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This study aimed to investigate how digital social media campaign methods
affected the performance of small and medium-sized businesses while
controlling for the impacts of SMM efficacy elements, namely brand
reputation and image and customer engagement. 176 respondents who were
both directly and indirectly involved in the deployment of social media
campaign methods in the marketing departments of SMEs made up the
study's target audience and submitted data. 166 correct answers were
subjected to a PLS-SEM analysis. Data were gathered using the probability
sampling approach from several cities in Pakistan. The analytical findings
about customer loyalty, brand recognition, and online entertainment have
an impact on SMEs. Additionally, in light of the investigation, brand
reputation and image play a significant role in client commitment to SMEs
in Pakistan. Additional findings speculate on the impact of social media
campaigns on SMEs, and client brand loyalty. The discovery that social
media usage enhanced customer contact while also significantly enhancing
brand reputation and image in SMEs is a significant contribution to this
study. Second, this study contributes to the body of literature by employing
the SMCS as a link between SMEs and brand reputation and image. This
report offers significant, practical advice to senior management and
policymakers about how to convince consumers to support the use of social
media marketing strategies by SMEs to draw customers' attention to the
brand.
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Introduction

The term "digital marketing" describes the creation of technology-based, online-supported
traditional marketing tactics. Understanding the dynamics and characteristics of digital marketing
is crucial for the development and implementation of effective marketing strategy initiatives.
Numerous sorts of digital channels have been established by researchers based on the industrial
context. Digitalization has become more and more important in business life. It aids in
modernizing established business operating procedures so that stakeholders may be involved. The
expanding trend of using digital media for business reasons has altered the nature of competition
and affected consumer behavior. Digitalization affects companies, as well as affects items and
brands, through the usage of online services like storing, browsing, and playing entertainment,
email, Facebook, and other platforms (Kiili et al., 2019). Internet users have increased
significantly since 2010, and their number has already surpassed 2 billion. They are expected to
grow every year. Businesses are searching more and more for methods to boost their
competitiveness via technological innovation and creativity that fosters development. As a
consequence, they have realized how important it is to use cutting-edge applications to assist their
operations and provide accurate and up-to-date information (Aggarwal, 2017). Digital technology
has significantly changed lifestyle in many ways, while corporate operations—especially
communication and information exchange—have changed as a result of more severe rivalry.
Online technology and digital applications are seen to be the finest tool for building stronger
relationships with clients. Traditional marketing strategies have been proven to be inadequate and
ineffective for establishing long-term competitive advantage and growth in today's extremely
competitive corporate environment (Kaur, 2017). Organizational structures and traditional
marketing tactics have been updated by businesses to be more dynamic and include operational
operations like stakeholder and customer interactions. As marketing communication through
digital technology promotes engagement among participants, businesses can create long-term
relationships with consumers for growth and joint goals (Yoga et al., 2019). Until this point in
time, brands center around the client brand picture since now client commitment is subject to web-
based entertainment exercises. Nonetheless, presently, Coronavirus circumstance client likes to
shop on the web by seeing virtual entertainment crusading from brands. In a similar vein, small
and medium-sized businesses influence businesses in Europe. where 99.8% of brands are taken
into account (SMEs) (European Commission "European Commission,” 2017). Numerous
researchers devote a portion of their research to the "pressures” and "drivers" that affect small
businesses ability to survive. Typically, these external stakeholders—such as competitors,
customers, and suppliers—indicate that the model should specifically adopt the requirements that
SMEs must meet to become more and more sustainable (Tomazevic et al., 2017). Given the level
of globalization that is fostering the development of social media, SMEs today need to incorporate
technologies like social media to remain viable and competitive in the market (Ali Qalati et al.,
2021; Puriwat & Tripopsakul, 2021; Tajudeen et al., 2018).
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However, there aren't many studies in the body of literature that specifically address the
relationship between SM adoption and SME performance in developing nations (Ainin et al., 2015;
Parveen, et al., 2016; Tajudeen et al., 2018). Small and medium-sized businesses (SMEs) may use
social media (SM) due to its low cost, technological usability and management, and capacity to
connect with and reach out to a large number of customers, even though larger businesses can use
social media (SM) and other internet-based tactics without needing additional resources (Tajudeen
et al., 2018). Today, adopting SM is seen as an essential SME strategy for growing enterprises in
emerging nations. However, SMEs utilize several SM podiums. One of the most well-liked
solutions for small companies in developing nations is that it allows for rapid and clear
communication between two parties (for example, a company and a customer connection). This
enables companies to comprehend client wants and meet them properly and proactively. SM is
also a fairly priced solution for analytics, conversion tracking, content management, automatic
publishing, and consumer targeting (Ahmad et al., 2019; AlQershi et al., 2020; Chatterjee & Kar,
2020). In the current competitive landscape, SMEs face new competitors. which denote actions
that grow as a result of needless demand in a robust market. On the other hand, SMEs are
constrained in terms of organizational, financial, and human resources, putting their market
expansion at risk. On the other hand, there are several strategies for enhancing SMEs in terms of
developing the infrastructure of new markets and overcoming corporate resistance. The
effectiveness of the sales may be impacted by this. ability to help SMEs through the adoption of a
survey of information connection technologies (Bocconcelli et al., 2017). Recent research on social
media's growth and widespread use has motivated SMEs to discover how to advertise their goods
and services in more straightforward and universal ways (Crammond, 2018). However, there are
4 variables in our study. Geographical contribution of our research on Pakistani SMESs companies
that would dominate their markets. Future SME enterprises that provide jobs for Pakistan's young
population are thriving, but the Pakistani market has treated them horribly due to a lack of interest.
The remainder of this study is divided into the following sections: Section 2 of the report reviews
the literature on DSMCS, BRI, CE, and SMEPs to develop hypotheses with supporting theories.
The methodology is found in Section 3. The results and conclusions in section 4 are then presented.
The discussion, theoretical contribution, real-world applications, constraints, and prospects for
future study are all explained in Section 5. Deliver the paper's conclusion to close section.
Literature Review

This study evolves a model that presents DSMS, BRI, and CE theories to analyze its fruitful
DSMC’s adoption on SM&EPs. The model assumed that with social media campaign strategies
with the moderation effects of brand reputation and image, customer engagement increases small
medium and enterprise performances.
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Social Media Campaign Strategy

Academics have asserted, by the RBV theory, that entrepreneurial orientation is crucial for
companies operating in the digital world because it facilitates two-way communication with
stakeholders and businesses are required to be extremely aggressive and inventive when creating
routines that use social media platforms to raise brand awareness and forge relationships with
customers (Sahaym et al., 2021). In addition to facilitating the firm's relationship with
stakeholders, such procedures enable the organization to create a community and encourage the
sharing of experiences (Tajvidi & Karami, 2021). Additionally, creativity and proactivity motivate
Small and Medium enterprises to use social media platforms to take advantage of original ideas,
understand customer wants and industry competition and look for new business opportunities
(Dutot & Bergeron, 2016). However, SMEs with an entrepreneurial bent also run the danger of
negative word-of-mouth (such as misrepresentation and disinformation), privacy problems, trust
issues, rumors about the company, and a lack of control over the discourse that results from the
adoption and usage of social media (Dutot & Bergeron, 2016). Social media is typically thought
of as having a quicker reaction time, online consumer involvement, dedication, and community,
and is a good choice for the company (Moro & Rita, 2018). Through social media templates,
collective actions are influencing consumers' social media campaigning and favorable brand
assessment, making them useful, appealing, and full of meaningful services for customers (Kim &
Park, 2017). Additionally, social media is permitted to accommodate user reviews of products and
discussions about crucial product issues (Huang et al., 2018) moreover social networking platform,
it rises regularly (Wang & Kubickova, 2017). Moving further on Social media customers brand
development, research has not been done on SME’s of Pakistan (Harrigan et al., 2017).

Around 50 million companies use Facebook globally, and 2 million of them utilize it for direct
advertising. Following Instagram, where 50% of users use it only for advertising purposes
(Dirgiatmo et al., 2020). As a consequence, despite having solid financial standing and the ability
to contact overseas markets, 75% of exporting SMEs throughout the world have completely cut
ties with middlemen thanks to social media and unfortunately, the cost of exported items is decided
by a third party (Dirgiatmo et al., 2019). Disclose how the internet and social media contribute to
users' lives in a good way, as well as how students may utilize social media platforms for online
learning and work from home (Mardiana, 2016). According to a digital report on global e-
commerce activity, 81.5% of people search for a product to buy online, and users in Pakistan are
71.70 Million (Kemp, 2022). However, businesses use social media platforms to advertise and
launch their products and services to build strong customer relationships. As a result, high-level
clients are also engaged in social media campaign strategies to market their products and provide
feedback from devoted customers who have positively impacted their brand as a result of their
social media promotion ( Wang & Kim, 2017). Overall Social media offers a variety of
opportunities for maintaining consumer relationships with devoted customers who support the
company's social media marketing plan. Additionally, for anything to become innovative, social
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media user enhancements and colors are essential (Shaltoni, 2017). The goal of a company's social
media campaign is to attract active consumers' attention, raise customer awareness via the use of
campaign strategy, and foster enduring connections with clients, suppliers, and other organized
systems (Pentina et al., 2018; Salo, 2017). New firms utilize the social media marketing platform
as a strategy to advertise their operations (Hosseini et al., 2019).

Brand Reputation & Image (BRI)

Brands unquestionably affect an organization's performance, claim literature studies and as a
result, BRI is now evolving into a whole marketing strategy to foster positive relationships with
clients and achieve client satisfaction, which is advantageous to offer a wonderful experience in
organization performance also it is favorable to brand exposure and varying consumer behavior
regarding brand image (Chen & Arshad, 2019). Author suggest that brand reputation and brand
image are linked by the brand's present market image, qualities, and associated (Keller & Kotler,
2022) Brand perceptions of the brand's full commercial message on consumers' perspectives and
purchasing power (Latif et al., 2014) Three topics are covered in the discussion of brand image:
the nature of the product, consumer interest in premium brands, and brand perception (Rahi, 2017).
To distinguish the goods from other production companies but companies develop distinctive
features and characteristics related to the product and it has been observed that brand image is
developed by market objectives, corporate needs, and consumer brand reputation and image
(CHIU, 2021). As we conclude, it is important to note the positive effects of brand image efforts
on consumers' bounce rates, which ultimately help to retain the company's reputation (Moro &
Rita, 2018). Continue by stating that positive brand perceptions have a beneficial impact on BRI
and the development of brand loyalty in customers (Chen et al., 2017). If a customer believes a
brand is successful in the marketplace, she will demonstrate her positive brand attachment and
loyalty (He et al., 2016)

Customer Engagement

Mechanisms for a customer's direct or indirect value addition to the business. The station replicates
patrons' positive individual attitudes about the neighborhood and the target brand, as shown by a
range of emotional, cognitive, and behavioral expressions that go beyond the context of the
marketplace (Gretry et al., 2017; Pansari & Kumar, 2017). The trend in customer collaboration has
piqued the curiosity of both specialists and experts in recent years, as the two categories sense the
need for buyer participation. Hold clients and, finally, develop a contest that benefits the
organization (Kumar et al., 2019). Businesses may embrace the collaborative element of social
media to deepen their consumer connections, which requires greater dedication (Kumar et al.,
2019) however, studies on client participation on social media are rare (Halaszovich & Nel,
2017,2018). The function of CE has been examined in many ways, and marketing researchers'
interest is growing in the context of CE issues involving social media clients (Hollebeek et al.,
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2014). It is a mismatch to conclude that experiential CE studies are inadequate and that in-depth
CE investigations are necessary (Dessart, 2017; Hsina & Haoucha, 2022). The author claims that
CE demands enough attention for obvious results in the targeted region in terms of engagement or
numerous metrics of customer engagement, concluding that customer engagement is essential for
SMEs (Dessart, 2017). Some customers have interacted with brand image and reputation through
social media strategy in recent years, but this is not limited to brand perception (France, 2016).
Moving up the CBE measuring scale creates a gap in validating multiple cultural contexts as well
as homological network models in new investigations (Alalwan et al., 2017; Algharabat et al.,
2017).

Performance of SMEs

Small and medium-sized enterprises (SMEs) are now an important component in several countries
and as a result, many jobs created by SMEs throughout the world are easier to contribute to society,
which has a favorable influence on country states (Shemi & Procter, 2018). Provocations that
increase the volatility and unpredictability of supply and demand on the global market are now a
problem for SMEs and they are subject to limitations in terms of their financial, organizational,
and human resources, which make them more visible in the marketplace (Bartoli & Blatrix, 2018).
To get control over the company's outside resources, it may as a consequence improve the market
for SMEs and expand our network into a new market and utilizing a technological system has
helped us enhance our income (Bocconcelli et al., 2017). However, social media users continue to
grow year after year, and social media has become an integral part of every user's life but today,
social media has seen significant changes in terms of tools and tactics, and marketing strategy is a
natural aspect that includes a platform for SMEs (Virtanen et al., 2017). The average SME
customer uses social media platforms for 5 to 6 hours per day, and from the standpoint of buyers
and sellers globally attached to one platform, the facts and effects of web-based social media for
SMEs are discussed in the paper. This has a positive impact on the business of SMEs, and social
media content that we are creating a bridge between SMEs and positive customers that are relevant
to their market and product (Chatterjee & Kar, 2020; Selvanayagam & Rehman, 2019).
Hypotheses Development

Digital Social Media Campaign Strategy, Brand Reputation and Image (BRI), and SMEPs

Researchers said Reputation displaced with Brand Image (Kim et al., 2015) client commitment
consideration of specialists and take an interest positive job of client commitment through market
organizations particularly center for building the client commitment with the help after the deal,
making adds, making great offers, for client commitment (Alalwan et al., 2020; Hollebeek et al.,
2014; Jin & Huang, 2017). Different marketing companies come for manage the business activities
especially small and medium enterprises businesses (Virtanen et al., 2017). To build consumer
trust and eliminate uncertainty, a highly competitive business like restaurants has to have a strong
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brand reputation and consumer trust is a determinant of purchasing behaviour that might lessen
the way customers perceive risk and uncertainty (Wee et al., 2014). Furthermore, when customers
trust a brand, they think the food is of high quality and it causes the trusted brand to have an impact
on their purchasing decisions, the likelihood that they will buy the goods is higher when the store's
brand recognition is strong, and vice versa (Kudeshia & Kumar, 2017). When consumers use a
reputable brand, their pride may also rise and according to earlier studies, more consumers choose
to purchase recognized brands in order to feel more proud of themselves also the e-commerce
business is likewise quite competitive in the research environment (Wee et al., 2014). For the
present study researcher are connected to focus ongoing through the relationship Social media
campaign strategy a between brand reputation and image or customer engagement impact on SMEs
are limited study available in this regard. So, it is hypothesized;

H1: Brand reputation and image strategy significantly moderate the relationship between social
media Campaigns on SMEs' performance.

Digital Social Media Campaign Strategy, Customer Engagement (CE), and SMEPs

Customers become engaged with brands when they have strong emotional bonds with them
(Pansari & Kumar, 2017). According to our hypothesis, consumer engagement in social media is
primarily driven by satisfaction and pleasant emotions, which also serve as a mediator between
trust-CE and commitment-CE. Customers' experiences (Calder et al., 2009), brand interactions
(Hollebeek et al., 2014), online consumption and recommendations, and other activities that
provide value to businesses might be tied to CE (Pansari & Kumar, 2017). Customer engagement
measure with the different engagement aspects like service brand and service community we are
doing examine the positive and negative engagement relationship objects (Bowden et al., 2017) as
well as customer engagement positively relates to customer purchase intention. social media
platforms provide detailed information regarding the product when potential buyers, found the
information regarding purchase influence and finally customers purchase that product using the
social media platform (Cheung & To, 2017). However social media platform create to improve
the company performance and it is important for SMEs and other businesses worldwide (Tajvidi
& Karami, 2017) meanwhile relate that association with SMEs and shown the result from social
media campaign doing, which is major important for SMEs and Large level of companies (Dong
& Yang, 2020). So, this study attempts on customer engagement on social media campaign
strategy between SMEs performance so it is hypothesized.

H2: Customer engagement significantly moderates the relationship between social media
campaign strategy on SMESs' performance.

Social Media Campaign Strategy and SMEs performance

150



Research Jowrnal for Societal Issues
Vol 4 No 1 (2022): 144-163

There has been more than one attempt to define SM, but there is no widespread agreement on what
it means. These researches have provided definitions of SM in terms of marketing, social,
technological, and communication settings. A community of users may participate, interact, share
information, and collaborate using SM, which stands for "collaborative online applications and
technology. (Henderson & Bowley, 2010). The significance of SM adoption in SME success has
already been noted by a number of other academics. For instance, that Facebook usage had a
favorable effect on businesses' financial and non-financial performance (Ainin et al., 2015).
Similar to this, author provided evidence that increased SM helps SMEs in terms of better
marketing activities (such as advertising of the products and services, promotions, etc.) and client
connections (Tajudeen et al., 2018). According to recent research by (Qalati, Yuan, Khan, &
Anwar, 2021). SM adoption improves SME success by increasing visibility, interaction,
reputation, customer services, and connections. (Ahmad et al., 2019) discovered a negligible
correlation between the use of SM and SME performance. Based on the above literature on social
media campaign strategy and SMEs have in depth knowledge by various communities social
classified in various functionality social media functionality including ,identity, conversation
sharing, relationship ,reputation and group (Tuleu, 2018). Every type of social media with this
respective functionality certainty has a varied impact if applied to SMEs. so it need an in-depth
study what social media has been used by SMEs and how it impact SMEs. (Wardati &
Mahendrawathi, 2019), Hence, the Social media Campaign Strategy impact on the performance of
SMEs Businesses. We Hypothesized.

H3: Social Media Campaign Strategy has a direct positive relationship with Small and Medium
Enterprise’s performances.
Research Model

One of the best marketing strategies, SMCS provides both the company and the client an
advantage. Using the moderating effects of brand reputation and image, customer engagement,
and customer brand reputation, this study examines the effects of SMCS efficacy on small,
medium, and enterprises, as was previously said. The dependent variable for this study is SME
performance. This study has created a research model from here, which is described in more detail

below.
Figure 1 Theoretical Framework
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Methodology

The research method used in this study is quantitative research i.e. using numerical data. The self-
administered questionnaire has been used to examine every variable, including digital social media
campaign strategy, brand reputation and image, customer engagement & small and medium, and
enterprise performance. Measures of all constructs are selected from the previous base paper.
Every section will check the importance of the variable independently itself and its relation with
other variables. All the questions are designed on a 5-point Likert scale. 200 questionnaires were
distributed to marketing professionals, who are directly or indirectly involved in using or managing
social media campaign strategies. The target population of this is study is employees working in
marketing department of company and regular involved in using digital marketing strategies. Data
were collected from multiple cities in Pakistan through probability sampling technique. Out of
200 samples, 176 were returned and 166 questionnaires were finalized for data analysis. The study
started by building a hypothesis and then the theory will be tested. The target population selected
for this research is working professionals in the marketing department. Questionnaires were
equally distributed to all gender. and Smart PLS-SEM has been used to build measurement and
structuring models (Sarstedt et al., 2016).

Results and Discussions

As a popular Modern Assessment Technique used in various business sectors, the current study
uses PLS-SEM using Smart PLS to investigate the presented hypothesis. This tool uses the most
recent theory to investigate latent variables. PLS-SEM was described as a revolutionary method
for testing theories through the probabilities of variables. In addition to being regarded as an
efficient method, it is also presumed to be a versatile method for model evaluation. Convergent
Validity and Discriminant Validity are conducted using the PLS Algorithm and bootstrapping
approaches (HTMT Ratio Test). Both the MMA Measurement Model Assessment and the SMA
Structural Model Assessment will be calculated first.

Demographic Profile
Table No 1: Social Media Usage
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Usage of Social Media a day

Valid Frequency Percent
<1 hour 12 7.2
1-2 Hours 33 19.9
2-4 Hours 44 26.5
4-8 Hours 48 28.9
> 8 Hours 29 175

Total 166 100.0

This demographic information completes by the survey. Descriptive statistics cover frequency
distribution, percentile description, cumulative percentage, mean, standard deviation, and
sleekness of all demographic variables such as gender, age, and education level. Out of 166
respondents, 60% were male and 40% were female. Regarding age, 67.5 % were of age between
20-30, 28.3 % were of age between 31-40, 3.6 % lies between age below under 19, and 0.6 % were
of lies age between 41-50. To check the know-how of social media we have inquired about the
usage. Table 1 below has presented the usage of social media. Table 1 shows the usage of social
media, 7.2 % uses social media for less than an hour, 20% uses media for 1-2 hour, 26.5% uses
it for 2-4 hours, and the highest number is 28 % for 4 to approx 8 hours (normal office hours), 18
% is using social media for more than 8 hours.

Measurement Model Assessment

We will examine Factor Loadings and AVE Average variance Extract via Convergent validity
using Measurement Model Assessment. The CV verifies the consistency of measurements for the
same construct. As previously stated, factor loadings and AVE of indicators should be taken into
account while evaluating CV. As seen in Table 2, Factor Loading values are all larger than 0.5.

Table No 2: Convergent Validity

Constructs Items Loadings Alpha CR AVE
Brand Reputation & Image BRI2 0.631 0.759 0.832 0.555
BRI3 0.554
BRI4 0.701
BRI5 0.687
BRI6 0.727
BRI7 0.731
Customer Engagement CE2 0.573 0.721 0.818 0.575
CE3 0.707
CE4 0.646
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CE5 0.747
CE6 0.757
Social Media Campaign Strategy SMCS1 0.605 0.751 0.781 0.521
SMCS2 0.565
SMCS3 0.714
SMCs4 0.745
SMCS5 0.592
Small and Medium Enterprise SMEP1 0.706 0.702 0.699 0.519
performance
SMEP2 0.511
SMEP3 0.544
SMEP4 0.676
SMEP5 0.526

Note: Composite Reliability (CR), Average Variance Extract (Ali Qalati et al.)

Items with the lowest loading factor value were eliminated according to the general rule.
Additionally, internal consistency has been estimated in Table 1 using CR, or Composite
Reliability, and Cronbach's Alpha. The Cronbach Alpha test gauges how reliable a group of
indications is. Test acceptability is more than 0.70. Values of Alpha in Table 1 are more than 0.70.
Calculate the dependability of the set of indicators and the second CR. Similar to CA criteria. So,
we may conclude that the data used for this research are trustworthy. Values should be more than
0.5 is the last requirement for AVE. The constructions have all been greater than 0.5.

Table No 2: Discriminant Validity (HTMT Ratio)

BRI CE SMCS_  SM&EP
Brand Reputation & Image -
Customer Engagement 0.787
Social Media Campaign Strategy 0.851 0.666
Small Medium Enterprises Performances 0.67 0.858 0.574 -

Discriminant validity will examine how much one construct differs from another. Heterotrait-
Monotrait Ratio, or HTMT ratio, is taken into account while evaluating DV. The HTMT ratio is
less than 0.85. All of the values in Table 2 are less than or cut off at 0.85, indicating that
measurements have supported its validity. We may state that our study work does not have a
discriminant validity problem. The HTMT ratio is recommended by (Henseler, Ringle, & Sarstedt,
2015).

Figure 2 Measurement Model Assessment
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Structural Model Assessment

Table No 4: Path Analysis

Relationships Beta S.D t-Value L.L U.P Decision
H4 Brand Reputation & lmage -> Small 29 (517 1683 0128 067  Supported
Medium Enterprise Performance
H5  Customer Engagement -> Small Medium 15 503 1604 0239 0509  Supported
Enterprise Performance
He  Social Media Campaign Strategy -> Brand a9 15 45480 0849 0927  Supported
Reputation & Image
H7 Social Media Campaign Strategy ->  gg90 018 49372 0858 0931  Supported
Customer Engagement
H3 Social Media Campaign Strategy->
Small Medium Enterprise Performance 0.034 0.145 0.233 0354 0220 Supported
Moderating Effect
H2 SMCS*CE*SMEP 0.017 0.244 0.545 0.396 Supported
H1 SMCS*BRI*SMEP 0.121 0.239 0.414 0.516 Supported

In PLS-SEM, the structural model assessment focuses on assessing the path coefficients'
significance and relevance before assessing the model's explanatory and predictive capacity.
Values of path coefficients will help us to accept or reject the hypothesis. SMA evaluates the
measuring model to ensure validity and reliability and to estimate the hypothesis in the setting of
manufacturing enterprises. To evaluate the model's importance and the connections between the
collected data, path coefficient and t-value calculations are made. Path Coefficient values either
support or refute the theory. As shown in table 4, findings exposed that brand reputation & image
are positively associated with small and medium enterprise performance (f= 0.279, t=1.683;
LL=0.128, UL=0.67),
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Figure No 3: Structural Model Assessment
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Thus H1 is supported, customer engagement & small medium enterprise performance (= 0.13,
t=1.694; LL=0.239, UL=0.509), thus H2 is also supported, small medium campaign strategy
associated with brand reputation & image (f= 0.89, t=48.489; LL=0.849, UL=0.927), thus h3 is
supported and social medium campaign strategy is positively related to customer engagement (=
0.898, t=49.372; LL=0.858, UL=0.931), therefore H4 is also supported, Following the remaining
hypothesis with moderation effect of brand reputation & image & Customer engagement is aslo
tested.

Discussion

To understand the relevance of the social media campaign strategy for SMEP through brand
reputation, brand image, and consumer engagement, this study will look at a special research
model. SMEs should construct. To successfully improve organizational performance, SMEs
should develop their SMM strategies to support the implementation of SMM activities. This study
demonstrates a strong relationship between BRI and organizational performance, which has been
supported by another research. SMEs should design a social media campaign strategy to promote
and implement social media campaign strategy practices in their businesses if they are concerned
about successfully improving organizational performance. Starting from the literature, based on
the grounded theories, use SMCS forcefully to raise firm Achievement in the SMCS. This
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straightforward and clever method of advertising has a good impact on the potential client. and
this behavior encourages customer purchases. Similar to how efficiently social media deployment
would help SME enterprises enhance product sales. Therefore, employing SMCS helps the
company achieve its main goal. There are more and more responses to protect brand reputation in
the company. To maximize corporate profit and customer pleasure, there must be a linkage
between SMCS elements. The choice of SME company managers to implement and develop their
SMCS to increase business profit, or of social media marketing managers to do so, is directly
supported by research. Research supported the management's choice to implement technological
innovation in SMEs. (Musa, Ab Rahim, Azmi, Shibghatullah, & Othman, 2016).

Conclusion

This study concludes that social media campaign strategy is a crucial factor in SMEs' brand
reputation and image, particularly in the context of customer interaction and brand reputation. For
the research, a questionnaire is distributed using a variety of methods, starting with the design and
distribution of the questionnaire to the appropriate respondents, followed by data analysis using
the validity and reliability data gathered from the respondents who filled out the questionnaire and
multiple regression. CBRs are one of the most significant contributions to SMEs' online
performance because Pakistanis in this study responded to the impacts of the efficacy of SMCS
between online SMEs in their performance. First, the study sheds light on the marketing methods
used by micro, small, and medium-sized businesses. A resource-based view of the firm framework
is used in the study, which yields reliable structural equation modeling findings. The study reveals
the significant importance of two essential marketing skills in explaining marketing success and
making a ground-breaking contribution to the SME.

Theoretical Contributions

Theoretically, the social network approach, which is presented in this study, may be used to explain
the performance and results of social media initiatives. This has important implications for the
growing born-global internationalization of SMEs. Our approach provides a critical perspective to
the early strategies knowledge and learning framework. As was previously mentioned, SME
businesses perform better as a result of the significant research on how social media campaigns
affect overall business performance. This is because businesses perform better after implementing
social media practices, and customers engage with brands more frequently. To the best of my
knowledge, there is a paucity of an empirical studies on consumer attachment via social media
methods. This study model has put out a notion that links consumer involvement, brand reputation,
and social media activity. This study is one of the few empirical studies that show that social media
usage precedes brand image and reputation, which are crucial elements in the growth of emotional
attachment in the context of consumer brand reputation for SME enterprises. This study primarily
explores the relationship between brand reputation, image, consumer engagement, and social
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media activation. The outcome provides additional support for the application of the theory basis.
On social media sites, users seek to share crucial information for their vacations. When SMEs
utilize social media networks, the impact of the brand image and brand commitments helps them
to value this relationship and strengthen their long-term emotional ties to their companies.
Practical implications

This research study offers useful recommendations that have significant use in the context of
travel. Social media interactions and rewards, in particular, have the potential to improve brand
commitment and build brand image, helping consumers emotionally perceive a positive brand
image and continue wanting to maintain their relationship with the brand, and implying full price-
related contribution from SMEs businesses. Interaction between customers and the brand improves
brand perception. Users of social networking sites value financial incentives, physiological
benefits, and access to opportunities. Building brand attachment to a particular brand depends in
large part on brand image and reputation. This study demonstrates that social networks, although
being anchored locally, may have an influence on a firm's strategic expansion as it pursues
internationalization. Internationally focused entrepreneurs may become more knowledgeable and
capable of seizing growth possibilities for improved business performance by having access to a
limited social network. This emphasizes a crucial consequence for global entrepreneurs to add
additional social connection-brokering options to their own social networks.

Limitations and future research directions

Although the study's references have served their purpose, they also have limits because no one
research project can cover all aspects of a given subject. Due to these restrictions, more research
in European countries for client lifestyles is possible. To investigate these structures, the study
used two different sorts of brands: elite-class brands and local brands. The study's next focus is on
adding additional brands to the evaluation criteria for this model. This study can take into account
any unique social media platform to examine the impact of its content. Because this study is
quantitative, we used the survey approach of a questionnaire. Future studies may use observation
or interviews to gather data for qualitative research. To improve the quality of the outcomes,
consider using the Mono approach research. It will be cross-sectional research in this fashion.
Future research should be taken into account, as the Business Correspondence, so that managers
may make better decisions on where to devote more resources to marketing. Last but not least,
while doing this study in any other environment, subsequent investigations may additionally
address the respondent's social pattern.

References

Aggarwal, R. (2017). Different avenues of capital market (secondary market) available for

investing in market of yamuna nagar. International research journal of management, IT and social
sciences, 4(3), 34-50.

158



Research Jowrnal for Societal Issues
Vol 4 No 1 (2022): 144-163

Ahmad, S. Z., Abu Bakar, A. R., & Ahmad, N. (2019). Social media adoption and its impact on
firm performance: the case of the UAE. International Journal of Entrepreneurial Behavior &
Research, 25(1), 84-111. doi:10.1108/IJEBR-08-2017-0299

Ainin, S., Parveen, F., Moghavvemi, S., Jaafar, N. I., & Mohd Shuib, N. L. (2015). Factors
influencing the use of social media by SMEs and its performance outcomes. Industrial
Management & Data Systems, 115(3), 570-588. doi:10.1108/IMDS-07-2014-0205

Alalwan, A. A., Algharabat, R. S., Baabdullah, A. M., Rana, N. P., Qasem, Z., & Dwivedi, Y. K.
(2020). Examining the impact of mobile interactivity on customer engagement in the context of
mobile shopping. Journal of Enterprise Information Management. Print Ahead

Ali Qalati, S., Li, W., Ahmed, N., Ali Mirani, M., & Khan, A. (2021). Examining the Factors
Affecting SME Performance: The Mediating Role of Social Media Adoption. Sustainability, 13(1),
75. Retrieved from https://www.mdpi.com/2071-1050/13/1/75

AlQershi, N., Mokhtar, S. S. M., & Abas, Z. B. (2020). Innovative CRM and performance of
SMEs: The moderating role of relational capital. Journal of Open Innovation: Technology, Market,
and Complexity, 6(4), 155-169.

Bartoli, A., & Blatrix, C. (2018). Toward a transparent and responsible public action? The case of
Open Government Partnership. Revue francaise d'administration publique(2), 275-292.
Bocconcelli, R., Cioppi, M., & Pagano, A. (2017). Social media as a resource in SMEs’ sales
process. Journal of Business & Industrial Marketing. Print Ahead

Bocconcelli, R., Marco Cioppi, and Alessandro Pagano. (2017). “Social Media as a Resource in
SMESs’ Sales Process.” Journal of Business & Industrial Marketing, 693-709.

Bowden, J. L.-H., Conduit, J., Hollebeek, L. D., Luoma-Aho, V., & Solem, B. A. (2017).
Engagement valence duality and spillover effects in online brand communities. Journal of Service
Theory and Practice.2, 217-235.

Calder, B. J., Malthouse, E. C., & Schaedel, U. (2009). An experimental study of the relationship
between online engagement and advertising effectiveness. Journal of interactive marketing, 23(4),
321-331.

Chatterjee, S., & Kar, A. K. (2020). Why do small and medium enterprises use social media
marketing and what is the impact: Empirical insights from India. International Journal of
Information Management, 53, 102103.

Chen, C.-C., & Arshad, A. (2019). Branding And Brand Management. Association Of Collegiate
Marketing Educators Houston, Tx March, 14-15.

Chen, Y.-S., Hung, S.-T., Wang, T.-Y., Huang, A.-F., & Liao, Y.-W. (2017). The influence of
excessive product packaging on green brand attachment: The mediation roles of green brand
attitude and green brand image. Sustainability, 9(4), 654-669.

Cheung, M. F., & To, W.-M. (2017). The influence of the propensity to trust on mobile users'
attitudes toward in-app advertisements: An extension of the theory of planned behavior.
Computers in Human Behavior, 76, 102-111.

159


https://www.mdpi.com/2071-1050/13/1/75

Research Jowrnal for Societal Issues
Vol 4 No 1 (2022): 144-163

Chiu, T. T. P. a. S.-K. (2021). The Impact Of Csr And Product Innovation On Brand Image And
Purchase Intention. International Journal of Innovation Scientific Research and Review, 8. 18-35.
Crammond, R., Omeihe, K. O., Murray, A., & Ledger, K. (2018). Managing knowledge through
social media: Modelling an entrepreneurial approach for Scottish SMEs and beyond. Baltic
Journal of Management. Print Ahead.

Dessart, L. (2017). Social media engagement: a model of antecedents and relational outcomes.
Journal of Marketing Management, 33(5-6), 375-399.

Dirgiatmo, Y., Abdullah, Z., & Ali, R. H. R. M. (2019). The role of entrepreneurial orientation in
intervening the relationship between social media usage and performance enhancement of exporter
SMEs in Indonesia. International Journal of Trade and Global Markets, 12(2), 97-129.
Dirgiatmo, Y., Abdullah, Z., & Ali, R. H. R. M. (2020). Social media practices in Indonesian
SMEs. International Journal of Business Information Systems, 35(1), 3-26.

Dong, J. Q., & Yang, C.-H. (2020). Business value of big data analytics: A systems-theoretic
approach and empirical test. Information & Management, 57(1), 103124.

Dutot, V., & Bergeron, F. (2016). From strategic orientation to social media orientation. Journal
of Small Business and Enterprise Development, 23(4), 1165-1190. doi:10.1108/JSBED-11-2015-
0160

France, C., Merrilees, B., & Miller, D. (2016). An integrated model of customer-brand
engagement: Drivers and consequences. Journal of Brand Management, 23(2), 119-136.

Gretry, A., Horvéth, C., Belei, N., & van Riel, A. C. J. J. 0. B. R. (2017). “Don't pretend to be my
friend!” When an informal brand communication style backfires on social media. 74, 77-89.
Harrigan, P., Evers, U., Miles, M., & Daly, T. (2017). Customer engagement with tourism social
media brands. Tourism management, 59, 597-609.

He, H., Zhu, W., Gouran, D., & Kolo, O. (2016). Moral identity centrality and cause-related
marketing. European Journal of Marketing. 1-45.

Henderson, A., & Bowley, R. (2010). Authentic dialogue? The role of “friendship” in a social
media recruitment campaign. Journal of Communication Management, 14(3), 237-257.

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant
validity in variance-based structural equation modeling. Journal of the academy of marketing
science, 43(1), 115-135.

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in social
media: Conceptualization, scale development and validation. Journal of interactive marketing,
28(2), 149-165.

Hosseini, S., Fallon, G., Weerakkody, V., & Sivarajah, U. (2019). Cloud computing utilization and
mitigation of informational and marketing barriers of the SMEs from the emerging markets:
Evidence from Iran and Turkey. International Journal of Information Management, 46, 54-69.
Hsina, H., & Haoucha, M. (2022). Social Media Brand Engagement: The Construct And
Antecedents In Higher Education Sector. Paper presented at the Economic and Social

160



Research Jowrnal for Societal Issues
Vol 4 No 1 (2022): 144-163

Development (Book of Proceedings), 82nd International Scientific Conference on Economic and
Social.

Huang, T. K., Liao, C.-Y., Wang, Y.-T., & Lin, K.-Y. (2018). How does social media interactivity
affect brand loyalty? Paper presented at the Proceedings of the 51st Hawaii international
conference on system sciences.

Jorstad, S. G., Marscher, A. P., Smith, P. S., Larionov, V. M., Agudo, I., Gurwell, M., ... &
Strelnitski, V. (2013). This is an electronic reprint of the original article. This reprint may
differ from the original in pagination and typographic detail. The Astrophysical
Journal, 773(147), 27-45.

Jin, Y., & Huang, J. (2017). Why do consumers participate in brand microblogs? Electronic
Commerce Research and Applications, 24, 1-11.

Kaur, G. (2017). The importance of digital marketing in the tourism industry. International
Journal of Research-Granthaalayah, 5(6), 72-77.

Keller, K. L., & Kaotler, P. (2022). Branding in B2B firms. In Handbook of business-to-business
marketing (pp. 205-224): Edward Elgar Publishing.

Kemp, S. (2022). Digital 2022: Pakistan. Retrieved from https://datareportal.com/reports/digital-
2022pakistan#:~:text=There%20were%2071.70%20million%20social%20media%20users%20in
%20Pakistan%20in%20January%202022.

Kim, H., Hur, W.-M., & Yeo, J. (2015). Corporate brand trust as a mediator in the relationship
between consumer perception of CSR, corporate hypocrisy, and corporate reputation.
Sustainability, 7(4), 3683-3694.

Kim, W. G., & Park, S. A. (2017). Social media review rating versus traditional customer
satisfaction. International Journal of Contemporary Hospitality Management.115-132.

Kudeshia, C., & Kumar, A. (2017). Social eWOM: does it affect the brand attitude and purchase
intention of brands? Management research review, 40(3), 310-330.

Kumar, V., Rajan, B., Gupta, S., & Dalla Pozza, I. J. J. 0. t. A. 0. M. S. (2019). Customer
engagement in service. 47(1), 138-160.

Latif, W. B., Islam, M. A., & Noor, I. M. (2014). Building brand awareness in the modern
marketing environment: A conceptual model. International Journal of Business and
Technopreneurship, 4(1), 69-82.

Mardiana, H. (2016). Social Media and Implication for Education: Case Study in Faculty of
Technology and Science Universitas Buddhi Dharma, Tangerang, Indonesia. Online Submission,
1(1),15-28.

Moro, S., & Rita, P. (2018). Brand strategies in social media in hospitality and tourism.
International Journal of Contemporary Hospitality Management.2,12-26.

Musa, H., Ab Rahim, N., Azmi, F. R., Shibghatullah, A. S., & Othman, N. A. (2016). Social media
marketing and online small and medium enterprises performance: Perspective of Malaysian small
and medium enterprises. International Review of Management and Marketing, 6(S7), 1-8.

161



Research Jowrnal for Societal Issues
Vol 4 No 1 (2022): 144-163

Pansari, A., & Kumar, V. (2017). Customer engagement: the construct, antecedents, and
consequences. Journal of the Academy of Marketing Science, 45(3), 294-311.

Parveen, F., Jaafar, N. 1., & Ainin, S. (2016). Social media’s impact on organizational performance
and entrepreneurial orientation in organizations. Management Decision, 54(9), 2208-2234.
doi:10.1108/MD-08-2015-0336

Pentina, 1., Guilloux, V., & Micu, A. C. (2018). Exploring social media engagement behaviors in
the context of luxury brands. Journal of Advertising, 47(1), 55-69.

Puriwat, W., & Tripopsakul, S. (2021). Explaining Social Media Adoption for a Business Purpose:
An Application of the UTAUT Model. Sustainability, 13(4), 2082. Retrieved from
https://www.mdpi.com/2071-1050/13/4/2082

Qalati, S. A, Yuan, L. W., Khan, M. A. S., & Anwar, F. (2021). A mediated model on the adoption
of social media and SMEs’ performance in developing countries. Technology in Society, 64,
101513.

Rahi, S. (2017). Research design and methods: A systematic review of research paradigms,
sampling issues and instruments development. International Journal of Economics &
Management Sciences, 6(2), 1-5.

Sahaym, A., Datta, A., & Brooks, S. (2021). Crowdfunding success through social media: Going
beyond entrepreneurial orientation in the context of small and medium-sized enterprises. Journal
of Business Research, 125, 483-494. doi:https://doi.org/10.1016/j.jbusres.2019.09.026

Salo, J. (2017). Social media research in the industrial marketing field: Review of literature and
future research directions. Industrial Marketing Management, 66, 115-129.

Sarstedt, M., Hair, J. F., Ringle, C. M., Thiele, K. O., & Gudergan, S. P. (2016). Estimation issues
with PLS and CBSEM: Where the bias lies! Journal of Business Research, 69(10), 3998-4010.
Selvanayagam, K., & Rehman, V. (2019). Materialism, television and social media—analysis of the
transformation of post-colonial Indian market. Journal of Historical Research in Marketing.
Shaltoni, A. M. (2017). From websites to social media: exploring the adoption of internet
marketing in emerging industrial markets. Journal of Business & Industrial Marketing.2,55-69.
Shemi, A. P., & Procter, C. (2018). E-commerce and Entrepreneurship in SMEs: Case of myBot.
Journal of Small Business and Enterprise Development.4,75-89.

Tajudeen, F. P., Jaafar, N. I., & Ainin, S. (2018). Understanding the impact of social media usage
among organizations. Information & Management, 55(3), 308-321.
doi:https://doi.org/10.1016/].im.2017.08.004

Tajvidi, R., & Karami, A. (2017). The effect of social media on firm performance. Computers in
Human Behavior, 105174.

Tajvidi, R., & Karami, A. (2021). The effect of social media on firm performance. Computers in
Human Behavior, 115, 105174.

Tomazevic, N., Tekavcic, M., & Peljhan, D. (2017). Towards excellence in public administration:
organisation theory-based performance management model. Total Quality Management &
Business Excellence, 28(5-6), 578-599.

162


https://www.mdpi.com/2071-1050/13/4/2082
https://doi.org/10.1016/j.jbusres.2019.09.026
https://doi.org/10.1016/j.im.2017.08.004

Research Jowrnal for Societal Issues
Vol 4 No 1 (2022): 144-163

Tuleu, D. (2018). Consequences Of Social Media Technologies Adoption On Crm Capabilities
And Firm Performance. Management and Marketing Journal, 16(1), 89-97.

Virtanen, H., Bjork, P., & Sjostrom, E. (2017). Follow for follow: marketing of a start-up company
on Instagram. Journal of Small Business and Enterprise Development.3,56-77.

Wang, C. R., & Kubickova, M. (2017). The impact of engaged users on eWOM of hotel Facebook
page. Journal of hospitality and Tourism Technology.2,77-88.

Wang, Z., & Kim, H. G. (2017). Can social media marketing improve customer relationship
capabilities and firm performance? Dynamic capability perspective. Journal of Interactive
Marketing, 39, 15-26.

Wardati, N. K., & Mahendrawathi, E. (2019). The impact of social media usage on the sales
process in small and medium enterprises (SMEs): A systematic literature review. Procedia
Computer Science, 161, 976-983.

Wee, C. S., Ariff, M. S. B. M., Zakuan, N., Tajudin, M. N. M., Ismail, K., & Ishak, N. (2014).
Consumers perception, purchase intention and actual purchase behavior of organic food products.
Review of Integrative Business and Economics Research, 3(2), 378.

Yoga, I. M. S., Korry, N. P. D. P., & Yulianti, N. M. D. R. (2019). Information technology adoption
on digital marketing communication channel. International journal of social sciences and
humanities, 3(2), 95-104.

163



