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Abstract— Small enterprises in India are increasingly leveraging
social media platforms to enhance their visibility, engage with
customers, and bolster their marketing efforts. While these
platforms come equipped with built-in analytics tools, numerous
small business owners find it challenging to effectively interpret
the metrics, often leading to decisions influenced more by instinct
than by data. This research investigates the utilization of Social
Media Analytics (SMA) by small businesses, the obstacles
encountered in adopting analytical practices, and the effect of
SMA on business intelligence and decision-making processes.
Primary data was gathered through an online survey distributed
among owners in the retail, food services, and service-oriented
sectors. The results reveal a high level of social media usage but a
lack of analytical depth, with most participants monitoring basic
metrics such as reach and likes and rarely utilizing advanced
insights like demographics, conversions, or engagement timing.
The research recommends training, more user-friendly
dashboards, and structured analytics practices to enhance data-
driven decision-making.
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I.  INTRODUCTION

Social media has rapidly become an essential marketing
resource for small businesses, providing an economical way to
broaden their audience, engage with customers, and enhance
brand visibility in increasingly competitive landscapes.
Platforms like Instagram, Facebook, WhatsApp Business, and
YouTube offer direct communication channels while
producing extensive performance analytics through metrics
such as reach, impressions, engagement rates, follower
demographics, click-through behaviour, and audience
sentiment. These metrics constitute the foundation of Social
Media Analytics (SMA), which converts unstructured digital
interactions into valuable insights that can aid in strategic
decision-making and improving business intelligence [2], [3],

[7].

Despite the considerable potential of SMA, many small
business owners lack the analytical skills or technical know-
how necessary to effectively interpret dashboards or turn
insights into practical strategies. As a result, decisions
regarding content development, promotional spending, and

customer targeting often depend on gut feelings rather than
quantifiable evidence, restricting their capacity to optimize
results. Previous research has indicated similar issues,
where insufficient training, limited resources, and
challenges in understanding analytical tools hinder SMEs
from embracing data-driven methodologies [4], [7], [9].
This disconnect between the availability of analytics and its
application means that valuable insights, which could foster
business growth, remain underutilized.

In India, these issues are exacerbated by the nation’s
rapid digital growth and the significant number of micro and
small enterprises. As an increasing number of businesses
rely on online platforms for visibility and customer
interaction, the capacity to interpret and utilize analytics
effectively has become vital. SMA can greatly enhance
business intelligence by clarifying customer behaviour,
content performance, and shifting market trends [1], [3].
Nonetheless, the actual implementation of SMA among
small businesses in India is not yet sufficiently covered in
academic research.

This paper intends to explore how small enterprises
currently utilize SMA, pinpoint the challenges that impede
its adoption, and evaluate how insights driven by analytics
shape marketing strategies and overall business
performance. By comprehending current practices and
obstacles, this study emphasizes the necessity for improved
analytical literacy, user-friendly dashboards, and accessible
training programs that can empower small businesses to
make informed, data- driven choices in a rapidly changing
digital market.
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Fig. 1. Global social media users, 2017-2025. Adapted from
DataReportal, “Digital 2025 Global Overview Report,” 2025

[9].

Il. LITERATURE REVIEW

Social Media Analytics (SMA) has become increasingly
important in marketing, information systems, and business
intelligence research due to its capacity to convert vast amounts
of user-generated information into valuable insights. Previous
research highlights that SMA allows organizations to examine
engagement tendencies, sentiment, and behavioural indicators,
offering a timely comprehension of customer preferences and
market conditions. Fan and Gordon [3] point out that social
media analytics provide quicker and more contextually rich
insights compared to traditional Bl systems, which heavily
depend on structured historical data. The integration of
external, unstructured data improves decision- making by
allowing companies to react swiftly to shifts in the market.

Studies also emphasize the forecasting abilities of SMA.
Chae [1] shows that signals from social media, such as changes
in consumer sentiment and engagement, can be leveraged to
predict demand patterns and sales forecasts. Similarly,
Darwiesh et al. [2] describe how SMA enhances advanced Bl
frameworks by facilitating both predictive and prescriptive
analytics, enabling companies to foresee customer requirements
and optimize resource use. These capabilities are augmented by
contemporary machine learning methods, which enhance the
extraction of insights from various forms of data such as text,
images, and videos [5], [6].

Nonetheless, existing literature highlights ongoing
challenges in adoption. Research indicates that organizations
frequently struggle with issues related to data complexity, a
lack of analytical expertise, and an inadequate understanding of
SMA tools [7]. Such challenges are particularly pronounced
among small businesses, which often do not have dedicated
analytics staff and face resource limitations. Consequently,
SMEs tend to focus on basic metrics—reach, likes,
impressions—while failing to leverage advanced analytics such
as demographic segmentation, conversion tracking, or timing
of engagement.

Moreover, current research primarily concentrates on large
corporations or technologically advanced markets, creating a
void in understanding the adoption and utilization of SMA by
small businesses in developing economies. Reports indicate
that while digital engagement among Indian SMEs is on the
rise, their analytical maturity is still low, and data-driven
decision-making is gradually developing [8], [9]. This gap
underscores the necessity for further empirical research that
examines practical SMA applications within small business
environments. This study aims to fill this gap by investigating
the patterns of SMA usage, challenges, and implications for
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decision-making among small enterprises in India, thereby
contributing to the sparse literature in this area.

I1l. METHODOLOGY

This chapter describes the methodological approach used
to examine how small businesses adopt Social Media Analytics
(SMA) to support business intelligence and decision-making.
The methodology outlines the research design, data collection
strategies, sampling approach, research tools, ethical practices,
and analytical procedures. A structured framework was
required to ensure the study’s accuracy and relevance,
especially given the increasing importance of digital data for
SMEs [3], [7].

3.1 Research Design

A descriptive and analytical research design was adopted
to investigate real-world SMA usage among small businesses.
Descriptive design helps identify current usage patterns,
awareness levels, and challenges faced by business owners,
while the analytical component enables interpretation of how
SMA influences marketing and operational decisions. Prior
studies emphasize that SMA supports evidence-based decisions
by integrating customer sentiment, engagement behaviour, and
real-time analytics into business processes [2], [3]. The study
follows a cross-sectional approach, collecting data at one
point in time. Given that SMA adoption among Indian SMEs is
still developing [9], this approach is suitable for capturing
current practices and attitudes. The design also includes mixed
elements: quantitative survey responses supplemented by
qualitative insights, similar to methodological
recommendations in SMA research frameworks [7].

3.2 Data Collection Method
Data was collected from primary and secondary sources.
[1] Primary Data

Primary data was gathered through a structured Google
Forms survey targeting small business owners who actively use
platforms such as Instagram, Facebook, WhatsApp Business,
and YouTube. Questions covered analytics awareness,
frequency of use, perceived usefulness, and barriers to
implementation. This aligns with previously established
techniques for studying digital marketing behaviour and
analytics adoption in SMEs [1], [2].

[2] Secondary Data

Secondary information was obtained from academic
journals, industry reports, government publications, and social
media analytics studies. These sources provided theoretical
grounding and allowed comparisons with existing literature on
BIl, SMA, and Al-driven analytics [3], [5], [7]-

3.3 Population and Sample
The population includes Indian small business owners
who rely on social media for marketing, customer engagement,
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Online data collection excludes owners with low digital access
or literacy. These limitations are common in SMA adoption
research and documented in prior studies [4], [9]. Despite this,
the methodology remains robust for understanding emerging
analytics practices in small businesses.

and business visibility. Sectors include retail, handmade
products, beauty, education, and other service-based industries.

purposive sampling technique was selected to ensure
participants had direct experience with social media and at least
basic analytics exposure. This approach is consistent with

SMA adoption studies focusing on users with relevant Research Methodology Flowchart
technological experience [4], [7]. Although purposive sampling
limits generalizability, it provides more accurate insights for ?

exploratory research in digital adoption contexts [9]. U (oS e B TEe ‘

Use of Social Media Analytics in Small Business Decision-Makin
3.4 Research Instruments Y g

structured questionnaire served as the main instrument. i ¥
It comprised four sections: LITERATURE REVIEW
1. Business Information — industry type, business size,
years of operation * Challenges & research gaps
: b
2. Social Media Usage — platform preferences, posting N

Y

-,

= SMA, Bl, SME digital adoption

frequency, general dlgltal behaviour. /.RESEARCH DESIGMN SELECTION )
3. Analytics Usage — metrics monitored, tools used, - Descrioti _
L. . . = Descriptive + Analytical
frequency of insight interpretation. | = Cross-sectional, Mixed-method |
4. Impact & Challenges - perceived benefits, h v -
obstacles, and decision-making influence. DATA COLLECTION PLAN

= Primary: Online Survey
* Secondary: Academic & Industry Sources

Structured instruments are recommended in analytics

research to ensure clarity and comparability across responses v
[2], [7]. The survey contained multiple-choice items, Likert- -
scale statements, and open-ended questions. A pilot test was SAMPLING PROCESS
conducted to refine unclear questions and enhance reliability. = Target: Indian Small Businesses
* Method: Purposive Sampling
| © Platforms: WhatsApp, Instagram, FB Groups, Email |
3.5 Ethical Considerations - ¥ g
The study followed established ethical guidelines for digital s

.. . . -pe SURVEY INSTRUMENT DESIGN
research. Participation was voluntary, no personal identifiers -
* Google Form with MCQs

were collected, and respondents were informed about the o Liver: Scate & Open-anded Questions
academic purpose of the study. Protecting participant
anonymity aligns with ethical standards outlined in analytical ¥ -
and data-handling studies [6]. All secondary sources were DA EC EEESTIAR

appropriately cited following IEEE format.

| * Responses recorded autoematically via Google Sheets
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3.6 Data Analysis Techniques
Data analysis involved descriptive statistical techniques,
using Google Forms and Google Sheets to generate . Ol ror Thematic B - Phe Frequencles
frequencies, percentages, and graphical summaries such as bar ~ ¥
charts and pie charts. These methods help identify patterns in
SMA awareness and adoption and are widely used in digital
behaviour research [1], [2].

| DATA ANALYSIS

| INTERPRETATION OF RESULTS

* Observations, patterns
s SMA use, challenges & impact assessment
\ Y,

Qualitative responses were analysed using thematic i ¥
analysis, categorizing recurring themes related to challenges | CONCLUSION & RECOMMENDATIONS
(e.g., lack of knowledge, time limitations, difficulty ‘= Insights for SMEs, training
interpreting dashboards). This aligns with SMA studies that |_* Pashboard simplification, SMA adoption improvements |
incorporate both structured and narrative insights to strengthen '
interpretation [5], [7]. é

3.7 Methodological Limitations
The study has limitations. Self-reported data may contain
biases, and the sample size does not represent all Indian SMEs.
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IV. ANALYSIS AND DISCUSSION

4.1 Overview

This chapter analyses the primary data collected from small
business owners using social media for marketing and
communication. The aim is to understand how effectively
Social Media Analytics (SMA) contributes to business
intelligence and decision-making. The discussion integrates
real survey patterns with theoretical concepts from previous
chapters.

Findings show that although small businesses actively use
digital platforms, their ability to interpret analytics data remains
limited. This weakens their capacity to make data- driven
decisions even though the tools are readily available.

4.2 Social Media Usage Among Small Businesses

Most respondents operate new or very small-scale
businesses, typically run by one person or a small team. These
businesses rely heavily on social media for visibility,
communication, and customer outreach.

Table 1: Social Media Usage Summary

Parameter Observation

Most used platforms | Instagram, WhatsApp Business

Posting frequency Weekly or several times per week

Purpose Promotion, customer updates, brand
awareness

Knowledge of | Basic understanding (reach, likes only)

analytics

Interpretation: Instagram dominates because it offers
simple engagement tools and visual reach. However, most
businesses treat social media primarily as a broadcasting tool,
not an analytical tool.

4.3 Usage of Social Media Analytics Tools

While almost all users have access to insights dashboards
(Instagram Insights, Meta Business Suite, WhatsApp
Statistics), only a small proportion use them regularly for
decision-making.

Graph 1: Frequency of Checking Analytics
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How frequently do you check social media analytics?
14 responses

@ Daily

® Weekly

® Monthly

@ Rarely

® Never

@ Not Applicable

Interpretation: The majority of respondents rarely review
analytics, meaning decisions are often based on intuition. This
supports earlier studies stating that SMEs lack analytical
maturity.

4.4 How Analytics Influence Business Decisions
Although analytics usage is inconsistent, respondents still
acknowledge some benefits when they check insights.

Figure 1: Areas Influenced by Analytics
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Discussion: Analytics help businesses understand what type of
content works, which posts attract attention, and when
audience activity is highest.

However, deeper strategic uses—such as segmentation,
pricing, or forecasting—are mostly absent. This shows SMEs
remain in the descriptive analytics stage, not predictive or
prescriptive stages of analytics.

46



4.5 Challenges in Analytics Adoption
Survey responses reveal strong patterns of obstacles.

Table 2: Key Challenges Identified

Challenge Impact
Lack of analytics knowledge Very High
Limited time High
Difficulty understanding metrics Moderate
No formal training High
Budget constraints for advanced tools | Moderate

Graph 27 Chaltenge Intensity

Challenges Ranking (Based on Visual Length)

Knowledge Gap 0

Time Constraints »

Challenge

Metric Complexity n

Budget Limits 7

0 5 0 5 20
Relative Score (Proportional to Bar Length)

Discussion:

The biggest barrier is not technology, but skills. Most small
business owners do not understand engagement rate, audience
segmentation, or conversion analytics.

This finding directly supports literature stating that SMEs
struggle with analytical literacy even when tools are free and
accessible.

4.6 Discussion of Key Findings
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1. High Digital but
Understanding
Small businesses clearly recognize the importance of social
media but lack awareness of how insights can transform
business intelligence. This results in;

e  Missed opportunities to refine targeting

o Inefficient advertisement spending

e Weak linkage between customer behaviour and

decisions

Adoption Low Analytical

2. Analytics Used Mainly for Basic Decisions
Most respondents use analytics only when they notice major
changes (e.g., sudden rise in likes or drop in engagement).

This reactive approach shows small businesses have not yet
integrated analytics into routine decision-making.

3. Strong Potential for Improvement
Despite limited skills, most respondents expressed willingness
to:

e Learn analytics tools

e Participate in training

e Use insights more regularly

This indicates that SMEs recognize the value of SMA, even if
they are not currently using it effectively.

4.  Business Intelligence  Opportunities
Underutilized

If used properly, SMA could help small businesses:
Identify profitable customer groups
Reduce trial-and-error marketing

Forecast demand and plan inventory
Allocate budgets more efficiently

Remain

The gap between awareness and action remains the
central issue.

4.7 Summary of the Analysis
The findings show that:

e  SMEs strongly depend on social media, but primarily
for visibility.

e Analytics tools are available but underutilized due to
lack of knowledge.

e Decisions are still made based on intuition rather
than data.

e  There is high willingness to adopt SMA if proper
guidance is provided.

Overall, the analysis confirms that SMA has high potential
to strengthen business intelligence, but SMEs require
capacity-building, training, and simpler tools to use analytics
effectively.

These insights will support the recommendations in the next
chapter.
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Figure 3. Bl market growth (2020—-2025). Sources:
MarketsandMarkets and market summaries (2024—-2025).

V. CASE STUDIES

To demonstrate how Social Media Analytics (SMA)
contributes to decision-making among small enterprises, this
chapter presents two representative case studies reflecting
trends observed in the primary survey data and supported by
existing research.

Case Study 1. Home-Based Bakery Using Instagram
Insights

A home-operated bakery relied mainly on Instagram for
customer engagement and product promotion. Initially, the
owner posted content without a structured strategy, resulting in
inconsistent reach and engagement. After exploring Instagram
Insights, the owner began monitoring basic metrics such as
reach, impressions, and peak audience activity times. This
aligns with research that identifies basic engagement indicators
as the most accessible entry point for SMEs adopting analytics

3].

With even limited analytical understanding, scheduling posts
to align with high-activity periods led to improved visibility and
increased inquiries. However, deeper metrics— including
demographic breakdowns and conversion behaviours—
remained unused due to limited analytical literacy, a challenge
widely documented among SMEs [7], [9]. As a result,
promotional decisions still relied heavily on intuition rather than
systematic analysis.

Case Study 2: Retail Fashion Store Using Multi-
Platform Analytics

A small retail fashion store used Instagram, WhatsApp
Business, and Facebook to reach a diverse audience. The owner
routinely monitored likes, follower growth, and story views.
When analytics revealed that specific product-style posts
generated higher engagement, the store adjusted its content
strategy accordingly. Such tactical improvements
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reflect findings that even basic SMA can support operational
decision-making when applied consistently [2], [3].

Despite this progress, the owner rarely reviewed advanced
analytics such as demographic insights, click-through patterns,
or promotional conversion rates. Limited time, dashboard
complexity, and a lack of training hindered deeper analysis—
barriers widely reported in SMA adoption literature [4], [7].
Consequently, analytics informed short-term content choices
but did not translate into long-term strategic planning.

Case Study Conclusions

Both cases illustrate that SMA vyields practical benefits
even when used at a foundational level, improving content
strategy and customer engagement. Yet, consistent with prior
studies, analytical skill gaps and limited organizational
readiness restrict small businesses from leveraging advanced
metrics for business intelligence and long-term decision-
making [3], [7], [9]. Strengthening digital literacy and
simplifying analytics tools could significantly enhance SMA
adoption among similar enterprises.

VI. ETHICAL CONSIDERATIONS

Throughout the research process, ethical integrity was
upheld to ensure the protection, privacy, and respectful
treatment of all participants. Participation in the survey was
completely voluntary, and respondents were made aware that
the study was conducted solely for academic purposes. No
personal identifiers, such as names, contact information, or
financial details were gathered, thus preserving anonymity and
minimizing potential risks linked to data misuse. This
methodology adheres to the established guidelines for the
ethical management of digital and social media data [6].

All responses were securely stored and used exclusively for
analysis, ensuring compliance with responsible data
management protocols. The study also refrained from any acts
of coercion, permitting participants to withdraw or skip
questions without facing any repercussions. Moreover,
secondary sources utilized in the research were appropriately
credited in accordance with IEEE citation standards, supporting
academic integrity and preventing plagiarism.

Considering the sensitive nature of user-generated content
found on social media, extra precautions were taken to avoid
the gathering or analysis of private information outside the
parameters of the survey. This ethical position aligns with
broader recommendations in Social Media Analytics (SMA)
and Business Intelligence (BI) research, highlighting
transparency, informed consent, and data protection as
fundamental aspects of responsible analytics usage [6], [7].

VIl. FUTURE SCOPE

1) Future studies can integrate advanced SMA techniques,
including Al-driven sentiment analysis and predictive
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modelling, to enhance strategic forecasting for small
businesses [1], [5].

2) There is scope to examine long-term impacts of
continuous SMA adoption through longitudinal research,
providing deeper insight into business growth patterns [3].

3) Sector-specific investigations may help develop
customized analytics dashboards for industries such as retail,
food services, and creative enterprises, improving usability for
SMEs [2], [7].

4) Further research can design and evaluate structured
training programs to improve digital and analytical literacy
among small business owners, addressing barriers identified in
current studies [4], [7].

5) Integrating SMA with broader Business Intelligence (BI)
systems presents an opportunity to strengthen data-driven
decision-making, especially as digital adoption accelerates in
India [3], [9].

6) Exploration of cost-effective, simplified analytical tools
can support micro and small enterprises that lack financial and
technical resources, helping bridge the analytics capability gap

(71, [8].

VIII. CONCLUSION

This study examined how small businesses in India utilize
Social Media Analytics (SMA) and identified the challenges
limiting its effective adoption. Findings show that while social
media usage is widespread, analytical maturity remains low,
with most owners relying on basic metrics and intuition- driven
decisions. These results align with prior research emphasizing
the skill and resource limitations that hinder SMEs from fully
leveraging analytics for business intelligence [3], [7]. Despite
these barriers, respondents demonstrated a strong willingness
to adopt SMA more effectively if provided with accessible tools
and training. The study concludes that enhancing analytical
literacy, simplifying dashboards, and integrating SMA within
broader decision-making processes can significantly strengthen
data-driven practices among small enterprises, supporting long-
term competitiveness in a rapidly digitalizing marketplace [2],

[9].
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