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Abstract 

Small and medium enterprises (SMEs) are considered as a vibrant and dynamic sector of the world 

economy including Nigeria. Small and medium scale enterprises prefer the use of social media 

marketing because of its ability to connect with many potential consumers at a time, low cost, ease of 

use, and technical manageability. Hence, social media marketing is rapidly growing among businesses 

and is currently considered a major key to enhancing a better performance. Thus, this paper provides a 

systematic literature review (SLR) of previous research studies on social media marketing and SMEs 

performance in Nigeria. In this work, the research procedure focuses on the subject matters related to 

social media, marketing, SMEs, and performance, which are selected from three major digital 

databases, namely Scopus, ScienceDirect, and Web of Science.  The study selection process consists 

of research into two factors; i) literature sources, articles, and journal publications between the years 

2014 to 2020; and ii) that investigate the direction of the study of SMEs performance in the context of 

social media marketing. The articles were screened, filtered and duplicates were excluded, followed 

by the reading of the full-text articles. The final included result is 65 articles, which will be adopted in 

this study. From the previous results, most studies applied a quantitative approach which is the most 

popular research method. But this SLR study discovered social media marketing strongly affects the 

performance of SMEs worldwide and particularly in Nigeria. Therefore, this study suggests that social 

media marketing studies should be given adequate concentration. The government should cater for 

financial assistance with a low-interest rate for SME entrepreneurs. Furthermore, this SLR 

recommends that researchers should investigate and focus more on the effective use of social media 

marketing in the context of SME performance. 

Keywords:  Social media, Marketing, SMEs, and performance. 

 

I. INTRODUCTION 

Over the years, numerous studies have 

investigated the relationship between SMEs, 

entrepreneurship, performance, innovations, 

technologies, and growth of SMEs in a 

specified economic system, which is very 

paramount in business and economics kinds of 

literature. Small and medium-sized enterprises 

adopt the use social media marketing because 

of its ability to connect with many potential 

consumers at a time, low cost, ease of use, and 

technical manageability [1]. Hence, social 

media marketing is rapidly growing among 

businesses and is currently considered a major 

key to enhancing a better performance [2]. 

Social media marketing is the use of social 

media platforms to connect with the audience to 

build the company's brand, increase sales, and 

drive website traffic. This involves publishing 

great content on the company’s social media 

profiles, listening to and engaging their 
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followers, analysing results, and running social 

media advertisements [3].  

   In recent times, new social technologies like 

social media marketing have rapidly emerged 

which is consistent with the increasing number 

of research institutes and research universities 

and this leads to more intense competition in 

the market, research tends to consider the use of 

social media marketing from a business-to-

consumer perspective. For instance, previous 

studies have investigated the influence of social 

media on consumer purchase decisions, 

customer retention, the impact on brand 

awareness and purchase intention, electronic 

word of mouth, and purchase decision 

involvement [4], the effects on SMEs and its 

mediating role but several areas remain 

unexplored, such as the use of digital platforms 

by SMEs and the impact on SME survival [5].  

     In Nigeria, quite a number of findings have 

highlighted the success story of SMEs and its 

relationship with social media marketing but 

there is still limited studies regarding how 

SMEs use or choose social media platforms. 

Therefore, social media marketing becomes 

very essential in promoting economic growth 

and its new market demand continues to rise in 

Nigeria, which is seen as necessities to remain 

buoyant and significant in a competitive 

business environment in order to survive the 

rapidly changing customer wants [6]. 

According to Adebiyi [7], few studies have 

investigated the use of social media marketing 

to advance business practices and their effects 

on business performance, and the relationship 

between social media marketing and SMEs 

performance in Nigeria. In view of this, further 

investigation on previous studies of SMEs 

performance will take place, systematically 

beginning with the next section, which talks 

about the literature review of variables followed 

by the research methodology in section three. 

The result and discussion will be presented in 

section four and the conclusion of these 

findings will be discussed in section five. To 

further investigate the issue of SMEs 

performance, a systematic literature review 

(SLR) was conducted for two objectives; a)To 

identify the number of studies of the 

relationship between social media marketing 

and SMEs performance from 2014 to 2020; 

b)To examine the strength of the relationship 

between social media marketing and SMEs 

performance.            

 

II. LITERATURE REVIEW 

     Small and medium-sized enterprises 

(SME’s) play a key role within the economies 

of most countries around the world including 

Nigeria, making important contributions to the 

economic process, and creating employment 

opportunities. More precisely, SME’s has 

significant impacts on the environment by their 

activities, products, and services [8].  The 

overall economic growth of countries both 

nationally and internationally basically relies on 

SMEs success and the ability to globalize which 

has become a competitive advantage for most 

SMEs as this enables them to access larger 

markets and allows for their sustainability. To 

improve the globalization of SMEs and support 

numerous types of mechanisms of social 

interaction such as collaboration, knowledge 

sharing, and collective action, there is a need to 

adopt a digital platform [9].          

     In the decade of knowledge in systems, 

social media marketing has made a significant 

role in remodelling businesses and 

communications, we tend to believe that the 

quickest way to grow a business entity is 

through social media and networking [10]. 

Social media marketing offers numerous 

benefits and opportunities for companies since 

it helps to lure new customers and maintain 

relationships with existing customers. 

Moreover, social media marketing can also be 

used to intensify cooperation with customers, 

which in turn may facilitate innovation [11]. 

Many marketers believe that social media 

platforms are a major piece of their marketing 

initiatives as stipulated in the industry social 

media report. Social media marketing allows 

corporations to transact directly with end 

consumers at relatively low costs and a higher 

level of productivity than is achieved by long-

established communication tools [12]. Recently, 
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companies especially SMEs have started 

adopting social media for various marketing 

purposes which include branding, research, 

customer relationship management, services, 

and sales promotions. Also, marketing through 

social media can positively affect a company's 

reputation. With the usage of social media 

marketing, customers have access to various 

shared information sources from other 

customers in terms of experience and 

recommendations [13]. 

     The importance of social media marketing in 

SMEs is growing faster within the world 

especially in Nigeria because more individuals 

are engaging in social media sites and 

exploiting them efficiently and regularly. More 

likely, social media trade is expanding in 

growth in the few years to come. With these 

futuristic tendencies, every SMEs must actively 

use social media channels very keenly to 

achieve their target market who nowadays is 

always hanging around social networks [14]. 

Previous studies show that an individual spends 

at least three hours each day on social media 

[15].   

 

III. RESEARCH METHODOLOGY 

     The focal point of this SLR is to unveil the 

relationship between social media marketing 

and measures for enhancing good SMEs 

performance. These measures have been 

collated using the systematic literature review 

(SLR) which is purposely used to delineate 

areas of uncertainty in the research and to 

recommend opportunities for future research. In 

this study, a total of 65 different research papers 

or articles have been classified and the results 

indicate areas for a potential angle of 

recommendation. SLR was conducted to answer 

the following research questions; What are the 

types of social media marketing that have been 

studied in SMEs performance researches and 

how strong the relationship between social 

media marketing and SMEs performance? 

3.1. Selection of papers 

     The motive for using the SLR was to 

investigate the direction of the study of SMEs 

performance in the context of social media 

marketing which have propelled the 

relationship between social media marketing 

and the success of SMEs performance in 

Nigeria. First, there was a selection of a 

dependent variable (SMEs performance), and to 

identify related studies, automatic searches 

were performed using the search engines of 

electronic databases which are Scopus, Science 

Direct, and Web of Science. These sources are 

the most frequently cited and high ranked 

journals which are from different research fields 

were selected. In the next stage, the search was 

narrowed to include literature that has been 

published within a seven-year period, starting 

from 2014 until 2020. The highest number of 

articles reviewed was in the areas of social 

media, marketing, adoption, SMEs and 

performance, social media innovations, research 

policy, and entrepreneurship. Therefore, the 

study has decided to limit the search to articles 

that are more specific on social media 

marketing, SMEs, and their performance as an 

indicator of social innovation success. The 

initial query resulted in 320 papers: 20 from the 

Web of Science database, 115 from 

ScienceDirect, and 185 from Scopus. The 

filtered articles published until 2020 were 

adopted in this research and divided into three 

categories. In the three databases, the included 

papers are filtering into three parts; the first 

part, 5 papers were duplicates from the total 

number 320, the second part, after reading the 

titles and abstract, 210 excluded from the 

number of 315, the result becomes 105, in the 

second parts of the filtering process 35 papers 

were excluded, from the number of 105 the 

final included papers was 65 sixty-five as 

illustrated in Fig 1below: 
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Figure 1. Flowchart of selection of papers, including the search query and inclusion criteria 

 

IV. . RESULTS AND DISCUSSIONS 

In this section, the SLR presents the data 

collected according to i) the overview of the 

social media, SMEs performance articles, and 

journals publications between years 2014 to 

2020; and ii) the relationship between social 

media marketing and SMEs performance. 

4.1. Overview of studies on social media 

marketing and SMEs performance 

   From Fig.2, it is understandable that SMEs 

performance has attracted many researchers and 

the number of studies has continued to increase 

every year. There was a significant increase 

from 2014 to 2015 but experienced a sharp 

decline in 2016 with 6 research papers. While 

the year 2017 recorded the highest number of 

researches conducted (14 papers), and the 

percentages for 2018, 2019, and 2020 remained 

constant with 11 papers reviewed. This shows 

that as the year pass by more researchers is 

more interested in the relationship of social 

media marketing and SMEs performance except 

for the years 2014 and 2016 that recorded low 

numbers, therefore further studies on the 

relationship between social media marketing 

and SMEs performance remains an essential 

research agenda. 

Reviewed studies on social media marketing 

and SMEs performance 
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Figure 2. Number of reviewed studied with respect to the publication year 

4.2. To investigate the relationship between 

social media marketing and SMEs 

Performance 

Social media marketing is a necessity to speed 

SMEs performance [16]. This implies that 

social media marketing programs usually centre 

on efforts to create content that attracts 

attention and encourages readers to share it with 

their social networks [3]. Some studies have 

suggested that social media marketing can 

enable SMEs to improve performance [17]. 

Even though, the federal government in Nigeria 

has some put up some structure for social media 

marketing, SMEs still pay little attention to 

social media marketing and the linkage between 

universities, government research centres, and 

firms is still not encouraging [18]. By reviewing 

and analysing the obtained literature related to 

social media marketing, only a few articles are 

quantitative-based studies, as illustrated in 

Table 1, and a total of nine different types of 

social media marketing were recognised in this 

study. 

Table 1.  Summaries of previous studies on social media marketing and SMEs performance 

Author Year Country Social Media 

marketing 

SMEs 

performance 

Findings Result 

Abimbola 

and 

Vallaster  

2007 Uk/Germany Brand 

reputation and 

image 

Reputation Suggest that 

branding is one 

of the potential 

key elements 

towards the 

performance of 

SMEs 

Significant 

Aaker  2012 UK Customer 

brand attitudes 

Growth  customer pick a 

brand hardly, 

which it is 

seems to be 

harder than to 

keep the brand 

Significant 
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Merrilees et 

al 

2011 Australia Brand 

reputation and 

image 

Reputation Branding has a 

positive impact 

in SMEs 

performance 

Significant 

Cabiddu et 

al 

2014 Italy Customer 

engagement  

Owners 

personal goals 

Engaging 

people is 

always the main 

purpose in 

business context 

Significant 

Hacioglu et 

al.  

2012 Turkey Customer 

intensity 

Efficiency Customer 

intensity is 

positively 

related to 

innovative 

performance 

Significant 

Cronin et al  2000 USA Customer 

brand attitudes 

Growth findings have 

shown that 

customer 

attitudes are 

significantly 

related to SMEs 

performance 

Significant 

Olannye and 

Edward  

2016 Nigeria Proactiveness Efficiency exhibited a 

positive effect 

on competitive 

advantage 

Significant 

Gummerus 

et al 

2012 Turkey Customer 

engagement 

Efficiency Costumer 

engagement 

have partial 

impact to 

customer 

satisfaction 

Partial 

Dobni and 

Zinkhan  

1990 USA Brand 

reputation and 

image 

Reputation Branding 

positively 

influences the 

customer 

interest of 

organizational 

performance 

Significant 

 

However, social media marketing are used as a 

source of information and spread of knowledge 

changing people’s views and opinions [28]. 

They belong among very important business 

marketing tactics and help to create new 

business opportunities, develop a stronger 

market position or modify consumer’s 

behaviour [29]. As stipulated earlier, the 

objective of this study is to look at the strength 

of the connection between social media 

marketing and SMEs performance. It has been 

measured using the regression coefficient (rc) in 

previous studies which use the Structural 

Equation Modelling (SEM) and simple 

regression. To know about the strength, even 

more, the analysis has been divided into five 

levels; very weak (0.00-0.30), weak (0.31-

0.50), moderate (0.51-0.70), strong (0.71-0.90) 

and very strong (0.91-1.00). Thus, the 

relationship between social media marketing 

and SMEs performance results is shown in 

Table 2 below; 
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Table 2.  Relationship between social media marketing and SMEs performance based on 

regression coefficient 

Author(s)/Year Type of Social 

media 

marketing 

 

Regression 

coefficient 

(rc) 

Very 

weak 

Weak Moderate Strong Very 

strong 

Abimbola and 

Vallaster (2017) 

Brand 

reputation and 

image 

0.06    x     

Aaker (2012) A Customer 

brand attitudes  

0.08    x     

Merrilees et al, 

(2011) 

Brand 

reputation and 

image 

0.10   x           

Cabiddu et al., 

(2014) 

Customer 

engagement 

0.24     x    

Hacioglu et 

al.,(2012) 

Customer 

intensity 

0.30     x    

Cronin et 

al.,(2000) 

Customer 

brand attitudes 

0.60              x   

Olannye and 

Edward (2016) 

Proactiveness 0.06    x     

Gummerus et 

al.,(2012) 

Customer 

engagement 

0.06    x     

Dobni and 

Zinkhan (1990) 

Alalwan, 

(2018) 

0.03    x     

Frequency of each category                                  6             2                 1                     0                 

0 

                                 67%       22%            11%                0%             

0% Weighted ratio 

The analysis results in Table 2 show that the 

regression coefficient (rc) of the relationships is 

between 0.03 (very weak) and 0.60 (moderate). 

The overall mean for rc is 0.31, which is 

labelled as weak. In particular, the weighted 

ratio of the category is 67% (very weak), 22% 

(weak), and 11% (moderate). These results have 

further specified that 89% of the results show a 

weak relationship. The study deduced that there 

are still inconsistent results from the 

relationship even though most of the results are 

significant.  

 

V. CONCLUSION 

This study presents an SLR on the crucial 

factors which identify the social media 
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marketing study level in the context of SMEs 

performance. Convincingly, the analysis results 

conclude that very few empirical studies have 

investigated the relationship between social 

media marketing and SMEs performance. 

Invariably, the result shows that there is still an 

inconsistent result of the relationship between 

social media marketing and SMEs performance. 

According to Baron [30], inconsistent results 

can be explained by the exclusion of mediators 

and moderators in the research design. Thus, 

based on this gap, further investigation of both 

the mediating and moderating effects between 

social media marketing and SMEs performance 

will be conducted. Thus, the researcher believes 

that this paper would provide assistance for 

future suggestions in the relationship between 

social media marketing towards the direction of 

SMEs performance studies and also to 

contribute to other factors involved 
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