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Abstract: The present paper briefly provides a literature based review of how the social media affects small and medium 

sized enterprises as a marketing tool in pune. As established by previous research, advances in the social media are 

enabling social and cultural changes, helping congregate regional markets for higher sales, advancing ideology of and  

modernizing contemporary businesses, transforming traditional business approaches, molding unique markets for 

marketing, and initiating consumer-focused communication/marketing. Similarly, the impact of social media across the 

Middle East is significantly evident, progressive, and unique in the geographical region. Numerous scholars and 

researchers have already established that social media usage by small and middle-sized businesses is gaining 

prominence in the Arab region. The present paper sought to establish how the social media is influencing the small and 

medium-sized businesses in the region, in general, as established by recent empirical research and theoretical 

scholarship.  

According to the review, there is unique relationship between the social media and the Arab world, in social, political, 

religious or cultural and economic spheres. This relationship has enabled the social media to uniquely impact on the 

Arabian market in such areas as offering (a) a marketing platform for the Information Age, (b) an avenue and forum for 

increased sales, (c) an innovative edge for SMEs to reduce expenditure/cost and increase profitability, and (d) a 

benchmark of direct client communication of modern PR. In sales and marketing, social media is now employed to attract 

new clientele, and increase sales within the current market base. Further, in marketing and public relations, social media 

has enabled and maintained direct and personalized business-to-client communication in ways previously impossible and 

absent.  
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                                                                   1. Introduction 
 

Marketers are always focused on to grab the attention of the consumer. The new media and the latest technology has 

made the communication between the producers and consumers very feasible. It has given marketers the opportunity to 

reach consumers in a variety of ways and mediums. People have accepted this media to such an extent that all their 

business transactions are now just a click away.  

In today's technology driven world, social media has become an avenue where retailers can extend their marketing 

strategies to a variety of consumer. The businessess must learn how to use the social media in a way that is consistent 

with their business plan (Mangold and Faulds, 2009). 

Social media has had a major effect on the world and business. It is having a tremendous impact on the business life as 

there is a huge growth in this field. The various social media platforms that has turned out to be a fruitful platform for the 

marketing industry are Facebook, Twitter, etc. These have helped the consumers as well as the producers in multiple ways 

from grabbing the attention of the ultimate users to building the brand image. It is through this social media marketing 

that one can decipher the likes and dislikes, preferences and demand of the customers. This also helps them to figure out 

the latest trend adopted by the people.  

Social media has resulted as a boon for the common mass. It has certain benefits, such as, Improved customer insight,  

better consumer service, cost effective and immediate feedback. 

 

 

3. Objectives 

 
 

1. To understand social media as a marketing tool with   respective of saving time and cost 

2. To understand which social media platform is preferred by the SME’S 
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4. Hypothesis
Hypothesis defining objective 1: 

H1 : social media has a significant impact in saving time of the business . 

H0 : social media does not have a significant impact in saving time of the business . 

H1 : social media has a significant impact in saving cost of the business . 

H0 : social media does not have a significant impact in saving cost of the business . 

5. Review of Literature
Social media in the current world has become one of the most important medium through which marketers are able to 

promote and sell their product. These sites acts as a special tool through which the producers interact with the ultimate 

consumers and try to get their feedback. A number of studies  have been made with respect to the impact of Social 

networking sites as a marketing tool. Some of which are as follows: 

Priyanka P (2015)  studied that social media can be used for increasing consumer loyalty. With the help of regular 

customer support services lead to improvement in customer retention. New applications and social platforms will allow 

greater personalization in media.  

Russell S. Winer (2008) discussed the different kinds of new media which was used by companies to involve and engage 

the customers. Facebook, Myspace, YouTube were some of the social networking sites that have generated some of the 

most publicity. This study also shows that the growth of these sites has led to development of powerful communities.  

Amrita Pani & Mahesh Sharma (2011) study explained that social networking sites like Facebook, Myspace and Orkut 

were widely used to build brand image. In order to get influenced by the Gen-next customers in India, there should be 

changes in the brand choices, lifestyle pattern and shopping behaviour of which resulted through their social media. Also, 

a well framed marketing campaign should be held for penetrating new media segment. 

7. Research Methodology

In this section we explain briefly and in a detailed way the methodology and the data analysis of the conducted research. 

We know that data analysis is one of the most important parts of the research process, since it is needed to design the 

study and choose the appropriate instrument and technique for data collection. This research paper is  

raising two hypothesis, by the help of which we will try to give response to our research questions:  

H1 : social media has a significant impact in saving time of the business . 

H0 : social media does not have a significant impact in saving time of the business . 

H1 : social media has a significant impact in saving cost of the business . 

H0 : social media does not have a significant impact in saving cost of the business . 

. 

Survey using stratified random sampling was conducted, with 160 companies (Managers of the SMEs) from different 

areas in Pune randomly selected for the study. The approach was taken a quantitative survey of small and mostly medium 

enterprise from different industries. The questionnaire is structured in three main  

columns namely: the first column contains questions for collecting data on surveyors general. The second group of 

questions helps in collecting data through the Likert –type scale. And in the last column the respondents will need to 

fulfill open questions to ensure maximum data was collected. 

7.1 Research Design:- In this study, Descriptive Research design is adopted by researcher to  

find out latent variables of using social media platform by smes which saves time and cost of the business as well as 

which social media platform is used by them and why. 

7.2 Area of Study:- This research is conducted to find out the factors which plays an important 

role in using social media as a marketing tool by smes . This study is conducted in Pune. 
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7.3 Type of data: - The research consists of primary as well as secondary data both qualitative and quantitative in nature. 

7.4 Source of data: - The primary data is collected using questionnaire where as the secondary data is collected from the 

internet. 

7.5 Sampling method: - Convenient sampling technique was used to collect data through questionnaire. 

7.6 Sample of Study : For this study 159 response was taken in PUNE region . 

7.7 Sample/ population of study (Sampling Design) 

Research Design Descriptive research 

Research techniques Quantitative tool 

 Used Sampling survey 

 Data Source Primary data and Secondary data 

Sample size 159 

Location   
   PUNE 

Sample unit USERS (CEO, MANAGERS, MD) 

7.8 Research Instruments : Structured Questionnaire 

7.9 Correlation with research variables identified 

      Independent Variable:time and cost , Dependent Variable: social media 

7.10 Tools Used for Analysis: -The software used for the analysis is SPSS- ANNOVA. 

8. Data Analysis and Interpretation
This section present the results of the conducted questionnaire in order to see the responses regarding the raisedhypothesis 

of this research paper and interpret the results of each question individually. The first five questions are regarding the 

name, age, seniority level, job function and industry of the respondents.   

Figure.1.usage of social media in their business 

Regarding the sixth question which is a very important question in our research and by which we can show the level of 

users of social media , which indicate that 88.1% of respondents use social media tools in their businesses while 8.1% of 

respondents do not use social media tools and 3.7% users are may be. This question was important in differentiating the 

users from the non-users of social media so as to thereafter be able to focus on the users in achieving the set objectives of 

the study (figure.1). 
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According to survey results on what social networks possess, the vast majority have responded to having the largest 

global network called LINKEDIN, which in percentage terms is 81.9%, 62.5% of the responses have an INSTAGRAM 

account, and so on. Large percentages also uses other social media as well. 

The next question was about the reasons of respondents for using social media tools, having given them a list of choices 

to select from. According to the results from the figure 3, the main reasons why SME’s in PUNE are using social media is 

for communication 78.1% , form promotion 71.3% , for information55.6 %, and so on. These results show that the 

character of social networks themselves encompasses many aspects of their use, they are so well adapted to any social and 

creative activity they have found great use in every sphere of social and business life. This has driven marketers to take 

advantage of this innovative opportunity and get closer to their target consumer.  

Figure.3.reasons for using social media as a tool 

And also 90% stated that social media create brand awareness while 52% stated that social media create brand image, 

40% said it create brand recall, while 39.4% stated brand loyalty. 

Figure.4.social media save time for the business 

Figure.5.social media save cost of the business 

From the above figure.4 and figure.5 we found that 83.8% respondents said that social media save time for the business 

while 5% said no and 11.3% respondents were not sure. We also found that 76.9% respondents said social media also 

save cost of the business while 6.9% said no and 16.2% of the respondent were not sure. 
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Figure.6.impact of social media on lead generation 

As the 73.1% of the respondents said that yes social media do impact on lead generation and 9.4% no it don’t impact on 

lead generation while 17.5% are not sure. So further we asked the respondents who said yes, to rate on a scale 1 to 5 that 

how frequently does social media Impact on lead generation,which are best illustrated in Figure.6. 

Figure.7.impact of social media on sale 

As the 75% of the respondents said that yes social media do impact on sale and 12.5% no it don’t impact on sale while 

12.5% are not sure. So further we asked the respondents who said yes, to rate on a scale 1 to 5 that how frequently does 

social media Impact on sale,which are best illustrated in Figure.7. 

DATA INTERPRETATION (USING SPSS) 

Reliability test 

Case Processing Summary 

N % 

Cases Valid 157 98.7 

Excludeda 2 1.3 

Total 159 100.0 

a. Listwise deletion based on all variables in

the procedure. 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.746 6 
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OBJECTIVE1 : 

To understand social media as a marketing tool with   respective of saving time and cost 

HYPOTHESIS1 : 

H1 : social media has a significant impact in saving cost of the business . 

H0 : social media does not have a significant impact in saving cost of the business . 

Crosstabs 

 Reason for using social media as a tool * social media save the cost of the business Crosstabulation 

Count 

 social media save the cost of the business 

Total Maybe No Yes 

Reason for using social 

media as a tool 

Accessing new market 0 1 5 6 

Communication 17 7 100 124 

Customer relation 0 0 10 10 

Information 2 1 0 3 

Market relation 0 1 2 3 

Promotion 4 0 1 5 

Selling of product 3 0 5 8 

Total 26 10 123 159 
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From the above table and chart we can say that 100 respondents stated that yes communication is one of the key factor for 

using social media as a marketing tool that save cost for the business out of 124 respondents while 17 were not sure and 7 

stated no. 

10 respondents stated that yes customer relation is one of the key factor for using social media as a marketing tool that 

save cost for the business out of 10 respondents. 

5 respondents stated that yes accessing new market is one of the key factor for using social media as a marketing tool that 

save cost for the business out of 6 respondents while 1 stated no. 

5 respondents stated that yes selling of product is one of the key factor for using social media as a marketing tool that save 

cost for the business out of 8 respondents while 3 were not sure. 

And so on as illustrated above in the table and the graph. 

Chi-Square Tests 

Value df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 37.972a 12 .000 

Likelihood Ratio 33.184 12 .001 

Linear-by-Linear 

Association 

11.097 1 .001 

N of Valid Cases 159 

a. 16 cells (76.2%) have expected count less than 5. The

minimum expected count is .19. 

In the above table the x² value is 37.972, the p value is 0.000 and the level of significance is 0.005. 

The chi-square analysis suggests that the p value is less than 0.05, which means that the null hypothesis will be rejected 

and we have to accept the alternative hypothesis. 

H1 : social media has a significant impact in saving time of the business . 

H0 : social media does not have a significant impact in saving time of the business . 

Reason for using social media as a tool * social media save time for the business Crosstabulation 

Count 

 social media save time for the business 

Total Maybe No Yes 

Reason for using social 

media as a tool 

Accessing new market 0 0 6 6 

Communication 11 5 108 124 

Customer relation 0 1 9 10 

Information 3 0 0 3 

Market relation 0 1 2 3 

Promotion 2 0 3 5 

Selling of product 2 0 6 8 

Total 18 7 134 159 
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From the above table and chart we can say that 108 respondents stated that yes communication is one of the key factor for 

using social media as a marketing tool that save time for the business out of 124 respondents while 11 were not sure and 5 

stated no. 

9 respondents stated that yes customer relation is one of the key factor for using social media as a marketing tool that save 

time for the business out of 10 respondents while 1 stated no. 

6 respondents stated that yes accessing new market is one of the key factor for using social media as a marketing tool that 

save time for the business out of 6 respondents. 

6 respondents stated that yes selling of product is one of the key factor for using social media as a marketing tool that save 

time for the business out of 8 respondents while 2 stated no. 

And so on as illustrated above in the table and the graph. 

Chi-Square Tests 

Value df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 39.427a 12 .000 

Likelihood Ratio 26.705 12 .009 

Linear-by-Linear 

Association 

7.442 1 .006 

N of Valid Cases 159 

a. 15 cells (71.4%) have expected count less than 5. The

minimum expected count is .13. 
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In the above table the x² value is 39.427, the p value is 0.000 and the level of significance is 0.005. 

The chi-square analysis suggests that the p value is less than 0.05, which means that the null hypothesis will be rejected 

and we have to accept the alternative hypothesis. 

Therefore we can conclude that the social media has an significant impact in saving time and cost of the business 

Social media platform*reason for using these platform Crosstabulation
b 

reasona 

commun

ication 

Custom

er 

relation 

Assessin

g new 

market 

Market 

relation 

Selling 

of 

product 

promoti

on 

informat

ion 

platfor

ma 

linkedin Count 112 55 66 68 69 97 78 

% within social 

media platform 

20.6% 10.1% 12.1% 12.5% 12.7% 17.8% 14.3% 

% within reason 

for using these 

platform 

26.9% 25.5% 25.6% 25.8% 24.9% 26.1% 25.6% 

% of Total 5.3% 2.6% 3.1% 3.2% 3.3% 4.6% 3.7% 

instagra

m 

Count 76 44 47 50 59 80 62 

% within social 

media platform 

18.2% 10.5% 11.2% 12.0% 14.1% 19.1% 14.8% 

% within reason 

for using these 

platform 

18.3% 20.4% 18.2% 18.9% 21.3% 21.5% 20.3% 

% of Total 3.6% 2.1% 2.2% 2.4% 2.8% 3.8% 2.9% 

faceboo

k 

Count 76 46 52 47 54 74 62 

% within social 

media platform 

18.5% 11.2% 12.7% 11.4% 13.1% 18.0% 15.1% 

% within reason 

for using these 

platform 

18.3% 21.3% 20.2% 17.8% 19.5% 19.9% 20.3% 

% of Total 3.6% 2.2% 2.5% 2.2% 2.6% 3.5% 2.9% 

twitter Count 57 30 38 36 42 46 42 

% within social 

media platform 

19.6% 10.3% 13.1% 12.4% 14.4% 15.8% 14.4% 

% within reason 

for using these 

platform 

13.7% 13.9% 14.7% 13.6% 15.2% 12.4% 13.8% 

% of Total 2.7% 1.4% 1.8% 1.7% 2.0% 2.2% 2.0% 

youtube Count 55 25 32 37 32 44 35 

% within social 

media platform 

21.2% 9.6% 12.3% 14.2% 12.3% 16.9% 13.5% 
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OBJECTIVE 2 : 

To understand which social media platform is preferred by the SME 

Reason for using social media platform : 

From the above table we can say that 112 use linkedinbecause of communication ,55 use for customer relation ,66 use 

because assessing new market while 68 use because of market relation ,whereas 69 use for selling of products and 97 uses 

for promotion while 78 uses for information. 

76 use instagrambecause of communication ,44 use for customer relation ,47 use because assessing new market while 50 

use because of market relation ,whereas 59 use for selling of products and 80 uses for promotion while 62 uses for 

information. 

76 use facebookbecause of communication ,46 use for customer relation ,52 use because assessing new market while 47 

use because of market relation ,whereas 54 use for selling of products and 74 uses for promotion while 62 uses for 

information. 

And so on as illustrated in the above table. 

% within reason 

for using these 

platform 

13.2% 11.6% 12.4% 14.0% 11.6% 11.8% 11.5% 

% of Total 2.6% 1.2% 1.5% 1.8% 1.5% 2.1% 1.7% 

other Count 8 4 5 5 4 7 6 

% within social 

media platform 

20.5% 10.3% 12.8% 12.8% 10.3% 17.9% 15.4% 

% within reason 

for using these 

platform 

1.9% 1.9% 1.9% 1.9% 1.4% 1.9% 2.0% 

% of Total .4% .2% .2% .2% .2% .3% .3% 

Percentages and totals are based on responses. 

a. Dichotomy group tabulated at value 1.

b. There are not enough (less than 2) multiple response groups for pairing. Percentages are based on responses, but no

pairing is performed. 
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Social media platforms create : 

Social media platform*social media platform create Crosstabulation
b 

Social media createa 

Brand 

awareness 

Brand 

image 

Brand 

recall 

Brand 

loyalty others 

platforma linkedin Count 121 73 58 59 6 

% within social 

media platform 

38.2% 23.0% 18.3% 18.6% 1.9% 

% within social 

media platform 

create 

26.2% 26.6% 25.4% 26.0% 30.0% 

% of Total 10.0% 6.0% 4.8% 4.9% .5% 

instagram Count 90 59 40 39 3 

% within social 

media platform 

39.0% 25.5% 17.3% 16.9% 1.3% 

% within social 

media platform 

create 

19.5% 21.5% 17.5% 17.2% 15.0% 

% of Total 7.4% 4.9% 3.3% 3.2% .2% 

facebook Count 85 58 40 41 4 

% within 

$platform 

37.3% 25.4% 17.5% 18.0% 1.8% 

% within $create 18.4% 21.2% 17.5% 18.1% 20.0% 

% of Total 7.0% 4.8% 3.3% 3.4% .3% 

twitter Count 62 32 34 38 2 

% within social 

media platform 

36.9% 19.0% 20.2% 22.6% 1.2% 

% within social 

media platform 

create 

13.4% 11.7% 14.9% 16.7% 10.0% 

% of Total 5.1% 2.6% 2.8% 3.1% .2% 

youtube Count 60 33 31 26 3 

% within social 

media platform 

39.2% 21.6% 20.3% 17.0% 2.0% 

% within social 

media platform 

create 

13.0% 12.0% 13.6% 11.5% 15.0% 

% of Total 5.0% 2.7% 2.6% 2.1% .2% 

 other Count 10 5 5 3 1 

% within social 

media platform 

41.7% 20.8% 20.8% 12.5% 4.2% 
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% within social 

media platform 

create 

2.2% 1.8% 2.2% 1.3% 5.0% 

% of Total .8% .4% .4% .2% .1% 

Percentages and totals are based on responses. 

a. Dichotomy group tabulated at value 1.

b. There are not enough (less than 2) multiple response groups for pairing. Percentages are based on responses,

but no pairing is performed. 

From the above table we can say that 121 use linkedinbecause of brand awareness ,73 use for brand image ,58 use 

because of brand recall while 59 use because of brand loyalty ,whereas 6 use for other reason. 

From the above table we can say that 90 use instagrambecause of brand awareness ,59 use for brand image ,40 use 

because of brand recall while 39 use because of brand loyalty ,whereas 3 use for other reason. 

From the above table we can say that 85 use facebookbecause of brand awareness ,58 use for brand image ,40 use 

because of brand recall while 41 use because of brand loyalty ,whereas 4 use for other reason. 

And so on as illustrated in the above table. 

Therefore we can see a positive bend toward smes using social media platforms and which social media platform they use and 

why they prefer these platform

9.Findings
I observed that the use of platforms is progressively transforming how SME businesses are being conducted. According to 

the researchers, increased use of social media platforms is helping SMEs to (a) reduce operational  

prices, (b) reduce product/service prices, (c) increase public awareness and support, (d) “open up new way of doing 

business”, (e) optimize “innovative concepts such as sharing, collaboration ,”(f) increase profitability and (g) integrate 

business management functions. The most important, even urgent, “to know how much small enterprises use social media 

and why”. 

“The lack of digital skills could act as a promoter for outsourcing of social media to external social media service 

agencies” has been frustrating the progress. Most notably, according to the researchers, recent empirical studies suggest 

that, a prominent gap exist, which small and medium businesses in the Pune have not filled namely meeting their client’s 

expectations when they employ social media for marketing and customer service. Then  question that thereof emerges, is 

how the social media intake has influenced/ impacted on the SMEs in the pune regardless of how successful the progress 

has been.  

On a global scale, I observed a growing “move from the internet use to use of social media,” where businesses are not just 

using the internet to effect E-Commerce, but also employing social media as a facet/specialty of E-Commerce. It has been 

displayed by (i) regular social media updates, (ii) increased product/service knowledge and expertise, (iii) creating two-

way dialog mainly between a business and clients, (iv) maintaining advertising, and (v) playing a positive social role . 

According to the researchers, SME “entrepreneurs … use social media platform for the advertising and publicity of their 

products and services, they make fan pages for the followers and they warmly welcome the suggestions and opinions 

which help in improving their business” . Unfortunately however, contemporary businesses in the country “are failing to 

take opportunity to market their products there since they is not enough statistical proof of any return of investment and 

there is no proper understanding of how to use social media as a means of marketing their products”.  

One of the most important finding is that reason for using social media platform and also which social media platform 

they prefer for their business and why. 

10. Conclusion

The aim of this study was to understand social media as a marketing tool with   respective of saving time and cost 

As well as to understand which social media platform is preferred by the smes. 

In punecity, in their day-to-day operations and their impact on the effectiveness of businesses. Specifically, we analyzed 

169 companies which are chosen randomly under the title of small and medium sized enterprises according to their 

operation areas in pune. From the data presented and studied above we can consider that marketing through social media 

is the strategy of today and the future of business development. The opportunity offered to business through social media 

to penetrate and create a healthy client relationship is one of the most profitable features that this strategy offers with 

saving time and cost of the business. From the results of conducted questionnaire, we came to conclusion that the level of 

using social media tools by SMEs is very high and the most popular social media applications are linkedin, 

Instagram,facebook, YouTube, Twitter, est.  On the other hand social media tool is a innovation for businesses use so  
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they are quickly trying to understand and direct to the most profitable ends. These results also lead to the understanding 

that respondents have concerned about impact of social media on the growth of sales however the results are hopeful for 

the near future. According to the result we can conclude that there exists a positive impact of social media as a marketing 

tool in saving time and cost  of SMEs in pune. 

11. Further research directions

This study can be improved by adding some other factors in study such as situational, cultural and some  

Product segment factors. Also,it can be improved by doing industry wise, such as manufacturing industry, it industry, 

food industry and so on . Study talks aboutthe  

Social media as a marketing tool in saving time and cost of the business as well as which social media platform is 

preferred by the sme and why. 

It would be better if the reason behind why particular social media platform is used for different product or different 

industry prefer different social media platform is   

Studied. 
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Appendix B 

Questionnare 

 

Q 1Name 

Q 2Age 

Q 3Seniority level 

1. Chief executing officer 

2. Vice president 

3. Director 

4. Manager 

5. Other 

Q 4Job function 

Q 5 Industry 

Q 6 Do you use social media as a marketing tool in your business? 

1. Yes 

2. No 

3. Maybe 

Q 7 which social media platform do you use for your business? 

1. Linkedin 

2. Instagram 

3. Facebook 

4. You tube 

5. Twitter 

6. Other 

Q 8 reason for using social media? 

1. Communication 

2. Customer relation 

3. Accesing new market 

4. Market relation 

5. Selling of products 

6. Promotion 

7. Information 

8. Others 

Q 9 what does social media create? 

1. Brand awareness 

2. Brand image 

3. Brand recall 

4. Brand loyalty 

5. Other 

Q 10 does social media save time for business? 

1. Yes 

2. No 

3. Maybe 

Q 11 does social media save the cost of business? 

1. Yes 

2. No 

3. Maybe 

Q 12 do you think social media has an impact on lead generation? 

1. Yes 

2. No 

3. Maybe 

Q 13 if yes then how frequently does social media impact on lead generation? 

1. Never 

2. Always 

Q 14 do you think social media has an impact on sales? 

1. Yes 

2. No 

3. Maybe 

Q 15 if yes then how frequently does social media impact on sales? 

1. Never 

2. Always 
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