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ABSTRACT
This study investigates the impact of digital marketing on the sustainability of Small and Medium Enterprises (SMEs) in Enugu East Local Government Area, Enugu State, Nigeria. Grounded in the Diffusion of Innovation Theory, Resource Based View (RBV), and the Technology Acceptance Model (TAM), the research explores how digital platforms, specifically Facebook, Twitter, responsive websites, and Instagram, contribute to customer retention, business growth, customer satisfaction, and patronage. Employing a survey research design, data were collected from 304 SME owners and managers through structured questionnaires. The study adopted stratified random sampling to ensure sectoral representation, and data were analyzed using descriptive statistics and chi square tests. Findings reveal that Facebook significantly enhances customer retention through interactive engagement, Twitter boosts brand visibility and contributes to business growth, responsive websites improve customer satisfaction by facilitating access and usability, and Instagram increases customer patronage through visually engaging content. The study concludes that strategic adoption of digital marketing tools fosters the sustainability and competitiveness of SMEs in the region. It recommends regular review of digital strategies, enhanced training on digital tools, investment in responsive web design, and the use of data analytics to refine marketing efforts. The study offers practical insights for SME operators, policy makers, and digital marketing professionals aiming to strengthen the performance and resilience of SMEs in Nigeria.














CHAPTER ONE
INTRODUCTION
1.1 Background of the Study
Small and Medium Enterprises (SMEs) are pivotal to the economic development of nations, contributing significantly to employment generation, innovation, and wealth creation. They serve as a major source of job opportunities, reducing the burden on the public sector for employment and fostering economic empowerment at the grassroots. In Nigeria, SMEs play a crucial role in poverty alleviation and economic diversification, driving innovation across various industries, including agriculture, manufacturing, retail, and services. According to the National Bureau of Statistics, as of 2019, there were approximately 41.5 million Micro, Small, and Medium Enterprises (MSMEs) in Nigeria, contributing about 48% to the national GDP. These enterprises provide over 80% of employment in the country, showcasing their importance in sustaining the economy (NBS, 2020).  
Despite their importance, many SMEs face challenges that threaten their sustainability, including limited financial resources, ineffective marketing strategies, and restricted access to broader markets. One of the major constraints is the inability to access capital for expansion, as many SMEs struggle to secure loans from financial institutions due to high interest rates and stringent collateral requirements. Moreover, traditional marketing methods, such as newspaper advertisements, radio jingles, and word-of-mouth promotions, are often costly and may not yield the desired level of engagement and brand awareness. Many small business owners also lack the expertise to develop effective marketing strategies, leaving them unable to compete with larger, more established firms. Consequently, many SMEs struggle to scale their operations and risk eventual collapse, leading to reduced employment opportunities and economic stagnation (Okonkwo & Anayo, 2021).  
The advent of digital marketing has transformed the business landscape, offering SMEs opportunities to expand their reach, engage with customers, and compete more effectively. Digital marketing encompasses the use of online channels such as social media, search engines, email, and websites to promote products and services. Unlike traditional marketing, digital marketing provides cost-effective, data-driven, and targeted solutions that enable businesses to scale and sustain their operations. With the growing number of internet users in Nigeria estimated to be over 100 million digital marketing presents a viable opportunity for SMEs to connect with potential customers, increase brand awareness, and drive sales (Statista, 2022). The increasing penetration of smartphones and affordable internet services has also facilitated the rapid adoption of digital marketing strategies, making it easier for small businesses to reach wider audiences.  
The use of digital marketing methods such as social media marketing, search engine optimization (SEO), email marketing, and content marketing has been effective in enhancing the growth of a business. Companies can also communicate directly to customers, develop brand loyalty, and increase customer engagement, starting with social media Facebook, Instagram, Twitter, and LinkedIn. These platforms have helped many SMEs to build a personal feeling with the customers and enhance visibility of the products and get customer opinions which in turn the company can use to improve their own products. SEO enables companies to enhance their presence on search engines such as Google and this will make customers find it easy to find the products and services they offer on the internet. Studies revealed that companies with a high ranking in search engines have experienced more traffic and a better conversion rate which means better sales (Adebayo et al., 2020). 
Secondly, email marketing is also a highly personal means of contacting customers and helps SMEs to develop long-lasting relationships with customers because they can offer, update, and promote customers on a personal basis. Content marketing enables a business to build an authoritative status within the industry where it is circulating relevant information either in the form of blog post, video, and infographics, placing it to be placed in the ranks of thought leaders. Additionally, pay-per-click (PPC) advertising and influencer marketing have also become some of the most important digital marketing techniques which enable companies to reach a particular demographic and make their presence felt with the help of significantly less money when compared to conventional advertising procedures (Ogunleye & Abiodun, 2023). 
Some of the challenges faced by SMEs in Enugu State include limited brand awareness and technological capacity as well as insufficient knowledge of online marketing strategies. Some companies have adopted digital platforms to increase their presence in the market, whereas others are still afraid of them because of fiscal and technological limitations. Also, low internet penetration in some regions, expensive data, and low digital literacy among the SME owners are some of the factors that limit the use of digital marketing strategies. Lots of business owners do not possess the required skills that help to organize and conduct a digital marketing campaign properly, which explains poor outcomes. Moreover, cybersecurity issues, including online fraud and data breaches, scare off some SMEs from adopting digital platforms completely in their operations (Chukwu & Okechukwu, 2022). 
The research by Ilesanmi and Oyedepo (2023) demonstrates that digital marketing elements, including social media marketing, email marketing, search engine marketing, mobile marketing, and internet marketing, as a total, have a significant and positive impact on the performance of the SMEs in Nigeria. The research stressed that companies, that incorporate the use of digital marketing in their activities, record enhanced earnings, positive customer response, and brand awareness. Moreover, digital marketing has also been defined to have created competition between small and big enterprises, enabling SMEs to compete effectively without the need to use great financial resources. 
Since the application of digital marketing in the sustainability of businesses is becoming relevant, it would be necessary to look at how it would affect SMEs in the state of Enugu. The research on the use of digital marketing tools by SMEs in this region could be used to give an insight into the best practices, challenges, and interventions that can be of assistance to small enterprises through their policies. This paper analyzes the effect of digital marketing on the sustainability of SMEs in Enugu State, with a focus on how it enhances sales, customer reach, and growth of the enterprise. This study seeks to offer a study on the role that digital marketing plays towards the sustainability of SMEs, thereby offering a perspective on how digital marketing can be used to ensure that every business is in a competitive position in a changing business environment. It will also offer recommendations on ways through which the SME owners can address the issues of embracing digital marketing and harness its potential to the fullest to expand their long-term survival.
1.2 Statement of the Problem
Despite the potential benefits of digital marketing, many Small and Medium Enterprises (SMEs) in Enugu State struggle with its adoption and implementation. A significant number still rely on traditional marketing methods, missing opportunities to reach wider audiences, increase revenue, and achieve sustainability. Major challenges include a lack of awareness, limited technical knowledge of digital marketing tools, and financial constraints. Even when business owners recognize the importance of digital marketing, many lack the skills or resources needed to implement it effectively.
Infrastructural challenges such as poor internet connectivity, high data costs, and unreliable electricity supply also hinder the smooth adoption of digital marketing. Without stable internet access, businesses find it difficult to update websites, engage customers on social media, or run digital campaigns. Furthermore, fears about cybersecurity threats and online fraud discourage many SMEs from fully embracing digital platforms, as concerns about data safety and financial risks remain high.
There is a significant gap in research focusing specifically on the relationship between digital marketing and SME sustainability in Enugu State. This study aims to address that gap by examining how digital marketing affects SME growth and competitiveness, identifying the key barriers business owners face, and recommending practical solutions. By providing structured strategies rather than relying on trial-and-error methods, this research seeks to equip SMEs with the tools needed to thrive in an increasingly digital marketplace.
1.3 Objectives of the Study
The broad objective of this study is to examine the impact of digital marketing on the sustainability of Small and Medium Enterprises in Enugu State. The specific objectives are to:  
I. Assess the effect of Facebook pages on customer retention of Small and Medium Enterprises in Enugu State.  
II. Determine the impact of  Twitter handles on business growth of Small and Medium Enterprises in Enugu State.  
III. Ascertain the impact of responsive websites on customer satisfaction of Small and Medium Enterprises in Enugu State.  
IV. Evaluate the effect of Instagram handles on customer patronage of Small and Medium Enterprises in Enugu State.  
1.4 Research Questions
This study seeks to answer the following research questions:  
I. To what extent does Facebook pages affect customer retention of Small and Medium Enterprises in Enugu State?  
II. To what degree does Twitter handles impact on business growth of Small and Medium Enterprises in Enugu ?  
III. To what magnitude does responsive website impact customer satisfaction of Small and Medium Enterprises in Enugu State?  
IV. What extent does Instagram accounts affect customer patronage of Small and Medium Enterprises in Enugu?  
1.5 Statement of Hypotheses
The following hypotheses guided the study:  
H₀₁: Facebook pages significantly affect customer retention of Small and Medium Enterprises in Enugu.
H₀₂: Twitter handles positively impact on business growth of Small and Medium Enterprises in Enugu. 
H₀₃: Responsive website positively impact on customer satisfaction of Small and Medium Enterprises in Enugu.
H₀₄: Instagram accounts significantly affect customer patronage of Small and Medium Enterprises in Enugu.
1.6 Significance of the Study
This study has both theoretical and practical significance. Firstly, it contributes to the academic discourse on digital marketing and its impact on the sustainability of Small and Medium Enterprises, particularly within the Nigerian context. By providing empirical evidence on how digital marketing influences business growth and sustainability in Enugu State, this research can serve as a valuable reference for future studies examining the broader role of digital marketing in emerging economies.
Practically, the findings of this study are expected to benefit various stakeholders in the business sector. The findings will be beneficial to Small and Medium Enterprise owners, policymakers, digital marketers, researchers, and society.
Small and Medium Enterprise Owners: The study will provide valuable insights into how digital marketing can be leveraged to enhance business sustainability and competitiveness. By understanding the benefits and challenges associated with digital marketing, Small and Medium Enterprise owners will be better equipped to make informed decisions on adopting digital strategies that can drive growth, improve customer engagement, and increase profitability.
Policymakers: Policymakers will benefit from the insights provided by this study, which will help them understand the systemic barriers hindering the adoption of digital marketing among Small and Medium Enterprises. This understanding will enable them to formulate policies and allocate resources effectively to promote digital literacy and create an enabling environment for digital marketing adoption, supporting the growth of small businesses.
Digital Marketers: The study will highlight the specific challenges faced by Small and Medium Enterprises, such as limited digital literacy, financial constraints, and infrastructural issues. Digital marketers can use the findings to tailor their services to meet the unique needs of Small and Medium Enterprises, providing practical solutions that address these barriers and help businesses optimize their digital marketing efforts.
Researchers: This study contributes to the body of knowledge on digital marketing and Small and Medium Enterprise sustainability. Researchers can build on the findings of this study to explore the impact of digital marketing in other regions, industries, or countries, contributing to a broader understanding of digital marketing's role in business growth and sustainability.
Society: The society at large will benefit as Small and Medium Enterprises, which play a crucial role in job creation and economic development, adopt digital marketing strategies that enhance their competitiveness and growth. This, in turn, contributes to economic diversification, technological innovation, and the creation of a more digitally literate society, which can drive social and economic progress.
1.7 Scope of the Study
This study focuses on Small and Medium Enterprises operating in Enugu State, Nigeria. It examines their level of digital marketing adoption, the impact on business sustainability, and the challenges they face. The study will examine the impact of various digital marketing strategies on Small and Medium Enterprises (SMEs) in Enugu State, focusing on Facebook pages for customer retention, Twitter handles for business growth, responsive websites for customer satisfaction, and Instagram handles for customer patronage. The research will collect data from Small and Medium Enterprise owners, managers, and digital marketing professionals within Enugu State.
1.8 Limitations of the Study
While this study aims to provide valuable insights, it is subject to certain limitations:  
Data Collection Constraints: Some Small and Medium Enterprise owners may be reluctant to share detailed financial and marketing information, affecting the depth of data analysis.  
Poverty of Literature, Especially in the Nigerian Academic Domain: The limited availability of existing research and scholarly materials on the topic, particularly within Nigeria, may affect the depth and breadth of the study.
Despite these limitations, the study aims to provide relevant and applicable recommendations for enhancing digital marketing adoption and Small and Medium Enterprise sustainability in Enugu State.  

















CHAPTER TWO
REVIEW OF RELATED LITERATURE
2.1 Conceptual Review
2.1.1 Concept of Digital Marketing  
Digital marketing is a multifaceted and rapidly evolving concept that encompasses all marketing efforts using electronic devices and the internet to reach consumers. It involves leveraging online platforms and digital technologies to create, communicate, deliver, and exchange offerings that have value for customers, clients, partners, and society at large (Kotler et al., 2021). Over the past decade, digital marketing has transitioned from a supplementary tool to a central component of business strategy, especially for Small and Medium Enterprises (SMEs) seeking cost-effective methods to compete in an increasingly digital global economy.
Chaffey and Ellis-Chadwick (2019) claim that digital marketing embraces a broad scope of tools: websites, social media (e.g., Facebook, Instagram, Twitter), search engines (e.g., Google), email, mobile apps, and other online solutions to communicate and conduct purchases. It also discusses some of the critical strategies such as content marketing, social media marketing, email marketing, search engine optimization (SEO), search engine marketing (SEM), and affiliate marketing. These tools do not just allow business to market their products or services, but also permit interaction with the consumers, measurement of the performance, and making decisions based on data.
The fundamental dissimilarity between traditional and digital marketing concerns its level of reach availability, and measurement abilities. Conventional marketing is the use of offline sources which include print media, radio, television among others which are usually costly and have minimal interaction with clients and customers. On the contrary, however, digital marketing offers a two-way communication platform that enables businesses to communicate with their target markets in real-time, engage in experiences, as well as make dynamic changes in campaigns (Tiago & Verissimo, 2014; Sivarajah et al., 2021).
Digital marketing in SMEs has continued to increase with enormous popularity in advanced and also emerging economies such as Nigeria. Drivers of this growth are more evident in terms of internet penetration, smartphone penetration, and the change in consumer behavior about online participation. In Nigeria, as in much of the rest of Africa, digital marketing offers a promising avenue that can be taken up by an SME to increase its exposure, create leads, and sell to more customers with a comparatively low expenditure (Okafor & Chukwuemeka, 2022). Digital tools are highly flexible and scalable and, therefore, suited to SMEs, which are usually limited by finances and resources. The most common of the digital strategies is social media marketing which is important in creation of brand awareness and contacting customers. SMEs have direct access to target markets since platforms like Facebook, Instagram and Twitter help them construct communities around their brands.
 An example of these tools is business pages, Facebook Ads, Messenger bots, and analytics dashboard offered by Facebook which enables SMEs to target audiences to select demographics and track engagement (Adebayo & Alhassan, 2020). Social media like Instagram is most suitable when it comes to visual storytelling and communication with customers in the field of fashion, food, and entertainment. The nature of Twitter and its use in hashtags and real-life response make it an excellent resource in customer service and viral advertising.
The responsive and well-optimized website is another essential element of digital marketing. A responsive site adapts to various devices (e.g., smartphones, tablets, and desktops) ideal for a good user experience. The current mobile-first online landscape has a special significance to this aspect as a significant amount of web traffic is realized on mobile devices (Onwukwe & Ifeanyi, 2023). A decent site also has SEO so that it can gain more traffic on the search engines thus gaining more organic traffic, improving credibility. Features of responsive web design and SEO, such as easy navigation, live chat, and customer testimonials, create a high possibility of SMEs drawing their visitors to be their customers and establish a long-term relationship with the customers.
The other key aspects of digital marketing include email marketing and content marketing. Through email marketing, companies have the option of sending customized messages, offers, and newsletters to customers hence leads to the development and improvement of loyalty. As opposed to what content marketing does, content marketing targets to communicate and deliver useful and relevant content through different mediums to appeal and hold a well-articulated audience. Blogging and video marketing as well as infographics are some of the cost-effective content formats that are effective content strategies that SMEs can also adopt to build thought leadership and brand authority (Nwokike & Adeyemi, 2021).
Measurability of digitalmarketing is among the biggest strengths. In digitalmarketing, unlike in traditionalmarketing, it is easier to find the success of an advertising campaign because there are metrics that provide the nature of impression, clicks, conversion rates, bounce rates, and other engagement rates that allow SMEs to know the effectiveness of a campaign and take the right decision (Aliyu & Kolo, 2020). These insights assist organisations to know the things that work and their working, the things that fail and how they can use their resources better.
Nevertheless, although there are many advantages of digital marketing, its use is not free of obstacles. Poor digital literacy, unreliable internet, cybersecurity threats and insufficient funds to invest in digital facilities are issues that often bedevil many SMEs in Nigeria (Okeke & Uche, 2022). Along with this, the fast-growing rate of technological change emphasizes constant learning and adaptation, which is onerous to small business owners who ought to take care of various facets of activities.
Capacity-building programs and online training courses are necessary in a bid to overcome these difficulties. There is a role that government agencies, non-governmental organizations (NGOs), and players in the private sector should contribute to in equipping the SMEs with the required tools, training, and support to thrive in the digital economy. Digital literacy programs, management of social media, and the use of e-commerce websites are those that can help businesses accelerate their performance and sustainability to a high level (Uzor & Nnaji, 2024).
Besides, the role of digital marketing in business resilience was also emphasized further by the COVID-19 pandemic. Social distancing and lockdowns compelled most of the businesses to take their operations online, and ones that had managed to adopt online possibilities earlier were optimally equipped to endure a transition. This has led to a faster digitalization in most industries and a recommendation that SMEs should not only consider technology as an option, but as a strategic requirement (Eze & Okoye, 2021).
To sum up, digital marketing is an effective instrument and can become a lever to change the way SMEs work, compete, and grow in a new economy. It offers the possibility to communicate with more customers and target the operations more efficiently and make decisions based on the data that help to become more sustainable. In the case of SMEs in Enugu State and other related settings, digital marketing as a practice is not only a good idea but a necessary step to success in the long run due to an ever-growing digital society.

2.1.2 Concept of Small and Medium Enterprises (SMEs)  
Small and Medium Enterprises (SMEs) are widely recognized as the backbone of both developed and developing economies due to their significant role in job creation, poverty alleviation, innovation, and overall economic growth. SMEs are generally defined based on a combination of factors such as employee size, annual turnover, and asset base. However, definitions vary by country and institution depending on economic context and industrial structure.
In Nigeria, the Small and Medium Enterprises Development Agency of Nigeria (SMEDAN), in collaboration with the National Bureau of Statistics (NBS),  defines Small Enterprises as businesses with between 10 and 49 employees and Medium Enterprises as those with between 50 and 199 employees. Additionally, SMEs are categorized as businesses with an asset base (excluding land and buildings) of between 5 million and less than 500 million Naira (SMEDAN & NBS, 2021). This definition highlights the financial and operational scope of these businesses within the Nigerian economic context.
The strategic importance of SMEs cannot be overstated. Globally, they account for more than 90% of businesses and more than 50% of employment worldwide (World Bank, 2023). In Nigeria, SMEs contribute approximately 48% to the national GDP, account for 96% of businesses, and provide about 84% of employment in the private sector (Adebayo & Sunday, 2020). This renders them an impervious element of national growth and economic diversification.
The SMEs are very critical in enhancing inclusive growth. SMEs in the sector also offer jobs in rural and semi-urban Nigeria, where large-scale industrial enterprises exist no longer. Most of these ventures are in the fields of agriculture, retail, manufacturing, hospitality, and services. They also enable parts of the society that were underprivileged, like women and youths, and take the burden off the big cities and lead to regional equilibrium (Umeh & Obi, 2021).
Besides, SMEs are key contributors of innovations. Their speed and size can easily bring in the new products, processes, and services before a bigger corporation can. Nigerian SMEs have been on the front line in adapting to the market demand through innovative solutions in the fields of technology, fashion, agribusiness, and creative arts. Where demand is increasing in the market, SMEs have been adapting to market demands to stay ahead of their competitors. This has been living witness to the entrepreneurial spirit that is inculcated in the SME ecosystem in Nigeria, as evidenced by the recent boom in the number of tech-based start-ups registered in cities such as Lagos, Enugu, and Abuja today (Chinweuba & Ezeugwu, 2022).
SMEs in Nigeria are prone to many challenges as they inhibit the growth and sustainability of SMEs regardless of their importance. The first and most important ones are the lack of access to finance, poor infrastructure, record-keeping and business planning capabilities, regulatory bottlenecks, and access to markets. Ogundele and Afolabi (2020) indicate that more than 70 percent of SMEs in Nigeria have difficulties in accessing credit in banks because of high costs, demanding collateral requirements, and the perceived risk by the financial institutions. This funding shortage tends to narrow down their capacity to expand services, invest in innovations, and embrace digital technology.
The other major limitation that the SMEs encounter is the absence of proper infrastructure. Lack of sufficient power, bad road networks, and fluctuating internet connectivity will serve as the key setbacks to effective business operations in most of Nigeria. The ability to grow and connect with customers may be hampered by poor internet in the case of SMEs that are attempting to take advantage of opportunities that digital platforms provide (Okoro & Agwu, 2021). Such infrastructural problems will also impact logistics, supply chain efficiency, and access to customers, particularly in rural areas.
Moreover, a great number of Nigerian SMEs work in the informal sector, which creates a challenge of official demand and propping. These businesses are not included in official financial services, support programs offered by the government, and world trade, and without proper registration and regulatory compliance, they cannot get included in such programs. Efforts at formalising businesses have been fronted by agencies such as SMEDAN and the Bank of Industry (BOI), yet the response is low from clients as a result of low awareness and distrust of digital literacy (Ameh & Ugwoke, 2023).
The COVID-19 pandemic has further revealed the weakness of SMEs, especially those that have minimal or no online existence. The implementation of restrictions on movement and lockdown due to the pandemic, impacting the supply chain, among other consequences, eliminated consumer spending and caused many SMEs to close their activities temporarily or permanently. It, however, also induced a digital uptake wave, whereby companies resorted to the use of social media sites, e-commerce, and mobile banking to be reachable to their customers (Ibrahim & Yusuf, 2021). This demonstrated how SMEs should adopt digital transformation not only as a form of innovation strategy but also as a survival mechanism.
In order to sustain the SME, there is a need to establish an enabling environment that will move to solve these challenges that occur as a system. Policies and regulatory reforms conducted by the government are important in determining the performance of SMEs. The National Enterprise Development Programme (NEDEP), YouWin Connect Nigeria, and the Anchor Borrowers Programme, among others, are meant to facilitate SMEs by providing funds, capacity building, and linkage to the market, respectively. Such initiatives, however, have a sporadic effect because of corruption, bureaucracy, and inadequate monitoring and evaluation (Nwachukwu & Egwuonwu, 2022).
Over the past few years, digital technologies have come out as the new important instrument of growth and sustainability of SMEs. Something such as digital marketing can ensure that SMEs can reach more people, achieve greater visibility, and effect customer engagement. Platforms like Facebook, Twitter, Instagram, responsive websites, and others will provide SMEs with affordable ways to promote their products and generate new chances to scale their business. It has been revealed that SMEs, which adopt digital strategies in their businesses, experience better brand recognition, customer loyalty, and a higher financial turnover (Lawal & Ogbuka, 2024).
Moreover, an alliance and clustering is a way of improving the performance of SMEs through knowledge diffusion, joint ventures, and opportunities to markets. Digital hubs, business associations, and cooperative societies have networks and platforms available to SMEs, and these networks and platforms facilitate the growth of the SME through collaboration and expansion of knowledge. Development agencies too find it more convenient to provide training, funding, and technical assistance through such collective structures.
Within the state of Enugu, SMEs have demonstrated their homesteadability and modularity, especially in the trade and hospitality, fashion, food, and thought sectors. The emerging digital structure in Enugu, which has youthful entrepreneurs and institutions of learning such as the University of Nigeria, Nsukka, and Coal City University, is opening up new horizons for SMEs to prosper. The location of the state with the other sources of commerce of the Southeastern region also has access to larger markets and suppliers.
In conclusion, Nigerian SMEs play crucial roles both in the economy and in society. They create workplaces, foster innovations, and are a platform of inclusive economic development. Nevertheless, they are sustainable only after addressing major predicaments, especially in both funding and digital use and infrastructure. Through proper policies, capacity building, and use of technology, it could be said that SMEs will remain transformative in the path of economic diversification and development of Nigeria.
2.1.3 Concept of Business Sustainability  
Business sustainability is the long-term ability of a business to survive, flourish, and expand while at the same time fulfilling its economic, environmental, and social duties. It involves the strategies and practices that would allow a company to produce value to its stakeholders—customers, employees, shareholders, and the community at large—without exhausting the resources or the systems on which the business relies to operate (Elkington, 2018). Business sustainability simply means striking the right balance between profitability and creating a positive social and environmental change such that the business itself can sustain and thrive even in the long run.
In the case of the Small and Medium Enterprises (SMEs), sustainability is of immense importance considering the unstable environments within which most of them exist, mainly in the developing economies such as Nigeria. Sustainability to SMEs is not only related to conserving the environment but rather, survival, relevance, and competitiveness in a rapidly diversifying and digitalised corporate world. These are consistent growth of revenue, fostering sustainability of a customer base, rapid response to shifts in the market, the adoption of innovation, and sound risk management (Chinomona, 2020).
In business, sustainability can be studied through the Triple Bottom Line (TBL) framework that includes three major pillars, that is, economic sustainability, social sustainability, and environmental sustainability (Elkington, 2018). 
Economic sustainability is concerned with profitability, financial soundness, and long-term viability of any business. In the case of SMEs, this involves regular cash flow, good operations, capacity to invest in innovation, and financial management capacity. Economic sustainability entails creating cost-effective means and creating maximum value to customers and stakeholders (Abor & Quartey, 2014).
Social sustainability relates to the business’s impact on people employees, customers, and the communities in which it operates. This includes ethical labor practices, community engagement, equitable treatment, and contributions to social development. SMEs that prioritize employee welfare, customer satisfaction, and ethical practices are more likely to build trust and loyalty, which in turn supports long-term sustainability (Eze & Okoye, 2021).
Environmental sustainability refers to practices that reduce a business’s negative environmental impact. Although many SMEs in Nigeria and other emerging economies may not be directly involved in activities that cause large-scale environmental degradation, they can contribute by minimizing waste, conserving energy, and adopting eco-friendly processes. Increasingly, consumers and regulators are favoring businesses that demonstrate environmental responsibility (Oluwafemi & Adebisi, 2019).
In the modern digital age, sustainability also requires technological adaptability. Businesses must be prepared to adopt and integrate technological innovations that improve efficiency and competitiveness. For SMEs, this includes using digital tools for marketing, accounting, customer service, logistics, and market research. Digitalization plays a vital role in promoting sustainability by reducing operational costs, expanding market reach, and improving customer engagement (Lawal & Ogbuka, 2024).
One of the most critical aspects of business sustainability is customer retention. Retaining customers is often more cost-effective than acquiring new ones, and loyal customers tend to provide steady revenue, repeat business, and word-of-mouth referrals. SMEs that prioritize customer satisfaction, respond to feedback, and deliver consistent value are more likely to build long-term relationships that support sustainability (Kotler & Keller, 2016). In Nigeria, many SMEs survive based on strong interpersonal relationships with customers, and transitioning these relationships into digital platforms is essential for long-term relevance.
Another key factor in business sustainability is risk management. SMEs are highly vulnerable to market fluctuations, economic downturns, political instability, and environmental disasters. Sustainable businesses are those that plan for uncertainty by diversifying income streams, maintaining financial buffers, training staff, and establishing crisis management systems (Nwachukwu & Egwuonwu, 2022). The COVID-19 pandemic underscored the importance of preparedness and adaptability, as SMEs with digital capabilities and flexible models were better able to withstand disruptions (Ibrahim & Yusuf, 2021).
Innovation is also central to sustainability. SMEs must continuously explore new products, services, markets, and methods of delivery to stay ahead of the curve. Innovation is not limited to technology; it includes process improvement, branding, customer experience, and market positioning. Creative SMEs are more resilient because they can pivot quickly in response to changes in consumer behavior or competitive pressure (Chinweuba & Ezeugwu, 2022).
In Nigeria, the sustainability of SMEs is influenced by several macroeconomic and regulatory factors. Issues such as inflation, currency volatility, inconsistent government policies, and infrastructural deficits make sustainability more challenging. However, strategic planning, resource optimization, stakeholder collaboration, and adoption of digital tools can help SMEs build resilience and ensure long-term success (Okoro & Agwu, 2021).
Digital marketing, for instance, enhances sustainability by enabling SMEs to engage more effectively with customers, build brand loyalty, gather insights through data analytics, and remain competitive. With platforms like Facebook, Twitter, Instagram, and responsive websites, SMEs can operate beyond geographic limitations, reducing the need for expensive physical outlets and allowing real-time interaction with consumers. Digital platforms also provide low-cost channels for promotion and feedback, which are critical to refining products and services (Obi & Nwachukwu, 2023).
Sustainable business practices are increasingly becoming a requirement for access to funding. Donors, venture capitalists, and development banks are aligning their funding decisions with sustainability metrics, including ESG (Environmental, Social, and Governance) standards. SMEs that demonstrate clear sustainability policies and practices are more likely to attract investment and partnerships (World Bank, 2023).
In Enugu State, as in other parts of Nigeria, many SMEs are gradually adopting sustainable practices, especially those in sectors like agriculture, fashion, hospitality, and ICT. This is supported by increased awareness, access to training programs, and digital transformation initiatives by government agencies and non-governmental organizations. Programs such as SMEDAN’s Business Development Services and NITDA’s digital economy initiatives aim to build the capacity of SMEs for long-term sustainability.
In conclusion, business sustainability is not a one-time goal but a continuous process of strategic adaptation and value delivery. For SMEs, particularly in regions like Enugu State, it means being proactive in facing challenges, leveraging digital opportunities, and prioritizing long-term stakeholder relationships. While the road to sustainability may be difficult in an environment of economic uncertainty, SMEs that are digitally savvy, customer-focused, and innovation-driven stand the best chance of long-term survival and success.
2.1.4 Social Media Platforms in Marketing  
Social media marketing entails marketing of products, services, or brands on social media like Facebook, Twitter (which is now X), Instagram, LinkedIn, and YouTube. It is a branch of digital marketing in which the characteristics of social networking sites are exploited to attract, touch, and convert potential customers into faithful shoppers. The principle behind the use of this marketing is the element of user-generated content, interactivity, real-time communication, and personalised ads in attaining business objectives (Tuten & Solomon, 2018).
With the increased use of smartphones and the internet, the importance of social media marketing has increased exponentially in the past decade. Planners note that more than 4.95 billion users across the globe use social media, a number that Africa is steadily increasing (Statista 2024). Social media in Nigeria has gained popularity among the people and companies, with Facebook, Twitter, and Instagram gaining popularity among the younger generation, and SMEs can utilise the low-cost, high-impact medium and communicate with their customers.
Development of customer engagement is one of the most fundamental benefits of social media marketing. With the help of likes, comments, shares, and direct messaging, businesses can communicate with their audience in real-time, answer questions, receive feedback, and build a culture around their brands. These give SMEs, particularly in Enugu State, an opportunity to establish good relationships with customers, better service delivery, and customer loyalty (Okolo & Mba, 2020).
The social media networks, like Facebook, for example, enable SMEs to develop business pages, hold targeted ads, live events, and interactions with customers. It accommodates different forms of information like text, images, videos, and polls, which allow businesses to present their products or services in an interactive form. Studies have also discovered that Facebook marketing plays an important role in customer retention where businesses have active pages, attend to messages in time, and share interesting content (Ogbu & Aniedu, 2021).
Twitter (X), being short and time-efficient, can be applied in real-time communication, positioning, and thought leadership. It enables SMEs to join in the trending topics, provide customer care, and advertise with the help of hashtags and Twitter ads. Research has shown that companies that engage in Twitter impressively drive brand awareness and business development, especially when they keep communication regular and value-oriented (Ajayi & Olayemi, 2022).
Instagram is primarily concerned with visual narration, so it is perfect to be use by businesses that operate in the fashion, beauty, food, and entertainment industries. As SMEs advertise on Instagram, they share images, videos, and stories of their products as well as emphasize the customer reviews. The channel allows joint ventures with influencers, and it has already turned out to be a potent instrument to encourage client patronage, particularly among younger people and urban consumers (Chukwuemeka & Adebayo, 2023).
Analytics and performance measurement is another important constituent of social media marketing. Through the social platforms, business accounts are able to get an insight on engagement rates, reach, impressions, click-through rates, and conversions. These numbers allow SMEs to assess how adequately their strategies work and can alter campaigns. Information-based marketing not only increases the return on investment but also makes business officials more acquainted with the audience (Kapoor et al., 2018).
Targeted advertising is also achieved through social media as business entities are in a position to demarcate certain demographics such as age, gender, interest, location, and behavior, and have their content advertisements within their instant visibility to the most appropriate users. This comes in handy especially to SMEs that have low marketing funds as they will be able to get the high-potential clients without spending a huge money on traditional advertising. In Nigeria, numerous small enterprises have used goal-directed Facebook and Instagram advertisements to expand their siege of clients beyond their local area (Ibe & Eze, 2021).
In spite of the positive rewards, there are also challenges to social media marketing. The first of these problems is that content creation is time-consuming, creative work that necessitates also involving professional talent, because they are required to constantly generate quality, interesting content that does not go unnoticed by people. Algorithm changes will be the next issue, and often, platforms change the way the content is shown, which may influence organic reach. Moreover, critical comments or customer complaints could easily become viral, which may cause adverse outcomes to a company if they are not addressed promptly (Adeleke & Ogunbiyi, 2020).
In addition, most SME owners are unable to use digital literacy in most parts of Enugu state, especially in rural and semi-urban localities. Other companies do not have the technical expertise to manage social media accounts, analyze the analytics, or develop an effective campaign. Another group of people has poor internet access, not many smartphones, or the lack of money to invest in paid advertisements (Onuoha & Ugwueze, 2022). To support these troublesome issues, training, support services, and policy interventions to improve the digital readiness of SMEs are increasingly in demand.
Nevertheless, the current use of social media in business strategy has proven to play a significant role in enhancing the sustainability of SME. Research studies show that small and medium-sized enterprises that use social media get to enjoy the benefits of experiencing higher brand recognition, customer interaction, and improved sales. As an instance, Ogbonna and Chukwudi (2019) discovered that relations between social media usage and profitability have been offensive amongst small fashion firms in Enugu. In the same vein, Umeh and Okeke (2021) indicated that Instagram and Facebook helped the local food sellers to increase the base of their customers and keep their businesses running amidst the COVID-19 pandemic.
Moreover, social media will enable cooperation and networking. SMEs could collaborate with the influencers and the businesses in the same industry and with the attractive but complementary firms to co-produce contents, conduct together campaigns and refer referring customers to one another. Such collaborations are able to provide new markets, gain credibility, and be a source of created value (Nwachukwu & Akpomedaye, 2023).
Over the past few years social media has changed so as to feature e-commerce, including Instagram Shopping and Facebook Marketplace. These functions can also enable a business to add products to the list, prices, and redirect to the checkout page so that a user can buy without accessing the internet. The combination of marketing and sales also increases customer experience and enhances conversion rates, which is why social media becomes an inevitable element of digital transformation in SMEs (Akinsola et al., 2024).
In order to make use of social media marketing to the maximum, SMEs need to act strategically. Here, it involves the establishment of specific objectives (e.g., pick up followers, generate web traffic, improve sales), who its target segment is, the most appropriate mediums to be used, a program for the content to be used, and analyzing performance. The post should be consistent, authentic, and responsive to maintain a complete, loyal, and engaged community.
Concluding on this matter, social media marketing is transformative for SMEs' growth and sustainability. At the local level of Enugu State where small businesses may not be able to afford and access traditional advertisement like TV, radio, and billboards, Facebook, Twitter, Instagram, and sensitive websites would be viable and scalable means of engaging the market. Through these tools, the SMEs will be in a position to improve their competitiveness, customer satisfaction, and long-term sustainability in the rising digital economy.
2.2 Theoretical Review
This study is anchored on two relevant theories that help explain the relationship between digital marketing and SME sustainability:
2.2.1 Diffusion of Innovation Theory (Everett Rogers, 1962)  
The Diffusion of Innovation (DOI) Theory by Everett Rogers in 1962 is one of the most existing theories in researching how new phenomena when it comes to ideas, practices, technology, or products spread across particular populations or social systems over a course of time. The theory pointed out five important key factors that affect the rate and level of adoption, which are relative advantage, compatibility, complexity, trialability, and observability. These are some of the reasons why certain innovations will be readily accepted whereas others proceed at a slow rate or simply have a low diffusion.
Relative advantage is the extent to which an innovation is acknowledged to be superior to the concept or practice it displaces. In our case concrete advantages such as greater customer reach or customer engagement or even better sales will compel the SME owners in Enugu State to use Facebook, Instagram, or responsive websites, in-stead of the traditional methods of advertising e.g. flyers or radio ads (Rogers, 2003; Ogbu & Aniedu, 2021).
Compatibility assesses how consistent the innovation is with the existing values, experiences, and needs of the adopters. For example, SMEs already familiar with mobile technology or informal online communication may find it easier to integrate digital marketing tools into their operations. In Enugu, many SME owners are becoming more digitally literate, making them more receptive to social media-based marketing strategies (Onuoha & Ugwueze, 2022).
Complexity measures how difficult an innovation is to understand and use. A digital marketing strategy that appears too technical or overwhelming may discourage adoption, especially among small business owners with limited formal education or technological expertise. In this regard, user-friendly platforms such as Facebook and Instagram are more likely to be adopted because of their intuitive design and widespread usage (Ibe & Eze, 2021).
Trialability is the degree to which an innovation can be experimented with on a limited basis. This is particularly important for SMEs that may be hesitant to invest significant resources into an unfamiliar marketing strategy. Social media platforms offer the flexibility for SMEs to test their marketing strategies by running limited ad campaigns, creating trial pages, or experimenting with content formats before fully committing. This aligns with the low-risk mindset that typically characterizes SMEs in resource-constrained environments (Ajayi & Olayemi, 2022).
Observability refers to the extent to which the results of an innovation are visible to others. SMEs are more likely to adopt digital marketing if they can clearly see its impact on their peers’ business growth, customer engagement, or brand visibility. For example, when a local fashion business in Enugu gains significant visibility through Instagram, other business owners in the community are likely to observe and be influenced to replicate the strategy (Chukwuemeka & Adebayo, 2023).
Rogers also identifies five categories of adopters; innovators, early adopters, early majority, late majority, and laggards. Innovators are the first to try new ideas; they are often risk-takers. Early adopters follow, often acting as opinion leaders. The early and late majority adopt innovations once they become mainstream, and laggards are the last to adopt, often due to resistance to change or lack of resources (Rogers, 2003).
In the context of this study, these adopter categories can be observed among SME owners in Enugu State. Some are innovators who quickly explore digital platforms, while others, particularly older or rural business owners, fall into the late majority or laggards. This knowledge can assist policy-makers and online marketers to create focus-based support programs to facilitate a wider and more homogenous practice of digital marketing technologies.
Diffusion of Innovation Theory is very applicable in the digital transformation process of SMEs in Enugu State. It structures insight into the theory of why certain businesses are quick to adopt such tools as Facebook to retain their customers, Twitter to work on their brands, or responsive websites to work on the customers whereas others are dragging behind. This is because by analyzing the barriers (e.g. complexity or lack of observability) and facilitators (e.g. relative advantage or compatibility) of adoption the theory could be used to design more effective digital marketing strategies that are dependent on the local business environment.
In addition, the presence of DOI has been confirmed to apply to the world of digital marketing adoption by SMEs with the help of empirical studies. As an example, Adebayo and Okonkwo (2019) discovered that SMEs in the southeastern part of Nigeria were more willing to embrace digital-related innovations when they considered them to be non-complex and apt to align with their organizational objectives or viable to bring visible benefits. Likewise, Umeh and Okeke (2021) established that Facebook and Instagram became prominent in Enugu because they are cheap, visible, and easy to use.
Significantly, the other contribution of the theory is the role of communication channels in the diffusion process. To ensure the effective diffusion of innovations, there should be sufficient communication between the users and the influential people. Among the entrepreneurs in Enugu, word-of-mouth platforms, together with official digital training courses are significant means through which information concerning digital marketing tools gets to circulate. These channels can thus be used by government agencies, trade associations, and tech start-ups to push up the pace of digital marketing.
Moreover, it is important to mention the role of social systems, which are the community or the environment in which SMEs can be performed. This is so because in closely knit markets such as those in the business circles being discussed in Enugu potential innovations by a respected business owner or two businesses can have a tremor effect of persuading others to join. When used together with visible results and service networks, this peer influence may significantly boost digital marketing innovations diffusion.
To conclude, the Diffusion of Innovation Theory is a compelling design that can explain how the SME owners in Enugu State adopt and implement the digital marketing technology, as well as their perception of the given process. It points out the significance of a perceived value, ease of use, compatibility with the culture, and influence by peers on the digital transformation success. Using this theory we can find the best strategies to stimulate wider use of platforms such as Facebook, Twitter, Instagram, and what we can call responsive websites in local SMEs.
2.2.2 Resource-Based View (RBV) Theory (Barney, 1991)  
Resource-Based View (RBV) of the firm is a strategic approach to business management and elaborates on how firms obtain, build, and utilize valuable internal resources which enable them and propel them to obtain delayed competitive advantage. Advanced and originally suggested by Wernerfelt (1984) and later by Barney (1991), RBV underlines value, rarity, inimitability, and non-substitutability (VRIN) of resources to ensure attaining a sustainable advantage. RBV considers firms as bundles of tangible and intangible assets, including financial capital, technology, skills, organizational processes, and reputational assets. In the context of Small and Medium Enterprises (SMEs) in Enugu State, digital marketing capabilities such as effective use of social media platforms (e.g., Facebook, Instagram, Twitter), responsive websites, and online customer engagement can be considered strategic resources that enable firms to grow, adapt, and sustain themselves in increasingly competitive environments.
According to Barney (1991), for a firm to gain a sustained competitive advantage, it must possess resources that are:
- Valuable – enabling the firm to exploit opportunities or neutralize threats.
- Rare– not widely possessed by competitors.
- Inimitable – difficult to replicate due to unique conditions or social complexity.
- Non-substitutable – cannot be replaced by other resources that provide the same function.
Digital marketing fits this VRIN framework in multiple ways. For instance, SMEs that are able to build a strong brand presence on Facebook or Instagram, manage responsive and interactive websites, and use analytics tools to track customer behavior possess rare and valuable capabilities in their market context. When these capabilities are supported by internal skills, innovative content strategies, and strong customer relationships, they become difficult to imitate, giving the firm a sustainable edge (Okeke & Eze, 2020).
Application of Resource-Based View (RBV) Theory to SMEs’ Digital Marketing in Enugu State
Digital marketing as a resource within SMEs goes beyond the mere existence of social media pages or websites. It encompasses how these tools are strategically integrated into the business operations to enhance visibility, customer loyalty, service delivery, and overall performance. The ability to use Facebook pages to retain customers, for instance, requires not just setting up the page, but also generating engaging content, responding promptly to customer queries, analyzing customer feedback, and leveraging insights for innovation. These actions require internal skills, organizational learning, and adaptive capabilities, all of which are key aspects of the RBV (Ngige & Uchenna, 2021).
Furthermore, SMEs that successfully harness Twitter for real-time customer engagement and brand conversations demonstrate agility and brand responsiveness traits that enhance customer trust and perceived professionalism. These digital competencies form part of the intangible resources that distinguish one SME from another and provide strategic differentiation in the marketplace.
A  responsive website is another resource whose value is increasingly recognized. It acts not only as a digital storefront but also as a customer service hub, feedback channel, and data collection platform. Businesses with functional, mobile-friendly websites can reach customers more efficiently, process orders online, and provide consistent brand experiences capabilities that many SMEs in Enugu still struggle to achieve due to resource limitations (Agu & Nwachukwu, 2019).
Moreover, Instagram, as a visual-based platform, allows SMEs particularly those in creative industries like fashion, food, beauty, and entertainment to showcase their products and build emotional connections with customers. The strategic use of Instagram for storytelling and branding can create customer communities and foster brand advocacy, contributing to long-term sustainability.
The Role of Organizational Capabilities
RBV also places emphasis on the capabilities of firms defined as the processes through which resources are deployed. In Enugu State, SMEs that can continuously train staff in digital literacy, update their digital platforms, and adapt to changing customer behaviors are building dynamic capabilities. These capabilities are vital for responding to rapid technological changes and evolving customer expectations, particularly in the post-pandemic digital economy (Ibrahim & Uduji, 2022).
For example, an SME that monitors its Instagram analytics to adjust product offerings or refines its content marketing strategy based on Facebook ad performance is demonstrating the ability to leverage internal resources for external impact. Such firms are more likely to achieve higher levels of customer satisfaction, retention, and overall business sustainability aligning with the objectives of this study.
Resource-Based View (RBV)  and Competitive Advantage in Local Context
In developing regions such as Enugu, external constraints such as limited access to finance, poor infrastructure, and low digital adoption make internal resources even more critical. SMEs that build robust internal digital marketing systems can buffer against external shocks and maintain continuity during crises. During the COVID-19 pandemic, for example, firms with active online presences were more resilient and retained customer engagement despite lockdowns and market disruptions (Chinedu & Iloh, 2021).
Also, SMEs that are able to create a strong local online brand are more likely to command customer loyalty and market visibility. For instance, a fashion SME that uses Instagram to highlight African designs and shares behind-the-scenes stories of production may build a strong niche brand that is hard to replicate. In such cases, brand identity and customer loyalty become intangible assets with long-term value.
Several studies affirm the relevance of RBV in explaining digital marketing outcomes among SMEs:
Okeke and Eze (2020) found that SMEs in Eastern Nigeria that invested in digital branding, content creation, and SEO were more competitive and experienced increased customer acquisition.

The conclusion reached by Ogbonna and Ezeaku (2021) was that business growth and sustainability rates were high among SMEs that had robust digital marketing teams.
As pointed out by Ibrahim and Uduji (2022), the ability to use the prepared internal digital resources became a means of increasing adaptability and innovation in crisis circumstances.
SMEs who considered digital marketing as a fundamental capability instead of optional add-on had a higher chance of observing steady revenue growth, Nwafor and Amadi (2023) emphasized.
The RBV framework indicates that tools should not be the only thing that should be made to work to digitally market SMEs to achieve their sustainability. Policymakers and support agencies should invest in developing the internal capacity of SMEs: through training and mentoring and infrastructure development, to take advantage of these tools. The government programs and those in the private market should be aimed at the creation of the human and organisational capital enabling the SMEs to turn the digital platform of marketing into a long-term benefit.
Similarly, it should be the business interest of digital marketers and consultants serving the SMEs to create long-term capabilities instead of providing one-time services. Empowering SMEs with the internal competencies, brand building, customer analytics and storytelling capabilities, will make the investments in digital marketing sustainable.

2.2.3 Technology Acceptance Model (TAM) 
The Technology Acceptance Model (TAM) was formulated by Fred Davis in 1989 and is one of the major theoretical frameworks that have existed in explaining the behavior of users regarding the adoption and use of technology. According to the TAM, the chance or the likelihood of an individual adopting a technology depends on two main attributes, namely Perceived Usefulness (PU) and Perceived Ease of Use (PEOU). Perceived Usefulness is the usefulness that a user forms towards a certain system concerning whether he or she feels that the system will improve his or her performance at the job and the Perceived Ease of Use is the ease that a certain individual feels that he or she will go through when using a certain system.
In the context of SMEs in Enugu State, TAM provides critical insights into why some business owners are more willing to adopt digital marketing platforms like Facebook, Instagram, and responsive websites, while others remain reluctant. If SME owners perceive digital marketing tools as useful for reaching more customers, boosting sales, and improving brand awareness (high PU), and they find the tools easy to operate without requiring extensive technical skills (high PEOU), they are more likely to adopt and consistently use them (Davis, 1989; Venkatesh & Bala, 2008).
Perceived Usefulness (PU) and Digital Marketing Adoption
SMEs are generally resource-constrained, and every investment must yield tangible returns. When digital marketing platforms demonstrate clear benefits, such as increased customer engagement, broader market reach, and higher conversion rates owners are more likely to view them as Indispensable business tools. For example, SMEs that witness a surge in orders after running targeted Instagram ads or maintaining active Facebook pages may develop a stronger belief in the usefulness of digital marketing strategies (Okafor & Obi, 2021).
Perceived Ease of Use (PEOU) and Digital Marketing Engagement
Ease of use is particularly important for SME owners who may not have formal ICT training. Platforms like Facebook and Instagram offer user-friendly interfaces, intuitive tools for creating posts and ads, and automated insights for tracking engagement, making them attractive to less tech-savvy entrepreneurs. In Enugu State, SMEs that find it easy to set up business profiles, run promotions, and interact with customers online are more likely to integrate digital marketing into their daily business operations (Ijeoma & Uche, 2022).
The Technology Acceptance Model also suggests that external factors such as training, peer influence, and perceived credibility of digital platforms can indirectly influence adoption by shaping users' perceptions of usefulness and ease of use. For example, free digital marketing workshops organized by local governments or private agencies can demystify social media advertising for SMEs, enhancing both PU and PEOU. On the same note, the success of other companies to use Facebook or WhatsApp for Business can increase the confidence of an SME owner in the effectiveness and ease of digital marketing tools (Chikwendu & Arinze, 2022).
Meanwhile, trust towards the platform itself can be rather important. The relevant worries about malicious activity regarding payment frauds, data breaches, or fabrication of accounts, would decrease perceived usefulness and perceived ease of use, slowing down the adoption process. Therefore, secure, transparent, locally relevant gamified systems can help get wider SME uptake in Enugu State.
Over time, scholars generalized TAM and added such variables as subjective norm (in line with peers), facilitating conditions (accessibility of resources and assistance), and perceived risk. Regarding SMEs in Enugu, the social pressure exerted by the peers in the business, the availability and affordability of digital tools, and the assurance of being safe in a cyber environment have a lot of influence on the readiness to adopt the digital means of marketing. These extensions further render TAM more relevant in conceptualizing the reality of SME digital transformation difficulties and motivators concerning practice.
Several empirical studies have confirmed the usefulness of TAM in the digital marketing of SMEs:
Okafor and Obi (2021) established the probability of adopting social media marketing in Southeast Nigeria to be high in cases where they found the following to be true: SMEs who adopted SMM found it easy and useful to incorporate social media as part and parcel of their business operations. 
Ijeoma and Uche (2022) confirmed that SMEs that received the basic training on social media and saw their ease of use to be higher had higher adoption rates of Facebook and Instagram marketing use.
Chikwendu and Arinze (2022) underlined the importance of peer success stories in raising the levels of perceived usefulness among unwilling SME owners, who have been prompted to adopt digital marketing channels.
Technology Acceptance Model (TAM) supplements the Diffusion of Innovation Theory and the Resource-Based View by advancing an explanation of the adoption behaviour by SMEs of digital marketing. Whereas DOI boils down to innovation features, RBV to internal expertise, and TAM to user judgment in the use of technology, TAM points to a key role of user perceptions in adopting technology.  Understanding how perceived usefulness and perceived ease of use influence SME owners' decisions can guide the design of training programs, policy interventions, and platform improvements aimed at accelerating digital marketing adoption in Enugu State.
2.3 Empirical Review
The study by Eze and Chinedu (2020) explored the role that Facebook marketing plays in customer retention by small and medium enterprises in Lagos State. The research involved the impact of consistent and engaging Facebook content on the loyalty rates and the level of returns on customers. Included in the population were small business owners who utilise Facebook as a marketing tool. The researchers used a descriptive survey research design where structured questionnaires were used to sample 150 SMEs. It was identified that there is a highly positive correlation between Facebook marketing and customer retention, and a company that effects regular updates, responds to questions, and uses visual content has an improved customer retention rate. The two articles look at how Facebook marketing influences customer behaviour. Whereas the study of Eze and Chinedu centres on SMEs in Lagos, the present study is a specific study aimed at ascertaining the impact of Facebook pages on customer retention of SMEs in Enugu State.
Obasi and Opara (2019) investigated the topic of Twitter as a digital marketing tool that could be used in working with customers in real-time within the SMEs in Port Harcourt. The research was aimed at investigating how Twitter handles will enable the publicity of the brand and customer engagement. The sample included the owners of SME firms that used Twitter to interact with their customers. The methodological design was mixed since a combination of surveys and in-depth interviews was employed. Results indicate that SMEs that relied on Twitter to keep their customers updated in real-time, offer promotional offers, and interact with customers experienced improved customer traffic and engaged their brand. Both studies explore the impact of Twitter on SME growth, but while Obasi and Opara examine this in Port Harcourt, the current study evaluates the impact of Twitter handles on business growth in Enugu State.
Adeola and Evans (2018) conducted a study on the effectiveness of responsive websites among SMEs in Abuja. The study focused on whether mobile-optimized websites enhance customer satisfaction and business outcomes. The population included SMEs with both mobile and non-mobile responsive websites. Using a comparative survey design, the researchers assessed customer feedback and satisfaction levels across different types of websites. The study found that SMEs with responsive websites recorded higher customer satisfaction, increased web traffic, and improved purchase conversion rates. Both studies explore the significance of responsive websites, but while Adeola and Evans assessed general satisfaction in Abuja, the current study ascertains how responsive websites affect customer satisfaction of SMEs in Enugu State.
Uche and Igwe (2021) assessed Instagram marketing among fashion-related SMEs in Enugu State. The study focused on how visual branding on Instagram influences customer patronage. The population consisted of fashion entrepreneurs who actively used Instagram to showcase products. A cross-sectional survey was conducted using structured questionnaires distributed to 100 respondents. The findings revealed a strong correlation between Instagram usage and increased customer engagement, especially when using influencer collaborations, stories, and product visuals. Both studies explore Instagram’s marketing effectiveness. However, while Uche and Igwe focused on fashion SMEs, the current study evaluates the effect of Instagram handles on customer patronage of SMEs across various sectors in Enugu.
The study conducted by Suleiman and Musa (2020) focused on digital marketing literacy and the SMEs' performance in Northern Nigeria. This paper was devoted to the impact of the level of knowledge and competence in digital marketing tools on the results of the business. The study sample involved the operators of SMEs in the states of Kaduna and Kano. The researchers used a quantitative research also involving the use of standardized tests and surveys to measure the digital literacy level and the performance of the businesses. The findings showed that a more digitally marketing literate SME performed a better level of customer acquisition, brand loyalty, and the creation of revenue. The two works delve into the requirements of successful adoption of digital marketing. Although the work of Suleiman and Musa focuses on the concept of digital literacy as one of the factors influencing performance in Northern Nigeria, the paper at hand evaluates the direct performance effects of such digital platforms on SMEs as Facebook, Twitter, or Instagram are relevant in Enugu.
Nwankwo and Okocha (2022) examined the importance of digital marketing as a factor in customer engagement in the SME case in the South-East of Nigeria. The research involved an investigation of how customized content, online advertisements, and live interactions through internet platforms allow the improvement of customer relationships. The sample took into account the SMEs that were actively using digital marketing tools. Qualitative and quantitative approaches were used by the researchers with surveys as well as focus group discussions being employed to gather facts. According to the findings, customers were more deeply engaged and more loyal to a brand when marketing was treated on a per-customer basis including targeted advertisement and customized content. The two articles are concerned with customer-centered results. Although Nwankwo and Okocha discussed the consequences of digital marketing on the engagement levels across the South-East region, the present paper is limited to such states as Enugu and such media as Facebook and Instagram.
Olawale and Ibidapo (2019) investigated the use of digital marketing by the SMEs located in Ibadan and Oyo State. The study was concerned with discovering the obstacles to digital marketing and its effect on the income and customer growth. The sample consisted of SME owners across sectors such as retail, services, and hospitality. The research used a descriptive research design using surveys and interviews. It has been found out that even in the face of problems such as financial limitations and lack of proper internet connectivity, SMEs that have embraced the use of digital tools have gained increasing customer reach and increased revenue. The two articles examine the implementation of digital marketing by SMEs. Although Olawale and Ibidapo concentrate on the obstacles and advantages in the city of Ibadan, the research conducted by the authors aims to shed light on the role that certain online platforms play in the realm of SME sustainability in Enugu.
Mba and Agwu (2023) discussed how branding performance of the SMEs was influenced by the social media influencers. The study focused on whether partnerships with influencers enhanced visibility, credibility, and customer engagement. The population included SMEs in Lagos and Abuja that collaborated with influencers on Instagram and YouTube. Using case study methodology, the researchers examined branding outcomes before and after influencer partnerships. The findings showed that influencer marketing significantly boosted brand awareness, customer traffic, and product credibility. Both studies look at the intersection of social media and SME growth. While Mba and Agwu emphasize influencer marketing, the current study examines broader platform use, such as Instagram handles and their effect on customer patronage in Enugu.
2.4 Summary of Review of Related Literature
The review of related literature explores the dynamic relationship between digital marketing practices and the sustainability of small and medium scale enterprises (SMEs) in Enugu State, Nigeria. Under the conceptual framework, the study examines the concepts of digital marketing, SMEs, business sustainability, and the use of social media platforms specifically Facebook, Twitter, and Instagram in marketing strategies. Theoretical frameworks, including the Diffusion of Innovation Theory, Resource-Based View Theory, and Technology Acceptance Model, provide lenses for understanding the adoption and effective utilization of digital marketing tools among SMEs. The review is further supported by empirical studies that offer insights into the impact of social media marketing, digital literacy, influencer engagement, and mobile-responsive platforms on customer retention, brand visibility, customer patronage, and business growth, specifically contextualized to SMEs in Nigeria.








CHAPTER THREE
METHODOLOGY
3.1 Research Design
This study employed survey research design to gather data on the relationship between digital marketing platform usage and the sustainability of Small and Medium Enterprises (SMEs) in Enugu East Local Government Area. The survey approach allowed the researcher to collect first-hand information from a representative sample of SME owners and managers regarding their use of platforms such as Facebook, Twitter, responsive websites, and Instagram, and how these affect business growth, customer satisfaction, and retention.
3.2 Area of the Study
The study was conducted in Enugu East Local Government Area, Enugu State, Nigeria. This area was chosen due to its high concentration of registered SMEs across commercial zones like Trans-Ekulu, Abakpa Nike, Thinkers Corner, and GRA. Enugu East is recognized as a bustling business district with enterprises spanning sectors such as fashion, food services, technology, retail, logistics, and hospitality.
3.3 Sources of Data
The primary source of data for this study was a self-administered questionnaire distributed to SME owners and managers within Enugu East. The instrument was designed to elicit data on their engagement with digital marketing platforms and perceived impact on their businesses.  
The secondary sources of data included relevant journals, textbooks, reports, online articles, and previous empirical studies related to digital marketing, SME development, and sustainability in Nigeria and similar contexts.

3.4 Population of the Study
The population of the study comprised all registered SMEs in Enugu East LGA. According to the 2022 SMEDAN National Survey, there are a total of 1,274 registered SMEs in this local government area. These businesses form the population from which the sample was drawn.
3.5 Sample Size Determination
The sample size for this study was determined using the Taro Yamane (1967) formula, which is suitable when the population is known and a specific level of precision is required. The formula is stated as:
n = N / (1 + N(e)^2)
Where:
- n = sample size
- N = population size (1,274 registered SMEs in Enugu East)
- e = margin of error (5% or 0.05)
Substituting the values:
n = 1274 / (1 + 1274(0.05)^2)
n = 1274 / (1 + 1274 × 0.0025)
n = 1274 / (1 + 3.185)
n = 1274 / 4.185
n ≈ 304.47
Rounded to the nearest whole number, the sample size becomes 304 respondents.
This sample size was considered sufficient to represent the target population adequately. To ensure balanced representation across different sectors, the study adopted a stratified random sampling technique. SMEs were grouped according to their areas of operation such as fashion, retail, food services, logistics, and technology. From each stratum, participants were randomly selected to guarantee fair and comprehensive coverage of the SME population in Enugu East.
3.6 Instrument for Data Collection
The primary instrument for data collection was a structured questionnaire, divided into five key sections: Section A captured demographic and business-related data; Section B focused on the use of Facebook and its impact on customer retention; Section C examined the use of Twitter and business growth outcomes; Section D addressed the adoption of responsive websites and customer satisfaction; and Section E explored Instagram usage and its influence on customer patronage. Sections B through E employed a four-point Likert scale, ranging from Strongly Agree (4), Agree (3), Disagree (2), to Strongly Disagree (1), to assess respondents’ level of agreement with various statements.
3.7 Validity of the Instrument
To ensure validity, the questionnaire underwent face and content validation by a panel of experts in digital marketing, entrepreneurship, and educational measurement. Their feedback was used to fine-tune the questionnaire to ensure clarity, relevance, and alignment with the study’s objectives.
3.8 Reliability of the Instrument
The internal consistency of the questionnaire was tested using Cronbach’s Alpha through a pilot test conducted with 20 SME owners in Enugu North LGA. The resulting alpha coefficients met the acceptable threshold of 0.70 and above, confirming that the instrument was reliable for use in the main study.
3.9 Method of Data Analysis and Presentation
The data collected was analyzed using descriptive statistics including frequency tables, percentages, and charts to summarize demographic characteristics and digital platform usage patterns.  



In addition, a chi-square test was conducted to examine the relationships between digital platform usage and key SME sustainability indicators such as business growth, customer satisfaction, and retention. This analytical method enabled the researcher to test hypotheses and identify statistically significant associations.
3.10 Ethical Considerations
This study adhered to standard ethical practices. All participants were presented with an informed consent form clearly stating the purpose of the research, ensuring anonymity, and affirming that participation was voluntary. Respondents were also informed of their right to withdraw at any time. All responses and data collected were treated with strict confidentiality and used solely for academic purpose





CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1 Introduction
This chapter presents the analysis and interpretation of data collected through a structured questionnaire distributed to selected SMEs in Enugu East LGA. The data were analyzed based on the study objectives and research questions using frequency tables and percentages.
4.2 Demographic Characteristics of Respondents
	S/N
	Variable
	Category
	Frequency
	Percentage (%)

	1
	Sex
	Male
	168
	55.3

	
	
	Female
	136
	44.7

	2
	Marital Status
	Single
	142
	46.7

	
	
	Married
	152
	50.0

	
	
	Divorced
	10
	3.3

	3
	Educational Qualification
	SSCE
	38
	12.5

	
	
	HND/BA/BSC/LLB
	192
	63.2

	
	
	MA/MSC
	62
	20.4

	
	
	PhD
	12
	3.9

	4
	Age
	18-24
	30
	9.9

	
	
	25-29
	60
	19.7

	
	
	30-35
	80
	26.3

	
	
	36-40
	72
	23.7

	
	
	41-45
	36
	11.8

	
	
	46-above
	26
	8.6

	5
	Years of Service
	0-5
	98
	32.2

	
	
	6-10
	124
	40.8

	
	
	11-above
	82
	27.0



4.3 Analysis Based on Research Questions
Research Question 1:
To what extent do Facebook pages affect customer retention of SMEs in Enugu State?
	S/N
	Item
	SA (%)
	A (%)
	D (%)
	SD (%)
	Total (%)
	Interpretation

	1
	My business uses a Facebook page to consistently engage customers.
	46.7
	32.9
	13.8
	6.6
	100
	Majority Agreed

	2
	Facebook marketing helps retain loyal customers.
	44.7
	35.5
	13.2
	6.6
	100
	Majority Agreed

	3
	Promotions on Facebook increase repeat patronage.
	48.7
	32.9
	11.2
	7.2
	100
	Majority Agreed

	4
	Interaction on our Facebook page has built customer relationships.
	42.8
	36.8
	11.8
	8.6
	100
	Majority Agreed

	5
	Facebook improves communication and trust with customers.
	44.1
	32.2
	13.2
	10.5
	100
	Majority Agreed




Cumulative Values (Averages):
- Strongly Agree (SA): (46.7 + 44.7 + 48.7 + 42.8 + 44.1) / 5 = 45.4%  
- Agree (A): (32.9 + 35.5 + 32.9 + 36.8 + 32.2) / 5 = 34.1%  
- Disagree (D): (13.8 + 13.2 + 11.2 + 11.8 + 13.2) / 5 = 12.6%  
- Strongly Disagree (SD): (6.6 + 6.6 + 7.2 + 8.6 + 10.5) / 5 = 7.9%
Interpretation:
On the average, 45.4% of the respondents Strongly Agreed, followed by 34.1% who Agreed, indicating that Facebook pages positively affect customer retention of SMEs in Enugu State.










Research Question 2
To what degree do Twitter handles impact business growth of SMEs in Enugu?
	S/N
	Item
	SA (%)
	A (%)
	D (%)
	SD (%)
	Total (%)
	Interpretation

	1
	Our Twitter handle promotes brand and services.
	39.5
	36.2
	15.1
	9.2
	100
	Majority Agreed

	2
	Twitter contributes to our business growth.
	42.8
	31.6
	16.4
	9.2
	100
	Majority Agreed

	3
	Twitter helps reach new markets and audiences.
	44.7
	31.6
	15.8
	7.9
	100
	Majority Agreed

	4
	Business updates on Twitter attract new customers.
	40.8
	34.9
	13.8
	10.5
	100
	Majority Agreed

	5
	Twitter analytics improve our strategy.
	40.1
	36.2
	13.2
	10.5
	100
	Majority Agreed



Cumulative Values (Averages):
- Strongly Agree (SA): (39.5 + 42.8 + 44.7 + 40.8 + 40.1) / 5 = 41.6%  
- Agree (A): (36.2 + 31.6 + 31.6 + 34.9 + 36.2) / 5 = 34.1%  
- Disagree (D): (15.1 + 16.4 + 15.8 + 13.8 + 13.2) / 5 = 14.9%  
- Strongly Disagree (SD): (9.2 + 9.2 + 7.9 + 10.5 + 10.5) / 5 = 9.5%
Interpretation:
On the average, 41.6% of the respondents Strongly Agreed, followed by 34.1% who Agreed, indicating that Twitter handles positively impact business growth of SMEs in Enugu.

Research Question 3:
To what magnitude does a responsive website impact customer satisfaction of SMEs in Enugu?
	S/N
	Item
	SA (%)
	A (%)
	D (%)
	SD (%)
	Total (%)
	Interpretation

	1
	Our website is responsive and easy to navigate.
	46.1
	31.6
	14.5
	7.9
	100
	Majority Agreed

	2
	Website enhances access to products or services.
	43.4
	34.2
	12.5
	9.9
	100
	Majority Agreed

	3
	Customers give positive website feedback.
	42.1
	32.9
	13.8
	11.2
	100
	Majority Agreed

	4
	Responsive website improves satisfaction.
	44.1
	33.6
	11.8
	10.5
	100
	Majority Agreed

	5
	Website helps reduce complaints.
	42.8
	31.6
	13.2
	12.5
	100
	Majority Agreed




Strongly agree (SA): ( 39.5+42.8+44.7+40.8+40.1)/5=41.6%
Agree (A):(36.2+31.6+31.6+34.9+36.2)/5=34.1%
Disagree (D):(15.1+16.4+15.8+13.8+13.2)/=14.9%
Strongly agree (SD): 9.2+9.2 +7.9+10.5+10.5)/5=9.5%
Interpretation 
On the average 41.6% of the respondents strongly agreed followed by 34.1% who agree that Twitter handles positively impact business growth of smes in enugu

Research Question 4:
To what extent do Instagram accounts affect customer patronage of SMEs in Enugu?
	S/N
	Item
	SA (%)
	A (%)
	D (%)
	SD (%)
	Total (%)
	Interpretation

	1
	Instagram attracts customers.
	47.4
	32.2
	11.8
	8.6
	100
	Majority Agreed

	2
	Instagram posts drive customer traffic.
	45.4
	32.9
	13.2
	8.6
	100
	Majority Agreed

	3
	Instagram has increased patronage.
	46.1
	31.6
	12.5
	9.9
	100
	Majority Agreed

	4
	Visual content on Instagram boosts interest.
	44.7
	33.6
	12.5
	9.2
	100
	Majority Agreed

	5
	Instagram ads increase customer visits.
	43.4
	32.2
	14.5
	9.9
	100
	Majority Agreed




Strongly agree(SA)(47.4+45.4+46.1+44.7+43.4)/5=45.4
Agree (A):(32.2+32.9+31.6+33.6+33.2)/5=136.74
Disagree (D): (11.8+13.2+12.5+12.5+14.5)/5=12.9
Strongly agree (SD): (8.6+8.6+9.9+9.2+9.9)/5=38.28
Interpretation: there is a statistically significant relationship between the uses of Instagram account and customer patronage of smes in enugu. This indicates that Instagram account positively influence customer patronage 
4.4 Test of Hypotheses
Chi-square tests were used to determine the relationship between social media usage and SME performance metrics. Results showed statistically significant relationships (p < 0.05), indicating that digital marketing strategies such as Facebook, Twitter, websites, and Instagram significantly influence SME sustainability.
The following null hypotheses were tested:
H₀₁: Facebook pages significantly affect customer retention of Small and Medium Enterprises in Enugu.
H₀₂: Twitter handles positively impact on business growth of Small and Medium Enterprises in Enugu.
H₀₃: Responsive websites positively impact on customer satisfaction of Small and Medium Enterprises in Enugu.
H₀₄: Instagram accounts significantly affect customer patronage of Small and Medium Enterprises in Enugu.
Hypothesis one
Ho1 Facebook pages significantly affect customer retention of smes in Enugu states 
Chi square (X2)value:18.76
Degree of freedom (df):4
Significance level (p- value):0.001
Decision: since p<0.005, reject the null hypothesis 
Interpretation.: there is a statistically significant relationship between the use of Facebook pages and customer retention of smes in enugu. Thus, Facebook pages positively influence customer retention 
Hypothesis two
H02  Twitter handles positively impact on business growth of smes in Enugu 
Chi- square(×2) value : 16.34
Degree of freedom (df):4
Significance level (p-<value): 0.003
Decision since p<0.05, reject the null hypothesis 
Interpretation: there is a significant association between Twitter usage and business growth among smes in enugu, indicating that Twitter handles positively influence growth 
Hypothesis Three
H03:  responsive website positively impact customer satisfaction of smes in enugu 
Chi - square(X2) value: 14.92
Degree of freedom (df):4
Decision: since p<0.05 reject the null hypothesis 
Interpretation: responsive website are significantly related to customer satisfaction levels among smes. Thus, responsive web design contributes positively to customer satisfaction 
Hypothesis Four
H₀₄: Instagram accounts significantly affect customer patronage of SMEs in Enugu.
Chi-square (χ²) value: 19.45
Degree of Freedom (df): 4
Significance Level (p-value): 0.002
Decision: Since p < 0.05, reject the null hypothesis.
Interpretation: There is a statistically significant relationship between the use of Instagram accounts and customer patronage of SMEs in Enugu. This indicates that Instagram accounts positively influence customer patronage.
4.6 Summary of Major Findings
1. Facebook is key for customer engagement and trust-building.
2. Twitter boosts brand visibility and market expansion.
3. Responsive websites enhance accessibility and satisfaction.
4. Instagram's visual appeal drives customer interest and sales.




CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary of Findings
The purpose of this study was to investigate the influence of digital marketing tools Facebook, Twitter, responsive websites, and Instagram on the performance of SMEs in Enugu East LGA. Specifically, the study examined the effects of these tools on customer retention, business growth, customer satisfaction, and patronage.
The study utilized a structured questionnaire administered to 304 respondents from various SMEs. The responses were analyzed using frequency counts and percentages. The major findings are as follows:
1. Facebook and Customer Retention:
2. facebook page positively influence customer retention 
3. (X2= 18.76 p<0.05


Twitter and Business Growth:
1. twitter handles positively influence customer retention 
2. (X2 = 18.76 p<0.05


Responsive Websites and Customer Satisfaction:
1 responsive website are significantly related to customer satisfaction levels among smes. Thus responsive web design contribute positively to customer satisfaction 
2 (X2) Value :16.34 p<0.05
Instagram and Customer Patronage:
1. this indicates that Instagram account positively influence customer patronage 
2. X2 value: 19.45 p<0.002
5.2 Conclusion
In conclusion, the study demonstrates that digital marketing tools significantly influence the performance of SMEs in Enugu East. Facebook contributes to customer retention through interactive engagement, Twitter enhances brand awareness and audience reach, responsive websites improve accessibility and satisfaction, while Instagram effectively drives customer interest and patronage through visual appeal. These tools, when effectively utilized, can substantially boost the competitiveness, sustainability, and profitability of small and medium size enterprise 
5.3 Recommendations
Based on the findings of the study regarding the use of digital marketing tools and their impact on customer retention, growth, satisfaction, and patronage, the following recommendations are made:
I. Review and Strengthen Digital Marketing Strategies
SMEs in Enugu East should conduct periodic reviews of their digital marketing strategies to ensure alignment with market trends and customer preferences. A comprehensive digital marketing plan should be developed that incorporates Facebook, Twitter, Instagram, and responsive websites for optimal engagement and growth.
II. Enhance Training on Digital Tools
Business owners and employees should be provided with training and capacity-building workshops on how to maximize the potential of digital marketing platforms. Understanding algorithm trends, analytics, and content marketing will improve strategic outcomes.
III.  Improve Website Responsiveness and Navigation
SMEs should invest in ensuring their websites are mobile-friendly, fast, and easy to navigate. User experience is key to retaining online customers and driving satisfaction.
IV. Invest in Visual Branding and Content Creation
Given the importance of Instagram and Facebook in customer engagement, SMEs should invest in high-quality visual content, storytelling, and regular updates. Creative and compelling content can drive interaction and boost customer interest.
V. Use Data Analytics to Track Progress
SMEs should make use of platform analytics tools to track user engagement, campaign success, and customer feedback. These insights can be used to refine future digital strategies.
VI. Create an Incentive-Based Engagement Strategy
Incentives such as giveaways, loyalty programs, and promotional discounts shared via social media can be used to increase customer retention and encourage repeat business.
5.4 Suggestions for Further Study
Based on the scope and limitations of this study, the following topics are recommended for future research:
I. A Comparative Study on the Effectiveness of Digital Versus Traditional Marketing Strategies among SMEs in Enugu State
II. The Role of WhatsApp Business and Chatbots in Enhancing Customer Interaction Among SMEs in Nigeria
III. Influence of Social Media Influencers on Customer Buying Behavior: A Study of Fashion SMEs in Enugu Metropolis
IV. Challenges and Opportunities of E-Commerce Integration Among Local SMEs in South-West Nigeria: A Case Study of SMEs in Ibadan
V. The Impact of Social Media Crisis Management Strategies on SME Brand Reputation in Nigeria
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