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Ngirika, D. (2018) Online Advertising and

Customer Satisfaction of E-Tailing Firms in L his study examined the Impact of Online Advertising on Customers Satisfac-
Nigeria. Intelligent Information Manage-  tion of E-tailing Firms in Nigeria. A survey research design was adopted. The

ment, 10, 16-41. source of data used in this study was mainly primary data from the issuance of
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Received: November 1. 2017 thering on both variables which formed the basis for the argument. Out of a
Accepted: January 2, 2018 total of three hundred and eighty four (384) copies of questionnaire distri-
Published: January 5, 2018 buted, two hundred and eighty five (285) copies was used for analysis and

analyzed using Spearman’s Rank Order Correlation Coefficient with the help
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Open Access line advertising is a key determinant of customer satisfaction as it is consi-

dered as a point of interaction between customers and the company from

veal amongst others that there is a positive and strong relationship between

which they buy their products. A heuristic model was proposed to show our
contribution to knowledge that the relationship between e-mail marketing
and measures of customer satisfaction is very strong and is moderate on all
other tested hypotheses. And the study recommends that advertising manag-
ers of e-tailing firms must develop and formulate e-mail marketing programs
that will satisfy the needs of consumers and advert should be placed on sta-
tions and places where consumers can easily identify with them and make a
purchase. Suggestions for further studies were outlined.
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1. Background to the Study

The internet revolution of the last two decades has changed the ways business
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and personal life is conducted. Globalization is made possible principally due to
the growth and development of internet. Most businesses are done electronically
to supplement or replace completely the traditional brick and mortar type of
businesses. To survive and excel in this fierce competitive world economy, com-
panies have accepted the use of internet globally. Marketing is not left out in this
great wind of change that has transformed all sectors of the economy. Internet
has changed the rules and marketing practitioners have no choice but to comply.
Information and communication technology, as it now called, is now playing a
key role in all elements of marketing mix and the new concept acknowledges the
importance of communication in their interface between a business and its cus-
tomers [1].

Internet is not just a new channel of promotion, as it has caused a turning
point, a complete shift to a new business model, which results in an inevitable
re-conceptualization of the very nature of marketing. The new communication
technology has created a new dynamic environment which changed the previous
market-oriented, top-to-down and unilateral approach to customer oriented,
bottom-to-top and reciprocal process. The internet permits the purchasing of
products and services from the comfort of your home or anywhere you have in-
ternet access, even in the remotest villages. Goods and services are made availa-
ble 24/7 and 365 days at the click of a computer mouse or smart phone and other
mobile devices. The use of internet for conducting business led to the emergence
of such concepts as e-business, e-commerce, e-tailing, etc. Electronic business
(e-business) refers to conducting business online while electronic commerce
(e-commerce) is part of e-business. E-commerce refers to sharing of business
information and conducting of business transactions through the internet or any
other telecommunications network [2]. E-tailing or online shopping refers to
online shopping where goods and services are sold directly to consumers elec-
tronically, which is business to consumer (B2C) [3]. Online shopping has be-
come a popular means of shopping globally and has witnessed a rapid growth in
recent times because of its numerous merits for both retailers including con-
sumers such as 24 hours facilities, saving time and cost, convenience, decreased
overhead cost [4]. This is especially common in the developed countries where
every store has its own website. Online shopping is becoming popular in Nigeria
as many people in the cities have realized the benefit of online shopping.

In Nigeria, the use of online advertising is increasing as many firms have en-
tered the online retailing business (e-tailing) [4]. This is to provide the benefit of
online shopping. It is not enough to establish e-tailing firms, use various adver-
tising channels, but the ability to satisfy and meet the expectations of customers.
Successful customer satisfaction will increase revenue and enhance the company
overall performance. Online advertising effectiveness is influenced by such fac-
tors as simplicity of advert, attractiveness of advert, location of advert on the
website, ease of order placement and prompt delivery, affordable price and qual-

ity product, etc. [4]. Effective online advertising inform, convince and retain
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customers. Internet has gain dominance in online shops. But many companies
have moved from a product-centric to a customer-centric price. Customer re-
tention directly affects customer satisfaction. Retention is a challenge to cus-
tomer satisfaction in Nigeria it is of important to study the determinants of cus-
tomer satisfaction [5]. The key factor in any organization is customer satisfac-
tion, because it determines organization’s level of success [5]. According to [6] if
a customer is not well taking care of, dissatisfaction will set in which leads to
negative word of mouth, customers may switch over to competitors brands and
this will lead to reduction in profit, customer turnover, patronage and difficulty
in retention. But for a firm to achieve customer satisfaction it should focus on
the customers, employee empowerment, process ownership, team building, and
partnering with customers and suppliers, improvement of the firm’s reputation

and image [3].

2. Theoretical Foundations and Operational Framework

Instant gratification mathematical theory was originated by Robertz in 1956 [6].
He said that two things are responsible for the successful theory: First, the dis-
count function should be on the difference between the current time and the fu-
ture time at which discounted reward is consumed. Second, the discount func-
tion should not be exponential. He went further to state that empirical discount
rate reduces with time horizon. Today’s generation has Nicknamed “Microwave
generation” because they are used to getting things so fast. Because of internet
evolution and technology there is no little to no patience in people any longer.
Instant gratification theory saw the fast place environment in which we live that
requires instant action and how things happen at once and quickly. By implica-
tion online advertising has impact on consumers as that the use of internet to
advertise makes it faster, efficient and effective [5].

Figure 1 proposes that online advertising influences customers’ satisfaction. It

Customer

E-mail Marketing

I ( Retention
Affiliate Marketing ‘«
Positive Word of
Mouth

Web Banner

Figure 1. Operational conceptual framework of relationship between online
advertising and customer satisfaction. Source: Researcher conceptualization
from review of related literature, 2017.
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proposes three dimensions of online advertising as the in depended variable to
include, e-mail marketing, affiliate marketing and web banner. The depended
variables customer satisfaction is proposed to be measured by customer reten-
tion and positive word of mouth.

3. Concept of Online Advertising

As a means of information, persuasion and promotion, advertising has existed as
a promotional mix element for several decades. Advertising is seen as an impor-
tant and well known form of marketing communication, and as a communica-
tion tool, it uses various forms of mass media to get sales messages across large
number of people. The traditional mass media for advertising is to, broadcasting,
magazine and newspaper [7] [8] [9]. But, with fast development in information
technology, the internet has turn to be good advertising media that is commonly
used by advertisers and markets to share messages to consumers [10]. Internet
advertising, (Also known as online advertising) “is the delivery of advertising
message and marketing communication through websites”. It can be through
various electronic platforms such as mobile phones, Ipads, desktop computers
and laptops. Another author defined online advertising as “a form of advertising
which uses the internet to deliver promotional marketing messages to consum-
ers. Online advertising uses the essential elements of traditional advertising,
which is captured in advertising effectiveness model that in values four steps of
action: attention, interest, desire and action (A I D A). The channels of commu-
nication in online advertising include the following: email marketing, media, so-
cial media, search engine marketing, affiliate marketing, pop-up, text-link, and
mobile advertising, etc. It should be observed that for the mere fact that a com-
pany has a website on the internet, although it is a form of promotion, it cannot
be considered as online advertising [11]. What constitutes advertising is the
channel of attracting customers to the website. Like other advertising media.
Online advertising usually involves a publisher, that integrates advertisements
into its content, an advertize that who provide the message to be displayed in the
publishers context. Other participants include advertising agencies, that create
and place the ad message and ad server that delivers ad and track statistical in-
formation. Marketers use online advertising as powerful and effective marketing
tool to advertise their product or services [12]. Two main reasons online adver-
tising is seen as powerful are first, is that most household have good access to
internet. Secondly internet has audiences that uses or access internet on daily
basis, which is different from traditional advertising [12]. Internet is targeted at
reaching its audience by creating awareness about a brand and having imme-
diate response [12]. Online advertising aid companies to sale their products and
services through one-on-one interaction with companies and their customers.
According to [12], online advertising helps marketers to facilitate the marketing
of their product or services locally and abroad, it also enhances consumers pur-

chases from both home and international in more, effective ways [11]. Online
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advertising effectiveness help marketers to make use of internet, make changes
of their messages that can help them gain more customers [13]. Ability to mar-
keters to detect changes and connect it makes advertisement more effective. Ef-
fectiveness of advertising is the ability of the advertiser to present the message in
such away there be will interaction between sellers and buyers [14]. Because
customers link to engage interactive advertisement. Recent study shows that
customer are more informed and do not need third party (middleman) and the
solution is to have advert that interact freely among buyers and sellers without.
[12] said that if customer understanding the message very well, it enhances the
company image, profitability, and makes them to stand out for competitions.

Online advertising has a lot of benefits for both merchants and the customers
which are as follows: Online advertising is easily accepted by consumers than
advertising through television and radio which may disturb consumer or comes
in an unexpected way. It is also acceptable to surfers because they have the pow-
er to control the time when, they certain amount of information they drive from
the site [15]. It is cheaper compare to other media, marketers may gain exposure
to a good number targeted audience at a lower cost and found group of custom-
ers that shared the same interest. Interactivity of the internet is another signifi-
cant factor that allows users to express their reaction to the advertisers by a
clicking [6]. Coverage is another major advantages of online advertising of the
elimination of geographical limitation. Internet provides unlimited global reach
for marketers, hence every person in any part of the world that have internet
access can be reached with ease. Cost effective compared to traditional advertis-
ing, internet advertising is much more cost effective. It does not need much fi-
nancial investment to deliver marketing messages through the internet. Online
advertising has the ability to deliver immediately the design is ready and cus-
tomers receive them immediately. Online advertising is characterized with
real-time interaction between the advertise and users. This can lead to instant
result from the advertising efforts. Effectiveness of the characteristics of online
advertising is that marketing tools are designed to target specific set of custom-
ers or group. This enables it deliver marketing messages to targeted customers
who are interested in and the products or services, rather than a general public.
Internet advertising results are easily measurable and available in real time. Each
click, visit to the websites, sign ups, online purchases can be measured very ac-
curately for marketing analysis and improvement of advertising campaign where
necessary. Online advertising is available 24 hours in a day, 7 days in a week and
365 days in a year. This allows small business to compete in the digital market
place with major companies [15].

Internet provides advertiser with different ways of delivering their promo-
tional messages, such as videos, images, audio, links etc. It is also interactive as
customers are allowed to connect through social media and make some input
and suggestions. Despite the above mentioned advantages of online advertising,

the following are some of the disadvantages: Internet advertising is highly de-
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pendent on technology. If there is break down in technology, it can provide er-
roneous results that can severely affect the advertising campaign. For instance,
non-working links to important pages in website, non-function order button,
can lead to loss of business. Lack of trust by customers especially in the develop-
ing world, is a major challenge to online advertising campaign. Several people
still mistrust electronic method of paying, and feared whether ordered goods can
be received. The proliferation of online advertising leads to too much competi-
tion in the digital market place. And marketers are fiercely competing for a bet-
ter positioning of their adverts for better visibility of the advertising campaign.
Online advertising some marketing campaign can easily be copied by a compet-
itor trademarks or logos can be used to defraud customers and send numerous
information against company products or services, which can ruin a company
reputation. Online advertising for purchase of products and services through in-
ternet is not adapted by all. Some people still refer traditional brick and mortar
store where they can touch and examine products before purchasing. Lack of
user privacy. Despite all this disadvantages internet users still believe that inter-
net is reliable, efficient and effective tools in achieving goals, performing tasks,
and information processes and dissemination. The major means of online adver-
tising according to [16].

There are different formats of advertisements found in the internet. They are
sponsorship, keyword linking, commercial sites, pop-up advertising and ban-
ners. Sponsors currently, online sponsorships has moved from 24% to 37% of all
new means of interactive media, it appears in a special or specific section in the

site but at the same time helps advertisers to be clear for marketing purposes.

4. Dimensions of Online Advertising

There are many dimensions of online advertising such as e-mail marketing, so-
cial media marketing, affiliate marketing, search engine marketing, texts mes-
sages, display advertising and mobile advertising by many authors. But for the
purpose of this research work, we shall focus on e-mail marketing, affiliate mar-

keting, and web banner.

4.1. E-Mail Marketing

E-mail has gain dominance in the field of business through internet and through
this cost is reduced. Because of this as an advantage many marketing practitio-
ners has decided to adopt the use of internet. E-mail is targeted to specific group
of customers in order to satisfy their personal needs [5]. E-mail is used to reach
large number of customer with a high rate of response [16]. Companies profit
are increasing, they were gaining more attention and awareness through the use
of e-mail [17]. E-mail marketing is a way of reaching consumers directly
through electronic mail to deliver messages or as a means of communicating for
commercial purposes [18]. Corporation value good e-mail messages. Owners of

business are using e-mail in their marketing activities so as to enhance effective
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performance, increase return of investment (ROI), gain access by consumers and
reduced cost that will be incurred by traditional means [19]. Benefit of e-mail
marketing is that it builds excellent relationship among marketers and their
consumers. It builds quality communication to customers and good feedback to
organization [19]. E-mail marketing to have a direct marketing with their cus-
tomers through e-mail. Marketers also gain a better knowledge of their cus-
tomer’s needs and wants [18]. According to [18], e-mail is said to be a direct
means to online marketing that increases benefit of the firm. [5] state the fol-
lowing benefits which are as follows: -Reduction of promotional cost; conversa-
tion among firms and customers are increased; facilitation online transactions;
immediate feedback are gotten from customers; helps create awareness about the
product and service; and increases traffic.

4.2. Affiliate Marketing

Affiliate marketing is effective tool of online marketing [20]. [15] said that it is a
kind of program that permits partner or affiliate to advertise product of mer-
chants. He went further to state that this kind of marketing includes compensa-
tion which can be ascertained through rate of clicks. The first affiliate marketing
was developed by CDNow.com and Amazon.com in 1994. Their idea is centered
on win bases [21]. It is a kind of marketing that is based on agreement, the mer-
chant paid the affiliate. Some amount of commission [15]. The merchant paid
the affiliate when customer’s purchases through the affiliate site [20]. [15] state
that marketers lose nothing, even if there is decrease in sales or fraudulent issues
because commission depend on sale. In Affiliate marketing merchants reach
agreement with the affiliates on the commission to be paid on each sale of the
product bought through their efforts [22]. [22] also said currently, that the type
of affiliate programs we have these days can be set up easily and earn instant

profit for the company.

4.3. Web Banner

Web banner is a platform on a web page [23]. Web banner is grouped into ani-
mated or statistics banner [22]. Different banner effectiveness has been carried
out by scholars in different locations [24], some literatures has stated it that no
matter how beautiful a banner is, it has effect on consumers and that they are
not likely to look at banners when they are busy or have something else to look
on the web [23] while other literature argues that banner has great effects on
consumers responses. Consumers that click frequently is likely to be attracted by
quality banners [24]. Web marketing is an investment to companies that uses
banner for advertisement instead of traditional means that will cost more [25].
Online can be measured while offline cannot be measured.

For example, the use of web banner can be record or measured the number of
clicks [26]. Number of clicks is used to know how effective banner advertisement

its [27]. Banner advertisement has the power to move the browser from the
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original page from which the browser can access information to the advertise
products and services to where the browser will take action [26]. Web banner in
small size of clickable pages can later develop into bigger sizes (Plummer et al,
2007). Different web banner sizes according to Advertising Bureau 2011. They
include: 300 x 250 Imu (Medium Rectangle); 180 x 150 Imu (Rectangle); 728 x
90 Imu (Leader Board); 160 x 600 Imu (Wide Skyscraper); 300 x 600 Imu (Half
Page); 120 x 60 Imu (Button); 88 x 31 Imu (Micro Bar). Web banner should be
attractive to majority of web users because of the way is being presented.

5. Measures of Customer Satisfaction

In measuring satisfaction as indicated by [28] certain indicator’s has to be con-
sidered. According to [28] measures customer Satisfaction as repeat purchase;
loyalty; positive word-of-mouth and increased long term profitability, he
uses four measures for his own while [9] uses three measures like positive
word-of-mouth, retention and loyalty. [28] used loyalty and positive word-
of-mouth, therefore is seen alignment between Kotler (2000) and Wirtz the
measures for this study is deduced to: retention and; positive word-of-mouth.
Negativity Theory of Customer Satisfaction. This theory which was propounded
by [29] states that any variation in performance from expectation will disrupt
the individual, thereby producing “Negative Energy”, it has its root in the dis-
confirmation process. This theory asserts that if customers’ expectations are
strategy held, consumers will respond negatively to any disconfirmation and
dissatisfaction is likely to occur if performance is less than expectations but if
performance is more than expectations, satisfaction will occur. Therefore in

e-tailing firms if customers are satisfied they will repeat purchase.

5.1. Customer Satisfaction

The major aim for establishing a company is to make profit through products
and services, purchases by consumers. Products and services are being developed
by firms and they map out appropriate strategies in offering the products and
services to targeted customers. The targeted customers get convinced and make
purchase for use and satisfy their needs. When targeted customers are satisfy
with the product and services they keep on making purchases. Customer satis-
faction can said to mean a process or an outcome. The rate at which firms’
products are purchased by consumers and quality online practices result to cus-
tomer satisfaction retention, huge patronage and loyalty to organization [30].
Once a customer is satisfied is likely to remain loyal to the company’s product
and will repeat purchase, he will also went further to spread the good experience
to potential customers (WOM) [31].

Through satisfaction of customers companies achieve their goals. Satisfaction
is said to be a person’s feeling of pleasure or disappointment which is as a result
of comparison of a product perceived performance in relation with his or her

expectations [6]. Therefore customer satisfaction can be defined as a result of
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cognitive and affective evaluation, in which some comparison are made between
the actual compared standard and perceived performance. If performance is less
than excepted customer will be dissatisfied but if performance is more than ac-
cepted the customer will be satisfied. Customers will be in neutral stage if per-
ceived expectations met performance. [32] assert that customer satisfaction is
the customers’ evaluation of performance offering to date. The overall satisfac-
tion has strong positive effect on customer loyalty intensions over a wide range
of product and services. Sales process, after-sale service, customers expectation
and whether customer is satisfied after purchase depends offering of the product
and customer expectation. Expectation can be form by customers from their past
experience, friends, associates advice, marketers, competitors’ information and
promises. Expectation are being determined by customers’ needs, total value and
total cost. Choosing a product or service is among the stages customers go
through. Buyer’s characteristics influence its decision, such as culture, social,
personal and psychological factors. The process is in five stages: 1) new recogni-
tion, 2) information search, 3) information evaluation, 4) purchase decisions and
5) post purchase evaluation. Information search is the key to consumer’s deci-
sion-making process which can be for both internal and external information.
Consumers continue to search for information because of risk in order to
meet up the uncertainties of potential positive or negative consequences. At
times customers passes through all the five stages or they may skip some. But
customer is looking for is value in the product they are buying. Customers seek
for information about the product they want to buy to check if it is in line with
their expectations and if the product or service is of essential importance, they
check these through surveys, phone interviews and customer discussions. Cus-
tomer orientation is also important and need to be measured constantly [15].
Customer being the “life blood” of every business and at the same the reason
while business are established need satisfaction from product and services they
purchase from the firm. Many studies have shown that it is difficult to measure
customer’s satisfaction but at the same time it has some favorable attributes such

as repeat purchase behavior and positive word of mouth.

5.2. Retention

Customer retention is noted to have it own foundation from planned behavior
theory and it is a response of consumers to brands, services, product and activi-
ties [33]. Customer retention and customer loyalty are being used interchangea-
bly, customer retention was first develop by Reichheld and Sasser in 1990 further
more customer retention and loyalty are not each other substitutes because they
are different [34]. [35] state that retention is continuation of business with a par-
ticular company on ongoing basis. Customer retention involves the first four
emotional cognitive retention constructs and last two behavioral intentions.
Customer retention can be defined as the maintenance of continuous trading

relationships with customers over the long term.
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[36] state that customer retention involves repeat patronage and this is closely
related to repeat-purchasing behavior, and brand loyalty. [37] stated that com-
mitment is important in business relationship because, it ensures strength, sta-
bility, durability, profitability of relationship. For there to be retention the firm
and customer has to be in relationship studies have shown that the meaning and
measure of customer retention varies. There is a lot of benefits to gain for firms
that focuses on customer retention, such as increase in profit margin, faster

growth and good returns [18] [35].

5.3. Positive Word of Mouth

Positive word of mouth is known as powerful methods in marketing from aspect
of customers. The idea of word of mouth marketing brings value to marketing
world of business positive word of mouth is easy to maintain customer loyalty
and increase customer base [38]. The author also confirms that a relationship
exist between word of mouth and customer loyalty. Word of mouth is spreading
of good news about product and services between people apart from company’s
advertisement for products or services [39] state that people persuade others to
buy because of the benefit they have gotten form the product. [40] asserted that
effect of positive or negative word of mouth on consumer’s differs from industry
to industry. [41] stated that word of mouth is more than saying about the prod-
uct. Because people trust what they here directly from relatives, friends and col-
leagues advices more than mass media [42]. Higher quality of product and ser-
vices offered to customers brings about positive word of mouth, brand loyalty,
retention and repeat purchase behavior. Commitment brings about word of
mouth marketing [43]. [44] stated that the greater the consistency between
brand image and consumer’s self image, the higher consumer evaluation in

brand and willingness to buy the brand.

6. Relationship between Online Advertising and Customer
Satisfaction

6.1. E-Mail Marketing and Customer Satisfaction

E-mail has gained much dominion in the field of business, and this can be very
much cost effective. Because of this benefit many marketing practitioners has
started adopting the use of internet. E-mail is used to reach specific group of
customers and to satisfy their individual needs and wants [44]. It is used to reach
large number of customers on personal bases and the response rate is high [26].
E-mail has helped to increase the quality of services rendered to customers and
also increase company’s profit. The use of E-mail marketing has also helped in
drawing customer attention [26]. E-mail marketing is used to deliver message
direct to customers for transaction basis. Business owners use email to perform
marketing activities, to reduce cost that can be incurred through traditional
means, to acquire large return on investment (ROL), to gain access easily by

consumers and can be cheap to undertake [43]. According to [45] email mar-

DOI: 10.4236/iim.2018.101002

25 Intelligent Information Management


https://doi.org/10.4236/***.2018.*****
https://doi.org/10.4236/***.2018.*****
https://doi.org/10.4236/***.2018.*****

N. G. Nwokah, D. Ngirika

keting benefit assist marketers to build excellent relationship between them and
their consumers. And also help them provide quality communication to con-
sumers, to have better knowledge of their customers and their individual needs
and wants [46]. E-mail helps companies to get immediate feedback from con-
sumers and to make needed adjustment where necessary. Some of the benefits of
e-mail are: Lowers promotion experiences, it helps customers to perform, online
transaction and it increases customer awareness etc. and also inform customers
about company’s product and services that will satisfy needs and wants with a
good quality. Literatures have shown factors that could encourage customer sa-
tisfaction through internet usage [47] brand image issues [48] customer value
[49], customer service [41]. On this note, the study hypnotizes that:

Ho,: There is no significant relationship between e-mail marketing and cus-
tomer retention of e-tailing firms in Nigeria.

Ho,: There is no relationship between e-mail marketing and positive word of

mouth of e-tailing firms in Nigeria.

6.2. Affiliate Marketing and Customer Satisfaction

Affiliate marketing is a powerful tool of online marketing [50]. [26] stated that
affiliate programs are ways in which marketing allows partner or partners to ad-
vertise product of the merchant. He stated further that this kind of marketing
can also be seen as a performance marketing because it includes compensation
which can be done through the rate of clicks. In 1994 was when the first affiliate
took place by CDNow Program and was developed by CDNow.com and Ama-
zon.com. Main idea of this market program is on win/won bases [15]. This type
of marketing is also based on agreement because the firm/merchant has decided
to pay the affiliate certain amount of commission [13]. The benefit is that
whenever customers purchase through the affiliate commission is earned by the
affiliate [15]. [19] assert that a marketer has nothing to use in case of fraudulent
activities and decrease in sales, hence commission is dependent on sale. The
kinds of affiliate we have these days are easily to set up and has the ability to
command instant profit for the company [18]. Affiliate marketing has changed
the way in which business is being carried on the web and online. Affiliate mar-
keting increases the chances of marketers reaching their targeted audience. Re-
duction of cost of operation and increase on return on investment is being
achieved by affiliate marketing [51]. Quality online practices result to customer
satisfaction, huge patronage, retention and can influence loyalty to the organiza-
tion [51]. Satisfied customers are convinced to remain loyal with the company,
and are likely to repeat purchasing the company’s offering. He went ahead to
spread the good experience to potential customers (WOM) [48]. Firms achieved
their goals through constant purchases by satisfied customers. Customers will
continue to purchase the offerings of the company since is satisfying their needs
value and want. Literatures have show factors that enhance customer satisfaction

such as listening to customers complain and resolving it satisfactorily. The firms
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make available suggestion forms, toll-free numbers, web sites, e-mail addresses
for quick response from the firm and allow two- way communication [19]. On
this note, the study hypnotizes that:

Ho,: There is no significant relationship between affiliate marketing and cus-
tomer retention of e-tailing firms in Nigeria.

Ho,: There is no significant relationship between affiliate marketing and posi-

tive word of mouth of e-tailing firms in Nigeria.

6.3. Web Banner and Customer Satisfaction

[18] state that banners has minimum effect on consumers, because when con-
sumers are busy with something else on the web, they do not look at banner no
matter how beautiful and colourful it appears. Even though other literatures ar-
gue that banner advertisement can be of great effects, quality banners attract
huge number of consumers who click frequently [1]. Traditional means bring
cost to marketers while web marketing or banner advertisement is an investment
to marketing. Online marketing can be measured while offline cannot be meas-
ured. Web marketing records the number of clicks [52]. Banner advertisement is
capable of moving the browser from original web page to where the browser can
access information about the advertised products and service [51]. Web banners
can be small size of clickable pages which later develops into bigger page sizes
and shapes [47]. Satisfied customers show loyalty by repeating purchase and also
spread good word of mouth [19]. With the use of internet people can spread bad
or good news with easy therefore companies should try as much as they can to
provide quality product and service in order to retain their customers. Trust and
self-efficacy on the part of company increase increases profit [52]. On this note,
the study hypotizes that:

Ho.: There is no relationship between web banner and customer retention of
e-tailing firms in Nigeria.

Hog: There is no relationship between web banner and positive word of mouth

of e-tailing firms in Nigeria.

7. Research Design

The study, empirically seeks to evaluate the influence of online advertising on
customers satisfaction of e-tailing firms in Nigeria. It is a survey study, which
adopt quasi- experimenter design, through the help of cross-sectioned survey to
collect data from the study elements in different point so as to make a logical
generalization. The study is of sociological debate, which means that the study
deals with social sciences/behavior. It is a non-contrived study, which implies
that the researcher was not in control of the study elements. The world internet
Statistics (2017) shows that the population of online users as at March 2017 is
191,836,936 [42]. However the population on social network is 16,000,000. Since
this study is focused on online advertising and social media (e-mail, affiliate and

web banner). Therefore 16,000,000 is the population of online users in Nigeria.
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[42] sample size determination table was used to determine the sample size of
384. The instrument used to collect the most relevant data is through the use of
constructed questionnaire, personal oral interview and observation. The instru-
ment is made up of three different sections: A, B and C. Section A: are questions
bordering on the respondents demographics which consist of seven (7) ques-
tions. Section B: is made up of questions on the predictor variable (online ad-
vertising), which consists of (15) questions. Finally, Section C: are questions on
the criterion variable (customer satisfaction), it has (10) questions. The instru-
ment adopts a five point scale: strongly agree (SA) = 5, agree (A) = 4, disagree
(D) = 3, strongly disagree (SD) = 2 and Undecided (U) = 1.

As can be seen in Table 1, all the dimensions of online advertisement and the
measures of satisfaction of e-tail firms are reliable given a reliability coefficient
greater than 0.7 [42]. Email marketing has a reliability alpha of 0.76, affiliate
marketing 0.77, web banner 0.74, customer retention 0.79 and positive word of
mouth 0.76. This suggests that the dimensions can be used for further statistical
analysis.

As can be seen in Table 2 the descriptive statistics on items of E-Mail Mar-
keting is shown. Specifically, the table revealed that: Our cost of advertising is
now reduced had a mean of 3.94 and standard deviation of 1.160. E-mail helps

us to target a particular segment of customers had a mean of 3.73 and a standard

Table 1. Result of reliability analysis.

VARIABLE CRONBACH’S ALPHA
E-mail Marketing 0.768
Affiliate Marketing 0.772
Web Banner 0.742
Customer Retention 0.792
Positive Word of Mouth 0.764

Source: SPSS 20.0 Output (based on 2017 field survey data).

Table 2. Descriptive statistics on items of e-mail marketing.

Descriptive Statistics

Std.
Questionnaire Items N Sum Mean .
Deviation
Our cost of advertising is now reduced 285 1123 3.94 1.160
E-mail helps us to target a particular
285 1062 3.73 1.205
segment of customers

It helps our esteemed customers to gain

285 1014 3.56 1.387
easy access
Our customer traffic is on the increase 285 1046 3.67 1.212
It reduces cost of haulage 285 1069 3.75 1.238
Valid N (listwise) 285
Source: SPSS 20.0 Output (based on 2017 field survey data).
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deviation of 1.205. It helps our esteemed customers to gain easy access had a
mean of 3.56 and a standard deviation of 1.387. Our customers traffic is on the
increase had a mean of 3.67 and a standard deviation 1.212. It reduces cost of
haulage had a mean of 3.75 and a standard deviation of 1.238.

The information in Table 3 shows the descriptive statistics on items of Affili-
ate Marketing. Specifically, the table revealed that: Our firm is increasing its sales
through the advertising agency had a mean of 3.77 and a standard deviation of
1.146. Our product sales are on the increase had a mean of 3.72 and a standard
deviation of 1.244. The use of affiliate marketing has helped our firm to remain
competitive had a mean of 3.44 and a standard deviation 1.366. Affiliate mar-
keting enhance profit margin had a mean of 3.51 and a standard deviation of
1.291. Affiliate marketing increases return of investment had a mean of 3.69 and
a standard deviation of 1.200. The mean value of all the variables are greater
than 3, as such, the researcher upheld the prevalence of the study variables.

The information in Table 4 shows the descriptive statistics on items Web
Banner. Specifically, table revealed that: Our banner online are very attractive
had a mean of 3.91 and a standard deviation of 0.945. Web banner convenience
our target audience had a mean of 4.04 and a standard deviation of 0.952. Online
banner are of high quality in such a way that it engenders huge response had
mean of 3.77 and standard deviation of 1.274. Web banner operations help in-
crease awareness of our board had a mean of 3.50 and standard deviation of
1.331. Web banner makes advertising more attractive had a mean of 3.64 and
standard deviation of 1.286. The mean value of all the variables are greater than
3, as such, the researcher upheld the prevalence of the study variables.

The information in Table 5 shows the descriptive statistics on items of Cus-

tomer Retention. Specifically, the table revealed that: Through quality online

Table 3. Descriptive statistics on items of affiliate marketing.

Descriptive Statistics

Std.
Questionnaire Items N Sum Mean L.
Deviation
Our firm is increasing its sales

.. 285 1074 3.77 1.146

thorough the advertising agency
Our product sales are on the increase 285 1060 3.72 1.244

The use of affiliate marketing has
helped our firm to remain 285 980 3.44 1.366

competitive
Affiliate marketing
: 285 1000 3.51 1.292
enhance profit margin

Affiliate marketing increase return

285 1069 3.75 1.238

on investment

Valid N (listwise) 285

Source: SPSS 20.0 Output (based on 2016 field survey data).
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Table 4. Descriptive statistics on items of web banner.

Std.
Questionnaire Items N Sum Mean .
Deviation
Our banners online are very attractive 285 1114 3.91 0.945
Web banner convenience
. 285 1152 4.04 0.952
our target audience
Online banner are of high quality in such
. 285 1074 3.77 1.274
a way that it engenders huge response
Web banner operations help increase
285 1037 3.64 1.286
awareness of our board
Web banner makes advertising more
. 285 1069 3.75 1.238
attractive
Valid N (listwise) 285
Source: SPSS 20.0 Output (based on 2017 field survey data).
Table 5. Descriptive statistics on items of customer retention.
. . Std.
Questionnaire Items N Sum Mean L.
Deviation
Through quality online practices we
. . . 285 1110 3.89 1.130
retain our customer via convenience
Quick access to our web promotes
. 285 1047 3.67 1.182
customer retention
Through effective delivery customers
. 285 1008 3.54 1.331
are retained
Through effective marketing
e A 285 1037 3.64 1.153
relationship customer are retained
Through effective marketing
285 1066 3.74 1.185

customers are satisfied

Valid N (listwise) 285

Source: SPSS 20.0 Output (based on 2017 field survey data).

practices we retain our customer via convenience had a mean of 3.89 and a
standard deviation of 1.130. Quick access to our web promotes customer reten-
tion a mean of 3.67 and a standard deviation of 1.182. Through effective delivery
customers are retained had a mean of 3.54 and a standard deviation of 1.331.
Through effective marketing relationship customers are retained had a mean of
3.64 and standard deviation of 1.153. Through effective marketing relationship
customers are satisfied had a mean of 3.74 and standard deviation of 1.185. The
mean values of all the variables are greater than 3.

Table 6 exhibits descriptive statistics on items of Positive Word of Mouth.
Specifically, the table shows that: We are currently enjoying increased custom-
er’s base through the use of positive word mouth had a mean of 3.93 and a stan-
dard deviation of 1.142. Because of how satisfied our customers are, they con-

sciously, positively patronize us had a mean of 3.74 and a standard deviation of
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Table 6. Descriptive statistics on items of positive word of mouth.

Std.

Questionnaire Items N Sum Mean L.
Deviation

We are currently enjoying increased
customer’s base through the use of 285 1120 3.93 1.142
positive word of mouth

Because of how satisfied our
customers are, they consciously, 285 1066 3.74 1.191
positively patronize us

My firm is benefiting from a

i . 285 1002 3.52 1.396
quality service
With positive ward of mouth, return
i o 285 1042 3.66 1211
on investment (ROI) is at increase
With positive words of mouth
. 285 1082 3.80 1.205
customers are retained
Valid N (listwise) 285

Source: SPSS 20.0 Output (based on 2017 field survey data).

1.191. My firm is benefiting from a quality service had a mean of 3.52 and a
standard deviation of 1.396. With positive word of mouth, return of investment
(ROI) is at increase had a mean of 3.66 and a standard deviation of 1.211. With
positive word of mouth our customers are retained had a mean of 3.80and a
standard deviation of 1.205.

8. Hypotheses Testing

Table 7 shows that the spearman’s correlation coefficient of the association be-
tween Online-Advertising and Customer Satisfaction is 0.753**. This value is
strong, implying that a strong relationship exist between the variables. The posi-
tive sign of the correlation coefficient means that a positive relationship exists
between online-advertising and customer satisfaction, implying that an increase
in online-advertising will result to an increase in customer satisfaction.

HO,: There is no significant relationship between e-mail marketing and cus-
tomer retention. Table 8 shows a positive relationship between E-Mail Market-
ing and Customer Retention. The test produced 0.891** score in the spearman’s
rank order coefficient, which means that the relationship between the variable is
a very strong one. Based on this result, the null hypothesis is rejected and the al-
ternate is accepted.

HO,: There is no significant relationship between e-mail marketing and posi-
tive word of mouth. Table 9 shows that spearman’s rank order coefficient corre-
lation of the relationship between E-Mail Marketing and Positive Word of
Mouth is 0.930**. The value is very strong implying that a very strong relation-
ship exists between the variables. The positive sign of the correlation coefficient
implies that a positive relationship exists between E-Mail Marketing and Positive

Word of Mouth. Thus the null hypotheses are rejected and we accept the alternate
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Table 7. Correlation analysis showing the relationship between online-advertising and
customer satisfaction.

Correlations
Online Customer
Type Variables 1 Statistics L. ] .
advertising Satisfaction
Correlation
Spearman’s tho  Online advertising . 1.000 0.753*
Coefficient
Sig. (2-tailed) - 0.000
N 285 285
Customer Correlation
0.753* 1.000
Satisfaction Coefficient
Sig. (2-tailed) - 0.000
N 285 285

**Correlation is significant at the 0.01 level (2-tailed). Source: SPSS 20.0 Output (based on 2017 field survey
data).

Table 8. Correlation analysis showing the relationship between e-mail marketing and
customer retention.

Correlations
E-Mail Customer
Type Variables 1 Statistics
P Marketing Retention
S 'stho  E-Mail Marketi Correlation 1.000 0.891%
earman’s rho -Mail Marketin; . .
P J Coefficient
Sig. (2-tailed) - 0.000
N 285 285
Customer Correlation
) ) 0.891* 1.000
Retention Coefficient
Sig. (2-tailed) 0.000 -
N 285 285

**Correlation is significant at the 0.01 level (2-tailed). Source: SPSS 20.0 Output (based on 2017 field survey
data).

hypotheses. This means that an increase in E-mail Marketing and will result to
an increase in Positive Word of Mouth.

HO,: There is no significant relationship between affiliate marketing and cus-
tomer retention.

Table 10 indicates a positive relationship between Affiliate Marketing and
Customer Retention. The test result of 0.463 indicates a moderate relationship
between affiliate marketing and customer retention. Consequently this study ac-
cepts the alternate hypotheses and rejects the null hypotheses. This implies that
there is a positive and significant relationship between affiliate marketing and
customer retention.

HO,: There is no significant relationship between affiliate marketing and posi-

tive word of mouth. Table 11 shows a positive relationship between affiliate
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Table 9. Correlation analysis showing the relationship between e-mail marketing and
positive word of mouth.

E-Mail Positive
Type Variables 1 Statistics . Word of
Marketing
Mouth
> . . Correlation )
Spearman’s rho E-Mail Marketing . 1.000 0.930*
Coefficient
Sig. (2-tailed) - 0.000
N 285 285
Positive Word of Correlation 0.930% 1,000
Mouth Coefficient ’ ’
Sig. (2-tailed) 0.000 -
N 285 285

**Correlation is significant at the 0.01 level (2-tailed). Source: SPSS 20.0 Output (based on 2017 field survey
data).

Table 10. Correlation analysis showing the relationship between affiliate marketing and
customer retention.

Affiliate Customer
Type Variables 1 Statistics K w .
Marketing Retention
, . . Correlation
Spearman’s rho Affiliate Marketing . 1.000 0.463**
Coefficient
Sig. (2-tailed) - 0.000
N 285 285
X Correlation
Customer Retention i 0.463** 1.000
Coefficient
Sig. (2-tailed) 0.000 -
N 285 285

**Correlation is significant at the 0.01 level (2-tailed). Source: SPSS 20.0 Output (based on 2017 field survey
data).

Table 11. Correlation analysis showing the relationship between affiliate marketing and
positive word of mouth.

Affiliate Positive
Type Variables 1 Statistics ) Word of
Marketing
Mouth
R . . Correlation
Spearman’s rho Affiliate Marketing . 1.000 0.535**
Coefficient
Sig. (2-tailed) - 0.000
N 285 285
Positive Word of Correlation
X 0.535** 1.000
Mouth Coefficient
Sig. (2-tailed) 0.000 -
N 285 285

**Correlation is significant at the 0.01 level (2-tailed). Source: SPSS 20.0 Output (based on 2017 field survey
data).
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marketing and positive word of mouth. The spearman’s correlation coefficient
result of 0.535** denotes a moderate relationship between affiliate marketing
and positive word of mouth. Consequently, this study rejects the null hypothesis
and accepts the alternate hypothesis. This implies that there is a relationship
between affiliate marketing and positive word of mouth.

HO;: There is no significant relationship between web banner and customer
retention.

Table 12 shows a positive relationship between web banner and customer re-
tention. The spearman’s correlation coefficient result of 0.553** denotes a mod-
erate relationship between web banner and customer retention. Consequently,
this study rejects the null hypothesis and accepts the alternate hypothesis. This
implies that there is a relationship between web banner and customer retention.

HOg: There is no significant relationship between web banner and positive

word of mouth. Table 13 shows a positive relationship between web banner and

Table 12. Correlation analysis showing the relationship between web banner and cus-
tomer retention.

Web Customer
Type Variables 1 Statistics y .
Banner Retention
R Correlation
Spearman’s rho Web Banner . 1.000 0.553*%
Coefficient
Sig. (2-tailed) - 0.000
N 285 285
X Correlation
Customer Retention i 0.553* 1.000
Coefficient
Sig. (2-tailed) 0.000 -
N 285 285

**Correlation is significant at the 0.01 level (2-tailed). Source: SPSS 20.0 Output (based on 2017 field survey
data).

Table 13. Correlation analysis showing the relationship between web banner and positive
word of mouth.

Web Customer
Type Variables 1 Statistics .
Banner Retention
R Correlation
Spearman’s rho Web Banner . 1.000 0.572%
Coefficient
Sig. (2-tailed) - 0.000
N 285 285
X Correlation
Customer Retention i 0.572* 1.000
Coefficient
Sig. (2-tailed) 0.000 -
N 285 285

**Correlation is significant at the 0.01 level (2-tailed). Source: SPSS 20.0 Output (based on 2017 field survey
data).
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positive word of mouth. The spearman’s correlation coefficient result of 0.572**
denotes a moderate relationship between web banner and positive word of
mouth. Consequently, this study rejects the null hypotheses and accepts the al-
ternate hypotheses. This implies that there is a relationship between web banner

and positive word of mouth.

9. Discussion of Findings

The findings of this study were drawn from discussion of the results in the pre-
vious. In this section, we discussed the findings to draw our conclusions as it
were. However, we discussed the findings in three compartments according to

the three basic dimensions of the predictor variable against the criterion variable.

9.1. Association between E-Mail Marketing and Customer
Satisfaction

The findings associated to the relationship between e-mail marketing and cus-
tomer satisfaction, show positive and significant influence. This is therefore re-
lated to the contention of [53], that e-mail marketing is a way of reaching con-
sumers directly through electronic mail to deliver messages or as a means of
communicating for commercial purposes. E-mail is used to reach large number
of customer with a high rate of response [18]. Companies profit are increasing,
they were gaining more attention and awareness through the use of e-mail [18].
For e-mail marketing to work, it needs to get a favourable beginning that allows
it builds excellent relationship among marketers and their consumers, builds
quality communication to customers and good feedback to organization, and
have a direct marketing with their customers through e-mail. Marketers also
have to gain a better knowledge of their customer’s needs and wants. Based on
the discussion of our findings an appreciable level of relationship exists in the

e-tailing firms in Nigeria.

9.2. Association between Affiliate Marketing and Customer
Satisfaction

The findings of the study related to the relationship between affiliate marketing
and customer satisfaction, show positive and significant influence. The findings
corroborate with the views of [16] that affiliate marketing is effective tool of on-
line marketing and it helps firm to reach their targeted audience by increasing
the awareness and presence of the firm. Affiliate marketing has a lot of benefits
such as creating awareness of the brand; increasing companies return on in-
vestment and reduces cost of operation [25]. [22] said that it is a kind of pro-
gram that permits partner or affiliate to advertise product of merchants. He went
further to state that this kind of marketing includes compensation which can be
ascertained through rate of clicks. The usage of affiliate activities this day has
changed the way business is being carried on the web and it is useful for online

marketing firms [38].
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9.3. Association between Web Banner and Customer Satisfaction

The findings of the study related to the relationship between web banner and
customer satisfaction, show positive and significant influence. The findings cor-
roborate with the views of [54] that web banner is the most powerful and effec-
tive means, marketers used to promote their product and services. Web market-
ing is an investment to companies that uses banner for advertisement instead of
traditional means that will cost more [39]. Different banner effectiveness has
been carried out by scholars in different locations ([17], some literature has
stated it that no matter how beautiful a banner is, it has effect on consumers and
that they are not likely to look at banners when they are busy or have something
else to look on the web [18] while other literature argues that banner has great
effects on consumers responses. [55] said that internet advertisement through
banner has a lot benefits and great exposure to the firm and marketers. Our re-
sults also show that web banner is a strategic marketing tool that is predomi-
nantly market driven geared toward enhancing the customer satisfaction of the

company if properly applied and utilized.

10. Summary

In summary, the result of this study revealed that:

» There is a positive and strong relationship between online advertising and
customer satisfaction; and online advertising significantly affects customer
satisfaction.

» There is a very high indication that a very strong relationship exists between
e-mail marketing and customer retention; and e-mail marketing significantly
affects customer retention.

> There is a very high indication that a very strong relationship exists between
e-mail marketing and positive word of mouth; and e-mail marketing signifi-
cantly affects positive word of mouth.

> There is a positive and moderate relationship between affiliate marketing and
customer retention; and affiliate marketing significantly affects customer re-
tention.

» There is a positive and moderate relationship between affiliate marketing and
positive word of mouth; and affiliate marketing significantly affects positive
word of mouth.

» There is a positive and moderate relationship between web banner and cus-
tomer retention; and web banner significantly affects customer retention.

» There is a positive and moderate relationship between web banner and posi-
tive word of mouth; and web banner significantly affects positive word of

mouth.

11. Recommendations

Having analyzed, discussed and interpreted the data collected in this study, the
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following recommendations are made;

1) Due to the competitive nature of the e-tailing firms, the advertising man-
agers of e-tailing firms must develop and formulate e-mail marketing programs
that will satisfy the needs of the consumers. Since other service providers have
similar advertising messages, it is recommended that for a more distinguished
and effective response from the customer, other forms of advert should be used.

2) Regular and consistent up-to-date training on product information should
be given to the advertising agency so that they will have the current knowledge
and skills to handle the adverts and also to ensure that product information is
being emphasized so as to enlighten the customers.

3) As advert campaigns are relayed from different service providers, the web
banners should be used to aid the customers to identify the company’s products
or service when they are making a purchase decision.

4) The company should also ensure that affiliate marketing agencies place
their product adverts on stations and places where the consumers will easily
identify with them and make a purchase. A good advert should be effective, per-
suasive and contain the necessary information on the products.

5) It is thereby recommended that e-tailing firms should get back to their in-
tensive and aggressive advertising practice to keep their pace of growth.

6) Finally, it is suggested that market research and other studies be conducted
to enable e-tailing firms identify those areas where promotional activities with
effective advertising is lacking. They should also regularly examine the segments
of the market that have been appealing so as to hold strongly on to them and to

look for ways of attracting more customers.

12. Contribution of the Study

This study has contributed in the growing number of literature. Specifically,
based on the findings from the study, the researcher proposes a heuristic model
to show our contribution to knowledge.

From Figure 2 we observe that the relationship between E-mail Marketing
and measures of Customer Satisfaction is very strong and is moderate on all
other tested hypotheses implying that Online Advertising had a strong impact

on Customer Satisfaction.

13. Suggestions for Further Research

The study was undertaken in the e-tailing firms which has a few firms. A further
research should be undertaken to further explore the nature of online advertis-
ing in employing bigger samples and carrying out a more detailed analysis of
firms. This would, in turn, help us get more insight into the nature of online ad-
vertising and informing various stakeholders on the benefits or otherwise of
spending large sums of money on advertising. A study further needs to be un-

dertaken to determine the medium that is mostly used by the e-tailing firms to
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Online Advertising Customer Satisfaction

E-mail Marketing Customer
Retention
Affiliate Marketing
| Positive
Word-of-Mouth
Web Banner

Figure 2. Heuristic operational framework of online advertising and customer

satisfaction. Source: Researcher’s new model. Key: Very strong rela-

tionship; Moderate relationship.

advertise their products.
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