Analysis of the Impact of Social Media Marketing by Small and Medium-Sized Enterprises on User Behavior


Background:
Currently, the digital wave has swept across the globe, and social media has been deeply integrated into people’s daily lives and various business activities. In this context, Social Media Marketing (SMM) is no longer an optional part of corporate marketing strategies but has become an indispensable component. It plays a key role especially in Customer Relationship Management (CRM), serving as an important means for enterprises to maintain customer emotions and improve customer loyalty (Filo et al., 2015). With the continuous update of mobile Internet technology and the increasing diversification of social platforms, the ways consumers obtain information, their decision-making paths, and their own behavioral habits have undergone tremendous changes. More and more consumers have begun to regard information on social media as a reliable source. Whether it is content officially released by brands, User-Generated Content (UGC), or word-of-mouth communication in social circles, it will have a significant impact on their consumption cognition and decisions (Constantinides et al., 2010). Relevant studies have further confirmed that content with trust endorsement on social media can effectively reduce consumers' perceived risk and thereby enhance their purchase intention (Bhattacherjee, 2011), which also further reflects the in-depth impact of SMM on user behavior.
For all types of enterprises, SMM is not only a channel for information dissemination, but also an important tool for obtaining market insights and optimizing business strategies. By monitoring users' discussions, comments, shares and other behaviors on social media, enterprises can timely capture users' unmet needs, real evaluations of products, and industry consumption trends, thereby accurately aligning with market demands (Kim & Ko, 2012). At the same time, SMM has also been proven to be an effective way for enterprises to interact with suppliers, helping to promote information synchronization between supply and demand parties and improve collaboration efficiency (Gummesson, 2002). In addition, multiple studies have shown that by using SMM to enhance brand awareness, shape a positive brand image, and cooperate with a sound customer relationship management system, enterprises can effectively stimulate users' purchase intention, drive sales growth, and maximize marketing value (Andzulis et al., 2012). In fact, SMM has become an essential multi-functional tool for modern marketers, whose functions cover information dissemination, customer interaction, market research, brand building and other aspects, profoundly changing the marketing logic and business model of enterprises.
The wide application of SMM has completely broken the pattern of traditional commercial competition. Regardless of their size and industry, enterprises have changed their business strategies accordingly. Under the traditional marketing model, Small and Medium-Sized Enterprises (SMEs) have been at a disadvantage in customer acquisition, brand promotion and other aspects due to limited resources such as funds, technology and channels, making it difficult to compete fairly with large enterprises with strong financial strength and brand influence. However, the popularization of social media, coupled with the low-cost, wide-coverage and high-interactivity characteristics of SMM, has provided unprecedented development opportunities for SMEs. It enables them to reach a wide range of target users with low marketing investment, gradually narrow the competitive gap with large enterprises, and obtain a fair market competition environment (Nobre & Silva, 2014). Specifically, the influence of social media has greatly helped SMEs improve their performance in customer acquisition, customer retention and brand building. Through precise content marketing and personalized customer interaction, SMEs can quickly accumulate user resources, cultivate brand loyalty, and achieve sustainable development. In this process, the application effect of SMM is positively correlated with the intensity of resource investment of SMEs (Mangold & Faulds, 2009).
At present, there are more and more studies on SMM in academic and industrial circles, and its important impact on enterprise development and user behavior is generally recognized, but there are still obvious deficiencies and gaps in existing research. Among them, there is a relative lack of relevant analytical research on the platform strategies for brands to interact with customers on social media. In particular, a systematic and in-depth research system has not yet been formed on the SMM interaction strategies of SMEs, the adaptability of different social platforms, and the specific impact mechanisms of these strategies on user behavior (such as purchase decisions, brand identity, word-of-mouth communication, etc.) (Shen, 2023). Based on this situation, combined with the development characteristics of SMEs and the actual application of SMM, in-depth analysis of the impact of SMEs' SMM on user behavior and exploration of its internal mechanism and optimization path can not only enrich the research results related to SMM and user behavior, but also provide practical reference for SMEs to carry out social media marketing efficiently and enhance their market competitiveness, which is also the core starting point and value of this study.

Aim:
This study adopts a quantitative research method. The data are mainly secondary data collected from publicly accessible websites, including information related to social media marketing practices of small and medium-sized enterprises (SMEs) and corresponding consumer behavior data. Using statistical analysis software such as SPSS, this study conducts correlation analysis and regression analysis to examine the impact and mechanism of social media marketing activities on users’ purchase decisions, brand identification and word-of-mouth communication behavior, so as to test the research hypotheses and achieve the research objectives.


Objectives

To identify the key dimensions and indicators of social media marketing (SMM) in small and medium-sized enterprises (SMEs). 
To analyze the impact of social media marketing on consumers’ purchase decisions, brand identification, and word-of-mouth communication behavior. 
To provide practical suggestions for SMEs to optimize their social media marketing strategies based on empirical findings.

Research Question:

1. The relationship between posting frequency and user engagement on Twitter among SMEs
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