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Abstract

This research study was carried out to empirically examine the relationship
between social media marketing and business success of automobile car deal-
ers in Rivers State, Nigeria. The study involved one hundred and sixty (160)
respondents using questionnaire as the major instrument. After data cleaning
one hundred and forty-three (143) copies of questionnaire were used for
analysis with statistical tool Spearman Rank Order correlation coefficient with
statistical package for social science (SPSS). It was found that there is a signif-
icant relationship between Facebook, Twitter and YouTube that significantly
influenced sales growth, market share and profitability. The study concluded
that Facebook, Twitter and YouTube significantly influence sales growth,
market share and profitability of automobile car dealers in Rivers State. The
study recommends amongst others that: Firms should make Facebook, Twit-
ter and YouTube advertisement more catchy, appealing and trendy in order
for online customers to patronize their products. The study suggested that
more empirical research should be carried out on other social media plat-
forms such as MySpace, LinkedIn, Friendster, Kyte and Istagram. This study
further suggests that additional studies should be carried out in other states of
the country so that we can compare the outcome with the present study.
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1. Background of the Study

The proliferation of digital economy has giving birth to internet-based business
models in a vast array of industries and has dramatically changed the way com-
panies deliver services to their customers, how they interact with clients and ve-

hicles they use to market their products. We are living in a social era where
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business communications are rapidly evolving, driven by the growing ubiquity
of new digital technologies, such as mobile devices and applications. As such,
social media have dramatically altered how people interact with one another and
firms. Social media are now indispensable to the survival of marketing opera-
tions [1]. Social media have altered the basic rules of interaction, making one
way communication old fashioned. People are now able to communicate with
their peers all over the world on a 24/7 bases in the digital space, where a ple-
thora of new tools enable real-time and user communication. At the same time,
social media have enabled new communication channels for companies and al-
low them to reach current and potential customers, distribute their content,
promote their product, monitor their brands and reputation as well as improve
client retention and acquisition practices. Social media marketing is now used by
organizations to take advantage of opportunities that online customers present.
These strategies employed in social media marketing allow interaction, linkage
and a sense of togetherness among its users [2]. Consequent upon customer’s
interest in online transactions, firms have not found it easy on how to make so-
cial media an integral part of their marketing philosophy. Most firms have ap-
proached social media as simply an avenue to engage in customer attraction and
interaction while others employed it solely for marketing research activities or to
seek opinion of customers [3].

Social media marketing (SMM) is a form of Internet marketing that utilizes
social networking websites as a marketing tool [3]. According to [4], the use of
social media has resulted to serious increase in the number of listening platforms
that regulate online discussions which showed the opinion of customers via so-
cial media. According to [1], this contemporary use of online platforms has
raised a plethora of agitations which the marketing researchers are expected to
address. Presently, there is a narrow comprehension of social media behaviour
among scholars. Consequently, researchers are handicapped on how best the
volumes of opinions expressed in form of comments online should be inter-
preted. This has made organizations to depend on ordinary measures like overall
number of comments. For example, most researchers have followed tweets as a
way of monitoring respondents’ engagement with offering activities like the Su-
per Bowl [5] or the British Royal wedding [6]. Again, researchers have moni-
tored total opinion shown in the text of comments posted to determine viewer’s
reactions to a product online [7] or to predict market performance [8]. It is not
devoid of shortcomings, which have restricted scholars from accommodating
social media as part of their research programs. To start with, social media plat-
forms allow posts that are open ended and free form content where people are at
liberty to say anything they feel like. Consequently, people speaking on a partic-
ular product may comment on various characteristics of the product, for exam-
ple, customer’s services versus reliability of the product itself or different prod-
ucts in the product portfolio. This is opposite of the traditionally employed sur-
vey in which researchers elicit responses pertaining to a particular topic of inter-

est. The overall effect for online researchers is that simple metrics based on an
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aggregate across comments (e.g. average sentiment) can have several problems
as they avoid established differences between products or attribute specific im-
pressions [8].

Again, some website domain or venue may attract more positive (or more
negative) persons to post which may depend on factors like format of the web-
site domain, the type of audience as well as several other dynamics. Because of
this, together with the mix of websites shown in the sample, noticed changes in
overall metrics may just show transitions in the composition of data sample in-
stead of any underlying transitions in overall perceptions of the product. Fur-
thermore, the method of offline research conventionally control for such sam-
pling biases whereas online sentiment measures routinely ignore them. Another
problem is that of representativeness. In typical offline research, serious efforts
are made to find people who would truly represent the population of interest. In
online research, the opposite is the case as individuals self-select in their contri-
butions [9]. For example, if a researcher is interested in measuring customer’s
satisfaction, any typical offline methodology would begin withdrawing a syste-
matic and unbiased sample from the brand’s customer base. On the other hand,
methodologies using social media data appear to look at all posts, irrespective of
whether those posts were done by customers or non-customers. Consequently,
posted opinions may not precisely show examination of the product premised
on experiences of customers. Because of these shortcomings, brand sentiment
matrices gotten from all online comments are not to be compared to the meas-
ures gotten from typical offline research methods. Notwithstanding, the opi-
nions shared on social media still provides information for marketing research-
ers. Despite the fact that various factors contributes to opinions posted online,
the responses are the same influenced by the sentiments of the customer contri-
buting towards the brand [10]. This underlying brand sentiment is differing
from attribute specific evolutions [8]. So, in an effort to derive a metric of un-
derlying brand sentiment from social media conversations, we expressly model
and control for these later factors and differentiate their effect from that of the
underlying brand sentiment on posted opinions.

There have been intensive studies on social media marketing in recent years.
Most of them have attempted to identify factors influencing or contributing to
social media marketing. For instance, [11] researched on social media market-
ing, measuring its effectiveness and identifying the target market and found that
“social media marketing effectiveness is highly influenced by its messag-
es/contents quality, the company’s involvement, and its association with the
other marketing platforms”. According to [12] examined “the use of YouTube as
a tourism marketing tool and found that YouTube provides tourists with an in-
creased knowledge base, upon which they can make better informed decision”.
However, [13] studied “impact of Facebook usage on students’ academic
achievement, role of self-regulation and trust and found that an extensive use of
Facebook by students with extraverted personalities leads to poor academic per-

formance”. In spite of these, there appears to be no enough extant literature that
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has examined social media marketing and business success of automobile car
dealers in Rivers State using the constructs such as Facebook, Twitter and You-
Tube. Obviously, this has created a literature gap that needs to be filled.

It has been observed that management of automobile car dealers have always
relied on the traditional advertising strategies to create awareness of their prod-
uct. During the last Auto trade fair in Port Harcourt, it was observed that dif-
ferent automobile car dealers, used the traditional advertising strategies in
creating awareness for their stand location, product types and facilities and pay
no attention to the huge opportunities offered by various social media platforms.
To some extend these strategies have not been sufficient to attract business suc-
cess. This constitutes a problem because customers are now searching for infor-
mation online and no longer relying solely on the traditional advertising strate-
gies. According to [4] social media marketing connect internet and share infor-
mation between companies and potential customers. It allows convenience, in-
teraction and relationship building with people and product or company. Even
though there have been literatures on social media marketing, there seems to be
no enough empirical marketing research addressing the relationship between
social media marketing and business success of automobile car dealers in Rivers
State. In the light of this and also to fill the gap, the researcher empirically inves-
tigate the relationship between social media marketing and business success.
However, the researcher believes that improved information in the area of Fa-
cebook, Twitter and YouTube will enhance success that will in turn bring about
sales growth, market share and profitability of automobile car dealers in Rivers
State, Nigeria.

Theoretical Foundation

Relevant theories for this work are: Mcluhan’s Media Theory, Social Exchange
Theory and the Social Network Analysis (Theory).

Mcluhan’s Media Theory

McLuhan was a philosopher and educator born in Canada. He reportedly au-
thored the popular quote “the media is the message” [14]. He opined that the
media has a major influence on people more than the content thereof. He sub-
mitted that the real messages people share will remain the same irrespective of
the media used in communication. He further opined that the number of times
of new communication form will affect our behaviour forever, and concluded
that the impact of the media on the society far outweigh the media content.

Using Mcluhan’s submissions, the power of the social media to change the
users is not premised on its inherent content but as a result of the method of
communication it employs. For instance, Twitter is limited to 140 characters
which suppose that its functions can be done using blog service. Surprisingly,
this limitation has given Twitter more advantage of getting product information
easily spread.

Social Exchange Theory

According to [15], the origin of social exchange theory could be traced to stu-
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dies drawn from sociology which typically explores the exchange that exists be-
tween people and/or small groups. The model majorly analyses how individuals
interacts with one another, develop relationships, bonds and the establishment
of communities through exchange of communications with the use of “cost ben-
efit framework and comparison of alternatives” [16]. It further states that people
participates in behaviour that rewards them and neglects those that appear ex-
pensive. Simply put, people’s social behaviour is premised on their inherent
evaluation of what is spent-received from been part of a particular social ex-
change.

Some scholars argued that the theory is best and succinctly distilled in the
works of [16] who wrote.

Social behaviour is an exchange of goods, material goods but also non-ma-
terial ones, such as the symbols of approval or prestige. Persons that give much
to others try to get much from them. This process of influence tends to work out
at equilibrium to balance in the exchange. For a person in an exchange, what he
gives may be a cost to him, just as what he gets may be a reward, and his beha-
viour changes less as the difference of the two, profit, tends to a maximum.

Individuals participate in social exchange because of the following reasons:

1) The prospect of gaining a famous reputation or exerting greater influence
on others.

2) Expected reciprocity by other individuals.

3) Altruism as well as

4) Express reward.

Social Network Analysis (Theory)

According to [17] Social Network theory sees the conference of people as
connected participants and employs mathematical models to examine its deve-
lopmental structure and evaluation. This theory looks at personal actors in a
community as nodes. The pattern of interaction between these participants is
described as “ties, edges, links, or connections”. These networks can be formed
at the individual level, to family level, as well as communities and national levels.
The ties could manifest as friendship, financial exchange, frequency of commu-
nication as well as the same believe or interest. Combined, they provide an ela-
borate graph structure mathematical calculation which could be done using the
complex graph. Connecting or equating this to online conversation could inform
automobile car dealers in Rivers State metropolis and beyond of the methods of
promoting their products through organic word-of-mouth. Recently, results
from the use of multidimensional social network analysis to web 2.0 have been
highly productive [17].

Concept of Social Media Marketing

Social media marketing employed social networking sites to promote products
and services via the internet. Social media sites are useful for building business
networks, and for exchanging ideas. The meaning of social media can be derived

from two words that constitute it. Social is the medium to socialize. It implies
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the interaction of people within a group or community while Media refers to
means of communication via publication. Taken together, [18] perceived social
media as communication platforms that are generated and sustained by the in-
terpersonal interaction of individuals through the specific medium or tool. Ac-
cording to [1], social media is describes as the “democratization of information,
transforming people from content readers to content publishers”. It is the shift
from a broadcast mechanism to a many-to-many model, rooted in conversations
between authors, people, and peers [19]. Perceived social media as “a group of
online based applications that build on the ideas and technology of web 2.0 that
allows the creation and exchange of user-generated content”. Social media is
about networking and networking is a way that espouses trust among parties
and communities involved. Website that allows its users to share content, opi-
nion and promote interaction and community building can be classified as social
media. [1] identifies some attributes distinguishing today’s social media interac-
tion from other types of social conversations to include:
* One-to-many or many-to-many interactions
¢ Easytouse
* Accessibility (everyone) high scalable (everyone + everywhere), and func-
tions in real time (everyone + everywhere +everytime).
* Entirely public and transparent [1].

Social media represent low-cost tools that are employed to combine technol-
ogy and social interaction with the use of words. These tools are include Twitter,
Facebook, My Space, YouTube and other social networking sites collectively re-
ferred to as social media [18]. Social Media Marketing is the means of acquiring
websites traffic via social sites. In the view of [20] social media marketing SMM
“is a term which describes the actual acts of using social networks for marketing
purpose”. [21] notes that Social media marketing focus on people not product.
He stresses that the product can be presented with qualitative features and pro-
motional tools but what matters is the comments and appreciations left by the
customers. [22] supported the view of [21] that content is provided by people
and this is the reason why social media marketing is so challenging to marketers.
[18] describes SMM as ways of using social media to convince consumers that
one’s company, products and/or services are available. According to [9], SMM is
viewed as ways of promoting products or services online by attracting customers
to discuss and make suggestions about the products or services using the inter-
net. The term social marketing is elucidated by [1] as involved with the applica-
bility of marketing philosophies and practice to strengthen social as well as eco-
nomic ends. It is also concerned with the analysis of the social consequences of
marketing policies, decision and activities. Social media marketing is not merely
about hitting the frontpage of Facebook or any other social news website. It is a
strategic methodical process to establish the company’s influence, reputation
and brand within communities of potential customers, readers and supporters.

Social media marketing programs usually anchored on the ability to create con-
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tent that attract users and encourage them to share it with others. Social media is
easily accessible to users with internet access. Online interaction with organiza-
tions enables brand awareness and often enhances customer service. Social me-
dia serves as a relative low-cost platform for organization to implement market-
ing campaign.

Social networking websites allow people to communicate with one another
and build relationships. When organizational profiles are created, users can in-
teract freely with the product. [9] noted that these interactions are personal to
users owing to previous experiences with social networking site interactions.
Networking sites allow users to retweet or share comments made about their
products online. Through liking, sharing or retweeting messages and comments
about products online, other users connected are able to view the message,
therefore reaching more people. Social networking sites act as word of mouth
because the information about a brand is being put out there and getting re-
peated, more traffic is brought to the product company. As a result of network-
ing sites, firms can interact and share information with users. This personal in-
teraction can establish a feeling of commitment into followers and potential
customers. Also, by choosing whom to follow on these sites, products can reach
a wider target audience.

Social media applications enable online users in business to interact and share
opinion about a product. Each participating customer is part of the marketing
department, because other customers read their comments or reviews. The en-
gagement process is then essential to successful social media marketing.

Dimensions of Social Media Marketing

1) Facebook and Business Success

Facebook is a social site where users create individual or organizational profile
which enable them to post comments, or like comments posted by others, share
photographs, stream live video, play games, chat live, and links to news includ-
ing content shared online can be made publicly, or shared only in a chat group
or with friends, family as well as single individual. Facebook began in February
of 2004 at Harvard University. The Social networking website came into exis-
tence by Mark Zuckerbeg along with Edward Saverin. The original idea behind
the project was the creation of an online social platform for Harvard students
and alumni. However, the concept of an online profile to communicate with
friends, gained huge popularity and very quickly spread across other universities
and educational institutions eventually becoming available to the non-academic
public in September 2006 [23]. Social media changed the way of marketing dy-
namics and made the consumers an active element of marketing communica-
tion. Instead of passively receiving the communicated messages, its empowers
people to contribute, share information with expectation of quick accomplish-
ment of this process [2]. Facebook is the leading social network utilized by mar-
keters [5]. It provides a marketing and advertising platform Facebook for Busi-

ness (FBFB), that aims to help with increasing sales, generating leads and raising
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brand awareness. Facebook is another way to create and foster a community
around a product. It provides two-way interaction between the brand and the
customers. With its many marketing platform and features, Facebook has prov-
en to be essential and unique for any type of business if you still don’t have a
Facebook account for your business, it is imperative to start now to experiment
how this social networking giant can assist in the attainment of your business
goals. Thus the following hypothesis is formulated.

Ho,: There is no significant relationship between Facebook and sales growth
of automobile car dealers in Rivers State.

Ho,: There is no significant relationship between Facebook and market share
of automobile car dealers in Rivers State.

Ho,: There is no significant relationship between Facebook and profitability
of automobile car dealers in Rivers State.

2) Twitter and Business Success

Twitter is a social networking and micro blogging service that enable its users
to send and read text-based messages up to one hundred and forty characters,
known as “tweets”.

Twitter was created in March 21, 2006 and launched in July 15 same year by
Jack Dorsey, Noah Class, Evan Williams and Biz Stone. The website increasingly
gained worldwide popularity, with over 319 million active users as of 2016, ge-
nerating millions tweets daily and accommodating 1.6 billion search queries per
day [2]. Since the launch of twitter, it has become one among the top 10 most vi-
sited websites on the internet, and has been described “as the SMS of the inter-
net” [24]. Twitter enables its users to make short posts about anything, but users
are limited to only 140 characters in length, that of single SMS message. The
short posts are called “tweets”, of the chirping of birds. This appears chronolog-
ically on the Twitter profile page. Besides posting, users also follow others on the
site to get the latest tweets in the twitter feed. Conversely, if someone follows
you, they get your tweets in their feeds. That is to say, the more followers a user
have the greater the potential reach. Twitter enables firms to advertise products
on an individual level. Product usefulness can expressed in short messages that
followers are likely to read. These messages are shown on user’s home pages.
Messages can also link to the firm’s website, Facebook profile, and other social
sites. This link avail the followers more opportunity to spend time interacting
with the product online. This interaction can create business connection be-
tween product and customer can also lead to advertising opportunities. Twitter
is also a great news source for any business. Monitoring what consumers are
saying about your product, brand, company or service is a tool not accessible
before social media. Also, the ability to monitor what users are saying is vital for
building trust among your brand. Thus the following hypotheses are formulated.

Ho,: There is no significant relationship between Twitter and Sales growth of
automobile car dealers in Rivers State.

Hos: There is no significant relationship between Twitter and Market share of

automobile car dealers in Rivers State.
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Hog: There is no significant relationship between Twitter and Profitability of
automobile car dealers in Rivers State.

3) YouTube and Business Success

YouTube is an online platform, to watch, share and promote original video
content on the web. [25] observed that YouTube perceives itself as a community
where users are inspired, informed, entertainment, and educated via watching
and sharing of video. YouTube is featured with Google Adwords for video,
hosting providing the avenue for business that are interested in reaching current
and potential customers with online video promotion. YouTube uses Adobe
flash video and HTMLS5 technology to showcase a wide variety of user-generated
content, including movie clips, and music videos, as well as content including
video blogging and short original videos. YouTube was founded in February
2005 as a video hosting site founders include Chad Hurley, Steve Chen, and
Jawed Karim. They were all early employees of PayPal. Chad Hurley attended
Indiana University of Pensylvania and studied design, Steve Chen and Jawed
Karim attended University of Illinois at Urbana-Champaign and both studied
computer sciences (Andrew, 2013). The company started operation in December
of 2005 after it received start up fund from sequoia capital, of mento park, Cali-
fornia. Google obtained it for $1.65 billion in stock a year later, in November
2006 [25]. [12] noted that the first video shown on YouTube was launched at
about 8:27 pm on Saturday April 23", 2005. One of the co-founders Jawed Ka-
rim posted a video of his brief visit to San Diego Zoo. Karim talks about ele-
phant’s trucks in the video titled “me at zoo”. YouTube was launched in Lagos,
Nigeria on 7 December, 2011. According to an online media news (8 Dec. 2011),
Nigerians are passionate about music, entertainment and many other genres that
YouTube offers and that by Launching YouTube locally, will help people to find
the most popular videos in Nigeria along with those that are rising in popularity.
Content uploaded by Nigerian users will show up as browse pages on the You-
Tube Nigeria site, creating a virtual space for the national community and giving
Nigeria the opportunity to increase their exposure online. YouTube ads usually
in sync with the content of the video asked for; this is another advantage You-
Tube brings for advertisers. Certain ads are presented with certain video since
the content is important. Promotional opportunities such as sponsoring a video
is also possible on YouTube, for instance, users searching for online video about
cars may be viewing sponsored video from an automotive company in results
along with other related videos. Thus the following hypotheses were formulated.

Ho,: There is no significant relationship between YouTube and sales growth
of automobile car dealers in Rivers State.

Hog: There is no significant relationship between YouTube and market share
of automobile car dealers in Rivers State.

Ho,: There is no significant relationship between YouTube and profitability of
automobile car dealers in Rivers State.

4) Business Success

It is pertinent to note that the major purpose of establishing a business is to
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make profit, achieve success and ensure the continuous existence. However, a
successful business is one that produces an acceptable return on investment.
Business success is that which is positioned to keep on running without de-
pending on the owner to be in daily attendance [8]. In this regard, the success of
any business is therefore, very crucial to the owner(s) and as such, the owners
joy is as a result of the success of the business. [11] noted that successful business
is:

An organization that:

% Ensure current customers are delighted and
¢ Acquires new customers while,
% Making a profit.

[25] describes business success as the capacity of the business to attain its
stated objective. Business success has to do with the achievement of the business
with respect to its business goals. It is having set goal and achieving them. Simi-
larly, [26] business success tends to provide information on efficiency, growth,
profit, size, liquidity, success/failure, market share and leverage. It presents in-
formation on the business growth, success/failure as well as the profitability of
the business. In this vein, business success indicates that the business is profita-
ble, effective, efficient, and successful.

As can be seen in Figure 1, it is operationalized that dimensions of social me-
dia marketing have influence on the measures of business success. Thus the li-
near lines indicate the hypothesized relationship between the dependent and in-
dependent variables which is mediated by power supply.

Research Design

Research design is perceived as a plan, structure and strategy of investigation
used in order to elicit answers to research questions as validly, objectively, accu-
rately and economically as possible [27]. This indicates that a research design is a
logical model which guides the research in various stages of the investigation.
For the purpose of this study, survey design was employed. A survey method re-
fers to a strategy in which a representative sample of a population is studied and
the result generalized. [28] argued that a population means the entire persons,
organization, group of persons or things the researcher wishes to examine. The
study population consists of the forty (40) automobile car dealers registered with
Rivers State branch of Automobile Dealers Association of Nigeria as at January
2017 when the survey commenced. However, the study population is made up of
marketing executives and media officers from each of the forty (40) registered
automobile car dealers in Rivers State. Sampling is the systematic process of se-
lecting, picking or drawing elements or items as sample from a population which
will represent the wide population. The population of interest of this study cov-
ers the marketing executives and media officers of the 40 automobile car dealers
in Rivers State. However the total number of marketing executives and media
officers of these firms surveyed were not given due to information restrictions of

these firms to external parties. This made the use of quantitative method in
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Moderating
Variable

. Power Supp |‘

Figure 1. Operationalization of social media marketing and business success of automobile car dealers in rivers state. Source: Re-

searchers conceptualization.

ascertaining the sample size a difficulty. The judgmental sampling technique was
used in determining the sample size which gives the researcher the freedom to
pick sample size. Four (4) respondents comprises of two (2) marketing execu-
tives and two (2) media officers from each of the forty (40) automobile car deal-
ers were selected to constitute the sample size for this research study. This brings
a total of 160 (40 x 4) respondents. Data used for this research are sourced
mostly from the questionnaire. The researcher obtained primary data through
distribution of one hundred and sixty (160) copies of questionnaires to the re-
spective respondents of the automobile car dealers that constituted our sample
for the study. However only 143 copies were valid and were used for further data
analysis. The questions are designed using the five point Likert scale ranging
from Not At All (NAA), Slight Extent (SE), Moderate Extent (ME), Considerable
Extent (CE) and Great Extent (GE). Also, the researcher in carrying out this re-
search made use of the secondary data which include data from academic ar-
ticles in referred journals, relevant textbooks and the internet. However, ques-

tionnaire was therefore the major instrument of data collection.

DOI: 10.4236/ajibm.2017.712092

1308 American Journal of Industrial and Business Management


https://doi.org/10.4236/ajibm.2017.712092

N. G. Nwokah, F. L. Aeenee

2. Data Analysis

The secondary data analysis was conducted using the Spearman rank order cor-
relation tool at a 95% confidence interval. Specifically, the tests cover hypotheses
Ho, to Ho,, which are bivariate and all formulated in the null form. We have re-
lied on the Spearman Rank (rA0) statistic was relied on to undertake the analysis.
The 0.05 significance level is applied as criterion for the probability of either ac-
cepting the null hypotheses at (p > 0.05) or rejecting the null hypotheses at (p <
0.05).

Relationship between Facebook and the Measures of Business Success:

Table 1 illustrates the test for the three previously postulated hypotheses.

Ho,;: There is no significant relationship between Facebook and sales growth
of automobile car dealers in Rivers State

Data results reveal that there is a strong positive relationship exists between
Facebook and sales growth. The rAho value 0.735 indicates this relationship and it
is significant at p = 0.000 < 0.01.

Ho,: There is no significant relationship between Facebook and market share
of automobile car dealers in Rivers State.

Data results reveal that there is a strong positive relationship exists between
Facebook and Market Share. The rho value 0.320 indicates this relationship and
it is significant at p = 0.000 < 0.01.

Ho,: There is no significant relationship between Facebook and profitability
of automobile car dealers in Rivers State.

Data results reveal that there is a strong positive relationship exists between
Facebook and profitability. The rAo value 0.705 indicates this relationship and it
is significant at p = 0.000 < 0.01.

Table 1. Correlation matrix for the relationship between Facebook and business success.

Face Sales Market

book Growth  Share Profitability

Correlation Coefficient  1.000  0.735%*  0.320** 0.705%*

Facebook Sig. (2-tailed) 0.000 0.000 0.000
N 143 143 143 143
Correlation Coefficient 0.735**  1.000 0.494** 0.767**
Sales
Sig. (2-tailed 0.000 0.000 0.000
Growth ig. (2-tailed)
Spearman’s N 143 143 143 143
tho Correlation Coefficient 0.320%* 0.494** 1.000 0.203*
Market
arke Sig. (2-tailed) 0.000  0.000 0.015
Share
N 143 143 143 143
Correlation Coefficient 0.705** 0.767**  0.203* 1.000
Profitability Sig. (2-tailed) 0.000 0.000 0.015
N 143 143 143 143

Correlation is significant at the 0.01 level (2-tailed). Correlation is significant at the 0.05 level (2-tailed).
Source: Research Data June, 2017 (SPSS output, version 21.0).
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Therefore, based on empirical findings, all previously stated bivariate null
hypothetical statements are hereby rejected and the alternate is accepted. Thus,
the study finds that:

Ha,: There is a significant relationship between Facebook and sales growth of
automobile car dealers in Rivers State.

Ha,: There is a significant relationship between Facebook and market share of
automobile car dealers in Rivers State.

Ha,: There is a significant relationship between Facebook and profitability of
automobile car dealers in Rivers State.

Table 2 illustrates the test for the three previously postulated hypotheses

Ho,: There is no significant relationship between Twitter and sales growth of
automobile car dealers in Rivers State.

Data results reveal that there is a strong positive relationship exists between
Twitter and sales growth .The rAo value 0.873 indicates this relationship and it is
significant at p = 0.000 < 0.01.

Ho,: There is no significant relationship between Twitter and market share of
automobile car dealers in Rivers State.

Data results reveal that there is a strong positive relationship exists between
Twitter and market share. The rho value 0.379 indicates this relationship and it
is significant at p = 0.000 < 0.01.

Hog: There is no significant relationship between Twitter and profitability of

automobile car dealers in Rivers State.

Table 2. Relationship between twitter and the measures of business success.

Correlation Matrix for the Relationship between
Twitter and the Measures Business Success

1 Market
Twitter Sales arke Profitability
Growth  Share

Correlation Coefficient ~ 1.000  0.873**  0.379**  0.789**
Twitter Sig. (2-tailed) 0.000 0.000 0.000
N 143 143 143 143

Correlation Coefficient  0.873**  1.000 0.494%*  0.767**
Sales

Sig. (2-tailed 0.000 0.000 0.000
Growth ig: (2-tailed)
N 143 143 143 143
Spearman’s
rho Correlation Coefficient  0.379**  0.494** 1.000 0.203*
Market Sig. (2-tailed 0.000 0.000 0.015
Share ig. (2-tailed) K R .
N 143 143 143 143
Correlation Coefficient  0.789**  0.767**  0.203* 1.000
Profitability Sig. (2-tailed) 0.000 0.000 0.015

N 143 143 143 143

Correlation is significant at the 0.01 level (2-tailed). Correlation is significant at the 0.05 level (2-tailed).
Source: Research Data June, 2017 (SPSS output, version 21.0).
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Data results reveal that there is a strong positive relationship exists between
Twitter and profitability. The rAo value 0.789 indicates this relationship and it is
significant at p = 0.000 < 0.01.

Therefore, based on empirical findings, all previously stated bivariate null
hypothetical statements are hereby rejected and the alternate is accepted. Thus,
the study finds that:

Ha,: There is a significant relationship between Twitter and sales growth of
automobile car dealers in Rivers State.

Ha,: There is a significant relationship between Twitter and market share of
automobile car dealers in Rivers State.

Hag: There is a significant relationship between Twitter and profitability of
automobile car dealers in Rivers State.

Relationship between YouTube and the Measures of Business Success

Table 3 illustrates the test for the three previously postulated hypotheses.

Ho,: There is no significant relationship between YouTube and sales growth
of automobile car dealers in Rivers State.

Data results reveal that there is a strong positive relationship exists between
YouTube and sales growth. The rAo value 0.870 indicates the strength and mag-
nitude of this relationship and it is significant at p = 0.000 < 0.01.

Hog: There is no significant relationship between YouTube and market share
of automobile car dealers in Rivers State.

Data results reveal that there is a strong positive relationship exists between
YouTube and market share. The rA0 value 0.490 indicates the strength and mag-
nitude of this relationship and it is significant at p = 0.000 < 0.01.

Table 3. Correlation matrix for the relationship between YouTube and the measures of
business success.

You Sales Market

tube  Growth  Share Profitability

Correlation Coefficient ~ 1.000  0.870**  0.490**  0.753**

YouTube Sig. (2-tailed) 0.000 0.000 0.000
N 143 143 143 143
Correlation Coefficient  0.870**  1.000  0.494**  0.767**
Sales
Sig. (2-tailed 0.000 0.000 0.000
Growth ig: (2-tailed)
N N 143 143 143 143
Spearman’s
rho Correlation Coefficient  0.490**  0.494** 1.000 0.203*
Market Sig. (2-tailed) 0.000  0.000 0.015
Share
N 143 143 143 143
Correlation Coefficient  0.753**  0.767**  0.203* 1.000
Profitability Sig. (2-tailed) 0.000 0.000 0.015

N 143 143 143 143

Correlation is significant at the 0.01 level (2-tailed). Correlation is significant at the 0.05 level (2-tailed).
Source: Research Data June, 2017 (SPSS output, version 21.0).
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Ho,: There is no significant relationship between YouTube and profitability of
automobile car dealers in Rivers State.

Data results reveal that there is a strong positive relationship exists between
YouTube and profitability. The rAo value 0.753 indicates the strength and mag-
nitude of this relationship and it is significant at p = 0.000 < 0.01. Therefore,
based on empirical findings, all previously stated bivariate null hypothetical
statements are hereby rejected and the alternate is accepted. Thus, the study re-
vealed that:

Ha,: There is a significant relationship between YouTube and sales growth of
automobile car dealers in Rivers State.

Hayg: There is a significant relationship between YouTube and market share of
automobile car dealers in Rivers State.

Hag: There is a significant relationship between YouTube and profitability of
automobile car dealers in Rivers State.

Testing the Significance of the Moderating Influence of Power Supply on the
Relationship between Social Media Marketing and Business Success.

In Table 4, the zero-order correlation between social media marketing and
business success shows the correlation coefficient where Power Supply is not
moderating the variables; and this is, indeed, both fairly high (0.881) and statis-
tically significant (p-value (=0.000) < 0.05). The partial correlation controlling

Table 4. Moderating influence of power supply on the relationship between social media
marketing and business success.

Social Media  Business  Power

Control Variables X
Marketing Success  Supply

Correlation 1.000 0.881 0.902
Social Medi
octa .e 12 Significance (2-tailed) 0.000 0.000
Marketing
Df 0 141 141
Correlation 0.881 1.000 0.875
Business
-none-* . Significance (2-tailed) 0.000 0.000
Success
Df 141 0 141
Correlation 0.902 0.875 1.000
P
ower Significance (2-tailed) 0.000 0.000
Supply
Df 141 141 0
Correlation 1.000 0.440
Social Media
) Significance (2-tailed) 0.000
Marketing
Power Df 0 140
Supply Correlation 0.440 1.000
Busi
ustness Significance (2-tailed) 0.000
Success
Df 140 0

a. Cells contain zero-order (Pearson) correlations. Source: Research Data June, 2017 (SPSS output, version
21.0).
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for Power Supply, however, is (0.440) and statistically significant (p-value (=0.000)
< 0.05). Looking at the zero correlation, we find that both Social Media Market-
ing and Business Success are highly positively correlated with Power Supply, the
control variable. Removing the effect of this control variable reduces the correla-
tion between the other two variables to be 0.440 and significant at a = 0.05,
therefore the null hypothesis is rejected and we conclude that:

Ha,;: Power Supply significantly moderates the relationship between Social

Media Marketing and Business Success of automobile car dealers in Rivers State.

3. Discussion of Findings

In this section, an attempt is made to examine in detail what the research find-
ings depicts. The findings are discussed by relating them to previous related lite-
rature. We therefore begin with the discussion relationship between Facebook
and business success which is measured by sales growth, market share and prof-
itability.

Relationship between Facebook and business success

The test of hypotheses one, two, and three in Table 1, shows that there is a
strong positive relationship between Facebook and each of the measures of
business success in the sample of automobile car dealers in Rivers State. The
positive values of (0.735, 0.320 and 0.705) show the strength of the relationships
between the variables. The p-value (0.00) is less than the level of significance at
(0.05). Therefore, this suggests that a strong and positive relationship exists be-
tween Facebook, sales growth, market share and profitability. Hence, the null
hypotheses are hereby rejected and the alternative hypothesis accepted. Howev-
er, this findings corroborates with the views of [29] that Facebook is the leading
social network utilized by marketers (It provides a marketing and advertising
platform Facebook for Business (FBFB), that aims to help with increasing sales,
generating leads and raising brand awareness. Aside from posting content and
interacting with fans on a fan page, marketers can utilize the advertisement sys-
tem, known also as Facebook Ads. Our finding further aligns with [21] which
sums up that: “Facebook has not only transformed the research and purchase
consideration phase, but it has also provided shoppers with a platform to advo-
cate the products and stores they like”. Facebook showcases an entirely new way
of scrutinizing a product or brand. In line with Robert’s view, it is also the possi-
ble to measure the effectiveness of brand exposure on the Facebook platform.
From the foregoing discourse, it is concluded that Facebook is a great platform
for advertisers to make their products known across different social groups and
backgrounds profitably.

Relationship between Twitter and Business Success

The test of hypotheses four, five and six as shown in Table 2 depicts that a
strong and positive relationship exist between Twitter and each of the measures
of business success in the sample of automobile car dealers in Rivers State. The
positive values of (0.873), (0.379) and (0.789) show the strength of the relation-

ships between the variables. Furthermore, the p-value (0.00) is less than the level
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of significance of (0.05), therefore we reject the null hypotheses and conclude
that a positive and significant relationship exists between Twitter, sales growth,
market share and profitability. This finding however supports the views of [24]
that “Twitter is a versatile tool, used for socio-political campaigns, citizen jour-
nalism and increasingly for marketing purposes, with companies like Dell re-
porting to have gained £1.9 million from sales and cost savings via Twitter Prac-
titioners also predict that Twitter will play a major part in social commerce
phenomenon that could significantly affect business models online”. From the
foregoing discourse, it can be concluded that Twitter is a platform that promotes
a product in real-time and brings customers in.

Relationship between YouTube and Business Success

The test of hypotheses seven, eight and nine as shown in Table 3 depicts that
a strong and positive relationship exist between Youtube and each of the meas-
ures of business success in the sample of automobile car dealers in Rivers State.
The positive large values of (0.870), (0.490) and (0.753) show the strength of the
relationships between the variables. Furthermore, the p-value (0.00) is less than
the level of significance of (0.05); therefore we reject the null hypotheses and
conclude that a positive and significant relationship exists between YouTube,
sales growth, market share and profitability. This finding however supports the
views of [30] who said that: “YouTube provides a forum for people to connect,
inform, and inspire others across the globe and acts as a major distribution plat-
form for original content creators and advertisers, large and small”. It is an im-
peccable means to test your ideas more cost-effectively than ever before, having
the potential of being an integral part of any small business marketing [25] Some
large companies are using YouTube to find video talent [18]. Million unique us-
ers visit YouTube each month, with billions videos viewed each day, with this
type of engagement potential, leading brands are committing considerable re-
sources to build and expand their profiles on the social media channel. YouTube
created a “hyperactive” audience. “This audience is hyperactive because it has
been moved beyond being active in creating meaning to also being active in the
appropriation, creation, distribution, and consumption of content made possible
through technological innovations like YouTube” [18].

Moderating role of power supply on the relationship between social me-
dia marketing and business success.

The partial correlation coefficient result shown in Table 4 indicated that
power supply significantly moderate the relationship social media marketing and
business success of automobile car dealers in Port Harcourt. The zero order cor-
relation relationship social media marketing and business success shows the
correlation coefficient where power supply is not moderating the variables; and
this is fairly high at (0.881) and statistically significant p-value (0.000). The par-
tial correlation controlling for power supply however is a (0.440) and statistically
significant p-value (0.000 < 0.05). The observed positive “relationship” between
social media marketing and business success is due to underlying relationships

between each of those variables and power supply. However, from the aforesaid
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discussion, it is revealed that power supply significantly moderates the relation-
ship between social media marketing and business success of automobile car
dealers in Rivers State. This finding corroborates with that of [31] as quoted in
[32] who considered steady power supply as one of the obstacles to the growth of
online business transaction in Nigeria. An improved or steady power supply en-
hance the growth of online business, owing to the fact that with constant power
supply, business owners can easily power their devices that will enable them to

be connected online.

4. Summary and Findings

The data collected to carry out this research were analyzed and the results have
been discussed.

1) There is a significant relationship between Facebook and sales growth,
market share and profitability of automobile car dealers in Rivers State.

2) There is a significant relationship between Twitter and sales growth, market
share and profitability of automobile car dealers in Rivers State.

3) There is a significant relationship between YouTube and sales growth,
market share and profitability of automobile car dealers in Rivers State.

4) Power supply significantly moderates the relationship between social media
marketing and business success of automobile car dealer in Rivers State.

However, from the above summary of findings, it is obvious that the ability of
automobile car dealers to increase their level of business success are predicted on
their ability to constantly improves on their usage of the social media platforms

better than their competitors.

5. Conclusion

Based on the discussion of findings, empirical data analyses, and the review of
empirical related literature thus far, we posit the following conclusions:

1) Facebook significantly influences sales growth of automobile car dealers in
Rivers State.

2) Facebook significantly influences market share of automobile car dealers in
Rivers State.

3) Facebook significantly influences profitability of automobile car dealers in
Rivers State.

4) Twitter significantly influences sales growth of automobile car dealers in
Rivers State.

5) Twitter significantly influences market share of automobile car dealers in
Rivers State.

6) Twitter significantly influences profitability of automobile car dealers in
Rivers State.

7) YouTube significantly influences sales growth of automobile car dealers in
Rivers State.

8) YouTube significantly influences market share of automobile car dealers in

Rivers State.
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9) YouTube significantly influences profitability of automobile car dealers in
Rivers State.

10) Power supply significantly influences the relationship between social me-
dia marketing and business success of automobile car dealers in Rivers State.

Theoretical Implications of the Study

The use of social media marketing tools as a strategy to improve business suc-
cess of automobile car dealers in Rivers State should be recognized by automo-
bile dealers since both theoretical and empirical evidence has proven that the
dimensions of social media marketing positively correlate with business success.
Theoretically, automobile car dealers should recognize that the social media
marketing platforms can help increase or reduce their level of business viability,
customer attraction and sales volume. In the context of automobile car dealers in
Rivers State, our study has these specific theoretical implications.

1) This study has brought to the fore the significance of social media market-
ing platforms and how its adoption can help automobile car dealers to enhance
their level of business success.

2) This study revealed the Facebook, Twitter and YouTube dimensions of so-
cial media marketing variables that automobile car dealers can manipulate to in-
crease their level of business success.

3) The aforementioned dimensions should be adopted as strategies, building
blocks and guidance to automobile car dealers in Rivers State.

4) Power Supply moderated and had positive and strong significant relation-
ships on social media marketing and business success.

From the findings and discussion, we developed a new social media marketing

and business success model presented in Figure 2.

Facebook
F
Power
Social Media Twitter Supply
Marketing T
|; YouTube
Y
Sales
growth
Business Market
Success share
Profitability N

Figure 2. Social media marketing and business success model.
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Practical Implications

The practical implications drawn from our conclusion are:

Companies that effectively apply and exploit the dimensions of social media
marketing such as Facebook, Twitter and YouTube as strategies will have signif-

icant increase in sales growth, market share and profitability.

6. Recommendations

The main objective of this study was to empirically establish the relationship
between social media marketing and business success as well as to proffer useful
recommendations for corporate performance through the adoption of efficient
social media marketing platforms and strategies.

Based on the findings and conclusions drawn from the study, the researcher
therefore recommends that:

1) Firms should make Facebook, Twitter and YouTube advertisements to be
more appealing, trendy and catchy so that online users will patronize the prod-
uct.

2) Advertisers should give all the details that are needed for easy patronage of
the products.

3) Applications should be made accessible from the cell phones especially the
advertisements. The advertising agencies should adopt Facebook, twitter and
YouTube as a platform for advertising their clients’ products as it has been
proven from this study as being effective in selling the advertised products.

4) The automobile car dealers should also adopt this platform more for adver-
tising their products and services.

5) It is imperative that automobile car dealers stake their claim now on basic
social media platform, like Facebook, twitter and YouTube populate those sites
with the types of information consumers are most likely to search for products
and services, hours of operation, contact phone number, physical address, etc.

6) Social media can be effective, but in order to work its magic, automobile car

dealers should choose the kinds of social sites they use wisely for their business.

7. Contribution to Knowledge Suggestion for Further Studies

This study has contributed immensely to knowledge by extensively considering a
mediating factor (power supply) to examine its effect on the independent varia-
ble (social media marketing) and dependent variable (business success) which is
not common with most empirical studies. Also, three variables of both indepen-
dent and dependent variables were used as against one or two that could be used
in other studies. This however, is a distinct layout on the study. This study has
examined three dimensions of social media marketing. However there are other
dimensions that are not examine in this study. More empirical research expected
to further examine other social media platforms that can impact on business
success of automobile products, such as Myspace, Linkedln, Friendster, Kyte and

Instagram. Again, the researcher suggests that similar study should be carried
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out in other states of the country so that we can compare the outcome with that

of this present study.
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