[bookmark: _Hlk80893872] 
IMPACT OF COVID-19 ON SOCIAL MEDIA MARKETING ADOPTION AND CUSTOMER RETENTION 

A CASE STUDY OF RESTAURANTS IN SOUTHWEST NIGERIA



Research dissertation presented in partial fulfilment of the requirements for the degree of


Master in International Business Management

Griffith College Dublin, Ireland


BY


MATUNGULU EVODIE (3019120)



DECLARATION
I, MATUNGULU EVODIE hereby declare that this master’s dissertation titled: IMPACT OF COVID-19 ON SOCIAL MEDIA MARKETING ADOPTION AND CUSTOMER RETENTION: A CASE STUDY RESTAURANTS IN SOUTHWEST NIGERIA” is my original work and have not been submitted for an award in any other University or College.


Student Number: 3019120
Date: 03/09/2021
Signature: Evodie


ACKNOWLEDGEMENT
I want to thank various individuals and organizations for their support throughout my graduate study. First and foremost, my sincere appreciation goes to my supervisor Garrett Ryan for his support, patience, insightful remarks, valuable information, and never-ending ideas,  all of which have greatly aided me in my research.
To the restaurants that took time to participate in this research, this research won't have been possible without their contributions.
To Griffith College, Dublin campus academic and administrative staff for their constant professional help towards this research.
I am grateful for my parents' love and support, which keeps me driven and self-assured. They helped me achieve my goals and success because they believed in me. My siblings, who keep me grounded, show a great understanding of my study and support my commitment to this research.
Finally, I owe my deepest gratitude to my love Laurent for the tremendous support and hope he had given to me. This thesis would not have been conceivable without such hope. Thank you for your support and encouragement.


TABLE OF CONTENTS
Title page                                                                                                         i
Approval                  								ii                                                                                             
Declaration									iii                                                                                                             
Acknowledgment   								iv                                                                                                
Abstract       									v                                                                                                            
Table of contents     								vi                                                                                               
Chapter One: Introduction 
1.1	Introduction 								1
1.2	Research Purpose							3
1.3	Justification for the Study 						4
1.4	Research Questions 							5
1.5	Research Objectives 							6
1.6	Structure of the Study 						6			
Chapter Two: Literature review 
2.0	Literature Review 							8
2.1	Brief Overview of the Hospitality Industry				8
2.2	Commonly used social media platform				9
2.3	Effect of Social Media Marketing on customer retention
 among restaurants operators						11
2.4	Factors influencing the adoption of Social Media Marketing 
among restaurants operators 						12			
2.5	Impact of COVID-19 on Social Media Marketing adoption 
among restaurants operators 						14
2.6	Marketing Strategies and Customer retention				15
2.7	Theoretical Framework 						16
2.7.1	Social Network Theory 						16
2.7.2	Marketing Equities Theory						17
2.7.3	E-Value Model 							17
2.8	Conceptual Framework 						18


Chapter Three: Methodology 						21
3.0	Research Methodology						21			 
3.1	Research Philosophy 							21
3.1.1	The Positivist Philosophy 						22
3.1.2	The Interpretivist Philosophy 						23
3.2	Research Design 							23
3.2.1	Sources of Data							24
3.3	Research Approaches 							24
3.3.1	Deductive Versus Inductive Approach 				25
3.3.2	Research Strategy 							26
3.4	Research Instrument/ Method of Data collection 			27  
3.4.1	Questionnaire 								27
3.4.2	Time Horizon 								28
3.4.3	Sampling 								29
3.5	Validity and Reliability   						29
3.6	Research Ethics and Access 						30
3.7	Method of Data Analysis 						31
Chapter Four: Presentation of Results 
4.1	Socio-demographic Characteristics of Respondents 			32
4.2	Sex Distribution of Respondents 					32
4.2.1	Age Distribution of Respondents 					43		
4.2.2	Level of Education 							44		  	
4.2.3	Years of work Experience 						44
4.3	Reliability Analysis 							45	
4.4.1	Social media marketing strategies used by restaurants 		48
4.4.2	Factors influencing adoption of SM marketing			51
4.4.3	Impact of Covid-19 on social media adoption 			54
4.5	Customer Retention 							57
4.6.	Hypothesis Testing 							58 
4.7	Discussion of Findings 						61
 	  	
CHAPTER FIVE: Concluding thoughts, contribution to knowledge, limitation and conclusions
1. Presentation and discussion of findings				64			
0. Implication of findings for research questions			64
0. Contribution and Limitations of the Research			65
0. Limitation of the study 						66
0. Recommendation for Practice 					66
0. Recommendation for future research					67
0. Final Conclusion and Reflection					68
REFERENCES							69	
APPENDICES							81
Appendices A	81
Appendices B:								83	
Appendices C:								85


 


LIST OF FIGURES
Number 	Name 					       			 Page
Figure 1 	Conceptual Framework		 			22
Figure 4.1	Gender of Respondents 					43
Figure. 4.2	Age of Respondents 						43
Figure. 4.3	Level of Education 						44
Figure. 4.4	Years of business operation 	 				45
Figure. 4.5	Social media marketing platforms used by respondents 	47
Figure. 4.6	Social media marketing platforms used by respondents 	50 	
Figure. 4.7	Factors influencing adoption of SM marketing 	 	53
Figure. 4.8	SM adoption before and during Covid-19 pandemic	 	55	
Figure 4.9	Frequency of using social media for marketing 		56


LIST OF TABLES
Table		Name 					       				Page
Table 4.1: 	Reliability Analysis 							46
Table 4.2: 	Social media marketing strategies 					49
Table 4.3: 	Factors influencing adoption of SM for marketing 			52
Table 4.4: 	Paired t-test showing differential in SMM adoption 			55
Table 4.5: 	Customer retention among restaurant operators			57
Table 4.6:	Perceived usefulness and use of SM marketing pre-covid		57
Table 4.7: 	Perceived usefulness and use of SM marketing covid era		57
Table 4.8: 	Correlation analysis showing association between 
marketing strategies and customer retention				60


LIST OF APPENDICES
Number 		Name 							Page 
Appendix A 		Informed Consent 					81
Appendix B		Plain Language Statement				83
Appendix C 		Research Questionnaire				85




ABSTRACT

Research Background: Besides the adverse effect of the COVID-19 pandemic on businesses, it has also brought about a shift in business operations. For instance, a shift has been reported in making purchases from the regular face to face interaction to online purchases, especially during movement restrictions and lockdown. This suggests that the pandemic will push several SMEs into adopting digital platforms like social media marketing to reach out to their customers. Exploring how social media markting can be used to achieve customer retention in the hospitality industry becomes very important in the wake of the COVID-19 pandemic that has cause significant changes in the ways business is now done. Hence, this study seeks to provide empirical evidence on this phenomenon.  

Research Purpose: This study examined how restaurants can adopt or utilise Social Media Marketing (SMM) to its best effect in a post-covid world. 

Research Questions: This study answers the following research questions:
i. How does COVID-19 impact Social Media Marketing adoption among restaurants operators in southwest Nigeria?  
ii. How do Restaurant operators use social Media Marketing Strategies for customer retention?
iii. What are the factors influencing the adoption of Social Media Marketing among restaurants operators in Southwest Nigeria?
 
Method: The study gathered primary data through a cross-sectional survey of restaurants operating in the South-west region of Nigeria using an online survey. The survey was conducted among one hundred (100) owners/managers of restaurants in the study area. The study performed both descriptive and inferential analysis to address the specific research objectives and make appropriate recommendations.    

Conclusion: The study showed WhatsApp and Facebook were the two most commonly used social media platforms among the restaurant operators. Also, social media marketing strategies (promotion and advertisement) were significantly associated with customer retention. Promotion offer was the most commonly used marketing strategy, while firm characteristics was the most important factor influencing the adoption of social media marketing. Overall, the study found perceived usefulness to be significantly associated with social media marketing adoption. However, COVID-19 had no significant impact on the adoption of social media marketing. 

Keywords: Covid-19, restaurants, Social media, Marketing,  Quantitative, Research Design

                                                                                       


Chapter One
1.1	Introduction 
[bookmark: _Hlk67866320]For some time now, the use of social media among individuals and organisations for different purposes is becoming on the increase. In this age of technology, people, regardless of their age, spend a substantial amount of their time on social media for different activities, including communication, sharing information, and business interactions. According to Fan and Gordon (2014), 20% of internet users reported spending time on social media. With the Covid-19 pandemic still in place, not much is known about the dynamics in social media use especially for marketing purpose within the hospitality industry which have been greatly affected by the pandemic. 
For example, a report on the state of social media advert published in 2020 revealed globally, between 2019 and 2020, adverts on the Facebook platform rose by 30%, in Africa 38%, in North America, 96% in the Middle East, 96% in Southeast Asia. On the other hand, internet use across regions of the world showed Africa accounts for (28.2%), America (77.2%), Arabs (51.6%), Asia and Pacific (48.4%) and Europe (82.5%) (International Telecommunication Union, 2019). 
However, there is the argument that small businesses are generally unwilling to adopt social media marketing, which can be attributed to inadequate knowledge of social media marketing strategies (Taneja & Toombs, 2014; Agnihotri, Kothandaraman, Kashyap & Singh, 2012). Lack of Information and Communication Technology (ICT) skills have been a significant barrier to implementing social media. These technology-related barriers have affected the use and adoption of social media as a marketing platform, especially among small businesses (Bakeman & Hanson, 2012; Rapp & Panagopoulos, 2012).  On the other hand, Kacker and Perrigot (2016) argued that small businesses generally lack the resources and labour needed to implement social media strategies, thereby accounting for low or non-adoption of social media marketing in their business. Although, Bakeman and Hansom (2012) believe that even though small businesses lack the knowledge required for using social media, this barrier can be overcome by employing individuals who can use such platforms. 
With more advanced and user-friendly marketing platforms, social media marketing is increasingly replacing conventional marketing platforms such as radio, T.V., and newspapers (Bruhn, Schoenmueller & Schafer, 2012). One of the major advantages of using social media platforms for marketing purpose is the relatively cheap nature when compared with other conventional marketing platforms. Several advantages have also been associated with the use of social media, especially for business marketing. For instance, Hassan, Nadzim and Shiratuddin (2015) stressed that social media is a relatively low-cost marketing tool that business owners can use to reach their customers within a very short time relative to other forms of marketing. This can help to boost business performance and reducing marketing costs (Hassan et al., 2015). 
Likewise, the difference between social media and conventional media lies in speed, cost, quality, frequency and reach (Katona and Sarvary, 2014). This could account for the switch in the marketing platforms from traditional to social media by several businesses. For instance, since the inception of social media, there has been a decline in using the traditional medium for communicating to and reaching customers (Goi, 2014). In the words of Bruh et al. (2012), traditional media is continually being replaced by social media as consumers continue to use less of traditional media because they consider social media to be a more trustworthy information source. In contrast, some have argued that what social media does is complement traditional marketing platforms in increasing the worth of interaction between current and potential customers (Andzulis et al., 2012). Moreover, some authors have argued that some restaurant owners were ignorant of how they can use social media for the benefit of their business, while those that use social media platforms were reported to enjoy the benefit of having increased customer satisfaction, profit and productive employees (Dipeitro, Crews, Gustafson & Strick, 2012) 
Moreover, customer retention is considered a pillar of any profitable and successful business venture. It is considered as the core of most successful organisations. It represents a tool used to spread and expand the level of awareness of the organisations that have adopted them by using it to satisfy their customer's needs (Okolo, Agu, Obikeze and Ugonna, 2015). As organisations maintain a high level of customer retention, these same customers will share their experience with the organisation to others to increase awareness of the services offered by the organisation. 

The study surveyed Micro and Small Enterprises (defined as enterprises with less than 50 workforce/staff) according to classification by the Small and Medium Enterprises Development Agency of Nigeria (SMEDAN). These enterprises account for over 98% of enterprises in Nigeria (National Bureau of Statistics, 2017). 
The scope of the study was limited to restaurants owners/managers operating in the Southwest region of the country. Southwest Nigeria is chosen because it accounts for the highest proportion of SMEs in the country, according to the NBS 2017 report. The choice of restaurants is because the lockdown occasioned by the COVID-19 pandemic has significantly affected the business activities of this sector of the economy. This is so because of the restriction of movements during the lockdown period, resulting in low economic activities in the country. 
Although essential services (restaurants inclusive) were excluded from the movement restriction, the generally low economic activities limited the movement and flow of people from one point to another. As a consequence of COVID-19 there is a dearth of empirical evidence. This study intends to provide empirical data that can aid planning and be used by relevant agencies, including SMEs operators in the country.
[bookmark: _Hlk80547222]1.2	Research Purpose 
This study examined how restaurants can adopt or utilise Social Media Marketing (SMM) to its best effect in a post-Covid world. Like any other country in the world, the contribution of SMEs to the economic development of Nigeria cannot be overemphasised. More so, the outbreak of the COVID-19 pandemic affected and changed how businesses were being run globally. Long before the outbreak of COVID-19, the influence of social media marketing on business performance gained significant research attention. While several businesses and organisations recognise the benefits of using social media platforms for their marketing activities, there seems to be insufficient studies exploring the adoption of social media marketing, especially among the hospitality industry, emphasising the restaurant business in Nigeria. 
Marketing is acknowledged as a vital element of any successful business enterprise. Marketing has been defined as the process of communicating and delivering information about a firm's products and services to consumers (Reijonen, 2010). In the words of Camil (2017), marketing refers to the communication/interaction that occurs between a seller and buyer in which the goal is to exchange goods and services in return. On the other hand, social media marketing has been defined as a system that allows individuals to present their products and services online using social media platforms such as Facebook, Twitter, and Instagram. 
This facilitates communication between a large number of people and also allows for receiving instant feedback, which is not common with the conventional media (Weinberge, 2009).   
The hospital industry generally covers hotels, restaurants, catering, bars, fast food, and coffee shops (Hospitality Guild, 2012). A hotel simply refers to an establishment that provides lodging to individuals on a generally short-term basis.  Several studies (Gupta, 2019; Arika & Moronge, 2017; Dodokh, 2017 Ivica, 2015; Karjaluotort, Makinen & Jarvinen, 2015) on hospital industry focused on hotels and performance, with little or no study researching into social media marketing among restaurants operators in Nigeria, especially concerning customer retention. The choice of restaurants is due to the paucity of studies in the area and secondly because restaurants constitute a significant number of SMEs in Nigeria (NBS, 2017).
The most recent national survey on Small and Medium Enterprises SMEs in Nigeria was conducted in 2017. According to the report of the survey published in 2018, the total number of Micro Enterprises (M.E.s) (the category where most restaurants in Nigeria belonged) in the country was 41,469,947, accounting for 99.8%, while the total number of Small and Medium Enterprises (SMEs) was 73,081, accounting for (0.2%). Also, the report revealed that the South-west states of Lagos, Osun, Ogun and Oyo accounted for states with the highest number of enterprises in the country (National Bureau of Statistics, 2018). According to the report, the SMEs sector employed 59,647,954, representing 86.3% of the total national workforce. SMEs also accounts for half of the nation's Gross Domestic Products.  In addition, findings from the survey revealed that accommodation and food services account for one of the top five SMEs in the country.  
[bookmark: _Hlk80547236]1.3	Justification for the Study 
The hospitality industry is essentially an extensive sector comprising several other categories, including transport, hotels, restaurants, and fast foods. However, the foods and beverage industry constitute the largest hospitality industry segment (Kaakinen and Purkayastha, 2016). The hospitality industry, particularly the food sector, is highly dependent upon the disposable income of its customers. Any harsh economic situation that causes a decline in disposable income, for instance, recession, can adversely affect the sector and usually becomes the first to be affected because of the decline in the amount of income available to the customers (Masterman, 2016).  

More so, in this era of Covid-19, businesses continue to increase and expand their online presence. in order to survive in the business world, businesses must widen their online marketing strategies by exploiting the enormous opportunities offered by social media marketing. For instance, it is argued that multinational firms like Coca-Cola and McDonalds continue to survive amid the Covid-19 pandemic because of their excellent online presence and marketing strategies (Kaakinen and Purkayastha, 2016). 
[bookmark: _Hlk80548687]Notwithstanding the adverse effect of the COVID-19 pandemic on businesses, the pandemic also brought about a shit in business operations. For instance, there was a shift in making purchases from the regular face to face interaction to online purchases, especially during intense movement restrictions. This suggests that the pandemic pushed a lot of SMEs into adopting digital platforms such as social media marketing to reach out to their customers. Exploring the influence of social media marketing on customer retention in the hospitality industry becomes very important in the recent COVID-19 outbreak that brought about significant change in the ways business was done before the outbreak and now. This will no doubt push more businesses, especially SMEs, into the adoption of digital marketing platforms. Hence this study seeks to provide empirical evidence on this phenomenon.  
During the peak of the Covid-19 pandemic, the hospitality industry, especially hotels and restaurants, was considered one of the worst affected service sectors. This was particularly worsened during the period of lockdown and movement restrictions. However, before the pandemic outbreak, much is not known about the level of adoption of social media marketing and the marketing strategies used by these restaurants for customer retention. Hence, study of this nature involving empirical data to investigate social media adoption and marketing strategies used among the restaurants will provide relevant data for planning against future pandemic occurrences like Covid-19. Hence, this study seeks to provide empirical data on the marketing strategies used by restaurant owners in retaining their customers.    

[bookmark: _Hlk80547245]1.4	Research Questions 
iv. How does COVID-19 impact Social Media Marketing adoption among restaurants operators in southwest Nigeria?  
v. How do Restaurant operators use social Media Marketing Strategies for customer retention?
vi. What are the factors influencing the adoption of Social Media Marketing among restaurants operators in Southwest Nigeria?

[bookmark: _Hlk80547252]1.5	Research Objectives 
The following specific research objectives will guide the study: 
i. [bookmark: _Hlk71123974]Examine the Social Media Marketing Strategies used by restaurant operators for customer retention 
ii. Determine the factors influencing the adoption of Social Media Marketing among restaurants operators in Southwest Nigeria
iii. [bookmark: _Hlk71124382]Investigate the impact of COVID-19 on Social Media Marketing adoption among restaurants operators in Southwest Nigeria

[bookmark: _Hlk80547257]1.6	Structure of the Study 
The proposed study will be structured into five distinct chapters. Each chapter will be addressing specific issues as it relates to the entire dissertation. 
Chapter one: this will be presenting background and contextual information on the topic being investigated. The chapter will discuss the research purpose and justification for embarking on the research. In addition, this chapter will highlight the proposed research questions the researcher seeks to provide answers to and the specific objectives that will be guiding the study. 
Chapter two: this chapter deals with reviewing of important literature and discussing them within the context of the topic being investigated. The section will provide a brief overview of the hospitality industry, commonly used social media platform, effect of Social Media Marketing on customer retention among restaurants operators, factors influencing the adoption of Social Media Marketing among restaurants operators, impact of COVID-19 on Social Media Marketing adoption among restaurants operators, marketing strategies and customer retention and theoretical framework. 
Chapter three: this is the research methodology section of the study. It provided an elaborate discussion on the different methods and approaches that will be employed while conducting the research so as to achieve the aims and objectives stated. Specifically, this section will be discussion the research philosophy, research approaches, design, data sources: primary versus secondary, data collection, instrument for data collection, sampling procedures, research ethics and method of data analysis among others.  
Chapter four: this chapter is mainly concerned with presentation of findings from the analysis of data collected. 
Chapter five: this represents the last chapter and focused mainly on discussion of findings from the study. In addition, the chapter discussed implications of the study and make appropriate recommendations for further studies.   

Chapter Two
Literature Review 

[bookmark: _Hlk80547285]2.1	Brief Overview of the Hospitality Industry
Worldwide, the tourism and hospitality sector are regarded as one of the fastest-growing industries, generating about US$1.3 trillion in the year 2014, with international travel constituting the bulk of this revenue flow (Babalola and Oluwatoyin, 2014). Regarding the contribution of the hospitality sector to the economy, there is no doubt about the fact that countries including Hong Kong, United Arab Emirate, South Africa, Kenya, among others, benefited immensely in the sector. These countries have used hospitality to boost their economy especially through the use of use tourism (Esu, 2015; Sanni, 2009) and hotels, restaurants among other sub categories of the hospitality industry. 
In Nigeria, the hospitality industry is regulated by the multi-sectorial industry of Tourism (UNWTO, 2006). The hospitality industry comprises several categories such as fast-food joints, snack shops, guest houses and hotels, motels, restaurants, clubs, catering, and event centres (ILO, 2010). According to the Central bank of Nigeria, the tourism and hospitality sector has contributed positively to the country's GDP (CBN, 2006). This positive contribution can be linked to the inflow of people into the country. For instance, nearly 7000 international travellers arrive in Nigeria daily (Babalola and Oluwatoyin, 2014). Most of these tourists make their way into states such as Abuja, Calabar, Lagos, and Port Harcourt. In particular, Lagos State, the financial hub and commercial centre of Nigeria, record the highest number of international travellers, resulting in the surge in hotels, fast food joints, and restaurants (Businesslist, 2015). 
In general, the foundation of the hospitality industry has been traced to the colonial era when colonial administrators established catering rest houses for Christian missionary officials (Babalola and Oluwatoyin, 2014). Also, the hosting of international events by the country contributed immensely to the rise in the hospitality industry, for example, the World Black and African Festival for Arts and Culture (UNESCO, 2015). These gave rise to several two- and three-stars hotels, offering services comparable with international standards.   Over the years, the hospitality industry in the country no doubt has witnessed significant changes and improvements. 

[bookmark: _Hlk80547295]2.2	Commonly used social media platform
Different social media and networking platforms including Facebook, Instagram, Twitter, YouTube, Pinterest, and LinkedIn represent modern marketing channels of the 21st century as it provides diverse means of communication among users in a unique manner. These digital media platforms offer business enterprises and organisations several advantages when it comes to marketing. Some of these benefits include consumer-brand engagement (Schultz and Peltier, 2013), enhanced communication system at low cost and promote sales (Adegbuyi et al., 2015) and creating opportunities for business owners to interact with their customers irrespective of their geographical location (Bruhn et al., 2012).  However, when discussing commonly used social platforms, different factors need to be considered, including context and intention or purpose. This is because the different social media platforms available have different and unique characteristics. Thus, while a particular social media platform might be considered most appropriate for disseminating information about political news or happenings aground global politics, the same platform might not be suitable for advertisement, say in the hospitality industry. 
During the lockdown period, which confined several people indoors, there was a significant reported rise in the number of people pushed online. A report revealed 72% of people increased their social media presence during the Covid-19 pandemic (Gismondi, 2021). Also, data around the most influential social media platforms revealed that Facebook remains the top social network site used by people globally.  According to available data, in terms of monthly active users (MAUs), Facebook, launched in the year 2004 has 2.7 billion MAUs, followed by YouTube and WhatsApp, each with 2 billion MAUs and Instagram, with 1.16 billion MAUs (Walsh, 2021).    
Within the hospitality industry, with particular reference to restaurants operation, choosing a suitable social media marketing platform is very important. For instance, it is argued that regardless of the amount of energy put into preparing a delicious meal intended to be sold to people, if the targeted audience are not aware of the meal, then it becomes a wasted effort. This is where social media marketing comes to play, especially in this Covid-19 era characterised by a series of lockdowns and other social distancing measures. According to Henderson (2018), certain factors need to be examined and considered when deciding the right social media marketing platform for restaurants. Nearly two-thirds of restaurants used social media for advertisement purposes and represented the most commonly used strategy by restaurant operators in 2018. 
Also, he added that more than one-third of social media users use the platforms to research brands, search for a particular product or service before making their purchase intention. At the same time, about half of consumers learnt about the food they consumed through social media. 
Also, Instagram is another important social media platform used especially considering its ability to offer users visual and pictorial display of features. In the assertion of Oyingen, Awoleye and Olaposi (2019), nearly 93% of Instagram users reported they were influenced to make online purchasing decisions because of the products' visual appearance. This implies why attractive posting the features of a product can be a powerful factor for attracting customers. For instance, posting attractive meals and colourful features among restaurant operators can be a powerful influencing factor for achieving brand loyalty and patronage. Stressing further, Oyingen, Awoleye and Olaposi (2019) believed that prospective customers are not just concerned about the quality of food being sold but are also interested in spending quality time when they visit. Thus, it creates a lovely memory for the customers such that they will want to visit the restaurant again and again.  On the other hand, Henderson (2018), stressed that 49% of people search for restaurants on Facebook, while Instagram was identified as the number one social media platform for customer engagements.        
Timilsina (2017) conducted a study to investigate the impact of social media in restaurants business in Oulu based restaurants. The study adopted a mixed-method research approach and found that social media positively impacted restaurant business in terms of increased sales and customer flow. Regarding the most commonly used social media platforms, the study found Facebook and Instagram were the most common platforms used. For most users, low cost and easy accessibility in reaching customers have the expected benefits of using social media for marketing purposes. For some, social media is not just for business expansion or marketing purposes. Rather, it is a platform that business owners, especially in the hospitality industry, can use to develop and build a relationship with their customers by responding to comments and feedback and retaining customers (Coen, 2016). 
In Finland, it was reported by the Natural Resources Institute that one-fifth of the food prepared by restaurants every year, which weigh at least 80kg are dumped. To address this issue, the restaurants introduced a concept known as ResQ Club, which partners with 200 restaurants spread across Finland aimed at preventing dumping. 
The idea was to provide discounts on foods sold to customers instead of throwing away the food. Through this initiative, the brands of the restaurants are displayed for the customers to see on the app. The initiative's outcome was to increase revenue and attraction of new customers and a high level of customer retention (Uutiset, 2017). 


[bookmark: _Hlk80547308]2.3	Effect of Social Media Marketing on customer retention among restaurants operators 
More than ever before, the outbreak of the Covid-19 pandemic no doubt brought about increased popularity of social media for marketing purpose. Some scholars have argued that with social media, acquisition of customers becomes very easy especially when users identified the most appropriate platform to advertise their brands and products (SyaharizadBinti et al., 2016). However, in most cases, the problem is not necessarily limited to identifying the most appropriate platform to use but the challenges of retaining the customers. Customer retention is described as the process whereby customers becomes repeat buyers or consumers. i.e. being able to ensure that customers visit the or patronise the service over and over again, thereby resulting in improve brand or service loyalty, especially because retaining existing old customers is less costly than acquiring new ones (McCann and Barlow, 2015; Dogan, Gursoy, Christina and Chi, 2020).    
For most large firms and organisations, social media is highly prioritised and constitutes a key platform for marketing. McCann and Barlow (2015) argue that large corporations have been highly successful in integrating social media into their activities to achieve a higher level of business performance. In contrast, small scale businesses have often failed to take advantage of the benefits offered by social media, especially for marketing purposes, due to the absence of strategic planning among these SMEs (Statistica, 2019).  Similarly, Onyijen, Awoleye and Olaposi (2019) believe that social media breakthrough has brought about significant changes in how communication is done between the organisation and their customers. Communication now goes beyond a one-way thing to a two-way thing that permits getting comments, recommendations and feedback from customers and organisations. Notwithstanding, much is not known regarding how social media usage for marketing purposes has helped achieve customer retention among restaurant operators. 


Social media use as a new means of development for restaurants and other businesses has provided a platform where firms, consumers and individuals can effectively and efficiently connect and communicate. Potential customers generate content on product advert online, which provide a feedback platform for firms (Onyijen et al., 2019; Chu and Kim, 2011). Also, the web via social medial platforms has enabled customers to learn and share experiences, insights and recommendations about products among themselves. Social media platforms have enabled users to buy goods, services, and food orders when shared on Facebook, Twitter, or Instagram. The research reiterated that fifty-eight percent (58%) of Information Technology experts use social media platforms to gather knowledge and useful experiences from trusted individuals who have previously engaged with the intended products (Onyijen et al., 2019; Maddox, 2013). 

[bookmark: _Hlk80547322]2.4	Factors influencing the adoption of Social Media Marketing among restaurants operators 
[bookmark: _Hlk80911517][bookmark: _Hlk80911568]According to Hoffman and Fodor (2010), before an individual or organisation will consider adopting social media, they  need to identify the goals, objectives and the tools or platforms required to achieve the desired results after adoption. In real time, the measurement of return on investment as a result of social media adoption can be complex as it contains tangible and intangible metrics (McCann and Barlow, 2015; Qualman, 2013). On the other hand, some other scholars have identified factors influencing the adoption of social media for marketing to include the fear that the company or organisations’ information might leak into the wrong hands, pressure from other competitors, the negative perception of using social media, very limited or poor knowledge regarding the different social media marketing strategies, insufficient investment in ICT gadgets, difficulties and complex nature of managing social media platforms, the unwillingness of adopting a new marketing strategy, firm size among others (Afolabi, Ojelabi and Oyeyipo, 2018).    
[bookmark: _Hlk72228794]Afolabi, Ojelabi and Oyeyipo (2018) from their study identified the factors that could influence the use of social media marketing platforms to include: the fear that organisation’s or client’s information might leak into wrong hands, external pressures from close competitors, the negative perception some people have about social media, poor knowledge or general lack of knwoeldge of the different marketing strategies that can be explored using social media platforms, poor investment I social software in addition to hardware devices, the chanllenges involved in amanaging social media tools, unwillingness to change or adopt new strategies for marketing, the size and features of the organisations, little or absence of proper guidelines and regulation of social media among others.  
Also, a survey of some 166 restaurant managers found a mixed reaction regarding their use of social media and how it impacted their business operations. It was found that many restaurants lacked a well-defined goal on the use and application of social media in their business operations. Although it was found that the restaurant managers generally supported the use of social media, most were unsure about which platform is more appropriate for their business operations. Furthermore, managers were unsure how to use social media to increase customer loyalty, attract new customers and enhance their revenue base (Afolabi, Ojelabi and Oyeyipo, 2018; SyaharizadBinti et al. 2016).

As one of the necessities and requirements for human survival, fresh food is not often readily available; therefore, fast food that serves as an alternative is very important. Some people leave their homes as early as five-thirty in the morning without taking breakfast. They often rely on fast food restaurants (Dogan Gursoy, Christina and Chi, 2020). The flexibility and simplicity of use have also been established as a major reason behind blogs or weblogs (SyaharizadBinti et al., 2016). 

[bookmark: _Hlk72228899][bookmark: _Hlk80911711]Razak and Latip (2016) cited that relevant literature shows four factors that can drive and support the adoption of social media for marketing purpose. These factors include: how easy the platforms can be used (ease of use), perceived usefuleness and the amount of satisfaction that can be derived in using it. According to these authors, when adopting social media for marketing activities, very little or no effort is required in its management. They argued that the use of social media for marketing purpose is relatively simple and straightforward when compared with other maketing channels such as mass media. Thus, they conclude that for most social media platforms, they are very ease to use and adopt especially when individuals or organisations adopting them possess some considerable ICT knowledge and understanding. 
[bookmark: _Hlk80911730][bookmark: _Hlk72228940] According to Fauzia (2017), there are six factors that influence social media adoption namely: perception about benefit, (perceived advantage), perception about compatibility, the knowledge of social media, the attitude of the management staff, demands from respective customers and the need to withstand competition from rival businesses. However, of all these factors, in order of importance, perceived compatibility seems most important, followed by pressures from customers, competitors, attitude of the management, perceived relative benefits, and knowledge of social media platforms or tools.

[bookmark: _Hlk80547338]2.5	Impact of COVID-19 on Social Media Marketing adoption among restaurants operators 
[bookmark: _Hlk72229001]No doubt the outbreak of the Covid-19 came with blessings to the digital world. Especially during the pandemic's peak in 2020 when there were a series of lockdown and movement restrictions across countries and different places globally. The hospitality industry, namely hotels and restaurants were much more affected due to the nature of their services. Dogan Gursoy, Christina and Chi (2020) posits that because of the Covid-19 pandemic, global economy was shut down within the shortest period (UNWTO, 2020). The hospitality sector has been practically confronted with unprecedented challenges by the Covid-19 pandemic. Different strategies and approaches have been applied and are still being applied, all aimed at flattening the curve. These strategies include statewide and national lockdowns, enforcement of social distancing measures, and restrictions placed on international travel, all significantly led to a substantial decline in the population of travelers occupying hotels and visiting restaurants and resulting in a decline in revenue (Bartik et al., 2020). 
For restaurants in particular, key measures enforced was limiting the number of customers and in most cases restricting service to only take-outs. Although, in some instances, the reopening process is gradually taking place with governments trying to ease restrictions considering the economic consequences of prolonged lockdown and strict restrictions. These measures include reduced capacity with social distancing measures, removing restrictions from interstate and international travelling. Moreover, while a gradual recovery process is projected for the hospitality industry, business managers in the hospitality industry and restaurants will be expected to make significant adjustments on how they operate their business. In particular, considerations of the health and safety of their customers and by also boosting customers confidence and retention (Gössling et al., 2020). 
Furthermore, the Covid-19 pandemic severely impacted global economies, with several businesses experiencing different issues relating to fall in demand for goods and services, disruptions in the supply chain, cancellation of export orders, shortage in raw materials as a result of low production activities and logistics issues (Shafi et al., 2020). Sadly, in most cases, the micro, small and medium enterprises (MSMEs) are usually the sector of the economy that bears the brunt of this harsh economy reality (Bartik et al., 2020; Prasad et al., 2015)
In Nigeria, it is abundantly clear that COVID-19 has left an indelible effect on businesses. This has made the adoption of social media marketing like Facebook and Instagram by young people, celebrities, business owners, corporate organisations, government institutions, and multinationals to reach their audiences more than ever due to the impact of this global disease. Social distancing, which is one of the means devised to curb the spread of the virus has grossly affected restaurants to limit contacts and overcrowding (Oyewale et al., 2020). According to Madeira, Palrão and Sofia Mendes (2021), the health crisis currently being witnessed because of the pandemic has metamorphosed into a financial crisis because of the different control and prevention measures adopted by countries. This unanticipated economic crisis has negatively impacted the tourism sector, making the sector one of the worst-hit sectors.    
[bookmark: _Hlk80547379][bookmark: _Hlk72219618]2.6	Marketing Strategies and Customer retention
Customer retention has to do with the ability of businesses to maintain repetitive patronage from specific individuals and become loyal to the services offered by the business (Ifeanyichukwu and Peter, 2018). According to Singh and Khan (2012), retaining customers represents a good strategy for generating revenue for the organisation. This is because as more and more customers experience better treatment from business, it tends to affect their loyalty to the organisation, which translates to more profits for the organisation.  

[bookmark: _Hlk72229151]Maintaining a firm contact with existing customers is considered to offer one of the highest returns on business exceeding that of promotional strategies or advertisement which seeks to target new customers. Some of the strategies that can keep these customers include acquiring their personal contacts, recognising customers' birthdays, and storing information about customers' best meals, among others (Sonnenshein, 2014).   

Chan and Guillet (2011) conducted a study to investigate the use of social media for marketing in Hong Kong using sixty-seven selected hotels. The author examined the website of these hotels and assessed their social media presence. It was found that Twitter, accounting for 56.7% was the most commonly used social media platform, followed by Facebook (53.7%). Although, it was found that Facebook was the most preferred social media network, most likely because Facebook accommodates the usage of more words relative to Twitter. The most frequent use of these social media platforms is to advertise special discounts offered by the hotels. 
Although the hotels surveyed also use YouTube, it is commonly used to display pictures and features of the hotels to the audience, most likely to attract prospective customers.
[bookmark: _Hlk80911279]A study was conducted in Anambra, Southeast Nigeria to assess how the use of 7Ps of marketing mix namely: food offer, price, place, promotion offers, personnel, process and physical evidence to see how these 7Ps of marketing will predict customer retention among selected fast-food restaurants. The study sampled four different fast-food restaurants with 160 respondents surveyed across the restaurants. Findings from the study revealed all the 7Ps of marketing examined were significantly associated with customer retention (Ifeanyichukwu and Peter, 2018). In the words of Ibojo (2015), the level of customer retention has a critical role in the organisation's ability to achieve its goal and objectives. Stressing this further, Baranidharan (2012) argued that when organisations deliver quality food and services to their customers, there is a very high tendency that they will come back again. As this occurs, it builds loyalty from the customers to the organisation, which also means steady revenue to the organisation. 


[bookmark: _Hlk80547389]2.7	Theoretical Framework 
2.7.1	Social Network Theory  
This study will be applying the social media network theory to investigate the impact of Covid-19 on social media marketing and customer retention in the hospitality industry in Nigeria. The main goal of this theory is to determine the communication between individuals and others in the network. This theory assumes that social relationships exist in nodes and ties (Shafie et al., 2011). Furthermore, the model describes the relationship that is taking place between actors, known as ties, while those existing between individuals within the network are regarded as the nodes. 
According to this theory, to understand how the choices made by individuals relate to each other, one must have a good understanding of the relationship between the nodes in the social network. Regarding the business environment, the model argues that organisations must ensure a strong link between themselves and their customers. This is important because customers will usually decide to stick to a particular brand as long as they have a powerful sense of attachment with that particular brand. Overall, the main strength of this theory is that it seems different from other traditional sociological studies, which emphasises the importance of the features of individual players (Stutzman, 2006). 
[bookmark: _Hlk80547397]2.7.2	Marketing Equities Theory
The Marketing Equities Theory (MET) was developed by Kim and Kom (2012). The theory is based on the assumptions that social media marketing activities have provided evidence to affect business performance. The initial focus of the theory developers was on marketing activities used by luxury fashion brands to promote their products. Later on, they included the entertainment sector, customer interaction in consideration to the aim of the business, trendiness product branding and services provided to a particular target customer for consumption, recommendation and word of mouth. Their impact was assessed on performance by concerning brand equity, customer equity, and purchase intention. According to Kim and Kom (2012), the theory provides a strong perception concerning the workings of social media marketing. When customers maintain a constant and frequent interaction with their clients, an opportunity for showcasing the products and services to the customer is created either directly or indirectly. It helps the business owners address concerns raised by the customers.  The importance of this theory within the context of this study is that it will ascertain the relationship between digital marketing adoption and customer retention among restaurants operators in the Covid-19 pandemic era. Within the scope of this study, customer retention, which is the outcome variable, is considered a performance measure. 
[bookmark: _Hlk80547404]2.7.3	E-Value Model 
The E-value model was propounded by Salwani et al., (2009). The model originated as a result of the limitations and gaps identified in the Resource Base View theory and the Technological, Organisational and Environmental model (TEO). Salwani et al. (2009) argued that neither RBV nor TEO model were sufficient to explain digital marketing adoption issues. Thus, the model combines the features of both the RBV and TEO frameworks. The main proposition of this model is that the adoption of digital marketing is influenced by multiple factors that can be classified into two distinct factors: internal and external. Apart from combining pre-adoption and post-adoption issues associated with digital marketing, the model also introduces the influence of a moderating variable called experience to moderate the relationship between adoption of digital marketing and business performance, which within the context of this study represents customer retention. The model also incorporates a mediating variable (back-end integration) to investigate how the adoption of digital marketing is associated with performance. 
The model was pre-tested in a study conducted within the Malaysian tourism sector by Salwani et al., (2009). The major strength of this model lies in the fact that it is multi-dimensional as it incorporates the issues surrounding pre and post-adoption of digital marketing, examines the direct and indirect effect and the influence of the mediating and moderating variables. The authors further argued that the level of experience in the implementation of digital marketing is highly dependent upon the relationship between digital marketing adoption and business performance. Although, this model has been further modified into an adjusted E-value model to address certain limitations.
[bookmark: _Hlk80547413] 2.8	Conceptual Framework 
The conceptual framework for the study is presented in fig. 1. The framework depicts the path of the relationship between independent and dependent variables. The first box by the right indicates the different marketing strategies being proposed for investigation and the path through which they will influence the dependent variable (customer retention). The box to the left indicates how social media can achieve customer retention among business owners. A study was conducted in Anambra, Southeast Nigeria to assess how 7Ps of marketing mix, namely: food offered, price, place, promotion offers, personnel, process and physical evidence, to see how these 7Ps of marketing will predict customer retention among selected fast-food restaurants. The study sampled four different fast-food restaurants with 160 respondents surveyed across the restaurants. Findings from the study revealed all the 7Ps of marketing examined were significantly associated with customer retention (Ifeanyichukwu and Peter, 2018). 
The boxes at the button will be identifying the different factors that will be affecting the adoption of social media marketing and the impact of a Covid-19 pandemic on the level of adoption of digital marketing. Razak and Latip (2016), citing relevant literature, shows four factors that can drive and support the adoption of social media for marketing purpose. These factors include: how easy the platforms can be used (ease of use), perceived usefuleness and the amount of satisfaction that can be derived in using it. According to these authors when adopting social media for marketing activities, very little or no effort is required in its management. 
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Fig. 1: Conceptual Framework for the study 
Source: Adapted from: Mason, Narcum, and Mason, 202; Ekanem, and Abiade, 2018; Afolabi, Ojelabi and Oyeyipo, 2018 and Isoraite, M., 2016 

Chapter Three

[bookmark: _Hlk80547439]3.0	Research Methodology 
Several definitions of research exist. Research is defined as an investigation into a subject matter to gain new knowledge and understanding about the subject under investigation (Gregg, 2001). Krishnaswami and Satyaprasad (2010), define research as searching for facts, solutions to problems and providing answers to questions. Research is conducted purposively as it consists of organised inquiry and seeks to provide explanations to unexplained phenomena. Saunders et al (2015) posit that research has to do with the activity that people embark upon systematically to uncover unknowns, resulting in increased knowledge about the subject being investigated. Bryman and Bell (2011) assert that research within the context of business is usually treated as a component of social science because it focuses on human beings and organisations, and these two entities cannot be predicted.  
Within the context of social science, research conducted often reflects different philosophical assumptions regarding the nature of social science and society. Therefore, the conduct of research is often governed by the philosophical paradigm adopted by the researcher (Al-Adamat, 2015). However, before embarking on any research activity, the researcher must understand the differential philosophical assumptions and choose the philosophical view appropriate in achieving the specific objectives set out for the study.  
[bookmark: _Hlk80547447]3.1	Research Philosophy 
Research philosophy explains the process that governs how research work is conducted. It refers to the belief about how a researcher will go about collecting data to address a particular research problem through analysis and interpretation of findings from the data collected (Al-Adamat, 2015). This section describes some of the research philosophies commonly used in the research endeavour. Based on the literature review and especially studies conducted in social science and particularly business research, three significant philosophies were identified: positivist, interpretivist and realist. However, this study focused on the two commonly referenced philosophies while highlighting their key features and principles. 
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Fig. 1: Research Onion, Source: Saunders et al., 2009

[bookmark: _Hlk80547457]3.1.1	The Positivist Philosophy 
The main argument of the positivist philosophy is that of objectivity. In the view of the positivist, reality is objective, singular and also separate from the researcher. In other words, the epistemological assumptions of this research philosophy are that the researcher is independent of what is being investigated. Also, the methodological assumption of this research philosophy is that the research process is deductive and tends to study cause and effect relationships. Overall, researchers adopting this philosophy tend to generalise their findings since results are considered accurate and reliable after considering the principle of validity and reliability (Creswell, 2009). 
Data gathering using this research philosophy usually involve collecting quantitative data. Overall, the positivist assumes the following: the role of the researcher is generally restricted to data gathering, analysis and interpretation in an objective manner, the researcher using the positivist research relies on quantifying observations which will lead to statistical analysis, research should aim at explaining and predicting and research should be empirically observable through human senses (Collins, 2010). Although, one major criticism of positivist is that findings from this research are only descriptive and does not dig deep into issues to provide in-depth explanations. 
[bookmark: _Hlk80547465]3.1.2	The Interpretivist Philosophy 
In contrast to the positivist research philosophy, the interpretivist is based on the principle that reality is subjective, multiple, and observed by the participants. While the researcher is independent of what is being investigated using the positivist philosophy, the researcher using the interpretivist approach is considered part of what is being investigated and interacts with the subject of investigation (Creswell, 2009). Also, regarding methodological assumption, the research process under the interpretivist philosophy tends to be inductive i.e. moving from specific to general, commonly referred to as the bottom-up approach (Khaldi, 2017). The interpretivist usually deals with qualitative data that seeks to measure attributes rather than quantifying them. The major strength of the interpretivist is that is collects qualitative data and seeks to provide an in-depth explanation into the subject matter being investigated.  
This study seeks to investigate the impact of Covid-19 on social media marketing and customer retention among hospitality industry in Nigeria. First, the study collected quantitative data through the administration of a structured questionnaire. Also, the study tested hypothesis rather than generating new theories by seeking to establish relationships among variables. However, based on the research aim and specific objectives this study seeks to achieve, the interpretivist approach is not suitable for this study. Thus, the positivist approach is considered more suitable and was therefore adopted in this study.     
[bookmark: _Hlk80547473]3.2	Research Design 
The research design describes the structure and provides the blueprint for how the researcher will collect data to answer the research questions (Bryman and Bell, 2011). According to Kabir (2017), the research design is an overall formulation of the research problem. Thus, the choice of research design will be significantly influenced by factors including; the motives behind the conduct of the research, the research objectives, the degree of involvement of the researcher, the kind of data to be collected (quantitative or qualitative) and the kind of analysis to be performed (Sekaran, 2013). 
Several different kinds of research design can be adopted while conducting a study. According to Bryman and Bell (2012), common research designs are cross-sectional, experimental, longitudinal, case study, and comparative. Each of these research designs has specific strengths and weaknesses. However, within the context of this study, I will be discussing descriptive (survey) research design and explorative research design (Sekaran, 2013). This section, however, focused only on the research design considered suitable for the prosed study.  
The cross-sectional research design is one of the most commonly used research designs when collecting quantitative data. It involves gathering data from a large population at a particular point in time (Al-Adamat, 2015). A key feature of the cross-section research design is that it has no time dimension and can collect vast amounts of data at a particular point in time. They are relatively inexpensive to conduct and takes less time and provides a clear feature of a particular subject or event being investigated at a particular time. Also, this research design is considered very useful for the researcher's goal is to collect data on events that cannot be directly observed.  
 On the other hand, the major weakness of this research design is that it only measures differences rather than the process of change, results are usually time-bound, studies can generally not be used to establish a cause-effect relationship and does not allow for follow-up (Kabir, 2016). Thus, considering the nature of the proposed study, the kind of data to be collected and the nature of the analysis to be performed, the cross-sectional survey research design was adopted. The use of this research design is also because the research objectives and proposed hypotheses were formulated inductively from critical review of the literature.  
[bookmark: _Hlk80547480]3.2.1	Sources of Data
Data are usually obtained from primary and secondary sources. Primary sources represent data collected through observations, administration of questionnaires, interviewees, among others. They are usually considered more reliable as they are collected originally by the researcher. On the other hand, secondary data represents data collected by another researcher and used by a researcher different from the collector. Secondary data sources include annual reports and abstracts, achieves, newspapers, and magazines, among others. The researcher often determines the choice of a source based on the source's ability to address the research objectives. For this study, considering the proposed research objectives set by the researcher, primary data was collected. This was achieved through the administration of an online questionnaire. 
[bookmark: _Hlk80547488]3.3	Research Approaches 
3.3.1	Deductive Versus Inductive Approach 
Two most commonly applied research approaches are the deductive and inductive approaches. These research approaches are generally distinguished in the method of data collection. Also, these research approaches explains the kind of relationship that exist between research and theory (Bryman, 2012).  The deductive research approach has to do with the researcher moving towards specific  inquiry about the research from a general theoretical perspective. Thus, the deductive approach can be used to confirm, adjust or reject theories from the research hypotheses where they emanated from (Al-Adamat, 2015). 
The deductive approach follows the philosophical thoughts of the positivist and involves collecting quantitative data, usually through the use of quantitative instruments like questionnaires (Antwi and Hamza, 2015). When using the deductive approach, a large amount of quantitative data can be collected from the population. Findings from the analysis of data collected can be generalised on the entire population from the study of sub-population known as sample. Also, the quantitative data collected can be used to examine relationships and test hypotheses (Saunders, Lewis and Thornhill, 2012). 
In contrast to the deductive approach, the inductive approach begings by using a set of observations to construct theory. This theory is built by establishing a general proposition regarding the features of what has been observed within a given timeframe (Al-Adamat, 2015). Put simply, this approach involves moving from the specific to the general. The inductive approach also involves collecting qualitative data and utilises approaches of inquiry such as narration, phenomenology, grounded theory and the use of case studies among others (Bryman and Bell, 2011). Unlike the deductive, the goal of the inductive is not to generalise findings and does not seek to examine the cause-effect relationship. They are generally explorative, provide deep insight and understanding of the subject matter being investigated, and are generally not applied when the goal is to test a hypothesis (Babbie, 2013).  
Furthermore, the inductive approach focuses on collecting data from a smaller sample rather than on a larger population. The research uses this approach to collect data by conducting observations and interviews (Veal, 2006: 40). In addition, qualitative approaches are used in situations where the views of individuals in a situation are considered very important and allow for flexibility in data collection.  
Thus, considering the distinction between the two research approaches, the deductive approach was adopted in this study since the researcher seeks to collect quantitative using structured questionnaire.   
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Fig. 1: Showing the two research approaches 


[bookmark: _Hlk80547498]3.3.2	Research Strategy 
The research strategy involves processes and procedures for gathering the data needed for addressing the study objectives. It constitutes an important aspect of research methodology (Collins and Hussey, 2014). According to Creswell (2009), the major consideration for adopting a particular research strategy relates to the approach being applied while conducting the research. This in turn, is determined by the research objective. For instance, the researcher adopts either an experimental or survey strategy when a deductive approach is adopted.
In contrast, adopting the inductive approach means the researcher will be employing case study and grounded theory, among others (Collins and Hussey, 2014). 
Similarly, when adopting a deductive research approach, quantitative data are usually collected. Thus, a survey research method was adopted for this study. The survey strategy collects primary data through the use of a questionnaire. The justification for choosing this research strategy include; first, it aligns with the research approach being adopted for this study and is also one of the most commonly applied strategies in business and management research (Saunders et al., 2012). Similarly, it allows for the collection of standardised data from which statistical analysis can be performed. Lastly, it allows for the collection of reasonable amounts of data from a population using reasonable or cost-effective resources (Bryman and Bell, 2011).  
[bookmark: _Hlk80547522]3.4	Research Instrument/ Method of Data collection   
3.4.1	Questionnaire 
Questionnaires are one of the most commonly used instruments for collecting quantitative data (Dudovskiy, 2017). Thus, in this study, a structured questionnaire will be the data collection tool.  Specifically, a self-completed online questionnaire was adopted. This was achieved through the use of online Google Forms. Questions and variables contained in the questionnaire were structured in line with the specific research objectives for the study. However, the questionnaire adopted previously validated scales, especially from studies that have examined social media marketing adoption and customer retention. 
The rationale behind the adoption of the online questionnaire includes; cost, coverage and time among others. With respect to cost, Bryman (2012) stressed that one of the benefits of adopting the online self-completed questionnaire is cost effectiveness compared to physically administering the questionnaire. Also, the use of an online self-administered questionnaire will help in saving time for the researcher and allow for wider coverage. In addition, an online questionnaire is considered more suitable for survey participants ince it provides them more freedom and flexibility required to complete the questionnaire. The influence of the researcher is also eliminated.
Notwithstanding, the use of online questionnaires comes with its limitations. For instance, the researcher cannot tell who completed the questionnaire. 
Also, there is a possibility of having a low response rate (Bryman, 2012). In addition, respondents cannot seek clarification on any question. 
However, to reduce some of the weaknesses associated with online questionnaires, the researcher will ensure that the questionnaire does not contain any form of identifiers such as names and locations. Also, to reduce cases of missing data, all questions will be made mandatory. Thus, submission of data can only be done upon answering all the questions in the instrument. The opening page of the questionnaire provided brief background information about the study. Next a section on informed consent to participate was incorporated into the questionnaire. In the Plain Language Statement, the researcher explained that participation is voluntary without any harm or favour given to the respondents for refusing to participate or accepting to participate. Respondents were required to submit the questionnaire as soon as it was completed. The researcher also ensured that a respondent could not submit a questionnaire more than once to avoid receiving multiple responses from a single respondent.   
The questionnaire contains six sections, with each section addressing specific matters relating to the research objectives. The first section of the questionnaire collected data on the social media platforms commonly used by the restaurants. The second section of the questionnaire elicit data on the social media marketing strategies used by the restaurants. The questions used were adopted from a previous study by Isoraite (2016). The questions were measured on a 4-point Liker scale ranging from Strongly disagree (1), Disagree (2), Agree and Strongly Agree (4). The third section of the questionnaire addressed motivating factors of social media adoption for marketing. The questions used in this section were adopted from the study of Afolabi, Ojelabi and Oyeyipo (2018) and Ekanem and Abiade (2018). The questions were also measured on a 4-point Liker scale ranging from Strongly disagree (1), Disagree (2), Agree and Strongly Agree (4). The fourth section of the questionnaire collected data on the impact of Covid-19 on social media marketing on social media marketing. The questions were measured on a 4-point Liker scale ranging from Never (1), Rarely (2), sometimes (3) and Always (4) and adapted from Mason, Narcum and Mason (2021). The fifth section collected data on customer retention and the variables used were adapted from Li, Yuan and Jiang (2014) and Al-Tit (2015) all measured on a 4-point Likert scale. The last section of the questionnaire collected data concerning the background characteristics of the respondents. 
[bookmark: _Hlk80547531]3.4.2	Time Horizon 
Time horizon describes the timeline available for conducting a study. Within the context of research, time horizon can be short term, involving the collection of data within a snap short, such as the cross-sectional survey research design or a longitudinal study which is long term and involves following and observing some set of individuals for a given period of time (Melnikovas, 2018).  The significant distinction between the two approaches lies in the time frame.  Considering the short time frame available for conducting the research work in this study, the cross-sectional survey research design was adopted. Thus, the researcher collected data from a sample of a population within the study area to describe patterns and events.  
[bookmark: _Hlk80547540]3.4.3	Sampling  
Sampling simply describes how cases will be included in a study. Sampling is usually done using a probability or non-probability approach. In probability sampling, every individual has an equal chance of being selected. This type of approach is primarily adopted in quantitative research (Kabir, 2016). However, convenience sampling was adopted in the absence sampling frame of restaurants (a list of all restaurants operating in the study area). This implies respondents will be selected based on their availability and willingness to participate in the study as long as they constitute the target population, i.e. operating a restaurant within the study area. Thus, a sample of 100 restaurant owners or managers within the study area were surveyed.     
[bookmark: _Hlk80547549]3.5	Validity and Reliability   
Validity has to do with whether the instrument used for gathering data is said to measure what it is supposed to measure (Kabir, 2016). For instance, the instrument proposed for this study will be considered valid if questions included relate to the subject matter being investigated, i.e. Covid-19 and social media marketing adoption and customer retention. Thus, content validity was ascertained since the researcher adapted a previously developed and validated scale in this study (Pantouvakis and Bouranta, 2013). The content validity was determined by giving a copy of the instrument to the thesis supervisor and any other expert in the field of international business to assess and validate before sending out the questionnaire to the respondents. 
Reliability on the other hand, measures consistency in a series of measurements. It is expected that respondents should respond consistently to a particular question, even when asked multiple times. Thus, it becomes the researcher's duty to frame the questions so that the instrument generates reliable and consistent responses. Three ways to ascertain the internal consistency are test and re-test, alternate forms and internal consistency (Litwin, 1995). 
To determine the instrument's reliability proposed for this study, Cronbach Alpha reliability test was performed. This was used to determine the instrument's internal consistency and ascertain if the instrument is reliable and measure what the researcher intends to measure. The internal consistency method based on the Cronbach Alpha test is regarded as the most reliable method of assessing internal consistency statistically. It has a value ranging from 0-1, with a value close to 0 indicating an absence of internal consistency and a value close to 1 indicating complete internal consistency (Bryman and Bell, 2011). For most studies, the researchers have often relied on the general rule of thumb of 0.70 as a generally accepted value for internal consistency (Sekran, 2013).   
[bookmark: _Hlk80547557]3.6	Research Ethics and Access 
In carrying out this study, a number of ethical issues were addressed while trying to access the respondents and elicit data from them. In the words of Creswell (2009), critical considerations by the researcher while conducting studies must include ensuring that respondents are fully informed about their participation in the study by getting their informed consent, ensuring that the respondents are free from any form of risk or harm, ensuring participation in the study is at the discretion of the respondents without being coerced or intimidated, guaranteeing the privacy and confidentiality of the respondents and ensuring anonymity.    
[bookmark: _Hlk81302231][bookmark: _Hlk71315113]Thus, in order to access eligible respondents, the researcher maintained strict adherence to the research ethics and principle. In the same vein, before commencing on the data collection, approval was sought from the Griffith College's Ethics Committee (GCEC). In addition to this, prospective respondents were given an Informed Consent Form and the Plain Language Statement to complete. The informed consent obtained permission for participation in the study from the respondents after carefully reading and understanding what the study is all about. It required the respondents to confirm their involvement in the study. On the other hand, the Plain Language Statement detailed what the involvement of the respondents in the study entails, potential risk from involvement in the study, benefits, and protection of the confidentiality of data and information provided.  All these were strictly adhered to and duly observed throughout the data collection period. 
[bookmark: _Hlk80547565]3.7	Method of Data Analysis 
Data Analysis generally has to do with putting together order and structure to the data collected to make sense of the data (Kapur, 2018). After collecting data from the field, the first activity to be performed on the data is a quality check assessment. This means the researcher will have to go through the questionnaires to check if they were adequately completed and there are no cases of incomplete information provided. The first-level data analysis began with performing descriptive statistics to identify and present the respondents' profiles and give an overall picture of social media marketing adoption among the respondents. Descriptive statistics performed include frequency, percentage, means and standard deviations.  
The second level of analysis to be performed will be inferential statistics. This allows for assessing of relationship among variables or the effect of one variable on another using appropriate inferential statistics. Inferential statistics performed include paired test and spearman rank correlation analysis. This was used to compare the mean score on social media adoption before and during the pandemic to determine how Covid-19 impacted on the adoption of social media marketing. Correlation analysis was used to determine the association among variables.  The analysis of data collected from the online survey was performed using IBM Statistical Product Service Solution (SPSS) version 22 software. 

Chapter Four

4.0	Presentation and Discussion of Findings 
4.1	Overview 
Primary data was collected for this study through the online questionnaire administration. A total of one hundred participants were surveyed. These participants were either owner/managers of restaurants in the study areas. In presenting findings for this study, the analysis of data involved both descriptive and inferential analysis. The section begins with the presentation of some socio-demographic characteristics of the study participants. This was followed by presenting the result of the reliability analysis of scales used in eliciting data from the study participants. The Cronbach alpha test was performed to ascertain the reliability of the scales in measuring what was expected.   
4.2	Demographic Data 
This section presents the demographic data of the study participants. The socio-demographic data collected include: age, sex, level of educational qualification of the study participants and number of years the restaurant has been in operations. 
4.2.1	Gender of the Respondents 
The analysis of data collected on age of the respondents revealed more females participated in the study than males. While the female respondents accounted for (84.0%), the male respondents on the other hand, represented (16.0%) of the total respondents. This is not surprising as women largely operate Nigerian restaurant businesses. 







Fig. 4.1: Gender Distribution of Respondents 

4.2.2	Age Distribution of Respondents 
Findings on the age distribution of respondents revealed a significant proportion (31.0%) of the total respondents surveyed were in the age group 30-34 years, followed by those in the age group 25-29 years and age group 35-39 years. The age distribution of the respondents generally suggests a young population involved in the restaurant business. 










Fig. 4.2: Age Distribution of Respondents

4.2.3	Level of Educational Qualification of Respondents 
Findings on the distribution of respondents according to level of educational qualification showed nearly two thirds (63.0%) of the respondents surveyed had tertiary education, followed by one third (33.0%) with secondary education, while only (4.0%) had postgraduate education. This implies that the majority of the respondents surveyed meet or exceed the educational requirement needed to understand the questions asked by providing appropriate responses, thereby guaranteeing the quality of data collected to a large extent. 

Fig. 4.3: Distribution of Respondents according to Educational Qualification 

4.2.4	Number of Years Restaurants has been in operation  
The number of years the surveyed restaurants have been in operation showed that more than half (57.0%) had been in operation for between 5-10 years, followed by restaurants that have been in operation for less than 5 years (28.0%). Only (4.0%) of the restaurants surveyed had been in operation for more than 16 years. 


Fig. 4.4: Distribution of Respondents according to Years of business operation 

4.3	Reliability Analysis 
The researcher performed a reliability analysis to determine the reliability of the data collection instrument used in this study. Specifically, the Cronbach Alpha reliability test of internal consistency was performed.  The result of the reliability test is presented in table 4.1. 
In the words of Hair et al. (2013), researchers performed reliability analysis to ascertain if the instrument used measures what was expected and the degree to which the variables are consistent regarding what they were intended to measure.  The Cronbach alpha has a value that ranges from 0 to 1. The closer the value is to one, the more reliable is the instrument, while the closer the value is to 0, the less consistent the scale is, implying low internal consistency. While different values have been adopted by scholars as the standard threshold for an instrument to be considered reliable, a value of 0.70 has been generally adopted by several scholars. For instance, Field (2006), argued that an instrument with Cronbach’s alpha value that lies within the range of 0.7 and 0.8 could be considered an acceptable value of internal consistency. 
For this study, the Cronbach alpha of the different scales used was assessed.  The result showed the Cronbach Alpha value obtained for all the scales exceeded the minimum recommended value of 0.70. For instance, the social media marketing scale yielded a Cronbach Alpha value (α=0.89), scale on factors affecting the adoption of social media marketing (α=0.83), scale on social media marketing adoption before (α=0.95) and during Covid-19 (α=0.95) and the scale on customer retention (α=0.92). This implies the scale has good internal consistency and measure what was expected. 
Table 4.1: Reliability Statistics 
	

Scale 
	Number of Items
	Cronbach Alpha Value

	
	
	

	Social media marketing strategies 
	11
	0.894

	Factors affecting adoption of social media marketing  
	13
	0.834

	Social media marketing before covid pandemic
	5
	0.949

	Social media marketing adoption during Covid-19 era
	5
	0.954

	Retention 
	4
	0.921




SOCIAL MEDIA PLATFORMS USED BY RESTAURANTS OWNERS/OPERATORS  
This section presents findings from the analysis of the commonly used social media platforms among operators/owners of restaurants surveyed. The result is presented in figure 4.5. Findings showed that WhatsApp was the most commonly used social media platform among the restaurants surveyed. This social media platform accounted for (42.0%) of the social media platforms used, followed by Facebook (28.0%) and those who reported using a combination of Facebook and Twitter (8.0%). However, (18.0%) reported they were not using any social media platform but word of mouth communication and referral.    

Fig. 4.5: Social Media marketing platforms used by the respondents   


OBJECTIVE ONE:
SOCIAL MEDIA MARKETING STRATEGIES USED BY RESTAURANT OPERATORS FOR CUSTOMER RETENTION

The section presents findings from the analysis of data on the social media marketing strategies used by restaurants owners/operators for customer retention. The marketing strategies examined included: pricing, discount offers, promotions, products/services and advertisement. The result showed regarding pricing strategy, (48.0%) agreed they often display the prices of their menu on our website/social media platforms, (70.0%) indicated the cost of their menu is relatively lower than others. 
Regarding discount offers, a significant proportion (73.0%) agreed they usually give discounts in their services to attract customers. At the same time, exactly half indicated special discounts on services are often displayed on their social media platforms. With respect to promotion, a significant proportion (71.0%) agreed that they give discounts to customers who make referrals; (53.0%) agreed that they appreciate their customers who make referrals. However, only (31.0%) agreed that blogging is one of the promotional strategies adopted by their restaurants to reach out to potential customers. 
Furthermore, among respondents who indicated using product/service strategy, (65.0%) agreed that they usually display their menu and services on their social media platform, while (61.0%) agreed that changes in products and services are promptly displayed organization’s social media sites. Finally, among respondents who indicated using advertisement strategy, (64.0%) make regular adverts on their social media platforms to attract new customers and retain old ones, while (66.0%) agreed that most of their social media adverts are meant to entice and persuade potential customers. 
[bookmark: _Hlk80910382]Overall, a composite score of each of the marketing strategies was performed. The summary statistics, namely mean and standard deviation, were obtained and used to rank the strategies in order of importance. The result shown in fig. 6 indicates promotion strategy as the most commonly used strategy among the restaurant operators considering the fact that it had the highest mean score (M=7.29, SD=1.8), followed by advertisement (M=5.15, SD=1.9) and discount offer strategy (M=5.07, SD=1.4). The lower standard deviation values obtained suggest there is no much variation in the response of the study participants.    

Table 4.2 Social Media Marketing Strategies  
	
	Social media marketing strategies used 
	Strongly agree

	Agree  
	Disagree 
	Strongly Disagree  

	1
	Pricing strategy  
	
	
	
	

	
	We often display the prices of our menu on our website/social media platforms 
	10.0
	28.0
	25.0
	37.0

	
	The cost of our menu is relatively lower than others  
	6.0
	64.0
	22.0
	8.0

	2
	Discount offer 
	
	
	
	

	
	We usually give discounts in our services as a way of attracting customers  
	10.0
	63.0
	17.0
	19.0

	
	Special discounts on services are often displayed on our social media platforms
	7.0
	43.0
	27.0
	23.0

	3
	Promotion 
	
	
	
	

	
	We give discounts to customers who make referrals to us 
	12.0
	59.0
	21.0
	8.0

	
	We appreciate our customers by giving them customize gifts after patronage 
	10.0
	43.0
	41.0
	6.0

	
	Blogging is one of the promotional strategies adopted by this restaurant to reach out to potential customers 
	1.0
	30.0
	34.0
	35.0

	4
	Products/services 
	
	
	
	

	
	[bookmark: _Hlk80903826]We usually display our menu and services on our social media platform 
	12.0
	53.0
	9.0
	26.0

	
	[bookmark: _Hlk80903867]Changes in products and services are promptly display on the organization’s social media sites 
	9.0
	52.0
	13.0
	26.0

	5
	Advertisement 
	
	
	
	

	
	[bookmark: _Hlk80903923]We make regular adverts on our social media platforms to attract new customers and retain old ones 
	14.0
	50.0
	15.0
	21.0

	
	Most of our social media adverts are meant to entice/persuade potential customers
	15.0
	51.0
	11.0
	23.0


Source: Online Survey, 2021





Fig. 4.6: Social Media marketing platforms used by the respondents   



OBJECTIVE TWO:
FACTORS INFLUENCING THE ADOPTION OF SOCIAL MEDIA MARKETING AMONG RESTAURANTS OPERATORS 
The second objective of this study was to determine the factors influencing the adoption of social media marketing among restaurant operators in the study area. Factors examined were adapted from previous studies, including perceived benefit/usefulness of social media, the firm's characteristics, manpower/infrastructure, finance and social environment. To address this objective, description statistics, namely frequency and percentage and summary statistics such as mean and standard deviation, are used. The summary statistics rank the different factors in order of relative importance.    
Findings from the analysis showed with respect to perceived benefit/usefulness, exactly two thirds (66.0%) agreed that their restaurant uses social media for marketing because it helps to improve awareness of our services, (65.0%) also agreed that their restaurant uses social media marketing because it facilitates better communications between clients and customers, while (61.0%) agreed that the use of social media marketing has helped them to save marketing cost. 
Regarding firm characteristics, (69.0%) of the respondents agreed that most restaurants are not aware of the different social media marketing strategies, (58.0%) supported the claim that the size of most restaurants here are not big enough to necessitate the adoption of social media marketing, while ((70.0%) agreed that most restaurants here do not consider social media marketing as important. 
With respect to manpower/infrastructure as a motivating factor for adoption of social media marketing among restaurants operators/owners, (51.0%) agreed that their restaurant lacked qualified staff to manage the SM platform, less than half (43.0%) were in support of the claim that poor internet connectivity is a major factor affecting their adoption of social media marketing, while (58.0%) agreed that power supply is irregular thereby making the use of social media difficult for their business.
On finance-related factors, (51.0%) agreed with the claim that cost of data remains high and this discourages the adoption of social media marketing, while (47.0%) agreed that cost of operating a social media platform for this business is high and not sustainable. Furthermore, less than half (45.0%) were in agreement with the claim that most of our customers rarely visit our social media platforms, while exactly half of the respondents agreed that most of their customers are not active social media users.
[bookmark: _Hlk80911350]Overall, using the summary statistics namely means and standard deviation to rank the different factors in order of importance, the result (fig. 4.7) showed firm characteristics had the highest mean rating (M=8.42, SD=2.2). This implies firm characteristics was the most important factor influencing the adoption of social media marketing among the restaurant operators. The second most important factor was perceived benefit (M=7.53, SD=2.7), while manpower/infrastructure (M=7.39, SD=1.8) was the third most important factor influencing the adoption of social media marketing among the restaurant operators.             
Table 4.3: Factors influencing the adoption of social media for marketing 
	
	Statements 
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree

	
	Perceived Benefit/usefulness  
	
	
	
	

	1
	[bookmark: _Hlk80905292]Our restaurant uses social media for marketing because it helps to improve awareness of our services 	
	15.9
	51.0
	11.0
	23.0

	2
	[bookmark: _Hlk80905327]Our restaurant uses social media marketing because it facilitates better communications between clients and customers 
	13.0
	52.0
	13.0
	22.0

	3
	[bookmark: _Hlk80905349]The use of social media marketing has helped us to save marketing cost
	3.0
	58.0
	14.0
	25.0

	
	Firm characteristics 
	
	
	
	

	4
	[bookmark: _Hlk80905441]Most restaurants are not aware of the different social media marketing strategies  
	23.0
	46.0
	24.0
	7.0

	5
	[bookmark: _Hlk80905481]The size of most restaurants here are not big enough to necessitate the adoption of social media marketing 
	22.0
	36.0
	31.0
	11.0

	6
	[bookmark: _Hlk80905508]Most restaurants here do not consider social media marketing as important   
	24.0
	46.0
	24.0
	6.0

	
	Manpower/infrastructure  
	
	
	
	

	7
	[bookmark: _Hlk80905601]Our restaurant lacked qualified staff to manage the SM platform 
	12.0
	39.0
	37.0
	12.0

	8
	[bookmark: _Hlk80905633]Poor internet connectivity is a major factor affecting our adoption of social media marketing  
	7.0
	36.0
	40.0
	17.0

	[bookmark: _Hlk80905698]9
	Power supply here is not regular making the use of social media difficult for our business  
	10.0
	48.0
	29.0
	13.0

	
	Finance related factors
	
	
	
	

	10
	[bookmark: _Hlk80905848]Cost of data remains high and this discourages the adoption of social media marketing   
	15.0
	36.0
	41.0
	8.0

	11
	[bookmark: _Hlk80905900]Cost of operating a social media platform for this business is high and not sustainable 
	20.0
	27.0
	45.0
	8.0

	
	Social/environmental factors 
	
	
	
	

	12
	[bookmark: _Hlk80905945]Most of our customers rarely visit our social media platforms  
	15.0
	30.0
	29.0
	26.0

	13
	[bookmark: _Hlk80905979]Most of our customers are not active social media users
	22.0
	28.0
	33.0
	17.0


Source: Online Survey, 2021





Fig. 4.7: Factors influencing the adoption of social media marketing    



OBJECTIVE THREE:
IMPACT OF COVID-19 ON SOCIAL MEDIA MARKETING ADOPTION AMONG RESTAURANTS OPERATORS 
The goal of this objective was to determine how Covid-19 impacted social media marketing adoption among restaurants operators. To address this objective both descriptive and inferential analysis was performed. For the descriptive analysis, the frequency of performing the following activities: reaching out to prospective customers, posting menus online, communication, responding to comments and feedbacks and awareness through online advertisement were assessed before and during the Covid-19 era. For the inferential analysis, a paired t-test was performed. The essence of performing paired t-test was to compare scores on social media adoption before Covid-19 outbreak and during the pandemic. 
The result of the paired t-test is shown in table 4.4. The result showed no significant difference in the adoption of social media marketing before and during the Covid-19 pandemic (p>0.05). This was evidenced by the similar mean value obtained before (M=12.45, SD=5.3) and during the Covid-19 pandemic (M=12.49, SD=5.8). The mean difference was found to be statistically insignificant (p=0.930). This implies that the Covid-19 pandemic did not impact the adoption of social media marketing among the restaurants surveyed. Also, as shown in figure 4.9, there was no much difference in the frequency of at which social media was used for marketing among the restaurants operators surveyed before and during the Covid-19 pandemic. 


Table 4.4: Paired t-test showing differentials in social media adoption before and during Covid-19 
	Social media marketing adoption before and during Covid-19 pandemic: 
	Neve 
	Rarely 
	Sometime
	Always 
	Means 
	t-value 
	p-value 

	Before Covid-19, how often do you use SM for the following purposes:
	
	
	
	
	





12.45
(5.3)
	











0.089
	











0.930

	Reach out to old and prospective customers online  
	35.0
	16.0
	23.0
	26.0
	
	
	

	Post different menus online for prospective customers 
	34.0
	20.0
	21.0
	25.0
	
	
	

	Maintain communications with old and new customers  
	21.0
	18.0
	36.0
	25.0
	
	
	

	Respond to comments and feedbacks from customers about your services 
	19.0
	14.0
	28.0
	29.0
	
	
	

	Create awareness about your services through online advertisement
	31.0
	18.0
	25.0
	26.0
	
	
	

	
	
	
	
	
	
	
	

	During Covid-19, how often do you use SM for the following purposes:
	
	
	
	
	




12.49
(5.8)
	
	

	Reach out to old and prospective customers online  
	39.0
	7.0
	22.0
	32.0
	
	
	

	Post different menus online for prospective customers 
	39.0
	10.0
	22.0
	29.0
	
	
	

	Maintain communications with old and new customers  
	30.0
	5.0
	34.0
	31.0
	
	
	

	Respond to comments and feedbacks from customers about your services 
	35.0
	7.0
	26.0
	32.0
	
	
	

	Create awareness about your services through online advertisement
	43.0
	5.0
	21.0
	31.0
	
	
	


Source: Online Survey, 2021







Fig. 4.8: Social Media Marketing adoption before and during COVID-19 pandemic     


Fig. 4.9: Frequency of using social media for marketing before and during COVID-19 pandemic     


CUSTOMER RETENTION 
This section assessed the level of customer retention reported among the restaurant’s operators with respect to the Covid-19 pandemic. The result of the analysis showed (61.0%) of the respondents agreed that regardless of the distance and restrictions, most of their customers remained committed to their restaurant throughout this Covid-19 era. (76.0%) were also in agreement that their old customers often recommend this restaurant to others even during this period of Covid-19, (76.0%) agreed with the claim that during Covid-19 pandemic, the majority of their customers still patronises them. Overall, a significant proportion of the respondents agreed that most prospective customers revisit their restaurant after their first patronage during the lockdown. 
Table 4.5: Customer Retention among restaurant operators 
	
	



Variables  
	Strongly agree
	Agree  
	Disagree 
	Strongly Disagree  

	1
	Regardless of the distance and restrictions, most of our customers remained committed to our restaurant throughout this Covid-19 era 
	8.0
	53.0
	31.0
	8.0

	2
	Our old customers often recommend this restaurant to others even during this period of Covid-19
	6.0
	70.0
	21.0
	3.0

	3
	During this Covid-19 pandemic, majority of our customers still patronises us 
	10.0
	66.0
	15.0
	9.0

	4
	Most of our prospective customers visit our restaurant again after their first patronage during the lockdown period up till this moment  
	6.0
	70.0
	21.0
	3.0


Source: Online Survey, 2021



Hypotheses Testing
Two hypotheses were stated in this research work. The first hypotheses seek to test if perceived usefulness will be significantly associated with SM marketing before and during Covid-19. The second hypothesis seeks to test if there will be a significant association between marketing strategies and customer retention. 
Hypothesis One: Perceived usefulness will be significantly associated with use of SM marketing before and during Covid-19
To test this hypothesis, a Chi-Square test of association was conducted. The choice of the Chi-Square test was informed by the fact that both variables were categorical in nature. However, the fisher exact test was reported since at least one of the cells has a frequency less than 5. The result (table 4.6) showed perceived usefulness was significantly associated with use of SM marketing before and during Covid-19 (p<0.05). For instance, before the Covid-19 pandemic, a higher proportion (73.1%) of respondents agreed that their restaurant uses social media for marketing because it helps them improve awareness of their services used social medial for marketing always (χ2=49.17, p=0.001). Also, (57.7%) of respondents who agreed that their restaurant uses social media marketing because it facilitates communication between them and their customers reported using social media always for marketing purposes (χ2=66.72, p=0.001).
Similarly, during the Covid-19 pandemic (table 4.7), perceived usefulness was significantly associated with the frequency of adopting social media marketing. For instance, nearly two thirds (64.0%) of respondents who agreed that their restaurant uses social media for marketing because it helps improve awareness of their services also reported using social media for marketing purposes always (χ2=60.43, p=0.001). Likewise, the majority (66.7%) of the respondents who agreed that their restaurant uses social media marketing because it facilitates better communications between them and their customers also reported using social media for marketing purposes always (χ2=51.50, p=0.001). Thus, the null hypothesis for this study is rejected. We, therefore, conclude that the perceived usefulness of social media marketing is significantly associated with its use before and during the Covid-19 pandemic. 


Table 4.6: Perceived usefulness and use of SM marketing before Covid-19
	Our restaurant uses social media for marketing because it helps to improve awareness of our services
	Before Covid-19, how often did you use social media for marketing purpose in your business?

	
	Never
	Rarely
	Sometimes
	Always
	Fisher exact (p-value)

	Strongly disagree  
	21(58.3)
	1(5.6)
	0(0.0)
	0(0.0)
	

	Disagree 
	4(11.1)
	1(5.06)
	2(10.0)
	1(3.8)
	

	Agree 
	9(25.0)
	11(61.1)
	15(75.0)
	19(73.1)
	49.167

	Strongly agree 
	2(5.6)
	5(27.8)
	3(15.0)
	6(23.1)
	(p=0.001)

	
	
	
	
	
	

	Our restaurant uses social media marketing because it facilitates better communications between clients and customers 
	

	
	Never
	Rarely
	Sometimes
	Always
	

	Strongly disagree  
	21(58.3)
	0(0.0)
	0(0.0)
	0(0.0)
	

	Disagree 
	6(16.7)
	3(16.7)
	0(0.0)
	3(11.5)
	66.72

	Agree 
	9(25.0)
	15(83.3)
	16(80.0)
	15(57.7)
	(p=0.001)

	Strongly agree 
	0(0.0)
	0(0.0)
	4(20.0)
	8(30.8)
	



Table 4.7: Perceived usefulness and use of SM marketing during Covid-19
	Our restaurant uses social media for marketing because it helps to improve awareness of our services
	During Covid-19, how often did you use social media for marketing purpose in your business

	
	Never
	Rarely
	Sometimes
	Always
	Fisher exact (p-value)

	Strongly disagree  
	22(55.0)
	0(0.0)
	0(0.0)
	0(0.0)
	

	Disagree 
	6(15.0)
	1(14.3)
	0(0.0)
	1(3.0)
	

	Agree 
	10(25.0)
	6(85.7)
	17(85.0)
	21(63.6)
	60.429

	Strongly agree 
	2(5.0)
	0(0.0)
	3(15.0)
	11(33.3)
	(p=0.001)

	Our restaurant uses social media marketing because it facilitates better communications between clients and customers
	
	
	
	
	

	
	

	
	Never
	Rarely
	Sometimes
	Always
	

	Strongly disagree  
	21(52.5)
	0(0.0)
	0(0.0)
	0(0.0)
	

	Disagree 
	7(17.5)
	1(14.3)
	1(5.0)
	3(9.1)
	51.498

	Agree 
	11(27.5)
	6(85.7)
	16(80.0)
	22(66.7)
	(p=0.001)

	Strongly agree 
	1(2.5)
	0(0.0)
	3(15.0)
	8(24.2)
	

	
	
	
	
	
	






Hypothesis Two: There is a significant association between marketing strategies and customer retention
To test this hypothesis, correlation analysis was performed. This was achieved by correlating the composite score of each marketing strategy with that of the dependent variable, which is customer retention. The result (table 4.8) indicates a significant association between marketing strategies and customer retention. However, only promotion strategy (r=0.324, p=0.001) and advertisement (r=0.234, p=0.022) were significantly associated with customer retention. The association was, however, weak but positive. We, therefore, reject the null hypothesis and conclude that marketing strategies are significantly associated with customer retention.  
Table 4.8: Correlation analysis showing the association between marketing strategies and customer retention
	
	Retention 
	Price 
	Discount 
	Promotion 
	Product 
	Advertisement 

	Customer Retention 
	1.000
	
	
	
	
	

	Price 
	0.150
	1.000
	
	
	
	

	
	p=0.145
	
	
	
	
	

	Discount 
	0.173
	0.647
	1.000
	
	
	

	
	p=0.092
	p=0.001
	
	
	
	

	Promotion 
	0.324
	0.382
	0.442
	1.000
	
	

	
	p=0.001
	p=0.001
	p=0.001
	
	
	

	Product
	0.146
	0.542
	0.693
	0.474
	1.000
	

	
	p=0.154
	p=0.001
	p=0.001
	p=0.001
	
	

	Advertisement 
	0.234
	0.730
	0.844
	0.677
	0.910
	1.000

	
	p=0.022
	p=0.001
	p=0.001
	p=0.001
	p=0.001
	





4.7	Discussion of Findings 
Objective One:
The first objective of this study seeks to examine the Social Media Marketing Strategies used by restaurant operators for customer retention. Findings revealed that promotional offers were the most commonly used strategy among restaurant operators, followed by advertisement and discount offer strategies. The result also indicates there was not much variation in the participants of the study participants regarding the use of these strategies. Also, in this study, WhatsApp and Facebook were the two most commonly used social media platforms among the restaurant operators. 
These findings were consistent with a recent study by Mani (2020), who found WhatsApp and Facebook as the most commonly used social media platforms among restaurants in northern Nigeria. However, in a previous study by Chan and Guillet (2011) among sixty-seven hotels in Hong Kong, the authors found Twitter and Facebook as the two most commonly used platforms among the hotel owners even though Facebook was reported as the most preferred social media platform. Furthermore, this study found that marketing strategies were significantly associated with customer retention. These findings were in agreement with the study of Ifeanyichukwu and Peter (2018) conducted among over 150 restaurants operating in the southeastern Nigeria. They found all the 7Ps of marketing mix, namely; food offer, price, place, promotion offer, personnel, process and physical evidence, were significantly associated with customer retention. Also, study by Saura (2020) in Bangladesh found that social media marketing positively influenced consumer behaviour and the decision-making process of potential customers.  In the words of Ibojo (2015), the level of customer retention has a critical role in the organisation's ability to achieve its goal and objectives.  
Objective Two 
Findings from the second objective which seeks to determine the factors influencing the adoption of Social Media Marketing among restaurants operators in Southwest Nigeria showed that firm characteristics was the most important factor influencing the adoption of social media marketing among the restaurant operators. The second most important factor was perceived benefit, while manpower/infrastructure was the third most important factor influencing the restaurant operators' adoption of social media marketing. According to Hoffman and Fodor (2010), before considering the adoption of social media, organisations need to identify the goals, objectives and measurement tools necessary to achieve the desired results from the adoption. 
On the other hand, some other scholars have identified fear of company information leaking, pressure from other competitors, the negative perception of using social media, very limited or poor knowledge regarding the different social media marketing strategies, insufficient investment in ICT gadgets, difficulties and complex nature of managing social media platforms, the unwillingness of adopting a new marketing strategy, firm size among others (Afolabi, Ojelabi and Oyeyipo, 2018).  In agreement with this study, Razak and Latip (2016) stressed that four factors that drives the adoption of social media platforms for marketing purposed include how easy these platforms are to use, the perceived usefuleness and level of satisfaction derived in its usage. They argued that social media is very ease to use and that very little or no effort is needed to adopt them. They also believe that the use of social media for marketing purpose is relatively simple when compared with the mass media. In another similar study by Fauzia (2017), the authors also identified six factors to influence the use of social media for maketing purpose. These factors are: perception about the relative advantage, perception about compatibility, the knowledge and understanding of social media platforms, attitude of the management staff, demands from customers and need to be able to compete succesfuly with other similar businesses (competition). Furthermore, in this present study, infrastructure was the third most important factor influencing social media adoption for marketing purpose. This was in agreement with the study of Ekanem and Abiade (2018) using a qualitative approach and found that inadequate capital, corruption and lack of ICT infrastructure were some of the key factors identified.  
Objective Three
The third objective of this study investigated the impact of COVID-19 on Social Media Marketing adoption among restaurant operators in Southwest Nigeria. The paired t-test showed no significant difference in the mean score obtained for the social media marketing adoption before and during Covid-19. However, emerging studies suggest that Covid-19 is bringing about increased use of social media for marketing purposes such as product identification, evaluation, and actual purchase among customers (Mason, Narcum and Mason, 2021). For instance, Kumar et al., (2020) argued that during the Covid-19 pandemic in particular, social media marketing such as integrated marketing through promotional messages could be a vital tool in influencing consumer behaviour about a particular product or service. Although, because Covid-19 is still a recent phenomenon, not many studies have been done to establish how Covid-19 impacts social media adoption. 
Thus, it becomes important to establish that apart from the Covid-19 pandemic, other factors such as perceived benefits and importance among others might have influenced the extent to which the pandemic impacts social media adoption among the restaurant operators/owners. 




Chapter Five
Conclusions and Recommendations

5.0	Concluding thoughts on the contribution of this research and its limitation and suggestions for future research
This study investigated the impact of Covid-19 on social media marketing adoption and customer retention using selected restaurants operating in the southwest region of Nigeria.  Three specific objectives guided the study, namely: to examine the social media marketing strategies used by restaurant operators/owners for customer retention; determine the factors influencing the adoption of social media marketing among the restaurant operators and investigate the impact of Covid-19 on social media marketing adoption among the restaurant operators. Using an online questionnaire, the study adopted a descriptive cross-sectional survey research design by sampling 100 operators/owners of restaurants operating in the study area. Both descriptive and inferential analysis was used to address the specific objectives.     
5.1	Implications of findings for Research Questions
The findings of this study have provided evidence-based results to explain the impact of Covid-19 in pushing restaurant operators into the adoption of social media marketing. There have been arguments that more businesses in this Covid-19 pandemic are increasingly seeking to establish their presence online and incorporate social media marketing in their business. However, Otugo, Uzegbunam and Obikezie (2015) argued that in Nigeria, social media marketing can be said to be in its development stage. This can be attributed to a number of issues, including infrastructure, manpower, organizational characteristics, among others (Afolabi, Ojelabi and Oyeyipo, 2018). All or some of these issues might have contributed to the non-significant effect of Covid-19 on social media marketing adoption in this study. 
Correspondingly, the study found firm characteristics and perceived usefulness to be the most important factor influencing the adoption of social media marketing among restaurant operators. The literature has established these factors as essential and critical in social media adoption, especially in developing countries like Nigeria. 
In their study of social media marketing adoption in Nigeria, Ekueme and Okoro (2018) concluded that poor technical knowledge was a critical challenge to social media adoption among business owners in Nigeria. Regarding the most commonly used social media marketing strategy, the study found promotional offer and advertisement as the two most commonly used strategies. However, this present study found no significant effect of Covid-19 on social media marketing adoption among the restaurant operators. This calls for more investigation considering the fact that the hospitality sector has been widely reported as one of the worst-hit sectors with the Covid-19 pandemic.  
  5.2	Contributions and Limitations of Research 
This study has made an important contribution to literature, especially considering that the Covid-19 pandemic is a recent phenomenon. Thus, not much has been done in this regard especially among SMEs in the hospitality sector, a sector reportedly to be one of the most affected by the Covid-19 pandemic. The lockdown, movement restriction and social distancing measures put in place to control the spread of the disease no doubt impacted the hospitality industry in general and restaurant business in particular.  Thus, findings from this study can open up more frontiers in knowledge and point the way for further investigation into the subject by scholars. The fact that this study found no significant effect of Covid-19 on social media marketing adoption suggests the need for further studies with a more robust methodological approach in exploring the subject matter. 

5.3	Limitation of the study 
Notwithstanding the important contribution to knowledge made by this study, the researcher has been able to identify some limitations. In the first instance, the researcher had difficulty accessing the study participants as most of them were not responding to their emails. Most of the study participants had to be consistently reminded with a follow-up mail before responding to the questionnaire. This greatly affected the amount of time available for the analysis of data collected.
 More so, as pointed out earlier, the data analysed in this study were collected through online survey which might not effectively represent happenings in the study area since the researcher could not control the randomization required to adequately collect data that can be considered representative enough and allows of generalisation of findings. 
Also, the fact that questions on the level of social media marketing adoption preceding Covid-19 pandemic were asked retrospectively might have accounted for the non-significant effect of Covid-19 on social media marketing adoption. For instance, there might have been a likely problem of recall bias where the respondents might not be able to recall and rate appropriately the extent to which social media had been used before the Covid-19 pandemic and during the pandemic concurrently. 
5.4	Recommendation for Practice 
Based on the findings from this study, the following recommendations are suggested for stakeholders in the hospitality industry and restaurant sector in particular:
i. There is a need for business owners/operators to understand the working of a particular social media platform and their target audience before adopting it in their business. This is because not all the platforms are suitable for all business types due to their distinct features.
ii. As found in this study, not all marketing strategies were significantly associated with customer retention. Therefore, restaurant owners must understand how the different marketing strategies work and also comprehend the behaviour of their audience so as to be able to maximize the benefits inherent in these strategies.  
5.5	Recommendation for Future Research 
Notwithstanding some limitations in this study, the study has also provided important findings that will be useful to both individuals in the academics and the hospitality industry as a whole. Therefore, the researcher will like to make some recommendations for future studies:
i. There is no doubt that the sample size used in this study might have influenced the outcome of this study in terms of representativeness to the study area. It is recommended that future studies in this context can build on collecting a larger sample size that can be considered adequate to represent the study area appropriately.
ii. Secondly, the researcher cannot rule out the impact of the sampling and data collection approach, i.e., convenience and availability sampling, which does not allow for effective generalisation of findings. Therefore, it is recommended that future studies should explore ways to ensure that sampling and data collection incorporates some level of probability sampling and randomization that will allow for the generalisation of findings. 
iii. Considering the fact that this study found no significant effect of Covid-19 on social media marketing adoption, future studies should develop more reliable and objective measures that can be used to assess social media marketing adoption retrospectively and during the pandemic. 
iv. Finally, findings from this study were strictly based on quantitative data, which might not have been able to adequately provide more insight into some salient factors on how Covid-19 affected social media adoption. Therefore, it is recommended that future studies adopt a mixed-method approach to come up with a more robust research finding. 
5.6	Final Conclusion and Reflections 
[bookmark: _Hlk72749331]This study has explored the impact of Covid-19 on social media marketing adoption among restaurant operators. Contrary to the assumption that Covid-19 is expected to causes some dynamics in the operations of restaurant business because of the importance of this service sector, this study found no significant effect of the Covid-19 pandemic on social media marketing adoption. Nevertheless, it is essential to note that besides the Covid-19 pandemic, other factors could impact social media adoption as found in this study which includes the firm characteristics and perceived usefulness or importance of social media marketing, among others. Therefore, this suggests that other factors that could influence its adoption should be considered when investigating the importance of pandemic such as Covid-19 on social media marketing adoption. Overall, this study has provided the researcher with more knowledge about empirical investigations. At the same time, some of the weaknesses identified in conducting this research will help the researcher in future research endeavours. 
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Appendices A: Informed Consent

INFORMED CONSENT FORM 

I.	Research Study Title: Impact of Covid-19 on Social Media Marketing adoption and Customer Retention: A Case Study of Restaurants in South-West, Nigeria.            
University: Griffith College, Graduate Business School.
Principal Investigator: Dr Garrett Ryan.
Researcher Name: Matungulu Evodie 
Email: Matunguluevodie@yahoo.com
II.	Clarification of the purpose of the research

The overall aim of this study is to examine the Impact of COVID-19 on Social Media Marketing (SMM) adoption and customer retention using restaurants in South-west Nigeria as case study.  
Notwithstanding the adverse effect of the COVID-10 pandemic on the businesses, the pandemic also brought about a shit in business operations. For instance, there was a shift in means of making purchase from the regular one on one interaction to making online purchases especially during the period of intense movement restriction. This suggest that the pandemic pushed a lot of SMEs into adopting digital platforms such as social media marketing for the purpose of reaching out to their customers. Exploring the influence of social media marketing on customer retention in hospitality industry becomes very important in view of the recent COVID-19 outbreak that brought about significant change in the ways business were done before the outbreak and now. This will no doubt push more businesses especially SMEs into adoption of digital marketing platforms. Hence this study seeks to provide empirical evidence on this phenomenon.  
III.	Confirmation of particular requirements as highlighted in the Plain Language Statement
Primary data will be collected in this study. This data will be collected through the administration of a structured questionnaire. The questionnaire will collect your background information such as age, sex, educational qualification and work experience among others. Other questions in the questionnaire were drafted in line with the objectives of the study. The specific objectives of the study are:
i. Examine the Social Media Marketing Strategies used by restaurant operators for customer retention 
ii. Determine the factors influencing the adoption of Social Media Marketing among restaurants operators in Southwest Nigeria?
iii. Investigate the impact of COVID-19 on Social Media Marketing adoption among restaurants operators in Southwest Nigeria?
Please be assured that it will take less than 15 minutes to complete the questionnaire.

Potential risks to participants from involvement in the Research Study (if greater than that encountered in everyday life) I do not anticipate any risk to participants as a result of participation in this Research Study.


Participant – please complete the following (Circle Yes or No for each question)

Have you read or had read to you the Plain Language Statement	     Yes/No
Do you understand the information provided?			     Yes/No
Have you had an opportunity to ask questions and discuss this study?     Yes/No
Have you received satisfactory answers to all your questions? 	     Yes/No
Are you aware that interviews will be audiotaped?		     	    Yes/No
IV.	Confirmation that involvement in the Research Study is voluntary
	Please be informed that your participation in this research is voluntary. Also, if you decide to participate and at a point you don’t feel like continuing, you are free to withdraw without any form of penalty. 

V.	Advice as to arrangements to be made to protect confidentiality of data, including that confidentiality of information provided is subject to legal limitations.
	
	All effort will be made to ensure your anonymity as a participant. As such, the instrument will not bear your name or any form of identifier that can be used to trace the data to you. Also, your privacy and confidentiality as a respondents will be duly observed throughout the data collection period.

VI.	Participant Signature:
I have read and understood the information in this form.  My questions and concerns have been answered by the researcher, and I have a copy of this consent form.  Therefore, I consent to take part in this research project
Participants Signature:								
Name in Block Capitals:								
Witness:											
Date:														




Appendices B: Plain Language Statement 

	PLAIN LANGUAGE STATEMENT 
	Introduction to the Research Study
Research Study Title: Impact of Covid-19 on Social Media Marketing adoption and Customer Retention: A Case Study of Restaurants in South-West, Nigeria.            
University: Griffith College, Graduate Business School.
Principal Investigator: Dr Garrett Ryan
Researcher Name: Matungulu Evodie 
Email: Matunguluevodie@yahoo.com
II.	Details of what involvement in the Research Study will require

This project involves taking part in (cross sectional survey involving the administration of a questionnaire. The interviews/survey responses will be recorded, and seek to gather information on your experience with regards to the topic: Impact of Covid-19 on Social Media Marketing adoption and Customer Retention: A Case Study of Restaurants in South-West, Nigeria. Questions are directed towards your thoughts on (how you feel about the effect of Covid-19 on the adoption of social media marketing and customer retention). I estimate the interviews/survey will take no longer than 10 minutes to complete. 
III.	Potential risks to participants from involvement in the Research Study (if greater than that encountered in everyday life) I do not anticipate any risk to participants as a result of participation in this Research Study.
IV.	Benefits (direct or indirect) to participants from involvement in the Research Study
The outcome of this study can provide measures that can be used by hospitality industry especially restaurant operators with some of the strategies that can be applied in gaining and retaining customers, thereby growing their business for more effectiveness and productivity.
V.	Advice as to arrangements to be made to protect the confidentiality of data, including that confidentiality of information provided is subject to legal limitations 
All effort will be made to ensure your anonymity as a participant. As such, the instrument will not bear your name or any form of identifier that can be used to trace the data to you. Also, your privacy and confidentiality as a respondents will be duly observed throughout the data collection period.
VI.	Advice as to whether or not data is to be destroyed after a minimum period 
Audio tapes/Survey data will be destroyed on the successful completion of this master’s degree in full compliance with GDPR regulations.  


VII.	Statement that involvement in the Research Study is voluntary
Involvement in this Research Study is voluntary. Your participation in this research is voluntary. Also, if you decide to participate and at a point you don’t feel like continuing, you are free to withdraw without any form of penalty. 

If participants have concerns about this study and wish to contact an independent 
person, please contact: 


Dr. Garrett Ryan

MSCIB Programme director
Graduate Business School
Office: A109
 
Griffith College
South Circular Road, Dublin 8, Ireland
 
Phone:  + 353 1 416 3324
Email: garrett.ryan@griffith.ie
Website: www.griffith.ie  




Appendices C: Questionnaire 

QUESTIONNAIRE 
INSTRUCTION:  Dear respondents, I am a postgraduate student conducting a study on the impact of COVID-19 on social media marketing adoption and customer retention: a case study of restaurants in Southwest, Nigeria. The research is strictly mean for academic activity. Thus, all information provided will be treated with utmost confidentiality and will not be used for any other purpose other than this project. Therefore, your sincere response and assistance will be highly appreciated in completing this questionnaire.  
Thank you. 
SECTION A: BACKGROUND CHARACTERISTICS 
1. What is your gender? 	Male [   ]		Female [   ]
2. What is your highest level of education?		Primary [   ]		Secondary [   ]
Undergraduate [   ]		Graduate [   ]		Postgraduate [   ]
3. What is your age range?	18-24 [   ]		25-29 [   ]	30-34 [   ]
				35-39 [   ]		40-44 [   ]	45 and above [   ]
4. How long has this restaurant being in operation?      < 5 years [  ] 	5-10 years [  ]  	10+ years [  ]

SECTION B: SOCIAL MEDIA PLATFORMS USED BY RESTAURANTS OPERATORS 
	A1
	Which of the following social media platforms do you use in your business: 
	Yes

	No


	1
	Facebook
	
	

	2
	Twitter 
	
	

	3
	LinkedIn 
	
	

	4
	Instagram 
	
	

	5
	WhatsApp 
	
	

	6
	Blogs 
	
	

	7
	Pinterest 
	
	

	8
	YouTube
	
	

	9
	Snapchat 
	
	

	10
	Others (please specify)
	
	

	11
	None 
	
	






SECTION C: SOCIAL MEDIA MARKETING STRATEGIES USED BY RESTAURANT OPERATORS FOR CUSTOMER RETENTION 
	
	Which of the following marketing strategies do you adopt in your business? 
	Strongly agree
	Agree  
	Disagree 
	Strongly Disagree  

	1
	Pricing strategy  
	
	
	
	

	
	We often display the prices of our menu on our website/social media platforms 
	
	
	
	

	
	The cost of our menu is relatively lower than others  
	
	
	
	

	2
	Discount offer 
	
	
	
	

	
	We usually give discounts in our services as a way of attracting customers  
	
	
	
	

	
	Special discounts on services are often displayed on our social media platforms
	
	
	
	

	3
	Promotion 
	
	
	
	

	
	We give discounts to customers who make referrals to us 
	
	
	
	

	
	We appreciate our customers by giving them customize gifts after patronage 
	
	
	
	

	
	Blogging is one of the promotional strategies adopted by this restaurant to reach out to potential customers 
	
	
	
	

	4
	Products/services 
	
	
	
	

	
	We usually display our menu and services on our social media platform 
	
	
	
	

	
	Changes in products and services are promptly display on the organization’s social media sites 
	
	
	
	

	5
	Advertisement 
	
	
	
	

	
	We make regular adverts on our social media platforms to attract new customers and retain old ones 
	
	
	
	

	
	Most of our social media adverts are meant to entice/persuade potential customers
	
	
	
	



SECTION D: FACTORS INFLUENCING THE ADOPTION OF SOCIAL MEDIA FOR MARKETING 
Please indicate your level of agreement with the following factors as affecting the use of social media marketing in your business. SA= Strongly Agree, A=agree, D=Disagree, SD=Strongly Disagree
	
	Statements 
	SA
	A
	D
	SD

	
	Perceived Benefit/usefulness  
	
	
	
	

	1
	Our restaurant uses social media for marketing because it helps to improve awareness of our services 	
	
	
	
	

	2
	Our restaurant uses social media marketing because it facilitates better communications between clients and customers 
	
	
	
	

	3
	The use of social media marketing has helped us to save marketing cost
	
	
	
	

	
	Firm characteristics 
	
	
	
	

	4
	Most restaurants are not aware of the different social media marketing strategies  
	
	
	
	

	5
	The size of most restaurants here are not big enough to necessitate the adoption of social media marketing 
	
	
	
	

	6
	Most restaurants here do not consider social media marketing as important   
	
	
	
	

	
	Manpower/infrastructure  
	
	
	
	

	7
	Our restaurant lacked qualified staff to manage the SM platform 
	
	
	
	

	8
	Poor internet connectivity is a major factor affecting our adoption of social media marketing  
	
	
	
	

	9
	Power supply here is not regular making the use of social media difficult for our business  
	
	
	
	

	
	Finance related factors
	
	
	
	

	10
	Cost of data remains high and this discourages the adoption of social media marketing   
	
	
	
	

	11
	Cost of operating a social media platform for this business is high and not sustainable 
	
	
	
	

	
	Social/environmental factors 
	
	
	
	

	12
	Most of our customers rarely visit our social media platforms  
	
	
	
	

	13
	Most of our customers are not active social media users
	
	
	
	




SECTION E: IMPACT OF COVID-19 ON SOCIAL MEDIA MARKETING ADOPTION
1.	Before Covid-19, how often did you use social media for marketing purpose in your business?
Always [   ]	Sometimes [    ]		Rarely [   ]	Never [   ]
2.	During Covid-19, how frequent were you using social media for marketing purpose?
Always [   ]	Sometimes [    ]		Rarely [   ]	Never [   ]

	Social media marketing adoption before and during Covid-19 pandemic: 
	Neve 
	Rarely 
	Sometime
	Always 

	Before Covid-19, how often do you use SM for the following purposes:
	
	
	
	

	Reach out to old and prospective customers online  
	
	
	
	

	Post different menus online for prospective customers 
	
	
	
	

	Maintain communications with old and new customers  
	
	
	
	

	Respond to comments and feedbacks from customers about your services 
	
	
	
	

	Create awareness about your services through online advertisement
	
	
	
	

	
	
	
	
	

	During Covid-19, how often do you use SM for the following purposes:
	
	
	
	

	Reach out to old and prospective customers online  
	
	
	
	

	Post different menus online for prospective customers 
	
	
	
	

	Maintain communications with old and new customers  
	
	
	
	

	Respond to comments and feedbacks from customers about your services 
	
	
	
	

	Create awareness about your services through online advertisement
	
	
	
	



Section F: Customer Retention
	
	



Variables  
	Strongly agree
	Agree  
	Disagree 
	Strongly Disagree  

	1
	Regardless of the distance and restrictions, most of our customers remained committed to our restaurant throughout this Covid-19 era 
	
	
	
	

	2
	Our old customers often recommend this restaurant to others even during this period of Covid-19
	
	
	
	

	3
	During this Covid-19 pandemic, majority of our customers still patronises us 
	
	
	
	

	4
	Most of our prospective customers visit our restaurant again after their first patronage during the lockdown period up till this moment  
	
	
	
	











Female	Male	84	16	
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%

18-24 years	25-29 years	30-34 years	35-39 years	40 years and above	13	28	31	23	5	
Frequency



[VALUE]%
[VALUE]%
[VALUE]%

Postgraduate	Secondary	Tertiary Education	4	33	63	
Frequency



[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%

Less than 5 years	5-10 years 	11-15 years 	16 years and above 	28	57	11	4	


[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%
[VALUE]%

WhatsApp 	Facebook	YouTube and LinkedIn	Facebook and Twitter	Others (snapchat, pinterest)	None 	42	28	2	8	2	18	


Means	
Price 	Discount	Promotion	Product/service	Advertisement 	4.79	5.07	7.29	4.95	5.15	Standard Deviation	
Price 	Discount	Promotion	Product/service	Advertisement 	1.4	1.4	1.8	1.9	1.9	Marketing Strategies 


Means 




Means	
Perceived benefit	Firm Characteristics 	Manpower/Insfratructure	Finance 	Social environment	7.53	8.42	7.39	5.17	4.8899999999999997	Standard Deviation	
Perceived benefit	Firm Characteristics 	Manpower/Insfratructure	Finance 	Social environment	2.7	2.2000000000000002	1.8	1.6	1.5	
Means 




Mean 	
Pre-covid-19 era	Covid-19 era	12.45	12.49	SD	
Pre-covid-19 era	Covid-19 era	5.3	5.8	



Pre COVID-19	
Never 	Rarely	Sometimes 	Always	36	18	20	33	COVID-19 Era	
Never 	Rarely	Sometimes 	Always	40	7	20	33	
Frequency 
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