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Abstract.
This research explores the influences and effects of social media on the small businesses. The research has been motivated by the desire to investigate the influences of social media based practices on small business performance. The study is focused to find out how the integration of social media in small businesses can pioneer their survival and success. According to the study literature, many small businesses have flourished with the greatest portion of their success subscribing from social media. It also defines that small businesses are more favorable to the social media practices than bigger enterprises. The study applied case study methodology to gather information. The study found that many demographic have wider access to the social media (Ramanathan et al., 2017). 
Also, many businesses have an active account (s) with Twitter, Facebook, Whatsapp and LinkedIn which they use to interact and handle their customers. The study identified that social media promotes awareness and inquiry, enhances competitive advantage and good customer management. The study has significant implication for the current businesses and small entrepreneurs. It suggests that all businesses should adopt this trending and cost-effective practice to boost their operations.
Key Words: Business performance, Sales promotion, Customer relation, Social Media, and influence.
Introduction.
Social media technology in the recent “buzz” behind the tremendous performance of every small business. Advancement in technology has become a trend which has lately integrated into small business organizations. Technology has significantly empowered small business companies by having wider access to social media unlike the case with large companies (Ramanathan et al., 2017). Small businesses do not have to incur a lot of expenses to in social media to support their operations. The use of popular social media sites like Twitter, Facebook, Whatsapp and LinkedIn has facilitated the growth of small businesses. Social media enables small businesses to exchange information on technical production practices promptly. It benefits by enhancing communication between the organization and its customer thus making the relationship stronger. It allows small businesses to achieve their goals and objectives. 
Currently, social media is the most effective advertising strategy applied by small businesses to attract potential customers with the aim of accessing a wider market share. In this context, social media has provided the opportunity to grow small businesses through achieving market success.  With social media, almost every facet of a small business organization is possible; ranging from recruitment, production, marketing, and analyzing sales returns among other factors. Considerably, everyone must start somewhere in the midst of social media websites to support his or her business initiatives due to its expanding benefits. Online presence has become a necessary factor for every business today. This study diversifies its potentials to shed light on how social media influences and affects small businesses in the contemporary world.
Literature review.
Social media is a computer-based technology that enhances easy sharing of information and ideas as well as establishing virtual networks and communities. According to Swani et al., (2017), social media is an internet depending technology that offers the user a convenient channel of sharing personal information and additional content in the form of photos, videos and texts. Consumer engages in social media through an electronic gadget which can either be a computer, a tablet, or a smartphone through a web application or web-based software which facilitates messaging. Different scholars have hinted that social media originated as a platform where people could commentate and interact with relatives and friends. 
Ramanathan et al. (2017) explain that technology appears to mean everything in the contemporary world. The social media practices have often been integrated into the business world to facilitate and ease business operations and transactions. It has been found that the social media has the power to simultaneously connect producers, manufacturers, distributors, retailers and the consumer in wider contexts. Interestingly, social media users tend to spend quite long time on the internet.
Solomon, (2017), in his article, explains that social media is a group of online communication networks committed society based participation, cooperation, exchange of information and also interacting to one another via a common platform. He outshines that there are different forms of social media applications which include social networking, wikis, social forums and social bookmarking among others. Broadly, social media incorporates other online pages which rely on internet and user integrated information. These include Facebook, YouTube, LinkedIn and Twitter. 
Different articles have also shown that the concept is social media is an array of constantly changing internet tools as well as applications which are significantly used to transmit and share information and also allow those of human nature to interact. He et al., (2017) identifies that social media technology is used in the form of links, videos, pictures and texts which are exchanged amid organizational and customers.
A study by Scuotto et al. (2017) identified that social media is quite significant in the modern day. For instance, the famous Facebook has over 700 million users. Among these, 45 percent engage in everyday logging. A report by Twitter CEO, Twitter has roughly 300 million authorized users with 60 million subscriber loggings on a daily basis. This shows that social media provides businesses with a variety of opportunities in which they should embrace by deploying their services (Scuotto et al., 2017). Both Twitter and Facebook allow a consumer to tag and follow products which are of their interest in a relative manner and hence making social media appropriate for the small business organization.
Another study by Benitez et al. (2018), defined that social media technology means more than sharing and exchanging information amid its end users. It has other valuable uses when it comes to the business world. Social media is seen as a platform for uncovering business insights, a tool for customer care, and channel of changing business organizations while instilling transparency and accountability and customer loyalty. Benitez et al., (2017) finds that both small and big corporation are greatly interested in social media to advance their operations.  However, a report by the University of Maryland Study has indented that small businesses have a great turn-up to adoption to social media which has doubled from 13% to 26% in 2017. Twitter and Facebook are reliable means of connecting business with its customers, but at some point, this practice does not work.  
Other scholars have identified that marketing is the most significant practice for business survival and success. Small businesses have more opportunities to succeed than it has been the case before. According to Porter & Kramer, (2018), marketing for small businesses was orally performed in the past to publicize and sell their product. However, this is not the case today. Social media technology has often supplemented these practices by designing more efficient connections and relationships between businesses, employees and customers. 
Scholarly work by Hansen et al. (2018) shows that social media technology allows business entities to interact with their clients, understand each other and establish relationships. Small businesses are on the verge of gaining popularity and accessing a wider market share. To attain these goals, businesses must thoroughly investigate demographic characteristics and present themselves to the customers. Porter & Kramer, (2018) hints that majority of customers are hanging out in the social media blogs and hence businesses have to venture into these social networks. In this context, social media avails many opportunities for the small enterprises to market their products to the most profitable customers. According to Hansen et al. (2018), small businesses are struggling to access their customers over the media.
As presented in the 2017 Small Business Technology Impact Study, social media technology is the leading contributor to the survival of small businesses in almost every economy of the modern world. The study hints that social media contributes over 98% success of small entrepreneurs in the U.S and hence this has made business quite important in the USA economy. The U.S census data in 2007 indicates that only 6 million small businesses had employees. In 2008, the number of small business with employees had increased to over 20 million. The census data indicated that over 15 million small businesses had integrated their business operations with social media and this had diversified their performances (Colicev et al., 2018). The businesses were found to have growing market access and increased demand for their products as a result of social media advertisement.
A report by the Harvard Business Review has outlined that social media technology is significantly changing the way small businesses carry out their activities and that it has both benefits and disadvantages. The report states that manager and chief executive officers have been able to create comprehensive business strategies to boost their business performances. According to Ainin et al. (2015), business leaders are using social media to establish cheap and highly accessible advertisement platforms where they can communicate identity and build brands in broader markets. 
Managers can easily engage in social media and exchange information with peers, customers, employee and the wider public to show commitment, polish relationships and also define the ability to reflect customer needs promptly. Small business managers have been carrying out employee evaluation, motivation and appraisal via the social media. Ainin et al. (2015) explain that managers integrate customers concerning their service delivery to identify strengths and weaknesses. Managers often motivate top performing employees by appreciating them through public platforms.
According to Dahnil et al., (2014) social media is a great and risk for small business performance in that it disrupts business reputation to its customers. The article teaches that incorporation of social media services such as Facebook, Twitter and LinkedIn encourages employee’s laxity and may result in poor customer attendance. 
 According to (Swani, 2017), that social media for business eases recruitment practices. Small business enterprises advertise vacancies through the social media and also sent interview qualification texts. Swani et al. mentioned that social media does not only imply socialization as the name suggests, rather it helps to excavate information from many relevant sources outside the organization. This keep manager and his team updated concerning the trending issues in the market thus establishing a basis for making technological changes to meet the prevailing needs. 
Methodology.
The research utilizes case study methodology to gather information. The case study is characterized by semi-structured interviews with the business owners or managers in San Francisco where businesses seem to thrive easily. The study focuses on two major case studies of two small businesses namely; Joie De Vivre and The Crème Blue Cart.
The Creme Brulee Cart.
Food Carts have become familiar to almost every potential customer in the US. Food from street carts has recently become the most favorite for San Franciscans (Scuotto et al., 2017). They have significantly gained popularity from one customer to another. Since the food carts have no set locations, the social media has been their best strategy to inform their customers on the services and products, their offers and also giving directives. Twitters has been the most effective platform. 
Curtis Kimball (the owner of popular Crème Brulee Cart in San Francisco) has had a tremendous performance in his food cart business within a short span of time. Through Twitter, he has significantly amassed over 15,000 followers in less than one years. He argues that many of his customers come from Twitter. He argues that Twitter has given him a chance to give customer direction to find his cart’s location. Kimball has been able to give the customer the real reason why they should follow him and demand his services. Additionally, Twitter for Kimball serves as a platform to inform customers on what flavor of creme he is serving in each particular day (Scuotto et al., 2017). 
Kimball reports that Twitter grants him an opportunity to nourish his relationship with customers. It opens an opportunity for customers to recommend the quality of services and also asking them for suggestions on what custard to offer and where to locate his cart. Through Twitter, Kimball has been strong to maintain a humorous relationship. Interestingly, Kimball accounts that since initiation of his business, he has never had a marketing budget, however, Twitter has been a significant approach to acquire more fans. It has been a valuable source of referrals from his customers. 
Joie De Vivre case study.
Joie De Vivre is a small company which has 33 luxury hotels in current California. The company has widely applied social media platforms to make sales and marketing for its products. Interestingly, the Hotel Group’s has set goals and strategies which it seeks to accomplish through the social media. It aims to disseminate coupons and deals to fans and followers on both Twitter and Facebook. Strategically, the Joie De Vivre twitter account tweets exclusive deals to 10,000 followers every Tuesday. Fans have only limited hours to book the discounted rooms. This practice has deeply helped the Hotel group to market and promote its business while fighting for improved customer relationships. The company has also managed to offer the same deals and coupons (Porter & Kramer, 2018). 
The company marketing vice president has explained that the company marketing strategy budget has significantly declined due to the cheap deals and coupons which regularly publicize its properties. The business has partnered with coupons site to supply coupons for the group’s restaurant, and this has necessitated cheap deals in the company. Social media has helped the company to improve customer services by giving the managing team responsibility to monitor customer conversations on Facebook, and Twitter.
Findings.
The research identified that enormous benefits and effects are attached to social media and websites. One of the major findings is that social media increases awareness and inquiries about business practices. As such, businesses can easily update their potential customers about the products they offer and also give them a chance to inquire any product that they would like to be served with hence building business image (Colicev et al., 2018). Social media increases the number of the new customer to small businesses. 
Social media quickly share information about the efficacy of brand from neighborhood to neighborhood this reaching new customers. Social media maintains and establishes new relationships with customers in through continuous interaction.  It increases business potentials to access new customer. It opens a gap for the business to venture into new deals which could often boost its performance. It facilitates co-promotion of local businesses and hence establishing a good image for the small business. 
The research identified that social media is a cost-effective approach for publicizing small businesses. This is because no budget is required to share information through Twitter, Facebook and any other web page of this form. It provides different approaches to carry out a business evaluation. Small business owners can easily get recommendations on their services and allow them to define where a change is needed. Moreover, customers can easily give suggestions concerning which product they want to be supplied with, what location and time.
Social media enhances connectivity. Through these affordable platforms, small businesses can effectively connect with their customers concerning any change in choice and preferences. It keeps businesses informed about changes in consumer lifestyles as well as resources and thus taking the necessary measure to cope with the changing interests.  
Though social media, small businesses can improve customer insights. This is because managers can best understand their customers. They can focus on new customer opinions and which network fit which demography.  The research identifies that social media technology enables businesses to meet and improve customer services by focusing on customer grievances and concerns instantaneously and these interests customers for further recommendations. 
Another finding is that social media affects sales. Growing business exposure on social media entices customers to buy the product. Interestingly, it increases sales by changing potential customers to real customers (Colicev et al., 2018). Also, the practice enables small business to identify new market space and thus enhancing increased sales. Social media facilitates improved customer management. Through Twitter, Facebook, LinkedIn and more, managers can reach their online community. The principle advantage is that these platforms offer an opportunity to polish the relationship amid company and its customers. In addition to this, the company can also utilize the real-time online connections with its active and potential clients to convey the company information. Through tweets, the company can significantly share the common information to specific customers and demographics.
Social media is a business advantage in that it enhances market research. The research identifies that interaction between business and its customers enables it to explore different customer’s culture, lifestyles and views that affect customer behavior (Dahnil et al., 2018). It serves as an arena to profile the target audience to develop advertising and marketing strategies. Through social media conversation, companies can easily detect factor which can affect their existing market opportunities and come up with solutions. In conjunction with this, social media enhances product marketing. It is easy for a business to transact with the customer via social media. This occurs as a result of other product promotion strategies. Small businesses can conduct employee recruitment via social media; a more cost-effective approach.  
Borrowing from the research, social media helps small business to achieve competitive advantage. It gives the business a chance to listen and examine competitor’s messages and use them to develop more competitive business strategies and practices which significantly counter the competitor’s creativities. This mechanism enables small businesses to gain dominance by accessing the wider share in the local markets. 
Discussion.
From the above information, it is true that social media is a trend which has led to the eruption of small business enterprises in the global economy. Interestingly, the practice has boosted operability of small business by pledging new practices and mechanisms in which managers can direct their team to diversify performance. As seen in the Joie De Vivre case study, the manager was able to direct his team in a new way of running the hotel groups. The manager was assigned a new responsibility to track customer conversation and to ensure that all practices were in control. This practice has importantly boosted the hotel group’s performance. Additionally, there are many ways in which businesses can subscribe to the social media approaches to grow the existing customers and have them motivated. Significantly, if social media subscribers had nothing to gain from the relationship, they would not follow or fan a business. 
The study generates evidence of the existing potential benefits of utilizing social media in business practices. Importantly, it enlightens small entrepreneurs on the benefits of integrating the social media into their daily practices (Dahni et al., 2014). It gives a chance for small businesses to creatively network and establish relationships with other businesses to increase brand regeneration hence joint business promotion. 
Interestingly, social media gives small businesses an opportunity to expose their audience to different levels. For instance, the business can add impact to its customer by either commenting or liking clients own posts on the business website. This practice enhances exposure of the business to the best friends of followers and fans and hence new business access. Stimulating information facilitates interaction, and thus, firms should consider posting only information that adds value to the audience.
Conclusion.
The study demonstrates well that social media greatly influences and affects small businesses in varied ways. According to the literature review, it is apparent that many customers spend their significant time on the internet. This shows that the social media is full of potentials for continued business survival and success. Besides, the social media influence small business by promoting practices. It supports improved customer relation, it gives an opportunity for reaching new customers, and it enhances sales and marketing practices, and also sales promotion. More interestingly, social media allows business to achieve competitive advantage over their competitors. It facilitates improved customer relation by listening to their grievances and keenly attending to them. The research information is quite reflective to the modern day business life. It provides preliminary insights for additional research in the effectiveness of social media and web pages to the small business. 
Literature has informed that many small businesses do not have a binding strategy when they start using social media and this is a risky practice. It is therefore recommendable that small businesses should keenly adopt a social media platform that best suits their practices while promoting their customer relationships. Also, it is not effective to establish social media account and let it remain demand. Small businesses must strategically participate in these channels while engaging their customers. In general, special media is an important trend, and thus every business must show concern to its performance by adopting these platforms. Social media is an open entity, and thus it should incorporate both small and big corporations since they all have the same interests.
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