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Abstract

The purpose of this article is to address the factors that
affect the use of Social Media (SM) in Micro, Small and
Medium Enterprises (MSMEs), with the aim of proposing
a theoretical model that allows a better understanding of
the phenomenon in question. A documentary review was
carried out in recognized databases such as EBSCO,
Scopus and Google Scholar. 50 scientific articles were
analyzed, each one contributes a model related to the use
of Social Networks in companies. A theoretical model
composed of three main variables that affect the use of
Social Networks, as interactivity, profitability and
compatibility is proposed. Likewise, the main benefits of
the use of Social Networks in companies, increased sales,
increased customers and improved brand visibility were
recognized. It is concluded that the adoption of Social
Networks for companies is currently a necessity for
permanence in the market.

Social Media, MSMEs, Digital Marketing

Resumen

La presente investigacion tiene por objetivo proponer un
modelo tedrico sobre el uso del Social Media (SM) en las
Micro, Pequefias y Medianas Empresas (MIPYMES), a
partir de una revision de literatura, con el propdsito de
analizar y comprender los factores que inciden en el uso
del SM. Se realiz6 una revision documental en bases de
datos reconocidas como EBSCO, Scopus y Google
Scholar. Se analizaron 50 articulos cientificos, cada uno
aporta un modelo relacionado con el uso del SM en las
empresas. Se propone un modelo tedrico compuesto de
tres variables principales que inciden en SM,
interactividad, rentabilidad, y compatibilidad. Asimismo,
se reconocieron los principales beneficios del SM en las
empresas, como incremento en las ventas, incremento de
clientes y mejora de la visibilidad de la marca. En
conclusidn, la adopcion del SM para las empresas es una
necesidad en la actualidad para la permanencia en el
mercado.
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Introduction

Today's technological progress makes it possible
for consumers to have incredible power to search
for and share information. Just as people through
immediate connectivity and mobile
communication are closer to each other, so too
are they closer to companies (Erragcha &
Romdhane, 2014). In this sense, the market in a
digital context, companies can easily establish
contact with actual and potential consumers
(Callejas, Aguirre, & Aparicio, 2015).

We are talking about a consumer who has
at his or her fingertips valuable information
about products and services that he or she needs
or wants to consume. Indeed, nowadays,
information is ubiquitous, overcoming the
limitations of space and time for each consumer,
now they can research and get information from
almost anywhere in the world, and for this, all
they need is access to the internet through mobile
devices (Tiago & Verissimo, 2014).

This technological progress made it
possible for the consumer to evolve from 1.0 to
4.0. In this process, the consumer has become
more demanding, and critical in making
decisions about the products they need to
purchase (Kotler, Kartajaya, & Setiawan, 2017).
Consumer 4.0 is a highly informed type of
consumer, sensitive to high prices and dishonest
actions by companies. Today's consumer
behaviour increases the competitiveness among
companies, and companies have to adapt to their
particular needs corresponding to each market
segment. This leads to an analysis of the
communication  between companies and
consumers (Leeflang, Verhoef, Dahlstrom, &
Freundt, 2014).

Business-consumer communication was
dominated from the beginning by the former.
They decided when and why to communicate
with consumers (Kotler, Kartajaya, & Setiawan,
2017). Now, this situation has completely
changed, as with mobile communication and
easy access to information, consumers decide
when and why they will make contact and, most
importantly, with which company they will be
able to satisfy their needs by offering valuable
products and services.
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Digital Marketing (DM) is now a
necessity for MSMEs, and they need to adapt to
the new market dynamics, where consumers are
interacting with each other, exchanging
information about products and services they
need to purchase in order to satisfy their needs
(Chaffey & Smith, 2008). In fact, more and more
users are connected to the internet. In 2005, there
were 1.3 billion users connected to the internet,
a figure that has increased dramatically by 2019,
with 4.1 billion internet users (International
Telecommunication Union, 2019). Furthermore,
it can be seen that, the use of social networks are
the main activities of internet users (Kemp,
2020). Facebook is identified as the main social
network with 2,449 million users, followed by
YouTube with 2,000 users, WhatsApp with
1,600, Instagram, with 1,000 and finally, Twitter
with 340 million users (Kemp, 2020).

The dynamics of the use of social
networks represent multiple opportunities for
MSMEs that they need to take advantage of, and
only those companies that manage to adopt these
digital tools to improve their productivity will be
the ones that will have benefits in the short and
long term, which will be the permanence in the
market in a competitive way, and therefore
greater economic income. The new form of
interaction of today's consumers through SM
platforms has changed the paradigm of online
sales. In effect, the process of buying products
has changed (Zhang & Li, 2019).

MSMEs need to understand what this
new sales process is all about in order to engage
customers and encourage potential consumers to
purchase products and services in order to
exchange a valuable good for a sustainable
economic return. To do so, MSMEs and
marketers need to establish a set of MD and SM
strategies to create links between the firm and
consumers in the digital environment (Cesaroni
& Consoli, 2015).

Based on the arguments raised, the need
arises to develop this study to identify the factors
that affect the use of SM in MSMEs. The present
research aims to propose a theoretical model on
the use of SM in MSMEs, based on a review of
scientific literature, with the purpose of
analysing and understanding the factors that
indicate the use of SM.

OLIVEROS-COELLO, José Pablo & GUZMAN-SALA,
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Methodology 1) the model they propose, 2)

This research was carried out using the
documentary review method. For this purpose,
scientific articles were selected that aimed to
propose models related to the use of SM in
MSMEs. According to Bailey (1994), the
documentary research method emphasises the
analysis of documents that contain information
about the object to be studied. According to
Mogalakwe, (2006) in the application of the
documentary review method, two types of
documents are identified, primary and
secondary. Primary documents are those that
contain data that have been collected and
analysed on the phenomenon under study.
Secondary documents, on the other hand, are
those that contain information on other
documents that are the result of data collection
and analysis on a particular object of study
(Bailey, 1994).

For the management of primary and
secondary documents, Scott (1990) identifies
four criteria for determining their quality,
namely authenticity, credibility,
representativeness, and significance.
Authenticity emphasises the evidence shown by
the document that is required to be analysed
according to the reliability of the data to be an
original scientific product. Credibility, on the
other hand, refers to the particular characteristics
of the documents. In other words, how common
are the characteristics of the document (such as
research techniques, type of analysis, etc.).
While representativeness refers to the
importance of a given document in comparison
to other valuable documents. Finally,
significance concerns the clarity of the
document, how easy it is to understand the
information it contains.

The present study was carried out in two
stages. In the first stage, a collection of scientific
articles was carried out under the document
management approach proposed by Scott
(1990). For this purpose, the Ebsco, Scopus and
Google Scholar databases were consulted in
order to take scientific articles that aimed to
propose a model related to the use of SM in
MSMEs. Subsequently, in the second stage, 50
scientific articles were analysed according to
four characteristics:
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methodology, 3) object of study and 4) variables
of analysis. This analysis of the scientific articles
made it possible to construct the model proposed
in this study. It should be noted that each model
has its own specific methodology, so it would be
tedious to describe each of these in detail. For
this reason, the following criteria are analysed
and highlighted as criteria for the object of study
and variables of analysis that they have in
common.

Literature review

A brief reflection on the evolution from
marketing 1.0 to 4.0

In Spain, the cradle of our language, the concept
of marketing was adopted, with the argument
that other terms are not broad enough, but it was
not until 2007 that the Royal Academy of the
Spanish Language (RAE) incorporated this
Anglo-Saxon term for its generalised use,
although the term marketing remained (Coca-
Carasila, 2008).

This term has evolved over time, but it is
in the period from 1960 to 1989 where the most
important foundations were laid to define what
marketing is today, and the American Marketing
Association (AMA) in 1960 provided the first
formal definition of marketing, which was
accepted by the scientific community (Coca-
Carasila, 2008).

There are several definitions of
marketing that have been presented by the most
relevant exponents on the subject (see table 1).
Markets have evolved by leaps and bounds, and
companies have had to respond to these changes
in order to survive and compete in their
respective market segments. The globalisation
process has broken down barriers in the world's
markets and has allowed companies to exchange
products and services worldwide, which has led
them to focus on differentiating elements in
order to remain in the market, since the
competition they face is increasing every day.
This situation requires every company to
respond to the permanent changes in the market
and, if possible, to anticipate them. Otherwise,
companies run the risk of disappearing from the
market.

OLIVEROS-COELLO, José Pablo & GUZMAN-SALA,
Andrés. Reflections on the factors that affect the use of
social media in small and medium enterprises: a literature
review. ECORFAN Journal-Reoublic of Peru. 2022
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In  recent decades, technological
advances have brought substantial changes in
both the market and consumers. Marketing has
evolved, according to Kaotler, through three
stages called marketing 1.0, 2.0 and 3.0. Many
marketers are still practising marketing 1.0,
some are practising marketing 2.0 and some are
moving to marketing 3.0 (Kotler, Kartajaya, &
Setiawan, 2010).

In the past with the industrial revolution,
machinery was the core technology, marketing
was only focused on selling production. That
was the era of marketing 1.0. focused on large-
scale production and sales. Later, with the
development of technology, consumer-oriented
marketing 2.0 emerged, which gave way to
marketing 3.0 focused on customer satisfaction.
Companies have turned to having bigger
missions, visions and values to contribute to the
world (Kotler, Kartajaya, & Setiawan, 2010). In
table 2, a brief comparison between marketing
1.0, 2.0, 3.0 and 4.0, respectively, is described.

In the transition shown in table 1,
marketing 3.0 is being split and giving way to
marketing 4.0, which is a focus on the changing
nature of consumer pathways in the digital
economy. In essence, this marketing describes a
deepening and broadening that focuses on the
human being, to define every aspect of the
customer journey (Kotler, Kartajaya, &
Setiawan, 2017).

The focus of business has shifted from
production to a focus on customer satisfaction
and customer loyalty management (Best, 2007).
The emergence of the internet, and its expanding
global coverage, has ushered in profound
changes in the area of marketing, especially with
e-commerce and the emergence of SM and social
media (Erragcha & Romdhane, 2014).

There is a digital technological
revolution, where the internet has become the
most important marketplace for transactions of
goods and services, where entrepreneurs and
marketing managers must take these challenges
into account and capitalise on them for the
benefit of their companies (Leeflang, Verhoef,
Dahlstrom, & Freundt, 2014). This is where DM
becomes important in any organisation, with the
purpose of generating revenue and achieving
economic sustainability.
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Digital Marketing and its main tolos

In fact, there is a microeconomic impact of DM,
which can be defined as the benefits obtained
from commercial dynamics characterised by the
use of technological platforms and/or digital
media to satisfy the consumer, comprising an
accelerated growth of online shopping and an
increasingly virtual consumer interaction.

Today's technological progress enables
consumers to have incredible power to search for
and share information. Just as people through
instant connectivity and mobile communication
are closer to each other, they are closer to
businesses. This makes direct business-to-
consumer (B2C) interaction possible. Therefore,
consumers can establish contact with several
companies offering a product that satisfies the
same need. In this sense, the consumer, through
the Internet, has at his disposal information
about the different products, their respective
benefits and comments concerning the
experience of other consumers, which can be
positive or negative. We are talking about a
consumer who has at his or her fingertips
valuable information about products and
services that he or she needs or wants to
consume.

Consumer 4.0 is a highly informed
consumer who is sensitive to high prices and
dishonest actions by companies. This new
consumer increases the competitiveness between
companies and makes them adapt to their
particular needs corresponding to each market
segment. This leads to an analysis of the
communication  between companies and
consumers. Communication between companies
and consumers was initially dominated by the
former. They decided when and why to
communicate with consumers.

Now, this situation is different, in fact, it
has completely changed, since, with mobile
communication and easy access to information,
consumers decide when and why they will
establish contact, and, above all, they are careful
in choosing the company, that it is able to satisfy
their needs. In the digital world, geographic
location is no longer a barrier. In digital media,
there are hundreds of companies from all over
the world, which are able to offer products and
services to meet unsatisfied demand in the
market.

OLIVEROS-COELLO, José Pablo & GUZMAN-SALA,
Andrés. Reflections on the factors that affect the use of
social media in small and medium enterprises: a literature
review. ECORFAN Journal-Reoublic of Peru. 2022
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For competitiveness purposes,
companies need to carry out an effective
communication process through digital media.
This is where DM becomes relevant for MSMEs.

DM is the application of digital
technologies that form online channels to market
(websites, email, databases, plus
mobile/wireless and digital TV and more recent
innovations, including blogs, feeds, podcasts and
social networking), contributing to the
marketing activities of enterprises, given the
strategic importance of technology and
delivering integrated communications and
online services to meet individual customer
needs (Chaffey & Smith, 2008).

DM has given way to new concepts such
as: communication 2.0, social networks,
engagement, prosumers, branded communities,
advertainment, blogvertising, SEO and SEM
positioning, widgets, podcasting, semantic web,
viral marketing, mobile marketing, e-social
marketing, among others (Mancera, 2013).
Table 2 presents the DM tools and their
respective concepts.

The main exponents of marketing
recognise the importance of technological tools
for its optimisation, they talk about the
emergence of a new market, a spatial and digital
market (Kotler & Armstrong, 2013). Recently,
there has been talk about the emergence of new
information technologies and the challenges
they bring to marketers. The internet is
considered to be the most substantial change in
recent times for any organisation (Coca-
Carasila, 2008).

It should be noted that the concepts of
classic marketing and DM should not be
confused, the difference between them lies
essentially in the fact that the latter uses digital
media and has access to online platforms, which
is more economical for companies. While the
former has access to conventional media, such as
television, radio, billboards, directories, printing
presses, among others, and is more expensive.
This digital environment allows MSMESs to enter
the internet market with low-cost advertising
campaigns, which in conventional marketing
was not possible, only large companies could do
it due to its high costs (Callejas, Aguirre, &
Aparicio, 2015).
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Social Media: one of the main Digital Marketing
tools and its benefits for MSMEs

The emergence of Web 2.0 has come to
transform the world and markets, it has created a
new phenomenon in business strategies, as it has
enabled communication between companies and
consumers, which has given rise to content
marketing (Syakirah, Musa, Harris, & Harun,
2016). This is also known as online, because it
allows real-time exchange of information,
images, videos or any other type of content. This
social media content marketing plays an
extremely important role in conveying effective
information to consumers and allows interacting
with them in a dynamic way (Syakirah, Musa,
Harris, & Harun, 2016).

In traditional marketing, advertising was
done by traditional media such as print, radio and
television. Now, it has given way to content
marketing, where the customer moves from
being a spectator to an interactive actor. The
internet has induced severe social revolutions
through social networks, and these have
connected people all over the planet.
Communication has shifted from transmitting
information face-to-face to the use of devices
such as smartphones, tablets or computers.

Conventional marketing, without
thinking about its disuse, has given way to MD,
i.e. it is moving from the real world to the virtual
world. This phenomenon linked to the progress
in  communication, the development of
technology and the economic cost of internet
access, opens up a promising scenario in digital
marketing (Tiago & Verissimo, 2014). This in
turn represents various opportunities for
companies.

One of the DM tools most commonly
used by large companies is SM. This is
conceived as the set of digital platforms that
allow content to be shared among users. They are
used to communicate, elaborate and manage
marketing strategies, for which social media are
the main tools (Bolat, Kooli, & Wright, 2016;
Omoyza & Agwu, 2016). It is important to
clarify that the concepts of SM and social media
are closely related, but they are not the same.
Social networks are what give rise to Facebook,
Twitter, LinkedlIn, etc., by connecting millions
of people around the world, but not the
applications to each other, they are just social
media.

OLIVEROS-COELLO, José Pablo & GUZMAN-SALA,
Andrés. Reflections on the factors that affect the use of
social media in small and medium enterprises: a literature
review. ECORFAN Journal-Reoublic of Peru. 2022
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SM is more than a network, it is the set
of platforms, tools, media and applications that
generate interaction, distribution  and
collaboration between users through different
tools such as Facebook, WhatsApp, YouTube,
Twitter, Google+, among others.

It is important to highlight that, in
general, most people use the concept of SM and
social networks interchangeably, since, for them
to fulfil their purpose, they must work together
(Coca-Carasila, 2008; Uribe, Rialp, & Llonch,
2013). For the purposes of this study, it will be
possible to use both concepts interchangeably,
since, when talking about SM and social
networks, we are talking about two
interdependent things.

Social networks have come to
revolutionise the world and people's lives, and
have caused countless transformations in all
areas of society. In fact, in Mexico, it is the first
option for internet searches (Asociacion
Mexicana de Internet, [AMIPCI], 2016). Given
the traffic they create on the web, and the
number of users they have, they become a vital
part of a company's marketing strategy. Some
authors agree that social networks are more than
necessary in any marketing strategy, because we
are in an increasingly digitised market, and
where the customer has become an active part,
has gone from spectator to interact
(Constantinides, 2014; Whiting & Williams,
2013; Israel & Rivera, 2011; Erragcha &
Romdhane, 2014). One of the main points of
using SM tools is their interactivity between
users, or, in other words, between companies and
customers (Aranzazu, & Garcia, 2010).

SM has become links for sharing
information,  images, videos, printouts,
consulting files in real time (Ledo, 2011). This
has led to abundant benefits for all, and has led
to a dizzying growth of online social platforms
on the web, substantially changing the lifestyle
of individuals and their interactions (Tiago &
Verissimo, 2014). This has given way to
relationship marketing, better known as
customer relationship management (CRM),
which is the management of profitable customer
relationships. The purpose of CRM is twofold:
to attract new customers by offering them added
value and to maintain and prosper existing
customers by satisfying their needs (Kotler &
Armstrong, 2013).
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The  performance  of  customer
relationship marketing strategies improves the
company's popularity, attracts and retains new
customers, generates customer awareness,
increases sales and above all builds loyalty.

The benefits of using SM for MSMEs
lead to competitiveness and permanence in the
challenging market. Therefore, businesses need
to be present on social media. Digital presence is
a necessity rather than an obligation nowadays.
For companies that are already operating in the
digital market, social networks have become
very important, as it is the number one search
option on the internet with 79% (AMIPCI,
2016).

The high percentage of internet users
who access the internet on a daily basis suggests
that this is where many companies' potential
customers are to be found. Other reasons why
companies need to have a presence in social
networks are: customers want to follow their
brands, products and services through the
networks, and above all that they can obtain
valuable information from consumers, improve
communication  between  customers and
producers or service providers, allow them to get
new customers and do content marketing, are
some of the reasons among others. According to
AMIPCI, 47% of internet users make purchases
online (AMIPCI, 2019).

The emergence of social networks in
companies has improved communication with
customers, their way of interacting has changed,
it is now faster and more direct, which allows
them to have greater control over their customer
base, and in turn greater customer loyalty
(Salazar & Valencia, 2014).

According to Stelzner (2012), who
conducted a study to identify the main benefits
of SM with a sample of 5,200 entrepreneurs, he
identified nine privileges of using SM platforms
in e-commerce, which are mentioned below.
Increasing exposure accounts for 85%,
increasing traffic 69%, providing market
intelligence 65%. On the other hand, generating
leads as well as developing loyal followers
accounts for 58%, improving business search
ranking accounts for 55% and growing business
partnerships accounts for 51%. Meanwhile,
reducing marketing expenses only comes in at
46% and improving company sales at 40%.

OLIVEROS-COELLO, José Pablo & GUZMAN-SALA,
Andrés. Reflections on the factors that affect the use of
social media in small and medium enterprises: a literature
review. ECORFAN Journal-Reoublic of Peru. 2022
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Factors affecting the use of social media in
MSMEs

Currently, the internet, various devices and
technological platforms have benefited many
MSMEs to carry out their business operations
more easily and effectively, as most of the
population makes use of social networks. The
most used social network in the world is
Facebook, which has 53.6 million users. This is
followed by YouTube with 2 billion users,
WhatsApp with 1.6 billion users, Instagram with
1 billion users and finally Twitter with 340
million users (Kemp, 2020).

According to statistics for the period
2017-2020, it is identified that some countries,
consumers have considerably increased the time
spent using social networks (Global Web Index
[GWI], 2020). These countries are Argentina,
Egypt, Ghana, Indonesia, Kenya, Malaysia,
Mexico, the Philippines and South Africa. The
Philippines is the country where consumers
spend the most time on social media with an
average of 4 hours per day. Meanwhile, Kenya
and South Africa in the period 2017-2020, have
increased their daily use of social media by
consumers by approximately 40 minutes (GWI,
2020).

In the case of Mexico, in 2017,
consumers used social networks for an average
of three hours, and by 2020, this figure increased
to three hours and twenty-three minutes
(AMIPCI, 2019). According to the annual report
prepared by AMIPCI (2019), in 2018, 82% of
Mexican users used smartphones to connect to
the internet. Regarding the behaviour of
Mexican internet users, 46% of users make
online purchases, 82% use social networks, and
58% perform online banking transactions. These
data show that the use of social networks is one
of the main online activities carried out by
internet users in Mexico. In 2018, 98% of
internet users used Facebook, 91% WhatsApp,
49% Twitter and 57% Instagram (AMIPCI,
2018). These data show that social networks are
a tool that consumers use on a daily basis. This
means that social networks are a meeting point
between companies and real and potential
consumers. From this, it is clear that the use of
social networks can be beneficial for companies
when incorporated into their marketing
strategies.
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Social networks are defined as a set of
established Internet applications that rely on the
ideological and technological principles of Web
2.0, and allow the creation and sharing of user-
generated content (Kaplan & Haenlein, 2010).
Safko & Brake, (2009) define them as an
extension of traditional media employing a
sophisticated set of tools, techniques and
technologies,  connecting and  creating
relationships and interactions. For Tuten &
Solomon, (2016), social networks are used to
create, communicate, deliver and exchange
content that can bring value to the company.

There are several authors who have
studied the implementation and impact of SM in
the activities of companies, contributing to the
progress of empirical knowledge. The main
criteria considered in this literature review were
the object of analysis and the variables of each
model. This made it possible to identify three
main factors that influence the use of SM in
MSMEs. These are interactivity (Yadav &
Rahman, 2017; Ainin, Parveen, Moghavvemi, &
Jaafar, 2015; de Vries, Gensler, & Leeflang;
2012), cost-effectiveness (Hanna, Rohm, &
Crittenden, 2011; Wamba, Akter, &
Bhattacharya, 2016) and compatibility (Dahnil,
Mizal, Langgat, & Fzlinda, 2014; Teo & Pian,
2003).

The model proposed by Odoom, Anning,
& Acheampong (2017) is the base model of
analysis, since, their contribution, to some extent
fits with the objective of the present study, which
is, to propose a model on the factors that affect
the use of SM in MSMEs. In fact, this model
analyses the three factors mentioned above,
interactivity, cost-effectiveness and
compatibility. In the analysis of the models, the
first factor is interactivity.

Interactivity is a key factor in the use and
management of SM for MSMEs, as it makes
two-way communication possible, leaving aside
one-way communication. With  two-way
communication, feedback between the consumer
and the company is conceived. Whereas, with
one-way communication, companies only
transmit the message and no feedback is
allowed. In this sense, social networks are
interactive platforms, therefore, consumers now
communicate with each other and with
companies, through their participation in sharing
multimedia information and opinions.

OLIVEROS-COELLO, José Pablo & GUZMAN-SALA,
Andrés. Reflections on the factors that affect the use of
social media in small and medium enterprises: a literature
review. ECORFAN Journal-Reoublic of Peru. 2022



Article

8
ECORFAN Journal-Republic of Peru

Yadav & Rahman (2017) proposed a
model on SM usage and performance. The
author  statistically =~ demonstrated  that
interactivity is a key enabler for firms'
competitiveness and progress, through useful
content, with relevant information shared for
consumers on social networks.

Similarly, Ainin, Parveen, Moghavvemi,
& Jaafar (2015) conducted a study on SM
adoption factors, and interactivity is a decisive
element in their proposed model. They identified
that two-way interactivity with consumers is a
key factor for organisations such as MSMEs to
establish and execute SM strategies. In this
regard, the authors determined that MSMEs
have both financial and non-financial benefits as
a result. Among the financial benefits are
increased sales, increased customer numbers and
reduced advertising costs. On the other hand,
non-financial  benefits include obtaining
information about customers, such as their tastes
and preferences, establishing close relationships
with  consumers, as well as obtaining
information about competitors.

de Vries, Gensler, & Leeflang (2012)
argued that the quality of interaction is relevant
for establishing ties with customers. In this
sense, companies are not only required to convey
messages about their brand. Companies are
required to convey messages that are conducive
to consumer interactivity, such as soliciting
consumer feedback, and conducting dynamics.
In their model, de Vries, Gensler, & Leeflang
(2012) identified that, in order to improve brand
positioning and popularity on social media,
companies need to improve interactivity through
the quality of the information they convey in
their posts and encourage consumer
participation and feedback.

In communication feedback, Kietzmann,
Silvestre, McCarthy, & Pitt, (2012) in their
theoretical model, stated that the elements of
frequency and direction are important to
evaluate interactivity between companies and
consumers. On the one hand, frequency
identifies the amount of information that
consumers share about the brand with the
company on a specific topic that corresponds to
the direction. In fact, with direction, the
company needs to share content for consumers
for a specific purpose, which will be informed by
feedback from users.
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For this, it is necessary for companies to
plan their publications, and identify what kind of
content is required to share on social networks to
obtain information from consumers that they
will provide with their participation. In this vein,
Liu & Shrum (2002) in their theoretical model
on interactivity, discussed synchronicity.

Liu & Shrum (2002) mention that
synchronicity emphasises constant feedback
between two parties, in this case between the
company and the consumers. To this end, the
authors mention the need for active control in
communication in order for companies to have
high synchronicity. In other words, a constant
exchange of information on both sides. Active
control concerns the control in the process of
information exchange by companies to
communicate with consumers. In this process
control, many companies require the use of
consumer data to carry out advertising
campaigns or to establish personalised contact
with consumers.

Goldfarb & Tucker (2011) determined
the effectiveness of internet and social media
advertising campaigns in making the right use of
consumer data. This is interpreted as meaning
that companies need to carefully design how
they intend to interact and establish closer
contact with consumers, i.e., what kind of
information is required from consumers. In
many cases, consumers are not confident about
giving their personal data to companies.

In fact, many consumers still lack
confidence in the use of social networks with
regard to purchasing products and services
online. In this context, Hajli (2014) studied the
impact of the use of SM and interactivity to build
trust in consumers' decision-making in the
purchase of products and services. Hajli (2014)
determines that the use of SM and interactivity
with consumers has a positive effect on trust
building, and that it positively influences
decision making for the purchase of products
and services.

In relation to trust building in the
company-consumer relationship, Tsimonis &
Dimitriadis (2014) propose a model that
analyses the external and internal factors that
motivate companies to make use of SM.
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One of the main factors is digital growth
and popularity with interactivity through
strategic activities. These activities are based on
providing value to consumers through advice,
useful information, solving customer problems,
delivering prizes, coupons, discounts, and
promotions. This author also adds that daily
communication is an extremely important factor,
which has already been mentioned earlier in this

paper.

Undoubtedly, interactivity is a
determining factor for MSMEs in today's digital
world. A company that does not have a social
media presence, plans and executes SM
strategies is a company that is practically
invisible to consumers. It is very easy for
MSMEs to carry out SM strategies, mainly
because the cost of using social media platforms
IS very low.

Hanna, Rohm, & Crittenden (2011),
conduct a theoretical analysis and propose a
model of the social media ecosystem, in which
they assess the cost-effectiveness of SM
strategies, as implementing such initiatives is
very cost-effective. Hanna, Rohm, & Crittenden
(2011) argue that SMEs can plan and carry out
their SM strategies with few resources and
consider more important creative initiatives that
allow them to get closer and interact more with
consumers.

In this regard, Wamba, Akter, &
Bhattacharya (2016) mention that the analysis of
consumer information in SM is of utmost
importance: demographics, product,
psychographics, behaviour, referrals, location,
purchase intentions. This data allows the
company to understand the consumer in order to
establish  effective SM  strategies. This
information is provided by SM platforms at
almost no cost, which makes this data available
almost for free, the challenge is for the firm's
marketer to make the most of it through a set of
relevant analytics for strategy formulation.

Bandyopadhyay (2016) proposes several
low-cost SM strategies that maximise the
profitability of firms. These strategies are
product and service promotion, enhancing
company reputation, building relationships with
consumers, customer service, and listening to
user feedback.
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These initiatives can be carried out by
any company that has the personnel with
sufficient knowledge about low-cost marketing
strategies.

Miller & Lammas (2010) provide a
theoretical discussion of cost-effective and low-
cost strategies and mention the importance of
being able to encourage consumers to promote
products and services with their community. In
this context, the authors argue that word-of-
mouth marketing is a cost-effective strategy and
that it makes it possible for a given piece of
information to go viral, benefiting the company
by building a solid presence in social networks,
which benefits profitability.

Todor (2016) in his theoretical-practical
analysis also acknowledges that SM strategies
are low-cost and cost-effective, and highlights
the measurement of key performance indicators,
such as return on investment (ROI), for the
purpose of understanding the impact and
monetary benefit of marketing initiatives.
However, the author mentions some
disadvantages, the most important of which is
directly related to profitability, the risk of not
increasing sales by not using digital strategies
and platforms well. In this sense, companies
require staff with knowledge and understanding
of consumer behaviour.

Kumar & Mirchandani (2012) identify a
theoretical-practical  seven-step model to
improve the ROI of companies regarding the
implemented SM advertising strategies. These
steps are: 1) monitoring  consumer
conversations, 2) identifying  consumer
influencers, 3) identifying factors shared by
consumer influencers, 4) identifying opinion
leaders (influencers) interested in the company's
advertising ~ campaign, 5) incentivising
influencers  to spread word-of-mouth
information about the product and service, 7)
obtaining rewards on SM advertising campaigns.
These steps show that strategically and at a low
cost, companies can improve their revenue, and
above all profitability. It can be seen that market
knowledge is of utmost importance to obtain the
benefits of profitability.
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Hoffman & Fodor (2010) carry out a
theoretical analysis to understand some factors
related to consumer dynamics, which improve
the ROI of SM advertising campaigns. These
authors mention the four "Cs" of SM, which are
connections, creation, consumption and control.
In social media, connections are established
through the creation of content that is consumed
by one or more groups of consumers, to generate
a synchrony that the company clearly has control
over. Marketers need to understand the
dynamics of the points mentioned above, and
above all to know their community well in order
to implement cost-effective strategies and have a
favourable return on investment.

Dinh, Zhang, Nguyen, & Thai (2013)
using statistical algorithm models, conclude that
for an advertising campaign to be successful,
they identify that knowledge of the market and
the respective segments targeted by the
company's products is crucial. The study also
identifies that the time factor in the development
of social media strategies is important, but no
more so than market knowledge, for an
advertising campaign to be effective.

Jones, Borgman, & Ulusoy (2015)
conducted five case studies in which they
determined the benefits of SM and the perceived
importance of its use. In the theoretical-practical
model, the authors identify company
profitability, increased sales, positioning, and
improved customer relations. In the perception
of the importance of the use of SM, the
researchers found that marketers have some
limitations in the use of SM and its respective
strategies. These limitations are time and
knowledge about the correct use of SM tools.

Rugova & Prenaj (2016) conduct an
analysis and propose a theoretical model on
factors of SM use in companies. These authors
identify the organisational and management
factor, where financial resources and above all
knowledge are recognised. On the one hand,
with financial resources, they argue about the
favourable costs of managing SM strategies. On
the other hand, knowledge as a resource is part
of the human capacities, and according to the
performance and organisation of these, the
management of SM strategies will be.
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Knowledge and organisation for the
management of SM are extremely important
elements, and lead to an analysis of the adoption
of these digital tools by companies. Several
researchers have developed several models that
explain relevant variables in the adoption of SM
in companies. In these models, adoption is used
as compatibility.

Dahnil, Mizal, Langgat, & Fzlinda
(2014) with their theoretical discussion, build a
model of five factors that affect the firm's
compatibility for the use of SM tools. These
factors are, consumer behaviours, organisation,
technology, management, and, business
environment. Dahnil, Mizal, Langgat, & Fzlinda
(2014) highlight organisation and management.
In organisation, the authors argue the availability
of both financial resources and human resource
skills. On the other hand, in management, they
consider the decisions of the managers,
highlighting their skills, attitudes and vision in
order to boost the company's compatibility with
the use of SM.

Teo & Pian (2003) propose a model
composed of contingency factors, levels of
internet adoption and competitive advantage. In
the contingency factors, the authors consider the
variables of top management support,
technology strategy and compatibility. For SM
compatibility, the model emphasises the
company's existing technology and cultural
values. This will determine the level of adoption
of digital tools such as SM.

Beier & Wagner (2016) mention that SM
compatibility can take place in two ways. First,
bottom-up (bottom-up), when employees of the
company start the initiative to employ digital
platforms. This first approach considers
strategies that do not require a considerable
budget for the company. Second, it is top-down
(top-down), which arises when the company's
managers give significant consideration to the
use of SM and strategies, which to some extent
may have a considerable cost. Wamba & Carter
(2014), in their model, discuss the characteristics
of the firm as a point to be considered in the
compatibility for the use of SM. These authors
argue about the firm's capacity derived from its
organisational structure and its flexibility for
planning and decision making. Clearly, the
aptitude and attitude of managers and employees
is crucial for compatibility.
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Sarosa (2012) conducted a study in a
firm, in which they analyse the internal
environment of the company and the actors, i.e.,
the employees. Four stages were determined to
analyse the compatibility of the company,
according to the role of each internal
stakeholder: problematisation, interests,
inclusion, and mobilisation. In problematisation,
the internal actors determine what the problem is
regarding the compatibility of SM employment
in the company. Subsequently, in interests, the
actors organise themselves according to their
profile for the solution of the problem. In
inclusion, the other internal actors of the
company are motivated to participate in the
solution of the problem. Finally, in mobilisation,
solutions are established, and an action plan is
put in place to solve the problem. This model
clearly shows the organisation of the members of
the company for the adoption of the SM tools.

In their study, Cesaroni & Consoli (2015)
found that several entrepreneurs make use of SM
by trend. In other words, the technological trend
as a factor external to the company influences
the compatibility of SM. The researchers also
found in their study that several entrepreneurs
identify the potential of using SM and its
benefits. However, due to lack of knowledge,
they do not use these digital tools effectively.

AlSharji, Ahmad, & Abu-Bakar (2018)
in their research and statistical modelling, prove
that the organisational level, top management
plays a role of capital terms to create the
enabling environment, as an internal ecosystem
to drive SM compatibility and adoption. In the
demographics of the study, the authors found
that young, educated managers consider SM to
be of vital importance to the progress of firms.

Monim (2017) conducted statistical
research to study the adoption of digital tools in
firms. Monim (2017) considers compatibility as
a point of relevance closely related to the skills
and knowledge of the firm's human resource,
since the use of new tools, such as SM, depends
on the ability of the members to adopt the change
correctly.

Oberoi, Patel, & Haon (2017) determine
some interesting compatibility data. The
researchers argue that when firms adopt external
technologies, such as SM, they increase the
efficiency of the firm.
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However, the company may be affected
if it develops a dependence on only one type of
SM tools. This affects the firm's adaptability to
adopt new technologies and novel alternatives
that can improve the firm's efficiency.

Chong & Chan (2012), in their model,
study how the technological factor influences the
evaluation, adoption and routinisation for the
diffusion of Radio Frequency Identification
within companies. They classify technological
factors into relative advantage, compatibility,
complexity, cost and security. In this model,
compatibility is mentioned as an important point
for the adoption and use of SM.

The factors of interactivity, cost-
effectiveness and compatibility of SM lead to the
study and analysis of the use of these important
digital tools by companies. In specific terms,
which marketing activities are used by
companies with respect to SM tools.

SM can be used in three ways namely as
a communication medium, viral marketing
platform, to conduct market research (Whiting &
Deshpande, 2016). The use as a communication
medium, is carried out with the publication of
information about products and services, such as
photographs and videos. In this sense, McCann
& Barlow (2015), highlights the improvement of
the company's communication with consumers,
for the purpose of creating strong relationships
with them, attracting new customers, and
providing them with specific information about
products and services such as promotions and
even benefits and specifications.

In using SM as a viral marketing
platform, consumers need to share the message,
discuss and exchange information about
products and services (Whiting & Deshpande,
2016). Finally, to conduct market research, firms
need to be in constant communication with
consumers, engaging them with interactive
dynamics about their preferences and opinions
of products and services (Real, 2014). When
companies properly employ the use of SM, a
strong brand identity and image of the firm is
built (Whiting & Deshpande, 2016).
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In order to make good use of SM, it is
necessary to consider the quality of the content
through a constant exchange of information in
the form of images and videos that have a
positive impact on consumers. In this context,
the way in which the content is produced is
related to the impact it will have on consumers.
For this, it is necessary to plan and elaborate
content strategically in such a way that
consumers can feed back the communication
(Ananda, Hernandez, & Lamberti, 2016).

Ananda, Hernandez, & Lamberti (2016)
suggest that SM strategies should be carried out
actively, i.e., dynamically, and for this purpose,
the following activities are important: public
relations, working with opinion leaders of a
specific segment (influencers), personalisation
of interaction and product, including consumers
in the innovation and improvement of products
and services.

Sixto (2015) suggests that in order for
companies to use SM tools correctly, a social
media plan needs to be developed and
incorporated as part of the company's system, so
that it operates as an important element of the
internal organisation. It is in this way that the
progress and benefits of SM can be achieved.

The main benefits of SM for firms are
threefold: increased sales (Wang, 2017; Chuang,
2020), increased number of customers (Gruner,
Vomberg, Homburg, & Lukas, 2019), and
improved brand visibility (Chen & Lin, 2019;
Cheung, Pires, & Rosenberger, 2020). Several
authors have studied these benefits of SM in
companies, through models and theoretical
discussions.

In increasing sales, during the process of
this activity in social networks, the company's
marketing manager must be close to consumers,
identify potential customers to convert them into
prospects, and follow up to close product sales
(Andzulis, Panagopoulos, & Rapp, 2012). In this
context, Gustafson, Pomirleanu, Mariadoss, &
Johnson (2019) identify that, in the buying
process, consumers in the first instance must
have engagement with the company, i.e., be part
of a community in which there is constant
feedback of information, where ideas, opinions,
experiences are shared.
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Consumer engagement is built through
the agility of SM management. According to
Chuang (2020), this agility is carried out through
the responsiveness of communication and the
ability to solve consumer problems and
concerns. The more the company is able to solve
customer needs, the stronger the company-
consumer ties will be.

Zadeh, Zolfagharian, & Hofacker (2019)
add a factor that is also important in building
relationships ~ with ~ consumers, which is
providing value through the information that the
company provides. Therefore, companies should
consider exceeding consumer expectations at all
times, not only at the time of purchase but also
in the interaction with actual and potential
customers.

Zhang & Li (2019) argue that consumers
perceive risks at the time of making a purchase
of a product or service. This risk is subjective,
i.e. it is not accurate in a certain way. However,
for the most part, consumers rationally analyse
the information available to them about products
and services so that they can identify risks and
benefits in their intended purchase. This means
that consumers must be informed with the best
possible information so that they do not identify
any risks.

One of the activities that can be improved
so that consumers do not perceive risk in
purchasing products through digital media such
as SM is CRM. Cheng & Shiu (2019) argue that
through this activity, companies can provide
personalised and detailed information to actual
and potential consumers, which increases the
likelihood of purchase and above all improve to
increase sales.

In the buying process, SM contributes a
lot to increase sales. According to Chen, Lu,
Wang, & Pan (2019), most of the decisions
consumers make online are largely influenced by
their social group. In this wvein, product
recommendations and opinions on social media
have a positive or negative impact. This is
because consumers in the social group in which
they find themselves, share many characteristics
in common, and to some extent relevance and
trust. This not only contributes to purchase
behaviour, but also to product usage behaviour
(Wang, 2017).
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The challenge for MSMEs as they
increase their sales is to increase the number of
customers as well. Iblasi, Bader, & Al-Qreini
(2016) discuss that, in the consumer purchase
decision process, firms that follow up before and
after purchase, customers repeat a purchase,
which increases brand loyalty.

A relevant strategy prior to the purchase
of products and services are dynamics and
incentives through rewards towards consumers
(Jung, Yang, & Kim, 2020). Meire, Hewett,
Ballings, Kumar, & Van den Poel (2019) study
digital events that promote emotional dynamics
and the relationship they have with consumer
engagement. The results show a positive
relationship between the aforementioned points.
These dynamics increase future customers'
engagement with the brand, playfully
incentivising them to purchase products and
services from the company in the immediate
future.

Chang & Dong, (2014), obtained
interesting findings on the dynamics between the
company and consumers. The results of the
study show that the more companies involve
consumers in a dynamic interaction, the more
they will invest in the purchase of a product. This
result is obtained because consumers during
dynamic interactions have more information at
their fingertips to make a decision to purchase a
product from the company.

Gruner, Vomberg, Homburg, & Lukas
(2019) recognise the relationship of consumers
through SM and new product launches. The
researchers show that simple products in
conjunction with an adequate relationship
increase customers and profits for the firm,
compared to complex products.

Foltean, Trif, & Tuleu (2019) mentions
that SM tool can be employed as a CRM tool, as
in constant interaction with consumers, firms
can obtain information about customers to
deliver detailed information to them and follow
up. Researchers Foltean, Trif, & Tuleu (2019)
concur with Cheng & Shiu (2019) on the benefits
of using CRM, which fosters trust with
customers, promote loyalty, which benefits with
increased sales. In fact, these marketing
initiatives increase consumer expectations.
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Customers' expectations of the product is
also a point that needs to be considered. Sedera,
Lokuge, Atapattu, & Gretzel (2017) study the
process of product consumption satisfaction,
where consumers are influenced by their
expectations, social influence, information
confirmation, and satisfaction. Social influence
represents all the consumer experience
information that a consumer obtains from his or
her  community. This information is
recommendations or comments about the
consumption experience of a product. So, the
confirmation information is, in effect, the
consumer's own experience compared to the
experience information that another consumer
has obtained. Satisfaction, on the other hand, is
the customer's personal experience of
consuming the brand's product or service.

In this sense, Sedera, Lokuge, Atapattu,
& Gretzel (2017) identify a point of tolerance
between the consumer's own experience and the
experience of other members of their digital
community, which is presented as balance. In
case the consumer has a favourable satisfaction
due to their positive consumer experience of the
product, they will be more likely to be loyal to
the brand.

Wu, (2017), conducts a study where he
finds that there is partially a direct relationship
between consumer recommendations and brand
trust. Wu (2017) shows in his findings that the
brand is not just a brand so to speak, but rather a
reflection of the quality and commitment of the
brand, i.e. the reputation and status that the
company represents for consumers, as it has
satisfied their needs and expectations. Product
quality and consumer satisfaction result in brand
recognition of the company. Improved brand
visibility is another benefit of SM for companies,
which also requires specific strategies.

Ahmada, Musab, & Harun (2016)
recognise that brand visibility is an aspect that
companies need to constantly work on in order
to establish a strong market presence. In the case
of DM, a brand presence through SM
management is a requirement for the market
permanence of firms. To improve brand
visibility, Ahmada, Musab, & Harun (2016),
discuss and value the quality of information that
companies require to provide to the market about
their products and services through social media.
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This leads to more and better interaction
between consumers and the company. The more
time consumers spend interacting and the more
frequently they share information with their
community, the greater the visibility of the
brand.

Godey, Manthiou, Pederzoli, et al.
(2016), studied consumer behaviour, and
statistically demonstrated that the quantity and
quality of information that encourages consumer
interaction, makes it possible for the brand to be
better valued and above all more visible in the
market, which impacts consumer preference and
loyalty.

In relation to the quality of information,
Liu & Lopez (2016) with their study, show that
the characteristics of the products that
companies share through content on social
networks, impact the visibility of the brand. This
is a result of the word-of-mouth information that
consumers share in their virtual community. At
this point of analysis, the information that
consumers share with their social circle can
either benefit or harm the brand's value and
visibility.

Balakrishnan, Dahnil, & Yi (2014) argue
that the exchange of word-of-mouth information
among consumers on social networks has a
greater impact than advertising. Existing
positive information about a brand and its
respective products and services incentivise
consumers in the buying process and even
generate consumer loyalty.

Chen & Lin (2019) identify that, through
interactivity, information shared by the company
on social networks, and word-of-mouth
information, contribute to improving consumers'
perceived value of the brand. In this sense,
consumers perceive a high value on the brand's
product or service, in relation to the benefits they
can obtain from it, even if the monetary cost is
high or even low. In other words, consumers will
choose the product because of the benefits and
not primarily because of its cost.
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Ceyhan (2019) in his theoretical
argument, points out three types of values related
to the firm's brand. These values are hedonic,
functional and social. Functional value is
perhaps the best known. This value is related to
the benefits provided by the product or service to
consumers, which is provided through useful,
practical information in social networks.
Whereas, hedonic value refers to the value
perceived by consumers for the information
shared by the company on social networks,
which is dynamic and interactive. Finally, social
value is that type of value perceived by
consumers that concerns the level of interaction
that the company has with the virtual
community, as an environment of constant
information exchange.

Alam & Khan (2019), in their study
regarding the hedonic value of the brand, using
a statistical model, makes a relevant
contribution. The researcher shows that the
hedonic information offered by companies on
social networks has a significant impact, as long
as internet users interact more frequently. In
more specific terms, companies obtain more
benefits from the information generated by
consumers regarding the product and service,
such as comments and recommendations,
compared to the information that the firm itself
shares. This means that companies need to
encourage more consumer engagement on social
media through a range of creative strategies, not
only in terms of the quality of the information,
but also in terms of driving interactivity.

Hudson, Huang, Roth, & Madden (2016)
with their study showed that one of the most
important strategies to improve brand visibility
is anthropomorphisation. The authors state that
before managing SM strategies, the brand
anthropomorphisation initiative should be
carried out. The study also states that this
strategy generates more trust for consumers, as
it is a creative and, above all, dynamic way of
interacting in  social  networks.  The
anthropomorphisation of the brand is closely
related to the quality of the information that
firms share on social networks to interact with
consumers. In addition to this, the
anthropomorphisation strategy enhances brand
awareness among consumers.
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Ismail (2017) with his research states
that, proper management of SM strategies
improves brand visibility through awareness.
That is, brand awareness, which emphasises the
value represented by the company and its
products or services to the extent that it relates to
the identity of consumers. Companies with high
brand awareness are more recognised and
preferred by consumers.

Discussion and contributions

Technological progress has changed the way
marketing strategies are carried out, as a result of
the changing habits of consumers who have
adopted mobile devices with internet connection
to do their daily tasks, but above all the way they
consume products and services. Every year, the
number of people connected to the internet
increases. The main habits of consumers are the
use of social networks. The main social networks
are Facebook, YouTube, WhatsApp, Instagram
and Twitter. Each of these platforms has millions
of users, and the number of users is increasing
every year.

In Mexico, the majority of internet users,
specifically 82%, use smartphones for online
activities. The main activity that consumers
carry out is the use of social networks. The main
social networks to which Internet users are
registered are Facebook with 98%, WhatsApp
with 91%, Twitter with 49%, and Instagram
represents only 57% (AMIPCI, 2019). For
MSMEs in Mexico, it is an opportunity to adopt
DM tools such as SM and thus adapt to the
digital dynamics.

For many companies, the use of SM is a
challenge; in the case of Mexico, in the
southeast, the outlook for the use of SM tools is
not favourable. In order for companies to remain
strong and competitive in the market, they need
to adapt through the use of SM. Today's
consumer is an informed consumer, sensitive to
high prices and dishonest actions by companies.
Therefore, companies need to be in contact with
consumers through SM tools. However, many
companies still do not recognise the importance
of SM as such. In the literature review, three
main factors are identified as influencing the use
of SM in MSMEs, according to the contributions
made by a group of scientists in the field of KM
study.
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Social networks have set the tone for
improving communication between businesses
and consumers. We are talking about a two-way
communication, where the exchange of
information between companies and consumers
is constant (Liu & Shrum, 2002). According to
the literature review, two-way communication
makes interactivity possible, which is the first
factor influencing the use of SM in firms. For
this, firms need to provide content that meets
certain characteristics (Yadav & Rahman, 2017).
This content needs to be useful, contain quality
information, encourage consumer engagement,
be frequent and targeted, so that synchronicity is
conceived (de Vries, Gensler, & Leeflang,
2012).

Furthermore, companies need to make
the right use of consumer data in case it is
requested. Businesses strategically need to
provide value and solve consumer problems and
incentivise  consumers to build strong
relationships with them (Hajli, 2014). It is
necessary for companies to implement these SM
initiatives as soon as possible and continue to
compete in the market.

Companies can implement various SM
strategies at a reduced cost and connect with a
large audience. Cost-effectiveness is the second
factor influencing the use of SM in firms.
According to the literature review, social media
platforms make it possible for firms to
implement various strategic activities at a low
cost (Hanna, Rohm, & Crittenden, 2011). These
activities are sharing information in a creative
way that incites consumer participation, and
getting to know their opinions, in order to know
the market segment, understand their behaviour
and subsequently establish actions to promote
products and services (Wamba & Carter, 2014).
To understand and measure the reduced cost of
SM initiatives, it is relevant that companies also
make use of performance indicators such as ROI
(Todor, 2016). The profitability of SM initiatives
seems to be a promising issue for companies.
However, for such benefits to be realised in
companies, the use of digital tools is required to
be carried out by digitally savvy staff. In this
context, knowledge is an extremely important
resource in companies, which they need to
manage through organisation (Dinh, Zhang,
Nguyen, & Thai, 2013).
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This organisation leads to the analysis of
the compatibility for the adoption and use of SM
as a tool by companies.

In fact, contributions in the field of SM
research indicate that the organisation, cultural
values, knowledge, skills, and existing
technology in the company constitute
compatibility (Teo & Pian, 2003). In precise
terms, compatibility is the context that arises
within the organisation for the use of SM as
marketing  strategies.  This  favourable
environment within companies makes it possible
to adopt and use SM correctly and, above all, to
execute it properly. When companies use SM
strategies correctly, they will have several
results (Beier & Wagner, 2016).

The literature review points out that there
are three main benefits that companies can
obtain from the use of SM: increased sales,
increased number of customers and improved
brand visibility.

Nowadays, more and more consumers
are using the internet, especially social networks.
In order to communicate with the market,
companies do not only need to be present where
the majority of consumers are concentrated
according to the segment they belong to. Rather,
firms need to establish solid relationships and
above all increase consumer engagement. This is
built through quality interactivity and
responsiveness with consumers. Also, through
CRM, firms are able to reduce consumer distrust
by personalising the information consumers
require.

The decisions that consumers make when
making a product purchase are largely
influenced by the recommendations made by
other consumers in a virtual community
established on social networks. This represents a
challenge for firms in terms of customer growth,
as this is achieved through strategic SM
initiatives. The SM research community argues
that the main activities for firms to retain
customers are pre-purchase and post-purchase
follow-up, customer dynamics and incentives.
These strategic activities foster customer loyalty
and, more importantly, brand status and
engagement with customers. This impacts on the
visibility of the company's brand.
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Ubiquitous information makes it possible
for several companies to participate in the
market, and for consumers to have information
quickly, overcoming the barrier of time and
geographic location. In this sense, there is too
much competition in the market, and consumers
clearly prefer the products and services of
companies with high brand visibility. Several
initiatives have been studied in the field of SM.
In the literature review, the following initiatives
are identified as the main SM activities to
increase brand visibility, namely providing the
quantity and quality of information on product
features and, above all, encouraging consumers
to share their experience with their close social
circle. It should be noted that the information
that firms are required to share should be
hedonic and interactive in order to generate more
trust in  consumers. The strategy of
anthropomorphisation of the brand is also
pointed out. In addition, it is recognised that
consumer participation through prizes with the
purpose of the brand obtaining information
about the products and services it offers,
increases commitment, loyalty and brand
visibility in a competitive market.

Conclusion

The objective of this study is to build a
theoretical model on the factors that affect the
SM for MSMEs, which aims to contribute to the
understanding of the difficulties and
opportunities that companies have today, for the
use of MD tools. Based on the literature
analysed, a theoretical model is proposed in
which the factors that affect the use of SM in
MSMEs and their respective benefits are
identified. In the model, the main factors
influencing the use of SM are: interactivity, cost-
effectiveness and compatibility. While, the main
benefits are: increase in sales, increase in
number of customers and brand visibility.
According to the analysis of the literature
review, it can be seen that each of the mentioned
factors are closely related. Therefore, it is
required that companies work correctly at the
same time on the above discussed actions on
interactivity, profitability and compatibility (see
figure 1). This is in order to obtain the benefits
already analysed, the increase in sales, increase
in the number of customers, and the
improvement of brand visibility.
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The models analysed in the literature
review for the construction of the model that this
paper provides, present qualitative and
quantitative characteristics. For this reason, the
present study provides a novel, multidisciplinary
analysis. The model proposed in this manuscript
opens a guideline for future research on MSMEs
and the MS, both qualitative, quantitative and
mixed-slices studies.

The model proposed in this research
shows that MSMEs need to work intensively on
the three main factors, interactivity, profitability
and compatibility, which are closely interrelated
internal elements of the company, in order to
obtain the great benefits of SM. To the extent
that managers recognise the importance of SM
and improve the resources they have to boost the
company's interactivity, profitability and
compatibility, the benefits they will obtain,
which have already been mentioned and
analysed, will be an increase in sales, customers
and greater brand visibility.

The use of SM in today's times is a
necessity, not a luxury that only a few companies
can have, as it used to be in the past. Consumer
behaviour adapts to the progress of technology
almost immediately, through the constant use of
mobile devices and an increased investment of
time in internet connectivity. In addition, the
main activity of consumers connected to the
internet is the use of social networks. The main
challenge for MSMEs is to identify SM
opportunities and mobilise the resources they
have at their disposal to work towards adapting
to digital dynamics.

MSME managers and decision-makers
who are able to assess the use of SM and identify
that it presents an opportunity to remain in the
market, and who are also able to establish and
implement actions for the adoption and use of
these digital tools in the internal organisation,
will be those companies that will obtain the
benefits discussed above, and will remain
competitive in the increasingly challenging
market.
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Annexes
Phases Marketing Marketing 2.0 Marketing Marketing 4.0
1.0 3.0
Characteristics Product- Customer Value-driven Marketing
focused focused marketing focused on the
marketing marketing changing nature
of  consumer
paths in the
digital
economy.
Objective Selling Satisfying and Making the | Reaching more
products retaining world a better | customers
consumers place
Enabling Industrial Information New  Wave Digital
Forces revolution technology Technology economy
How Mass buyers Smart A complete Consumers
companies with consumer with human being connected  to
view the physical mind and heart with  mind, digital
market needs heart and | platforms
spirit.
Key marketing Product Differentiation Values Digital
concept development
Company Product Business and Business, Mix of
marketing specification product vision, values traditional and
managers positioning digital
marketing
Value Functional Functional and Functional, Functional and
propositions emotional emotional personalization
and spiritual
Consumer One-to- One-to-one Many-to- One-to-many
interactions many relationships many interaction
transactions collaboration

Note: Each marketing phase has different orientations, 1.0
focuses on product, 2.0 on differentiation while 3.0
focuses mainly on values

Table 1 Marketing 1.0, 2.0, 3.0 and 4.0 comparisons
Source: Prepared based on information from (Kotler et
al., 2010, p. 6; Kotler, Kartajaya, & Setiawan, 2017, p.
55)

Classification Concept

Web Site Set of electronic files and related web
pages including multimedia content,
usually including a home page called
Home Page (Erragcha & Romdhane,
2014).

A website is an information and/or
communication structure generated on
the Internet, created by the application of
information technologies (technologies
of creation, maintenance and
development of websites), which has two
fundamental elements (actions of the
subjects and contents) and where a set of
services that the users who visit this
website can exercise to satisfy one or
more needs, they have (Alonso, p. 231
2008).

Set of digital platforms that allow
content sharing among users, are used to
communicate and to develop marketing
strategies, social networks are the main
tools (Bolat, Kooli, & Wright, 2016;
Omoyza & Agwu, 2016).

Social media

A group of Internet-based applications
that are based on the ideological and
technological foundations of Web 2.0,
and enable the creation and sharing of
user-generated content (Kaplan &
Haenlein, p.61 2010).

SEO Positioning | Search Engine Optimization (SEQ), is
the search engine optimization or search
engine positioning, and its purpose is the
visibility of a website, in a specific area,
at no cost, that is why it is called organic
positioning (Fernandez, 2015).
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Search Engine Optimization (SEO)
allows a website to appear in the top
result lists of a search engine for some
specific keywords (Yalgin & Kose, 2010,
p.488).

SEM Search Engine Marketing (SEM)
Positioning consists of the manipulation of search
engines in order to direct the user to the
requested website (Fiorini & Lipsky,
2012).

Search Engine Marketing (SEM) allows
a website to appear in the top result lists
to promote sales by increasing the
exposure of specific keywords (Yang,
Shi, & Wang, 2015, p.1107).

Commerce conducted through digital
electronic media (Kaplan & Haenlein,
2012).

E-Commerce

Electronic commerce includes any form
of economic activity conducted through
electronic connections (Wigand, 1997, p.
2).

Mailing E-mail marketing can be defined as a
targeted sending of commercial and non-
commercial messages to a detailed list of
recipients, respectively, e-mail addresses
(Hudék, Kianickova, & Madlenak, 2017,
p. 342).

The mailing has the main characteristic
of being personalized, consisting of the
company's brand, a message and a link
that guides the customer to the
company's  website  (Schwarzl &
Grabowska, 2015, p.193).

Note: Website, social media, SEO and SEM positioning,
e-commerce and Mailing are some of the DM tools

Table 2 Digital Marketing Tools
Source: Researcher's elaboration

P

< Interactivity >
Cost Use of Performance
effectiveness social media benefits
< Compatibility >

~ -

Figure 1 Theoretical model on the factors that affect the
use of social media in SMEs
Source: Own elaboration based on literature review
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