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Abstract

Social media has become an emerging integral component to any business in
the COVID-19 era. This study on social media adoption by SMEs in the
COVID-19 era using the VT4 framework is thus essential. This study sought
to investigate how the VT4 influences social media adoption and growth of
SMEs. A quantitative research design was used to carry out this study. The
target population of the study was SMEs staff in the clothing industry in Lu-
saka. A structured questionnaire was used as the data collection tool on 240
randomly selected sample size. The Statistical Packages for Social Sciences
(SPSS) was used for data analysis. The study first sought to establish the social
media platform adopted by SME:s in their business and the factors that influ-
ence adoption. The findings of the study revealed that Facebook was the most
used social media platform among SMEs followed by WhatsApp. The least
used was YouTube. The results of the study further revealed that among the
factors that influenced social media adoption by SMEs was perceived useful-
ness and society’s attitude. The study further sought to establish the impact of
VT4 on social media adoption and SME growth. Descriptive analysis and the
Pearson’s correlation were used to analyze the results. The results of H; to Hs
showed a statistically significant Pearson’s correlation with P Value of less
than 0.005 (sig. 2-tailed) < 0.05, indicating that there is a statistically signifi-
cant relationship between the VT4 and social media adoption and SME
growth. Consequently, the study established that there was a statistical rela-
tionship between the VT4 (the independent variable) and social media adop-
tion and SME growth (the dependent variable). The study thus concluded
that SMEs in the clothing industry in Zambia have adopted social media and
this has enhanced their growth. To elicit positive impact of the VT4 on social
media adoption and SME growth, the study recommends mandatory social

DOI: 10.4236/0jbm.2022.106159 Nov. 16, 2022

3202 Open Journal of Business and Management


https://www.scirp.org/journal/ojbm
https://doi.org/10.4236/ojbm.2022.106159
https://www.scirp.org/
https://doi.org/10.4236/ojbm.2022.106159
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/

G. Kakumbi, J. Phiri

media presence by SMEs via any two or three prominent social media plat-
forms such as Facebook, WhatsApp or Twitter and formulation of a delibe-
rate policy that will offer training to staff so that they come to a better under-
standing of the VT4 model so as to enable them utilize social media optimal-
ly. Furthermore, the study recommends putting up of a deliberate policy by
government that will make electronic gadgets such as smart phones affordable.

Keywords

Component, VT4, Social Media, Organizational Growth, SME, Lusaka,
Zambia

1. Introduction

The coming of the novel Corona Virus Disease, popularly known as COVID-19,
has affected the whole world with many countries, including Zambia closing
their borders, businesses and placing citizens under quarantine or lockdown.
This has had an impact not only on peoples’ lives but also on all businesses espe-
cially how business is done. Since most businesses are limited in their operations
due to COVID-19, there is need for such businesses to still remain functional
and survive. To do that, they need to tap into the opportunity offered by digital
technologies and the internet. This study examined the role of social media, in
SMEs growth strategies in the clothing industry in Lusaka, Zambia during the
COVID-19 era. It proposed the extent to which the social media enhances or
lowers the economic growth of SMEs in the clothing industry in Zambia.

The COVID-19 pandemic, since its outbreak in 2019 in Wuhan China (Kan-
dola, 2020), had infected more than 377 million people and caused more than 5.6
million deaths (Worldometer, 2022). Due to its devastating effect, the COVID-19
was declared a global pandemic by the World Health Organization (WHO). As
such, there had been frantic efforts by governments, health practitioners, multi-
nationals, businesses, individuals and all stakeholders to prevent the spread of
the disease. This led to lockdowns of nations, communities and temporally clo-
sure of physical operations of businesses in an effort to prevent the further
spread of the corona virus (OECD, 2020). Such restrictions negatively affected
human life and businesses and had implications for sustainable operations of
businesses including reduction of business activities, Human Resources inter-
vention issues related to staffing and supply chain disruptions. This caused more
severe effects on small and medium enterprises (SMEs) than on larger and global
firms, since SMEs tend to have a lower capital reserve, fewer assets and lower
level of productivity than larger firms, and are most vulnerable (OECD, 2020;
Dua, Ellingrud, Mahajan, & Silberg, 2020). The situation has been the same in
Zambia. After the outbreak of the COVID-19 pandemic, the use of some tech-

nologies that were not considered essential by SMEs such as social media and
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virtual reality related technologies became crucial to avoid complete shutdown
of the global economy (Ting, Carin, Dzau, & Wong, 2020). It is the use of such
technology that has now become the survival strategy during the lockdown of
communities by different levels of government so as to contain the spread of the
coronavirus disease (Vaccaro et al., 2020). This study was done in Lusaka Dis-
trict of Zambia, which has 645 registered businesses at the time of the study and
the sample size was 240 calculated by the Moazzam’s formula.

1.1. Statement of the Problem

Digital technologies provide a platform for connectedness around the globe re-
gardless of geographical distance. It is this that provides businesses with the op-
portunity to carry out their business regardless of the restrictions and distur-
bances that have come with the COVID-19 pandemic. According to a survey by
Fairlie & Fossen (2022), sales losses were the largest in business as most busi-
nesses faced the common challenge of reduced sales and revenue with the com-
ing of the Covid-19 pandemic due to lockdowns and movement restrictions
posing great growth challenges on SMEs compared to big businesses. A research
by UNCTAD (2021) revealed that there has been a dramatic rise in e-commerce
amid movement restrictions induced by COVID-19 with global e-commerce
jumping to $26.7 trillion in 2019 which is 4% higher compared to 2018. This in-
cluded business-business (B2B) and business to customer (B2C) sales.

This is a clear indication of the growing importance of online activities by
businesses. Perhaps social media could be an effective way to both growing and
sustaining a business during the time of the COVID-19 pandemic. Therefore,
there was a need to research on the adoption of social media (Facebook, Twitter
and WhatsApp, Instagram) in SMEs growth in the case of SMEs in Lusaka Dis-
trict of Zambia. A quantitative study was conducted to establish the role of social
media in business growth strategies and its effectiveness in the SMEs sector.
Very little research had been carried out on the topic (Papadopoulos, Baltas, &
Balta, 2020) and as such, there was need to extend this line of investigation to
examine the level of Adoption of social media on SME economic growth. This
was the basis for this study.

Therefore, this study sought to establish factors influencing the adoption of
social media by SMEs and if there is any relationship between them. The find-
ings of this research will resound with the benefits of small businesses and how
that social media plays an influential role in growing and sustaining a business
online. Furthermore, this will also help both small and big businesses to derive
from this study, recommendations on how to effectively grow and sustain their

businesses online regardless of any circumstances.

1.2. Conceptual Framework

This study’s conceptual framework adapted a VT4 theory. This theory is based
on the Agenda Setting Theory. Using this model, the study’s variables were
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marked volume, tone, ties, topics and timing as the independent variables. Social
media, represented by Facebook, WeChat, WhatsApp, Twitter and Instagram,
YouTube and SME growth represented by market penetration, development,
product development and diversification which were the dependent variables.
Figure 1 presents the conceptual framework for this study.

2. Literature Review

2.1. Theoretical Review

This study’s focus was on technology (social media) adoption or diffusion among
SMEs and the role that this plays in SMEs growth. Several theories and models
have been employed to explain technology adoption or diffusion. Among them
are the Technology Acceptance Model (TAM), Unified Theory of Acceptance
and Use of Technology (UTAUT), Theory of Reasoned Action (TRA), Diffusion
of Innovation Theory (Iluba & Phiri, 2020), the Extension of the Technology
Acceptance Model (ETAM) (Taherdoost, 2017) and the VT4 model (Carroll &
Deepshouse, 2014). This study utilized the VT4 model which best explains how
social media can influence social media use among SMEs and help them realign
their strategic plans with the expectations of their stakeholders. It is this that will
yield success in the use of social media by SMEs.

The VT4 theory is based on the Agenda Setting Theory which holds that the
media has strong influence on what people think about or consider as important.
This happens when the media selectively highlights certain events or items and
gives them prominence. When a certain item is repeatedly highlighted or pre-

sented by the media, it has the potential to become the most important topic or

Independent Variables Dependent Variables

H1

-
- H3 ’

H4

‘.
SME Growth /
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f

Figure 1. VT4 model (Source: Njuka & Phiri, 2021).
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issue to the public (Carroll & Deepshouse, 2014). For example, the current war
situation between Russia and Ukraine. The war has become the most important
issue to the public because of the publicity that the media has given it. There are
many other wars going on around the world but the Russia-Ukraine war has
taken center stage due to the influence of the media. The content volume on the
Russia-Ukraine was high in the media. This also applies to the business world.
For example, when Dr. Mujajati of Zambia broke the news on his social media
page about the virility of water melons, the media was awash with the content on
the benefits of watermelon on sexual potency. The content volume was high and
this was treated as important by the public so much so that there arose an in-
creased demand for water melons which led to a critical shortage of water me-
lons and inflated prices on the Zambian market.

The Agenda Setting theory was developed by McCombs and Shaw (1972)
who, after studying the 1968 US Presidential election, found a strong correlation
between news and media coverage and opinions held by voters. Overall, this
theory is all about the influence of media. To relate this to the corporate world,
this study employed the VT4 theory which explained factors that influence social
media adoption by organizations and how that helps with growth of SMEs in the
clothing industry. In view of this, Njuka & Phiri (2021), assert that “reputation
management creates a feedback platform for organization leadership to realize
what their stakeholder’s perception about them is about. Using social media
analysis can help the organization to realign its strategic approach with the ex-
pectations of the stakeholders”.

The VT4 framework can be applied to a variety of organizational forms and
media but in this study, it was applied to social media and SMEs in the clothing
industry. The VT4 framework/theory is made up of five content dimensions
namely volume, tone, topics, ties and timing (VT4). According to Carroll and
Deephouse (2014) volume refers to the sheer amount of stories or space dedi-
cated to an organization. It is also known as media salience (Kiousis, 2004), me-
dia exposure (Wartick, 1992) or media visibility (Carroll, 2004). All these are
concerned with amount of information or news about a particular organization,
public awareness of the organization, which is more related to this study, and
media content.

Kiousis (2004) explains that media salience has two dimensions namely, me-
dia attention which is measured mainly by the sheer volume of stories or space
dedicated to topics and media prominence which emphasizes the relative im-
portance of an object. Carroll & Huang-Horowitz (2013) divide media salience
or attention into two, namely, an organizations relevant mention which refers to
mere mention of an organization in the media and its relevant discussion which
refers to mention of an organization in the media where something substantive
is said about the organization be it a description of an organizational attribute,
action or event.

Carroll and Deephouse (2014) explain tone as the level of support for an or-
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ganization expressed in a news article, that is, the sentiment, favorability, valence
or tenor. Tone can be ordered, slanted or mixed. Ordered tone refers to ordered
continuum of negative (—1) to neutral (0) to positive (+1). When ordered tone is
used, neutral content can contain both positive and negative content which de-
monstrates a degree of balance (Pollock & Rindova, 2003). Using slanted tone,
neutral tone is conceived as the absence of positive and negative tone while
mixed tone refers to the presence of both. Tone captures five different dimen-
sions namely praise, satisfaction, inspiration, blame and hardships. This is per-
tinent to our study as organizations using social media will be able to interpret
tone which is critical to an organizations’ strategy.

Topic refers to the substantive issues, actions or people involved with the or-
ganization that appear in the media (Carroll & Deephouse, 2014). For example,
when an organization does something for the community or comes up with an
innovation that helps solve a particular problem of a community, when a partic-
ular celebrity associates or recommends a particular organization or product of a
particular organization. The main topic for organizations includes cognitive or
substantive attributes connected to corporate reputations, corporate abilities, fi-
nancial performance, management and leadership, products and services, mar-
keting and corporate communications, treatment of employees and partners,
corporate governance, environmental responsibility, innovation, to mention but
a few (Einwiller, 2013).

These serve as the basis for media reputations and have been summarized into
5 main categories namely: products/services, descriptive information, strategy,
external interactions and people (Wry, Deephous, & McNamera, 2006). There
will always be antecedents and consequences for each topic about the organiza-
tion.

Ties refer to linkages’ news media create between the focal business and another
topic, that is between one organization and another such as a person, place, ac-
tion, event or organization, market or product category. In other words, ties are
all about topics organizations want to be associated with as there are some topics
organizations want to be associated with and others they want to distance them-
selves or protect themselves against (Barnet & King, 2008). As such, organiza-
tions use the concept of ties to associate themselves to news values as a way of
increasing their news coverage. For example, when there is a sports tournament
such as the football world cup, grand prix or tennis, these events are news topics
and organizations would love to associate themselves with such so that whenever
there is something about the tournament in the media, the associated organiza-
tions can also be mentioned or shown, e.g., placing of drinks (beer, soft or ener-
gy drinks) or water on a table where an interview is taking place. This perfectly
demonstrates ties.

Lastly, is timing, which is concerned with a temporal ordering of a series of
objects with related content sequentially. Content can be ordered alphabetically,

numerically, by order of importance or occurrence, ease of understanding or ac-
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ceptance by the audience or desired effect among others. This study utilized ease
of understanding and acceptance by the audience as well as desired effect when
referring to timing as this is among the factors that influence social media use by
SMEs.

The VT4 theory or framework was suitable in this study in that it helped ex-
plain the factors that influence social media use among SMEs, the role social
media plays and how this influences an organizations growth since social media,
unlike other media gives an instantaneous interaction and feedback between the
organization and its stakeholders. As earlier stated, the use of the VT4 frame-
work enabled SMEs to use social media analysis in realigning their strategic
plans with the expectations of their stakeholders so as to make sure their organ-

izations grew. Figure 1 above presents the VT4 theory/framework.

2.2. Empirical Literature Review

In this chapter, a literature review is presented which highlights empirical lite-
rature related to this study. It begins by highlighting empirical literature on so-
cial media adoption by SMEs before highlighting empirical literature on factors
that affect social media adoption. It then looks at empirical literature on the in-
fluence of the VT4 on social media adoption and organizational growth. A study
by Njuka and Phiri (2021) on factors influencing Social Media in Managing
Corporate Reputation for a Christian Organization in Developing Countries
Based on the VT4 Model found that there is a significant role played by social
media in managing corporate reputation for Christian Organizations, however,
the gap was in how impressions or perceptions can be strategically managed in
order achieve a positive response to a given content published. In a study called
Cutting-edge Technologies for Small Business and Innovation in the Covid-19
Global Health Pandemic, Apkan et al. (2020) established that the use of some
technologies that were not considered essential by small businesses, such as vir-
tual reality related technologies became very crucial to avoid a complete shut-
down of the global economy. Therefore, many businesses of all sizes have since
implemented technologies such as virtual teams, Zoom virtual meetings, syn-
chronous remote learning, and other technologies and these technologies have
become the survival strategy during the lockdown of communities. The gap in
this study was that the study mainly on the cutting edge technology and ex-
cluded ordinary technology such as social media which most SMEs easily use.

In the same year 2020 when the Covid-19 pandemic broke out, Son & Niem
(2020) also conducted research titled using Social Media to navigate changing
Rural Markets, the Case of small community retail and service businesses. This
study argued that social media is an innovative marketing tool to promote in-
teractive, collaborative and personalized interaction with customers and stake-
holders. The study also established that the use of social media enabled small
businesses to attract new customers and foster commitment to the business.

In a study called “Social Media Implementation by SMEs: Overcoming the
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Challenges of Measurement” by Choi et al. (2014) it was discovered that lack of
time, lack of human resources, lack of market information and lack of planning
were the major challenges faced by SMEs. The measurement tools of social me-
dia effectiveness included Facebook reach, twitter reach, Youtube subscribers
under which the following are included: Clicks, Likes, Shares, Comments, Ret-
weets, Mentions, New Followers and New Fans. The gap in this study was that
only one case was selected, the selection of more than one case could have im-
proved the overall representativeness of the study.

Furthermore, in a study on of the impact of Covid-19 on Small Businesses’
Performance and Innovation by Harel (2021), it was found that the revenues of
most small businesses in industrial sector were adversely affected by the pan-
demic. It was also noted that small businesses, most of whose revenues derive
from subcontracting work to other businesses, business to business (B2B) and
from long-term agreements were likely to cope better during periods of eco-
nomic uncertainty. Businesses that are active in the international markets have
succeeded in adapting that activity to the changing demands and various trade
restrictions. The gap that this particular study had was that only one manager
from each business participated in the study and the inclusion of many partici-
pants from each business would bring out more information that could greatly
contribute to the knowledge on the topic.

Another study on the economic effects of the Covid-19 pandemic on Entre-
preneurship and Small Businesses, by Beliski, Guenther, & Kritikos (2021) dis-
covered that the Covid-19 Pandemic economically threatened small businesses
globally. It was also found that the role of digital technology had significantly
increased under Covid-19. Going on further, Engidaw (2022) in the study titled
“Small businesses and their challenges during Covid-19 pandemic in developing
countries: in the case of Ethiopia” found that doing business in the Covid-19
pandemic time is very challenging and it has a dangerous impact on small busi-
nesses, worker life as well as the country’ overall economy. The major gap of this
research was that it solely focused on the challenges faced by SMEs due to the
Covid-19 pandemic and how these challenges impact their operations. More re-
search should be done on how SMEs can navigate these challenges posed by the
pandemic and still be able to grow their businesses and be sustained.

In addition, another study on ICT adoption in small and medium Enterprises,
an empirical evidence of service sectors in Bangladesh by Miraz & Habib (2016)
found that, the usage of ICT applications for business purposes brings many ad-
vantages for its users in this business area. Secondly, they found that imple-
menting ICT in the organization will be able to offer businesses a wide range of
possibilities for improving their competitiveness. This study has some know-
ledge gaps in that it focused on the service sector only and therefore, a detailed
study on adoption of ICT by other sectors other than the service sector will help
bridge this knowledge gap.

Another study is Social Media adoption in SMEs impacted by Covid-19: the
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TOE Model in which Effendi et al. (2020) discovered that the SMEs affected by
the Covid-19 pandemic crisis have a high awareness of social media and have a
high intention to adopt social media as a way to market their products and also
connect with customers. This study also found that the intention to adopt social
media is significantly influenced by the technological context, and social media
awareness. This was a study conducted at the peak of the Covid-19 pandemic,
conducting longitudinal studies by analyzing the adoption of information tech-
nology in the post-Covid-19 era would bridge the knowledge gap. A study on
SMESs’ readiness to adopt e-business more broadly, beyond social media is lack-
ing.

Mooya & Phiri (2021) in the year 2021, also discussed factors hindering the
adoption of E-Marketing among cable manufacturers in Zambia, Based on
Technology Acceptance Model (TAM). In this study, it was discovered that age
influenced perceived usefulness of E-marketing, frequency of internet use has
influence on perceived ease of use of E-marketing and that the internet know-
ledge has an influence on perceived security of E-marketing. The knowledge gap
in this study was that the research only identifies the factors that hinder adopt-
ing of E-marketing, a study of how the identified factors actually hinder the
adopting would help more. Iluba & Phiri (2020) in a study conducted in the year
2020 which is titled the FinTech Evolution and its effect on Traditional Banking
in Africa—A case of Zambia” It was established by this research that there is a
significant relationship between relative advantage and adoption and also that
there is a strong positive correlation of 0.450 between relative advantage and
adoption. However, the use of one model limited the research results and so a
revised model that shows factors affecting adoption of an innovation that might
help banks is required to be used.

The other studied reviewed was on the impact of social media marketing for
Indonesian SMEs sustainability: Lesson from Covid-19 pandemic conducted by
Patma et al. (2021). The findings of this study were that adoption of internet/
e-business technology can be explained by perceived usefulness, perceived ease
of use and cost. Besides, it was also found that adoption of internet/e-business
technology has a link between internet/e-business technology, social media mar-
keting and SMEs sustainability. On the gap side, this study focused on the im-
pact of social media marketing for SMEs, further research could be done to ex-
amine the impact of internet on SMEs general performance.

Among the many studies undertaken in 2020 having been the peak of the Co-
vid-19 pandemic, another one was “The use of digital technologies by small and
medium enterprises during the Covid-19: Implications for theory and practice”
conducted by Papadopoulos, Baltas, & Balta (2020), the study observed that dig-
ital technologies (DT) has helped SMEs deal with the repercussions of interrup-
tions due to extreme events such as Covid-19 pandemic. The study also revealed
that the appropriate strategic adoption of DT can lead to enhanced competitive-

ness, productivity and performance. The knowledge gap in this study was that it
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focused on digital technologies at large and did not look at social media specifi-
cally.

Lastly, another research reviewed was the social media adoption and its im-
pact on firm performance: the case of UAE. This is a research carried out way
before the coming of the Covid-19 pandemic in the year 2018 by Ahmad et al.
(2019) argued that social media adoption had no effect on SMEs’ performance.
This study has major knowledge gaps because it did not examine links between
social media adoption and firm strategy. It would be very insightful to know
whether firms whose strategy influenced the adoption of social media applica-

tions saw stronger effects on business performance.

2.2.1. SMEs and the Internet (Social Media)

As earlier pointed out in the first chapter, the havoc caused by COVID-19 on
businesses and SMEs in particular has forced businesses, especially SMEs, to
resort to the use of ICT in their business. Before the pandemic struck, the use of
ICT or social media by most SMEs was peripheral. This is due to the fact that
most SMEs perceived the use of ICT or social media with skepticism due to what
Gilbert, Lee-Kelley and Barton (2003) referred to as “fechnophobia’. Rosen &
Maguire (1990) explain that technophobia simply refers to anxiety about current
or future interactions with computers or computer-related technology.

SMEs have generally not been very enthusiastic in their involvement with
electronic commerce, and in particular with Electronic Data Interchange (Tuu-
nainen & Saarinen, 1997). This is because SMEs have traditionally implemented
and used information technologies in their business as a reactive measure in re-
sponse to requests by larger organizations who are customers and therefore pro-
vide the business imperative for them to become IT compatible (Poon & Swat-
man, 1995). The use of ICT by a few SMEs has not really been because of the
opportunities ICT presents them or as part of their business strategy but rather
to conform to the demands of larger companies they do business with (Tuunai-
nen & Saarinen, 1997).

The internet presents SMEs with various opportunities such as efficient com-
munication with customers regardless of geographical limitations and effec-
tive advertising and marketing campaigns. Other opportunities include access to
valuable information, wide/global reach, marketing through content, building
customer relationships and offering customer service, to mention but a few
(Lawrence, 2002). With such opportunities, some SMEs have started utilizing
ICT especially social media in their business particularly in their marketing
strategy. According to Kaplan & Haenlein (2010), social media, which is part of
the internet communication technology, refers to “a group of Internet-based
applications that build on the ideological and technological foundations of
Web 2.0, and that allow the creation and exchange of User Generated Con-
tent.”

These include, Facebook, Twitter, Whatsapp, Instagram, YouTube, LinkedIn,
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to mention but a few (Oji, Iwu, & Tengah, 2017). In business circles, social me-
dia provide organizations with an opportunity to improve several of their busi-
ness activities such as relationships with trading partners, sharing information
and managing communications and logistics across supply chains (Humphrey,
Mansell, Pare, & Schmitz, 2003). This is because so because, using the VT4 mod-
el, social media analysis can influence social media use among SMEs and help
them realign their strategic plans with the expectations of their stakeholders.

However, while the significance of social media in business is being acknowl-
edged, the decision to use this new promotional technology by SMEs is not au-
tomatic (Pentina, Koh, & Le, 2012). This is because, as Abou-Shouk, Megicks
and Lim (2013) argued, SMEs, particularly from developing countries, are slow
adopters and users of social media. A study by Kyakulumbye & Pather (2022)
established that there is low adoption of social media amongst SMEs in Africa,
particularly in Uganda due to demographic antecedents and beliefs and attitudes
of users.

This is in line with a study by Mavimbela & Dube (2016) which established
that SMEs in South Africa (SA) have been slow to adopt internet technologies.
The slow adoption is due to, among others, lack of infrastructure and skills, lack
of cyber laws, which will provide trust, slow internet speed and high costs of
connection. Kabanda & Brown (2017) too in their study of e-commerce in the
context of Tanzanian SMEs found that there is potential for SMEs employing
ICT in their business but there is low level of e-commerce adoption due to lack
of awareness, resources, readiness, support, infrastructure, and social factors.
The situation is similar in Indonesia where many SMEs are not yet familiar with
using digital marketing due to lack of human resources with adequate technical
skills and the perceived high cost of using social media (Sugandini, Feriyanto,
Muafi, Hadioetomo, & Darpito, 2018).

The situation seems to be taking a different turn since the advent of the
COVID-19 pandemic. Digital technologies were becoming increasingly influen-
tial to businesses before the pandemic hit and during lockdowns their influence
accelerated as whole parts of the economy shifted onto digital platforms (Van
Daalen, 2020). Teleworking, remote learning, teleconferencing, online health
services, e-commerce and digital payments all kept the world going during the
global lockdown in the first half of 2020. Businesses that were already operating
online before the pandemic reinforced their ability to manage the surge in de-
mand for goods, and brick and mortar shops shifted resources to e-commerce as
consumers shifted to online shopping (WTO, 2020).

Since the pandemic forced communities into a shutdown, SMEs have resorted
to use of technologies that were not considered essential before the pandemic to
avoid a complete shutdown. It is these technologies that have become the sur-
vival strategy for SMEs during the pandemic (Ting et al., 2020). Effendi et al.
(2020) in their research on social media adoption in SMEs impacted by COVID-
19 established that social media is increasingly being adopted by SMEs for pur-
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poses of marketing. The use of outstanding social media helps SMEs under chal-
lenging times as it enables them to remain in direct contact with their customers.
Digital media has become the most effective and efficient choice for communi-
cating with communities and also customers. Digitalization is the answer to the
quarantine policy brought about by COVID-19 so that SMEs can still market
their products because e-marketing makes it easy for SMEs to provide accurate,
attractive, and useful information to their customers (Effendi et al., 2020).

Among the used social media technologies among some SMEs are Facebook,
Twitter, YouTube, Instagram, Whatsapp, Linkedin to mention but a few (Ah-
mad et al,, 2019). Studies on the use of Facebook among SMEs found that few
SMEs use Facebook for various organizational objectives such as marketing, com-
munication, sales, advertising, innovation, problem resolution, customer service,
human resources, information technology, driving cultural change (Bhanot, 2012;
Beloff & Pandya, 2010; Handayani & Lisdianingrum, 2012; Meske & Stieglitz,
2013). The results of a study by Moghavvemi (2015) showed that 61.4 percent of
SMEs do not use any other social media tool other than Facebook, while 38.6
percent of SMEs reported that they do use other social media tools such as Twit-
ter, Instagram and Blogs, etc. Ahmad et al. (2019) established that the most used
social media platforms among SMEs were Facebook followed by Instagram then
Whatsapp. Other used social media platforms though to a low extent were Lin-
kedin, Twitter and YouTube.

2.2.2. Factors that Affect Adoption of Social Media by SMEs

The use of social media by SMEs has been influenced and affected by various
factors. Among them are firm innovativeness, age and geographic location which,
in the study by Wamba and Carter (2013) had a significant impact on Twitter
adoption by SMEs. Others indicated that SMEs adopt the use of social media
if these applications provide a significant amount of relevant and high-quality
up-to-date content (Zeiller & Schauer, 2011). Compatibility, cost effectiveness,
trust and interactivity are among other factors that influence social media adop-
tion among SMEs (El-Gohary, 2012; Wang, Wang, & Yang, 2010; Chong &
Chan, 2012; Chai et al., 2011; Lee & Kozar, 2012).

Complexity too affects SMEs’ adoption of Information technology under which
social media falls. Chong and Olesen (2017) assert that complexity is the ex-
tent to which new technological innovations are difficult to use. They estab-
lished that when technological innovation seems difficult to use, it makes it
difficult for SMEs to adopt such technology. Zhai (2010), Wu and Chuang
(2009) too revealed that the complexity of technology influences e-commerce
adoption by SMEs. El-Gohary (2012) also concluded that complexity influ-
ences social media marketing adoption decisions. Porter (2012) shows that in-
dividuals with confidence in excellent performance abilities will easily use new
technology based on the experience they have. The perception of the complex-

ity of the use of information technology is usually associated with the rejection
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of users on social websites that are antecedents of e-commerce adoption (Ali et
al., 2015).

Related to Complexity is perceived ease of use. Tahar, Riyadh, Sofyani, &
Purnomo (2020) revealed that perceived ease of use positively affects attitudes
and behavior of e-Filing adoption in Indonesia. This is supported by Gekombe,
Tumsifu, & Jani (2019) who in their study “social media use among SMEs in the
fashion industry” established that there is a positive relationship between per-
ceived ease of use and social media usage among SMEs. This is due to the fact
that when a user/users believes a particular systems or technology can be used
free of effort and that they can easily navigate the system, then they are likely to
use it and are likely to easily accept it.

Therefore, empirical findings confirm that perceived ease of use is a key factor
in determining a users’ intention to accept and adopt ICT (Venkatesh & Davis,
2000). Thus, if social media is perceived easy to use, it is more likely to be ac-
cepted by users (Davis, 1989).

Social media awareness is another factor that influences SMEs adoption of so-
cial media in their business. It is a prerequisite for further use of social media
(Effendi et al., 2020). Alencar (2018) established that there was meaningful rela-
tionship between social media awareness and social media adoption for informal
scientific communication. Bugshan (2019) too asserted that social media aware-
ness has become a means of diffusion and improvement of information. Pravee-
na and Thomas (2014), Shen (2015) agreed that awareness is an essential factor
influencing the intention to continue to adopt web technology. Furthermore,
perceived relative advantage or benefit too affect social media adoption or diffu-
sion by SMEs. Nedbal & Stieninger (2014) and Oliveira et al. (2014) argue that
organizations will adopt technological innovation if it can bring benefits to the
organization both in organizational performance and economically.

Kyakulumbye & Pather’s (2022) study identified four pre-use factors which
significantly influence decisions to adopt and use ICT among SMEs. These
include benefit expectation, ICT learnability, User-confidence, and User-friend-

liness.

2.2.3. Influence of Social Media on the Growth of SMEs

Though adoption of social media among SME:s is low, the use of social media by
SME:s plays a major role in the growth of SMEs. Previous studies have investi-
gated usage of social media by organizations and the impact that this has had to
contribute to the growth of the organizations. Rodriguez, Ajjan, & Peterson
(2014) revealed that social media technologies like Facebook positively impact
the customer-orientated processes of organizations which in turn impact their
sales performance. These processes include understanding customers, adapting
to customers changing needs, measuring customer satisfaction, and aligning cus-
tomer needs with sales and marketing activities. Social media use brings several

benefits to an organization such as improved sales and marketing alignment,
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access to decision-makers, shorter sales cycles, and better collaboration with cus-
tomers. Moghavvemi (2015) too established that SMEs used social media, par-
ticularly Facebook, to enhance their customers’ relationship.

This is supported by a study by Gekombe, Tumsifu, & Jani (2019) which es-
tablished that the use of social media has improved business competitiveness
and provided SMEs with an opportunity to compete favorably and experience
growth via increased sales, building better, effective and interactive relation-
ships with clients and prospects. Social media also exposes SMEs and increases
their visibility which in turn allows their products to be seen by prospects. Past
research suggests that accessible content on the social media platforms in-
creases the potential of making a sale which in turn translates to business growth
(Wang, 2017). The use of social media by organizations has presented a wide
range of possibilities for organizations to improve their competitiveness as it
provided mechanisms for getting access to new market opportunities and spe-
cialized information services. Furthermore, through the use of social media, or-
ganizations are able to receive immediate feedback which allows them to react
quickly to changing client demands and recognize new market niches (Miraz &
Habib, 2016).

The study by Moghavvemi (2015) revealed that Facebook usage has a strong
positive impact on financial performance as well as non-financial performance
of SMEs in that it enables SMEs to increase sales transactions, sales volume, sales
enquiries, and number of customers. It also reduces cost of advertising, enhances
customer relations and information accessibility as it allows customers direct
access to information for which they would previously not have had access to.
Furthermore, via use of social media (Facebook), organizations are also able to
get information about their customer tastes or wants and their competitors’ ac-
tivities, tactics and brand sentiments.

The study findings of Gekombe et al. (2019) too, showed that there is a sig-
nificant relationship between social media use and growth of SMEs because
through social media, SMEs can build better, effective and interactive relation-
ships with customers and prospects. This increases the chances for making re-
peated sales and online visibility which exposes SMEs to prospects. Previous
research suggests that accessible content on the social media platforms in-
creases the potential of making a sale which in turn translates to business growth
(Wang, 2017).

Patma, Wardana, Wibowo, Narmanditya, & Akbarina (2021) revealed that so-
cial media use is a valuable tool for marketing purposes as it increases business
productivity, helps with better query management, and promotes customer sa-
tisfaction. As such, social media technologies positively impact the social capital
of an organization and therefore its performance (Ferrer et al., 2013). This is
consistent with Wong (2012) who found that Facebook usage has a positive im-
pact on SME business and is supported by findings by Kwok and Yu (2013) who

found that sales can be increased with Facebook usage. In Kenya a study by
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Waithaka, Muturi and Nyabuto (2014) found that Facebook and Twitter impacted
small businesses by improving communication between owners/managers and
customers.

Similarly, Kimani (2014) revealed that Facebook and Twitter were the most
used social media platforms and they provided a perfect way to share informa-
tion among different social classes, created product awareness, and more active
communication. Khan and Karodia (2013), in a related study in South Africa,
established that 51% of SMEs agreed that Facebook was an effective channel for
marketing, 70% agreed that the platform was useful for public relations, 62%
said it was useful for marketing while 43% agreed that it was useful for customer
relations. All these highlight the role played by social media in the growth strate-
gies of SMEs.

3. Research Methodology
3.1. Research Design

This study employed a quantitative research approach defined by Basias & Polla-
lis (2018) as an approach used to test objective theories by examining two or
more variables so as to find out if any relationship exists. This study aimed at
establishing whether a relationship exists between the VT4 and social media
adoption and SME growth. The most suitable research design for this study was
the causal research design as the study sought to establish if a cause-and-effect
relationship existed between the independent and dependent variables which are
the VT4 and social media adoption and SMEs growth.

3.2. Population

According to Kombo and Tromp (2006) target population refers to a group of
people, objects or items under study from where a sample is taken for measure-
ment. The target sector of this study was SMEs in the clothing industry in Zam-
bia, specifically those in Lusaka District. These were the target population of the
study. From the Patents and Companies Registration Agency (PACRA), there
are 645 registered SMEs in the clothing sector in Lusaka District at the time of
the research and that was the population of this study. The employees in these
clothing businesses were used at the providers of the needed information. They
had relevant information for this study as they were more knowledgeable about
the influence of the VT4 in social media adoption and which social media plat-
forms SMEs use and the factors that influenced the adoption of social media as
well as whether the adoption of social media played any part in the growth of
SMEs.

3.3. Sample Size

This study did not use a census and thus needed to pick a small group from the

target population to be studied. It is this small group that Morgan (2008) refers
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to as the sample size. This study picked a sample of 240 staff from a population
of 645. The sample size was arrived at using Moazzam’ (2014) formula and the
Krejcie and Morgan (1970) for determining sample size given a population size.
The first part presents the determination of the sample size using the Moazzam

(2014) formula as follows:

n=N=#*X/(X+N-1), (1)

where,
X =22,*p*(1- p)/MOE?or
X =1z%*pq/d? )
N =645

n: the desired sample size

z the standard normal deviate usually set at 1.96 (which corresponds to the
95% confidence level)

p: the proportion in the target population to have a specific characteristic. If
no estimate available set at 50% (or 0.50)

gl-p

d: absolute precision or accuracy, normally set at 0.05.

The sample size in this study was.
X =(1.96)° (0.5)(0.5)/(0.05)" = 384
N = 645(384) /(384 + 645 —1) = 247680/1028 = 240

Therefore, a sample of 240 was the target from SMEs. This sample will be
representative of the target population.

The conclusion of the Moazzam (2014) formula was verified using the Krejcie
and Morgan (1970) sample determination table to establish accurateness of the
sample size arrived at, as presented in Figure 2.

As can be seen from the from Figure 2, the estimated sample size for a popu-
lation size of 650 is about 242, which validates the choice of a 240 sample size in
this study.

3.4. Sampling Technique

The sampling technique used to select study units was probability sampling
technique and particularly simple random sampling. There are two broad sam-
pling techniques namely probability and non-probability sampling techniques
(Elfil & Negida, 2017). Probability sampling refers to a mechanism by which
from the population of the study, a smaller group called a sample is chosen (ib-
id). This is done in such a way that each and every unit in the population has,
not necessarily an equal opportunity, but also a positive probability of being se-
lected. This allows each and every member of the population to have an equal

chance to be part of the study.
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Table for Determining Sample Size from a Given Population
N S N S N S
10 10 220 140 1200 291
15 14 230 144 1300 297
20 19 240 148 1400 302
25 24 250 152 1500 306
30 28 260 155 1600 310
35 32 270 159 1700 313
40 36 280 162 1800 317
45 40 290 165 1900 320
50 44 300 169 2000 322
55 48 320 175 2200 327
60 52 340 181 2400 331
65 56 360 186 2600 335
70 59 380 191 2800 338
75 63 400 196 3000 341
80 66 420 201 3500 346
85 70 440 205 4000 351
90 73 460 210 4500 354
95 76 480 214 5000 357
100 80 500 217 6000 361
110 86 550 226 7000 364
120 92 600 234 8000 367
130 97 650 242 9000 368

Figure 2. Krejcie and Morgan (1970) sample determination table. Source: Krejcie and
Morgan (1970).

3.5. Data Collection Methods

This study made use of data obtained from both primary and secondary sources.
The primary source of data was direct from the respondents obtained by the re-
searcher via use of questionnaires specifically for this study. The questionnaire
used was semi-structured, that is, it consisted of closed as well as open-ended
questions. The use of both open and closed-ended questions enabled respon-
dents not to drift from the research topic but to remain focused on the topic. It
also enabled respondents not to be confined in the information they give but to
be able to give information that might have been left out by the questionnaire.
The questionnaire was distributed to the respondents directly with the approval
of managers. A period of four days was given to the respondents to complete
answering the questionnaire and after that, the questionnaires were collected
back by the researcher.

The secondary data was obtained from various sources including journals, re-

search articles, theses, books and the Zambian Patents and Company Registra-
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tion Agency (PACRA) database of registered small and medium entrepreneurs.
Journals were mainly on topics and literature related to the aim and areas of in-
terest of this study.

3.6. Data Analysis

The data collected by questionnaires was raw and thus needed to be analyzed in
order to make meaning out of it because primary data in its raw form does not
make much sense. To carry out the data analysis, collected data was first coded,
entered into SPSS and then analyzed using Statistical Package for Social Sciences
(SPSS) to determine the correlation between the VT4 social media adoption and
SME growth. Data was presented using tables, pie or bar charts using descriptive
statistics such as frequencies and percentages. Inferential statistics was also used
including chi-square, cross-tabulation and correlation. This enabled the study to
investigate the effects of predictor variables on an outcome variable and to

measure the confidence levels and test the hypotheses.

4. Results and Discussion

The objectives of the study were to find out factors that affect adoption of social
media platforms by SMEs and to develop a framework for improving the level of
adoption of social media in order to improve on SMEs business growth.

To understand the current social medial adoption, respondents were asked
whether their organizations use any social media platforms in their business.
The results show that 60.96% majority use social media whereas 39.04% stated
otherwise. Figure 3 presents these results.

In addition, respondents were asked to state whether COVID-19 prompted
their adoption of Social media. According to the results, as presented in Table 1
below, majority of respondents agreed that COVID-19 prompted them to adopt
the use of social media in their business as shown by 58.2% and 30.8% majority
who strongly agreed and agreed respectively that they used social media more
after the coming of COVID-19.

Use of Social Media

No, 39.04%

Figure 3. Use of social media among small & medium enterprises.
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Table 1. Whether COVID-19 in any way prompted their organizations to use social media.

Weather Use of Social Media was Prompted by COVID-19

Use of Social Media Platforms

Strong Agree Agree Neutral Disagree Strongly disagree
We used social media less before 37.7% 19.2% 22.6% 17.8% 2.7%
COVID 19 came o “ o o R
We used social media more before 8.9% 19.9% 23.3% 1L.6% 36.3%
COVID 19 came. o i o o7 w7
We used social media more after
58.2% 30.8% 4.8% 6.2% 0.00%
COVID 19 came
We never used social media before
20.5% 16.4% 2.1% 40.4% 20.5%

COVID 19 came.

Source: Researcher’s Computations using SPSS from Sample Data.

Model Results

This section outlines sample data results tested on the assumptions of the VT4

model presented in Figure 1.

From the sample data, it is seen that the first objective of the study was met by

running Chi-Square goodness of fit tests and Pearson’s correction. The idea was

to establish factors that influence the adoption of social media using the VT4

model. Table 2 presents these results.

One of the factors established to influence social media adoption by SMEs was

perceived usefulness/benefit. This is due to the fact that SMEs’ main aim of

adopting social media is to gain some benefit in terms of marketing or promo-

tion, visibility and importantly making sales. This is supported by studies Nedbal
& Stieninger (2014), Oliveira et al. (2014) and Kyakulumbye & Pather’s (2022)

who argued that organizations will adopt technological innovation if they can

bring benefits to the organization in terms of organizational performance and

economically. Another factor that influenced SME adoption of social media was

perceived ease of use. This is due to the fact that SMEs want to use user friendly

social media that will not waste much of their time trying to learn and under-

stand how a particular social media platform works. Therefore, they go for social

media platforms that are perceived to be easy to use.

This finding is supported by Tahar et al. (2020) whose study revealed that

perceived ease of use positively affects attitudes and behavior of e-Filing adop-

tion in Indonesia. It is also consistent with Gekombe, Tumsifu, & Jani (2019)

who in their study “social media use among SMEs in the fashion industry” es-

tablished that there is a positive relationship between perceived ease of use and

social media usage among SMEs. This is due to the fact that when a user(s) be-

lieves a particular systems or technology can be used free of effort and that they

can easily navigate the system, then they are likely to use it and are likely to easi-

ly accept it.
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Table 2. Impact of VT4 on SME growth.

Social Media Adoption &

VT4 Organizational Growth Chi-Square  Correlation Sig Cramer’s V. Pearson’s R

Social Media Adoption 1.091E2* 0.281 0.000 0.501 0.497

Market Penetration 68.614* 0.401 0.000 0.397 0.417

Volume New Market Development 84.956° 0.525 0.000 0.442 0.536
New Product Development 32.769* 0.414 0.000 0.274 0.402
Diversification 40.423* 0.470 0.000 0.305 0.451

Social Media Adoption 88.680° 0.343 0.000 0.452 0.479
Market Penetration 14.520° -0.210 0.006 -0.183 -0.209

Tone New Market Development 3.774 0.204 0.008 0.093 0.213
New Product Development 1.936° -0.235 0.004 0.135 —-0.224
Diversification 13.611* 0.016 0.357 0.177 0.038

Social Media Adoption 82.843° 0.336 0.000 0.436 0.482
Market Penetration 32.164* -0.226 0.002 0.272 —-0.243

Topics New Market Development 39.479* -0.18 0.264 0.301 0.061
New Product Development 23.180° 0.056 0.410 0.231 0.026
Diversification 28.209* 0.334 0.000 0.255 0.339

Social Media Adoption 44.463* 0.297 0.000 0.320 0.386
Market Penetration 34.493* 0.029 0.476 0.282 -0.009

Ties New Market Development 19.311° 0.221 0.012 0.211 0.197
New Product Development 30.620° 0.353 0.000 0.265 0.309
Diversification 26.354° —-0.238 0.004 0.301 -0.226

Social Media Adoption 28.027¢ 0.311 0.000 0.254 0.373

Market Penetration 43.801° 0.091 0.017 0.317 0.178

Timing New Market Development 18.095° 0.231 0.007 0.250 0.215
New Product Development 33.260° -0.215 0.007 0.277 -0.210
Diversification 15.605* 0.034 0.304 0.189 -0.046

The second objective of the study was to develop a framework that can help

improve level of adoption of social media in order to improve SMEs business

growth. This objective was met by running tests to find out if there is any rela-

tionship between the VT4 and social media adoption and SME growth. Results

show that the VT4 variables namely volume, tone, ties, topic and timing have a

statistical correlation with social media adoption and SME growth. This is due to
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the fact that the VT4 play a key role in SMEs adoption of social media and the
adoption of social media thereby enhance SME growth. This agrees with a study
by Njuka & Phiri (2021) which revealed that the VT4 and social media adoption
and organizational reputation management have significant statistical association.

These findings are also in line with a study by Gekombe, Tumsifu, & Jani
(2019) which established that the use of social media has improved business
competitiveness and provided SMEs with an opportunity to compete favourably
and experience growth via increased sales, building better, effective and interac-
tive relationships with clients and prospects. Wang (2017) too supports this by
establishing that social media exposes SMEs and increases their visibility which
in turn allows their products to be seen by prospective customers as accessible
content on social media platforms increases the potential of making a sale which
in turn translates to business growth.

It can be seen therefore, that there is significant relationship between VT4 and
social media adoption and business growth as discovered by Gekombe et al.
(2019) whose study showed that there is a significant relationship between social
media which facilitates content volume, tone, topics, ties and timing and growth
of SMEs because through social media, SMEs can build better, effective and in-
teractive relationships with customers and prospects.

This study has therefore shown that SMEs in the clothing industry in Zambia
have adopted social media and that this adoption is more for particular social
media platforms than others. The study has also revealed that the VT4 have an
influence on social media adoption by SMEs and on SME growth. Therefore,
SMEs should use the VT4 model in making decisions on social media adoption

in their business so as to maximize on the benefits of social media adoption.

5. Conclusion

This study sought to establish social media adoption among SME:s in the cloth-
ing industry. A quantitative research methodology was used to collect data for
the study and as such questionnaires were used for this purpose. Based on the
objectives of the study, it has been established that, SMEs in the clothing indus-
try in Zambia adopt social media in their business such as Facebook, WhatsApp,
Twitter, to mention but a few. That social media adoption by SMEs is influenced
by various factors among them perceived usefulness or benefit and ease of use.
Furthermore, the study has also established that the VT4, as expected from
Figure 1 plays a key role in influencing social media’s contribution to organiza-
tional growth. As a result of the influence of the VT4, SMEs adopt social media
in their business. This adoption of social media by SMEs made it possible for
SME:s to be more visible and to communicate more with clients. It also made it
possible for SMEs to communicate their products and be able to market their
products using prominent people. Not only, SMEs were also able to create ties
and be able to get feedback from clients. This helped in the growth of SMEs as

they were able to penetrate new markets and develop new products.
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Figure 4. Proposed model for social media adoption for SME businesses.
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6. Recommendations

With social media becoming an important component to any business especially
in this COVID-19 era, SMEs will do well to make it mandatory to have social
media presence via any two or three prominent social media platforms such as
Facebook, WhatsApp or Twitter and to formulate a deliberate policy that will
offer training to staff so that they come to a better understanding of the VT4
model so as to enable them utilize social media optimally. Another recommen-
dation is for the government to put up deliberate policies to make electronic
gadgets used for social media such as smart phones affordable so that SMEs can
afford them and be able to use them for social media activities for their business.

This forms the basis for the proposed model presented in Figure 4.

Future Works

The future of every organization is online or electronic, thus there is need for
future research to focus on organizations going electronic in general and how

this can enhance organizational performance.
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