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Abstract—Small and medium-sized enterprises – including those in the 

business consulting sector – are strategic for the growth of the South African 

economy and for the growth of marginalised economies by creating jobs and 

generating profits. However, the survival of SMEs is challenged by competitive 

pressure from international consulting firms such as PricewaterhouseCoopers, 

McKinsey and KPMG [8]. Small and medium-sized business consulting firms 

must adopt innovative survival strategies. Effective use of social media strate-

gies is one strategy that SMEs should follow to influence brand awareness and 

brand loyalty and create a competitive advantage. An inability to use social me-

dia as a business strategy results in poor brand awareness, reduced sales and a 

closure of business. It is against this background that this study aimed to assess 

customers’ perceptions of social media strategies employed by the small and 

medium business consultancy firm, investigate the relationship between social 

media strategies and brand awareness, and evaluate the relationship between 

brand awareness. A quantitative descriptive research methodology, using a 

structured questionnaire was employed to collect data from a sample of 231 

customers at the business consultancy. The Statistical Package for Social Sci-

ences version 25 was employed to conduct descriptive and multivariate analy-

sis, including mean, standard deviation, correlation and regression analysis. 

Overall, the findings show that social media strategies had a statistically signifi-

cant positive relationship with brand awareness. The research findings hold ma-

jor implications for theory and practice. 

Keywords—Social media, brand awareness, business consultancy competition 

1 Introduction  

South Africa requires input from small and medium-sized enterprises (SMEs) to re-

juvenate the country's economy, which is facing a 29.1 per cent unemployment rate 

[7]. SME prosperity is important because it influences economic growth, job creation 

and income generation [16]. Moodliar [21] notes that SMEs participate in various 

sectors including the business consultancy industry. It is unfortunate that most SME 
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consultancy firms in South Africa are collapsing in the face of competition from es-

tablished consultancy firms like PricewaterhouseCoopers (PwC) and KPMG [8]. As 

information and communication technology (ICT) is gradually becoming a bigger and 

more relevant part of the daily life of individuals [49], it is recommended that social 

media tactics be used effectively as one of the methods for creating brand recognition 

and brand loyalty and staying competitive on the marketplace [23]. Failure to develop 

social media strategies leads to poor brand awareness and loyalty, which ultimately 

leads to undernourished market share, lower income levels and eventual business 

closure [16]. Authorities, like Barreda, Bilgihan, Nusair and Okumus [3] and Siddique 

and Rashidi [28] lament the fact that most SME consulting firms have not yet realized 

how important it is to handle social media strategies effectively. Barreda et al. [3] 

explain that failure to implement social media campaigns leads to a loss of brand 

recognition and loyalty. According to Rukuni et al. [24] and Zernigah and Sohail [36], 

the analysis of consumer attitudes towards social media approaches used to create 

brand recognition and loyalty is an effective strategy for social media management. 

Against this background, it can be noted that there are some gaps in the existing 

empirical literature relating to an understanding of how social media strategies would 

influence building brand awareness; hence, there is a need for further scholarly intro-

spection. Most international studies have been conducted in countries such as the 

United Kingdom (UK), Spain, Ireland, France, the United States of America and the 

Netherlands. For instance, Eid, Abdelmoety and Agag [9] examined the antecedents 

and consequences of social media marketing use among UK exporting business-to-

business (B2B) SMEs. In addition, Stojanovic, Andreu and Curras-Perez [31] deter-

mined the effects of the intensity of the use of social media on destination brand equi-

ty among tourists who had visited the city of Valencia in Spain. Additionally, Jones, 

Packham, Beckinsale, Durkin, McGowan and McKeown [15] conducted a study, 

which explored social media adoption in SMEs in Ireland. Furthermore, Cawsey and 

Rowley [5] conducted a study, which focused on social media brand-building strate-

gies amongst marketing professionals involved in managing social media programmes 

in B2B companies from France, Ireland, the United Kingdom and the United States. 

Moreover, Van Puijenbroek, Poell, Kroon and Timmerman [32] studied the relation-

ship between social media use and learning activities undertaken by employees of 

three multinationals firms based in the Netherlands. 

Within the South African context, previous scholars have conducted their studies in 

various contexts, by focusing on –the adoption of social media marketing by South 

African banks [6]; the effectiveness of using social networking technology for mar-

keting in South Africa [17]; the adoption of social media and social media marketing 

by dentists in South Africa [29]; he use of social media and social networks as the 

promotional tool for rural small, medium and micro enterprises in KwaZulu-Natal 

[19]; and the influence of social media service quality on client loyalty in the South 

African banking industry [11]. 

Based on the above-mentioned South African studies conducted in different con-

texts, the relationship between social media strategies and brand awareness in South 

Africa has not been explicitly discussed. Therefore, it would be naïve and unwise to 

conclude a priori that results from the developed world can be applied without ques-
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tioning in developing nations, such as South Africa. Therefore, this lacuna is subject 

to clarification and often requires addressing itself. 

The rest of the article progresses as follows: firstly, the problem statement is pre-

sented, and followed by the significance of the study. This is followed by a report on 

the review of literature and the development of the conceptual model as well as the 

hypotheses statements. The methodology that guides the study is then discussed. Fi-

nally, the results of the study, the discussion, implications and suggestions for future 

research are provided. 

2 The Problem Statement, Research Objectives and the Study 

Question 

SME consultancy firms in South Africa are experiencing extreme competition from 

global consultancy firms (i.e. PwC, KPMG, McKinsey and company) [8]. Keskin et 

al. [16] contend that the sustainability of these SME consultancies is strategic for 

South African economy growth. South African SME consultancy output leads to job 

growth, a rise in income and an alleviation of poverty. Owino et al. [23] recommend 

that customer assessments on the proper use of social media strategies be one of the 

methods that SME consultancies can use to build brand awareness and hedge against 

competition from global consultancy firms. This current study also plays a major role 

in uncovering the connection between social media strategies, brand awareness and 

brand acceptance within South Africa 's SME consultancy companies. In this study 

the research objectives were as follows: 

• To assess customers’ perceptions of social media strategies used by a business 

consultancy firm  

• To investigate how a social media strategy would influence brand awareness  

The research question was formulated in terms of the extent to which social media 

strategies influence brand awareness of a business consultancy firm in the City of 

Tshwane. 

2.1 Significance of the study 

In line with social media, brand awareness and brand acceptance, the present study 

is of great significance for the management of the SME consulting firm and the theory 

extension. Carrying out this analysis aided the SME consulting company in formulat-

ing social media approaches with a customer-centric approach. Consequently, this 

study gave the SME consultancy firm an opportunity to understand the perceptions of 

its customers regarding their use of social media to build brand awareness. The find-

ings from this study can be used as a reference point from which activities can be 

updated in line with social media use. Social networking became a recent and growing 

tool by which customers are reached. It is important for the SME company to follow a 

customer-cantered approach to advice the appropriate use of the channel to gain brand 

awareness, create brand popularity, increase sales and eventually growth. This study 
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connected theory of social media with brand management in the context of SME con-

sulting firms, a field that has remained unexplored in literature until now. Conducting 

this research offered an opportunity to check the relationship between social media 

views of the consumers and brand awareness. A description of the literature review 

that provided the basis for this analysis is presented in the next section. 

3 The Literature Review 

Pamacheche, Chinomona and Chuchu [38] argue that literature serves the function 

of sharing results from other studies relevant to the research at hand, linking the re-

search to a broader ongoing literature conversation as well as filling gaps and expand-

ing previous studies. Therefore, the literature was reviewed around the variables of 

this research after a search on academic online databases and search engines. This 

section of the literature review discusses the various variables of research being stud-

ied as part of this study. 

3.1 Social media 

The most recent interactive form of social interaction comprises social media [1]. 

Shishikala and Mahapatro [27] define social media as a platform used by a business to 

generate content that is intended to encourage consumers to share messages with 

family and friends, thus creating brand awareness and advocacy. Social media oper-

ates across such sites as Twitter, Facebook, WhatsApp and Instagram [2]. Additional-

ly, Papadakis, Zaranis, and Kalogiannakis [37] explained that interacting with digital / 

social media technologies provides creative freedom for individuals to explore useful 

content. Appropriate strategies must be used to realize the effective use of the social 

media. Rukuni et al. [24] and Zernigah and Sohail[36] point out that social media 

strategies are informative, entertaining, avoiding irritation and creditable as sources. 

Appropriate utilization of social media strategies creates a competitive advantage. 

Social media effectiveness is based on the strategies the user adopts in promoting 

brand awareness and loyalty [22];[25]. The current study argued that adopting a cus-

tomer-centric approach is compulsory from a customer perspective to inform social 

media strategies. In the subsections below, social media strategies are further ex-

pounded. 

3.2 Informativeness 

Informativeness refers to the level of usefulness to its customers of information 

carried by social media platforms [4]. Zernigah and Sohail[36] as well as Saadegh-

vaziri and Hosseini[25] allude to the point where social media platforms, such as 

WhatsApp, Twitter, Facebook and Instagram, are useful, depending on the level of 

information they carry. Organisations will exchange knowledge about the functionali-

ty of their goods and services with social media employees [13]. Pricing and pro-

motional messages can include information that can be exchanged via social media. 
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Hutter, Hautz, Dennhardt and Fuller [14] explain that social media is therefore an 

excellent platform through which an organization can disseminate important infor-

mation to its market, particularly when it can tailor the content to the requirements of 

customers. Kioko [18] also found that the more informative the social media plat-

forms are, the greater their impact on building awareness and loyalty to the brand. 

Consequently, the current study sought to understand the perceptions of customers 

about information and its influence on brand awareness in an environment involving a 

SME consultancy firm. 

3.3 Entertainment 

'Entertain' is defined as the act of pleasing a customer's use of words, images, and 

videos through a social media platform [28]. According to Vries and Carlson [33], 

businesses use entertainment to tip social media posts to their consumers ' needs. 

Therefore, entertainment has become an important strategy used in social media strat-

egies. Shashikala and Mahapatro [27] accept that social media posts will bear some 

amusing qualities for the intended target audience to achieve readability. In addition, 

Dehghani, Niaki, Ramezani and Sali [47] have decided that providing a higher enter-

tainment value is likely to give media consumers a profit that encourages them to use 

the media more often. So, entertainment is an important tool that businesses can use to 

ensure the impact of social media. However, consumers should be assessing the suffi-

ciency of the entertainment interest of a social media post. 

3.4 Irritation avoidance 

'Irritation' refers to the level of annoyance arising from reading content on social 

media [24]. Zernigah and Sohail [36] state that messages on social media need to be 

free of irritating aspects. It's easy to pass non-irritating social media messages from 

one customer to another [34]. A firm's ability to track social media irritability is a 

popular strategy that strategic organisations should adopt [13]. Non-irritating messag-

es are often crucial to creating recognition and loyalty for the brand. It was relevant 

for the SME consultancy firm under study to understand their customers' attitudes 

regarding the degree of frustration reflected in the message of social media. 

3.5 Source credibility 

The information source's credibility is a key component which customers consider 

when receiving social media messages [35]. According to Ghane, Shokrizadeh, 

Omidvar, and Comyab [12], different factors affect the credibility of social media 

posts, such as the company's reputation for sending the message and the number of 

years of existence. It's also important to note that the higher the message's credibility, 

the greater its impact on building brand awareness and loyalty [4]. Hence, the re-

searchers tried to grasp consumer expectations of the SME consultancy firm's credi-

bility. 
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3.6 Brand awareness 

Brands can effectively improve their robust customer relationships [46]. Brand 

awareness is recognizability, information, and product ideas [40]. Ekhveh and Dar-

vishi[41] and Kalogiannakis and Papadakis [50] point out that brand awareness is 

linked to the information node in memory; their brand awareness is defined by the 

ability of consumers to recognise a brand under a variety of conditions. Jamil and 

Wong [42] defines brand awareness as a brand identity and a brand recall. Brand 

awareness generates a great connection between memory and a particular brand [43]. 

Brand awareness is one of the key factors in creating brand added value and is also 

seen as one of the key factors influencing customer perception. Today, social media 

not only reinforce current consumer-to-customer and firm-to-customer relationships, 

but also bring a transition to traditional alternatives, improving firms' ability to engage 

with consumer dialog and thereby increasing their contact tool [47]. Social media will 

create and increase brand awareness [48] because a large number of people are al-

ready using social media, a brand name distributed across those networks will help 

inform people about it and distributed across the business, increasing brand aware-

ness. 

4 The Conceptual Theoretical Model 

The conceptual theoretical model displayed in Figure 1 is grounded on the viral 

marketing conceptual model developed by Rukuni et al. [24]. Based on this conceptu-

al model, it is conceptualised that there is a statistically significant relationship be-

tween social media strategies and brand awareness. In this study, social media strate-

gies represent independent constructs, comprising informativeness, entertainment, 

irritation avoidance and source creditability. On the other hand, brand awareness is 

the dependent construct. 

 

Fig. 1. Conceptual theoretical model (Adapted from: Rukuni et al. [24]) 
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Note: 

• H1: There is a statistically significant relationship between social media informa-

tiveness and brand awareness. 

• H2: There is a statistically significant relationship between social media entertain-

ment and brand awareness. 

• H3: There is a statistically significant relationship between social media irritation 

avoidance and brand awareness. 

• H4: There is a statistically significant relationship between social media source 

credibility and brand awareness.  

5 Research Methodology and Design 

The researcher’s ontological assumption in an objective manner was that social 

media informativeness, social media entertainment, social media irritation avoidance 

and social media source credibility are all instrumental in determining brand aware-

ness. Therefore, from the ontological perspective of objectivism of the research, this 

investigation adopted a positivist paradigm and deductive reasoning, as it seeks to 

discover a link between the variables presented for this analysis as well as the use of 

measurement instruments for gathering data. Hence, a quantitative approach was 

applied as it improves accuracy of findings by means of statistical analysis. The de-

sign was suitable to solicit the required information relating to social media informa-

tiveness, social media entertainment, social media irritation avoidance, social media 

source credibility, brand awareness and acceptance. Data collection was carried out 

using a self-completion questionnaire adapted from Rukuni et al. [24], which was 

adjusted to suit this study. A pilot study was carried out with 10 customers to ensure 

that the measurement tool was free from grammatical and spelling mistakes. The 

business consultancy firm had a total population of 250 customers in its database, and 

an online SurveyMonkey® questionnaire link was sent to every unit of the total popu-

lation by the business consultancy to allow conveniently available customers to par-

ticipate in the study. A convenience sample of 231 customers responded with com-

pleted questionnaires. The Statistical Package for Social Sciences (SPSS) version 25 

was used to conduct descriptive and inferential data analysis to obtain the mean, 

standard deviation, correlation and regression analysis. In line with the recommenda-

tions made by Saunders, Lewis and Thornhill [26], tests for reliability and validity 

were carried out using Cronbach’s alpha and factor analysis respectively. The next 

section presents the findings of the study.  

6 Results and Discussion 

This section provides the results on customers’ perceptions of social media strate-

gies, namely informativeness, entertainment, irritation avoidance and source credibil-

ity. A five-point Likert-type scale (strongly agree = 1; strongly disagree = 5) was used 

to measure perceptions of customers on each of the strategies. Customer perceptions 
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of each construct were calculated as a summated average of items under each  

construct. In this study, a mean value (0.1–2.0) indicated positive perceptions while 

(2.2–5.0) indicated negative perceptions on the social media strategy used by the 

business consultancy firm. Table 1 provides results on perceptions of customers on 

social media strategies. 

Table 1.  Perceived social media strategies – descriptive statistics (n = 231). 

 Constructs and items Mean SD 

 Informativeness 2.55 1.05 

SMI1 I find Facebook messages of the consultancy firm informative. 2.36 1.04 

SMI2 Marketing messages displayed on twitter for the consultancy firm are informative. 2.56 1.03 

SMI3 Instagram pages on social networking sites for the consultancy firm are informa-

tive. 

2.52 1.07 

SMI4 Facebook advertisements by the consultancy firm provide useful information 

about services. 

2.51 1.07 

SMI5 Facebook content of the consultancy firm are receiving many likes. 2.81 1.08 

 Entertainment 2.85 1.10 

SME1 I find marketing messages received from the consultancy firm via Twitter enter-
taining. 

2.79 1.10 

SME2 Facebook messages of the consultancy firm on social networking sites is enter-
taining. 

2.82 1.18 

SME3 The element of humour of the Facebook messages of the consultancy firm is 

entertaining. 

2.86 1.11 

SME4 I share the consultancy firm’s Twitter entertaining views about their services. 2.95 1.04 

 Irritation avoidance 2.92 1.07 

SMIR1 Facebook marketing messages of the consultancy firm are not a source of irrita-

tion. 

2.80 1.06 

SMIR2 I believe that Facebook messages from the consultancy firm do not contain virus-

es. 

2.86 1.07 

SMIR3 Marketing messages on Facebook of the consultancy firm are not irritating. 2.99 1.08 

SMIR4 The consultancy firm’s Twitter advertisements are not annoying. 2.99 1.08 

SMIR5 I find Twitter of the consultancy firm not irritating. 3.00 1.07 

 Source credibility 2.85 1.10 

SMS1 I trust the information provided by marketers of the consultancy firm through 

Facebook. 

2.79 1.10 

SMS2 Content on Twitter sites of the consultancy firm is reliable. 2.82 1.18 

SMS3 Facebook advertisements received from the consultancy firm is not misleading. 2.86 1.11 

SMS4 Twitter information provided by the consultancy firm is accurate. 2.95 1.04 

 Brand awareness 2.68 0.98 

BAW1 Twitter strategies used by the consultancy firm leads to brand recognition. 2.58 0.97 

BAW2 The use of Facebook by the consultancy firm resulted in the perception of top 

brand. 

2.53 0.97 

BAW3 Twitter strategies used by the consultancy firm makes me remember the brand 

better. 

2.65 0.99 

BAW4 I consider the Facebook strategies of the consultancy firm as a useful marketing 

tool for creating brand awareness. 

2.97 0.99 

Note: SMI= social media informativeness; SME = Social media entertainment; SMIR = social media irrita-

tion avoidance; SMS = social media source credibility; BAW = social media brand awareness 
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Results indicated that all social media strategies had mean values above 2.0, which 

means customers had negative perceptions on all social media strategies used by the 

business consultancy firm. Irritation avoidance had the highest negative perception 

with a mean value of 2.92. This was followed by entertainment with 2.85, source 

creditability with 2.85 and informativeness with 2.55. Moreover, customers had nega-

tive perceptions on brand awareness as indicated by the mean value at 2.68. In a study 

carried out at a supermarket in Johannesburg, Rukuni et al. [24] found that customers 

had negative perceptions on irritation avoidance, entertainment, source creditability 

and informativeness as strategies for viral marketing.  

6.1 Reliability and validity test 

Reliability and validity of the measurement instrument in this study were ensured 

through the use of Cronbach’s alpha and factor analysis, respectively [10]. Saunders 

et al. [26] posit that Cronbach's alpha should reach a minimum threshold of 0.7 for a 

construct to be regarded as reliable. Field [10] argues that factor analysis should reach 

a minimum threshold of 0.4 for the validity of an item used in the measurement in-

strument to be declared. Table 2 reflects the results of the reliability and validity tests. 

The results of these tests are provided in Table 2. 

Table 2.  Results of validity and reliability analysis on items representing social  

media strategies (n = 231) 

 1 2 3 4 5 

SMI1 .63     

SMI2 .68     

SMI3 .74     

SMI4 .67     

SMI5 .65     

SME1  .73    

SME2  .83    

SME3  .78    

SME4  .75    

SMIR1   .67   

SMIR2   .70   

SMIR3   .67   

SMIR4   .62   

SMIR5   .66   

SMS1    .73  

SMS2    .83  

SMS3    .78  

SMS4    .75  

BAW1     .83 

BAW2     .79 

BAW3     .80 

BAW4     .81 

α .88 .88 .95 .88 .87 

Note: x * < 0.4 where x = factor score  
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In this study, 22 items representing social media strategies and brand awareness 

and acceptance. All items used in this study were valid and reliable. Consequently, it 

was decided to proceed with inferential analysis, as presented in the next section.  

6.2 Correlation analysis 

The Pearson correlation coefficient (r), which assesses the degree to which quanti-

tative variables are linearly related in a sample, was used [44]. Correlation analysis 

tests the strength and direction of a relationship between two or more constructs [20]. 

Stangor [30] alludes to two parameters, namely include the Pearson coefficient (r-

value) and the probability value (p-value), which are used to measure the relationship 

between constructs. Saunders et al. [26] state that the r-value ranges from -1 to 1, 

where -1 indicates that there is a perfect negative relationship while 1 shows a perfect 

positive relationship. On the other end, the p-value indicates the statistical signifi-

cance of the relationship [20]. In this study, a relationship between constructs was 

statistically significant when the p-value was equal to or less than 0.05. Table 3 illus-

trates the results of the correlation analysis. 

Table 3.  Correlation analysis (n = 231) 

 Variables 1 2 3 4 5 

1 Informativeness 1     

2 Entertainment .66* 1    

3 Irritation avoidance .54* .66 * 1   

4 Source credibility .66 * .86 * .66 * 1  

5 Brand awareness .73 * .80 * .61 * .80 * 1 

Note: *p < .001 

The results in Table 3 above show that there was a correlation between social me-

dia strategies and brand awareness. Consequently, a statistically significant moderate 

positive relationship was found existing between social media strategies and brand 

awareness. The next section provides the results of the regression analysis and hy-

potheses testing.  

6.3 Regression analysis and hypotheses testing 

Regression analysis was utilised to test the formulated hypotheses in the current 

study. In this study multiple linear regression analysis was performed to identify the 

variables that predicted or provided the best explanation for the portion of the total 

variance in the scores of the dependent variables [44]. The results are reported in 

Table 4. In this table, the strength of the relationship is indicated by the R-value, 

which takes the same value as beta (β). The significance of the results is also shown 

by p-value represented in this table as sig. As already stated, the statistical signifi-

cance of the results is indicated by the p-value. The R2 is the explanatory value that 

shows the strength and impact of each social media strategy on brand awareness. 
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Table 4.  Regression Analysis (Dependent variable:  

Overall Brand awareness (n = 231)) 

Independent variables: Social media strategies Beta T Sig R2 Hypothesis 

Perceived informativeness 0.730 16.310 0.000* 0.540 Accept H1 

Perceived entertainment 0.800 20.340 0.000* 0.640 Accept H2 

Perceived irritation 0.610 11.740 0.000* 0.610 Accept H3 

Perceived source credibility 0.730 8.190 0.000* 0.540 Accept H4 

Note: *p < 0.001 

7 Outcome of Hypotheses Testing  

7.1 Testing of hypothesis 1  

Hypothesis 1, which stated that there is a statistically significant relationship be-

tween informativeness and brand awareness, could be accepted at the p < 0.001 statis-

tically significant level. This decision was based on regression analysis results (r-

value = 0.730; p < 0.001), which indicated that there was a statistically significant 

positive relationship between informativeness and brand awareness. This finding 

confirms the results by Muzaffar and Kamran [22] and Siddique and Rashidi [28] who 

also found that the use of strategies, such as informativeness in social media, results in 

brand awareness.  

7.2 Testing of hypothesis 2 

Hypothesis 2, which stated that there was a statistically significant relationship be-

tween entertainment and brand awareness could be accepted at the p < 0.001 signifi-

cant level. This decision was made based on the regression analysis results (r-value = 

0.800; p < 0.001) indicating that there was a positive relationship between entertain-

ment and brand awareness. A research conducted by Shashikala and Mahapatro [27] 

and Saadeghvaziri and Hosseini [25] revealed that social media had an effect on cus-

tomer behaviour, which is consistent with the current study findings. Arli [45] men-

tioned that the element of entertainment should become a main feature of its social 

media in the context of social media promotion. For example, creating daily games, 

hash-tag competitions and offering followers rewards [45]. 

7.3 Testing of hypothesis 3 

Hypothesis 3, which stated that there was a statistically significant relationship be-

tween irritation avoidance and brand awareness was accepted at the p < 0.001 signifi-

cant level. The decision was made based on the regression analysis results (r-value = 

0.610; p < 0.001), which indicated the existence of a relationship between irritation 

avoidance and brand awareness. The findings in the current study were consistent 

with the results of Zernigah and Sohail [36] as well as Muzaffar and Karan [22] who 
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also found that there was a positive connection between non-irritating messages and 

brand awareness.  

7.4 Testing of hypothesis 4 

Hypothesis 4, which stated that there was a statistically significant relationship be-

tween source credibility and brand awareness was accepted at the p < 0.001 signifi-

cant level. The decision was based on the regression analysis results (r-value = 0.610; 

p < 0.001), which indicated the existence of a relationship between source credibility 

and brand awareness. This finding is consistent with the findings of Ghane et al. [12], 

who found there was a positive relationship between reputation as a source of social 

media and brand awareness. 

8 Conclusion on Research Objectives 

In a nutshell, this paper contributes to research by looking at factors that can con-

tribute in establishing brand awareness in an organisational set up. Important contri-

butions also emanated from examining the direct relationships in the social media 

usage literature by seeking to enhance a nuance understanding on the nexus between 

social media informativeness, social media entertainment, social media irritation 

avoidance, social media source credibility and brand awareness. Furthermore, regard-

ing objective (i), which sought to assess customers’ perceptions of social media strat-

egies used by the business consultancy, it was concluded that customers had negative 

perceptions on social media strategies. The conclusion was based on the descriptive 

analysis results indicating that irritation avoidance had the highest negative perception 

with a mean value of 2.92, followed by entertainment at 2.85, source creditability at 

2.85 and informativeness at 2.55. Regarding objective (ii), which sought to investigate 

the influence of social media strategies on brand awareness, it was concluded that 

informativeness, entertainment, irritation avoidance and source creditability had a 

statistically significant relationship with brand awareness. It was also concluded that 

social media strategies influence brand awareness and acceptance at varying levels. 

This was obtained from the explanatory power of each dimension. In this research, 

entertainment and source creditability with R2 = 0.64 were found to have a higher 

influence on brand awareness. This was followed by irritation avoidance with R2 = 

0.61 and source creditability with R2 = 0.54 respectively. These results were also 

critical in providing an answer to the research question, namely “To what extent do 

social media strategies influence brand awareness and acceptance of the business 

consultancy firm in the City of Tshwane?” It was concluded that social media strate-

gies influenced brand awareness and acceptance of the business consultancy firm to a 

greater extent and at varying levels.  
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9 Implications for Practice 

The results of this study – especially regarding the perceptions of customers about 

social media strategies and their uses – generated the need for the business consultan-

cy to provide recommendations. The recommendations are consistent with the actions 

required to bring competitive advantage to the business consultancy. The sub-sections 

below provide the line of actions that should be pursued. 

9.1 Create useful information on social media platforms 

Social networking sites are not the question in most cases but rather the process by 

which they are employed leaves much to be desired. Information control must be in 

effect when using social media sites. The business consultancy should ensure that the 

messages sent via viral marketing contain informative content. Kalogiannakis, Vass-

ilakis, Alafodimos, Papadakis, Papachristos and Zafeiri [51] and Kalogiannakis and 

Papadakis [52] also argue that keeping social media informative result in lifelong 

learning which relates to effective brand awareness. When paired with useful infor-

mation, customers are drawn to a social forum. 

9.2 Use a flair of entertainment in the social media message 

Apart from insightful communications, it is made more desirable by arranging the 

entertainment in the post. Interesting advertisements captivate human beings. So, 

ensuring that entertaining content is included in the message is critical for the busi-

ness consultancy. For the business consultancy to remain relevant when using inter-

esting messages, therefore, innovation is required. 

9.3 Avoid the use of irritating messages 

Irritating message is a formula to generate frustration from the customers. The or-

ganization will make sure that the communications used do not irritate by seeking 

customer input. Through customer feedback, the general perceptions of customers on 

the messages used on social media platforms can be measured. 

9.4 Show authenticity in messages 

It is important to be truthful about the message sent via social media. Data usually 

submitted by the business consultant is linked to facilities and features on costs. The 

business will ensure that the information provided to customers is correct, so that no 

adjustments can arise as customers visit the consultancy. This is important for creat-

ing the necessary customer confidence. 
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9.5 Answer customer inquiries quickly 

There must be a policy specifying the procedures applied when addressing custom-

er inquiries. Customer inquiries to keep customers engaged should be answered with-

in 24 hours. Responding to customer inquiries indicates that the business consultancy 

is dedicated to its customers. Not reacting to consumer inquiries on social media gen-

erates the impression that the medium of contact is not essential to the or-

organisation, resulting in the lack of focus. 

9.6 Build customer relationships through social media 

Social networking must be used as a tool to establish relationships with customers. 

So, maintaining active consumer engagement on social media is critical. Therefore, 

the use of active customer interaction is essential to establishing successful customer 

ties. When interacting with customers on social media, there must be personalised 

interaction. 

9.7 Stimulate conversation with customers 

Conversations with clients are critical to activate. Consumer interaction enhance-

ment helps to get positive customer involvement. Therefore, it is important to conduct 

constant research on interesting topics that can be used to attract the attention of cus-

tomers. This is an essential process by which a company can keep its clients active in 

the organisation. 

9.8 Create an active social media management team 

A team must be set up to properly monitor the social media activities. This team 

will interact regularly with the customers. The content of the social media sites should 

also be kept relevant and important. 

10 Recommendations 

The following recommendations are offered based on the analysis of the literature, 

and more specifically in the light of the findings of the empirical research. 

• Taking into consideration that social media informativeness, social media enter-

tainment, social media irritation avoidance and social media source credibility are 

all instrumental in determining brand awareness. It is recommended that brand 

managers be vigilant or ensure that they use these social media tactics to enhance 

brand awareness [50].  

• It is imperative to note that social media platforms should be de-signed carefully to 

provide entertainment, avoid irritation and be a source of credibility. This view 

mirrors with the works of Zollo, Filieri, Rialti, and Yoon [39] who argue that social 
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media marketers should invest in content, engagement, trend, optimization, and 

word-of - mouth interactions to meet cognitive, inclusive, and hedonic desires. 

• To survive in a competitive environment, brand managers, particularly SMEs, 

should create and maintain strong brand-consumer relationships in social media 

environments in order to promote brand awareness. This initiative can be improved 

by incorporating an element of entertainment, usefulness and informativity, making 

communicating and interaction between the business and consumers. Applying the 

process of lifelong learning through social media is also of paramount importance 

in ensuring brand awareness [51].  

11 Limitations of the Study 

Despite the germane insights offered by this study, this study had limitations which 

are expected to lead to future research. The first limitation of this study is connected 

to the sample of the study, which comprised only customers engaged with the organi-

sation through social media platforms, such as Twitter, Facebook and Instagram. A 

group of customers who were using WhatsApp only to communicate with the organi-

sation was not considered. The second limitation concerned the time spent to collect 

data. Data collection took only three months to be completed since the study was 

cross-sectional. The change in customer perceptions that usually take place over a 

long period could not be accommodated in this study. Thirdly, this study used a strict-

ly quantitative research methodology and a SurveyMonkey questionnaire to collect 

data. Respondents were therefore not allowed to respond in their own words, which is 

common in qualitative studies. 

12 Direction for Future Research 

Future research can be carried out including social media platforms that were not 

included in this study, for example, WhatsApp. It will be interesting to note the opin-

ions of customers on the use of WhatsApp by the business consultancy. The use of a 

longitudinal research approach will be appreciated in future research. Using a longitu-

dinal research approach will assist in capturing changes in perceptions of customers 

over time. Future research can make use of statistical data analysis methods such as 

structural equation modelling to get robust insight into the relationship between con-

structs. A qualitative research methodology can also be used in the place of quantita-

tive techniques. The use of qualitative research techniques would allow the researcher 

to gain a better understanding of customers since responses to questions are provided 

in respondents’ own words. 
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