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market:ng comm

! consumer brand association. This v as co
therespon 1 the interviev: tha. revealed t

among the small and medium enterpnses in Kwara State. From the study, it w
established that the r square values of 0.690= social media. The study recommende
that businesses should use social media marketing to integrate their messages in orde

to ensure clarity of messages, credibility, and promote the company together with if
brand association. '

Keywords:  Brand Association, Integrated Marketing Communication, Small
and Medium Enterprises, Social Media Marketing

Background to the Study

In recent years, brand management has been confronting two opposite tendencie
the loss of brand authenticity and the increasing influence of empowered consum

on brand communications (Burmann and Arnold 2008). The social web is changi
traditional marketing communications. Traditional brand communication that we
previously controlled and administered by brand and marketing managers ai
gradually being shaped by consumers.
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Social media platforms
nsumers: thus, compe

Many studics have agreed that social media offer enormous potential for what has

been defined “Mass-self oommﬁnimugn" '-mdimting the p‘rbduetion of lmowhdge imd

hat utilizes the capabilities of Iﬂrge'-.,ﬁuﬂibel’!'dffﬂsgﬁ for the solution and pred.lction

of brand association. This is an that there is no consensus to the fact that bmna 0

nssocintions are mostly caused by visual impressions, hence the smdy xamine the :

effcctolsociahmediamarketing on brand association among SMES in Kwara State
d i

- i
Literature Review

i L}

Diffcrent definitions of marketing communications are presented and briefly
discussed in this research work, These definitions are selected on the basis of their
apparent acceptability among academics and practitioners who have done intensive
work on marketing communications, as reflected in the various citations and
relerences contained in their works. The first formal definition of marketing
mimnications was developed at Northwestern University in 1989, This definition
Was used i a survey of major advertisers and advertising agencies in the US, jointly
onsored by the American Association of Advertising Agencies (4As), the Association
Of National Advertisers, and Northwestern University (Yu, 2015). A review of the
ieratnre indicates that this 4As definition has been the most widely used since 1989
P tothe present, and the most often cited by academies and practitioners. A concept
marketing communications planning recognizes the added valuc;s o!' a
mprehensive plan that evaluates the strategic roles of a variety of communication
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4 thin social

(Drury 2007), furth

s ahout building onve
marketing is a passive way

media marketing (Xiao,

engages an audience and a brand
two-way process (Eley & Tilley,

Social Media Marketing

In loday's technology driven world, social networking sites have become an avenue

where retailers can extend their marketing campaigns to a wider range of consumers.

Chi (2011) defines social media marketing as a “connection between brands and

consumers, [while] offering a personal channel and currency for user centered

networking and socal interaction,” The tools and approaches for communicating with

customers have changed greatly with the emergence of social media; therefore,

businesses must learn how to use social media in 2 way that is consistent with their
business plan (Mangold & Faulds, 2019), This is especially true for companies striving
o i competitive advantage. This review examines current literature that focuses
onaretailer's development and use of social media as an extension of their marketing
irategy. This phenomenon has only developed within the last decade, thus social
mediarescarch has largely focused on (1) defining what it is through the explanation of
new tenminology and concepts that makeup its foundations, and (2) exploring the
hnpact of a company's integration of social media on consumer behavior. This paper
begine with an explanation of terminology that defines social media marketing
lollowed by a discussion of the four main themes found within current research
sadice Vietoal Brand Communities, Consumers Attitudes and Motives, User
Cenermted Content, and Viral Advertising.
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A

r association with
Sociations, product
sociations include functi

inctional attributes are the
onsumers link the performance

ee, 2015). If a brand does not perform the fun tions for which it is
rand has low level of brand equity (Chen,"ﬁﬁlﬁj. Non-ﬁmchonal ribute
ymbolic attributes which are the intangible features that meet consumer's 1
pcial approval, personal expression or self-esteem. Organizational ass "
nelude corporate ability associations, which are those associations related to the

ompany's expertise in producing and delivering its outputs and corporate social
fesponsibility associations, which include organization's activities with respect to its
perceived societal obligations (Fayrene & Lee, 2015).

dSmall and Medium Enterprises

8mall and medium-size enterprises (SMEs)
ind institutions in Nigeria. This confirms that there is no specific and generally
fccepted definitions of micro, small and medium-sized enterprises. An SME
fccording to the Central Bank of Nigeria is one whose capital employed excluding
fand is between N1 million and 150 million and employs not more than 500 persons.
Ihe National Policy on Micro, Small and Medium Scale Enterprises defines SMEs
With respect to the backdrop of number of persons employed and assets possessed.
\!u- National Council on Industry defined Micro, Small and Medium Enterprises
.. i 1 \ h-

1Es) as follows:

vary from different bodies, organizations
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product adverti _. ne
encourage the cust
shown in figure 1

Lildlng A

PrefIrence
Conviction

Puane

Figure 1. Steps in The Hierarchy of Effects M (ol \
Sourcei Lavidge and Gary (1061)
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and's benefits and un_iq_uei
om competitors brands,

Jonviction

Purchase

aving proceeded through the above stages, the advertiser wants the customer to
purchase their product. This stage needs to be simple and easy, otherwise the
ustomer will get fed up and walk away without a purchase. For example a variety of

peyment options encourages purchase whilst a complicated and slow website
fliscourage purchases.

Six Steps and Jehavior
Lavidge and Steiner suggested that the six steps can be split into three stages of
hﬂwunr:LvhuvkntcogniﬁVE,3ﬂbcﬁveandconaﬁve

“Ognitive (thinking) so that the consumer becomes product aware and gathers:
Product l;m:w]t'fdge.
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mship between the varisbles of markefing compig <
eqllit)'asaresultitsmitedfor'ﬂﬁ;study ml&eﬁagmm’ and brand

Empirical Evidences

hundred and fifty copies of questionnaire were admini to
employees of selected SME'S in ota metropolis of which one h
of the questionnaire were returned completely filled and fifiteen were no to returmed,

The study modeled four hypotheses which were formul
questions, analysis of variance, correlation and other statis
analysis descriptive approach was used

ated from the research
tical tools were used for
in presenting the data, followed by in-depth
structured questionnaire with the small business owners. The study found the

different strategies the owner used to build and maintain relationships with
customers and the study recommended networking and creating relationships with
other business, increases brand exposures. Also by promoting another business or

other product, the small busi ness make visible to their audience and has the potentials
 oreach hundreds or thousands of CONsumers

Jenyo and Soyeye, (2005) suggested that businesses are spending more on and
Partaking in online marketing than ever before, the world over. The survey research
sed a structured questionnaire to elicit data from selected firms in Lagos State,
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istered queéﬁonare
roach was employed to ¢

1g reveals medial as significant tool in raising
and awareness among students since all of th social medial factors were found to be
gnificant predictors of brand awareness. mong all the factors, accessible in
ultiple device is found to have the largest rolé'.f\'aé]iﬂé:consistency has the lowest role.
mplications of the research were delineated and limitations and figure research

Eope were presented.

3ilgin (2018) Examined the effect of social media marketing activities on brand
wareness, brand image and brand loyalty. In addition, it has been aimed to analyze
he effect of brand awareness and brand image on brand loyalty in this research. The
population of the research consists of the consumers who actively follow five brands
with the highest social score according to the marketing turkey.

Social medial brand performance data on social media communication channels such
is lacebook, Twitter and instagram. In this research, quantitative method has been
used and research data has been obtained via online questionnaires shared on social
media from 547 brand followers with applying covinience sampling method. The
dbtained dat 1 have been analyzed by structural equation modeling (S E M)

Asaresult of the analysis, social media marketing activities has been found as effective
dactors on brand image and association, besides it has been determined that the most
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The instruments of data collection for this study were close ended questionnaire and
structured interview. The purpose of this was to encourage participation and reflect
their true attitude towards MARKETING COMMUNICATIONS  and bnnd
assoctation. The quantitative data collected with the aid of multiple choice self-
admmistered questionnaire using the five (5) likert scale. A likert scale is an orderly
scale from which respondents choose the option that best supports their opinion. It
can e used to measure someone's attitude by measuring the extent to which they
agree or disagree with a particular question or statement (Likert, 1 932).

Data Analysis and Discussion of Findings

Ihe profile of the respondents was analysed using their demographic characteristics
- terms of number of employees, number of hranches, and number of years in
busmess. Total number of 144 copies of questionnaire was administered to the
respondent however, only 133 of the questionnaire were retuned completed.
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J (9%) of respondents had only one branch,
36.87%) respondents have 2 branches, 38 of them had multiple branched, while the
haining have state-wide branches within the sixteen local government areas of
vara State. As revealed in the descriptive analysis, 32(24.1%) of the sampled SMEs
/e spent at least 1-5years in business, while 72 of the respondents had spent

een 6-10 years in business, 29 (28. 1%) were between 11-15 years inbusiness,

st of Hypothesis

e study examined the effect of social media marketing on brand association. The

th coefficient shows that social media has significant effect on brand association.
¢ SEM examined both direct and indirect effect of the variables Result in Table
14, and  Figure 4.3 indicated that social media was represented by facebook,
Blagram and others (WhatsApp, Telegraph, IMO, XIANG). The facebook variables
s dircct effect on brand association with T value of 0.671 and P value of 0.503.
inilarly, instagram also significantly affect brand association with T value of 0.315
b P value of 0.753, On the indirect effect of facebook, instagram and otherson social
dia vith T valne of 5.484, 4.122 and 9.068 respectively. Meanwhile, social media
B8 a dircet effect on brand association with 0.228 and P value 0 0.820.
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Figure 1 SEM Path Analysis of Brand Association and Social Media
marketingSource: Author's Computation 2020

SEM of the variables for brand association as dependent vai.able and social media
marketing activities interaction, trendiness, relevant content, accessible in multiple
devices, and consistency as independent variable. The overall path coefficient model
< significant with R® value of 0.690. Also, the P values also express the absence of
multicolinearity is found to be present among the independent variables since the
‘olerance value of each of the variables is above 0.2 and corresponding VIF value is

'ess than 5. The finding is consistent with the findings of Bikash, and Sayaka, (2019)
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ds across to the buying public.

d on the empirical ﬁnénsﬁ the business should use social media Mm o
grate their messages hlordef to ensure darily of me ssages, credil mt"’ g T "
mote brand association and brand awarenegs, : T

ally, small and medium enterprises can also use the power of social media to
iplernent other vertical services that could bring instant value to the business ﬂ

i ny
in brand equity. o
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