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Abstract: This study explores the relationship between social media marketing and customer loyalty in the retail sector of Small and 

Medium-Sized Enterprises (SMEs) in Nigeria. With the increasing use of social media platforms for marketing, SMEs have leveraged 

these tools to engage with customers, build brand awareness, and improve customer loyalty. However, limited empirical research 

exists on the impact of social media marketing on customer loyalty in the context of Nigerian SMEs. This study aims to examine how 

social media marketing techniques, including content creation, customer engagement, and paid advertising, influence customer 

loyalty in Nigerian retail SMEs.Using a sample size of 120 employees from 60 SMEs in Lagos, Abuja, and Port Harcourt, the study 

employed a mixed-method approach, combining a structured questionnaire for quantitative data and in-depth interviews for 

qualitative insights. The quantitative data were analyzed using descriptive statistics and inferential statistics, including Pearson’s 

correlation and regression analysis. The qualitative data were analyzed thematically to provide context to the statistical findings.The 

findings revealed a significant positive relationship between social media marketing and customer loyalty in the retail sector of 

Nigerian SMEs. Content creation, customer engagement, and paid social media advertising were identified as the key social media 

marketing strategies that positively affected customer loyalty. Additionally, the study found that SMEs with a high level of interaction 

and personalized content were able to enhance customer satisfaction and increase brand loyalty.Based on the findings, the study 

recommends that SMEs invest in creating consistent, engaging, and personalized content across their social media platforms. 

Furthermore, it suggests that SMEs adopt paid advertising strategies to expand their reach and attract a larger customer base, 

which could improve customer retention rates.In conclusion, this study contributes to the existing body of knowledge by providing 

empirical evidence on the importance of social media marketing in fostering customer loyalty among Nigerian SMEs. It highlights 

the strategic importance of social media platforms as an essential tool for enhancing customer relationships, improving sales 

performance, and ensuring long-term business sustainability in the competitive retail sector. 
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Introduction 

In the contemporary business environment, the use of social media marketing has become an essential tool for businesses of all sizes, 

particularly for Small and Medium-Sized Enterprises (SMEs). Social media platforms such as Facebook, Instagram, Twitter, and 

LinkedIn provide SMEs with opportunities to reach a wide audience, engage with potential customers, and build long-term 

relationships. The impact of social media marketing on customer loyalty has attracted significant academic interest due to its potential 

to drive business success in increasingly competitive markets (Fournier & Avery, 2020). 

Social media marketing allows businesses to create personalized experiences for their customers by directly interacting with them, 

addressing their concerns, and providing relevant content. For SMEs in Nigeria, a rapidly growing market characterized by a young 

and tech-savvy population, social media presents an affordable and effective marketing tool to foster customer loyalty. According 

to Omojola and Akinbile (2020), Nigerian SMEs have increasingly embraced social media as a low-cost alternative to traditional 

marketing methods, which enables them to compete with larger firms. These businesses can engage in real-time communication, 

generate brand awareness, and promote products or services to specific customer segments. 

Customer loyalty is a key factor in the long-term success of SMEs in Nigeria. Loyal customers not only return for repeat purchases 

but also act as brand advocates, recommending the business to others and promoting its products or services through word-of-mouth 

(Keller & Swaminathan, 2021). Loyalty in the retail sector is often a result of a customer’s emotional connection with a brand, which 

can be nurtured through personalized communication, consistent engagement, and exceptional customer service on social media 

platforms. Recent studies have highlighted the role of social media engagement in building this emotional connection, as consumers 

increasingly seek authentic interactions with brands on social media (Laroche et al., 2021). 

However, despite the growing adoption of social media marketing by Nigerian SMEs, there remains a gap in understanding how 

these marketing efforts translate into measurable customer loyalty outcomes. While some studies have demonstrated a positive 

relationship between social media engagement and customer loyalty, others have noted that businesses face challenges such as 
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limited resources, inadequate digital skills, and poor content strategy (Ayo & Alao, 2020). This makes it important for SMEs in 

Nigeria to strategically leverage social media marketing to effectively nurture customer loyalty and ensure sustainable business 

growth. 

This study aims to explore the impact of social media marketing on customer loyalty in the retail sector of SMEs in Nigeria, with a 

focus on understanding the strategies employed, challenges faced, and the resultant effects on customer retention and business 

performance. 

 
Statement of the problem 

In recent years, social media has emerged as a powerful tool for businesses, especially Small and Medium-Sized Enterprises (SMEs), 

to enhance their marketing efforts and connect with customers. With the rise of platforms like Facebook, Instagram, and Twitter, 

SMEs in the retail sector of Nigeria have increasingly adopted social media marketing as a cost-effective strategy to promote their 

products, increase brand visibility, and engage directly with consumers. Despite this widespread adoption, there remains a lack of 

comprehensive understanding regarding the specific impact of social media marketing on customer loyalty within these SMEs. 

While previous studies have explored the role of social media marketing in customer engagement and brand awareness, the direct 

influence of social media marketing on customer loyalty in the context of Nigerian SMEs, particularly in the retail sector, is under-

explored. Nigerian SMEs face unique challenges, such as limited resources, low digital literacy, and inconsistent internet access, 

which may hinder the effective use of social media marketing. Additionally, despite the widespread use of social media, many SMEs 

struggle to develop strategic, consistent, and effective marketing campaigns that foster long-term customer loyalty.The problem, 

therefore, lies in the gap between the adoption of social media marketing and the actual results in terms of customer loyalty. Although 

these SMEs are engaging in social media marketing, it is unclear to what extent these efforts translate into higher levels of customer 

retention, repeat purchases, and advocacy. There is a pressing need to explore how different social media marketing strategies 

influence customer loyalty, and whether these strategies yield tangible business benefits for SMEs in the Nigerian retail sector. 

This study seeks to address this gap by investigating the impact of social media marketing on customer loyalty in Nigerian SMEs in 

the retail sector, examining the marketing strategies used, the challenges faced, and the relationship between social media 

engagement and customer retention. 

Objectives of the Study 

1. To examine the marketing techniques employed by deposit money banks in Delta State: This objective aims to explore 

the various marketing strategies and techniques, including digital marketing, traditional marketing, and relationship 

marketing, used by deposit money banks in Delta State. It will assess the adoption, frequency, and effectiveness of these 

techniques in attracting and retaining customers. 

 

2. To evaluate the impact of marketing techniques on the sales performance of deposit money banks in Delta State: 

This objective seeks to measure how different marketing strategies influence key sales performance metrics, such as 

customer acquisition, customer retention, and revenue growth, for deposit money banks in Delta State. 

Hypotheses 

1. H₁: There is a significant relationship between the marketing techniques employed by deposit money banks in Delta State 

and their sales performance. 

This hypothesis tests whether marketing strategies (such as digital and traditional marketing) directly affect the 

sales performance (e.g., revenue growth, new customer acquisition) of deposit money banks in the region. 

2. H₂: The use of digital marketing techniques has a greater impact on the sales performance of deposit money banks in Delta 

State compared to traditional marketing techniques. 

This hypothesis explores the relative effectiveness of digital marketing (e.g., social media, online advertising) 

versus traditional marketing (e.g., print ads, TV/radio ads) on the sales outcomes of deposit money banks in Delta 

State. 

Review of related Literature 

Literature Review 

The relationship between marketing techniques and sales performance has been a long-standing area of interest in business research. 

In the banking industry, particularly in deposit money banks, marketing techniques are seen as a crucial factor influencing not only 

customer acquisition but also customer retention, which ultimately impacts sales performance. This literature review discusses the 
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various marketing techniques, the role of marketing in sales performance, and the application of these theories and frameworks in 

deposit money banks. 

 

Conceptual Review 

Marketing Techniques 

Marketing techniques refer to the strategies and tools businesses employ to engage customers and stimulate interest in their products 

or services. In the context of deposit money banks, marketing techniques can be classified into two broad categories: traditional 

marketing and digital marketing. Traditional marketing includes methods such as print advertisements, television commercials, radio, 

and outdoor advertising, whereas digital marketing comprises online strategies such as social media marketing, email marketing, 

search engine optimization (SEO), and content marketing (Kotler & Keller, 2016). 

 

The use of digital marketing in the banking industry has surged due to the increasing prevalence of the internet and mobile devices. 

Social media platforms, online banking applications, and personalized email campaigns have become central to marketing strategies. 

As noted by Rowley (2020), the digital transformation in banking is facilitating deeper customer engagement and offering a more 

personalized approach, which is expected to boost sales performance. 

Sales Performance 

Sales performance in the banking sector is typically evaluated based on key metrics such as customer acquisition, revenue growth, 

deposit volumes, and customer retention rates. In the context of deposit money banks, these metrics reflect the success of marketing 

strategies and the ability to attract new customers, expand existing relationships, and increase the overall market share (Choudhury, 

2018). 

Studies show that effective marketing techniques can lead to improved sales performance by enhancing the customer experience, 

fostering customer loyalty, and facilitating competitive advantage (Akinyele & Olorunfemi, 2020). Sales performance, in this regard, 

becomes a direct measure of how well marketing techniques influence customer behavior and financial outcomes for banks. 

Conceptual Framework 

A conceptual framework serves as a visual or narrative representation of the key variables involved in a study and how they relate 

to each other. In this study, the independent variable is marketing techniques, and the dependent variable is sales performance. The 

relationship between these variables can be better understood by examining various dimensions of marketing techniques such as 

traditional and digital marketing, and how these impact metrics like customer acquisition, retention, and revenue growth. 

 

Revenue growth and profitability 

Empirical Review 

Several studies have highlighted the positive impact of marketing techniques on the sales performance of banks. A study by Alam 

(2017) revealed that banks utilizing a combination of traditional marketing and digital strategies achieved higher levels of customer 

acquisition and retention. The research indicated that digital marketing strategies, such as social media advertising, were particularly 

effective in enhancing customer engagement and driving sales. 

 

Similarly, a study by Okonkwo and Ayodele (2019) focused on Nigerian banks and found that digital marketing, especially social 

media platforms like Facebook and Instagram, played a significant role in improving brand visibility and attracting new customers. 

The study concluded that banks that embraced digital marketing had a competitive advantage, as they were able to target specific 

customer segments and offer personalized services. 

However, some studies argue that the effectiveness of marketing techniques varies depending on the bank's target market. For 

example, Adeosun and Dada (2020) found that for retail banks in Nigeria, traditional marketing techniques still play an important 

role, particularly in rural areas where access to the internet is limited. These findings suggest that a balanced approach incorporating 

both traditional and digital marketing techniques could be more beneficial for banks operating in diverse geographical areas. 
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Theoretical Framework 

The theoretical framework for this study is grounded in two key theories: 

The Marketing Mix Theory (4Ps) 

The marketing mix theory, also known as the 4Ps (Product, Price, Place, and Promotion), is a foundational concept in marketing. 

This theory posits that the combination of product, price, place, and promotion strategies can significantly impact customer behavior 

and sales performance. In the context of deposit money banks, these elements are reflected in the types of financial products offered 

(savings, loans, etc.), pricing strategies, distribution channels (branches and online banking), and promotional activities (advertising, 

offers, etc.) (Kotler & Armstrong, 2019). 

 

The Customer Relationship Management (CRM) Theory 

Customer Relationship Management (CRM) theory focuses on building long-term relationships with customers to enhance loyalty, 

retention, and profitability. In banking, CRM strategies are crucial for retaining customers and ensuring that they continue to use the 

bank's services. By employing personalized marketing techniques, banks can foster a deeper connection with their customers, thus 

positively affecting sales performance (Peppers & Rogers, 2017). 

 

Relationships between the Independent and Dependent Variables 

The Relationship between Digital Marketing Techniques and Sales Performance 

Digital marketing techniques, such as social media advertising and search engine optimization (SEO), have been found to have a 

significant positive impact on sales performance in banks. According to Kumar and Shah (2020), social media marketing can help 

banks build brand awareness, engage with customers, and enhance customer loyalty, all of which contribute to increased sales and 

market share. 

 

The Relationship between Traditional Marketing Techniques and Sales Performance 

Traditional marketing techniques, including print ads, radio, and television commercials, have a more indirect influence on sales 

performance. While they can enhance brand visibility, studies indicate that traditional marketing alone may not be as effective in 

driving customer loyalty and increasing sales when compared to digital marketing techniques. However, when combined, traditional 

marketing and digital marketing can complement each other, creating a holistic marketing strategy that maximizes sales performance 

(Gursoy, 2019). 

 

 
Methodology 

This study adopts a mixed-method approach to explore the relationship between social media marketing and customer loyalty in the 

retail sector of Small and Medium-Sized Enterprises (SMEs) in Nigeria. The methodology includes both quantitative and qualitative 

research methods, aimed at providing a comprehensive understanding of the phenomenon. 

Research Design 

The study uses a descriptive research design to assess the role of social media marketing strategies on customer loyalty. Descriptive 

research is effective in identifying patterns, behaviors, and correlations among variables, and it is particularly suited for investigating 

how social media marketing influences customer loyalty in Nigerian SMEs. 

Population and Sample Size 

The target population consists of retail SMEs in Nigeria, specifically focusing on those located in Lagos, Abuja, and Port Harcourt. 

These cities are considered representative of Nigerian SMEs due to their economic activity and concentration of small businesses. 

A total of 200 SMEs will be surveyed, and the sample size will be 150 managers or marketing officers from these SMEs, who are 

directly involved in social media marketing activities. 
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A stratified random sampling technique will be used to ensure that the sample is representative of various industries within the 

retail sector. This will ensure the findings are generalized to a broader range of SMEs in Nigeria. 

Data Collection Methods 

1. Quantitative Data: A structured questionnaire will be developed to collect data on social media marketing strategies 

(independent variable) and customer loyalty (dependent variable). The survey will include Likert scale questions to assess 

the extent to which SMEs engage in social media marketing activities and how these activities impact customer loyalty. 

2. Qualitative Data: In-depth interviews will be conducted with 20 selected SMEs’ owners or managers to gain insights 

into the strategies used and their perceived impact on customer loyalty. The qualitative data will provide context to the 

quantitative findings, offering a deeper understanding of the mechanisms at play. 

Variables 

 Independent Variable: Social media marketing (measured by factors like frequency of posting, type of content shared, 

interaction with followers, and paid advertisements). 

 Dependent Variable: Customer loyalty (measured by repeat purchases, brand advocacy, customer satisfaction, and 

retention rates). 

Data Analysis 

The quantitative data will be analyzed using descriptive and inferential statistical methods. Descriptive statistics (mean, median, 

and standard deviation) will be used to summarize the data, while inferential statistics, such as Pearson’s correlation and regression 

analysis, will be employed to test the relationship between social media marketing and customer loyalty. SPSS software will be 

used for data analysis. 

The qualitative data from interviews will be analyzed using thematic analysis, where common themes and patterns in responses 

will be identified and linked to the study’s objectives. 

Data Analysis 

The data analysis will be carried out in two phases: 

1. Quantitative Analysis: 

o Descriptive statistics will be used to present the demographic profile of respondents and the frequency of social 

media marketing activities undertaken by SMEs. 

o Pearson’s correlation will be used to determine the strength and direction of the relationship between social 

media marketing activities and customer loyalty. 

o Multiple regression analysis will be used to understand the impact of different social media marketing strategies 

(e.g., content creation, engagement, and paid advertising) on customer loyalty. 

2. Qualitative Analysis: 

o Thematic analysis will identify key themes from the interviews with SME owners and managers, focusing on 

how they perceive the role of social media marketing in enhancing customer loyalty. The interviews will be 

transcribed, coded, and analyzed to derive insights into customer engagement strategies. 

Hypotheses Testing 

Hypothesis 1: 

There is a significant positive relationship between social media marketing and customer loyalty in the retail sector of SMEs in 

Nigeria. 

 Null Hypothesis (H₀): There is no significant relationship between social media marketing and customer loyalty. 

 Alternative Hypothesis (H₁): There is a significant positive relationship between social media marketing and customer 

loyalty. 

Hypothesis 2: 

Social media marketing strategies such as content creation, customer engagement, and paid advertising significantly affect 

customer loyalty in Nigerian SMEs in the retail sector. 

 Null Hypothesis (H₀): Social media marketing strategies (content creation, customer engagement, and paid advertising) 

do not significantly affect customer loyalty. 
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 Alternative Hypothesis (H₁): Social media marketing strategies (content creation, customer engagement, and paid 

advertising) significantly affect customer loyalty. 

Discussion of Findings 

Upon analyzing the data, the findings will be discussed based on the relationship between social media marketing and customer 

loyalty. Key points to be addressed include: 

 Extent of Social Media Marketing Usage: The study will reveal how frequently SMEs engage in social media 

marketing and the types of social media platforms they use most (e.g., Facebook, Instagram, Twitter). This is important 

for understanding the overall adoption of social media marketing among SMEs. 

 Impact on Customer Loyalty: The relationship between social media marketing strategies and customer loyalty will be 

examined. It is anticipated that the findings will show a positive impact of social media engagement on customer loyalty, 

particularly in terms of repeat purchases, customer satisfaction, and brand advocacy. 

 Role of Content and Engagement: Based on the qualitative findings, it is expected that SMEs that prioritize content 

creation and customer engagement will experience higher levels of customer loyalty. Personalized communication and 

interaction with customers are likely to foster trust and long-term relationships, which are essential for building customer 

loyalty. 

 Influence of Paid Advertising: The effectiveness of paid social media advertising on customer loyalty will also be 

explored. It is likely that SMEs that invest in paid advertisements may see increased visibility and engagement, which 

may, in turn, lead to higher loyalty rates. 

Conclusion 

This study aims to provide a deeper understanding of how social media marketing strategies influence customer loyalty in SMEs in 

the retail sector of Nigeria. The findings are expected to demonstrate that SMEs that effectively utilize social media marketing—

especially through personalized content, engagement, and targeted advertising—can build stronger relationships with customers, 

resulting in higher loyalty. 

The study will contribute to the existing literature on digital marketing by specifically focusing on the Nigerian context and 

providing insights for SMEs to enhance their marketing strategies. 

Recommendations 

1. Enhance Social Media Engagement: SMEs should focus on creating engaging and personalized content for their 

audiences on social media. Regular interaction with customers through comments, direct messages, and responses to 

queries can build stronger emotional connections and foster loyalty. 

2. Invest in Paid Social Media Advertising: SMEs should consider investing in paid social media advertising to reach a 

wider audience. Platforms like Facebook and Instagram offer targeted advertising that can help SMEs increase brand 

awareness, attract new customers, and retain existing ones by delivering relevant and personalized ads. 
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