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AleTepmiHaHTM 3aCTOCYyBaHHA
MapKeTHUHIY B COLia/IbHUX
MepeXax Ha Ma/ZInX, CepeaHix Ta
MiKponignpuemcTBax fig 4yac
naHgemii KoBig-19

Mmamcena Pamdene?,
CmieeH KaambasziHmy Mcoca't

t Konedw menedmmenmy [MigderHoi Appuku (MANCOSA), Ayp6aH, lMisdeHHa Appuka
# TexHonoziuHull yHigsepcumem Manzocymy, Ayp6aH, MiedeHHa Appukad

MeTta pobotu: [laHe fOCNiAXKEHHA CNPAMOBAHE Ha OLHKY BM3Ha4Ya/bHMX GAKTOPIB MPUMHATTA MApKETUHIY B COLlia/IbHUX Mepexax Ma/Mmu,
cepeaHimu Ta mikporignpuemcrsamu (SMMES) nig yac naHgemii Kosig-19.

Ausaiit [ Metog | Miagxia gocaigeHHaA: JocigKeHHA CnpAMOBaHe Ha PO3yMiHHA TOYOK 30py Ta MOTUBIB BUKOPUCTAHHA KaMMaHiit y coujiasbHux
Mepexax. Takum YMHOM, 150 pecrnoHaeHTam 6y/10 HagaHO CTPYKTYPOBaHe Ki/lbKiCHe 3anMTaHHA 4/1A OLiHKM MapKeTUHIY COLjia/IbHUX Megia B
X pipmax, BUKOPUCTOBYIOYM 3pyyHy BMOipKY. OnncoBuiA aHani3 gaHux 6y/s10 nposegeHo 3 gonomoroto SPSS.

Pesy/bTaTh goc/igKeHHA: Pe3ybTaTi A40Cig)eHHA NoKasanu, Wo Gi/blwicTb pecroHAeHTiB NoroAnIUCA 3 MyHKTamu, NoB’A3aHUMKM 3 YyMOBaMM
rNo/IereHHA MapKeTUHIY B COLjia/IbHUX Mepexax, CIPUMHATOK NPOCTOTO0 BUKOPUCTaHHSA, CIPUMHATOK KOPUCHICTIO Ta BUTPaTamy.

TeopeTuyHa LiHHICTb AOCAIAKEHHA: [O0C/igXKeHHA POOUTbL BHECOK Y iCHYIOYY /liTepaTypy 3 MapKeTUHIY B COLia/ibHUX Mepexax Mig vyac naHgemii
Covid-19 y KpaiHax, Lo po3BMBaOTLCA, e HepO3BMUHEHa IHPPaCTPYKTYpa, OropoKpaTia Ta Ky/1bTypa BigirpatoTb Bax/IMBY PO/ib B epeKTUBHOCTI
6i3Hecy.

MpaKTuyHa LiHHICTb AOC/ig)KeHHA: BracHWMKM Ta MeHegkepu SMME MOBMHHI 3a0X04yBaTW CBOIX CMiBPOOITHWMKIB Ta KAIEHTIB peryasapHo
KOPUCTYBaTUCA COLia/ibHUMU Mepexamu, o6 3any4nTu Tpadik 40 GisHecy.

OpuriHanbHicTb [ LiiHHICTb 4OC/iAMXEHHA: [JOCiAMEHHA € YHIKa/IbHUM, OCKi/IbK1 BOHO aHa/i3ye MAapKETUHT y COLia/IbHUX Mepex)ax y HeCroKiiHui
Yac, Koam naHgemia Covid-19 3aBAaE LWKOAM EKOHOMIL y BCbOMY CBITi.

O6mexeHHsA gocaigxeHHs [ MaibyTHI gociigskeHHs: lociigHVKam Ciig po3r/iaHYTU MOMKAMBICTb aHa/i3y BN/nBY obmekeHb 610KyBaHHA Covid-
19 Ha KOHKPETHI razysi, Hamararo4mcb 3HalTH iHAMBIAYa/IbHI pilleHHA npobiemu.

Tun cTatTi: EMRipuyHUii

Katouoei cn10ea: mani, cepeaHi Ta MiKponignpueMcTBa, MapKeTUHT y CoLjiaibHUX Mepexax, Covid-19.
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1. Introduction

ovid-19, like practically every other aspect of economic life,

has had an immediate and profound impact on how Small,

Medium and Micro Enterprises (SMMEs) conduct their

business. Changes in consumption patterns, demand, product
distribution and consumer behavior have thrown small enterprises
all over the globe into a loop (UNCTAD, 2022). Some SMMEs were
forced to close because of the lack of trading opportunities and
revenue. Significant financial losses were incurred, especially by
tourism, entertainment, and other non-essential industries (Ozili &
Aruni, 2020).

One of the most significant developments to emerge during the
Covid-19 pandemic is small companies getting online, which opens
up new avenues for solving numerous problems. Indeed, the
Internet remains a lifeline for many small enterprises, allowing
them to stay viable throughout the pandemic (Engidaw, 2022). In
this regard, SMMEs have adopted Social Media Marketing (SMM)
to thrive during the pandemic. Thus, social media has become a
critical component of small businesses' marketing strategies due
to its low cost, ability to reach targeted consumers quickly, and
capacity to generate additional leads or purchases. Businesses may
leverage social media efficiently with a small expenditure outlay
whilst also providing valuable information and insight into the
enterprise's products and services (Ahamat, Ali & Hamid, 2017).
Social media marketing is an easy way to develop a brand and
improve business operations, according to Chatterjee and Kar
(2020).

Several studies on SMM determinants in SMEs have been
conducted in different sectors (Ahamat, Ali & Hamid, 2017; Trawnih
et al., 2019; Ali Abbasi et al., 2022). In South Africa, previous research
has focused on analysing different social media platforms used by
SMEs to engage customers (Van Scheers, 2016; Urban & Maphathe,
2021), enabling factors of social media usage that are not related to
the variables in this study except cost (Dos Santos & Duffett, 2021)
and social media marketing and business competitiveness (Rambe,
2017). However, there is a dearth of research on the determinants
of social media adoption in SMEs during the Covid-19 pandemic in
the South African context. Therefore, this study seeks to assess the
determinants of Social Media Marketing in SMMEs during the
Covid-19 pandemic.

2. Literature review

2.1. Covid -19 Impact on SMMFE’s in South Africa

have severely impacted the global economy (Maital & Barzani,

2020), prompting numerous businesses to close and causing

enormous trading disruptions across major industries and
sectors (Donthu & Gustafsson, 2020). In particular, lockdown
restrictions have impacted South African enterprises. During this
period, economic damage was afflicted on both small and large
firms, resulting in layoffs and the closure of small businesses
(Rogerson & Rogerson, 2020). In addition, the Covid-19 pandemic
has exacerbated the difficulties that small businesses were already
facing. These problems include insufficient networks or business
support and red tape towards businesses (Jili, Masuku & Selepe,
2017). However, the challenge remains in that it is unclear how long
the Covid-19 pandemic will persist, which could significantly impact
daily life and industry. Consequently, in order to remain open and
competitive during the Coronavirus outbreak, leaders of small,
medium, and micro enterprises needed to adopt and implement
technologies such as Web 2.0, Big Data analytics, machine learning,
Social Business Intelligence, the Internet of Things (loT) and
blockchain technology (Akpan, Soopramanien & Kwak, 2020).
Unfortunately, some small firms that lacked the necessary
infrastructure and experience to digitise their operations and
marketing could no longer operate (Donthu & Gustafsson, 2020).
Amongst other reasons, SMMEs' adoption of Social Media
Marketing has remained low because most SMMEs’ management

: he Coronavirus outbreak and subsequent lockdown measures
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are unfamiliar with the benefits of adopting technology to increase
profits (Patma, Wardana, Wibowo & Namarditya, 2020).

2.2. Social Media Marketing

on social media platforms like Facebook, Snapchat, Pinterest

and Twitter. More and more global groups consider social

media applications a significant part of their daily lives, and the
world's largest population is frequently on their phones skimming
through multiple web 2.0 social media platforms daily, which
benefits social media marketers (Alalwan, Rana, Dwivedi &
Algharabat, 2017). Social media has been widely acknowledged as a
successful tool that helps a company's marketing goals and
strategy, particularly in consumer involvement, customer
relationship management and communication (Alalwan et al.,
2017). Modern businesses see social media advertising as the future
for promoting business offerings and communicating successfully
with targeted clients (Gao & Feng, 2016; Popp & Woratschek, 2016;
Harrigan, Evers, Miles, & Daly, 2017). According to a survey
conducted by market research firm Askafrika, 87 percent of
respondents accessed social media platforms at least once a day
during the lockdown period, with a substantial percentage of users
using them to advertise commercial promotions (Fourie, 2020).

: ocial Media Marketing (SMM) refers to all marketing activities

In today's world, where people use technology in various ways,
SMMEs must consider learning more about Social Media Marketing
tactics to boost their chances of survival while retaining existing
customers and recruiting new ones (Li, Larimo & Leonidou, 2021).
Extant research suggests that when small firms engage in SMM,
they become stronger market competitors by gaining vital market
intelligence (Atanassova & Clark, 2015). Moreover, small firms are
more likely to increase their viability and competitiveness if they
adopt social media best practices into their operations (Lupo &
Stroman, 2020). Nowadays, people use social media to access
information, thereby allowing businesses to market their products
by advertising on social media (Mahajan, 2015).

2.3. Theoretical
Acceptance Model

Background: Technology

ccording to the Technology Acceptance Model (TAM), a
person's attitude toward adopting technology is governed by
perceived usefulness (PU) and perceived ease of use (PEOU)
(Davis, 1989). The TAM was created primarily to address the
readiness to adopt and apply new technology or media in
information system management (Ma, Gam & Banning, 2017).
According to Serra, Storopoli, Pinto and Serra (2013), the ease of
access to social media and the prospect of utilising it in marketing
and as a client connection channel facilitates organisations' use of
SMM. Therefore, this study considered perceived usefulness,
perceived ease of use, compatibility, facilitating conditions and
cost as determinants for adopting Social Media Marketing in SMEs.

2.3.1. Perceived Usefulness

utilize technology (in this case, SMM) if the SME authority

believes that using the technology (in this case, SMM) will

significantly increase the SME's productivity (Park, 2009). A
study conducted by Sullivan and Koh (2019) found that the use of
SMM might improve the performance of SMEs. Michaelidou,
Siamagka, and Christodoulides (2011) argue that businesses
unconcerned about the difficulties involved with social media
usage are more likely to embrace it. Those that expressed
reservations about adoption were less likely to do so. The more
complicated technology is thought to be, the slower its adoption
will be. Negative attitudes about the value of new technologies,
staff unfamiliarity and a lack of training may all contribute to the
delayed adoption of new technologies such as social networking
platforms (Michaelidou, Siamagka, & Christodoulides, 2011).

: small or medium-sized enterprise (SME) will not hesitate to
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2.3.2. Perceived Ease of Use

users who say that using technology is easy. Individuals will

be more inclined to learn about a system's capabilities if it is

reasonably simple to use, and they will eventually plan to use
it again (Hamid, Razak, Bakar & Abdullah, 2016). As long as the user
believes that the technology or system is not complicated and can
be utilized easily, the user will not hesitate to use that technology
or system, assuming that it is otherwise beneficial to them
(Venkatesh, Thong, & Xu, 2012). According to Park (2009), this view
is related to the notion that it would be necessary for a person to
put some effort in order to take advantage of a system or
technological innovation.

: erceived ease of use (PEOU) alludes to the percentage of

2.3.3. Compatibility

he degree of compatibility between current and new

technological goods is believed to be an effective and major

assessment component of the users' attitudes regarding that

service (Yoon & Cho, 2016). Compatibility is seen as a critical
component in adopting novel technologies such as SMM (Wang,
Wang & Yang, 2010). If a small or medium-sized enterprise (SME)
believes that the adoption of technology, in this case SMM
mechanismes, is consistent with the system of work application, the
SME will generally consider adopting that technology (Brown &
Russell, 2007).

2.3.4. Facilitating Conditions

which a person believes that the necessary technical

infrastructure and top-level managerial support are in place

to use a new system (Venkatesh, Morris, Davis & Davis, 2003).
The complexity of digital information impacts the management,
processing, storage, security and disposal of such information,
amongst other things. New technologies for gathering, finding and
analyzing unstructured data are assisting enterprises in gaining
insights from their unstructured information. These technologies
will become indispensable instruments in overcoming the
complexity of increasing digital information (Lee, 2020). If the staff
are appropriately taught to utilize social media; if the firm has a
low-cost internet connection; and if there is no opposition from
any side to changing the system to accommodate social media,
Hung and Lai (2015) posit that SMEs will not hesitate to implement
SMM. Moreover, small and medium-sized enterprises (SMEs) will
not be hesitant to embrace SMM if the environment is deemed
otherwise favorable. Inadequate help, lack of timely support,
insufficient knowledge and scarcity of resources may all deter
people from embracing web-based technologies (Kamaghe,
Luhanga & Kisangiri, 2020).

: acilitating Conditions (FCO) are defined as the degree to

2.3.5. Cost

inexpensive, enabling small and medium-sized enterprises

(SMESs) to connect with their customers at a reasonable cost

(Zhang et al., 2019). As a result, if the costs associated with
SMM are otherwise affordable, an organization will probably use
it. Even though relatively few businesses have raised their
marketing budgets, many people still believe that social mediais a
successful marketing tool. While maintaining social media sites
may be costly, mainly if businesses employ social media workers,
creating social media accounts is virtually free and easy
(Chikandiwa, Contogiannis & Jembere, 2013). The issue of cost is
seen as a critical technical aspect that may substantially impact
SMEs' intentions to implement Social Media Marketing strategies
(Chatterjee & Kar, 2020), and is considered a vital technological
factor (Geng & Oksliz, 2015).

: ocial media is technological advancement that is relatively

3. Methodology

the research topic and the study implementation. According to

: research design is a strategic framework for action that links
Hunter, McCallum and Howes (2019), it provides a plan that

O®

outlines how the research is carried out to answer a research
question. A descriptive research design was used in this study. A
descriptive research design seeks to characterize a population,
circumstance or phenomenon to explore one or more variables
without modifying them but merely observing and measuring
them (Siedlecki, 2020). Therefore, a quantitative and descriptive
design was utilized to conduct the study. Quantitative research
encompasses a variety of methodologies concerned with the
systematic investigation of social phenomena using statistical or
numerical data. Its goal is to analyze data for trends and
correlations and validate the measurements (Watson, 2015). The
questionnaire used in this study was created and digitized with
Insyt Data Collection App. Esoko's Insyt Data Collection App is an
offline/online data collection app. The tool enables researchers to
conduct surveys, monitor field activities, handle enormous
amounts of data and perform data analysis from a single integrated
platform. The App was installed on a mobile phone, where the
survey questionnaire form was designed.

The digitized form was distributed in two ways: face-to-face and via
a code. Respondents who opted to complete the survey in their
own time and in their environment were given a code to help them
access the questionnaire on the App. The questionnaire survey was
completed by 150 SMME directors, managers or chief executive
officers in Durban. Convenience sampling was used because of
time and Covid-19 constraints. Convenience sampling is a method
used by researchers to acquire market research data from a pool
of readily available respondents. It is the most commonly used
sampling technique since it is quick, simple and inexpensive (Ellis,
2021). The data was analyzed using descriptive statistics through
the SPSS.

4. Results

4.1. Socio-demographic characteristics

demographic variables. The findings show that females made

up 53.33 % of the respondents, while males were 46.67 %. This

could imply that more women are starting to manage or own
enterprises. In addition, most respondents (41.33 %) were between
35and 44 years old, with the next largest age group (24 to 34 years)
accounting for 32.76 percent. Youth below 24 years of age had the
lowest percentage (5%). Table 1 further shows that the majority of
respondents (61.3 %) completed secondary school, with a sizable
proportion (32.67 %) having completed tertiary education. Only
4.67 % of the respondents completed just primary school, and 1.33%
have no formal education. Further findings illustrate that 40% of
the respondents were CEOs, 40% were store managers and 20%
were managing directors. In addition, an accurate portrayal of the
South African environment, specifically the Durban area, shows
that 57.33 % of respondents were black, followed by 24.67 %
Indians, 10% coloureds and 8% whites.

: ab. 1 illustrates gender, age, education, position and race

4.2. Reliability Analysis

ronbach's coefficient alpha was used to assess reliability in this

study. The average Cronbach's alpha for all data (five

variables) in this study is .79, more than .70 as shown in Tab. 2,

and therefore acceptable. According to Tavakol and Dennick
(2011), good alpha values vary between .70 and .95.

4.3. The Perceived Usefulness of Social Media
Marketing in SMMEs

he descriptive data for the perceived usefulness of Social
Media Marketing in small enterprises is presented in Tab. 3.
The findings of this study show that most respondents agreed
or strongly agreed, with a mean score of > 3. The results show
a significant agreement amongst the respondents that many firms
feel that SMM is useful for the business, with a mean score of 4.05.
Tab. 3 further shows the lowest mean score for the long-term use
of Social Media Marketing, at 3.11. This implies that some firms have
been using SMM for many years before the Covid-19 pandemic. The
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results also show that most respondents agreed that their
businesses started using social media for marketing after the
introduction of lockdown restrictions, with a mean score of 3.17. It
is clear that while businesses did utilise social media to advertise
their products before the Covid-19 lockdown, they did not rely on
SMM as a production tool or use it frequently for advertising
purposes. Lastly, Table 3 shows that most respondents agreed that
Social Media Marketing is valuable for their business, with a mean
score of 4.00.

Table 1: Socio-demographic characteristics and profiles of the
participants

Characteristics Percent
Age:
Below 24 years 5%
25-34 years 32.76%
35-44 years 41.33%
45-54 years 15.91%
Above 55 years 5%
Race:
Black 57.33%
Indians 24.67%
White 8%
Coloureds 10%
Gender:
Male 46.67%
Female 53.33%
Education:
Tertiary 32.67%
Secondary 61.33%
Primary 4.67%
No formal education 1.33%
Position:
CEO 40%
Store Manager 40%
Managing Directors 20%

Source: Primary Data processed, 2021

Table 2: Reliability of data

Variable No of items Cronbach alpha
Perceived usefulness 4 .836
Impact 4 .750
Perceived ease of use 7 .857
Facilitating conditions 5 .704
Cost 3 .747

Source: Research results, 2021

4.4. The Impact of Social Media on SMMEs

strongly agreed, hence the scores were significant ( >3). The

results show that most respondents agreed that there is an

increase in sales (mean score =3.90) and revenue (mean
score=3.89) respectively after using Social Media Marketing. In
addition, the results show an overwhelming agreement by the
respondents that there is an increase in productivity (mean
score=3.76) and that the number of customers patronising their
business has increased (mean score=3.84). The average mean
score (=3.8) for the impact of Social Media Marketing on SMMEs
suggests that most of the respondents agreed that social media
has a significant impact on small businesses.

: ab. 4 shows that the responses were generally agreed and

4.5. Perceived Ease of Use of Social Media
Marketing

receive customer feedback on products using SMM (mean
score=3.79), and that it is easy for SMEs to adapt to Social
Media Marketing (mean score=3.71). The results further show
that most respondents agreed that it is easy to identify customers
using social media (mean score = 3.91), and that the business can
meet customer needs using Social Media Marketing (mean

: ab. 5 shows that most respondents agreed that businesses

OO

score=3.81). Furthermore, the findings show that most
respondents agreed that businesses survived by using SMM during
the Covid-19 pandemic (mean score=3.74), and that they often use
Social Media Marketing for advertising services (mean score=3.95).
Lastly, the results show that the respondents agreed that they are
sufficiently well informed to use social media for marketing (mean
score= 3.73). The average mean score for perceived ease of using
Social Media Marketing is 3.8. This means that most respondents
agreed on the perceived ease of using SMM.

4.6. Facilitating Conditions for Social Media
Marketing in the Company

Marketing in Durban's SMMEs. The highest mean score

registered for this variable (3.97) shows that most of the

respondents agreed that their business has enough capacity
to provide social media to advertise their businesses and that their
business promotes the use of social media (mean score=3.85).
Table 6 further shows that most respondents agreed that their
businesses are compatible with Social Media Marketing (mean
score=3.82) and have the infrastructure to support SMM (mean
score=3.49). The lowest mean score (2.92) shows that most
respondents disagreed that their business has educated their
employees to use Social Media Marketing. This suggests that most
of the businesses polled did not teach their managers how to use
Social Media Marketing.

: ab. 6 deconstructs the facilitating conditions for Social Media

4.7. Cost of Using Social Media Marketing

ab. 7 shows the cost of using Social Media Marketing in

SMMEs. The results show that most respondents disagreed

that the cost of dealing with customer queries has been

reduced due to SMM (mean score=2.74). On the other hand,
most respondents agreed that their marketing budget has
decreased since the adoption of Social Media Marketing (mean
score=3.05). Lastly, Table 7 shows that most respondents agreed
that getting new customers has been reduced due to SMM (mean
score=3.73).

5. Discussion

Social Media Marketing in SMMEs during the Covid-19

pandemic. The findings of this study show that most of the

respondents agreed on the perceived usefulness of Social
Media Marketing. Previous research shows that SMM is beneficial
for establishing and maintaining relationships between a firm and
its clients (Oztamur & Karakadilar, 2014). Similarly, several studies
support the notion that organisations that do not embrace and
apply technology will not be able to withstand the impact of Covid-
19 (Akpan, Soopramanien & Kwak, 2020; Donthu & Gustafsson, 2020).
Further analysis of the impact of Social Media Marketing shows
that most respondents agreed that SMM has a significant impact
on their businesses. Several studies have found that adopting and
implementing Social Media Marketing can result in higher sales and
revenue, particularly in small enterprises (Gekombe, Tumsifu & Jani,
2019; Rambe, Mosweunyane & Dzansi, 2019).

: he purpose of this study was to assess the determinants of

The findings also show that most respondents agreed on the
perceived ease of using Social Media Marketing. Extant research
suggests that social media are Internet-accessible programs that
allow users to create, consume and share content (Vinerean, 2017).
This means that SMM may be implemented by simply using a
smartphone in their company. More and more global groups
consider social media applications to be a significant part of their
daily lives, and recent events are likely to inspire people to shift
their interactions to virtual or online platforms (e.g., Facebook,
Instagram, LinkedIn and Twitter) (Alalwan et al., 2017). This type of
an internet platform does not necessitate any training or
education.




ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. 2022. Vol. 30(2)

Table 3: Perceived usefulness of social media in SMMEs

N Mean Std. Deviation Variance
| find social media useful for business 150 4.05 .553 .306
We have been using social media for marketing for many years 150 3.1 1.090 1.188
We started using social media for marketing after lockdown restrictions 150 3.17 1.104 1.218
were introduced
The value of social media marketing to our business is good. 150 4.00 .492 242
Source: Research results, 2021
Table 4: The impact of social media on SMMEs
N Mean Std. Deviation Variance
The use of social media marketing boosts the productivity of the business 150 3.76 .766 .586
The number of customers has increased since we started using SMM amid 150 3.84 .646 417
lockdown restrictions
The company has recorded an increase in sales after the use of social 150 3.90 .588 .346
media
There is a change in revenue before and after the use of social media 150 3.89 .581 .338
Source: Research results, 2021
Table 5: Perceived ease of use of Social Media Marketing
N Mean Std. Deviation Variance
Our customers give feedback on products using social media 150 3.79 .648 420
It is easy for the company to adapt to social media marketing 150 3.71 .729 .531
It is easy to identify new customers through social media 150 3.91 .583 .340
The business can meet customers' needs using SMM 150 3.81 662 .439
The business is surviving well during Covid-19 lockdown restrictions due to 150 3.74 .699 .489
SMM
We use SMM often to advertise our services or products 150 3.95 632 .400
We are well informed to use social media for marketing 150 3.73 .730 .532
Source: Research results, 2021
Table 6: Facilitating condition for Social Media Marketing in the company
N Mean Std. Deviation Variance
Our business is compatible in using social media marketing 150 3.82 .556 .310
We have enough infrastructure to use social media marketing 150 3.49 .766 .587
Our business promotes social media marketing 150 3.85 .621 .386
We have enough capacity and employees to provide social media marketing 150 3.97 484 234
Our company has a trained team that works on social media marketing 150 2.92 1.090 1.188
Source: Research results, 2021
Table 7: The cost of using Social Media Marketing
N Mean Std. Deviation Variance
Our cost of dealing with customer queries has been reduced due to social 150 2.74 .979 .959
media marketing
Our marketing budget decreased since we intensified the use of social media 150 3.05 1.073 1.151
marketing in the business
The cost of getting new customers has been reduced due to social media 150 3.73 .835 .697

marketing

Source: Research results, 2021

Odoom, Anning-Dorson and Acheampong, (2017) discovered that
SMMEs could use social media to manage customer connections
by enhancing customer communication, maintaining older
customers, and creating solid relationships with new customers.
SMMEs can also utilise SMM to promote their products or services,
raise brand awareness and increase website traffic volume. Social
media has been generally recognised as a successful instrument for
contributing to a company's marketing goals and strategy, notably
consumer involvement, customer relationship management and
communication (Alalwan et al., 2017). In addition, the findings
show that most respondents agreed that their businesses have
facilitating conditions for implementing Social Media Marketing.
Atanassova and Clark (20215) believe that SMM is easy to adopt
because of its low cost, lack of sophisticated technical knowledge,
and ease of implementation, unlike other collaborative
technologies, which can be costly and complex for SMMEs. Further
analysis shows that most of the respondents agreed that Social
Media Marketing has a significant impact on the cost of running the
business. Previous research suggests that social media represents

&b

a paradigm shift in the adoption of communication or digital word-
of-mouth, allowing for more cost-effective marketing
(Charalabidis, Loukis & Androutsopoulou, 2014). Social Media
Marketing substantially lowers marketing costs, increases sales
and revenue, develops long-term communication links with clients,
increases customer engagement, and improves SMME
competitiveness (Odoom, Anning-Dorson & Acheampong, 2017).

6. Conclusion

Marketing in SMMEs during the Covid-19 pandemic. Social

media may be regarded as a phenomenon that has impacted

the business environment in South Africa, particularly
amongst SMMEs. Social media helps companies to engage with
consumers in a timely and cost-effective manner. It also serves as
a tool for developing strong customer relationships, market
development and gathering information that can be utilised to
create business leads that may result in increased sales.

:: his study aimed at assessing the determinants of Social Media
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The study's findings have underscored the importance of
facilitating conditions, perceived ease of use, perceived usefulness
and cost implications in the adoption of Social Media Marketing
amongst SMMEs. Consequently, SMME owners and managers may
benefit from identifying enabling and hindering factors for
technology adoption in order to develop new marketing
communication methods and approaches. This study has
contributed to the literature on SMM during the Covid-19
pandemic. The study's scope was broad, including a wide range of
small and medium-sized businesses. Therefore, future research
should examine the effect of the Covid-19 pandemic on specific
industries, such as tourism and alcoholic beverage industries,
because they have been significantly affected by the Covid-19
pandemic in South Africa.
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