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ABSTRACT 

The purpose of the study is to examining the effect that Facebook has on the 

user of a small to medium size enterprise (SME). The problem the study is the lack of 

understanding that social media sites like Facebook have on the perception of the 

brand by the user. The three factors studied in this research which is integrated 

marketing communication, words-of-mouth and social media communities are used 

to explain the brand perception to SME products and its relationship. 

By using 4 informants located at Kota Kinabalu Sabah area, random sampling 

and purposive sampling techniques are used to gather necessary data for this 

research and analysed using Nvivo. The data collected suggests that the use of 

Facebook by a SME does help maintain and in some cases increases the perception 

of the brand in the positive. 

The analysis of the data shows this effect on brand perception is based on the 

drivers of (a) connectivity, (b) change of perception, (c) goodwill. The interviewee 

indicates the importance of Facebook has a marketing communication tool. This is 

because of the unique characteristic of Facebook where users can like and 

commenting , sharing both visual and verbally information. The results from the 

research suggest that Facebook use by SMEs is an important part of an integrated 

approach to marketing communications when considering the perception of the 

brand. 
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CHAPTER 1 

INTRODUCTION 

The function of marketing has not changed following the new millennium however the 

tools used to make, communicate, and deliver a message of value have changed. 

Marketers use social media portals like Facebook as a new communication tool in view 

of some interest. In particular, small research exists to investigate the impact Facebook 

has on the perception of the brand in small to medium size enterprises (SMEs) . The 

research problem is the lack of understanding of the effect Facebook use has on the 

perception of a brand. Based on (Castronovo, 2012), integrated marketing 

communication technique, such as Facebook, blogging , Twitter, and texting have been 

double their allocation of resources to network over the last five years businesses. 

The use of social media and what influence it has a specifically significant research 

problem and it might have on the perception of the brand (Sago, 2010). Barely sufficient 

research exists that investigates the use of Facebook within firms' marketing 

communication strategies to build and increase brand perception by a different market 

(Toder-Alon, 2012). At the first place, the function of marketing is to communicate value 

to the market by engaging it through different touch points. It requiring marketing 

strategy to appropriately adapt since the number of possible touch points has increase 

and changed over time. Most businesses have generally used the social media as a new 

medium in terms of marketing tactic. Even though it's generally use, marketing theory 

has not yet developed to this new situation with respect to Facebook and brand 

perception. 
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