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[bookmark: _Toc216442314]EXECUTIVE SUMMARY

The Indian retail sector, contributing approximately 30% to GDP with over 75% unorganized operations, faces unprecedented digital transformation pressures. This study investigated current social media marketing practices employed by Indian retail SMEs and examined the relationship between these practices and sales performance outcomes, addressing critical gaps in empirical evidence regarding actual usage patterns, effective strategies, and implementation challenges.
The research employed a quantitative cross-sectional survey methodology grounded in the Technology Acceptance Model and Technology-Organization-Environment framework. Data were collected from 136 Indian retail SMEs (88.3% of 154 respondents) across all major Indian regions using a structured online questionnaire examining platform usage, content strategies, management arrangements, satisfaction levels, sales contributions, and implementation challenges.
Key findings reveal multi-platform strategies dominate, with Facebook (86.6%) and Instagram (84.5%) leading adoption, followed by YouTube (72.5%) and WhatsApp Business (52.1%). Content emphasizes price information (71.3%), customer testimonials (67.1%), and product photos (50.3%). Paid advertising is standard practice (59.2%), with 39.7% employing dedicated staff and 25.5% using external agencies for management.
Results demonstrate strong effectiveness: 72.8% report satisfaction and 83.7% report sales improvements since implementing social media marketing. Sales contributions vary substantially 38.3% report 10-25% of sales from social media while 43.3% achieve over 25%, with 14.2% reporting 51-75%. Posting frequency and tracking sophistication correlate positively with sales outcomes. Implementation challenges are significant: time constraints (75.0%), limited budgets (65.4%), and lack of technical skills (57.4%) emerge as primary barriers. Businesses prioritize affordable advertising credits (69.7%), content templates (58.6%), and analytics tools (52.4%) as desired support.
The study validates theoretical frameworks while demonstrating that effectiveness depends on strategic implementation, not mere adoption. Recommendations include investing in dedicated resources, prioritizing measurement, and developing contextually appropriate strategies. As India's digital economy expands, retail SMEs that strategically invest in social media capabilities while systematically measuring performance will achieve sustained competitive advantage.
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[bookmark: _Toc216442318]CHAPTER 1: INTRODUCTION
This first chapter sets the stage for the research investigation by giving it important background and direction. It starts with an overview of digital transformation and the growing importance of social media marketing for small and medium-sized retail businesses in India. Then it clearly states the research emphasis, rationale, aims, objectives, and research questions. The chapter ends with a summary of the dissertation's structure, which gives readers a complete guide on how social media marketing affects sales performance in small and medium-sized Indian retail businesses.
1.1 [bookmark: _Toc216442319]Background
In the last ten years, the world of business has gone through a huge digital transition that has changed how companies interact with clients, market their goods, and boost sales growth (Reddy Koilakonda, 2024).  Social media is at the centre of this change. It has gone from being just a way to talk to people to becoming an important business tool that helps companies reach large audiences, raise brand awareness, and make it easier for customers to talk to them directly (Ali, 2024).  This digital revolution has particularly important effects on small and medium-sized businesses (SMEs), which are the backbone of many developing economies, including India.  The proof is strong and comes from many different angles.  Vineet Pandey et al. (2024) state that SMEs make up 31% of India's GDP and 43% of its exports, making them the country's "growth engine."  Romanus Lucian Dimoso et al. (2024) systematically validated that the implementation of digital technology improves SME performance in operational, financial, and customer relationship metrics.
 India's retail industry is one of the most dynamic and complicated economic systems in the world.  There are more than 63.4 million micro, small, and medium enterprises (MSMEs) in the country, including retail SMEs. Together, they make up about 30% of the manufacturing and services GDP (IBEF, 2024).  The sector has consistently contributed about 30% to India's Gross Domestic Product (GDP) from FY 2017-18 to FY 2022-23 and has provided jobs for more than 120 million people.  Analysts in the industry say that with the right investments and policies, the MSME sector might contribute 35–40% of India's GDP by 2025–2027. This shows how important the sector is to India's economic future (IBEF, 2024).
 The Indian retail industry, in particular, has several unique traits that make it a great place to do research.  More than 75% of Indian retail is still unorganised (IBEF, 2024), which means that millions of small and medium-sized firms use little resources, have little formal infrastructure, and generally use old-fashioned business methods.  But this scenario is changing very quickly.  India's e-commerce business was worth $125 billion in 2024. By 2030, it is expected to be worth $345 billion, and by 2035, it is expected to be worth $550 billion. This is a 15% compound annual growth rate (CAGR).  The retail sector grew by 2% in 2024, thanks in part to more people shopping online and digital transformation projects (ET Online, 2024).
 The rise of digital technologies, especially social media, has given Indian retail SMEs more chances than ever to reach more customers, connect with them directly, and compete better in a market that is becoming more digital (Geete and Geete, 2023).  As of early 2025, India had 444 million social media users aged 18 and over. This was an increase of 6.3% from the previous year (Kemp, 2025).  In the fiscal year 2024–25, India spent about INR 40,800 crore on digital advertising, a 29% increase from the previous year. For the first time, digital media took up 41% of India's total advertising spending, beating out television.
 Because it is inexpensive, easy to get started with, and can reach specific customers, social media marketing has become a very appealing digital marketing technique for small and medium-sized businesses (Antwi & Adjei Oppong, 2021).  Indian retail enterprises now use platforms like WhatsApp Business, Facebook, Instagram, and YouTube to show off their items, announce sales, get feedback from customers, and boost sales (Sakshi, 2025).  In FY 2024-2025, social media continued to be the biggest format, taking up 30% of all digital advertising spending. The FMCG, e-commerce, and retail sectors saw amazing growth rates of about 29%, showing how much more they rely on digital channels (Social Samosa, 2025).
 Even though more Indian retail SMEs are using social media marketing, there are still big problems.  Traditional stores have problems like high tech costs, people that aren't very good with computers, poor infrastructure, and trouble figuring out how much money they make from social media (Bajaj, 2024).  Also, the digital divide is still very big, with more than 680 million Indians still not online (Kemp, 2024). This makes it hard for firms to deal with both digital and traditional market dynamics.
 The different cultures and demographics in different parts of India make it even harder to come up with a social media strategy.  What works in big cities could not work in tier-2 and tier-3 cities, where internet usage, customer behaviour, and platform preferences are very different (Tanmay, 2020).  Over 70 million MSMEs with 250 million employees are registered on the Udyam Registration Portal as of May 2025 (Ministry of MSME, 2022). However, many of these businesses have trouble using digital technology to help them grow (Kanojia, 2024).
 The COVID-19 pandemic sped up the use of digital tools by Indian enterprises. To keep in touch with customers and keep sales going, many traditional stores had to quickly switch to online channels and social media (Banik & Shil, 2023).  This forced digitalisation has brought both opportunities and problems. Businesses that didn't want to go digital before now have to compete in a market that is becoming more and more digital, where having a presence on social media is now necessary instead of optional (Bajaj, 2024; Bansal, 2024; Vandita, Srivastava and Jaiswal, 2023).
[bookmark: _Toc216442320]1.2 Research Focus
This study primarily investigates the utilisation of social media platforms by Indian retail SMEs for marketing and the correlation of these activities with their sales performance and business success.  The study used a quantitative methodology to examine contemporary social media usage patterns, marketing methods utilised, perceived efficacy of various approaches, implementation difficulties, and the correlation between social media marketing initiatives and reported sales results.
 The study focusses on retail SMEs, acknowledging that this sector encounters distinct marketing obstacles relative to manufacturing or service-oriented SMEs.  In marketplaces where customers have a lot of choices, retail enterprises have to constantly attract and keep customers, keep track of their inventory, deal with pressure from competitors to lower prices, and establish brand loyalty.  Social media sites give small and medium-sized businesses in retail the tools they need to deal with these problems, such as showing off their products, getting customers involved, running promotional campaigns, and having direct sales channels.
 The study's geographic scope includes the entire Indian retail SME sector, although it does take into account that digital infrastructure, customer behaviour, and business practices might vary greatly from one location to the next.  The research seeks to obtain a thorough overview of social media marketing techniques and outcomes across this diversified industry by surveying SME owners, managers, and marketing personnel from various geographies, firm sizes, and operational durations.
 This research is temporally focused on the present, analysing current activities and recent outcomes.  Given the rapid expansion of social media platforms, marketing tactics, and digital consumer behavior, the study prioritizes understanding the present situation of social media marketing among Indian retail SMEs rather than previous trends.   This modern approach guarantees that conclusions stay pertinent and applicable for professionals manoeuvring through the current digital marketing landscape.
[bookmark: _Toc216442321]1.3 Rationale of the Study
The reasons for doing this research come from a number of related elements that show how important it is for both academics and real-world applications.  First, even though there has been a lot of research on social media marketing around the world, there is still a big gap in real-world evidence about how retail SMEs in emerging countries like India use these platforms to improve their sales.  Chatterjee and Kar (2020) examined the determinants affecting the adoption of social media marketing by SMEs in India, specifically focussing on perceived utility, simplicity of use, and compatibility. However, their study concentrated on adoption factors rather than actual usage patterns and sales outcomes.  Chatterjee et al. (2021) investigated the adoption of social media marketing for sustainable business growth, highlighting the moderating influence of leadership support; however, they did not thoroughly delineate the exact marketing methods utilised or their correlation with sales performance.
 Second, most of the research that has been done on how well social media marketing works is based on Western-centric frameworks and contexts that may not fully represent the particular obstacles and opportunities that SMEs in India's complicated market confront (Seethamraju & Diatha, 2018).  India's retail sector is marked by considerable fragmentation, inadequate formal infrastructure, a variety of linguistic and cultural contexts, differing levels of digital literacy, and pronounced urban-rural disparities elements that fundamentally influence the formulation and execution of social media marketing strategies.  Research undertaken in Western countries, characterised by advanced digital infrastructure and uniform consumer behaviour, may yield limited insights for Indian retail SMEs confronting these unique obstacles.
 Third, it is essential to have extensive empirical data regarding the correlation between social media marketing initiatives and sales results within Indian retail SMEs.  Case studies and small-scale qualitative research yield significant in-depth insights; nevertheless, they lack the statistical robustness necessary to discern patterns, correlations, and predictive elements that might guide broader practice and policy.  Aggarwal (2019) emphasised the need of comprehending diverse social media marketing indicators for Indian SMEs; yet, extensive quantitative studies evaluating the efficacy of various marketing strategies are still limited.
 Fourth, Indian retail SMEs desperately require evidence-based assistance on effective social media marketing tactics.  Many small and medium-sized business (SME) owners and managers have begun using social media marketing because they know it may be helpful, but they don't know which methods work best, how to quantify success, or how to deal with problems that come up when putting them into action.  Indian SMEs encounter considerable challenges, such as insufficient technical expertise to compete with global firms, limited internet bandwidth, inadequate hardware, elevated technological expenses, scarcity of skilled personnel, and employee opposition to the adoption of new technologies.  This study meets this practical need by giving data-driven insights that can help small and medium-sized businesses make decisions and use their resources better.
 Fifth, it is very important for policymakers to understand how retail SMEs use social media for marketing and what the results are.  The Union Ministry of Micro, Small, and Medium Enterprises got Rs. 23,168 crore in the FY26 Union Budget. This is a 4.6% increase from the previous year, showing that the government is committed to helping this sector.  But to make good policy, you need to know what real problems SMEs encounter when they try to use digital marketing and what makes or breaks their success.  This research can guide governmental activities designed to improve digital skills, offer targeted assistance, and eliminate obstacles to the adoption of digital marketing among small and medium-sized retail businesses.
 Sixth, the scholarly literature concerning digital marketing in emerging markets is still not as advanced as it is in developed market situations.  This study advances theoretical development by evaluating and potentially expanding frameworks from Western contexts within an Indian setting, investigating the applicability of constructs such as perceived usefulness, ease of use, and compatibility central to the Technology Acceptance Model in the context of India's retail SMEs.  The study also helps us grasp the business value of social media beyond just how many people use it by looking at how social media marketing affects sales.
 Lastly, the timing of this study is quite good.  In FY 2024 (April 2023-March 2024), India officially spent more on digital media than on television (Digiplus, 2024). This is a big deal because it shows how important digital channels are becoming, thanks to cheap bandwidth, more smartphones, and the growth of 5G technology.  This pivotal time in India's marketing landscape generates both pressure and opportunity to comprehend how retail SMEs are adapting to this transition and the aspects that influence their performance in using social media for business expansion.
 The justification for this investigation is based on existing knowledge deficiencies and practical requirements.  This study fills important theoretical and methodological gaps by giving detailed empirical data on how Indian retail SMEs use social media for marketing and what the results are. It also gives useful information to professionals and policymakers who want to improve the competitiveness and sustainability of this important part of the economy.
[bookmark: _Toc216442322]1.4 Overall Research Aim and Research Objectives
[bookmark: _Toc216442323]1.4.1 Research Aim
The aim of this research is to Investigate the current social media marketing practices employed by Indian retail SMEs and to examine the relationship between these practices and their sales performance and business growth outcomes.
[bookmark: _Toc216442324]1.4.2 Research Objectives
To achieve the stated research aim, the study pursues the following specific research objectives:
Objective 1: To identify and classify the current social media platforms and tools utilized by Indian retail SMEs for marketing purposes.
Objective 2: To critically analyze the social media marketing strategies and content approaches employed by Indian retail SMEs to generate sales.
Objective 3: To evaluate the perceived effectiveness of different social media marketing approaches among Indian retail SMEs and to assess the challenges encountered in implementation.
Objective 4: To examine the relationships between social media marketing usage patterns, strategy choices, and reported sales outcomes among Indian retail SMEs.
Objective 5: To formulate evidence-based recommendations for enhancing social media marketing effectiveness among Indian retail SMEs.
[bookmark: _Toc216442325]1.4.3 Research Questions
The research objectives translate into the following specific research questions that guide the investigation:
RQ1: What social media platforms are currently being used by Indian retail SMEs for marketing purposes, and what factors influence platform selection?
RQ2: What social media marketing strategies and content approaches do Indian retail SMEs employ to attract customers and generate sales?
RQ3: How do Indian retail SMEs perceive the effectiveness of their social media marketing efforts, and what challenges do they face in implementing these strategies?
RQ4: What relationships exist between social media marketing usage patterns, strategy choices, and sales performance among Indian retail SMEs?
RQ5: What evidence-based recommendations can be formulated to enhance social media marketing effectiveness among Indian retail SMEs?
[bookmark: _Toc216442326]1.5 Structure of the Dissertation
This dissertation is organised into five chapters, each serving a distinct purpose in developing and presenting the research investigation.
Chapter 1: Introduction establishes the foundation for the research by presenting the background context of digital transformation in Indian retail, identifying the research focus on social media marketing among retail SMEs, articulating the rationale for the study, and stating the research aim, objectives, and questions. This chapter demonstrates the significance of investigating how Indian retail SMEs utilise social media platforms for marketing purposes and the relationship between these practices and sales performance outcomes.
Chapter 2: Literature Review provides a comprehensive examination of existing scholarly knowledge relevant to the research. The chapter begins by exploring the unique characteristics of Indian SMEs and their operating environment. It then presents the theoretical foundations, specifically the Technology Acceptance Model and the Technology-Organization-Environment framework, which inform the conceptual approach. The review examines empirical evidence regarding social media marketing effectiveness and sales performance, discusses the challenges facing retail SMEs in digital marketing adoption, and analyses the specific context of Indian retail SMEs including market characteristics, digital infrastructure, and the social media landscape. The chapter concludes by synthesising the literature to identify five critical research gaps that justify and guide the present investigation.
Chapter 3: Research Methodology articulates the philosophical foundations, research design, and methodological approach employed in this study. The chapter explains the positivist philosophy and deductive methodology underpinning the research, describes the quantitative cross-sectional survey design, details the target population and sampling strategy, presents the data collection instrument (structured online questionnaire), outlines the data analysis techniques, addresses validity and reliability considerations, discusses ethical considerations, and acknowledges methodological limitations. This chapter provides transparency regarding how the research was conducted and enables readers to assess the rigour and appropriateness of the methodology.
Chapter 4: Data Analysis, Findings and Discussion presents and interprets the empirical findings from 136 Indian retail SMEs currently using social media for marketing. The chapter begins with sample profile analysis, then systematically addresses each research objective by examining platform usage patterns, marketing strategies and content approaches, perceived effectiveness and satisfaction, relationships between practices and sales outcomes, and implementation challenges. Throughout the chapter, findings are interpreted using the theoretical frameworks introduced in Chapter 2 and connected to existing literature, demonstrating how the research addresses identified gaps and contributes new empirical evidence.
Chapter 5: Conclusion and Recommendations synthesises the key findings, discusses their theoretical and practical implications, and provides actionable recommendations for multiple stakeholder groups. The chapter summarises findings in relation to each research objective, articulates the study's contributions to knowledge, offers specific recommendations for retail SME practitioners, policymakers and support organisations, and future researchers, acknowledges the study's limitations, and concludes with reflections on the significance of the research and the path forward for Indian retail SMEs seeking to leverage social media marketing effectively.
This structure ensures logical progression from establishing the research problem through theoretical grounding and methodological rigour to empirical analysis and practical application, enabling readers to follow the research journey from inception to conclusion.


[bookmark: _Toc216442327]CHAPTER 2: LITERATURE REVIEW

This chapter critically examines existing academic literature relevant to understanding social media marketing practices and their relationship to sales performance among retail SMEs in India. The review adopts a funnel approach, beginning with broader theoretical frameworks explaining technology adoption, moving through empirical research on social media marketing effectiveness and measurement, examining challenges faced by SMEs in emerging markets, and narrowing to the specific context of Indian retail businesses. The chapter concludes by identifying critical gaps in current knowledge that necessitate the present research investigation.
[bookmark: _Toc216442328]2.1 SMEs in India and what makes them unique
 Small and medium-sized businesses are the backbone of India's economy, yet they confront unique problems that affect how they use and use digital marketing tools. To understand how these businesses use social media for marketing and what results they get, you need to know what they do.
 What MSMEs are in India
 The Indian government divides businesses into groups based on how much money they invest and how much money they make each year. The Udyam Registration system says that micro businesses can have investments of up to Rs 1 crore and sales of up to Rs 5 crore. Small businesses can have investments of up to Rs 10 crore and sales of up to Rs 50 crore. Medium businesses can have investments of up to Rs 50 crore and sales of up to Rs 250 crore (Ministry of MSME, 2022). More than 644 million MSMEs were registered on the Udyam site as of May 2025. However, millions more run their businesses without registering (SIDBI, 2025).
 Importance to the economy
 MSMEs make up over 30% of India's GDP and 43% of its exports. They also employ more than 120 million people (ANI, 2024; IMF, 2023). Retail businesses are very important in this industry. More than 75% of India's retail is still unorganised and run by small businesses (IBEF, 2024). Industry forecasts indicate that MSMEs' contribution to GDP may attain 35-40% by 2027, underscoring their increasing economic significance (ANI, 2024).
 The most important thing about Indian SMEs is that they don't have enough resources. These enterprises are different from big companies since they have less money, fewer employees, and less advanced technology (Chatterjee & Kar, 2020). This has an effect on every business choice, from marketing to adopting new technologies. Most of the time, owner-managers make most of the decisions in small and medium-sized businesses. This allows for quick answers to changes in the market, but it also means that the owner's time, skills, and personal networks are very important to the success of the business (Agarwal et al., 2019).
 Gaps in skills make things very difficult. A lot of small and medium-sized businesses in India don't have competent workers for specialised tasks like data analysis or digital marketing. Training costs a lot of money, and workers sometimes don't want to learn how to use new technologies (Patil et al., 2024). This challenge is worse in semi-urban and rural locations when there aren't enough skilled workers available.
 India's digital infrastructure is very different from one place to the next. Small and medium-sized businesses (SMEs) in cities usually have greater internet connection, technological access, and digital capabilities than those in smaller towns and rural areas (Buteau, 2021). Also, properly recognised businesses have a lot more access to resources and help than informal ones.
 Challenges Unique to Retail SMEs
 Retail enterprises have their own set of problems. They have to always bring in new customers, keep track of their stock, deal with price competition from both traditional stores and online businesses, and cultivate client loyalty even when they don't have a lot of money (Bajaj, 2024). Retailers require immediate returns on their marketing spending to keep their cash flow going, unlike manufacturers who might spend money on long-term improvements.
 Indian retail SMEs likewise have a wide range of customers. It is often hard for small shops to come up with different localised marketing strategies for customers in tier-2 and tier-3 cities who speak regional languages (Buteau, 2021).
 Barriers to Digital Adoption
 Digital technologies can help small and medium-sized businesses grow and provide them an edge over their competitors, but these businesses face several obstacles to using them. Pandey et al. (2024) cite significant problems such as insufficient technical expertise, inadequate internet bandwidth in rural areas, insufficient technology infrastructure, elevated expenses, a scarcity of experienced workers, and opposition to change. These constraints make retail SMEs think about how much to spend on social media marketing, how to measure its efficacy, and how to balance social media with other company goals.
 These qualities and limitations of SMEs influence the strategies retail businesses employ in social media marketing and the results they attain. The subsequent sections analyse the applicability of theoretical frameworks and empirical research to various operational realities.
[bookmark: _Toc216442329]2.2 Conceptual Foundations
The adoption and effective use of social media marketing by retail SMEs cannot be understood without reference to theoretical frameworks that explain how and why businesses embrace new technologies. Two dominant theoretical perspectives provide complementary insights: the Technology Acceptance Model (TAM), which focuses on individual perceptions and attitudes, and the Technology-Organization-Environment (TOE) framework, which offers organizational-level analysis. Both frameworks have been extensively applied to understand social media marketing adoption, albeit with necessary adaptations for SME contexts in emerging markets.
[image: ]
[bookmark: _Toc216442330]2.2.1 Technology Acceptance Model and Social Media Marketing
Davis's (1989) Technology Acceptance Model remains foundational for understanding technology adoption, proposing that perceived usefulness (PU) and perceived ease of use (PEOU) determine technology acceptance. Rauniar et al. (2014) extended TAM specifically for social media contexts, demonstrating that social networking platforms require additional constructs beyond traditional TAM variables, including critical mass of users, platform capability, perceived playfulness, and trustworthiness. Their empirical validation using Facebook data confirmed that these extended constructs significantly influence usage behavior, suggesting that social media adoption involves more complex considerations than conventional business software.
Critically for this study, Chatterjee and Kar (2020) applied an extended TAM framework specifically to Indian SMEs' social media marketing adoption. Their survey of 310 Indian firms revealed that perceived usefulness, perceived ease of use, and compatibility positively influence social media marketing impact after adoption. However, they discovered that cost has a significant negative impact a finding particularly relevant to resource-constrained retail SMEs. Their research demonstrated that social media marketing adoption does improve business performance measured through sales and customer contacts, although they focused primarily on adoption factors rather than examining actual usage patterns or specific marketing strategies employed. This represents a significant gap that the present research addresses by investigating not merely why SMEs adopt social media, but how they use it and what strategies they deploy to generate sales.
Salam, Imtiaz, and Burhan (2021) provided important insights into SME retailers' perceptions during the COVID-19 crisis, finding that perceived ease of use and usefulness influenced attitudes toward social media marketing adoption. Their mixed-methods approach revealed considerable heterogeneity among retailers, with some effectively leveraging social platforms while others were impeded by limited understanding highlighting that adoption factors alone cannot explain effectiveness variations. This underscores the importance of examining actual usage practices and implementation strategies, not merely adoption decisions.
[bookmark: _Toc216442331]2.2.2 Technology-Organization-Environment Framework
Tornatzky and Fleischer's (1990) TOE framework offers comprehensive organizational-level analysis by examining how technological characteristics, organizational resources, and environmental factors jointly influence technology adoption. For social media marketing in retail SMEs, the technological context includes relative advantage over traditional marketing channels, compatibility with existing business processes, and perceived complexity. The organizational context encompasses factors such as top management support, available human resources, and digital capabilities. The environmental context comprises competitive pressures, customer expectations, and institutional support.
Chatterjee et al. (2021) applied TOE to examine social media marketing adoption for sustainable business growth among SMEs in emerging economies, demonstrating that leadership support critically moderates relationships between adoption factors and actual implementation. Their study of 321 SMEs across multiple emerging markets found that technological factors (relative advantage, interactivity, visibility), organizational factors (top management support), and environmental factors (institutional pressure) collectively influence adoption, with leadership support playing a decisive role. This highlights that even when SMEs recognize social media's potential benefits, effective implementation requires organizational commitment and capabilities.
Recent research by Qalati et al. (2024) on Indonesian SMEs found that while technological apprehensions concerning perceived advantage, complexity, and cost create adoption hesitancy, organizational influences (top management support, employee capability) and environmental pressures (customer and vendor demands) significantly propel adoption. Their structural equation modeling of 508 SMEs confirmed substantial positive relationships between social media marketing adoption and SME performance, adding empirical weight to arguments for social media's business value.
However, these studies predominantly examine adoption rather than usage patterns, strategies, or direct sales outcomes particularly in retail contexts. As Baker (2012) notes, TOE's "generic" nature enables flexibility but reduces predictive specificity for particular technologies and contexts. Applying TOE to understand social media marketing among Indian retail SMEs requires contextualizing the framework for India's unique digital infrastructure, retail market structure, and SME characteristics.
[bookmark: _Toc216442332]2.3 Social Media Marketing and Sales Performance: Empirical Evidence
Understanding whether and how social media marketing contributes to sales growth constitutes a central concern for retail SMEs considering platform investments. Research evidence demonstrates generally positive relationships between social media marketing and business performance, though considerable debate persists regarding measurement approaches, mediating mechanisms, and contextual variations.

[bookmark: _Toc216442333]2.3.1 Social Media Marketing Effectiveness and Performance Measurement
In this study, social media marketing efficacy is the extent to which retail SMEs benefit from it. According to RO3, this study considers both tangible performance outcomes (sales generation, lead conversion, customer acquisition, and revenue growth) and intermediate marketing outcomes (customer engagement, brand awareness, reach, and customer relationship quality).  Similar to Kumar et al. (2013), this definition distinguishes between measurable commercial results and intangible relational benefits, but for resource-constrained retail SMEs, sales performance and business sustainability are the ultimate criterion of effectiveness.  This study uses SME owners' and managers' perceived assessment rather than objective metrics to account for retail SMEs' practical measurement challenges in tracking social media ROI (as noted in the 2025 Review of Managerial Science).  This definition of efficacy refers to practitioners' subjective assessment of how well their social media marketing initiatives support sales and business growth goals.
Itani, Kassar, and Loureiro (2023) investigated strategic social media use among UK B2B SMEs, finding that social media enhances market-sensing capability, which in turn improves customer-linking capabilities (customer relationship management and brand management), ultimately driving marketing and financial performance. Their research, though focused on B2B contexts, demonstrates that social media contributes to performance not through direct effects but by enhancing organizational capabilities. This capabilities-based perspective suggests that simply maintaining social media presence proves insufficient; businesses must develop complementary skills in market sensing and customer engagement to extract value.
Ali Qalati et al. (2020) examined factors affecting SME performance with social media adoption as a mediating variable, finding partial mediation between entrepreneurial orientation and business performance. This indicates that social media serves as a mechanism through which entrepreneurially oriented SMEs operationalize their strategic vision. However, their study did not differentiate among types of performance outcomes (sales versus other metrics) nor examine specific marketing strategies employed on different platforms.
The challenge of measuring social media marketing effectiveness remains persistent. Kumar et al. (2013) developed frameworks for creating measurable social media marketing strategies, emphasizing the importance of distinguishing between tangible outcomes (sales, leads) and intangible benefits (brand awareness, customer engagement). For retail SMEs with limited analytics capabilities, this distinction becomes particularly important yet challenging to implement.
Recent comprehensive analysis by researchers examining social media marketing measurement challenges notes that traditional performance measurement methods lack compatibility with social media's dynamic, interactive nature (reviewed in 2025 Review of Managerial Science). The study identifies that prevailing challenges are largely technical, focusing narrowly on quantitative KPIs while organizational dimensions such as integrating social media metrics with business objectives and developing cross-functional understanding remain underexplored. This suggests that retail SMEs may struggle not only with technical measurement but also with organizationally embedding social media marketing within broader sales strategies.
[bookmark: _Toc216442334]2.3.2 Platform-Specific Usage and Sales Strategies
Different social media platforms offer distinct affordances that shape their suitability for various marketing objectives. Atanassova and Clark (2015) developed a theoretical framework for SME social media practices, arguing that effective marketing requires understanding platform-specific characteristics. However, their framework remains primarily conceptual, lacking empirical validation in retail contexts or emerging markets.
For Indian retail SMEs specifically, certain platforms have emerged as particularly significant. Research indicates that WhatsApp Business has become crucial for direct customer communication and sales facilitation, with a 2020 survey showing 77% of Indian SMEs acknowledging WhatsApp as their primary customer connection platform, and 62% reporting that it helped increase sales (Registered WhatsApp Business data, 2019). Facebook and Instagram serve product showcase and discovery functions, while YouTube increasingly features in video-led marketing strategies (Kemp, 2025).
However, existing research provides limited empirical evidence regarding which specific strategies on these platforms most effectively generate sales for retail SMEs. Studies document platform adoption rates but rarely examine the actual content strategies, posting frequencies, use of paid versus organic approaches, or customer engagement tactics that retail SMEs employ. This represents a critical knowledge gap, as understanding effective practices requires moving beyond adoption statistics to investigate actual usage behaviors and their relationships to sales outcomes.
[bookmark: _Toc216442335]2.4 Challenges Facing Retail SMEs in Digital Marketing Adoption
While theoretical frameworks and aggregate research suggest social media marketing's potential benefits, retail SMEs particularly in emerging markets like India face substantial obstacles that impede effective adoption and utilization. These challenges operate at multiple levels and require careful examination to understand the gap between potential and realized benefits.
[bookmark: _Toc216442336]2.4.1 Resource and Capability Constraints
Resource limitations constitute perhaps the most fundamental barrier facing retail SMEs. Unlike large corporations with dedicated marketing departments and substantial budgets, SMEs typically operate with severe resource constraints affecting their digital marketing capabilities. Chatterjee and Kar (2020) found that cost has a significant negative impact on social media marketing use among Indian SMEs, suggesting that even relatively low-cost platforms impose meaningful financial burdens when considering time investments, potential need for paid advertising, and opportunity costs of diverting attention from core business operations.
Beyond financial constraints, capability gaps significantly impede effective social media marketing. Patil et al. (2024) examining Indian SMEs identified unavailability of skilled staff as a major hurdle, with the cost and effort required for training staff and staff resistance to adopting new technologies creating additional challenges. The semi-urban and rural SMEs particularly lack technical competence to compete with larger firms and multinational corporations (Chatterjee & Kar, 2020). Poor internet bandwidth, inadequate hardware, and high technology costs create infrastructure barriers, especially outside major metropolitan areas.
Agarwal, Agrawal, and Khan (2019) studied challenges faced by Indian SMEs more broadly, identifying lack of business knowledge among human resources as a factor contributing to inefficient and ineffective operations. When combined with digital marketing's demands for content creation, platform management, customer engagement, and performance measurement, these capability gaps create substantial obstacles for retail SMEs attempting to leverage social media for sales growth.
[bookmark: _Toc216442337]2.4.2 Digital Divide and Market Heterogeneity
India's digital landscape exhibits extreme heterogeneity that complicates social media marketing strategies. While urban areas boast sophisticated digital infrastructure and high smartphone penetration, rural and semi-urban regions lag significantly. Kemp (2024) reported that over 680 million Indians remained offline despite rapid digital growth, creating a fragmented market where social media reach varies dramatically by geography.
This digital divide intersects with India's linguistic and cultural diversity. Social media marketing strategies effective in English-speaking urban markets may fail in regional language markets. The demographic and cultural diversity across regions complicates strategy development (NAIDU et al., 2024), requiring retail SMEs to adapt content, platforms, and engagement approaches to local contexts a challenging proposition for resource-constrained businesses.
Furthermore, India's retail sector remains overwhelmingly unorganized, with over 75% operating informally (IBEF, 2024b). These businesses often lack formal business registration, sophisticated record-keeping, or familiarity with digital platforms, creating additional adoption barriers beyond those faced by formal SMEs in developed markets.
[bookmark: _Toc216442338]2.4.3 Measurement and ROI Challenges
A persistent challenge facing retail SMEs involves measuring social media marketing effectiveness and demonstrating return on investment. Aggarwal (2019) noted that while many Indian SMEs have embraced social media, they lack systematic measurement approaches. Engagement metrics (likes, shares, comments) prove easy to track but difficult to translate into sales impact. Attribution remains particularly problematic when customers discover products through social media but complete purchases through other channels, SMEs struggle to credit social media's role.
This measurement challenge creates a vicious cycle: without clear ROI demonstration, SMEs hesitate to invest substantially in social media marketing, yet without substantial investment, meaningful results remain elusive. For retail SMEs operating on thin margins, this uncertainty about returns can deter sustained social media marketing efforts.
[bookmark: _Toc216442339]2.5 The Indian Retail SME Context: Market Characteristics and Digital Transformation
Understanding social media marketing among Indian retail SMEs requires examining the distinctive characteristics of India's retail sector and the ongoing digital transformation reshaping business practices. India's retail landscape presents unique features that fundamentally influence how SMEs approach social media marketing and the outcomes they achieve.
[bookmark: _Toc216442340]2.5.1 Structure and Significance of Indian Retail SMEs
India's retail sector remains dominated by small and medium enterprises, with over 75% of retail classified as unorganized (IBEF, 2024b). The MSME sector more broadly contributes approximately 30% to GDP and employs over 120 million people, with projections suggesting this contribution could reach 35-40% by 2025-2027 (IMF, 2023; ANI, 2024). As of May 2025, over 644 million MSMEs were registered on the Udyam Registration Portal (SIDBI, 2025), though this represents only a fraction of actual operating businesses, many of which remain informal.
The retail sector experienced 2% growth in 2024, with digital channels playing an increasingly important role (ET Online, 2024). However, this growth masks substantial heterogeneity. Urban retail businesses face intense competition and sophisticated consumer expectations, while semi-urban and rural retailers operate in environments with limited digital infrastructure but growing smartphone penetration. This heterogeneity complicates generalizations about Indian retail SMEs' social media marketing practices.
Bajaj (2024) examined challenges and opportunities for traditional retailers in India's evolving marketplace, noting that digital transformation presents both threats and opportunities. E-commerce giants and digitally native brands increasingly compete with traditional retailers, forcing adaptation. However, many traditional retailers lack resources, capabilities, and knowledge to effectively respond through digital marketing channels.
[bookmark: _Toc216442341]2.5.2 Social Media Landscape and Usage Patterns in India
India's social media landscape exhibits explosive growth alongside persistent digital divides. As of early 2025, India had 444 million social media users aged 18+, representing 6.3% year-over-year growth (Kemp, 2025). However, over 680 million Indians remained offline (Kemp, 2024), creating a bifurcated market where social media marketing reaches only segments of potential customers.
Platform preferences in India differ from Western markets. While Facebook and Instagram maintain strong presence, WhatsApp has emerged as the dominant platform for business communication. Research indicates that 77% of Indian SMEs acknowledge WhatsApp as their primary customer connection platform, with 62% reporting it helped increase sales (2019 industry surveys). WhatsApp's combination of personal messaging, multimedia sharing, and business catalog features makes it particularly suited to relationship-based selling common in Indian retail.
Social commerce has emerged as a significant trend in India, with projections suggesting the market could reach $16-20 billion by 2025 and $60-70 billion by 2030 (Bain & Company, 2020). Platforms like Meesho enable reselling through social networks, particularly empowering women entrepreneurs in semi-urban areas. Instagram Shopping and Facebook Shops integrate e-commerce functionality directly within social platforms, reducing friction in customer purchase journeys.
The rise of regional language content has expanded social media's reach beyond English-speaking urban populations. Platforms increasingly support Hindi, Tamil, Telugu, and other regional languages, enabling retailers in non-metropolitan areas to engage customers in their preferred languages. This linguistic diversity necessitates localized content strategies that many small retailers lack capacity to develop systematically.
[bookmark: _Toc216442342]2.5.3 Digital Infrastructure and Policy Environment
India's digital infrastructure has improved dramatically, driven by affordable smartphones, competitive data pricing, and government initiatives like Digital India. Digital advertising spending surged to approximately INR 40,800 crore in FY 2024-25, marking 29% growth, with digital media capturing 41% of total advertising expenditures for the first time (Industry Reports, 2025). Social media accounted for roughly 30% of digital advertising spending, demonstrating platforms' centrality to marketing strategies.
Government policy increasingly supports MSME digitalization. The Union Ministry of MSME received Rs. 23,168 crore in FY26 Budget, reflecting government commitment to sector development (Budget documents, 2025). Initiatives like the Udyam Registration Portal aim to formalize SMEs and improve access to credit and support services. However, as Buteau (2021) notes in research on India's MSME digital ecosystem, challenges reside in addressing the complex and heterogeneous MSME segment, with businesses at different stages of digital readiness requiring differentiated support.
Despite infrastructure improvements, barriers persist. As Pandey (2024) argues based on Economic Survey 2024 analysis, deregulation remains vital for MSME growth, with excessive regulatory compliance creating burdens that divert attention from productive activities like marketing innovation. Many SMEs struggle with complex tax systems, license requirements, and other administrative demands that constrain capacity for strategic activities including social media marketing.
[bookmark: _Toc216442343]2.5.4 Retail-Specific Considerations
Retail businesses face distinctive marketing challenges that shape their social media strategies. Unlike B2B or service businesses, retailers must continually attract customers, showcase products visually, manage inventory visibility, respond to pricing pressures, and build brand loyalty in highly competitive environments. Social media platforms offer tools addressing these needs Instagram and Facebook for visual product display, WhatsApp for personalized customer service, and YouTube for product demonstrations.
Banik and Shil (2023) analyzed digital transformation consequences in India's retail business, finding that traditional retailers face challenges adapting to digital competition while simultaneously recognizing opportunities for market expansion through digital channels. The COVID-19 pandemic accelerated this transformation, forcing many retailers to rapidly adopt digital marketing and sales channels. Research by Salam et al. (2021) during the pandemic found that crisis circumstances prompted many previously resistant retailers to experiment with social media marketing, with mixed results depending on digital capabilities and customer base characteristics.
Seasonal and cultural factors significantly influence Indian retail. Festivals like Diwali, Holi, and regional celebrations drive substantial sales spikes. Retailers increasingly use social media to promote festival-specific offers, though research has not systematically examined whether and how these seasonal campaigns translate to sales outcomes. Similarly, India's gift-giving culture and preference for personal recommendations over impersonal advertising may influence social media marketing effectiveness, though empirical evidence remains limited.
[bookmark: _Toc216442344]2.6 Synthesis and Identification of Research Gaps
The literature reviewed reveals substantial research on technology adoption frameworks, social media marketing benefits and challenges, and characteristics of emerging market SMEs. However, critical gaps persist regarding social media marketing practices and sales outcomes among Indian retail SMEs specifically.
[bookmark: _Toc216442345]2.6.1 Gap 1: Limited Large-Scale Empirical Data on Current Usage Patterns
Existing research predominantly examines adoption factors why SMEs choose to use social media marketing rather than actual usage patterns and practices. Chatterjee and Kar (2020) and Chatterjee et al. (2021) provide valuable insights into adoption drivers among Indian SMEs but do not comprehensively map which platforms retail SMEs currently use, how frequently they post, what types of content they create, or whether they employ paid versus organic strategies. Understanding current practices requires moving beyond adoption statistics to document actual behavioral patterns.
This gap is particularly significant for Indian retail given rapid platform evolution. Studies from 2020-2021 may not reflect current practices as platforms introduce new features (Instagram Reels, WhatsApp Business catalogs, Facebook Shops) and user behaviors shift. Large-scale empirical data on contemporary usage patterns would provide baseline understanding of the current state of social media marketing among Indian retail SMEs.
[bookmark: _Toc216442346]2.6.2 Gap 2: Insufficient Understanding of Strategy-Sales Relationships
While research demonstrates general positive relationships between social media marketing and business performance (Itani, Kassar, & Loureiro, 2023; Ali Qalati et al., 2020), limited evidence exists regarding which specific marketing strategies and approaches most effectively generate sales for retail SMEs. Studies typically measure performance broadly (financial performance, growth, market share) rather than examining sales outcomes specifically (Ali Qalati et al., 2020). For retail businesses where sales constitute the primary performance indicator, understanding which social media activities drive sales conversions becomes critical.
Furthermore, existing research rarely examines strategy variations across platforms. Atanassova and Clark (2015) developed a theoretical framework for SME social media practices but their framework remains primarily conceptual, lacking empirical validation in retail contexts or emerging markets. Do product showcase posts on Instagram drive more sales than promotional posts on Facebook? Does WhatsApp direct messaging convert better than public social media posts? How does posting frequency relate to sales outcomes? These granular questions about strategy-outcome relationships remain largely unaddressed in current literature, yet they directly inform practitioner decision-making about resource allocation and strategy development.
[bookmark: _Toc216442347]2.6.3 Gap 3: Limited Practice-Oriented Implementation Guidance
Academic research has identified numerous barriers to effective social media marketing  resource constraints (Chatterjee & Kar, 2020), capability gaps (Patil et al., 2024; Agarwal, Agrawal, & Khan, 2019), and measurement challenges (Kumar et al., 2013; Review of Managerial Science, 2025)  but provides limited guidance on how retail SMEs can overcome these obstacles within the resource and capability constraints they actually face. Most studies conclude with generic recommendations for "training" or "support" without specifying what practical steps SMEs can realistically take.
Indian retail SMEs require context-specific guidance reflecting their operational realities: limited budgets, small staff lacking digital marketing expertise, time pressures from daily business operations, and heterogeneous customer bases across urban-rural and linguistic divides (Kemp, 2024; NAIDU et al., 2024). Research mapping successful practices among peer SMEs operating under similar constraints would provide more actionable insights than frameworks derived from large corporation experiences or Western market contexts.
[bookmark: _Toc216442348]2.6.4 Gap 4: Absence of Comprehensive Challenge Documentation
Numerous studies delineate particular challenges faced by Indian retail SMEs, such as financial limitations (Chatterjee & Kar, 2020), skill shortages and the absence of qualified personnel (Patil et al., 2024; Agarwal, Agrawal, & Khan, 2019), and difficulties in measurement (Aggarwal, 2019). However, there is a lack of comprehensive documentation regarding the entirety of implementation challenges encountered by these enterprises.  Challenge identification usually emerges as secondary findings in studies centred on adoption rather than as major study objectives.  A systematic examination of implementation barriers technological, organisational, and environmental would facilitate more precise responses by governments, support organisations, and platform providers.
 Additionally, research has not investigated the variability of issues based on business characteristics (size, location, sector within retail) or the strategies employed by SMEs to effectively overcome obstacles.  Some stores use social media well even if they don't have a lot of resources. Learning how they do this could help businesses who are having trouble.
[bookmark: _Toc216442349]2.6.5 Gap 5: Lack of Integrated Understanding Across Research Questions
Perhaps most significantly, existing research addresses different aspects of social media marketing  adoption (Chatterjee & Kar, 2020; Chatterjee et al., 2021), usage patterns, effectiveness (Itani, Kassar, & Loureiro, 2023; Ali Qalati et al., 2020), and challenges (Patil et al., 2024; Aggarwal, 2019)  in isolation rather than examining them in integrated fashion within single studies. Understanding the full picture requires simultaneously investigating current practices, perceived effectiveness, implementation challenges, and relationships to outcomes. This integrated approach would enable identification of patterns: do SMEs using certain platforms report better sales outcomes? Do particular challenges disproportionately affect effectiveness? Do effective strategies cluster among businesses with certain characteristics?
The present research addresses these gaps through a quantitative survey examining current social media platform usage, marketing strategies employed, perceived effectiveness, implementation challenges, and sales outcomes among a substantial sample of Indian retail SMEs. By collecting data across these dimensions simultaneously from practitioners actively engaged in social media marketing, the research will provide empirical evidence addressing identified knowledge gaps while offering practical insights for SMEs, policymakers, and scholars.
[bookmark: _Toc216442350]2.7 Chapter Summary
This literature review has established theoretical foundations for understanding technology adoption through TAM and TOE frameworks, demonstrated empirical evidence regarding social media marketing effectiveness and challenges, examined the distinctive context of Indian retail SMEs and India's evolving digital landscape, and identified critical gaps in current knowledge. The review reveals that while substantial research exists on social media marketing adoption factors and general business impacts, significant gaps persist regarding actual usage practices, relationships between specific strategies and sales outcomes, and comprehensive understanding of implementation challenges in the Indian retail context.
These gaps justify the present research investigation, which employs a quantitative survey methodology to collect large-scale empirical data on social media marketing practices and sales outcomes among Indian retail SMEs. The following chapter details the research methodology designed to address identified gaps and answer the study's research questions.


[bookmark: _Toc216442351]CHAPTER 3: RESEARCH METHODOLOGY

This chapter elucidates the research approach, design, and methodologies employed to examine social media marketing strategies and their correlation with sales performance among Indian retail SMEs.  The chapter discusses the research philosophy, methodology, design, sampling strategy, data collection techniques, analytical procedures, ethical considerations, and limits.
[bookmark: _Toc216442352]3.1 Research Philosophy and Methodology
This study utilises a positivist research philosophy, positing that objective reality can be quantified and comprehended through systematic observation and analysis (Saunders, Lewis, and Thornhill, 2019).  Positivism is suitable for this research as it aims to discern patterns, quantify relationships among variables, and produce conclusions that may be extrapolated to the wider population of Indian retail SMEs.  The philosophy corresponds with the quantitative aspect of the study and the objective to generate evidence-based recommendations rooted in empirical data.
The research employs a deductive methodology, commencing with theoretical frameworks delineated in the literature review and evaluating their relevance in the context of Indian retail SMEs (Bryman, 2016).  The study utilises the Technology Acceptance Model and the Technology-Organization-Environment framework to organise the examination of social media marketing adoption and usage patterns.  The deductive approach facilitates a systematic analysis of the correlations between social media marketing techniques and sales outcomes, informed by established theoretical frameworks while being receptive to the identification of context-specific patterns.
[bookmark: _Toc216442353]3.2 Research Design
This research utilises a quantitative cross-sectional survey methodology.  Cross-sectional research gathers data at a specific moment, offering a snapshot of prevailing habits, perceptions, and outcomes within the target population (Bryman, 2016).  There are a number of reasons why this design is good.  The research's first goal is to map how Indian retail SMEs are now using social media for marketing. This means getting data from many businesses at the same time.  Second, cross-sectional surveys make it easy to get standardised data from people who live in different places.  Third, the architecture allows for statistical study of how different marketing tactics affect sales success, which is important for understanding how different marketing strategies affect sales performance.
The quantitative technique facilitates systematic comparisons of firm attributes, including size, location, and retail sector, yielding results that can guide comprehensive practice and policy suggestions (Creswell and Creswell, 2018).  Cross-sectional design, while it may not allow for clear causality, does offer useful proof of links between social media marketing and commercial results.
[bookmark: _Toc216442354]3.3 Target Population and Sampling
The target population consists of owners, managers, and marketing personnel of small and medium-sized retail businesses in India that utilise social media marketing, specifically those adhering to the MSME standards of an investment cap of Rs 50 crore and a turnover limit of Rs 250 crore (Ministry of MSME, 2022). Participants must be a minimum of 18 years old and actively engaged in a social media platform for marketing purposes.  The research utilises non-probability convenience and snowball sampling methods (Bryman, 2016), which are commonly adopted in SME studies due to the lack of formal sampling frames and the geographical distribution of enterprises (Chatterjee and Kar, 2020; Patil et al., 2024).  The survey will be disseminated via LinkedIn groups dedicated to Indian retail and SMEs, retail associations, online business forums, and social media groups aimed at entrepreneurs, with initial respondents urged to circulate the questionnaire among their networks.  The study seeks to gather 150 completed responses, a sample size that ensures sufficient statistical power for correlation and regression analysis (Hair et al., 2010), is consistent with previous research on SME social media marketing in emerging markets (Chatterjee and Kar, 2020; Qalati et al., 2024), and facilitates significant subgroup comparisons.
[bookmark: _Toc216442355]3.4 Tool for Collecting Data
The study employs a structured online questionnaire developed using Google Forms to collect data. The instrument is organised into several sections designed to address the research objectives and typically requires 10–12 minutes to complete. It begins with a screening section that verifies respondent eligibility by confirming whether the business currently uses social media for marketing; only those answering “yes” proceed further, ensuring that all participants have relevant experience. The subsequent section captures business profile details, including the respondent’s role, firm age, number of employees, and geographic location within India, enabling comparisons across different organisational contexts. The questionnaire then examines patterns of social media usage, such as platform selection, duration of social media marketing activity, and posting frequency, which aligns with the initial research objective concerning usage behaviour.
Further sections explore marketing strategies and content practices, asking respondents about the types of content posted (e.g., product photos, customer reviews, reels), use of paid advertising, and management of social media activities. A ranking task assesses the perceived effectiveness of various social media practices in driving sales. The instrument also evaluates performance outcomes by asking about changes in sales, the proportion of sales generated through social media, methods of performance tracking, and overall satisfaction with results. Implementation challenges are measured using a five-point Likert scale ranging from “Not so challenging” to “Most challenging,” addressing issues such as limited time, budget constraints, technical skills, content creation, and measurement difficulties. The final section solicits suggestions for support that could improve social media marketing and includes an optional open-ended question for additional insights. Respondents may opt to receive research findings, with email addresses collected separately to maintain confidentiality. The questionnaire was developed based on insights from the literature and refined through discussions with the academic supervisor, ensuring clarity and relevance for small and medium-sized retail businesses in India.
[bookmark: _Toc216442356]3.4.1 Validity and Reliability Considerations
The quality of research findings depends fundamentally on the validity and reliability of the data collection instrument. This study addresses both dimensions to ensure the questionnaire produces trustworthy and meaningful data.
Validity refers to whether the instrument measures what it intends to measure (Bryman, 2016). To establish content validity, the questionnaire was developed based on constructs and measures identified in the literature review, drawing on validated instruments from previous studies on social media marketing in SME contexts (Chatterjee & Kar, 2020; Patil et al., 2024; Ali Qalati et al., 2020). Each section of the questionnaire directly corresponds to specific research objectives, ensuring alignment between theoretical constructs and measurement items. Face validity was enhanced through expert review by the academic supervisor, who assessed whether questions appeared to measure the intended constructs and were appropriate for the target population of Indian retail SME practitioners.
Construct validity is addressed by operationalizing key concepts through multiple indicators. For instance, "social media marketing effectiveness" is measured through sales changes, sales proportions attributable to social media, and satisfaction levels, rather than relying on a single metric. Platform usage patterns are captured through both categorical selections and frequency measures, providing triangulation of usage behaviors.
Reliability concerns the consistency and repeatability of measurements (Saunders, Lewis, & Thornhill, 2019). To enhance reliability, the questionnaire employs standardized response formats including multiple-choice options, five-point Likert scales for challenge assessment, and clearly defined categorical variables. This standardization reduces ambiguity and ensures respondents interpret questions consistently.
To further enhance validity and reliability, the questionnaire uses clear, jargon-free language appropriate for SME practitioners who may lack formal marketing education. Questions avoid leading or loaded language that might bias responses. The online format through Google Forms ensures consistent presentation to all respondents, eliminating interviewer effects that could compromise reliability.
[bookmark: _Toc216442357]3.4.2 Pilot Test
A pilot test of the questionnaire was conducted with approximately 10-15 participants from the target population to identify potential issues with question clarity, response options, and survey flow. Pilot participants were recruited through professional networks and provided feedback on question wording, completion time (confirmed at 10-12 minutes), and technical functionality. Based on pilot feedback, minor refinements were made to question phrasing and response options before launching full data collection. Pilot responses were not included in the final analysis.
[bookmark: _Toc216442358]3.5 Ways to Analyse Data
Data will be exported the data we get from Google Forms to Microsoft Excel or Google Sheets so we can look at it.  The analysis will use simple quantitative methods that fit the survey design.
Descriptive statistics will characterise the sample and encapsulate prevailing practices.  This includes figuring out frequency distributions and percentages for categorical variables like platform use, types of content, and business traits.  Mean scores and standard deviations will be determined for Likert-scale questions that ask about satisfaction and challenges. This will help us understand the average responses and how they differ from each other.
Cross-tabulations will show how different company traits are related to each other.  For instance, platform utilisation patterns will be studied across different business sizes, geographies, and industries to see whether there are any consistent differences in how people use them.  We will cross-tabulate replies about sales performance with marketing methods to find out which strategies are more likely to lead to good results.
Correlation analysis will look at how crucial variables are related to each other.  This means looking at whether the frequency of publishing is linked to changes in sales, whether the number of platforms used is linked to sales percentages, and whether certain types of material are linked to better levels of satisfaction.  The strength and direction of these associations will be shown by correlation coefficients.
Regression analysis will show which elements can help you guess how well your sales will do.  The dependent variable will be the reported increase in sales since implementing social media marketing.  Independent factors will encompass platform diversity, posting frequency, utilisation of paid advertising, content variety, and business characteristics.  This study helps figure out which practices are most closely linked to good sales results while taking into account many different things at once.
The ranking question that asks people to assess the effectiveness of different social media activities will be looked at by finding the average rank for each activity. This will show which methods respondents think are best for making sales.
The optional open-ended question that asks for more information will be looked at to find any common themes or problems that weren't covered by structured questions.  If a lot of responses come in, similar themes will be highlighted and examples will be given to show the quantitative findings.
[bookmark: _Toc216442359]3.6 Ethical Considerations
This study complies with ethical standards for research involving human participants.  An opening piece that explains the goal of the research, the fact that participation is voluntary, the time commitment, how the data will be used, and guarantees of confidentiality will be used to get informed consent.  Before they may see the survey questions, participants must voluntarily agree to take part.
There will be no personally identifiable information collected with the data.  We won't be collecting business names.  The data will be stored safely, and only the researcher and supervisors will be able to get to it.  After the research is done, the university's rules will be followed to keep the data safe and subsequently destroy it.
The research has very little danger for the people who take part.  Participants have the option to withdraw at any moment and may choose to skip any questions.  The project has been planned in accordance with university ethical principles and will be subject to ethics review and approval prior to data collection.
[bookmark: _Toc216442360]3.7 Restrictions
Several flaws in the study's methodology affect its interpretation and generalisability.  Although non-probability convenience and snowball sampling are common in SME research where sampling frames are absent and firms are geographically dispersed, they may not fully represent the population of Indian retail SMEs, especially since digitally active firms are more likely to participate, biassing results towards businesses with stronger online engagement.  Cross-sectional data shows associations rather than causation, so factors like posting frequency or platform usage may correlate with sales outcomes without proving that social media activity directly improves performance, especially given reverse causality.  Self-reported data may introduce response bias, with participants overstating effectiveness or understating challenges, and sales metrics based on perceptions rather than verified financial records may reduce accuracy, but perceived performance measures correlate well with objective indicators in SME contexts (Chatterjee & Kar, 2020).  The questionnaire was reviewed by the academic supervisor and based on validated constructs to support content validity, but it only included current social media users, which excluded non-adopters and prevented comparison between adopters and non-adopters. No pilot test was conducted before full deployment.  Structured quantitative methods cannot fully capture nuanced experiences or environmental impacts that qualitative methods can.  Despite these limitations, the approach meets the study's aims and provides useful empirical insights on Indian retail SMEs' social media marketing methods, perceived efficacy, obstacles, and sales outcomes.
[bookmark: _Toc216442361]3.8 Summary of the Chapter
This chapter has described the quantitative cross-sectional survey methodology used to examine social media marketing tactics and sales performance among Indian retail SMEs.  The positivist attitude and deductive methodology provide a systematic analysis of the relationships among variables, informed by established theoretical frameworks.  The organised questionnaire fulfils all study objectives via multiple-choice questions, Likert scales, and open-ended items.  Using descriptive statistics, correlation, and regression to analyse data can find patterns, connections, and things that can help forecast how well something will work.  Ethical concerns guarantee informed consent, confidentiality, and minimal danger.  The methodology's shortcomings are acknowledged, while its suitability for producing useful empirical evidence to address the research concerns is recognised.

[bookmark: _Toc216442362]CHAPTER 4: DATA ANALYSIS, FINDINGS AND DISCUSSION
This chapter presents and analyses findings from 136 Indian retail SMEs that are presently utilising social media for marketing objectives. The analysis fulfils the five research objectives by investigating platform usage patterns, employed marketing techniques, perceived effectiveness and problems, correlations between practices and sales outcomes, and the implications for enhancing the efficacy of social media marketing. This chapter interprets findings using the theoretical frameworks and empirical literature examined in Chapter 2, notably the Technology Acceptance Model (Davis, 1989), the Technology-Organization-Environment framework (Tornatzky & Fleischer, 1990), and the conceptual framework formulated for this study. This chapter combines data presentation with interpretation instead of keeping the two separate, demonstrating how the research fills in the gaps in the current literature.
[bookmark: _Toc216442363]4.1 Sample Profile and How Well It Represents
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[bookmark: _Toc216140751]Figure 1: Use of social media for marketing purposes
There were 154 total replies to the survey, and 136 of them (88.3%) were from businesses that said they utilise social media for marketing. All of the analysis that follows is based on these 136 current users. The other 18 respondents (11.7%) who indicated they do not use social media were automatically directed to the end of the survey because the research focuses exclusively on examining current usage practices and resulting outcomes among active social media users.
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[bookmark: _Toc216140752]Figure 2: Respondent role in business
The sample includes businesses with a wide range of traits. Managers constituted the largest group of respondents with 60 responses (42%), followed by business owners with 40 responses (28%), marketing professionals with 32 responses (22.4%), and 11 individuals (7.7%) who indicated other roles. This distribution indicates that the survey effectively targeted persons directly accountable for social media marketing decisions at various organisational tiers, hence enhancing the dependability of findings related to strategic choices and perceived efficacy. The predominance of managers suggests that many SMEs in the sample have established sufficient organisational capacity to designate specific individuals to marketing responsibilities, aligning with the organizational dimension of the TOE framework (Tornatzky & Fleischer, 1990).
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[bookmark: _Toc216140753]Figure 3: Business operating duration

The length of time a business has been open demonstrates that most of them are rather new. There are 69 responses (47.9%) in the 1-3 years category, which means that almost half of the sample comprises enterprises that have been around for this duration. Thirty-six firms (25%) have been operating for 4-6 years, eighteen (12.5%) for 7-10 years, and seventeen (11.8%) for less than a year. Only a small number have been operating for more than 10 years. This trend towards younger firms fits with the fast digital transformation of Indian retail that Bajaj (2024) and Banik and Shil (2023) spoke about, especially the acceleration that occurred because of the COVID-19 pandemic. Companies that have started in the last ten years have grown up with social media and naturally use it in their marketing from the start. The small number of enterprises that have been around for more than 10 years shows that systematic social media marketing among retail SMEs is a relatively new phenomenon.
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[bookmark: _Toc216140754]Figure 4: Number of employees
The number of employees shows that the sample genuinely represents small and medium-sized firms, not micro businesses or large companies. There were 62 responses (43.4%) from organisations with 11-50 employees, which is the most common type, followed by 39 enterprises (27.3%) with 51-100 employees, 32 businesses (22.4%) hiring 1-10 people, and 10 firms (7%) employing between 101-250 people. This distribution effectively captures the target population because it includes both smaller businesses that lack substantial resources and larger SMEs that have greater organisational capacity for dedicated marketing operations. The substantial representation of firms with 11-50 employees suggests the sample includes SMEs at a critical growth stage where digital marketing capabilities become increasingly important for competitive positioning (Chatterjee & Kar, 2020).
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[bookmark: _Toc216140755]Figure 5: Geographic distribution across Indian regions
Geographic distribution includes all of India's major regions with relatively balanced representation. North India and Central India each have 31 businesses (21.7%), West India has 29 enterprises (20.3%), while South India and East India each have 22 firms (15.4%). This distribution reflects India's regional economic diversity, with strong representation from the northern and central regions. The presence of firms from several locations facilitates the investigation of whether geographic location affects social media marketing strategies and results, addressing the environmental dimension of the TOE framework regarding market heterogeneity (Kemp, 2024).
This sample profile indicates that the findings provide valuable insights into social media marketing among Indian retail SMEs; yet, the convenience sampling method necessitates caution when extrapolating beyond the sample. When interpreting the results, readers should note that there is substantial representation of younger enterprises and relatively balanced geographic coverage across major Indian regions.
[bookmark: _Toc216442364]4.2 Patterns of Use for Social Media Platforms and Their Theoretical Effects (RO1 / RQ1)
This part looks at Research Objective 1 and Research Question 1 by looking at the social media platforms that Indian retail SMEs utilise and using applicable theoretical frameworks to explain how they use them.
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[bookmark: _Toc216140756]Figure 6: Social media platform usage for marketing
The first research objective found that Indian retail SMEs prefer multi-platform strategies over single-channel strategies, which supports the TOE framework's view that organisations evaluate technological attributes when implementing digital tools (Tornatzky & Fleischer, 1990).   Facebook is most popular, with 123 businesses (86.6%) utilising it.  Close behind are Instagram (120 users, 84.5%) and YouTube (103 users, 72.5%).  WhatsApp Business is used by 74 firms (52.1%), Twitter/X by 38 (26.8%), LinkedIn by 37 (26.1%), Pinterest by 20 (14.1%), and others by 14 (9.9%).   Kemp's (2025) research on India's 444 million adult social media users supports these adoption patterns.  This proves Facebook and Instagram are key marketing platforms for small and medium-sized enterprises due to their reach.   YouTube's popularity reinforces Atanassova and Clark's (2015) paradigm by highlighting how significant video-based affordances are for storytelling and product promotion.   WhatsApp Business adoption was lower than expected compared to earlier industry data (77% using WhatsApp overall in 2019) due to differences in how the data was measured—previous studies may have included personal WhatsApp use for business, while this study specifically looked at WhatsApp Business adoption—and the platform and sample size have changed.   The majority of SMEs use three to four platforms simultaneously.  This supports Rauniar et al. (2014)'s broadened TAM view that platform-specific capabilities drive adoption.  Instagram is good for product photos, WhatsApp for direct messaging, Facebook for reach and variety, and YouTube for detailed demos.   Although this multi-channel strategy increases resource needs, Chatterjee and Kar (2020) argue that cost is still a major factor in Indian SME social media marketing due to the time, money, and content management required for each platform.
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[bookmark: _Toc216140757]Figure 7: Duration of social media marketing usage

There is a wide range in how long people have been doing social media marketing. Fifty-five businesses (38.7%) have used social media to market their products for 3-5 years, representing the most experienced group. Fifty companies (35.2%) have been engaged for 1-2 years, nineteen firms (13.4%) for less than six months, and thirteen businesses (9.2%) for six to eleven months. Only a small number have been using social media for more than five years. The substantial representation across different experience levels provides valuable comparative insights, though the concentration in the 1-5 year range strongly supports what Bajaj (2024) and Banik and Shil (2023) identified: COVID-19 accelerated digital transformation. Many businesses probably started or significantly intensified their social media marketing efforts in recent years, corresponding with post-pandemic recovery and digital channel normalization.
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[bookmark: _Toc216140758]Figure 8: Posting frequency on primary platform
The frequency of posts shows active engagement consistent with platform algorithmic requirements. Forty-eight firms (34.5%) post once daily, forty (28.8%) post multiple times daily, and thirty-three (23.7%) post three to five times per week. Sixteen businesses (11.5%) post once or twice a week, while only two firms update less than once a week. This high frequency of posting demonstrates that businesses recognise that successful social media presence requires frequent content updates to maintain visibility in algorithmic feeds and sustain audience engagement. The finding that 63.3% of businesses post daily or multiple times daily indicates substantial commitment to social media marketing despite time and resource constraints.
When cross-tabulating posting frequency with business size, patterns emerge that align with resource-based reasoning. Larger organisations with 51-250 employees demonstrate higher posting frequencies, with most posting daily or multiple times daily, compared to smaller businesses with 1-50 employees. This corroborates the organisational resource feature of the TOE paradigm and reinforces literature indicating resource restrictions as impediments for Indian SMEs (Patil et al., 2024). However, the discovery that even the smallest enterprises maintain relatively active schedules indicates that perceived utility drives prioritisation despite resource constraints, consistent with TAM's perceived usefulness construct (Davis, 1989).
[bookmark: _Toc216442365]4.3 Marketing Strategies, Content Approaches, and Organisational Factors (RO2 / RQ2)
This section addresses Research Objective 2 and Research Question 2 by analysing the marketing strategies, content types, and organisational arrangements adopted by Indian retail SMEs to support sales generation.
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[bookmark: _Toc216140759]Figure 9: Types of content posted on social media
The second research purpose investigates specific marketing techniques and content methodologies, directly addressing the research deficiency related to inadequate comprehension of actual usage patterns beyond adoption decisions. Content type analysis shows that price information and promotional offers are the most common types of content, with 102 organisations (71.3%) utilising this approach. There are 96 businesses (67.1%) posting customer testimonials, 72 firms (50.3%) using product photographs/videos, and 70 enterprises (49%) employing behind-the-scenes content. Forty-two firms (29.4%) use educational content, thirty-four (23.8%) create reels, twenty-nine (20.3%) produce live videos, and fifteen (10.5%) utilise contests and giveaways.
The emphasis on pricing information (71.3%) demonstrates retail's sales-oriented focus, which aligns with the conceptual framework's observation that retail SMEs face unique pressures, including the need to constantly attract customers and compete on price (Bajaj, 2024). However, the high utilisation of customer testimonials (67.1%) shows that businesses also recognise the importance of building credibility and social proof. This balanced approach corresponds with Kumar et al.'s (2013) framework that separates quantifiable results like sales from intangible benefits like brand awareness and trust. The substantial use of behind-the-scenes content (49%) suggests that many SMEs have adopted contemporary social media marketing wisdom about humanising brands and building authentic connections with customers.
The limited use of newer features like reels (23.8%) and live videos (20.3%) may reflect capability gaps noted by Patil et al. (2024), as creating video material requires increased technical abilities, equipment, and comfort with real-time audience interaction. This relates to TAM's perceived ease of use concept (Davis, 1989): even if businesses think video is valuable, they will not utilise it extensively if they find it technically challenging or resource-intensive to produce. The low adoption of contests and giveaways (10.5%) likely reflects both resource constraints and concerns about attracting non-purchasing engagement rather than genuine customers.
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[bookmark: _Toc216140760]Figure 10: Paid advertising usage
The use of paid advertising shows important truths about the economics of social media marketing. Sixty-three businesses (44.4%) use paid advertising occasionally, fifty-two firms (36.6%) are planning to use it, and twenty-one organisations (14.8%) use it frequently. Only a small minority expressed no interest. The fact that 59.2% of respondents currently use paid advertising (frequently or occasionally) provides strong evidence that social media is not merely free marketing. This confirms what Chatterjee and Kar (2020) said about cost having a significant effect on Indian small and medium-sized businesses' social media marketing. Additionally, the 36.6% planning to adopt paid advertising suggests growing recognition that paid promotion has become necessary for significant visibility because organic reach is limited by platform algorithms that prioritise paid content and highly engaging posts.
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[bookmark: _Toc216140761]Figure 11: Social media management arrangements
Social media management arrangements exhibit various organisational strategies, illustrating the organisational dimension of the TOE framework (Tornatzky & Fleischer, 1990). Fifty-six businesses (39.7%) have dedicated employees handling social media, thirty-six firms (25.5%) use outside agencies or freelancers, and twenty-nine organisations (20.6%) have owners managing it themselves. Some businesses share management among their workforce or rely on family members.
The prevalence of dedicated employee management (39.7%) represents a significant finding that contradicts assumptions about resource-constrained SMEs lacking specialised staff. This suggests that as social media marketing's importance has become apparent, many SMEs have prioritised allocating human resources to this function, demonstrating strategic recognition of digital marketing's role in business success. The 20.6% with owner management illustrates that many small enterprises have not established social media as a separate function, consistent with Agarwal et al.'s (2019) findings about human resource challenges in Indian SMEs. The 25.5% utilising external agencies or freelancers shows that outsourcing represents a viable solution for SMEs seeking professional expertise without permanent staff costs, though this approach may sacrifice intimate product knowledge and brand understanding.
Cross-analyzing management arrangements with satisfaction reveals important patterns. Businesses using dedicated employees or external agencies tend to report higher satisfaction levels compared to those relying on owner management, suggesting that professional management  whether in-house specialists or external experts  correlates with better outcomes by ensuring adequate expertise, consistent attention, and strategic approach. These patterns strengthen the conceptual framework's integration of organisational elements as determinants of outcomes.
[bookmark: _Toc216442366]4.4 Perceived Effectiveness, Satisfaction, and Validation of the Technology Acceptance Model (RO3 / RQ3)
This section addresses Research Objective 3 and Research Question 3 by evaluating SMEs’ perceived effectiveness and satisfaction with social media marketing and assessing alignment with the Technology Acceptance Model.
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[bookmark: _Toc216140762]Figure 12: Satisfaction with social media marketing results
The third research objective pertains to perceived efficacy and satisfaction, utilising TAM's perceived usefulness concept (Davis, 1989). Overall satisfaction is notably positive: sixty businesses (42%) report being satisfied, forty-four (30.8%) say they are very satisfied, twenty-one (14.7%) indicate neutral responses, and eighteen (12.6%) express dissatisfaction. The fact that 72.8% of respondents indicated satisfaction or very high satisfaction provides significant evidence that most businesses perceive social media marketing as useful for their goals. This strongly supports TAM's prediction that perceived utility leads to continued use, which aligns with what Chatterjee and Kar (2020) found regarding the relationship between perceived benefits and sustained adoption.
The presence of 21 neutral and 18 dissatisfied firms signifies that outcomes are not universally favourable, aligning with the conceptual framework's acknowledgement that implementation challenges influence the relationship between practices and outcomes. These less satisfied businesses may encounter problems documented in the literature  resource constraints, capability gaps, measurement difficulties  that prevent them from achieving desired results despite platform adoption.
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[bookmark: _Toc216140763]Figure 13: Effectiveness ranking of social media activities
The question asking respondents to rank social media activities by effectiveness provides insight into which strategies practitioners value most. While the detailed ranking patterns show variation, aggregate observations from the data indicate that regular product posts and discount announcements consistently receive high effectiveness ratings, which aligns with retail's sales orientation. Customer reviews and testimonials also receive positive ratings, explaining why 67.1% of businesses utilise them.
WhatsApp catalogue sharing, live selling sessions, and influencer collaborations show more varied effectiveness patterns, with some respondents rating them highly while others find them less effective. This variation suggests that effectiveness depends on business context, such as product type, customer demographics, and integration with other marketing channels. This would help explain why WhatsApp Business adoption (52.1%) varies and why some advanced strategies have lower overall adoption rates.
The varied effectiveness rankings demonstrate that social media marketing success depends on how well the strategy fits with the company context, not on any single best practice approach. This challenges simplistic "best practices" recommendations and suggests that organisational and environmental aspects in the TOE framework significantly influence which methods succeed for particular organisations. The implication is that retail SMEs must experiment to discover which strategies resonate with their specific customer base and operational capabilities.
[bookmark: _Toc216442367]4.5 Validation of Sales Performance Relationships and Conceptual Framework (RO4 / RQ4)
This section addresses Research Objective 4 and Research Question 4 by examining the relationship between social media marketing practices and reported sales performance outcomes among Indian retail SMEs.
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[bookmark: _Toc216140764]Figure 14: Sales changes since implementing social media marketing
The sales change data provides additional validation of effectiveness perceptions. Among 141 respondents providing valid data, thirty-five (24.8%) reported option 1 (highest positive rating), sixty-one (43.3%) reported option 2 (strong positive response), twenty-two (15.6%) indicated option 3 (moderate positive response), twenty (14.2%) selected option 4 (slight positive response), and only three (2.1%) reported option 5 (minimal or no improvement). This distribution shows that 83.7% of businesses report at least moderate sales improvement since implementing social media marketing, with 68.1% reporting strong to highest improvements. This strongly validates social media marketing's contribution to sales performance, supporting the central premise of the conceptual framework that social media marketing practices influence sales outcomes.
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[bookmark: _Toc216140765]Figure 15: Percentage of total sales from social media channels
The fourth study objective investigates the correlations between practices and sales outcomes, targeting the significant research deficiency concerning strategy-sales linkages. Sales contribution data indicates substantial variation. Fifty-four companies (38.3%) indicate that between 10% and 25% of their sales come from social media, forty-one firms (29.1%) report that between 26% and 50% of their sales originate from social media, twenty-one businesses (14.9%) state less than 10%, twenty (14.2%) report that between 51% and 75% of their sales come through social media channels, and a small number indicate more than 75%.
The most common range of 10-25% (38.3%) suggests that social media represents an important but not dominant customer acquisition channel for most firms. However, the 61 enterprises (43.3%) reporting more than 25% of revenue from social media demonstrate that for a substantial portion of the sample, social media has become a key income source. This variance confirms the conceptual framework's assertion that outcomes depend on practices, capacities, and contextual circumstances, rather than mere platform adoption. The presence of businesses reporting more than 50% of sales from social media indicates that for some retail SMEs, social media has become the primary sales channel, likely reflecting business models built around social commerce or digital-first strategies.
These results align with what Chatterjee and Kar (2020) found: that social media marketing helps Indian SMEs increase sales. The wide range, from less than 10% to more than 75%, reinforces the framework's point that simply using platforms does not ensure results. The variance also fits with Itani et al.'s (2023) capabilities-based view, which suggests that organisations achieving substantial percentages of sales through social media have developed advanced skills for recognising customer needs and maintaining relationships through digital channels.
Cross-tabulating sales percentages with posting frequency reveals a positive relationship that supports the conceptual framework's logic. Businesses reporting higher sales percentages from social media tend to post more frequently than those with lower percentages. This pattern corresponds with the findings of Qalati et al. (2024), indicating a favourable relationship between social media marketing intensity and SME performance outcomes.
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[bookmark: _Toc216140766]Figure 16: Methods for tracking sales from social media
There are various methods for tracking sales. Forty-one businesses (28.9%) rely on customer feedback, forty-one (28.9%) track direct messages and inquiries, twenty-seven firms (19%) use website analytics, and twenty-two organisations (15.5%) do not track anything specifically. Some businesses employ unique discount codes for precise attribution. The plurality using customer feedback or direct message tracking indicates a preference for informal methods over systematic measurement. This corroborates the measurement obstacles identified by Aggarwal (2019) and Kumar et al. (2013), substantiating the conceptual framework's incorporation of measurement difficulties as implementation challenges.
The twenty-seven companies (19%) using website analytics demonstrate more advanced measurement approaches, likely employing tools like Google Analytics to track referral traffic from social media platforms. Businesses using unique discount codes represent the most sophisticated attribution method, enabling precise measurement of sales directly attributable to specific social media campaigns or posts. The twenty-two firms (15.5%) that do not track anything constitute a concerning finding, as these businesses operate without feedback mechanisms to assess what works, making strategy refinement impossible.
The correlation between tracking sophistication and sales results provides compelling evidence that companies systematically measuring performance can more effectively refine strategies, aligning with capabilities-based perspectives from Itani et al. (2023). The implication is that measurement capability itself constitutes a critical organisational resource that enables learning and adaptation.

[bookmark: _Toc216442368]4.6 Problems with Implementation and Comprehensive Documentation of All Barriers (RO3 / RQ3)
In line with Research Objective 3 and Research Question 3, this section explores the key challenges and barriers faced by Indian retail SMEs in implementing social media marketing effectively.
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[bookmark: _Toc216140767]Figure 17: Biggest challenges in social media marketing
Challenge analysis addresses a critical research gap regarding comprehensive documentation of barriers. The visual representation in the chart shows clear patterns of implementation challenges across multiple dimensions. Based on the bar chart patterns showing "The most challenging," "Neutral," and "Not so challenging" responses, several key findings emerge.
Resource and time constraints appear as the most significant challenges, with the tallest bars in the "most challenging" category. This extends beyond what previous literature has emphasised, suggesting that even more than financial constraints alone, the time and effort required for content creation, posting, engagement, and monitoring represent primary obstacles for retail SMEs juggling multiple operational responsibilities.
Limited budget also emerges as a major challenge, with substantial representation in the "most challenging" category. This precisely supports Chatterjee and Kar's (2020) conclusion that cost negatively affects social media marketing among Indian SMEs. This is especially important because popular discourse often characterises social media as low-cost or free marketing. The reality proves more complex: while platforms are free to access, the finding that 59.2% use paid advertising demonstrates that effective marketing requires financial investment.
Lack of technical skills represents a substantial challenge, which backs up what Agarwal et al. (2019), Patil et al. (2024), and Pandey et al. (2024) found about competence limitations. These deficiencies probably manifest as difficulties understanding algorithms, using analytics effectively, creating professional content, and optimising advertising campaigns. This illuminates TAM's perceived ease of use construct (Davis, 1989): for firms lacking digital capabilities, platforms seem complicated despite interface simplification efforts.
Creating engaging content and measuring results also show as significant challenges, though with more varied response patterns. Content creation involves not just technical skills but ideation, creativity, and consistency in developing material that resonates with audiences. Measurement challenges encompass both technological difficulties with analytics tools and conceptual problems with attribution when customers encounter businesses through social media but complete purchases offline.
Competition from larger businesses and keeping up with platform changes present moderate challenges, while poor internet connectivity shows the smallest proportion rating it as "most challenging," with many indicating it is "not so challenging." This suggests connectivity has improved substantially in areas where surveyed businesses operate, though regional variation likely exists.
These diverse challenge profiles endorse the conceptual framework's incorporation of SME characteristics as moderating factors, consistent with Buteau's (2021) insights regarding India's heterogeneous MSME sector necessitating tailored assistance strategies. The prominence of time and resource constraints alongside technical and measurement challenges represents important contributions to the literature.
[bookmark: _Toc216442369]4.7 Support Requirements and Implications for Practice (RO5 / RQ5)
This section addresses Research Objective 5 and Research Question 5 by identifying the types of support Indian retail SMEs require to enhance social media marketing effectiveness.
The support preferences data provides actionable insights for developing assistance programmes. Affordable advertising credits emerge as the most desired support, with 101 businesses (69.7%) selecting this option. This directly reflects the budget challenges identified earlier and the reality that paid advertising has become necessary for visibility. Subsidised advertising credits could enable SMEs to experiment with paid promotion and reach larger audiences without prohibitive financial risk.
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[bookmark: _Toc216140768]Figure 18: Support needed to improve social media marketing
Ready-made content templates attract interest from 85 firms (58.6%), addressing both time and content creation challenges. Templates could reduce the time required for designing posts while providing professional quality that individual SMEs might struggle to achieve. This support mechanism would particularly benefit businesses lacking design capabilities or creative confidence.
Simple analytics tools appeal to 76 businesses (52.4%), reflecting the measurement challenges identified earlier. User-friendly analytics that provide clear insights without requiring technical expertise could help SMEs understand which content and strategies work, enabling data-driven strategy refinement. Such tools should emphasise actionable metrics over comprehensive but complex data.
Industry-specific guidelines interest 48 firms (33.1%), suggesting that retailers seek contextualised advice beyond generic social media marketing principles. Guidance addressing retail-specific considerations  product photography, inventory visibility, seasonal promotions, customer service through social channels  would provide more relevant value than generic best practices.
Training workshops attract 47 businesses (32.4%), indicating openness to skill development despite time constraints. Effective training should be concise, practical, and immediately applicable rather than theoretical, recognising that SME owners and staff have limited time for extended learning programmes.
Networking with other SMEs interests 32 firms (22.1%), suggesting value in peer learning and experience sharing. Organised networking could facilitate knowledge exchange about what works in similar business contexts, potentially more relatable than expert advice from different operational realities.
Government support programs receive relatively modest interest from only 16 businesses (11%), perhaps reflecting scepticism about government programme accessibility or effectiveness, or alternatively indicating that businesses prefer market-based solutions.
[bookmark: _Toc216442370]4.8 Implications and Recommendations (RO5)
The results have significant consequences for theory, practice, and policy.  The TAM is strongly supported, as 72.8% satisfaction and 83.7% reporting sales improvements indicate that perceived usefulness drives continued adoption (Davis, 1989), though the presence of significant implementation challenges shows variation in perceived ease of use, extending TAM by illustrating that usage patterns and strategic choices influence outcomes beyond initial adoption.  The TOE framework (Tornatzky & Fleischer, 1990) is also validated, with technological factors shaping platform selection—Facebook (86.6%), Instagram (84.5%), and YouTube (72.5%) dominate—while organisational factors influence posting frequency, management structures, and content creation capacities, and environmental variables appear through competitive pressures and market differences.  The study fills in the gaps found in Chapter 2 by showing how many people use multiple platforms, how often they post (63.3% do it daily or more), how widely paid advertising is used (59.2%), how practitioners rank effectiveness indicators, how challenges come up (time, budget, technical skills), and how important social media is for sales (43.3% generate more than 25% of sales through these channels). The results are affected by how often people post, how management is set up, and how sophisticated tracking is.  The results show that effective social media marketing requires more than just free access to the platforms. Practitioners need to have realistic expectations about typical sales contributions (usually 10–25%), and measurement should be seen as a key strategic skill.  The findings show that policymakers need to give specific help, such as affordable advertising credits (wanted by 69.7%), ready-made content templates (58.6%), simple analytics tools (52.4%), and technical training programs (32.4%). Industry associations can also help retail SMEs learn from each other and give them advice that is relevant to their field.
[bookmark: _Toc216442371]4.9 Limitations of the Study
Several limitations affect the findings' interpretation. Convenience sampling may not accurately reflect all Indian retail SMEs, as digitally active enterprises are likely over-represented. While geographic distribution across regions is relatively balanced, the sample may underrepresent very small micro-enterprises and informal retail operations that lack formal digital marketing engagement. Cross-sectional design inhibits definitive causal inferences regarding whether social media marketing drives sales enhancement or whether successful businesses invest more in social media. Self-reported statistics may exhibit inherent bias, with respondents potentially overstating satisfaction or sales improvements. The sample size of 136 users, while substantial and sufficient for descriptive analysis, constrains statistical power for complex multivariate modelling. Subsequent research may address these issues through longitudinal designs, expanded samples with verified financial data, objective performance metrics, and incorporation of non-adopters to enable comparison of outcomes between adopters and non-users.
[bookmark: _Toc216442372]4.10 Chapter Summary
This chapter reviews 136 responses from Indian retail SMEs utilizing social media for marketing, highlighting that Facebook (86.6%) and Instagram (84.5%) are the most prevalent platforms, with a tendency for multi-platform strategies. Many businesses (63.3%) post daily or more frequently, and 59.2% engage in paid advertising. Content strategies focus on price information, customer testimonials, and product visuals. Management varies, with some employing dedicated staff and others relying on external agencies or owner management. Overall satisfaction is high, and 83.7% of businesses report sales improvements due to social media. Sales contributions from social media vary, with notable correlations between posting frequency and sales outcomes. Common challenges include time constraints, limited budgets, and insufficient technical skills. The findings support the Technology Acceptance Model (TAM) and Technology-Organization-Environment (TOE) frameworks, illustrating the importance of strategic use, organizational capacity, and addressing implementation challenges in social media marketing effectiveness among Indian retail SMEs.



[bookmark: _Toc216442373]CHAPTER 5: CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc216442374]5.1 Introduction
This final chapter synthesises the key findings from the empirical analysis examining social media marketing practices and sales performance among 136 Indian retail SMEs. The chapter revisits the research objectives, acknowledges the study's limitations, and provides actionable recommendations for practitioners, policymakers, and future researchers.
[bookmark: _Toc216442375]5.2 Summary of Key Findings
This study addressed five research objectives through quantitative survey methodology, generating significant findings that contribute to understanding social media marketing among Indian retail SMEs.
Regarding platform usage patterns, Indian retail SMEs employ a multi-platform strategy with Facebook (86.6%) and Instagram (84.5%) dominating adoption, followed by YouTube (72.5%) and WhatsApp Business (52.1%). Posting frequency is notably high, with 63.3% of businesses posting daily or more frequently, indicating substantial commitment despite resource constraints.
Concerning marketing strategies and content approaches, price information and promotional offers (71.3%) constitute the most common content type, though businesses also emphasise customer testimonials (67.1%) and product photos (50.3%), demonstrating balanced strategies. Paid advertising has become standard practice with 59.2% using it, challenging assumptions about social med                                                                                                                                                                                                                                                                                                    ia as purely free marketing. Management arrangements vary, with 39.7% employing dedicated staff, 25.5% using external agencies, and 20.6% relying on owner management.
For perceived effectiveness, findings show overwhelmingly positive perceptions with 72.8% satisfied or very satisfied. Most significantly, 83.7% report sales improvements since implementing social media marketing, validating the Technology Acceptance Model's perceived usefulness construct.
Examining relationships between practices and sales outcomes, 38.3% report that 10-25% of sales originate from social media, while 43.3% achieve more than 25%. Posting frequency correlates positively with sales outcomes, and tracking sophistication associates with higher sales percentages, suggesting measurement capability constitutes a critical organisational resource.
Regarding implementation challenges, time constraints emerged as the most significant barrier, followed by limited budgets and lack of technical skills. This finding extends previous literature by demonstrating that time requirements exceed even financial constraints as the primary obstacle.
[bookmark: _Toc216442376]5.3 Contribution to Knowledge
This research makes several important contributions to academic literature and practical understanding of social media marketing among retail SMEs in emerging markets.
Theoretically, the study provides empirical validation for both the Technology Acceptance Model and the Technology-Organization-Environment framework in the Indian retail SME context. The findings confirm that perceived usefulness drives continued adoption while technological, organisational, and environmental factors collectively influence outcomes. The research extends these frameworks by showing that outcomes depend not merely on adoption but on usage patterns, strategic approaches, organisational capabilities, and measurement practices.
Empirically, the study addresses critical research gaps by providing large-scale data on current usage patterns beyond adoption factors, examining strategy-sales relationships, comprehensively documenting implementation challenges, and taking an integrated approach examining multiple dimensions simultaneously.
Contextually, the research contributes valuable insights specific to Indian retail SMEs operating in an emerging market characterised by rapid digital transformation, infrastructure heterogeneity, and diverse regional characteristics.
[bookmark: _Toc216442377]5.4 Practical Implications and Recommendations
[bookmark: _Toc216442378]5.4.1 Recommendations for Retail SME Practitioners
First, businesses should recognise that effective social media marketing requires dedicated resources beyond platform access. The correlation between dedicated management and higher satisfaction suggests SMEs should employ dedicated staff or engage professional agencies rather than relegating social media to part-time owner management.

Second, businesses should prioritise measurement and tracking as strategic competencies. The correlation between tracking sophistication and sales outcomes demonstrates that systematic measurement enables strategy refinement. SMEs should implement at least basic tracking mechanisms like unique discount codes rather than operating without performance feedback.
Third, businesses should maintain realistic yet ambitious expectations. While 10-25% represents the most common sales contribution range, 43.3% achieving more than 25% demonstrates that substantial contributions are possible with appropriate investment and capabilities.
Fourth, businesses should experiment to discover strategies suited to their contexts. Varied effectiveness rankings demonstrate that success depends on contextual fit rather than universal best practices. SMEs should test different approaches and adapt based on measured results.
[bookmark: _Toc216442379]5.4.2 Recommendations for Policymakers and Support Organizations
First, affordable advertising credit programmes should be prioritised, as 69.7% identified this as most desired support. Subsidised credits could enable experimentation without prohibitive financial risk.
Second, ready-made content templates (desired by 58.6%) could address time and content creation challenges. Government agencies or industry associations could develop retail-specific templates that businesses can customise.
Third, simple analytics tools (desired by 52.4%) should be made accessible. User-friendly analytics providing clear, actionable insights could help SMEs understand performance and refine strategies.
Fourth, industry-specific guidelines addressing retail considerations like product photography, inventory visibility, and seasonal promotions would provide more relevant value than generic advice.
Fifth, training programmes should be concise, practical, and immediately applicable, focusing on specific skills like content creation, analytics interpretation, or advertising optimisation.
[bookmark: _Toc216442380]5.4.3 Recommendations for Future Research
First, longitudinal research tracking SMEs over time could establish causal relationships between social media marketing practices and sales performance, overcoming cross-sectional design limitations.
Second, comparative studies examining adopters versus non-adopters could illuminate adoption drivers and outcomes achieved through social media versus alternative marketing channels.
Third, qualitative research through interviews or case studies could provide richer understanding of how successful SMEs navigate implementation challenges despite resource constraints.
Fourth, platform-specific studies could provide granular insights into which strategies work best on different platforms like Facebook versus Instagram versus WhatsApp Business.
Fifth, research examining regional variations within India could explore how infrastructure differences, linguistic diversity, and market characteristics affect practices and effectiveness across geographic contexts.
Sixth, studies incorporating objective financial data rather than self-reported perceptions could validate the social media-sales relationship with greater precision.
[bookmark: _Toc216442381]5.5 Limitations
Several limitations affect this research's scope and generalisability. Convenience sampling may not fully represent all Indian retail SMEs, as digitally active enterprises are likely over-represented. Cross-sectional design inhibits definitive causal inferences. Self-reported data may exhibit bias. The sample size, while substantial for descriptive analysis, constrains complex statistical modelling. The research examines only current users, excluding non-adopters. Future research should address these through probability sampling, longitudinal designs, objective metrics, and inclusion of non-adopters.
[bookmark: _Toc216442382]5.6 Concluding Statement
This research demonstrates that social media marketing has become integral to Indian retail SME operations, with substantial majorities achieving sales improvements and expressing satisfaction with results. However, effectiveness depends not on mere platform adoption but on strategic implementation characterised by appropriate resource allocation, systematic measurement, and contextually adapted strategies.
The findings validate that perceived usefulness drives continued usage while revealing that time constraints, budget limitations, and capability gaps present significant implementation challenges. The research contributes empirical evidence addressing literature gaps while providing actionable insights for practitioners and policymakers.
As India's digital economy continues expanding and social media platforms evolve, retail SMEs that strategically invest in social media marketing capabilities while systematically measuring and refining their approaches will be best positioned to leverage these channels for sustained sales growth and competitive advantage. Success requires not universal best practices but contextually appropriate strategies, adequate resource commitment, and continuous adaptation informed by systematic performance measurement. This research provides the empirical foundation and practical guidance to support Indian retail SMEs in achieving social media marketing effectiveness and realising the sales growth potential these digital channels offer.
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ETHICS FORM – IMH LEVELS 4 TO 6 & TAUGHT MASTERS 7 STUDENTS ONLY

APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

This form must be completed and approved prior to undertaking any research activity. 

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Manish Koirala

	2
	Student Number:
	
2410889

	3
	Email address:
	2410889@student.uwtsd.ac.uk

	4
	Programme of Study:
	MBA

	5
	Supervisor:
	Helen lee



SECTION B:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific dodes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒
	2
	UWTSD Research Data Management Policy
	☒



SECTION C: Details of Research Activity
	1
	Indicative title:
	Digital Marketing Transformation in Indian Retail: Understanding How Small and Medium Enterprises Leverage Social Media Platforms for Sales Growth

	2
	Proposed start date:
	
	Proposed end date:
	

	
	Introduction to the Research (maximum 300 words in each section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity
This study looks into how social media platforms are used by small and medium-sized retail firms in India to boost sales.  In order to determine which social media tactics work best for Indian retail SMEs, this study will collect information on existing practices, difficulties, and results using an online survey.

(this box should expand as you type)

	4
	Research Question
What social media marketing practices do Indian retail SMEs use, and how do these practices relate to their sales performance and business growth?
· RQ 1: What is the current social media platform usage among Indian retail SMEs?
· RQ 2: What are the most commonly used social media marketing strategies by Indian retail SMEs?
· RQ 3: How effective are different social media marketing approaches as perceived by Indian retail SMEs?
· RQ 4: What challenges do Indian retail SMEs face in implementing social media marketing?
· RQ 5: What is the relationship between social media use and sales outcomes among Indian retail SMEs?
(this box should expand as you type)

	5
	Aims of Research Activity
To research how social media marketing tactics, affect business outcomes in Indian retail SMEs, finding successful strategies and common obstacles for similar organisations.


(this box should expand as you type)

	6
	Objectives of Research Activity
· Map current social media platform usage among Indian retail SMEs
· Identify most commonly used social media marketing strategies
· Examine perceived effectiveness of different social media approaches
· Analyse challenges faced in social media marketing implementation
· Explore the relationship between social media use and sales outcomes

(this box should expand as you type)

	
	Proposed data collection methods (maximum 600 words)
We will use Google Forms to set up a structured online survey to collect data.  The survey will have questions on demographics, multiple-choice questions about how to use the platform and tactics, Likert scale questions about how effective and satisfying it is, and open-ended questions that let people talk about their own experiences and problems.  The survey will take about 15 to 20 minutes to finish and will be sent out through business groups, LinkedIn, and snowball sampling.

	7
	
(this box should expand as you type)



SECTION D: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	



If you have ticked NO to every question, then the research activity is (ethically) low risk and you may skip section E and continue to section F.

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION E: Intended Participants
	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☒

	
	Details of any other participant groups:
(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	There will be approximately 150 participants. The survey will be sent out through business networks, professional associations, LinkedIn groups that specialise in Indian retail, and through initial contacts who can share it with their own networks using snowball sampling methodology.(this box should expand as you type)

	11
	Who will the participants be?

	
People who own, manage, or work in marketing for small and medium-sized retail businesses in India and are responsible for their businesses' social media marketing.  People who want to take part must be at least 18 years old and utilise social media for business.

(this box should expand as you type)

	12
	How will you identify the participants?
	The study adopts a convenience and snowball sampling method. Participants will be identified through online business communities, LinkedIn professional networks, directories of retail association members, and social media groups that focus on Indian retail and small and medium-sized enterprises (SMEs). The survey link will be distributed through these channels along with a brief description of the research purpose. Initial respondents will be encouraged to share the survey within their professional networks.
(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☒
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☒
	☐
	☐

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	
(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YES to any question, please provide full details 

	
	
(this box should expand as you type)



SECTION F: Anticipated Risks

	
	[bookmark: _Toc216442387]
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants then enter N/A and go skip to question 3.

	
	Risk to participants:
a. Potential concerns about sharing information about business strategies or performance
b. Risk of data privacy breach or leakage during data collection and storage
c. Possible identification through demographic combinations
(this box should expand as you type)
	How you will mitigate the risk to participants:

a. Minimal risk as the survey is anonymous
b. Participants are guaranteed complete anonymity with no identifying information collected
c. Use of secure, encrypted Google Forms platform with university account
d. Participants can skip any questions they are uncomfortable answering
e. Clear statement that data will only be used for academic research
f. Data will be stored securely with password protection and encryption
g. Compliance with GDPR and data protection regulations
h. Demographic questions will be broad enough to prevent identification

(this box should expand as you type)

	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	


(this box should expand as you type)

	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
a. Low response rates affecting data quality and sample size
b. Possible bias in self-reported data
c. Difficulty in reaching the target number of participants
d. Risk of data leakage due to improper data management
e. Potential breach of confidentiality if data is not properly secured
f. Risk of device theft or loss containing research data
(this box should expand as you type)
	How you will mitigate the risk to the investigator:
a. Multiple distribution channels to maximize response rate
b. Follow-up reminders to participants
c. Clear value proposition for participation (offering summary of results)
d. Robust sampling strategy with buffer in target numbers
e. Strict data management protocols following university guidelines
f. Use of encrypted, password-protected storage for all research data
g. Regular backups to secure cloud storage (University Office 365)
h. Use of password-protected devices with automatic locking
i. No storage of data on unsecured personal devices
j. Immediate reporting of any data breaches following university protocol
(this box should expand as you type)

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
a. Potential data breach if survey platform is compromised
b. Reputational damage from improper data management or data leakage
c. Non-compliance with GDPR regulations
d. Potential inaccuracies in research results affecting university's academic standing
e. Possible complaints from participants regarding data handling (this box should expand as you type)
	How you will mitigate the risk to the University:
a. Use secure survey platform (Google Forms with university account) that is GDPR compliant
b. Follow proper data handling protocols as per university guidelines
c. Strict adherence to UWTSD Research Ethics and Integrity Code of Practice
d. Transparent communication about research limitations
e. Clear consent procedures and participant information
f. Regular supervision meetings to ensure ethical compliance
g. Use of university-approved data storage systems
h. Documentation of all data handling procedures
i. Participant right to withdraw and have data deleted
j. Clear complaint procedures available to participants (this box should expand as you type)

	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment: 
Minimal environmental risk as the survey is conducted entirely online. However, there may be minor energy consumption from digital infrastructure and potential paper use during analysis and reporting phases. (this box should expand as you type)
	How you will mitigate the risk to environment:
a. Use of fully digital survey platform eliminating paper questionnaires
b. Minimize printing of drafts and reports, using digital copies where possible
c. When printing is necessary, use recycled paper and double-sided printing
d. Proper disposal and recycling of any paper materials used
e. Energy-efficient devices for data analysis and storage
(this box should expand as you type)



SECTION G: Feedback, Consent and Confidentiality

If you have identified in section D that there are no participants then enter skip this section and continue to section H.

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	Participants will be thanked at the end of the survey and provided with a dedicated research email address (to be created specifically for this study) where they can request a summary of the findings. At the end of the survey, participants will have an optional field where they can provide their email address if they wish to receive the research summary. No personal contact information will be stored with survey responses to maintain anonymity. (this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	The survey will start with a digital permission screen that explains what the research is about, how long it will take, that it is voluntary, and how the data will be used. Before they can see the survey questions, participants will have to click "I agree to participate" to show that they agree. This page will make it clear that taking the survey means giving your informed consent.
(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	No names, contact details, or identifying business information will be collected; the survey will be completely anonymous. The optional email collection for results dissemination will be stored separately from survey responses using a different form to ensure anonymity. Responses will be aggregated for analysis, and no individual responses will be identifiable in any publications. Company names and specific locations will not be collected. Demographic data will be collected at a broad level only (e.g., region rather than specific city) to prevent identification. All reported findings will present aggregated data only, with minimum cell sizes to prevent identification. Any direct quotes used (if applicable) will be carefully reviewed to remove any identifying information. (this box should expand as you type)



SECTION H: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☒

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	
(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects –
(a) racial or ethnic origin,
(b) political opinions,
(c) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☐


	☒



	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☐
	☒

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	
(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☒
	☐

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	Survey data will be downloaded from Google Forms in encrypted format (CSV file) for analysis. The download will occur via secure university network connection. The downloaded file will be immediately stored in password-protected, encrypted folders on both the researcher's personal laptop (with full disk encryption enabled) and university-approved cloud storage (University Office 365/Google Drive). The transfer will use secure HTTPS protocols. Once downloaded and verified, the data will be deleted from the online platform within one week of download, after ensuring successful backup. All file transfers will be logged and documented.
(this box should expand as you type)

	20
	List all who will have access to the data generated by the research activity:

	
	Principal researcher
(this box should expand as you type)

	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	Principal researcher
(this box should expand as you type)

	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	
Utilising a password-protected Google account with two-factor authentication, survey data will be collected via Google Forms.  No identifying information will be collected, and all responses will be anonymous.  Password-protected files will be downloaded and stored in encrypted, password-protected folders on both a personal laptop and secure cloud storage (Google Drive/University Office 365).  The laptop will be equipped with automatic screen locking and updated antivirus software.  Upon the conclusion of the dissertation and examination procedure, all data will be permanently deleted from all locations.
(this box should expand as you type)

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	☒

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	☒




SECTION I: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	manish
	Date: 16/10/2025


	2
	Director of Studies/Supervisor:
	Helen Lee
	Date:16/10/2025

	3
	Signature:
	



	





FOR INTERNAL USE ONLY:
	
	Ethical approval given 

	1
	Signature of assessor:
	
	Date:


	2
	Name:
	

	3
	Role:
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2.What is your role in the business?
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4.How many employees does your business have?
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5.In which region is your business primarily located?
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6.Which social media platforms does your business currently use for marketing? (Select all that
apply)

142 responses

WhatsApp Business

Facebook 123 (86.6%)

Instagram 120 (84.5%)

YouTube 103 (72.5%)
Twitter/X 38 (26.8%)
LinkedIn 37 (26.1%)
Pinterest 20 (14.1%)
Other 14 (9.9%)
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7.How long have you been using social media for business marketing?
142 responses

@ Less than 6 months
@ 6 months — 11 months
©® 1-2 years

@ 3-5 years

@ More than 5 years
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8. How frequently do you post on your primary social media platform?
139 responses

@ Multiple times daily

@ Once daily

© 3-5 times per week

@ 1-2 times per week

@ Less than once per week
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9.What types of content do you post on social media? (Select all that apply)

143 responses

Product photos/videos 72 (50.3%)

Price information and offers 102 (71.3%)
Customer testimonials 96 (67.1%)
Behind-the-scenes content 70 (49%)
Educational content 42 (29.4%)
Live videos 29 (20.3%)
Reels 34 (23.8%)
Contests/Giveaways 15 (10.5%)
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10.Do you use paid advertising on social media?
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@ VYes, frequently

@ Yes, occasionally
@ No, but planning to
@ No, not interested
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11. Who manages your social media marketing?

141 responses
@ Business owner personally
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12.How satisfied are you with your current social media marketing results?
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13.Which social media activities have been MOST effective for generating sales? (Rank in order of effectiveness —

B (Vosteflective) WEN2 WM EEN4 NS (Leasteffective)
100

Most effective, 3 = 3rd most effective)

Regular product posts  Discount announcements Customer reviews! Live selling sessions ~ WhatsApp catalog sharing
testimonials

Influencer collaborations. Paid advertisements

Interactive content (polis
QsA)




image16.png
14.Since using social media marketing, how have your sales changed?
141 responses
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15.What percentage of your total sales come through social media channels?
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@ 10-25%
® 26-50%
@ 51-75%
@ More than 75%





image18.png
16. How do you track sales from social media?
142 responses

@ Direct messages/inquiries
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17. What are your biggest challenges in social media marketing? (Select up to 3)
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18.What support would help you improve your social media marketing? (Select all that apply)
145 responses

Training workshops 47 (32.4%)
Ready-made content templates

Affordable advertising credits 101 (69.7%)
Simple analytics tools 76 (52.4%)
Industry-specific guidelines 48 (33.1%)
Networking with other SMEs 32 (22.1%)
Government support programs 16 (11%)
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Social Media Marketing in Indian
Retail SMEs

Social Media Marketing Practices and Sales Performance in Indian Retail SMEs

Your participation is voluntary. You may withdraw anytime without any consequences
before the submission.

* Indicates required question

This survey examines how Indian retail SMEs use social media for sales growth. It
takes only 5-7 minutes to complete. All responses are anonymous and will be used for
academic research only. Thank you for your participation.

1. 1. Does your business currently use social media for marketing purposes?

Mark only one oval.

Yes

No [If No, end survey with thank you message]

2. 2.What is your role in the business?

Mark only one oval.
Owner
Manager

Marketing Personnel

Other

https://docs.google.com/forms/d/ 1wD-iAW38bFAIOqTJjn2d2WIXBTZ_3byugZuzZRPHk8/edit 111




image22.jpg
12112125, 2:34 AM Social Media Marketing in Indian Retail SMEs

3.  3.How long has your business been operating?
Mark only one oval.

Less than 1 year
1-3 years

4-6 years

7-10 years

More than 10 years

4. 4.How many employees does your business have?
Mark only one oval.

1-10 employees
11-50 employees
51-100 employees
101-250 employees

5. 5.In which region is your business primarily located?

Mark only one oval.

North India
South India
East India
West India
Central India

Northeast India

https://docs.google.com/forms/d/ 1wD-iAW38bFAIOqTJjn2d2WIXBTZ_3byugZuzZRPHk8/edit 21
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6. 6.Which social media platforms does your business currently use for
marketing? (Select all that apply)

WhatsApp Business
Facebook
Instagram

YouTube

Twitter/X

LinkedIn

Pinterest

Other

7. T7.How long have you been using social media for business marketing?
Mark only one oval.

Less than 6 months

6 months - 11 months
1-2 years

3-5years

More than 5 years

8. 8. How frequently do you post on your primary social media platform?

Mark only one oval.

Multiple times daily
Once daily

3-5 times per week
1-2 times per week

Less than once per week

https://docs.google.com/forms/d/ 1wD-iAW38bFAIOqTJjn2d2WIXBTZ_3byugZuzZRPHk8/edit 311
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9. 9.What types of content do you post on social media? (Select all that apply)

[ ] Product photos/videos

[ Price information and offers
j Customer testimonials

J Behind-the-scenes content
|| Educational content

J Live videos

[ ] Reels

] Contests/Giveaways

10. 10.Do you use paid advertising on social media?

Mark only one oval.

) Yes, frequently

) Yes, occasionally

) No, but planning to

7,,‘ No, not interested

11.  11. Who manages your social media marketing?

Mark only one oval.

_) Business owner personally

) Dedicated employee

) External agency/freelancer
) Shared among multiple staff

() Family member

https://docs.google.com/forms/d/ 1wD-iAW38bFAIOqTJjn2d2WIXBTZ_3byugZuzZRPHk8/edit

411
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12.  12.How satisfied are you with your current social media marketing results?

Mark only one oval.

@D) Very satisfied
) Satisfied
) Neutral

) Dissatisfied

- Very dissatisfied

13.  13.Which social media activities have been MOST effective for generating *
sales? (Rank in order of effectiveness — 1 = Most effective, 3 = 3rd most

effective)
1 (Most 3 5 (Least

effective) effective)
Regular product —
Regu! O O O O O
Discount - ~
announcements ) ) © O ©
Customer — —
reviews/testimonials ) ) ) - ©
Live selling sessions O O D) (@) [@D)
WhatsApp catalog — — — — —
— o O o o O
Influencer O -
collaborations ) © © O
Paid advertisements O O (@) (@D) [@D)
Interactive content O — O S o
(polls, Q&A) (- (- - )

https://docs.google.com/forms/d/ 1wD-iAW38bFAIOqTJjn2d2WIXBTZ_3byugZuzZRPHk8/edit 5/11




image26.jpg
12112125, 2:34 AM Social Media Marketing in Indian Retail SMEs

14. 14.Since using social media marketing, how have your sales changed?

Increased significantly

Decreased

15.  15.What percentage of your total sales come through social media
channels?

Mark only one oval.

Less than 10%
10-25%
26-50%
51-75%

More than 75%

https://docs.google.com/forms/d/ 1wD-iAW38bFAIOqTJjn2d2WIXBTZ_3byugZuzZRPHk8/edit 6/11




image27.jpg
12112125, 2:34 AM Social Media Marketing in Indian Retail SMEs

16. 16. How do you track sales from social media?

Mark only one oval.

) Direct messages/inquiries

7‘ Unique discount codes

() Customer feedback

() Website analytics
(__) We don't track specifically
() Other

https://docs.google.com/forms/d/ 1wD-iAW38bFAIOqTJjn2d2WIXBTZ_3byugZuzZRPHk8/edit 7
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17.  17. What are your biggest challenges in social media marketing? (Select *

up to 3)

The most Not so

) Neutral :

challenging challenging
Lack of S
time O O -
Limited — — —
budget - = —
Lack of - - B
technical (@D [@D) O
skills
Creating
engaging O O O
content
Measuring ) — —
results N N o
Keeping up
with — — o)
platform N o N
changes
Competition
from larger O O )
businesses
Poor
intemet O O O
connectivity

https://docs.google.com/forms/d/ 1wD-iAW38bFAIOqTJjn2d2WIXBTZ_3byugZuzZRPHk8/edit 811
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18.  18.What support would help you improve your social media marketing?
(Select all that apply)

Training workshops
Ready-made content templates
Affordable advertising credits
Simple analytics tools
Industry-specific guidelines
Networking with other SMEs
Government support programs

19. 19.Please share any additional insights about your social media marketing
experience (Optional)

20. 20.Would you like to receive a summary of the research findings?

Mark only one oval.

No

Yes

21. If Yes: Please provide your email (This will be stored separately from your
responses)

https://docs.google.com/forms/d/ 1wD-iAW38bFAIOqTJjn2d2WIXBTZ_3byugZuzZRPHk8/edit o1
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Thank you for completing this survey! Your responses will help improve understanding
of social media marketing practices among Indian retail SMEs. Your data will remain
completely anonymous and will be used only for academic research purposes.

This content is neither created nor endorsed by Google

Google Forms

https://docs.google.com/forms/d/ 1wD-iAW38bFAIOqTJjn2d2WIXBTZ_3byugZuzZRPHk8/edit 10/11
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The version of the browser you are using is no longer supported.  supported
Please upgrade to a

154 responses

Publish analytics

This survey examines how Indian retail SMEs use social media for sales
growth. It takes only 5-7 minutes to complete. All responses are anonymous
and will be used for academic research only. Thank you for your participation.

1. Does your business currently use social media for marketing
purposes?

D copy

154 responses.

®Yes
@ No [If No, end survey with thank
you message]

2.What is your role in the business?
143 responses

O copy
@ Owner
@ Manager
Marketing Personnel
@ Other
3.How long has your business been operating? O copy
144 responses
Less than 1 year
@ 1-3years
® 46 years
7-10 years
@ More than 10 years
4.How many employees does your business have? O copy
143 responses

@ 1-10 employees
1150 employees
® 51-100 employees
@ 101-250 employees

https://docs.google.com/forms/d/ 1wD-iAW38bFAI9qTJjin2d2WIXBTZ_3byugZuzZRPHk8/viewanalytics

7
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5.In which region is your business primarily located? 1O copy

143 responses

@ North India

® South India
® Eastindia

@ West india

@ Central India
® Northeast India

6.Which social media platforms does your business currently use for 1D copy
marketing? (Select all that apply)

142 responses

WhatsApp Business

Facebook 123 (86.6%)

120 (845%)
103 (725%)

Instagram
YouTube
TwiterX 38 (26.8%)
37(26.1%)

20 (14.1%)

14 (99%)

0 50 100 150

Linkedin
Pinterest
Other

7.How long have you been using social media for business marketing? |0 Copy

142 responses

Less than 6 months
@ 6 months — 11 months
® 12years

@ 35years

@ More than 5 years

8. How frequently do you post on your primary social media platform? D copy
139 responses

Mutiple times daily

® Once daily

® 35 times per week

@ 1-2 times per week

@ Less than once per week

9.What types of content do you post on social media? (Select all that D copy
apply)

143 responses

Product photoshideos|

Price information and offers

102 (713%)
Customer testimonials| 96 (67.1%)
Behind-the-scenes content]
Educational content| 42(29.4%)
Live videos 29(203%)
Reels| 34(23.8%)
Contests/Giveaways|
0 5 100 150

https://docs.google.com/forms/d/ 1wD-iAW38bFAI9qTJjin2d2WIXBTZ_3byugZuzZRPHk8/viewanalytics 27
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10.Do you use paid advertising on social media? 1O copy

142 responses

@ Yes, frequenty

@ Yes, occasionally
® No, but planning to
@ No, notinterested

11. Who manages your social media marketing? 1O copy

141 responses

@ Business owner personally
@ Dedicated employee

Extemal agencyfreelancer
@ Shared among multple staff
@ Farily member

12.How satisfied are you with your current social media marketing 1O copy
results?

143 responses

® Very satisfied
Satisfed

® Neutral

@ Dissatisfed

Very dissaisfied

13.Which social media activities have been MOST effective for 10 copy
generating sales? (Rank in order of effectiveness — 1= Most effective, 3
= 3rd most effective)

B 1 (Mosteffective) WEN2 W3 EEN4 N5 (Leastefiecive)
100

50

Regular product posts  Discount announcements Customer reviews/ Live selling sess,
testimanials

https://docs.google.com/forms/d/ 1wD-iAW38bFAI9qTJjin2d2WIXBTZ_3byugZuzZRPHk8/viewanalytics 37
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14.Since using social media marketing, how have your sales changed? [0 Copy

141 responses

80
60
40
20
(2.1%)
0 —
1 5
15.What percentage of your total sales come through social media D copy
channels?
141 responses
Less than 10%
@ 10-25%
® 26-50%
@ 51-75%
@ More than 75%
16. How do you track sales from social media? D copy

142 responses

Direct messages/inquiries
® Unique discount codes
® Customer feedback

@ Website analytics

@ We dont track specificaly
® Other

17. What are your biggest challenges in social media marketing? (Select [0 Copy
upto 3)

I The most challenging I Neutral [l Not so challenging

100
50 I. IL IL I‘
0
Lackoftime  Limitedbudget  Lack of technical = Creating engaging Measuring results ~ Keepit
skills content

https://docs.google.com/forms/d/ 1wD-iAW38bFAI9qTJjin2d2WIXBTZ_3byugZuzZRPHk8/viewanalytics
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18.What support would help you improve your social media marketing? [0 Copy
(Select all that apply)

145 responses

Training workshops|
Ready-made content tem 85 (58.6%)
Affordable advertsing cr 101 (69.7%)
Simple analytics tools
Industry-specific guidelines|
Networking with other S
Governmert support pro.

150

19.Please share any add
experience (Optional)

ights about your social media marketing

16 responses

It was amazing

If there where specific analytics to be used for better creation could be really helpful
It reduces workload by 60-70%

Could have been a lot more detailed

Na

NA

Its essential for the new digital world to get the customer who are using social media moat of
time people are using social media

I have experienced account bans or algorithm dips
Most of time content burnout and time pressure to keep up with trends.
We generally focus on google ads and try to make ads saturated

Expect more sales through the help of social media but result is just opposite and in many
platforms it's algorithms is unpredictable or hard to predict

Hard to track ROI
No

N/A

No

Thank you

https://docs.google.com/forms/d/ 1wD-iAW38bFAI9qTJjin2d2WIXBTZ_3byugZuzZRPHk8/viewanalytics

57
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1O copy
20.Would you like to receive a summary of the research findings?
143 responses
ono
@ Yes
If Yes: Please provide your email (This will be stored separately from O copy

your responses)

15responses

1(6.7%1 (6.7%1 (67%) 1(6.7%1 (6.7%1 (6.7%1 (67%] (67% (6.7%1 (6.7%] (6.7%1 (67%)

0
Bisupandey1981@gmail. com  Oceanconsultant1928@g... _ artiksharmacat@gmail com 10.
Neupaneramesh%8@gma... Yugalpandey20@grmail com — sejaneupane190@grmail c.

Thank you for completing this survey! Your responses will help improve
understanding of social media marketing practices among Indian retail SME.
Your data will remain completely anonymous and will be used only for
academic research purposes.

“This content s neither created nor endorsed by Google. - Contact form owner - Terms of Service - rivacy Policy

Does this form look suspicious? Report

Google Forms

https://docs.google.com/forms/d/ 1wD-iAW38bFAI9qTJjin2d2WIXBTZ_3byugZuzZRPHk8/viewanalytics
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Conceptual Framework: Social Media Marketing and Sales Performance in Indian Retail SMEs
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