International Journal of Early Childhood Special Education (INT-JECSE)
DOI:10.48047/intjecse/v14i2.1099 ISSN:1308-5581 Vol14, Issue02 2022

Evaluating the Effectiveness of Facebook as a Marketing Tool for Small
Business Management: An Empirical Study

Jitendra Singh Chauhan
Asst. Professor, School of Management, Graphic Era Hill University,
Dehradun Uttarakhand India

Abstract

Users now depend on online social networks (OSNs) like Facebook to connect and share information.
Businesses are aware of OSNs' ability to study social interactions and build relationships with clients.
Social media marketing has revolutionized consumer behaviour and communication, enabling
companies to interact directly and affordably with their clients. Small firms, however, frequently fail
to take use of social media marketing's advantages. Marketing tactics and customer-business relations
have altered as a result of Facebook and other platforms. In social media marketing, user-generated
content, brand equity, and word-of-mouth promotion are crucial. Businesses are spending more on
social media, utilizing sites like Facebook for marketing, customer service, and communication, and
placing a strong emphasis on user involvement and trust-based advertising. Purchase intentions are
influenced by a strong brand reputation and customer referrals. The value of involvement on websites
like Facebook is highlighted by increased expenditure in social media operations.
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Introduction:

Through user profiles and connections, online social networks (OSNs) have developed into crucial
venues for users to share, produce, and consume information. OSNs have a vital place in users' life
since they make social connections, communication, and sharing easier. Businesses and organisations
use OSNs to investigate social interactions, viral marketing, and idea propagation because they
recognize their potential for connecting with and learning more about their customers. Launched in
2004, Facebook is a prime example of the global influence of OSNSs, with billions of active users that
log on frequently. OSNs offer a plethora of useful data that organisations may use to target particular
client segments, such as personal information and interests.Businesses may interact with people, raise
awareness, spark interest, and use user-generated material to promote their brands by using OSNs like
Facebook. Small firms are starting to see the advantages of implementing OSNs for value creation.
(Hopkins, 2012). From print media to electronic media, then to social media in the digital sphere,
marketing communications have evolved. In the new millennium, people not only favour online
shopping but also use social media to research products and services before making purchases. This
pattern suggests that users trust their social media acquaintances and friends more than brand
marketing. The methods and resources utilised by businesses to interact with customers have changed
significantly as a result of social media. The aspects of conventional integrated marketing
communications are combined with those of word-of-mouth marketing, in which consumers spread
information among themselves and firms have limited control over the content.Consumer opinions of
goods and services are shaped by social media interactions, which offer a fun venue for sharing
stories, jokes, videos, and comments from friends. In comparison to conventional communication
methods, it enables companies of all sizes to engage with customers directly at lower prices and with
greater efficiency. Small and medium-sized businesses (SMEs) can use social media to expand their
customer base and increase brand awareness through word-of-mouth advertising. However, a lot of
small businesses have trouble reaching their target market successfully and are not aware of the
advantages of social media marketing. For small businesses to properly use social media, planning
and strategy are crucial.(Hassan et al., 2015)

Literature Review:

The most often used social media platform among marketing managers is Facebook. Social media
marketing is a cost-effective tactic that enables companies to swiftly and effectively reach a huge
number of customers. For luxury fashion firms, social media marketing can increase consumer equity
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and buy intents, underscoring its value in raising customer and brand equities. Social media has
established itself as a popular and successful marketing tool, providing businesses with affordable
ways to connect and interact with customers. It could improve brand equity and client loyalty.(Hassan
etal., 2015).

Information and communication technologies (ICTs) have significantly impacted the global economy
over the past three decades. Before the emergence of Web 2.0 and social media, information on the
internet was static, and interaction was scarce. User-generated content can affect buyer’s decisions
and undermine the authority of conventional advertisement promotion thanks to social media
platforms that make it possible to create and share it. ICTs have had a significant impact on small-
scale companies, with the internet and social media revolutionizing how people obtain information,
plan purchases and share their experiences as buyers. (Mariani et al., 2016).

The emergence of social media platforms has significantly altered how consumers engage with
businesses and other consumers, which has an effect on how businesses draw in and keep current
clients. Social media's impact on customer information selection, sharing, and evaluation has
impacted conventional marketing strategies like mass media advertising. Marketers are now aware of
the strength of the social communities, individualized interactions, practicality, and thorough
information search capabilities provided by social media platforms. They are doing this by boosting
their social media budgets, which has led to a significant rise in digital interactive advertising. With a
sizable portion of its active users accessing, it via mobile devices, Facebook has emerged as the
largest social media network globally. (Duffett, 2015).Because Facebook so widely used, marketers
and companies are rushing to use them because that is where their clients, suppliers, and other
stakeholders are. Social media has completely changed the way businesses engage with their
stakeholders by opening up new lines of contact. This has prompted the incorporation of social media
into numerous corporate operations and processes. The Technology Acceptance Model (TAM) can be
used to explain why people's acceptance and use of social media are based on their own personal
goals and objectives.The behaviour of computer users is explained by the Technology Acceptance
Model (TAM). It was founded on social psychology's Theory of Reasoned Action (TRA). TAM
focuses on two factors that influence people's attitudes and intentions towards using technology:
perceived usefulness (PU) and perceived ease of use (EU). The TAM has been updated to predict
technology usage by taking social influence mechanisms into account. TAM is used to describe the
voluntary social networking site usage patterns. Perceived EU is the degree to which users consider a
social networking site to be user-friendly, and PU is the degree to which users believe utilising the site
helps them meet their needs. (Rauniar et al., 2014).

The growing usage of internet technologies in the workplace has given businesses the freedom to
conduct business whenever and wherever they choose. Facebook has established itself as a flexible
tool used for a variety of organisational reasons, including marketing, communication, and customer
support, among small and medium-sized firms (SMEs). Facebook adoption by SMEs is influenced by
a number of variables, including as compatibility, cost effectiveness, trust, and interaction. The degree
to which an innovation is compatible with the requirements and values of potential users is referred to
as compatibility. Cost-effectiveness takes into account how accessible and affordable social media is.
Interactivity concentrates on the platform's capability for user involvement and interaction, while trust
is focused on the dependability and credibility of information gained from Facebook. These factors
play a role in the adoption and usage of Facebook among SMEs. (Ainin et al., 2015). Because
customers rely on social media for information, businesses may build trust and a solid reputation.
Social media users are categorised into groups in various studies. Businesses must comprehend their
target clients, their online tastes, and the competition in order to use social media for marketing
efficiently. Creating a company's social media presence, interacting with followers, and doing
research are all part of social network marketing (SNM). For online reputation, word-of-mouth and e-
WOM marketing are essential. (Oztamur & Karakadilar, 2014).More consumers are using social
media and the internet for relationship building and networking. The ability to orchestrate across
platforms more easily, to own customer connections and data, to be liberated from platform
constraints, and to improve revenue potential are all made possible by using a website as the final
destination. Businesses have a rare opportunity to reach customers with appealing and persuading
messaging when they have a website. (Jones et al., 2015).
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Users can actively participate with Facebook advertising by liking, sharing, and viewing who else has
interacted with the ads. Social media posts made by users, such those on Facebook, are seen as
trustworthy and charitable. On Facebook, advertisers are switching from push advertising to trust-
based advertising, engaging users and promoting products through word-of-mouth. When it comes to
consumer impression and purchasing behaviour, brand image is extremely important. Strong brand
equity and perceived value are enhanced by strong brand image. Value of the item and suggestions
made by other customers, particularly those on social media, have an impact on purchase intention.
User-generated word of mouth and firm-created advertising work together to promote companies
informally and on the fly.(Dehghani & Tumer, 2015). Companies are spending more of their
marketing money on social media-related initiatives. In order to engage target audiences and
accomplish marketing objectives, content marketing is essential. Engagement on websites like
Facebook is crucial for the effectiveness of marketing campaigns.(Lee et al., 2018)
Objective of the Study
To evaluate the effectiveness of Facebook as a marketing tool for small business management
Methodology
This study utilized a structured questionnaire as a survey tool to collect data from 201 participants.
Various statistical techniques, including mean calculation and t-test, were employed to analyze the
gathered data. Convenience sampling was adopted as the sampling technique, wherein participants
were selected based on their ease of access and voluntary participation.

Table 1 Evaluating the Effectiveness of Facebook as a Marketing Tool for Small Business

Management

Serial Statement of Survey Mean
No. Value t-value p-value

1 Facebook allows small businesses to target specific
demographics and interests when running ads, making | 4.27 9.891 0.000
it an effective tool for reaching their target audience.

2 Facebook offers various advertising options with
flexible budgets, allowing small businesses to allocate
their resources efficiently and run cost-effective
marketing campaigns.

3.72 2.683 0.004

3 Facebook provides a vast potential customer base for
small businesses to promote their products or services | 4.29 9.357 0.000
to a wide audience.

4 Facebook offers features like comments, likes, and
shares, enabling small businesses to engage with their
audience and build relationships, fostering brand
loyalty and customer retention.

4.06 5.642 0.000

5 Facebook's advertising platform provides detailed
analytics and insights into ad performance and | 3.95 4811 0.000
optimize their marketing strategies accordingly.

6 Small businesses can create customized Facebook
pages that showecase their brand identity, allowing | 4.26 9.037 0.000
them to establish a strong online presence.

7 Facebook allows small businesses to share various
types of content enabling them to showcase their
products or services creatively and engage their
audience with compelling content.

3.62 1.441 0.076

8 Facebook's Messenger and Messenger Ads provide
small businesses with the opportunity to send
personalized messages to customers which allows for
direct communication.

4.09 8.153 0.000

9 Facebook groups and pages enable small businesses to
create communities around their brand, fostering a | 4.07 7.376 0.000
sense of belonging and loyalty among customers.
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10 Facebook's advertising tools can be integrated with
other platforms and services allowing small businesses
to leverage multiple channels and maximize their
marketing efforts.

4.33 10.950 0.000

Tablel presents the mean values for different statements in a study on “evaluating the effectiveness of
Facebook as a marketing tool for small business management”. The statement with the highest mean
score, 4.33, suggests that “Facebook's advertising tools can be integrated with other platforms and
services allowing small businesses to leverage multiple channels and maximize their marketing
efforts”. The next statement, scoring 4.29, indicates that “Facebook provides a vast potential customer
base for small businesses to promote their products or services to a wide audience”. Furthermore, a
mean value of 4.27 suggests that “Facebook allows small businesses to target specific demographics
and interests when running ads, making it an effective tool for reaching their target audience”. The
statement “Small businesses can create customized Facebook pages that showcase their brand identity,
allowing them to establish a strong online presence” obtained a mean score of 4.26, while the
statement “Facebook's Messenger and Messenger Ads provide small businesses with the opportunity
to send personalized messages to customers which allows for direct communication” had a mean
value of 4.09. On the other hand, the mean value of 4.07 suggests that “Facebook groups and pages
enable small businesses to create communities around their brand, fostering a sense of belonging and
loyalty among customers”. The statement “Facebook offers features like comments, likes, and shares,
enabling small businesses to engage with their audience and build relationships, fostering brand
loyalty and customer retention” obtained a mean score of 4.06. Furthermore, the mean value of 3.95
indicates that “Facebook's advertising platform provides detailed analytics and insights into ad
performance and optimize their marketing strategies accordingly”. In contrast, the last two statements,
with mean values of 3.72 and 3.62, fall within the lowest category. These statements highlight that
“Facebook offers various advertising options with flexible budgets, allowing small businesses to
allocate their resources efficiently and run cost-effective marketing campaigns” and “Facebook allows
small businesses to share various types of content enabling them to showcase their products or
services creatively and engage their audience with compelling content”. The t-values for each
statement in the investigation of the evaluating the effectiveness of Facebook as a marketing tool for
small business management were positive and statistically significant (p < 0.05), indicating a
significant relationship between the variables.

Conclusion: -

Online social networks like Facebook have become fundamental to users' life by facilitating social
interaction, communication, and knowledge sharing. These platforms have the ability to help
businesses monitor consumer behaviour, carry out viral marketing campaigns, and promote their
products. Traditional marketing techniques have been altered by social media marketing, which
combines components of integrated marketing communications with word-of-mouth marketing.
Through proper social media planning and strategy, small and medium-sized businesses can grow
their consumer base and raise brand awareness. The biggest social media platform, Facebook, has
revolutionised customer engagement and been integrated into many corporate operations. Platforms
like Facebook facilitate user-generated content, trust-based advertising, and strong brand perception,
all of which have a big impact on consumer behaviour and purchase decisions.The growing
importance of participation and investment in social media activities highlights its significance in
modern marketing.
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