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Abstract: 

This study examines the influence of digital technology on selected small and medium-sized enterprises 

in Anambra State, Nigeria. The specific objectives are to; examine the effects of social media marketing 

tools on the performance of selected SMEs and evaluate the effects of e-commerce platforms on the 

performance of selected SMEs in Anambra, Nigeria. This study adopts quantitative research design, 

utilizing a structured questionnaire design with a 5-point Likert scale in data collection. The data for this 

study was sourced from the National Bureau of Statistics, which provided information on the population 

of SMEs across different states in Nigeria. The results reveal that social media marketing tools have a 

significant effect on the performance of SMEs with a P-Value of (0.001<0.05) also, e-commerce 

platforms have a significant effect on the performance with a P-Value of (0.001<0.05) of selected SMEs 

in Anambra State. The study concludes that digital technology has a significant effect on the 

performance of SMEs in Anambra State. Therefore, SME owners or managers should adopt social 

media marketing to attain a competitive advantage. The study recommends among others that the 

owners of SME businesses should prioritize the integration of social media marketing tools since it has 

a significant positive effect on their performance to enhance their brand visibility and customer 

engagement.  
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Introduction 

SMEs play a vital role in economic development, thereby contributing to higher employment 

opportunities. Ultimately, the rapid development of digital technologies in business has significantly 

impacted and fundamentally altered the nature of entrepreneurship in general. Ta and Lin (2023) assert 

that some variables like customer experience, technology government assistance and human resources 

are crucial elements that facilitate digital transformation for SMEs in emerging economies which 

apparently have great significance on economic efficiency, competitiveness and governance (Kim, 

2020). Current studies on innovation, entrepreneurship and the rise of contemporary technologies have 

shed light on how tech-enabled businesses attempt to transform their entrepreneurial endeavors and 

propel their expansion (Chatterjee, 2021). Accordingly, the implementation of digital technology is 

essential for SMEs to maintain their growth momentum, speed up their operations and gain competitive 

advantage (Chatterjee,Rana & Dwivedi, 2021).   

Bartik, Bertrand, and Cullen (2020) opine that even though SMEs may face several obstacles, they can 

also adapt to external shocks and survive. Audretsch and Belitski (2021) also noted that the capacity of 

SMEs to innovate and expand is closely tied to their unique characteristics and that these processes 

are influenced by institutional and regional contexts. Scholars and practitioners are also uncertain of 

how, when and under what specific conditions the use of digital technologies could assist start-up 

enterprises sustain their growth continuum (Cristofaro, Abatecola, Giannetti, & Zannoni, 2024). 

Meanwhile, Elia, Margherita, and Passiante, (2020) noted that this dilemma among experts has been 

exacerbated by the emergence of the COVID-19 pandemic which left start-up businesses uncertain 

about how to use digital technology to restructure their businesses and find ways to successfully retain 

potential customers amidst the pandemic. In addition, this predicament impacted the SMEs who need 

to modify their business operations using current digital technology to generate more robust economic 

and social values (Elia et al., 2020).   

This study focuses on the SMEs particularly in Anambra state, which is a state located in the 

southeastern part of Nigeria and well known as a business environment. Notwithstanding the obvious 

challenges in terms of economic and infrastructural underdevelopment, Anambra state is an ideal place 

to study the influence of e-commerce on SMEs (Nwagwu, 2018). This study provides important insights 

that will help SMEs in Anambra state take advantage of digital technologies for their businesses and 

overall market growth. Research on the potential advantages of digital technology for underrepresented 

small businesses are few and yet in its infancy (Fairlie, 2020). There is paucity of studies examining the 

impact of digital technologies on SMEs in Anambra State. Therefore, there is a research deficit as a 

result.   
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Statement of the Problem  

The rapid global expansion of digital technology has fundamentally altered how companies function and 

provided SMEs with formerly unheard-of opportunities to boost their performance through cost 

reductions, increased market penetration and enhanced operational effectiveness. However, the 

adoption and efficient use of digital technology by SMEs in Nigeria, particularly in Anambra State, 

remains extremely low. Accordingly, it is reported that SMEs in Anambra State contributed over 40% to 

the State ‘s gross domestic product (GDP) and account for 70% of employment in recent years 

(Azuogalanya, Mark, & Okeke, 2022; Nwosu, Nwokoye, Okoro, & Ugbodaga, 2024).  

Despite the potential benefit of digital technology, most small and medium-scale SMEs in Nigeria are 

still struggling to adopt digital technology into their business operations. And it has hindered their growth 

capacity and also affected their competitive advantage in the market. One of the major problems facing 

SMEs in Anambra state is the absence of the digital technology and infrastructure required to implement 

effective digital technology (Okeke & Kenechukwu, 2023). Nigerian Communications Commission 

reported in 2020 that the adoption of social media and digital technologies in Nigeria has attained a high 

demand with an increase of active users at about 10% annually, growing from 145 million in 20I7 to 184 

million by the end of 2019. Additionally, this increased adoption of digital technologies not only serves 

for personal consumption but also for digital services and products in the commercial space (Okeke & 

Kenechukwu, 2023).  

Many of the SMEs owners are not able to make use of the benefits of digital technology effectively, 

which are because of inefficient internet connectivity, the lack of constant electricity, the lack of technical 

support as well and the lack of understanding of the benefits of digital tools (Nwagbala, Kekeocha, & 

Ihim, 2024). Essentially, this makes it more difficult for the SMEs to improve their performance and 

sustainability. According to Chinelo, Francisca, and Joelin, (2023), SMEs in Anambra state struggle to 

obtain financial support which hinders their ability to invest in the skills and technology required for 

proper use of digital technology and infrastructure. The absence of sufficient funds makes it difficult for 

SMEs to create or manage top-notch websites, put safe online sales and e-payment systems in place 

or pursue effective digital marketing campaigns, all essential elements of successful digital technology 

tools for effective business management.  

Therefore, the main objective of this study is to examine the influence of digital technology on selected 

SMEs in Anambra, Nigeria and the specific objectives are to:   

1. Examine the effects of Social Media Marketing Tools on the performance of selected SMEs 

in Anambra, Nigeria.  
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2. Evaluate the effects of E-Commerce Platforms on the performance of selected SMEs in 

Anambra, Nigeria.  

The rest of this article is structured as follows: Literature review and empirical review section presents 

the overview of the literature on digital technologies, empirical studies and theoretical framework. The 

research method section presents the research method adopted for this study. Findings section provides 

the empirical results of the data analysed. In addition, the discussion section presents the discussion of 

the findings, including theoretical and practical contributions and the limitations that can be addressed 

by scholars in future studies. Lastly, the conclusion section provides the summary of the key findings for 

the article with conclusions. 

Literature Review 

Digital Technologies and Small and Medium-Scale Enterprises (SMEs) 

Digital technologies are electronic tools, systems, devices and resources that generate, store or process 

data. Digital tools and systems include social media, E-commerce, mobile phones, artificial intelligence 

(AI), big data analytics and the Internet of Things (IoT). These technologies facilitate business 

automation, efficiency and data-driven decision making (Kumi-Yeboah, Sallar, Kiramba, & Kim, 2020). 

In a similar vein, Wu, Li, Luo, & Yu, (2024) agrees that digital transformation refers to the process of 

enabling businesses to significantly enhance their performance through increased economic and 

societal value. The process of shifting business operations from conventional methods to a digital setting 

is known as digital transformation.  

Digital technologies empower SMEs to achieve sustainability, competitiveness and customization in their 

products and services (Philbin, Viswanathan, & Telukdarie, 2022). The use of digital technology tools 

such as social media platforms and E-commerce, are a game changer for most businesses hence the 

application of these tools can enable business performance for SMEs (Rana, Tamilmani, & Sharma, 

2021; Vrontis, 2022), providing SMEs with an affordable way to interact with clients, advertise goods 

and get feedback. Adeoye and Elegunde (2020) reported in their study that SMEs in Nigeria who use 

social media for consumer involvement report higher operational efficiency and customer satisfaction. It 

is worth noting that the SME sector plays a pivotal role in the global economy, thereby contributing 

enormously to employment creation, innovation and economic expansion. Globally, it has been identified 

as a productive driver of economic growth and development (Ta & Lin, 2023).  SMEs have greatly 

benefited from integrating digital technologies into their various operations, enabling them to improve 

efficiency, reach broader markets and stay competitive. This incorporation of digital technologies by 

SMEs is crucial for their long-term viability (Vrontis, Siachou, Sakka, Chatterjee, Chaudhuri, Ghosh, 

2022).   
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Social Media Marketing (SMM)  

SMM refers to the concept of using social media platforms to connect with potential customers to build 

brand awareness, promote products or services, drive website traffic and ultimately increase revenue 

by engaging with customers at a relatively low cost to improve customer service. Some of the SMM tools 

embraced by some SMEs to enhance greater visibility and customer reach include Facebook, 

Instagram, Telegram, TikTok and Pinterest. Others are LinkedIn, YouTube, Snapchat, X and WhatsApp 

business.  In Kulkarni’s (2022) view, SMM is the technique of marketing that uses various social media 

platforms to promote their products, services and brand image. Meanwhile, in recent years, SMM has 

provided endless possibilities for SMEs to reach and interact with a particular target niche more 

efficiently and effectively. It is worth noting that SMM is a game changer especially for the younger 

generation who have been found to use social media apps extensively and spend a significant amount 

of time creating content (Salam, Imtiaz & Burhan, 2021). When compared with traditional advertising, 

SMM is budget friendly and offers effective strategies to boost sales. As a result, it provides a platform 

for direct interaction with customers and fostering loyalty.   

Electronic Commerce (E-Commerce) Platforms  

Essentially e-commerce is the buying and selling of goods and services online, with transactions 

conducted via websites, mobile apps or online marketplaces. E-commerce includes various types of 

transactions like business-to-consumer, business-to-business, consumer-to-consumer and consumer-

to-business. The internet facilitated the huge growth of e-commerce in global business (Jain, Bindoo & 

Arya, 2021) by enabling consumers to enter the global economy to compare prices across areas, find 

out their various specifications and become aware of substitution. In that way, the buyers are empowered 

to obtain distinct advantage. According to Ma and Gu (2024), the global business operations have been 

fully transformed by e-commerce by opening new channels for marketing, sales and customer 

interaction. In the same vein, e-commerce plays a crucial role in the growth and success of SMEs by 

providing opportunities to expand their market reach and reduce operational costs.  A review of literature 

by Landon and Traver (2020) found that the operational efficiency of SMEs in Nigeria especially in 

Anambra State is affected largely by digital marketing, epayment systems, online sales, website quality 

and social media participation (Laudon & Traver, 2020). Semenda, Sokolova, Korovina, Bratko, and 

Polishchuk, (2024) further emphasises that these e-commerce tools have been used to improve several 

corporate activities, which raise sales, boost customer happiness and lower operating expenses.  

Empirical Review  

Drawing from international perspective, Seclen-Luna, René, and Lopez, (2022) investigated how digital 

technology affected the productivity and the net sales of the business in Peru ‘s National Enterprise. The 
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study adopted a descriptive research survey using the OLS method on a sample of 2 970 firms in Peru 

‘s industrial and creative sectors. The results show that there is a positive effect on the link. The kind of 

digital technology adopted, the firm size and the gender distribution of the manager may affect the 

correlations. Based on the results of the study, many of these technologies were more frequently 

associated with creative sectors than with industrial businesses. For major businesses in both industries, 

these correlations are statistically more significant when it comes to net sales (Seclen et al., 2022). 

Another study conducted by Roman and Rusu (2022) on Digital Technologies and the Performance of 

SMEs in the European Union (EU) countries, examined the extent to which the use of various forms of 

digital technology could stimulate the growth of SME performance. Their analysis covered the 27 EU 

member states, and the data were provided by the European Commission and the organisation for 

Economic Co-operation and Development (OECD), as well as information provided by European 

Investment Bank surveys. The results found that the use of at least basic digital technologies stimulates 

the growth of added value of SMEs.   

From African perspectives, Afenya (2019) employed a quantitative method to determine how the market 

performance of SMEs businesses in Ghana's La-Nkwantanang municipality was impacted by the 

adoption and use of technology. The researchers selected 100 SMEs from the Madina La-Nkwatanang 

municipality and data were then analyzed using SPSS and clever PLS. Their study found that the 

adoption and utilisation of internet technology are influenced by several factors, including perceived 

simplicity of use, perceived usefulness, compatibility and cost-effectiveness. Nevertheless, there is a 

positive correlation between market performance and the use of internet technology. Meanwhile in South 

Africa, a study by Jeza and Lekhanya (2022) investigated the influence of digital technologies on South 

African business sectors, particularly in the KwaZulu-Natal province. The results indicate that online 

selling and digital marketing are the leading digital platforms successfully implemented by most South 

African SMEs.   

Though there may be paucity of literature on the influence of digital technology in Nigeria ‘s SMEs sector, 

however, it is beginning to gain traction in this recent time. Scholars like Ogbolu and Adelaja (2022) 

examined how important it is for unregistered small or microbusinesses in Nigeria's informal economy 

to utilize technology. The researchers conducted preliminary observations on unregistered business 

owners in the informal sector over a period to accomplish this goal. The results showed that although 

these business owners did not initially want to include technology into their business model, they 

eventually did by adopting basic cell phones, which provided them with great advantages over others in 

terms of increased customer networks through referrals and work flexibility.  

Inadvertently, the results of the interviews also showed that consumers were able to improve their 

personal security awareness and conduct business from the comfort of their homes thanks to the basic 
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technologies used by these unregistered and informal enterprises. Furthermore, Arachie, Dibua, Idigo, 

(2023) investigated the role of artificial intelligence in SMEs using a descriptive research design of 379 

sample size. Their findings show that most SMEs in Nigeria are still operated by hand. Chiekezie and 

Ezekwe‘s (2024) study investigated the performance implication of technological adoption of Micro, 

Small and Medium Scale Enterprises (MSMEs) through a survey research design, consisting of 5 874 

MSMEs registered with the Corporate Affairs Commission in Awka, Anambra State revealed that social 

media and increased customer reach are statistically significantly correlated while electronic customer 

relationships and prompt customer response are equally statistically significantly correlated.   

Theoretical Review  

Resource-Based View (RBV) and Dynamic Capability View (DCV) Theory   

To shed light on the influence of digital technology on SMEs, this study adopted the resource-based 

view (RBV) theory and dynamic capability view (DCV) theory.  Although both theories offer different 

perspectives, they emphasize the importance of resources and capabilities in shaping business 

performance. The RBV theory is a business strategy that uses a framework called VRIN to focus on 

how internal resources and capabilities contribute to competitive advantage. According to this theory, 

VRIN refers to the resources and competences that are valuable, rare, unique and non-substitutable to 

sustain competitive advantage (Lubis, 2022). For SMEs, digital technologies can be considered as a 

key resource, especially when they provide unique, value-creating capabilities that are difficult for rivals 

to imitate. The adoption of digital technologies can enhance SME’s existing resources and lead to 

improved efficiency, innovation and market competitiveness.  

Furthermore, since the market is constantly evolving, SMEs can leverage on other technologies like 

block chain, artificial intelligence, big data analytics and internet of things to harness valuable customer 

insights that can improve product offerings or marketing strategies (Chatterjee, 2021).  Dynamic 

capability view theory (DCV) is the most vibrant strategic management approach that expands on RBV 

theory by focusing on the businesses ‘ability to integrate, grow and modify internal and external skills to 

respond quickly to the ever-changing market environment (Pitelis, Teece, & Yang, 2024). The theory 

focuses on dynamic capabilities or the firm's ability to adapt and rearrange its resources and capabilities 

in response to changing market conditions. In the context of SMEs, digital technologies play a pivotal 

role in improving dynamic capabilities, particularly in responding to changing customer demands by 

leveraging digital tools not only to improve productivity, but also for agility, innovation and competitive 

positioning (Ononiwu, Onwuzulike, & Shitu, 2024).  

To unpack the objective of this study, the following hypotheses were hypothesized:  
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H01: Social Media Marketing Tools have no significant effect on the performance of selected SMEs in 

Anambra, Nigeria.  

H02: E-commerce platforms have no significant effect on the performance of selected SMEs in 

Anambra, Nigeria.  

Methods and Data 

The study adopted a quantitative research design to examine the influence of digital technology on the 

performance of selected SMEs in Anambra, Nigeria. Primary data were collected through a structured 

questionnaire that utilized a 5-point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree) 

and lasting. approximately 15–20 minutes. The respondents were informed that their Identity will not be 

revealed, and their participation was entirely voluntary, and they may choose to withdraw at any time. 

The study focused on two major components of digital technology: Social Media Marketing Tools and E-

Commerce Platforms. The data for this study was sourced from the National Bureau of Statistics, which 

provided information on the population of SMEs across different states in Nigeria. This dataset served 

as a foundation for analyzing the distribution and representation of SMEs within the study's scope.  

To determine the sample size for a population of 1 504 using a sample size estimation formula, one of 

the most commonly used approaches is Cochran's formula. However, since the population is finite, we 

will use the finite population correction (FPC). Where:  

𝑛0 is the initial sample size (for an infinite population); 𝑍2 is the Z-score, based on the confidence level 

(95%); 𝑝 is the estimated proportion of the population (0.5); 𝑒 is the margin of error (0.05).  

Adjusting for finite population as we have   

N is the adjusted sample size for a finite population and N is the population size (1504 in this case)  

Confidence level =95% (Z=1.96)  

Margin of error =5% (e = 0.05)  

Estimated proportion = 0.5 (p = 0.5).  

 

 

Therefore, n0 is 384.16. But, 
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Therefore, the sample size required is approximately 306 participants. The questionnaire was designed 

to capture data on the usage and impact of Social Media Marketing Tools and E-Commerce Platforms 

on SME performance. The constructs measured included business visibility, customer engagement, 

sales growth and operational efficiency. The instrument was pretested with 30 SMEs for reliability, 

yielding Cronbach ‘s alpha values between 0.79 and 0.88, indicating high internal consistency.  

The data analysis utilized IBM SPSS Statistics (version 28.0), employing various analytical techniques 

to explore the relationships and effects of digital technology tools on SME performance. Descriptive 

statistics summarized the data using measures such as mean and standard deviation, providing an 

overview of the dataset's central tendencies and variability. Correlation analysis assessed the 

relationships between digital technology tools and SME performance, identifying potential linkages 

between variables. Additionally, multiple regression analysis was applied to evaluate the effects of 

specific tools, such as social media marketing tools and e-commerce platforms on SME performance, 

offering insights into their contributions and overall impact.  

Results 

Descriptive analysis indicated that many of the SMEs reported frequent use of social media platforms 

such as Facebook, Instagram and WhatsApp for marketing, with a mean score of 4.12 (SD = 0.81). 

Similarly, e-commerce platforms were moderately utilized, with a mean score of 3.85 (SD = 0.92).  

Correlation Analysis  

Pearson correlation analysis was conducted to evaluate the relationships among the variables. The 

results in table 1 below revealed the following: 
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Table 1: Correlation 

5% level of significance; * implies sig  

Social Media Marketing Tools and SME Performance: r = 0.72, p<0.001  

E-Commerce Platforms and SME Performance: r=0.68, p<0.001  

This result suggests at 5% level of significance there is a strong positive correlation between digital 

technology tools and SME performance in Anambra state.  

Regression Analysis  

A multiple regression analysis was conducted to evaluate the effects of Social Media Marketing Tools 

and E-Commerce Platforms on SME performance. The regression equation used is in this study is 

highlighted below;  

𝑌 = 𝜃0 + 𝜃1𝑋1 + 𝜃1𝑋2 + 𝜀 Where:  

𝑌 = SME performance (dependent variable); 𝑋1 = Social Media Marketing Tools (independent variable); 

𝑋2 = E-Commerce Platforms (independent variable); 𝜃0 = Intercept.  

𝜃1; 𝜃2 = Coefficients of independent variables and 𝜀 = Error term.  

 

Predictors variable Coefficient 

(𝜃) 

Standard 

Error 

T-Statistic p-value Interpretation 

Intercept (𝜃0) 1.45 0.25 5.80 <0.001 Significant intercept 

Social Media Marketing Tool 

(𝜃1) 

0.53 0.06 8.62 <0.001 Significant positive 

effect on performance 

E-Commerce Platforms (𝜃2) 0.41 0.07 7.15 <0.001 Significant positive 

effect on performance 

  Social 
 Media  
Marketing 
Tools  

E-
Commerce  
Platforms  

SME  
Performance  

Social Media 
Marketing Tools  

1      

E-Commerce 
Platforms  

0.72 (0.021) *  1  
  

SME Performance  0.68 (0.007) *  
  1  
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R2 0.729 

Adj R2 0.682 

F (2,219) 45.76, (<0.001) 

Table 2: Model Summary 

The R2 suggests that 72.9% of the variance in SME performance is explained by the model while the 

adjusted R2 of 0.682% is adjusted for the number of predictors, maintaining the model‘s robustness 

while the overall model is statistically significant.  

Diagnostic Tests Summary of Diagnostic Tests 

 

Table 3: Summary of Diagnostic Tests 

Diagnostic Test  Test 
Statistic  

p-
value  

Interpretations  

Multicollinearity (VIF)  1.35, 1.27  ===  No Multicollinearity  

Normality (Kolmogorov- 
Smirnov)  

D = 0.12  0.21  
Residual  are 
 approximately normal  

Heteroskedasticity 
(BreuschPagan)  

χ2 = 2.84  0.24  No heteroskedasticity  

Autocorrelation (Durban- 
Watson)  

1.98  ===  No autocorrelation  

Model Specification (RESET)  F = 1.87  0.15  Model is correctly specified  
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Figure 1: Histogram of Residual 

 

Figure 2: Q-Q Plot of Residuals 

The diagnostic tests are summarized in Table 3; the normality of residuals was assessed using the 

Kolmogorov-Smirnov test and a histogram of residuals. The Kolmogorov-Smirnov p-value: is 0.21 

(Insignificant; residuals are approximately normal) while a histogram of residuals and Q-Q plot in Figure 

1 showed residuals approximating a normal distribution. The regression analysis and diagnostic tests 

confirm the validity and robustness of the model. Both Social Media Marketing Tools and E-Commerce 

Platforms significantly influence SME performance in Anambra State. The model is well-specified, with 

no violations of key assumptions.  
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Discussion 

The findings of the current study indicate a significant positive influence of digital technology on the 

performance of small and medium-sized enterprises (SMEs) in Anambra State, Nigeria. Specifically, the 

regression analysis highlights that Social Media Marketing Tools (SMMT) and E-Commerce Platforms 

(ECP) have substantial coefficients of 0.53 and 0.41, respectively, demonstrating their integral roles in 

enhancing marketing reach, operational efficiency, and customer engagement. The high adjusted R-

squared value of 0.729 underscores the model's robustness, explaining 72.9% of the variance in SME 

performance, while the significant predictors with p-values less than 0.001 reaffirm their critical 

importance in driving growth and productivity.  

Additionally, these findings resonate with previous studies that also explored the influence of technology 

on SMEs. For instance, Afenya (2019) found that the adoption and use of internet technology positively 

impacted market performance in Ghana's La-Nkwantanang municipality. Their study highlighted factors 

influencing technology adoption, such as perceived ease of use and cost-effectiveness, which parallels 

the notions of usability and accessibility seen in SMMT and ECP in Anambra State. The positive 

correlation established between internet technology adoption and market performance reinforces the 

assertion that modern digital tools can significantly enhance SME outcomes. 

Similarly, the research by Seclen et al. (2022) emphasizes the positive effect of digital technology on 

productivity and net sales, pointing out that the type of digital technology adopted, and firm size also 

play critical roles in these relationships. This aligns with the findings of the current study, where SMMT 

and ECP contribute to increased productivity among SMEs in Anambra, suggesting a similar narrative 

where the integration of specific technologies fosters enhanced performance. Ogbolu and Adelaja 

(2022) further contribute to this discourse by discussing the barriers and eventual adoption of basic 

technologies by unregistered small businesses in Nigeria's informal economy. They showed that even 

the simplest forms of technology could yield significant advantages, such as increased customer 

networks. This highlights the crucial role that technology, regardless of complexity, can play in driving 

growth and innovation, aligning with the presented results from Anambra SMEs. Another study by 

Chiekezie and Ezekwe (2024) confirmed a statistically significant correlation between social media 

usage and customer reach, reinforcing the notion that digital tools facilitate enhanced customer 

interactions and operational success, much like the findings in this study. 

However, though the current study demonstrates a strong positive influence of advanced digital 

marketing tools (SMMT and ECP) on SME performance in Anambra State. On the contrary, Arachie et 

al. (2023) study found that many SMEs in Nigeria still operate with minimal technological adoption, 

primarily relying on manual processes, indicating a potential lag in the widespread adoption of advanced 

digital tools among SMEs, which contradicts the indicated high efficacy of SMMT and ECP in the current 
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study. Additionally, Ogbolu and Adelaja (2022) noted that informal business owners initially resisted 

incorporating technology into their business models. This indicates that not all segments of the SME 

population perceive technology as valuable for customer engagement, potentially contradicting the 

general assertiveness of the current study regarding the benefits of technological integration. 

The findings in Anambra State present a strong positive influence of digital tools on performance, but 

they do not explicitly address the perceived ease of use or other adoption-related factors that might 

hinder or facilitate the integration of such technologies. Lastly, this study focuses on the performance of 

SMEs in a specific geographic context (Anambra State) without addressing whether particular sectors 

have disproportionately higher adoption rates of SMMT and ECP. This sectoral divergence could 

suggest that the findings are not universally applicable across different types of SMEs. 

Conclusion 

The performance and expansion of SMEs businesses around the world have been revolutionized by the 

integration of digital technology into business management. The digital technology adoption in Nigeria's 

Anambra state has significantly increased the productivity and expansion potential of SMEs businesses. 

The use of social media marketing tools is essential for increasing customer interaction, brand visibility 

and market reach - all of which have enhanced the operational performance of SMEs' businesses in 

several ways that can be measured. Likewise, the adoption of e-commerce platforms has facilitated 

broader market access, streamlined operations and boosted revenue generation. These results 

emphasize the critical role of digital technology tools in promoting the competitiveness and sustainability 

of SMEs in Anambra state Nigeria demonstrating the need for targeted support and investment in digital 

technology adoption for small businesses. The study concluded that digital technology has a significant 

effect on the performance of SMEs in Anambra.  

Recommendations  

The study’s recommendation is based on the findings regarding the significant influence of digital 

technology on selected SMEs in Anambra, Nigeria, it was recommended that; 

• The owners of SME businesses should prioritize the integration of social media marketing 

tools since it has a significant positive effect on their performance to enhance their brand 

visibility and customer engagement. Also taking advantage of platforms like Facebook, 

Instagram and WhatsApp can provide cost-effective avenues to reach a broader audience 

and drive business growth.   

• The owners of SMEs should invest in and actively utilize e-commerce platforms to expand 

market access, streamline sales processes and boost revenue.   
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Practical/Managerial Implications  

The insight from this study may be used to encourage SMEs to adopt affordable social media and mobile 

platforms to expand customer reach and engagement.  

Contribution of the Study  

This study offers significant insights into how digital technology adoption by SMEs influences broader 

socio-economic outcomes, such as employment, income inequality, or community development in 

Anambra and how to anchor this towards improving operational efficiency and competitive advantage. 
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