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Abstract
This research investigates the moderating role of CRM in the relationship between E-
marketing and SME performance in North East Nigeria. The literature review identifies a
gap in existing studies, emphasizing the novel focus on the moderating effect of CRM on
the relationship between E-marketing and performance of SMEs in North East Nigeria.
The study employs a survey research design involving 157,000 registered SMEs with a
sample size of 384 in the Six North Eastern states of Nigeria. Structured questionnaires
were deployed as the instrument of choice, while descriptive statistical analysis and PLS-
SEM were used to analyze the data.The findings of the structural model analysis provide
mixed evidence regarding the effectiveness of e-marketing in enhangi ME
performance:- E-marketing has a significant positive effect on market share 25, p<
0.05) and customer retention (f = 0.18, p < 0.05).- However, the hy @ed direct
relationships with competitive advantage (f = 0.09, p > 0.05) and sal ggﬁwmance B=
0.07, p > 0.05) were not found to have a statistically significa t. Additionally,
Customer Relationship Management did not appear to moderate % ationship between
e-marketing and SME performance. The results suggest that whilese-marketing can be an

effective tool to improve customer retention and increas rket share, its impact on
other performance metrics may vary within this umt cal context. To ensure
sustainable growth and competitiveness, SMEs in No ast Nigeria must consider a

holistic approach to their business strategies and ianporate e-marketing among other

key elements. Sb

Keywords: E Marketing, CRM , SME Pe@ce, North East Nigeria ,PLS-SEM

Word Count: 247 &
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Chapter One

Introduction
1.1 Background to the Study

Small and medium-sized enterprises (SMEs) are acknowledged as one of t@ary
drivers of job creation and economic development and they play a significa le in the
global economy. The current revolution in communications aé&k as information
technology (IT) has altered how individuals do business. Elec@ marketing, as a new
marketing phenomenon and concept, has the potential d extremely dramatically
and dynamically as more and more organizations@he Internet and other electronic
media in their marketing campaigns. As such pplication of electronic marketing (E-
marketing) by small businesses has ‘%}\@nﬁal to alter the global composition and

characteristics of SMEs. The reas@

digital marketing tools tha“ obile phones, extranets, and intranets in electronic

s 1s the rise in the use of the Internet and other

transactions may gre@mease SMEs' chances while also removing many risks from

both the internal \K‘d'&;(ternal environments.

The Wo;bbank estimates that SMEs make up the majority of firms globally and are
cru\'@/gﬁ the creation of jobs and expansion of the international economy. SMEs make
up 90% of enterprises worldwide and generate more than 50% of jobs; in developing
nations, they account for up to 40% of GDP'.SME performance is important to the

Nigerian economy, as it has contributed over 48% of the country's GDP during the past



five years. On the other hand, inside the nation's financial system, the sheer number of
enterprises plays a significant role in generating income and jobs?. Nigeria's development
is closely correlated with the success of its small and medium-sized enterprises (SMEs)>.
Thus, underscoring the importance of SMEs to the global and national economy. In this
era, characterized by global markets, fierce competition, and open borders, maQ' has

become an indispensable tool for the survival of SMEs. ( O

Additionally, customers can access goods and services fast an é\o constrained by
time or place thanks to the various forms of modern co@%ation. Because of the
aforementioned developments, institutions now need think about new marketing
strategies and restructure established ones to %Qusiness and stand out from the
competition. In the present era of globaliz@SME marketing in several economies is
limited to face-to-face, but less mqr@vith the online system via the Internet, or E-
Commerce. The World Wide @ (WWW), the Internet, IT, and communication
advances have all develof uickly, creating new and effective digital channels for
advertising. Today, ﬁsmajority of businesses deem having a digital presence to be

crucial3»4.Hov@Su ers obtain information about goods and services is changing, and

conventio@nethods of purchasing are developing quickly.
Fo&npanies of all sizes, social media has transformed into an essential component of
an integrated marketing communications strategy’. In recent years, academic and

managerial interest in E-marketing has grown. Despite insufficient practical data to

support the assertion that EM can be used anywhere, the current wave of publications in



this field may suggest otherwise. Some have even dubbed EM the "new marketing
paradigm." Meanwhile, in the last three decades, small and medium enterprises (SMEs)
are considered the driving force that propels global economic growth and development;
they have attracted considerable attention from scholars and practitioners. The idea that
innovation is critically dependent on the capacity of entreprencurial SMEs, espelially in
the information technology (IT) industry is the main source of this inte@zat being

said, corporate ties with consumers have taken center stage,.in\today's business

environment, beaming the spotlight on Customer Relationship ment CRM.
Therefore, businesses have redoubled efforts to deve maintain and enhance their

relationships with customers. Relationships \%ﬂb&fomers involve more than just
communication. For the majority of enteg@ré the key concerns are what to say, to
whom, and how often®. Many studi.e@emonstrated the impact of CRM on business
performance. CRM enhances o&g&aﬁonal performance by means of activities like
boosting customer satisfa::@ and loyalty, leveraging referral marketing to cross-sell
products and service d improving organizational profitability through improved
delivery of gé@ services that results in a number of additional benefits for the
organizati@ Successful CRM implementation will impact the effectiveness of
m@ and financial performance, which are cumulatively measured as business
performance®. It is in view of this discussion that the study intends to examine the

moderating role of CRM in the relationship between e-marketing and the performance of

SMEs in North-east Nigeria.



1.2 Statement of the Problem

Small and Medium Enterprises (SMEs) are vital to a country's economic development.
As a result, the performance of the SME sector is strongly linked to the nation's
performance. They are primarily responsible for private sector employment glob&The
growth of small businesses is crucial to achieving development goals inclu@ducing
poverty, fostering economic growth, and advancing more de ﬁgy societies®.
Unfortunately, SMEs in Nigeria and the North-east lack t ssary competitive
advantage required to fast-track the achievement of the af %ned objectives. Thus,
to help the business in maintaining a competitive edge, @ to have adaptable structures,
strong scientific human capabilities, and comp lf%thhat allow it to rapidly and easily

adjust to the dynamics of the technologlca@nment both locally and globally 73

Another daunting challenge impe @ performance of the SME sector is customer
retention. The high level &@'\tchmg behavior exhibited by customers of SMEs
continues to retard th performance of SMEs in the North-east sub-region. It is
implied that to {& clients while preventing them from switching to competitors,
businesses&(suoe proactive®. Customers switching service providers makes it more
difﬁc»@x affected businesses to post a profit and remain in business. Competitive
ad\%ége and market share are related and gaining one will promote the other.
Undoubtedly, SMEs with competitive advantage tend to gain a favorable market share.

Acquiring Market Share is a major priority for businesses. The rationale is that market



share acts as the foundation for attracting clients, who are the source of revenue and

profit for businesses!®.

In Nigeria, increasing attention has been given to the SME sector and to the contribution
that business enterprises can make in transforming the economy, especially in th&sent
global economic situation!!. Internet-based business programs, or e-com Qcan be
used as one way to enhance and increase the competitiveness of SMEg/!? Qyultinational
corporations' use of EM has, in part, altered the character and re of their global
business'*. The World Wide Web (WWW), the In@%ﬁs, communication

technologies, social media, and computer sciences h all quickly spread, creating

innovative electronic mediums for marketir@he majority of businesses now

consider having a digital identity to be im@rié|

Despite the enormous marketing oé%@ities offered by e-marketing, SMEs in Nigeria
face a variety of challen.geaén e-marketing ecosystem, such as those related to
infrastructure, goverr%@ducation, building effective and efficient websites, poor
credit payment_ @sistance, etc!®. These problems have allowed many SMEs to lose

their pros;gt(gvustomers to other competing firms within the industry.

Se%&tudies on acceptability and implementation of E-marketing by small and
medium-sized enterprises (SMEs) in developing countries have been conducted , but only
a hand full of these studies have been conducted in Sub-Saharan Africa (SSA)!. Again, a
considerable body of research has been done globally on E-marketing and corporate

business performance 8192921 but only a few studies on E-marketing and Performance of
5



SMEs currently exists in the Nigerian context, especially in North-east Nigeria 2223 thus
establishing a knowledge gap. Likewise, the question of how customer relationship
Management can strengthen relationships between e-marketing and SME performance is
a lingering question. Averagely, studies tend to center on the viewpoint of the customer,
for example, by examining factors that influence online buying habits 24 an zing
word-of-mouth on social media 2> 2% 2728 Based on these gaps identiﬁec&@tudy will
examine the role of customer relationship management in fostering, the relationship

between e-marketing and SME performance in North-eastern ]\@

O

1.3 Aim and Objectives of the Study Q

The research aims to examine the effect of e—mé@ on the performance of SMEs in

North-East Nigeria. The specific obj ective@

N\

1. examine the effect of e- mark.eq&omal media Marketing, Online Advertising, E-

mail Marketing) on competiti@lantage.

ii. examine the effe%@marketing on sales performance

iil. invest@ole of e-marketing on customer retention

v, ine the effect of e-marketing on Market Share

Y

v. ascertain the moderating role of Customer relationship management on the
relationship between e-marketing and performance of SMEs in North-east

Nigeria



1.4 Hypotheses

1. E-marketing will have no significant effect on Competitive advantage of SMEs in

North-east Nigeria

ii. E-marketing will have no significant effect on the Sales performance OQA{

North-east Nigeria ( O

iii. E-marketing will have no significant effect on Custom §.1t10n of SMEs in

North-east Nigeria

iv. E-marketing will have no significant effect onQ\s; arket share of SMEs in North-

east Nigeria 6%
®%

v. There will be no significant mo@ng effect of customer relationship management

on the relationship be@n e-marketing and the performance of SMEs in

North-east Nig 6\

1.5 Scope of ¢ {Ndy

This stud l focus on e-marketing and the performance of SMEs in the North-eastern

re%nQﬁNigeria; the moderating role of Customer Relationship Management.

The political and security conditions in Nigeria, especially in the North-east informed the
geographical scope of this study also, the large population of registered SMEs in the
North-east enabled the conduct of this research in the study area as it would be possible

7



to get an excellent representation of a random sample and readily extrapolate the findings
to the full population. The sub-indicators for the independent variable, e-marketing
include Social Media Marketing, Online Advertising and Email marketing while, the sub-
indicators for the dependent variable, SME performance include Competitive advantage,
sales performance, customer retention and Market share. The relationship n e-
marketing and SME performance will be moderated by custon(/tionship
Management which has Attitude, knowledgeability, and Two-wa}QﬁssQunication as its

sub-indicators. The units of analysis for the study include al% gistered SMEs that

have deployed e-marketing in North-east Nigeria QO

1.6 Significance of the Study &Q

This study is significant to SMEs, the Gﬁ\grgent, Academia, and Society. The results
of this research will help small ana@m-sized enterprises (SMEs) comprehend how
e-marketing impacts their.b&é, thus, fostering growth through faster and smoother
transactions, better m%e@ strategies, increased revenues, and lower operational costs.
Other beneﬁts.a&ble include more details of products and services, an effective
feedback e@m, and a variety of payment options. These benefits are achievable as
ownerQ% Es will leverage the findings of this study to assess their customer
relatiofiship management strategies to catalyze them to enhance their business

performance.

This study will reveal the computer literacy level of the public and serve as a call to

action for Government, Non- Governmental Organizations, and the public to improve the
8



computer literacy level of society. Government can leverage the results of this research to
create policies and programs that will improve computer literacy and use for commercial

transactions.

The findings of this study will indeed become a humble contribution to literatur&i fill
an existing void in the subject matter. This study will extend existing dge by

determining the role of e-marketing on the performance of SMES.&Qployment of

CRM as a Moderating variable in the study will deepen the app I;l of the theoretical
study

underpinnings by articulating the gains of the findings of and perhaps, set the
stage for future related models. Previous studies h@ocused on E-marketing and
corporate business performance, but only a %%ies on E-marketing and SME
performance currently exist in the Nigerig@%ﬁxt. In light of this, the purpose of this

study is to determine how the p.es&mce of SMEs in North-east Nigeria and e-

N\
&

1.7 Operationalisati@\a iables

The study is @ three major constructs, namely, E-marketing, SME Performance,

marketing are related.

and Custo@Relationship Management, that is:
Yﬂ\f/@), where Y = SME Performance (Dependent Variable) and X = E-Marketing
(Independent Variable). Therefore, SME Performance as a dependent variable is
operationalized with the following indicators:

Y=1(x, z)

Y =y1, y2, ¥3,¥4,



Where y1 = Competitive Advantage
y2 = Sales Performance

y3 = Customer Retention

y4= Market Share

Similarly, E-marketing was measured based on the following indicators: Q\
X=X % (Q
= Social media Marketing :&

X2 = online Advertizing %
x3 = E-mail marketing O

Furthermore, the moderating variable (Z Var1ables re measured with the following

parameters: &b

7-71, 72,
\\
7> = Leadership AQ‘&CO

1.8 Limitations to @?

$p&>[‘1mltatlons Stratified random sampling procedures were used in an

1.
attem&f@

stlhﬁst. The generalizability of the results might be impacted by the possibility that

z1 = Customer support

oduce a representative sample, although biases in the sampling process may

some SMEs were not included in the sample frame and that those who were not

registered with SMEDAN were omitted. None the less, the selected sample frame-

10



NBS/SMEDAN 2021 report remains the most authentic official records available at this

point in time.

ii. Data Collection Constraints: Self-reported information obtained via
questionnaires was the main source of data used in the study. Response bias t&risk
factor for this approach, since participants may give false or partial informat@owever,

in comparison to other data collection methods, the questionnai&gj_}emains the

instrument of choice for this type of study design. E Q

jii. Generalisability: The study's exclusive emphasi Es in North East Nigeria
may have limited the findings' applicability to SMEg(in other regions that have different
socio-economic settings or commercial enviro@s. In various circumstances, variables
including market dynamics, infrastructu@screpancies, and cultural variations may

have a distinct impact on the link bé‘%an -marketing, CRM, and SME success.

iv. Data Analysis Me.ﬁ@ology: Despite being a suitable method for multivariate
analysis, Partial Least\éares-Structural Equation Modeling (PLS-SEM) has limitations
that should l{i\&g ized. The study findings' robustness may be impacted by PLS-
SEM's po@al for less accurate parameter estimates when compared to other techniques
lik%%riance—based SEM. However, after rigorous assessment of the strengths and
weakness of the SEM —PLS in comparison to other analysis tools the researcher felt
compelled to settle for the chosen option due to its superiority, fewer drawbacks and

suitability for this study.

11



V. Temporal Limitations: The study used data from the 2021 collaboration Survey
of the National Bureau of Statistics and the Small and Medium Enterprises Development
Agency of Nigeria. However, due to the rapid evolution of business practices and
technology in the e-marketing and CRM domains, the data may not accurately reflect the
current state of the industry or trends in the performance of SMEs. None the y-at this

point in time the NBS/SMEDAN 2021 report is the most current official @i able.

Vi. External Factors: The study might not have taken in eratlon all of the
environmental factors that could affect the success of %:h as governmental
regulations, the state of the economy, the nature of (x%etmon and developments in
technology beyond e-marketing and CRM. Ig&f@hese factors might restrict how
thorough the study is and how accurate th\@% are. However, given the fact that every

study has to be delimited, no single s can effectively cover all the factors.

C—;\

1.9 Operational Definition o @)‘\ns
Customer support QQ\

Providing help .w@ustomers have trouble with a company’s products or service

E-market&(}
The te@-

Competitive advantage: In this study, competitive advantage means a condition or

arketing" in this study refers to online marketing.

circumstance that put a company in a favorable or superior business position.
Customer Retention: In this study, customer retention means the ability of a business to
retain its customers over some specified period.

12



Customer Relationship Management: In this study, Customer relationship management
refers to the method by which a company manages its communications with clients.
Usually, a lot of information is studied through data analysis.

Leadership: The act of leading a group of people or an organization.

Market Share: In this study, Market share means the percent of total sales in Q&lstry
generated by a particular company. 0

Online Advertising: In this study, Online advertising is a t)@( marketing and
advertising that promotes goods and services via the internet. %

Sales Performance: In this study, sales performance Q e volume of sales a firm
makes over a period of time. Q

SME Performance: In this study, SME per &e means the Productivity of small
and medium enterprises. @

Social media marketing: For the.s{%e f this study, social media marketing refers to
online advertising that malfes&@ social media apps.

Technology is the pr% e of scientific knowledge, particularly in commerce.

13
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Chapter Two
Literature Review
Preamble

This chapter comprise of conceptual review, theoretical review, Empirical review,

conceptual framework and Gaps in literature. é

The conceptual review identified and defined the constructs and variables.“¥he second
section focused on the identification and review of related theori ’\1 respect to the
topic. Finally, the applicable empirical findings were reviewe@effoﬁs to fill gaps in
the literature were highlighted. Q

The purpose of this section is to review an p@he measurable variables of the
constructs associated with the study. The ructs of this study are Electronic-
Marketing, Customer Relationship M é&eﬂt and SME performance. Electronic -
Marketing has social media marl@ﬁline Advertizing and E-mail Marketing as it's
variables, while the mode Customer Relationship Management, has Customer

support and Leaders@s sub variables. The dependent variable has four variables

including Compé\(t% advantage, Sales performance, Customer retention and Market

share. 6

InQ{/@o facilitate a good understanding of the research study, this chapter is divided
into five parts, namely Conceptual review, Theoretical review, Empirical review,

Conceptual Framework and Gaps in literature.
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2.1 Conceptual Review
2.1.1 SME Performance

Performance of SMEs is a measure of how well small and medium-sized busi&ses
perform in terms of their finances, management, sales, and marketin@s and
activities It refers to how well SMEs are able to accomplish their Q;Mue short-,
medium-, and long-term business objectives. The ability of SM % meet the criteria
and goals that employees as well as managers have set f@e is a key indicator of
their performance. Additionally, it investigates how@ SMEs strategies work to
achieve organizational goals and objectives in %@& of resource allocation, human
resource management, production, distr'b@sales, marketing, and pricing, among
others?.Because SMEs make up th rity of developing countries' economy, their
performance plays a crucial ro%c)n\ determining the economic progress of most
emerging African nations;&%use SMEs make up the majority of developing countries'
economy, their performance plays a crucial role in determining the economic progress
of most em@v frican nations®.This means that when SMEs operate more
productiv%and effectively, the economy as a whole improves, jobs are generated,
lo%gmands are met, living standards rise, living costs fall, and exporting to
international markets increases. Because of this and their awareness of the connections
between SMEs and the larger national economy, the governments of several emerging
African nations, including Nigeria, Ghana, Angola, and South Africa, are funding

projects and support programs aimed at assisting SMEs in expansion®*. But before SMEs
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can perform better, it is necessary to understand the true dimensions or performance
metrics of SMEs. The success of SMEs may be broadly classified into two categories:
financial and non-financial indicators’.Financial parameters including revenue, return on
investment, equity, profitability, liquidity, financial assets, capital base, profits before
tax, earnings after tax, and others are all seen as financial indicators that ar ctly
related to the financial well-being of SMEs. The marketing and managet(/@etrics—
such as hiring, motivating, and retaining staff—as well as comp image, customer

loyalty, market share, volume of sales, new market acquisitio customer demand,
are examples of non-financial indicators 7, QO

Many countries, especially developing ones, r y@ly on small and medium-sized
firms (SMEs) to propel their economies fo “Small and medium-sized enterprises
(SMEs) make up the bulk of busine&&vorldwide and are important providers of
employment and sustainable eco@s growth. Over 50% of jobs created globally and
up to 90% of all businesxs\ag()wned by them’. Even in developing nations, formal
small and medium-siz%%erprises (SMEs) contribute up to 40% of GDP growth.

According to ;3@9, 600 million jobs would be needed by 2030 to meet demand for

workers worldwide, thus governments everywhere should place a high priority on the
growt@%MEs? In the Nigerian context, SMEs account for 48% of the country's gross
domestic product, 96% of commercial companies are SMEs, and 84% of employment
employed in the nation are produced by SMEs '°.Small and medium-sized enterprises

(SMEs) in Nigeria have made significant contributions to the country's economy, but

they face many challenges to their continued existence and development, including
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limited access to capital, poor infrastructure, unreliable power supplies, harmful taxes
and regulations from the government, and, lately, the COVID-19 pandemic '!2.The
promotion of goods and services via the internet is known as electronic or online
marketing!®. It comprises putting marketing plans and campaigns into action using
online and digital platforms. Electronic marketing includes marketing activiti ied
out via wireless communication channels like cell phones, satellite @waﬁon
networks, wireless local area networks (WLANS), wireless sensor detworks, terrestrial

microwave networks, and e-mail'#. It is not just restricted to rr@ g activities carried

out online. It helps businesses interact with their client izing a variety of digital
tools 13, Q
Some SMEs have increased their adoption application of digital technologies,

particularly social media, and the interﬁtj they rush to come up with response plans
a

to lessen the pandemic's effects rantee their ability to continue operating in the

future !4 15 1617 Therefore, S@ from a range of sectors are increasingly embracing

social media channe%l% as Facebook, Twitter, Instagram, and WhatsApp); email

marketing (e a@ﬂetters, acquisition emails, retention emails, and promotional
(<

emails); search™€ngine optimization; mobile marketing; and online advertising (pop-up
adveré@nts, banner advertising, and direct-response advertisement) to promote their
offerings. Some small and medium-sized enterprises (SMEs) seem to have significantly
increased their acceptance and utilization of the web and social networks for marketing

needs as a result of the COVID-19 pandemic's advent and consequent spread throughout

Nigeria.The majority of small and medium-sized enterprises (SMEs) in Nigeria shifted
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their marketing activities to social media networks during the almost 10-month-long
lockdown, when human and vehicle movements were prohibited. They used free or paid
postings, videos, images, and a combination of all to promote their services. Some
SMEs (particularly those dealing with ICT and fashion accessories) have found success
using email marketing and online advertising platforms such as websites, di ds,
pay-per-click, affiliate promotions, and pay-per-click. This is in r(c/ to the
pandemic!®.In both developed and emerging nations, e-marketing i e of the digital
marketing strategies with the quickest rate of growth 20, It allo@ esses to reach out

to new clients and expand their consumer base more ef% 21

A number of scholars have defined e-marketi %e definition is the fusion of
traditional marketing media and electronic co ication technologies for the purpose
of acquiring and providing services m\gonsumers. Comparably, the phrase "e-
marketing" encompasses social n@nﬁa@ting”, digital marketing, internet marketing,
and online marketing, am@g‘ﬁers. E-marketing seems to be a key component in
gaining a competitiv@ in a variety of business ventures, including Small and
Medium Ent eS\(SMEs) by enhancing marketing effectiveness and company
efficiency 4.%

ough e-marketing has become critical to SMEs, there are still not

enou %em using it, which limits the use of the technology®.

SMEs must use e-marketing effectively to improve their marketing strategies to become
and remain competitive. However this technology appears to be new to SMEs in
developing nations, where ignorance of how to properly use it can be a major hindrance,

resulting in a restricted applicability 6. Most SMEs in developing nations use e-
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marketing to a limited extent, which may be attributed to expensive development costs
and a lack of understanding about how it enhances business success ?’. Furthermore, the
primary barriers preventing SMEs in developing nations from using e-marketing are a
lack of resources, inadequate infrastructure, fierce rivalry, owners' willingness to take
on hazardous investments, and the relative newness of the field of e-marketin Es
employ the majority of workers in African nations, therefore utilizinporary
technology like e-marketing has become essential. As a result, s must use e-
marketing technology to increase rates of adoption, becom% competitive, and
investigate new business prospects. O

According to previous research, e-marketing is @Q? to the competitiveness and
performance of SMEs. For example, Asi%érgarch discovered that e-marketing
significantly affects marketing improveme\gd firm performance 2.

E-marketing solutions also have é};\%er ble impact on SMEs' marketing performance,
efficacy, and pre- and post—%@ctivitiesw. On the other hand, the primary barriers to
SMEs' adoption of e%@g in the Nigerian setting were insufficient power supplies,
expensive intern &%ess fees, and poor communication infrastructures?’.

When co 'dge}collectively, these studies highlight the benefits and challenges that
SMEs@’bﬁveloped and developing countries—particularly those in the UK, Asia, and
Afr&Eface when putting e-marketing into practice 3!. Within the framework of this
research, social media marketing refers to the use and acceptance of social media
platforms and networks (such Facebook, Twitter, and Instagram) by small and medium-

sized enterprises (SMEs) for the purpose of promoting their products and services and
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fostering client loyalty. Online advertising is a method by which SMEs use online tools
and platforms, such websites, banner ads, and display ads, to promote their products and
services in an effort to raise awareness and persuade customers to use them.Similarly,
email marketing is the process by which SMEs engage with current and prospective
clients by email about new and ongoing offers in an effort to sway their decisi ‘A@ake
favorable purchases. In contrast, market coverage refers to how well SMT(Je to use
their distribution and promotional methods to reach their targeted dudiences in order to

gain market share. Consumer patronage is the financial suppor% nsumers give small

and medium-sized businesses (SMEs) each time they a product from them or

pay for a service. er

The success of Iranian enterprises that exp stachios is directly impacted by e-
marketing 2. The companies enhance %&j}\gn—ﬁnaﬂcial and financial performance by

L ]
achieving more asset turnover, @é

increased customer attra@tgzld retention in export markets. The internet helps

export share, sales and export growth, and

distributors and agen‘@e companies improve their marketing efforts and close the

information ga 1& en them and their clients on their products, promotions, prices,
oi;.

and comp%

than nt organizations, which makes internet marketing more difficult for them.

Small and medium-sized enterprises have distinct marketing needs

Compared to major organizations, small businesses are less likely to successfully utilize

internet marketing due to their limited resources and knowledge .

According to Facebook data, some of the most active small companies that make

money on Facebook through adverts are run by Kenyan entrepreneurs. Many SMEs
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have adopted electronic marketing at the moment, therefore it's critical to understand
how it affects sales growth, and that in turn affects profitability. One way that SMEs
may still contact the market to raise awareness of their products and services is through
digital marketing. To improve their competitiveness, SMEs must understand the best
digital strategies to employ and how to communicate with as many cust as
possible *. (JO
Because the tourist industry is so competitive, effective internet r@gﬁﬂg is essential’®.
Small rural businesses in Nigerian must use efficient searc@ine optimization to
increase their online visibility. Business owners need stand which keywords to
use to enhance their company's search engine r m@Using a search engine optimizer
helps boost the number of consumer respo . Furthermore, it is remarkable how
important social media is and how \ pames may increase word-of-mouth by

connecting with tourists on Faceb ter, and YouTube.

Performance is usually th @ result that is anticipated from any business activity>’- 3%

39,4041 'The sum of th}éformance of the organization's marketing, finance, and human
resource dep@éﬁs ver a specific period represents the overall performance of the
SME. Bus@ses set goals and objectives that must be completed in a specific amount
of @ Performance evaluates an organization's efficacy concerning these
predetermined goals. Therefore, the ability of an organization to employ the appropriate
tactics to achieve its objectives—such as a high profit margin, high-quality product, a
greater market share, and superior financial results—at the designated period is referred

to as organizational performance. Numerous aspects of organizational performance can
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be challenging to assess, however, financial as well as non-financial metrics have been
included in the process 43,

SME performance compares an organization's projected outputs (or aims and objectives)
to its actual outputs or results. In the modern field of management research, it is one of
the most significant factors. Despite being widely used in academic literature, Q‘A{ion
of SME performance is still not widely agreed upon. O

44.

SME performance is comprised of three distinct areas of firm effec (a)financial

performance (profits, return on assets, return on investment, % ) product market

0 Q .); and (c) shareholder

performance (sales, market share, competitive advan

return (total shareholder return, economic value addeQth.). The performance of SMEs
can be evaluated concerning a variety of , including growth, productivity,
profitability, and satisfaction among em}\@es .SMEs performance is a measure of
efficiency and effectiveness of the&é&&& arketing, financial and managerial activities
and strategies of small ansi @-sized enterprises® It refers to how well SMEs are
able to accomplish th% 1que short-, medium-, and long-term business objectives. The
performance of g&is determined by their ability to meet the goals and criteria that
employee anbanagers have set forth*. Additionally, it investigates how well SMEs'
strate% rk to achieve organizational goals and objectives in the areas of resource
all&on, production, distribution, sales, marketing, pricing, and human resource
management, among others.*Since SMEs make up the majority of developing nations'
economy, their performance plays a crucial role in determining the economic progress

of most African emerging countries*. This means that when SMEs operate more

25



productively and effectively, the national economy as a whole improves and domestic
employment is generated.For this reason, the governments of a number of emerging
African nations, including South Africa, Ghana, Nigeria, and Angola, are funding
projects and support programs aimed at SMEs' development and an awareness of their
connections to the country's larger economy*’. But before SMEs can perform b, Nt 1S
necessary to understand the true dimensions or performance metrics of S

The success of SMEs may be roughly divided into two categorie "ﬁnqncial and non-
financial indicators*®. Financial parameters including reven ™ on investment,
equity, profitability, liquidity, financial assets, capital fits before tax, earnings
after tax, and others are all seen as financial indica@t at are directly related to the
g

contentment, and motivation, are example@on-ﬁnancial indicators>®°!.,

financial health of SMEs*.Marketing and managerjal metrics, such as staff recruitment,

Electronic marketing can reach n@@ners and provide them individualized attention,
raising awareness and thu\s@gﬁng growth’2, SMEs may be able to reach potential
clients more afforda@ using digital channels including social media, email, and
online advertisin&%e majority of digital marketing methods, including SEO, internet

N\

advertisingy, antd”viral marketing, are employed to boost the expansion of small and

medi ’bed businesses.
2.1.1.1 Competitive Advantage

The companies developed and started utilizing customer relationship management

software, which provided marketing firms with extensive knowledge about the needs of
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their clients. As a result, these firms were able to identify their top priorities and establish
enduring bonds with their clients>. Furthermore, customers have started looking for the
products they wanted to purchase online instead of through sales representatives.
Naturally, this has made it even more important for businesses to discover electronic
ways to sell their goods. These days, the majority of businesses utilize digital ting
strategies, either fully or in part, and the phrase "electronic marketiﬁ@s gained
popularity. Additionally, researchers anticipate that because o work and time
invested, its utilization will increase over the next few years>* ftsisNuiferesting to observe
that one of the by-products of globalizationopennes%®world in terms of culture,

economy, politics, and technology—is competitiven@

Nonetheless, globalization necessitates 1%§r?g performance in all financial,
marketing, and informational operation &%y up with all the factors. For instance, the
Al-Razi Group strives for a c@e edge in its marketing endeavours, which
necessitates the adopti(mQ%innovative techniques that align with technical
advancements to ge%&aid advantage. In order to survive in the business world,
competitivenessﬁ\@[ therefore rely on resources and capabilities to achieve
differentia&(ﬂ{mnovation, risk tolerance, and tendencies toward staking risks ahead of
comp%"a. It also needs to be highly effective in seizing market opportunities and
obtaining the largest market share®. As such, business-oriented organizations attain a
state that is characterized as proactive, reflecting their capacity to be a market leader and

not a slave to any processes related to anticipating future market needs and attempting to

satisfy them before the competitors know how to achieve this goal. Thus, bold
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competition becomes a reflection of the organizations' approach to business, enabling
them to significantly outperform their competitors 37, Additionally, businesses reach a
certain level of performance excellence in their pursuit of competitive advantages, the
creation of new opportunities, and the interconnectedness and capabilities of their
business units, as well as their readiness to take advantage of these opport “égand
confront challenges in order to advance their goals>®>°. Flexible structure(/@;etences,
and strong scientific human capabilities that allow the organization.foapidly and easily
adjust to the dynamic soft technological environment— ef on the local or

international side—are necessary to help it in maintaini@@petitive position ¢,

Regarded as one of the front-runners in the hum;& rmaceutical business, Jordan is
among the nations that have achieved interndpiomal recognition. By enacting laws and
regulations that allow the pharmaceutica%m\%try in Jordan to grow and avoid the adverse
effects of economic globalizati’(& country continuously works to improve its
pharmaceutical sector, whi(&glds at the third rank in the structure of exports. Apart
from Jordan's entry @ World Trade Organization and the signing of a European

cooperation a @‘that necessitates domestic laws, the country relies on carving out a
i

niche and fergittg a competitive edge.

A%@ , the Jordanian Ministry of Health has created a strategy based on the
enactment of a drug legislation that addresses advancements and quick changes in the
world while maintaining the competitiveness of Jordanian pharmaceutical exports in
order to accomplish this aim. In order to attract Arab and foreign investments and

safeguard the country's established pharmaceutical industry from any negative impacts,
28



Jordan cleared the path for this step by passing the Intellectual Property Protection and
Patent Law. Additionally, the pharmaceutical industries in Jordan are going through a
phase when they are forming partnerships with overseas businesses. As a result,
Jordanian enterprises depend on these partnerships for their marketing and
manufacturing needs.As a result, pharmacies strive to stay up to date wit atest
advancements and changes in the industry by either refining their market'(;@tegies or
practicing them. This helps them stay competitive and continue ovide customers
with the best possible service at a lower cost, in less time, an@ ess effort than their
rivals. In order to remain competitive and successful, ies must implement best
practices. In order to remain relevant and competiti@n he face of constant change, it
must be more inventive, environmentally @cwus, embracing technology, and

successfully focusing on its target market

As a result of the rapid changes 1 &%s\'ﬁd, such as the acceleration of globalization and
integration into the global @%m , as well as the policies of openness and market
liberalization, the con@%competitive advantage is receiving a great deal of attention
on a global scab)@sct, it is currently at the top of the lists of priorities and concerns for
many nati% a result, an enterprise's ability to succeed in competition is essential to
its de@wnt and survival ®. especially as it is generally believed that an organization's
competitive edge serves as the main pillar upon which its success is constructed. It is
consequently unusual for firms to have a competitive precedence in every industry
because of the organization's limitations. However, in order to come up with novel

decisions, the organization does accept reciprocal decision-making and exchange. Thus, it
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is believed that identifying competitiveness as a pillar is crucial to business organizations'
success and long-term survival®*. A company's competitive edge is its capacity to set itself
apart from other companies in the same industry. This is dependent on how well the
organization manages its operations and resource allocation. However, one could argue
that an institution's main source of competitive advantage comes from the v “A{ can
offer to customers in order to charge less than rivals who provide simil()@‘lts or by
including unique features in the product that more than make up fOr\the sizeable price
increase®. Furthermore, this notion focused on the value tha% mpany offers to its
customers, which may be articulated as a proprietary or as lower prices than
competitors with same benefits. The importance @ompetitive advantage has been
examined by many academics, and they all c%@l’g‘t it has an internal component that
is embodied by investing and having a t)\\ggh awareness of potentials and skills. By
delivering value to the clients, a ﬁé';\stba get a competitive edge and address customer
demands more efﬁciently.ﬂ@lr rivals®. Because of this, competitive advantage is
seen as one of the pri Xtors in a company's ability to survive in the market, where
a company's stg;&is determined by its worth. However, competitive advantage may
take several \ The first is cost reduction, which refers to an organization's capacity
to cre& duce, and sell goods at a lower cost than its rivals®’. These codimensions—
inrNion, renovation, and creation—reshape fresh ideas to appear in new ways. They
do this by finding an answer to a particular issue or by developing a novel concept with
closely related technological applications®®.The third component is flexibility, which

serves as the cornerstone for gaining a competitive edge by promptly adapting product
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designs to changing market demands and client preferences®. Quality, the fourth
dimension, is the act of doing things correctly in order to produce goods that meet the
demands of customers’’. Because competitive advantage is the foundation of any strategy,
this is the premise that underlies the concept of generic strategies. As a result, general
strategies for competitive advantage are as follows: Cost leadership re an
organization's goal of offering goods and services at the lowest pc;@ cost in
comparison to other businesses operating in the same induStty. This can be
accomplished by generating financial savings and acquiring t% gy that helps them
use raw materials more wisely and reduce costs. Additi this can be accomplished
by growing within the same industrial sector to w it belongs or by branching out
into adjacent industries’!. This implies that t%@rgpany will be able to execute at the
lowest costs in comparison to rivals by\@nstrating production, disposing of waste,

and maintaining strict control on tl%%st omponents’2,

Differentiation is the strate%g& is embodied in creating a product or service that is
exceptional in value %Qomers, has distinctive qualities, and is either superior to or
distinct from ﬂ& f competitors in order to command premium prices for the
product73.%)vgvér, differentiation also refers to a business's attempt to stand out in the
marke@offering unique selling propositions (USPs) that provide significant value to
clients. In this case, the company uses USPs to differentiate its goods and services within
the target market sector. However, differentiation may also be achieved by developing
strategies for differentiating the institution's goods and services from those of other

businesses or by lessening the benefits that rival institutions and organizations provide .
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In addition, the companies aim to offer products that outperform those of their rivals,
adding value to their marketing and production procedures by incorporating novel
features and features like user-friendliness, or by offering after-sales services like upkeep,
delivery, and credit options in an inventive manner. Thus, the concept pertains to the

customer's awareness of these novel qualities and their perceived worth, whic hem

apart from competitors®®. (JO

Concentration is the act of concentrating on a certain market seg@l”[gmd its offerings.
For this, two factors are exploited; the first is to get a competi%‘ge in concentration.
In the meantime, the second strategy aims to gain@ etitive edge in attaining
differentiation focus in the target market th owstricted product offerings and
geographic reach. This approach is predi on choosing a limited range of
competitors within the industry, with a b\\ n of the selection coming from a group of
industry sectors and ahgnment 0 ﬁegy for target groups 7. Consequently, even
though the target sector laeks%zfmpetltlve edge overall, the firms aim to gain one for it.
The focus technique @wdes two variables: concentrate on costs or excellence °.A
person is aware t)@'ss desire to set himself apart from others is motivated by his need to
satisfy his@v ants. This is especially true given that all businesses strive to get a
comp%'% edge that sets them apart from rival businesses. As a result, the marketing
acm is impacted by the significant advancements in the information and
communication technology sector, much like other activities inside the institution or

company. Marketing, which began as the productive concept, moved on to the selling

concept, and finally to the social concept, found applications on the internet under the
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umbrella of "Electronic Marketing." In addition, this global network has given businesses
a wealth of opportunities to reach customers worldwide 7>76. Since customers are
frequently dissatisfied with customer service as a result of the lack of personal attention,
entertainment, and social interactions experienced in traditional marketing activities, the

number of people using the internet worldwide has increased, which has the

expansion of application fields for its use, particularly in the field mercial
marketing’”’. ’\
O

The argument, however, is that digital marketing offer sumers worldwide
significant potential benefits by providing them with at*@ wider range of goods at
lower prices and by utilizing completely new and’§sy more products, in addition to
product categories like books, CDs, and trave ges, to customers who live far from
traditional trade centers throughout th @ This claim has been contested’®.These
days, businesses are vying for thi& :&%q’&o of as many consumers as they can in order to

increase the value of theig ea@gs and boost their brand. To this end, many of these

businesses are using @chnology to broaden their marketing channels”.

2.1.1.2 Sales&;@

Enterpriseée essential to the global economy's growth. AOECD research states that
co@?may be categorized as micro-sized, meaning they employ less than ten people,
small-sized, meaning they employ ten to forty-nine people, medium-sized, meaning they
employ twenty to twenty-four people, or large-sized, meaning they employ more than
250 people®. Of these, businesses with fewer than 250 employees make up 99 percent of

all businesses®!. The phrase "enterprise life-cycle" can be used to characterize an
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enterprise's present state. After organizational components are evaluated, the small firm
life cycle may be split into five stages: existence, survival, success, take-off, and
resource maturity®?. A research examining the lifespans of 36 firms identified five
distinct stages in the corporate life cycle: birth, development, maturity, revival
and decline. The growth stage is one of the most important phase the
S

company life cycle because of its strong correlation with the surviv

For SMEs to sell their goods and services and generate m@tome, meeting
their marketing objectives is essential. Customer databa%rovide SMEs with
accurate customer information (including histor@ rrent, and prospective
data), enabling them to choose the best ar}ﬁg tactics 8. Additionally, 76
consumers who participated in the surve wed that it had a good impact on
their propensity to repurchase. ase intention growth can boost SME

Xn%f the most important marketing objectives

sales and growth®. Additional ﬁ,)

for SMEs is to improve cu%gder service.

2.1.1.3 Customer Re&

A selling bus{cj&&%’ keep customers by generating demand and regularly meeting that
need. Thiséknown as customer retention 8. Another way to put it is as clients declaring
the%%’g keep doing business with a company®’.A company's ability to keep clients
will mostly depend on the caliber of the goods and services it provides, as well as how
well it takes care of them®. Moreover, exceeding consumers' expectations to the point
where they become devoted brand ambassadors is a key component of customer retention,

which goes beyond simply meeting their needs®.
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Customer retention is the capacity of small and medium-sized enterprises (SMEs) to turn
new or first-time clients into loyal, long-term patrons. On the other hand, sales
performance refers to the quantity of goods and services that SMEs sell as well as the
total amount of money they make. It is the efficacy and efficiency of SMEs' sales efforts.
This study postulated a causal relationship of some kind between E-marketi %cial
media marketing, online advertising, and email marketing), Custotionship
Management (Customer support, and Leadership), and SME per ce (competitive
advantage, sales performance, customer retention, and market % ased on an existing
empirical review of related studies.As a result, a c 1 model was created to
illustrate the moderating role of CRM in the relation@ between E-marketing and SME
performance.But since it costs more to attract %&tive customers than it does to keep
existing ones, marketers who want to be sh\@sful in keeping their current clientéle must
first establish contact with them an& onitor their efforts °°.

In recent times, relationship Q@%ng has gained significant interest from both academic
and practical circles. o@ Berry distinguished between relationship and transaction
(conventional) .@ing when he originally defined relationship marketing in 1983.
According, tosim, modern (relationship) marketing is all about the consumer, whereas
conve&& marketing is all about product quality. The rationale behind this is that as
co&er preferences change and the world changes, globalization and the necessity for
businesses to survive have made these constructs more critical °!.Furthermore, the
problem of client retention has not been overcome even with the introduction of

relationship marketing. Once more, as there are now no best practices on the issue,
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businesses lack a clear and effective strategy on how to deal with the exploitation of
telecom facilities. Furthermore, defining and quantifying relationship marketing returns is
challenging. To close these gaps and increase the retention of customers, this study
explores a workable definition of relationship marketing.

Still, very few studies have examined the impact of relationship marketing o “&Qmer
retention, even though there are a plethora of existing research on t @ in both
developed and developing nations °>°34, However, this research might.not be replicated
in Nigeria due to the variance in business environment a%g atory policies. In
addition, the focus of this research is the consumer angl O

Several relationship e-marketing elements that inclu@\are as follows: Trust: Since trust
is crucial to customer retention, firms that Fgérlq grow in this area must win over
customers' confidence®. From the stand \@of Relationship E-Marketing, trust is the
feature of a commercial relationsli:p@determines how much one party believes and
can rely on the other's s,.inc&@ hen making promises. It is likewise an essential
component of corpora \erships. In general terms, it indicates a high level of trust
between the c.u@r and the provider, which increases the likelihood that their
partnershi V\&hst a long time. Many scholars acknowledge the importance of trust in
characQ g customer retention for two reasons. First, a lot of service markets are
mh&&d by retention. Second, confidence among clients is bolstered by trust.

First, a lot of service markets are validated by retention. Second, confidence among

clients is bolstered by trust.
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Similar to trust, commitment is consistently employed in the majority of studies on
customer relationships, indicating that this dimension is crucial for creating long-lasting
bonds with customers and a key relationship performance indicator®®. Since most service
companies need payment in advance of receiving the service, transparent communication
is essential, reduces issues, and raises consumer expectations. Therefo Agnest
communication between partners is essential for a committed and long-la@rtnership.
Since communication may establish shared values that may fos st and increase
client retention, it is a crucial component of relationship % ing”’. Two crucial
components of transaction marketing are sales and co @tion. We must modify the
demands or preferences of the consumer in terrnsQ( communication and restart the
communication cycle.This represents the pinn relationship marketing."

The goal of perspective marketing commﬁﬂ\@ion, as it relates to relationship marketing,
is to create a two- or occasionally E:)K ulti-way communication process. Even if not
all activities include direct tw; @ communication, attempts at communication need to
elicit a reaction of so @that advances the exchange. All marketing communication
messages shoul %n line with maintaining and strengthening long-term, mutually
beneficial (re ShlpS with stakeholders and consumers in order for relationship
mark be effective. Quality of Service: The formula SQ=P-E is derived from the

1son of perceived expectations (E) and perceived performance (P) of a service.

This comparison determines the service quality (SQ). SERVQUAL is a well-known
service quality measuring model that was developed by 8.The following five factors are

used by the model to quantify the discrepancy between consumer expectations and
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perceptions: Tangibles: How a service company's actual buildings, tools, personnel, and
marketing materials look. Reliability: The capacity of a service provider to consistently
and precisely deliver the promised service. Assurance: Knowledge and conduct of staff
members on civility and their capacity to inspire confidence and trust. Response: A
service provider is ready to assist clients and deliver services on schedule. E %’: A
service provider gives its clients personalized attention and care in addCJ@ flexible
business hours. ’\

As a result, a company that offers high-quality services will b@ and surpass client
expectations and maintain its financial competitiveness. al research indicates that
enhanced service quality boosts long-term economic petitiveness and profitability.
The following five factors are used by the r%éfg quantify the discrepancy between
consumer expectations and perceptions@gibles: How a service company's actual
buildings, tools, personnel, and m rketing materials look. Reliability: The capacity of a
service provider to consmter@ precisely deliver the promised service. Assurance:
Knowledge and con QQS staff members on civility and their capacity to inspire
confidence and ts&Response A service provider is ready to assist clients and deliver
services ule Empathy: A service provider gives its clients personalized
attenu&fé care in addition to flexible business hours.

As\lsult, a company that offers high-quality services will both meet and surpass client
expectations and maintain its financial competitiveness. Empirical research indicates that

enhanced service quality boosts long-term economic competitiveness and profitability.
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Businesses in today's cut-throat marketplace are looking for ways to improve client
retention; academics are looking into and creating useful models, theories, and tactics.
Establishing relational ties is a potent tactic employed by service providers to establish
enduring buyer-seller partnerships *°. One of the key elements of enduring buyer-seller
partnerships has been shown to be strong relationship linkages 1°°.Establishinq“&ring
customer relationships requires dedication. Trust and dedication ar(/@ntial for
developing the most successful relationship marketing strategies '°! ’\

In a similar vein, relationships are built on reciprocal commit 'githout it, a rapport

cannot be solidified'”?. Bonds significantly affect cops % loyalty, according to an
empirical research conducted in the context of Ch’@ée commerce !, Bonds have a
significant impact on customer satisfaction anelopment of enduring ties between
businesses and their clients. A further e&@al investigation on the Chinese e-retailing

. . L] . .
environment discovered a clear ion between financial bonds and customer

satisfaction'%*, é
. $
2.1.1.4 Market sharQQ

Market shareéj\ﬁaany's sales during a specific time divided by the total sales of the

industry. f@tionally, it is thought that having a larger market share is a sign of success,
wh@j&ving a smaller market share indicates bad business practices and is typically
associated with failure. Sales volume is the total number of products sold by a firm
during a specific time, such as a fiscal quarter or a year %, or the quantity of goods sold
or services provided by a corporation at any point in time. Similar to this, sales volume is

used to calculate how much of a product is being sold at any one moment, typically
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measured in cartons, crates, etc!%. This is commonly used as well with products but it

could be as used within a service company

Sales concept refers to the group of products, services or materials provided by the

company, factory or enterprise '%’

. The relationship is positive, i.e., the more diversified
the services and the products at competitive prices, the greater the material rel® this

company and the more its growth and development. <

/\

Market share: The Company's market share is defined as t : pany's sales of a

h
product, expressed as a percentage of total sales in the ind@ as a whole. Market share

is a measure or a tool for distinguishing between @\ing and losing companies.

Accordingly, business organizations can be seerg@e to seize opportunities and gain

the largest share of the market. This rac% equires an additional effort to identify
external forces and their forces, ir&c@ppoﬂunities and threats, and to match that
acquired knowledge with the stre\@ and weaknesses of the particular company. This is
the choice of opportunitie's® their investment, an attempt to acquire the market and
access to the largest @et share. Which is a very important and fundamental element

for the comp(.yj\%br ugh this, the company can achieve the high profitability it can use

in expandinyg, its business, which will lead to increased productivity, lower costs and
ine@ profits.
Income: The revenue earned by a company, plant or business from its business activities,

which is usually the sale of goods or services to buyers. This is the income the company

is entitled to from its normal business activities, such as the sale of a goods or service to
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customers and consumers. Revenue is referred to as turnover. Profit, or net income,
generally

means total revenue minus total costs and expenses in a given period. In accounting
terminology, revenue is often referred to as the "top line" because of its location in the

income statement, if at the top while the net income is at the bottom of the st t, SO

it is known as the "bottom line". ( O

Profitability is the objective of the business and a gauge of its s@&y. It is the link
between the earnings gained by the organization and the iI%rlents that helped to
generate these profits. Either the link between profi sales or the relationship
between earnings and the investments that helg@btain them is used to determine

\Q’Z}

Based on two dimensions of sales gc’t&)n that emerged in the study model as follows:

profitability.

Buying ratio. Buying plays @portant role in the supply operations of the

establishment and it is an 'n®ﬁant element in the rest of its other functions. This is by
providing all its prod@?units with different materials and production requirements, in
the right qua@éan at the right time and in the appropriate quality and price. The
purchase %‘[ion is defined as: "the function responsible for the material cycle from the
tin%%ﬁegory is requested to the time it is delivered to the entity that uses it."Repeat the
purchase: All purchase information begins to recognize the need, which should be
accurately described to identify all the parties to the items to be purchased, and this
requires monitoring and follow-up stocks in a permanent way to ensure that there are no

items in the stores to avoid duplication in the purchase and must know the energy in
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advance.

It is important to know the quantity that can be accommodated and know the deadlines
and delivery times. Sometimes there is a case of urgent request and this is due to the

depletion of stocks to determine the level of safety inventory or an estimate error

R
O
&(J

The method of conducting marketing operations utilizing digit% logy, primarily on

requirement.

2.1.2 Electronic Marketing

the internet, is referred to as "e-marketing," which also@u es display advertising,
mobile phones, and any other digital channel %, T &cess of promoting products,
services, facts, and concepts using the internet @her electronic channels like mobile
phones, intranets, and extranets is know@ -marketing, and it is a relatively new
invention in business '%°. A small en\ e using electronic marketing might change the
face of their industry globally.@% e-marketing might help small businesses not only
take advantage of new p@ities but also counteract risks. E-marketing is the use of
information technol gg develop, convey, and provide values to consumers as well as
to manage c@

deﬁnitio@marketing encompasses much more than merely using information
tec

s with them in a way that is advantageous''’. According to this

}\(géy to sell products and provide services. E-marketing also describes the
techniques used by companies to promote their products and services and enhance the
customer experience via digital media '%°. These channels include, but are not limited to,

mobile applications, websites, blogs, banner advertisements, social media, email, and
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search engine optimization (SEO). Due to the sharp rise in the number of people using
the internet every day and the digitization of many daily activities like shopping,
education, government services, and communication, e-marketing has become a crucial

component of the marketing mix for many businesses and organizations!'%,

Information technology advancements have completely changed marketing Qﬁions.
Several businesses are adopting the Internet and other electronic medi@gnducting
their marketing operations. As a result, e-marketing has emerge@&ovel marketing
philosophy and has grown significantly. E-marketing is a emporary corporate
strategy that involves using the Internet and other nic channels to promote
products, services, ideas, and information '°8.E- 1hg is the process of planning and
carrying out the creation, offering, selling, 8(6 stribution of concepts, products, and
services in order to generate excha g\%at meet both corporate and individual
objectives!!?, Electronic custome&@%n hip management systems and digital consumer

data management are two asp@bf marketing operations that are managed via the use of

digital media '!1. QQ
E-marketing, (’n@al, entails using the Internet and other digital technology to

accomplis@arketing goals.In the digital age, the concept of marketing has evolved. It is
nO\e/%;qal for all firms to establish an online presence in order to remain competitive.
The majority of business organizations across all economic sectors (banks, insurance
companies, hotels, airlines, education service providers, etc.) have joined the online
business community and embraced the internet as a strategic tool in their daily marketing

activities due to the widespread use of personal computers, mobile smart phones, and
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improved access to internet service facilities. Nigerian marketing practices are affected
by the increasing use of e-marketing as a technique for obtaining a competitive edge.

The increased importance of the measure of digital marketing success as an effective tool
has been made possible in several business in today’s Android world, due to its dynamism
and effective usage. Digital marketing channel share some manners or were Asyring
various business owners'??. One of the approaches used by entreprene{/ operating
marketing is through analytics built in most of the digital marketi %nels. Therefore,
there has been rapid growth driven by the marketing tech (e-marketing). The
availability of data and digital platforms has provided ssibilities to inferences by
marketers from the data and assist in making the rig cisions™2,

Various studies have reviewed similar result ing the concept of digital marketing
and the growth of SMEs. Using both lwgve and quantitative methods, a study was

3\

done on the impact of digital 1&3&&

companies that export cut flo % he results showed that digital marketing significantly

g strategies on the performance of Kenyan

increases market sha@'c\ in turn increases profit 7. As a result, it was discovered that
digital marketiug&ws significant advantages in terms of interactions and time saved.
Analogou ,Qond research was carried out in Kenya to examine the effects of digital
marketi %tforms on businesses' sales. The study assesses the efficacy of digital
mmng by using primary data to look at a sample of 150 businesses and 50 managers
who were chosen at random. Both the correlations coefficient test and descriptive

statistics techniques were used to analyze the data.The outcome demonstrates the

beneficial effects of digital marketing. The company's sales are impacted by a number of
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tools, including social media influence, email marketing, web marketing, and advertising
12

In conclusion, the research's criteria were to collect data on problems that needed to be
described and to choose goals that would aid in understanding and identifying the needed
data using a compelling methodology and body of literature. Combining \é\from
research articles and journals written by various writers has examine(/@uidelines
established to move forward with methodology. The research will @Q on to talk about
the E-marketing sub-indicators that were used. %

A group of online platforms or networks know cial media encourages
participatory, two-way virtual conversations and con@( exchanges between and among
registered users '3, Therefore, social media ing is the adoption and use of social
networks and platforms like Facebook, In@m, YouTube, and Twitter for the purpose
of running ads or other promoé(_);\%}'i teracting with target customers, providing
customer service, conduct.in@, and fostering positive relationships with the target
market 4.1t is the in%@on of social media into businesses' marketing strategy and
the use of soqi@dia sites and networks as conduits for the implementation of
marketing&gpa}gns.

The n@ocial media spreads and permeates the corporate world, the more successful
sochbﬁwdia marketing becomes in improving the performance of businesses.As a result,
businesses utilize social media to sell their brands, engage with current and new
consumers, and improve sales and marketing performance, while customers rely on
social media to learn about possible purchases ''>!16. A research that found a substantial

45



association between social media marketing and the performance (revenue, market share,
and profitability) of flower businesses in Kenya lends credence to this theory 7. The
study, which found that social media marketing significantly improved the performance
of SMEs in Nasarawa State, lends further credence to the hypothesis !'7. Similarly,
another study that found social media had a major impact on SMEs' ing
performance supports the above concept !'°. (JO

In both developed and developing nations, electronic marketing, or.e-marketing, is one
of the digital marketing strategies with the quickest rate%r wth 7. Tt gives
businesses the chance to reach out to new clients and e eir consumer base more
successfully!!®.Several academics have characterizqunarketing. One definition of e-
marketing is the use of traditional marketin @lrgels and electronic communication
technologies for the purpose of acquiri}\xgxd providing services to consumers '!°,
Digital marketing, internet marketié_g;\\n e marketing, and social media marketing are
all included under the umb.rel@l\ "e-marketing"!2’. In a number of company settings,
particularly Small and%@\l\m—Sized Enterprises (SMEs), e-marketing seems to be one
of the most i{r@&lt factors for attaining a competitive edge through improved
marketing an&lysiness efficiency '?!. Research indicates that SMEs account for over
200% s and employ around 60% of the labor force in emerging nations,
espedidlly in Africa '2.Even if e-marketing is crucial for SMEs, there are still not

enough of them using it, which limits the technology's application 23,

nn
c-

The phrase "e-marketing" is sometimes used interchangeably with "e-business,
commerce," and "internet marketing," which is inaccurate since, despite their
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similarities, these concepts have distinct scopes!?*. Internet marketing is more focused
than e-marketing. However, the breadth of e-business and e-commerce is far greater
than that of e-marketing. The sequence of scope is as follows: internet marketing; e-

business; e-commerce; e-marketing'?>.

All information exchanges mediated electronically are referred to as e—lee 126,
It is the application of digital technology to the management of many bus@e} perations,
including marketing campaigns, sales and purchases, corporate@xunications, and
R&D. Conversely, e-commerce describes the interchan e%nformation and the
purchase and sale of goods over electronic network ers may choose from a
variety of businesses or items and shop or condu@sactions year-round, 24 hours a

day, from nearly any place. Additionally, e—ccﬂ‘@ce enables speedy delivery for digital
goods. While e-marketing encompas S\\i? of the aforementioned as well as the
administration of digital consume égte\én electronic customer relationship management,
internet marketing refers -t(%gketing via the internet, email, and wireless media. It
offers a virtual marka@gvhere businesses may advertise, support sales of their goods
and services, ha@flient information, and have direct lines of communication with
clients. E—&&dmg is the term used to describe all of a company's online and offline
electr "aledia operations that are designed to build a brand, draw in new clients, and
keep existing ones. It connects companies with their customers by utilizing a variety of

technologies. It helps a business to foster improved customer relationship management

and more direct client interactions.

In both developed and developing nations, electronic marketing, or e-marketing, is
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one of the digital marketing strategies with the quickest rate of growth!!’®. It gives
businesses the chance to reach out to new clients and expand their consumer base more
successfully!'?’. Several academics have characterized e-marketing. One definition of e-
marketing is the fusion of traditional marketing media and electronic communication
technologies for the purpose of acquiring and providing services to consumers } 7‘g{gital
marketing, internet marketing, online marketing, and social media rnart/@8 are all
included under the umbrella word "e-marketing." E-marketing to be a crucial
factor in gaining a competitive edge through enhanced marketi% usiness efficiency

across a range of commercial operations, including Sm%@l\/ledium-Sized operations

(SMEs) 2. ’89

E-businesses are defined as those operat%%at manage an organization's business
using digital and information techn &5\% in order to use traditional marketing
applications. As a result, E-mar . compasses technology that let the company
deliver text messages, manag&%pply chains, manage resources, and manage consumer
connections.ThereforQQn a successful online business, you need to use effective
marketing that-@orates all the necessary components, such as a unique branding
strategy, the kéyWwords that customers use to find your products, frequent Internet search
en in%%rtising, and maximizing sales from your e-commerce website. It is crucial to
no&at one of the main objectives of shopping is to ascertain the demands and
preferences of the target markets and to outperform rivals in achieving the needed

satisfaction. Furthermore, when the definition of electronic marketing is included, we are

discussing a setting and set of resources that the Internet and other technologies have
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made available to facilitate interpersonal communication 37. In addition to the
aforementioned, the rise in internet users worldwide has also resulted in the extension of

129

the domains in which it is utilized, particularly in the'* commercial marketing industries.

Consequently, the current state of marketing science differs greatly from that of the past
due to the rapid advancements in scientific and technological fields as an the
openness of markets, which exposed consumers to an enormous volume arketing
messages'3?. It is interesting to note that the fundamental idea of @g is categorized
under human needs, which also encompasses the individual $ for information and
self-expression as well as the basic material requireme thes, food, warmth, safety,
and belonging.These requirements are fundament e human condition; they are not
the product of marketers. Thus, E—Marketingé rs to the use of social networks by
businesses for marketing objectives, a }S rves as a channel of communication with
clients, helping to understand ’@\ﬁds and behaviors and fostering a stronger
relationship with them!'3!. -E@&ting is the technique of leveraging digital technology
and the internet to@usinesses reach their marketing objectives and spread
contemporary mb\‘&@ concepts '32. Therefore, compared to other forms of traditional
marketing%&ﬂlet marketers are able to more readily and freely disseminate information
about @company and goods.

The Internet highlights the significance of e-marketing as a useful tool for defining the
target market and for assisting in the analysis of industry needs '3> 133, In addition, it

facilitates the provision of goods that, by design quality, may satisfy the demands of

consumers and, subsequently, satisfy these design requirements via quality of
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conformity!**. However, a failure to match quality will have a negative impact on real
performance, which means that a failure to fulfil customer demands will follow from a
failure to design quality and compliance. This has an impact on both actual performance
and customer needs. As a result, the client considers quality to be a combination of the
product's meeting his wants and expectations as well as its ability to meet sp tions
and standards. Therefore, cutting expenses and expanding customer rehe main
advantages of e-marketing. It is often thought that the cost of a digi rketing platform
is less than that of conventional marketing platforms, such as @ n interactions with
sales representatives or distributors/intermediaries!*. rast to other significant
traditional marketing methods, email marketing aigns, web signboards, online
directory advertisements, telemarketing, and pgélq[eractive marketing strategies yield
over double the return on marketing inves}{Q 136,

Furthermore, since both individui;\ corporations commonly use the internet as a
search engine, it stands to r&@’&that businesses who are reluctant to embrace digital
marketing would do w \cln those who have embraced the idea with gusto!*’.Because
of this, digital r.ni&'ng offers a number of genuine advantages, such as quicker reaction
times, in ea&é}esponse rates, worldwide reach, more cheap market access, greater
conve& tes, round-the-clock marketing, and scalable and traceable communication
137}Nﬁddition, E-Marketing gives already-existing businesses access to new markets and
fosters the development of novel business models such as virtual organizations, all the

while facilitating simpler and more comfortable screen interactions for consumers 3%, By

50



communicating with clients, electronic marketing also helps businesses to become more
successful and efficient '%°.

2.1.2.1 Social Media

Marketing on Social Media SMM also referred to as social network marketing, is an
electronic marketing strategy that makes use of social networking sites and pla; asa
vehicle for promotion!*’. To assist a business in expanding its client lc/ raising
brand awareness, social media marketing (SMM) aims to provide ¢ t that consumers

will want to share with their social networks. The most economi y to sell is through

social media, and creating a profile on the most populag.s media site won't cost you
anything.SMS Promotion: The purpose of Short MgSsaging Service (SMS), sometimes
referred to as "Text Messaging," is to make it %’Qr people to communicate with each
other using mobile phones %, A user rna}}(gl and receive texts via any operator, with a
maximum of 160 characters, th.%ut this electronic messaging system'*!. SMS
marketing, as used in this. s&(%:x the practice of sending promotional text messages.

N\

SMS marketing is pri a method for informing current or future consumers who
have given you.p@sion to send them text messages about offers and other information.
SMS mar etlcg)s the practice of sending quick text messages, or MMS multimedia
messa& rvices, to specific target consumers on behalf of businesses 14> 143,

A ;&fp of digital technologies collectively referred to as social media include websites
and programs that enable online communication between users. Social media platforms,
including Facebook, Instagram, and Twitter, facilitate online connections and information

sharing among users. Companies are increasingly making an effort to build their social
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media presence in order to inform current and future customers about who they are and

what they do.

Social media and the expansion of online social networks on the internet are frequently
related. These social networks are essential for bringing individuals together and enabling
the public to share knowledge. According to a study by '**, there are around Q%lion
people on the planet. Global social media usage is expected to reach 3.2@®n people
by 2022. Businesses have the chance to learn about the demands ’gu customers and
tailor the marketing of their goods and services thanks to this%ndous development.
Because of its genuine potential, social media has beﬁgﬂghly popular instrument
for marketing in the past 10 years. Social media is ;@' a digital marketing channel that

small businesses utilize to interact with custo rough advertising and discover their

preferences and inclinations. \:

Social media refers to certain\c%tes and services (like WhatsApp, Instagram,
Blackberry Messenger BB@%ype, etc.) that are used for connection building and
communication (Farx@ , Twitter, Mob mob, Eskimi, MySpace, Badoo, etc.)!*.
Customers m @t and communicate with each other through the tools, platforms,
and applia@ns that make up social media marketing '¥°. The process of enabling the
pr mc@of websites, goods, and services using online social networks is known as
social media marketing!“®. It encompasses marketing-related actions including posting
content online, blogging, and photo sharing. Social media is becoming the most reliable
and quickly developing way to interact and remain updated about goods and

services'*’ Internet marketing includes social media marketing. Anyone with an internet
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connection is able to utilize this platform. The act of using social media networking sites
to increase website traffic or brand exposure is sometimes referred to as social media
marketing. The primary goal of social media marketing is to provide material that is very
distinctive and aids in grabbing consumers' attention. Additionally, it ought to encourage
visitors to forward it to others. Electronic word of mouth, or eWoM, is the dri orce
behind this kind of marketing, which produces earned media rather than .cd media
148 As of January 2018, the top 159 social media platforms gl are as follows,

arranged by the number of active users (measured in millions):

Table 1- Number of Active Social Media @orldwide as at January

2018
N

Name of social media Q Number of active users in
Facebook ‘6 2,1993
YouTube 1,500
WhatsApp % 1,300
Facebook Messenger 1,300
WeChat 20102
A 2163
Instagram \ 2120
Tumblr Q 2114
QZon 568
ibo 3208
r 330

@aldu Tieba 300
fb Skype 300

N urce: Lamminen 2018

Social media marketing may assist the company in achieving a number of goals.
Increasing website traffic or activity, raising consumer knowledge of the brand,
building a favorable brand association, and developing a brand image are a few

possible goals. They said that it would facilitate better connections and
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communication with prospective clients. Although there are several social media
networking sites, each one requires a unique set of tools, methods, or marketing
tactics. Some social media networking sites and platforms that are used for marketing
include YouTube, Facebook, Instagram, Twitter, Google+, Pinterest, LinkedIn, and
so on. Because social media platforms are more affordable and provide clients=t

longer customer retention than traditional marketing methods, sc@edia

marketing is quite popular these days. :’\
a. Facebook %

Facebook Marketplace began in May 2007 and allows publish classified ads to
sell goods and services. Additionally, the platform wdS\considering corporate uses for the
site in addition to personal accounts. By thelet .‘ of 2007, Facebook had launched
business pages to accommodate the 1 \@ns that had joined up. Even the tiniest
businesses will be able to advert&n he platform thanks to their current goals to
increase ad income. Simil.arA(@‘gCebook's official page, 42% of US marketers said in
2018 that Facebook %@ or significant to their company. Additionally, as of May
2013, 16 millio.n,l&business pages have been established, a 100% increase from the 8
million that eijy in June 2012. Facebook marketing has transformed how business is
condué@d its use by local businesses to extend their markets continues to explode!#.
Faéblok is seen to be the perfect substitute for telemarketing or traditional marketing,
which irritates consumers with its barrage of unsolicited calls and visits via call centers.

Utilizing Facebook for business has more benefits than drawbacks. Facebook provides a

wider geographic reach and penetration for potential consumers. Additionally, businesses
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may simultaneously target local and worldwide audiences. For companies who provide
specialized goods and can easily identify their customers through Facebook pages, it is
quite helpful. As click-through and eyeball conversion into purchases are easily
measurable, Facebook marketing is more effective than traditional marketing platforms
where promotion ROI cannot be determined with accuracy.Facebook is see the
perfect substitute for telemarketing or traditional marketing, which irriQ/@msumers
with its barrage of unsolicited calls and visits via call centers. 1zing Facebook for
business has more benefits than drawbacks. Facebook provide% er geographic reach
and penetration for potential consumers. Additionally. sses may simultaneously
target local and worldwide audiences. For companie@o provide specialized goods and
can easily identify their customers through Fa, pages, it is quite helpful. As click-
through and eyeball conversion into &Qlases are easily measurable, Facebook
marketing is more effective than t.a%io al marketing platforms where promotion ROI
cannot be determined wit.h @cy.He further adds that a page on Facebook where
threads or posts have Q@sted can be created for free, which has become a budding
marketing Ven.ug& small and big-time entrepreneurs alike, writers, celebrities,
organizatigns‘andmany others'*,

In an Q entitled “Facebook as a Marketing Communications Tool by — Facebook
Officidl Pages Content Analysis for Jordanian Telecommunications Companies in the
Mobile Operators Sector” finds that Jordanian telecommunications companies in the
mobile operators’ sector utilize Facebook as a marketing communications tool to reach

consumers in a transparent way. They don’t seem to control them messages on their page,
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as they let consumers speak freely and criticize their companies in public. Jordanian
consumers criticize and spread negative word of mouth much more than praising the

companies and they engage the most with giveaways and lowest with societal

151 . o . .
posts.”~ " Jordanian telecommunications companies in the mobile operators' sector use Facebook as a

N\

marketing communications tool to reach consumers in a transparent manner, accordi n article
titled "Facebook as a Marketing Communications Tool by - Facebook Official Kﬁs ;!ontent Analysis
for Jordanian Telecommunications Companies in the Mobile Operators S% They don't appear to be

in control of the posts on their page as they allow custome@openly critique their businesses.

Q

Jordanian customers are significantly more likely t@ lain and disseminate bad news about

businesses than to praise them, and they int@g freebies and social media postings the most and

least, respectively Studies on Faceb@ﬁ a marketing platform are few because the field is

Q

still in its infancy. There{@ll much to learn about the financial benefits of utilizing
Facebook as a busi &ol, despite the fact that a few papers have tried to evaluate this.
Additionally,@i\x’x&rcher noted that there aren't any explicit publications that talk
about m reneurs use Facebook as a tool for marketing. In light of this, this study
m@h&p us comprehend how Facebook marketing affects momtrepreneurs that sell
baby goods. Facebook is a social networking platform where users may exchange photos

and videos and communicate with friends, family, and supporters!*2.Individual users who

also purchase products and services advertised and supplied by retailers have accounts on
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Facebook. Facebook facilitates two-way communication between marketers and
consumers, which might accelerate the dissemination of information about a company
and improve performance'>.

Facebook is therefore a highly significant and large platform where marketing activities
may be conducted and utilized by marketers. Facebook is an enjoyable and ibly
user-friendly website 34 It just takes a few minutes to roll in, after whic @e sent to
their main website. There, users may personalize their profil make them as
distinctive and eye-catching as they choose. %

b. Instagram O

Using Instagram to increase your audience, leads, saQ\and brand exposure is known as
Instagram marketing. Instagram is a very &1 marketing tool for companies,
entrepreneurs, and innovators. It is the pr: d social media network for users between
the ages of 16 and 34. Among the&)%&a am marketing techniques are Natural content:
Reels, Stories, and photo, .de&%’g carousel postings. Instagram advertisements, such as
Stories and Shoppi%ﬁ@tising, are examples of paid content marketing using
influencers. Ins.t@ checkout, live shopping, product tags and catalog, shop tab, and
shopping dVQ'yements Instagram's visual format gives it a significant edge over other
social ®§
offe\%

service with a clearly visible outcome or if your product design makes a

king sites. Instagram is the ideal place to highlight your business if you

significant contribution to your business.No matter how great a new social media
platform works for someone else's business, developing a plan before hopping on it will

help you stay focused on your objectives and, most crucially, your target audience.
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Instagram has over 1 billion active users each month, making it the ideal platform for
reaching a large audience. Instagram is the second most popular social network behind
Facebook, with users spending 53 minutes there daily on average. Instagram makes it
easier to keep up your connections with clients and potential clients. Ninety percent of
Instagram users follow at least one business, demonstrating how much cons Alove

connecting with companies on this platform. The potential for Instagr@ccelerate

sales should also be taken into account. In 2019, Facebook conduc earch and found
that 65% of respondents went to a brand's website or app afte it on Instagram. Of
those surveyed, 46% made both online and physical p from a brand. Instagram

marketing offers companies access to a large audithhat actively engages with them
and wants to purchase from them. This is one ;bbé»gain advantages. Nevertheless, there
are a few more advantages to this social n@k.

Instagram has changed over the las| ’%&1 years from being a place to flaunt money or
accomplishments to becorpi&@&eful tool for businesses. Instagram may benefit your
business in four differ @s bolstering the brand: Marketing on Instagram is a great
way to raise brg@osure. According to 83% of users, this social network aids in their

N\

discovery Ef (gw goods and services. Even better, consumers have greater faith in the

compa %

pr(}tﬁ are popular, and 74% of users think they are relevant. Conversely, potential

at are featured on Instagram. 78% of users think brands with Instagram

clients are likely to steer clear of companies without an Instagram presence. Enhanced
engagement: Social media is one of the greatest platforms for keeping in touch with

clients. They let you interact with your audience with engaging content, solicit feedback
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through likes and comments, tell them about exclusive deals, and much more.
Consequently, Instagram outperforms other social media platforms in terms of consumer
engagement. Instagram posts often receive 23% more interactions than Facebook posts,
despite Facebook having twice as many active users.Increased sales: We already know
that Instagram users only voluntarily make purchases. With 11% of US so '“Aqedia
users shopping on Instagram, this buying audience is enormous. Awa @is quirk,
Instagram enables companies to maximize the potential of theis platform. With
Instagram's extensive toolkit, users may purchase directly % e platform. These
include advertisements, shopping tags, Instagram Stori ctions, and more. Take a
look at the Instagram website's complete list. Opp@i les for growing the audience:
Instagram expands the market for your comp enabling you to pinpoint your ideal
clientele. Because of its targeting possibim\'@mstagram Ads Manager offers this chance.
With them, you may identify the &&ﬁ dience based on their demographics, hobbies,
and behavior, among othef %@&Better yet, Instagram ads manager provides you with
robust re-targeting o%h®argeting and re-targeting coupled allows you to not only
drive more qua.li@lstagram leads but also nudge leads from other channels down the
sales funngel @ively. The Instagram analytics tool allows you to measure your ad
perfor& - You can track outreach, total campaign spending, the number of purchases,
cost pet purchase, conversions, and more. To sum it up, Instagram marketing strengthens
your brand, brings you a willing-to-buy audience, and keeps them engaged with your
business. Read on if you want to get maximum value from this channel. In the next part,

we’ll find out how to set up an Instagram marketing strategy.
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WhatsApp: Instant messaging apps like Facebook Messenger and WhatsApp have grown
in importance as means of having private conversations with loved ones. Along with
increasing popularity, there was a rise in interest in using these channels for profit.
WhatsApp for Business was just introduced by Facebook, Inc. Beginning in January 2020,
users of WhatsApp's direct messaging feature will have the ability to start p'Qﬁ\chat
conversations with brands (such as businesses, political candidt/@-nd non-
governmental organizations) in the same manner that they would ‘fﬁ\&iends or family.
This chat session may be conducted with a brand employe Qatbot, which is a
conversational agent designed to converse with users % 1 language and carry out
particular tasks automatically when asked;!>’. Q

This development has some potential benefits mmercial parties, such as providing
consumers with quick responses, the o;@nity to tap into new audiences (such as
younger consumers that are very acti messaging platforms), and the convenience to
interact with consumers iI.l @rsaﬁonal way!%6 But there are also possible negative
effects on society and ers. In particular, customers may not be entirely aware of
these firms' prqns&al intents due to the private nature of the WhatsApp environment.
One of t g),ts;\@mes can be the unintentional sale, combination, or repurposing of
custon@ rsonal information (to other businesses).

Th&esents a possible clash with consumer protection laws, regulations against unfair
business practices, and fundamental rights to privacy and data protection. Furthermore,

because these WhatsApp talks with marketers are private, one-on-one discussions that are

hidden from the general public, it is nearly hard to keep track of the information that
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brands share with customers. This adds a whole new level of complexity to enforcement
issues.Due to the private nature of the chat, this creates an environment that may be more
favorable to (manipulative, inappropriate, etc.) attempts by brands or other institutions to
sway consumers' opinions in order to benefit themselves (e.g., financial profit, political
votes). Regulators are largely unaware of this. This justifies the necesgi or a
comprehensive grasp of how consumers see and want to use the Whats@d& This
study offers and examines a research model using brand trust as its omponent, based

on structural equation modeling (SEM). It is among the m cial components in

building connections between consumers and compapie , consequently, plays a

significant role in figuring out what customers want

157,158 rb
| ?}5

Twitter: One of the most widely used sc@\etworking sites, it has 255 million active

o with businesses on WhatsApp

monthly users and 500 million tv&o;és.p sted per day, according to '*°. Compared to
Facebook users, Twitter uf@&@’&t the platform more frequently: 29% of users visit the
site many times a da @46% of users visit the network daily '®, Marketers are
aggressively in}@g social media into their programs in reaction to the growth of
platforms ik&}ltter, since these channels may enhance user and consumer interaction
with t@any 161 More than 80% of Fortune 500 businesses were active on Twitter
bthVend of 2013, and the top brands gained an average of 20% more followers in the
last quarter of 2013 '©2. However, Twitter is being utilized more and more for advertising

as well as marketing 13164,
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Exposure to large audiences is one of Twitter's evident advantages. Twitter is the sixth
most popular website in the United States. Its technological characteristics facilitate the
finding of submitted material, making it a platform with the ability to reach a wide range
of people. To view tweets from a public Twitter account or "Twitter handle," which is the
name that a person chooses when they sign up for Twitter, a user does not nee in.
Because reciprocity is not required in a technical or social sense, it 1{/@: to read
information and begin following someone on Twitter '®.People ar wn to Twitter by
celebrities' fame and presence on the platform. As a res gowing number of
marketers are incorporating celebrity tweeting into thgi @r of endorsement tactics,
expanding the ways in which brand material may b@lown in users' Twitter feeds ',
Other Twitter customs, including the habit &veeting, which may draw in new
audiences, and the use of hash-tags, whic\\\@ improve content discovery, can also help
spread Twitter messages, as we wi ’%dr s later. It has been said that Twitter functions
as a broadcasting network.b@ f these capabilities, and publications have found that

Twitter is a more effici Q\Ecins of delivering articles than Facebook ¢’

The popularity .ag&ibility of celebrities on Twitter attracts users. Because of this, more

and more;m&@c\rs are adding celebrity tweeting to their repertoire of endorsement

strate%

Twittef feeds '°°. As we shall discuss later, other Twitter habits can also aid in the

nce increasing the ways in which brand content might appear in consumers'

dissemination of Twitter messages. These include the practice of retweeting, which may
attract new audiences, and the usage of hashtags, which can enhance content discovery.

Because of these features, Twitter has been compared to a broadcasting network, and
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newspapers have found that Twitter is a more effective way to distribute content than
Facebook '8 Twitter has the potential to enhance customer interaction with brands in a
number of ways. These include incorporating weblinks and hashtags to encourage
retweeting, keeping an eye on and answering online comments from customers, utilizing
trending hashtags like #FF (Follow Friday) to advertise organizational p S or
services, and utilizing celebrities in brand conversations to highlight new Q@scovered
brands ¢°, ’\

Additionally, Twitter has developed into a venue that encour nd dialogue, which
in turn makes customers more inclined to spread word h'®, While some word of
mouth will inevitably be uncontrollable, companies @ encourage good word of mouth
by consistently tweeting relevant information &previously said, monitoring social
media may reveal emotion towards a bus@and offer a way to counteract unfavorable
rumors'”’. Twitter may be used to& inate information and have conversations with
stakeholders during a crisi.s.&@bring can be used to track and respond to mentions of
the brand's handle. F()Q@ce, in 2010, when a volcanic eruption in Iceland caused
severe disrupti(.)r&viation, Air France-KLLM utilized Twitter to reach out to '”! "huge
waves" of. u@rs.

In gen@ st arises from a truster's assessment of the likelihood that the trustee would
act\lhlaccordance with their expectations 7% 173, Numerous academic fields, including
psychology, sociology, economics, communication science, and marketing, have given
trust a lot of attention. In terms of brands, it denotes a mental state that is seen as

"confidence" in the brand's ability to achieve its goals'’. Stated differently, it involves
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attributing to the brand positive intentions toward the welfare and interests of the
consumers. One of the most crucial components of building consumer-brand
relationships is trust, which is influenced by customers' past encounters and experiences
with the brand 7.

With regard to WhatsApp, it's critical to distinguish between customer trust i Q\emal
brands using the platform and consumer trust in the WhatsApp brand icj@ns study
aims to address this distinction. In this context, believing that a brdnd, consistently acts
"the right thing" on WhatsApp is brand trust. It alludes to a se% irements that must
be met by the brand on WhatsApp, and these require ay vary from person to
person. According to existing research, two importar@ctors that influence people's trust
in commercial actors are their perception o cy and the security of their online
environment 76177, @

In addition to these two elements, @eived socialness of the online setting has been
emphasized as another sigr&iﬁ& ctor that positively affects trust in commercial parties

Y

178179 This is because environments are progressively introducing social cues in
the consumer—lgrg&nline relationship (for a more social consumer experience).These
three vie 01(Lsdnay also be quite important when it comes to WhatsApp: According to
a rece& ey on consumer impressions of WhatsApp, the app was frequently linked to
tth social, privacy, and security!®’. next this line of thinking, the next part will

discuss how a user's trust in a brand on WhatsApp may be influenced by their

impressions of perceived socialness, perceived security, and perceived privacy of the
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messaging service. We also highlight information privacy concerns as a further factor
that might help to explain some variance in brand trust.

Research that back up the Computers Are Social Actors (CASA) paradigm have mostly
shown that when websites feature social cues, people prefer to regard them as social
entities 81182 According to this line of inquiry, perceived socialness has a signj role
in trust 8% Due to its potential to strengthen the relationship betwee ers and
brands, this socialness has a favorable impact on relationship commi t!85. The latter is
based on the theory that building a trust connection between @: and truster requires
growing the perceived socialness of a channel or medi Studies reveal that social
cues—that is, a brand's sensitive, gregarious, and(timate online interactions—can
increase consumer trust; 186 187, ’66

WhatsApp can be considered a channel \M\&Q)Cial richness, because its main purpose is
interaction with contacts that 0(&&&0 s personally, such as friends, family, and
acquaintances—or, in ogh%@gds, interpersonal communication with close ties.
Messages can be more \alized with photos and video or voice messages. This social
nature of What.sg&se may be generalized by users, who may perceive any interaction

on the p tf&@}ls more social than on other platforms, which are used less for

interp communication. Therefore, we argue that perceived socialness will increase
thrands on WhatsApp.

Apart from the perceived socialness, perceived security is a crucial characteristic.
Customers' perceptions that their personal data—that is, their personal information—

won't be accessed, retained, or utilized by unauthorized persons are known as perceived
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security. %%, One of the most important aspects of designing a business-to-consumer
(B2C) website is security. Previous studies have indicated a favorable correlation
between it and trust in websites ¥ 10, particularly social networking sites '°!. Regarding

particular security enforcement techniques, '

encryptions were suggested as a crucial
precondition for information security. Therefore, customer views of an ap@klrity
enforcement principles are favorably correlated with their level o c@ience in

commercial entities!??

. Given that WhatsApp employs end-to-end ¢ tion and notifies
all users of this security concept, this is a crucial component to@ .

The notion of marketing has been changed in the era o ernet. It is now essential
for all firms to establish an online presence in order main competitive. The majority
of business organizations across all econonﬁ&&rs (banks, insurance companies,
hotels, airlines, education service provﬁ\gg, etc.) have joined the online business
community and embraced the in&%ﬂ s a strategic tool in their daily marketing
activities due to the widegp@e of personal computers, mobile smart phones, and
improved access to ir@”[\ervice facilities. Nigerian marketing practices are affected
by the increasiqg@f e-marketing as a technique for obtaining a competitive edge.

In both d elgpd\and developing nations, electronic marketing, or e-marketing, is one
of theégé
busixg

s opportunities to attract potential and existing customers '*°.Many academics

marketing strategies with the quickest rate of growth!?. It offers better

have characterized e-marketing. One definition of e-marketing is the fusion of
traditional marketing media and electronic communication technologies for the purpose
of acquiring and providing services to consumers '37.Digital marketing, internet
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marketing, online marketing, and social media marketing are all included under the
umbrella term "e-marketing" '*!.E-marketing seems to be a key component in gaining a
competitive edge through improved marketing and business efficiency in a variety of
company operations, including Small and Medium-Sized operations (SMEs)!*2,
Research indicates that SMEs account for over 200% of firms and employ ov o of
the labor force in emerging nations, especially in Africa'3®. Even whil @ ind e-
marketing to be important, the proportion of SMEs that have impl ted e-marketing
is still low, which results in restricted use of the technology 134.%

The word "e-marketing" is sometimes used interch. with "e-business," "e-
commerce," and "internet marketing," which isQ'Qaccurate since, despite their
similarities, these concepts have different sc%éfgtemet marketing is more focused

than e-marketing. However, the breadth@business and e-commerce is far greater
than that of e-marketing. The seqléf;\%e. scope is as follows: internet marketing ; e-
business; e-commerce; e—@a&@”.

All electronically m@g\information exchanges supporting a variety of business
operations, both\\Q&f an organization and with external stakeholders, are collectively
referred to&gﬂd\sinessm. It is the application of digital technology to the management
of m usiness operations, including marketing campaigns, sales and purchases,
corporate communications, and R&D. Conversely, e-commerce describes the interchange
of information and the purchase and sale of goods over electronic networks. Customers
may choose from a variety of businesses or items and shop or conduct transactions year-

round, 24 hours a day, from nearly any place. Additionally, e-commerce enables speedy
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delivery for digital goods. While e-marketing encompasses all of the aforementioned as
well as the administration of digital consumer data and electronic customer relationship
management, internet marketing refers to marketing via the internet, email, and wireless
media. It offers a virtual marketplace where businesses may advertise, support sales of
their goods and services, handle client information, and have direct of
communication with clients. E-marketing includes every action a compa t uses a
range of technologies to help connect businesses to their customers Ips a business to

foster improved customer relationship management and more d@ ient interactions.

One of the types of digital marketing that is expandi ickest in both developed
and emerging nations is electronic marketing, or %%ketinglw.lt gives businesses the
chance to reach out to new clients and expan consumer base more successfully!*°,
Several academics have characterized K&%ﬁng. One definition of e-marketing is the
fusion of traditional marketing m &j;\%d electronic communication technologies for the
purpose of acquiring and pr%&g services to consumers '*’. Digital marketing, internet
marketing, online mq@%, and social media marketing are all included under the
umbrella term 5'&\@&eting"216."E—marketing is an umbrella phrase that includes digital
marketing%gf{et marketing, online marketing, and social media marketing. Gaining a

comp ’Q advantage across a range of economic sectors, including Small and Medium

businesses (SMEs)!*2, appears to depend heavily on e-marketing.

E-businesses are operations that employ digital and information technology to run the
business of an organization so they may use traditional marketing tools. Thus, E-

marketing includes technologies that enable the business to manage resources, supply
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chains, text message delivery, and customer relationships. Therefore, to run a successful
online business, you need to use effective marketing that incorporates all the necessary
components, such as a unique branding strategy, the keywords that customers use to find
your products, frequent Internet search engine advertising, and maximizing sales from
your e-commerce website. It's crucial to note that one of the main objectives o ing
is to determine the requirements and preferences of the target audience@ acquire.
Besides, if the description of electronic marketing is added, then, welate talking about an
environment and tools that the Internet space combines wit% ch technology has
enabled for communication between individuals!3°.of addi o the aforementioned, the
rise of internet users worldwide has also resulted dfiznthe extension of the domains in
which it is utilized, particularly in the area of %&ial marketing?!”.

N

Due to the tremendous development §$erwent in the scientific and technological
fields as well as the openness Q‘gm

arkets to one another, which in turn exposed

consumers to an enormous&(\nt of marketing messages, marketing science is no

longer the same as it @w past®’.

It is interest@}ﬁte that the fundamental idea of marketing is categorized under
human ne which also encompasses the individual wants for information and self-
exp@n as well as the basic material requirements of clothes, food, warmth, safety,
and belonging. These needs are not created by marketers, but, are an essential part of the
human structure. Thus, E-Marketing refers to the use of social networks by businesses for
marketing objectives, as it serves as a channel of communication with clients, helping to

understand their needs and behaviors and fostering a stronger relationship with them!'*!.
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E-marketing is the technique of leveraging digital technology and the internet to help
businesses reach their marketing objectives and spread contemporary marketing
concepts*!. Therefore, compared to other forms of traditional marketing, Internet

marketers are able to more readily and freely disseminate information about their

company and goods. *

The Internet highlights the significance of e-marketing as a useful tool ft @fymg the
target market and for assisting in the analysis of industry needég‘( In addition, it
facilitates the provision of goods that, by design quality, m@isfy the demands of
consumers and, subsequently, satisfy these desig@ rements via quality of
conformity!4’. However, a failure to match qu lit)b' have a negative impact on real
performance, which means that a failure to fi ustomer demands will follow from a
failure to design quality and conform is brings us to the opposite side of the
argument. As a result, in additi @tﬁonformance the client defines quality as a
collection of features of thg@fuct that satisfy his wants and expectations.Therefore,
cutting expenses and«ex ang customer reach are the main advantages of e-marketing.
It is often thou@at the cost of a digital marketing platform is less than that of
conventio% arketing platforms, such as in-person interactions with sales

repres% es or intermediaries/distributors!?!

In contrast to other significant traditional marketing methods, email marketing
campaigns, web signboards, online directory advertisements, telemarketing, and other
interactive marketing strategies yield over double the return on marketing investment!4S,

Furthermore, since most people and organizations use the internet as a search engine, it
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stands to reason that businesses who are reluctant to use digital marketing would struggle
more than those who have accepted the idea with open arms '47. Because of this, digital
marketing offers a number of genuine advantages, such as quicker reaction times,
increased response rates, worldwide reach, more cheap market access, greater conversion
rates, round-the-clock marketing, and scalable and traceable communicati % In
addition, E-Marketing gives customers quicker and more convenient sct}@eractions
while opening up new markets for already established businesse generating new
business models like virtual organizations ', By communicati chients, electronic
marketing also helps businesses to become more succes efficient!®.

Following the enactment of the cashless policy in 3 and the privatization of the
telecommunications industry in 2000, compa@%igeria are now more likely to use
e-commerce and, consequently, e—marke@ Since 2013, Nigeria's internet user base
has steadily increased. According.é ata, there was an increase in internet users
from around 50 million to 2 @SIHOHQ. Despite Nigeria's ubiquitous internet access,

nothing is known ab%@\iit is used for e-marketing. Nonetheless, the government's

initiatives to cg@&cashless society might be seen as a significant advance for e-

marketing&&i,g}na.

It has @ discovered that e-marketing adoption enhances business performance. +

no&ifnat e-marketing offers a plethora of financial advantages as a substitute medium
via which companies may expand their customer base. This is a result of e-marketing
giving customers and companies access to an entirely new range of possibilities. It helps
a business to develop new services, broaden its clientele, become more visible and
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customer-responsive, and grow?!'8

. It provides particular advantages to enterprises of all
sizes and types, such as: Global reach: New technologies made possible by information
technology allow for a greater number of marketing initiatives to be carried out globally.
For instance, anyone with internet connection anywhere in the globe may view a website.
This enables a company to expand into new areas and fight on a global sca \éqcal,
national, and worldwide markets are included in the expansion of t @ket. By
building and managing a website, a company may list its goods a ’sgqices as well as
other pertinent information that consumers can access fro ere in the globe,
helping to market its brands and goods internationally. O

Reduced costs: Compared to traditional marketing t@iques, e-marketing that is well-
planned and precisely targeted may reach the riate clients for a lot less money. It
provides cost reductions, especially in ?@eas of print, distribution, digital media
platforms, customer service, and @aa ional expenses. Additional advantages of e-
marketing encompass:24—110uQQ}rtising Customers can use e-marketing to learn more
about items and ma@ases from a company even if its physical locations are
closed or nonez(sw& Customers anticipate that a company's offerings should remain
uninterru edﬁgj}mailable around-the-clock.

Persoxé on: E-marketing gives a business the ability to gather, retain, and identify
sp%ﬁ consumer data. If the website and customer database are connected, the business
may welcome visitors with offers that are specifically tailored to them.The more they
purchase, the more the company can better target their profile and market to them. One-

to-one marketing: E-marketing enables businesses to connect with and respond to
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specific client needs and to clients who are eager to learn about their offerings
immediately. Additionally, it allows clients to pay the business directly.

Enhanced interactivity: Another benefit of e-marketing is the increased level of
engagement it provides. With the use of chat, music, images, and videos, it enables
businesses to develop interactive campaigns. A company may include its audi and
provide them more influence over their online experience by using intf}@ games,
quizzes, and two-way communication. ’\

Enhanced capacity to monitor outcomes: E-marketing facil@te assessment of
marketing campaigns' efficacy. It enables a business t techniques like pay per
click or pay per action to get comprehensive d bout how consumers react to
advertisements. rbbrb

New product development: Product info@n and new product development may be
found on the internet. It is a some; %expensive way to gather market research on
how consumers see items,.wx®x useful for creating new products and enhancing old
ones. QQ\

Information and f&uunicaﬁon technology is relevant and beneficial, but there are still
obstacles g&;}w of its advancement and application in e-business, e-commerce, and
e—mar@, particularly in Nigeria. '**. When compared with Asia, Europe and America,
Nig\eﬁd is still lagging behind. Some of the factors responsible for this include '*°.
Inadequate Internet Infrastructure: The major platform for e-marketing is the internet.

Currently, the level of accessibility to the internet in Nigeria is still low especially in most
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rural areas where majority of businesses do not have access to internet facilities and thus
are unable to engage in e-marketing.

Cost of getting connected: Availability of computer and fast speed internet connection
are prerequisites to the practice of e-marketing. The cost of getting connected is high
especially for small and medium businesses. The high cost of accessing inte ices
is also a major factor in the adoption of e-marketing in Nigeria. In add:Q@e cost of
maintenance is high.

Unreliable power supply: One of the biggest obstacles to e-%gg in Nigeria is the

problem of an unpredictable power supply. The electrigi ded to power the devices
needed for e-marketing is scarce. Q

Insufficiently knowledgeable personnel: On ¢ main obstacles to the expansion of
e-marketing is the lack of staff experien&@ch is a result of both a general scarcity of
highly qualified individuals and in &G;K%Ja training. In Nigeria, computer literacy is still
rising.

Sentence of insecurit @er significant barrier to the spread of e-marketing among
companies and.cg&ners is the perception of a lack of security in on-line transactions.
Security i thﬁcgense against identity theft and fraud, which can provide unauthorized
parties access to personal data and allow them to misuse it. Utilizing ICT to its
fulleSt’potential for e-marketing application delivery requires an understanding of and
commitment to addressing security risks.

Internet marketing is a business idea that may help one customer overcome the

constraints of traditional marketing by utilizing contemporary technologies. This
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incredibly complex and ever-evolving technology calls for both technical know-how and
a natural flair for marketing. Creating incredibly complex websites is a common practice
among huge internet marketers. Consequently, the fact that certain websites are difficult
for potential clients to access is one of the primary drawbacks of internet marketing. The
website may have issues that impact the overall user experience, or error me may
appear while attempting to visit a link updating any feature or materialcr/@/ebsite is
essential for successful internet marketing. If not, it will hurt the co 's operations. It
is quite tough to survive and maintain the place in the world 0@ ernet since there is
fierce competition. Internet marketing is not at all sim '@kes a lot of perseverance,
diligence, and financial resources. The services are.Q([ provided for free; the price of
internet marketing covers every facet, su%@rbwebsite creation, upkeep, online
advertising, etc. Despite the growing popﬁi\\@ of online shopping, many individuals still
do not want to purchase online. Beé_a;ée security concerns, many consumers are afraid
to use credit cards while. K@ online purchases. Security and privacy issues are
reported to be impedi%@rowth of e-commerce. Consumers worry that other parties
could learn per.swformation about them without their permission. Due in large part
to consumer Cg(yles about credit card security, safe payment options have been more
widelQ ~Passwords are a type of authentication used by e-commerce companies to
rei}fb&e security measures by verifying that the user is the one who actually has access
rights to the account. Most clients want assurances that no information they provide will

be sold to outside parties without their permission'4S.
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2.1.2.2 Internet Promotion

Simply put, the word "online advertising" refers to advertising that is done online, or
via the internet %, This type of advertising leverages the World Wide Web and the
internet to spread marketing messages that draw in customers. Online advertising is a
type of promotion that targets customers by using the internet and global Q%
spread marketing messages. When compared to major corporate orgafiiz S, a
customer may be aware of even little businesses. Focus has also @aced on the
numerous online advertising trends, which has led to the m%tion that online
advertisements are now competing with print ads beca instantaneous access
to data provided by social media and other onlix@@ps. This is a useful tool for
business advertising that raises awareness. P@relaﬁons, direct marketing, sales
promotion, and other marketing com }\&on techniques make up a significant
portion of the E-commerce strategy. ronic marketers use these tools to convey
awareness, preference, and %QH 7. Web advertising will have the most impact on
the advertising busi%Q\the next ten to fifteen years, according to!'”®.Online
advertising in tha&ty—ﬁrst century gives consumers greater visibility, control, and
the ability&gao}se how much commercial content they want to see. Customers get
acces@omotion exploration, price details, product design involvement, delivery

schedtlling, sales, and post-purchase assistance.

Search Engine Marketing
One component of internet marketing is search engine marketing. This technique aids

in the promotion of a website by making it more visible through the use of tools like
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search engine optimization, sponsored adverts, and other search engine services that
will boost the website's search traffic. When compared to search engine optimization,
search engine marketing is a more general word. Most people believe SEO to be a
component of SEM. While SEM helps us target consumers with paid advertising
links in the search engine results page along with the organic search results T&
the targeted visitors would visit the website, SEO helps us obtain be anic
search results. It is advised that search marketers utilize several paid.Search platforms
199 Among them, Google AdWords is the most widely onsored search
platform, followed by Yahoo and Bing Ads. In additi @wt, there are several
different Pay Per Click platforms and PPC advertisi tions on a few well-known
social media networks. The most notable aspe;&&rch engine marketing is that it
gives sponsors the opportunity to place@ ads in front of consumers who are
prepared to make a purchase at tha&? oment>’,

Search engines were dev.elo @0 facilitate user access to the vast quantity of
information available%@ntemet by using computer algorithms to crawl, index,
retrieve, and d.isp&pertinent information for users 37. Search Engine Marketing
(SEM) m b@adly described as an online marketing strategy used by businesses
and or f&ons to increase their exposure on search engine results pages (SERPs)
usi&véither paid or unpaid methods*. SEM comes in a variety of ways, such as
organic optimization and sponsored inclusion. The three main types are as follows: 1)
Organic search-based strategies, often known as search engine optimization, which

include using ways to raise a website's placement when a user enters pertinent terms
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in a search engine.. These include of managing inbound and outbound linkages to
other websites, producing relevant online content, and organizing an effective
website structure; 2) Paid inclusion, wherein the website is included in search engine
results by paying the firms; 3) Paid placement, often known as search engine
advertising, refers to purchasing display slots at a search engine's or its ¢ “f;\t
network's paid listing section. Now, the two most widely used servi(s/@ogle
AdWords and Yahoo! Precision Match, are where sponsored pliacement listings
appear as "Sponsored Links." %

Human resource management plays a crucial part in acc ing customer relationship
management®’. When employees are happy, custome\are most likely to be satisfied as
well. However, a number of academic writer;bhallenged that claim, arguing that
while CRM implementation cannot be c@ted by a single organizational activity, it
can be achieved through the comp. ’%nt functional intersection of people, processes,

operations, and marketing @ﬁties, all of which are strengthened by information

\ 201

technology and appli @s

structure for ‘Ehﬁective execution of CRM was emphasized by more writers

. The necessity of alterations to the organizational

202 Organi ati&g} structure modifications must be implemented to the point where they
encour aff members to understand the benefits of CRM and to use cutting-edge
me&gément techniques to guarantee that new changes are handled effectively??3.

In addition, a lot of businesses nowadays understand that their employees are their most

valuable resource as they are the key to their success 2°*.Since people determine whether

company plans and strategies succeed or fail, they are the cornerstone of customer

78



relationship management strategy 2°.The department that oversees and manages people
matters through a variety of activities is known as human resources management, and it is
one of the independent variables in this study. These activities include planning for
human resources, recruiting, selection, orientation, training, performance management,
compensation and benefits, and career development 2% Additionally, hiring tion,
and recruiting will serve as a representation of HRM activities in the @trategy's
implementation for the sake of this study. ’\

If establishing a long-term connection with consumers was a s Q)rganizational aim,
then recruitment is the process of finding, identifying, cting suitable applicants.
As such, the business will make an effort to attract ine‘iduals who can interact amicably
with customers. %6%

Display Advertising @

Typically, display advertising targéjt@cular demographics. Based on sites, locations,
times, and other Variables,.b&@%es may tailor the distribution of their ads. The ad unit
is only shown to inter@t@}arﬁes based on their data properties. Exhibit advertising is
frequently emp.lc&n branding campaigns. But they may also be used for other things
without h Vig.,w know about the product, such as enhancing product memory and
impro& tronage and sales

Urhfsearch ads, display ads do not target consumers that are actively looking to make a
purchase. Nonetheless, they assist companies in reviving the memory of customers who
previously did not need their product 2%, They do this by sparking people's initial

attention and making it possible for them to remember it later on. Consequently, this
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particular brand has come to be associated with that particular product. Establishing a
display advertising campaign could seem like a straightforward process because many
platforms provide marketers real-time optimization and total workflow automation. It's
true that finding quality inventory for ad placement is far simpler today than it was ten
years ago. These systems offer audience-based ad delivery that is highly custeqitzed in
addition to automated. Computers link cookies with campaign settings a(}@natically
display advertisements without the need for human interaction. Butuser attention is
extremely competitive, so it's important to always pay atten@ campaign controls,
messaging, and design®®. O

On-line display advertising uses text, logos, videos, tos, and other visuals to visually
convey a brand message. It is a type of onli%&rd advertising. Digital advertising
displays aim to enhance the efficacy B\&Qir advertisements and overall campaign
success by focusing on particular X ographics. When customers are using mobile
devices and applications, c.he mail, seeing YouTube videos, or perusing Facebook,
display advertisement \help you advertise your brand. Ninety percent of Internet
users worldwic.ifs&reportedly reached by Google's Display Network, which spans
millions o w&yges, news pages, blogs, and Google properties like YouTube and Gmail.
Targeti appropriate person with the appropriate message at the right moment is the
keNuccess with display advertisements. When managed effectively, your brand may
raise sales and conversions, promote recurring business, raise website traffic and clicks,

and raise brand recognition.
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Display ads come in a variety of sizes, shapes, colors, and designs that may be
customized to match the content of an organization's website 2%, A traditional banner
display at the top of a business website, for instance, might attract customers and inspire
them to take action. An infographic or video advertisement, on the other hand, can be
more appropriate for engaging with the community surrounding your business Q%cial
media page. The flexibility of display ads to choose from a wide rang@vertising
pictures is one of the key reasons they make an excellent additio igital marketing
G

strategies. Another benefit of incorporating display ads wit@ digital marketing

strategies is that they allow you to target certain custo ets 2!, You may monitor

the effectiveness and efficiency of your initiative well as the size of your target
audience using a variety of digital advertisin%&igns. After that, you may use the
data to examine your target audience. Slb\@ently, you may utilize this information to
guide the creation of further targete.&w t strategies.

Display ads may also tell. @ch readers interact most with your digital material,

which can help you be e@qxerstand how the company's goods and services satisfy the
needs of those.rf&s. Analytics related to digital marketing and advertising may be
tracked with ggyse of display ads. You may monitor important metrics such as duration
on pa@ nce rate, click-through rate, and other criteria to ascertain which visual
dis?hsfs work best and which methods you can adjust to engage your audience®!.Since
most of the channels that offer display advertising services frequently provide detailed
information on the prices the firm spends on each advertising approach it uses, display

advertisements are also helpful for keeping track of digital advertising expenses.
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Pop-up Advertising

Pop up advertisements have seemingly always been a part of the Internet user experience,
and they have been well researched since their inception in the late 1990s. They now
exist on many types of websites, including online gaming and news. Pop-up
advertisements were very influential in the early days of internet advertisemen ever,
now many good internet browsers such as Google Chrome have gotten faCJanced at
blocking these ads 2!2. However, the designers of these JavaScript\pop-up windows
continuously evolve the technology to place advertisement c% age, and video in
front of the user’s eye?!*. O

The literature on pop-up windows runs the gamut f; Qdying the efficacy of pop-up
ads to studying consumer behavior regarding tﬁb@‘robgauging how long-term exposure to
pop up ads affects individual consumers.\@rimaw ideas, defenses, and conclusions of
the most current studies on the su."&.a outlined below: The effectiveness of pop-up
adverts in influencing or d{i\&@tomer behavior is one of the key goals of research on

N

the subject. Despite a g more attention and being clicked on by users, pop-up
advertisements.r@so make people feel bad about themselves since they obstruct the
user's abili Qy) tasks on websites. For example, pop-up advertisements are said to be
more g than other types of advertisements when browsing the internet 2!'4. There
are aN6t of online or internet-based adverts, such as floating, wallpaper, interstitial, pop-
ups, skyscrapers, and banners. Pop-up advertisements are the most frequent source of

irritation and rage 2'S.Furthermore, another study reported a negative attitude of the

consumer towards the pop-up ads compared to the other six advertising formats 216,
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However, people who have a negative attitude towards pop-ups do not usually have
negative thoughts about the brands whose pop-up ads are shown.

A very recent study by ?!7into the impact of advertising value in online gaming and their
effect on online gamers. It also shows how the presence of advertising may affect gamers
experiences. Their study found that the perceived value of the advertised e ould
negatively or positively affect a user’s experience. For example, when Jn luxury

brands were shown, gamers tended to feel more inspired to play, g‘(low-end brands

and pop-up advertising was likely to have the opposite effe%tudied the long-term

effects on Internet users of pop-up adverts and web @ising in general. Pop-ups are

O

typically just implicitly recalled and seen ittle attention. They discovered that

\O

prolonged exposure to these kinds-o’l\Q' may have an adverse effect on internet users'

ability to complete taskse QQHeir cognitive abilities, indicating that these ads are

detrimental to bot Qworkplace and educational settings. According to a recent

experimental stidy, fixation time and count are greater for delayed pop-up advertising if

th&g% on the page after a 20-second delay”"”.

2.1.2.3 Email Marketing:
Email is the most rapidly expanding communications technology in history, and it has

evolve into an essential part of daily life 2°. Email and the internet have a particularly
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close connection, with most internet sessions involving the use of e-mail *> 3¢, Email
marketing and online shopping have an equally close relationship: in the virtual world of
the internet, where seller-buyer interactions are limited, e-mail serves as a vital
communication tool in customer relationship management. Furthermore, such two-way
interactions can occur in real-time , thereby providing quick and convenient sg s for

both buyer and seller 2?!° This has convinced a lot of businesses te email

marketing as the mainstay of their communications plan. ’\
One of the most popular methods for businesses to reach and ew clients is email
marketing®??. It's a component of online advertising the use of email, email

marketing is a strategy that facilitates direct client c@ct. In essence, it aids in directly
promoting products and services to consu is a technique that enables us to
efficiently and affordably contact a larg@ﬁer of potential consumers. It assists in
immediately communicating the Et;{k\e 's message to those who are educated and
interested in the firm's ar.ea&é)ertise but are unaware of the business or have not
considered using the @&s\ or services through the use of images, material, and links.
Additionally, grg&marketing’s efficacy is simply trackable. Additionally, many
businesse alﬁw\heir clients or viewers the option to "unsubscribe" from receiving
emailsQ ionally, businesses may receive direct input from prospective clients. This
W(hyassist the company in identifying the aspects of the promotion that customers
appreciated or found objectionable, allowing for the development of future campaigns or

tactics that are even more successful.
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Email may be used for a variety of marketing functions, such as informing customers
about products and services, promoting them, creating brands, directing them to websites,
warning consumers, and updating them on the progress of orders. Today's marketers
employ a variety of email strategies, including community building, reward systems, and
newsletters . As the name implies, newsletters "are possibly the most popul icles
for establishing on-going dialogue with customers, probably becaus(t/@offer an

excellent means of communicating a highly personalized b of information,

entertainment, and promotions."**2. %
Welcome Email O

A welcome email is one of the more important of emails that is sent to new
subscribers. Welcome emails are what a custopb@rgive when he/she submit their email
address to an online store. A welcome err&@ the first email communication a company
has with a prospect. It is often a paégé&p boarding emails that help users get acquainted
with the brand. They usual.ly @m in their inbox after creating an account or joining a

N

newsletter. A welcome often part of a series of on-boarding emails, is the very first
email communi.cg'{o\you have with a shopper or current customer. This communication
could be su&cjption confirmation or, in some cases, a post-purchase email. Unlike a
stande%b ness email format, this is sent to people who have chosen to engage with
you\rbfand. The welcome email the customer send sets the foundation for the rest of their
communications with a new customer. Depending on the action such as making a

purchase or joining your company newsletter your welcome message is the one broadcast

everyone will see, which means the impression it leaves will compound over time.
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Welcome emails enable brands to set the foundation for the kind of cooperation they will
have with their subscribers. Given that these emails are sent after purchase or upon
subscribing to a company’s newsletter, many of these messages are read which, means
that the impression they give the reader is what they will hold over time. According to?%,
74 percent of people look forward to receiving a welcome email after subscgi to a
brand’s email list. So, to ensure that these emails get to customer inb soon as

possible, it makes sense to work with a reliable email marketing ice. A good email

marketing service offers ready-made email templates, flexible i["Campaign builder, a

bunch of useful features and authentication options fe Q ter email deliver-ability.

Welcome email not only sets the tone for further COQQI‘a ion with a customer but helps

reach the following goals: rbbrb
i.  Welcome emails have higher erﬁ\{gnent levels compared to other types of
emails. As such, they givé§ iness the perfect opportunity to engage new
subscribers and cogvi&@ém to act. According to *** welcome emails have four
times more o d five times more clicks than other marketing emails.
Moreovgg&e emails have a 50 percent open rate, thus making them 86 percent

maore gte)tlve than newsletters.

ii. % me emails are sent to new subscribers automatically. Hence, they keep
\%rketers from having to connect with new leads manually, which is often a time-
consuming task. With Send Pulse Automation 360, you can set up a welcome email

campaign once and let the service do the rest for you.

86



iii. Welcome emails introduce a brand to the customer. As such, the next time the
business sends an email, the customer will be receptive to it. This will, in turn,
reduce the chances of subscribers raising spam complaints or unsubscribing. Brands
usually add the link to the Preference Center, where subscribers can choose the
desired email frequency as well as the content to receive. This way, theQﬁ;Q can
create different user segments to meet subscribers’ needs. O

iv. With the right welcome email campaigns, businesses forge ng relationships
with customers. How so? These emails enable market% evelop a sense of
community in the recipient. For instance, an ith a message such as
“Welcome to the club, Anne!” will make Anne@ like she belongs somewhere. In
turn, she will feel loyal to the brand that s r the message.

v. Another way welcome emails fost}\\gtomer loyalty is by providing readers with
several opportunities to inter&i a company. These emails give marketers a
chance to add links t.o &@’xes, blogs, and social media accounts related to their
brand. QQ\

vi. Welcom ils also enable businesses to make informed decisions that go a long
way i &gymg customer loyalty. Marketers can use these emails to collect useful
d& leads. After that, they can use that information to precisely target their

\istomers. And by providing them with a better experience, customers are more
inclined to stay.

Email Newsletter A newsletter is a letter that contains the news. In a more

sophisticated manner, an email newsletter is a type of email used in email marketing
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campaigns??. It informs the subscribers about the latest content (news, blogs,
product reviews, announcements, and other similar stuff) on your website. It is a
way to keep the audience in the loop. With the help of newsletters, you can always
keep them excited and wanting for more. At times, it also contains a push-button for
them to do a specific action, like clicking on a button to enter a giveawa ther
similar acts. They can also be used to promote new products or e@:s of the
organization. An e-newsletter is an email that is sent to your subsetibers regularly to
keep them informed about the latest news and updat%o t your product or
brand??®. Depending on the kind of content you h Qmare and the frequency in
which subscribers expect your newsletters, yglizncan send them on a weekly or
monthly basis. An email newsletter is a,&@y put together piece of content that's
created to engage your subscribe}\\gd update them with new information.

Personalize your newsletters ¢ rsubscribers’ behavior, and boost the chance of

SucCCess. . AQ\

According to the ress@,Q}O% of people want to receive promotional emails from
brands weekl ')\@fre than 80% monthly. A little over 10% of people would like
to get an @1 very day. Take into account that these stats apply to promotional
email%@ email marketing strategy usually implies sending not only advertising
emails but newsletters, trigger, and transactional emails. This means that you should
thoroughly plan the entire number of campaigns you send so that you don't scare
away your audience. To send consistently but not to overdo it, we strongly

recommend creating an email marketing calendar. It should contain all the emails
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you’re going to send users each month. This way, you will have a clear picture of
your marketing activities and you will be able to make changes on the go. The best
option is to ask subscribers how often they would like to hear from you. Provide each
email newsletter with a link to an email preference center where users can set up the

desired frequency. Also, it's a great idea to inform leads about your email s

frequency in the subscription form. This way, they will be fully aware o@mail

marketing strategy. :’\

It is a popular marketing tool for regularly communicating vﬁur network and
delivering the information you want in their mailbox actice, we all receive
numerous newsletters per day. It serves as a meth()/b tay in touch with the brands
we follow regularly. Email newsletters allqvb to publish intriguing content,
improve sales and drive traffic to your si mail campaigns are easy to track and
modify, allowing you to trac&n accomplishments and make essential
modifications that lead to at&g’ﬂ&al gains. An email newsletter can play a vital role
in your overall mark%Q\ategy. Though some marketers believe that newsletters
are simple to sets@eticulously designed newsletters can pay off handsomely. The
key is tha%@i look like it comes from a helpful friend instead of a salesperson.
An m@"bﬂewsletter's purpose is to keep your subscribers informed about your
coMy, products, and services. Generally, these emails are not about selling; they
are about fostering customer loyalty through valuable content. However, websites,

blogs, or e-commerce often use newsletters to promote a product, content, or article,

communicate an event, or engage in re-marketing efforts. Here are a few objectives
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that you can achieve by sending out newsletters.

ii.

1il.

1v.

Traffic Generation: Email newsletters typically include helpful hints, how-to
guides, short checklists, and links to actual articles and posts where visitors
may learn more about the product or the company. You may simply increase

traffic to your website or blog in this manner. Q

Brand Awareness: the company subscribers will eagerly awai;@wing
e

email newsletter if company provides quality and unique @ . They will

correlate the remarkable experiences with your ema@go, sender name,

and blog or business. Hence, it functions as a br areness strategy.

Inside Sales: Despite their non-commerc %&cter, email newsletters might
indirectly assist you in increasin ’bFor example, you could send your
recipients a detailed guide .ogéﬁv to get the most out of your service or a
case study of one of your{%y customers. Suppose your audience finds this
material to be rea‘s&ﬂ&le. In that case, those who have not yet opted to

purchase Wﬂl@ more reasons to do so.

Socia‘l\/&ﬁromotion: You can easily advertise your business's Facebook

@agram presence by including links in your email newsletter. Explain

\/thy your account is worth following and what information you share on

social media with the recipients. You must generate unique material for each

channel; otherwise, subscribers would have no reason to join your community.

2.1.3 Customer Relationship Management (CRM)
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Customer relationship management is a strategy or activities employed by an
organization to have an edge over its competitor??’. In essence, it is identifying and
implementing the right activities at the right time to out-do their counterparts”. CRM is a
technique for determining the wants of the client and building a rapport with them by
offering tailored goods and services to turn them into devoted patrons 228, Thj efits
the company by lowering marketing expenses and strengthening client tQ on the
literature review on customer relationship management and intervi ith managers of
specific organizations, 2?° hypothesized that CRM is a mult% sional concept that
includes four behavioral dimensions: customer i n, CRM organization,
knowledge management, and technology-based @/I he researchers additionally
confirmed that their results align with the ge ramework of CRM implementation,
which includes business processes, strat@@nctions, technological advancements, and
most importantly, human architect members of the organization and how they
interact with the aforeme.nti&@’&factors to improve the organization's performance.
Additionally, the cus‘%@\ﬂ‘entation perspective, which has been applied to enhance the
customers and_ g&organizations 230 is where customer relationship management
originated uss the Customer Relationship Management and its Determinants
previoQ died are included in this study. In fact, these dimensions closely align with
theXb(e idea of customer relationship management, which is centered around business

processes, strategic functions, technological advancements, and people.

2.1.3.1 Customer Support
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Customer support is the provision of technical services to customers prior to, during, and
following a purchase. It is a set of activities intended to raise the degree of customer
satisfaction, or the sense that a product or service has fulfilled the expectations of the
customer 2*!. The significance of customer support varies depending on the product or
service, industry, and customer. Employees who can adapt to the guest's pers ity will
be key to the success of these interactions. Additionally, customercj@rt has a
significant impact on the performance of small and medium-sized businhgsses. To provide
good customer support, the organization in designing must foc%g cly on the customer.
This brings us to the question of who is the real customer stomer is a person or an

organization that decides what to buy, and one of biisiness’s?*?

main goals is to create
new customers. Other organizational com%étrg won't last very long without a
consumer. As a result, businesses creat&@)mer support initiatives with the goals of
attracting new clients, exceeding&jﬁw expectations, and cultivating client loyalty.
Customer support refers toc between a company and its clients that are intended
to make the client m%@ed with the company's goods, services, and goals in general.
Customer supp.ost<b§ically refers to any exchange of information between a company

A

and its prQéngiye, existing, or former clients. This includes discussions in-person, over

the p %

ser)ﬁl can cause clients to get enraged or frustrated, which could result in future

r by email to resolve specific technical issues 23°. Inadequate customer

business being done poorly. Companies who offer excellent customer service have an
advantage over rivals in the market. Increased corporate revenues, customer retention,

and quality customer service are all correlated 234, Furthermore, devoted and content
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consumers are a valuable source of free promotion through recommendations and
referrals, but dissatisfied customers are more likely to leave and tell other prospective
customers about their bad experiences.

After-sale assistance is a critical component of customer care. Provide free services to

consumers following their purchase of a product, regardless of the kind or qua f the
item, the method of payment, or the customer's location?*°. ( O
The word "after sales service" describes how clients are handle wing a sale 2%, It

might be used to support a product's increased price. It also%‘s future sales and the
long-term reputation of the company. A service provi a consumer following the
delivery of items is known as after-sales service 2@6 selling process should involve
more than just providing goods and servicesgbb‘hould also involve taking "follow-up"
steps to make sure customers are happy, 2@ will ensure that they make repeat purchases.
Additionally, after-sales services sé%@ae particularly important to the overall "product-
mixture" that manufacturers @tail businesses provide, since they have an impact on
consumers' behavior%%\'ons as well as their level of satisfaction?*® Many businesses
rely heavily on ﬁsale service procedures, and as retail items grow more and more
comparab ing after-sale services has emerged as a key differentiation among
indus%’b'tlcipants. Customer satisfaction with offerings is the most crucial milestone for
ev%gxpanding company. The primary factor determining a venture's success or failure is
its customer base. Offering top-notch post-purchase services is among the greatest
strategies that businesses may implement in the modern day 2*°. All actions made for the
consumers' well-being following the sale are included in after-sale services. As part of
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after-sales services, a number of tasks are also completed to ascertain whether or not the
customer is satisfied with the purchase. The foundation of any corporate organization is its
customers. As a result, they will constantly receive the right direction and assistance to
keep them satisfied and enable them to establish a positive rapport with the vendors. The
purpose of after-sale service is to ensure that customers' expectations are ~A&riately
fulfilled. Keeping clients calm about the company turns out to be highly C@ial when it

comes to after-sale services 2. ’\

Keeping customers happy and offering excellent after-sales s@ demonstrates to your
clients that you want to establish a lasting relationshi hem in order to gain their
loyalty and retain their business. After-sales service@gtics are used by many prosperous
companies to increase revenue, foster client ¢ ions, and streamline sales.

2.1.3.2 Technology

Innovation and the availability ®technologies in small businesses boost output

and customer satisfaction wit deucts acquired in the market because they are timely
and of the right quanti ecreasing shortages, speeding up transactions, and also
simplifying busig&an’s tasks 2*!. Thanks to technological advancements, people can
now buy ocga}that will be delivered right to their door and transfer money instead of
physi%b&raveling there. Customers are more satisfied as a result of having all of their
dematids met and being able to get them quickly, which increases the rate at which they
consume the items ?*2.New technologies enable small and medium-sized businesses to
compete internationally. Through the use of a website, small companies may now

employ internet technology to offer their goods and services to potential customers

94



worldwide. Internet technologies offer comprehensive product packaging and
descriptions, giving potential customers all the information they need to make an

educated purchase choice 2%

. Without having to connect in person, social media
platforms like Facebook and Twitter enable businesses to network with people who might
be interested in their industry. Technology aids entrepreneurs in minimizing e s 243,
A small company can employ automation to lessen his reliance on wor ornplete
some essential production tasks. This allows the company to save mioney on labor costs
including pay, benefits, and turnover. Technology reduces @ and simplifies the
production process. For example, using a "lean" manu g method like Six Sigma
can help you satisfy client demand more rapidly and@ec ively. Technology may have a
favorable impact on small and medium-size;b@rgesses' competitiveness, efficiency,
productivity, quality, and market share 244@

Small and mid-size businesses @j )jare focusing more on using technology to drive
growth, client value, and .rn@ifferentiation in today's increasingly complex world.

As a result, these com re embracing cutting-edge technologies for game-changing

change and diyfq&ation, which will eventually be the case in a recovering global

ndamentally, SMEs must adopt technological innovation as the primary

economy.glnﬁnp\tlon in technology is a key factor in boosting SMEs' economic

efﬁcie@
str@ if they are to fulfill market demands and adjust to the ever-changing external
environment. In actuality, the majority of prosperous SMEs depend on ongoing technical

innovation for their steady development and expansion 2%.
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Through investments in fixed assets, export production, and technological integration,
SMEs are critical to the success of advanced economies. It has been noted that SMEs
have a significant influence on industrial production tactics and export profits in a
number of recently industrialized nations, including Taiwan, Malaysia, South Korea, and
Singapore. Notably, as 246 observed, SMEs serve as the large-scale firms' \A\ction

wheels in these nations. SMEs are the driving force behind faster econor@lopment

and expansion. But Nigeria has not yet achieved the much-anti d faster rate of
economic development through SME. %
In an attempt to achieve balanced industrial develo d increase the economic

effectiveness of small and medium-sized enterprises,QM s), the Federal Government of
Nigeria has chosen to encourage the growﬂbé ese enterprises through domestic
industrial activities. The goal of thigg to reposition the industry for global
competitiveness and to turn it in&);\&s urce of export revenue. In order to do this,
technological innovation a&n@tipation in R&D-related activities might help SMEs
perform even better Z‘WQQ\

Technology has @marketing more digital, enabling transactions and communication
to happen$§¢b\ere in the globe at any time. This facilitates communication between

custo e?ba

affe&ﬁMEs’ intentions to use them, and there is a strong correlation between these

d corporate players. The simplicity and advantages of digital payments will

factors and SME actors' intentions to use digital payments 24324250 Fintech's emergence
has a big impact on SMEs by making payment gateways more prevalent. The financial

performance of SMEs is positively and significantly impacted by the use of technology in
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marketing 2! 252 253 The quick development of digital marketing has improved SMEs'
financial performance and made sales and marketing across a range of media more
feasible and manageable. As a result, the digitalization phenomena spreads from the
poorer to the top classes of society. As a result, technology has changed sales and
marketing procedures, making them more successful and efficient. An co that
advances in an evolutionary or revolutionary manner and has the potentia@rlde new
technological improvements is the source of change. Effective t logy and digital
marketing may boost business owners' sales turnover, which er how consumers
choose and carry out purchases and sales transactions 2% 5. Because of this, SMEs
are encouraged to innovate in order to profit ﬁn@?ly from the present technical
advancements as well as to survive % 255.Tl}rb®rg of digital payments will have an
effect on performance that SMEs can @y to enhance or improve their financial
performance?3% 25325, é‘;\\'

Micro, small, and mediurr.l-si éﬁnns (MSMESs), who often find it difficult to sustain
them, much alone de @der such extreme circumstances, were also significantly
impacted by t@e’&/ID-w pandemic in terms of their commercial performance?’.
Businesse eg;cy'encing such a crisis must embrace new perspectives, approaches, and
worka utions to manage uncertainty, stay ahead of the curve, and be ready for
fut}Mssues 258 Digital marketing and cutting-edge technology for company transactions
could be some of these strategies. The majority of businesses now understand the

advantages of implementing cutting-edge digital technologies to support operations that

demand rapid and accurate information 2%. It is true that digital technologies have
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changed how people live and how organizations operate, particularly in the areas of
communication and information exchange. This change has also increased competition.
Presently, digital apps and online technologies are considered by many to be the best

ways to build stronger client interactions. In today's extremely unpredictable economic

climate, traditional marketing methods are becoming less and less effective vide
growth and a lasting competitive advantage 2. ( O
Everybody's life was drastically altered by the COVID-19 epidemi companies were

forced to adjust to a market that was changing quickly%: umer Relationship
Management (CRM) enables businesses in these situati meet evolving consumer
expectations, embrace product and service innovat%s ay adaptable, and create new
avenues for customer communication 26!, rbbrb

2.1.3.3 Marketing Support @

Marketing support involves relyinéj@am of experts to create and sustain marketing
campaign. Marketing sugp@vice provides the capacity to support marketing
activities and increase \arketing efficiency of small and medium enterprises. The
marketing su pg&services include marketing mix, marketing communication,
advertisin amﬁgmrketing strategies 262,

The fi siness strategy depends heavily on marketing support services since they
gi\Ne company a direct or latent competitive edge over rivals and improve
performance 26°. The 4Ps of marketing, often known as marketing strategies, are the
foundation of marketing support services (Product, Pricing, Promotion and

Place/distribution) 264,
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Organizations may utilize the marketing mix to develop and enhance their marketing
initiatives and aid in goal achievement 2%°. While the marketing mix may be seen of as a
conceptual framework that marketing managers use to develop strategies for meeting
customer requirements and targeting their market 2°. Both long-term and short-term
goals may be developed using the marketing mix.A marketing mix is a combi n of
marketing tactics that companies use to elicit the desired response fi ir target
audience. The four factors that make up the marketing mix are refe o as the 4Ps. The

marketing tactics of product, pricing, place, and promotion ployed by firms to

respond to external and internal factors, ultimately helping % to accomplish their goals
267 Businesses that have successfully adopted market'Q&strategies can gain a competitive
edge, improve sales performance, and expand ﬂb&rket share.

Organizations employ marketing strate 1\9 create demand for their goods and boost
performance by offering their ta@%\s nt high-quality items at competitive prices,
interacting with their dist.ril&@’&channels, and implementing successful promotional
campaigns 2%, Organizdtions utilize the marketing mix as a business tool to get a
competitive edge’&term "marketing mix" refers to the seven principles that businesses
utilize in e&g}rketing strategy to satisfy both consumer requirements and company
object&&g
str&j

es that marketing managers may use to accomplish the necessary goal 2%,

oduct, pricing, place, and promotion are among the tactical marketing

Distribution channel management and company performance have been found to be
positively correlated in several research, and distribution strategy has an impact on

business performance 270271272,
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Exporting companies may implement innovative export marketing strategies with the
help of marketing assistance by repurposing and combining resources in novel and
creative ways, which can adapt to the dynamic nature of the global market 273,
Businesses require marketing support services in order to outperform their competitors
in the export market, meet customer expectations, and accomplish their go \%ese
services will help businesses create, deliver, and communicate greater chvalue to
their selected target market more effectively than their rivals. In ordér'tQ investigate and
create new goods that will serve the target markets, a str% emphasis must be
developed. This relates to new product innovation 274 @ situation, entrepreneurs
must have a thorough awareness of their existing and™potential clientele, as well as their
requirements, desires, and expectations. Th%érubst then create, market, price, and
deliver their goods in a way that best suiﬁ\\@ir clients' present and future needs?’>.The
term "marketing support serviceé';\%fe s to activities including pricing strategies,
cooperative marketing, prqd&t%%tion and development, access to international market
data, and trade show @p tion that are seen to be causally related to the success of
SMESs. . ,&
In order t enggry e continuity and growth of the organization and increase the chances
of strz@ccess in a highly volatile business environment, marketing support based
on\thc'agility of organizational resources and the speed at which changes in customer
needs could be responded to was thought to be the primary pillar of customer retention
and attraction 2’°. The digital revolution has brought about a number of profound shifts

in how people manage their lives, with a greater emphasis now being placed on the use
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of digital software and applications in a variety of daily activities, such as choosing
between available brands and making purchases ?7°. Traditional marketing techniques
are no longer able to achieve exceptional marketing performance that helps the
organization enhance its competitiveness and achieve sustainability in its competitive
advantage 27°. Instead, business organizations have struggled to maintain their ers
and achieve strategic goals in these dynamic conditions. O

In an effort to achieve ongoing, interactive communication with ﬁSCQmers and better
understand their interests and needs, businesses have recently implementing modern
marketing strategies and policies centered on the use | content and its mix of
entertainment and education to promote their goodsQ{services 276 Social Media Sites,
In an attempt to boost marketing support, busi s have made significant investments
in social networking sites like Facebook@ter, and LinkedIn to advertise their goods
and services based on helpful di Q%“.0 tent. This helps businesses differentiate their
goods and establish their .b@cause it gives customers the freedom to voice their
opinions and provide fsd%}k on the goods and services offered by the business.

2.1.34 Leaderglsi&

Small an Mgﬁ)}n-Sized Enterprises (SMEs) are regarded as one of the key drivers of
the gl@
dew

ed and developing nations. The significance of this industry has led numerous

onomy, contributing significantly to the advancement of economies in both

nations to further acknowledge it because of its enormous potential to significantly boost
GDPs, raise living standards, foster innovation, create jobs, accelerate national

industrialization, and act as a catalyst for sustainable growth 2”7. But in a highly
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competitive economic environment, small and medium-sized businesses face a number of
issues. In strategy development, operational success for SMEs has emerged as the
primary emphasis for generating competitive advantages. Businesses used to place a lot
of importance on their bottom line 278, It should thus contain non-financial measures that
may be used to evaluate an organization's operational performance and streQﬁ‘ka its
competitive advantages, such as quality and customer satisfaction 27°. (JO

In order to accelerate their economic growth, several nations are ¢ tly concentrating
on the development of the SME sector 280, However, it is easi idthan done. Due to a
number of variables, including globalization, fierce co @1, information technology
advancements, stakeholder pressure, and quick sth in consumer expectations, the
majority of SMEs are confronting enormous h@@rél’ 282,283,284

All SMEs, regardless of their size, natﬁi\&r location—manufacturing, services, and
commerce in both domestic and ’Sg] arkets, for instance—are under attack from
these and other causes. SM&@M make significant investments in human resources,
particularly in leader%®the perceived leadership styles of their leaders, in order to
overcome these (&i&lties.

One of th n@mportant elements in successfully and efficiently managing a SME's
busineQ tvities is leadership. By impacting important organizational outcomes
incl\uM1g employee performance, job satisfaction, and decreased staff turnover in
addition to customer satisfaction, organizational effectiveness, and performance, it helps
firms become more profitable and productive ?*°. Another way to think of leadership is as

an individual's technique of persuading a group of people to accomplish the shared
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objectives of an organization?®®. This description aligns with the assertion made in
paragraph that leadership is a dynamic process where a single person persuades a group
of people to voluntarily participate to the achievement of predetermined goals 2%7.
Leadership can be defined as a reciprocal influencing process in which leaders and
followers influence one another to achieve organizational goals 2. However, ship
can also be defined as a transaction or exchange relationship between twc{/, such as
leaders and subordinates 2. This definition of leadership deviatés“slightly from the
previous one. To achieve the goal and maintain a cohesive co@, eadership is really
all about listening to others, supporting, encouraging, g, and including them in
the decision-making and problem-solving processes. Q

Many academics now believe that a leader's st & significant impact on every aspect
of an organization's operations. This is @Jlaﬂy true for SMEs, where the working
environment and productivity levi_s;\xa,v a significant impact on leadership styles 2%,
Actually, a leader's behavi.or&@:{&m or patterns in a given circumstance to accomplish
the unique objectives o xanization are referred to as their leadership style.A leader's
attitude to explisi&xl implicit behaviors is what motivates, inspires, and guides their
team me engggﬁarry out an organization's goal .

The n& g abilities and leadership style that the SME owners and managers in the
coMies use will determine the success or failure of the SME, along with all other

factors of leadership !

. Positively impacting SME performance requires an effective
leadership style 2% 2% 294 In contrast, under the wrong leadership style, employees lack

initiative and motivation to give the organization their all and consistently experience low
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output. This is because under the right leadership style, employees are willing to go
above and beyond to contribute to the growth and sustainability of the organization.

A compelling vision from a transformational leader may motivate their people to take the
initiative to finish activities and accomplish their goals 2°¢. Furthermore, new ideas may
be fostered within their companies by transformational leaders, and they may te as
"creativity-enhancing forces" by setting an example. Success in develo@novation
depends on transformative leadership?®>. ’\

A leader often oversees many tasks, makes the majority of degi , and has complete
command over organizational resources 2. The prim @e of SMEs success is the
existence of a suitable leadership style’. ThereQQe, in order to accomplish the
organizational goals SME owners and manag st possess the keen ability to employ
a suitable leadership style to influence the\}@Vior of subordinates and convince them to
follow the correct path 2%% 2%, .’\\.

However, given their inca}paiéb recognize the connection of leadership styles with
SME management, it i t\lexpected that the majority of SMEs' owners/managers are
unable to use Ehg{,%wopriate leadership styles when taking the situational context into
considera 'onﬁystate that eventually results in leadership ineffectiveness 2%%.0ne of the
most @al forms of leadership is the autocratic one. This is an extreme type of
lezéf&ﬁp conduct in which the leader has all the authority and makes choices alone,
without seeking input from team members or followers %%l Typically task-oriented,
this style is acquired by means of commands, rules, regulations, threats, and punishments

302 The fundamental tenet of the authoritarian leadership style is that followers are
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inherently unreliable, sluggish, and suspicious, and as a result, leadership and
management responsibilities should be handled by the leader alone, with no input from
the subordinates 3. To put it briefly, an autocratic leader feels he has the power to treat
his people whatever he pleases and has complete control over them. The primary
advantage of autocratic leadership is its ability to make choices swiftly a start
activities promptly in order to put them into action’*> 3%  The atory or
collaborative leadership style is another well-known traditional leadérship style that is in
use 3%, This type of leadership is nearly the exact opposite o@ tocratic leadership,
which emphasizes decision-making collaboration betwe rs and followers, with the
leader carrying out the choice after fostering conseeqs among the team or group 3.
Actually, a democratic leader encourages thﬁ'béf?owers to form their own opinions
while relying mostly on their mowledge\®kills to complete the task. When a certain
amount of control is needed to .%ﬁ eadership behavior to fight against despotic
leadership and the misuseyf&@%ity, such as in banks, hospitals, professional services

\Y

businesses, governmen izations, etc., this leadership style works best. This method
works well wlleg\sgxkers do regular tasks. However, the issues brought on by this
leadershi st)ﬁ*“yfnce democratic leadership is predicated on the fundamental tenet that
all indQ s are inherently accountable, dependable, and self-driven, everyone is given
the\%nce to engage, ideas are freely shared, and debate is encouraged during the
decision-making process 3°7.

Another conventional leadership approach based on organizational hierarchy and

structure is bureaucratic leadership 3%, The leadership style is what persuades individuals
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to abide by the laws, guidelines, directives, and practices intended to guide them toward
the accomplishment of corporate objectives 3%. It is true that bureaucratic bosses have a
tremendous commitment to their policies, practices, and procedures, but not to their
subordinates 3'°. A bureaucratic boss oversees everything "by the book," meaning that
everything must be carried out in compliance with the laws, regulations, and gui es3!l,

Additionally, bureaucracy produces unnecessary paperwork and red tape. ( O

2.2 Theoretical Framework ’\
This research will employ four theories to effectively underpin y. The institutional
theory is the main theory, while the other supporting thegsi lude: Generational theory,

Social Network theory and collective intelligence th

2.2.1 Institutional Theory %6%

This study examines how E-marketing a&®1 supports small firms in maintaining their
legitimacy and achieving higher p S ce outcomes, drawing on institutional theory.
Later, the hypothesis was e.x& by 312

According to instituti%@ory, organizations frequently react to external influences
that may have_ a’&pact on how well they perform. Businesses frequently undergo
change as r&w of coercive pressure from customers, or the necessity to comply with
the re nts and norms of customers who have the ability to reward and punish. For
exa}ﬁe, many firms are moving to social media marketing since it has become a
primary means of engaging customers who spend a significant amount of time on-line. In

addition, there is mimetic pressure, or the need to behave in a way that is consistent with
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other groups.Companies are using social media marketing in an effort to stay competitive

with highly visible online competition.

Social media platforms are regularly used by thousands of individuals, and social media
marketing enables companies to reach and interact with a big audience for litN) no
cost>'3. Clothing companies have been compelled by this to switch from ional to
social media marketing strategies. Disconnectedness, or the ability t&nggyww people
and connect with possible consumers, generate new connections, ew networks, and

establish business colleagues, is the main objective of s dia adaption *'%. This
Theory explains the association between social media @eting activities and company
performance for small enterprises, which ma ’é?uitable to the current study. Put

differently, this study will apply institutio ry to describe how social media is used

%

by small businesses for marketing p@s, namely to entice clients to buy products and

services. c‘)
&
2.2.2 Generational ’[@\A
The recuﬂené@on cycle in Western and American history was proposed by the
Strauss—H@ generational theory. The hypothesis holds that recurrent generational
ide\ti%’%rchetypes) are linked to historical events. Every generational identity ushers
in a new period, known as a turning, that lasts for twenty to twenty-five years and ushers
in a new social, political, and economic milieu (mood). They are components of a wider
cyclical "saeculum"—a lengthy human life expectancy of 80-100 years, with greater

saecula occurring. According to the hypothesis, every saeculum in American history has
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a crisis that is followed by a rebound (high). Institutions and communal values remain
robust during this recovery. In the end, generational archetypes that emerge later on
undermine and assault institutions in the name of individualism and autonomy. This leads
to a turbulent political climate that eventually makes conditions more favorable for future
crises. 31 created the foundation for this thesis in their 1991 book Generations;<which
examines American history as a sequence of generational biographies be@/@ in 1584.
The authors of The Fourth Turning (1997) developed this idea r, focusing on a
quadruple cycle of generational types and recurrent moods to@ American history,
encompassing the Thirteen Colonies and their Briti ears. The authors have,
however, also looked at global generational pattems@ ocumented comparable cycles

in a number of wealthy nations. 6%
N

According to generation theory (Ql'&hich was first put forward by *'¢, a person's
perspective of the world is inﬂue&S@\by the age in which they were born. Additionally,
GT suggests that during oﬁ@y years, our communities, families, friends, important life
experiences, and the\é in which we are born all influence the values we hold dear
317.According€)§mtional marketing theory, people who were born in the same era—
typically @—year period—have comparable attitudes and behaviors since they shared

fon@ experiences that shaped their worldviews.

The customer journey is attempted to take generational theory into account via traditional
behavioral marketing. However, the issue is that all brands find it difficult to

simultaneously inform everyone about their product until the toolkit is developed. Large
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brands attempt to simultaneously employ many cultural codes for various target
populations. Usually in vain. It is impossible to please everyone at once, thus trying to
appeal to the "mass customer 18-54" does not provide results. Therefore, companies up to

a particular scale should usually concentrate on one audience throughout the product

launch stage. é

An attempt has been made to describe precisely how one may reach %ﬁzydience with

the generation theory. Thus, one example of a highly clever cul @de of the younger
generation is the social network TikTok. There are ol®§1 lot of prospective
customers seated there, but it's unclear how to enga@rith them just now. In fact,
TikTok lacks conversion, calculation tools, an%@?teraction system. While they are
unable to directly reach this demograph&d@is moment, businesses are nonetheless

N\

making an effort to get in front of gh@s such, the costs for big businesses on TikTok

are now similar to, say, the buda&@ the same Instagram.

N

Although the generatio% \thesis appears to be highly appealing, all attempts to apply

it appear to beg&versial. An attempt has been made to describe precisely how one

may reaclzi egh}udience with the generation theory. Thus, one example of a highly

clever @

obvidusly a lot of prospective customers seated there, but it's unclear how to engage with

al code of the younger generation is the social network TikTok. There are

them just now. In fact, TikTok lacks conversion, calculation tools, and an interaction

system. While they are unable to directly reach this demographic at this moment,
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businesses are nonetheless making an effort to get in front of them. As such, the costs for

big businesses on TikTok are now similar to, say, the budgets for the same Instagram.

Although the generation hypothesis appears to be highly appealing, all attempts to apply it
appear to be controversial. You must conduct study to find out what code gen&on Z
has and what matters to it in a certain product. These are not proble can be
answered by generational theory alone. Large businesses begin their (&&ycations with
six zeros, so before launching anything, it's critical to ascertain 01se language this
audience speaks. Ad Recall will then be rather high. Ad % instance, was 67.7%
in one of our ads promoting conventional dairy pro@. As a result, the generation
theory is now evolving under the world-view c%%%mdards. It was once thought that
since each generation has its own value Q{'@réions, communication was required with
them. Even if our descriptions of ogr’{d% orientations vary, it is evident that we all share
the same values today. This ide&%.\ clarifies how a person's perspective of the world
might be influenced by the i&of their birth. Additionally, it shows how our beliefs have
changed throughout @as a result of our family, friends, society, experiences, and the
year we were(z)i\&%

Accordin@he notion of generational marketing, customers who were born in the same
er%&% exhibit similar behaviours as a result of the influences that have shaped them.
Social media may be used to identify our contemporary era as one of digital or
technological information. Given how each generation uses digital marketing,

generational theory is pertinent to this field.This theory is helpful to the research since it

110



enables SMEs to determine the demands of their target audience and then create relevant
marketing material for them through e-marketing.

2.2.3 Social Network Theory

The network approach is rooted in a variety of structural ideas that were first introduced
by anthropologists and sociologists like Georg Simmel, whose research \Q\hqavily
reliant on their comprehension of various social networks. Thus, social C ks theory
examines all types of interactions, whether they involve humans, ahimals, or objects.
Therefore, social networks are used to learn about patterns t rge inside them, as
well as their attitudes or impacts. The owners' equi @a business may also be
determined via social networks. Usually, social netwgfk diagrams are used to demonstrate
these ideas. Social ties are seen by the socia}b&k theory as lumps and stalemates.
They are connected to the players in soﬁ@ay and behave like participants inside the
network. As a result, several impé;s;\%s.a e offered for examination. In light of this, e-
marketing solutions are cryci&@&e they enable marketers to hear and understand what
their customers have t NFurthermore, the majority of research has demonstrated that
in varied netwo.rls&ential users have the greatest influence.

N

To sum u t@ory is helpful in our research since it enables us to identify the ways in
which utilize their networks to please their customers 318,

2.2>‘7he Collective Intelligence Theory

According to the hypothesis of collective intelligence, a large number of people can come
together to reach a particular degree of knowledge while simultaneously attempting to

accomplish their goals. According to the theory of collective intelligence, groups are often
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more productive than when they function independently. Collective intelligence requires
the following four essential components in order to function: spreading/distribution,
acting generally, honesty, and peeking.

In order for collective intelligence to function well, honesty is required. Individuals or
businesses must submit their ideas to internet users and be truthful in doing so i r for
their product to be considered reliable. Peering is the process of ev @ valuable
products or information and adapting it to fit new needs so that co ers may utilize it.
Spreading demonstrates how members may exchange or give%‘ tellectual property.

As a result, it is critical that we foster an ongoing diale ~_'b.' welcome constructive

criticism in order to increase the enterprise's efﬁcienQ\

Information technology and the degree oﬁb%rgbress businesses have achieved in
organizing and cooperating with all of Y@networks are the foundation of universal
action. This enables one to get pas&%&a es like local acting or thinking and concentrate
more on novel concepts, fre&@nt, and specialized markets. Conclusively, the theory
enabled these research Qh\ow how E-marketing might facilitate improved connections
between SME.S,& their diversified clientele, potentially strengthening their
performance QJ\

23E ical Review

Th&al and objectives of this study provide the foundation for the empirical literature

that is included in this analysis.
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2.3.1 Face book and SME performance On social networking sites like Facebook,
individuals may interact with other people by creating a public profile 32°. According to
research, company owners on Fb are not making the most of the features, settings, and
usage of their business pages. Similarly, social media may be a place to find
entrepreneurial marketing strategies that capitalize on societal domination, larly
when combined with tried-and-true methods like celebrity endorsement??! O
Another study looked at the efficacy of Facebook advertising conducted, online and found
that West Africans used Facebook at a rate that was around% 0 four times lower.
10% or so of Facebook users who were specifically ta teracted with the content
by like, commenting, sharing, or clicking on. BecauQ{grgeted Facebook advertising are
thought to be a less expensive alternative for @rablgn implementers than conventional
outreach efforts, the survey found that \Qlan 3 in 10,000 consumers who saw the
advertisement on Facebook were wéjl%gt continue their commercial transactions 2.
According to a study dorle @Cebook's effectiveness in marketing products among
Saudi Arabians, the pl \ advertising allows businesses to leverage member data for
niche marketing.@ook also presents itself as the best place for businesses to display
their prod ctscg;h\e target market 323

The 1 cy of celebrity supporters increases the likelihood that followers of
sp(heﬁed Facebook fans would make a purchase, according to a long-term research
investigating the impact of entrepreneurial marketing on Facebook. According to those
studies, brand distinctiveness has two functions: it boosts the legitimacy of celebrity

endorsers' influence on brand image while reducing the impact of brand image on
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purchase intention. This suggests that the ability to influence purchase intent over an
extended period of time is a very potent force, which makes the celebrity endorser
approach an essential tool in the toolbox of entrepreneurial marketers, especially in light
of earlier research highlighting the possible negative effects of traditional revealed
commercial posts on Facebook ***. Similarly, Facebook appeared as the m ular
platform among Nepalese among the several social networking sites, @ng to an
online research of 200 randomly selected Facebook users in andu, Nepal 3%.
Additionally, the report suggested that marketers should pers% heir Facebook ads
and use more accurate information when promoting it% is is a result of Facebook
users becoming worried about the promoted produfts! quality. In the realm of social
media marketing, it is imperative for markete%y current and actively engage with
consumers, since clients want a greater le&@ connection and product expertise on these
platforms. This suggests that som&é;& umers research items on Face book and discuss
and express their opinions Pef&@ﬁking a purchase.

2.3.2 Instagram and Xerformance

Another site thgl@rown in popularity among marketers that use product photographs
as the basi%&tj}u advertisements is Instagram. Seven of the top ten companies have an

Instag f@

of Mysian restaurants 32,

count, according to Instagram marketing research that examined the content

As its popularity with sellers develops, photo-based social media presence seems to be
efficient in restaurant promotion. Social media marketing with rich visual components

has replaced text-based social media marketing in recent years. Instagram is a well-liked
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social media photo-sharing tool that companies use to share images with their customers
327 This suggests that photo-based media websites like Instagram are a great tool for
businesses that deal with providing and selling commodities that fulfill fundamental
human needs, such as food, shelter, or clothes, to share high-quality images of the
products or services they offer. Instagram marketing has a strong positive Qﬁxiirect
inspiration on brand equity, according to a quantitative research that 1 t how it
affects customer behavior overall. Second, it was noted that br quity acted as a
moderator in the interaction between customer behavior and In@ marketing.

Additionally, it has been discovered that marketing initi on Instagram positively
and directly affect consumer interests, willingness to@ a premium, and brand loyalty??%,

This finding implies that, any marketing maﬁa@;nstagram has a certain stimulus on

consumers’ response. \Q

A study conducted in Australia @evealed that Instagram use has been important in
stimulating growth and dé@men‘t of small business as it enhances linkage between
customers and busine\&ners hence facilitate increase of sales*?2. Similarly, a team of
researchers t(f/@ relationship using semi-structured interviews with two famous
personal I@gram pages, as well as a semi- structured interview with a Digital PR &
So@a strategist and found that Instagram is one of the most essential social media
platforms because it allows businesses to reach out to their target audiences through

visual storytelling®%°.
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2.3.3 Twitter and SME Performance

Twitter is primarily utilized as a communication tool, and by disseminating knowledge
and information, it improves business performance. a qualitative investigation done to
find out how well Twitter works as a tool to improve small company marketing strategy.
Using a qualitative method, they concluded that, although Twitter shouldn't only
platform we use for communication, it is still a valuable tool, especiall@)mpanies
that need to monitor and influence consumer sentiment. According to the experts'
analysis, social media and Twitter could be just as beneﬁcial%& messes in terms of
connecting, forming relationships, and developing thei brands as they can cause
costly and irreversible harm due to negative electronicz\word of mouth. (e-WoM) carried
out a study on Twitter promotional campaign;-b&allenges and the opportunities.The
world's biggest companies in the automot d luxury sectors, such as Gucci, Burberry,
and Hyundai, as well as Hyundai, s Jand Kia, provided data from their two years of
Twitter activity. Their ﬁn.d@w that, while likes, retweets, and listing frequency
may all be used to ga \ interest, retweet frequency is typically a sufficient proxy.
Due to their ti‘gg&ationship, retweeting and favoriting combined in any dimension
scheme ¢ trﬁpys little information and acts as a signal for potential secondary reach 7,
Accor&& a related research, Twitter, like the majority of other social media
ma}?sdng platforms, promotes the growth of business alliances by facilitating the real-
time exchange of information between like-minded organizations and between companies

and their suppliers, customers, and colleagues 3%°.

116



2.3.4 Social Media Marketing and SME performance

As a result, mainstream media in large businesses would be a best-fit hypothesis as it
aids in effectively positioning direct clients and allows firms to divide the topic of their
food products and armed forces very instantly 22, Customer satisfaction organization that
will fulfil customers' requirements and wishes for the duration of the item o ice,
adhering to client piety and repurchasing policies. Public media, on th and, is
adept at becoming second-hand for consumer concerns '3, In this wa¥s, they contribute
to buyer understanding and receive payment for buyer particip% .

Furthermore, a small percentage of Chirp and Face bo confessed that, once the
corporation started using shared media, they were ex@e to talk about, recommend, or
trade meals for it ', Group media marketingfb&y beneficial to the family because
it enables employees to connect witl@n‘[s, particularly those across multiple
geographic zones. It also enables @ions to engage in appropriate and direct end-
to-consumer connection at a @Iable cost and higher levels of efficiency than can be
attained with additior%@onal tools for idea exchange 4.

A group of 9@& platforms or networks known as social media encourages
participat ,@way virtual conversations and content exchanges between and among
registeQ ers'®. The adoption and use of social networks and platforms, such as
Faéblok, Instagram, YouTube, and Twitter, for the purpose of running ads or other
promotions, interacting with target customers, providing customer service, conducting
sales, and fostering positive relationships with the target market is known as social

media marketing.It is the incorporation of social media into businesses' marketing
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strategy and the use of social media sites and networks as conduits for the
implementation of marketing campaigns'#’. The more social media spreads and becomes
more ingrained in consumer cultures, the more successful social media marketing
becomes in improving the performance of businesses. As a result, businesses utilize
social media to sell their brands, engage with current and new consumers, an ove
sales and marketing performance, while customers rely on social media@/@n about
possible purchases 3171,

A research that found a substantial association between social@;marketing and the

% er businesses in Kenya

performance (revenue, market share, and profitability)e

lends credence to this theory?>2.The study, which di that social media marketing
significantly improved the performance of s in Nasarawa State, lends more
credence to the hypothesis®'é. The afor&&oned hypothesis is also supported by a

study that found social media signi@impacted SMEs marketing performance 2°.
2.3.5 Online Advertising au@dE performance

Although consumers\é?variety of media to become informed, internet media is
preferred the T ﬁnline PR, window displays, banner advertisements, blogs, and
other me%are examples of online media. Additionally, compared to advertising
th%&ditional media, consumers are exposed to these kinds of internet advertising
more frequently nowadays. The majority of customers think businesses should employ
internet marketing initiatives. Because internet activities provide businesses better
access and a wider consumer base, they should take advantage of this by including

online advertising in their marketing strategy33°.
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The non-personal, paid presentation and promotion of products, services, and ideas via

the internet by a designated sponsor is known as online advertising**°.In order to inform,

educate, and sway customers' opinions in favor of a company and its offerings, it is

necessary to use tools such as search engine optimization, display advertising, company-

owned or affiliated websites, among others, to spread information about a bu'Q?&‘ its
O

goods, and services to particular online user groups (customers)?°, (

Online advertising is the process of using customer data to taré%ﬁain consumer
groups with the goal of educating them about goods and serv%ey might need and
influencing them to make purchases. Because online@ ing is flexible, creative,
economical, and has a wider audience, it givefd%inesses—especially small and
medium-sized companies (SMEs)—the oppow@ to market their goods and services
to a large audience. A firm may quickly b e well-known in the market and achieve
high product sales volumes with ‘@fs— signed and implemented internet advertising
campaign''2.This implies. ,@ a company's marketing performance might be
significantly enhanc&%@met advertising. A research that found internet advertising
had a major ben@impact supports this theory.

2.3.6 Ema6 eting and SME performance

Email%%eting is the practice of businesses using email to target particular customer
groups and sell and present goods and services to them with the intention of educating,
reminding, and encouraging purchases?*?. Email is a tool used in the formulation and
execution of marketing initiatives. Businesses frequently employ a range of strategies,

such as requiring registration or purchasing from web marketers, to obtain their clients'
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email addresses. These email addresses are used to create mailing lists based on distinct
consumer preferences and behavior patterns. Customers on these mailing lists are then
periodically sent messages with details about products and services that are available.
Email marketing is defined as utilizing email to communicate a commercial message,
usually to a list of recipients. In business, email marketing has grown to ighly

common communication method*!. Instantaneous consumer acquisitioQ)@increased

patronage are the goals of email marketing. Email may be used to t marketing data,
convey information to consumers quickly and efficiently, and 1ze communications
to suit needs and preferences when utilized as part of a g plan 33!,

Email marketing is a powerful E-marketing techniq@a may significantly enhance an
organization's marketing success in a variety %@ors. Research that found a substantial
association between e-mail marketing arﬁ\\@ performance (revenue, market share, and
profitability) of flower businesses.sﬂ’@{ ya supports the aforementioned notion’.This
assumption is further sugp@y research that found a strong positive correlation
between email marketi n\the success of small and medium-sized family businesses in
Malaysia . S.i@y, research that found a significant positive relationship between
email market1 d the performance of SMEs in Kenya supports the assumption®’.

2.4 Co §al Framework

ThNdy focused on the performance of small and medium-sized businesses (SMEs) in
northeastern Nigeria, e-marketing, and customer relationship management. It aimed to

ascertain how much E-marketing, and customer relationship management may impact

SMEs' performance. To make evaluation easier, e-marketing was broken down into three
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distinct indicators: email marketing, social media marketing, and online advertising 13222,

On the other hand, the dependent variable (performance) was broken down into distinct
marketing performance indicators, which were taken from research 2?° and included
market coverage, customer patronage, customer retention, and sales performance. Within
the framework of this research, social media marketing refers to SMEs' adopti A\d use
of social media platforms and networks (including Facebook, Twitter, at gram) to
advertise their products and services and entice customers to make“purchases. Online
advertising is the purposeful process by which SMEs use onli and platforms, such
websites, banner ads, and display ads, to promote their s and services in an effort
to raise awareness and persuade customers to use theffw Similarly, email marketing is the
process by which SMEs engage with current %%rrgspective clients by email about new
and ongoing offers in an effort to sway th%@cisions to make favorable purchases.

In contrast, market coverage referé;Q oy well SMEs are able to use their distribution
and promotional methods to @heir targeted target audiences in order to gain market
share. Customers' ﬁn%@port of SMEs each time they purchase their goods or make
a payment is kpq&s customer patronage. Customer retention is the capacity of small
and medium-Sized businesses (SMEs) to turn new or first-time clients into loyal, long-
term %& On the other hand, sales performance refers to the quantity of goods and
ser)ﬁls that SMEs sell as well as the total amount of money they make. It is the efficacy
and efficiency of SMEs' sales efforts. This study postulated a causal relationship of some
kind between SMEs' performance (competitive advantage, sales performance, customer

retention, and market share) and e-marketing (social media marketing, online advertising,
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and email marketing), based on an existing empirical review of related studies. As a result,
a conceptual model was developed by applying customer relationship management as the
moderator, to graphically illustrate the causal link between the independent variable (E-

marketing) and the dependent variable (performance).
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Conceptual Model

CEI
l SME
; — e
E-Marketing Petformance =
v
mocial Media | Competitive
| Advantage
iJnline Advert males
Performance
E-mal Marketing Customer
" Eetention
o IMarket Share

o
the\@ure regarding how SMEs can effectively leverage social media to boost their
performance. Exploring the strategies, challenges, and successes of SMEs in utilizing
social media marketing could provide valuable insights for both academics and

practitioners.
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Integration of artificial intelligence (Al) in e-marketing CRM: Al technologies, such as
machine learning and natural language processing, have the potential to revolutionize
customer relationship management in the e-marketing context. Exploring how Al can be
effectively integrated into e-marketing CRM systems to enhance customer engagement,

personalization, and overall performance could be an interesting area Q\\{rther

investigation. ( 0

Ethical considerations in e-marketing CRM: As e-marketing c r@s to advance, it's
important to address the ethical implications of CRM pract@%arch could delve into
the responsible use of customer data, privacy conce@ and the transparency of e-
marketing CRM strategies. Understanding @:al challenges and developing

guidelines for responsible e-marketing C@ld be valuable for both researchers and

practitioners. . \%
Cross-cultural perspective§ i Q‘,grketing CRM: E-marketing CRM strategies can vary
across different cult%@cl\exts, and it's important to explore how cultural factors

influence custoy»&ationships and CRM outcomes in SME performance.

\*
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Chapter Three
Research Methodology

3.1 Research Design

The study employed a cross-sectional survey approach with a descriptive stud%sign
since it required collecting data from a large number of survey responde hin the
parent community in a short time. Furthermore, it is suitable for th@%pgfment of the
Questionnaire as an instrument of choice 234 0

The study utilized a combination of primary and second ata sources. The primary
source was obtained from Small Businesses that have&&ed the use of E-marketing in
North East Nigeria through questionnaires. Wh%% sampling frame for the study was
drawn from a list of registered SMEs in @y area which will be extracted from the
2021 collaboration Survey of Smalb\(f'%Medium Enterprises Development Agency of
Nigeria and National Bureau O@Ct?tics SMEDAN/NBS.

3.2 Population of th@

The population 0%1 study includes all the registered small and medium-scale

enterprises ir@

Nigeria?@population of the study includes all SMEDAN-registered small and

tern Nigeria. There are 157,314 registered SMEs in Northeastern
m&%&scale Enterprises in the Northeastern States which include Bauchi, Gombe,

Adamawa, Taraba, Borno, and Yobe States. The table below provides a breakdown of the

population:
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Table 3.1 The population of SMEs in North East Nigeria

s/no State Number of Businesses Percentages
(%)

1 Adamawa 24940 15.85

2 Bauchi 34685 22.04

3 Borno 26479 16.8 \

4 Gombe 29930 1

5 Taraba 18855 Q}Z

6 Yobe 22425 405

Total 157,314 A&

A J

Source: SMEDAN/ NBS Survey 2021 Q
3.3 Sample and Sampling Techniques O$
Sample size is the proportion of entire population the r%cher uses for the study®.This
study adopted the stratified, and random samplinb@ds. Using stratified sampling, the
population was first divided into many s@sed strata. Secondly, the proportional
sampling approach was employed i&cer‘[ain the number of SMEs that should be
included in each stratum relati‘ﬁc@\the total population. Lastly, a random sampling
procedure was used to cho.v@w sample size, taking into account the proportion of each
stratum in the popul@%nce every member of the population has an equal chance of
being picked(.tli&& robability sampling techniques offer the benefit of minimizing
selection @ 7,8Population and the corresponding sample size determination is
pr%@%&:low.

Sample Size determination

Below is the Krejci and Morgan Table, which was used to calculate the sample size.

Figure 3.1
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Table 3.2. Proportionate sample size distribution by states and sample using Krejci

& Morgan, 1970

S/N STATES SME PROPORTION  sample size
POPULATION

1 Adamawa 24940 15.8 60

2 Bauchi 34685 22.04 86 *

3 Borno 26479 16.83 64 Q

4 Gombe 29930 19.02 73 ( O

5 Taraba 18855 11.98 46 ,\

6

Total 157,314

Yobe 22425 14.25 540

Source: Researcher's computational result from SMEE@ and NBS Collaborative

Survey, 2021. Q
™

The instrument for the study: El@ -Marketing, Customer Relationship

3.4 Description of Research Instruments

Management, and Performance of Sl@‘ld Medium Enterprises in North-East Nigeria
was a Questionnaire adaptedﬁ the studies of!?-!1.12 13 Measurements from

[ ]
previous studies that S@em to a current research can be adopted or adapted by

researchers!4.

The study in@ad Three (3) constructs: E-marketing (4 items), SME performance
(5 item%@ (2) Customer Relationship Management. On a five-point rating scale, the
res}&ms were asked to respond to each question (Appendix I). A scale without a
midpoint may increase the measurement's inaccuracy, and scales with five to seven points
are more dependable than those with more or fewer points . Simply put, better results

are achievable with a five or seven scale!®. Based on existing literature appendix I
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presented the adapted survey items that captured the study variables. The five-point
Likert scale used in this study is as follows: Strongly Disagree (SD) = 1, Disagree (D) = 2,
Undecided (UD) = 3, Agree (A) =4, and Strongly Agree (SA) = 5.
3.5 Pilot Testing
The purpose of the pilot study was to determine if a larger-scale survey on G-Q“Aqting,
CRM, and SME performance in northeastern Nigeria could be accompli @e aim of
this study was to test the questionnaire, identify any potential issues’ahd make necessary
adjustments before administering it in the main study area. A@ 40 questionnaires
were administered outside of the study area in the Nort | city of Jos, Plateau state
as part of this pilot study.The decision to use 40(Participants was arrived based on
findings from previous investigations!”-%. Tl}z&stionnaires were distributed among
small business owners who had experien&gsing e-marketing tools or services for their
businesses. All participants pro.%d. informed consent prior to completing the
questionnaire. The results.f@ pilot study showed that there were no major issues
with either the conte%@cture of the questionnaire, indicating that it could be used
successfully in .t}se\' er scale survey without further modification being required.

C
36V @1 of the research Instrument
The\&ﬁdy employed both content and constructs types of validation. For the Content
validation, Copies of questionnaire were presented to experts in the field of research
study to ensure the relevance of items in the research instrument. While, for the Construct

Validity, Confirmatory Factor Analysis (CFA) was adopted to verify the factor structure
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or loading of a set of observed variables. Average Variance Extracted (AVE) was used to
determine convergent validity

3.7 Reliability of Research Instrument

The reliability of the instrument could be regarded as level of consistency in the
measurement of a construct. A measurement is considered reliable if it produc ame
outcome when repeated!®. Employing the Cronbach Alpha coefficient, @rument's
reliability was assessed. The coefficient characteristics span a e of 0 to 1. A
coefficient value close to 1 indicates a high level of reliability %@ nstrument, whereas
a value close to 0 indicates either no reliability at all or le reliability. A summary

of the reliability report is presented below

Table 2.3: Summary of Cronbach's Alpha Rel?@ry%eport

A\
Constructs Number of Items \\)A Remark
Social Media Marketing 4 . ’(“ 758 High Reliability

S
Q} 712 High Reliability
Online Advertising ;Q\A 810 High Reliability

E-Mail Marketing 4

Customer retention .809 High Reliability
Market share ’\\. 5 760 High Reliability
Sales Perfo@lce 5 750 High Reliability
Co, p@"QAdvantage 5 794 High Reliability
Customer support 4 788 High Reliability
Leadership 4 814 High Reliability
Overall Constructs 39 914 High Reliability
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Table 3.3 presents the findings of the reliability analysis using Cronbach's Alpha for the
different constructs in the pilot project. The table presents the number of items in each
construct, the computed Cronbach's Alpha coefficient (o), and an assessment of the
reliability of each construct. The dataset analyzed comprises a total of 39 items. The table
shows that the alpha coefficients for the constructs vary from .712 to .814. Th tability
assessment indicates that the "Social Media Marketing", "E-Mail MarQ@ 'Online
Advertising," "Customer retention," "Market share," "Sales Perfo e," "Competitive
Advantage," "Customer support" and "Leadership" const 6demonstrate high
reliability, as indicated by their respective Cronb Ipha coefficients. These
constructs can be considered dependable for further a@rsm.

3.8 Method of Data Collection rbbrb

Data required for this study will be colle@@nough structured questionnaires deployed
to the study area which is the N ) ern states of Nigeria. While other secondary
sources will be used to su.p;& contrast the findings of the study. The questionnaire

was designed in threeﬁa@ries taking cognizance of the study variables namely: E-

marketing, SME @rmance and Customer Relationship Management.

3.9 Meth%f Data Analysis

Th@%ollected from the participants will be analyzed using Partial Least Square-
Structural Equation Modelling PLS- SEM, because it provides a more in-depth analysis
of causality and less contradictory results than regression analysis in terms of detecting
mediating and moderating effects. Hence it is most suitable for a multivariate analysis

such as this one.
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Chapter Four

Results and Discussion of Findings

4.1 Presentation of Data

This chapter presents the summary of data and findings of the study. The research results
were analyzed in accordance with the research objectives, and hypotheses. %aysis
was also conducted using SPSS and Smart PLS. The results are pgeserifed in the
following order: demographic data, data analysis and interpretati@y otheses testing,

discussion of findings, and a summary table of findings. O

4.2 Demographic Data Presentation Q

The demographic data of the respondents belo@vides an in-depth overview of the
participants’ characteristics. Table 4.0 pr@ detailed breakdown of the respondents'
demographic characteristics. The -to\‘?('\umber of respondents was 384. The gender
distribution from the table sth%C? the majority of respondents were male 300 (78%),
while females account d@ (22%). In terms of age, the largest group of respondents
fell within the 31-4 %s bracket (38%), closely followed by those aged 21-30 years
(36%). Resp@ aged 41-50 years made up 18% of the sample, while those aged 51-
60 yearg,&%mted for the smallest group (8%). In terms of years of doing business, the
meN% of respondents (42%) have been in business for 6-10 years. Those who have

been in business for less than 5 years or between 11-15 years each make up 20% of the

respondents, while those in business for 16 years and above represent 18%.
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The educational qualification of the respondents shows that the vast majority (74%) have
tertiary education. Those with secondary education make up 22%, while only a small
percentage have primary education (3%) or no formal education (1%). Finally, the table
shows the distribution of businesses across the six states in the study area. Based on the
study’s respondents, the highest number of businesses is located in Bau %%),
followed by Gombe (19%), Borno (17%) and Adamawa (16%). The lo, e@.\mber of
businesses is located in Taraba (12%) and Yobe (14%). This impli t the state where
the businesses are located is fairly and evenly distributed a@ 1x states, with the
highest percentage in Bauchi (22%) and the lowest in T %).

Table 4.0: The Demographic Information of the Res ents

6’6

Demographic Variables Cateng Frequency Percent

Respondents' Gender N\ 300 78

\ ale 84 22
(\\A Total 384 100

Respondents' Age brackw\ 21-30 years 140 36
\% 31-40 years 144 38

0 41-50 years 69 18

%6 51-60 years 31 8
NQ Total 384 100

Years of doing business Below 5 years 75 20
6-10 years 162 42
11-15 years 78 20
16 years and above 69 18
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Total 384 100

Educational Qualification No formal education 3 1
Primary education 12 3
Secondary education 84 22
Tertiary education 285 74
Total 384 IQ\
N

State where business is located Adamawa 61 ( w )

Bauchi 86 ¢\ 2
Borno 64 Q

Gombe 7 % 19
Taraba @

Yobe

) 54
Total b 384 100
>

4.2 Data Analysis and Interpr& ®

R\
4.2.1 Correlational Matrix $

A correlation matrik@?table that summarizes the strength and direction of the
relationships é@all variables in a study. In that regard, Table 4.1 presents the
correlatio matrix results, showing the Pearson correlation coefficients between
differ ’Qriables of the study, namely CAD, CRE, CSU, EMM, LEA, MSH, OAD, SPE,
and SMM. The table further indicates that all the latent constructs have positive
correlational values ranging from 0.192 to 0.944. the large majority of the
interrelationship between the variables of the study are above 0.3. as evidence, scholars

suggest that for correlational outputs are only deemed moderate if the majority of the
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correlation matrix results exceeded 0.3'. This suggests that, according to correlation
matrix analysis, the latent constructs' interrelationship is normal and lies within an
acceptable range.

Table 4.1: Correlational Matrix

CAD

CRE 0.386 &

CAD CRE CSU EMM LEA MSH OAD SP@M

CSU 0.635 0.317

EMM 0.197 0.192 0.759 s
LEA 0.655 0.468 0.944 0.509 Q

MSH 0.560 0.771 0.347 0.322 0.495 Q

OAD 0.207 0.100 0.528 0.811 0 % 0.313

SPE 0.781 0.782 0.614 0 244\@. 2 0.541 0.296

SMM 0.231 0.141 0.623 % 0.460 0.278 0.948 0.108
L ]

N
Note: Competitive Advantage: C Q&ust’omer Retention: CRE, Customer Support:
CSU, E-mail Marketing.’{@, Leadership: LEA, Market Share: MSH, Online

Advertisement: OAD@1 1 Media Marketing: SMM and Sales Performance: SPE.

4.2.2 Measu@odel Assessment

A mea nt model assessment includes analysis on factor loadings, composite
relﬁ&, and average variance extracted (AVE) for different constructs. Information
obtained as presented in Table 4.2 presents the results of the measurement model
assessment for the study. The result of the Competitive Advantage (CAD) shows that the

factor loadings range from 0.724 to 0.853, indicating that these items are good indicators
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of the construct. The composite reliability is 0.845, showing outstanding internal
consistency and above the prescribed minimum of 0.7. The AVE is 0.647, which is above
the recommended threshold of 0.5. The second construct Customer Retention (CRE) has
factor loadings ranging from 0.654 to 0.857, indicating that these items are good
indicators of the construct.\Z The composite reliability is 0.802, indicating go ernal
consistency. The AVE is 0.504, suggesting a strong variance in the const O

The next result is for Customer Support (CSU) with factor loadi anging between
0.652 to 0.917, indicating that these items are good indicator: construct. It has a
composite reliability of 0.770, which is above the @\ended threshold of 0.7,
indicating good internal consistency along with an A. ae 0.633. The variable E-mail
Marketing (EMM) obtained factor loadings r%&aetween 0.820 to 0.924, indicating
that these items are very good indicatﬁr\& the construct. It also has a composite
reliability of 0.936, indicating exce internal consistency with an AVE value of 0.784.
The next output is for th.e &@}e Leadership (LEA). Its factor loadings range from
0.684 to 0.796, indicdti at these items are good indicators of the construct. The
composite relia.bv;&@, 0.793, indicating good internal consistency and an AVE value of
0.562. (/\

More@&rket Share (MSH) reported factor loadings ranging from 0.680 to 0.836,
indicating that these items are good indicators of the construct. The composite reliability
is 0.847, indicating good internal consistency along with and AVE value of 0.581. Online
Advertisement (OAD) has factor loadings ranging from 0.681 to 0.929, indicating that

these items are very good indicators of the construct. its composite reliability is 0.884,
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indicating excellent internal consistency with and AVE of 0.722. Similarly, Social Media
Marketing (SMM) obtained factor loadings ranging between 0.895 and 0.913, indicating
that these items are very good indicators of the construct, with a composite reliability of
0.900 and an AVE of 0.818. Finally, Sales Performance (SPE) reported factor loadings
between 0.862 and 0.721, indicating that these items are good indicators of th ruct.
It also has a composite reliability value of 0.772, which is above th @ﬂnended
threshold of 0.7, indicating good internal consistency. Its AVE is Wthh is above
the recommended threshold of 0.5, suggesting that more than bhe variance in the
items can be accounted for by the construct.

Generally, the overall factor loading values for all tl@ne constructs of the study range
from 0.652 to 0.929, which signifies that al}b@’gems are related to their respective
constructs. Their composite reliability V&@range between 0.770 to 0.936, indicating
that the constructs are all reliable v@c heir AVE values range from 0.504 to 0.818,
indicating that all the const@ ve good convergent validity. Therefore, this implies

that the factor loadm%@osue reliability, and average variance extracted (AVE) for

each construct %1{%1 within acceptable ranges. This shows that the constructs are
measured gh@md validly.
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Table 4.2: Measurement Model Assessment

Composite Average  Variance
Constructs Items Items Loading Reliability Extracted
Competitive Advantage CAD2 0.724 0.845 0.647
CAD3  0.829
CAD4  0.853
Customer Retention CRE1 0.654 0.802 0.504
CRE2 0.803
CRE3 0.857
CRE4 0.851
Customer Support CSU3 0.652 0.770 0.633
CSU4 0.917
E-mail Marketing EMMI1  0.894 0.936 0.784
EMM2 0.924
EMM3  0.900
EMM4  0.820
Leadership LEA2 0.764 0.793 0.562
LEA3 0.796
LEA4 0.684
Market Share MSH1  0.680 0.847 0.581
MSH3  0.836
MSH4  0.782
MSHS  0.743
Online Advertisement OAD1  0.681 0.884 0.722
OAD3  0.929
OAD4 0916
Social Media Marketing SMM3  0.895 0.900 0.818
SMM4 0913
Sales Performance SPE1 0.862 0.772 0.631
SPES 0.721

e

4.2.3 ' Coefficient of Determination

Table 4.3 shows the coefficient of determination (R-square) and the adjusted R-square for

different constructs. particularly, the R-square value for Competitive Advantage is 0.166,

indicating that 16.6% of the variance in Competitive Advantage can be explained by E-
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Marketing. The adjusted R-square, which takes into account the number of predictors in
E-Marketing, is slightly lower at 0.164. For Customer Retention, both the R-square and
adjusted R-square are 0.880, suggesting that 88% of the variance in Customer Retention
can be explained by E-Marketing. The R-square for Customer Support is 0.531,
indicating that 53.1% of the variance can be explained by E-Marketing. The @id R-
square, which takes into account the number of predictors in E-Mark@ slightly
lower at 53.0%. The R-square for E-mail Marketing is 0.845, and t ’aﬁigsted R-square is
0.844, indicating that approximately 84.5% of the variance i Marketing can be
explained by E-Marketing. O

Furthermore, the construct Leadership has an R-sq and adjusted R-square of 0.889,
indicating that 88.9% of the variance can be e%@rg by E-Marketing. Market Share has
an R-square of 0.707 and an adjusted RXQQ‘G of 0.706, indicating that approximately
70.7% of the variance can be expl ’n@b E-Marketing. Online Advertisement has an R-
square of 0.796 and an adiu&@square of 0.795, indicating that approximately 79.6%
of the variance can be \ed by E-Marketing. SME Performance has an R-square of
0.134 and an qd&l R-square of 0.127, indicating that approximately 13.4% of the
variance can @plained by E-Marketing. Sales Performance has an R-square of 0.208
and ahli&ed R-square of 0.206, indicating that approximately 20.8% of the variance
can\bl explained by E-Marketing. Lastly, Social Media Marketing has an R-square of
0.734 and an adjusted R-square of 0.733, indicating that approximately 73.4% of the
variance can be explained by E-Marketing. These values provide a measure of how well

E-Marketing fits the data for each construct.
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Generally, the R-square values for Customer Retention, Leadership, E-mail Marketing,
Market Share, Online Advertisement, and Social Media Marketing are all high and above
0.70, indicating that these constructs are strong predictors in relation to E-Marketing. The

R-square values for Competitive Advantage, Customer Support, SME Performance, and

Sales Performance are all low (below 0.50), indicating that these construc less
strong predictors in relation to E-Marketing. However, the R-square adj ues are
all slightly lower than their corresponding R-square values, indicati at the adjustment

for the number of independent variables was small. This sug% at the inclusion of

additional independent variables would not have a sig -i% impact on the R-square

values. This implies that the R-square and adjusted uare values in the table indicate

the proportion of variance as explained by E?@ceting for each of the construct, with

higher values signifying a better fit for E@ting based on the analysed data.

175



Table 4.3: Coefficient of Determination

Constructs R-square R-square Adjusted
Competitive Advantage 0.166 0.164

Customer Retention 0.880 0.880

Customer Support 0.531 0.530

E-mail Marketing 0.845 0.844 Q\
Leadership 0.889 0.889 (/0
Market Share 0.707 0

Online Advertisement 0.796

SME Performance 0.134 0 127

Sales Performance 0.208 Q 0.206

Social Media Marketing 0.734 0.733

>

4.2.4 Test of Hypotheses

QS
®%

Five hypotheses of the study we,ég\mlysed in relation to the specific objectives of the

study. Four of the hypothe's@ere measured on the direct path coefficient while one and

the last hypothesis \Mbneasured on the moderating path coefficient as presented in

Figure 1, 2 ar('J@A.
x@b
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Figure 3: Structural Model: Direct Path Coefﬁ;&é
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Figure 4: Structural Model: Moderating Path coefficient
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4.2.4.1 The Direct Path Coefficient: E-Marketing and Competitive Advantage
Ho1:E-Marketing will have no significant effect on Competitive Advantage of SMEs in
Northeast Nigeria.

The first specific objective of this study was to determine the effect of E-Marketing on
Competitive Advantage of SMEs in Northeast Nigeria. The study exa the
likelihood that E-Marketing will have no significant effect on competiticjntage of
SMEs in Northeast Nigeria. The result obtained from Table 4.4 and e 1 revealed that
the path from e-marketing to competitive advantage has a coe% B) of 0.247, with a
standard error of 0.203. The t-value was 1.218 and the was 0.223. Since the p-
value is greater than 0.05, the null hypothesis (Ho1) V@Qorejected, rather was accepted.
This indicates that there is no significant effec marketing on competitive advantage.
This implies that the lack of a signﬁi\ﬂg relationship between e-marketing and
competitive advantage suggests th%i&&;a eting strategies may not directly contribute to

gaining a competitive ad@ Thus, e-marketing has no significant effect on
[ ]

competitive advantag@ks in Northeast Nigeria.

4.2.4.2 The Dj @’h Coefficient: E-Marketing and Customer Retention

Hoz:E-Ma@ing will have no significant effect on Customer Retention of SMEs in
\/$th east Nigeria.

The second specific objective of this study was to determine the effect of E-Marketing on

Customer Retention of SMEs in Northeast Nigeria. The study examined the likelihood

that e-marketing will have no significant effect on customer retention of SMEs in

Northeast Nigeria.
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The data analysis output as indicated in Table 4.4 and Figure 1 shows that the path from
E-Marketing to Customer Retention has a coefficient () of 0.182, with a standard error
of 0.083. The t-value was 2.185 and the p-value was 0.029. Since the p-value is less than
0.05, the null hypothesis (Ho2) was rejected, indicating that there is a significant
relationship and effect of e-marketing on customer retention. The significant r. “&ship
between E-Marketing and Customer Retention shows that effecticjarketing
strategies can help in retaining customers. Hence, e-marketing he@@ﬁcant effect on

customer retention of SMEs in Northeast Nigeria. $

4.2.4.3 The Direct Path Coefficient: E-Marketing an@r et Share
Hos:E-Marketing will have no significant eﬁ’ec&r@kw Share of SMEs in Northeast
Nigeria. ’b

The third specific objective of this st %to determine the effect of e-marketing on
market share of SMEs in Northg(ﬁt)igeria. The study examined the likelihood that e-
marketing will have no sigr@% effect on Market Share of SMEs in Northeast Nigeria.
Table 4.4 and Figure\@%ted that the path from E-Marketing to Market Share has a
coefficient (3 1, with a standard error of 0.035. similarly, the t-value was 8.923
and the p-@le was 0.000. Since the p-value is less than 0.05, the null hypothesis (Ho3)
w réde, demonstrating that there is a significant effect of e-marketing of market
share. The findings of the structural model analysis indicate that e-marketing has a
significant positive effect on market share. This submits that SMEs that effectively
implement e-marketing strategies can achieve a larger share of the market. Thus, e-

marketing has significant effect on market share of SMEs in Northeast Nigeria.
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4.2.4.4 The Direct Path Coefficient: E-Marketing and Sales Performance
Hos:E-Marketing will have no significant effect Sales Performance of SMEs in
Northeast Nigeria.

The fourth specific objective of this study was to determine the effect of e-marketing on
sales performance of SMEs in Northeast Nigeria. The study examined the likeli that
e-marketing will have no significant effect on sales performance of SN@Joﬁheast
Nigeria. However, the result obtained from Table 4.4 and Figure 1 led that the path
from e-marketing to sales performance has a coefficient () 7, with a standard
error of 0.094. The t-value is 1.562 and the p-value is O @nce the p-value is greater
than 0.05, the null hypothesis (Ho4) was not rejected, dfidicating that there is no significant
effect of e-marketing on sales performance. E@, the hypothesized direct relationship
between e-marketing and sales performarh\&s not supported , this implies that the lack
of a significant relationship betwe%&m keting and sales performance suggests that e-

marketing strategies may .n(@tly impact sales performance. Thus, e-marketing has

no significant effect @erformance of SMEs in Northeast Nigeria.

4.2.4.5 The Di @‘h Coefficient: E-Marketing and Sales Performance
Hos: There™will be no moderating effect of Customer Relationship Management on the
\/@ﬁonship between E-Marketing and the Performance of SMEs in Northeast
Nigeria.
The fifth specific objective of this study was to determine the moderating effect of
Customer Relationship Management on the relationship between e-marketing and the

performance of SMEs in Northeast Nigeria. The study examined the likelihood that
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Customer Relationship Management will not have a moderating effect on the relationship
between e-marketing and the performance of SMEs in Northeast Nigeria. The result
obtained from Table 4.4 and Figure 2 shows that the moderating effect of Customer
Relationship Management on the relationship between e-marketing and the performance
of SMEs has a coefficient (B) of 0.046, with a standard error of 0.099. The t ‘&was
0.459 and the p-value was 0.646. Since the p-value is greater thansO) Xe null
hypothesis (Hos) was rejected, indicating that there is no significa erating effect of
customer relationship management on the relationship bet\% -marketing and the
performance of SMEs. This implies that Customer Re @ip Management does not
moderate the positive effect of e-marketing on SME ormance. The lack of significant
moderating effect of Customer Relationship ment on the relationship between e-
marketing and SMEs Performance su&@hat the combined effect of customer
relationship management and es ing may not significantly influence SME
Performance. Thus, Custgm&@ationship Management does not have a moderating

effect on the relation@veen e-marketing and the performance of SMEs in North-

east Nigeria. (},&
O
\¥
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Table 4.4: Structural Model: Direct and Moderating Path Coefficient evaluation

Hypotheses Path Relationship B Std Error T values  Pvalues Remark
Hoi E-Marketing > 0.247 0.203 1.218 0.223 Ho1 Accepted
Competitive
Advantage \
Hoz E-Marketing > 0.182 0.083 2.185 0.029 zejected

Customer Retention (J
Hos E-Marketing > 0.311 0.035 8.923 Q&O Hos Rejected

Market Share %

Hos E-Marketing > 0.147 0.094 0.118 Hos Accepted
Sales Performance Q
Hos Customer 0.046 0.09% 0.459 0.646 Hos Accepted

Relationship Q’b
Management X E- \
Marketing -> SME &j\\%
Performance é
A

S
4.3 Discussion.og&iings
The resuléf the study provide valuable insights into the relationship between e-
m&@g, CRM, and the performance of SMEs in North-east Nigeria. The study

examined five specific hypotheses to assess the significance of these relationships thus,

the discussions will follow the same pattern.
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4.3.1 E-Marketing and Competitive Advantage

The first hypothesis (HO1) proposed that e-marketing would have no significant effect on
the competitive advantage of SMEs in North-east Nigeria. The findings indicate that the
null hypothesis was not rejected, suggesting that there is no significant effec&f e-
marketing on competitive advantage?. This aligns with the argument tha rketing

may not always directly contribute to competitive advantage’. In &fﬁ@competitive

markets like North-east Nigeria, other factors such as product qugl@u innovation may

play a more crucial role*. O

Q

4.3.2 E-Marketing and Customer Retention Q

The second hypothesis (H02) proposed a fQ@(bship between e-marketing and customer
retention. The results support thi@othesis, indicating that e-marketing has a
significant positive effect on cu&S@c\r retention®. This finding is consistent with prior
research emphasizing the.@ of e-marketing in building customer relationships and
loyalty ©. Effective ¢ keting strategies, such as personalized content and targeted

°
communicati ,Q&e hance customer retention rates.

&eting and Market Share

4.3.3 E-
\/

Hypothesis 3 (H03) posited that e-marketing would have no significant effect on market
share. The findings contradict this hypothesis, as they show a significant positive effect
of e-marketing on market share ’. This aligns with studies highlighting the potential of e-

marketing to expand market reach and capture a larger share of the market®. The results
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suggest that SMEs in Northeast Nigeria that effectively utilize e-marketing strategies can

compete more effectively in the market.
4.3.4 E-Marketing and Sales Performance

The fourth hypothesis (HO04) examined the relationship between e-marketin ales

performance. The results indicate that e-marketing does not have a sign@effect on

sales performance®. This result contradicts some previous researc has suggested a
positive impact of e-marketing on sales!’. However, it is es o consider that the
context of Northeast Nigeria may present unique chall at impact the relationship

between e-marketing and sales performance. Q

4.3.5 Moderating Effect of CRM @

The fifth hypothesis (HOS) assess@oderating effect of CRM on the relationship
between e-marketing and .S@formance. The findings indicate that CRM does not
significantly modeer!@ relationship . This contrasts with research that has
highlighted thqrg&“ CRM in enhancing the effectiveness of e-marketing strategies 2.
In the spez'ﬁgg,wtext of Northeast Nigeria, the lack of a significant moderating effect
sugge%ba
imp\a&(

on SME performance.

the combined use of e-marketing and CRM may not have a substantial

In conclusion, the study's results provide valuable insights into the role of e-marketing
and CRM in SME performance in Northeast Nigeria. While e-marketing appears to

positively influence customer retention and market share, its impact on competitive
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advantage and sales performance is less evident in this context. The absence of a
significant moderating effect of CRM highlights the need for further research to explore

the dynamics of these relationships in specific regional and industry contexts.
4.4 Summary Table of Findings \

The findings of the structural model analysis provide mixed evidenc(/ ding the

effectiveness of e-marketing in enhancing SME performance. While ‘e-marketing has a

significant effect. Additionally, Customer RelationsQ\ anagement does not appear to

moderate the relationship between e-marketin@/m performance. The summaries of

findings from the study is presented in Tak\@i
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Table 4.5: Hypotheses Results in Summary

Ha  Description of Hypotheses Predicted Obtained Supported

Ho; E-Marketing will have no significant effect on no sig  no sig Yes
competitive advantage of SMEs in Northeast Nigeria. effect effect

Ho, E-Marketing will have no significant effect on customer no sig  sig effect N
retention of SMEs in Northeast Nigeria. effect Q{

Hos E-Marketing will have no significant effect on Market no sig  sig ef@o
Share of SMEs in Northeast Nigeria. effect &

Hos E-Marketing will have no significant effect Sales no %Q sig Yes
Performance of SMEs in Northeast Nigeria effeQ effect

Hos There will be no moderating effect of Customer @ mod no sig mod Yes

Relationship Management on the relationship betw en}‘b effect effect

Marketing and the Performance of SMEs in t

Nigeria. \Q

5

Note: Ho: Null Hypothesis, no si : no significant effect, sig effect: significant
yp A g g

effect, no sig mod effect: sig@ﬁ moderating effect.
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Chapter Five
Conclusion
5.1 Summary of Findings

This study on “Electronic Marketing Customer Relationship Manage and
Performance of Small and Medium Enterprises (SMEs) in North East Ni amines
the research on electronic marketing, customer relationship mana&en (CRM) and

performance of small and medium enterprises (SMEs) in Nort geria.

Firstly, the study found that electronic marketing does%@re a significant impact on
the competitive advantage of small and medium epb@;ises in North East Nigeria. This

suggests that other factors such as product q nd innovation can have a significant

impact on the competitive market in thi r\e\g\%.

Second, this study found that el@ic marketing has a positive and significant impact
on customer retention. 'ﬂ@s consistent with previous research highlighting how

personalized content\@rgeted communications in e-marketing improve customer
engagement a@}@ﬁon.

Third, %er to initial expectations, electronic marketing was found to have a
sig\&lt positive effect on market share. The findings highlight the potential of e-
marketing strategies to expand market reach and capture a larger market share, especially
in the Northeastern part of Nigeria. Surprisingly, this study found that electronic

marketing did not have a significant impact on sales performance. These findings
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challenge previous studies that have suggested a positive relationship between e-
marketing and sales, perhaps due to the unique challenges of the northeastern Nigerian

context such as the prolonged insecurity and low literacy level bedeviling the study area.

Finally, this study did not find a significant moderating effect of CRM &rthe
relationship between e-marketing and performance of SMEs in Northeast ia. This
suggests that in this particular regional context, the combination of e-marketingand CRM

may not have a significant impact on the performance of SMEs. Q

In summary, these results provide valuable insights into th a%ics of e-marketing and
CRM in the performance of SMEs in North East Nige&lthough electronic marketing

appears to have a positive impact on customer n&bon and market share, its impact on

competitive advantage and sales perfo@ is less pronounced in this particular

regional context. . %
5

Furthermore, the lack of siﬂ@&t moderating effects of CRM highlights the need for
further research to be @erstand these relationships and their impact on SMEs in
Northeast Nigerka\' hese results provide guidance to business enterprises and policy

makers considering deploying Electronic Marketing strategies in this peculiar economic

envirogb
S.ZC\ﬁlclusion

Based on the findings of the study on “E-Marketing CRM and Performance of Small and

Medium Enterprises in North East Nigeria”, some important conclusions are drawn that
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shed light on the complex dynamics of E-Marketing, Customer Relationship

Management (CRM) and performance of SMEs in the study area.

First, it is clear that the impact of e-marketing on the performance of SMEs in North East
Nigeria is subtle. Although electronic marketing has been found to significantly increase
customer retention and increase market share, it does not seem to have a direlepa t on
competitive advantage or sales performance. This suggests that SMEs rating in
competitive markets like North East Nigeria need to consider a@ange of factors
beyond e-marketing to gain a competitive advantage. Pro u$lity, innovation and
operational efficiency play equally important roles ding and maintaining a
competitive position.The positive relationshi }@en e-marketing and customer
retention highlights the importance of buildi ng and lasting customer relationships
through digital channels. A customize&&%keting strategy that delivers personalized

content and targeted communica{ﬁ%\can effectively drive customer loyalty and repeat

business. In the digital age,b\i@ésses need to recognize the importance of maintaining a

strong online presen@lgaging customers in a way that keeps them coming back.

Furthermore(ﬁ/@ng that electronic marketing contributes significantly to increasing
market sh@ighlights the potential of digital marketing strategies to reach a broader
m&{egﬂmall and medium-sized enterprises in Northeast Nigeria should consider various
electronic marketing techniques to expand their customer base and capture a larger
market share. This includes optimizing online presence, using social media platforms

effectively, and running digital advertising campaigns tailored to specific target markets.
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However, the unexpected finding that electronic marketing does not have a significant
impact on sales performance in northeastern Nigeria suggests that there may be special
challenges in this regional context.This finding may not be unconnected to the impact of
the prolonged insecurity bedeviling the study area. For small businesses, it's important to
dig deep into local market conditions, customer behavior, and the c itive

environment to develop e-marketing strategies tailored to local ges and

opportunities. ’\

Finally, the lack of a significant moderating effect of CR relat10nsh1p between
electronic marketing and SME performance raises an i bquestlon This means that,
at least in this particular context, integrating R}@tems and e-marketing practices
may not have a significant impact on SME ormance.There is a need to examine
possible reasons for this finding and % er different approaches and adaptations of

CRM systems in northeastern N1® produce different results.

In summary, the findin & th1s study highlight the multiple impacts of electronic
marketing on the per ance of SMEs in North East Nigeria. E-marketing can be an
effective tool@&x e customer retention and increase market share, but the impact on
other perénance metrics may vary within this unique local context. To ensure
sus@le growth and competitiveness, SMEs in North East Nigeria must consider a
holistic approach to their business strategies and incorporate e-marketing among other

key elements.
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5.3 Recommendations

Based on the findings of the research on "E-marketing CRM and SME Performance in

North East Nigeria," the study proffers the following recommendations:

ii.

iii.

Diversify Competitive Strategies: Given that e-marketing alone not
significantly impact competitive advantage in Northeast Nigeri(}@s should
diversify their competitive strategies. Focus on areas such_as, product quality,
innovation, and operational efficiency to gain a st ﬁoothold in highly
competitive markets within the region. O

Emphasize Customer Relationship Build@ Capitalize on the positive
relationship between e-marketing an%&er retention by placing a strong
emphasis on building lasting cu}t\QQr relationships through digital channels.
Develop personalized conét;&&an targeted communication to foster customer
loyalty and encourage business.

Leverage E-r@u for Market Expansion: Recognize the potential of e-
marketigg\qgcegies in expanding market share. SMEs in Northeast Nigeria

sh ul&mest in optimizing their online presence, effectively utilizing social

platforms, and running targeted digital advertising campaigns to reach a

\/broader customer base.

1v.

Conduct Local Market Analysis: Given the unexpected result regarding e-
marketing's impact on sales performance, SMEs should conduct in-depth local

market analysis. Understand the specific challenges, customer behaviors, and
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competitive landscape within Northeast Nigeria to tailor e-marketing strategies to
the region's unique context.

v.  Explore CRM Adaptations: Since CRM did not significantly moderate the
relationship between e-marketing and SME performance in this context, SMEs
may explore adaptations or different approaches to CRM systems. igate
whether customized CRM solutions or modifications aligning WCJ@ regional
characteristics of Northeast Nigeria can yield more sighificant impacts on
performance. %

vi.  Invest in Digital Skills: The findings of the stud t a deficit of digital skills
of entrepreneurs in the North Eastern re@l. SMEs should therefore the
importance of digital skills in success implementing e-marketing strategies

and invest in training and develc@t programs to equip their workforce with
the necessary digital comé;%m s to navigate the evolving digital landscape

effectively. . AQ

vii.  Collaborate wi%o rnment Initiatives: Collaborate with government initiatives
aimed gt@oving digital infrastructure and providing resources for SMEs.
A o&;_e}n policies that promote a conducive regulatory environment for digital

% ess operations in Northeast Nigeria.
Viii.\/Continuous Monitoring and Adaptation: Continuously monitor and adapt e-
marketing strategies based on performance feedback. Regularly assess the
effectiveness of customer retention and market share strategies to ensure they

align with changing market dynamics.
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iX.

Xi.

Participate in Industry-specific Research: Engage in industry-specific research
and networking to stay informed about evolving market trends and customer
preferences. Being well-informed can help SMEs make data-driven decisions and
stay competitive in Northeast Nigeria's dynamic business environment.
Collaboration and knowledge Sharing: Promote collaboration and edge
sharing among SMEs within Northeast Nigeria. Sharing insights Cjeriences
can help SMEs collectively overcome challenges and ide@ppoﬂunities for
growth.. %

Deployment of an integrated E-marketing . E-marketing strategies
including Social Media Marketing, Online inertising, and Email Marketing
should be deployed in concert to impr% E Performance. Integration of these
strategies can enhance brand\ ility, targeted advertising, and direct
communication with consury aligning E-marketing efforts across platforms,

businesses can creat@ﬁless and engaging experience to maximize reach and
[ ]

conversion rateQQ\

5.4 Contri@Knowledge:

section the study presents profound contributions that this Doctoral research

\Has made to the intricate tapestry of scholarly discourse.Advancing the Boundaries

of Scholarly Understanding under three subsections including conceptual
contributions, Theoretical contributions, Empirical contributions and practical
implications.
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5.4.1 Conceptual Contribution:

This research provides significant conceptual contributions to the theoretical
underpinnings of e-marketing, CRM, and SMEs. These contributions bring and
sophistication to our understanding of these critical areas by expandl@ refining

current conceptual frameworks.

i.  Regional Contextualization: This research co §00n51derably to the
conceptual landscape by rigorously contextuali@the influence of e-marketing
and CRM on SME performance in th%ﬁ@% environment of North Eastern
Nigeria. Beyond broad generalizati %is regional emphasis gives a thorough

N\
lens through which to styq&e complexities of electronic marketing and
customer relationship ma{ ment. It understands that cultural, infrastructural,
and market factors .\\ by location, necessitating specialized methods. This work
enables acade}\éto include regional characteristics into their theoretical models,
SO fo@a more comprehensive and contextually sensitive approach to e-
m ing and CRM theory.

i'\% more nuanced understanding of the impact of e-marketing: Our conceptual
contribution goes beyond superficial evaluations providing an extensive re-

imagining of how e-marketing affects SME performance. Rather than accepting

basic, all-encompassing concepts of electronic marketing, we explore the granular
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details, demonstrating that the effects of e-marketing are diverse and contingent
upon particular indicators of performance and ecosystems in the region.

iii.  Focus on customer retention: This research clarifies the critical role that client
retention plays in SMEs' performance, offering a crucial conceptual addition. We
not only highlight the importance of this idea, but we also provide irical
evidence for its pivotal function in the setting of Northeaste @ria. This
conceptual improvement reenergizes ideas about customer loyalty by highlighting
the need for researchers to revisit and improve upon cu@ nceptualizations as
well as investigate novel angles that tackle t @enges of cultivating and
preserving client connections in dynamic marl@tplaces.

iv.  Increasing market share: This co%& contribution emphasizes how e-
marketing tactics may be used to\\® the increase of market share, which goes
against traditional knowlg t encourages debates on the theoretical
underpinnings of me&%}:&pansmn within the context of SMEs in addition to
acknowledging 6Qseoretlcal relevance of market share a performance indicator.
To strqu@he theoretical frameworks supporting market share increase in the
co te@ e-marketing, researchers are urged to add to current theories by

Q orating insights into competitor tactics, market dynamics, and industry-

\/speciﬁc subtleties.
v.  Challenges and Opportunities in the Regional Context: This research outlines
the many possibilities and constraints that influence e-marketing performance in

North Eastern Nigeria by thoroughly examining the geographical environment.
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This conceptualization calls into question the widely held belief that e-marketing
is always effective in all settings and encourages researchers to take into account
the significant influence of regional peculiarities in their theoretical frameworks
in order to develop theories that take regional characteristic into account.

vi.  The moderating impact of CRM: By questioning long-held beliefs t the
benefits of combining e-marketing with CRM, our research offe(}@vocaﬁve
conceptual addition. The findings imply that this association iS\xnot always clear-
cut and that local circumstances may have an impac@ conceptual subtlety
stimulates researchers to reconsider and modi theoretical frameworks,
leading to conversations on how CRM theory,fught to change to take into account
the intricacies brought forth by regiona}b rgics.

vii.  All things considered, the conce dvances made by our research strengthen
the theoretical underpinnié%{go e-marketing, CRM, and SME success. Our
research stimulate§ @ical growth by highlighting the need for regionally
sensitive theories) \anced conceptualizations of e-marketing's impact, and a
deeper Q@hension of customer retention and market share expansion. This

pr Vi&)c\holars with a more thorough and robust framework for investigating

Q important domains.
5.4.2 Contribution of Theory
The theoretical insights provided by this study are crucial in expanding our

comprehension of the dynamics of CRM and e-marketing in the context of small and
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medium Enterprises (SMEs). This study also highlights the crucial role of our findings in

forming and strengthening current ideas and their relevance to theory development.

i. A deeper understanding of the impact of e-marketing: Rejecting the
oversimplified, generic viewpoints prevalent in the literature, this study explores the
nuances of how e-marketing affects small business success. Qdeeper

understanding stretches the boundaries of existing knowledge K‘&;mces theory

development by motivating researchers to investigate t p ex interactions

between e-marketing and various performance icators across multiple
geographical locations. It inspires scholars to in@e upon current models and
create new theoretical frameworks that m '@ represent the complexities of e-
marketing dynamics. \Qrb
ii. Focus on customer retentioq:’&study makes a significant contribution to the
development of marketing Q%)b\usiness management theories by underlining the
critical role that custoﬁ@tention plays in the success of SMEs. The study provides
actual data that sﬁérts the theoretical underpinnings of relationship marketing and
customer(.e:édo . This empirical evidence motivates researchers to reexamine and
impro@pon current ideas as well as create new conceptual frameworks that capture
\t/lonmplex interactions between e-marketing strategies and customer retention in a
variety of settings.
iii. Increasing market share: The focus of this investigation on e-marketing strategies'

ability to boost market share broadens theoretical perspectives. It encourages

scholars to investigate how marketing strategies might be adapted for use in other
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1v.

sectors and local markets, which eventually leads to the creation of more context-
specific theories.
CRM's moderating effect: The study suggests that there are often complex
relationships between e-marketing and CRM, which calls into question long-held
theoretical presumptions. This surprising discovery sparks debates the
theoretical foundations of the CRM and e-marketing interactior(/@porating
regional elements and complexity into theoretical frameworks enables scholars to
Qrounding this vital

reassess and develop them, so furthering the theoretical d

juncture.

Q
To put it simply, this study's theoretical 6@1&0115 deepens and change the
theoretical landscape of SME perforx%’bCRM, and e-marketing, going beyond
empirical findings. This re.sg& establishes the foundation for a more
comprehensive understandinK these crucial ideas in modern business and

marketing theory by p?@ing the creation of new theories and the improvement of

already-existing 0}%

)

54.3 Empz’rig,],n\ntributions:

Th'x@dy has yielded vital empirical findings that will aid us in our quest to understand

the complexities of customer relationship management (CRM) and e-marketing within

the regional environment. We probe the core of the geographical situation, carefully

analyzing its potential and problems, and we rigorously question preconceived notions

through empirical research.
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ii.

\*

Challenges and Opportunities in the Regional Context: This study uncovers a
fascinating narrative that goes beyond popular belief through a thorough analysis
of the regional context. It audaciously states that sales success in the North-east is
not significantly impacted by electronic marketing, even with its prevalence and
strength. This empirical finding is a wake-up call that emphasizes how A{it is
to take into account the many factors that go into defining regio @capes. It
casts doubt on the conventional wisdom regarding the consistent efficacy of e-
marketing and sparks a paradigm shift that recognizes viduality of every
setting and how it influences marketing results. O

The Moderating Effect of CRM:The modetating effect of CRM: We also
explore how CRM functions in the cop&é?f e-marketing in this empirical trip.
This study reveals a startling rea@e link between CRM and e-marketing is
complex and multifaceted, .d%dn popular belief that these two ideas work in
perfect harmony. Ba&%:&t is susceptible to the complex effects of regional
circumstances. ﬁ@:pirical data adds a realistic perspective to current debates
over the ,&ion of CRM systems, compelling scholars and practitioners to
re n&cy preconceived notions and take into account the dynamic interaction

en these two crucial components of the e-marketing environment.

In simple terms, our empirical contributions go beyond the theoretical domain and anchor

the conversation in the concrete realities of the North-east. We push for a more

comprehensive understanding of e-marketing and CRM from stakeholders, challenging

the status quo and invalidating preconceived notions. The findings obtained serve as a
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springboard for well-informed decision-making, opening the door for approaches that

recognize regional differences and use them to gain a competitive advantage.
5.4.4 Practical Implications

The recommendations derived from this study offer practical insights for and
medium-sized enterprises operating in North-east Nigeria. They p valuable
guidance for businesses seeking to optimize their e-marketing an strategies in a

challenging and dynamic regional environment.The study's @mendations provide

| ocia) with useful information.

Businesses looking to maximize their CRM and e-n@@tmg efforts in a demanding and

changing regional context will benefit greatly jﬁ%&ir insightful advice.

O

In a nutshell, by providing a thgrg& examination of the effects of CRM and e-

small and medium-sized Enterprises in North-east

marketing on the performance oﬁé%s, particularly in the setting of North East Nigeria,
this study substantially ex .a@ our understanding. Through regional contextualization, it
enhances the body Q\rrent literature by attracting attention to the intricacies of
electronic m@\g nd underscoring the importance of growing market share and
retaining c@pmers. The study's conclusions will form the basis for further research and
pr i(&’gkeholders, corporations, and politicians with recommendations on how to
advance the economy.

5.5 Suggested Areas for Further Research

The research "Electronic Marketing CRM and Small and Medium Enterprises

Performance in North East Nigeria" offers insightful information on the dynamics of
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customer relationship management and electronic marketing within the North east
Nigeria.

To fill knowledge gaps and advance understanding, further research is necessary in a few
areas.

Research is needed in the following areas: *

1. Long-term impact: Future studies ought to look at how CRM arketing
affect small and medium-sized businesses' performance é\the long run in
North-eastern Nigeria. Studies with a longitudinal dess Ql shed light on the

efficacy of these strategies and identify any, acks or benefits to their
extended application. Q

ii. Industry-Specific Analysis: Researc};'bé‘ e various impacts of CRM and e-
marketing in various Noﬂh-ea@erian industries may be invaluable. The
features and consumer .a%s f many industries, including manufacturing,
services, and agri.c&%\nay have an impact on the efficacy of an e-marketing

S

iil. Strategif&)r e-marketing Diversity:The various e-marketing strategies

p by SMEs in North-east Nigeria might be investigated further through

f;i%l.lt is possible to give SMEs customized advice by investigating if

\/ particular techniques (social media marketing, email marketing, online
advertising, etc.) work best for various sorts of SMEs.

v. Effect on export-oriented SMEs: North East Nigeria is experiencing a rise in the

number of export-oriented SMEs. Examining how CRM and electronic
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marketing boost these businesses' ability to compete globally may be quite
interesting, particularly for non-oil industries like agriculture.

V. Development of Digital Infrastructure: Further studies may evaluate the results
and trajectory of government initiatives to enhance digital infrastructure in
North-eastern Nigeria.It would be beneficial to assess how well these'Qﬁ;\tives
are working to encourage SMEs to use CRM and electronic mar(/

vi. Regional Comparative Study: Disparities in the efﬁc@f CRM and e-

marketing can be identified between North-eastern Ni nd other regions of

Nigeria by conducting a comparative stﬁ@e studies can identify

characteristics that favour digital marketir@e ods in particular geographic
areas. rbbrb
Vil. Technological Adaptation: Tak@ account the modification and tailoring of
CRM systems to the un@&e uirements and difficulties faced by SMEs in
North-eastern N{ge&@search is required to determine how technological
advancemer%@ improve CRM's efficacy in this particular geographic
setting.’&
Viii. fe&} Regulatory Environment: Analyse how the regulatory framework
% cts e-marketing and CRM activities' adoption and efficacy in North-eastern
\/ Nigeria. Policy-makers can foster a more advantageous digital business
environment by having a better understanding of the opportunities and
difficulties presented by regulations.

iX. Comparative Regional Analysis: Expand the research to include small and
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medium-sized enterprises in several Nigerian regions, and contrast the effects of
CRM and e-marketing strategies in various geographic settings. This method
aids in identifying best practices and offers insightful information on regional

variations.

In summary, these research directions will expand upon the results of the c tudy to

provide a more thorough knowledge of the role that CRM and e-m, kecug play in the

success of SMEs, particularly in the particular geographical gt of Northeastern

Nigeria. Q
Investigating these options can help researchers, polQmaEers, and SMEs who are trying

to maximize the potential of technological appfaéeg in developing markets.
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Appendix I
Research Questionnaire
Lead City University Ibadan

Departments of Management and Accounting

Dear Respondent, ( OQ

As part of the requirements for a Doctoral Degree in Business Administra
out a study on “E-Marketing, Customer Relationship Manageme @
Small and Medium Enterprises in North Eastern Nigeria?%JThiS study is mainly an

ion, | am carrying

academic exercise as all information provided would be treatedrswith the utmost confidentiality.
In any case, you feel uncomfortable to proceed; you may i W your consent at no cost.
Below is the questionnaire that addressed the objective of t dy. Please feel free to tick the

option that best express your personal views.

Thank you. b’bQ
Mohammed Lawal INUWA ®%

SECTION A: DEMOGRAPHIC .§O MATION
Please carefully go through % ttem and tick (\) as appropriate. The demographic

choice options are provi(@ olded numbers
Gender: Male 1 () Fen ()
2. What is your age@%& 21-30( )2 31-40( )3 41-50( )451-60( )561 -
65( )
Years of doi iness:1. Below Syrs ( ),2 6-10yrs ( ), 3 11-15yrs ( )4 16yrs + ()
4. Educatio :%dl cation: 1 No Formal Education ( )2 Primary Education ( )3
Secon ar‘K@.lcation ( ) 4 Tertiary Education

—

(98]

1
SECT : E-Marketing (Independent Variable)
T Qpements in this section concerns E-Marketing (social media marketing, Email
marketing & online advertising) as observed by your business. Using the five-point
Likert scale provided below, please tick the appropriate choice that indicates your
opinion on these E-Marketing indicators.

Strongly Agree (SA) =1, Agree (A) =2, Undecided (UD) = 3, Disagree (D) =4,
and Strongly disagree (SD) =5
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S/N | Social Media Marketing SA |A |UD SD
I
1 I take advantage of Facebook traffic 1 2 3 5
2 I take advantage of the WhatsApp groups on my phone 1 2 3 5
\
3 I stay up to date on Twitter to sell my products 1 ¢\ 3 5
[\
4 I have Instagram account for my business <’ NJ|2 3 5
N
S/N E-Mail Marketing é SA |A |UD SD
11 %
5 I have a designated email for my business Q 1 2 3 5
PNCo)
6 I send bulk mails to potential customey&&qﬁt products on sale 1 2 3 5
A
7 I send bulk mails to potenti N%mer about new product | 1 2 3 5
arrivals C_;\\“
ol
8 I take orders througl%‘ﬂbusiness E-mail 1 2 3 5
AN
S/N | Online Adve@g‘ SA |A |UD SD
11 (. @
9 I Subseribe to Google pop-up advertisement to market my | 1 2 3 5
%ﬂucts
10 I consistently send broadcast advertisement on several | 1 2 3 5
WhatsApp groups
11 I personally advertise my products on Instagram 1 2 3 5
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12 I have a gallery on Instagram where potential customers can see | 1 2 3 5
my products
SECTION C: SMEs PERFORMANCE (Dependent Variable)
The statements in this section concerns SMEs performance (competitive ad e, sales
performance, customer retention, & market share,) as observed by your s. Using
the five-point Likert scale provided below, please tick the appropri hoice that
indicates your opinion on these SMEs performance indicators.
Strongly Agree (SA) =1, Agree (A) = 2, Undecided (UD) = @ree (D) =4, and
Strongly disagree (SD) =5
S/N | Customer retention O N SA |A | UD SD
X Q
O\
13 My organization continuously keeps %{@f the relationship | 1 2 3 5
between their customers @
14 My organization's resourg:g\s%wl “efforts are geared towards | 1 2 3 5
maintaining a long-ten&onship with our consumers.
[y \
15 Through produc@ity improvement, my organization has | 1 2 3 5
managed to & a good customer base
16 Custt@e/ i8faction efforts by my organization have enhanced | 1 2 3 5
}%@m’s reputation and customer long-term patronage.
o
S/N\}&Parket share SA |A |UD SD
\Y%
17 My organization offers unique customer value through effective | 1 2 3 5

brand management
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18 My organization opens new branches 1 3 5
19 The customer patronage level of my organization is high 1 3 5
20 My organization has experienced significant growth of market | 1 3 5
share in recent years
21 My organization adopts various strategies to ensure a value | 1 Q 3 5
driven relationship with the customer and this help us to grow < Q
VS
S/N | Sales Performance 0\ SA UD SD
VI %
(@
22 My business acquires new customers Q\) 1 3 5
23 My business improves market share Q 1 3 5
pNCo)
24 My business sales revenue has grown fb\} 1 3 5
A N
25 My business opens new brancl&&ﬁl its product 1 3 5
26 My business is able to reta'@}@ﬁthg customers 1 3 5
A v
S/N | Competitive Adva@ SA UD SD
VII QQ
\
27 We pr(od\\?}ftter quality products to beat our competitors 1 3 5
28 tovide better handling of customer complaints of new | 1 3 5
%ducts than our rivals.
&
29 My business has a crop of well-motivated and loyal workforce 1 3 5
30 My business has unique selling propositions 1 3 5
31 My products enjoy a good brand reputation 1 3 5
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SECTION D: Customer Relationship Management (Moderating Variable)
The statements in this section concerns Customer Relationship Management indicators as
applicable to your firm. Using the five-point Likert-type-scale provided, please indicate the
extent to which each statement applies to your organization by selecting one of the options
provided.

Strongly Agree (SA) = 1, Agree (A) = 2, Undecided (UD) = 3, Disagree (D, A\and

Strongly disagree (SD) =5 N\
S/N | Customer Relationship Management: ( w A | UD SD
s
VIII &
\ N

32 Customer support $ 1 2 |3 5
Telephone has improved the competitive advan y
business E >

33 Since implementation of self-service the @ volume of my | I 2 3 5
business has increased 6

QO

34 My business has recorded 1mpro ents in customer retention | 1 2 3 5
since the implementation 0{%@ marketing

35 The use of social n@éﬁas enhanced the market share of my | 1 2 3 5
business QQ

S/N LeadegsyQ\ SA (A |UD SD

IX E (J

\ W

36 I have observed a positive relationship between strong leadership | 1 2 3 5
in customer satisfaction and sales volume of my Business

37 There is a positive correlation between leadership in quality after | 1 2 3 5

sales service and customer retention in my Business
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38 My strong leadership in customer follow-up has improved 1 2
competitive advantage of my Business

39 The frequency and quality of Anniversary messages (Birthdays, 1 2
wedding etc.) my business sends to customers has enhanced my
sales performance
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