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Abstract - This study focuses on social media advertising as one 
of the modes of communication which could be used to 
promote products and services. The present research sought to 
find out the extent to which social media advertising is making 
an impact on SMEs in the Kumasi Metropolis. A qualitative 
research approach with emphasis on case study as a research 
design was employed. Data was collected from 17 respondents 
in the form of face to face interviews from artisans working in 
a range of small medium scale enterprises within the Kumasi 
Metropolis, specifically in the Bomso, Anloga Junction and 
Afful Nkwanta catchment areas. Two major themes emerged 
from the findings: “social media for business promotion” and 
“perceptions of artisans on social media”. The findings suggest 
that there is the need for an intensive education on the use and 
importance of social media advertising for business purposes 
and the perceptions of the artisans about social media 
advertising could be explored for future research with regard 
to policy and practice. 
Keywords: Social Media, Social Media Advertising, SMEs, 
Kumasi 

I. INTRODUCTION

In recent years, the fast-growing of technological 
advancement has given the increase of social media handles 
or platform (tools). The internet is shifting these 
technological advancements in a different paradigm in the 
field of communication and it’s empowering many 
customers to connect socially within the confront zone of 
their geographical area or location. Social media has 
increasingly moved from the initial stage of web 2.0 to mass 
adoption (Wang, 2009). Without internet connectivity, 
social media advertising might have difficulties in 
communicating the intended message to its targeted 
audience. A study by Al Tawara and Gide (2017) claimed 
that social media began 10 years ago, however, it does not 
replace telephone or email conversations, but complements 
the value brought to interaction between customers and their 
organizations. Again, they observed that all customers are 
nowadays social media customers, and each interaction is 
part of the corporation between customers and firms.  

Kawasaki and Fitzpatrick (2014) have also argued that 
“social media is becoming a real part of people’s everyday 
lives (all people, not just social media marketers)”. This 

view of Al Tawara and Gide (2017) has also been supported 
by Kawasaki and Fitzpatrick (2014). This should be done 
because almost everyday something new about social media 
is being released and it is believed to improve the efficiency 
and effectiveness of previously released versions of the 
same application or similar application.  

Landa (2004) indicated that “social media is most effective 
when it is relevant, authentic, valuable, enticing, and 
shareable” which she abbreviated as RAVES. She also 
mentions that the old days provided customers with 
traditional advertising which includes print, television 
commercials, radio, and out of home due to how and where 
they were seen and heard. Now consumers are also 
consistently demanding more control over their media 
consumption. They require on-demand and immediate 
access to information at their own convenience” (Rashtchy 
et al., 2007; Vollmer & Precourt, 2008). 

Indeed, Mangold and Faulds (2009) maintain that 
consumers feel more engaged with products and 
organizations when they are able to submit feedback. People 
are more likely to communicate through both word-of-
mouth and social media when they are engaged with the 
product, service, or idea. Consumers are more likely to talk 
about companies and products when they feel they know a 
lot about them. 

Presently, little attention is paid to these traditional forms of 
advertising, and it seems that many businesses whether 
small or large are embracing social media advertising to 
promote their businesses and also give timely feedback to 
customers who have complaints about a feature of their 
products or services. However, Marketo (2016) explains in 
his book, the definitive guide to social media marketing, 
that “Social media is one of the most powerful ways to 
reach and engage with your buyers today and through social 
media advertising, you can target specific audiences and 
buyers and deliver your message on the platforms that your 
buyers spend time on - like Facebook, Twitter, LinkedIn, 
YouTube, and Instagram to name a few”. 
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In Ghana, the total population is 29.15 million and out of 
these number 10.11 million uses internet but 5.60 million 
are actively on social media. So, these inform that, half of 
Ghana population of internet users are on social media. This 
assertion of Marketo (2016) is yet to be determine in the 
context of social media advertising in the Kumasi 
Metropolis. Anecdotal evidence suggests that perceptions of 
artisans about the use of social media advertising to promote 
handmade indigenous products (for example, shoemakers, 
carpenters, basket weavers, among others) in the Kumasi 
Metropolis seems to have received little attention by 
researchers conducting studies in the broader field of 
advertising. Other workers that the researcher also consulted 
reveals that they use social media for advertising, but as to 
how customers patronize their products, it is not through the 
social media platform. Another apprentice who was 
contacted also indicated that his master also advertises the 
work he does, but he could not point it out whether that 
leads into revenue generation as far as what they sell is 
concerned. 
 
Indeed, the business owner claims that they have been left 
behind in the use of social media advertising for promotion 
of their product and he even argued that some persons who 
might be interested may lack the technical know-how to do 
so. If this is not addressed, then artisans who may not be 
using social media for advertising purposes may not benefit 
from social media usage which has the advantage of helping 
to advertise one’s product or service at a cheaper cost, 
connect with customers at the right time, and higher 
efficiency than other traditional channels of advertising 
(Hassan et al., 2015). Some other experts have mentioned 
that social media advertising has a way of providing 
customers with feedback which could be curtailed before it 
escalates (Rugova and Prenaj, 2016). This study seeks to 
explore the ‘what’ and ‘how’ of social media advertising in 
promoting indigenous artefacts produced by individual 
business. Despite the numerous advantages that comes with 
social media advertising in promoting products and 
services, the silence of its usage among SMEs in the 
Kumasi Metropolis seem to deprive them of the competitive 
advantage amongst their Large Scale Enterprises (LSEs) 
counterparts. 
 

II. OBJECTIVES OF THE STUDY 
 
The aim of this study is to find out the extent to which 
social media advertising is making an impact on SMEs. The 
specific objectives are 
1. To explore how SMEs uses social media advertising to 

promote indigenous handmade products and services. 
2. To investigate the perception of business owners 

(artisans) on social media advertising. 
 

III. LITERATURE REVIEW 
 
This section examines related studies in the field of social 
media advertising and seeks to put into context the current 
situation which warrants the study. Before a through 

literature review on the subject could be accomplished, a 
survey was conducted and interestingly, lots of research 
studies have been conducted on social media and each study 
sought to address some aspects of the field. 
 
A. Theoretical Framework 
 
1. Theory of Diffusion of Innovation 
 
Rogers (2003), theory of diffusion of innovation aim to 
explain how, why and at what level of a particular new 
innovation spread through this advance world. The theory 
consists of a diffusion process surrounding the following: 
“two types of actors, an advocate of change and a potential 
acceptor of change; the situations in which these actors 
operate; communication between the actors; and the subject 
of that communication, a new thing or idea” (Fliegel & 
Kivlin, 1966). 
 
Rogers (2003) invented these theory as “an information-
seeking and information-processing activity, where an 
individual in motivated to reduce uncertainty about the 
advantages and disadvantages of an innovations”. A 
modified version of the diffusion of innovation theory is 
used for the study. This is shown in Fig. 1, which makes use 
of the entire theory with only the persuasion component 
removed from the modified theory. In order to link the 
theory to the current research study, the first component of 
the theory ‘knowledge’ is addressed by first research 
question and the last three components of the theory 
‘decision’, ‘implementation’, and ‘confirmation’ also 
addresses the second research question. 
 

 
Source: Roger (2003) 

Fig. 1 Adapted from Theory of Diffusion for Innovation 
 
a. Knowledge 
 
The first component seeks to ask questions such as “what 
new innovation is it and how it works and why it work?” 
(Rogers, 2003: pp. 21). This type of question faces the 
consumer during this stage of the process, and it create 
awareness of the presence of a new innovation. According 
to Rogers, these makes the customer aware of three 
different knowledges: awareness-knowledge, how-to-
knowledge and principles-knowledge (Sahin, 2006). These 
first component create awareness of the new innovation. 
The how-knowledge creates the understanding of how this 
new innovation works. The how-to-knowledge constitute of 
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serious variables that prerequisite for the new innovation. 
Rogers stated that, “it consists of information dealing with 
the functioning principles underlying how the new 
innovation works.” Therefore, it very important for 
companies introducing new innovation to consider these 
notions and communicate all the possible information 
needed to achieve the knowledge. The first stage, which is 
‘knowledge’ is the point that artisans is first exposed to the 
innovation itself and do not have enough information to 
make a decision to purchase and have not yet been 
sufficiently inspired to find out more. At this stage also, 
marketers will be looking to increase awareness of the 
product and provide enough education that the prospective 
adopter moves to the second stage.  
 
b. Decision 
 
At this stage, customer decides whether to adopt or reject 
the new innovation. Rogers (1983, p. 177) refers to adoption 
“as full use of an innovation as the best course of action 
available”, and rejection refers “as not to adopt an 
innovation”. Sahin (2006), stated that, “Rogers expressed 
two types of rejection: active rejection and passive 
rejection”. This means that, the customer first adopts the 
new innovation but later decide to not used the new 
innovation willingness. Hence, the customer after adopting 
the new innovation decides to discontinue or reject it. 
Whiles “passive rejection (or non-adoption) position, the 
individual does not think about adopting the new innovation 
at all” (Sahin, 2006). It is very important at stage to reduce 
uncertainty because at this stage, it critical and some type of 
new innovation “most individuals will not adopt without 
trying it first on a probationary basis to determine its 
usefulness in their own situation” (Rogers, 1983).     
 
Decision stage is eventually where the adopter must make a 
decision. According to Gizem KOÇAK, et al., (2013) stated 
that, “it is possible to associate the decision-making process 
for new innovation”. Social media in the context of product-
service is seen as one of greatest new innovation in recent 
time by the radical impact on the world. They will weigh 
the pros and cons of the adoption and either accept the 
innovation or reject it. Rogers has observed that people do 
not make rational decision in many instances. As the 
researcher of this study, Rogers (1983, p. 177), in an 
attempt to answer Research Questions two, an interview 
will be would be carried out on artisans to find out whether 
artisans adopted the new innovation are using it or not.  
 
c. Implementation 
 
Implementation applies only when the customer (or other 
decision-making unit) decides to use the new innovation 
(Rogers, 1983, p. 163). Again, at this stage, the new 
innovation is actively in used by the customer and it is 
exposed to a high level of uncertainty. During this stage, 
reinvention of the new innovation is done by customer. 
Rogers defines reinvention as “the degree to which an 
innovation is change or modified by a user to the process of 

its adoption and implementation” (Rogers, 2003: p. 180). 
This stage, ‘implementation’, is the stage where once a 
decision to adopt the new innovation has been made but in 
most cases, has been used by the purchaser. This stage of 
the process would still help answer the second research 
questions and simultaneously achieve the second objective 
of the study. As the researcher of this study, Rogers (1983, 
p. 177), in an attempt to answer Research Questions two, an 
interview will be would be carried out on artisans to find out 
whether artisans adopted the new innovation (social media 
advertising) are using it or not and how it is helping in their 
business.  
 
d. Confirmation 
 
At this point, the decision has already been made that is 
whether to adopt or not adopt the new innovation and the 
individual needs to message to confirm the decision by 
looking for messages that will confirm it rather than 
opposing it. According to Sahin (2006), indicated that, 
during the confirmation stage, there are two types of 
discontinuance that may verify the decision made, it 
confirms to the user whether to use (or replace) or reject the 
new innovation. These two discontinuance are replacement 
and disenchantment. The replacement discontinuance 
occurs when the individual make replacement to the kind of 
new innovation does not work better for him whiles 
disenchantment discontinuance occurs when the individual 
expectation concerning the particular new innovation is not 
met (Sahin, 2006). This final stage confirms the point where 
the user evaluates their decision and decides whether they 
will keep using the product or abandon use of the product. 
This phase can only be ended by abandonment of a product, 
otherwise it is continual. As the researcher of this study, 
Rogers (1983, p. 177), in an attempt to answer Research 
Questions two, an interview will be would be carried out on 
artisans to find out from artisans their perception on the new 
innovation which is social media advertising after 
introducing it to their business. Adapting the Theory of 
Diffusion of Innovation (Rogers, 2003) for this study sets 
the tendency for an academic adventure in helping SMEs in 
Kumasi taking advantage of the numerous advantage 
(opportunities) associate with social media advertising.  
However, that alone would not be enough; a workable 
research approach will augment the entire research work. 
 
2. Social Media  
 
Anecdotally, over the years’ social media has gained a lot of 
popularity and as a result of its popularity, the traditional 
media are experiencing decline in both business and 
popularity. Before delving into this topic in its entirety, an 
understanding of the word social media is necessary for 
readers to be able to comprehend what the term really 
means. Many definitions have been provided by other 
researchers; however, here are a few of such definitions on 
the topic. Zolkepli and Kamarulzaman (2015) defines social 
media as “A group of internet-based applications that are 
built on the ideological and technological foundations of 
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Web 2.0”. Carr et al., (2014) also defines it as “an array of 
platforms that allow people to interact, create, share, and/or 
exchange information and ideas in virtual communities and 
networks”. Daj (2013: 16) has defined the term social media 
as “The term commonly given to websites, online tools, and 
other interactive communication technologies which allow 
users to interact with each other in some way, either by 
sharing information, opinions, knowledge, or interests”. 
Strokes (2009: 350) defines social media as “The media that 
is published, created, and shared by individuals on the 
internet, such as blogs, images, video and others”.  
 
The researcher is of the view that ‘social media’ could be 
defined as an application which is based on internet or 
mobile technology which helps users interact, share ideas 
and information, and create contents of one’s interests be it 
images, videos, blogs in a safe manner in a healthy virtual 
community. It has its own rules and regulations and 
sometimes, when a user violates the rules pertaining to such 
a specific social media platform, that user could be banned 
from using the particular social media site for the purpose 
which it was developed.  
 
Another concept which should be defined is the term ‘social 
media marketing’. In place of marketing, the word 
‘advertising’ could also be used as a substitute. Moreover, 
Dahnil et al., (2014: 124) have described social media 
marketing as the use of social media technology in order to 
conduct SMEs retailors marketing activities. Barker et al. 
(2013:3) stress the use of “Social Media Networks (SMN), 
online communities, blogs, wikis or any other online 
collaborative media for marketing, sales, public relations 
and customer service”. Evans (2010: 231) notes that social 
media marketing is “A philosophy and a business strategy, 
supported by a technology platform, business rules, 
workflow, processes and social characteristics, designed to 
engage the customer in a collaborative conversation in order 
to provide mutually beneficial value in a trusted and 
transparent business environment. It’s the company’s 
response to the customer’s ownership of the conversation”. 
Weinberg (2009) adds that “The process that empowers 
individuals to promote their websites, products, or services 
through online Social Media (SM) channels and tap into a 
much larger community that may not have been available 
via traditional channels”. Deducing from the definitions 
presented here by different authors, the researcher might say 
that definitions from these scholars are well represented and 
really describes the field in its simplest terms. 
 
3. Types of Social Media 
 
There are many social media platforms that have emerged 
after the initial ones came into existence. The initial social 
media networks include LinkedIn, which was launched in 
2003, followed by Facebook and MySpace in the year 2004, 
then to YouTube in 2005 and finally twitter in 2006 (Al 
Tawara and Gide, 2017). These social media networking 
sites are not exhaustive, however, there seems to be more 
development in terms of new social media platforms to 

outperform the previously established one since its 
inception. The next paragraphs provide a short description 
of the various types of social media. 
 
a. Blogs: “Blogs are often utilized as online personal diaries 
and are open to the Internet public to place comments and 
tags on them. It is a practical way for anyone to publish 
content online including individuals, groups or 
organizations etc., without the need to have programming or 
technical skills” (IAB, 2009). 
 
b. Wikis: “A set of web pages that allow users with access to 
easily create, edit and link content, collectively, using a 
standard browser. In a wiki projects like Wikipedia there are 
distinct roles such as reader editor, contributor, 
administration, policy, subject matter expert, software 
developer, patroller, content maintainer, system operator 
and more” (Ala-Mutka et al., 2009). 
 
c. Micro-Blogging: “The concept of micro-blogging is 
commonly represented by Twitter, which is an application 
allowing users to communicate status updates (tweets) using 
a maximum of 140 characters and then sharing those with 
their followers” (TIG Global, 2009). 
 
d. Online Social Networks: “These are sites that provide an 
online virtual community for people with similar interests or 
social groups, to network and share online digital assets 
such as images, video, content tags, lists of friends, etc. 
There are social networks available on the web, such as 
Facebook, MySpace etc.” (Kietzmann, 2011). Multimedia 
Sharing Sites. “Multimedia sharing services facilitate the 
storage and sharing of audio and video content produced by 
the users themselves or by others. Multimedia sharing sites 
have certain similarities with online social networks, but 
their main characteristic is that these sites focus on the 
sharing of content” (Ala-Mutka et al., 2009), while video 
sharing “YouTube is turning into a disruptive factor in 
media industry as it reports over one billion daily views as 
of 2009” (Hurley, 2009). 
 

IV. METHODOLOGY 
 
This research adopted a qualitative research design to 
analyze different attitude levels.  In describing, discovering 
and understanding the aim of this topic, the qualitative 
design is the best approach, rather than predicting and 
confirming (Danermark et al., 2002: 162) for the study. 
Qualitative approach enabled the researcher to analyze and 
interpret the collected data from the interview conducted. 
The population was initially unknown. However, upon 
interrogations with the artisans and persons believed to be 
engaged in SMEs in the three localities: Bomso, Anloga 
Junction and Afful Nkwanta, other SMEs that were not 
readily identified along the street were also counted. It was 
important for the researcher to visit the Registrar’s General 
Department in Kumasi to find out if these artisans have 
been registered or the Kumasi Metropolitan Assembly. It 
appears that these SMEs could be identified through the 
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stickers that issued by the KMA for the payment of their 
shops. The respondents comprised shoemakers, carpenters, 
basket weavers, among others. In this regard, the study 
employed a purposive sampling technique. Purposive 
sampling was used to select artisans comprising of 
shoemakers, carpenters, basket weavers, among others. The 
common characteristic running through this selection 
process was the fact that they were considered as SMEs and 
served as the owners of their shops. The study used 
interview and observation for collecting data for the study. 
Asking and receiving personal information from an 
interviewee is what is referred to as an interview. Structured 
questions were asked to collect answers to important 
questions regarding the topic under investigation through 
face-to-face interview with artisans. An introductory letter 
was obtained from the researcher’s department and this 
letter was presented to the artisans of the various SMEs to 
introduce the researcher and explain the purpose of the 
study. Permission was then granted by the artisans, and this 
enabled the researcher begin the study through observation. 
The researcher visited the various shops on the agreed dates 
and times for the scheduled observation sessions which 
happened on every Monday to Wednesday in the approved 
weeks, lasting for a period of 30 minutes in each artisan’s 
shop. The first three weeks were used for testing the 
observation checklist. The second observation was a follow 
up observation, and this had its basis on the observation 
checklist needed to collect data necessary to help check the 

accurateness of the activities that were observed. Thematic 
analysis is a type of qualitative analysis used to analyze 
categorizations and related themes (patterns) to the data. It 
presents detailed information about the data through 
interpretations by means of varied subjects (Boyatzis 1998). 
In this study, data was analyzed using the thematic analysis 
method, where observation and interview transcripts were 
coded, and patterns identified, grouped into categories and 
further grouped into major themes. Data was finally 
presented in tables and discussion (Miles and Huberman, 
1994). 
 

V. FINDINGS AND DISCUSSION 
 
A. Demographics of Respondents 
 
Table I shows the demographic of respondents recruited for 
the study. They had varying levels of education and were all 
males operating their businesses. Each person, at least to 
some extent is literate with the least level of education being 
Junior High School (JHS) and the highest education ending 
at tertiary level. The minimum number of years in business 
is less than five and the maximum is between 6-25 years. 
The number of employees is between 1-9 for 15 of the 
respondents, except for Respondent 1A who says it is 
unknown and another Respondent 6A, who has no 
employee. 

 
TABLE I DEMOGRAPHIC INFORMATION OF RESPONDENTS 

Pseudonym Age (yrs) Educational level Years in business No. of employees SM platform 
1A Above 41 Form 4 < 26 Unknown WhatsApp 
2A 26-30 JHS > 5 1-9 WhatsApp 
3A 31-40 JHS 6-25 1-9 WhatsApp 
4A 26-30 JHS 6-25 1-9 WhatsApp; Facebook 
5A 31-40 JHS 6-25 1-9 WhatsApp 

6A 31-40 JHS 6-25 None WhatsApp; Facebook 
7A 26-30 JHS > 5 1-9 WhatsApp; Facebook 
8A 25 SHS > 5 1-9 WhatsApp 
9A 31-40 SHS 6-25 10+ WhatsApp; Facebook 
10A 31-40 JHS > 27 1-9 Facebook 
11A 26-30 Tertiary 6-25 1-9 WhatsApp 

12A 31-40 SHS 6-25 1-9 Facebook; WhatsApp 
13A 26-30 SHS 6-25 1-9 Facebook; WhatsApp 
14A 31-40 SHS 6-25 1-9 WhatsApp 
15A 26-30 JHS > 5 1-9 WhatsApp 
16A 26-30 SHS 6-25 1-9 Facebook; WhatsApp 
17A 31-40 SHS 6-25 1-9 WhatsApp; OLX 

 
B. To What Extent Do SMEs Use Social Media to Promote 
or Advertise Indigenous Handmade Products and Services? 
 
The first research question sought to ask questions that 
pertained to artisans use of social media for the promotion 

of their small-medium scale enterprise and interesting all 
respondents that were contacted fall within the category of a 
small-scale business based on the number of employees that 
they are able to recruit for their business. 
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C. Purpose of Using Social Media 
 
The question about the purpose of social media was 
answered by some respondents and others failed to state 
their views. One of such comments came from Respondent 
10A who states, “I really don’t use Facebook for anything 
aside advert”. On the contrary, Respondent 4A admits that 
“I use it to chat with friends”. In fact, one of the respondent 
who is a shoemaker, respondent 6A, says that “I make 
shoes, so sometimes I advertise some of my products or 
works and with some of them ads, we add our phone 
numbers”. Two of the respondents, 11A and 7A, did not 
provide the researcher with any response to this question. 
This shows that it is likely these respondents might have not 
understood the question: “What purpose do you use them 
for?”. Perhaps the researcher thinks this could have been 
reworded in a manner in which these two respondents could 
have understood it just as the other respondents who were 
able to answer the questions.  
 
Respondent 17A has this to say: 
“I use it to transact business by advertising through and 
also send pictures of my products to customers but use it to 
communicate to my family both far and near in a form of 
pictures, audio and videos calls…”. Respondent 16A says 
he “sometimes uses it for communication and marketing…”.  
 
Respondent15A “I have been sending my product to contact 
on my phone also through WhatsApp and am even trying to 
advertise them on other platform…”.  
 
Respondent 14A makes use of the platform “for chatting 
with friends and family, even uses it to advertise my 
product”. This supports the viewpoint of Apenteng and Doe 
(2014) who claim that social media can be used for various 
purposes, and could be used to make friends, sell products 
and services, educate people, and listen to music and watch 
videos. 
 
Respondent 13A adds that “for me my mean purpose is 
sometimes customers do ask me to take shot of my product 
and send to them, so I send it through any of these 
channels….” 
 
Respondent 12A was quick to admit that “it has helped me 
reach out to friends”. Respondent 11A “communication but 
mostly for advertising of my products…” 
 
D. What are the Perceptions of Business Owners (Artisans) 
On Social Media Advertising? 
 
The second research question focused on the perceptions of 
business owners and artisans within the Kumasi Metropolis, 
with particular reference to artisans having their businesses 
located along the Anloga, Oforikrom and Bomso Gate 
areas. The minor and major themes that emerged from this 
section also was realized based on the ideas found in the 
question posed to respondents. The major theme to consider 

in the next paragraph focuses on the perception of artisans 
on social media. 
 
E. Second Major Theme: Perceptions of Artisans on Social 
Media 
 
The minor themes within this major theme are ‘Social 
media for advertisement’, ‘Social media for getting 
customers’, ‘Response to social media adverts’, ‘Benefits of 
social media’, and ‘Contributions of social media’. Though 
a number of minor themes are featured under this major 
theme, it should be stated that these minor themes are 
interconnected with each other when both open and axial 
coding was done with the data set collected. 
 
F. Benefits of Social Media 
 
There are mixed reactions as to the benefits of social media. 
This has both positive and negative responses: yes, and no. 
However, further questions were not put forth to the 
respondents to find out what they are doing with such 
situations in the case where their response were no. For 
instance, Respondent 1A says “no” to the question “Have 
you ever been introduced to the benefits of using social 
media in your enterprise?” whereas the same answers were 
provided by interviewees 3A, 6A and 7A. Interestingly, 3A 
and 7A gave the same response expressed ‘no one has told 
them about the benefits’. Moreover, another Respondent 8A 
voices out that “...no one has really told me about the 
benefits but I know there are benefits attached to it but 
because of what am doing my eyes are on it, so I don’t even 
want to rush to that side to see what’s going there too…”. 
Interviewee 4A replied to that question by saying “some 
people when they see the products you have advertised and 
it looks nice, the person will call and praise you.” 
 
Similarly, interviewee 5A discloses that “the benefit I know 
is that as I have advertised on my platform, someone in 
Accra who does not know the work I do over here…is able 
to call and find out what kind of work I do…”. Along those 
lines expressed by interviewee 5A, Respondent 9A adds that 
“…as for the WhatsApp is really helping me that’s the 
response is really encouraging but the Facebook I only 
receive comment and like and that’s all…but WhatsApp if 
able to send pictures of my works to about 100 customers at 
least request is encouraging…” The comments of 
Respondent 10A seems to suggest that the respondent has 
not fully exploited the benefits of social media advertising 
when he expresses that “if there are other benefits then I 
don’t but what I know is, it has really help me get customers 
a lot and even created awareness for me…”  
 
Respondent 11A was bold to talk about the benefits he has 
derived when he discloses, “for me the benefit I know is 
someone saw the picture and ask whether is made in Ghana 
so after replying this person came to take some goods to sell 
so it is helping so this type of marketing is really helping a 
lot…..even now I don’t produce to sell but I produce per the 
orders I get. Some customers even don’t know us, but we 
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are always producing for them through this social media 
advertising ...so all they have to do is to send us what they 
want and send us the money then we produce and send to 
them so that all and is very helpful…” 
 
Respondent 17A observes that…at the moment no one has 
really introduced us to the benefits of it but as we are also 
using it I can say is really helping us a lot……so I don’t 
even need someone to tell me because am really 
experiencing it especially with olx, it has boomed my 
business 
 
Respondent 16A explains that… yeah, sometimes it makes 
market to be fast because when the person need my 
products and have the picture, he will show through social 
media but if in case the social media is not there, he will 
first come see my products first before ordering for it but if 
he has sent me the picture of the product before he comes 
here I have produced it for him, because with my product 
customer needs to see it before ordering for it… 
 
Respondent 15A maintains that “...sometimes people do 
come to advise us to advertise our products on their 
platform because is very good and that it help me sell my 
products…”.  
 
Respondent 14A reveals that No, I haven’t been shared with 
some of these benefits but to me I know I get some of these 
benefits as am marketing or advertising my products, it 
obvious to me that I know I get information from social 
media and all that… 
 
Respondent 13A acknowledges that “ooh yeah! I 
no…sometimes customer will be in need for the product but 
doesn’t know where to get some but through that channel he 
gets some… I really know is a good channel but am not 
there now…”. Respondent 12A testifies that” it really helps 
me to extend my products for other part of the world to 
see...” 
 
In conclusion, it is clear that respondents have had some 
exposure to social media advertising in one way or another 
with majority of the respondents being users of Facebook 
and then WhatsApp in addition to some respondent being 
users of both WhatsApp and Facebook and also WhatsApp 
and OLX. This seems to suggest that although some 
respondents have issues with the use of social media for 
business purposes, others are very fine with the nature in 
which business is bring in lots of sales and are excited about 
the platforms. One of the challenges that some respondents 
indicated had to do with the benefits which suggest that 
more public education would have to be invested into this 
form of communication. 
 

VI. RECOMMENDATION 
 
The researcher recommends that stakeholders who are 
involved with the provision of social media education 
across the metropolis should provide an intensive education 

for small-scale business owners as well as artisans on the 
use of social media for advertising. This could be more of a 
practical session where respondents are taken through the 
necessary steps of maximizing the use of social media for 
promoting their businesses and other services.  
 
Future research could look into the SMEs contribution to 
national development through the use of social media 
platforms. This is likely to provide insights into the sector 
about how social media advertising is impact the entire sub-
Saharan region and potentially help business owners decide 
on which forms of advertisement they should invest their 
monies in for a better return on investment (ROI). 
 

VII. CONCLUSION 
 
The following conclusions are reached based on the results 
presented in the previous chapter. Two major themes 
emerged from the study, thus “social media for business” 
and “perceptions of artisans on social media”. It should be 
stated that these conclusions may might not be generalized 
based on the fact that 17 interviews cannot represent the 
entire Kumasi metropolis and also based on deductive 
reasoning which forms part of how qualitative data is 
supposed to be analyzed, the premises are intended to 
provide a compelling but not conclusive reasons for 
conclusions. 
 
1. Every respondent sampled in the selected areas within 

the Kumasi Metropolis had some form of knowledge 
about social media. 

2. Respondents choice of social media was either 
Facebook, WhatsApp, OLX or a combination of any 
two of the social media platforms earlier. 

3. Respondents have varying degrees of experiences in 
social media advertisements. 

4. Respondents made use of social media for different 
purposes with the key usage were for communication, 
advertising and chatting with friends and family.  

5. Aside communication, respondents claim that they 
learn from these platforms and also share ideas through 
such means of communication. 

6. Some respondents were able to tell the time their 
products are requested for the most; thus, Christmas 
and Easter, whereas some said they do not have any 
moment like that. 

7. Each respondent was able to say exactly how he gets 
customers. 

8. Respondents pointed out the responses they have 
received from using a particular social media platform. 

9. Some respondents could not identify the benefit 
associated with social media advertising whereas other 
indicated the benefits of using social media as far as its 
usage within their business is concerned. 

10. Some respondents (about 59%) could identify the 
contribution of social media advertising to their 
business. 
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