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Abstract

The purpose of this study was to empirically investigate how E-Marketing
Orientation relates with Social Media Implementation in the Banking Indus-
try in Nigeria. Three hundred and fifty five (355) copies of the questionnaire
were administered to respondents. Upon retrieval and data cleaning, 338 copies
were subjected to Data analysis. Data analyses were aided by the use of SPSS
version 20.0 and hypotheses were tested using the Pearson Correlation Coeffi-
cient. After the data analysis, it was revealed that: Philosophical component
has a weak and positive relationship with Social Media Implementation (Busi-
ness Use and Private Use). The study also revealed a moderate and positive
relationship between initiation components and Business Use as a measure of
Social Media Implementation but a weak and positive relationship exists be-
tween Initiation components and Private Use. Adaptation component was found
to have a weak and negative relationship with Social Media Implementation
measures (Business Use and Private Use). The study also revealed a strong and
positive relationship between Implementation components and Business Use
and a moderate and positive relationship between Implementation compo-
nents as a dimension of E-Marketing Orientation and Private Use as a meas-
ure of social media implementation. We therefore concluded that there is a weak
and positive relationship between Philosophical components as a dimension of
E-Marketing Orientation and Social Media Implementation measures (Busi-
ness Use and Private Use). Moderate and positive relationship exists between
Initiation components and Business Use but a weak and positive relationship
exists between Initiation component and Private Use as a measure of Social
Media Implementation. Adaptation component has a weak and negative rela-
tionship with Social Media Implementation (Business Use and Private Use).
Also, strong and positive relationship exists between Implementation compo-
nent and Business Use as a measure of social media implementation but a
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moderate and positive relationship exists between Implementation compo-
nents as a dimension of E-Marketing Orientation and Private Use as a meas-
ure of social media implementation. Based on the findings and conclusions we
recommended that since Philosophical component of EMO has a weak and
positive relationship with Social Media Implementation (Business Use and Pri-
vate Use), Banking firms in Nigeria should make it a strategic necessity to be
involved in e-marketing, develop e-marketing initiatives and inform employees
that success depends on the adoption of advanced e-marketing resources. Since
there is a moderate and positive relationship between Initiation components
and Business Use and a weak and positive relationship between Initiation com-
ponents and Private Use, Banking firms in Nigeria should monitor competitors’
adoption of e-marketing, carry out in-house research about e-marketing and
meetings should be held regularly to prepare e-marketing plans and follow the
developments in e-marketing. Also, since Adaptation component has a weak
and negative relationship with Social Media Implementation, Banking firms in
Nigeria should use e-marketing resources such as web site and e-mail to commu-
nicate with their customers and also conduct commercial transactions, have a
computerized customer database that they can use to perform marketing ac-
tivities and use e-marketing in the normal course of carrying out day-to-day
business. Finally, since a strong and positive relationship exists between Imple-
mentation components and Business Use as a measure of Social Media Imple-
mentation and a moderate and positive relationship exists between Implemen-
tation components and Private Use, Banking firms in Nigeria should see that the
activities of the different departments which are responsible for e-marketing
implementation are well coordinated, ensuring that there is adequate technical
support and also ensuring that the latest e-marketing technologies are installed in
the bank.
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1. Introduction

Scholars argue that the world economy is driven by the banking sector and that
the banking activities are vital to the development of the nation. Funds inter-
mediation is the core activity of a bank. Banks mobilize funds from the surplus
units to the deficit unit, thus leads to economic growth and development. Ac-
cording to [1] to promote the viability and stability of the banking system in Ni-
geria, the banking sector reform was designed. It was aggravated by the necessity
to proactively put the banking industry in Nigeria on the way of global competi-
tiveness and effectively respond to the challenges of globalization. For this goal
to be achieved depends on the orientation of the managers and staff of these banks.
In all, in a competitive economy, for a business to succeed, it will depend on the

quality and performance of the managers/employees and how market oriented they
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are. In the last twenty years activities of marketing and management have been
the topic of change. Scholars like ([2] [3] [4] [5]) posited the old marketing belief
appears to have lost its position. The coming out of new information and com-
munication technologies like the Internet are changing the rules of marketing and
also the market thereby weakening the position of corporate competitiveness and
also presents new opportunities and individuals’ empowerment [6]. Scholars like
[7] argued for a marketing that is focused on relationship. They saw it as another
approach to marketing. Scholars argued for a marketing that is focused on the cus-
tomer based on cooperation and help customers than control the customers ([8]
[9]). Thus, the need to re-define marketing approaches.

Today, social media solution has become the most recent IT-based solution.
Although businesses and organizations have their own Facebook and Twitter
pages, although they use social media tools to monitor the social network, many
organizations have not been successful in employing these social solution. Ac-
cording to [10] some of the social media sites that dominate the market globally
are Facebook, LinkedIn, YouTube and Twitter. The success of social media has
led many researchers to study a selection of application and matter that are re-
lated to the use of social media in organizations. The researchers study the ap-
plication of its role in individual adaptation to IT-induced change in organiza-
tion, applications of its roles in providing e-services and application of its roles
in finding business opportunities. Other researchers like [1] carried out studies
on the potential problems of social media use in organizations. It includes hiring
decision, privacy concerns, and also organizational productivity. Market orien-
tation is such concept which has significant role in realization of this goal, be-
cause it focuses on collecting information about the needs and also the custom-
ers’ demands and competitors capabilities in one hand, it leads to utilization and
use of organizational resources and integration of units within the organization
and creation of highest value for the customers on the other hand [11]. Ability of
the company in utilization of market orientation policies actually depends on
conditions of its employees. Higher market orientation in the organization can
be concluded to cause increased group working and collective working spirit and
hence increased commitment in employees of the organization. It was posited that
organizational orientation framework should be considered due to lack of imple-
mentation.

For managers to bridge the social media gap in terms of its usage and sophis-
tication, the right organizational orientation model will help. Electronic market-
ing was developed specifically to deal with electronic marketing and therefore it
is suitable for social media implementation. Social media use and networks in
the past has amazingly increased [12]. [13] posited that the success of the im-
plementation of social media is vital to marketing effective because of the benefit
and opportunities that can be derived from it. According to [14], companies that
make use of social media have real competitive advantage over those that do not.

He went further to say that the gap is widening between those companies. How-
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ever, in spite of its banking economic and social importance to the economy of
Nigeria, at the moment it appears that little literature or none exist that I know
of on E-marketing Orientation and Social Media Implementation in the Banking
Industry in Nigeria. Few available literatures studied the variables with other va-
riables. Few study the variables but in different industries and different countries
like the studies of [15]. They carried out a research in Jordan and used two meas-
ures to measure E-marketing orientation. They are philosophical components and
behavioural components (initiation and implementation). Also, [16] carried out a
study on developing and validating the measurement scale of e-marketing orienta-
tion in New York. They measured E-marketing using cultural philosophical, in-
itiation and system development and integration.

Furthermore, authors like [14] carried out research on Understanding Social
Media in China. The authors made use of content, platforms to measure Social
Media Implementation. [15] studied the social media antecedents of B2B use in
industrial marketing context in Finland. They measured social media implementa-
tion using two measures. They are business use and private use. Other authors
like, [16] studied E-marketing orientation and social media implementation in
marketing in Australia. They used philosophical, initiation, implementation and
adaptation component to address different implementation issues faced by mar-
keters in social media implementation. From the discussion so far, it appears
that there have been few studies on E-marketing Orientation ([13] [14] [15]) and
also Social Media Implementation like the studies of [15] and also [16]. Despite
these few, at present there is no study that I know of on the relationship between
E-Marketing Orientation and Social Media Implementation in the Banking In-
dustry in Nigeria. It is on this backdrop that this study was done to examine em-
pirically the relationship between E-marketing Orientation and Social Media Im-
plementation in the Banking Industry in Nigeria. EMO was conceptualized and
validated as a multidimensional construct. Based on the conceptualization of EMO,
it can be theoretically considered as high order formative because any changes in
its components (philosophy and behavior) are expected to cause changes in its
structure and dynamics [13]. Firms have come to know that the use of electronic
facilities is very vital for customers and suppliers services. Firms that want to
achieve higher value must stress on technological development to incorporate
the needs of customer and also build up the capabilities for information search
via e-Business tools. Employments for a large group of specialized skills for the
citizens in a country are provided by the financial service industry [17]. Howev-
er, despite the sound banking system and the importance of banks, the banking
industry has experienced many changes as a consequence of technology and glo-
balisation. Nigerian banks face rising costs, increased competition and a rapidly
changing business environment which may negatively impact their performance
[18]. The nexus between E-marketing Orientation and Social Media Implemen-
tation is an important one. The various dimensions of E-marketing Orientation
are likely to have link with the various measures of Social Media Implementa-

tion. The problem of this research is: How do the dimensions of E-marketing
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Orientation relate with the measures of Social Media Implementation in the banking

industry in Nigeria.

2. Theoretical Foundation (Diffusion of Innovation Theory)

The theoretical Foundation is built on the diffusion of innovation theory by Rog-
ers in 1962 [18]. This theory proposes that diffusion of innovation is influenced
by certain factors such as: “the innovation itself; time; social system and com-
munications channels” which are all dependent in human capital [19]. In electronic
marketing diffusion of innovation can be applied in the organization, via tech-
nological innovation (e.g. e-marketing), communication and social network anal-
ysis (e.g. social media analysis) [20]. In this sense, technological innovation adop-
tion would enhance the use internet (e-marketing) on social media platform and
the rate of innovation adoption irrespective of its complexity [21]. The adoption
of diffusion of innovation theory in this study is informed by its relative advan-
tage [21], perceived significance to the banking industry [22] and its demands in
the contemporary society. Following the role of diffusion of innovation in inter-
net marketing and social media implementation through technological innova-
tion adoption, penetration of the market with new products and services is made
easy [19] powered by social network of consumers, customers/potential custom-
ers alike. The diffusion of innovation emphasizes the need and use of social me-
dia network as a premise for adopter, and a wide spread of individual computer
would enhance a better technological innovation. Again this theory is expected
to be valuable to the banking industry especially when dealing with complexities
in the turbulent marketing environment and the success of new market offer-
ings. Understanding and application of diffusion of innovation theory in this re-
search will help the marketer to ensure an effective discrimination of informa-
tion and spread of new product/service to the consuming public. Finally it will
shape the beliefs/behaviors and the orientation of adopting e-marketing in mar-

keting organizations.

3. Concept and Dimensions of E-Marketing Orientation
(EMO)

[15] posited that Electronic-marketing Orientation is a new projected organiza-
tional orientation. Market Orientation is different from EMO as a result of digi-
tal technology focus and also right for implementation of social media [23]. The
fast growth of e-marketing and the opportunity it presents have led to the thrust
for a model. The model comprises Philosophical dimension, Initiation dimen-
sion, Implementation dimension and Adoption dimension [15]. E-marketing is
defined by [24] as the use of electronic media in communicating and delivering
customer value that benefit the organisation. E-Marketing literature like the study
of [25] is committed to electronic marketing use in transaction and payment
completion, disintermediation, real-time issues in pricing, examining individual

customer behaviours, and building relationship. E-marketing orientation in an
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organization shows the behavior and beliefs of the adoption of e-marketing and
thus shapes interest in cyberspace. Organizations that know that achievement of
success in the firm depends on e-marketing will continuously put effort in im-
proving e-marketing activities in the organization. E-marketing is not the same
as market orientation because of its use of digital technology [23]. As a result of
e-marketing growth and importance a model was introduced that contains four
components. They are Philosophical, Initiation, Implementation and Adoption
[15].

3.1. Philosophical Component

Philosophical component is seen as the organisational culture and internal belief
that organisation’s success depends fundamentally on marketing. As [26] argued
organisational culture is vital for social media to be implemented successful. When
EMO function well it provides favourable environment for the organization to im-
plement social media. Thus it enhances the significance of understanding and res-

ponding to customers.

3.2. Initiation Components

Initiation component is the actions taken, and not the attitudes or state of mind
underlying them. These actions taken support the gathering and spreading of
information and also the bringing together of functional areas. In this stage
e-marketing intentions are transformed to formal and planned projects. These
planned projects include activities like gathering of e-marketing information from
diverse areas. It includes the evaluation of diverse alternatives of adoption and
also includes adoption planning and making decision to adopt. For social media
implementation to be successful information must flow from customers to the
organization and also between functional areas. [20] posited that this is alike to
dissemination of information and inter-functional coordination of market orien-

tation.

3.3. Adaptation Components

The Adaptation component is seen as allowing and encouraging organizations
employees to make use of social media. [27] stated that organisations must be ready
internally and externally in order to make use of new technology. [28] agrees that
the organization must be able to adopt, use, and benefit successfully from tech-
nology and innovation. [29] established that the initial adaptation of electronic
marketing, organizational internal readiness is also important. The embracing of
technology however relies on the supposed effectiveness of it that it increases

user’s performance [30].

3.4. Implementation Components

The Implementation component involves activities that put e-marketing into

practice. It emphasizes technologies and also skills of employee. [28] posited that
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it is important for organizations to be up-to-date in their e-marketing activities
so that competitors will not take over the market. The introduction of sophisti-
cated databases, behavioural learning and also other qualitative insights can im-

prove the quality of customer interaction through social media channels.

4. Concept and Dimensions of Social Media Implementation

Social media implementation is also called user-generated communication. [31] po-
sited that social media implementation has changed company’s tools and strate-
gies they use in communicating because information control now lies with the
customer. It is an online social community that facilitates ideas sharing, docu-
ment publishing and video content. Platforms of social media includes social net-
working tools, professional networking sites media sharing sites and commerce
communities sites like Facebook, Twitter, Linkedln, YouTube, Instagram and Ama-
zon [15]. The coming on of social media has significantly altered the way people
and organizations communicate. [32] posited that social media is internet based
applications that is built on the ideological and technological foundations and
also permits formation and exchange of user generated content. With social me-
dia firms create, share, exchange information, help shape people’s connections
via different social media platforms, review of their online customers and build
reputation [12]. Social Media Implementation is described as online community
were people share ideas and interest, circulate articles and video and other mul-
timedia content, write reviews, buy and sell and also play games across the
community e.g. Facebook, YouTube, Trip Advisor and Zyna. Social Media Im-
plementation like the studies of [33] they measured social media implementation
using micro blogging services, social networking services, location-aware mobile
services and corporate discussion forum services. Furthermore, authors like [14]
carried out research on Understanding Social Media in China. The authors made
use of content, platforms to measure Social Media Implementation. [15] studied
the Antecedents of social media B2B use in industrial marketing context in Fin-
land. They measured social media implementation using two measures: business
use and private use. [34] measured Social Media using Benefits, Clients’ trust and

Content.

4.1. Private Use

[35] posited that social media is use by most people to connect with friends and
family. It is use more for private use than business use. They established that ideas
of business executives’ on the interaction of customers with their companies were
too rosy. According to them customers were not as much eager to learn about
new products and information than on receiving payback as regards their exist-
ing wants and needs. They concluded that the real application of social media is
frequently motivated by individual factors. [36] posited that the personal use of
social network sites aids performance as workers interact with each other through

social network sites.
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4.2. Business Use

Social media has played an important function on the interaction of people with
each other since its development. Social media has contributed a lot to the inte-
raction of companies with their potential customers from business viewpoint.
Businesses create and develop website because of its importance. Thus, social
media has become a vital way organizations employ to reach their target cus-
tomers because they are necessary for maintaining competitive edge and without
social media networking sites organization miss many marketing opportunities.
Social media is a platform where businesses work together with customers di-
rectly and the interaction aid in building strong online reputation. They are re-
sources for businesses that want to promote and showcase their products and
services online [37]. The Internet by using web-based applications permits mil-
lions of people to hook up with each other, businesses to promote their busi-
nesses in the entire world. Currently, people use advertising online than in print
media, radio or television. One of the benefits of social media for businesses is
that it helps businesses interact with their customers through the tweets and Fa-
cebook updates that customer post and gives the organization insight into what
they need. This helps the organization devise marketing strategies that tackles
customers’ needs. That is, it gives customers convenient and accessible way to
express their feelings and companies opening to view complaints and react to
their problems. Also social media site use by businesses is free and engaging cus-
tomers has no expense other than time. Companies and other organizations use

social media to improve their business capacity and performance [38].

5. E-Marketing Orientation and Social Media
Implementation

According to [13], the likely benefits of social media make social media imple-
mentation successfully vital for effective marketing strategy. Electronic market-
ing orientation was developed to tackle electronic marketing and thus suitable
for the implementation of social media ([39] [40]). Organisations with high de-
grees of e-marketing orientation are likely to show high social media implemen-
tation [41].

5.1. Philosophical Component and Social Media Implementation

According to the findings of [12], Philosophical component aid culture and be-
lief internally and sees social media as part of the business approach rather than
simple technology and vital for the satisfaction and success of customer and or-
ganisation. [28] posited that a culture that is flexible is necessary for social media
implementation. According to [28] the greater the Philosophical component of
the organisation, the more the organisation will succeed with the implementa-
tion of social media. Thus, the following hypotheses were proposed.

Ho, There is no significant relationship between Philosophical component and

Private Use.
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Ho, There is no significant relationship between Philosophical component and

Business Use.

5.2. Initiation Component and Social Media Implementation

According to [42] the study revealed that organisation marketers said they do
not even know this metric. According to them, not understanding social media
will stop the ability to put social media effectively into practice. Lack of ability to
make superior marketing leads to inefficiency and reduces organization marke-
ter’s intentions to effectively use social media. [40] posited that the greater the
Initiation component of the organisation the more successful the organization in
the implementation of social media. Thus, the following hypotheses were pro-
posed.

Ho, There is no significant relationship between Initiation component and Pri-
vate Use.

Ho, There is no significant relationship between Initiation component and Busi-

ness Use.

5.3. Adaptation Component and Social Media Implementation

The Adaptation component describes employees’ day-to-day use of e-marketing
in carrying out their business. Its shows employees learn the right way to use so-
cial media internally to interact with the customers. [43] [44] posited that the
Adaptation component would help implementing of social media effectively. Thus,
the following hypotheses were proposed.

Ho; There is no significant relationship between Adoption component and Pri-
vate Use.

Hog There is no significant relationship between Adoption component and Busi-

ness Use.

5.4. Implementation Component and Social Media
Implementation

The Implementation component links several internal implementation activities
necessary to implement social media [12]. It refers to resourcing, skills and tech-
nology capabilities for e-marketing. That is, investment in right skills and tech-
nological expertise to effectively connect with the fast growing environment of digi-
tal marketing. The fast change of the environment of electronic marketing leads
to areas on to renew strategy and tactics as new social media platforms surface.
[45] in his study suggested that the greater the organisation’s Implementation com-
ponent, the greater the success of social media implementation. Thus, the fol-
lowing hypotheses were proposed.

Ho, There is no significant relationship between Implementation component
and Private Use.

Hog There is no significant relationship between Implementation component

and Business Use.
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6. Operational Framework

Figure 1 depicts the researcher’s operationalization of the relationships that exist

amongst the variables.

7. Methods

This hypothesis testing study adopted a causal investigation to establish a rela-
tionship between E-Marketing and Social Media Implementation in the Banking
firms in Nigeria. The study variables were not manipulated or interfered into by
the researcher. The choice of research design is likely to be influenced, as [46]
noted, by the nature of the study, purpose of the study, study setting and unit of
analysis of the study. Considering all these, the cross sectional survey research
design in a non-contrived (normal or natural) setting (banking firms) was adopted.
According to [47], the survey research design offers a wide coverage and permits
generalizability of research findings. The cross sectional study involves a study at
a single time. The target organisation in this study is banking firms operating in
the financial service sector in Nigerian economy. The twenty commercial banks
licensed by CBN represent the sample of this study. The target population con-
stitutes the 3121 staff listed in the Bankers Association of Nigeria, Rivers State
Chapter. Since, our study unit is the bank employees, using the [47] sample size
determination table the appropriate sample size for the population of 3121 is
388. Therefore 388 was used as sample size. For equitable distribution of the study
instrument which designed in a five-point Lickert scale, anchored by strongly
disagree to strongly agree, 18 copies of the questionnaire were distributed to top
and middle level managers in the 20 banks in Nigeria having presence in Rivers
State. A reasonable size of 355 copies of the questionnaire were retrieved and used
in the study. Both descriptive and inferential statistics were used for data analy-
sis. The Pearson Moment Correlation was used to test the state hypotheses after ex-

amining the normality test which showed a normal curve.

Figure 1. Operational framework on the relationship between e-marketing
orientation and social media implementation of banking firms in Nigeria.
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8. lllustration of Findings

8.1. Reliability and Validity of Research Instrument

[47] posited that, it is vital to make sure that adequate reliability and validity test
is carried out on the research instrument. [48] defined reliability as the consis-
tency of an instrument when measured repeatedly. [45] posited that validity is when
an instrument measures what it is meant to measure. The research instrument
was administered on senior academics within Rivers State University for vetting.
Upon collection the final questionnaire was drawn. According to [46], the Cron-
bach Alpha Coefficient from the Statistical Package of Social Sciences is a good
reliability coefficient that shows how questionnaire items are interrelated. Thus,
it was also used to test the reliability of our research instrument. See Table 1.
The instrument with the aid of SPSS revealed a very high reliability coefficient
for the two tested variables. The results in Table 1 falls within the standard range
of 0.7 set by [45]. The table shows 12 items were used to measure E-Marketing
Orientation and the Cronbach’s Alpha co-efficient recorded 0.9 meaning there is
a correlation amongst the items hence, reliable. 4 items were used to measure
Social Media Implementation and this was found to be reliable with Cronbach’s
Alpha co-efficient of 0.9 meaning there is a very strong correlation amongst the

items in our questionnaire.

8.2. Findings from the Descriptive Statistics

8.2.1. Philosophical as a Dimension of E-Marketing Orientation

The items of the dimensions of e-marketing orientation are assessed with the mean
and standard deviations. Table 2 shows philosophical dimensions of e-marketing
orientation.

As can be seen in Table 2, it appears that bank encourages the growth of
e-marketing initiatives in their business. This is evident as the statistical evidence
shown in Table 2 indicates that banks encouragement in the development of
e-marketing initiatives has the highest mean of 4.30 with a standard deviation of
0.817. This is closely followed by the banks deem it necessary to be involved in
e-marketing as a fundamental for organizations’ success with the mean of 4.23
and the standard deviation of 0.836.

8.2.2. Initiation as a Dimension of E-Marketing Orientation
Initiation as a dimension of e-marketing orientation is assessed with the mean
and standard deviations. Table 3 shows initiation as dimensions of e-marketing

orientation.

Table 1. Reliability test results.

S/NO. Variables Number of Items Cronbach’s Alpha
1 E-Marketing Orientation (EMO) 12 0.9
2 Social Media Implementation (SMI) 4 0.9

Source: SPSS Output.
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Table 2. Philosophical as a dimension of e-marketing orientation.

S/INO Philosophical Component Mean _y Std Dev s
Our bank deems it necessary to be involved in e-marketing as a
1 o 423 0.658
fundamental for organization’s success.
Our bank encourages the development of e-marketing
2 4.30 0.817
initiatives.
Employees are told that to succeed depends on e-marketing
3 . 3.78 0.836
adoption.
Source: SPSS Output. KEY: _x = Mean score, s = Standard deviation.
Table 3. Initiation as a dimension of e-marketing orientation.
S/NO Initiation Component Mean _x Std Dev s
Our bank monitors the adoption of e-marketing by
1 o 3.78 0.836
competitors’.
2 Our bank does in-house e-marketing research. 3.51 1.128
Our bank holds meetings yearly to prepare e-marketing plans
3 and also follow its developments using several secondary 3.40 1.241

sources.

Source: SPSS Output.

As can be seen in Table 3, it appears that bank encourages the monitoring of
the adoption of e-marketing by competitors’. This is evident as the statistical evi-
dence shown in Table 3 indicates that banks encourages the monitoring of com-
petitors” adoption of e-marketing orientations has the highest mean of 3.78 with
a standard deviation of 0.836. This is closely followed by the banks in-house re-
search activities about e-marketing with the mean of 3.51 and the standard devi-
ation of 1.128.

8.2.3. Adaptation as a Dimension of E-Marketing Orientation
Adoption as a dimension of e-marketing orientation is assessed with the mean and stan-
dard deviations. Table 4 shows adaptation as a dimension of e-marketing orientation.
As can be seen in Table 4, it appears that bank use computerized customer to
perform marketing activities appears to account the highest indicator of adapta-
tion. This is evident as the statistical evidence shown in Table 4 indicates that
banks use computerized customer to perform marketing has the highest mean of
3.93 with a standard deviation of 1.438. This is closely followed by the bank em-
ployees in carrying out their day-to-day business make use of e-marketing with
the mean of 3.62 and the standard deviation of 0.809.

8.2.4. Implementation as a Dimension of E-Marketing Orientation
Implementation as a dimension of e-marketing orientation is assessed with the
mean and standard deviations. Table 5 shows implementation as a dimension of
e-marketing orientation.

As can be seen in Table 5, installation of the latest e-marketing in Nigeria
banks appears to account the highest indicator of implementation. This is evi-
dent as the statistical evidence shown in Table 4. 5 indicates that the installation
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Table 4. Adaptation as a dimension of e-marketing orientation.

S/INO Adaptation Component Mean _x Std Dev s

In the bank, e-marketing resources are used to communicate

1 2.89 0.986
with customers and also conduct commercial transactions.
The bank use computerized customer database to perform
2 K . 3.93 1.438
marketing activities.
The bank 1 i i t their day-to-day busi
3 e bank employees 1.n carrying out their day-to-day business 362 0.809
make use of e-marketing.
Source: SPSS Output.
Table 5. Implementation as a dimension of e-marketing orientation.
S/NO Implementation Component Mean _x Std Dev s
In our bank, there is proper coordination of the activities of the
1 . 3.03 0.869
different departments.
2 Inour bank, there is adequate technical support. 3.95 0.673
3 Our bank has the latest e-marketing technologies installed. 4.18 1.032

Source: SPSS Output.

of latest e-marketing technologies has the highest mean value of 4.18 with a stan-
dard deviation of 1.032. This is closely followed by the availability of adequate tech-
nologies or web applications in the Nigeria banking sector with the mean of 3.95
and the standard deviation of 0.673.

8.2.5. Private Use as a Measure of Social Media Implementation
The indices to measure the dependent variables (Social media) were also assessed. Pri-
vate use as a measure of social media implementation was measured with two items.
As can be seen in Table 6, bank employees engage in social media for the purpose
of connecting with friends and family which off course accounts to the highest indi-
cator of Private Use as a measure of Social Media Implementation. This is evident
as the statistical evidence shown in Table 6 indicates that Private Use as a measure
of Social Media Implementation mean value of 3.72 with a standard deviation of 0.918.

8.2.6. Business Use as a Measure of Social Media Implementation
Business use as a measure of social media implementation was measured with
two items. Table 7 shows the mean and standard deviation of the two items.

As can be seen in Table 7, bank employees engage in social media to help in-
crease brand awareness and further used to boost sales accounts as the highest
indicator of Business Use as a measure of Social Media Implementation. This is
evident as the statistical evidence shown in Table 7 indicates that Private Use as
a measure of Social Media Implementation has mean value of 2.98 with a stan-
dard deviation of 1.129.

8.3. Testing of Research Hypotheses

This section is aimed at testing the eight hypotheses of this study. Since the de-
scriptive analysis showed normal distribution of both variables, to run the para-

metric analysis we made use of the Pearson moment correlation.
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Table 6. Private use as a measure of social media implementation.

S/NO Private Use Mean _x  Std Devs

Our bank employees engage in social media for the reason of

1 3.72 0.918
connecting with friends and family.
5 Our bank employees engage in social media and this affects 3.20 1228
their work performance negatively. ’ ’
Source: SPSS Output.
Table 7. Business use as a measure of social media implementation.
S/NO Business Use Mean _y Std Dev s
Our bank employees engage in social media to help increase
1 2.98 1.129
brand awareness and further used to boost sales.
My work as an employee has improved since the introduction of
2 2.55 0.801

the tool.

Source: SPSS Output.

8.3.1. Relationship between Philosophical Component and Private Use
This study hypothesized that there is no significant relationship between Philo-
sophical component and Private use. Table 8 shows the statistical evidence of
the relationship between these dimensions.

The statistical evidence in Table 8 suggests a weak and positive relationship
between Philosophical as a dimension of E-Marketing Orientation and Private
Use as a measure of social media implementation with 0.238 Pearson correlation
coefficient at 0.01 significant levels. This does not support hypothesis one (H,),
that there is no relationship between Philosophical as a dimension of E-Marketing

Orientation and Private Use as a measure of Social Media Implementation.

8.3.2. Relationship between Philosophical Component and Business Use
This study hypothesized that there is no significant relationship between Philo-
sophical component and Business use.

The statistical evidence in Table 9 suggests a weak and positive relationship
between Philosophical as a dimension of E-Marketing Orientation and Private
Use as a measure of Social Media Implementation with 0.216 Pearson correlation
coefficient at 0.01 significant levels. This does not support hypothesis two (H,),
that there is no relationship between Philosophical as a dimension of E-Marketing

Orientation and Private Use as a measure of Social Media Implementation.

8.3.3. Relationship between Initiation Component and Private Use
This study hypothesized that there is no significant relationship between Initia-
tion component and Business use.

The statistical evidence in Table 10 suggests a weak and positive relationship be-
tween Initiation components as a dimension of E-Marketing Orientation and Pri-
vate Use as a measure of social media implementation with 0.195 Pearson corre-
lation coefficient at 0.01 significant levels. This does not support hypothesis three (H,),
that there is no relationship between initiation components as a dimension of

E-Marketing Orientation and Private Use as a measure of Social Media Implementation.

DOI: 10.4236/ib.2017.94009

124 iBusiness


https://doi.org/10.4236/ib.2017.94009

N. G. Nwokah, B. B. Irimagha

Table 8. Philosophical as a dimension of e-marketing orientation and private use (n =

355).
Philosophical as a Private Use as a
. Dimension of Measure of Social
Variables . K
E-Marketing Media
Orientation Implementation
Philosophical as a Dimension  Pearson Correlation 1 0.238**
of E-Marketing Orientation Sig. (2-tailed) 0.00
Private Use as a Measure of ~ Pearson Correlation 0.238** 1
Social Media Implementation Sig. (2-tailed) 0.00

**: Correlation is significant at the 0.01 level (2-tailed).

Table 9. Philosophical as a dimension of e-marketing orientation and business use (n =

355).
Philosophical as a Business Use as a
. Dimension of Measure of Social
Variables K .
E-Marketing Media
Orientation Implementation
Philosophical as a Dimension Pearson Correlation ! 0.216**
of E-Marketing Orientation Sig. (2-tailed) 0.00
Business Use as a Measure of Pearson Correlation 0.216** 1
Social Media Implementation Sig. (2-tailed) 0.00

**: Correlation is significant at the 0.01 level (2-tailed).

Table 10. Initiation component as a dimension of e-marketing orientation and private use

(n = 355).
Initiation Component Private Use as a
X as a Dimension of Measure of Social
Variables R K
E-Marketing Media
Orientation Implementation
Initiation C t
I?l & 1o‘n omponen a.s a Pearson Correlation 0.195*%*
Dimension of E-Marketing . . 1
i . Sig. (2-tailed) 0.00
Orientation
Private Use as a Measure of Pearson Correlation 0.195%* 1
Social Media Implementation Sig. (2-tailed) 0.00

**: Correlation is significant at the 0.00 level (2-tailed).

8.3.4. Relationship between Initiation Component and Business Use
This study hypothesized that there is no significant relationship between Initia-
tion component and Business use.

The statistical evidence in Table 11 suggests a moderate and positive relation-
ship between Initiation components as a dimension of E-Marketing Orientation
and Business Use as a measure of social media implementation with 0.321 Pear-
son correlation coefficient at 0.01 significant levels. This does not support hypo-
thesis four (H,), that there is no relationship between initiation components as a
dimension of E-Marketing Orientation and Business Use as a measure of Social

Media Implementation.
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Table 11. Initiation component as a dimension of e-marketing orientation and business
use (n = 355).

Initiation Component

. . Business Use as a
as a Dimension of

Variables K Measure of Social
E-Marketing R .
X i Media Implementation

Orientation

Initiation Component as a .

i . K Pearson Correlation 0.321**
Dimension of E-Marketing . . 1
X X Sig. (2-tailed) 0.00
Orientation
Business Use as a Measure X
. . Pearson Correlation 0.321**
of Social Media . . 1
Sig. (2-tailed) 0.00

Implementation

**: Correlation is significant at the 0.00 level (2-tailed).

8.3.5. Relationship between Adaptation Component and Private Use
This study hypothesized that there is no significant relationship between Adap-
tation component and Private use.

The statistical evidence in Table 12 suggests a weak and negative relationship
between Adaptation components as a dimension of E-Marketing Orientation and
Private Use as a measure of social media implementation with —0.113 Pearson
correlation coefficient at 0.01 significant levels. This again does not support hy-
pothesis five (H;), that there is no relationship between adaptation components
as a dimension of E-Marketing Orientation and private use as a measure of So-
cial Media Implementation.

8.3.6. Relationship between Adaptation Component and Business Use
This study hypothesized that there is no significant relationship between Adap-
tation component and Business use.

The statistical evidence in Table 13 suggests a weak and negative relationship
between Adaptation components as a dimension of E-Marketing Orientation and
Business Use as a measure of social media implementation with —0.197 Pearson
correlation coefficient at 0.01 significant levels. This again does not support hy-
pothesis six (Hg), that there is no relationship between adaptation components
as a dimension of E-Marketing Orientation and Business Use as a measure of So-

cial Media Implementation.

8.3.7. Relationship between Implementation Component and Private
Use

This study hypothesized that there is no significant relationship between Imple-
mentation component and Private use.

The statistical evidence in Table 14 suggests a Moderate and positive relation-
ship between Implementation components as a dimension of E-Marketing Orien-
tation and Private Use as a measure of social media implementation with 0.436
Pearson correlation coefficient at 0.01 significant levels. This again does not sup-
port hypothesis seven (H,), that there is no relationship between implementation
components as a dimension of E-Marketing Orientation and Private Use as a meas-

ure of Social Media Implementation.
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Table 12. Adaptation component as a dimension of e-marketing orientation and private
use (n = 355).

Adaptation as a .
Private Use as a

. Dimension of .
Variables K Measure of Social
E-Marketing R .
X i Media Implementation
Orientation
Adaptation Component as .
i . Pearson Correlation —0.113%*
a Dimension of K X 1
i . X Sig. (2-tailed) 0.00
E-Marketing Orientation
Private Use as a Measure .
R i Pearson Correlation —0.113%*
of Social Media K i 1
i Sig. (2-tailed) 0.00
Implementation

**: Correlation is significant at the 0.00 level (2-tailed).

Table 13. Adaptation component as a dimension of e-marketing orientation and business
use (n = 355).

Adaptation as a .
Business Use as a

Measure of Social
Media Implementation

Dimension of
E-Marketing

Variables

Orientation
Adaptation Component as
P i . P Pearson Correlation -0.197%*
a Dimension of . . 1
i . X Sig. (2-tailed) 0.00
E-Marketing Orientation
Business Use as a Measure X
R i Pearson Correlation —0.197**
of Social Media . . 1
i Sig. (2-tailed) 0.00
Implementation

**: Correlation is significant at the 0.00 level (2-tailed).

Table 14. Implementation component as a dimension of e-marketing orientation and pri-
vate use (n = 355).

Implementation as a

. i Private Use as a
Dimension of

Variables K Measure of Social
E-Marketing R .
X i Media Implementation
Orientation
Implementation Component
P . K P Pearson Correlation 0.436**
as a Dimension of . . 1
. R X Sig. (2-tailed) 0.00
E-Marketing Orientation
Private Use as a Measure of
. i Pearson Correlation 0.436**
Social Media . . 1
R Sig. (2-tailed) 0.00
Implementation

**: Correlation is significant at the 0.00 level (2-tailed).

8.3.8. Relationship between Implementation Component and Business
Use

This study hypothesized that there is no significant relationship between Imple-
mentation component and Business use.

The statistical evidence in Table 15 suggests a strong and positive relationship
between Implementation components as a dimension of E-Marketing Orienta-
tion and Business Use as a measure of social media implementation with 0.606
Pearson correlation coefficient at 0.01 significant levels. This again does not sup-

port hypothesis eight (H), that there is no relationship between implementation
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Table 15. Implementation component as a dimension of e-marketing orientation and busi-
ness use (n = 355).

Implementation as a Business Use as a

. Dimension of Measure of Social
Variables K .
E-Marketing Media
Orientation Implementation
Implementation Component
P . ! . P Pearson Correlation 0.606**
as a Dimension of K i 1
. R X Sig. (2-tailed) .00
E-Marketing Orientation
Business Use as a Measure of Pearson Correlation 0.606** 1
Social Media Implementation Sig. (2-tailed) 0.00

**: Correlation is significant at the 0.00 level (2-tailed).

components as a dimension of E-Marketing Orientation and Business Use as a

measure of Social Media Implementation.

9. New Findings

The new findings in this study include:

1) Philosophical component has a weak and positive relationship with Social
Media Implementation (Business Use and Private Use).

2) The study also revealed a moderate and positive relationship between initi-
ation components as a dimension of E-Marketing Orientation and Business Use
as a measure of Social Media Implementation. Also, a weak and positive relation-
ship exists between Initiation components as a dimension of E-Marketing Orien-
tation and Private Use as a measure of Social Media Implementation.

3) Adaptation component as a dimension of E-Marketing Orientation was found
to have a weak and negative relationship with Social Media Implementation meas-
ures like Business Use and Private Use.

4) The study also revealed a strong and positive relationship between Imple-
mentation components as a dimension of E-Marketing Orientation and Business
Use as a measure of social media implementation. There also exist a moderate and
positive relationship between Implementation components as a dimension of
E-Marketing Orientation and Private Use as a measure of social media imple-

mentation.

10. Conclusions

Based on the study findings, the following conclusions were drawn:

1) There is a weak and positive relationship between Philosophical compo-
nents as a dimension of E-Marketing Orientation and Social Media Implementa-
tion in terms of Business Use and Private Use.

2) Moderate and positive relationship exists between Initiation components as
a dimension of E-Marketing Orientation and Business Use as a measure of Social
Media Implementation. Also, there is a weak and positive relationship between In-

itiation components as a dimension of E-Marketing Orientation and Private Use
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as a measure of Social Media Implementation.

3) Adaptation component has a weak and negative relationship with Social Me-
dia Implementation (Business Use and Private Use).

4) Strong and positive relationship exists between Implementation components
as a dimension of E-Marketing Orientation and Business Use as a measure of so-
cial media implementation. Also moderate and positive relationship exists between
Implementation components as a dimension of E-Marketing Orientation and Pri-

vate Use as a measure of social media implementation.

11. Recommendations

The following recommendations were made based on the findings and conclu-
sions of this study:

1) Since Philosophical components of EMO has a weak and positive relation-
ship with Social Media Implementation in terms of Business Use and Private Use,
Banking firms in Nigeria should see and make it a strategic necessity to be involved
in e-marketing, develop e-marketing initiatives and inform employees that suc-
cess depends on the adoption of advanced e-marketing resources.

2) Since there is a moderate and positive relationship between Initiation com-
ponents and Business Use and also a weak and positive relationship between In-
itiation components and Private Use, Banking firms in Nigeria should monitor com-
petitors’ adoption of e-marketing, carry out in-house research about e-marketing
and meetings should be held regularly to prepare e-marketing plans and follow
the developments in e-marketing.

3) Also, since Adaptation component has a weak and negative relationship with
Social Media Implementation Banking firms in Nigeria should use e-marketing
resources such as web site and e-mail to communicate with their customers and
also conduct commercial transactions. They should have a computerized customer
database that they can use to perform marketing activities and should use e-marketing
in the normal course of carrying out day-to-day business.

4) Finally, since a strong and positive relationship exists between Implementa-
tion components as a dimension of E-Marketing Orientation and Business Use
as a measure of Social Media Implementation and also a moderate and positive
relationship between Implementation components and Private Use, Banking firms
in Nigeria should see that the activities of the different departments which are
responsible for e-marketing implementation are well coordinated, ensure there is
adequate technical support and also ensure that the latest e-marketing technolo-

gies are installed in bank.

12. Contribution to Knowledge

There have been several studies on E-marketing Orientation and Social Media
Implementation but none that I know of have written on E-marketing Orienta-
tion and Social Media Implementation of Banking Firms in Nigeria. The present
study fills this void by analyzing E-marketing Orientation and Social Media Im-

plementation of Nigerian Banking firms.
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The researcher proposes a model of the relationship between E-marketing Orien-
tation and Social Media Implementation of Banking firms in Nigeria based on the
findings from this study, as shown in Figure 2. This model proposes that there is
Strong, Moderate, Weak and Negative relationship between E-marketing Orien-

tation and Social Media Implementation.

13. Heuristic Model

Figure 2 depicts the Heuristic model of the relationships that exist amongst the
variables.

The Philosophical components dimension of E-marketing Orientation has a
weak relationship with Social Media Implementation measures (private use and
business use) of banking firms in Nigeria. The broken (dotted) arrow indicates
weakness of relationship. Also, the Initiation components has a moderate and
positive relationship with Business Use as a measure of Social Media Implemen-
tation as depicted by the blue arrow and also a weak and positive relationship
between Initiation components as a dimension of E-Marketing Orientation and
Private Use as a measure of Social Media Implementation as depicted by the
broken arrow. Adaptation component has a weak and negative relationship with
the two measures of Social Media Implementation as shown by the dotted arrow.
Finally, a strong and positive relationship exists between Implementation compo-
nents as a dimension of E-Marketing Orientation and Business Use as a measure
of social media implementation as indicated by the pink arrow. Also a moderate
and positive relationship between Implementation components as a dimension
of E-Marketing Orientation and Private Use as a measure of social media im-

plementation as indicated by the blue arrow.

Figure 2. Heuristic model of e-marketing orientation and social media imple-
mentation of banking firms in Nigeria. ———p : Strong relationship; m——p:
Moderate relationship; ----- »: Weak relationship; — I Negative rela-
tionship. Source: Desk research, 2017.
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