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DIGITAL MARKETING AS A KEY DRIVER OF SALES IMPROVEMENT
AMONG SMALL AND MEDIUM SCALE ENTERPRISES IN NIGERIA

ABSTRACT

One of the clear challenges of small and medium enterprises in achieving its objectives
is how to improve sales through adaptation to digital marketing world. Hence, this study
investigates existence of relationship between digital marketing and sales improvement
of small and medium enterprises in Nigeria. To achieve this objective, Primary data
were collected from randomly sampled 387 small and medium enterprises in Nigeria,
through structured questionnaire. Data collected covered characteristics of sampled
firms, digital marketing strategies in use by the firms and information on sales. In
analysing the data, descriptive statistics, percentages, frequencies, regression analysis
are used. The result of the analysis show that digital marketing tools such as e-mails,
search engine optimization, pay per click and online advertising are related to sales of
businesses with significant effect on sales improvement of SMEs. However, the result
suggests that for SMEs to sustain improved sales in the sector there is need to take

advantage of more than one of the digital tools as part of marketing strategies.

Keywords: Marketing, Digital marketing, Sales, Small business, Medium enterprise,
SMEs



NIJERYA'DA KUCUK VE ORTA OLCEKLIi iISLETMELER
ARASINDA SATIS GELISTIRMESININ TEMEL BiR SURUCU
OLARAK DiJITAL PAZARLAMA

OZET

Kiiciik ve Orta Boyutlu Isletmelerin hedeflerini gergeklestirirken karsilastiklari
zorluklardan biri de dijital pazarlama diinyasina adapte olarak satiglarin1 nasil
artiracaklaridir. Bu nedenle bu calisma Nijerya’daki Kii¢ikk ve Orta Biiytiliikteki
Isletmelerin dijital pazarlamasi ile satis gelistirmeleri arasindaki iliskinin varligini
incelemektedir. Bu amaci gerceklestirmek igin, temel veriler Nijerya’da rastgele
orneklenmis 387 kiigiik ve orta biiylikliikteki isletmelerden toplanmistir. Elde edilen
veriler, oOrneklendirilen isletmelerin Ozelliklerini, kullandiklar1 dijital pazarlama
stratejilerini  ve satis bilgilerini icermektedir. Verilerin analizinde, betimleyici
istatistikler, ytizdelikler, frekanslar, regresyon analizleri kullanilmistir. Analizlerin
sonucu gostermektedir ki e-postalar, arama motoru optimizasyonu, tiklama bas1 6deme
ve online reklamlar dijital pazarlama araglart KOBI’lerin satis gelistirmeleri iizerinde
onemli etkiye sahip isletmelerin satis1 ile iliskilidir. Ancak, sonuclar KOBI’lerin
sektorde satis gelisimini siirdiirebilmeleri i¢in pazarlama stratejilerinin bir pargasi olarak

birden fazla dijital aracin avantajindan faydalanilmasi gerektigini dnermektedir.

Anahtar kelimeler: Pazarlama, Sayisal Pazarlama, kiigiik is, Orta olcekli isletme,

KOBI’lerin



1 INTRODUCTION

1.1 Background to the Study

Business enterprises desire sales improvement in order to expand their assets and market
size. As a result of increasing market competition, several strategies are devised to retain
after attraction of customers with a view to raising the sales level and thereby remaining
on profitable path. Improving sales however depends on marketing skills of business
organizations. Hence, the idea of marketing idea rests on the notion that the application
aids in boosting the performance of businesses (Jobber and Ellis-Chadwick, 2013).
Furthermore, marketing is considered to be a concept that grows beyond being abstract;
rather, it is a business test to determine the effect its uses exerts on vital business indices
such as market share and sales improvement. Therefore, it is important for Small and
Medium Scale businesses to improve for the purpose of ensuring market survival and to

remain relevant in the competing market.

Across the World, and in both developed and emerging nations and economies,
SMEs has been found to contribute not less than 60 percent of employment in the
business sectors. Consequently, the progress of SMEs in any nation is crucial as it
indicates economic growth. Therefore, greater encouragements should be created to
advance the SMEs. Part of the relevant factors in the promotion of small businesses is
the sales which are primary in revenue generation. However, improvement of sales may
be attained by providing good marketing of products of SMEs and its services. These are
known to generate awareness and increased preferences for the advertised products
relative to the competing products. Jain (2014) indicated that big enterprises normally
have big opportunities as a result of their enlarged marketing budgets which enable the

businesses to be more noticeable via “multi-channel marketing effort”. Contrarily, and



largely due to restricted financial resources, small businesses are mostly restricted with

improved marketing capabilities in order to gain visibility.

Consequently, digital marketing has been discovered to provide fast, far reaching
and affordable for most businesses. Although a number of findings suggests that size of
firms may likely affect applicability of digital channels, with SMEs being the lowest in
the adoption cycle (Bordanaba-Juste, Lucia & Polo, 2012). But large enterprises may
likely possess necessary resources and capacity to successfully take advantage of
existing digital channels and resources (Barnes ef al., 2012). Most small and medium
businesses are usually at the lowest stage of business growth and at this stage, attraction
and retention of customer are significant to attain a marketing goal of ensuring
operational reach to customers to improve sales. Prior to the current digital world,
effective and successful enterprises have thrived on “word-of-mouth” as marketing tool.
However, in the current period of digital technology as a marketing tool, the strategy of
marketing has moved mere goods exchange as a means of service provision, interaction
and connection with customers (Vargo & Lusch 2004). The change is made possible by
innovations in technological advancement, new mode of marketing conduits, with

frequent changes in the media environment (Bhattacharya & Bolton, 2000).

In addition, digital advancement has continued to exert significant influence in
shaping many business and economic activities. Due to its high level of
interconnectivity, digital connectivity has compared the internet to “the wheel and the
airplane in terms of its ability to impact the future business and society development”.
Consequently, digital advancement has provided many businesses with greater
opportunity to take the advantage of technological role while a number of findings have
signified the extent of its effect at global level (Jobber & Ellis-Chadwick, 2013). In
addition, electronic linkages are able to make available, opportunities to personalize the
content of media messages by using digital channels that enable customers to modify the
preferred form of brand communication. Therefore, digital opportunities have been
therefore seen to exert greater effect on business concepts with the characteristics of
marketing media and tools in which most communication organizations could deliver.

As a result of these changes, major change has been observed away from the traditional



communication tools and media for most businesses. Consequently, SMEs do explore

ways to profitably take advantage of the digital marketing opportunities (Singh, 2011).

Digital marketing is viewed as integrated marketing services that are useful for
attracting, engaging and converting customers online to improve sales. According to
Oden (2014), some of the channels in digital marketing include “content marketing,
influencer marketing, social media and online advertising to help brands connect with
customers and uncover performance of marketing programs in real-time”. In the current
times, usage of digital channels including digital television, mobile phones, internet, and
e-mail, has become bigger; businesses should therefore recognize how the channels
could be used to improve sales. As espoused by Pinkley & Urban (2003), digital
marketing highlights how technologies based on digital advancement could make
marketing more profit oriented since they could attract individual attention, gives
improved advertisement management, provides good marketing design, and

implementation.

Digital marketing enables the businesses to have faster ways to interact and
communicate in a timely far reaching manner while having the advantage to customize
marketing content to attract customers to the sales of available goods and services.
Digital marketing could take any form in the online marketing channels. According to
Chaffey, (2008), these channels may entail “website, blogging, social network, e-mail,
database, mobile and digital TV”. Digital marketing tools enable businesses to measure
and understand the volume of transaction attracted as well as the number of potential
consumers. In essence, it reduces the role of marketing agents in the communication
channel with the customers (internetworldstats, 2011). Small and Medium businesses
could vary in capacity and size for improvement. But, with if enterprises are not
organized to handle increase in growth and advancement, it could lead to total collapse
of the business. A good business enterprise with greater aim for growth will be in greater

need for improved sales outcome to achieve their business objectives.

Furthermore, digital marketing represents one of the important occurrences that
have occurred in the business environment of electronic commerce environment in the

last few years. Since, most businesses especially have just started to position their



businesses to the advantage provided by the current digital opportunities; it remains
difficult to understand the best way to achieve improved sales to guarantee success in
the competing environment. In order to ensure efficient management of SMEs, it
becomes imperative to provide adequate information on the effect that could be exerted

by digital marketing on sales improvement of SMEs (Mahmood, 2004).

Sales improvement represents an increase in the volume of business revenue
generated by an enterprise firm over a period of time. Improvement could be in form of
increase in prices of commodities and sales of more commodities or goods. In another
circumstance, it could be an improvement in both. However, sales improvement that
occurs due to increase in price could be linked to adjustment in inflation and could
therefore not linked to actual or real growth in sales of products. However, if the costs
remain at low level, it could then be described as the real increase in sales. On the other
hand, an increase in sales of goods may imply growth in sales and this could be due to
expansion in geographical business environment, increase in the number of branches,

and expansion of quantity of products as well as the number of services provided.

1.2 Statement of research problem

The relevance of SMEs to development in various economies of the World cannot be
overstated. In terms of job creation, revenue generation to economies and their wider
effect on social and economic stability of nations. However, to sustain SMEs, increasing
or at least stable level of profit is required, and this can only be achieved through
improvement in sales of goods or products from the enterprise. Since, sales
improvement could only be made possible through customer patronage, making
consumers aware of existing and potential products and available services is crucial. A

critical path to such consumer awareness is through effective marketing.

But, in the current times, the traditional methods of marketing seem to have gone
beyond the SMEs. Therefore, a trending alternative which is digital marketing has
largely been suggested as viable options for several SMEs. This will enable them to
reach out to wider market environment for broad awareness of their goods and services.

However, it is important for small businesses to know whether digital marketing will

4



contribute to improvement of sales of their products in the competitive environment. It is
important for them to know whether digital marketing can impact their business through

promotion of goods and improvement of sales.

Existing studies have shown that digital marketing could pose a significant
challenge to marketing aspect of SMEs because they are different from large
corporations (Lipiainen and Karjaluoto, 2013; Barnes et al., 2012). The study conducted
by Ochieng (2016) using Facebook to measure digital marketing tool, he found that
small businesses generate a lot of business returns using the platform. But the study
could not provide clear empirical relevance of digital marketing to improvement in sales

in small businesses.

This study focuses on the effect of digital marketing on sales of small and
medium enterprises in Nigeria. Although, limited attempts have been made by several
scholars to understand the link between digital marketing and sales improvement,
relevance inherent in digital marketing to drive sales improvement in SMEs in Nigeria

has not been addressed, hence, this study.

1.3  Research questions

(a) What is the relationship between digital marketing and sales in SMEs in Nigeria?

(b) Does digital marketing adoption have any effect on sales improvement in SMEs

in Nigeria?

(c) Are there challenges confronting SMEs to adopt digital marketing as a sale

improvement tool in Nigeria?

1.4 Objectives of the study
The general objective of the study is to examine the impact of digital marketing as a
driver of sales in SMEs in Nigeria. The main objectives are to:

(a) Examine the relationship between digital marketing and sales improvement in

SMEs in Nigeria



(b) Analyze the effect of digital marketing adoption on sales improvement in SMEs
in Nigeria
(c) Investigate the challenges affecting SMEs in promoting sales through digital

marketing in Nigeria.

1.5 Scope of the study

The study covers utilization of digital marketing by small and medium enterprises in
Nigeria. Specifically, the study will be located in Lagos State being the economic capital

of Nigeria.

1.6 Significance of the study

Some of the significance of the study will include provision of a clear policy options for
the use of business entrepreneurs, government agencies and various policy makers on
the importance of digital technology to the development of small and medium
businesses. Also, there is high expectation that the study will be significant in the area of
providing needed empirical evidence on possible effect of digital advancement on sales
improvement in the SMEs in developing countries like Nigeria. Furthermore, the study
will provide useful information to researchers, business communities, entrepreneurs,
academics and also media technologies on how to harness digital advantage to

development of small and medium businesses.

The study will provide adequate insight for business owners and managers on the
potentials of digital mode of marketing in the business environment of SMEs. The study
will highlight the process through which digital marketing could attract customers to
boost sales and positioned the businesses for effective market competition. The
marketers, through the research will have access to valuable information on how to
integrate traditional marketing with digital marketing process. This will enable the
marketers to compare in the short to medium term, the value of digital marketing relative
to the traditional marketing approach. Several organizations will also benefit from the

possible impact estimates of digital marketing on sales improvement for informed



marketing decisions. Several policy makers will be able to understand the best approach

to providing marketing support to SMEs

1.7 Definition terms

Marketing: This refers to set of activities or processes, institutions, for creation of,
communication, delivery and exchange of offerings with greater values for consumers

and partners as well as society at large.

Digital marketing: This describes digital channels such as social media, online
advertisement, and influencer marketing to aid SMEs connects with consumers of goods

and services and thereby raises the marketing outcomes of businesses.

Small and Medium Enterprises: These refer to non-subsidiary and independent

business firms with employment capacity of ten to two hundred and fifty employees

Sales improvement: This involves an increase in the amount of sales return by business
entities over a particular period of time. It might be due to increase in prices of

commodities or selling of additional commodities or both.



2 LITERATURE REVIEW

2.1 Conceptual Review

The scope of marketing has been viewed in different related ways by a number of
researchers in the marketing field. According to Marketing Association of America, the
term “Marketing” could be considered as set of activities and institutions that partake in
the process of establishment, communication, and delivery, as well as exchange of
services that require value for ‘“customers, clients, partners, and society at large”
(American Marketing Association, 2013). Though, with respect to a start-up, the term
marketing could be viewed in terms of tool utilized by firms to notify consumers
concerning available service and products. Usually, this is carried out through
dissemination of information that is expected to lead to increasing rates of interactions
and engagement with customers as well as awareness in the business enterprise or

activities which ultimately lead to revenue growth (Centobelli et al., 2017).

Consequently, marketing represents an important aspect of many business
growth and development. Moreover, progress of any business outlook depends largely
on how effective the efforts made on marketing. Characteristically, in any new business
setting, marketing activities are usually managed by an officer or worker in charge of
marketing. Since activities of marketing are comparatively costly, most small businesses
run on a restricted budget and for the reason that, small businesses normally maximize
their marketing struggles using cheap options which include digital marketing (Haereid

& Indregard, 2015).

2.2 Digital marketing concept

In the area of marketing, a sub concept such as ‘Digital Marketing’ is relatively wide.

The term connotes various forms of marketing which operates via various e-devices



which may be available through mobile, on-screen and online. Digital marketing is also
used in the field of marketing to define marketing activities which exploits electronic
devices such as computer system, tablets and smart-phones to interact with customers.
As reported by Gartner (2008), about twenty-eight per cent (28%) in the marketing field
have additional budget for digital marketing aside traditional advertising. Scholars such
as Kotler and Armstrong (2011) contend that although majority of the marketing
strategies that are carried out in over a decade have focused more on mass marketing,
the current focus in the area of marketing is currently tilted towards strategies of direct

primary marketing or its complementary.

By definition, digital marketing could be viewed as a process that involve usage
of digital technological know-how to attract consumers and promote business brands in
addition to building customers’ preferences which are expected to result in increasing
growth in business revenue (Kannan & Li, 2017). Furthermore, it enables a business
enterprise to entice potential consumers or retain the existing ones through provision of
“digitally generated content” to clients that could attract consumers to the business ideas
(Chaffey & Smith, 2013). Though, the aim of digital marketing, in recent times, has
shifted to driving growth in income generation, the current trends in digital marketing
has also been used to create good relations and interactions with the consumers and
businesses (Sharma, 2012). In addition, the popularity of digital marketing has also been
hinged on potentials to link businesses with broad based audience in addition to
targeting specific and segmented targets using real time and interactive content
(Jarvinen, 2016). Digital marketing can also help to promote revenue, while bringing up

attention to their initiatives.

According to Morrow and Chiron, (2012), digital marketing could also be seen
as a special marketing approach in the marketing activities chain. Generally, it uses

information technology to achieve its objectives.

2.2.1 Forms and Kinds of Digital Marketing

Some of the types of digital marketing include e-mail marketing which involves delivery
of modified or directed messages at a specified time. Email-marketing is a kind of digital
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marketing which is generally used to increase the visibility of website through search
engines. There are many methods involved in such process and this ranges from
technical analysis done on-site, and improvement (Greenberg and Kates, 2013; Kaufman
and Horton, 2014; Ryan, 2014). Also, blogging, building of link and creation of content
are part of the techniques involved. Another type of digital marketing is “Pay per Click”
which is otherwise described as “Paid Search”. This process involves placing funded
adverts above or to the right corner “organic” search results. According to Scharl,
Dickinger & Murphy (2005), e-mail marketing is a digital marketing technique which
includes provision of customized or specific messages to specific people at a specified

time. By using e-mails, firms may deliver messages that align with consumers’ needs.

With respect to mobile marketing, it is defined in terms of a wireless media that
are used to give customers time with location-specific as well as personalized
information that supports ideas, products and services. Although, it involves cost, the
cost usually rests on the level of competition of the keyword a business enterprise is
bidding on (KVRwebtech, 2015). Another type of digital marketing tool is the social
media. This revolves round management of business image that cut across several
social-media channels. These include “Twitter, Facebook, Pinterest, Linkedin”
Instagram and related channels. Furthermore, digital marketing also involves online
advertising. This type of digital marketing simply involves placing advertisement on
others website. As an instance, it is possible to buy a “banner space on popular website”
and pay the owner of the website for such services. Digital marketing also entails text
messaging which is used in form advertisement as short messages to prospective

customers (KVRwebtech, 2015).

Some of the components of digital marketing entail frame of internet marketing
techniques, including search engine marketing (SEM), link building, and search engine
optimization (SEO) and. It spreads to “non-Internet channels that provide digital media,
such as short messaging service (SMS), multimedia messaging service (MMS), mobile
call-back and on-hold ring tones, e-books, optical disks and games. A key objective is
engaging digital marketing customers and allowing them to interact with the brand
through servicing and delivery of digital media. The main directions for its usage use are

currently promoting company products and services, generating sales, increasing

10



visibility of advertised products/services. In comparison to these directions, the main
processes used are Online Behavioural Advertising — activity which consists in gathering
information about site visitors and targeted platforms in order to send customized offers
according to their preferences (Code 2015)”. Some of the advantages of “digital
marketing” include the usage of newest technologies that allow software framework for
mobile devices with focus on target customers to own or accept deals about goods and
services of significant interest. Digital marketing also creates a direct link with
consumers; allocate less resource for web-sites and adverts aimed for mobile devices. It
is also an effective use of resources aimed at ensuring collaborative environments where

usage of digital marketing is preferred.

Digital based tools possess the ability to copy most features of old media
channels and marketing communications. It covers what is known as the marketing mix.
Promotions from digital perspectives may be more specific with components or parts of
marketing communication mix. Marketing at digital level contains “the use of digital
media in the process of carrying out the marketing practices. It therefore improves the
interaction between consumers and their mobile phones, the consumer brand
relationship, together with the mobile advertising capability to control the viewing
environment, giving advertisers with the opportunity to create more meaningful brand

relationships” (Aaker, Benet-Martinez & Garolera, 2001).

The procedure involved in the design of contents of a website to match the
interests of business visions and presenting same in a manner that is accessible to the
people and search engines is known as Search engine optimization (SEO). The desire of
a business enterprise to raise its specific traffic of interest to a website rests on natural
search results which are also described as “the results in the middle of the search engine
results page” (Ryan & Jones, 2009). Also, if a business enterprise desire high rank, the
desired tool is “Pay-per-click marketing” (PPC). This tool provides opportunity for
businesses to have high ranking status in the digital world. This will also include having
search pages for certain keywords and phrases via payment. The tool is considered an
efficient way to quickly create search engine traffic based on the kind of businesses or

enterprises and the main keywords of interest. Though PPC has become popular and
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competitive, keywords are reaching levels that could be expensive for small enterprises

(Ryan & Jones, 2009).

Another form of digital marketing known as online advertising refers to a
situation when advertising goods online is carried out using internet and includes
placement of advertisements on pages of search engine results. The advertisements are
then implanted in e-mails, plus other means which advertising agents utilize in the
internet. The main aim of this tool is to make prospective consumers to react instantly
through clicking on the advert (Aaker, Benet-Martinez & Garolera, 2001). The
advertising process are utilized to bring up various reactions from prospective
consumers and attain a number of marketing communications objectives including

actions, varying opinions, and recall at increasing level.

Another form of online advertisement in which digital consumer or “website
promotes an online retailer and, depending on the sales or leads is generated for that
online retailer, earns a commission” is known as Affiliate marketing (IAB Australia,
2016). This circumstance requires that the third-party gains revenue each time a
prospective consumer clicks on the link made available by the inventor of the
advertisement website. Meanwhile viral marketing mixes several elements inherent in
digital marketing. It implies dissemination of message content using several channels.
Included in this approach are You-tube videos, email marketing, and blogs. Some
traditional components are also inclusive, with the aim of ascertaining that the intended

content attracts the market attention and spontaneously distributes to other online users.

2.2.2 Digital marketing strategy

The knowledge of various marketing tools in digital worlds is insufficient to thrive in a
competitive business environment. To take maximum advantage of the digital marketing
tools, it is crucial to ensure working strategy for digital marketing. An all-inclusive
strategy of digital marketing permits the vendors in small businesses to know their
product positioning and service in the business environment (Kannan & Li, 2017). But,
observation by Chaffey and Smith (2013) showed that fifty per cent (54%) of business
initiatives utilize digital marketing strategies, and this shows there is limited prospect to

optimize sales or interaction with consumers. Although extensive digital marketing
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strategy entails greater energy, it helps to attain aim with focus on the goals. The main
objectives of digital marketing strategy, following the view of Chaffey and Smith
(2013), is to describe how various tools of digital marketing may be used to make use of
digital communication and consequently raise its usefulness. Nevertheless, strategies of
digital marketing development are similar to that of local business strategy (Chaffey and

Bosomworth, 2012).

Additionally, framework of digital marketing is principally appreciated since it
offers a base for the assessment of digital marketing schemes from businesses that may
be scrutinized. Consequently, the above-mentioned outline can assist when investigating
digital marketing approaches through evaluation of the touch points and its interface
with the touch points. Perhaps they may be quantitatively adjusted to the digital

marketing techniques.

2.2.3 Marketing Mix and Digital Marketing

The marketing mix refers to marketing element otherwise described as “the four P’s of
marketing”. These are “Product, Price, Place and Promotion”. They constitute basis of
marketing strategies both in the traditional and modern type. The “marketing mix” has
always been viewed from the trader’s perspective. Stokes (2011) indicates that in
specified mix, a number of consumer oriented methods may make the higher progressive
change. In order to highlight the significance of the customer and indicate relevance of
customer service in the business cycle, 3 (three) Ps were added to the prevailing
Marketing Mix. The three Ps are “People, Process, and Physical” elements (Hanlon,
2014). The Mix begins Product which is the first essential part. This Mix provides
answer to the question: “What does the company sell”’? The trend in internet usage has
generally improved the diversity of existing goods. Most products have lost their general
nature to customization, occasioned by “The Web”. Chaffey (2011) argued that branding
is included in the “product” of the Marketing Mix. The argument implies that a number
of advantages and alternatives can be obtained by using the core product. In general
terms, Internet users are limited to the scope and image created by the companies

(Chaftey, Ellis-Chadwick, Mayer & Johnston 2011).
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Mix-price- is another vital element of business. With respect to online
transactions, customers are deriving benefits from the use of internet in the case of prices
of goods and services. In terms of customer attraction, goods may reduce in price, but
usually, not on a long-term level. Place and Promotion are two marketing mix that are
considered difficult to define in terms of online-marketing since most things occurs in
the same environment. Goods can be transferred to the customer at minimal costs and
effort through internet and global connections. Although, location is rarely relevant to
consumers in the present times, buyers can purchase products from anywhere in the
world (Chaffey et al., 2011). Promotion serves certain purpose of providing information
and communication on the product and related information to prospective consumers
and buyers through variety of marketing channels. Another ‘P’ number five is included
in the Marketing Mix. According to Stokes (2011), “it stands for customer importance,
storytelling, personalized way of doing business and fully called People”. In certain
situations, individuals present process and physical proof since there are other
components of 3 Ps known as “the service elements”. The more 3 Ps are utilized by

businesses, the better the expected results.

2.3 Tools of Digital Marketing

An important tool used in digital marketing is “Web 2.0”. This tool was first stated in

3

year 2003, to mean an occurrence that gives means for “users adding value” or
alternatively, “user-generated content” (Wigand et al., 2010). The phenomenon of Web
2.0 led to the observation that online technologies are immensely elastic, vibrant and
persuasive. It consequently changes the manner customers react, show interaction and
consumption behaviour. Consequently, the drastic change made marketing to adjust to
the newest tools of digital marketing so as to harness its capacity for rise in income
earnings and consumers interactions (Hajli, 2014). Hence, social media is now an
essential component of present life style because the use of social media ranges between
the ages of 18-29 and has increased to about 90 per cent in the last decade (Pew, 2017).
Consequently, business entrepreneurs acquaint and take advantage of digital networks,

social media platforms, and a number of mobile apps with the view to reaching

customers through electronic devices (Chaffey & Smith, 2013).

14



2.3.1 Social Media Marketing

Social media has different meaning to diverse set of people. Three (3) distinct elements
are crucial for consideration in social media marketing: “social, media and network”
(Tuten and Solomon, 2013). The social component describes social media as the manner
a digital community lives a social life. It involves a participatory culture, and the
capacity to easily intermingle with other related individuals, firms and business
organizations. It also covers “open access to venues that allows users to share content
from simple comments to reviews, ratings, photos, stories and much more. In other
words, being part of a social media network means that individuals and companies share
ideas, interact with one another, work, learn, enjoy group entertainment and conduct
business transactions together” (Digital marketing and media, 2012). From the
perspective of social context, “media” component has an extended meaning from the
social perspective. Technologically, media is utilized to enable an environment that
simplifies different arrangements of online activities. For instance, “social community
media: such as “facebook and linkedIn”, permit online users to share thoughts and ide