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Abstract—The Internet has significantly changed the world
and so has social media. Social media has offered a free for all
stage for using social network and friends to create awareness
and SMEs can leverage on this and advance their business in
the international arena. The general objective of the study was
to analyze the effect of social media networks on SME
performance in the International Arena, with special focus on
those operating in Kamukunji area of Nairobi County, Kenya.
The study aimed to achieve the following specific objectives; to
assess the influence of use of social media networks in customer
relations on SMEs Performance in the International Arena and
to analyze the influence of use of social media networks while
sourcing for inputs on SMEs Performance in the International
Arena. Theories underpinning this study included Social
Exchange Theory and Social Penetration Theory. The study
employed a descriptive research design. The target population
of this study comprised of 838 SME firms operating at
Kamukunji in Nairobi County and considered 10% of the
population. Questionnaires were used to obtain important
information about the population. Data collected was both
quantitative and qualitative in nature. Analysis was done
quantitatively and qualitatively by use of descriptive statistics.
This included percentages, mean and standard deviation which
were presented using tables and charts to give a clear picture
of the research findings. Results showed that social media
platforms have the potential to promote customer relations as
well as to source for inputs. Utilization of social media
platforms enhances SMEs performance in the International
Arena to a great extent. The study concluded that customer
relations and sourcing for inputs all have significant effects on
SMEs performance in the International Arena. The study
recommended that in order to promote SMEs performance in
global arena, SMEs must invest in building stronger customer
relationships especially through utilization of social media
platforms. Further SMEs should seek to learn and adopt social
media tools that provide an opportunity for growth of the
business through increased sales, profits and providing
employment for Kenyans.

Index Terms—Small and Medium Enterprises, social media
networks, Performance in International Arena

I. INTRODUCTION

Social media are forms of electronic communication
through which people create online communities to share
information, ideas and personal messages (Haenlein, 2016).
Social networking is the practice of expanding the number
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of one's business and/or social contacts by making
connections through individuals, often through social media

sites such as Facebook, Twitter, LinkedIn WhatsApp and
Google. This study will analyse how social media helps
SMEs at Kamukunji market penetrate the international
markets. Kamukunji lies in the eastern side of the city of
Nairobi, the capital city of Kenya, and is the home to many
micro-enterprises dealing with different products.

From a global perspective, many big co-operations have
been using social media to penetrate other markets and they
have seen how it has big impact to their brands. A company
like Ford has used social media networks to create rings
about the Ford Fiesta where they did their online campaign
months before the event released in the US market. The
posted video on YouTube alone got 6.5 million views which
resulted to over 50,000 information requests from non-Ford
drivers. This enabled Ford to sell 10,000 cars in six days.
Similarly, Dell has used social media to learn from its
customers what their needs are and had adopted not less
than 500 ideas out of 17,000 ideas from its customers
(Koroma, 2017).

At the regional level, Jagongo (2018) revealed that the
social media in South Africa and Ghana offered huge market
access, which resulted in the significant return on
investment (ROI) for small businesses. Khan and Karodia
(2016) revealed a high rate of positive response about the
usefulness of social media from respondents in Nigeria
where 51% of these brands agreed that Facebook was an
effective channel for marketing, 70% of respondents agreed
that the platform was useful for public relations, 62% of the
respondents suggested it was useful for marketing, and 43%
agreed that it was useful for customer relations. In Kenya,
small businesses contribute substantively in the economy of
the country especially in Nairobi. An increase in customer
accessibility among these business results to an increase in
profit, and it is through social media that these businesses
can expand their marketing.

A. Small and Medium Enterprises in Kenya

Small and Medium Enterprise (SME) refers to a business
whose sales turnover or the number of full time staff falls
below a certain limit. The exact thresholds vary from
country to country. As per the description of the Micro and
Small Enterprise Act, 2012, firms are considered small
when they have a turnover not exceeding 5 million and have
between 11 and 50 employees. Micro-enterprises are those
that have 1-10 employees and their 6 turnovers do not
exceed 500,000 Kenyan shillings. The sector has grown



rapidly in the last decade and has been a huge boost to the
economy. A large driving force to the sector has been the
banking sector (World Bank, 2015).

The growth of the sector has also created a lot of job
opportunities for the youth, in both the formal and informal
sector. Innovation is also a major driver in economic
development, and SMEs are at its forefront of it. Just like in
many other developing countries, SMEs in Kenya are the
leading in innovation, science, and in business strategies
(Olonde, 2017). These innovative ideas foster development
by creating new opportunities. This ultimately leads to
creation of employment, and increase in business returns.
Compared to other corporations, SMEs often have very little
financing. Their capital base is not as wide as that of
established companies. Most of them are start-ups in the
intensive phase of business growth and are struggling to
keep up with capital needs.

Douglas (2016), in a study on the success factors for
SMEs, found out that financing is a major limitation to their
growth. In fact, most of the SMEs rely heavily on credit for
financing. They are therefore limited from carrying out a lot
of their businesses, including marketing, in the traditional
manner. Given the financial constraints of SMEs, it is quite
hard for them to use classic marketing techniques such as
radio, TV, and print ads, or road show campaigns. They
have to opt for cheaper methods that can expand their
customer base without draining their bank accounts. Social
media is so far the best option for them. According to a
survey by the Central Bank of Kenya, SMEs contribute to
98% of all businesses in Kenya. This is because the Kenyan
economy is dominated by small informal businesses which
have been growing rapidly in the past several years (Central
Bank of Kenya, 2017).

B. Statement of the Problem

Despite the internet having significantly changed the
world over and being available to all businesses, SMEs
included, available research reports reveal that over 75% of
SMES fail to survive beyond three years after start up
(Kithae et al; 2015). Social media has offered a free for all
stage for using social network and friends to create
awareness and SMEs can leverage on this and advance their
business in the international arena (Stelzner, 2015); and
almost all successful businesses have been using social
media to target their potential customers and increase
customer awareness of their brand. However, Vij and James
(2014) contend that numerous SMEs in Africa don't
comprehend the effect and the possibilities of utilizing
social media, and therefore continue to depend on traditional
media to speak with their audience.

In Kenya, Kabue (2013) explored the elements
affecting adoption of web-based social network advertising
on development of SMEs in Nairobi County. The study
concluded that there is a positive relationship between
advertising techniques adoption and corporate performance
of the firms. Likewise, Kabue (2013) study discovered that a
large portion of the respondents have access to web and
therefore can make a tremendous presence in web-based
social networking destinations with less consideration
regarding undertaking on the web advertising. This study
therefore analyzed the effects of social media networks on
SME performance in the international arena.
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C. Research Objectives

The general objective of the study was to analyze the
effect of social media networks on SME performance in the
International Arena, with special focus on SMEs operating
in Kamukunji Area of Nairobi County, Kenya; while
specific objectives were to assess the influence of use of
social media networks to enhance customer relations for
SMEs Performance in the International Arena and to
analyze the influence of use of social media networks while
sourcing for inputs on SMEs Performance in the
International Arena.

D. Significant of the study

This study will be important to all existing firms
linked to the social media in Kenya as it may assist them to
put in place effective networking instruments for customer
relations as well as to enable players to develop and sustain
performance in a changing environment. The study will also
be significant to the government agencies and policy makers
who may use the results to formulate positive National
Policies based on a framework that is relevant and sensitive
to the forces influencing business performance. Finally,
future researchers can use the study as a reference point if
one is researching on related topics.

This study was limited to the influence of Social
Media Networks on SMEs Performance in the International
Arena. Its scope entailed business owners and employee’s
ideas and opinions on the value they got by using social
media networks within the three months of from March to
August 2019.

E. Operational Definition of Terms

Customer relationship management is defined as
different activities undertaken to implement company’s
strategies to manage the customer relationship and ensure
organization’s profitability.

Digital marketing is the process of building and
maintaining customer relationships through

Online social networks are social networking
websites, blogs or virtual worlds for socializing, information
exchange and like-minded conversation.

several digital channels such as websites, email, TV,
etc. to facilitate the exchange rate of ideas, products and
services.

Social media marketing is the utilization of social
media technologies, channels and software to -create,
communicate, deliver, and exchange offerings that have
value for an organization’ stakeholders.

II. THEORETICAL FRAMEWORK AND INFORMING
LITERATURE REVIEW

Social Media Networks may be looked at in terms of
the social penetration theory propagated by Altman &
Taylor, (1973). According to Altman & Taylor (1973),
social penetration theory provides a name for the super
common phenomenon called getting to know someone. This
theory posits that interpersonal relationships move from a
very shallow, surface level to deeper, more intimate levels
over time. Moving between the levels and getting to know
someone better happens with mutual self-disclosure, or
sharing inner feelings, and vulnerability, which is also,



incidentally, sharing inner feelings. This theory assumes that
self-disclosure is mutual, systematic, and predictable. It
describes the role of disclosure in relationship development,
focusing specifically on how self-disclosure functions in
developing relationships. The onion model serves as a
framework for describing the process of social penetration.
In developing relationships, people use self-disclosure to
increase intimacy including through breadth, depth, and the
norm of reciprocity. Social penetration progresses through
several stages to develop relationships (Emerson, 2016). The
theory also incorporates rewards and costs in relation to
social penetration and has influenced the development of a
number of theories in relationship development and
information management. Social Penetration theory is
known as an objective theory, meaning that the theory is not
subjective by personal feelings or bias. The theory is based
solely on facts instead of opinions. According to this theory,
penetration is rapid at the start but slows down quickly as
the tightly wrapped inner layers are reached (Blau, 2014).

Since its development, this theory has proven to be
versatile, allowing students and scholars of communication
to employ it in many ways. However, this theory is critiqued
on two accounts. First, it is first given a positive critique for
its Heurism. Has led to many studies on a wide variety of
relationships, and is given credit for much of thinking
behind relationship development. On the other hand, the
social penetration theory is often criticized for having a
narrow scope and critics suggest that the process in which
relationships develop are not always linear. Social
penetration theory is a useful theory when trying to
understand the interactions that we face every day as it looks
at all of the different stages of relationships and helps us
understand how we rationalize and make decisions about
them.

From empirical studies, the use of social media has
recently gained rapid prominence among businesses as in
many other areas (Icha & Agwu, 2015). Social media uses
have been considered useful as it helps to increase customer
base, enhance efficiency and effectiveness, and helping
organization in partnership building with other organizations
(Braskov, 2016). Moreover, Social media networks increase
exposure and traffic, creates business and consumer
relationships, enhances connectivity and it is a very effective
mobilization tool (Eltantawy & Wiest, 2015). There are
several social media platforms, but studies indicate
Facebook as the leading in the World. In 2016, for example,
Facebook had more than 1.59 billion monthly active users,
and it was estimated that more than 1 million small and
medium-sized businesses used Facebook to advertise their
business (Maina, 2016).

Other popular social media platforms are YouTube,
Twitter, WhatsApp, LinkedIn, Instagram, Google+ and
Tumblr. In Tanzania Facebook was also leading in 2016
with 3,700,000 subscribers (InternetWordStats, 2016). Many
global corporate companies are increasingly using social
media especially Facebook and Twitter to markets their
products to their customers (Blau, 2014).

Researchers do adopt different approaches from time to
time depending on the nature of data available, respondents,
business size and industry they operate. However, the most
common indicators that can be used to measure
organizational performance are Return on Assets (ROA),
return on equity (ROE), and profit margin (Galbraith &
Scendel, 2016). Other performance measures are sales level,
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sales growth rate, cash flow, gross profit margin, return on
investment and retained earnings (Kilonzo, 2017), sales
volumes, number of employees and net income (Wanjiru,
2013).

Notwithstanding the glowing benefits of social media
for small businesses, there are obstacles to their optimal
utilization. Some of these obstacles pertain to lack of ability
and time to use the platform (Werees 2015). Other obstacles
include the lack of knowledge of what is appropriate for
clients in terms of posts. For instance, Koshy (2016)
reported that failing to transmit ‘culturally’ correct material
on the internet could lead to drastic consequences by the
United Arab Emirates government. The implication of a
condition such as this is that businesses have to invest ample
time to understand their clients so as not to offend them by
posting inappropriate material. In Thailand, Kanchanatanee
(2014) found that the attitudes of the small business
manager, and the compatibility and perceived usefulness of
social media marketing, are probably some of the factors
that can prevent small businesses from adopting e-
marketing.

In a related study in South Africa, Khan and Karodia
(2016) revealed a high rate of positive response about the
usefulness of social media from respondents: 51% of these
brands agreed that Facebook was an effective channel for
marketing, 70% of respondents agreed that the platform was
useful for public relations, 62% of the respondents
suggested it was useful for marketing, and 43% agreed that
it was useful for customer relations. A study in South Africa
by Ndlodo and Dhurup (2015) found that the factors which
could inhibit small businesses from using -electronic
marketing include, amongst others, a lack of knowledge
about the capabilities the platform could offer, technology
incompatibility with the target audience, the stakeholder not
being ready to use social media technology, a lack of
orientation to, and misperception of social media.

In Kenya, a recent study by Waithaka, Muturi and
Nyabuto (2014) found Facebook and Twitter to have
impacted small businesses by improving communication
between owners/managers and customers. According to
Waithaka et al, the platforms were financially more cost
effective than other media. Another study in Kenya Kimani
(2014) on the use and effect of social media for the growth
of small business, confirmed that Facebook and Twitter had
the most users among small businesses. Their study also
showed that social media was a good way to share
information among different social classes. The platform
created product awareness, which could be used to track
client experience and more active communication. However,
they suggested that the combination of both traditional and
social media could gain a wide selection of customers. In
addition, Jagongo (2013) found that the social media offered
huge market access, which resulted in the significant return
on investment (ROI) for small businesses.

III. RESEARCH METHODOLOGY

The study employed a descriptive research design for it
portrays an accurate profile of situations (Cooper &
Schindler, 2014). The target population of this study
comprised of 838 SMEs firms operating at Kamukunji in
Nairobi County. The study adopted a stratified random
sampling technique to select 10% of the target population
(84) as respondents. According to Cooper and Schindler
(2011) a representative sample is one which is at least 10%



of the population, and according to Robson (2012),
sampling is important as it saves on expenses and time that
could have been used in studying the entire population
(Robson, 2012). Table 3.1 shows how the sample of 84
respondents was arrived at.

TABLE I: SAMPLE SIZE

SMEs Population S::;ipol € Sample
Beauty shops and

boutiq}llles b 284 0.1 28
femwd g o
Kitchen utensils 79 0.1 8
General merchandise 154 0.1 15
Shoes and foot-wares 87 0.1 9
Catering firms 67 0.1 7
Total 838 0.1 84

Questionnaires with both open and closed ended
questions were used to obtain primary information about the
population. According to Sproul (2015), a self-administered
questionnaire is the only way to elicit self-report on people’s
opinion, attitudes, beliefs and values. The study
questionnaires were developed by the researcher based on
the study objectives. The researcher did a pilot test of the
questionnaire to test the validity and reliability of the
questionnaire. A small number of 15 respondents from the
shops were used to fine tune the questionnaire to ensure that
it collects the required data to answer the specific questions
to solve the research problem. Isaac (2012), states that a
sample size of between 10 and 30 respondents for a pilot
study is adequate for any study. This helped in ensuring the
questionnaire is free from errors or ambiguity.

The researcher computed a Cronbach alpha score of the
instrument used to obtain the primary data. Cronbach alpha
ranges between 0-1. Scores between 0-0.6 indicate that the
instrument has a low reliability while scores of 0.7 and
above indicate that the instrument has a high level of
internal consistency and reliability (Cooper & Schindler,
2013)

Quantitative data (collected through the closed ended
questions) was used to quantify the problem by way of
generating numerical data to quantify attitudes, opinions,
behaviors, and other defined variables. It was also analyzed
using Multiple Linear Regression Model whose general
form of the Multiple Linear Regression Model is Y= Po+
PiXi+pXo+ e

Where,

Y: the independent variable (SMEs Performance in the
International Arena) expressed as a linear combination of

independent variables X1 and Xz

Bo: The regression constant i.e. Y = o when Xi, Xa.....
Xk=0

Bi: Coefficient of customer relations (independent
variable X1)

B2: Coefficient of sourcing for inputs (independent
variable X>)
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e: Error term

Linear regression analysis was used to estimate the
coefficients of a linear equation and the Independent
variables that best predict the value of the dependent
variable. From this model, test of significance at 5%
significant level was conducted on the various variables of
this study using coefficient of determination (R?),
correlation coefficient (R), F-test and ANOVA table in order
to check the significant of the data analyzed. A correlation
analyses was carried to establish the relationship between
the dependent and the independent variables.

IV. RESEARCH FINDINGS AND DISCUSSIONS

Out of 84-targeted respondents 72 respondents filled-in
and returned the questionnaires that make a response rate of
85.7%. Mugenda (2003) states that a 50% response rate is
adequate, 60% is good and above 70% is rated very well.
The response rate was therefore rated very good. On
respondent’s distribution by Gender the results indicated
that majority of the respondents (62.5%) were males
whereas 37.5% of the respondents were female. This implies
that this study established a fair involvement of male and
female respondents. However, it was evident that most of
the SMEs located in Kamukunji zone were operated by male
gender, these calls for investigation to establish the cause of
low involvement of women in business particularly in this
area. Concerning academic level of respondents, the study
results that most of the respondents (43.1%) held diploma
certificate, 36.1% had certificate or trade, 13.9% had 1%
degree while 6.9% had masters. This implies that most
owners of SMEs located in Kamukunji zone held college
diploma certificate.

A. Findings according to the research objectives

The study sought to establish the various social media
tools that SMEs operating in Kamukunji area were utilizing;
where the same are analyzed as in table 4.1 below

TABLE II: SOCIAL MEDIA TOOLS USED BY SMES

Social Media tools Percentage
Micro blogging (i.e. Twitter) 61%
Social Networking (Facebook, LinkedIn) 88%
Video Sharing (i.e. YouTube) 52%
Live casting (i.e. Ustream.tv, Skype) 40%
Photo Sharing (i.e. Flickr) 44%

The study revealed that the most commonly used social
network platforms were Facebook, and LinkedIn 88%,
followed by micro blogging (i.e. twitter 61%) video sharing
(i.e. YouTube) 52% then photo sharing (i.e. flickr) 44% and
lastly live casting (i.e. ustream.tv, skype) 40% in that order.
According to Hubspot (2015), 57% of small and medium
businesses say social media like twitter is beneficial to their
business by improving the brand

B. Customer Relations

Participants were required to indicate the extent to
which the business uses social media networks to carry out
each of the customer relation aspects. From the results,
majority of the respondents agreed that use of social media



networks enhanced customer bonding activities (mean =
4.27) and that through social media, SMEs are using
applications such as text messaging, email and data transfer
(mean = 4.20). These findings go hand in hand with the
study findings by McGowan and McKeown (2013) that
social networking can be an excellent way to acquire new
customers and retain existing ones. The study also revealed
that Social networking services used by SMEs operating in
Kamukunji area focus on building online communities of
people who share interests or activities or who are interested
in exploring the interests and activities of others. Social
applications enable the extension of relationships between a
brand, product, or service to the individual level by
providing very specific.

C. Sourcing for Inputs

On sourcing for inputs, the study results indicated that
majority of the respondents agreed that SMEs operating in
Kamukunji were sourcing for high quality materials with the
use of social media (mean = 4.10); and that social media
facilitated effective sourcing of inputs even out of the
country (mean = 4.05). These findings go hand in hand with
the study findings by Mangold and Faulds (2016) who stated
that social media marketing such as Facebook enables
companies to achieve a better understanding and
consideration of customer needs hence build effective
relationships.

Further the study revealed that SMEs operational cost
have reduced due to access to affordable raw materials
(mean = 3.94) and that social media has enabled our firm to
access many service providers (mean = 3.87). These
findings concur with the study findings by Safko & Brake
(2016) social media as online applications, platforms and
media, which aim to facilitate interaction, collaboration, and
the sharing of content. Nowadays, Facebook and other
Social Networks are becoming increasingly important in
consumers purchasing decisions. The study also revealed
that social networking site that allows SMEs operating in
Kamukunji zone to have conversations with suppliers, post
photos and videos, promote special offers, and more, as well
as ‘micro-blogging' service that allows SMEs to send and
receive short messages from supplies and potential bidders
were highly used. These findings concur with research by
Eyrich, (2008) that social media is key in promoting
supplier relationship management. The results also concur
with Akeem, (2017) that cost control has a positive impact
on organizational performance and that the style of
management has a positive impact on organizational
performance. As a result of adopting social media in
conducting business, customers can search for products or
services depending on their affordability and availability.

D. 4.8 Inferential Statistics

The table below displays the summary of correlation
test analysis between the dependent variable (SMEs
Performance in the International Arena) and the independent
variables (customer relations, and sourcing for inputs).

TABLE III: CORRELATIONS
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SMEs
Performance in
the International

Customer Sourcing
relations for inputs

Arena

Correlation - ”
SMEs Coefficient 1 534 .635
Performance in  Sig. (1-
the International tajled) -000 .000
Arena N . . b

Correlation "

Coefficient 534 1 -.047
Customer Sig. (1-
relations tailed) .000 229

N 72 7 7

Correlation "

Coefficient 635 -.047 1
Sourcing for  Sjg. (1-
inputs tailed) .000 229

N 72 7 7

From the table 4.2, the study found that there was
strong positive correlation coefficient between SMEs
Performance in the international arena and customer
relations, as shown by correlation factor of 0.534, this strong
relationship was found to be statistically significant as the
significant value was 0.000 which is less than 0.05. The
findings concur with Franks and Curswoth, (2013) who
found out that strong positive correlation between Customer
relations and SMEs Performance

The study also found a strong positive correlation
between SMEs Performance in the International Arena rate
and sourcing for inputs as shown by correlation coefficient
of 0.635, the significant value was 0.000 which is less than
0.05, These findings concur with the study findings by
Njoroge (2011) who contents that in order to achieve the
expected business performance outcomes, quality material
sourcing strategies must be available.

In this study, a multiple regression analysis was conducted
to test the influence among predictor variables. The research
used statistical package for social sciences (SPSS V 23.0) to
code, enter and compute the measurements of the multiple
regressions. The model summary are presented in the table

below
TABLE IV: MODEL SUMMARY

Model R R SquareAdjusted R SquareStd. Error of the Estimate
1 .780* .638 .606 .16827

The study used coefficient of determination to evaluate
the model fit. The adjusted R> also called the coefficient of
multiple determinations, is the percent of the variance in the
dependent explained uniquely or jointly by the independent
variables. The model had an average adjusted coefficient of
determination (R?) of 0.606 and which implied that 60.6%
of the variations in SMEs Performance in the International
Arena are explained by the independent variables under
study (customer relations, and sourcing for inputs). The
results are in line with Parveen (2016) who showed that
social media usage has a very strong positive impact on
organizations performance, in terms of cost reduction,
improved customer relations, and enhanced information
accessibility.

The study further tested the significance of the model
by use of ANOVA technique. The findings are tabulated in

table 4.4 below.
TABLE V: SUMMARY OF ONE-WAY ANOVA RESULTS



Model Sum of Squares dfMean Square F Sig.
Regression 0.58 4 145 5.17.000°
1 Residual 1.876 67 .028
Total 2.456 71

Critical value =2.50

From the ANOVA statics, the study established the
regression model had a significance level of 0.00% which
is an indication that the data was ideal for making a
conclusion on the population parameters as the value of
significance (p-value) was less than 5%. The calculated
value was greater than the critical value (2.50 > 5.17) an
indication that customer relations and sourcing for inputs
all have a significant effect on SMEs Performance in the
International Arena. The significance value was less than
0.05 indicating that the model was significant. The results
are in agreement with Shavazi, Moshabaki (2013) that
social media use is associated with organizational
performance of a firm.

In addition, the study used the coefficient table to determine
the study model. The findings are presented in the table 4.5
below.

TABLE VI: COEFFICIENTS

Model Unstandardized Standardized T Sig.

Coefficients Coefficients

B Std. Beta

Error

(Constant) 1.133  .113 10.022.000
Customer
Irelations(X ) 740 .045 424 16.280.000
Sourcing forinputs  4yg 45 247 9.578 .000

(X2)

As per the SPSS generated output as presented in table

above, the equation (Y = fo + B1X1 + B2X2 + €) becomes:

Y=1.133 + 0.740X1+ 0.428X>

From the regression model obtained above, a unit
change in customer relations holding the other factors
constant would lead to a change in SMEs performance in the
International Arena by a factor of 0.740; a unit change in
utilization of social media platforms in sourcing for inputs
while holding the other factors constant would also lead to a
change in SMEs performance in the International Arena by a
factor of 0.428, The criteria for comparing whether the
predictor variables were significant in the model was
through comparing the obtained probability value and
a=0.05. If the probability value was less than o, then the
predictor variable was significant otherwise it wasn’t. All
the predictor variables were significant in the model as their
probability values were less than a=0.05.

These results conquer with Kimani (2015) that social
media marketing has a lot of value to us because it allows
employees to connect to the clients, especially the ones in
different geographic zones. Social media allows firms to
engage in timely and direct end-consumer contact at fairly
low cost and higher levels of efficiency than can be
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achieved with more traditional communication tools. This
makes social media not only relevant for large multinational
firms, but also for small and medium sized companies, and
even nonprofit and governmental agencies.

The results are also in line with Aden and Gichiga
(2016) who examined the effect of customer care on
organizational performance and found that service quality,
customer satisfaction, customer relationship management,
customer service delivery all have significant and positive
effects on organizational performance. According to Kotler
(2006) organizations are increasingly being customer centric
and are embracing customer-driven initiatives that seek to
understand, attract, retain and build intimate long term
relationship with profitable customers. The results also
agree with Hassan, and Ali, (2013) who investigated the
relationship between customer service and organizational
growth and found that there is appositive relationship
between customer service and growth.

V. SUMMARY OF THE FINDINGS, CONCLUSION
AND RECOMMENDATIONS

A. Summary

The study revealed a strong positive correlation
coefficient between SMEs Performance in the international
arena and customer relations such that a unit change in
customer relations holding the other factors constant would
lead to a great change in SMEs Performance in the
International Arena. These findings concur with Franks and
Curswoth, (2003) who found out that there is a strong
positive correlation between customer relations and SMEs
Performance. Further the study revealed that Social
networking services used by SMEs operating in Kamukunji
area focus on building online communities of people who
share interests or activities or who are interested in
exploring the interests and activities of others, Social
applications enable the extension of relationships between a
brand, product, or service to the individual level by
providing very specific, member-selected functionality and
that Social networking services employed by SMEs
operating in Kamukunji area has the ability to impact the
purchase decision cycle at all points

On sourcing for inputs, the study found strong positive
correlation between SMEs Performance in the International
Arena rate and sourcing for inputs, Test regression results
revealed that a unit change in utilization of social media
platforms in sourcing for inputs while holding the other
factors constant would positively change SMEs
Performance in the International Arena. These findings
concur with the study findings by Njoroge (2011) who
contents that in order to achieve the expected business
performance outcomes; quality sourcing strategies must be
available. This means that SMEs operating in Kamukunji
were able to source for high quality materials through use of
social media, and that social media networks facilitated
effective sourcing of inputs even out of the country. These
findings concur well with the study findings by Mangold
and Faulds (2016) who found that Facebook enables
companies to achieve a better understanding and
consideration of customer needs hence build effective
relationships.



B. Conclusions

Based on the study findings, this study concludes that
utilization of social media platform had a significant impact
on fostering customer relations and ultimate performance in
the International Arena. Likewise, social networking
services employed by SMEs operating in Kamukunji area
has the ability to impact the procurement decision cycle,
enhance customer bonding activities and promote
acquisition of new customers and retaining of the existing
ones.

C. Recommendations

To promote SMEs performance in global arena, the
study recommends that SMEs must invest in building
stronger customer relationships especially through
utilization of social media platforms. This can be managed
through consistent customer follow-ups as well as
engagements via social marketing platforms. SMEs
therefore need to continually embrace the use of social
media platforms in order to promote supplier relationship.

The study further recommends that utilization of social
media platforms in sourcing for inputs should be embraced
to enhance SMEs Performance in the International Arena.
Social networking site that allows SMEs to have
conversations with suppliers, post photos and videos,
promote special offers, and more, ‘micro-blogging' service
that allows SMEs to send and receive short messages from
supplies and potential bidders as well as social media online
applications, platforms and media, should be enhanced to
facilitate interaction, collaboration, and the sharing of
content prices on input materials thus reducing acquisition
cost and promotion of procurement efficiency.

D. Recommendation for Further Studies

The study investigated the role of social media
networks on performance of Kamukunji SMEs in the
International Arena. The study recommends that a similar
research should be conducted with an aim of investigating
role of social media in SMEs from other areas around
Nairobi.
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