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ABSTRACT

The adoption of digital technology has become a significant driver of SMEs performance,
particularly among business owners seeking innovative ways to scale their ventures. In
Benue State, the extent to which digital technology influences the performance of Small and
Medium Enterprises remains an area of interest. This study investigates the effect of digital
technology (cloud computing, e-commerce, social media, and digital payment platforms) on
the performance of Small and Medium Enterprises in Benue State. The study had a
population of 3,369 SMEs. A survey research design was employed, targeting 375 registered
Small and Medium Enterprises drawn using Krejcie and Morgan's (1970) sample size table.
Primary data was collected through Five-point Likert Scale structured questionnaires and
analyzed using Partial Least Squares Structural Equation Modelling (PLS-SEM). The
findings revealed that cloud computing does not have a statistically significant effect on
performance of Small and Medium Enterprises in Benue State. However, e-commerce, social
media, and digital payment platforms exhibited a significant positive effect on the
performance of Small and Medium Enterprises, enhancing business accessibility, funding
opportunities, and transaction efficiency. Based on these findings, it was recommended that
policymakers and business support organizations should provide targeted training

programmes to enhance awareness and practical applications of cloud services for business

Copyright@ Page 1


https://doi-doi.org/101555/ijrpa.8386
http://www.ijrpa.com/

International Journal Research Publication Analysis

operations, government agencies and private sector partners should facilitate better internet
access, affordable digital tools, and digital literacy programs to enable more Small and
Medium Enterprises to take advantage of online business opportunities, establish regulatory
bodies that ensure and maintain the use of social media to reduce cybercrime. And financial
institutions should work towards expanding secure and accessible digital payment systems.
Additionally, entrepreneurs should be trained on the benefits and best practices of using
digital transactions to improve business efficiency and customer trust. The study concludes
that digital technology plays a crucial role in fostering the performance of Small and Medium
Enterprises (SMEs) in Benue State

KEYWORDS: Digital Technology, Small and Medium enterprises, Performance, Benue Stat.

1.0 INTRODUCTION

1.1 Background to the Study

The rise in the Performance of SME globally reflects the increasing influence of digital
technology in transforming business models and entrepreneurial ventures. According to
Smidt and Jokonya (2023), the global shift towards digital technology has significantly
shaped the business landscape, creating new opportunities for the youth to engage in
innovative ventures. They noted that digital technologies are not only provide a platform for
these entrepreneurs to build businesses but also disrupt traditional business models by
lowering entry barriers and enhancing free access to resources and operation of businesses.
This global trend has trickled down to local economies, where business managers, run their
business single-handedly have adopted these technologies to expand their operations without
the need for significant physical infrastructure in and around the world. Small and medium
enterprise in particular, thrives on digital platforms that allow individuals to manage all
aspects of their businesses through efficient technological tools, promoting entrepreneurial
independence and innovation in owned commercial activities (Smidt & Jokonya, 2023; Maon
etal., 2023).

Social media plays a critical role in fostering performance of SMEs by providing platforms
for marketing, networking, and customer engagement thereby drawing or buying services to
the door steps of consumers. Clark (2017) noted that social media platforms such as
Facebook, Instagram, and Twitter have become indispensable tools for Small and Medium
Enterprises to reach global audiences with minimal investment but maximize growth and

development. Social media allows SMEs to showcase their goods or services, build their
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brand identity, and interact directly with customers all over time. For instance, platforms like
Instagram, YouTube, Linkin and X enable visual storytelling, which has proven effective for
product-based businesses. Moreover, social media’s networking capabilities allow
entrepreneurs or managers to collaborate with peers and influencers, creating opportunities
for partnerships that amplify brand visibility. As Clark (2017) explained, the interactivity and
engagement fostered by social media help business managers build trust and a loyal customer
base, essential for business growth.

Furthermore, the integration of cloud computing in entrepreneurship has transformed
business operations worldwide, particularly benefiting entrepreneurs by providing scalable,
cost-effective, and efficient digital resources. Globally, cloud computing enables start-ups to
leverage computing power without the need for large capital investments, leading to
increased innovation and market competitiveness (DeStefano et al., 2023). In regions such as
North America and Europe, cloud-based infrastructure has facilitated business growth
through enhanced accessibility to artificial intelligence (AI) tools, big data analytics, and
seamless digital collaboration (Duan et al., 2023). In emerging economies, cloud computing
is also playing a critical role in overcoming barriers to entry for Small and Medium
Enterprises. Studies have shown that the adoption of cloud-based solutions significantly
boosts productivity among small and medium enterprises (SMEs) in Asia and Latin America
(Wagqar et al., 2023). In Africa, cloud computing adoption remains in a developing phase due
to infrastructure limitations, yet research indicates that its expansion has the potential to drive
business growth, particularly in digital start-ups (Ngwenya & Mashau, 2019). The benefits of
cloud computing in SMEs are evident in enabling cost-efficient operations, remote business
management, and scalable market entry.

In addition, the rise of E-commerce platforms has significantly contributed to youth
entrepreneurship by creating vast market opportunities through digital transactions. Globally,
businesses are increasingly relying on e-commerce to reduce operational costs, improve
market reach, and enhance customer engagement through Al-driven recommendations and
automated services (Gaikwad et al., 2024). In Asia and Europe, live commerce platforms are
revolutionizing digital entrepreneurship, enabling real-time product demonstrations and
interactive customer engagement (Kim et al., 2023). Meanwhile, African entrepreneurs are
embracing e-commerce solutions to bridge geographical barriers and facilitate seamless
transactions.

Despites the significant role play by digital technologies challenges such as limited payment

infrastructure and internet penetration persist (Rahmah, 2022). Research indicates that e-
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commerce significantly boosts youth entrepreneurship by lowering entry barriers, increasing
accessibility to global markets, and improving business sustainability (Fan & Zhai, 2023).
However, policy gaps and infrastructural challenges continue to hinder the full adoption of e-
commerce as a driver of youth-led enterprises, particularly in developing economies.

While existing studies have extensively explored the effect of digital technology on SMEs
performance, significant research gaps persist, particularly in developing economies.
Globally, studies have focused on cloud computing and its role in firm productivity and
innovation (DeStefano et al., 2023), but limited research has examined its specific effect on
enterprises, especially in Africa. Similarly, while e-commerce has been widely studied in
developed economies, research on its effectiveness for business performance and productivity
in regions with weak digital infrastructure remains scarce (Rahmah, 2022). Additionally,
digital payment platforms have been acknowledged as crucial for financial transactions in
enterprises, yet studies failed to provide a comprehensive analysis of the challenges related to
financial security, regulatory frameworks, and access disparities in Africa (Bhuiyan et al.,
2024). On this note, the study examines digital technology on the performance of Small and
Medium Enterprises in Benue State.

1.2 Statement of the Problem

The global performance of Small and Medium Enterprises (SMEs) varies significantly across
regions, reflecting differences in economic conditions, regulatory environments, and access
to resources. Globally, SMEs contribute approximately 50% of employment and 40% of GDP
in emerging economies, highlighting their critical role in economic development (World
Bank, 2021). However, challenges such as limited access to finance, technological gaps, and
market competition hinder their growth, particularly in developing nations (OECD, 2020). At
the local level, SMEs often face additional barriers, including inadequate infrastructure and
bureaucratic red tape, which stifle innovation and scalability (Ayyagari et al., 2018).

Despite the availability of various digital platforms that simplify business operations, many
SMEs lack the essential knowledge needed to maximize these tools. Adeosun et al (2020),
pointed out that most SMEs owners rely on self-taught skills or informal learning, which may
not fully equip them to manage complex business processes such as financial management,
marketing, or scaling their ventures. Without access to mentorship or formal business
training, many managers struggle to sustain and grow their businesses. This raises an
important question: Can technology alone compensate for the absence of formal education in
entrepreneurship, or is there a need for a more holistic approach that combines digital tools

with traditional business knowledge?
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While Chi and Wang (2022) emphasized the adaptability of SME managers, there is limited
research on how they can maintain long-term sustainability in a constantly changing digital
environment. Zhang and Kwon (2019) pointed out that reliance on digital platforms
introduces vulnerabilities, such as sudden changes in platform policies or technological
disruptions, which can destabilize businesses. Without the support of larger organizational
structures, SME managers may find it difficult to build sustainable business models that can
weather these rapid changes.

Despite these challenges, this research study is necessitated by the limited and inadequate
access to cloud computing, social media, digital payment platforms, and e-commerce
platforms for SMEs in Benue State. Although research on SME performance has advanced,
significant gaps remain. Studies such as those by Smidt and Jokonya (2023) and Clark (2017)
focus on the positive impacts of digital tools; however, little is known about the specific
regional barriers that SMEs face, particularly in developing countries. Issues such as
inadequate digital infrastructure, local economic conditions, and government policies require
further exploration. Additionally, while Wong and Kemp (2017) discussed the benefits of
digital payment platforms and online collaboration tools, more research is needed on
potential risks, such as cyber-security threats and the over-reliance on certain platforms.
Addressing these research gaps is crucial to provide a deeper understanding of the challenges
and opportunities that SME managers encounter, thereby informing more effective policy
interventions to support their ventures in Benue State. This study examined the effect of
digital technology on the performance of small and medium size Enterprises (SMEs) in

Benue State.

The specific objectives are to;

1. investigate the effect of cloud computing on the performance of Small and Medium
Enterprises (SMEs) in Benue State.

2. assessed the use of computing devices on the performance of Small and Medium
Enterprises (SMEs) in Benue State.

3. evaluate the effect social media on the performance of Small and Medium Enterprises
(SMEs) in Benue State.

4. examined the effect of digital payment platform on the performance of Small and

Medium Enterprises (SMEs) in Benue State.
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Review of Related Empirical studies

Oyewobi et al. (2023) examined the influence of social media adoption on the performance of
construction small and medium-sized enterprises (SMEs) in Nigeria. A sample of 543
construction SMEs owners and managers in Nigeria were surveyed using questionnaires to
gather data. Partial least square structural equation modeling (PLS-SEM) was employed to
assess measurement reliability and validity, as well as the hypothesized paths provided in the
conceptual model that formed part of the final conclusions. The empirical finding showed
that social media usage increased knowledge accessibility, reduced costs and improved
customer relations and service for organizations. Overall, social media adoption was
significantly and positively related to SMEs business performance. Also, the paper revealed
that learning capability mediates the relationship between social media and SMEs
performance. Data for the study came from only one industry and one related line of
business; thus, including more companies from different sectors or industries could be more
interesting.

Oyewobi et al. (2021) carried out a study on the impact of social media usage on performance
of construction businesses (CBs) in Abuja, Nigeria. This study used a quantitative research
approach by identifying constructs that reveal three aspects of organization’s physiognomies
that impact the process of espousing, implementing and using technological innovations in
conducting businesses. Well-structured questionnaire was used to obtain data from 113
purposively sampled building materials’ merchant operating in Dei-Dei Market, Abuja,
Nigeria. This study used partial least squares structural equation modelling technique to
establish the relationship among the constructs. The results of this study indicated that
technology has significant relationship with social media adoption, whereas social media
adoption has a very strong positive impact on organization’s performance (P < 0.001) with
respect to improved customer relations and services and enhanced information accessibility.
This study has implications for CBs that wish to adopt social media to promote their
businesses by presenting to them the opportunity to understand the impact of technology,
environment and organizational potential in improving business performance. This study is
cross-sectional in nature, and this calls for caution in interpreting the results.

Ojeleye et al. (2018) carried out a study to examine the impact of social media on
entrepreneurship development among users in Zamfara State of Nigeria. The study adopts
survey research design, the target population of the study comprised of the entire population
of Zamfara state. According to National Bureau of Statistics in 2006, the population of

Zamfara state is 3,259,846. Using Taro Yamane formula, a sample size of 399 was obtained
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and simple random sampling techniques to select 399 respondents across the 14 Local
Government Area. The study adopts, simple percentage, normality test, reliability test and
multiple regression. The findings reveal that social media impact significantly on
entrepreneurship development among users in Zamfara state of Nigeria. Though, the study
concludes that YouTube does not contribute to entrepreneurship development in terms of
creativity and innovation among users in state and it was recommended that social media in
terms of Facebook, WhatsApp and Instagram should be encouraged among users in the state
when it aids entrepreneurship development but should be discouraged when it is being used

for fraudulent acts.

3.0 METHODOLOGY

3.1 Study Design

The study adopted the survey design approach, which involves observing events once from a
single observation of a sample (Iheanacho and Theanacho, 2012). The study's is correlational
because it involved gathering data from various farmers in the study area over a brief period
of time lheanacho and Iheanacho (2012), (Thomas 2020), and examining the various
associations between dependent and independent variables.

3.2 The Study Area

The study was conducted in Benue State. The State was created in 1976, located in the
Middle Belt region of Nigeria. Benue State derives its name from River Benue, the second
largest River in Nigeria. It lies approximately between latitudes 6 and 8° N and longitudes 7
and 10° E. The State shares boundaries with five other states namely, Nasarawa, to the North,
Taraba to the East, Cross River to the South and East-Enugu to the South-East, and Kogi to
the West. The Southern part of the State shares boundary with Republic of Cameroon. The
State is also bordered on the North by 280 km River Benue, and is traversed by 202 km of
River Katsina-Ala in the inland areas. The State has a total land area of about 30,955 square
kilometers and administratively it is divided into 23 Local Government Areas. Benue State
has an estimated population of 6,219244, and is made up of 913,159 farm families (2020).
Benue state is blessed with fertile soil for agricultural activities and as such has her slogan as
the food basket of the nation, the inhabitants engage in the production and marketing of
Cereal crops like Maize, Sorghum, Gunea Corn, Rice, Beans, Soybeans, Groundnut,
Beniseed, Melon, and so on, unlike tubers like Yam, Cassava, potatoes and so on, including

Vegetables and other cash crops.
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3.3 Population of the Study/ Sample Size/ and Sampling Technique

The propose study population comprise of all registered SMEs that operate in Benue State.
According to SMEDAN (2021) there are 3369 registered SMEs in Benue state Nigeria. A
sample of 341 was drawn from the targeted population using Krejcie and Morgan's (1970)
sample size table with a 95% level of confidence and a 3.5% margin of error. However, the
sample size was increased by 10% to cover emergent issues of unreturned and wrongly filled

questionnaires (Israel, 2013), which can be explained as follows:

10 341
100 1 =341

341+34.1 =375
3.4 Model Specification

4.0 RESULTS AND DISCUSSION

Table 9. Coefficient of Determination.

R Square | R Square Adjusted
Performance | 0.905 0.901
Source: SmartPLS Output, 2025

Table 4.9 shows the study assesses explanatory power of the model using coefficient of
determination (R?). With R? value of 0.905, digital technology explains 90.5% of the
variation in performance of SMEs. The remaining percentage could be explained by other
variables not included in the study. The R? ranges from 0 to 1, with higher values indicating a
greater explanatory power. As a guideline, the R? values of 0.75, 0.50, and 0.25 can be
considered substantial, moderate, and weak (Henseler et al., 2009; Hair et al., 2011). The R?
values of 0.463, indicates a weak explanatory power of the exogenous variables. The R?

value is also significant at 5% level.

Table 4.2 path coefficients.

Hypotheses Original Sample Standard T Statistics [P
Sample (O) |Mean (M) [Deviation (STDEV) |(JO/STDEV|) [Values

Cloud Computing ->0.019 0.018 0.041 0.458 0.647
Performance

Digital Payment Platform ->/0.071 0.075 0.035 2.020 0.044
Performance

E-Commerce -> Performance [0.093 0.095 0.038 2.414 0.016
Social media -> Performance |0.834 0.830 0.048 17.532 0.000
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DISCUSSION OF FINDINGS

Base on the result that investigated the impact of cloud computing, e-commerce, social
media, and digital payment platforms on the performance of Small and Medium Enterprises
(SMEs) in Benue State. The findings from the statistical analysis revealed varying degrees of
influence across these digital tools. The path coefficient for cloud computing was 0.091, with
a T statistic of 1.484 and a P value of 0.628, indicating no statistically significant effect. This
suggests that while cloud computing provides technological advancements, it may not be a
primary driver of performance of Small and Medium Enterprises (SMEs) in Benue State.
Prior research has shown mixed results regarding the role of cloud computing in
entrepreneurship. For instance, Zhang (2022) highlighted that cloud computing contributes to
the improvement of entrepreneurship education through big data analysis. However,
Ngwenya and Mashau (2019) found that despite cloud computing's potential benefits, many
entrepreneurs lack the necessary skills and infrastructure to fully utilize it.

Moreover, E-commerce displayed a strong path coefficient of 0.093, with a T statistic of
2.351 and a P value of 0.019, indicating a significant positive effect on performance of Small
and Medium Enterprises (SMEs) in Benue State. This aligns with the study by, Fadzil et al.
(2023) who found that entrepreneurial traits such as risk-taking and innovation are critical for
e-commerce startups, further supporting its role in business expansion. Additionally, Moses
(2023) highlighted that digital transformation, particularly through e-commerce, is essential
for small businesses in African economies.

Furthermore, the study also found a highly significant effect of social media on performance
of Small and Medium Enterprises (SMEs) in Benue State. This supports the notion that social
media marketing plays a crucial role in business growth. Eldridge et al. (2019) found that
social media significantly enhances performance of Small and Medium Enterprises (SMEs).
Furthermore, Hadi et al. (2023) demonstrated that social media is a viable tool, particularly in
times of economic uncertainty, making it essential for entrepreneurs in emerging markets.
Lastly, digital payment platforms had a significant positive effect on performance of Small
and Medium Enterprises (SMEs) in Benue State. This finding aligns with research by Putra et
al. (2023), which highlights how digital payment systems enhance entrepreneurial
transactions by offering seamless financial technology solutions. Similarly, Ernawati et al.
(2023) found that digital payment platforms increase financial inclusion and transaction

efficiency, thereby facilitating business growth.
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4.3 CONCLUSION AND RECOMMENDATIONS

4.3 Conclusion

In conclusion, digital technology plays a crucial role in fostering the performance of Small
and Medium Enterprises (SMEs) in Benue State. While cloud computing did not significantly
impact performance of small and medium size Enterprises (SMEs), e-commerce, social
media, and digital payment platforms were found to be essential drivers of business success.
These technologies enhance operational efficiency, provide alternative financing, and
facilitate financial transactions, enabling entrepreneurs to thrive in a competitive business
environment. Policymakers and stakeholders should focus on enhancing digital literacy and
accessibility to these technologies to further empower Small and Medium Enterprises.
Additionally, the research emphasizes the need for supportive policies that encourage digital
technology adoption, including improved internet infrastructure, access to digital financial
services, and training programs tailored for businesses. Through fostering an enabling
environment, youth entrepreneurs can leverage digital tools effectively to scale their
businesses, contribute to economic growth, and reduce unemployment in Benue State. Future
research should explore other digital innovations and factors influencing technology adoption

among small businesses.

RECOMMENDATIONS

Based on the findings of this study, the following recommendations are provided:

1. Cloud Computing: Since cloud computing was found to have no significant impact on
performance of Small and Medium Enterprises size (SMEs), policymakers and business
support organizations should provide targeted training programs to enhance awareness
and practical applications of cloud services for business operations.

2. E-Commerce: Given the significant impact of e-commerce on performance of Small and
Medium Enterprises (SMEs), government agencies and private sector partnership should
facilitate better internet access, affordable digital tools, and digital literacy programs to
enable more Small and Medium Enterprises to take advantage of online business
opportunities.

3. Social media: Since social media was found to play a crucial role in performance of
Small and Medium Enterprises (SMEs), government should establish regulatory bodies
that ensure and maintain the use of social media to reduce cybercrime.

4. Digital Payment Platforms: With digital payment platforms significantly contributing to

business sustainability, financial institutions should work towards expanding secure and
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accessible digital payment systems. Additionally, entrepreneurs should be trained on the
benefits and best practices of using digital transactions to improve business efficiency

and customer trust.
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