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ABSTRACT 

This study explores the strategies used by Small and Medium Enterprise (SME) 
restaurant owners to enhance customer engagement on social media, with a focus on 
language use in brand postings. As platforms like Facebook and Instagram become 
integral to marketing, understanding how linguistic styles influence engagement is 
crucial yet underexplored. A total of four SME restaurant owners in Kulim, Kedah were 
interviewed to examine how they craft posts and navigate challenges in using language 
effectively online. The methodology employed a triangulation process, which included 
semi-structured interviews with the owners, assessment of their Facebook page postings 
and interviews with selected customers to gain a holistic view of engagement strategies. 
Findings reveal that owners consciously tailor their language using emotionality, 
informality, and simplicity to connect with their audience. Many uses conversational 
tones to appear approachable and relatable, while emotional appeals help establish 
personal resonance with customers. Simplified language is preferred to ensure clarity 
and ease of understanding. Additionally, personalized responses to comments and 
messages were used to build and maintain strong customer relationships. The 
methodology is clearly outlined, incorporating multiple data sources to ensure depth 
and reliability. The integration of customer perspectives further validates the owners' 
reported strategies and highlights the effectiveness of their linguistic choices. Overall, 
the study Identifies a range of language-based strategies that SME restaurant owners 
use to foster customer interaction and brand loyalty on social media. The insights 
contribute to a framework for effective language use in digital marketing, offering 
practical guidance for SMEs aiming to strengthen their online presence and community 
engagement. 
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CHAPTER 1 

BACKGROUND OF THE RESEARCH 

1.1 Background of the Research 

This chapter introduces the context and background of this research, focusing 

on the role of language in enhancing customer engagement through social media. With 

the rise of digital platforms, businesses, particularly SMEs, have turned to social media 

as a primary tool for marketing and customer interaction. This chapter outlines the 

research objectives, the significance of examining linguistic styles in brand page 

postings, and the theoretical framework guiding the study, which draws on the CAT. 

The aim is to explore how SMEs can strategically tailor their social media 

communication to foster stronger connections with customers, particularly within the 

restaurant industry. 

1.1.2 Advancements in Information Technology (IT) and the Internet 

The rapid evolution of Information Technology (IT), particularly the internet, 

has profoundly reshaped the global business landscape. What started as a basic network 

for communication and information exchange has grown into a powerful, multifaceted 

tool that touches nearly every aspect of modern life. Since its commercial inception in 

the 1990s, the internet has expanded beyond its original purpose to support diverse 

sectors, including business, education, healthcare, tourism, and government (Tran-Dang 

& Kim, 2021; Dwivedi et al., 2023). This remarkable transformation underscores the 

role of the internet in fostering globalization, enabling seamless communication, 

collaboration, and access to international markets (Nambisan & Luo, 2022). 
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