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A B S T R A C T

Increasingly firms are looking to use social media to connect with different stakeholders as plans on building
presence on such platforms are becoming part of top-level strategy. The purpose of this study is to identify the
factors that would help the Small and Medium Enterprises (SMEs) of India to adopt Social Media Marketing
(SMM) mechanisms for improving their business impact. Adoption of SMM by SMEs has considerable impact on
the improvement of business outcome of the SMEs. A theoretical model has been developed with the help of
theory borrowed from TAM and UTAUT2 with some modifications to explore this impact through business
performance, sales, connect with customers, identify customer' needs and creativity of the employees. The
theoretical model has been validated empirically using a survey of 310 firms and subsequent analysis have been
carried out using structured equation modelling. The results highlight that perceived usefulness, perceived ease
of use and compatibility positively affect impact of SMM after adoption by the SMEs. The facilitating conditions
have insignificant impact whereas cost has a significant but negative impact on the use of SMM by SMEs. Since
there are a few studies in this context, the study contributes to existing literature on the impact of SMM in SMEs
in an emerging economy.

1. Introduction

In India, Small and Medium Enterprises SMEs are those enterprises
where investments in machinery or equipment and in plant lie between
INR 25 Lakhs ∼USD 35000 to INR 10 Crores ∼USD 1.4 million con-
cerning to manufacturing industries. For SMEs, concerning to service
sector the investments lie between INR 10 Lakhs ∼USD 14000 to INR 5
Crores ∼USD 0.7 million. These limits are in conformity with Micro,
Small & Medium Enterprises Development Act, 2006; notified in Sept
2006. The role of these SMEs in India is vital so far as social and eco-
nomic developments of India are concerned. These enterprises have
effective contribution towards export activities, towards employment
generation and in productive growth Junaidah, 2007) SMEs effectively
contribute to improve nation’s economic health. It enriches inventions
as well as innovation (Massey et al., 2004; Stieglitz, Mirbabaie, Ross, &
Neuberger, 2019). SMEs have ample opportunities to employment
generation at a low cost and as such SMEs in India may be considered to
have emerged as a vibrant and dynamic sector of economic growth
(Das, 2007; Srinivasan, Rutz, & Pauwels, 2015; Ng, Kee, & Ramayah,
2019; Adla, Gallego-Roquelaure, & Calamel, 2019).

In India, 95 % enterprises are categorized as SMEs and in manu-
facturing sector, they are adding 40 % value (Singh, Garg, & Deshmukh,

2010). The characteristics of SMEs are highly heterogeneous with high
flexibility along with appreciable innovative entrepreneurial spirit.
SMEs have variety of sizes having different technological levels with
varied characteristics of services and products. As a result, it helps to
spread industrialization in backward and rural areas, reducing regional
imbalances. This helps to provide equitable and fair distribution of
wealth and national income. Study reveals that during 2016, SMEs in
India have contribution of 40 % towards total exports, 45 % on man-
ufacturing output, contributing 8% of GDP (Srinivasan et al., 2015).
Thus, improvement of the health of SMEs would bring in economic
growth of the country. However, ironically, in India SMEs have low
technological competence with limited resources. As such, to improve
the growth of SMEs in all sectors like effectiveness, efficiency, compe-
titive advantage; applications of modern Information and Commu-
nication Technology (ICT) are considered necessary (Consoli, 2012;
Ongori & Migiro, 2010).

ICT has many and varied applications (Alam & Noor, 2009). Among
these, social media is considered as one of the important ingredients of
ICT that has appreciable impact on business. In this perspective, it is
necessary to investigate if the use of social media can help the SMEs of
India towards their overall growth. It has been ascertained that, there
exists very few studies how the use of social media can improve the
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overall activities of the SMEs of India (Das, 2007; Singh et al., 2010;
Selvanayagam & Rehman, 2019; Alhakimi & Mahmoud, 2020). This gap
in existing literature is needed to be addressed as findings from India
would also be generalizable to other similar emerging economies.

However, in the global context, different studies highlighted the
advantages of social media for the business growth of SMEs. Using
social media platform, consumers can directly connect with new pro-
ducts, services and brands easily (Aral, Dellarocas, & Godes, 2013;
Aswani, Kar, Ilavarasan, & Dwivedi, 2018; Sawhney & Prandelli, 2000).
In this perspective, it is pertinent to investigate if use of social media
can help the SMEs of India towards their overall growth. Through the
help of social media, SMEs can get feedbacks from the consumers to
improve their brands (Massey et al., 2004). SMEs would use social
media if they perceived it to be less expensive, easy to use having
compatibility. Use of social media in business activities has introduced
new business models like ‘social commerce’. This is often considered as
a means to have facilities for the people to be involved in online ac-
tivities through social media for marketing prospect, for comparing
selling and buying issues to arrive at a right decision (Chatterjee & Kar,
2018b; Stephen & Toubia, 2010). Social media is claimed to have made
bridge of connection between SMEs and prospective consumers
(Culnan, McHugh, & Zubillaga, 2010; Hosseini, Fallon, Weerakkody, &
Sivarajah, 2019; Kafai, Fields, & Burke, 2010). This strategy of en-
terprises to continue their business activities with the help of social
media can be termed as Social Media Marketing (SMM) (Shareef,
Mukerji, Dwivedi, Rana, & Islam, 2019). Investigation is essential
whether use of SMM can impact on the growth in business of SMEs of
India. In this scenario, this paper has taken a holistic attempt to identify
the factors which might impact on SMM and to investigate if SMM can
act as an effective instrument for growth of SMEs in India.

In this study, we attempt to explore the following two research
questions using a combination of theoretical lens which is elaborated
later:

1 What are the key factors that affect social media marketing in SMEs?
2 How does social media marketing impact these SMEs?

The rest of the article is structured as follows: we start with a review
of relevant literature before moving on to the section for theory de-
velopment for the proposed model. This is followed by the research
methodology section and the findings from the analysis. This is fol-
lowed by the section on the discussion on how we contribute to theory
and the practical implications of our findings. Then we highlight the
limitations of our existing study and future research directions, fol-
lowed by the conclusion.

2. Literature review

SMEs are considered as a substantial source of employment gen-
eration. SMEs help as sources of livelihood for low- and middle-income
countries throughout the World (Ghanem, 2013) SMEs have been
considered as effective drivers of alleviation of poverty (Singh et al.,
2010). Success of SMEs are instrumental for overall developments of
countries nationally as well as regionally (Ahi, Baronchelli,
Kuivalainen, & Piantoni, 2017; Chatterjee, Kar, & Gupta, 2018; Keskin,
Sentürk, Sungur, & Kiris, 2010). Such being the scenario, it is necessary
to find out effective treatments for SMEs’ meaningful growth. In this
context, use of ICT is considered as an effective tool for improving fi-
nancial health of SMEs (Chung, Andreev, Benyoucef, Duane, & O’Reilly,
2017; Consoli, 2012). During 1980s, use of ICT in SMEs received special
attention when mini and personal computer helped SMEs to effectively
reduce their operational cost. ICT-based many systems help SMEs for
achieving success. Among them, mobile phone and social media have
emerged as effective instruments to connect between enterprises and
customers; customers and customers; and enterprises and enterprises
(Ashrafi & Murtaza, 2008; Chatterjee & Kar, 2018a; Ilavarasan & Levy,

2010).
Social Media, also called Web 2.0, act as a giant tool for the en-

terprises including SMEs to improve their business. Social media im-
pacts on the business of enterprises (Kaplan & Haenlein, 2010; Walsh &
Lipinski, 2009). There are different studies where contribution of social
media has been discussed towards business activities of organizations
(Kapoor et al., 2018). Use of social media platforms helps the SMEs in
various directions. Even attempts are being taken to explore the po-
tentiality of this platform for improving Supply Chain Management
(Chae, 2015; Rathore, Ilavarasan, & Dwivedi, 2016; Shareef, Mukerji,
Alryalat, Wright, & Dwivedi, 2018). Social Media includes various word
of mouth and online activities like blogs, consumer-to-consumer email,
moblogs and social networking websites and so on (Shi, Cao, Chen, &
Chow, 2019; Mangold & Faulds, 2009; Shi, Cao, Chen, & Chow, 2019).
Use of social media in the business affairs of enterprises is known as
SMM. This SMM has an effective impact on the business of SMEs
(Dwivedi, Kapoor, & Chen, 2015; Ware, 2018). There are many factors
which might motivate the SMEs to use SMM for fetching business
benefits. In other country like Saudi Arab, SMEs are adopting e-com-
merce with the help of social media for achieving business growth
(Abed, Dwivedi, & Williams, 2015; Abed, Dwivedi, & Williams, 2016).
SMEs might have multifarious characteristics like its size, expertise of
IT, support from top management for implementation of SMM, con-
ducive infrastructure that helps to easily adopt SMM mechanisms,
customer relationship with the SMEs and so on (Abed, Dwivedi, &
Williams, 2015; Shiau, Dwivedi, & Lai, 2018). Focussing attention on
these parameters, it is essential to examine the other salient factors
concerning to the characteristics of social media application mechan-
isms for marketing to improve business of SMEs. Social networking
activities may even enhance co creation activities of SMEs (Shiau,
Dwivedi, & Yang, 2017; Yoon & Cho, 2016). Studies reveal that in other
countries, use of SMM by SMEs are fetching considerable benefits.
However, studies do not explicitly disclose how SMEs are being bene-
fitted or even being affected by the help of SMM in the Indian context
(Das, 2007; Singh et al., 2010; Selvanayagam & Rehman, 2019).

3. Theoretical background and hypotheses development

3.1. Theoretical background

Here the question arises regarding the possibilities of adoption of
SMM technologies by the SMEs of India and what are the salient factors
that facilitate or impede the SMEs to adopt SMM platform. Hence, the
issue of adoption of a new technology (SMM) by the SMEs comes on the
table of discussions. Whenever any theoretical model regarding ac-
ceptance of a new technology is considered, often the Technology
Acceptance Model (TAM) introduced by Davis (1989) comes up for
consideration it is often considered to be very influential and commonly
acceptable model towards individuals’ acceptance of technology (Lee,
Kozar, & Larsen, 2003; de Graaf, Allouch, & van Dijk, 2019). The in-
dependent variables for TAM are Perceived Usefulness (PEU) and Per-
ceived Ease of Use (PEOU). The widespread popularity of TAMs is due
to three factors (Choe & Noh, 2018). It is IT-specific, parsimonious,
structured to elucidate and accurately predict adoption of different
types of technologies in the ambiance of a diverse population across
multifarious cultural, organizational and expert levels. It stands on a
strong theoretical base supported with validated inventory of various
psychometric measurement scales. In addition, this model could emerge
as a preeminent model towards acceptance of technology having high
explanative power (Yousafzai, Foxall, & Pallister, 2007; Maartje et al.,
2017). These two beliefs of TAM (PEU and PEOU) include many other
causal chains of beliefs, intentions as well as attitudes. Basing on TAM,
many other adoption models have been framed subsequently (Maartje
et al., 2017). Apart from these two exogeneous variables proposed by
TAM that cover almost all the psychological attributes, it is necessary to
consider other technological and financial issues towards adoption of
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SMM in SMEs. For this, we have used adoption technology adoption
models such as TAM (PEU and PEOU) and UTAUT2 (FCO, Price value)
(Dwivedi, Rana, Jeyaraj, Clement, & Williams, 2019; Shareef, Kumar,
Kumar, & Dwivedi, 2011; Venkatesh, Morris, Davis, & Davis, 2003;
Venkatesh, Thong, & Xu, 2012) wherefrom some other independent
variables have been considered as important predictors of SMM (Chong
& Chan, 2012; Misirlis & Vlachopoulou, 2018; Shi et al., 2019a; Turner,
Kitchenham, Brereton, Charters, & Budgen, 2010).

Practically in the present context if the employees of SMEs feel that
the use of SMM technology is not absolutely new to them, rather, this
technology to some extent fits with their previous experience and
previous practices, they will feel compatible to adopt it (Hsu, Lu, & Hsu,
2007). Thus, compatibility might be considered as another factor that
would facilitate to motivate SMEs to adopt SMM for improvement of
their business health (Derham, Cragg, & Morrish, 2011). Hence, com-
patibility may be considered as an important belief-parameter for
adoption of SMM by SMEs (Venkatesh et al., 2012). Moreover, if the
employees of SMEs have proper training adequately to handle this new
system (SMM), that is, if the existing condition of the SMEs is otherwise
conducive and facilitates to motivate the concerned employees to adopt
SMM, they would proceed to adopt SMM (Venkatesh et al., 2003,
2012). Hence, this factor, facilitating conditions being one of the factors
used by Venkatesh et al. (2003) in UTAUT2 model to interpret adoption
behaviour, may also be useful here for the SMEs to adopt SMM. In India,
being an emerging economy, the users are always aware and cautious
regarding cost implications of any action (Dwivedi et al., 2017;
Williams, Rana, & Dwivedi, 2015). If the use of SMM is not cheaper as
compared to the cost involved in traditional practices, SMEs would
hesitate to adopt SMM (Chong & Chan, 2012; Misirlis & Vlachopoulou,
2018). Using SMM, it is a fact that SMEs would be able to communicate
with their valued customers comparatively incurring less cost (Kaplan &
Haenlein, 2010; Shi et al., 2019a). These studies transpire that per-
ceived usefulness, perceived ease of use, facilitating conditions, cost
(lent from UTAUT2 model) and compatibility would impact on the
SMEs (Positively or negatively) to adopt SMM (Venkatesh et al., 2012).
Use of SMM by SMEs has positive impact on the improvement of
business of SMEs (Consoli, 2012; Shi et al., 2019a).

3.2. Development of hypotheses and conceptual model

By the studies of literature, it appears that use of SMM by the SMEs
would impact on the business of SMEs. It also appears that there are
some salient factors that would help motivate the SMEs to adopt SMM.
These salient factors are perceived usefulness, perceived ease of use,
compatibility, facilitating conditions and cost as has been clear from
literature review. All these factors would be discussed now separately to
develop the hypotheses and to provide a conceptual model.

3.2.1. Perceived usefulness (PEU)
This belief also appears in Technology Acceptance Model (TAM)

(Davis, 1989; Davis, Bagozzi, & Warshaw, 1989). Perceived usefulness
is considered as an intangible measure to which a user (here a SME) has
a belief that use of a technology (here the use of SMM) would help the
user (here the SME) to enhance the overall performance (Davis, 1989;
Davis et al., 1989). If the SME authority perceives that use of a tech-
nology (here use of SMM) would considerably enhance the productivity
of the SME, that SME would not hesitate to use that technology (Park,
2009). Use of SMM would enhance the performance of SMEs (Sullivan
& Koh, 2019; Fatima & Bilal, 2019). There are several studies where it is
seen that PEU has significant links with the intention of the users to use
the new technology, for example, in the use of new technology (Wu, Li,
& Fu, 2011), it is noted that PEU has a positive relation with the ulti-
mate use of the new technology (Kim & Chiu, 2019). Even in the case of
use of social media through smartphone platform PEU possesses posi-
tive relation towards the use of smartphone technology (Park, Kim, &
Kwon, 2016; Kim & Chiu, 2019).

Perceived Usefulness (PEU) contains different beliefs like perfor-
mance, effectiveness, risk and trust (Aggelidis & Chatzoglou, 2009;
Henderson & Divett, 2003; Turner et al., 2010). Risk factor includes
sense of privacy and security also. If these are protected, use of SMM in
SMEs would fetch considerable benefits (Turner et al., 2010). This
variable PEU is considered, to have substantial effect on SMM. With
these inputs, it is hypothesized as follows:

H1. Perceived Usefulness (PEU) has a positive impact on the SMEs to adopt
SMM.

3.2.2. Perceived ease of use (PEOU)
This belief also appears in the Technological Acceptance Model

(TAM) advanced by Davis (1989) and Davis et al. (1989). If it is felt that
use of a technology or a system is not complex, but it can be used with
ease, the user would not hesitate to use the technology or the system
provided it is otherwise helpful (Kuo & Yen, 2009; Venkatesh et al.,
2012). This belief is associated with a conception that it would be es-
sential to exert some efforts of a person to use a system or a technology
(Henderson & Divett, 2003; Park, 2009).

This belief includes ingredients like self-efficacy or simplicity (Yi,
Liao, Huang, & Hwang, 2009). These factors are also perceived to in-
fluence the SMEs for adoption and use of social media (Kuo & Yen,
2009). It is seen that if any innovation is easier to use by the users, the
users are motivated to use that technology (Ware, 2018). This confirms
that PEOU has a positive relation with the use of the new technology.
Thus, if SMEs of India feel that use of a technology like SMM is not
associated with complexity, the SME authority would not hesitate to use
and apply SMM. This leads to formulate the following hypothesis.

H2. Perceived Ease of Use (PEOU) has a positive impact on the SMEs to
adopt SMM.

3.2.3. Compatibility (COM)
Compatibility is associated with the conception concerning to the ex-

tent to which the innovative technology (here use of SMM mechanism) fits
appropriately with the earlier practices and current needs along with the
existing values of the SMEs (Rogers, 1983). Studies have revealed that the
degree of compatibility prevailing between the existing and the new
technology products is considered as an effective and significant evalua-
tion ingredient of the users towards that service (Yoon & Cho, 2016). COM
is concerned as an essential ingredient for adoption of innovative tech-
nology like SMM (Wang, Wang, & Yang, 2010). If, a SME feels that the
adoption of the technology, that is, here adoption of SMM mechanisms, is
compatible with the system of work application, the SME usually considers
to adopt that technology (Brown & Russell, 2007; Hsu et al., 2007).

Embedding SMM in SMEs is considered to be a best-fit concept since
it would be able to reach the potential consumers appropriately and it
would help to improve the business health of the organizations
(Derham et al., 2011). In this context, some degree of alignment of
processes and tasks within organization is required so that their em-
ployees can use SMM without feeling any constraint due to having pre
gained knowledge of this technology. In terms of the discussions above,
the following hypothesis is proposed.

H3. Compatibility (COM) has a positive impact on the SMEs to use SMM.

3.2.4. Facilitating conditions (FCO)
Facilitating Conditions (FCO) is defined as the extent to which a person

has a belief that appropriate technical infrastructure and top management
support exist to use a new system (Venkatesh et al., 2003). Earlier studies
in this context reveal that facilitating conditions significantly influence on
the adoption behaviour of an innovative technology. Besides, cultural is-
sues should also match with such use of SMM (Hofsted, 1997).

The SMEs will not hesitate to adopt SMM (Hung & Lai, 2015) if the
employees are properly trained to use social media, if the enterprise has
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Internet facility with low cost, if there is no resistance from any end to
change the system for the use of social media. The SMEs will not hesitate
to adopt SMM if the environment is considered otherwise conducive.

Judged from this above discussion, the following hypothesis is
provided.

H4. Facilitating Conditions (FCO) has a positive impact on the SMEs to use
SMM.

3.2.5. Cost (COS)
A trade-off between benefits and sacrifice is considered to assess the

cost (Wang et al., 2010). Earlier study reveals that there is importance
of cost in the issue of utilising a technology by enterprise for its growth
(Ernst and Young (2001)). Earlier research also highlights that there is a
casual relationship, between cost and adoption of technology (Acquity
Group, 2014; Alam & Noor, 2009; Kim & Shin, 2015). In the scenario of
adoption of a technology by an enterprise, cost plays a vital role (Chong
& Chan, 2012; Premkumar & Roberts, 1999). Low barrier of partici-
pation, low cost and low level of requirement of IT skills motivate SMEs
to use SMM (Derham et al., 2011).

The Indian SMEs would not adopt SMM mechanism if the initial set-up
expenditure becomes high (Dixon, Thompson, & McAllister, 2002). Besides,
it is a common experience that Indians are very sensitive in the issues of
expenditure and cost (Alam & Noor, 2009). Social media is otherwise
comparatively a cost-effective technology. It gives scope to the SMEs to
communicate with their consumers incurring low cost (Kaplan & Haenlein,
2010; Zhang, Fan, Yao, Hu, & Mostafavi, 2019). As such, it is most likely
that an enterprise would use SMM, if involved cost is otherwise reasonable.
In terms of the above discussion, the following hypothesis is postulated.

H5. Cost (COS) has a negative impact on the SMEs to use SMM.

3.2.6. Social Media Marketing (SMM)
Social Media may be defined as ‘a secured generation of web de-

velopment and design, that aims to facilitate communication, sources
information sharing, interoperability and collaboration on the World
Wide Web’ (Paris, Lee, & Seery, 2010; p.531; Elbanna, Bunker, Levine,
& Sleigh, 2019). On average, consumers are used to have spent more
than 330 min/day with participation in social media platform. These
platforms have already become easy instruments for the creation of
online communication between the consumers and enterprises, or be-
tween consumer and consumer around the World at any moment,
especially for Indian SMEs. This is because of their limited resources
(fund, technical know-how and so on) (Harris, Rae, & Grewal, 2008;
Rana, Barnard, Baabdullah, Rees, & Roderick, 2019).

Through social media, an enterprise may build its brand easily for
improvement of its business activities (Walsh & Lipinski, 2009). It will help
to improve the business activities of SMEs (Harris et al., 2008). Thus, SMM
helps the SMEs in India to induce them to invest more in digital marketing.
With all these inputs, we can formulate the following hypothesis.

H6. Social Media Marketing (SMM) has a positive effect on the Impact on
Business (IOB), so far as SMEs of India are concerned.

With all these discussions, the conceptual model is shown in Fig. 1.

4. Research methodology

It appears from the conceptual model (Fig. 1) that the number of
independent variables is greater than that of dependent variables. As
such, for validation of the conceptual model and for hypotheses-testing,
help of Partial Least Square (PLS) – Structural Equation Modelling
(SEM) analysis is required to be applied (Wold, Sjostrom, & Eriksson,
2001; Abdi, 2010). For meeting this objective, survey based empirical
validation is preferred. Feedbacks against appropriate questionnaire are
to be taken from the useable respondents. The responses are to be
quantified and coded appropriately.

4.1. Research instrument

Attention on item-wording is essential to prepare the questionnaire.
This has been done through analysing the literature (Broom, 2006;
DeVellis, 2012). With small sample, the feedbacks of the so-prepared
questionnaire may be obtained, and it would help to eliminate some un-
productive questions and it would help to add some viable questions. This
is pre-test. Through the help of opinion of experts, complex wordings of
the questionnaire can be simplified, leading and biased questions can be
eliminated (Worthington & Whittaker, 2006). A pilot-test is considered as
a rehearsal before actual survey. Here, the sample size should be from 50
to 100 (Carpenter, Grant, & Hoag, 2016, 2018; Algharabata, Rana,
Dwivedi, Alalwan, & Qasem, 2018). From this rehearsal, all the flaws in
the questionnaire are eliminated (Ruel, Wagner, & Gillespie, 2016) and
final draft questionnaire is prepared. The total number of items is 32. It is
shown in TAble A1 in Appendix A. It is to mention here that number of
experts consulted was 7. Out of these 7 experts 5 experts were considered
from industries. They used to have worked in Research and Development
(R&D) wing of the industries having more than 10 years’ experience each
in product development for SMEs. They were working in analysing con-
tribution of social media in industrial development. The remaining 2 ex-
perts were considered from academic areas each having PhD degree, and
both have more than 9 years research experience in the areas of our stu-
dies. The questionnaire contains close-ended question in the form of
statements concerning to 5-point Likert Scale (Strongly disagree = 1,
Disagree = 2, Slightly agree = 3, Agree = 4 and Strongly agree = 5). This
was used to collect relevant responses for analysis after appropriate
quantification of feedbacks.

4.2. Data collection strategy

We have proceeded to validate the hypothesis and the conceptual
model with the help of PLS-SEM analysis technique. In this context,
researchers opine that inadequate sample size would result in decreased
generalizability (Kline, 2013). Generally, it is observed that many re-
searchers recommend that sample size of at least 300 is good (Henson &
Roberts, 2006; Pett, Lackey, & Sullivan, 2003). Besides, it is also re-
commended by researchers that item: responses should lie between 1: 4
to 1: 10 (Deb & David, 2014; Hinkin, 1996). Our item number is 32 and
hence it is better that responses should lie between 128–320. With all
these available inputs, we have considered 310 entrepreneurs con-
cerning to SMEs and for this, we selected two cities of India, Ahma-
dabad and Mumbai. The selection of 310 entrepreneurs was made at
random from these two cities. Survey works were conducted for 2
months during middle of 2018. The demographic profile of the en-
trepreneurs is shown in Table 2 and the sector wise distribution of the
entrepreneurs is shown in Table 1 that includes investment details also.

The distribution as per these tables shows that we have been able to
consider 89.6 % male entrepreneurs, 70.6 % from social science/hu-
manities sector mostly having intermediate education level (64.3 %).
We have been able to select entrepreneurs to the tune of 40.2 % from
trading sector. We have been able to select entrepreneurs investing
below 2.5 million to the tune of 59.9 %.

5. Data analysis and results

5.1. Data analysis for validity and reliability

From the conceptual model it is seen that we have been able to
identify 7 constructs. In this study, lower limit of value of Cronbach’s
alpha is considered as 0.6 (Hair, Black, Babin, & Anderson, 2010). We
have estimated the value of Cronbach’s alpha of each construct shown
in Table 3. It appears that lowest value of Cronbach’s alpha so estimated
is greater than 0.6. Hence it is inferred that all the constructs which
have been used in this study are reliable and consistent (Fornell &
Larcker, 1981).
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High correlation among constructs inhibits the process of PLS-SEM
analysis. This defect is known as multicollinearity. To examine whether
our identified constructs suffer from the defect of multicollinearity,
Variance Inflation Factor (VIF) of each construct is to be determined
(James, Witten, Hastie, & Tibshirani, 2017). The allowable range of
values of VIF is 3.3–5 (Kock & Lynn, 2012). The VIF of each construct
has been estimated. From the result, it appears that the values of VIF of
the constructs are within acceptable range. Hence, it is concluded that
the usage of these constructs does not suffer from the limitations of
multicollinearity.

We have prepared 32 items against 7 constructs. Now, it is required
to be confirmed if the identification of items (questionnaire) is reliable.
For this, Loading Factor (LF) of each item with reference to its own
construct is to be estimated (Fornell & Larcker, 1981). If it is found that
the value of each loading factor in this context is greater than its ac-
ceptable lowest value 0.707 (Borroso, Carrion, & Roldan, 2010), it is
confirmed that the identification of items is reliable. To ascertain va-
lidity and constituency of each construct, Composite Reliability (CR),
Average Variance Extracted (AVE) and Maximum Shared Variance
(MSV) of each construct are to be estimated (Fornell & Larcker, 1981).
Now, these parameters have been estimated and are shown in Table 3.
Since the results show that the lowest values of CR and AVE of each
construct are greater than their lowest acceptable values which are 0.6
for CR (Urbach and Ahlemann, 2010) and 0.5 for AVE (Gefen & Straub,
2005; Hair et al., 2010), it is confirmed that the identification of con-
structs is valid. It is also conformed as it is found that each value of MSV
is greater than the corresponding value of AVE (Fornell and Larcker,
1981). The entire results are shown in Table 3.

5.2. Discriminant validity test

When we find that the items concerning to the own construct can
explain that construct strongly but can weakly interpret other con-
structs, it is said that discriminant validity has been confirmed. (Fornell

& Larcker, 1981; Natemeyer, Bearden, & Sharma, 2003). It is confirmed
if it is found that Average Variance (AV), being square root of the
concerned AVE, is greater than the corresponding correlation coeffi-
cients of that construct with other constructs. We have estimated AVs of
all the constructs and, we have estimated the corresponding correlation
coefficients. These are shown in Table 4. Results show that AV of a
construct is greater than all the values of concerned correlation coef-
ficients. This confirms discriminant validity.

The values of AVs are shown in diagonal positions and the correlation
coefficients are shown in off-diagonal positions in the Table 4. The num-
bers in the bold fonts signify AVs. There is another way to confirm dis-
criminant validity. If it is seen that loadings are all greater than cross-
loadings, it is said that discriminant validity has been confirmed (Gefen &
Straub, 2005). We have estimated the cross-loadings and found that
loadings are greater than the corresponding cross-loadings. It establishes
discriminant validity. The results are shown in Table A2 in Appendix A.

5.3. PLS-SEM analysis

To ascertain if the conceptual model is in order or not, different fit
indices like GFI, AGFI, CFI, TLI and RMSE are required to be estimated.
All these have been estimated and shown in Table 5. It is found that all

Fig. 1. Conceptual model.

Table 1
Sector and investment wise distribution.

Sector No. Percentage Investment No. Percentage

Manufacturing 73 23.7 Below INR 2.5 million (< 35,000 USD) 186 59.9
Service 112 36.1 Between INR 2.5–50 million (35,000–70,000 USD) 123 39.7
Trading 125 40.2 Between INR 50–100 million (70,000–140,000 USD) 1 0.4

Table 2
Demographic profile of entrepreneurs.

Category Number Percentage

Gender Male 178 89.6
Female 32 10.4

Discipline Management 16 5.3
Science/Engineering 75 24.1
Social Science/Humanities 219 70.6

Education Intermediate 199 64.3
Graduate 109 35.2
Postgraduate 02 0.5
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the parameters are within acceptable range. This confirms that the
model is in order. For our estimation from data analysis, we have used
AMOS 22 software.

After empirical study, the model containing β values, level of sig-
nificance and coefficients of determinant is shown in Fig. 2 and the
detailed results are shown in Table 6.

It is mentioned here that the detailed results mentioning the hy-
potheses, effect of exogeneous variables on endogenous variable with
remarks are shown in Table A3 in Appendix A. The statements of hy-
potheses are shown in Table A4 in Appendix A. The detail model
mentioning the loadings of item-linkages is shown in Fig. A1 in Ap-
pendix A.

5.4. Common method Bias

We have tested whether the sample used in this study is involved in
the defect of common method bias (Alalwan, Rana, Dwivedi, &
Algharabat, 2017; Algharabata et al., 2018). To alleviate this, single
factor test of Harman (Harman, 1976) has been conducted. We have
considered all the 32 items of 7 constructs for analysis (Podsakoff,
MacKenzie, Lee, & Podsakoff, 2003). With the help of unrotated factor
solution with SPSS, it has been found that the factor that emerged has
been able to explain 42.6 % of the variance. This percentage is less than
the cut-off value of 50 % that has been recommended by Podsakoff
et al. (2003). Hence, the sample is not involved in the defect of common
method bias.

5.5. Results from analysis

We could identify 7 constructs and 32 questions in the form of
statements (item). From the study of literature, we provided a con-
ceptual model developing 6 hypotheses. The conceptual model has been
validated by the help of PLS-SEM analysis. After validation, it appears
that out of 6 hypotheses so conceptually developed, one hypothesis
(H4) has not been supported, that is, impact of Facilitating Conditions
(FCO) on Social Media Marketing (SMM) has not been supported. The
estimation of coefficients of determinant (R2) reveals that Perceived
Usefulness (PEU), Perceived Ease of Use (PEOU), Compatibility (COM)
Facilitating Conditions (FCO) and Cost (COS) can explain and interpret
Social Media Marketing (SMM) to the tune of 52 % since the concerned
coefficient of determinant is 0.52 (R2). Out of all these independent
variables (PEU, PEOU, COM, FCO and COS), the impact of COS on SMM
(H5) is the highest since the magnitude of concerned path coefficient is
0.641 with level of significance ***(P < 0.001). The influence of FCO
on SMM (H4) is the lowest as the concerned path coefficient is 0.023
with significance level ns (p > 0.05). This hypothesis (H4), as such,
has not been found significant and the concerned hypothesis has not
been supported. Again, Social Media Marketing (SMM) can explain and
interpret Impact on Business (IOB) (H6) to the extent of 76 % since the
concerned coefficient of determinant (R2) is 0.76. The explanative
power of the model is 76 %. The effect of Facilitating Conditions (FCO)
on Social Media Marketing (SMM) is low. It contradicts earlier studies
(Hung & Lai, 2015). Presumably for the employees of SMEs in India, the
training to handle social media platform for Customer Relationship
Management (CRM) is poor. Untrained or half-trained employees can
hardly use an innovative technology (social media) with their full po-
tentialities. Practitioners are to focus on this issue.

6. Discussions and key findings

The hypotheses formulated from the conception of TAM (Davis, 1989;
Davis et al., 1989) are PEU→SMM (H1) and PEOU→SMM (H2). These two
hypotheses are found to have been supported through empirical study.
These two linkages appear to have received support from earlier research
studies (Turner et al., 2010; Venkatesh et al., 2012). Besides, impact of
PEU on SMM (H1) signifies that it includes impacts of performance, ef-
fectiveness, risks and trust on SMM simultaneously (Henderson & Divett,
2003; Aggelidis & Chatzoglou, 2009) because PEU includes these im-
portant beliefs. Moreover, another exogeneous variable PEOU includes
ingredients like simplicity of technology as well as of self-efficacy (Yi et al.,
2009). Hence, impact of PEOU on SMM (H2) includes impacts of these two
beliefs on SMM. Consideration of these two beliefs (PEU and PEOU) has
covered many other ingredients implicitly. It has been noted that COM has
positive and significant impact on SMM (H3). This linkage has been va-
lidated through statistical analysis and it has also received support from
earlier studies (Derham et al., 2011). As already stated, SMEs of India
function with limited resources. Naturally, SMEs of India will be cautious
regarding cost involved in using SMM and that is why the hypothesis H5
(COS→SMM) is found to have been supported after statistical validation in

Table 3
Results of measurement model.

Construct/Item Loading Cronbach’s alpha
(α)

CR AVE VIF MSV

Perceived Usefulness
(PEU)

0.892 0.81 0.74 3.7 0.20

PEU1 0.84
PEU2 0.85
PEU3 0.85
PEU4 0.86
PEU5 0.89
Perceived Ease Of Use

(PEOU)
0.911 0.84 0.77 3.9 0.19

PEOU1 0.90
PEOU2 0.91
PEOU3 0.92
PEOU4 0.78
PEOU5 0.87
Compatibility (COM) 0.906 0.79 0.71 4.6 0.23
COM1 0.89
COM2 0.89
COM3 0.81
COM4 0.77
Facilitating Conditions

(FCO)
0.899 0.86 0.82 4.3 0.18

FCO1 0.88
FCO2 0.90
FCO3 0.89
FCO4 0.94
FCO5 0.92
FCO6 0.91
Cost (COS) 0.912 0.81 0.74 4.2 0.17
COS1 0.86
COS2 0.89
COS3 0.87
COS4 0.83
Social Media Marketing

(SMM)
0.900 0.80 0.72 4.6 0.18

SMM1 0.91
SMM2 0.75
SMM3 0.88
Impact on Business (IOB) 0.921 0.81 0.74 4.7 0.19
IOB1 0.85
IOB2 0.85
IOB3 0.84
IOB4 0.89
IOB5 0.86

Table 4
Discriminant Validity Test.

PEU PEOU COM FCO COS SMM IOB AVE

PEU 0.86 0.74
PEOU 0.44 0.88 0.77
COM 0.41 0.36 0.84 0.71
FCO 0.45 0.37 0.48 0.91 0.82
COS 0.42 0.43 0.44 0.42 0.86 0.74
SMM 0.41 0.44 0.41 0.37 0.41 0.85 0.72
IOB 0.40 0.42 0.44 0.39 0.37 0.42 0.86 0.74
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this study. Also, this linkage (H5) has been supported by earlier studies
(Kim & Shin, 2015). The use of SMM by the SMEs has been proved to be
effective and fruitful towards improvement of business of SMEs. That is
why the hypothesis H6 has been supported after validation. Not only that,
earlier studies (Walsh & Lipinski, 2009) also supported this hypothesis
although in a slightly different context. We have also hypothesized that
FCO has positive and significant impact on SMM (H4) though the em-
pirical study did not support this hypothesis, contradicting earlier studies
(Hung & Lai, 2015). It is presumably due to lack of expected top man-
agement support for use of SMM in the business activities of SMEs in India,
the employees are not adequately encouraged to use SMM. Internet fa-
cilities and low band width may also cause constraints as some of these
SMEs often operate from semi-urbanised locations with low tele-
communications connectivity. Perhaps, the existing employees are mostly
found resistant and reluctant to switch over their activities from legacy
system to ERP system. There may be other reasons for not supporting the
hypothesis H4. Unless these issues are improved to a considerable extent,
effect on FCO on SMM (H4) may not be appreciable.

Here it can be inferred that currently in India, social media is being
used a lot by the normal citizens across socio-economic classes.
Through social media, these users might develop networks to impact
the activities around them globally especially when it comes to sharing
their collective voices for sharing concerns and feedback with relevant
stakeholders. SMM provides a mechanism for promoting a service,
brand or a business by connecting with such potential customers to

improve the business health (Kar, 2015). Use of this platform is cost
effective and has larger benefits of network externalities as their user
bases start following them across social media platforms. This has thus
become a lucrative tool for the SME as they cannot incur huge ex-
penditure for advertisement with the help of other existing traditional
channels like large enterprises. The SMEs thus will get a scope to sub-
stantially develop their new products and service offerings befitting
with the needs of the customers basing on the analysis of the feedbacks
by the customers available in social sites. In a journey of digital
transformation, the role of such usage of SMM by SMEs can become
vital (Kar, Ilavarasan, Gupta, Janssen, & Kothari, 2019). The validated
results in this study would give much food for reflection to the practi-
tioners and policy makers to provide effective inputs to the SMEs as to
how they can use SMM in the best way to get best business results.

6.1. Contribution to theory

This research study has been able to theorize five factors PEU, PEOU,
COM, FCO and COS which influence the SMEs to use SMM. This use of
SMM would derive net benefit to the SMEs. This Net Benefit is otherwise
termed here as Impact on Business (IOB) which is the goal of this study.
This study has been able to explore the necessity of use of SMM by the
SMEs of India to improve their business health. By the inclusion of
Perceived Usefulness, we have taken into account many factors like per-
formance (of SMM), trust (on SMM), risk perception (to use SMM), ef-
fectiveness (in using SMM) and productivity because Perceived Usefulness
includes all these factors (Aggelidis & Chatzoglou, 2009; Henderson &
Divett, 2003; Park, 2009; Turner et al., 2010). Perceived Ease of Use
(PEOU) also includes simplicity and self-efficacy (Yi et al., 2009). Hence,
using these two beliefs (PEU and PEOU), we have included many im-
portant factors which could motivate SMEs to use SMM. This may be
considered as an important theoretical contribution of our study. The
construct facilitating conditions (FCO) has been borrowed from Model
Acceptance with Peer Support (MAPS) (Sykes, Venkatesh, & Gosain, 2009)
and from UTAUT2 (Venkatesh et al., 2012; Williams et al., 2015), the

Table 5
Model Fit Summery Relating to the Research Model.

Fit Index Recommended value Value in the model

Chi-Square ( 2)/Degree of Freedom (df ) ≤ 3.000 (Chin & Todd, 1995; Gefen, 2000; Kline, 2005) 2.021
Goodness of Fit Index (GFI) ≥ 0.900 (Hoyle, 1995) 0.930
Adjusted Goodness of Fit Index (AGFI) ≥ 0.800 (Segars & Grover, 1993) 0.862
Comparative Fit Index (CFI) ≥ 0.930 (Hair, Black, Babin, Anderson, & Tatham, 2006) 0.939
Tucker Lewis index (TLI) ≥ 0.950 (Hu & Bentler, 1999; Sharma, Mukherjee, Kumar, & Dillon, 2005) 0.961
Root Mean Square Error (RMSE) ≤ 0.070 (Steiger, 2007) 0.041

Fig. 2. Structural Model with path weight and significance level.

Table 6
Results of Hypothesis Testing.

Path Hypothesis Path Coefficient p-value Remarks

PEU→SMM H1 0.571 *** (p < 0.001) Supported
PEOU→SMM H2 0.472 * (p < 0.05) Supported
COM→SMM H3 0.551 *** (p < 0.001) Not Supported
FCO→SMM H4 0.023 ns (p > 0.05) Supported
COS→SMM H5 −0.641 *** (p < 0.001) Supported
SMM→IOB H6 0.682 *** (p < 0.001) Supported
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construct cost (COS) has been lent also from UTAUT2 (Venkatesh et al.,
2012). The construct cost (COS) has been used lending conception of ‘price
value’ used in UTAUT2 (Dwivedi et al., 2019; Shareef et al., 2011). From
studies of different adoption models and theories, we have included
‘compatibility’ as an independent variable. Thus, from consideration of
some standard model and by considering another factor (compatibility),
we have proposed the theoretical model and it is claimed that our con-
sideration of factors seems to be correct. Therefore, we could achieve 76 %
explanative power. We have been able to achieve better result because we
have not blindly followed any standard adoption model or standard theory
but, we have considered some better suited factors to theoretically im-
prove the model befitting with the context. The explanative power of this
model is 76 %, which indicates that this theoretical model could explain
IOB to the tune of 76 %. This indicates that non-consideration of some
moderators in terms of UTAUT model hardly could affect the efficiency of
the theoretical model (Dwivedi et al., 2017). Besides, inclusion of the
moderators could have made the model complex. This simple but effective
model is considered to stand proximal to completely explain how SMEs in
India might be aligned to use SMM that would impact on Improvement of
Business (IOB). The contextual-centric consideration is the secret of suc-
cess of this study. It has been able to explain the goal. This theoretical
model would help other industries intending to use SMM. This may be
considered as a special theoretical contribution of this model. Further we
believe that the findings of our study would also be generalizable across
other economies like India, due to the parsimony of the model which has
been used to capture the impact of SMM.

6.2. Practical implications

This research study focuses on the fact how different factors can moti-
vate the SMEs and create conducive and favourable atmosphere to adopt
Social Media Marketing mechanism to improve the business. The outcome
of this study is expected to provide effective and meaningful inputs to the
practitioners and policy makers for refreshing and modifying their policy
with the help of apposite reconciliation. The validated result transpires that
Facilitating Conditions (FCO) has insignificant impact on the SMEs to adopt
SMM (H4). That is why hypothesis H4 has not been supported. This is
presumably owing to non-availability of favourable environment for the
users at the operational level. The practitioners and policy makers are
needed to focus on this issue surrounding access. Facilitating conditions
include effective and helpful situation and infrastructure that might impact
significantly on the SMEs to adopt SMM for business benefits. Facilitating
conditions include the conception of having proper training of the em-
ployees for being motivated to use SMM. There must be sincere and ef-
fective support of the top management towards adoption of SMM by the
SMEs. The SMEs intending to use SMM must have adequate internet facil-
ities with low internet cost since budget of SMEs is often limited. There must
not be any untoward resistance from any corner towards adoption of SMM
by SMEs. These are the salient points to be nurtured by the policy makers
and practitioners. If these issues are improved, the SMEs would proceed
more and more to adopt SMM. This, in turn, would improve the business
health of SMEs. The validated result highlights that Cost (COS) has an ef-
fective and significant influence on the SMEs to adopt SMM for benefits of
businesses of SMEs. The policy makers and practitioners must be vigilant to
see that cost of use of SMM must be less than the cost of traditional mar-
keting expenses. If the cost of using SMM is high, no SMEs would be mo-
tivated to adopt SMM. Since PEU and PEOU have significant and positive
impacts on the use of SMM, the policy makers should see that the em-
ployees of SMEs contemplating to use SMM must feel that business through
SMM mechanism would be useful and the use must not be complex but easy
on the other hand. This will motivate the employees and hence, the SMEs to
use SMM. The compatibility (COM) positively affects the SMEs to use SMM
(H3). Hence, the policy makers and practitioners should see that the si-
tuation for use of SMM by SMEs must be favourable and conducive.
Additionally, the practitioners and policy makers should be always honest
and sincere to make the top management of SMEs of India motivated and

aware regarding benefits of the use of SMM by the SMEs. This would en-
hance the use of SMM by SMEs which is turn ensure benefits to the SMEs.
This would result in total economic growth of India (Junaidah, 2007).

6.3. Limitations and Directions for future research

We have developed our model systematically focussing appropriate
attention on the background study. We have provided a conceptual
model that was duly validated through PLS-SEM analysis. However, it
cannot be said that this research study is without any limitation. In our
survey essential for PLS-SEM analysis, we have selected some en-
trepreneurs of Ahmedabad and Mumbai. India is a vast country. There
are other metropolitan cities in India. We did not consider the inputs of
SMEs from other cities but only considered two metropolitan cities.
Consideration of inputs from SMEs of other metropolitan cities in India
might have yielded different results. In that context, this result cannot
be considered as a generic result. Future researchers may take up this
issue to nurture the defects to make the result more generic.

In our survey works, we have considered 310 usable responses and
conducted our survey works for 2 months during middle of 2018. Since
India is a vast country, consideration of 310 entrepreneurs should not
be considered to project a general representation of SMEs of India.
Besides, the survey works were conducted for a shorter period leaving
chance of committing mistakes. For generalization and for ensuring
flawless results, more entrepreneurs ought to have been considered,
with a study for more longitudinal period. This flaw is left to be nur-
tured by the future researchers.

We have been able to provide the model with 76 % explanative
power. Consideration of other boundary conditions might have en-
riched the result. This is left for future researchers to explore. Though
non-consideration of effective moderators did not adversely affect the
result as the explanative power of the model is as high as 76 %, but it
would be interesting to explore other factors which could be predictors,
moderators or mediators which can improve this outcome. This is left
for the future researchers to consider. India is a vast country. It has
different cultural dispositions in different places. Effect of cultural
dispositions on the entrepreneurs of different places towards their
adoption behaviour has not been explored in this study. It is not known
to what extent such consideration would affect the result. It is left for
the future researchers to take up this issue. In this study, we have
considered seven experts to scrutinize the readabilities of the questions
so prepared. But it was felt that opinion of more experts could bring in
more factors relevant in this context, especially to explore the nature of
impact. However, it has not been done in the current study. This may be
taken up by the future researchers to extend existing findings.

Moreover, it is a fact that in India there has not been complete
adoption of SMM by the SMEs. Hence, the feedbacks obtained during
survey works are construed as feedbacks of non-adopters. In view of
this, proper caution is to be given when this result would be applied to
the adopters. In this context, consideration of other boundary condi-
tions might be necessary. Future researchers may focus on this point.

7. Conclusion

This research study has been able to establish that SMEs may derive
business benefits using Social Media. However, in India there are some
SMEs where there does not exist technical competence and appropriate
infrastructure for optimally use social media for business purposes.
Consequently, for want of such facilitating conditions, some SMEs are not
utilizing the social media platform for their business. This in-depth study
has given them some effective inputs so that they can improve their
growth and can give an effective competitive edge against large en-
terprises by ameliorating their management mechanisms rendering the
situation conducive to adopt SMM.

This study has highlighted that recently use of SMM by the SMEs has
been increased to a great extent. SMM is contributing for business growth
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of SMEs in India. Use of social media both by the SMEs as well as by the
potential customers has brought in opportunities to both the SMEs and the
potential customers. SMEs are being able to improve their business and the
potential customers are being able to come closer for their respective
benefits using SMM. SMEs are being able to know more about the products
and services. This has enhanced the relationship between SMM and growth
of business. This has also updated the ways Customer Relationship
Management (CRM) based activities are undertaken in SMEs. This is why,
the new technology ‘Social-CRM’ is increasingly gaining prominence to
capture the ways the firms can interact with the stakeholders over social
media to create value (Harrigan, Soutar, Choudhury, & Lowe, 2015; Kar,
2015; Rathore, Kar, & Ilavarasan, 2017). Less complexity, less cost and
effectiveness to use social media have motivated the SMEs to use SMM. The
SMEs have an opportunity to appreciably improve and develop their ser-
vices as well as products which are effective to meet the needs of con-
sumers. This is being done easily by the SMEs based on the customers’
feedbacks with suggestions available in social media websites. This is
helping to co create the business activities of the SMEs. This would even-

tually bring in improvement of the overall economic health of the SMEs.
This helps to improve financial positions of SMEs. In this light, role of

SMM for the SMEs of India is vital. The results show that if cost of use of
social media by the SMEs is low compared to traditional ways of business
by SMEs, the SMEs would take advantage of SMM. Proper training to the
employees of SMEs, effective motivation and honest willingness of the top
managements of SMEs with other available conducive conditions would
motivate the SMEs to adopt SMM that would bring in better business re-
sult. In this context, appropriate initiatives and incentivization of the
Government to the SMEs might ameliorate the situation that would
eventually bring in economic growth to the country (Singh et al., 2010;
Srinivasan et al., 2015). The study also highlights that FCOs do not impact
on SMM (H4). This has been revealed after completion of the statistical
validation process. To improve the situation, the financial, infrastructural,
cultural and overall organizational developments are needed to be ensured
so that congenial and conducive environment exists. If this is ensured, the
use of SMM by the SMEs will not be impeded owing to the lack of ex-
istence of facilitating conditions.

Appendix A

Table A1
Summary of Questionnaire.

Items Source Statements Response[SD][D][N][A][SA]

PEU1 Abed et al., 2015a, 2015b, 2016; Social media is useful for business [1][2][3][4][5]
PEU2 Alalwan et al., 2017 Social media is a valuable tool for marketing [1][2][3][4][5]
PEU3 Aral et al., 2013; Chung et al., 2017 Social media enhances the productivity of the business [1][2][3][4][5]
PEU4 Culnan et al., 2010; Chung et al., 2017 Social media helps better query management [1][2][3][4][5]
PEU5 Dwivedi et al., 2015; Elbanna et al., 2019; Social media helps more customer satisfaction [1][2][3][4][5]
PEOU1 Park, 2009; Ware, 2018 Overall, it is easy to learn social media marketing [1][2][3][4][5]
PEOU2 Kuo & Yen, 2009; Venkatesh et al., 2012 It is easy to identify new customers using social media [1][2][3][4][5]
PEOU3 Alam & Noor, 2009; Hung & Lai, 2015; It is easy to identify customer demand using social media [1][2][3][4][5]
PEOU4 Harris et al., 2008; Rana et al., 2019 Information retrieval about a customer is easy using social media [1][2][3][4][5]
PEOU5 Aral et al., 2013; Chung et al., 2017 Advertising products and services on social media platforms are easy [1][2][3][4][5]
COM1 Derham et al., 2011; Yoon & Cho, 2016; Our enterprise is compatible for using social media for different

purposes
[1][2][3][4][5]

COM2 Dwivedi et al., 2015 I use social media regularly for business purposes [1][2][3][4][5]
COM3 Mangold & Faulds, 2009; Misirlis & Vlachopoulou, 2018 My organization provides me support for getting training on social

media
[1][2][3][4][5]

COM4 Wang et al., 2010; Derham et al., 2011 Our business is compatible using social media for marketing purpose [1][2][3][4][5]
FCO1 Hung & Lai, 2015; Ng et al., 2019 We have adequate infrastructure for using social media [1][2][3][4][5]
FCO2 Harris et al., 2008; Rana et al., 2019; Alhakimi & Mahmoud,

2020
Our enterprise promotes social media for business [1][2][3][4][5]

FCO3 Sykes et al., 2009; Venkatesh et al., 2012 Our organization invest adequately for social media marketing [1][2][3][4][5]
FCO4 Hung & Lai, 2015; Aral et al., 2013 We have enough trained manpower dealing with social media marketing [1][2][3][4][5]
FCO5 Venkatesh et al., 2003; Hung & Lai, 2015 All our employees are provided training to use social media marketing [1][2][3][4][5]
FCO6 Venkatesh et al., 2003; Zhang et al., 2019; We have inhouse training facility to learn about different aspects of

social media
[1][2][3][4][5]

COS1 Kaplan & Haenlein, 2010; Dwivedi et al., 2015 My cost of dealing with customer enquiries has been reduced using SMM [1][2][3][4][5]
COS2 Zhang et al., 2019; Acquity Group, 2014 Cost of identifying new customer has been reduced through use of SMM [1][2][3][4][5]
COS3 Kaplan & Haenlein, 2010; Kim & Shin, 2015; Customer awareness and training cost have been diminished by use of

SMM
[1][2][3][4][5]

COS4 Acquity Group, 2014; Chung et al., 2017 The overall advertising and promotion cost have gone down using SMM [1][2][3][4][5]
SMM1 Dwivedi et al., 2015; Shareef et al., 2019 For advertising my products and services social media marketing is

helpful
[1][2][3][4][5]

SMM2 Aral et al., 2013; Abed et al., 2015a, 2015b Because my competitors are using social media for marketing, I should
use it

[1][2][3][4][5]

SMM3 Culnan et al., 2010; Shareef et al., 2019 Usage of social media marketing technique is good for my business [1][2][3][4][5]
IOB1 Sullivan & Koh, 2019; Fatima & Bilal, 2019 My business performance has been increased using social media

platform
[1][2][3][4][5]

IOB2 Aral et al., 2013; Chung et al., 2017 My sales are above average compared to others using social media
platform

[1][2][3][4][5]

IOB3 Aral et al., 2013; Elbanna et al., 2019 My customers feel more connected with my business after using social
media

[1][2][3][4][5]

IOB4 Dwivedi et al., 2017; Abed et al., 2015a, 2015b My efficiency to identify the customers’ need has been increased using
SMM

[1][2][3][4][5]

IOB5 Chung et al., 2017; Shareef et al., 2019 Creativity of my employees has been enhanced through use of SMM [1][2][3][4][5]

SD = Strongly Disagree; D = Disagree; N = Neither agree nor disagree; A = Agree; SA = Strongly Agree.
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Table A2
Loadings and Cross loadings.

PEU PEOU COM FCO COS SMM IOB

PEU1 0.84 0.44 0.46 0.44 0.32 0.33 0.32
PEU2 0.85 0.37 0.47 0.46 0.37 0.34 0.40
PEU3 0.85 0.39 0.41 0.47 0.38 0.35 0.43
PEU4 0.86 0.41 0.44 0.43 0.44 0.44 0.45
PEU5 0.89 0.46 0.42 0.31 0.46 0.47 0.49
PEOU1 0.43 0.90 0.33 0.38 0.34 0.44 0.41
PEOU2 0.41 0.91 0.38 0.37 0.37 0.37 0.36
PEOU3 0.37 0.92 0.36 0.32 0.38 0.38 0.38
PEOU4 0.39 0.78 0.44 0.49 0.41 0.40 0.42
PEOU5 0.41 0.87 0.31 0.41 0.40 0.40 0.42
COM1 0.44 0.43 0.89 0.44 0.42 0.37 0.40
COM2 0.46 0.37 0.89 0.43 0.42 0.38 0.42
COM3 0.36 0.39 0.81 0.49 0.41 0.41 0.37
COM4 0.42 0.31 0.77 0.41 0.39 0.41 0.32
FCO1 0.41 0.44 0.45 0.88 0.41 0.47 0.36
FCO2 0.47 0.49 0.47 0.90 0.31 0.48 0.32
FCO3 0.39 0.31 0.41 0.89 0.32 0.33 0.37
FCO4 0.37 0.36 0.37 0.94 0.48 0.32 0.44
FCO5 0.44 0.43 0.39 0.92 0.41 0.44 0.49
FCO6 0.40 0.41 0.44 0.91 0.34 0.40 0.41
COS1 0.42 0.44 0.38 0.36 0.86 0.42 0.36
COS2 0.41 0.34 0.37 0.36 0.89 0.44 0.33
COS3 0.47 0.38 0.36 0.42 0.87 0.51 0.41
COS4 0.48 0.37 0.34 0.44 0.83 0.39 0.48
SMM1 0.41 0.31 0.41 0.44 0.33 0.91 0.37
SMM2 0.37 0.32 0.44 0.42 0.33 0.75 0.39
SMM3 0.39 0.37 0.43 0.47 0.39 0.88 0.45
IOB1 0.37 0.40 0.47 0.31 0.37 0.39 0.85
IOB2 0.38 0.41 0.48 0.32 0.38 0.32 0.85
IOB3 0.49 0.43 0.41 0.36 0.46 0.36 0.84
IOB4 0.44 0.47 0.33 0.39 0.41 0.46 0.89
IOB5 0.47 0.49 0.37 0.44 0.44 0.44 0.86

Table A3
Path Weights with Estimation of R2.

Effect Path Coefficient Hypothesis p-value R2 Remarks

Effect on SMM 0.52
by PEU 0.571 H1 *** (p < 0.001) Supported
by PEOU 0.472 H2 * (p < 0.05) Supported
by COM 0.551 H3 *** (p < 0.001) Supported
by FCO 0.023 H4 ns (p > 0.05) Not Supported
by COS −0.641 H5 *** (p < 0.001) Supported
Effect on IOB 0.76
by SMM 0.682 H6 *** (p < 0.001) Supported

Table A4
Statement of hypothesis with remarks.

Hypothesis Statement Remarks

H1 Perceived Usefulness (PEU) has a significant and positive impact on the SMEs to adopt SMM. Supported
H2 Perceived Ease of Use (PEOU) has a significant and positive impact on the SMEs to adopt SMM. Supported
H3 Compatibility (COM) has a significant and positive impact on the SMEs to use SMM Supported
H4 Facilitating Conditions (FCO) has significant and positive impact on the SMEs to use SMM. Not Supported
H5 Cost (COS) has a significant and negative impact on the SMEs to use SMM. Supported
H6 Social Media Marketing (SMM) has a significant and positive effect on the Impact on Business (IOB), so far as SMEs of India are concerned. Supported
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Appendix B. Supplementary data

Supplementary material related to this article can be found, in the online version, at doi:https://doi.org/10.1016/j.ijinfomgt.2020.102103.
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