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ABSTRACT

In recent times, many small and medium-sized business firms have embraced different
avenues of social networking sites precisely in their business communication model, which has
triggered an intensive transformation in business firms’ marketing dynamics. Acceptance,
adoption, and leverage of social media (SM) marketing has become a common marketing
practice tool for business firms and this new model of marketing tool extends an unexplored and
new opportunity for small and medium enterprises (SMEs) to integrate social media platform
into their daily marketing activities. This scenario calls for an in-depth research study towards
the marketing researchers to examine the impact of SM marketing on the business and marketing
performance of SME firms. Therefore, the objective of this paper is to review relevant literature
to determine what group of factors might have an impact on the SMEs’ decision to accept and
adopt SM marketing into their organizational process. The proposed topic of this current paper
offers future research studies a holistic conceptual framework of SM marketing adoption among
SMEs, which is still not fully established in the existing literature. Moreover, the paper also
extends a useful means to investigate the types of researches which need to be studied and
investigated to facilitate empirical evidence based on additional research advancement in the
domain of SM marketing.
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INTRODUCTION

The information technology (IT) has the capability to revolutionize the overall marketing
aspects of small and medium enterprises (SMEs) firms, such as accelerating new customer
acquisition, access to a new market, and enhancing firm’s efficiency (Alford & Page, 2015).
Undoubtedly, the electronic platform has transformed the traditional buying and selling
mechanism in the market. Due to the emergence of IT, business firms tend to integrate social
media into their marketing activities. Lamberton & Stephen (2016) argued that the
unprecedented growth of social media usage has widened up new windows for business
organizations to get in touch with their customers. Social media offers an innovative method of
reaching out to more customers. Recently, a noteworthy level of attention is particularly given in
the field of social media marketing (Tafesse & Wien, 2018). With the help of SM channels,
communications between business firms and individuals have been augmented and enhanced at a
rapid pace (Berthon et al., 2005). In particular, social media are viewed as an essential tool for
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facilitating and enhancing the degree of customer interaction and that’s why SM marketing has
become an indispensable tool for customer relationship approach in the business firms (Galati et
al., 2017). Although plenty of literature focused on the strategic attributes of social media
marketing, how the business firms adopt and implement social media in their marketing mix, is
still overlooked. Meanwhile, SMEs are regarded as one of the salient modes of contribution to
the economic growth of a nation. According to Asheq & Hossain (2019) and Hossain & Asheq
(2019), SMEs work as a driver of economic development of a country. In spite of SME’s
contributory in economic development, SMEs is experiencing adoption barrier in accepting new
technologies (Dahnil et al., 2014). It can be argued that adopting and integrating social media
into SMEs’ marketing process will not only widen new avenues of opportunities but also modify
its business operational processes. The current research trend of e-commerce offers a new option
for researchers to study social media (SM) marketing. Hence, it has become a research
requirement to investigate the determining factors of adoption of social media marketing among
SME firms. Unfortunately, a scarce study has been conducted in the context of SMEs’
acceptance of social media platform as their marketing strategy. Furthermore, a theoretical
framework of SMEs’ adoption of social media marketing is missing in the existing literature.
Therefore, the study has facilitated a conceptual framework for identifying determinant variables
of SMEs social media (SM) marketing adoption.

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT

The concept of ‘Social Media’ can be defined as

“A group of Internet-based applications that build on the ideological and technological foundations of web
2.0, and that allow the creation and exchange of user-generated content” (Kaplan & Haenlein, 2010).

Effing and Spil (2016) coined social media as

“A goal-directed planning process for creating user-generated content, driven by a group of internet
applications, to create a unique and valuable competitive position”.

The initial aim of a social media strategy is to integrate SM platform with a business
organization’s strategic marketing objectives and offers a practical route towards attaining those
objectives (McCann & Barlow, 2015). Social media (SM) triggers a novel marketing approach
(Eagleman, 2013). Social media marketing may be observed as a relatively new commerce
platform that is integrated with promotional and marketing activities of different goods, and
services, through IT-enabled online platform which is followed by social media (Dahnil et al.,
2014). Social media marketing concept can be defined as leveraging social media features to
attain marketing goals in line with other marketing approaches.

The authors of this paper scrutinized the existing literature by identifying the primary
data sources which can be regarded as the salient publications in the domain of electronic
marketing, online marketing, and social media marketing. Also, some of the related domain of
publications were also searched such as electronic and online marketing in SME firms as a part
of the literature review. Based on these, the following factors were identified as the determining
variables of SMEs’ adoption of social media marketing.

Technological context assesses the diversified advantages of adopting social media
marketing in SME firms. Roger (2003) suggests that technological adoption by a business firm is
positively correlated with perceived benefits offered by technology. Perceived benefit indicates
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the realizable benefits which can be provided by e-commerce technology to a business
organization (Rahayu & Day, 2015). In an organizational set-up, technological advancement can
smoothly be accepted if it is compatible with organizational culture and values (Morteza et al.,
2011). Premkumar & Roberts (1999) indicate that the more expensive a specific technology will
be, the less likely it will be adopted by a firm. The cost has been examined as a determining
variable to influence electronic marketing adoption in previous studies (El-Gohary, 2012;
Gilmore et al., 2007). These discussions guide to the following proposed hypotheses:

H1: Perceived benefits will positively influence SM marketing adoption among SMEs.
H2: Compatibility will positively influence SM marketing adoption among SMEs.

H3: Cost will negatively influence SM marketing adoption among SMEs.

Organizational dimension offers the internal factors of a business organization that would
influence a firm’s choice to adopt any technology (Qashou & Saleh, 2018). Organizational
context reflects what kind of organizational characteristics induce the adoption of technology by
SMEs. The size of a business firm is likely to impact technology adoption (Roger, 2003). It can
be perceived that bigger business firms are characterized with more technical and economic
resources to adopt technology than those of the firms which are relatively small in size (Duan et
al., 2012). Another factor that would determine SMEs’ technology adoption is technology
readiness, which comprises of IT infrastructure and technologically sound human resources (Zhu
& Kraemer, 2005). Rahayu & Day (2015) found a positive interdependent relationship between
e-commerce adoption and readiness of technology. From the organization point of view, support
from the top management plays a critical role in supporting social media marketing adoption in
the SME context. SME firms will be more likely to accept and implement new technology when
top management will provide a substantial level of support. Furthermore, in the state of resources
limitation in SMEs, top management assistance ensures resource allocation for technology
adoption (Ramdani et al., 2009). Based on these discussions, the following hypotheses are
proposed:

H4: Size of the firms will positively impact SM marketing adoption among SMEs.
H5: Technology readiness will positively impact SM marketing adoption among SMEs.

H6: Management support will positively impact SM marketing adoption among SMEs.

The environmental context reflects the pressure from the competing rivals and trading
partners for an SME firm (Chwelos et al., 2001). In some cases, customers hold some degree of
power to make an SME firm adopt a specific technology (Rahayu & Day, 2015). Research
suggests that competitor’s pressure is most likely to influence individual business firm’s decision
to adopt technology and the pressure from the different government organizations possess greater
degree of effect on SMEs’ choice to accept technology as they are financially reliant on Govt.
organizational support for their existence (Duan et al., 2012). Zhu & Kraemer (2005) argued that
when business rival parties involve in adopting the electronic business platform, then business
firms are more likely to adopt electronic commerce platform within the industry. Hence, the
following hypotheses are proposed:
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H7: Customers and competitors’ pressure will positively impact SM marketing adoption among SMEs.

H8: External support (i.e. Govt.) will positively impact SM marketing adoption among SMEs.

Trust dimension reflects the trustworthiness in the context of online transaction and
security system in an e-commerce platform. Trust has been considered as a potential variable to
affect the degree of technological acceptance (Pavlou & Gefen, 2004). Moreover, SMEs’
adoption of e-marketing is positively triggered by the trust in e-business platform (Duan et al.,
2012). Hence, the arguments lead to the following hypotheses:

HO9: Trust in the electronic business platform will positively impact SM marketing adoption among SMEs.
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FIGURE 1

Adoption of Social Media
Marketing by SME Firms

CONCEPTUAL FRAMEWORK OF SMES’ SOCIAL MEDIA MARKETING

ADOPTION

In terms of technology adoption individual context referes to the firm owner’s experience
in IT and innovatinevess (Rahayu & Day, 2015). Because, SME firm owner or business
managers hold the power to accept a new technology. Cloete et al. (2002) evidenced in their
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study that acceptance of e-commerce is heavily dependent on the willingness of the business firm
owner. It isjustifibale since SMEs ought to centralize from the structural perspective, thus SME
owner/managers play a potential role in making any important strategic decision for business
(Nguyen & Waring, 2013).

In this currentpaper, SME firm owner’s innovatinevess reflects the extent to which an
individual accepts aninnovation more rapidly thsn other individuals in same environment
(Marcati et al., 2008). Furthermore, Ghobakhloo & Tang (2013) argued that those SME owners
who are more innovative, they are more intended to adopt e-coomerce platform. It is not
unfamiliar that lack of IT skills has remained a problem for SMEs (Rahayu & Day, 2015). If
SME owners or managers possess greater degree of IT skills or IT related experience, then they
will be more likely to accept new IT technology and this exposure to IT skills will reduce the
uncertainity of accepting social media technology. Morteza et al. (2011) conclded that user’s IT
knowledge and skills would facilitate the speed of new technology acceptance. It can also be
surmised that if the new technology offers more user friendly functions for SME owners, they
would be more likelyto adopt technology. Hence, based on these discussion, the following
hypotheses are proposed:

H10: SME firm owners/managers’ innovatieness will positively impact SM marketing adoption among
SMEs.

H11: SME firm owners/managers IT knowledge and experience will positively impact SM marketing
adoption among SMEs.

H12: Technological user friendliness for SME firm owners/managers will positively impact SM marketing
adoption among SMEs.

CONCLUSION

The current paper seeks to discuss the relationship between technological, organizational,
environmental context and SMEs’ adoption of social media marketing through proposing a
conceptual framework for further research investigation. The proposed framework of SM
marketing puts forward a unique ground for the researchers to examine and validate by empirical
research studies in the future. The paper significantly identifies the supporting which would
stimulate SM marketing adoption among SMEs. Since a lot of SMEs are experiencing several
hindrances in leveraging new technology, SM marketing can be deemed as an advantageous
mode of interactive communication (Dahnil et al., 2014). Nonetheless, with SMEs’ resource
constraint, a dearth of deep understanding of social media would exert a strong negative impact
on small firms. Based on the literature review, it can be surmised that SM marketing has a
deepening connection with e-marketing. According to Kaplan & Haenlein (2010), social media
can be referred to as an online based application. Hence, it would be relevant to classify SM
marketing as a subset of a broader range of e-marketing.
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