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ABSTRACT
This work researched on Effect of E-marketing on small and medium Enterprises in Nigeria using Femtech Nigeria Plc, Ilorin as a case study. It set out to examine the effect of E-marketing adoption by SMEs on consumers’ satisfaction; It also ascertain which of the e-marketing tools contribute most to customers’ satisfaction and ascertain the challenges consumers are facing in the usage of the e-marketing platforms. The methodology used in this study was quantitative as data were gathered using questionnaire as primary source of data. This study found out that Email marketing also has a significant effect on the profitability of SMEs and this is as a result of the role it plays in reducing cost of operations among others. The study concludes that Email marketing as a technique of E-marketing, contributes immensely to the sales level of SMEs. Finally, Email marketing significantly reduces the cost of operation, thus improving the sales performance of SMEs. It is recommended that Management should put more effort into E-marketing   as this tool has a great impact on their sales performance. They should adopt it as a strategy through which customer patronage can be attracted.
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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
With the advent of technology the internet has come a long way within a very short time as a mainstream business tool that has transformed business activities (Rashid & Al-Qirim, 2001). The metaphor of “a tidal wave that washes over all industries and drowns all those who don’t learn to swim in it” has been used repeatedly by marketing practitioners to describe usage of the internet as a marketing channel; giving the more reason for Small and Medium Enterprises (SMEs) to adopt its usage as a marketing avenue (Gay, Charlesworth & Esen, 2007). According to Vuuren and Groenewald (2007) the creation of the SME sector plays an important role towards contributing to the economic growth of an economy and averting the low gross national product, high unemployment and levels of poverty in countries. Khan and Mahapatra (2009) remarked that technology plays a vital role in improving the quality of services provided by the business units. One of the technologies which really brought information revolution in the society is internet technology and is rightly regarded as the third wave of revolution after agricultural and industrial revolution. The cutting edge for business today is e-commerce. The effects of e-commerce are already appearing in all areas of business, from customer service to new product design. It facilitates new types of information based business processes for reaching and interacting with customers like online advertising and marketing, online order taking and online customer service etc. It can also reduce cost in managing orders and interacting with a wide range of suppliers and trading partners, areas that typically add significant overheads to the cost of products and services. Businesses are increasingly using the Internet for commercial activities. The ubiquitous nature of the internet and its wide global access has made it an extremely effective mode of communication between businesses and customers (Rowley, 2001). Thompson (2005) introduced that the growth of internet technology has enormous potential as it reduces the costs of product and service delivery and extends geographical boundaries in bringing buyers and sellers together.
As we move into the twenty-first century, the way that firms and companies do business has changed, furthermore, it is readily apparent that such changes are attributable to the advent of the internet (Ainin, Noor & Ismawati, 2003). The economy of the world nowadays is transitioning from an economy that is just related to products or services to an economy in which value creation, employment and economic wealth is very important. An overview of the internet shows that this phenomenon is not only networking media but also a place consumer conducts their transactions on the global market. The speed of innovation increases day-by-day, and this era has the highest rate in the speed of enhancement of technology in comparison with any previous era. Undoubtedly, usage of internet and computer has an important influence on the issue. Nowadays, we can easily see that many people use the internets computer devices, smart phones as well as emails and even logging on to social media sites like Facebook, LinkedIn or Twitter has become an essential daily need (Raad & Yeassen, 2010). 
With the outburst of internet growth, internet marketing has become increasingly popular. It is said that internet marketing first began in the earlier years of 1990 with just text-based websites which offered product information (Herbig & Hale, 1997). Customer relationships can be re-engineered via the Internet, resulting in more cost efficient one to- one relationship (Cronin, 1995). However, recent research has shown that, despite technology facilitating improved business practice (Levy & Powell, 2012), a number of Small and Medium Enterprises (SMEs) have not capitalized on this new mode of carrying out business. Embracing technology can result in competitive advantage in the marketplace (Heinen, 1996, Soliman & Janz, 2004). Technology now offers opportunities for instant international market access, as well as improved domestic market performance for SMEs (Levy & Powell, 2012). In light of these advances, technology has allowed organizations to provide customers with an array of products, services and delivery channels. An example of this channel is the small scale enterprises which are increasingly depending on the internet in rendering services to their customers. Organizations are now developing different means of marketing their products and services through the use of the internet. Schibrowsky and Peltier (2007) recommended that, in order to be successful, the smaller firms that practice e-marketing must be prepared to strike a balance between developing new opportunities and facilitating improvements to existing offerings. As well as using the internet to reach out to new customers, it can also be used to improve relationships with existing customers too. There are newer marketing techniques being invented all the time. Businesses are inventing new techniques to find better ways to make revenue and establish their brand on the internet.
There are has been several misconceptions about this subject from the researcher and authors about E-marketing, E-commerce, E-business, and internet marketing as equal meaning with different wording which is not correct. E-marketing has broader scope while internet marketing just refer to internet thing like world wide web(www) and electronic mail, while E-marketing include all above plus tools like mobile phones, intranet and extranet. On the other hand E-business and E-commerce have even broader scope in comparison to E-marketing.
Some authors (Mutula and Van-Brakel, 2006; Chaston, 2000) postulate that internet marketing adoption varies widely among SMEs as the technologies facilitate the enhancement of competitive advantages. In addition, similar opportunities for enterprises to develop their systems are offered through internet marketing. This study reviews the relevant literature relating to the effects of e-marketing on the small and medium enterprise sector, and the opportunities to small and medium enterprise that have not started practicing e-marketing and how those firms that have been using it can improve on their business activities.  

1.2 Statement of Research Problem 
The internet is the fastest growing technology in the world, taking approximately seven years to reach a 25% market share from its conception, as opposed to the telephone that took 35 years, and the television which took 26 years (Singh, 2002). Despite the growing consciousness and enthusiasm for electronic marketing, only a few SMEs are exploiting its substantial benefits (Awa, Nwibere, & Inyang, 2010).  However with all the problems above which plaque the SME sub-sector in Nigeria, some SMEs still find it difficult to adopt the strategy which the lack the level of contributions of e-marketing and its various tools to the contribution of satisfaction level of their customers. 
Unfortunately, many companies are clearly still in denial and failing to adopt pro-active strategies for which of the e-marketing tools should their company adopt. More so, despite the benefits of using this platform some customers or prospects still find it difficult to entrust their buying process through this medium, this might as a result of the challenges they are facing through the process and this  has continually increase the number of visitations to stores on daily basis, It is in line with this that this study sets out to examine the influence of e-marketing on SMEs performance with keen interest in consumer satisfaction level of online consumers in Ilorin metropolis, Kwara state.


1.3 Objectives of the Study
The main objective of this study is to examine the effects of E-marketing on Small and Medium enterprises (SMEs), while Specific objectives are, to:
i. examine the effect of E-marketing adoption by SMEs on consumers’ satisfaction;
ii. ascertain which of the e-marketing tools contribute most to customers’ satisfaction; and
iii. ascertain the challenges consumers are facing in the usage of the e-marketing platforms.
1.4 Research Questions
The following questions were formulated for the study.
i. How does E-marketing adoption by SMEs improve customers’ satisfaction?
ii. Which of the E-marketing tools contribute most to customers’ satisfaction?
iii. What are the challenges consumers are facing in the usage of e-marketing platforms?
1.5 Research Hypotheses
The following hypotheses were formulated in the null form.
Ho1:	E-marketing adoption by SMES does not have significant influence on customers’ 	satisfaction.
H11:	E-marketing adoption by SMES has significant influence on customers’ 	satisfaction.
HO2:	Affiliate marketing does not have significant influence customers’ satisfaction
HO21:	Affiliate marketing has significant influence customers’ satisfaction
HO3:	challenges consumers face on the usage of e-marketing platforms does not have significant influence on the e-marketing usage by customers.
HO31:	challenges consumers face on the usage of e-marketing platforms has significant influence on the e-marketing usage by customers.
1.6 Significance of the Study
A study of this nature and importance will be of benefit to business organizations, academics and researchers. It is hoped that the findings of this study will be of great importance as it will necessitate the application of innovative strategies in improving the organizational performance in various industries especially those industries with intense competitions. Thus, this study will be beneficial to owners of SMES because it is a guide towards understanding the importance of innovation in creating strategies that are capable of facing competition in a dynamic environment. It will also give a firm’s product the opportunity to manage the stages of product life cycle for as long as possible, knowing fully well that business environment is highly dynamic and complex. On the part of consumer, satisfaction will be easily guaranteed from the goods they consume or intend to buy through openness to information; they can easily view different producers stores online from their comfort and seek different information that will assist them in making purchasing decisions. Consumer satisfaction will lead to customers’ loyalty and in turn result to more sales and revenue for the producing firm.
The results of this finding will also be beneficial to Scholars, and professionals in the field. This research work will add to the existing research works that have been carried out in the past and also serve as a guide to the prospective researchers that might also be interested in carrying out further research on this topic.
1.7 Scope of the Study
The research simply focuses on the adoption of e-marketing and its effects on SMEs consumers’ satisfaction. In order to maintain the focus of this research work, the scope is strictly limited to online consumers within Ilorin metropolis, Kwara state. By doing this, their opinion will be viewed on the subject matter and so as to ensure the research objectives are met.
1.8 Definition of Operational terms
Marketing: is the process of planning, executing the conception, price, promotion and distribution of ideas, goods and services to create exchange that satisfy the customers and company’s objectives (AMA).
E-marketing: Stan (2003) defines e-marketing as electronic application of traditional marketing mix elements (product, price, promotion and place).
E-commerce: is the process of integrating  all company’s processes, activities and services toward buying and selling of product and exchange of information and funds with the company’s partners via computer networks and electronic technologies, Chong (2008). 
Small and Medium Enterprises (SMEs): the Central Bank of Nigeria (2010) defines small and medium enterprise (SMEs) as business with asset base of between five and five-hundred million naira, and staff strength of between 11-300 people.
 


















CHAPTER TWO
LITERATURE REVIEW
This chapter consists of conceptual, theoretical and empirical review of literatures on e-marketing and Small Medium Enterprises (SMEs) in Nigeria. This is followed by the knowledge gaps the researcher has identified which the study seeks to fill.
2.1 Conceptual Clarifications
2.1.1 Overview of Internet in the Business World
Information technology has significant roles to play not only in businesses but also in daily activities of individuals. User-friendly technology, for example the Internet has changed the way people communicate, work and perform commercial activities (Slywotzky & Morrison, 2002).The emergence of Modern Information and Communication Technology (ICT) has tremendously affected the practice of marketing and other professions in recent years. Modern ICT has necessitated a paradigm shift from analogue or primitive mode of transaction to a system where virtually all marketing activities are performed electronically (Slywotzky & Morrison, 2002).
The adoption and development of ICT to nations of the world can be regarded as an important factor in the economic growth and development and there is a rising indication that Nigerian has realized the crucial roles of technology leading to the formulation of the telecommunications and ICT policy, as well as the authorization of an independent regulator for the sector. This improvement has created catch-up opportunities for Nigeria to attain desired levels of development without necessarily ‘reinventing the wheels’ of economic growth, and this new technology has brought about inevitable revolution in societies, which has immensely transformed most business scenes (Gallagher & Gilmore, 2004). 
In the past decade there has been a growth in research on the role of the internet and information technology in general, for businesses and in the workplace (Venkatesh & Davis, 2000). A study conducted in 2000 revealed that the use of the internet was widespread but its benefit was questionable, with little sales being generated directly as a result of online marketing activities; although many were predicting that it would have a positive impact in the future (Gallagher & Gilmore, 2004). 
Bengtsson, Boter and Vladimir (2007) stated that application of internet for marketing advanced operations provide challenging opportunities for companies in all sizes. Although there has been widespread acceptance of internet use in corporate environments, the extent to which it is used by SMEs varies widely (Sadowski, Maitland & Dongen, 2001). It can provide wide-reaching economic benefits through an alternative channel for companies.
Bernroider and Edward (2008) stated that e-marketing methods are mostly used by SMEs but e-marketing diversity is low in such organizations. They also showed that in most small and medium companies, distribution is very symmetric and only traditional marketing tools were used. Companies that are powerful in branding, pricing, product diversity, internationalization and achieving new technologies, can support advanced e-marketing in higher levels. Research results indicated a positive relationship between evaluated organizational performance factors and application of electronic marketing especially in small companies.
2.1.2 Concept of E-Marketing
Many different definitions have been presented for e-marketing and each of the definitions approach e-marketing concept from a particular view: Gilmore, Gallagher and Henry (2007) defines e-marketing as using internet and related technologies along with other marketing tools in order to carry out the traditional marketing operations and activities, finding customer, communicating with them and delivering value to them. 
Stan (2003) defines e-marketing as electronic application of traditional marketing mix elements (4p’s; price, product, promotion and place). In another definition, Strauss and Raymond (2001) believe that e-marketing is the very traditional marketing which utilizes information technology (IT) in achieving its goals and increases marketing efficiency. E-marketing is the application of internet and other digital technologies in achieving marketing goals (Chaffey, Mayer, Johnston & Chadwick, 2000).
According to Coviello, Milley, and Marcolin (2001) e-marketing has been regarded as the main attribute of marketing practices that involves the usage of internet and other interactive technologies to create a communication between the firm and the customers. E-marketing is increasing dramatically and has a considerable impact on customers and business market behaviors. As a result, most firms have started developing e-marketing strategies for the web (Sheth & Sharma, 2005). Electronic Marketing is viewed as a new business practice concerned with the promotion of goods, services, information and ideas through Internet and other electronic means (El-Gohary, 2010).
E-marketing is part of e-commerce as it is defined as the buying and selling online, giving virtual place, storefronts, digital value creation and various distribution channels intermediaries (Strauss & Frost, 2001).E-marketing is becoming the need of this advanced society so companies are keenly looking towards it. It can help those building strong relationships with their customers thus making them more brands loyal and maintaining and increasing the market share (Khan, Saleem, Mahmood, Irfan, & Aman, 2012).


2.2.3 Misconception of Terms (E-Business, E-Commerce, Internet Marketing, E-  	marketing)
E-business refers to the process of using digital technology to enable organizations to know what their customers want and to produce only those products and so do away with guesswork and avoid waste of unsold stock, to enjoy increased productivity, profit and growth (Slywotzky & Morrison, 2002). It is a term that is often used synonymously with e-commerce and e-marketing, however, these latter terms are merely parts of those e-business activities. Stan (2003) defines e-marketing as electronic application of traditional marketing mix elements (product, price, promotion and place).
Closely aligned with this, e-commerce refers specifically to the facilitation of the transactions created by the businesses marketing activities. In the same manner, internet marketing and e-marketing are often used synonymously and taken to mean the same thing (Strauss and Frost, 2005; Coupey, 2001; Chaffey, 2003; O’Connor, 2004). Electronic Commerce according to Clinton (2000) is also defined as doing business electronically. It is based on the electronic text, sound and video. It encompasses many diverse activities including electronic trading of goods and services, online delivery of digital content, electronic fund transfers, electronic shares trading, electronic bills of lading, commercial auctions, collaborative design and engineering online sourcing, public procurement, direct consumer marketing and after sales services. It involves both products (consumer goods, specialized medical equipment) and services (information services, financial and legal services). Chong (2008) described e-commerce as a process of integration of all company’s processes, activities and services toward buying and selling of products and exchange of information and funds with the company’s partners via computer networks and electronic technologies. Rainer and Cegielski (2011) also defined e-commerce as a “process of buying, selling, transferring, or exchanging of products, services, and/or information via computer networks, including the Internet”
The internet is the venue where e-commerce takes place; it provides information via the World Wide Web (WWW), E-mail, allows for real-time communications and enables the sharing of databases. However, e-marketing is about much more than just the internet. It involves other technologies that enable customer relationship management, enterprise resource planning, supply chain management, text messaging, bar code scanners and digital TV. For this study, the definition of e-marketing includes using the internet and its related technologies and features such as the world wide web, web presences, e-mails, real-time communication, and delayed and mixed time communication to help achieve marketing objectives in conjunction with other marketing communication tools.

The terms e-marketing and internet marketing will be used interchangeably and will be taken to include the activities of e-commerce.
2.2.4 Overview of E-Commerce
From the mid-1990s e-commerce began to grow rapidly and to reshape many industries. The marketplace and the way the business is conducted will never be the same (Chong 2008). Morri and Siege (2003) posited that electronic commerce is simply defined as the commercial transaction of services in an electronic format. 
Schneider (2011) as cited in Diyan, (2012) divided the development of e-commerce into two stages: first wave and second wave. “First wave” of e-commerce was adopted by large enterprises in USA with easy access to capitals, primarily from external sources. Evans and Wurster (1999) refer to e-commerce in this early stage as a “land grab”. At once, the whole new marketplace was created and companies who had sufficient resources and willingness could “grab from the land”. These large companies firstly understood the possibilities that e-commerce can offer and started exploring and developing them. Since most companies were dependent on external investors, achieving the profit was relatively rare. The pressure to the smaller companies was far more intensive, and many of them suffered losses. He said that in the beginning, the technology was simple, inexpensive and internet connection slow, the websites were mainly English based, e-mails were used unstructured and the integration of e-commerce with other processes were not efficient. “Second wave” is characterized with the technological boom after 2001, mobile broadband development, and increased speed of Internet on low cost price. The land was already captured and the key players shifted their attention from capturing to defending the land. Companies started to focus more on competitive advantage and developing strategies to achieve it (Evans & Wurster, 1999). This was a prerequisite for development and adoption of e-commerce from smaller companies using their internal resources. At the same time, certain difficulties arising from using new technologies should be overcome. Stockdale and Standing (2004) stated that the benefits using e-commerce should be visible and substantial so that the companies are encouraged to climb to the ladder from a simple to a more complex stage of e-commerce.
The emergence of e-commerce has begun with two organizations. Amazon.com, Inc and EBay Inc. have been the early leaders of the e-commerce industry (Slideshare, 2011). Both of them are now offering many different types of products to many parts of the world. Since then, Amazon and EBay have become the icons of the new economy. Paying visits to their Web sites has become part of our regular life (Shaw, 2006).with the advantage the platform now brings we now have the presence of many firms among which are Femtech IT, Dool-X Centre, Jumia, Konga, OLX, Skarabrand, Payporte among others.
2.2.5 Categories of Internet Marketing
Hofacker (2001) divided internet marketing into four categories: Communicating, Selling, Providing content and providing a network function.
Communication: A range of different businesses uses the Internet as a way to communicate with their customers. Marketers can use this essentially useful medium to build relationships with new customers or enhance the interaction with existing customers. Internet provides many alternative options for marketers that help them to interact and communicate with the consumers. Email, email lists, online chat and forums offer quick and easy communication between different parties (Chaffey & Smith, 2005).
Selling: Consumers today have less time to work. Companies use direct marketing to sell their goods. The significant advantage of the Internet selling is that it is available 24 hours per day, 7 days per week. Large and small and medium enterprises (SMEs) develop websites and sell via the internet through innovative use of technology and more attractive features than in traditional marketing. The way the information appears to the consumer can affect the online decision of purchasing a product (Chaffey & Smith, 2005). As to that, firms should pay attention on the designing and structuring of an effective website. Moreover, online selling sites can be used to offer much more products than can be shown in a printed catalog. In addition, consumers can enjoy self-service services such as, tracking their purchases and orders or saving their information to be used in later transactions.
Providing content: Businesses must provide their customers with all the necessary information about their company, their services and products. A content website allows visitors to interact with interesting and useful information and not with unnecessary and irrelevant data. Every website should have the capability of keeping people on the website and getting people to return. Companies performing in the world of internet marketing should create websites that provide all the needed information to their customers by keeping the content fresh and updated (Tung, 2008).
Providing a network function:  Except from content, websites can also provide useful functions for visitors. This can be done by using the network to make access to information provided by another website possible. For example, Yahoo! created a menu for websites that enables owners of other websites to register their URLs (Tung, 2008).
2.2 Theoretical Review
2.2.1 The Resource-Based View Theory (RBV)
Wernerfelt, Prahalad and Hamel (1990) propounded the Resource-Based View of a firm which has emerged as an important theoretical perspective to understand the linkage between information technology and firm value. The theory maintains that resources that are valuable, rare and imitable can lead to sustainable competitive advantage (Bharadwaj, 2000). The RBV is a theory which emphasizes the internal capabilities of the organization in formulating a certain strategy to achieve a sustainable competitive advantage in its markets and industries (Caldeira & Ward, 2003). In general, the RBV theory addresses the central issue of how superior performance can be attained, relative to other firms in the same market and posits that superior performance results from acquiring and exploiting unique resources of the firm (Caldeira & Ward, 2003). The theory argues that competitive advantage can be generated by the unique “bunch” of resources and capabilities that a business has access to. 
The resources can be thought of as inputs that enable an organization to carry out its activities which can either be tangible (physical, financial and human resources) or intangible (intellectual resources and reputation). On the other hand, capabilities which are sometimes called “core competencies” are a cluster of attributes that an organization possesses, which in turn, allows it to achieve a competitive advantage, such as knowledge and special skills (Chen & Zhu, 2004). In relation to e-commerce or Internet innovation, the Resource-Based View theory is used to demonstrate how firms leverage their investments in internet related issues to create unique Internet-enabled capabilities that determine firm’s overall commercial effectiveness. The Resource-Based View theory is embraced by several researchers in thee-commerce field (Powell & Dent-Micillef, 1997; Caldera & Ward, 2003; Ozituran & Roney, 2003; Zhu, Derick & Kraemer, 2004; Elliott & Boshoff, 2009). Despite its wide acceptance by e-commerce researchers, the Resource-Based View theory has been criticisised by others (Ozituran & Roney, 2003;Salwani, Marthandan, Norzaidi & Chong2009; Hooley, Moller & Broderick, 1998 cited in Elliott & Boshoff 2009; Barney, 2001). These researchers agreed that the Resource-Based View is inwardly focused and static, rather than dynamic in nature. Barney (2001) added that a firm can be profitable by exploiting its internal resources, but the external factors ought also to be considered as they can affect the activities of a firm. Salwani, Marthandan, Norzaidi and  Chong (2009) further indicate that a significant gap in literature regarding the application of the RBV of business as a means of understanding e-commerce performance exists, which makes it imperative to consider the E-value model as used in relation to analysing the relationship between Internet marketing and business profitability.
Technological change in business systems lead to innovation in a firm’s business model. This is supported by the TOE Review developed by Tornatzky and Fleischer (1990), which is explained below.
2.2.2 Technology Acceptance Model (TAM)
Technology Acceptance Model was developed by Davis, Bagozzi, & Warshaw, (1989). This model is considered the strongest and the most effective model in illustrating the acceptance attitude of new technology. It is a solid ground that can be relied upon to study the acceptance and implementation of modern technological systems (El-Gohary, 2012). TRA developed by Fishbein and Azjen in 1967 is commonly used to explain individuals’ behaviours it’s the base of TAM (Alrousan & Jones, 2016).
Two variables; perceived usefulness (PU) and perceived ease of use (PEOU) have been considered the fundamental determinants for the customer to accept new technology (Davis, 1989). PU means the extent of a person’s beliefs about the enhancement of his/her job performance when using a particular system, whereas PEOU is defined as the extent of a person’s beliefs that using a particular system would be effortless. There are many studies that have tested the impact of (PU) and (PEOU) on the adoption of technological innovations. Among the studies that have proven their significant positive impact are Leong, Ooi, Chong, & Lin (2011), Al-Jamal and Abu-Shanab[1TD$DIF] (2015) and [8TD$DIF]Varaprasad et al. (2015). TAM has been experimented in many areas of technology and has proven its success in ability to predict and interpret behaviour towards these various systems. However, a very limited number of studies have been conducted to test TAM in E-marketing (El-Gohary, 2012). TAM has been examined by researchers for more than two decades in various technology fields and it has proven success in predicting and interpreting behaviour towards these technologies. Despite numerous attempts to develop TAM and the appearance of TAM2, TAM3 and UTAUT, TAM is still adequate and successful and still accepted widely in the field of technology adoption. Moreover, TAM2, TAM3 and UTAUT are more appropriate in examination of the adoption of technology by individuals while this research is concerned with adoption at the business level (El-Gohary, 2012).
2.2.3	Technology-Organization-Environment Model
Tornatzky and Fleischer (1990) developed Technology-Organization-Environment Model which is known as an analytical technique. It measures three groups of organisational factors in the adoption of a firm’s technological innovation. The technological context describes both the internal and external technologies which are relevant to the organisation, and incorporates extant as well as emerging systems and takes account of the various influences on the firm (Chau & Tam 1997). The organisational context describes the characteristics of an organisation that encourage or discourage the adoption of technological innovation. Examples of these characteristics include firm size, organisational structure, executive support, human resource competencies, and available resources. The external environment includes the firm’s industry, competitors, regulations, and access to external resources. Baker (2012) postulated that the Technology-Organization-Environment Review would remain relevant and continue to direct research on the adoption of innovation. 
The Technology-Organization-Environment Review comprises of three aspects of decision making in relation to technological innovation. The first is the external task environment where the market characteristics, technology support, and legislation reside. The next aspect comprise of the characteristics and availability of the technology. These characteristics lead to the future direction of innovation, such as cloud and mobile technologies, which may be viewed as future business model configurations. The organisation comprises communications, internal structures and characteristics, the size of the organisation, and possible efficiencies (Tornatzky & Fleischer 1990). Researchers have used the Technology-Organization-Environment Review (Tornatzky & Fleischer 1990), to study e-commerce adoption in many environments and over time. E-commerce (Wongpinunwatana & Lertwongsatien 2003; Sparling, Cater-Steel & Toleman2007), e-business (Xu, Zhu & Gibbs 2004; Zhu & Kraemer 2005; Al-Somali, Gholami & Clegg 2010; Oliveira & Martins 2010; Lin & Lin 2008), ERP (Ramdani, Kawalek & Lorenzo 2009; Pan & Jang 2008).
Technology infrastructure comprises of hardware and software that can build internet technology, and IT human resources refer to the knowledge and skills to developed web applications (Oliveira & Martins 2010). In addition, technological readiness was positively affects organisations to adopt e-commerce (Oliveira & Martins 2010). However, in developing countries the lack of computer literacy and IT infrastructures is significantly hampered e-commerce adoption and implementation (Al-Somali, Gholami & Clegg, 2010; Lin & Lin, 2008).
2.3 Empirical Review:	There are several studies that have been carried out in the past by many researchers on this particular topic or related. 
Abeer and Yahya (2018) conduct a study with the main objective to investigate the factors affecting the acceptance and implementation of E-marketing and its impact on marketing performance in Small and Medium-sized Restaurants (SMRs) in Palestine. Potential factors were derived and conceptually-modeled for analysis based on popular technology acceptance models in literature. Three contexts (technological, organizational and environmental) with sixteen factors were hypothesized to influence E-marketing in the SMRs. Relevant data were gathered from a randomly-selected sample of 223 SMRs working in Palestine. Data were reported by participants using a self-report questionnaire. Pearson correlation and multiple linear regression were employed to analyze the collected data. The results revealed that all individual hypothesized factors have positive significant impact on E-marketing implementation. Regression models indicated that relative advantage, customer pressure and market scope have significant positive impact on implementation. The regression analysis also shows that E-marketing has a positive significant impact on marketing performance.
Omotayo, Akinyele and Akinyele (2015) conduct a study to examine the effect of social media marketing on small scale business performance. In today’s social media driven environment, it is essential that small businesses understand facebook, twitter, and the strategies behind using social media for growing their business. Unfortunately, many small businesses do not have a strategy when they begin using social media. The objectives of this study include the following: to determine how effective employee training about social media of small to medium enterprises has increase brand awareness, to examine how employee participation in SME’s operation has increase sales, to identify how continuous improvement of SME’s strategies has improve customer service, and to examine how managerial commitment of SME’s has increase the implementation of social media campaigns. One hundred and fifty (150) copies of questionnaire were administered to owner-managers and employees of selected SME’s in Ota Metropolis of which one hundred and thirty five (135) of the questionnaires were returned completely filled and fifteen (15) were not returned. Four hypotheses were formulated from the structure of the research questions, ANOVA, Correlation and other statistical tools were used in testing these hypotheses. A descriptive approach is presented, followed by an in-depth structured questionnaire with the small business owners. The study reveals the different strategies the owner uses to build and maintain relationships with consumers and the study concludes with important implications for small businesses. Networking and creating relationships with other businesses, increases brand exposure. By promoting another business or their product, they may promote yours. Engaging others makes your business visible to their audience and has the potential to reach hundreds or thousands of consumers. Focusing more on relationships than sales, increases sales. Social media provides businesses the opportunity to engage their audience on many different levels, including personal. In the beginning, it is important for a business to focus on creating relationships with consumers. An owner can show interest in its audience by commenting on individual’s posts or asking questions. Doing so also exposes the business to friends of fans and followers, increasing the business’s reach.
Rishi (2008) conduct an “An empirical study of online Shopping Behaviour: A Factor Analysis Approach, the use of Internet is catching up and online shopping is considered as a relevant alternative channel for retailing in India, and it is now important part of the retail experience. He has conducted an empirical study basically based on the primary data but secondary data have also been collected from various sources (published and unpublished) including websites. The sample was selected from the National Capital Region as this region is among the first regions of India where large number of buyers buy online (ASSOCHAM, 2005). The sample has been selected from youth population as this group of people actually use internet to buy online. The primary data was analyzed using multiple linear regression. The study highlights that Convenience, Accessibility, Scope, Attraction, Reliability, Experience and Clarity are the important factors considered by the online shoppers. In comparison to existing literature the factors affecting the online shopping in India are similar to those of worldwide but some of them are specific as the penetration of IT and its adoption in India have been slow such as scope and accessibility. It is recommended that marketers must give a thought to these factors when they design their online strategy. Even the marketers may think of combining both the online and offline.
Mishra (2007) conduct a research on “Consumers Attitude towards Online Shopping for clothing” by examines the demographic characteristics of online consumers and their attitude towards online shopping behaviour for clothing. This study is based on a sample of 200 internet users in National Capital Region (NCR) Delhi. A simple random technique was used to select the respondents. The data was analyzed using Pearson Product Monument Correlation (PPMC) and Multiple Linear Regression. The findings show that consumers have positive attitude towards online shopping but low attitude towards online purchase of clothes. The analysis shows that city and sex do not affect consumers’ attitude but age and income indicates a significant association. The issue of trust enjoys ability and trial policy seems to be major concerns for the consumers but convenience and technological advancement play a major role in online shopping.
Gilmore, Gallagher and Henry (2007) carried out a study that re-examines the impact of the internet on small to medium-sized enterprise marketing activities, following a similar study four years earlier (2000) in order to see what, if any, changes have occurred. A qualitative research approach was adopted using one to-one, in-depth semi structured interviews with the marketing managers or IT professionals of ten small and medium sized enterprises (SMEs) who were directly involved in introducing the internet and e-marketing activities within their respective company. The all-encompassing role of the internet in today’s business world and the findings of this study raise some serious issues for the future of SMEs operating in a peripheral location and their e-marketing provisions. It is still very much in its infancy for some SMEs although its use has generally continued since 2000. SMEs still do not use it to its full scope and potential. The data was analyzed using ANOVA and regression analysis through SPSS. The outcomes of the study illustrate the specific barriers and implementation issues encountered by SMEs, identify the consequences of implementing e-marketing on the SME businesses, and identify how SMEs within regional economies could better use e-marketing and facilitate better implementation in the future. Generic characteristics limitations like limited time, people, expertise exist, but are not insurmountable. These could be overcome by: Staff sharing knowledge and willing to learn, using “technology minded” staff, employing a fulltime IT professional and staff training. Practical or implementation issues like cost of creation and maintenance of web site are not off-putting, but necessary lack of professionalism in web site design. All had experienced inappropriate web design and web sites had been redesigned recently. Still there is a lack of multi-lingual features. If they create webpage in-house then they face a problem of lack of time to update regularly. In case they use external expertise then they find difficulty in keeping updated, interesting, offering added value and good design. There are some organisational obstacles like no systems in place to measure effectiveness of e-marketing, not sophisticated enough to identify if sales derived from web site. SMEs frustrated that many customers, suppliers, partners still lacked skills in electronic business activities. Increase in spam and junk-mail effect staff attitude to e-marketing.
Reddy (2003) engaged in a research on “Electronic Marketing in India: A Study on Opportunities and Challenges” by using a survey research design with a sample size of 100 and 85 respondents to the questionnaire. The use of PPMC was adopted for the analysis of the primary data. He concluded that the major factors attributing to the imminent success of e-marketing are, the high level of interactivity, the 24 hours for 7days and 365days (a year) functionality, and the unconfined boundaries. However, there are certain hurdles to overcome before e-marketing becomes a viable business model in India. First and foremost is building trust and loyalty, rather than promoting it as a cost effective option. People go to a dot.com for convenience, comfort, trust, safety and savings. With the gaining prominence of e-marketing – management and execution of strategic marketing programs for customer acquisition, customer retention and cross selling will come into play. This will require a tactically defined and developed e-Customer Relationship Management (e-CRM) strategy, to optimize consumer buying habits and increase the net conversion ratio of ‘prospects’ to ‘advocates’. It is believed that the intrinsic strength of the medium and sits unique advantage will make e-marketing a big reality in India very soon.
2.4 Identification of Knowledge Gaps
Literatures reveals that a number of studies have been conducted in the past concerning e-marketing usage and SMEs performance but customer satisfaction have not been used as a measurement. The researcher noticed most of the studies conducted on the adoption and usage of e-marketing by SMEs were not detailed enough to explain to the business owners and operators of SMEs which of the e-marketing tools contribute most to consumer satisfaction. Moreso, research has not shown an empirical evidence on the reason why some consumer still find it difficult to adopt the e-marketing platforms when making their buying decisions. Therefore the identified gaps are yet to be filled by researchers. This study therefore seeks to fill these gaps by building on the existing literatures.
















CHAPTER THREE
RESEARCH METHODOLOGY
This section highlights the methodology used; research design, population of the study, sample and sampling technique, research instrument, validity and reliability of the instrument, method of data analysis with its justification.
3.1. Research Design 
The research design for the purpose of this study was based on causal research method i.e. testing the effect of an independent variable (E-marketing) on dependent variable (SMEs performance) and given its relative advantages compared to other research design methods and also to achieve the objectives of the research. It was especially useful for the study of non-observable events such as opinion, attitudes, preference or disposition. The choice of this research design by the researcher was also based on the fact that the study involves going to the field to obtain relevant information on the research topic through the use of questionnaire which was one of the types of survey research.
3.2. Population of the Study 
The research simply focuses on the adoption of e-marketing and its effects on SMEs consumers’ satisfaction. In order to achieve the objectives of this study, online consumers will be needed in the survey, so they will be contacted. The target population study aims at sampling size of 384 online consumers which was arrived at using the Godden (2004) formula for the infinite population. In order to maintain the focus of this research work, the scope is strictly limited to online consumers within Ilorin metropolis, Kwara state. By doing this, their opinion will be viewed on the subject matter and so as to ensure the research objectives are met and also the online consumers have much knowledge about the subject matter that can assist the researcher in actualizing the objectives of this study.
3.3 Sampling Size and Sampling Techniques
The sample method that will be adopted for this study will be the stratified random sampling method. Given that the population has a sample frame; questionnaire will be distributed in to the population size of the population. However, the respondents are strictly restricted to online consumers within Ilorin metropolis, Kwara state. The study adopted the whole population as amounts to 384 respondents. The researcher however arrived at 384 online consumers using the Godden (2004) formula for infinite population which is as follows:

Where:
SS = 	required sample size
Z2 = 	Z-value (e.g., 1.96 for a 95 percent confidence level
P =	Percentage of population picking a choice, expressed as decimal in this case (0.5)
α =	Confidence interval, expressed as decimal (e.g., .05 = +/- 5 percentage points)




3.4 Validity and Reliability of the instrument
For the purpose of this research, a content validity will be employed which is the extent to which an empirical measurement reflects a specific domain of content. This will be achieved by ensuring that all concepts related to the subject of enquiry are well captured and nothing is left out. This will be best done by ensuring the appropriate author(s) in the field use their judgments and experiences to validate the questionnaire.  
Also in this study, homogeneity which is a measure of internal consistency of scales, reliability test will be employed. This will be done by using Cronbach’s alpha measure of reliability to confirm the reliability of each concept captured in the question and remove any concept with a value below 0.8 as they are considered very much less reliable. 

3.5 Research Instruments
The type of data to be used for this study was purely primary data which involves data collected directly from the field by the researcher. The primary source of data for this research work was from questionnaire which was a closed ended questionnaire that required the respondent to merely check the boxes provided to provide answers to questions i.e. the researcher provides option which the respondent was required to choose from in answering each question. The questionnaire was designed in such a way that captures both qualitative and quantitative data. It was divided into two sections (A and B). Section A captured information on bio data of the respondents while section B captured information relating to the subject matter of the inquiry. The questions were designed in a manner that provided answers to the objectives of the study.  

The Likert scale was used to structure the questions ranges from 5 (Strongly agree) to 1 (Strongly disagree). This scale was chosen because the data collected through it was easy to code and simple to analyze. Clear and simple words were used to construct the questions, in an effort to make them easier for the respondents to understand and answer.  
3.6 Method of Data Collection
The method of data collection was survey method. Based on the topic of research, the researcher administered questionnaires to the selected sample in order to extract detailed information on the topic and clarify complex questions. The source of data for this study was purely primary in which data was obtained strictly through a well-structured and self-administered questionnaire. The questionnaire was divided into two sections (section A and B). Section A consists of items on bio-data of the respondents while section B consists of operational items relating to the research work. A total number of 384 copies of questionnaire will be administered to online consumers 
3.7 Method of Data Analysis 
The descriptive statistics; Correlation, and Multiple Linear Regressions were used to test the hypotheses. These statistical tools were selected as a result of the nature of the study and hypotheses formulated. The study was causal design; studying the effect of one variable on another i.e. studying the effects of an independent variable (e-marketing) will have on a dependent variable (Small and Medium enterprises). 
The choice of correlation was to test the hypothesis one (Ho1) and to achieve the objective one respectively. To examine if the two variables i.e dependent (Consumers satisfaction) and independent variable (e-marketing) are correlated.
Multiple Linear Regression will be used to test the hypotheses two and three (HO2 & HO3) and objective two and three respectively. Which examine the effects of independent variables (affiliate marketing and social media marketing) on dependent variable (customer satisfaction).The justification on selecting multiple linear regression over simple linear regression was as a result of the fact that, the predictors (independent variables) are more than one. 




CHAPTER FOUR
[bookmark: _Toc522620019]PRESENTATION, ANALYSIS OF DATA AND DISCUSSION
4.0 Introduction
This chapter dwells on the interpretation of the data collected through field work carried out by the researcher. This section deals with data presentation and its analysis of the respondents’ views on the subject matter as well as tests the hypotheses in order to achieve the study objectives. The outcome of the data analysis will be discussed under the subheading of discussion of findings.
4.1 Data presentation
In the course of administering questionnaire of this study, a total number of one (45) questionnaires were administered to Femtech IT and Dool X center staff but only thirty-nine (39) out of this number was retrieved which is considered adequate for reaching valid conclusion.According to Mugenda and Mugenda (2003), a response rate of 60% and above is a good response rate for statistical reporting. The findings are hereby presented in the tables below according to the research questions and hypotheses stated in the study. 
Table 4.1: Gender Distribution of the Respondents
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	22
	56.4
	56.4
	56.4

	
	Female
	17
	43.6
	43.6
	100.0

	
	Total
	39
	100.0
	100.0
	


Source: Field Survey, 2023
Table 4.1 shows that the male respondents accounted for about 56% while the female respondents accounted for 43.6%. This implies that majority of the respondents were males. This may be due to the nature of the operation of the firms considered for this study. Dealing in computer hardware and software is conventionally the job of the male folk in this part of the world
Table 4.2: Age Distribution of the Respondents
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18-30 years
	5
	12.8
	12.8
	12.8

	
	31-40years
	19
	48.7
	48.7
	61.5

	
	41-50ears
	12
	30.8
	30.8
	92.3

	
	51 & above
	3
	7.7
	7.7
	100.0

	
	Total
	39
	100.0
	100.0
	


Source: Field Survey, 2023

Table 4.2 depicts that 12.8% of the respondents were in the age bracket 18-30 years followed by age bracket 31-40 years with 48.7% of the respondents. Respondents with age bracket 41-50 years accounted for 30.8% and age bracket between 51 and above accounted for 7.7%%. The implication is that the bulk of the workforce is within the productive age. This stimulates effective performance
Table 4.3: Functional Distribution of the Respondents
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Sales
	10
	25.6
	25.6
	25.6

	
	Marketing
	20
	51.3
	51.3
	76.9

	
	Accounting/finance
	9
	23.1
	23.1
	100.0

	
	Total
	39
	100.0
	100.0
	


Source:Field Survey, 2023
Table 4.3 depicts that 25.6% of staff representing 10 are from sales department. 20 respondents representing 51.3% are from marketing department and 9 respondents representing 23.1% are from Accounting / Finance department. This shows that majority of the respondents are the target audience from whom cogent data required for the validity of the study could be obtained.   
Table 4.4: Years of Service Analysis of the Respondents
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1-3 years
	13
	33.3
	33.3
	33.3

	
	4-6years
	22
	56.4
	56.4
	89.7

	
	7-9years
	4
	10.3
	10.3
	100.0

	
	Total
	39
	100.0
	100.0
	


Source: Field Survey, 2023
Table 4.4 shows that 54.5 % of the staff of both firms have spent between 1-3years with the organization, followed by those who have spent 4-6 years with 56.4% and four staff representing while 10.3 % have spent 7-9 years. This implies that majority of the respondents had a length of service sufficient to get acquaintance with the data need for the study, hence validity  was strengthened. 
Table 4.5: Educational Qualification of the Respondents
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSCE
	11
	28.2
	28.2
	28.2

	
	OND/NCE
	8
	20.5
	20.5
	48.7

	
	HND/BSC
	15
	38.5
	38.5
	87.2

	
	M.SC and above
	5
	12.8
	12.8
	100.0

	
	Total
	39
	100.0
	100.0
	


Source: Field Survey, 2023
Table 4.5 indicates that 278.2% of the respondents had SSCE and 20.5% of them had a certificate in OND/NCE. Those who had HND/B.Sc. certificate took 38.5% of 15 respondents while 5 respondents constituting 12.8% had M.Sc. certificate. The implication of this is that the two firms captured had team of educated and qualified personnel who had the wherewithal to adopt modern technology. It also implies that they were able to understand and provide genuine responses to the questions they were asked during the survey
	Table 4.6: E-Marketing Increases customer patronage

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	1
	2.6
	2.6
	2.6

	
	Disagree
	4
	10.3
	10.3
	12.8

	
	Undecided
	5
	12.8
	12.8
	25.6

	
	Agree
	15
	38.5
	38.5
	64.1

	
	Strongly Agree
	14
	35.9
	35.9
	100.0

	
	Total
	39
	100.0
	100.0
	


Source: Field Survey, 2023
Table 4.7 shows the distribution of respondents by their responses to the statement on the “E-marketing increases customers’ patronage”. 10.3% of the respondents disagreed and 2.6% strongly disagreed, 12.8% marked undecided, 38.5% marked Agree, and 35.9% marked Strongly Agree. It thus signifies that majority of the respondents constituting about 75% agreed to the statement which implies that the adoption of e-marketing by the firms has resulted in the increase on the number of customers’ patronage of their products.
	Table 4.7: E-marketing leads to improvement in customer satisfaction

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	1
	2.6
	2.6
	2.6

	
	Disagree
	2
	5.1
	5.1
	7.7

	
	Undecided
	3
	7.7
	7.7
	15.4

	
	Agree
	17
	43.6
	43.6
	59.0

	
	Strongly Agree
	16
	41.0
	41.0
	100.0

	
	Total
	39
	100.0
	100.0
	


Source: Field Survey, 2023
Table 4.8 shows the distribution of respondents by their responses to “e-marketing leads to improvement in customer satisfaction”. As shown in the Table, that  2.6% of the respondents of marked Strongly Disagree, 2 respondents representing 5.1% marked Disagree, 3 representing 7.7% marked undecided, 17 respondents representing 43.6% marked Agree, and 16 representing 41% of them marked Strongly Agree. This implies that majority of the respondents agreed to the opinion that e-marketing leads to improvement in the ways the firms satisfy their customers which creates more utility to the customers.
	Table 4.8: E-marketing creates a competitive advantage for firms

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	3
	7.7
	7.7
	7.7

	
	Disagree
	3
	7.7
	7.7
	15.4

	
	Undecided
	4
	10.3
	10.3
	25.6

	
	Agree
	19
	48.7
	48.7
	74.4

	
	Strongly Agree
	10
	25.6
	25.6
	100.0

	
	Total
	39
	100.0
	100.0
	


Source: Researcher’s Survey, 2023
Table 4.9 reveals the distribution of respondents by their responses to the statement “e-marketing creates competitive advantage for firms”. The table shows that 7.7% of the respondents strongly disagreed, 7.7% of them also disagreed, 10.3% were undecided, 48.7% agreed, and 25.6% strongly agreed. The implication of this is that e-marketing plays significant role in building competitive advantage for the firm.
Table 4.9: E-marketing facilitates promotional activities
	

	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	3
	7.7
	7.7
	7.7

	
	Undecided
	4
	10.3
	10.3
	17.9

	
	Agree
	15
	38.5
	38.5
	56.4

	
	Strongly Agree
	17
	43.6
	43.6
	100.0

	
	Total
	39
	100.0
	100.0
	


Source: Field Survey, 2023
In relation to the statement, “Promotional activities have been facilitated by e-marketing”, Table 4.10 shows that 3% of the respondents strongly disagreed, 10.3%disagreed, 38.5% were undecided, 38.5% agreed, and 43.6% strongly agreed. This implies that E-marketing has helped to facilitate the promotional activities of the firms
	Table 4.10: E-marketing reduces  the cost of promotion

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagree
	3
	7.7
	7.7
	7.7

	
	Disagree
	1
	2.6
	2.6
	10.3

	
	Undecided
	4
	10.3
	10.3
	20.5

	
	Agree
	19
	48.7
	48.7
	69.2

	
	Strongly Agree
	12
	30.8
	30.8
	100.0

	
	Total
	39
	100.0
	100.0
	


Source: Field Survey, 2023
Table 4.11 shows the distribution of respondents by their responses to the statement “E-marketing reduces the cost of promotion”. It is indicated that 7.7% of the respondents strongly disagreed, 2.6% disagreed, 10.3% of them were undecided, 48.7% agreed, and 30.8% strongly agreed.The implication is that E-marketing saves the firms from having to spend huge amount on other modes of marketing.
4.3	Statement of Hypotheses
The following hypotheses were formulated in the null form. 
	Ho1: 
	E-marketing does not have significant influence on the sales of SMEs. 

	HO2: 
	E-marketing does not have significant influence on the profit of SMEs 

	HO3: 
	Email marketing does not have significant influence on the sale of SMEs


Ho4:    Email marketing does not have significant influences on the profit of SMEs
4.3 Test of Hypotheses 
Hypothesis 1
H01: 	E-marketing does not have significant influence on the sales of SMEs 
	Table 4.23: Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.778a
	.606
	.595
	.684

	a. Predictors: (Constant), E-marketing


Source: SPSS Output, 2023
It shown on Table 4.23 above that the correlation coefficient r is 0.778 which indicates that there is a strong relationship between E-marketing and Sales of SME’s. It is also clear from the table that the r2 which is the coefficient of determination is 0.606 (approximately 61%). This implies that more than half of the change that occurs in Sales can be explained by the use of E-marketing, while the remaining 29% is explained by other factors that are not captured in the model. This indicates that besides E-marketing contributes immensely to the trend in sales performance of SMEs. 
	
Table 4.24: ANOVA

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	26.596
	1
	26.596
	56.880
	.000b

	
	Residual
	17.301
	37
	.468
	
	

	
	Total
	43.897
	38
	
	
	

	a. Dependent Variable: Sales

	b. Predictors: (Constant), E-marketing


Source: SPSS Output, 2023
Table 4.24 presents ANOVA computation. The F-value statistic as displayed on the table is significant at [sig. level= 0.000 (p<0.05)] that is, ANOVA significance of .000 is less than the alpha level of .05. This result indicates that the model is fit. Therefore, the null hypothesis which states that “E-marketing does not have significant influence on sales of SMEs” is rejected and the alternative hypothesis is accepted. This implies that, the combined use E-marketing technique has a significant influence on sales performance of SMEs
4.5. Discussion of findings 
Based on the result of the hypothesis 1 tested, it was revealed that E-marketing has a strong positive effect on sales performance with the value of R being 0.778. It is also crystal clear from the table 4.23 that the r2 which is the coefficient of determination is 0.606 approximately 61%. This implies that more than half of the percentage change in sales performance can be explained by the effects of E-marketing. Further, it was found that E-marketing has significant influence on sales of SMEs. This is obvious in the coefficient value of 0.317 as shown on Table 4.25. The implication of this is that a unit effort in E-marketing will yield more than two times effect on sales performance. It was also discovered altogether that, since the probability value (0.000) is less than 0.05 level of significance (p< 0.05) then, E-marketing has a significant effect on sales performance of SMEs. In other words, E-marketing is one of the best ways to boost sales of SMEs. The finding is in consonance with the study carried out by Gilmore, Gallagher & Henry (2007); Venkatesh & Balachandran (2004) on the impact of the internet on Small and medium sized enterprise marketing activities, it shows that e-marketing can result in reduced advertising cost, attract qualified to the website, increase global bran exposure, growing customer base, increase sales, improved product branding, more customer to the business and increase branding of company and customers.
Trailing behind the forgoing was the attempt to ascertain whether E-marketing has significant on profit of SMEs. As shown on Table 4.28, findings from this study revealed that when E-marketing is adopted, there will be about 3% rise in profit. This value is somewhat low suggesting that the effect of E-marketing on the profitability is not tangible. However, it is obvious on the same table that the p-value of the coefficient is less than alpha. The implication is that the effect of E-marketing on profit of SMEs is statistically significant. This is despite the small value of the coefficient. This claim is also substantiated by the findings reported by Venkatesh & Balachandran (2004) on the impact of the internet on Small and medium sized enterprise marketing activities, which showed that e-marketing can result in reduced advertising cost, attract qualified to the website, increase global bran exposure, growing customer base, increase sales, improved product branding, more customer to the business and increase branding of company and customers.
In regards to Hypothesis 3 – Email marketing does not have significant influence on the sales of SMEs, the result of the analysis saw the null hypothesis rejected. This decision was made on the ground that the alpha value (0.05) is more than the P-value (0.003). Meanwhile, the decision rule slated was that if p-value is less than alpha, null hypothesis should be rejected, otherwise we accept same. It is pertinent to mention that the degree of responsiveness of sales (of SMEs) to the adoption of Email marketing is somewhat low as has been depicted in the regression equation in Table 4.31 : Y=2.042 + 0.143b where Y stands for sales level while b is Email marketing. 






CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.0 Preamble
This chapter contains summary of the major findings from the study. It also gives details of conclusion and recommendations made on the basis of the details of the findings.
5.1 Summary
The objective of the study was to examine the impact of promotional mix on the performance of SMEs. Four hypotheses were formulated in order to achieve this overall objective. They were eventually tested through regression analysis. The study adopted descriptive research design and it was approached through survey. The result of the analysis of data revealed that;
E-marketing has significant influence on the sales of SMEs. The coefficient value had p-value lesser than the alpha. 
In regards to influence of E-marketing on the profit SMEs, it was also found that the coefficient of E-marketing had a p-value of that is less than alpha, thus indicating that this technique has a significant influence on profitability of SMEs. 
Additionally, as against the influence of Email marketing on sales, the outcome of the hypothesis tested proved that the sales of SMEs are significantly influenced by Email marketing. 
Finally, the study found out that Email marketing also has a significant effect on the profitability of SMEs and this is as a result of the role it plays in reducing cost of operations among others.
5.2 Conclusion
This study has been able to explore the influence of E-marketing on performance of SMEs. On the basis of the findings obtained, the study concludes that E-marketing has significantly impacted on the sales performance and the profitability of SMEs. Also, Email marketing as a technique of E-marketing, contributes immensely to the sales level of SMEs. Finally, Email marketing significantly reduces the cost of operation, thus improving the sales performance of SMEs.
5.3 Recommendations
Precisely based on the finding, the study recommends that:
Management should put more effort into E-marketing   as this tool has a great impact on their sales performance. They should adopt it as a strategy through which customer patronage can be attracted.
Appropriate plans should be developed to match the instrumental value of E-marketing to the profit of SMEs. 
SMEs should realize the great value embedded in Email marketing especially in the aspect of reducing cost of operations. This tool should be used to improve the profitability of the firms.
It is also important that SMEs employ Email marketing effectively so as to widen their market share. Efforts should be made to ensure that the tool captures the right audience.
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