videos all help to increase engagement levels. Engagement also revolves around the aspect of personalization. The researches indicate that individualized messages and direct customer connections increase brand recognition and confidence. Customer relationships are managed better with SMEs that are responsive to the demands of the costumers, and those that are responsive listens to its customer and responds to their requests and also those that customize their messaging to their behavior (Smith & Taylor, 2020). In addition, the usage of user-generated data, e.g. consumer reviews and testimonies, validates the authenticity and motivates frequent communication.
Brown (2019) added that associating with influencers and brand ambassadors is one of the effective engagement strategies. Most SMEs are partnering with social media influencers to put themselves in greater and more credible positions. Influencer marketing does not only result in brand awareness, but it also enables SMEs to utilize existing groups that rely on the advice of that influencer. The effectiveness of such strategy relies on the ability to find people who are influencers and whose values align with the brand identity and its targeted market. According to Gillin (2022), social media analytics can be significant in establishing an engagement strategy. SMEs use analytics tools to keep track of the engagement metrics likes, shares, comments and click through rates. By reviewing such analytics, SMEs can discover the kind of content that is of greatest interest to their audience and hence tailor their social media strategy to that effect. Knowing customer desire and reacting to the trends sustains brand during a long period.
2.1.10 Challenges of Measuring Social Media ROI
Lots of SMEs are still unable to measure the profitability of the investment (ROI) of social media marketing. Another distinction between traditional advertisement, which is often directly quantifiable in terms of the corresponding sales, and social media marketing (SM) is that the latter often impacts brand recognition, customer relationships, and customer engagement, which is hard to quantify. The problem is that SMEs can hardly relate their social media work to income generation, and therefore, the opportunity to justify their investments in digital marketing becomes complicated (Hoffman & Fodor, 2020). Measurement of social media ROI is also sometimes hampered by the fact there are no agreed measurements. Various platforms have different types of analysis tools making it hard to get cross channel performance analysis. To illustrate, when using Facebook, the type of information one would get is everything related to reach and engagement, whereas on Instagram, one would see more focus on interactions like likes and comments, in general. The absence of a standard measuring system means that SMEs have to estimate their effectiveness with the help of numerous qualitative and quantitative indicators (Zeng, 2021).
Attribution modeling is an additional issue, and it is identified as to how different marketing touchpoints affect conversion. Before making a purchase, customers develop a relationship with a brand in many different channels and the precise path of influence is often hard to identify. To have precise information on how the social media has affected their sales and customer retention, SMEs have to apply sophisticated analytics tools, as well as customer journey mapping (Chaffey, 2021). Moreover, a significant part of SMEs do not set particular, measurable objectives of social media activities. It is not possible to measure success without concrete objectives, i.e., the aim to attract more people to a site or raise the numbers of conversions or better customer interaction. To track the successfulness of social media marketing, as well as update the optimization efforts using the data, companies should establish the key performance indicators (KPIs) that are related to the goals of their company (Kotler & Keller, 2019).
2.2 Empirical Review
Adebayo and Okeke (2022), Social Media and SME Performance in Southeastern Nigeria.
In the research called Social Media and SME Performance in Southeastern Nigeria, 200 owners of SME in the states of Anambra and Enugu have been given a questionnaire as the component of their descriptive survey design. The acquired data was analysed by frequency tables and mean scores. The findings of the study established how the frequent use of the Facebook and WhatsApp can be quite instrumental in advancing sales and brand recognition by small business. They discussed that those businesses which are in communication with clients through the internet and who publicize regularly are more frequently recommended and become repeat customers. They also found out that digital skills and costly internet were the two major barriers to mass uptake. To ensure that SMEs continue to utilise online platforms, the research recommended that the telecom companies come up with more affordable internet packages and provide constant digital training opportunities to the local entrepreneurs. Because it emphasizes how social media consistency and reasonably priced access can directly enhance SME growth in Enugu Metropolis, this is consistent with the current study.
Adamu and Yusuf (2023), Social Media Adoption and Competitiveness Among SMEs in Urban Nigeria
Adamu and Yusuf (2023) carried out a study titled Social Media Adoption and Competitiveness Among SMEs in Urban Nigeria to explore how social media helps businesses stay competitive in busy cities. They used a survey design with questionnaires distributed to 200 SME owners in urban areas like Lagos and Abuja. The data received from the survey was analyzed using descriptive statistics and mean scores. Their study showed that businesses that actively use social media platforms like Facebook and Instagram receive more customer enquiries and referrals, which improves their market share. The researchers also noted that while adoption is high, many SMEs still face challenges like lack of digital skills and time to manage their pages properly. This study supports the present research by showing that even in other urban centers, social media plays a big role in helping SMEs attract and keep customers the same goal businesses in Enugu have when they use social media platforms.
Nwankwo and Ume (2023) examined- The Role of social media in Customer Retention Among SMEs in Enugu Metropolis. 
Nwankwo and Ume (2023) examined how the Role of social media in Customer Retention Among SMEs in Enugu Metropolis. They used a descriptive survey method for the study to find out how SMEs keep customers loyal through social media tools. A sample of 120 SME owners in retail and service sectors was studied using questionnaires and analyzed with simple mean scores. Their findings from the study showed that SMEs that consistently engaged customers through Instagram stories and WhatsApp broadcasts recorded higher levels of customer loyalty and frequent patronage. The author of the study mentioned the contribution of direct interaction on a daily basis in developing trust and making the customers feel connected and comfortable with the brand. They were also advisers in the adoption of business owners should invest in content creation and learn how to manage social communities to overcome problems to keeping customers engaged. This study is relevant to the study at hand, it reveals that simple, consistent social media interaction is a fundamental factor to SME growth in Enugu.
Abugu, Chukwu, and Obasi (2020) - Examining of Business Social Media Marketing: Influence on Product Adoption Perspective
The authors discovered that such websites as Facebook, twitter, and Youtube were powerful enablers that impacted the purchases of the customers, making the products more visible and trusted. The results showed that social media marketing is a brilliant idea of company to increase their market scope and improve on sales. It was suggested in the report that SMEs should undertake a pinpointed social media advertisement, and ensure that they keep the consumer under constant engagement so as to build brand loyalty.
Ajah and Nkem (2023), WhatsApp: a Business Tool of SMEs: Evidence of Southeast Nigeria.
According to the survey, WhatsApp Business helps SMEs notify their customers in real-time, offer quick responses to the queries, and guarantee transactions. The results indicated that the companies that made use of WhatsApp to conduct marketing and customer interaction recorded higher rates of client retention and client satisfaction. In the report, it was suggested that the SMEs should utilize WhatsApp Business API to facilitate automation of response and enhancement of customer services.
Fab-Ukozor, N., Chima, O. A., Obayi, P. M., Anorue, L. I., & Onwude, N. F. (2021), Representation of Woman in the Advertisement on Facebook and Instagram.
In this study, Fab-Ukozor et al. (2021) conducted a survey under the title: Portrayal of Women in Advertising on Facebook and Instagram published in November, 2021 where they researched the ways of representating women in social media adverts across Nigeria. The research based the study method on a content analysis method and sampled 110 adverts on both platforms Facebook and Instagram belonging to prominent brands. The received data were analyzed using descriptive and thematic analysis to reveal the way the attention was attracted by use of visuals and text. The study has revealed that social media adverts pay predominant attention to appealing images and inspiring appeals in order to attract audiences and shape their interest in purchasing. They discussed that the way businesses package their content on social media can shape how people see the brand and whether they decide to buy or not. This study is relevant to the present research because it shows that small businesses in Enugu must know how to create interesting posts and adverts that can boost their customer engagement and overall business growth through social media.
Ezeh, Okoye, and Njoku (2020), Adoption of Digital Marketing Tools by SMEs in Southeastern Nigeria
Ezeh, Okoye and Njoku (2020) conducted a study titled Adoption of Digital Marketing Tools by SMEs in Southeastern Nigeria. They used a survey research method to examine 180 SMEs in the region. The data was analyzed using frequency counts and mean score analysis. Although many SMEs were aware of the advantages of digital marketing, their effective use was faced by problems such as poor internet access, digital illiteracy, and marketing strategies which were not clear, according to their findings. The authors also talked about how SMEs find it difficult to fully utilize digital tools without the right training and direction. They suggested that government agencies and business development centres should organize digital marketing training to help SMEs grow online. This study relates directly to the current research because it shows that skills and infrastructure challenges affect how SMEs in Enugu use social media for growth.
Opara et al. (2022) – Social Media Engagement and SME Performance in Southern Nigeria
Opara and his colleagues did a research in 2022 to find out how social media affects small businesses in the South of Nigeria. They used a quantitative method and collected data from 250 SME operators using structured questionnaires. They analyzed the data using descriptive statistics and correlation analysis. Their findings showed that consistent interaction on platforms like Instagram and WhatsApp led to better customer loyalty and increased brand visibility. They also found that business owners who made use of targeted social media ads gained more customers than those who did not. The authors underlined that not all small enterprises have learned to properly manage time or know how to create content. This study supports our own finding that SMEs in Enugu who are active on social media enjoy better growth and visibility.
Nwankwo, E. E., & Ume, G. A. (2023), WhatsApp Adoption and Small Business Growth: A Study of Micro Retailers in Enugu.
In their study, WhatsApp Adoption and Small Business Growth: A Study of Micro Retailers in Enugu, Nwankwo and Ume (2023) examined the ways in which WhatsApp is helping microbusiness owners in expanding their enterprises. They examined 150 micro-retailers in various industries in the city of Enugu using a descriptive survey approach. Simple percentages and mean scores were used in their data analysis. The results demonstrated that WhatsApp has grown to be a valuable tool for handling orders, advertising new products, and keeping in touch with customers on a daily basis without requiring additional shop rent. They talked about how WhatsApp is an inexpensive way for small businesses to reach a wider audience and stay in touch with clients. Since it demonstrates how a particular social media platform directly supports SME growth exactly what this project is looking into in Enugu it strongly correlates with this research.
Kaplan and Haenlein (2010): Users of the World Unite! Challenges and Opportunities in Social Media
Kaplan and Haenlein (2010) in their global paper titled Users of the World Unite! Challenges and Opportunities in Social Media explored how social media influences business development worldwide. They used a literature review method and analyzed various case examples to explain how social media improves customer engagement and brand visibility. The study found that businesses that uses social media in their activities daily enjoy more customer trust and better reach to audiences and customers. The study highlighted practical methods like content marketing, working with influencers, and real-time responses as ways to keep customers for a longer period. The authors recommended businesses to keep adapting to new digital trends and stay up to date. This review is relevant to the present study because it explains the practical benefits of social media for businesses and shows why SMEs in Enugu should not ignore these tools.
Hoffman and Fodor (2020): Measuring the Return on Investment in Social Media Marketing.
A study in the United State titled "Measuring the Return on Investment in Social Media Marketing" was carried out by Hoffman and Fodor (2020). They data collected were information’s from 250 SME managers using a descriptive survey. The method of analyzing data were descriptive statistics and content analysis. They discovered that many companies find it difficult to follow and monitor the exact impact of social media on sales. However, they wrote a recommendation which involves using engagement metrics like; likes, comments, brand mentions, and customer perception to gauge success. The authors made the case that advanced and complex tools for analytics can be employed to examine online consumer behavior and appropriately support advertisements. This relates to this study because it demonstrates that in order to achieve tangible business outcomes, SMEs in Enugu must understand how to measure what works online.
Smith and Taylor (2020): The Role of Personalization in Social Media Marketing.
A study in the United Kingdom by Smith and Taylor (2020) investigated the function of personalization in social media marketing. 180 business owners were involved in the survey and were interviewed as part of their mixed-method approach adopted in the study. Data gotten from the survey were analyzed through descriptive and thematic approach. The results from the findings showed that customers are more likely to interact with a business when they receive personalized content and feel appreciated. They discovered that creating customized posts with customer data increases customer loyalty and fosters trust. The authors suggested that businesses use AI-powered tools to recommend content based on the interests of their customers. This study is relevant to this research because it demonstrates how SMEs in Enugu can maintain client loyalty by posting engaging and personalized content on social media.
Brown (2019). Influencer Marketing and Brand Credibility: A Case Study of Fashion SMEs.
Brown (2019) focused on Influencer Marketing and Brand Credibility: A Case Study of Fashion SMEs in Canada. The study used a case study method to examine 15 fashion brands that partnered with influencers. Interviews and document analysis were used for data collection and thematic analysis for data interpretation. According to the study, collaborating with influencers who hold similar values to a brand increases trust and draws in new clients. The results demonstrated that when influencers sincerely endorsed the products, sales rose and brand credibility increased. The author came to the conclusion that in order to preserve authenticity, SMEs should choose their influencers carefully. This relates to the current research because it demonstrates how influencer marketing can assist SMEs in Enugu in utilizing social media to draw in and retain devoted clients.
Ibikinle (2024) – Digital Tools and Market Penetration for Nigerian SMEs
In a recent study, Ibikinle (2024) looked into how SMEs in Nigeria use digital tools like social media to reach more customers and grow their market. The researcher surveyed 300 SMEs across three Nigerian cities, using both interviews and questionnaires. The data were analyzed using thematic and content analysis. The study found that Instagram and Facebook were the most used platforms, and SMEs that used influencer marketing and consistent product display had more sales and brand loyalty. The study pointed out that while these tools help a lot, many SMEs still face challenges with affordability of data and lack of training. The findings support our study's conclusion that social media use is high in Enugu, but barriers like cost and digital literacy still need to be tackled.
Chaffey (2021): Digital Analytics for Social Media Performance Measurement
This study looked at how businesses utilize digital analytics to assess social media effectiveness. The survey, which was conducted in Australia, discovered that while many firms use engagement indicators such as likes, shares, and comments, few successfully track conversion rates and customer journeys. The findings underscored the importance of organizations implementing organized tracking methods to analyze social media's long-term impact on business growth. The study advocated using Google Analytics and AI-powered tools to improve social media performance evaluation.
Kotler and Keller (2019): Key Performance Indicators in Social Media Marketing.
Kotler and Keller (2019) in their study Key Performance Indicators in Social Media Marketing reviewed how businesses pick the right KPIs for their online marketing. They used an extensive literature review and meta-analysis of different industry reports. Their findings showed that companies that set clear goals and match their social media KPIs to these goals get better results. They recommended that businesses focus on customer interaction, brand sentiment and lead generation as top KPIs. The authors suggested that organizations should use a data-driven approach to social media marketing. This relates to the present study because it highlights how SMEs in Enugu should plan and measure their social media activities for better growth.
Verma & Sharma (2021), Social Media, Marketing and Performance Business in India
Verma and Sharma (2021) researched Social Media Marketing and Business Performance: A Study in India to understand the impact of social media on business growth of the SMEs in India. They adopted descriptive survey research design in which they acquired information of 250 SMEs through structured questionnaires. The data was analyzed using descriptive and inferential statistics. The findings in this study showed that businesses that used Facebook and Instagram regularly benefit more when it comes to the way customers interact with the brand and the growth of sales. They were however, able to notice that the failure to post reversibly posts contents consistently and absence of fluid strategy minimized long time impact. They advised SMEs to resort to an appropriate content schedule and stay in touch with the followers. This paper lends strength to the current study by indicating that being consistent and planning are the main factors that help in utilizing social media.
2.3 Theoretical Framework
The paper was based on Technology Acceptance Model (TAM) and Diffusion of Innovation Theory
2.3.1 Technology Acceptance Model (TAM)
One of the most widely applicable models of technology adoption is the Technology Acceptance Model (TAM) that was developed by Davis (1989). TAM argues that there are essentially two main determinants of the adoption of new technology, which are the perceived usefulness (PU) and perceived ease of use (PEOU). PU Attitude to what extent SMEs owners feel that social media will assist them in enhancing their performance on businesses. PEOU means the easiness of using the social media applications without the high level of technological knowledge. These two factors are more prone to influence the choice of SMEs concerning the usage of social media marketing in Enugu State. When SME owners feel that application of platforms like Facebook and Instagram will expand their consumer base and profitability, they would commit time and resources toward social media. On the other hand, in case the perceived ease of use is deficient because of the lack of technical skills or digital literacy, SMEs might not be willing to initiate social media even though it could be beneficial.
Also, the external condition is important as it covers internet accessibility in the digital infrastructure or access to governmental factors, which greatly influence the adoption rates. SMEs that are located in the areas with higher levels of internet connection, and social media marketing educational programs have a higher probability of a successful application of social media strategies. It is possible to enhance the PEOU through training and workshops to gain better digital skills, persuading even more SMEs to use social media in their work (Alalwan et al., 2017; Adebayo & Okeke, 2022).
Based on research studies, SMEs that manage to resist technological reluctance and incorporate social media in their marketing strategies experience an increase in the levels of customer interaction, brand recognition, and revenues generation. TAM thus offers a worthwhile framework in the assessment of the SMEs decision-making process with regards to the incorporation of social media and the need to emphasize powerful digital training programs in line with enhancing business development (Dwivedi et al., 2019; Adamu & Yusuf, 2023).
2.2.2 Diffusion of Innovation Theory
According to Rogers (2003) diffusion of innovations theory explains the way new technologies are propagated in the society. In the diffusion process, there are 5 stages i.e awareness, interest, evaluation, trial and adoption. This theory particularly can be used to explain the process of social media adoption by SMEs within Enugu metropolis.
The theory also makes the assumption that the society operates differently in regard to receiving innovations based on their various groupings. Rogers (2003) separated the adopters in to five groups, these include, Innovators, Early Adopters, Early Majority, Late Majority and Laggards. The risk-takers and trendsetters are called innovators and early adopters because they adopt new things faster than other people. The early and late majority tend to wait and watch how the innovation fares before they adopt it but the laggards tend to be suspicious and do not change until the last minute possible.
The Diffusion of Innovations theory can also be used in understanding the mechanism of SME adoption of social media in the context of this study in Enugu Metropolis. Younger and more digitally conscious SME owners are more open to the possibility of using the social media including WhatsApp, Facebook, and Instagram. These innovators are the ones who most often experiment with using such tools in marketing and engagement with customers, and sales. Their success often influences others within the business community to follow suit.
The rate at which SMEs adopt social media marketing varies according on their ability to experiment with new technologies and analyze their advantages. Innovators and early adopters are typically the first to include social media into their marketing plan, leading the way for other SMEs. When these SMEs succeed, they become industry influencers, encouraging others to adopt similar digital methods.
However, challenges such as resistance to change, disbelief in digital transactions, and uncertainty about the return on investment limit the process of distribution. A few small SMEs in Enugu metropolis maybe hesitant to use social media due to concerns about cyber threats, limited internet connectivity, and skepticism about its usefulness in increasing sales.
To accelerate the adoption process, SMEs want access to case studies and success stories that demonstrate the benefits of social media for SME growth. Government initiatives and digital training workshops could potentially help to close the knowledge gap and encourage widespread use of social media marketing methods.
2.4 Summary of  Literature
Despite significant studies into social media and its impact on SME growth, numerous gaps remain unaddressed. First, most social media marketing research focuses on advanced countries, where internet usage and digital literacy are substantially higher. There has been few research on the influence of social media in locations with infrastructure issues, such as Enugu State, Nigeria. Existing research largely provides a broad picture of digital marketing trends, without diving into the specific issues and opportunities that SMEs in emerging nations face.
Secondly, while many studies highlight the benefits of social media for customer engagement and brand visibility, there is little evidence on its direct influence on financial performance. Many small and medium-sized businesses invest in social media marketing without fully knowing how it will generate money. Future research should focus on measuring the return on investment (ROI) of social media marketing, particularly for Nigerian smaller businesses, in order to give SME owners with data-driven insights into its financial sustainability.
Another significant gap in the literature is the scarcity of comparison studies on social media platform efficacy. Most studies look at social media as a whole, but few differentiate between platforms like Facebook, Instagram, WhatsApp, and TikTok in terms of their impact on business success. Understanding which platform has the highest engagement and conversion rates for SMEs in various industries can help business owners optimize their digital marketing strategy.
Finally, there is limited research on how cultural factors influence social media adoption and usage among Businesses in Enugu State. Customer behavior varies by location, and elements such as language preferences, trust in digital transactions, and the efficacy of influencer marketing may differ from those observed elsewhere. Addressing these deficiencies will improve the viability of social media marketing strategies for SMEs in Enugu State and other developing markets.









CHAPTER THREE
RESEARCH METHODOLOGY
3.1 Research Design
This study adopted a descriptive survey research design. The descriptive survey method is appropriate because it allows for the collection of quantitative and qualitative data from a selected population to understand trends, relationships, and impacts of social media on business growth among businesses in Enugu State. According to Creswell (2014), descriptive research design is useful in studies that seek to describe characteristics and analyze patterns within a population. This design was to enable the researcher obtain comprehensive insights into the effectiveness of social media as a business tool.
3.2 Population of the Study
The population of this study was comprised of SMEs operating in Enugu metropolis. The exact population was not found due to increase in number of businesses daily, monthly and yearly, so the population is presented as infinite. However, these SMEs includes retail stores, service providers, and small-scale manufacturers that actively use or have the potential to use social media for business growth. 
3.3 Sample Size 
To determine the appropriate sample size for this study, Cochran’s (1977) sample size determination formula was applied. This method is widely accepted in recent social science research for calculating representative sample sizes when dealing with large or finite populations (Singh & Masuku, 2014).
Cochran’s Formula:

Where: - n₀ = initial calculated sample size
- Z = standard normal deviate at 95% confidence level (1.96)
- p = estimated proportion of an attribute that is present in the population (0.5 assumed if unknown)
- q = 1 – p
- e = margin of error (0.05)
Calculation:



						= 384.0
3.4 Sampling Technique 
Stratified random sampling technique will be used to ensure a fair representation of different business categories, including retail, service, and manufacturing sectors. This technique will help minimize bias and ensure an accurate reflection of the businesses landscape in Enugu State.
3.5 Description of Research instrument
The main instrument used to collect data for this study was a structured questionnaire. The questionnaire was designed to gather information from SME owners in Enugu Metropolis about their use of social media and how it has influence the growth of their business. The questionnaire had two sections:
· Section A contained demographic information such as gender, age, education level, business type, and number of years in operation.
· Section B focused on the main research questions. It was made up of 20 Likert-scale items (Strongly Agree, Agree, Disagree, Strongly Disagree) that measured different aspects like the level of social media adoption, platforms used, challenges faced, and the impact of social media on SME growth.
Items in the questionnaire were written in simple sentence to enable the respondents understand and answer the questions easily. 
3.6 Method of Data Collection
The study relied on the use of both primary and secondary data sources:
· Primary Data: The collected through structured questionnaires administered to business owners and managers. 
· Secondary Data: Existing literature, journal articles, business reports, and government publications on social media marketing and SME performance will be reviewed to provide supporting evidence for the study.
3.7 Validity of the Instrument
To make sure the questionnaire measured what it was supposed to measure, the instrument went through content and face validity checks. Copies of the draft questionnaire were given to the project supervisor who is a lecturer in the Department of Mass Communication. She checked whether the questions truly reflected the study objectives and whether the language used was clear enough for SME owners to understand. Based on her comments, some items were reworded and adjusted to better match the research questions. This helped to improve the content validity and ensure that the instrument was suitable for the target population.
3.8 Reliability of the Instrument
The researchers used test-retest design to find out the test instrument reliability. The researcher administered 20 number of copies of the questionnaire to the owners of SMEs in two communities in Enugu metropolis. The same group was re-administered the questionnaire and the response correlated with Cronbach Alpha method to test internal consistency. The obtained reliability coefficient is 0.82, since it can be viewed as quite positive, determining that the instrument is reliable. Nworgu (2015) argues that any research in educational and social sciences should be any reliability score of 0.70 and above. This implies that there are objects in the questionnaire that were also consistent when it comes to the measurement of the study variables.
3.9 Method of Data Analysis
The statistical tools used in the analysis of the collected data include simple tables, frequencies and percentages, and mean analysis so as to summarize the data to be used in the stud













CHATER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION.
This chapter is the discussion of the findings of the study which are based on the information provided by the respondents by means of the distributed questionnaires. The information was tested against a descriptive statistic to ascertain the impact of the social media outlets on the development of SMEs within the metropolis of Enugu. The result of the study was discussed in accordance to the research questions that had been developed during the study.
The survey reached 384 questionnaires, which were sent to the owners of SMEs in Enugu Metropolis. Of these questionnaires 365 were returned and accepted as valid and thus capable of being analysed, a response rate of 95. This positive response rate increases the credibility of the research and makes the research analysis of the objectives very strong.
4.1 Analysis of Demographic Data
Table 1 Gender 
	Gender
	Frequency 
	Percentage %

	Male 
	155
	42.5%

	Female 
	210
	57.5%

	Total
	365
	100%


The results show that female respondents with a percentage 57.5% exceeded the number of male who participated in the study. This suggests that more female-owned SMEs participated in the study. However, male entrepreneurs are also actively engaging in business growth using social media.

Table 2 Age 
	Age
	Frequency 
	Percentage% 

	18 – 25 years 
	70
	19.2%

	26 – 35 years 
	160
	43.8%

	36 – 45 years
	85
	23.3%

	46 – and above
	50
	13.7%

	Total
	365
	100%


The highest percentage of respondents (43.8%) fall within the 26-35 years age bracket, indicating that young entrepreneurs are actively leveraging on social media for business growth.
Table 3 Educational Qualification
	Qualification
	Frequency 
	Percentage %

	SSCE
	45
	12.3%

	OND 
	70
	19.2%

	HND/Bsc
	190
	52.1%

	Msc/PhD
	60
	16.4%

	Total
	365
	100%


The age distribution shows that most respondents (52.1%) are between 26–35 years, meaning young people are the main group running small businesses now.



Table 4 Business Sector
	Sector
	Frequency 
	Percentage %

	Retail
	140
	38.4%

	Services
	110
	30.1%

	Manufacturing 
	80
	21.9%

	Others
	35
	9.6%

	Total
	365
	100%


Many respondents run businesses in retail (38.4%) and services (30.1%), while manufacturing is smaller.
Table 5 Years of Business Operation
	Years in business
	Frequency 
	Percentage %

	1-3 years 
	180
	49.3%

	4-6 years
	120
	32.9%

	7 years and above
	65
	17.8%

	Total
	125
	100%


Most people (49.3%) have operated their businesses for about 1–3 years, showing that many SMEs are still new and growing.
4.2 Analysis of Psychographic Data
This section focused mainly on the psychographic data of the study which was used to answer the questions raised in the study. The four point liket scale was presented in the tables of each questions with abbreviations which means the following: SA (Strongly Agree) = 4, A (Agree) = 3, D (Disagree) = 2 and SD = (Strongly Disagree) =1. The data generated was analyzed mean analysis to enable the researcher take decision of whether a data was accepted or rejected.
Decision Rule: If the calculated mean is equal or greater than the mean value which is 2.5, the decision will be accepted but if the calculated mean is lower than the mean value of 2.5, the decision will be rejected
4.2.1 Research Question 1: What is the level of social media adoption among SME owners in Enugu metropolis?
Item no 6 – 10 were raised to answer the research question one on social media adoption
Table 6: Social media adoption among SME owners in Enugu metropolis
	S/N
	Item
	SA
	A
	D
	SD
	Mean
	Decision

	6
	I actively use social media for my daily operations.
	190
	120
	37
	18
	3.2
	Accepted

	7
	With social media I can reach a larger audience.
	200
	115
	35
	15
	3.3
	Accepted

	8
	Creating awareness for my brand is easier with social media.
	180
	122
	41
	22
	3.2
	Accepted

	9
	I use social media for sales growth and customer service.
	165
	139
	44
	17
	3.2
	Accepted

	10
	I frequently engage with customers through social media.
	185
	125
	40
	15
	3.3
	Accepted

	
	Average Mean
	
	
	
	
	3.2
	Accepted



From the table above, the analysis revealed that at an average mean of 3.2, a greater percentage of the respondents actively adopt the use of social media for their individual businesses. This means they use it to connect with customers, advertise products, and even attend to complaints. The result clearly shows that social media has become part of daily business routines for SMEs in Enugu metropolis.
4.2.2 Research Question 2: Which social media platforms are most commonly used by SMEs in Enugu metropolis?
In answering question 2, items 11-15 on the questionnaire was used for the study.
Table 7: Response on the social media platforms commonly used by SMEs
	S/N
	ITEM
	SA
	A
	D
	SD
	Mean
	Decision

	11
	Facebook is commonly used by young and old people
	210
	109
	31
	15
	 3.4
	Accepted

	12
	LinkedIn is for serious/business inclined individuals
	139
	150
	55
	21
	3.1
	Accepted

	13
	I adopt Instagram because of celebrities/influencers.
	171
	136
	40
	18
	3.2
	Accepted

	14
	Bigger organizations attract SMEs to Twitter.
	150
	140
	55
	20
	3.0
	Accepted

	15
	Reaching contacts is easier on WhatsApp.
	230
	105
	20
	10
	3.5
	Accepted

	
	Average Mean
	
	
	
	
	3.2
	Accepted



Communicating the analysis of this table revealed that at a mean value of 3.2, most of the SME owners in Enugu metropolis agreed that WhatsApp and Facebook are the top two platforms used for business. WhatsApp scored highest because it allows them to chat directly with customers, while Facebook remains popular with both young and old. Instagram is used for catching attention with visuals, especially because of celebrities and influencers. Twitter and LinkedIn are also used, but mostly for professional or bigger market exposure.




4.2.3 Research Question 3: What challenges do business owners encounter when using social media for SME growth?
Item 16 – 18 of the questionnaire was used to answer research question three
Table 8: Challenges of using social media for SME growth
		S/N
	ITEM
	SA
	A
	D
	SD
	Mean
	Decision

	16
	High cost of data destabilizes my use.
	230
	100
	27
	9
	3.5
	Accepted

	17
	Lack of digital literacy disrupts my use.
	182
	138
	35
	10
	3.3
	Accepted

	18
	Unstable power supply is a challenge.
	200
	125
	30
	10
	3.4
	Accepted

	19
	Low engagement does not discourage me.
	110
	119
	100
	36
	2.8
	Accepted

	20
	Difficulty in measuring ROI is not a challenge.
	80
	100
	130
	55
	2.5
	Accepted

	
	Average Mean
	
	
	
	
	3.1
	Accepted



	
	
	
	
	
	
	
	



The table analysis disclosed that at an average mean of 3.1, SME owners mostly agreed that they face challenges like high data cost, poor digital skills, unstable power and difficulty in measuring ROI. This shows that while social media is useful, there are still problems limiting how well people can enjoy it for business.



4.2.4 Research Question 4: How does social media usage affect SME in Enugu metropolis?
Item no 21 – 24 were raised to answer the research question on the influence of social media usage on the growth of SMEs
Table 9: Social media usage influence on SME in Enugu metropolis
	S/N
	ITEM
	SA
	A
	D
	SD
	Mean
	Decision

	21
	Social media has not helped me engage effectively with customers 
	59
	81
	150
	75
	2.3
	Rejected

	22
	I have expanded my customer base through social media
	188
	132
	30
	15
	3.2
	Accepted

	23
	Social media usage has increased recognition of my brand
	219
	110
	26
	10
	3.4
	Accepted

	24
	The utilization of social media has not increase the sale of my product or the service I render
	44
	76
	150
	95
	2.1
	Rejected

	
	Average Mean
	
	
	
	
	2.7
	Accepted



The analysis reveals that at a mean value of 2.7, the respondents thus accepted that social media has helped them grow their businesses. They believe it has helped increase their customer base, improved their sales, and made more people to know their brands. They equally disagreed with the notion that social media has not helped them engage effectively with their customers as well as increase their sales. This clearly shows that SME owners in Enugu metropolis see social media as a good tool for business growth.


4.3 Discussion of Findings 
The demographic distribution of the respondents shows that most SME owners using social media in Enugu Metropolis are within the age bracket of 26–35 years (43.8%) and have at least an HND/BSc qualification (52.1%). This supports the Technology Acceptance Model (Davis, 1989), which explains that people with higher education are more likely to adopt and use technology well. Younger entrepreneurs are naturally more comfortable with digital tools because they are already familiar with social media. This aligns with Onyebuchi et.al., (2024) who found in their study on social media and Monkeypox awareness that youths and educated people are the highest users of social media platforms for spreading and consuming information showing that the same trend applies when using social media for business.
A. The level of social media adoption among SME owners in Enugu metropolis
Findings from the study shows that SME owners actively adopt the use of social media for the day to day running of their business. This implies that they use social media to connect and engage with customers, create awareness for their brands, market their products, and even attend to complaints. The result clearly shows that social media has become part of daily business routines for SMEs in Enugu metropolis.
This finds it similarities to the findings of Adebayo and Okeke (2022) who revealed that SMEs owners in Anambra and Enugu adopt the use of Facebook and WhatsApp to communicate with their clients, post frequently and equally push adverts. Adamu and Yusuf (2023) in their study disclosed the high adoption of social media platforms like Facebook and Instagram by SME owners in Lagos and Abuja as they actively use to receive customer enquiries and referral. SMEs in Enugu metropolis as stipulated by Nwankwo and Ume (2023) consistently engage customers through Instagram stories and WhatsApp.  These SMEs in Nigeria use digital tools like social media to reach more customers and grow their market analysis. With social media, brands create adverts which focus mostly on attractive visuals and emotional messages to draw in audiences and influence their buying interest (Ibikinle, 2024; Fab-Ukozor et al., 2021) 
WhatsApp according to Nwankwo and Ume (2023) has grown to be a valuable tool for handling orders, advertising new products, and keeping in touch with customers on a daily basis without requiring additional shop rent. To Verma and Sharma (2021) businesses that used Facebook and Instagram regularly benefit more when it comes to the way customers interact with the brand and the growth of sales.
B. Social media platforms commonly used by SMEs in Enugu metropolis
WhatsApp and Facebook among other social media platforms were majorly used by SMEs in Enugu metropolis. WhatsApp give business owners the opportunity to speak directly to their customers while Facebook remains popular among both young and old. 
 This supports what Ajah and Nkem (2023) and Okoye and Ezeh (2021) said that SMEs use WhatsApp and Facebook mostly because they are cheap, simple and reach people faster. Adebayo and Okeke (2022) concluded that regular use of Facebook and WhatsApp can greatly increase sales and brand awareness for small businesses. They talked about how companies that communicate with clients online and publish updates frequently get more recommendations and repeat business
C. Challenges of using social media for business growth
In as much as SMEs in Enugu metropolis use social media in  create awareness for their brand, engage and connect with customers and potential customers; they are encounter numerous challenges during this operations. The challenges according to the result was found to be the high cost of data, lack of digital skills, unstable power supply and difficulty in measuring profit using the platform. This shows that while social media is useful, there are still problems limiting how well people can enjoy it for business. 
This corresponds to the studies of Ezeh, Okoye and Njoku (2020) who found out that digital illiteracy, marketing strategies and poor internet network were the major barrier for many small businesses. Adamu and Yusuf (2023) notes that while the adoption of Facebook and Instagram is high among SME owners in Lagos and Abuja; lack of digital skills and time to manage their pages properly hindered the growth of the business. Opara et al. (2022) emphasized that many small businesses still struggle with time management and lack of knowledge on content creation. In United State, SMEs finds it difficult to follow and monitor the exact impact of social media. While in United Kingdom, customers are more likely to interact with a business when they receive personalized content and feel appreciated (Hoffman & Fodor, 2020; Smith & Taylor, 2020). There is no doubt that Facebook and Instagram regularly benefit more when it comes to the way customers interact with the brand and the growth of sales however not posting contents regularly and the lack of a clear strategy reduced long-term impact on customers in India (Verma & Sharma, 2021). In the same vein, despite the use of influencer marketing and consistent product display on Instagram and Facebook many SMEs still face challenges with affordability of data and lack of training (Ibikinle, 2024).
D. Social media influence on SMEs in Enugu metropolis
Despite the challenges encountered in the use of social media, it has thus helped the SMEs grow their businesses. They believe it has helped increase their customer base, improved their sales, and made more people to know their brands. They equally disagreed with the notion that social media has not helped them engage effectively with their customers as well as increase their sales. This clearly shows that SME owners in Enugu metropolis see social media as a good tool for business growth.
This collaborate with the findings of  Abugu, Chukwu and Obasi (2020) stating that small businesses who post regularly on social media see better customer trust and more sales. This implies that regular use of Facebook and WhatsApp increase sales and brand awareness for small businesses (Adebayo & Okeke, 2022). With Facebook, Instagram and WhatsApp according the findings of Adamu and Yusuf (2023) and Nwankwo and Ume (2023) SMEs receive more customer enquiries and referrals, which improves their market share. Also direct interaction daily helps build trust and makes customers feel connected and comfortable with the brand. SMEs who used WhatsApp for marketing and customer engagement had greater levels of client retention and satisfaction (Ajah & Nkem; 2023).
The study is also in relation to the claim of Opara et al. (20220 that consistent interaction on Instagram and WhatsApp led to better customer loyalty and increased brand visibility of 250 SME operators in Southern Nigeria. These business owners who made use of targeted social media ads gained more customers than those who did not. Also their use of content marketing, working with influencers, and real-time responses in social media enable them enjoy more customer trust and better reach to audiences and customers (Kaplan & Haenlein, 2010).  In a recent study by Ibikinle (2024) notes that SMEs that used influencer marketing and consistent product display on Instagram and Facebook experience an increase in sales and brand loyalty. 
Generally, the result show that many SME owners in Enugu have accepted social media as part of their normal way of doing business, even though they face some challenges like cost and light. This means that if government or support groups can help with cheap data, better light and training, more SMEs will gain from using social media for growth. Also, this study back up the Technology Acceptance Model (Davis, 1989) that people will use a technology if they see it as easy and useful. It also show that the Resource-Based View (Barney, 1991) work here because owners use social media as special resource to stand out and compete well.





CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS.
5.1 Summary
This research work examined the influence of social media platforms on the growth of Small and Medium Enterprises (SMEs) in Enugu Metropolis.  The study adopted a descriptive survey research design using a structured questionnaire distributed to SME owners in Enugu Metropolis. Four research questions guided the study, focusing on social media adoption, platforms usage, challenges faced, and its influence on business growth. The research study results indicated the following:
1. There is some active use of social media on daily operations leading to WhatsApp and Facebook as the most used.
2. Owners of business have admitted that social media is useful in reaching greater audiences, customer-involvement, creation of brand awareness and enhancement of sales.
3. High data cost, poor power supply, lack of digital literacy, low engagement, and the inability to measure ROI are the most common difficulties aimed to be employed.
4. As it was determined by the study, the owners of SMEs on the whole have a favorable view regarding the influence of the social media on business life and are ready to utilize it more despite the difficulties.
5.2 Conclusion 
Judging by the results of this research, it can be seen that social media has become an essential instrument in developing a business among the SMEs in Enugu State. Digital marketing is a necessary aspect of small businesses because it allows the business owners to reach more people and engage the customers as well as advance the brand awareness. In confirmation, the study establishes that social media helps businesses increase revenue and customer satisfaction, thus it is a very crucial element in contemporary business practices.
However, challenges such as digital literacy gaps, internet accessibility, and difficulties in measuring marketing effectiveness need to be addressed to maximize social media’s potential. SMEs that can overcome these barriers stand a greater chance of leveraging social media for sustainable business growth and competitive advantage.
5.3 Recommendations
Based on the findings and in line with the four objectives of the study, the following recommendations are made:
1. Government agencies and SME development centres should organize basic digital literacy training to help SME owners understand how to use social media efficiently in their day-to-day business.
2. SMEs should explore platform-specific strategies, especially for WhatsApp and Facebook, where most of their customers are active. This can be enhanced by using WhatsApp Business features, Facebook ads, and live engagements.
3. To tackle the barriers like data cost and power supply, telecommunication companies and government should introduce SME-friendly data bundles and support reliable internet access. Also, NGOs and government agencies can sponsor power solutions (like solar alternatives) for small businesses.
4. SME owners should adopt clear social media plans, including content calendars and feedback mechanisms, to better track the benefits of their online efforts in terms of customer engagement and sales performance.


5.4 Suggestions for Further Study
1. Future studies can examine the role of influencer marketing on SME visibility and customer trust in urban and rural areas.
2. Researchers may also investigate the comparative impact of traditional marketing versus social media marketing on SME performance across various sectors (e.g., fashion, agriculture, retail, etc.).

















References (Most works cited in the context are not referenced)
Adebayo, A., & Okeke, J. (2022). Social media and SME performance in Southeastern Nigeria. Journal of Digital Business Studies, 5(2), 45–58.
Adamu, T., & Yusuf, S. (2023). Exploring social media usage for business growth among SMEs in Nigeria: A local government perspective. African Journal of Business and Management, 8(1), 112–125.
Ajah, C. O., & Nkem, J. N. (2023). WhatsApp as a business tool for SMEs: Evidence from Southeast Nigeria. Nigerian Journal of Business Innovation, 4(1), 78–91.
Alalwan, A. A., Dwivedi, Y. K., & Rana, N. P. (2017). Social media in marketing: A review and analysis of the existing literature. Telematics and Informatics, 34(7), 1177–1190. https://doi.org/10.1016/j.tele.2017.05.008
Brown, K. (2019). Influencer marketing and brand credibility: A case study of fashion SMEs. Canadian Journal of Digital Marketing, 11(3), 55–66.
Business of Apps. (2024). Twitter/X revenue and usage statistics. Retrieved from https://www.businessofapps.com
Chaffey, D. (2021). Digital analytics for social media performance measurement. Sydney: Digital Press.
Chima, O. A., Okafor, C. E., & Okonkwo, J. K. (2024). Social media users’ awareness, knowledge, attitude and practice on monkeypox in South-East Nigeria. African Journal of Media and Communication Research, 12(2), 33–49.
DataReportal. (2024). Global digital overview. Retrieved from https://www.datareportal.com
Dwivedi, Y. K., Rana, N. P., Jeyaraj, A., Clement, M., & Williams, M. D. (2019). Re-examining the unified theory of acceptance and use of technology (UTAUT): Towards a revised theoretical model. Information Systems Frontiers, 21(3), 719–734.
Ezeh, C. M., Okoye, B. C., & Njoku, L. (2020). Adoption of digital marketing tools by SMEs in Southeastern Nigeria. Nigerian Journal of Marketing Studies, 7(2), 101–114.
Fab-Ukozor, N., Chima, O. A., Obayi, P. M., Anorue, L. I., & Onwude, N. F. (2021). Portrayal of women in advertising on Facebook and Instagram. Media and Gender Studies Journal, 9(1), 29–47.
Hoffman, D. L., & Fodor, M. (2020). Measuring the return on investment in social media marketing. Harvard Business Review Digital, 4(2), 57–65.
Ibikinle, A. (2024). Social media adoption and business performance of SMEs in Lagos State. West African Journal of Digital Economy, 6(1), 80–94.
Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of social media. Business Horizons, 53(1), 59–68.
Kotler, P., & Keller, K. L. (2019). Marketing management (15th ed.). Pearson Education.
Nwankwo, A. I., & Ume, D. S. (2023). The role of social media in customer retention among SMEs in Enugu metropolis. Nigerian Journal of Entrepreneurship and Marketing, 8(2), 115–127.
Obayi, P. M., Anorue, L. I., & Eze, E. (2021). Exploring digital communication strategies among small business owners in Enugu. Journal of Communication and Business Strategy, 6(1), 88–99.
Opara, E. C., Okechukwu, C. D., & Ugwoke, B. O. (2022). Social media platforms and SME marketing in Enugu state: Challenges and prospects. Journal of Marketing & Innovation, 10(3), 102–115.
Smith, R., & Taylor, G. (2020). The role of personalization in social media marketing. UK Journal of Business & Technology, 14(2), 44–59.
Statista. (2024). Number of monthly active users of leading social networks. Retrieved from https://www.statista.com
Verma, A., & Sharma, R. (2021). Social media marketing and business performance: A study in India. Asian Journal of Business & Management, 13(2), 34–47.
APPENDIX A 
LETTER OF RESPONDENTS
Faculty of Management and Social Sciences
Department of Mass Communication
Godfrey Okoye University
Ugwuomu-Nike, Emene
Enugu State.
6th June,2025.
Dear Respondents,
I am Obi Christopher, a final year student of the Department of MASS Communication at Godfrey Okoye University, I am conducting an academic research study titled “Influence Of Social Media Platforms On The Growth Of SME’s In Enugu Metropolis”. The attached questionnaire is the instrument for my research work for the award of a bachelor’s degree (B.sc) in Mass Communication.
You are kindly requested to provide honest responses to all questions by ticking the appropriate options. Please note that all information provided will be treated with the utmost confidentiality and will be used strictly for academic purposes.
Thank you for your time and cooperation. 
										Yours faithfully, 
										………………….
										Obi Christopher  


QUESTIONNAIRE
Section A
Please answer the following questions by ticking (✔) the appropriate options.

1. Gender: [ ] Male [ ] Female

2. Age: 18-25 [ ] 26-35 [ ] 36-45 [ ] 46 and above [ ]

3. Educational Qualification: SSCE [ ] OND [ ] HND/BSc [ ] MSc/PhD [ ]

4. Business Sector: Retail [ ] Services [ ] Manufacturing [ ] Others (specify)

5. Years of Business Operation: 1-3 years [ ] 4-6 years [ ] 7 years and above [ ]

Section B
Kindly indicate your opinion by ticking either of the options:
 SA- Strongly Agreed, A- Agree, D- Disagree, SD- Strongly Disagree
Research Question 1: What is the level of social media adoption among SME owners in Enugu metropolis?
	S/N
	ITEMS
	SA
	A
	D
	SD

	6
	I actively use social media for my daily operations.
	
	
	
	

	7
	With social media I can reach a larger audience
	
	
	
	

	8
	Creating awareness for my brand is much easier with social media
	
	
	
	

	9
	I use social media for sales growth and customer service
	
	
	
	

	10
	I frequently engage with customers through social media
	
	
	
	



20

Research Question 2: Which platforms are most commonly used by SMEs in Enugu metropolis? 
	S/N
	ITEMS
	SA
	A
	D
	SD

	11
	Facebook is commonly used by young and old people 
	
	
	
	

	12
	LinkedIn is more of serious and business inclined individuals
	
	
	
	

	13
	 I adopt Instagram because of the presence of celebrities and influencers
	
	
	
	

	14
	The presence of bigger organization attracts SMEs to Twitter 
	
	
	
	

	15
	Reaching out to people in my contact list is easier on WhatsApp
	
	
	
	



Research Question 3: What challenges do business owners encounter when using social media for SMEs growth?
	S.N
	ITEMS
	SA
	A
	D
	SD

	16
	High cost of data tariffs destabilize my ability to use the internet
	
	
	
	

	17
	Lack of digital literacy disrupt my ability to use social media for my business 
	
	
	
	

	18
	Unstable power supply is a challenge in the use of social media for my business growth.
	
	
	
	

	19
	Low engagement from audience does not discourage me from using social media 
	
	
	
	

	20
	Difficulty in measuring return of investment is not a  challenge 

	
	
	
	






Research Question 4: How does social media usage influence SMEs in Enugu metropolis?
	S.N
	ITEMS
	SA
	A
	D
	SD

	21
	Social media has not helped me engage effectively with customers
	
	
	
	

	22
	I have expanded my customer base with the use of social media 
	
	
	
	

	23
	The utilization of social media has improved both sales and revenue for my business
	
	
	
	

	24
	Social media usage has increased recognition of my brand
	
	
	
	

	25
	Social media has not increase the sale of my product or the service I render
	
	
	
	







	


