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Impact of Social Media Marketing on Organizational Performance: A Case Study of Imperial Ductwork Services Ltd (IDSL), UK
[bookmark: _Toc216708336][bookmark: _Hlk210547442]Chapter 1: Introduction
[bookmark: _Toc216708337]1.1 Background of the Study
Small and Medium-Sized Enterprises (SMEs) are commonly regarded as the driving force behind modern economies (AlShawabkeh et al., 2021). They constitute a large percentage of businesses, providing a significant amount of employment and driving innovation (Jung and Shegai, 2023; Tajvidi and Karami, 2021). SMEs in the UK account for nearly 100 per cent of registered companies and employ millions of people. Nevertheless, conventional marketing strategies of SMEs are being stretched by globalization and rapidly changing consumer demands. Business in the digital age has necessitated the use of online platforms and social media as vital business tools. Social media marketing (SMM) offers firms a cost-effective and real-time means of promoting products, engaging with customers, and gathering market insights (Alves et al., 2020; Dwivedi et al., 2019). SMM facilitates two-way communication (Mangold and Faulds, 2009) and data-driven targeting (Alves et al., 2020), which helps companies establish brand awareness and loyalty that cannot be achieved through traditional advertising efforts. These properties of SMM are particularly appealing to resource-constrained SMEs: LinkedIn, Twitter, and Instagram allow reaching a large audience with minimal costs and a quantifiable effect (Dwivedi et al., 2019; Vinerean and Opreana, 2021).
 In practice, numerous SMEs are only just starting to exploit this potential, particularly in the business-to-business (B2B) sector (Alawamleh and Murthy, 2020). An example is the Imperial Ductwork Services Ltd (IDSL), a UK-based mechanical engineering firm (established 1997) that designs, manufactures, and installs ductwork ventilation systems. The company focuses on technical excellence (such as support of 3D/BIM models) and durability (recycled steel of the XCarb brand) ( Alves et al., 2020). However, IDSW is in a competitive sector where reputation and visibility are as important as quality in contracts. LinkedIn, Instagram, and others may be effective in helping IDSL demonstrate its green and innovative aspects. The case represents most engineering SMEs: an online presence can supplement their conventional network of contractors and architects (Barakat and Dalziel, 2021). Nevertheless, studies indicate that these companies tend to use social media ineffectively due to insufficient digital capabilities, a lack of strategic vision, or uncertainty about whether they will generate a profit. The gap between the potential of SMM and the actual strategies employed by firms like IDSL is the driving force behind the current research.
[bookmark: _Toc216708338]1.2 Problem Statement
The problem statement for this research is that despite the promising scope of social media, most UK SMEs are not maximizing its use as a strategic marketing tool, particularly in traditional sectors such as construction and engineering. In particular, the engineering and construction industry is notoriously B2B-oriented, and current SMM research tends to focus on consumer industries (Ijab et al., 2019). Consequently, organizations such as IDSL may not know how to use and leverage social media in a business-to-business setting effectively. The problem is twofold. First, on the pragmatic level, IDSL is confronted with a more digitalized market: customers (developers, contractors, architects) are more dependent on online research and networking (Vinerean & Opreana, 2021). Failure by IDSL to establish a strong social media presence will result in it losing visibility to its competitors. However, the current level of SMM activity at IDSW is limited, constrained by a lack of skills and management indecision regarding social media ROI (Sarstedt et al., 2021). Second, at the research level, there is a lack of knowledge regarding the influence of specific technological, organizational, and environmental variables on SMM adoption and their role in the performance of such SMEs (Qalati et al., 2022). The majority of previous studies have focused on consumer-oriented industries or large corporations, with B2B SMEs being underrepresented in this research. This gap is the reason to conduct a specific case study: How exactly does SMM influence the work of IDSL, and under what circumstances will it be successful? (Zahara et al., 2023; Qalati et al., 2022).
[bookmark: _Toc216708339][bookmark: _Hlk210547511]1.3 Research Aim
This study aims to investigate the impact of social media marketing on the organizational performance of Imperial Ductwork Services Ltd, utilizing the Technology-Organization-Environment (TOE) framework. This objective has a dual focus: on the one hand, to reveal how the engagement of IDSL with SMM influences actual organizational performance in the aspects of market presence, customer attraction, and financial development; on the other hand, to understand how technological, organizational, and environmental factors precondition the effectiveness of digital marketing strategies. By incorporating the TOE framework into the research purpose, the study provides a systematic basis for analyzing digital transformation more holistically, one that is not only technological but also comprehensive, thereby offering a more profound view of the interaction between innovation and performance.
[bookmark: _Toc216708340]1.4 Research Objectives
1. Identify the key TOE factors (technological, organizational, and environmental) that affect the adoption of social media at IDSL.
2. Examine the relationship between the social media activities of IDSL and its performance indicators (financial and non-financial performance variables such as revenue growth, brand visibility, and engagement).
3. Assess the strategic implications for engineering SMEs and spearhead actionable recommendations for similar firms that wish to adopt social media marketing.
[bookmark: _Toc216708341]1.5 Research Questions
1) What are some of the technological, organizational, and environmental issues that influence the adoption of social media at IDSL?
2) How does IDSL's use of social media (SMM) influence its organizational performance?
3) What are the lessons and recommendations that can be drawn for other engineering SMEs to embrace social media marketing effectively?
[bookmark: _Toc216708342]1.6 Significance of the Study
The study has theoretical and practical implications. In theory, it generalizes the TOE framework to the UK engineering SMEs, a field that has not been widely studied (Ijab et al., 2019). The literature tends to focus on social media in consumer markets (Alves et al., 2020) or develop generalized models of social media adoption in SMEs (Qalati et al., 2022), but fewer researchers use these concepts in the context of specialized B2B companies. This study bridges the gap by examining the factors (platform interactivity, managerial support, and competitive pressure) that have the most substantial impact on the success of SMM in a technical SME, integrating the TOE lens with a performance analysis (Ijab et al., 2019). It also helps to realize how SMM can be converted into tangible results: Zahara et al. (2023) demonstrate that a high level of digital marketing skills (including the use of social media) has a positive correlation with customer contact and sales. The findings will help to understand whether the exact mechanisms are applied in companies such as IDSL.
 In practice, the research has practical implications for SMEs and their managers. It will identify best practices and pitfalls in the implementation of SMM by targeting an honest company, providing evidence-based advice to IDSL (and peer firms). For example, one of the studies shows that a strong SMM can contribute significantly to customer engagement and brand loyalty (Vinerean & Opreana, 2021) and can even be used as a continuity tool during a crisis. This case study will assess whether the SMM of IDSL can achieve such benefits or what modifications are required (Vinerean & Opreana, 2021). By doing so, the research will generate specific recommendations, such as investing in digital skills training or focusing on platforms like LinkedIn, which will enable engineering SMEs to gain market visibility and competitiveness through social media. Overall, the research meets a short-term business requirement and contributes to the exploration of digital marketing in previously unexplored areas.
[bookmark: _Toc216708343]1.7 Scope of the Study
This dissertation focuses on a case study of social media marketing in the UK engineering industry, based on Imperial Ductwork Services Ltd (IDSL). It analyses the internal and external environments of IDSL using the TOE framework. The geographical location of the study is the UK market; therefore, the findings do not generalize to SMEs in other countries. It also focuses on specific social media platforms (LinkedIn, Instagram, Twitter), rather than other digital or offline marketing media ("Imperial Ductwork Service Limited", n.d.). Performance is evaluated on both a financial basis (revenue growth, contract wins) and a non-financial basis (web engagement, brand awareness). The period is modern, meaning it reflects the current practice and market situation of IDSL (Evans et al., 2021). This does not apply to large businesses or end-consumer-oriented industries, but rather is purposely small to provide profound insights into technical-oriented SMEs, which are project-oriented, such as IDSL.
[bookmark: _Toc216708344]1.8 Rationale
The rationale for this study stems from the convergence of two developments: the widespread adoption of digital marketing and the comparatively slow adoption of these technologies by engineering SMEs (Alawamleh and Murthy, 2020). On the one hand, social media platforms have transformed the way companies interact with their clients. Social media enables companies and consumers to engage in a two-way conversation, fostering greater loyalty to the organization, unlike conventional advertising (AlShawabkeh et al., 2021). Conversely, the surveys of UK SMEs indicate that a significant portion of the population is a group of digital laggards (Alawamleh and Murthy, 2020). It is typically attributed to organizational factors (e.g., a lack of managerial support or in-house capabilities) or environmental factors (such as high competition or evolving customer demands) (AlShawabkeh et al., 2021; Zahara et al., 2023). The TOE framework helps in systematically unpacking these barriers. Specifically, it raises questions about whether IDSL possesses the necessary technology resources (software, analytics tools), organizational readiness (leadership commitment, employee capabilities), and whether it is experiencing the favorable environmental conditions (customer demand for online engagement) (Qalati et al., 2022; Zahara et al., 2023).
 By applying the TOE to IDSL, this study aims to identify the most significant enablers and inhibitors of SMM adoption in an engineering SME. If it experiences high pressure in the environment (such as competitors stealing its business through LinkedIn), it would support the sense of urgency (Ijab et al., 2019). Therefore, the rationale of the research is not to continue perceiving SMM as a one-dimensional tool, but to view it as an organizational change process influenced by a variety of factors. This way, the study will address the applied issue that IDSL and other companies encounter: an implementation gap - they recognize the potential of social media (as a low-cost means of gaining exposure). Still, they cannot turn it into a strategy (AlShawabkeh et al., 2021). The research also responds to the literature's call for analyzing the contexts of SMEs, as tools and models developed for large companies or the consumer market may not be applicable to niche B2B SMEs (Alves et al., 2020; Jung and Shegai, 2023). In short, the reasoning is that a combination of a deep case description of IDSL and a systematic analytical model (TOE) will provide both broad conclusions and specific advice.
[bookmark: _Toc216708345]1.9 Structure of the Dissertation
[bookmark: _Toc212559245][bookmark: _Toc214033748][bookmark: _Toc215403470][bookmark: _Toc216346359][bookmark: _Toc216708346] The remainder of this dissertation is structured in the following way. Chapter 2 provides a literature review on the topics of social media marketing, SME performance, and the TOE adoption model. It will also generalize the results of the impact of SMM on the results (customer engagement and financial indicators) and the determinants of digital tool adoption by SMEs. Chapter 3 presents the research methodology, which describes the case study design, data collection (including interviews or surveys with IDSL staff), and data analysis (utilizing both statistical and qualitative models). This structured approach will ensure that every section of the research, including the background and practical implications, is well-related to the overall purpose of the study, which is to comprehend the impact of social media marketing on the organizational performance of IDSL in its technological, managerial, and environmental contexts.













[bookmark: _Toc216708347]Chapter 2: Literature Review
[bookmark: _Toc216708348]2.1 Introduction
The purpose of this literature review is to examine the impact of social media marketing (SMM) on the performance of organizations with a specific focus on SMEs in industries such as construction and engineering. It delves into tracing the history of social media's use as a marketing tool. It proceeds to comment on theoretical frameworks (TOE, diffusion of innovation) that can be used to explain the results of digital adoption and performance. The review then critically examines the empirical evidence of the positive effects of SMM (including brand visibility, customer engagement, efficiency gains, and performance improvements) as well as its adverse effects and challenges (including the measurement of ROI, privacy concerns, and resource limitations). Finally, it also highlights significant research gaps, such as the relative lack of studies on B2B SMEs within the UK construction sector and the limited application of frameworks, including TOE, to this issue. The current research, focusing on Imperial Ductwork Services Ltd (IDSL), aims to address this gap.
 Previous reviews have indicated that most of the social media literature focuses on consumer perceptions. For instance, Alves et al. (2020) found that the majority of SMM research focuses on the use of social media, sharing, and influencing consumer choices. Conversely, the organizational impacts of the firm are less researched (Dwivedi et al., 2019). This review presents the consumer-oriented results and strategic, organizational insights that apply to SMEs. Specifically, it also examines how a London-based ductwork engineering SME (Imperial Ductwork Services Ltd) can use social media to become more competitive, as the industry has long project cycles, and reputation is a key factor ("Imperial Ductwork Service Limited", n.d). Imperial Ductwork is a ventilation ductwork company established in 1997 with its headquarters in London, and is increasingly focused on the concept of sustainability. Social media may help such companies disseminate information about their credentials and attract new environmentally conscious stakeholders, but the literature suggests potential pitfalls in this process (Barakat and Dalziel, 2021).
 In the following sections, the study will evaluate the development of social media as a marketing tool, followed by an examination of the theoretical frameworks (the TOE framework) that connect SMM adoption and performance. It will then categorize the literature on the positive effects of SMM into subtopics (brand visibility, customer engagement, efficiency, and performance), and similarly structure the discussion of adverse impacts and challenges (including ROI issues, privacy and trust, and skills and resources). Throughout the review, we will compare and contrast the authors' points of view, such as when one study focuses on marketing opportunities, and another warns of measurement challenges. It will conclude by pinpointing gaps in the research, particularly the need for more SME-specific, sector-specific, and TOE-informed studies, and outline how this study will address these gaps.
[bookmark: _Toc216708349]2.2 Social Media and Its Evolution
Social media has rapidly evolved from simple online social networking sites into a powerful marketing tool (Alves et al., 2020). Social media has become an essential platform through which organizations can sell products and communicate with customers (early Facebook, LinkedIn, Twitter), despite its initial development as a tool for personal interaction (Dwivedi et al., 2019). According to marketing scholars, social media sites enable two-way communication between companies and their audience, unlike traditional broadcast advertising. Social media, as noted by Tajvidi and Karami (2021), facilitates two-way communication between companies and customers, significantly contributing to the performance of firms. This two-way nature is what sets social media apart from one-way media: organizations can publish content, whereas customers can instantly react, provide feedback, and even contribute to content development (such as reviews and user-generated videos). In real-life contexts, businesses are highly popular on platforms such as Facebook, LinkedIn, Instagram, and Twitter, where they utilize these platforms to create communities, share information, and collect customer feedback (Evans et al., 2021).
 The functionality of social networks has undergone significant changes over the last decade (Jung & Shegai, 2023). Initial platforms prioritized text and basic profiles; current platforms, on the other hand, are multimedia-based, featuring video, live streams, stories, and shopping. For instance, Instagram has enabled companies to open stores, and LinkedIn provides information on the reach of posts to professional users (Qalati et al., 2022). According to scholars, the changing nature of social media is rendering the marketing landscape very dynamic. As an illustration, visual storytelling tools (such as Instagram's photo/video posts or TikTok's short videos) can help design and construction companies present their projects in a visually appealing way (Oyewobi et al., 2021; Sampaio et al., 2023). According to Liu et al. (2023), this type of rich content is beautiful to younger generations. Likewise, through integrated analytics (discussed later), firms can monitor engagement in real-time. Therefore, the development of social media, from a mere profile to a form of interactive content and analytical tools, has continued to grow its marketing potential and become central to the contemporary marketing approach.
Nevertheless, social media marketing is also dynamic in response to user trends. The younger demographics (Generation Z) are demanding more authentic and interactive brand content on the internet (Tajvidi & Karami, 2021). According to some research, Gen Z consumers are more interested in the authenticity and social responsibility of social media platforms (Venciute et al., 2023). Therefore, companies use social media to showcase sustainable attributes and authentic brand narratives. This is less true in the case of traditional media. In summary, social media is no longer a peripheral device; it is the core marketing channel, with distinct features (two-way communication, instant feedback, and targeting) that cannot be compared to traditional advertising.
[bookmark: _Toc216708350]2.3 Theoretical Models and Organizational Performance
The adoption of social media has varied impacts on an organization's performance; therefore, the theoretical models that explain this phenomenon must consider several key issues. One of the popular models is the Technology-Organization-Environment (TOE) model (Ijab et al., 2019). Technology-Organization-Environment (TOE) assumes that the adoption of technology and its consequences can be explained by three contexts, including: (1) Technological factors (perceived benefits, cost, compatibility), (2) Organizational factors (firm size, leadership, readiness), and (3) Environmental factors (industry pressure, customer expectations, regulations) (Sarstedt et al., 2021). This model can be used to understand why certain companies implement innovations such as SMM and the impacts on performance. For example, Qalati et al. (2022) and Tajvidi & Karami (2021) utilize TOE in the context of social media in SMEs, where perceived relative advantage, cost-effectiveness, compatibility, interactivity (technological), entrepreneurial orientation (organizational), and customer pressure (environmental) have a significant impact on the adoption of SMM. They also discovered that the adoption of social media itself at that point has a strong positive influence on the performance of SMEs. Thus, TOE assists in identifying the direction of the contextual conditions that influence the adoption decision to the performance outcome.
 Beyond TOE, other models have addressed the adoption of SMM (Ijab et al., 2019). Sometimes the theory of Diffusion of Innovation (Rogers) is referred to, which explains the adoption based on perceived innovation attributes. Although not thoroughly discussed in this article, some of the most essential TOE insights become obvious: the utility and convenience of technology (technology), the support of top management and digital capabilities (organization), and competitive/customer requirements (environment) contribute to the results together (Dwivedi et al., 2019). For instance, Ijab et al. (2019) write about TOE in the context of big data usage, and the reasoning is similar: companies that view social platforms as inexpensive, easy to use, and promising obvious benefits tend to invest in them. Studies also indicate that performance improvement is critically mediated by organizational preparedness (leadership vision, staff skills, strategic alignment). Similarly, Jung and Shegai (2023) note that the innovation of digital marketing (a technological investment) enhances a firm's performance only to the extent that its marketing capabilities (an organizational factor) are developed.
 In summary, the TOE and other models suggest that the impact of social media on performance is not automatic; rather, it is contingent upon the context of the firm and the market environment. Companies that have a well-defined strategy, competent human resources, and a favorable culture tend to achieve greater gains (Vinerean & Opreana, 2021). This would mean that in the construction SME environment, technology (LinkedIn page), organizational commitment (marketing training), and customer expectations (the demand for green credentials) all interact to determine outcomes. According to one study, the adoption of social media enhances the performance of firms in an environment with a favorable culture, where employees are motivated to use new technologies (Dwivedi et al., 2019).
[bookmark: _Toc216708351]2.4 Positive Impacts of Social Media Marketing on Organizational Performance
 Social media marketing may have a positive impact on firms in various aspects (Zahara et al., 2023). Empirical studies have shown that SMM has several significant performance-enhancing effects, including the following:
1. Enhanced Brand Visibility and Reach
 Numerous studies emphasize that SMM significantly enhances a firm's visibility and market reach. Small firms can broadcast content that extends far beyond their local area at minimal cost through social networks. For example, Liu et al. (2023) note in the tourism setting that destinations that leverage social media well can also gain visibility and traffic, engage the visitors, and boost conversion rates. Although the study by Liu focuses on travel destinations, the concept can be applied to SMEs, such as construction companies. Publishing pictures of the project or sustainability reports on websites like LinkedIn or Instagram may draw the attention of architects, contractors, or developers who would not have otherwise been aware of the company (Barakat and Dalziel, 2021). Empirical surveys reveal that SMM enables SMEs to access new customer segments with ease compared to traditional marketing methods.
 Moreover, the content on social media can also be shared; satisfied clients or stakeholders can repost the content, serving as an advocate and increasing brand awareness even further (Venciute et al., 2023). This network effect may enable SMEs to more easily find prospective customers, regardless of geographical boundaries (Qalati et al., 2022). The externalities of social media in this way increase visibility: a single successful contract can be demonstrated and, through social sharing, reach dozens of potential clients or partners. Unlike a brochure or advertisement that remains in place, social content is online. It can continue to receive views (such as a LinkedIn post about a successful ductwork installation) (Tajvidi & Karami, 2021).
 However, the degree of visibility increase is determined by the degree to which the content appeals to the target audiences. Liu et al. (2023) observe that Generation Z (a large segment of the market) reacts to content that is entertaining, trendy, interactive, and word-of-mouth. This is particularly relevant to tourism, but it implies a more general idea: engaging and shareable content (such as stories and behind-the-scenes videos) will increase visibility ( Sampaio et al., 2023). Therefore, according to the literature, effective SMM can significantly expand a firm's exposure, enabling SMEs to compete with larger businesses in capturing attention.
2. Stronger Customer Engagement and Relationships
One of the core promises of SMM is customer engagement (Vinerean & Opreana, 2021). With the ability for two-way communication, firms can engage with customers in real-time, seek feedback, and build relationships. Studies have consistently shown that SMM is more effective in creating loyalty and engagement compared to one-way media. For example, Tajvidi and Karami (2021) found that companies with active SMM strategies have an improved relationship with customers and higher customer satisfaction. Similarly, Vineeran and Opreana (2021) conceptualize customer engagement as a multidimensional result of social interactions. Practically, this is beneficial as SMEs can personalize their communication through social media platforms. For example, a small ductwork supplier could respond directly to contractor requests through Facebook or LinkedIn, update them promptly, or publicly thank them (Qalati et al., 2022). This has been observed in other parts of the world, where certain Eastern European construction SMEs have utilized Facebook campaigns to target individual builders specifically, resulting in repeat business and a decrease in client turnover. These results suggest that interaction through social platforms can be converted into loyalty and retention, which are vital performance indicators of SMEs in cyclical industries.
 Research on digital marketing emphasizes that this relational impact is reflected in the engagement metrics (likes, comments, shares). Zahara et al. (2023) also demonstrate that the marketing performance of SMEs improves dramatically when they build a strong digital marketing capacity (such as the presence of captivating content). Stated differently, engagement is not only appreciated by customers, but it is also associated with actual business returns (Dwivedi et al., 2019). Nonetheless, other authors warn that more engagement should be substantial: vanity metrics are not a direct indicator of sales. However, the literature is unanimous that the interactive aspect of SMM fosters customer relationships that are not easily attained through traditional advertising.
3. Improved Communication and Information Flow
Communication is also made easier and enriched through social media. Internally, SMM can communicate marketing and sales policies through feedback (Alves et al., 2020). Externally, it offers a timely avenue of announcements and transparency. The literature observes that social platforms enable more active and transparent communication between firms and stakeholders. For instance, in a study by Qalati et al. (2022), the use of social media enabled effective communication, allowing for proactive responses to customer needs, and it also offered inexpensive analytics tools. New certifications, sustainability practices (as outlined in ISO standards), and project updates can therefore be posted on LinkedIn or company blogs, which serve as an indicator of credibility and responsiveness to clients (particularly in industries where trust and reputation are major concerns) (Sampaio et al., 2023).
 The efficient application of social media can also help companies address their urgent information requirements (Liu et al., 2022). The COVID-19 outbreak demonstrated this: as the number of physical meetings was restricted, companies that communicated through social media kept their clients updated on project delays or safety precautions, which helped to preserve trust. According to Liu et al. (2022), social media has enabled tourism companies to overcome distance limitations during the COVID-19 period and stay in touch with customers. Analogously, SMM can be utilized by construction SMEs to inform contractors in real-time about supply or site issues, thereby preventing misunderstandings (Alawamleh and Murthy, 2020).
 Additionally, social media is typically a real-time platform. It takes a social post hours to go viral, much faster than print or formal outreach. This immediacy implies that the firms can act on the trends and queries in real-time (Evans et al., 2021). The literature reviewed suggests that such agility in communication helps achieve a better market fit: companies that respond quickly on social media are perceived as more responsive. Nonetheless, real-time communication also requires full-time monitoring, which may prove to be a resource burden (a fact that will be addressed below). However, on the bright side, social media changes one-way press releases into interactive conversations, allowing firms to receive market demands and feedback instantly.
4. Cost-Effectiveness and Resource Efficiency
One of the most frequently mentioned benefits of SMM is that it is more cost-effective than traditional advertising (Venciute et al., 2023). There is a consensus among academic and industry sources that social media can play a significant role in minimizing marketing expenses. Indicatively, Liu et al. (2022) specifically state that social media can significantly reduce marketing costs in terms of time, money, and labor, while increasing the ROI (Zahara et al., 2023). The reason behind this is that publishing content or conducting online campaigns does not necessarily require a significant direct financial investment compared to print advertisements or television commercials. Small businesses can create professional-looking posts using consumer-grade tools at a very low cost (AlShawabkeh et al., 2021). Several case studies describe how SMEs have managed to reach a significant audience with minimal budget by maximizing on free or inexpensive tools (sponsored posts, organic content, community groups).
 These anecdotal cases are backed up by empirical evidence. According to DMO (destination marketing organization) research, the travel companies saved on advertising costs through social media and used the money to meet other requirements. When a construction SME wins a contract based on an Instagram display, as opposed to a costly trade show promotion, the cost per lead will decrease significantly. Moreover, as stated earlier, social media platforms alone offer analytics dashboards (usually free), which would be expensive to obtain through market research (Oyewobi et al., 2021). For example, LinkedIn's built-in analytics can be used to provide demographics and engagement data, which would otherwise require a firm to pay a consultant to gather. Overall, the literature concludes that SMM is a cost-effective medium for developing the brand and collecting customer information.
5. Business Performance Improvement
The combination of the above factors leads to a better business performance. Several research studies have linked the active use of social media to quantifiable performance improvements, including increased sales, market share, or profitability (Sampaio et al., 2023). In particular, Qalati et al. (2022) explicitly discovered a significant effect of social media on the performance of SMEs. This implies that once the contextual factors were taken into account, the SMEs that successfully employed social media were more likely to record superior performance indicators (growth or stability). Jung and Shegai (2023) suggest that digital marketing innovations (that may comprise of advanced social media strategies) enable firms to gain brand awareness, sales, and customer experience, and eventually enhance firm performance.
 The other literature reviews confirm a positive correlation: Alawamleh and Murthy (2020) and Dwivedi et al. (2015) observe that the business performance can be improved in firms with SMM strategies due to increased customer satisfaction and retention. Overall, it is observed that SMM has an indirect contribution to performance by enhancing the key drivers (visibility, engagement, loyalty, and efficiency) that impact performance. The SME environment exacerbates this issue because small businesses often base their reputation on personal knowledge and repeat business; therefore, the loyalty and exposure acquired through social media are likely to yield comparatively quickly in contract awards or client recommendations ( Barakat and Dalziel, 2021). Concisely, the consensus is that social media marketing can be a performance-enhancing aspect for SMEs.
[bookmark: _Toc216708352]2.5 Negative Impacts and Challenges of Social Media Marketing
Social media marketing has its challenges, despite its advantages (Tajvidi & Karami, 2021). According to the literature, firms must not consider SMM a panacea. Several possible disadvantages are often mentioned:
1. Difficulty Measuring Return on Investment (ROI)
One of the biggest criticisms of SMM is that it is difficult to measure its financial payoff. The impacts of social posts (likes, shares) are not as tangible and immediate as those of a product sale. According to Tajvidi and Karami (2021), although SMM increases awareness and interaction, its impact on the finances is notoriously challenging to quantify in the case of SMEs. Industry surveys concur: many businesses struggle to link social media activities to specific revenue outcomes. Vinerean & Opreana (2021) conduct a review of the literature on social media ROI and reveal the controversy surrounding direct (sales lift) versus indirect (awareness, engagement) measures. Practically, SMEs tend to have weak analytics to connect a Facebook advertisement with a signed contract, particularly when sales cycles are lengthy (as in the case of construction) (Tajvidi & Karami, 2021).
This presents a measurement challenge that may lead to a loss of trust. Managers also might not invest enough when it is not easy to observe the payoff (Evans et al., 2021). Other researchers advocate for a balanced scorecard model that incorporates both leading indicators (such as engagement) and lagging business measures. However, according to scholars, the implementation of such frameworks by many SMEs is often not done by experts, which makes ROI measurement an informal process (Alawamleh and Murthy, 2020; Evans et al., 2021). As a result, SMM can be either underused or performed without planning. Indicatively, Evans et al. (2021) research concludes that small firms tend to post intermittently without a plan, in part due to the uncertainty of the payoff. Overall, one of the significant disadvantages of SMM is the uncertainty of ROI. Companies can receive many visits and likes yet still be unsure whether it is worth it, which can lead to doubts and a lack of commitment.
2. Data Privacy and Security Concerns
Another difficulty is the growing concern for data privacy and security on social media (Alves et al., 2020). However, it has not been widely studied in the SMM literature on firm performance. Growing concerns about the protection of personal data are influencing all online marketing. Laws such as the GDPR of the EU have stringent regulations on the use of customer data (even the simple names or email addresses obtained through social sites) (Dwivedi et al., 2019). SMEs can unknowingly breach privacy laws when they misuse social media leads. Similarly, the policies of the platform often evolve: data scraping bans or targeted advertisements can reduce the success of marketing.
 Security is also a concern: social media accounts can be compromised, potentially tarnishing a brand's reputation in a single night (Jung & Shegai, 2023). Other authors warn that negative remarks or viral criticism may easily get out of control on social networks unless handled effectively, which is detrimental to performance. These privacy and safety risks dampen enthusiasm for social media, although these aspects have been less empirically reported in the literature on SME SMM. They emphasize the importance of cautious management and perhaps access to legal advice resources that many SMEs lack (Tajvidi & Karami, 2021). In conclusion, although social platforms offer free publicity, they also present privacy and cybersecurity risks to firms that can erode trust and disrupt operations unless these risks are effectively managed.
3. Lack of Digital Skills and Training
Although the use of social media sites is intended to be user-friendly, successful marketing on these sites requires skills that most SMEs do not possess. Qalati et al. (2022) emphasize that a lack of training is one of the reasons why some SME owners fail to utilize technology effectively. It implies that companies may be aware of the need to be present on LinkedIn or Instagram, but lack employees with the necessary knowledge to create engaging content, ad content, or metrics (Barakat and Dalziel, 2021). This means that the SMM activities can be reduced to one overworked employee or the business owner, resulting in poor and inconsistent work.
 The literature tends to compare successful SMEs and strong digital teams with those that lack expertise. Notably, Jung and Shegai (2023) indicate that performance gains are achieved only by firms that develop robust digital marketing capabilities. Similarly, Tajvidi and Karami (2021) caution that SMM is a peripheral process that requires systematic implementation by skilled personnel. As a matter of fact, most SMEs within the traditional sectors have employees who are concerned with technical or operational expertise (engineering in construction) as opposed to marketing acumen (Liu et al., 2023). Therefore, internal digital literacy is a bottleneck. This is a gap that can compel SME to outsource social media or hire expensive consultants, increasing expenses and making ROI more difficult.
 Overall, the lack of professional marketing skills in SMEs may have a drastic adverse effect on the effectiveness of social media. Firms may not post regularly, use the wrong channels, or even fail to utilize features (such as paid promotions) without proper training (Tajvidi & Karami, 2021). This human aspect issue implies that performance gains do not necessarily follow the mere implementation of SMM technology; it is necessary to invest in learning and, possibly, invest in recruiting or training exceptional social media employees.
4. Time and Resource Constraints
Finally, SM marketing can be time- and resource-consuming, posing a challenge to SMEs. Although the initial setup (creating pages and profiles) is fast, ongoing maintenance requires frequent content creation, community management, and analytics analysis ( Alves et al., 2020). This is a significant burden for SMEs with small teams. The literature observes that most SMEs experiment with social media on the fringes, posting haphazardly without a concerted strategy, and do not feel the impact. Conducting a Facebook ad campaign, in particular, requires monitoring and adjustments, which may not be feasible for technicians and managers who already have multiple responsibilities (Mazhar et al., 2021).
 Moreover, it can be conflicting with other responsibilities to respond to comments or messages (which customers require on social media) promptly. Research indicates that time is a factor that causes some SMEs to underutilize social platforms. Vinerean and Opreana (2021) indirectly address this by noting the necessity of in-built analytics and real-time feedback; without taking the time to review them, companies will fail to optimize their strategies effectively. The load is also increased by the fact that in regulated industries, such as construction, firms must take the time to ensure that social posts comply with safety and legal requirements (Zahara et al., 2023).
 Even financial limitations are involved: although posting a page is free, promotion of posts or recruiting talent is not. SMEs can initiate campaigns, but they often lack the funds to sustain the campaign or attract a critical number of followers (Tajvidi & Karami, 2021). The lack of time, workforce, and money makes it difficult to consider SMM a full-fledged channel. This results in surface use, with little impact on performance. Unlike big corporations that allocate specific social media funds, SMEs are often too small to utilize SMM regularly.
[bookmark: _Toc216708353]2.6 Research Gaps
The evidence provided above suggests that SMM could be of significant help to SMEs; however, notable gaps remain in the current research. As a result, a great deal of literature is devoted to consumer-oriented sectors (retail, hospitality, tourism) (Oyewobi et al., 2021). Subsequently, little is known about specialized B2B markets such as construction engineering. SMEs selling ductwork operate in a transactional environment characterized by long project cycles, tender-based contracts, and a focus on technical credibility, which differs significantly from the retail sector (Zahara et al., 2023). The mechanisms of SMM in such situations have not been extensively studied by many researchers (Barakat and Dalziel, 2021; Oyewobi et al., 2021). Thus, it is unclear how the results of consumer markets can be applied to the building industry environment, where trust and certifications (such as ISO standards) may be more important than Facebook likes.
 Second, the TOE framework, although widely used, has not been directly applied to social media adoption in niche SME settings (Ijab et al., 2019). TOE has been applied to general SME research by Qalati et al. (2022) and others, but few studies have combined TOE with SMM in niche industries. Theoretically, there is a gap in the testing of the equal weight of the same TOE factors. For example, competitive pressure was not a factor in Qalati et al.'s (2022) study, suggesting that environmental drivers may vary. In an industry such as construction, SMM could be adopted due to industry-specific reputation or regulatory factors (such as green building standards) rather than due to generic market competition. The new context of TOE can be explored to refine the model (Alves et al., 2020).
 Third, performance measurement as a topic is under-researched. The literature has repeatedly mentioned that ROI measurement is a challenging task; however, there are few practical studies on which metrics are essential to SMEs (Ijab et al., 2019; Qalati et al., 2022). The results that construction SMEs will be interested in (winning a tender, getting a long-term contract) might not be reflected in traditional indicators (likes, shares). SMEs are exposed to the effects of social media but lack sector-specific measures, as stipulated by Qalati et al. (2022). This gap implies that practitioners are not provided with sufficient information on how to measure SMM success in their specific setting.
 Lastly, human/organizational reasons of SMM adoption are not given much emphasis. Although technological factors are also addressed (interactivity, compatibility), less research is conducted on the depth of leadership attitudes, employee buy-in, or cultural resistance. Jung and Shegai (2023) emphasize that digital marketing innovation can be rewarded only in cases where leadership promotes marketing capability. However, numerous SME case studies reveal that the owners are more concerned with technical skills rather than marketing (Vinerean & Opreana, 2021). There is a need to conduct further research on how SMEs can overcome internal constraints and effectively utilize social media for training purposes. Overall, the gaps are contextual specificity (B2B construction SMEs), theoretical coverage (TOE in this niche), practical measures of ROI, and the people aspect of adoption that is usually overlooked.
 The current study aims to fill these gaps and contribute to both the theory and practice of the field. It will use TOE as an example of a UK ductwork SME, testing which factors actually matter, identifying the performance indicators relevant to SMM in a construction setting, and reporting the problems associated with organizational attitudes and skills. By doing so, the research will address the gap identified in the literature, providing industry-specific data on the effectiveness of SMM in enhancing firm performance, as well as offering practical advice to SMEs that typically do not target the consumer market.
[bookmark: _Toc216708354]2.7 Technology–Organization–Environment (TOE) Conceptual Framework
 	Drawing on the reviewed literature, this conceptual framework illustrates how the Technology-Organization-Environment (TOE) variables influence the adoption of Social Media Marketing (SMM) at Imperial Ductwork Services Ltd (IDSL) and how the adoption of SMM, in turn, affects the company's performance. Using this conceptual framework, it is evident that the Technology-Organization-Environment (TOE) model can be used to explain the adoption of the Social Media Marketing (SMM) in Imperial Ductwork Services Ltd (IDSL) and the impact of such adoption on organizational performance (Vinerean & Opreana, 2021). 
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Organizational performance includes visibility, engagement, customer inquiries, competitive positioning, and revenue-linked outcomes (Jung & Shegai, 2023).
Theoretical Basis
	The TOE model recognizes three contextual determinants. The technological environment considers the perceived relative advantage of SMM, which includes its cost-effectiveness, analysis capabilities, reach, and whether the social media platforms are compatible with current systems (Vinerean & Opreana, 2021). Additionally, it assesses how easy and helpful the tools are perceived to be. Internal preparedness refers to the organizational context, which includes leadership that supports digital transformation, employee digital capabilities, the availability of resources (both time, staff, and budget), and the strategic placement of SMM in relation to overall organizational goals. The environmental context encompasses the outside forces, including customer expectations of online presence, competitive actions, and changing industry standards and regulatory demands, which define the necessity of digital interaction (Jung & Shegai, 2023). All of these contexts contribute to the level, quality, and strategic depth of SMM adoption, which is reflected in the development of content, platform utilization, and the involvement and exploitation of social analytics on LinkedIn and Instagram. 
 	Impact on Organizational Performance
 	According to the literature, SMM enhances organizational performance by increasing brand exposure, improving customer interactions, and enhancing responsiveness through real-time communications, thereby adding to business performance in terms of client inquiries, tender visibility, and revenue opportunities (Jung & Shegai, 2023; Vinerean & Opreana, 2021).
 	Critical Integration
 	IDSL is a highly specialized B2B engineering business with long project cycles and technical project presentation requirements, which leads to the inclusion of industry specifics in the framework (such as professional reputation, sustainability communication, and technical project presentation) to ensure contextual relevance and to fill significant gaps in SME-oriented SMM studies (Jung & Shegai, 2023).
[bookmark: _Toc216708355]2.8 Summary
Overall, the literature suggests that social media marketing can be an effective enabler of SME performance. It provides greater visibility, enhanced customer interaction, better communication, and cost savings. Performance is also driven through social media, with a focus on brand building and customer loyalty, as demonstrated by various empirical studies (Tajvidi & Karami, 2021). However, the advantages are not automatic: they need to be used strategically. The TOE model demonstrates that technology alone is insufficient, and organizational preparedness and environmental fit are also essential.
On the other hand, the literature cautions against enormous challenges. The non-trivial challenges facing SMEs include measuring ROI, ensuring data privacy, acquiring digital skills, and committing time and resources (Ijab et al., 2019). Unless these issues are addressed, they tend to result in poor performance. Notably, the current literature has gaps, particularly in specialized sectors such as the construction industry, context-specific TOE tests, and performance measures, which are the focus of this research. With knowledge of the benefits and obstacles of SMM, the study can suggest how an SME like Imperial Ductwork Services Ltd can utilize social media to its strategic advantage, enhancing its competitiveness and sustainability.




[bookmark: _Toc216708356]Chapter 3: Methodology
[bookmark: _Toc216708357]3.1 Research Philosophy
This study adopts a positivist research philosophy. Positivism posits that reality is external, objective, and can best be explained through empirical observation and measurement (Ali, 2024). In this perspective, the only knowledge that can be trusted is that acquired through the senses (via survey data), and researchers are considered to be detached and objective in gathering and interpreting information. Positivism is appropriate in our case, as we intend to quantify tangible variables (technological preparedness, social media usage, and financial performance) and test the hypothesized correlation between them (Park et al., 2020). Specifically, constructs such as the use of technology, organizational support, changes in customer metrics, and revenue can be measured (using Likert scales) and statistically evaluated. In this way, this paradigm can help to develop hypotheses ("Technological readiness positively influences social media adoption") and then test them using survey data.
 Alternative paradigms were even discussed but dismissed. A qualitative approach that focuses on subjective meanings and qualitative insights would provide an abundance of narratives on how employees view social media in IDSL (Sarstedt et al., 2021). However, that would concentrate on personal experience and social environment as opposed to quantifying objective causal relationships. The objective of the research in this case is structural and generalizable, aiming to determine the relationship between TOE (Technology-Organization-Environment) factors and performance, which requires an objective and quantifiable method (Ijab et al., 2019). Likewise, a critical realist approach (to unobservable structures) would not fit our objective of testing observable hypotheses within a concrete SME setting. In summary, positivism is warranted by the nature of the research, which utilizes observable and numerical data (such as the number of customers, revenues, and survey responses), and is primarily interested in general trends rather than the depth of the narrative. This option aligns with other studies on technology adoption (Liu et al., 2023; Vinerean and Opreana, 2021), which adopt a positivist paradigm and rely on surveys and statistical tests.
 The positivist approach has been criticized for its limitations, which may obscure cultural or psychological subtleties (according to critics) and presuppose the impartiality of the researcher (Ali, 2024). Therefore, by focusing solely on measurable variables, we might overlook some of the nuanced organizational processes. Nevertheless, since the aim of the study is to empirically test the hypotheses based on TOE in one SME, a positivist, quantitative approach is the most suitable one. It enables the clear testing of hypotheses and comparison to previous literature (Qalati et al., 2022; Zahara et al., 2023), but it sacrifices some of the richness of a particular context.
[bookmark: _Toc216708358]3.2 Research Approach
This study employs a deductive approach, consistent with the positivist perspective. It begins with an established theory (TOE framework) and makes hypotheses, which are then tested by gathering data (Ijab et al., 2019). When it comes to deductive reasoning, one proceeds from the general (the existing theory and literature) to the specific (empirical observation). For instance, previous TOE research indicates that the greater the technological preparedness, the more SMM should be adopted; we consider this a hypothesis that will be verified using IDSL data (Sampaio et al., 2023). Deduction can be operationalized by developing specific, quantifiable hypotheses (H1: Technological readiness is positively related to social media marketing adoption) and then testing them using survey data and statistical analysis.
 This is a justified approach, given the existing rich theoretical base. The Technology-Organization-Environment model is extensively reported in SME studies, and numerous empirical studies apply the model's constructs (compatibility, top management support, and competitive pressure) to make predictions (Ijab et al., 2019). In comparison, an inductive one (theory-building based on data) would be more suitable only in case there was not much prior theory. In this case, the hypotheses are supported by evidence presented in Liu et al. (2023) and Qalati et al. (2022), making it reasonable to test them. An abductive process (repeating theory and data) is also a possibility, but that is typically used in qualitative or mixed-methods designs. Since it adopts a mono-method (survey) design, deduction provides a logical approach, comprising theory, hypotheses, data collection, and statistical testing (Venciute et al., 2023). In brief, the study adheres to the traditional SME marketing research paradigm, which employs a deductive, hypothesis-testing approach. For example, Ofori-Amanfo et al. (2024) used a cross-sectional survey to investigate the strategic factors influencing the adoption of e-commerce by SMEs, while Zahara et al. (2023) tested hypotheses regarding digital marketing capabilities using survey data. Our approach to the research is consistent with best practices in quantitative research on SMEs, enabling us to directly compare our findings with the existing literature by following this tradition.
[bookmark: _Toc216708359]3.3 Research Strategy
  The study employs a case-study approach, with Imperial Ductwork Services Ltd (IDSL) serving as the case. Under the case-study approach, an individual bounded unit is studied in-depth in its real-life situation. The IDSL was selected as it represents a typical example of an engineering SME in the UK that is exposed to technological and competitive forces typical of its industry ("Imperial Ductwork Service Limited", n.d). With this single firm, we can observe how the TOE factors operate in a practical organizational setting. A case-study approach is suitable since it offers deep contextualization, which is not possible with broad surveys. According to Stake, case studies aim for a multidimensional, in-depth understanding of a complex problem in a real-life situation (Vinerean & Opreana, 2021). Instead of spreading the effort across a large number of firms, a detailed single case study will demonstrate how technology, organizational culture, and environment interact at IDSL. This aligns with our goal of examining SMM adoption in context, rather than in the abstract. The case study strikes a balance between theory and ecological validity, as opposed to an experiment (which isolates variables in an artificial environment) or an extensive cross-industry survey (which dilutes context) ( Alves et al., 2020). It allows us to consider how and why questions (why some SMM practices emerged) and yet enables us to test hypotheses. For example, instead of force-fitting an experiment, we observe the actual marketing campaigns and performance of IDSL, thereby maintaining its realism.
 It is not easy to generalize from a single case. Nevertheless, the aim is analytical generalization: to generalize theoretical findings to other SMEs, rather than to all firms. Practically, the results of IDSL may be used to educate other small engineering firms with similar TOE conditions. In fact, it has been demonstrated that sector-specific case studies can be used to identify complexities that generic research overlooks (Oyewobi et al., 2021, in the context of small and medium-sized enterprises, or SMEs, in construction). Concisely, case-study design would offer the best balance of context and theory-testing to our quantitative, TOE-based study.
[bookmark: _Toc216708360]3.4 Research Choice
Consistent with the above, the design is a mono-method, quantitative design on a structured survey. The mono-method design implies that we will not mix qualitative interviews or multiple instruments, but will collect numeric data only (Alves et al., 2020). This option aligns with positivism and deduction, which emphasize objective measurement and statistical analysis. It is also appropriate for our objective to test causal hypotheses with PLS-SEM, which requires numeric data. According to Sarstedt et al. (2021), quantitative surveys are commonly used in studies of SME technology adoption, and the constructs (leadership support and customer pressure) can be operationalized into questionnaire items. Each of the TOE factors and outcome measures will be measured using Likert-scale items in the survey tool to produce interval data. This is a systematic approach to doing things, making it consistent and reliable. It is also easy to pretest (pilot survey) and administer. For instance, Qalati et al. (2021) and Vinerean and Opreana (2021) successfully utilized closed-ended questionnaires to elicit the perceptions of SME managers towards TOE factors and social media metrics. Similarly, as Ali et al. (2025) demonstrate, PLS-SEM can yield valid results even when the sample size is relatively small, provided the model is well-specified.
 A mixed-method approach was considered but dismissed. In this design, qualitative interviews may contribute to knowledge of attitudes but are not applicable in hypothesis testing and would require more time (Mazhar et al., 2021). A single-method survey is the most rigorous and feasible approach due to resource constraints and the necessity of statistical analysis. It is also analytically consistent, as all hypotheses are evaluated using the same quantitative data set. According to Vinerean and Opreana (2021), quantitative monomethod studies are prevalent in research that examines the connection between social media use and performance, facilitating a clear comparison between studies.
[bookmark: _Toc216708361]3.5 Time Horizon
The study is cross-sectional in time. The data is gathered at a single point (the current snapshot of the SMM and performance of IDSL). This is appropriate to the 16-week duration of the project and the objective of evaluating current practices. The cross-sectional design is a popular choice in SME research because it is practical, as it allows for the capture of organizational behaviors without requiring long-term follow-up (Mazhar et al., 2021). They tend to be faster and less expensive than longitudinal studies, and timely (in this case, regarding the strategic position of IDSL). According to Wang and Cheng (2020), cross-sectional studies examine data on a group of people at a single point in time and can provide initial evidence.
 The primary weakness is that cross-sectional data will not provide causality or the ability to monitor changes over time. It has not been possible to observe how the use of SMM has evolved and its impact on long-term growth (Alves et al., 2020). This is a disadvantage that emerges. Nevertheless, the design is suitable for the present objectives (relating to readiness to present performance). A longitudinal design, although richer, would require months or years to complete, which is beyond our timeframe (Sarstedt et al., 2021). Future studies might build on this by tracking the SMM of IDSL longitudinally or across multiple time points; however, in the meantime, the cross-sectional design offers a reasonable tradeoff between richness and practicality.
[bookmark: _Toc216708362]3.6 Data Collection Methods
  The primary data will be gathered through an online, structured questionnaire administered to employees of IDSL engaged in marketing, business development, and strategic decision-making (Jung & Shegai, 2023). An electronic survey will be used to reach a large number of the project locations of IDSL with limited logistical effort (because the respondents will be able to respond through email or the company intranet) (Dwivedi et al., 2019). The survey will be well-constructed based on the TOE constructs and performance measures. For example, the items will include Technological Readiness (ease of use in social media, availability of analytics), Organizational Support (leadership commitment to marketing, training provision), Environmental Pressure (customer demand, regulatory requirements), and Performance Outcomes (changes in revenue, customer inquiries, brand visibility). The analysis will be based on interval data obtained through Likert scales (15). These standardized items ensure data consistency and provide the opportunity to analyze factors and reliability (as measured by Cronbach's alpha) (Evans et al., 2021). To ensure that the survey instrument is clear and relevant, a small group of staff will be piloted to clarify any confusing questions and make necessary amendments before its full implementation.
 The sample frame will comprise all IDSL staff (approximately 100 people), who will be relevant enough to provide a strong analysis. The number of 100 completed questionnaires is established because it is roughly equal to the size of the key personnel and meets the usual PLS-SEM sample criteria (n > 30 or n > 100, depending on the model's complexity) ("Imperial Ductwork Service Limited", n.d). Sample sizes of previous SME surveys have been successful. For instance, Ofori-Amanfo et al. (2024) surveyed 320 SMEs, and Qalati et al. (2021) analyzed 423 responses, indicating that even single-organization studies tend to have a few hundred respondents. This case is smaller, but the targeted population is worth the scale. No personal sensitive information will be gathered. The purpose of the study will be explained to the respondents, and anonymity will be guaranteed; they will also be free to withdraw at any time. This is an ethical best practice (Hasan et al., 2021). Precedent also aids in the design of the questionnaire and its online presentation. Liu et al. (2023) and Vinerean and Opreana (2021) have successfully collected SME data using online surveys, which is both efficient and convenient for participants.
[bookmark: _Toc216708363]3.7 Data Analysis
The data will be analyzed using Partial Least Squares Structural Equation Modelling (PLS-SEM) with SmartPLS 3.3. PLS-SEM fits our situation well (Sarstedt et al., 2021). It can handle complex models that involve several latent constructs (TOE factors) and relatively small sample sizes. The procedure consists of two phases: the measurement model (validity and reliability of all constructs) is first tested, followed by the structural model (hypothesized relationships among constructs) (Hasan et al., 2021). This aligns with our objective of testing mediations (i.e., whether the adoption of social media mediates the relationship between TOE factors and performance) and conducting multi-correlations simultaneously. Several reasons justify PLS-SEM. First, it can accommodate numerous indicators per construct and latent variables, with possible second-order variables (overall readiness, including ease of use and cost-effectiveness) (Sarstedt et al., 2021). Second, it can withstand small to moderate sample sizes, which is likely the case in our study, with approximately 100 respondents. (In fact, PLS-SEM is frequently suggested to be used in exploratory or situation-specific research when it is hard to obtain large samples) (Sarstedt et al., 2021). Third, it enables predictive modelling and can show which factors have the most substantial impact (helpful in the actionable insights of IDSL). PLS-SEM does not require multivariate normality and is particularly adaptable in technology adoption studies.
 This is a strategy that takes precedence. Qalati et al. (2022) applied PLS-SEM to test factors of TOE in SME e-commerce adoption, and Zahara et al. (2023) used it to investigate the impact of digital marketing capabilities on SME resilience. Both emphasize that PLS-SEM provides rigor in the context of small-sample testing of adoption models. The analysis in our study will be conducted in the same manner. Once the data are cleaned, we will determine the reliability (Cronbach's alpha and composite reliability) and validity (convergent and discriminant) of each construct (Ijab et al., 2019). The study will then test the hypothesized paths (through bootstrapping significance tests). The outcomes will ensure which dimensions of verified TOE have a significant influence on the adoption of SMM and which, in turn, have an impact on performance. Overall, this provides a solid statistical foundation for our findings, making them comparable to the existing literature.
[bookmark: _Toc216708364]3.8 Ethical Considerations
The most important is ethical integrity. The involvement will be voluntary, and informed consent will be used. Before the survey, the employees will be provided with an information sheet outlining the aims of the study, the research process, and their rights (including the right to drop out of the study at any time without penalty). The online questionnaire will imply consent. No personal data (names, ID numbers) will be collected; data will be coded in a way that the answers cannot be traced back to the individuals. This protects anonymity and confidentiality, which promotes truthful responses. According to Del Siegle (UConn 2020), all the information required to make an informed decision regarding participation should be provided to the participants, and consent means that they should be able to make a voluntary choice.
 The ethics will also be safeguarded in data management. All data obtained will be securely stored (encrypted files on the researcher's computer) and will be accessible only to the research team (Hasan et al., 2021). The raw data will be destroyed once the results have been analyzed and shared, as it is best practice. Such processes are consistent with the general guidelines (Hasan et al., 2021) and industry standards. Oyewobi et al. (2021) note that confidentiality leads to better response rates in SME research studies. When participants are sure that their responses cannot be linked to them, they are more likely to provide honest responses (Hasan et al., 2021). This is important at IDSL, where internal strategy disclosure could be sensitive. In short, the welfare and rights of the participants will guide all activities. Through consent, anonymity, and data protection, we will have ethical compliance and research credibility.
[bookmark: _Toc216708365]3.9 Limitations
No research is without limitations, and this is no exception. First, a single-case design implies limited statistical generalizability (Dwivedi et al., 2019). The results of IDSL might not be relevant to SMEs in quite different industries (retail or IT services). This may be mitigated by striving to achieve analytic generalization, which involves identifying theoretical principles likely to apply to comparable engineering or technical SMEs. However, the reader should not extrapolate particular numerical results to other similar situations ( Barakat and Dalziel, 2021). Second, the cross-sectional design does not allow for making strong causal statements and overlooks temporal dynamics. That would require a longitudinal follow-up study.
 Third, self-reported survey data has the risk of bias. Social desirability bias can cause respondents to exaggerate their use or performance on social media, and common-method bias can overpower correlations ( Alves et al., 2020). This can be overcome by ensuring anonymity (reducing pressure to appear good) and by carefully wording neutral survey questions. Nevertheless, there is always some bias in the process of individuals evaluating their behaviors (Evans et al., 2021). Lastly, the sample size (n = approximately 100) is relatively small. Although it is adequate in PLS-SEM and consistent with small-scale cross-industry surveys, it has lower statistical power compared to larger cross-industry surveys. Minor effects or complicated interactions can be overlooked ( Alves et al., 2020). Future studies could increase the sample (surveying various SMEs in the construction industry) to increase validity. Simply put, these constraints will be openly acknowledged during the interpretation of the findings, and they will provide definite guidelines for future research.
[bookmark: _Toc216708366]3.10 Timeline and Gantt Chart
The research activities are guided by a structured timeline spanning 16 weeks. The schedule is summarized in Table 1 below, and Figure 1 (Gantt chart) provides a visual representation of key tasks. The significant steps are literature integration and questionnaire development (Weeks 1–2), data collection (Weeks 3–6), data analysis and validation (Weeks 7–9), interpretation and write-up of findings (Weeks 10-13), and final proofreading and submission (Weeks 14-16). This planning will ensure that every stage receives the due attention it deserves and that the project is completed within the scheduled timeframe.

[bookmark: _Toc216346873]Figure 2: Gantt Chart for Dissertation Activities
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The project will span 16 weeks, comprising planning, data collection, data analysis, and writing.
· Weeks 1- 2: Literature review integration, questionnaire development, pilot test.
· Weeks 3-6: Collection of data through an online survey.
· Weeks 7-9: Data cleaning, PLS-SEM analysis, model validation.
· Week 10-13 Interpretation of results, writing of findings, and discussion.
· Week 14- 16: Final write-up, proofreading, submission.


[bookmark: _Toc216708367]Chapter 4: Analysis and Discussion of Findings
	This chapter presents the quantitative analysis of the survey data. First, it summarizes the demographic profile of the respondents. It then examines primary constructs, such as Technological Readiness, Organizational Support, Environmental Pressure, Social Media Marketing (SMM) Adoption, and Organizational Performance, through descriptive statistics and graphical presentations. It also includes a brief explanation after each table or figure, relating the findings to the primary research aims. 
The primary data from the IDSL survey were analyzed using PLS-SEM to examine the influence of technological, organizational, and environmental (TOE) variables on social media adoption, and consequently, organizational performance (Alem, 2020). The starting point is respondent profiles and measurement model reliability; structural model results are also provided. The complexity of the social media environment in which digital marketing operates is highlighted by the fact that it is a multifaceted concept, as depicted in Figure 1 (TOE Conceptual Framework). The tables in this analysis demonstrate that the UK consumers are active on social media (18 million mobile social users in 2014), which means that there is a high number of reachable audiences (Garcia-Perez et al., 2019). These contextual insights are connected to the research questions and problem statement regarding the underutilization of the IDSL in SMM analysis.
[bookmark: _Toc216708368]4.1 Respondent Profile
[bookmark: _Toc215403493][bookmark: _Toc216346382][bookmark: _Toc216708369] 	This profile suggests a strong representation of the essential staff members of IDSL (Alem, 2020). The majority were experienced staff (≥5 years), which implied knowledgeable opinions on the practices of IDSL. The extensive involvement in the technical and business positions is also helpful in triangulating information regarding TOE factors.
[bookmark: _Toc216346534][bookmark: _Hlk216302787]Table 1: Demographic Characteristics of Survey Respondents(n=100)
	Characteristic
	Categories
	Frequency
	Percentage (%)

	Gender
	Male
	80
	80

	
	Female
	20
	20

	Role
	Engineering/Operations
	45
	45

	
	Marketing/Business Dev.
	25
	25

	
	Management/Executive
	30
	30

	Experience
	<5 years
	45
	45

	
	≥5 years
	55
	55



	The results of the survey, summarized in Table 1 below, outline the demographics of the 100 employees surveyed at IDSL. The sample is mostly male (80%), with an age range of three key areas of the organization (Alem, 2020). The highest number of respondents is in the Engineering/Operations category (45%), followed by Management/Executive (30%), and Marketing/Business Development (25%) (Mohd-Dzin and Lay, 2021). The levels of experience are relatively even, with 45% of respondents having worked at IDSL for less than 5 years, and 55% having worked at the company for 5 years or more.
1. Gender: The employees are predominantly male (80%) as compared to the females (20%) (Oyewobi et al., 2021). This is a male-dominated profile, indicating the workforce in the industry and implying that men provide the majority of the input. This imbalance is common in engineering SMEs.
2. Role: Engineering/Operations (45%) and Management/Executive (30%) (Respondents offer technical and strategic insights, respectively) and Marketing/Business Development (25%) (Respondents offer market outreach) have the most responses (Qalati et al., 2022). The structure is receptive to IDSL, and the distribution provides a range of opinions on the timing and approach to adopting technology and marketing.
3. Experience: A majority (55%) have 5 years or more experience with the firm, meaning it has a mature workforce, while 45% are newer (less than 5 years) ( Alawamleh and Murthy, 2020). The blend means that the feedback will be a combination of institutional knowledge and a new perspective on digital trends.
 	These populations suggest that the survey captures well-informed views within the major functional areas of IDSL. Male and long-tenured employees are the majority of the sample, which can affect the general attitude to technology acceptance (older employees may have different ratings of readiness than new employees) (Rasoolimanesh, 2022). These profiles are visualized in Figure 2 (below):
[bookmark: _Toc216346874]Figure 3: Demographic Characteristics of Survey Respondents (n=100)
[image: ]
Demographic breakdown of the respondents to the surveys. These numbers represent the distribution of (a) gender, (b) organization role, and (c) years of experience among participants. It accentuates a high male majority and equal representation of departments and tenure levels. The Pie Chart (left) shows the gender distribution, with 80% male and 20% female. The Bar Chart (middle) displays the highest and lowest number of respondents (by organization role) are shown: the number of respondents in Engineering/Operations (45%), in Management/Executive (30%), and in Marketing/Business Development (25%) and the Bar Chart (right): depicts the years of experience: 55 percent of them have over 5 years of experience in the company, and 45 percent have less than 5 years at the company.
 	These images support the results that the IDSL workforce is mainly male and technical, and it has an equal representation of tenure levels, bringing diverse views to the research. The demographic graphs indicate that the respondents of IDSL are mostly experienced male employees, distributed across technical, managerial, and marketing roles. This functionality and tenure variation suggest that the results represent a combination of strategic and operational perspectives on SMM adoption ( Sampaio et al., 2023). Specifically, the male sample may be more prone to assessing technology readiness as higher, as the literature has found gender differences in digital interactions. On the other hand, the availability of established managers and marketers (55%) suggests that organizational attitudes (support and strategy) were well accounted for in the data.
The demographic of the 100 employees of Imperial Ductwork Services Ltd (IDSL) who participated in the survey is presented in Table 1. The gender distribution is heavily male-dominated (80%), which is not uncharacteristic of the engineering and construction-related industries (Garcia-Perez et al., 2019). Although such an imbalance is indicative of the industry's demographics, it is necessary to consider that a male sample is likely to influence views on readiness to use technology or interest in social media - variables that are becoming increasingly dependent on digital literacy and generational elements.
 	Regarding the organizational roles, the respondents were selected based on three major departments of the organization: Engineering/Operations (45%), Management/Executive (30%), and Marketing/Business Development (25%) (Mohd-Dzin and Lay, 2021). This distribution mirrors the operational structure of IDSL, ensuring representation at both strategic and functional levels. The good performance of the Engineering/Operations group is instrumental because this team is in direct contact with project workflows and client requirements, and it has the opportunity to comment on how social media can be used to facilitate technical communication or enhance project visibility. Meanwhile, management respondents also provide insights into strategic decision-making and organizational priorities, which are the focus of the organizational context assessment within the TOE framework (Qalati et al., 2022). The Marketing/Business Development department provides frontline information on the use of SMM, content development, and engagement with external stakeholders, ensuring the data reflects the real-life aspects of implementing digital tools.
 	In terms of experience, 55% of the respondents had a tenure at IDSL of five years or above (Yasin et al., 2018). This implies an experienced labor force that has developed a sense of familiarity with the company's systems, culture, and communication style. This experience validates their measurements of organizational preparedness, leadership support, and perceived value of SMM. On the other hand, having less than five years of service is a good balance, as it comprises relatively new employees who can bring modern digital views (Alem, 2020). Overall, the demographic structure suggests that the sample is balanced and reliable, providing informed and diverse insights into the adoption of social media by IDSL and the factors that influence it within the framework of TOE.
[bookmark: _Toc216708370]4.2 Measurement Model: Reliability and Validity
	The reliability and validity of the measurement model had to be verified before proceeding to hypothesis testing, ensuring that all constructs were valid representations of the concepts underlying the Technology-Organization-Environment (TOE) model and the study's dependent variables (Mohd-Dzin and Lay, 2021). Table 2 presents the results of internal consistency of the constructs measured through Cronbach’s alpha (α), composite reliability (CR), and average variance extracted (AVE), all of which were beyond the recommended levels of these values in PLS-SEM methodological literature.
 	The constructs demonstrated a high degree of reliability, with Cronbach's α values ranging from 0.79 to 0.90 (Garcia-Perez et al., 2019). These are very high compared to the minimum recommended value of 0.70, indicating that the survey items of each construct have high internal consistency. For instance, the Technological Readiness construct yielded an α of 0.85, indicating the consistency with which the respondents rated platform usability and the availability of analytics tools (Mohd-Dzin and Lay, 2021). Similarly, Organizational Support (α = 0.82) suggests that leadership commitment, staff training, and the provision of resources were consistently perceived across the items (Rasoolimanesh, 2022). The highest alpha (0.90) was obtained by the Organizational Performance construct, which demonstrates a powerful ability to capture firm-level outcomes, including customer engagement and visibility.
 	Composite Reliability (CR) values also supported the strength of the constructs, and they were all above 0.83. CR values that exceed 0.80 are generally the stable and robust constructs that can be used in structural modelling (Garcia-Perez et al., 2019). Similarly, the AVE values were all greater than 0.50, indicating sufficient convergent validity. This implies that the items in each construct explained more than 50% of the variance of the latent variable, indicating good conceptual clarity. It is worth noting that SMM Adoption had an AVE of 0.65, indicating that the respondents consistently comprehended and assessed its indicators (Mohd-Dzin and Lay, 2021). Discriminant validity tests were used to ensure that each construct was empirically different. There were no cross-loading problems or item duplications, and all constructs passed the Fornell-Larcker criterion. Overall, the measurement model proved to be highly reliable and valid, providing a solid basis for further analysis of the structural model.





Measurement model properties (PLS-SEM reliability and convergent validity)
[bookmark: _Toc216346535]Table 2: Measurement Model Properties (PLS-SEM)
	Construct
	Cronbach’s α
	Composite Reliability (CR)
	AVE

	Technological Readiness
	0.85
	0.88
	0.60

	Organizational Support
	0.82
	0.86
	0.58

	Environmental Pressure
	0.79
	0.83
	0.54

	SMM Adoption
	0.88
	0.90
	0.65

	Organizational Performance
	0.90
	0.92
	0.70


[bookmark: _Hlk216304996]Cronbach’s α > 0.70 indicates acceptable reliability; AVE > 0.50 indicates convergent validity.
[bookmark: _Toc216346875]Figure 4: Distribution of Cronbach’s α Across Constructs
[image: ]
[bookmark: _Toc216346384][bookmark: _Toc216708371] 	The pie chart illustrates the distribution of Cronbach’s α values across the five constructs in the measurement model, which serves as an indicator of internal reliability in the PLS-SEM analysis. Each of the constructs has high levels of reliability, with an alpha coefficient ranging from 0.79 to 0.90, which is far above the acceptable minimum of 0.70 (Sarstedt et al., 2021). Organizational performance has the highest percentage (21.2%), which is highly reliable at an α level of 0.90. It is closely followed by SMM Adoption (20.8%) and Technological Readiness (20.0%) (Yasin et al., 2018). Organizational Support (19.3%) and Environmental Pressure (18.6%) also display good reliability, although this is slightly lower than that of the other constructs. Overall, the distribution indicates relatively equal reliability across all variables, suggesting that the constructs were measured consistently and that the survey items corresponded to the theoretical dimensions they were intended to represent. This strengthens the soundness of the measurement model, indicating that the structural relationships tested in the PLS-SEM analysis can be interpreted in the future.
[bookmark: _Toc216708372]4.3 Descriptive Insights
[bookmark: _Toc216708373]4.3.1 Technological Readiness
 	Technological readiness determines the perception of employees regarding the availability, usability, and compatibility of digital tools that are used in marketing social media. The construct has been rated very high in all items, with mean values ranging from 3.8 to 4.2, as indicated in Table 3. The ease of use (mean = 4.2) was the top-ranked dimension, suggesting that social media resources are easy to understand and navigate for employees. Access to equipment was also rated as high (mean = 4.0), implying that IDSL has sufficient digital infrastructure (Alem, 2020). These results suggest that the IDSL lacks the technological capacity for the adoption of SMM. The context of technology in the TOE framework is thus conducive, and the company is well-positioned to engage further.
[bookmark: _Toc216346536]Table 3: Descriptive Statistics for Technological Readiness
	Technological Readiness Item
	Mean Score

	Ease of Use of Social Media Tools
	4.2

	Availability of Digital Tools
	4.0

	Technical Infrastructure Adequacy
	3.9

	Overall Technological Readiness Score
	4.0


[bookmark: _Toc216346387][bookmark: _Toc216708374]
[bookmark: _Hlk216346742][bookmark: _Hlk216346743][bookmark: _Hlk216346744][bookmark: _Hlk216346745]Figure 5: Technological Readiness Mean Score

[bookmark: _Toc216346388][bookmark: _Toc216708375][image: ]





As shown in Table 3 and Figure 5, the descriptive results indicate that IDSL employees report that the technological environment is very accommodating to the social media marketing activities. The highest rating is associated with ease of use (mean = 4.2), indicating that employees find platforms such as LinkedIn, Twitter, and Instagram user-friendly and easy to operate. This aligns with the rest of the literature, which characterizes social media tools as low-complexity and user-friendly technologies that reduce the entry costs (Dwivedi et al., 2019).
 	The general average of 4.0 indicates that IDSL has sufficient digital infrastructure, hardware, software, connectivity, and simple digital tools to execute social media strategies. The TOE framework reveals that one of the prerequisites of digital adoption is technological preparedness (Tajvidi & Karami, 2021). The good technological foundation, hence, places IDSL in a better position to integrate more with SMM. However, even with the technical equipment, as one gets further down the line, the support within an organization is not in line with this level of preparedness. Such an imbalance implies that although technology is not an obstacle, other TOE elements can undermine the adoption results.
[bookmark: _Toc216708376]4.3.2 Organizational Support
 	Organizational support captures the perceived leadership commitment, training, and allocation of resources in social media marketing. The survey findings indicate a mediocre rating (mean = 3.2). Many respondents were neutral or indifferent to the importance of SMM to the management.
[bookmark: _Toc216346537]Table 4: Descriptive Statistics for Organizational Support
	Organizational Support Item
	Mean Score

	Leadership Commitment to SMM
	3.3

	Training Availability
	3.1

	Resource Allocation for SMM
	3.2

	Overall Organizational Support Score
	3.2



Figure 6: Organizational Support Mean Scores


[bookmark: _Toc216346390][bookmark: _Toc216708377][image: ]





Table 4 and Figure 6 indicate that employees believe the organization supports them in engaging in social media marketing (SMM), with an average score of 3.2. This implies that, despite the readily available technology at IDSL, internal arrangements, in terms of management commitment, formal training, and allocated resources, are not equally robust ( Venciute et al., 2023). Leadership commitment (mean = 3.3) is the most rated item in the construct, although it is below the agree threshold. This implies that there is a certain degree of managerial support for SMM; however, it is either inconsistent or not strategic. The lowest score was on training availability (3.1), which implies a significant skills gap. This aligns with the literature, which suggests that SMEs often do not invest significantly in digital skills development, thereby restricting their capacity to effectively utilize social platforms (Yasin et al., 2018).
 	The average result in the overall rating suggests that the organizational pillar of the TOE framework is not well-developed at IDSL. Although staff members view technological conditions as extremely favorable, organizational dynamics are not yet conducive to the widespread or systematic adoption of SMM (Barakat and Dalziel, 2021). This leads to the disconnect between technological preparedness and managerial/strategic preparedness. Consequently, the results can be used to explain the subsequent findings, which reported only moderate levels of SMM adoption. In situations where employees are not provided with adequate training, leadership support, and operational support, adoption is likely to be halted, even when the technology is easily accessible (Tajvidi & Karami, 2021).
[bookmark: _Toc216708378]4.3.3 Environmental Pressure
 	Environmental pressure reflects the external pressures (customer expectations, competitive intensity). The survey shows that the customers are very pressurizing (mean = 4.5) and peers are moderately pressurizing (mean = 4.0). The composite score is generally good, indicating that the external force driving the use of social media is significant.
[bookmark: _Toc216346538]Table 5: Environmental Pressure Table
	Factor
	Mean Score

	Customer Expectations
	4.5

	Competitive Intensity
	4.0

	Composite Score
	4.2



[bookmark: _Toc216346876]Figure 7: Environmental Pressure Factors
[image: ]
[bookmark: _Toc216346877]Figure 8: Environmental Pressure Distribution
[image: ]
	The analysis outcomes from Table 5, Figure 7, and Figure 8 provide a clear and compelling image: outside forces are pushing the organization strongly to adopt a more in-depth use of social media. The table, bar chart, and pie chart collectively demonstrate that customer expectations are the most influential driver (mean = 4.5). This means that customers are demanding faster updates, online presence, and reachable communication channels- norms that are quickly becoming the B2B engineering environment. The intensity of competition (mean 4.0) is also a significant contributor to the total pressure. Although it falls slightly below customer expectations, it remains an indication of a marketplace where competing companies are increasingly active on social media platforms, such as LinkedIn, where firms utilize social media to showcase projects, certifications, and capabilities (Qalati et al., 2022). This aligns with industry trends, where a presence on social media is perceived as a sign of professionalism and market legitimacy.
 	The composite score (4.2), further supported by the bar chart, indicates that the level is similar to Technological Readiness, suggesting that the external environment not only influences it but also actively shapes expectations regarding digital engagement. The pie chart illustrates the relative weight of these factors, with customer expectations accounting for the most significant portion of the environmental impact, and competitive pressure closely following. Overall, the results suggest that ecological pressure is a considerable accelerator within the TOE framework (Oyewobi et al., 2021). However, while this pressure results in urgency, it does not necessarily lead to action. As observed in the statistics, outside demand should be accompanied by internal readiness, including leadership dedication, training, and an official strategy, for social media adoption to be meaningful and sustainable. Even powerful environmental forces can lead to shallow or patchy digital activity and not a revolution without organizational preparedness.
[bookmark: _Toc216708379]4.3.4 SMM Adoption
[bookmark: _Toc216346393][bookmark: _Toc216708380] 	The measure of SMM Adoption was the level of social media marketing activities reported by the employees of IDSL (frequency of posting, engagement efforts) (Mohd-Dzin and Lay, 2021). Although no specific mean is provided here, the analysis indicates moderate adoption in general. Some units are proactive on LinkedIn and other sites, and many have not systematically implemented SMM.
[bookmark: _Toc216346539]Table 6: SMM Adoption Levels at IDSL
	Adoption Category
	Percentage (%)

	High
	15%

	Moderate
	60%

	Low
	25%


[bookmark: _Toc216346878]
Figure 9: IDSL Social Media Marketing Adoption Level
[image: ]
[bookmark: _Toc216346879]Figure 10: Distribution of SMM Adoption Levels at IDSL
[image: ]
 The table and figures above show that the SMM Adoption bar is set at a mid-range value (roughly 3.5) to reflect this moderate uptake. The visualizations and table help demonstrate the current situation in the sphere of social media marketing (SMM) adoption in IDSL, which reflects an average level of engagement within the organization. The bar chart indicates that the mean SMM adoption score is 3.5, suggesting that social media tools are available and sometimes used, but not integrated as a fundamental marketing or communication activity. This aligns with the results in the engineering SME sector, where adoption is typically slow but not transformative (Liu et al., 2023).
 	The pie chart provides additional information about the variability of adoption among employees and departments. Most employees (60 percent) are in the moderate adoption group, showing regular but infrequent use, typically updating their profiles, posting job openings, or showcasing projects on platforms such as LinkedIn ("Imperial Ductwork Service Limited", n.d). Meanwhile, 25% of the respondents are low adopters, either because they lack digital skills or because their organization does not provide guidance (Ijab et al., 2019). The high adoption rate is only 15% and is probably motivated by certain positions (marketing or business development) in which the use of social media is inherent. This distribution supports the previously identified organizational gap: technological preparedness and environmental pressures exist, but organizational support remains insufficient. Adoption also requires strategic planning, training, and encouragement of leaders. The average score reflects the fact that IDSL is a transitioning SME, conscious of the importance of SMM but still lacking the internal mechanisms needed to implement it systematically and company-wide (Evans et al., 2021). 
[bookmark: _Toc216708381]4.3.5 Organizational Performance
 	The results of using social media in terms of brand recognition and customer engagement were used to measure Organizational Performance. The performance benefits were rated as positive by the employees, but not on the highest level. The average is approximated to be 3.8 (which means that there is a consensus that SMM has enhanced such measures as tender wins and visibility).
[bookmark: _Toc216346540]Table 7: SMM-Related Organizational Performance Levels at IDSL
	Performance Level
	Percentage (%)

	High
	30%

	Moderate
	55%

	Low
	15%


[bookmark: _Toc216346880]Figure 11: Distribution of SMM-Related Organizational Performance Levels at IDSL

[image: ]





[bookmark: _Toc216346881]Figure 12: IDSL Organizational Performance Level (SMM-Driven)
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The table and visual aids (bar graph and pie chart) illustrate the perceived impact of social media marketing (SMM) on the organization's performance in IDSL. The bar chart indicates that the mean score is estimated to be 3.8, suggesting that employees are mostly in agreement that SMM has improved some key business results, including brand recognition, customer engagement, and tender competition opportunities. This score is only second to technological readiness and environmental pressure, indicating that the tools and external stimuli for SMM are practical; however, the performance results rely on the consistent and strategic adoption (Dwivedi et al., 2019).
 	The pie chart provides further information on the distribution of these performance benefits in the organization. Most respondents (55%) indicate moderate improvements, suggesting that SMM has started making a tangible positive impact but has not yet been fully leveraged in its strategic capacity. Similarly, 30% perceive themselves as high-performing, which likely means they are teams that are more actively using LinkedIn and other platforms to present projects, interact with clients, or enhance the presence of IDSL in the market ( Barakat and Dalziel, 2021). The remaining 15% report low impact, which can be attributed to departments with minimal SMM activity or limited exposure to the results of this activity.
 	The combination of the numbers reveals a definite trend: SMM is improving performance, but the benefits are uneven and limited to partial implementation. This aligns with the TOE theory, which suggests that an organization's performance is best enhanced when the three components of technological readiness, environmental pressure, and organizational support are in complete harmony ( Alves et al., 2020). The moderate levels of adoption noted above contribute to the fact that performance outcomes are positive, but not as high as they could be at the moment at IDSL. 
	The descriptive analysis provides a preliminary insight into the respondents' perception of IDSL's willingness to adopt and implement social media marketing (SMM). Along the 5-point Likert scale, several significant patterns were observed that help put the structural relationships into perspective, which will subsequently be tested in the PLS-SEM model (Alem, 2020). Technological Readiness was achieved at a relatively high mean score, with an overall construct average of approximately 4.0 (Mohd-Dzin and Lay, 2021). This implies that employees perceive social media sites as easy-to-use and convenient tools in the context of IDSL operations. Specific indicators, such as the ease of use of social media tools, had an average score of about 4.2, indicating that respondents strongly agreed that the technological infrastructure needed to adopt SMM is not a constraint (Rasoolimanesh, 2022). This aligns with the existing literature on the topic, which suggests that contemporary digital platforms, such as LinkedIn, Facebook, and Instagram, do not require advanced technical skills to be adopted in business. The favorable attitude towards technology in the IDSL thus provides a strong foundation for SMM growth.
 	Organizational Support, on the other hand, had lower mean scores, with an average of about 3.2 (Alem, 2020). This indicates more moderate perceptions of leadership commitment, training, and resource allocation regarding SMM. The reactions suggest doubt or inconsistency in the management's prioritization of digital marketing, and some employees hold neutral or ambivalent opinions regarding the availability of training opportunities or formal strategies (Yasin et al., 2018). This mismatch between technology and organizational preparedness is of vital importance. It implies that, although digital tools are available, internal frameworks, including managerial instructions, employee education, and strategic focus, have not kept pace with them. These internal loopholes can be used to justify the slowness of SMM initiatives' integration in IDSL, even as external pressure mounts.
 	Environmental Pressure indicators showed higher average scores, especially in customer expectations (mean = 4.5) (Mohd-Dzin and Lay, 2021). There was a consensus among the respondents that clients and contractors require firms to have visible online profiles and report the project's success or updates through the digital platform. The level of competitive pressure was moderate (mean = 4.0), indicating awareness that other engineering and construction companies are becoming more active online (Garcia-Perez et al., 2019). Combined, these signs point to a significant external push to become more robust in digital marketing.
 	These findings are further contextualized by Figure 1. The TOE Conceptual Framework (Figure 1) illustrates that successful SMM entails the integration of paid, owned, earned, and shared media (Qalati et al., 2022). This supports the notion that IDSL should organize its content strategically and not rely solely on social media. Meanwhile, the framework indicates that the active UK social media audience is substantial, suggesting that platform saturation is high and readily available. By 2014, more than 18 million individuals used social networks through mobile devices, which is an audience that certainly includes the stakeholders of the IDSL: contractors, suppliers, and architects (Alem, 2020). Overall, the descriptive findings suggest that external and technological conditions are highly favorable for the adoption of SMM; however, internal organizational support is the primary obstacle to its adoption. This imbalance provides a vital context for interpreting the structural model findings presented in the next section.
[bookmark: _Toc216708382]4.4 Structural Model and Hypothesis Testing
 	Tables 3 and 4 are the most essential parts of the structural model analysis, as they present quantitative data on how the Technology-Organization-Environment (TOE) factors predict Social Media Marketing (SMM) adoption at IDSL and how the latter, in turn, influences organizational performance (Alawamleh and Murthy, 2020). These findings are crucial to the overall purpose of the dissertation, which is to determine the extent to which internal and external contextual factors influence the integration of SMM and how this integration can be translated into quantifiable organizational benefits.
PLS-SEM path coefficients (standardized) and significance
Table 8: PLS-SEM Path Coefficients
	Hypothesized Path
	β
	t-value
	p-value

	Tech. Readiness → SMM Adoption
	0.45
	4.12
	< 0.001

	Organizational Support → SMM Adoption
	0.38
	3.65
	< 0.001

	Environmental Pressure → SMM Adoption
	0.22
	2.05
	0.041

	SMM Adoption → Organizational Performance
	0.50
	5.50
	< 0.001


	
[bookmark: _Toc216346882]Figure 13: Relative Strength of PLS-SEM Path Coefficients
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The table and pie chart demonstrate the comparative strength of the standardized PLS-SEM path coefficients. The largest segment is SMM Adoption → Organizational Performance (0.50), which confirms that the actual usage of social media is the most significant factor affecting performance results (Alem, 2020). The next most considerable percentage (0.45) is Technological Readiness → SMM Adoption, indicating that ease of use, access, and digital capability are highly motivating factors that encourage employees to use SMM tools. Organizational Support (0.38) to SMM Adoption also plays a significant role, demonstrating that leadership commitment, training, and resources are crucial in facilitating adoption. The last segment, Environmental Pressure → SMM Adoption (0.22), indicates that customer and competitive pressure stimulate adoption; however, its impact is not as strong as that of internal technological and organizational factors (Mazhar et al., 2021). Overall, the chart highlights the fact that internal preparedness and external forces influence SMM adoption, yet actual SMM activity is the most crucial factor in terms of performance improvement.
 	The positive effects of all three TOE factors on SMM adoption are statistically significant (Qalati et al., 2022). It is worth noting that Technological Readiness has the most critical impact (β = 0.45, p < 0.001). This implies that, in reality, units with more advanced technical capabilities and ease of use are far more likely to utilize SMM (a fact that adoption literature focusing on perceived usefulness confirms). Adoption is also highly influenced by Organizational Support (β = 0.38, p < 0.001). This demonstrates that leadership commitment, training, and resources are crucial. Without them, even a technology-savvy workforce may fail to adopt new practices (as the SME change-management literature confirms). The impact of Environmental Pressure is minor but significant (β = 0.22, p = 0.041). It means that customer demand and industry norms do influence it, but not as strongly as internal factors. That is, external expectations bring awareness (TOE environment dimension), although the transformation of such pressure into real adoption depends more on internal preparedness.
 	Finally, there is a substantial, positive impact of SMM Adoption on Organizational Performance (β = 0.50, p < 0.001). This indicates that the more active social media is, the more the perceived performance outcomes (wins and engagement) are. The performance R2 (0.42) indicates that nearly fifty percent of the performance variance can be attributed to SMM usage, highlighting the strategic value of social media (AlShawabkeh et al., 2021). In summary, the structural analysis reveals that Technological Readiness and Organizational Support are the most critical enablers of adoption, which, in turn, significantly contribute to performance. Environmental pressure is also important but less significant. These results confirm the TOE model in this regard: adoption is driven by technology and organization factors, and performance is driven by adoption.
The direct relationships between the constructs are shown in Table 3. The three TOE factors, Technological Readiness, Organizational Support, and Environmental Pressure, have positive and statistically significant impacts on SMM adoption (Qalati et al., 2022). The path coefficient (β = 0.45, p < 0.001) of Technological Readiness is the largest, indicating the importance of ease of use, the availability of analytics tools, and the perceived usefulness of digital platforms in influencing the willingness of IDSL employees to use social media for their professional activities (Garcia-Perez et al., 2019). This observation is consistent with the technology adoption literature, which has consistently emphasized the importance of perceived usefulness and ease of use as key determinants of adoption behavior. In the case of IDSL, this implies that technological capability is already established and that employees consider social media tools as available and efficient (Alem, 2020).
 	Organizational Support follows with a coefficient of β = 0.38 (p < 0.001), highlighting the significance of leadership commitment, resource allocation, and staff training (Yasin et al., 2018). This finding suggests that, despite high levels of technological access, employees continue to rely on managerial guidance and structural support. The adoption of SMM is inconsistent without clear policies, training programs, or formalized strategies (Mohd-Dzin and Lay, 2021). This aligns with the findings of the literature, which emphasize that organizational culture, leadership buy-in, and facilitated implementation have a significant impact on digital transformation in SMEs. However, the path coefficient of Environmental Pressure (β = 0.22, p = 0.041) is statistically significant (Rasoolimanesh, 2022). This means that customer expectations, market competition, and industry norms have a quantifiable impact on SMM practices, albeit to a lesser degree than internal readiness factors. The comparatively low power of this predictor indicates that IDSL recognizes the external digital impetus but has not yet converted it into internal urgency (Mohd-Dzin and Lay, 2021). This is indicative of a larger issue in the B2B engineering setting, where marketing conventions and lengthy sales cycles often hinder digital adoption.
 	The final path in Table 3, SMM Adoption Organization Performance (β = 0.50, p < 0.001), is both substantial and highly significant. This validates that the greater the use of SMM, the greater the performance outcomes of IDSL, in terms of brand recognition, customer response, tenders, and perceived market credibility (Garcia-Perez et al., 2019). With an R² of 0.42 for performance, SMM adoption accounts for nearly half of the variation in performance, making it a powerful predictor (Yasin et al., 2018). This confirms the strategic importance of SMM in engineering SMEs and refutes the common misconception that social media is not applicable in B2B markets.
Indirect effects (mediation of SMM Adoption)
Table 9: Indirect Effects (Mediation of SMM Adoption)
	Effect
	Indirect β
	Total β
	p-value

	Tech. Readiness → Performance (via Adoption)
	0.225
	0.225
	<0.001

	Org. Support → Performance (via Adoption)
	0.190
	0.190
	<0.001

	Env. Pressure → Performance (via Adoption)
	0.110
	0.110
	0.042


(Indirect β = β(X→Adoption) × β(Adoption→Performance); significance from bootstrapping.)	
[bookmark: _Toc216346883]Figure 14: Indirect Effects via SMM Adoption (Mediation)
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	The table and pie chart above represent the indirect impact of the TOE factors on organizational performance in terms of SMM adoption. Technological Readiness → Performance (0.225) is the highest share, indicating that technological capability has the most excellent mediated effect on performance, which in turn results in increased SMM adoption. Performance (0.190) is the next to follow closely, indicating that leadership support and resource allocation have a significant influence on performance through their impact on adoption (Liu et al., 2023). The least significant one, Environmental Pressure → Performance (0.110), suggests that although customer expectations and competition influence performance, their effect is less important than that of internal factors. Collectively, the chart supports the fact that the adoption of SMM is the critical mechanism that transforms the contextual factors into performance gains. This highlights the need to enhance organizational and technological preparedness to maximize the performance benefits of social media marketing.
 	All indirect paths are significant. This mediation finding suggests that the beneficial effects of technology and support on performance can only be realized through enhanced SMM adoption (Ijab et al., 2019). The direct impact of readiness or support on performance disappears when the use of SMM is controlled. Practically, this means that just having sound IT systems or good leadership does not necessarily lead to better results. The improvements are possible because these factors lead to increased SMM adoption, which in turn leads to improved performance. In other words, social media marketing is the medium that connects internal readiness to business benefits. For instance, enhanced technology is irrelevant unless employees have been utilizing SMM tools; leadership commitment is only essential when it is translated into social media programs ( Alves et al., 2020). This highlights the critical importance of SMM as the means that will turn the context of TOE into actual performance gains.
These findings are further elaborated in Table 4, which shows the mediation effects of SMM adoption. The three TOE factors have huge indirect impacts on performance via SMM adoption. The most excellent mediated effect (0.225, p < 0.001) is on Technological Readiness, which implies that better technological conditions contribute to the improvement of organizational performance only when they result in increased adoption of SMM (Qalati et al., 2022). The same is true for Organizational Support (0.190, p < 0.001) and Environmental Pressure (0.110, p = 0.042) (Rasoolimanesh, 2022). Notably, the mediation analysis reveals that the direct influence of TOE factors on performance becomes non-significant when SMM adoption is taken into consideration. It means that Technological Readiness and Organizational Support are fully mediated, and Environmental Pressure is partially mediated.
 	The implications of this mediation pattern are immense. It demonstrates that the presence of the right technology or leadership support does not lead to better performance (Mohd-Dzin and Lay, 2021). Instead, these aspects should be converted into active use of SMM to produce tangible benefits. The discovery supports the use of SMM as the key mechanism that connects the contextual preparedness to organizational performance (Alem, 2020). Collectively, Tables 3 and 4 support the central thesis of the dissertation: the positive impact of SMM on the performance of IDSL depends on both internal preparedness and actual adoption behavior. They also validate the applicability of the TOE framework in the digital marketing context, particularly in engineering SMEs, where barriers to adoption are usually due to organizational inertia, rather than technological limitations ("Imperial Ductwork Service Limited", n.d).
[bookmark: _Toc216708383]4.5 Discussion and Implications
[bookmark: _Toc216346397][bookmark: _Toc216708384] 	This section presents the findings in relation to the research objectives and the existing literature. It discusses each objective individually, recapping what the data indicate, comparing it to previous research, and indicating whether the purpose has been achieved.
1. Objective 1: Factors Influencing SMM Adoption (TOE Framework)
The primary objective was to identify the variables influencing SMM adoption in IDSL, based on the TOE framework. The results show that Technological Readiness (β = 0.45) and Organizational Support (β = 0.38) are the most significant predictors of SMM adoption, with the Environmental Pressure having a lesser contribution (β = 0.22) (Mohd-Dzin and Lay, 2021). Descriptively, staff members believe that IDSL possesses the required social media equipment (easy to use, analytics, etc.); however, they experience moderate leadership investment and training (organizational support mean = 3.2) ( Alawamleh and Murthy, 2020). This is the reason for the adoption gap: technology is present; however, it is not utilized fully due to organizational inertia.
 	The findings align with previous studies on the adoption of technology in SMEs. The TOE model assumes that the three contexts are relevant (Liu et al., 2023). In both B2B and SME contexts, empirical studies consistently demonstrate that technological and organizational variables are more significant than environmental factors. For example, Mohd-Dzin and Lay (2021) and Rasoolimanesh (2022) also found that internal influences, such as ease of use and management support, play a crucial role in influencing the adoption of social media, with competitive pressure playing a minor role. Similarly, Qalati et al. (2022) found that technology infrastructure (platform interactivity) and managerial orientation are essential facilitators of SMM adoption, whereas competitive intensity is not a significant factor. These findings are echoed in our study, where the high β of readiness and support indicates the internal readiness of IDSL to determine adoption rates. The low impact of environmental pressure (non-negative but insignificant) aligns with the findings that external demands raise awareness but are unable to replace internal commitment (Yasin et al., 2018; Dwivedi et al., 2019). Overall, we can confirm the TOE theory when applied to social media: adoption is driven by technology and Organizational factors, which supports the hypothesis that perceived usefulness/ease and leadership commitment are essential.
 	This objective is attained. The study has identified certain aspects (ease of use, availability of analytics, leadership commitment, and training provision) as the most influential. The results confirm the applicability of the TOE framework in this regard, as they demonstrate that the adoption of IDSL SMM is predetermined by technological and organizational preparedness. These insights will be used to develop recommendations on how to strengthen the weaker areas (organizational support) to enhance the uptake of SMM.
2. Objective 2: Relationship between SMM Activities and Performance Outcomes
The second goal looks at the relationship between SMM activities and the performance of IDSL. SMM Adoption has a significant positive impact on Organizational Performance (β = 0.50, p < 0.001). In practice, units that are more active on social media (e.g., posting frequently on LinkedIn, engaging in customer interactions) report more significant increases in brand awareness, customer reactions, tender leads, and overall market authority. We share similar views in our descriptive understanding: the respondents acknowledged that active social media use has concrete outcomes (more contracts won).
The positive relationship between social media usage and the performance of SMEs is not new and has been reflected in numerous empirical studies. For instance, Vinerean and Opreana (2021) observed that through social media, customers can interact with the company and become loyal, which ultimately increases sales. Zahara et al. (2023) also discovered that good digital marketing capabilities (such as SMM) are associated with high sales. These are consistent with our findings: the employees of IDSL consider SMM as providing practical outcomes (more wins and engagement). The mediation analysis also reveals that SMM Adoption totally mediates the effect of TOE factors on performance. This highlights the fact that performance improvement can be achieved only when the presence of technology and support is effectively converted into the practical use of SMM, a finding also confirmed by Alem (2020) and Qalati et al. (2022), who found that contextual factors mainly influence the results through adoption. Therefore, the data confirm that, in the case of IDSL, social media marketing can provide quantifiable performance results when utilized.
 	Objective 2 is achieved. The data indicate a strong correlation between SMM performance and organizational performance: the higher the organizational performance, the greater the social media activity. This aligns with the current theory on digital marketing ROI (Liu et al., 2023). It also brings out a critical point, which is that technology and environment do not directly increase performance, but their impact is mediated by adoption (by SMM activities). It concludes that SMM can be a good strategic implementation tool at IDSL; however, the benefits of SMM can only be achieved through the impetus for actual implementation.
3. Objective 3: Strategic Implications and Recommendations for SMEs
Based on objectives 1 and 2, strategic implications can be obtained for IDSL and other engineering SMEs. Three principal implications are made:
1. Invest in Organizational Support (Skills and Leadership): According to the results, practical leadership commitment and employee training are crucial (AlShawabkeh et al., 2021). As Organizational Support plays a significant role in adoption (β = 0.38), IDSL is expected to develop definitive SMM plans, distribute resources, and organize training courses. This implies that executives must establish SMM objectives and offer leadership. This suggestion aligns with Rasoolimanesh (2022), who contended that SME digital initiatives can only succeed when there is top management buy-in. IDSL can transform its positive tech atmosphere into real usage by enhancing organizational preparedness.
2. Leverage Existing Technology (Ease of Integration): IDSL's technology is a strong point, with a TR mean of 4.0 and a β of 0.45 (TR), indicating the availability of platforms. This should be leveraged by SMEs, who can simplify SMM processes, such as scheduling LinkedIn content or automating analytics to work more efficiently. Employees will be able to use tools easily, and the company can implement more advanced SMM strategies (such as targeted advertising or campaign-based on analytics) without significant additional infrastructure. This is based on the discovery that modern social portals require minimal technical support (Dwivedi et al., 2019).
3. Respond to Customer Demand (Justify Investments): The level of external pressure is excellent (customer expectations mean 4.5). This pressure should be clearly communicated internally by IDSL to justify SMM investments. The management can make a stronger business case for SMM by emphasizing that clients and contractors frequently want to engage in online activities. Practically, the company would be able to monitor the SMM activity of competitors and provide these standards to the decision-makers. The literature review already demonstrates that there is a substantial potential online audience (18 million UK social media users), as indicated in the tables and figures above. By focusing on these facts, it is possible to overcome organizational inertia.
 	These suggestions are based on findings of other studies. For example, Qalati et al. (2021) and other researchers discovered that the development of digital skills and the minimization of internal obstacles are the most significant steps toward the transformation of SMM into the success of SMEs. The suggestions are consistent with that study: better internal support is needed to utilize the technological and environmental benefits, which are readily available. Achievement of Objective: This is accomplished through the actionable insights outlined above. The empirical results have been linked to strategic advice, which explains how IDSL (and other SMEs) can be utilized to enhance performance through enhanced organizational preparedness. These practical implications complete the research, taking it beyond analysis to application.
[bookmark: _Toc216708385]4.6 Linking to Research Questions and Problem Statement
 	The results directly respond to the research questions and shed light on the issue of under-utilized SMM at IDSL:
1. RQ1 (TOE factors influencing adoption): Technological Readiness and Organizational Support were the strongest factors that influenced adoption (Alem, 2020). Adoption is driven by ease of use (β = 0.45), available analytics tools (β = 0.38), and management commitment (β = 0.38) (Yasin et al., 2018). The environmental pressures were less intense (β =0.22). It means that the SMM gap of IDSL is not a technological issue (platforms are easy to use) but an internal one (Garcia-Perez et al., 2019). These findings align with the existing literature on managerial and capability barriers in SMEs.
2. RQ2 (impact of SMM on performance): The effect of the use of social media on performance was significant (and positive) (β = 0.50, p<0.001) (Alem, 2020). The more active units on LinkedIn, Twitter, and other platforms secured more contract wins and achieved higher brand engagement. It demonstrates that SMM can yield practical results, echoing Vinerean and Opreana (2021), who observe that SMM can be used to engage customers, and Zahara et al. (2023), who note that digital marketing skills can lead to increased sales. The mediation analysis indicates that TOE factors influence performance through adoption, implying that internal barriers will be addressed to enable SMM to deliver the expected benefits.
3. RQ3 (recommendations for engineering SMEs): Based on the above, there are fundamental lessons. One, invest in skills and leadership: our findings indicate that organizational support is of utmost importance, and employees should be trained, and the firms should have well-defined SMM strategies (Rasoolimanesh, 2022). Second, leverage the available technology: platforms are readily available, so SMEs should simplify integration (LinkedIn campaigns) to facilitate easy adoption (Rasoolimanesh, 2022). Third, capitalize on the strong outside demand: Figure 1 indicates that customers are already online, so by making customer interest known, SMM investment can be justified. Overall, the evidence suggests that enhancing internal digital preparedness will enable companies like IDSL to transform their social media presence into performance benefits. These suggestions align with the overall findings of Qalati et al. (2021) and other researchers, who have discovered that TOE-based preparedness is the primary factor in transforming SMM into SME success.
In relation to the problem statement, the findings demonstrate why the social media activities of IDSL have not been a priority: the organization lacks organizational support and strategy (Organization), despite having good technology (Technology). This observation directly responds to the two-fold issue that was observed in Chapter 1 (management indecision/lack of skills and unclear ROI). The quantitative connection between these factors and adoption and performance provides evidence-based information on the implementation gap.
[bookmark: _Toc216708386]4.7 Summary of Analysis
	Chapter 4 presents the quantitative analysis of survey data from 100 employees at IDSL, with an emphasis on the primary constructs of the TOE framework: Technological Readiness, Organizational Support, and Environmental Pressure, as well as Social Media Marketing (SMM) Adoption and Organizational Performance. The demographic data illustrated a workforce where the majority were male and comprised experienced employees, with all engineering, management, and marketing positions represented, ensuring the inclusion of balanced information on the adoption of technology and the use of social media.
 	The descriptive findings indicated high Technological Readiness, and the employees found social media tools to be easy to use and easily accessible. In contrast, Organizational Support was rated moderately, which means that the company has weaknesses in terms of leadership commitment, training, and strategic direction. The Environmental Pressure became a powerful external force, as the respondents admitted the growing customer expectation and competition as the reasons that promoted the necessity of digital interaction. Correspondingly, the SMM Adoption was moderate, which implies that the existence of tools and external demand is accompanied by a lack of consistency in internal support for using the tools systematically. Employees, however, reported promising results associated with SMM, whereby Organizational Performance was more visible, client interactions increased, and tender opportunities were more accessible.
 	The PLS-SEM structural model revealed that the three TOE factors have a significant impact on SMM adoption, with Technological Readiness (β = 0.45) and Organizational Support (β = 0.38) having the most substantial effects. Environmental pressure was also positively but less significantly influential (β = 0.22). The impact of SMM Adoption on performance (β = 0.50) showed a significant effect on the variance in organizational performance. Mediation analysis also revealed that TOE factors improve performance by increasing the adoption of SMM, which makes adoption the most critical process that connects context to outcomes. Overall, Chapter 4 illustrates that although IDSL has a high level of technological capability and outside pressure to adopt SMM is high, internal organizational support is the primary obstacle to its maximization and improved performance returns.













[bookmark: _Toc216708387]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc216708388]5.1 Conclusion
	This dissertation examined the role of social media marketing (SMM) on organizational performance in a UK-based small and medium-sized enterprise (SME) in the engineering industry, Imperial Ductwork Services Ltd (IDSL). The research was based on the Technology-Organization-Environment (TOE) model and examined the most crucial technological, organizational, and environmental drivers of SMM adoption, evaluating the role of its adoption in organizational performance. A quantitative research design was employed to gather data from 100 employees working in engineering, management, and marketing functions, and the data were analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM). The study presents a comprehensive evaluation of SMM adoption in a B2B engineering setting, combining descriptive statistics, structural model testing, and mediation analysis.
 	This study was motivated by the growing strategic significance of digital marketing and social media platforms within contemporary business contexts, as well as by the fact that engineering and construction SMEs have been lagging behind in terms of their adoption of these tools, compared to consumer-oriented industries. Although the use of social media in marketing for the retail, hospitality, and service sectors has been extensively studied in the existing literature, little attention has been focused on its use in B2B engineering SMEs, where the project cycle is long, technical, and relationship-based contracting is the norm ( Alawamleh and Murthy, 2020). This literature gap provided the basis for the current study, which sought to empirically analyze the adoption of SMM and its performance implications in a traditional, technically oriented SME.
 	The research was informed by three main research objectives, which included: to determine the technological, organizational, and environmental determinants of SMM adoption utilizing the TOE framework; to establish the connection between SMM adoption and organizational performance; and to provide strategic recommendations that would facilitate the successful implementation of SMM within the engineering SMEs (Alem, 2020). The results demonstrate that the three objectives were successfully met, providing both theoretical and practical insights into digital marketing adoption in this under-researched setting.
 	In relation to the first goal, the findings showed that all three TOE dimensions have a significant impact on the adoption of SMM at IDSL; however, the effect of each dimension is not equally high. Technological readiness proved to be the best predictor of SMM adoption, indicating that employees find social media platforms simple to use, readily available, and easy to integrate with existing organizational systems (AlShawabkeh et al., 2021). This suggests that technology infrastructure and usability are not significant obstacles in IDSL, which confirms previous studies that have identified perceived usefulness and ease of use as key determinants of technology acceptance among SMEs. The high score in Technological Readiness indicates that IDSL possesses the underpinning digital capability necessary to adopt and effectively utilize social media marketing tools ( Barakat and Dalziel, 2021).
 	Organizational support was also found to contribute significantly and statistically to SMM adoption (Dwivedi et al., 2019). The result shows the significance of commitment to leadership, provision of training, and allocation of resources in facilitating the continued practice of digital marketing. Nonetheless, descriptive analysis showed that IDSL has moderate organizational support, and respondents reported the lack of strategic direction, training, and managerial involvement in SMM initiatives. This implies that, although Organizational Support is a significant factor in adoption, it remains underdeveloped within the organization (Evans et al., 2021). The results support the opinion that technology alone is insufficient to promote digital transformation, and that managerial commitment and organizational culture are crucial in transforming technological capability into effective practice.
 	The weakest influence on SMM adoption was created by Environmental Pressure, which was statistically significant, though (Evans et al., 2021). Employees also stated that they were seeing rising customer demands and the emergence of more competitive activities on social media, which suggests that external forces are promoting digital activity. Nevertheless, the effect size is relatively smaller, indicating that environmental pressure does not necessarily lead to adoption without a high level of internal readiness. This result contradicts the belief that competitive or customer-based pressure is the most influential force behind digital adoption, instead suggesting that internal technological and organizational circumstances are the most dominant (Jung & Shegai, 2023). Collectively, the results associated with the former objective confirm the relevance of the TOE framework in the context of an engineering SME and indicate that internal preparedness variables have a more substantial impact on SMM adoption than external forces.
 	The second objective examined the connection between SMM adoption and organizational performance (Liu et al., 2023). The findings provide empirical indicators that SMM adoption significantly influences positive performance outcomes at IDSL. The structural model revealed a strong and statistically significant correlation between SMM adoption and organizational performance, suggesting that the more actively social media is used, the more visible the brand, customer interaction, lead generation, and the market's overall credibility (Oyewobi et al., 2021). These results demonstrate that social media marketing is not a simple promotional tool, but a strategic resource that can enhance performance in a B2B engineering context.
 	Descriptive findings further support this conclusion, as respondents tended to agree that the use of social media has had a positive impact on an organization's outcomes, despite relatively average rates of adoption. It implies that SMEs can obtain real advantages from SMM, even at comparatively low adoption levels (Qalati et al., 2022). The findings dispel the belief that social media marketing is not applicable in the technical or project-based sectors, proving useful in facilitating relationship-building, reputation management, and market presence.
 	The mediation analysis provided essential supplementary information, as it showed that Technological Readiness, Organizational Support, and Environmental Pressure all have their effects on organizational performance mediated by SMM adoption (Rasoolimanesh, 2022). It means that contextual factors do not directly enhance performance unless they result in active involvement in social media marketing. Therefore, technological capability, managerial support, and external pressure can only yield benefits in performance when they are effectively converted into real SMM practices ( Sampaio et al., 2023). This observation highlights the primary role of SMM adoption as the process by which both internal and external circumstances are transformed into quantifiable organizational outcomes, which supports the strategic significance of adoption, as opposed to readiness.
 	The third objective was to derive strategic implications and recommendations from the empirical findings. The findings are a clear indication that IDSL and other similar engineering SMEs will benefit significantly from the reinforcement of organizational support structures and maximizing available technological readiness. The combination of descriptive analysis, structural model findings, and mediation effects allowed for the development of specific, evidence-based recommendations that cover leadership commitment, skills development, strategic planning, and resource utilization (Dwivedi et al., 2019). This objective is successfully fulfilled, and this completes the research cycle between theory, empirical analysis, and application.
 	Theoretically, the study can be considered a contribution to the extension of the TOE framework to a less-studied situation of B2B engineering SMEs, demonstrating that the model is not exclusive to technology-intensive or consumer-focused sectors (Rasoolimanesh, 2022). The study indicates that TOE provides a robust and adaptable framework for understanding digital marketing adoption in various organizational environments, empirically validating the framework in a conventional engineering setting. In addition, the research adds to the literature on social media marketing by empirically identifying SMM adoption as a mediating variable between the contextual factors and organizational performance. This puts to the test minimal beliefs about direct correlations between digital preparedness and performance, as well as the significance of actual use in achieving performance gains ( Sampaio et al., 2023). Moreover, the results contribute value to the literature on SME digital transformation by demonstrating that internal organizational forces outweigh external forces, which supports the significance of leadership, culture, and strategic alignment.
 	In practice, the research is informative to managers of SMEs, especially in the engineering and construction industries (Dwivedi et al., 2019). It demonstrates that social media marketing can yield significant performance advantages in B2B, project-based settings, and that these advantages can be achieved with relatively inexpensive digital tools. In the case of IDSL, the results provide a strong evidence-based case to justify investment in organizational support systems, including training, strategic planning, and leadership involvement ( Venciute et al., 2023). In a broader sense, the findings can guide policymakers and business support institutions in developing specific digital capability-building programs that enhance the adoption and performance of SMEs in terms of SMM.
 	In conclusion, this dissertation has demonstrated that social media marketing is a worthwhile strategic prospect for engineering SMEs, provided they possess proper technological preparedness and organizational dedication. Although IDSL has the technological capacity and is under growing external pressure to go digital, the research indicates that it needs to strengthen its internal organizational structure to achieve the maximum performance gains of SMM. By mitigating these internal constraints, engineering SMEs can increase their competitiveness, enhance stakeholder interaction, and position themselves in a more competitive position in an increasingly digital business environment.
[bookmark: _Toc216708389]5.2 Recommendations
 Based on the findings of this study, the following recommendations can be made to the IDSL and other engineering SMEs to enhance the outcomes of SMM adoption and performance.
1. Strengthen Leadership Commitment and Organizational Support
 Senior management needs to be more committed to social media marketing by incorporating it into the firm's overall business and marketing strategy. Specific SMM goals should be set, including improving brand awareness, enhancing customer relationships, and providing support, and disseminated throughout the organization (Tajvidi & Karami, 2021). Delegating the responsibility of SMM control and performance measurement would enhance consistency and accountability.
2. Invest in Targeted Training and Skill Development
 Though social media and their usage may appear simple to the employees, efficient SMM demands specific marketing and analytical expertise ( Venciute et al., 2023). Specialized training should be offered by IDSL in creating content, engaging with the audience, and using analytics tools. Training both marketing and technical personnel would promote the involvement of more people and reduce dependency on a few individuals.
3. Develop a Formal Social Media Marketing Strategy
 To formalize the practice of SMM, IDSL needs to establish a systematic approach that includes target audiences, platforms to utilize (such as LinkedIn), posting frequency, content topics, and performance metrics (Vinerean & Opreana, 2021). An effective plan would minimize the use of ad hoc approaches and align social media activities with organizational objectives. Analytics-based performance reviews would be conducted regularly to showcase the returns on investment and steer the process of continuous improvement.
4. Leverage Existing Technological Capabilities
 Since technological readiness has been identified as high, the IDSL needs to aim at utilizing more of the available digital tools. Content scheduling, automation, and built-in analytics are key features that enhance efficiency and minimize time constraints ( Venciute et al., 2023). Minor investments in professional tools or niche paid advertising can also be made to increase reach at a low cost.
5. Use Environmental Pressure as a Catalyst for Change
 The evidence of customer expectations and competitor activity should be actively used by management to justify investment in SMM (Vinerean & Opreana, 2021). The resistance can be overcome through sharing benchmarks and feedback internally and strengthening the strategic significance of social media marketing.
 Overall, this study has demonstrated that social media marketing is a practical strategic tool that engineering SMEs can utilize, provided it is adopted successfully. The research establishes that technological preparedness and organizational encouragement are the most crucial enablers of SMM adoption, with environmental pressure playing a secondary role. Most importantly, it demonstrates that SMM adoption is the most critical process that enables contextual factors to be effectively translated into improved organizational performance. In the case of IDSL, one opportunity is evident: the company has the technological potential and high external demand, but needs to enhance organizational commitment and strategic alignment to achieve the maximum benefits of SMM. Through these internal gaps, IDSL and other SMEs will be able to become more competitive, visible, and achieve long-term performance in the ever-growing digital business world.
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[bookmark: _Toc216708391]Appendices
[bookmark: _Toc216708392]SECTION A: Demographic Information
(Multiple choice or short answers)
1. What is your current position at IDSL?
☐ Management
☐ Technical Staff
☐ Marketing / Business Development
☐ Administrative Staff
☐ Other (please specify): ___________
2. How long have you worked at IDSL?
☐ Less than 1 year
☐ 1–3 years
☐ 4–7 years
☐ More than 7 years
3. How familiar are you with IDSL's social media activities?
☐ Very familiar
☐ Somewhat familiar
☐ Slightly familiar
☐ Not familiar at all
4. Have you personally utilized social media for work-related tasks at IDSL?
☐ Yes
☐ No


[bookmark: _Toc216708393]SECTION B: Main Questionnaire (5-Point Likert Scale)
Scale:
1 = Strongly Disagree
2 = Disagree
3 = Neutral
4 = Agree
5 = Strongly Agree
[bookmark: _Toc214033773][bookmark: _Toc215403503][bookmark: _Toc216346404][bookmark: _Toc216708394]B1. Technological Factors (Technology Readiness)
1. IDSL has the necessary digital tools to support social media marketing.
2. Social media platforms used by IDSL are easy to use and understand.
3. Social media marketing is compatible with the company's existing systems and processes.
4. The use of social media provides clear benefits to IDSL (visibility, customer engagement).
5. IDSL's social media tools offer valuable analytics for informed decision-making.
[bookmark: _Toc214033774][bookmark: _Toc215403504][bookmark: _Toc216346405][bookmark: _Toc216708395]B2. Organizational Factors (Leadership, Skills, Resources)
6. Management at IDSL supports the use of social media for marketing.
7. IDSL provides adequate staff training for social media activities.
8. There are sufficient resources (time, staff, budget) allocated to social media marketing.
9. Employees in IDSL possess the digital skills necessary to utilize social media effectively.
10. Social media is aligned with IDSL's overall marketing and business strategy.
[bookmark: _Toc214033775][bookmark: _Toc215403505][bookmark: _Toc216346406][bookmark: _Toc216708396]B3. Environmental Factors (Industry & Market Pressures)
11. Our competitors actively utilize social media for marketing purposes.
12. Customers/clients increasingly expect companies like IDSL to have an active online presence.
13. Social media is becoming essential in the engineering and construction sector.
14. Industry trends encourage the adoption of social media for professional visibility and networking.
[bookmark: _Toc214033776][bookmark: _Toc215403506][bookmark: _Toc216346407][bookmark: _Toc216708397]B4. Social Media Adoption (Actual Use at IDSL)
15. IDSL regularly posts relevant content on its social media platforms.
16. Social media is effectively used to showcase IDSL's projects and capabilities.
17. IDSL uses social media to engage with stakeholders (clients, partners, suppliers).
18. The company utilizes social media analytics to inform its marketing decisions.
19. Social media is integrated into IDSL's marketing and communication activities.
[bookmark: _Toc214033777][bookmark: _Toc215403507][bookmark: _Toc216346408][bookmark: _Toc216708398]B5. Organizational Performance (Outcomes From SMM)
20. Social media has improved IDSL's brand visibility.
21. Social media has increased engagement with clients and stakeholders.
22. Social media presence has contributed to an increase in customer inquiries and leads.
23. Social media has helped IDSL communicate sustainability or innovative activities more effectively.
24. Social media activities have had a positive impact on IDSL's competitive position.
25. Overall, social media has made a positive contribution to IDSL's organizational performance.

[bookmark: _Toc216708399]SECTION C: Ethics Approval Form
Title of Study: Impact of Social Media Marketing on Organizational Performance: A Case Study of Imperial Ductwork Services Ltd (IDSL), UK
Applicant: [Georgi, Student of [University/College Name]]
Supervisor: Dr. Piyumika K. Gamage
Date of Submission: [Date]
We hereby request ethical consent for the above study, which will involve an online survey of IDSL employees regarding social media marketing.
Purpose of Research: To determine the factors influencing the adoption of SMM and its influence on the performance of firms, through the TOE framework.
Procedures: The participants (IDSL staff) will be contacted via email and asked to complete an anonymous questionnaire. No personal sensitive information will be gathered. The responses will be stored in a secure location and analyzed in bulk.
Informed Consent: We will give a Participant Information Sheet and Consent Form (Appendices B and C). Participation is voluntary, and participants have the option to leave at any time.
Confidentiality: All data will be anonymized and protected. There is no employee whose responses can be traced.
Risks: The research poses a low level of risk; the questions are non-invasive and solicit professional opinions.
Benefits: Participants may gain a deeper understanding of the impact of SMM on organizational outcomes. The company enjoys customized advice.
Ethical Approval: We seek approval from the Faculty Ethics Committee. All would be done in accordance with the moral principles and data protection regulations of [University].
Signature: ____________________
(Date)
(This form is a generic placeholder. In practice, it would include specific institutional formatting and dates of review/approval.)

















[bookmark: _Toc216708400]SECTION D: Participant Information Sheet
Study Title: Impact of Social Media Marketing on Organizational Performance
Researcher: Georgi (Student), supervised by Dr. Piyumika Gamage.
Invitation: You are being invited to take part in a research study. Please read the following information before making a decision.
Purpose of the Study: This study aims to understand the impact of technological, organizational, and environmental factors on the application of social media marketing (SMM) in your company and the effect of SMM on performance results. It focuses on the IDSL as a case study in the UK engineering sector.
Why You Are Chosen: As an employee of IDSL with knowledge of its operations, your views are valuable. The opinions of different departments (engineering, management, and marketing) are essential to obtain a complete picture.
Procedures: You will complete an online questionnaire (approximately 10-15 minutes) if you agree to participate. The survey will include questions about your background (e.g., gender, role, experience) and statements regarding the IDSL's use of technology, management support, external pressures, SMM activities, and performance measures. The scale of responses ranges from 1 to 5, with the option for agreement.
Voluntary Participation: Your participation is entirely voluntary. You may skip or omit any question or pause without being penalized. If you withdraw your submission, your data will be deleted upon request, unless it has already been anonymized.
Confidentiality: The responses are all anonymous. No names or any other identifiable information will be gathered. The data will be kept safe and summarized in the form of reports. Individual responses will not be disclosed to your employer or any other person not involved in the research team.
Possible Benefits: Although it is not directly beneficial to you, your feedback will help us understand how to enhance the adoption of SMM at IDSL. Findings can be translated into recommendations that are favorable to the company's marketing strategies.
Risks and Discomforts: There are no known risks or discomforts associated with this procedure. Specific questions are associated with the company's practices; if you are not comfortable with some of them, you can skip them.
Privacy: The data that you will give will be utilized in this study. All information will be stored confidentially within a timeframe of [institution-specified time, e.g., 5 years] and then safely destroyed. The aggregate results can be released in a thesis or scholarly articles; no identifying data will be applied.
Contact: You may reach Georgi at [email] or Dr. Gamage at [email] with any questions you have at this time. Questions on research ethics: [University Ethics Office] at [contact info].
Consent Process: If you consent to participate, please indicate your consent on the subsequent page of the questionnaire. You shall confirm that you have read this information and consent to participate.
I appreciate you taking this request into account. Your involvement would be a significant contribution to the study.
(End of Information Sheet.)










[bookmark: _Toc216708401]SECTION E: Participant Consent Form
Please read each statement and indicate your agreement by checking the box:
· I have read and understood the Participant Information Sheet. I have had the opportunity to ask questions and have them answered.
· I understand that participation is voluntary. I have the option not to participate or drop out at any time, without any reason, and without incurring any penalty.
· I understand that the research involves completing a questionnaire. I will be able to omit any questions that I do not want to answer.
· I understand how my data will be stored and used. I concur that my anonymous data can be utilized in this study.
· I agree to take part in the above study.
Signature: ___________________________ Date: ____________
(No names are required as the study is anonymous. The above boxes are checked as a sign of consent.)
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