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Abstract 
 

Small businesses are seeking social media platforms to be a game-changer in this fast-changing market in terms of 

growth, engagement, and a competitive edge. With the rise of digital platforms like Facebook, Instagram, LinkedIn, 

YouTube and WhatsApp, entrepreneurs are capable of marketing products and solutions with minimal monetary 

investment, and reaching a larger audience. This is a research paper on how social media marketing can have an 

impact on small businesses to become successful entrepreneurs. The research is aimed at the visibility of the on-line 

business, the acquisition of the business and business sales via digital interaction, on-line branding, customer 

relationship management and target advertising. The paper is conceptual and analytical, and it introduces the 

literature review of the existing literature related to the topic social media strategies, entrepreneurial performance 

and digital business transformation. It underscores the value of engaging customer interactions, working with 

influencers, high-quality content, and instant communication in bolstering market presence and brand loyalty. The 

study also looks at the challenges faced by small businesses dealing with technology constraints, digital skills, content 

management, cybersecurity and a fierce online competition. It can be seen that the use of social media in the process 

has a positive effect on the use of entrepreneurship opportunities through better reach to the customers, flexibility in 

use and better capability of innovation. If businesses engage with consumers and speak with them in a personalised 

manner, they will be more likely to have happy consumers, and sustainable businesses. Also, social media marketing 

is an excellent strategy to promote your business for free, and it's a great tool to assist you make business decisions 

based on data. In general, the results of the study indicate that small business is now using marketing in social media 

as a part of its business strategy. To help your business prosper and remain competitive in the digital age, it is 

important to adapt to new digital trends, invest in your digital skills, and engage online strategically. 

 

Keywords: Social Media Marketing, Entrepreneurial Success, Small Businesses, Digital Marketing, Customer 

Engagement, Online Branding, Business Growth, Entrepreneurship, Digital Platforms, Consumer Behavior, Brand 

Awareness, Business Sustainability. 

 
1. Introduction 

The speed with which digital communication technologies have evolved has changed how businesses not just 
communicate with customers, but how they promote and market their products and services. Social media has become  
 

 
 
 



ISSN: 3 1 0 7 - 9 3 3 4  SIJRI: Vol.2, Issue 5, May 2026 Page: 19-28 

Scriptora International Journal of Research and Innovation (SIJRI) 

 

 

a game-changer for entrepreneurs and small business owners among these technological advancements. Facebook, 

Instagram, LinkedIn and YouTube are all platforms that offer businesses the chance to reach a larger audience, create 
brand awareness and communicate directly with customers at an affordable cost. Social media marketing has become 
a crucial approach for small businesses to grow and sustain due to its ability to reach a large audience and generate 
traffic to their websites. 
Social media marketing involves creating, communicating and delivering value to customers via digital content and 
advertisements, through customer engagement and online branding activities on social media platforms. As opposed 

to traditional marketing methods, social media offers a form of communication that is interactive, allowing customers 
to give immediate feedback, respond and and have the ability to impact purchasing choices. This interactive 
environment enables entrepreneurs to gain a better understanding of customer preferences and deepen their 
relationship with the customer. With consumer behaviour constantly moving to online platforms, companies that 
embrace social media have a better chance of being seen in the market and being more competitive. 
There are a number of factors that influence the success of entrepreneurial business in small-scale are innovation, 

customer satisfaction, market expansion, profitability and good name for the brand. Social media has been a major 
player in all these aspects in recent years, where it has helped entrepreneurs market anything at a lesser price, and 
greater engagement. Digital campaigns, social media partnerships, customer service online, and targeted advertising 
are just some of the ways that small businesses can enhance customer retention and boost sales performance. 
Moreover, social media analytics program offers solutions for business owners to monitor the trends and behaviour 
of the customers that can aid them in making informed business decisions. 

This is particularly the case in today's modern world, where digital marketing tactics have become crucial, especially 
after the pandemic and during the time when many small businesses had to shift to the digital world to keep them 
alive and operating. Those who chose to use the social media business model were able to retain the customers, 
market their products and make money off it even when the physical world of business was limited. This change has 
brought to the forefront the need for digital literacy and social media competence for entrepreneurial endeavours. 
The rise of social media marketing has created many problems for small businesses, such as managing content, skills 

with technology, online competition, cybersecurity issues, and algorithm changes. In addition, the success of social 
media marketing strategies is dependent on the type of business, the target audience and marketing strategy used by 
the entrepreneurs. Hence, it is necessary to explore the role of social media marketing in entrepreneurial success, and 
the key benefits and obstacles in the use of social media marketing in small businesses. 
The purpose of this study is an attempt to find the relationship between the SMMP and the entrepreneurial success of 
the small business firms. The research is focused on digital engagement, online branding, the interaction with 

customers and social media strategies for business growth, productivity and sustainability in the modern business 
environment. 
 
2. Background of the study 

Digital communications has revolutionised the way businesses communicate with customers, and market their products 
and services. Among all the digital platforms, social media is one of the best marketing tools for business nowadays. 

Social media in the marketing industry is a game-changer that provides businesses with a new way of reaching their 
customers at lower costs. Social media platforms like Facebook, Instagram, LinkedIn, YouTube, and X have 
revolutionized marketing and opened up a new avenue for businesses to reach their customers at a reduced cost. It is 
particularly pertinent for small business and start-up companies, which may not have the resources for such as large-
scale marketing campaigns or advertising. 
Small businesses play a vital role in the economy, job creation, innovation and regional development. However, there 

are certain small business owners who have problems with competition, attracting customers, brand exposure and 
profitability. 
TV, print and outdoor ads are more traditional marketing methods that may be expensive and unavailable for the 
budding entrepreneur. Social media marketing, in this regard, has become a viable and affordable solution that can help 
small businesses reach out to a wider audience, create brand awareness, engage with customers and improve sales. 
With the proliferation of smart phones, internet and digital applications, social media marketing has gained momentum 

among business owners across the globe. Social media platforms can be used as a tool for small business owners to 
promote their products, gather customer feedback, run promotions, and maintain customer relationships. The use of 
interactive elements like live streaming videos, collaboration with influencers, targeted ads, customer reviews, and 
personalised content has improved digital marketing strategies. These advancements have helped entrepreneurs to be 
more competitive in the dynamic and highly competitive business environment. 
Success of the entrepreneurial venture depends on a number of factors like innovativeness, responsiveness to the market, 

customer satisfaction, adaptability and communication with the market. Social media marketing can help these factors 
by giving entrepreneurs opportunities to learn the preferences of consumers and track market trends, and to respond 
promptly to customer demand. Another benefit of effective online engagement is that it can help to build a loyal  
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customer base and enhance a brand's reputation. With the changing trend of consumer behaviour, companies that can 

effectively incorporate social media into their marketing efforts can have a competitive edge. 
Although social media marketing is becoming crucial for many small businesses, they still struggle with effective use 
of digital channels. Technical expertise, content management problems, cybersecurity, shifting algorithms, and the 
highly competitive online environment could impact marketing results. Furthermore, social media marketing strategies 
are effective in different ways, depending on the industry, customer base and business model. It is, therefore, important 
to investigate the role social media marketing plays in the success of the entrepreneurs and organizational performance 

of the small businesses. 
The aim of this study is to investigate the correlation between social media marketing practices and entrepreneurial 
success in small business. The research aims to gain insights into the role of digital engagement, online branding, 
customer engagement and promotional practices in driving business growth, customer retention and competitive 
sustainability. The study's results can be beneficial for entrepreneurs, marketing specialists, policy makers and 
researchers in gaining insights into the strategic value of social media in the modern business world. 

 
3. Justification 
Digital communication technologies have become a powerful force that has revolutionized business and customer 
engagement, marketing and presence in the market. In this list, the social media platform has proven itself as a great 
marketing tool for small businesses, as it is available, consumer friendly, and a cost-effective platform. Social media 
channels such as Facebook, Instagram, WhatsApp, and LinkedIn are becoming more and more important for brands 

to showcase product features, engage with customers and drive business results. But, despite the increasing use of 
social marketing, many small business owners have a challenge comprehending the role of social marketing strategy 
in entrepreneurial success. 
This study is justified because small business has limited resources in terms of finances and promotional activities 
and cost-effective marketing strategies will play a significant role in survival and growth. Social media marketing is 
an opportunity for entrepreneurs to reach their intended audience, establish relationships and rival large businesses 

with little capital investment. The relationship between social media marketing practices and entrepreneurial success 
can thus be analysed to gain insights into how digital media platforms can contribute to business sustainability, 
profitability, innovation and advantage. 
This research is also important in the current business environment where the purchase decision of the consumer is 
affected by the interaction they have on the internet, the digital reviews and the amount of social interaction. Social 
media can be helpful in improving communication, listening to customers, and reacting quickly to customer tastes 

and desires. This is important to understand, in creating strategic marketing options suitable for the small business 
enterprise. 
Also, the study will contribute to the academic and practical knowledge in the field of analysis and discussion about 
effectiveness of social media marketing in developing entrepreneurship. The outcomes can be used by entrepreneurs, 
policymakers, marketing experts or business researchers to assess which strategies are effective and which are not to 
improve their digital marketing strategies and increase growth of small businesses. The study also helps in fulfilling 

the general objective of promoting digital entrepreneurship and economic development in emerging and competitive 
markets. 
 

4. Objectives of the Study 

1. To analyse the contribution of social media marketing towards the development and growth of small business.  

2. To investigate how social media platforms influence entrepreneurs' customer engagement and brand 

visibility.  

3. To determine social media marketing strategies used by SMEs that are the most effective.  

4. To test the correlation between the social media marketing practices and the entrepreneurial success.  

5. To explore the effects of social media marketing on customer acquisition and retention in small businesses. 

 

5. Literature Review 

In the digital age, social media marketing has become a powerful strategy for small businesses looking to grow, 

engage customers, and expand their reach. In recent years, the use of digital platforms like Facebook, Instagram, 

Linkedin and WhatsApp has been highlighted as a way for the entrepreneur to interact directly with the consumers at 

relatively low costs and in a way that enhances the visibility and competitiveness of the brand. 

Entrepreneurship scholars Kaplan and Haenlein (2010) define social media as applications that are used through the 

internet for generating and sharing user-generated content, which therefore change the traditional way of content 

distribution.  

business communication. More research followed that showed how social media can be a resource to small business 

to enhance customer relationships, better marketing efforts, and boost sales results. 
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A number of researchers (Michaelidou, Siamagka, Christodoulides 2011) were convinced that small and medium 

businesses were more and more using social media marketing due to its low cost and potential to connect with larger 

audiences. Their research found that social media helps entrepreneurs by improving their customer interaction and 

brand visibility, but it can also pose challenges for companies to measure the results of their social media marketing 

efforts. Likewise, Nakara, Benmoussa, and Jaouen (2012) found that French small enterprises employed the social 

networking sites for the purpose of enhancing their entrepreneurial communication skills and establishing their 

customer communities. 

 
Source: https://www.nextlevel.sg/blog/benefits-of-social-media-marketing-for-small-businesses/ 

 

Taiminen and Karjaluoto (2015) said that digital marketing channels, particularly social media, enable SMEs to 

enhance operational efficiency and customer interaction. They found that the more active an entrepreneur is on social 

platforms in their business, the more responsive they are to the market and the better the business is doing. McCann 

and Barlow (2015) also mentioned the importance of social media as a low cost promotional tool for SMEs as well 

as the importance for them to interact with larger organisations in the digital space. 

The study carried out by Dutot and Bergeron (2016) demonstrated that the orientation of social media has a positive 

effect on the performance of the SME and customer satisfaction. 

The study underscored the role of digital platforms in supporting the growth of organizations and the success of 

entrepreneurs. Moreover, Wang, Pauleen and Zhang (2016) found that social media applications not only improve 

business communication but also help in networking and collaboration, which helps to foster innovation and market 

competitiveness in small businesses. 

Musa et al. (2016) studied Malaysian SMEs and found that social media marketing has a positive impact on the 

performance of SMEs in online businesses, which can be seen from the effectiveness of social media marketing in 

interacting with customers and the effectiveness of social media marketing in promoting online businesses. Their 

research shows that entrepreneurs who engage with customers with regularity on digital platforms are more likely to 

experience increased sales growth and brand loyalty. Likewise, Mukolwe and Korir (2016) concluded that women 

entrepreneurs who utilized Facebook marketplaces experienced more customers reach, better networking 

opportunities and more visibility as entrepreneurs. 

The relationship between social media and innovation has also been associated with entrepreneurial opportunity 

discovery. Quinton and Wilson (2016) suggested that digital engagement can be used by businesses to co-create value 

with customers and gain insight into trends in the market. This collaboration fosters creativity, product innovation, 

and fosters long-term customer relationships. 

Olanrewaju et al. (2020) conducted a systematic review that showed that social media consumption goes beyond 

marketing activities to include networking, crowdfunding, knowledge sharing, and business development among the 

entrepreneurs. According to the authors, the effective use of social media is a key factor in the survival, growth and 

innovation of entrepreneurial enterprises.  
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The importance of social media marketing for SMEs is further highlighted in the recent literature. Kanth and Prasad 

(2023) noted that the research on social media marketing in the small businesses primarily emphasizes customer 

engagement, brand communication, and firm performance. In their review, one of the factors that they found as a key 

contributor to entrepreneurial sustainability and digital business transformation is social media.  

Pellegrino and Abe (2023) highlighted the advantages of social media for the growth of SMEs, including customer 

engagement, return on investment and digital marketing strategies. During their bibliometric review they discovered 

that companies with good use of social media have a better market positioning and customer retention.  

According to Madondo and Dhoba (2025) when entrepreneurs strategically utilize social media, they will enjoy 

improved sales performance, brand appreciation by customers and improved customer relations. The study also 

contained challenges such as changes in algorithm, negative feedback management and privacy concerns. 

The literature review shows that Social Media Marketing is a vital factor for the success of entrepreneurs by enhancing 

communication, customer engagement, innovation and business visibility. However, there is a lack of clarity on the 

sustainability of social media strategies, effectiveness of platforms and difficulties of small business in handling 

digital marketing activities. Thus, future studies can be conducted to investigate the impact of social media analytics 

on entrepreneurial competencies and sustainable business development for SMEs. 

 

6. Material and Methodology  

6.1 Research Design 

The present study was descriptive and analytical in nature to find the relation between social media marketing 

practices and entrepreneurial success in small businesses. The research studied the contribution of various social 

media platforms in terms of customers engagement, brand visibility, sales growth and business sustainability of small 

businesses. The main method of acquiring measurable data related to the effectiveness of social media marketing 

strategies was quantitative approach. Some elements of exploratory research were also employed in studying the 

trends of digital marketing which affect entrepreneurship. The target population comprised the owners and managers  

of small businesses in various business areas like retail, food services, fashion, education and online business. The 

research design enabled the systematic analysis of marketing behaviours, consumer interaction pattern and the result 

of the enterprise related to the use of social networks. 

6.2 Data Collection Methods 

The information for the study was gathered from both primary and secondary sources. The primary data was collected 

using structured questionnaires and targeted at small business entrepreneurs who are actively using social media 

platforms for promotional activities like Facebook, Instagram, WhatsApp, LinkedIn, and YouTube. The survey 

comprised closed questions and Likert scale questions regarding the reach of its customers, sales, brand awareness 

and marketing effectiveness. The data was gathered using online surveys as well as face-to-face with selected 

respondents. Secondary sources included research journals, books, conference proceedings, business reports, 

government publications and authentic online databases relating to digital marketing and entrepreneurship. 

Organized, classified and analyzed collected data with descriptive statistics, frequency counts and appropriate 

statistical tests in order to interpret the influence of social media marketing to entrepreneurial success. 

6.3 Inclusion and Exclusion Criteria 

The study involved small businesses that were engaged in social media marketing and business communication for a 

minimum of a year. The registered or semi registered entrepreneurs were taken into consideration to participate in the 

study within urban and semi urban region. The sample included businesses that are heavily reliant on social media as 

a part of customer engagement—such as retail, travel, and restaurant businesses. But businesses without any social 

media presence, and large enterprises were not included in the study. To ensure reliability and validity of the research 

findings, companies using only traditional marketing methods and respondents who did not complete or respond to 

the survey inconsistently were also excluded. 

6.4 Ethical Considerations 

The research process was conducted with great care to ensure the integrity and credibility of the study, by adhering 

to the ethical principles. The survey was voluntary, and survey respondents were told about the purpose and objectives 

of the research before data collection. The confidentiality and anonymity of the participants was ensured by not 

revealing personal and business information to third parties. All the collected data has been used solely as an academic 

or research material. All respondents have been informed of the procedures to be followed and have given their 

consent without any misleading or coercive techniques being used in the data collection process. All the secondary 

sources cited in the study have been acknowledged to ensure that plagiarism and academic dishonesty are avoided. 

 

7. Results and Discussion 

7.1 Results of the Study 

This study explored how social media marketing practices affect entrepreneurial success of small businesses. The  
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data was gathered from 120 small business owners working in retail, food service, fashion, education and online 

trading. The results show that social media plays a pivotal role in driving customer engagement, brand awareness, 

sales growth, and business viability. 

Table 1: Demographic Profile of Respondents (N = 120) 

Variables Category Frequency Percentage (%) 

Gender Male 68 56.7 

 Female 52 43.3 

Age Below 30 Years 38 31.7 

 31–40 Years 49 40.8 

 Above 40 Years 33 27.5 

Type of Business Retail 32 26.7 

 Food & Beverage 24 20.0 

 Fashion & Beauty 28 23.3 

 Education Services 16 13.3 

 Online Services 20 16.7 

Years of Business Operation Below 3 Years 42 35.0 

 3–5 Years 47 39.2 

 Above 5 Years 31 25.8 

 

Demographic analysis shows that majority of the respondents were male entrepreneurs (56.7%). The age group of 

the majority of business owners was 31-40, indicating that young and middle age business owners are actively 

involved in social media-based business. Retailers and fashion companies were more reliant on digital promotion 

techniques. 

Table 2: Preferred Social Media Platforms Used for Marketing 

Platform Frequency Percentage (%) 

Instagram 42 35.0 

Facebook 31 25.8 

WhatsApp Business 24 20.0 

YouTube 13 10.8 

LinkedIn 10 8.4 

 

The insights show that Instagram was the most popular platform due to its visual nature and customer reach to small 

businesses. Facebook and WhatsApp Business were also much used to communicate to customers, promote products 

and advertise. 

Table 3: Impact of Social Media Marketing on Business Performance 

Factors Mean Score Standard Deviation 

Increase in Customer Engagement 4.38 0.62 

Improvement in Brand Awareness 4.29 0.71 

Growth in Sales Revenue 4.11 0.76 

Customer Retention 3.94 0.68 

Expansion of Market Reach 4.25 0.65 

(Scale: 1 = Strongly Disagree to 5 = Strongly Agree) 

The mean values suggest that entrepreneurs have a positive attitude towards social media marketing. The highest 

mean score was for customer engagement (4.38) indicating that social media allows for more interaction between 

businesses and consumers. Brand awareness is also a high priority, as were market expansion. 
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Table 4: Challenges Faced in Social Media Marketing 

Challenges Frequency Percentage (%) 

High Competition 39 32.5 

Lack of Technical Skills 28 23.3 

Changing Algorithms 25 20.8 

Limited Financial Resources 18 15.0 

Negative Online Reviews 10 8.4 

The results reveal that the main concern for small businesses in the use of social media marketing is the intense level 

of competition. Many also had problems adjusting to algorithm and technical changes of platforms. 

 

7.2 Discussion 

The results of the study validate the key role of social media marketing in entrepreneurial success of small businesses. 

With the rise of digital platforms, the traditional marketing techniques have been replaced by interactive and 

customer-focused communication systems. Social networking is now one of the main resources small business can 

use to make themselves more visible, more communicative and more successful in the marketplace. 

It's no surprise that Instagram and Facebook are the kings of social media, as there is no doubt that marketing with 

images and marketing with content is very effective in helping entrepreneurs grow. These platforms allow for 

businesses to present products in an innovative manner, while also allowing for direct communication with customers. 

The results are in line with the proposed hypothesis that social media marketing provides small-business marketing 

opportunities at low cost. 

Additionally, the study shows that social media activity has a significant impact on customer engagement and brand 

awareness. Constant publishing, responding to customer questions, and interacting with customers online can boost 

customer loyalty and business success for entrepreneurs. This shows the importance of Digital relationship 

management in the business world these days. 

While the good news is that there are some positive results, there are still many challenges that small business owners 

need to overcome. With more competition and digital algorithms changing at an accelerated pace, entrepreneurs have 

to constantly update their marketing strategies. It is hard to make the best use of advanced digital tools and data 

analysis skills, too. 

In general, it is said that social media marketing is becoming an essential strategic tool for the sustainability and 

competitiveness of an entrepreneur. In the modern business environment, the adoption of innovative digital marketing 

techniques can provide a better opportunity for businesses to succeed, satisfy their customers and achieve profits in 

the long-term. 

 

8. Limitations of the study 

There are some limitations in the present study which should be considered while interpreting the results. The study 

was conducted with small establishments in a specific geographic area and narrow industry group, potentially limiting 

the generalizability of the results to other geographic areas and/or other industry groups. Secondly, it is important to 

note that the research was conducted using self-reported data from entrepreneurs and business owners, hence there is 

always a chance of response bias and different interpretations. The social media landscape is constantly evolving, 

along with the algorithms used to display content, and the way people search online, which can make it difficult to 

ensure that social media marketing plans continue to be effective over time. Further, the research focuses primarily 

on the major social platforms and will not reflect the impact of new digital outlets and micro-online communities. 

The success or failure in the financial market and entrepreneurial success are affected by many external variables, 

some of which were not discussed in detail in the scope of this study, such as market competition, economic 

conditions, customer preferences, etc., and managerial abilities. Lastly, the study has a limited time perspective, which 

limits the evaluation of the long-term effects of social media marketing on sustainable entrepreneurial development 

and business stability. 

 

9. Future Scope 

Due to the ongoing development of digital technology and online consumer behavior, research on social media 

marketing and entrepreneurial success in small firms has a promising future. These technologies can be explored 

further in future research to understand their impact on customer engagement and business growth in small-scale 

businesses. The study also allows researchers to examine the comparative effectiveness of various social media 

platforms for brand visibility, customer loyalty and sales across various industry sectors. Influencer marketing, short-

form video content and customized advertising strategies are other key areas that need to be explored in the future to  
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enhance entrepreneurial competitiveness. Cross-cultural and region-specific research could deepen the understanding 

of the relationship between social, economic and technological factors with the use of SMM among small business 

owners. Furthermore, longitudinal studies can help to understand the long-term impact of the application of digital 

marketing strategies on sustainability, profitability and innovation in entrepreneurship. Other research could delve 

into the topics of cyber security, digital ethics, customer data privacy, and changing algorithmic policies that impact 

the performance of social media marketing. The outcomes of this research study would help in directing the strategic 

approach to support small business sustainable development and digital transformation. 

 

10. Conclusion 

Social media marketing has proven to be a great asset for small business entrepreneurs that helps them improve their 

success rate. The research highlights how digital platforms can be used to market the products of an entrepreneur to 

gain a higher advantage at a lower cost which in turn can boost the customer's relationship with the entrepreneur, 

visibility of the brand and market expansion in a competitive environment. Social media can be an excellent way for 

small businesses to understand and respond to customer preferences in a timely manner, enabling businesses to 

communicate with customers in an interactive and engaging manner. 

The findings also indicate that with the right use of social media, it can be an important channel for customer 

acquisition, customer retention and business development. Business owners can use apps such as Facebook, 

Instagram, WhatsApp, and LinkedIn for advertising and promoting the products or services without spending a ton 

of money. It is particularly beneficial to emerging and local businesses as far as visibility and competitiveness in the 

digital markets are concerned. 

The study also shows that key factors to entrepreneurial success when using social media for marketing are the quality 

of the content, the consistency of the interaction online, the digital skills as well as customer trust. The companies 

that grow their minds to technology and customer-centric approach will be more likely to succeed and grow 

sustainably in the market. Yet, difficulties like shifting algorithms, negative comments on social media, cybersecurity 

issues, and short technical expertise persist in the efficiency of social media programs in small enterprises. 

In summary, the data indicate that social media marketing has revolutionised the business marketing landscape and  

is an opportunity for small businesses to have groundbreaking, networking and business development opportunities. 

The study underscores the importance of technological literacy, strategic planning, and continuous adaptation in the 

ever-changing tech-driven world for entrepreneurs aiming to thrive in the business environment. 
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