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Article History Abstract 

Original Research Article  
This study focuses on how social media marketing stimulates customer patronage in the 

South East zone of Nigeria. In particular, the study was carried out to determine how Twitter 

usage influences and enhances customer acquisition and customer loyalty of small scale 

enterprises in South East Nigeria; concentrating on Aba, Enugu and Owerri cities. Survey 

research design was used and questionnaires were distributed as instrument for data 

collection to 380 respondents. Data collected was analyzed using descriptive statistics such 

as simple percentages, mean and standard deviation, while the hypotheses were tested using 

correlation analysis. Findings showed that the use of Twitter as a marketing tool has a 

positive and significant effect on customer acquisition and retention of small scale 

enterprises in the South East of Nigeria. The researchers recommend that small scale 

enterprises in the South East should avail themselves the opportunity of using social media 

(Twitter) to acquire and retain customers and at the same time enable them compete 

favourably in the market. 
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Introduction  

Individuals and firms need to connect with other 

businesses and engage with existing or potential 

customers. Social media provides enormous opportunities 

for companies to connect with these customers and 

potential customers (Abdulraheem, Bello & Imouokhome, 

2018). Most people are using social media these days for 

some personal use but most recently, more and more 

businesses have come to realize that social media is 

crucial for business growth. There is no doubt that social 

media is having an increasing influence on how marketers 

conduct their activities these days. This is obvious as 

people are gradually moving away from the traditional 

way of doing things to the electronic or digital. This is 

evident in the fact that some organizations are already 

tapping into these emerging promotional tools – the social 

media. The unprecedented levels of access that this 

platform provides is that it allows businesses to connect  

 

directly with potential customers and buyers on one on 

one basis, at a much lower cost (Isobel, 2016). It has been 

observed that businesses today are reluctant in making use 

of traditional media because it does not give consumers 

the opportunity to respond immediately to sales adverts, 

and this could be a hindrance to making purchase (Ivy, 

2018).  

Social media sites have changed the way sellers and 

buyers interact with each other. Sites such as Facebook, 

Twitter, Whatsapp, Opera mini, and many more make it 

simple to stay connected in people’s lives. This being the 

case, social media is not just for personal use; it is also a 

great tool for businesses. There are many variants of social 

media and this makes it possible for businesses to be on as 

many of such media sites as possible, for the purpose of 

sharing information among different users/customers. The 

social media plays a great role as consumers may be 
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motivated to buy a specific product when they come 

across it on the social media sites or when they receive 

feedbacks about the product or service on their profile 

page. There is no gainsaying the fact that social media 

have become a major factor in influencing different 

aspects of consumer behaviour including awareness, 

information acquisition, opinions and attitudes. Purchase 

behaviour and post purchase communication and 

evaluation (Kruth, 2017).  

In recent times, the prominence and visibility of social 

media has increased such that businesses have begun to 

utilize social media sites for marketing and advertising 

purposes. The world has been globalized by Information 

Communication Technology (ICT). Social media therefore 

become tools that cannot be ignored by businesses 

because traditional marketing tools such as radio, 

television, newspapers etc are becoming inadequate for 

businesses as they do not provide consumers room for 

immediate feedback. This becomes a very big hindrance to 

impacting consumer behaviour. As such, businesses 

desirous of success must use various social media sites on 

its operation. Social media thus places consumers at the 

centre of the business world and provides marketers a new 

set of tools to interact with consumers and to integrate 

them into the brands through innovative ways.  

Despite the benefits of social media, many organizations 

have not deemed it fit for influencing customer patronage. 

It is against this background that this study is designed to 

examine how enterprises in South East Nigeria can use 

social media especially Twitter to attract customer 

patronage.  Although the social media has been proven to 

be indispensable in this electronic age (Keitzmann, 2012) 

it has been observed that most Nigerian marketers are yet 

to embrace its adoption (Kalu, Nwokah & Ebitu, 2020).   

Conceptual Framework  

The framework developed to guide the research is 

represented diagrammatically as thus: 

 

 

 

 

 

 

 

 

Fig. 1: Conceptual framework of Twitter and Customer patronage. 

Source: Researchers' Desk, 2025 

Objectives of the Study  

The general objective of this study is to determine the 

impact of Twitter on customer patronage of small scale 

enterprises in South East, Nigeria. 

The specific objectives are to: 

1. Determine the effect of the use of Twitter on 

customer retention/loyalty of small scale 

enterprises in the South East.  

2. determine the effect of the use of Twitter on 

customer retention of small scale enterprises 

in the South East.  

 Research Questions 

1. To what extent does the use of Twitter 

influence customer acquisition of small scale  

2. To what extent does the use of Twitter affect 

customer retention of small scale enterprises 

in the South East? 

 

 

 Hypotheses of the Study  

HO1: Twitter use does not significantly affect customer 

acquisition of small scale enterprises in the South East.  

HO2: Twitter use does not significantly affect customer 

retention of small scale enterprises in the South East 

region. 

Scope of the Study  

The geographical scope of the study is the South East 

Region of Nigeria, using Aba, Enugu, and Owerri as 

representative towns. The content or subject scope is the 

theoretical foundation of the study which is Twitter 

marketing and customer loyalty of small scale enterprises. 

The unit scope is the twitter connected small scale 

enterprises in the South East. 

Significance of the Study 

This study will be of benefit to all the small scale 

Social Media Marketing  Patronage 

Twitter 

Customer 

acquisition  

Customer 

Retention 
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enterprises in Nigeria, especially those in the South East. 

This work will expose them to the social media marketing 

competitive advantage in customer acquisition and 

retention/loyalty. It will be significant to consumers who 

through the study will know that they can make their 

purchases from the comfort of their homes. It will also 

benefit the researcher be exposing him to the operations 

and benefits of social media marketing. 

Review of Related Literature 

 Conceptual Review  

Digital and online marketing platforms have increasingly 

become essential tools for organisations, offering rapid, 

wide-ranging, and cost-effective means of promoting 

products and services. Evidence from prior studies 

indicates that the extent to which firms adopt these digital 

channels often varies with organisational size, with small 

enterprises typically demonstrating the lowest level of 

uptake (Bordanaba-Juste, Lucia, & Polo, 2015). Larger 

firms generally possess greater financial strength, 

technological capacity, and human resources, enabling 

them to exploit online marketing opportunities more 

effectively (Bordanaba-Juste et al., 2015). 

Small businesses, which frequently operate at the early 

stages of organisational development, rely heavily on 

effective customer acquisition and retention strategies to 

strengthen market presence and enhance customer 

satisfaction. Traditionally, before the widespread 

integration of digital tools, many successful firms 

depended primarily on word-of-mouth communication to 

build their customer base. In the contemporary digital era, 

however, marketing practices have evolved beyond simple 

product exchange. Modern marketing is increasingly 

centred on building relationships, fostering interaction, 

and creating ongoing engagement between firms and their 

customers (Vargo & Lusch, 2014). This transformation 

has been driven by rapid technological innovations, the 

emergence of new digital communication channels, and 

constant changes across the media landscape (Blahahcarya 

& Bolton, 2010). 

In the current times, the traditional methods of marketing 

seem to have gone beyond the small scale enterprises. 

Therefore, trending alternative which is online marketing 

has largely been suggested as viable option for the small 

scale enterprises. This will enable them to reach out wider 

market environment for broad awareness of their goods 

and services.  

Online Marketing 

Technological progress has created significant 

opportunities for small business owners, enabling them to 

harness digital data for enhanced decision-making and 

improved operational efficiency (Keegan & Rowley, 

2017). According to Dolan, Fahy, and Goodman (2017), 

the expansion of digital content has reshaped patterns of 

communication and engagement among individuals and 

organisations. For small enterprises to fully benefit from 

the possibilities offered by online marketing, it is essential 

that their internal activities and strategic processes adapt 

to ongoing technological developments. Cheng and Liu 

(2017) further caution that neglecting the advantages of 

online marketing can result in reduced productivity, 

diminished revenue streams, and weakened 

communication channels. Online or internet marketing 

refers broadly to the use of digital platforms to advertise 

and promote a business and its brand identity. This 

includes the use of tools such as email campaigns, search 

engines, and social media platforms (Cheng & Liu, 2017). 

Kalu (2019) describes internet marketing as a 

comprehensive set of digital strategies—ranging from 

social media promotion and content creation to pay-per-

click advertising and search engine optimisation. The term 

encompasses various labels, including digital marketing, 

e-marketing, web marketing, or online marketing, all of 

which refer to marketing activities conducted through 

digital networks. Kalu (2019) further argues that online 

marketing is among the most cost-effective approaches for 

reaching target audiences, regardless of business size. 

Similarly, Nwokah and Ngirika (2018) emphasise that any 

marketing effort executed through the internet may be 

classified as internet marketing. 

Social Media Marketing 

Social media has significantly transformed the lives of 

many people and has consequently attracted substantial 

attention from both industry practitioners and academic 

researchers (Kalu, 2019). Kietzmann (2012) describes 

social media as digital platforms that utilize mobile and 

web-based technologies to create highly interactive 

environments through which individuals and communities 

can share, co-create, discuss, and modify user-generated 

content. Unlike traditional websites that simply provide 

information, social media platforms enable two-way 

interaction while delivering information. They constitute a 

group of internet-based applications that facilitate the 

creation and exchange of user-generated content 

(Kietzmann, 2012). 

Although the term “social media” is sometimes confused 

with “social news,” the latter is actually a subset of social 

media, as social news sites also enable user interaction and 

content exchange. Social media marketing refers to the 

process of generating visibility, engagement, and sales 

through social media platforms such as Facebook, 

Pinterest, YouTube, Google+, Instagram, and Twitter 
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(Kalu, Nwokah & Ebitu, 2020). According to these 

authors, social media marketing can be categorized into 

two major approaches: organic (free) and paid strategies. 

The organic social media marketing focuses on building a 

community and deepening relationships with consumers in 

an effort to induce interest and customer loyatly (Kalu, 

Nwokah & Ebitu, 2020). The paid social media marketing 

otherwise known as ‘Pay-per-click‘ uses various paid 

ways to promote your business and each platform has its 

own site of paid promotional options. For instance, using 

Facebook, you can pay to promote your existing organic 

posts or create a dedicated Facebook advert tailored to 

your marketing objectives (Kalu et al., 2020).   

Twitter 

Twitter is an American microblogging and social 

networking service, which users post and interact with 

messages known as “tweets”. Registered users can post, 

like, and retweet tweets, but unregistered users can only 

read them. Users access Twitter through its website 

interface or its mobile-device application software 

(“app”), though the service could also be accessed via sms 

before April 2020. The service is provided by Twitter, 

Inc., a corporation based in San Francisco, California, and 

has more than 25 offices around the world. Tweets were 

originally restricted to 140 characters, but the limit was 

doubled to 280 for non-cjk languages in November, 2017. 

Audio and video tweets remain limited to 140 seconds for 

most accounts, (www.twitter.com).  

Twitter has soared in popularity since its inception in 

2006. Twitter invokes electronic Word of Mouse (E-

WOM) which is a process of conveying information from 

person to person and plays a major role in customer 

buying decisions (Twitter blog, 2009). In the business 

environment, this involves consumers sharing attitudes 

and opinions about a company’s product or services. A 

company with a positive WOM is a very powerful 

marketing asset to have. People use their friends, family 

and other members of their social network as a dependable 

source of information. Twitter therefore opens up a new 

area of E-WOM for businesses as people can describe 

things of interest and express attitudes that they are willing 

to share with others in short posts. This development has 

recently eroded the non-profitable stance attributed to 

Twitter and makes it a model to embrace for the marketer 

to succeed.    

Customer Acquisition   

Customer acquisition is the process of bringing new 

customers or clients to your business. A given 

entrepreneur is faced with stiff competition whatever the 

nature and type of business is today. It is the ability to 

persuade, attract and acquire customers that determines 

the level of his success or otherwise. The goal of customer 

acquisition process is to create a systematic, sustainable 

strategy that can evolve with new trends and changes. 

Since customers taste changes with changing times, the 

entrepreneur is duty bound to change alongside the 

customer for him to remain afloat. Customer acquisition 

management refers to the set of methodologies and 

systems for managing customer prospects and inquiries 

that are generated by a variety of marketing techniques 

which in this case is online marketing (Nwokah, 2018). 

Some successful customer acquisition strategies include 

customer referrals, customer loyalty programmes and the 

likes.  

The first step of any basic customer acquisition plan is to 

identify quality potential customers. This approach allows 

entrepreneurs and businesses to determine which 

individuals express interest in or already use products 

similar to theirs. Next, the enterprise qualifies the lead by 

using various research methods and if chances seem likely 

that you will be able to acquire this new customer, his 

status is upgraded to that of prospect and assigned to a 

salesperson for further interaction, Borgman and Ulusory 

(2015). Appropriate customer acquisition strategies help 

small scale enterprises to grow, and targeted customer 

acquisition programs help companies acquire the right 

customers in a cost effective way. It should be borne in 

mind that customer acquisition costs are often higher than 

customer retention costs and therefore require a thorough 

analysis of the associated benefits (Keegan & Rowley, 

2017). It is as a result of the cost of acquisition of 

customers that marketers strive at maintaining and 

retaining their loyal customers. Therefore, for a given 

enterprise or firm to operate and succeed, it should find 

ways to attract, satisfy and retain customers. 

Customer Retention/Loyalty  

Customer retention refers to the ability of a company or 

product to retain its customers over some specified period 

(Smith, 2017). High customer retention means customers 

of the product or business tend to return to, continue to 

buy or in some other way not defect to another product or 

business, or to non-use entirely (Smith, 2017) Selling 

organizations generally attempt to reduce customer 

defections. Customer retention starts with the first contact 

an entrepreneur or organization has with a customer and 

continues throughout the entire lifetime of a relationship 

and the successful retention efforts taken this entire 

lifecycle into account (Bernett & Rundle-Thiele, 2012). 

On the other hand, customer loyalty can be defined as a 

deeply held commitment to continue with the patronage of 

a preferred product, service or service provider 

consistently in future even in the face of marketing efforts 

capable of causing defection and situational influences, 
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(Oliver, 2019). According to Jones and Sasser (2015), it is 

the feeling of attachment or affection consumers hold 

towards a product, services or company’s personnel.  

A company’s ability to attract and retain new customers is 

related not only to its product or services, but also to the 

way it services its existing customers, the value the 

customers actually perceive as a result of utilizing the 

solutions, and the reputation it creates within and across 

the market place (Cheng & Liu, 2017). Successful 

customer retention involves more than giving the customer 

what they expect. Generating loyal advocates of the brand 

might mean exceeding customer expectations. The key 

differentiation in a competitive environment is often the 

delivery of a consistently high standard of customer 

service (Borgman & Ulusory, 2015). Further, in the 

emerging world of customer success, retention is a major 

objective (Banica, Brinzea & Raduleslu, 2015). Customer 

retention has a direct impact on profitability. Research by 

John Fleming and Jim Asplund (2016) indicates that 

engaged customers, while having engaged employees 

return a revenue gain of 3.4 times the norm.  

Theoretical Review  

Social Media Theory/Model  

The Social Media Theory also known as J C social media 

was propounded by Kingson (2008). This theory is 

relatively unknown and was developed to help to explain 

what people say and do online. The content of this model 

forms the backbone of social media for commercial use. 

Having strong content contributes to many goals of social 

media marketing and the key to leveraging those all-

important algorithms. Broadly speaking, social media 

content comprises of three different elements – Every 

piece of content shared on social media has a varying 

degree of self-promotion, value adding and interaction.  

Self-promotion tries to portray something directly selling 

goods or promoting the brand to the audience. Proper 

presentation of the product, its quality and the firm’s 

image will go a long way in the customers’ acceptance of 

the product. Value adding refers to entertaining the 

audience in some way and creating a positive reaction. 

This answers the question of what use is the product to the 

customer. Interaction – aiming to make an actual two-way 

conversation with individuals online. Effective 

communication and your ability to convince the customer 

will create room for interaction. The very fact that 

something is being posted to a social media site means 

these three factors will be at play. This is further 

illustrated by the diagram of the social media content 

matrix thereby illustrating the relationship of the content 

matrix (see Fig. 2).  

 

 

      Value adding 

           

Current                                 Desired   

 

 

    Self promotion            Interaction  

Fig. 2: Social Media Content Matrix 

Source: (Kingston, 2008) https//www.jcsocialmedia.com 

Perceived Risk Theory  

This is another theory relevant to the study of online 

marketing as people likely view the levels of risk 

associated with their action. Hanafizadeh, Keating and 

Kedmatgozar (2015) opines that perceived risk theory 

highlights that adopters of new innovations must weigh 

the potential benefits against the inherent risks in the case 

of online marketing adoption, these risks are generally of a 

performance or psycho-social in nature. The benefit of 

using the online marketing compared to the financial, 

transactional and product quality involved in buying 

online.  

The Theory of Reasoned Action (TRA) 

Human beings are logical beings and always weigh the 

reasons and implications of their actions. The Theory of 

Reasoned Action (TRA) was framed by Fishbein and 

Ajzen (1975). The theory is one of the most broadly 

studied and applied method to explain planned behaviours 

of people as well as the factors influencing the 

implementation of those behaviour. Behavioural intention 

of people is considered to be determined by two things – 

individual attitude and subjective norm. The former 

explains the positive or negative beliefs individuals have 

about implementing particular decisions while the 

subjective norm according to Fishbein and Ajzen (1975) is 
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based on individual’s perception.    

However, this research will be anchored on the Social 

Media Theory/Model.            

Empirical Review  

Oyakhire (2021) conducted a study examining the effect 

of digital marketing strategies on consumers’ patronage of 

online businesses in Nigeria. The research employed a 

survey design involving 30 leading online businesses, 

from which five top management staff members were 

purposively selected from each organization. Data were 

collected using a structured questionnaire and analyzed 

using descriptive statistics—mean and standard 

deviation—while the hypotheses were tested through 

correlation and multiple regression analyses. The findings 

revealed that social media marketing, email marketing, 

and affiliate marketing strategies exert positive influences 

on consumers’ patronage. Overall, all the digital 

marketing strategy indicators demonstrated a positive 

effect on consumers’ patronage. 

Ayola and Ibrahim (2020) explored how various electronic 

marketing practices influence customer satisfaction within 

Nigeria’s aviation sector. Employing a survey approach, 

the researchers drew their sample from the country’s 18 

registered domestic airlines, selecting six that were 

actively operating at the time of the study. Information 

was gathered from 100 airline customers through a 

structured questionnaire. The responses were evaluated 

using descriptive statistics—such as frequency 

distributions, mean values, and standard deviations—as 

well as regression-based inferential techniques. The results 

indicated that key digital marketing tools, including search 

engine optimization, social media engagement, and email-

based promotion, contributed positively to customers’ 

satisfaction with aviation services in Nigeria.  

Chetanya Singh (2020) in New Delhi India carried out a 

research with the objective of finding out the effectiveness 

of digital marketing initiatives on demographic profile in 

improving sales with special reference to HDFC bank. To 

determine the effectiveness of digital marketing initiatives 

in improving customer retention and satisfaction on basis 

of demographic profiles, data was collected and a test of 

homogeneity of variances for age, occupation and other 

variables were applied using the statistical tool of Anova. 

Results showed that digital marketing initiatives on 

demographic profiles enhanced special attachment to 

HDFC Bank of India.  

Binita and Kanshik (2019) carried out a research in Vartak 

on social media and customer acquisition, a study of 

Branded Apparels. Primary data of 386 was collected by 

making a structured questionnaire using a simple random 

technique for business experts in Bengaluru Vartak. Grey 

analysis was used to interpret the results of the collected 

data and to highlight the most effective factors. Findings 

show that social media marketing is the most effective 

digital marketing tool among the SEO (Search Engine 

Optimisation).  

Narges, Laily, and Ali (2018) investigated factors shaping 

consumers’ online purchasing behaviour in Malaysia. 

Their study focused on identifying the key determinants of 

both consumers’ attitudes toward online shopping and 

their intention to engage in internet-based purchases. 

Grounded in the Theory of Reasoned Action (TRA) and 

related behavioural models, the research provided a 

framework for understanding how Malaysian consumers 

decide to adopt online shopping practices. Using 

purposive sampling, the authors selected 370 students 

from a Malaysian public university as respondents. Data 

were gathered through a structured, self-administered 

questionnaire and analyzed using frequency statistics and 

path analysis. The findings revealed that trust and attitude 

exerted the most significant direct influence on purchase 

intention, while factors such as utilitarian value, 

convenience, pricing advantages, broader product choices, 

and income indirectly affected online shopping intention 

through their impact on consumer attitudes. 

Research Gap  

From the empirical reviews carried out, several knowledge 

gaps exist. There are gaps in various dimensions of the 

study ranging from under-represented samples in the 

studies, methodological flaws, over-looked variables and 

the likes. More so, some of the empirical works are not 

domesticated in Nigeria with Nigerian peculiarities, 

especially in the South East. Some of the theories did not 

even capture the variables necessary in the application of 

online marketing activity. This study is positioned to take 

care of these perceived gaps in literature. 

Research Methods 

Research Design  

The research design adopted for this study is survey 

research design. The research design is a blue print as well 

as a road map that guides the study, (Browen, 2008). The 

survey method is suitable for use in this study, as it 

permits the researcher to engage business leaders in semi-

structured interviews and open ended questions. The 

survey method is adopted in order to understand the 

experiences of the community or employees and to convey 

the effect of social media marketing on patronage of small 

scale enterprises. 

Sources of Data Collection  

The study collected both primary and secondary data 

which were utilized in the analysis. The primary data are 
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those generated by the researcher in the field of survey 

through the use of questionnaire and oral interviews. The 

secondary data is the already existing information relating 

to the topic of the study that exists in published books, 

journals, and online/internet sources such as Google. 

 Population of the Study  

The population of this study consists of all internet-

connected small scale enterprises in the South East, 

Nigeria. The population of internet-connected Nigerians in 

the South East is 13,398,686, approximately 13.4 million, 

(National Bureau of Statistics, 2020). 

Sample Size determination 

The sample size is the actual respondents in the study 

by the researcher (Morse, 2015). The sample size is 

selected based on the information the sample population 

holds and should be small because qualitative studies 

aim to create relationships with participants (Morse, 

2015). The size however, must be relevant enough as 

not to prevent findings from being valid. Also too large 

a sample may amplify the detection of differences, 

emphasizing statistical differences not relevant to the 

study (Faber & Forseca, 2014).   

The population of this study is very large -13.4 million 

(National Bureau of Statistics, 2020) and as such the 

researcher considered Cochran’s formula for large 

population appropriate for the determination of the 

sample size. 

The Cochran formula is given as: 

𝑛 = (𝑍^2 𝑃𝑞)/𝑒^2  

(Source: https://www.statisticshowto.com/probability-

and-statistics/find-sample-size/) 

Where: 

𝑛 = Sample Size 

𝑒   = The desired level of precision (ie. margin error) 

𝑃  = The (estimated) proportion of the population which 

has the attribute in question. 

𝑞  = 1 − 𝑃 

𝑍 = Table value, 1.96 

Here, it is assumed that half of the population makes 

use of social media for marketing; that is 0.5 at 5% 

level of significance or 95% confidence level which 

gives us 𝑍 value of 1.96 in the normal table. 

Therefore, 

𝑛 =
(1.96)2(0.5)(0.5)

(0.05)2
= 385 

The above sample size of 385 will be used and divided 

into three for the three states under study. The sample is 

divided into three equal parts of 128 each, because each 

of the states with higher sample will appear to dominate 

or determine the outcome. However, the most visible 

and active 128 small scale business owners will be 

used. 

Sampling methods  

The researcher will adopt a non-probability sampling 

technique of convenience sampling method. This is to 

ensure objectivity and accuracy of data while allowing 

the researcher the freedom to choose from the 

population.  

Instrument for data collection  

A structured questionnaire was the instrument for data 

collection. This is necessary because the questionnaire 

and the hypotheses were analyzed based on this primary 

data. Structured interview questions were asked the 

respondents, and the questions were recorded and 

interpreted. 

Method of data collection/Administration of 

Instrument  

Copies of the instrument were administered to the 

internet-connected respondents. These online 

respondents were reached through their union 

platforms, email, whatsapp, blog posts as well as 

through the use of survey monkey (creating free online 

polls or questionnaire for the purpose of this study). 

This was followed by constantly reminding them 

electronically to ensure higher rate of return over a one 

month period. 

Reliability  

In order to ascertain the reliability of the instrument for 

the study, a test-retest exercise was conducted in order 

to test for consistency. The responses were similar over 

a one week interval. In addition, the Cronbach Alpha 

test of reliability was carried out and a co-efficient 

value of 0.86 was achieved, reflecting a high level of 

reliability according to Nunnely (2010), who said that 

any such test that is up to 0.70 and above is reliable. 

Validity of the Instrument  

The face and content validity of the instrument was 

established through the assessment of experts in the 

field of marketing research. In addition, the instruments 

so developed underwent scrutiny by the supervisors and 

other research experts to ensure validity. 
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Method of Data Analysis  

The data collected from the field of research was 

analyzed with descriptive statistics, frequency counts, 

mean and simple percentages. In addition, Pearson 

Correlation analysis was used to test the hypotheses at 

5% level of significance with the aid of SPSS version 

20. 

Data Analysis 

4.1 Table 1: Demographic Features of the Respondents 

Demographic Characteristics Categories/Class Frequency Percentage 

Age   21-40years 

41 – 60years 

61 and above 

189 

133 

58 

49.75% 

35% 

15.25% 

Gender  Male 

Female 

199 

181 

52.0% 

48.0% 

Educational Qualification Non-formal Education 

O level Qualifications 

First Degree 

Post Graduate Qualifications 

24 

41 

202 

111 

6.25% 

10.75% 

53.75% 

29.25% 

Marital Status Single 

Married 

188 

192 

 

Residential location Aba 

Enugu 

Owerri 

125 

127 

128 

33% 

33.4% 

33.6% 

Occupation Self Employed 

Employed  

380 

0 

100% 

0% 

Online support to Business Yes (   )  

No (   ) 

380 

0 

100% 

0% 

Nature of Business  Service Business 

Trading  

Production 

125 

157 

78 

33% 

41% 

26% 

Social Media supports my business Yes (   )  

No (   ) 

380 

0 

100% 

0% 

Type of social media marketing 

adopted  

SOCIAL MEDIA OPTIONS 

Whatsapp 

Facebook 

Opera mini 

Twitter 

Combination 

YES 

340 

352 

224 

356 

380 

NO4

0 

28 

154 

24 

0 

Usage % 

89% 

92% 

59% 

94% 

100% 

Source: Researchers’ desk 2024 

The table 1.1 shows the respondents’ demographic 

features. It commences with the age classification of the 

respondents. The age class shows that majority of the 

SMEs in the South East are between the ages of 21 to 40 

years and this represents 49.75 percent of the respondents. 

Also, 35 percent of the respondents are between the ages 

of 41 to 60 years.  The rest are 61 years and above, which 

represents only 15.25 percent of the respondents. All the 

respondents are literate except 6.25 percent that do not 

have opportunity to gain a formal education. 

Notwithstanding, these set of clients are internet aspirers 

and are ready to innovate to meet up with the current 

business needs of the society. Hence, they have social 

media supports. The location of the respondents is 

represented thus; Aba, Enugu and Owerri (125, 127 and 

128 respondents) respectively. This implies that the major 

cities of the South East are well represented in this study. 

All the respondents (380) are self-employed and this 

implies that the majority of the respondents are managers 

of their respective businesses. Here, data analysis reviews 

the descriptive analysis of all the item questions that 

contribute to the measurement of each variable. 
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Table 2: Descriptive Analysis of Twitter 

Source: Researchers’ desk, 2024 

Table 2 above shows that Twitter platform helps to generate prospects for SMEs in the South East. A good number of the 

respondents-138 (36.25%) affirmed this. It also allows them to be part of the media and user creation. 

Table 3: Descriptive Analysis of Customer Acquisition 

Source: Researchers’ desk, 2024 

The table 3 above shows that the interactive features of the social media (Twitter) helps to engage prospective customers 

and SMEs. The social media enhances the conversion of the prospects to customers, and this is affirmed by a good number 

of the respondents- 272 (71.5%). 

Table 4: Descriptive Analysis of Customer Retention 

Source: Researchers’ Desk, 2024 

The table above shows that the social media interaction and feedbacks contribute to the sustainability and satisfaction of 

customers. This is affirmed by a good number of the respondents- 286 (71.5%). It is also observed that social media’s 

ability to consistently remind and persuade customers encourages patronage. 

 

Table 4.6    Item Statistics on   Twitter 

SA A D SD 

Mean 

Std. 

Deviation N 

Twitter platform generates prospects for SMEs 36.25% 

(138) 

15.75% 

(59) 

26% 

(100) 

22% 

(84) 

4.35 1.32 
380 

The messages are very attractive to the target audience. 19% 

(76) 

61.5% 

(286) 

5% 

 (20) 

4.5% 

(18) 

4.12 3.25 
380 

It has strong precision for the right clients in the online 

presence. 

24% 

(91) 

2% 

(7) 

48% 

(182) 

26% 

(100) 

4.27 6.22 
380 

Allows customers to be part of the media and user 

creation. 

19% 

(72) 

61.5% 

(272) 

5% 

 (19) 

4.5% 

(17) 

4.12 3.25 
380 

 

Table 4.8 Item Statistics on  Customer Acquisition 

SA A D SD 

Mean 

Std. 

Deviation N 

Social media supports the users content generation 

between client and SMEs. 

36.25% 

(138) 

15.75% 

(59) 

26% 

(100) 

22% 

(84) 

4.35 1.32 
380 

The interactive features of social media help to engage 

prospects and clients. 

19% 

(76) 

71.5% 

(286) 

5% 

 (20) 

4.5% 

(18) 

4.12 3.25 
380 

It supports the customer journey/loyalty with a brand 24% 

(91) 

2% 

(7) 

2.5% 

(9) 

71.5% 

(273) 

4.27 6.22 
380 

Social media enhances the conversion of prospects to 

customers. 

19% 

(72) 

71.5% 

(272) 

5% 

 (19) 

4.5% 

(17) 

4.12 3.25 
380 

 

Table 4.9 Item Statistics on  Customer Retention 

SA A D SD 

Mean 

Std. 

Deviation N 

Social media engages customers in online presence and 

encourages them not to switch. 

36.25% 

(138) 

15.75% 

(59) 

26% 

(100) 

22% 

(84) 

4.35 1.32 
380 

Interactive media and feedbacks contributes to 

sustainable client satisfaction 

19% 

(76) 

71.5% 

(286) 

5% 

 (20) 

4.5% 

(18) 

4.12 3.25 
380 

User content generation nature of social media helps to 

build bond and loyalty. 

24% 

(91) 

47.5% 

(180) 

2.5% 

(9) 

26% 

(100) 

4.27 6.22 
380 

Social media reminds and persuades consistent client 

patronage. 

19% 

(72) 

71.5% 

(272) 

5% 

 (19) 

4.5% 

(17) 

4.12 3.25 
380 
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Data Quality Test 

Table 5: Reliability Test Result of Cronbach Alpha   

 

Mean Std. Deviation N 

Cronbach's 

Alphaa 

N of Items 

Customer Acquisition 3.1299 1.04770 385 .758 4 

Customer Loyalty 3.0286 1.08095 385 .912 4 

Twitter 2.9506 1.06808 385 .855 4 

Source: SPSS output, 2024 

The table above shows the data quality analysis using the Cronbach alpha test. There three variables understudy. Each 

variable are measured with 4 item question, the Cronbach alpha result confirms that customer acquisition, customer loyalty 

and Twitter have 0.758, 0.812 and 0.855 respectively. This shows that all the items used to measure the 3 variables are 

reliable since the exceeded the benchmark value of 0.7 according to Nunnely (2010). 

Social Media and Customer Patronage in South East Nigeria 

Ho1:  Twitter use does not significantly affect customer acquisition of small scale enterprises in the South East region. 

HO2: Twitter use does not significantly affect customer loyalty of small scale enterprises in the South East region. 

To analyze the hypotheses of the study, the study adopted Pearson Correlation Analysis. The result is represented in table 6. 

Table 6: Correlation Analysis 

  Customer 

Acquisition Customer Loyalty Twitter 

Customer Acquisition Pearson Correlation 1 .031 .892 

Sig. (2-tailed)  .542 .001 

N 385 385 385 

Customer Loyalty Pearson Correlation .031 1 .508 

Sig. (2-tailed) .542  .009 

N 385 385 385 

Twitter Pearson Correlation .892 .508 1 

Sig. (2-tailed) .001 .009  

N 385 385 385 

Source: Researchers’ SPSS output, 2024 

Result of the Study 

The result from table 6 shows that the paired sample 

correlation analysis between Customer Acquisition and 

Twitter has r2 = 0.892 correlation coefficient. The level of 

significance is 0.05 while the sample size is 385. The 

result implies that with a correlation coefficient value of 

0.892 there is a very strong relationship between customer 

acquisition and Twitter. We reject the HO and accept HI. 

Hence we conclude that Twitter usage has a significant 

effect on customer acquisition of SMEs in South East 

region of Nigeria. 

To test the second hypothesis, HO2: Twitter use does not 

significantly affect customer loyalty of small scale 

enterprises in the South East region. The result of the 

analysis as shown in table 5 of the correlation coefficient 

value for Twitter and customer loyalty in SMEs is r2 = 

0.508. The Study result implies that at less than 5 percent 

level of significant, Twitter moderately affect the 

customer loyalty of the SMEs in South East region of 

Nigeria. We therefore reject HO2 and accept HI2 and 

conclude that Twitter use significantly affect customer 

loyalty of SMEs in South East region. 

 Summary of Findings 

After reviewing literatures and analyzing data from the 

field of study, it was found that: 

1. Majority of then SMEs in the South East are 

mostly youths, which represents 49.75% of the 

respondents. 
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2. Most of the respondents makes use of Whatsapp, 

Facebook and Twitter 

3. The respondents are educated (i.e. they have basic 

education) 

4. Twitter usage has significant effect on customer 

acquisition of SMEs in the South East. 

5. Twitter moderately affects customer retention or 

loyalty. 

6. Nigerians, especially those in South East are 

gradually embracing the social media sites for 

marketing and purchases of their products. 
 

Discussion of Findings 

From the result, Twitter significantly affects customer 

acquisition of small enterprises in the South East. As a 

social media marketing tool, evidence of this study proves 

that Twitter stands out as a significant tool for driving 

online customer acquisition in the South East, especially 

among the SMEs. Twitter has a wider reach and increase 

touch point of the SMEs with their prospects in the South 

East and beyond. This result is supported by Ekonomi 

(2020) in his study which confirms that social media as a 

marketing tool improves SME sales performance. 

Srinivasan,  Bajaj, and Bhanot (2016) opined that social 

media strategies used by Micro, Small and Medium 

Enterprises transforms the customer acquisition and 

retention in SMEs sectors of India. Klassen, (2018) opined 

that SMEs make use of social media in attracting 

customers. Angga, Satria and Ayi (2017) stated that in 

practice, marketers use social media to communicate with 

consumers interactively to create value for SMEs 

customers. Twitter social media marketing site can help 

SMEs to explain consumers' motivation and attitudes on 

based on its user generated content features. 

Twitter usage as a social media has a moderate effect on 

customer loyalty in SMEs in South East region. Twitter 

moderately contributes to the customer loyalty, which 

means that is not the only reason or driving factor for the 

loyalty of SMEs in South East region. Twitter as a social 

media has the capacity to create awareness and persuade 

customers to patronize a product of any SMEs. The 

product ability to satisfy a customer’s need keeps and 

motivates him to refer the product to others. Twitter is a 

good tool to remind the customer about a product brand. 

The correlation coefficient value for Twitter and customer 

loyalty in SMEs is r2 = 0.508. The Study result implies 

that at less than 5 percent level of significant, Twitter 

moderately affect the customer loyalty of the SMEs in 

South east region of Nigeria. Furthermore, Twitter as a 

social media have exuded a corporate ambiance and 

concise message that have an acceptable perception by the 

general public, hence it is seen as informative medium 

than a persuasive channel. Another plausible result 

identified in Pentina, Koh and Le, (2018), who stated that 

social factors motivate the adoption of social media 

marketing by SMEs in United States of America. Social 

influence is a strong determinant of the intention to 

continue employing this marketing technology. As the use 

of social media increase by the population of internet users 

in Nigeria, SMEs increase their online presence or 

visibility through the social media. 

Conclusion 

Social media has proven to be a plausible strategy for 

customer patronage; the findings of this research affirm 

that Twitter has a strong effect on customer acquisition 

and a moderate effect on the customer loyalty. Above all, 

social media has various level of effect on the customer 

acquisition and loyalty in the South East region of Nigeria. 

Social media has a significant role in engaging and 

keeping the customers informed with the trends of events. 

As a user generated content (UGC), it is imperative that 

every organization should embrace the social media 

strategy as an option for the SMEs in the region and 

beyond. 

Recommendations 

Twitter enjoys its significant position in the social media 

marketing because of concise nature/feature of 

tweets/messages; hence it encourages online followers to 

read. Twitter has enjoyed higher corporate integrity when 

compared to other social media. Also, public and private 

sectors have appreciated the Twitter platforms as a better 

social media marketing platform; hence impact on 

customer acquisition and retention is not far from the 

factual. 

The communication of the SMEs on the social media 

should consider the context, be concise and constructive to 

suit the targeted audience or customers. Attracting new 

customers is very important for long term profitability; 

therefore SMEs should consider the application of the 

acquisition practices which are identified by this research. 

Limitations of the Study 

Certain factors impeded the progress of the study. The 

frameworks and concepts on which the study was based 

affected its originality or otherwise. The respondents were 

economical with some information and were reluctant in 

responding to the questions. However, the researcher was 

able to overcome all that and delivered good quality 

results through encouragement, persistence and 

persuasion. 

 

 

https://www.semanticscholar.org/author/R.-Srinivasan/32488218
https://www.semanticscholar.org/author/R.-Bajaj/123321325
https://www.semanticscholar.org/author/Sandeep-Bhanot/97546112


  UKR Journal of Economics, Business and Management (UKRJEBM).  Published by UKR Publisher 181 

 

References 

1. Abdulraheem, M., Bello, A. K. & Imouokhome, E. 

O. (2018). Impact of social media on customers 

patronage of Shoprite in the Southern West, Nigeria. 

International Journal of Mgt and Social Research, 4 

(1). 

2. Ayola & Ibrahim (2020) Examine the effect of 

electronic marketing on customer satisfaction of 

selected aviation services in Nigeria 

3. Bhattacharya, C. B. & Bolton, R. N. (2010) 

Relationship marketing in mass markets. A 

Handbook of relationship marketing, 2000. 

4. Bordonaba –Juste, V., Lucia-Palacious, L. & Polo-

Redondo, Y (2015). The influence of organizational 

factors on e-business use, analysis of firm size. 

Marketing Intelligence and Planning, 30 (2), 212 – 

220.  

5. Cheng, J. & Liu, S. (2017). A study of innovative 

product marketing strategies for technological SMEs. 

Journal of Small Business and Enterprise 

Development, 23, 495 – 513. 

6. Ekonomi, E. (2020). Enhance sales performance with 

facebook advertising in SMES. retrieved on 

02/12/2020 from 

https://www.semanticscholar.org/paper/ENHANCE-

SALES-PERFORMANCE-WITH-FACEBOOK-

ADVERTISING-

Ekonomi/3564f0e4bc81827221c8335322038138f9a9

8fee 

7. Hamafizadeh, P. (2015). A systematic review of 

internet banking adoption. Telematics and 

Informatics. Retrieved online from 

idx.doi.org/w.1016ij.tele2015. 20/2/21.  

8. Jobber, D. & Ellis – Chadwick, F. (2013). Principles 

and practice of marketing – 7th Edition. McGraw-

Hill Education.  

9. Kalu, A. O. U. (2019). Website attribute and 

customer patronage of electronic vendors in Lagos, 

Nigeria. Doctoral Dissertation, College of 

Management Sciences, Michael Okpara University 

of Agriculture, Umudike Abia Stae Nigeria.  

10. Kalu, A. O., Nwokah, N. G. & Ebitu, C. (2020). 

Environmental forces as catalysts in electronic 

marketing, the 21st Century Trend in Nigeria. 

Singaporean Journal of Business, Economics and 

Management, 5 (8), 46 – 56.   

11. Kietzmann, H. (2012). Social media? Get serious! 

Understanding the functional building blocks of 

Social media. Business Horizons, 54, 241 – 251 

12. Klaassen , T. H. J. (2016). How do SMEs attract new 

customers to sustain future business growth?  An 

exploratory study into acquisition practices of small 

companies Enschede, the Netherlands. Master Thesis 

in Business Administration Educational institution, 

University of Twente, School of Management and 

Governance. 

13. Kruth, W. (2017). The truth about online consumers; 

2017 global online consumer report. Retrieved from 

http://www.kpmg.com/onlineconsumers.27/8/2021 

14. Nwokah, H. G. & Ngirika (2018). Online advertising 

and customer satisfaction of e-retailing firms in 

Nigeria. Intelligent Information management, 10(1), 

16 – 41.  

15. Oliver, R. L. (2019). Whence consumer loyalty? 

Journal of Marketing, 63, 33-44. 

16. Oyakhire, V.A. (2020). Digital marketing strategy 

and customer patronage of online business in 

Nigeria. International Journal of Academic 

Accounting, Finance and Management Research, 

5(4). 

17. Pentina, I., Koh, A.C. and Le, T.T. (2018). Adoption 

of social networks marketing by SMEs: Exploring 

the role of social influences and experience in 

technology acceptance. International Journal of 

Internet Marketing and Advertising, X(Y). 

18. Smith, A. (2017). The evolution of technology 

adoption and usage. Washington, D. C.: Pew 

Research Centre.  

19. Srinivasan, R.,  Bajaj, R. &  Bhanot, S. (2016). 

Impact of social media marketing strategies used by 

micro small and medium enterprises (MSMEs) on 

customer acquisition and retention in Mumbai.  

Retrieved online on 12/12/2020 from 

https//www.semanticscholar.org/author/rSiriviasan/3

2488218. 

20. Ugurula, E. (2009). Real exchange rate and 

economic growth. Journal of Marketing, 22, 191-

212.  

21. Vargo, S. L. & Lusch, R. F. (2014). Evolving to a 

new dominant logic for marketing. Journal of 

Marketing. 68 (1), 1 – 17. 

 

 

https://www.semanticscholar.org/author/Fak-Ekonomi/96873412
http://www.kpmg.com/onlineconsumers.27/8/2021
https://www.semanticscholar.org/author/R.-Srinivasan/32488218
https://www.semanticscholar.org/author/Sandeep-Bhanot/97546112

