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ABSTRACT
The research is
based on public
attitude towards
e-marketing
activities of
telecommunicati
on services in
Bida, Niger
State. Issues
that prompted
this research
include spam,
i.e. unsolicited
bulk emails,
misunderstandin
g of emails, and
spam that could
damage the
company's
reputation and
brand. The
general objective
of this study is to
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Introduction
Background to the Study
-marketing which is also known as online
marketing can be defined as marketing of
goods and services done through electronic
tool. It is the modern ways of marketing in which
technology are used drastically. It has now become a
huge tool between marketers and customers (Baca,
2015). E-marketing is new and rising tool in marketing
world. It is done through audio, video, 3D, and so on.
Its scope is rising throughout the world (Hooda &
Aggarwal, 2012). Internet has changed the whole
concept and view of marketing. Its growth is highly
effective in the overall world economy. There is
different synonym use for online marketing that is eshopping, e-store, e-web stores, internet shops and
so on (Barutcu, 2016). In today’s busy and critical time
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assess the attitude of consumers towards E-marketing activities. The
research methodology used for this work is descriptive research design. A
total of 150 customers were taken into account for this study. Both primary
and secondary data were used; secondary data came from previous books
and works similar to this one, while primary data came from questionnaires
administered to customers of both telecom brands. The results revealed
that increased revenue strengthens the brand; manages online status and
better e-marketing result. In conclusion, consumer attitude towards email
advertising and advertising value are strongly related to the content and
frequency of the advertising message sent by email. As part of the writer's
recommendations; Mobile network companies should increase the use of
e-marketing sales methods to increase their revenue. Both mobile network
companies also need to improve their brand awareness to enable them to
achieve their business goals and objectives. The business is expected to
maintain rapid growth that has impressed many retailers for selling
products or services online, as it is an important channel to expand their
market.
Keywords: Public Attitude, Subscribers; e-marketing; Telecommunication;
Services; Metropolis; Communication; Experiences.
running period, people want updated information instantly, with the help
of just one click on the site. They are floating product and services for
marketing purpose on their web pages, that help consumer to find about
their products or their services or their company’s information. We create a
base or a foundation by explaining or defining how e-marketing work. And
also how to identify and distinguish it and its components as well. It is a very
crucial task for companies or marketing and advertising sectors to build up
a website that will define company’s products, services and other factors
that is link with marketing. Planning and building a web is a crucial and the
difficult strategy. For building up a web designing it needs to first build up
online web, writing an online articles regarding product or services,
400
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established a social media page, and online newspaper or press release and
also e-mails, newsletters etc. It helps you to connect with your audience
online through search engine, paid and un-paid online advertising channels,
social media networking etc. We know that nowadays how powerful social
media is now becoming for e-marketing purpose. Social media like
Facebook, Twitter, Linked inn, YouTube, Blogger and so on that keep your
customers update with product information and details. E-marketing helps
you to wide up the information throughout the globe. Now web designing
of companies become way too necessary (Beatty, 2017).
Statement of the Problem
In recent years, e-marketing has emerged as a new philosophy and
businesses are increasingly using internet and other such channels to
support their marketing efforts. Most of the people can easily access
internet and with the introduction of 3G services on mobile devices, internet
is in access of every person who is using a mobile phone. This dynamic and
dramatic growth of internet and information technology is signaling
towards the dire need of using internet as a marketing tool. E-mail
marketing is occasionally associated with SPAM, i.e. unsolicited E-mails sent
in bulk. According to Messaging Anti-Abuse Working Group, SPAM accounts
for approximately 88-90 % of all delivered messages worldwide. Both SPAM
and E-mail marketing is essentially advertising to get people to act in oneway or another (Messaging Anti-Abuse Working Group, 2011). It is also
important for companies to have a successful E-mail marketing strategy in
order to overpower the clutter of SPAM. One of the biggest challenges for
today’s E-mail marketers is therefore deliverability. There is currently a
strong trend among companies providing E-mail services, such as G-mail,
Yahoo, Hotmail, and so on, to protect their users against unsolicited E-mails.
All these major web clients work in different ways to limit the deliverability
so that the users will have a better E-mail environment. A desired
environment is where the user decides what is interesting and what is not
and where the messages that the user wants will be immediately delivered
and everything else removed. There is a strong risk that subscribers of E401
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mail marketing will rapidly discard the E-mail marketing messages that do
not supply value for them. Is this a bad news for the E-mail marketers? No,
not necessarily. It may require more work, but it is also a great opportunity
for serious E-mail marketers to develop and achieve good results (E-mail
marketing reports, 2014).
Objectives of the Study
i)
To know whether e-marketing activities increase customer
satisfaction of GSM services.
ii)
To establish why customers have preference for
telecommunication service among the various GSM service
providers.
Research Questions
a) Do e-marketing activities increase customer satisfaction of GSM
services?
b) Do customers have preference for telecommunication service among
the various GSM service providers?
Hypotheses
H1: E-marketing activities do not increase customer satisfaction of GSM
services.
H2: Customers do not have preference for telecommunication service
among the various GSM service providers.
Contributions of the research to knowledge
Millions of people nowadays access internet throughout the world. As we
know that e-marketing nowadays is a veritable way for companies to
advertise their products. The target audience increased from 60% to almost
70% as compared to the traditional advertisement. In this work, attempt has
been made to identify its significance to: academics, organization,
researcher, consumers and e-marketers. Before this study, some past
studies found that e-marketing had increasing effect on consumer attitude;
402
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others found that e-marketing had negative impact and led to consumer
dissatisfaction. No research has ever found why conflicting results were
obtained in this area of research. To academics therefore, this work will
provide a basis for further research works. The study gives a consumer‘s
view point on e-marketing and also educates them on e- marketing
activities. This research aims to make a significant contribution to the emarketing literature by introducing a new conceptual framework for the emarketing activities.
Literature Review
Introduction
Several researches have revealed that the reputation of the seller often has
a positive and statistically significant impact on the consumers’ willingness
to adopt e-marketing (Houser and Wooders 2010). On the Internet, the
reputation mechanisms have become an important system to help build
reputation. Internet is one of the ways which is changing the consumers
shopping and buying behaviour. To engage the audience in an impulsive
behaviour online promotions have the potential. Through the usage of
visuals and information the beauty of technology can be seen so the
companies should use this feature of internet through the usage of
coloured pictures and images of the entire product.
Consumer Attitude towards E-marketing
Consumers’ attitude is a directly influenced factor that affects the
consumers’ buying willingness. Becker (2016) described attitude towards
behaviour as a person’s evaluation of a specified behaviour involving an
object or outcome. Attitude towards a behaviour has been found to be
strongly related to a particular behaviour (Becker, 2016). There is a model of
attitudes and shopping intention towards E-marketing that was developed
by Jarvenpaa & Todd (2014). Several studies have discussed e-marketing and
the determinants of consumer attitudes towards it. Kim (2013) identified the
attitude toward e-marketing as an individual characteristic that may play a
role in developing perceptions of a specific website. Yoon (2014) examined
403
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attitudes toward the web in terms of cultural differences and consumer’s
web behaviour. Bloomberg (2017) sought to understand consumer
attitudes towards two major direct marketing techniques: unsolicited
commercial e-mail and postal direct mail. Shergill & Chen (2015) focused on
factors, which online New Zealand buyers keep in mind while e-marketing.
Bush (2014) found that marketing activities supported by mobile devices
allow companies to directly communicate with their consumers without
time or location barriers. Adam (2015) discussed the findings of earlier
studies concerning the relationships between attitude toward the
advertising and aspects of the advertising hierarchy of effects model in the
e-marketing context. Yang & Lester (2014) reported that online shoppers
have consistently stronger positive feelings about e-marketing than do nonshoppers.
Conceptual Model on E-Marketing
The usage of cell phones and email as a marketing tool has increased from
last few years. Many leading organization have adopted mobile phone and
email as a marketing mean to create brand awareness and increase market
response (Chaffey, 2013). To create greater response businesses use
different techniques in their ads. Awareness Interest Desire Action (AIDA)
model is often used to measure the effectiveness of advertisements (Yoon,
2014). Researchers suggested applying the concept of Awareness Interest
Desire Action (AIDA) model in online marketing. According to Calisir (2013),
the concept of Awareness Interest Desire Action (AIDA) model of
advertising can be applied to online marketing. Recently, Nazir (2017) gave
inspiration to apply the concepts of AIDA model in business promotion on
twitter and other social network. While application of Awareness Interest
Desire Action (AIDA) model in the cases of online marketing and social
networks marketing is important, we still feel that Email and mobile
marketing are much unexplored areas, where we need to know their
effectiveness. Therefore, we are conceptualizing Awareness Interest Desire
Action (AIDA) model to be applied to measure their relative effectiveness.
The conceptual framework that applied in the study is visualized below. This
404
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conceptual model is developed to analyze the impacts of independent
variables on the dependent variables.

Fig. 1: The E-Marketing Framework (Bauer et al., 2006).
Methodology
This study adopts descriptive research design and it employed both primary
and secondary data. The population of this study comprised the staff of
MTN and subscribers as well as the staff of Globacom and subscribers in
Bida; Primary data were sourced with structured questionnaires
administered to the estimated sample of 150 respondents (30 each for the
subscribers) were selected as the sample using stratified method of
sampling. Hypotheses were formulated for the study while data were
analyzed and interpreted using descriptive (frequency and percentage) and
Chi-square. The secondary data used was obtained from journals, textbooks
and relevant publications. The sample size was determined using Taro
Yamane’s formula:
n
=
N
1+N (e)2
n
=
Sample
N
=
Population
e
=
Limit of tolerance error (0.05)
n
=
150
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n

=

n

=

n

=

n

=

1+150 (0.05)2
150
1+150 (0.0025)
150
1+0.375
150
1.375
109.09

Therefore, the Sample size used for this research work is 109.
Test of Hypotheses
Hypothesis 1:
H1: E-marketing activities do not increase customer satisfaction of GSM
services.
In testing for hypothesis 1, the response to question 5 (table 4.1.5) was used
and the test result shown below:
Coefficientsa
Model

Unstandardized
Coefficients
B
Std. Error
-.014
.037
.302
.000

(Constant)
E-marketing
activities do not
increase customer
satisfaction of GSM
services
a. Dependent Variable: Respondents

Standardized
Coefficients
Beta
1.000

t

Sig.

-.316
933.053

.675
.000

The significant level of 0.675, while P value = 0.05. From the result of the
test of hypothesis, we reject the null hypothesis and accept the alternative
hypothesis and therefore conclude that E-marketing activities do not
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increase customer satisfaction of GSM services. This is because the
significant level is less than <0.05.
Hypothesis 2
H2:
Customers do not have preference for telecommunication service
among the
various GSM service providers.
In testing for hypothesis 2, the response to question 6 (table 4.1.6) was used
and the test result shown below:
Coefficientsa
Model

Unstandardized
Coefficients
B
Std. Error
.056
.166
.302
.002

(Constant)
Customers do not have
preference
for
Telecommunication
service providers.
a. Dependent Variable: Respondents

Standardized
Coefficients
Beta
1.000

T

Sig.

.336
138.234

.659
.000

The significant level of 0.659, while P value = 0.05. From the result of the
test of hypothesis, we reject the null hypothesis and accept the alternative
hypothesis and therefore conclude that customers have preference for
telecommunication service providers. This is because the significant level is
less than <0.05.
Findings
The following are the summary of findings:
E-marketing activities do not increase customer satisfaction of GSM
services. Sales revenue increases the use of e-marketing methods of selling
in both MTN and Glo networks. The findings also revealed that customers
have preference for telecommunication service providers. Again, increase
in revenue build up brand, manage online status and better e-marketing
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result. It was discovered that increase in brand awareness is a way in which
a Company’s mission and vision statement can be achieved with the use of
online promotional activities.
It was also revealed that the reputation of seller often has a positive and
statistically significant impact on the consumers’ willingness to adapt to emarketing. Rapid growth has impressed many retailers for selling products
or services online which is important channel to expand their market.
Finally, the result of the hypotheses shows the null hypotheses rejected and
the alternative hypotheses accepted.
Conclusion
E-marketing is rapidly changing the way people do business all over the
world. In the business-to-consumer segment, sales through the web have
been increasing dramatically over the last few years. Customers, not only
those from well-developed countries but also those from developing
countries, are getting used to the new shopping channel. Understanding
the factors that affect intention, adoption and repurchase are important for
researchers and practitioners alike. E-marketing is gaining popularity among
people specially the younger generation but in today scenario to become
equally popular among all age groups e-marketing will have to cover a
longer distance. People have hesitations in using e-services due to security
concerns, lack of physical approach towards product offered, delays in
product delivery along with price & quality concerns. Moreover, people are
more resistant to change & not easily adaptable to newer technology. It is
crucial to understand the influence consumer attitude towards email
marketing on as still now the majority of the customers and marketers
prefer this mode to communicate and share information. It’s an affordable
form of marketing. When it is able to give the required results, which is
attracting the customers and motivating them to purchase a specific
product in good numbers, it becomes one of the successful modes for
marketing purpose. The results show that the consumers’ attitude toward
advertising via e-mails and advertising value are strongly related to the
content and the frequency of the advertising message sent via e-mails. Most
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surprisingly, consumers’ attributes (apart from the educational level) do not
play such a dominant role regarding advertising value and attitude toward
e-mail advertising. As a consequence, it is mainly the advertising message
itself that influences its value and consumers’ attitude. Hence, advertising
companies are well advised to design their e-mail advertising messages
carefully and also plan their e-mail advertising campaigns and target groups
thoroughly.
Recommendations
Based on the study’s findings, the following recommendations were
proffered:
Mobile network companies should increase the use of e-marketing methods
of selling in order to increase their revenues. Both mobile companies should
improve on their brand awareness thereby enabling them to achieve their
company’s goals and vision. It is recommended that network companies
should sell their products online which is important channel to expand their
market.
There should be a significant impact on the consumers’ willingness to adapt
to e-marketing. The company should maintain a rapid growth which has
impressed many retailers for selling products or services online. This is an
important channel to expand their market. Retail companies should ensure
they sell their products / services online by doing so will give rise to rapid
growth which is an important channel to expand their market.
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