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Abstract

Marketing and social media have an increasing impact on the sustainability and performance of financial
institutions. Marketing expenditures, which are among the quantitative factors, and social media, which is a
qualitative factor, affect the performance and profitability of financial institutions. In this context, it is extremely
important to examine the relationship between marketing, social media, and corporate performance in financial
institutions. In this scientific research, a model was created and tested by considering the number of social media
followers of financial institutions, the number of marketing expenditures, and the variables of gross earnings and
profit after tax. Regression method and correlation analysis were used to examine the relationships between the
variables. The results of the analysis including regression, Kendall and Spearman show that there is a significant
correlation between the number of users following the social media accounts of financial institutions and the gross
earnings. Both the number of social media followers and the number of marketing expenditures positively affect
the after-tax profit of financial institutions.
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1. Introduction furnished clients with platforms to frame

such an ancestral local area, around an item

Technological ~ advancements,  growing

or brand. In any case, groups that embrace

marketing  environment  competitions,

online media as a technique, ought to well
globalization, economic changes, vigorous known that they are losing an aspect of
the

corporations these days web-based media is

customer purchasing behaviour and dynamic

managing shoppers. For some

environment has evolved a proportional

change to the way wherein corporations
speak with current and expected clients (Njeri
2014). Social media marketing activities has
prompted gigantic change in correspondence
and the effectual human connections brought
on another point of view. Social media have
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their largest internet presence, surpassing
their organization' web sites and electronic
mail programs (Mangold & Faulds, 2009).
Online media has altered how associations
interface and talk with their clients similarly
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as how they develop and realize devotee

association inclusion. As indicated by
(Tirunillai & Tellis, 2012), business developer
and monetary specialists known that social
media is the quality means in which
customers survey and blog precise products
or services and brand specific information
contrasted and other mainstream sorts of
commercial. Unique with regards to normal
on-line buyer conduct measurements, social
media activities are included by means of
capacity to provide, offer, and wunfold
statistics across globally, which causes social
infectious effect to an exceptional quantity,
driving first-rate swiftness info dispersion
through internet. This study takes a look to
examine whether social media has a massive
prescient correlation to corporate overall
performance of monetary establishments
within Nigeria. In serious market place,
innovation = can  empower  financial
institutions to act greater proficiently, react
more effectively to marketplace styles and to
be advanced. This capacity includes an
installment framework with a method of
trade; movement of resources, the gathering
of reserve budget for the motivations at the
back of unadulterated time trade and the
lower of risks through insurance protection

and diversification.

Web-based media promoting is portrayed by
utilizing Elena (2016) as an instrument that
grants correspondence between individuals,
partnerships and different social events from
one side of the world to the other to share and
instinctively exchanges realities and thoughts
to get clients for association and exchange
with different organizations. Online media
systems and promoting structures i.e
LinkedIn, Blog, Instagram, Twitter, and

Facebook have offered clients the chance to
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notice their online projects, plans, reviews,
recommendations and assented or differ with
respect to various exercises and client
With the
introduced, online media publicizing and

administrations. probabilities

showcasing apparently impacts how
associations speak with their merchants and
clients, eventually the traditional promoting
might not have each any such added
substances of aiding the clients' necessities
and requirements (Kumar et.al 2018). Firm
has

and

execution constantly  pulled in

researchers experts' consideration,
specifically in leadership and management
areas. It is considered as strategies via the
improvement and productiveness of the
company are completed (Gavrea & Stegerean
2011). In the current business organizations,
execution can't be not noted on account that it
is the benchmark on which the associations
their
correlation with their rivals (Olusanya et.al

2012).

measure level of profundity in

According to Umoh and Sylva (2016),
whichever association neglects to accomplish
an undeniable degree of performance have
the probability of "being simple ephemeral in
the event that they don't grow their services
performance as they work in a confounding
and tempestuous business climate portrayed
by firm rivalry, fluctuating interest for
services, and increasing expense of
procurement of gainful assets". Also (Gavrea
& Stegerean, 2011), guarantee that unending
improvement in execution is the overall
objective of organizations since it is through
advancement in execution that the office can
extend, achieve advantage and develop their
business backwoods. Online media is an
imperative factor in the satisfaction of twenty

first century venture organizations, as shown



Aminat Oropo Alashe, Metin Uyar, “The Effect of Marketing Expenses and Social Media on Financial Performance: The Case of
Nigeria”, Journal of Sustainable Economics and Management Studies, Vol. 2, Issue 1, June 2021, pp. 17-40.

through (Culnan et al., 2010), online media
can improve performance of organization
through developing a computer based client
which can produce
better offers,
improved purchaser experience, and result in

circles energize

imprinting, prominent
new offerings improvement. As indicated
through Lam etal (2016), establishments'
social media marketing activities may also
accelerate data dispersal and data obtaining
the
organization; also it improve the relationship

and circulation within businesses
with clients, vendors, and different outer

coordinated efforts.

In sub-Saharan Africa behind South Africa,
Nigeria's financial area is the second-biggest
with N39.6-trillion (naira) in resources as at
August 2019. Newly banks are emerging
through foreign investors and mergers and
acquisition in Nigerian which develop the
capital levels after a drop in oil costs set off an
unfamiliar cash lack, and a downturn in 2016
made it hard for organizations to reimburse
credits. According to financial analysts
numerous bank were responsible by loaning
to the oil area while the costs of oil were
increasing. After the droop, oil costs have
recuperated and with an increase in banks
credit loan to this area which leads to an
increased unemployment, stifled financial
development and weakness in oil costs gives
reasons for concerns. Corporate management
is seen as probably the greatest test looked by
Nigerian financial institutions and monetary
bungle or wrongdoing by leader of the board
has hampered their exhibition
supportability. No unfamiliar
institutions ought to arrive the area over the

and
financial

recent 10 years. National financial guidelines
specify the total speculation of unfamiliar
financial institutions in any of the main ten
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neighborhood banks should not be over ten
percent of their capital. Banks like Great
Britain's and Swiss banks in 2018 left Nigeria.

This study of financial industry in Nigeria
covers all financial establishments which
incorporate banks, other credit conceding,
lease financing, and reliability and
compensation projects, likewise the central
In this

consisting of 13 institutions obtained from the

banking. research, an analysis
main mass that constitutes the finance
industry was carried out by using linear
Kendall

correlation analyses. In the light of the data

regression, and  Spearman
obtained as a result of the analysis, the
between
marketing, and corporate performance is

highlighted.

relationship social media,

2. Theorical Framework and Questions
2.1. Research Problem

Chi (2011),
correspondence as a relationship among

portrays web-based media

brands and customers, that offers an
individual channel and cash for customer
centered frameworks organizations. This is
especially substantial for partnerships
attempting to procure prevalence. Kaplan
and Haenlein (2010), describes online media
as a get-together of Web applications that
structure concerning the philosophical and
imaginative foundations of Web, and which
grant the creation and exchange of customer

produced content.

Web-based media is viewed as a wide term
that portrays programming gadgets which
make customer created substance to be
adaptable. Subsequently, numerous features
are vital for a site to be fully ready to be called
a social networking web site; the website
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should incorporate patron profiles, content,
strategies that allows customers to assistant
with one another and post input on one
pages and be
advanced social affairs relying upon basic

another's important for

needs like style or administrative issues (Cox,
2010). While the
communication sites' is consistently used

articulation informal
equally with web-based media, online media
is different considering the way that it
permits members to join, by creating
individual measurements profiles and
appealing accomplices and partners to see
those profiles (Kaplan & Haenlein, 2010).
Thus,

wherein person to person communication

online media is the environment

happens and control the path through which
clients collect data and settle on shopping
decisions. As indicated by Kotler and
Armstrong (2011), social media encourages
customer service roles, such as answering to
the customer's needs, given information like
financial records, and other requests just as
managing consumer grumblings. It permits
organizations to relate with clients in a more
profound and more significant manners. As
opposed to depending on single direction,
broad communications messages only, social
media considers more intuitive approaches

that form focused on two-way client
connections.

The earlier decade saw headway of
perplexing,  various, and  expanded

interchanges among organizations and their
clients by means of online media utilization.
According to one perspective, organizations
are misusing online media stages to stretch
out their expansive band to shopper (Gao et
al. 2018), support checking of brand (Naylor
et al. 2012), and associations with customers
(Rapp et al. 2013). Additionally, clients are
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consistently empowered through online
media and expecting commitment for the
advancement of correspondence
collaboration, and they're beginning to be
producers, partners, and intellectuals of
correspondence (Hamilton et al, 2016).
According to Lamberton and Stephen (2016),
emergence of social media has gradually
developed from a solitary promoting means
to that of an advertising insight activity
(wherein companies can be alerted, dissect,
and count on consumer practices), it has
gotten gradually fundamental for advertisers

to deliberately make use of and use social

media to perform superiority = over
competition and effective performance.
Despite some comprehension among

advertisers of the need to attract the
consideration of customers by means of on-
line media frameworks, a few firms have
precisely deal with their net-based media
look and intrigue (Choi & Thoeni 2016). In
the

advancing undertaking isn't to start online

any case, for most organizations,
media advert, however, to pursue web-based
media with their promoting technique to
attract customers to unite enormous and
protracted take foundations with them
(Lamberton & Stephen 2016).

Online media is an extraordinary channel for
monetary foundations. It's anything but an
impetus for marking, advancing, publicizing,
corporate interchanges, overhauling and
grievance’s objective. Moreover, it can lead
associations to a wide extent of perils
including reputational and brand danger.
Negative online media talk can achieve loss
of trust and wages; anyway, it can in like
manner convey more certified sorts of risk.
Numerous associations would now be able to
distribute monetary data above online
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platform, it's important to own strong cycles
set up to guarantee against unapproved
dissemination and to counter the fake arrival
of bogus data, which could influence market
costs. Firms growing their online media
exercises to make the most of the new chances
to interface with clients and a more extensive
the
dangers, and adopt a proactive strategy to

organization, should know about
social media hazard management. A few
examinations have shown that financial
institutions' utilization of social media can
prompt incredible points of interest, for
example, fortifying relationship with clients
and making cognizance. Moreover, there are
still challenges that decay the actuation to
accept online media as a promoting plan.
Fisher (2009), McCann and Barlow (2015), all
agree that the critical test is the shortfall of all
around made key execution markers to check
the effects of the activities.

This paper, focus to decide how and in what
manner marketing and social media affect
financial performance of financial institutes
via the use of a multi-disciplinary approach.
For this purpose, examines are achieved
through financial institutes that are enterprise
in Nigeria. With this major motive, the aims
of the studies are as follows:

* To determine the degree at which
financial organizations in Nigeria use social
media to improve their corporate overall
financial performance.

* To examine the degree at which
massive financial institutes in Nigeria adopt
social media in their marketing campaigns
and the way to improve gross income, and
profit after tax.

21

* To actualize management’s belief of the
position of social media to handle the
financial corporation’s general performance
and brand building campaign.

* To also present a model of awareness of
interaction among social media activities and
corporate's financial performance of the
financial institutes.

Based on the accompanying targets, the

exploration questions are as per the
following:
* Are the corporate performance

indicators affected by the social media
marketing?

* What are the impacts of marketing
activities on financial values of the financial

institutions?

* How as the social media and marketing
activities affect corporate performance?

* Is there a positive significant influence
of marketing expenses on gross earnings of
financial institutions in Nigeria?

* Is there positive significant influence of
marketing expenses on profit of financial
institutions in Nigeria.

* Are the administrative expenses of
financial institution in Nigeria is positively
associated with marketing expenses?

2.2 Interaction Among Social Media,
Marketing and Financial Performance

Over of years, the feasible techniques of
communication between humans have
the

methods; i.e. is the social media systems that

increased and replace traditional
are considered to occupy most individuals
and companies mind given both parties the

chance to interact with each other and share
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viable information, ideas and criticisms
(Daowd, 2016). this bring about a better
relationship between organization and their
customer and which then turns to increase
the company's revenue and reduce its
(Baird & Parasnis 2011).
Furthermore, social media has become a

expenditure

dueling marketing place where various
industries are able to give more values to
their customers; most especially the financial
institution (Dandiata et al., 2014). Despite the
favorable and fruitful environment provided
by the social media networks, past research
on financial organizations as shown that
social media marketing effects on overall
performance is not appealing (Lovejoy &
Saxton, 2012; Franco et al., 2016).

Theories were introduced to further explain
the concept of social media marketing
strategy within several industries. Social
media companies were developed around
several views of consistent interactions with
network
concept, marketing concept and implicit

potential customer i.e. social
character concept. Social media showcasing is
detectable

advertising

some other authenticity of

which
marketer to expand their communication by

traditional allows
way of a good relationship with their
customers. Ryan, (2014), sees social media
between
marketer and consumers through a platform.

advertising as  collaboration
Moreover it relates to the utilization of new
generation innovation using marketing
devices to improve communication and
relationship with customers. It is outstanding
that social media advertising has new
developed digitalized factor to authorize
simple correspondence to consumers, simply
enabling good interaction and marketing

means. Social media marketing systems
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make use of internet communication
channels i.e. Twitter, Blogs, facebook, mobile-
phones, etc. To acquire customers loyalty

(Nwokah & Aeenee 2017).

Social media advertising is actualized with
the availability of the internet and social
networking interaction platforms that give
people the chance to share some essential
information, gain social connection and to
also communicate with other bodies to offer
services. Alsoimproves the value and benefit
of an organization and encourages
consumer’s satisfaction and loyalty (Chaffey
& Smith, 2013; Charlesworth, 2014).
Presently, social media incorporates
sophisticated digitalized tool which makes
marketing communication so easy. Bax et al.,
(2013) specity that, numerous companies
have made social media essential to their
advertising and marketing activities. Social
media apparatuses are used by corporations
to perform marketing goals, convey new
service and offers by constructing client

commitment and support.

Social media marketing have some
advantages; it helps the marketer to know the
way at which their potential consumers think
(Kanovska &

Tomaskova, 2012), it brings new customers in

and gain satisfaction

and also maintain the old ones via
viability  of

advertising is largely controlled by using

satisfaction, social media
correspondence event and correspondence
content and also, reduces the job description
of marketing agencies and bodies in other to
give companies the opportunity to interact

directly with consumers.

In the light of introducing social media and
combining some traditional strategies and the
services  is

passion  of  marketing
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fundamentally by compelling advance

practices in the mild of technological
advancement of social media, noticeably
media plans, and protecting firm on a
customer who has isolated idea. Further,
social media advertising explicitly offers
tremendous possible benefits, via more
essential versatility and precision, but this
might lead to business challenges (Batra &
Keller 2016). Social media marketing builds
consumer satisfaction, loyalty, offers business
awareness information, and produces /

grandstands leads.

Social media marketing platform is a
with

accentuation and viewpoints springing up, in

profoundly  unique area new
particular in keeping with the position
marketers play in making vital changes (Fox
& Kotler, 2000). Social media advertising
concept is massive and complicated part of
company strategies, because of a restricted
characteristics of social media marketing
contrasted with different marketing attempts.
Social media advertising was not fully
accepted to limelight but was just seen as
affordable technique for the duration of the
80’s and 90’s, and but will stand firm in the
new millennium 2000s (Bloom & William,
1981). It has some key attributes that can
separate it from traditional advertising but is
intrinsically adaptable. Contingent upon the
organization, there won't be substantial
contrasts by way of any stretch of the
creativeness. Social media advertising is
selling thru reasons and social problems is an
important piece of social undertaking, but it
aims is

to always elevate advertising

projections genuinely. However, it will
develop the community and the whole
society at large by solving the customers

problems through customer service.
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Since social media marketing postulations is
more similar to a "set of standards" instead of
a conventional theory, there are not many
that
marketing develops all the while (Kaplan &
Haenlein, 2010). Most
"inexactly" founded on

missions incorporate all friendly
intercessions are
zocial media
marketing standards, regularly including just
this

hypothetical and specialized structure, most

a couple of parts of extensive
strikingly audience examination (frequently

through survey research), consumers

segmentation and association of the society.

As in step with Vater et.al., (2012), significant
thing is blending in marketing banking
services. Al over the world today, monetary
companies are carrying-out wide cluster of
activities which put a valorous step on new
advanced technology, which they expect will
in a fashionable feel alternate on how they
engage and take in clients. Most financial
institutions are intensely making an
investment on advanced gadgets which are
easy for customers to use quickly to run their
financial needs whilst in a rush. Specific
people are creating intelligent instruments
which assist clients with examining their
ways of managing money and reinforce their
cash the management abilities, but several of
them are influencing the media platforms by
engaging consumers in wealthy Facebook
pages which form trademark and values in
other to captivate customers to per-take in
sharing individual data. Every one of these
activities denotes a significant exertion to
saddle

unhindered gadgets application and lively

quick advanced technology,
public media access to financial institutions'
connection with clients. In any case, generally
the digital pioneers - just as banks that still

can't seem to cross the computerized
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Rubicon, are likewise in risk of competition
and customers' holding off wireless inter-
connectivity.

Several developed financial organizations
remain currently using social application
platform to drive client possession and
faithfulness. Combining the social media
services definition, economical advantage
and more customer service control will affect
financial organization development
direction. Seeing social media as a chance for
constant conversations and exploration with
clients gives marketers an incredible asset
that most banks still can't seem to exploit.
Furthermore, this is progressively on the
incorporation of media applications to form
customer data, investigating information
provided in other to show significant bits of
these

experiences to make a really comprehensive

knowledge and afterward using

advanced technique.

Financial enterprise in Nigeria is quite
probable unique and serious companies in
entire Nation. The monetary commercial
enterprise has modified quickly for past
years, shifting from unconfirmed and
customer support arrangement to undeniably
aggress weather in which competition for
profits is the maximum issue. The Nigerian
economic institutions might now be capable
of find a way into the global meaning of a
monetary  enterprise. =~ Social = media
advertising technique is progressively being
embraced in all regions of the economic
system, mainly the monetary institute
provider area. Marketing techniques is a
good determinant of any company's success
and competitive advantage in any
advertising climax. Social media advertising

is necessary activities to every business firm
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and the system is vital to Nigeria’s financial

institutions because of  instability,
competitions and marketing environment
risk. Consequently, all monetary
establishments should utilize advertising
strategy to build up their strength (Olujide &

Aremu, 2009).

Social media advertising process role in the
financial region is to assist with giving
elective answers to problems experienced
the

financial

marketing activities. Subsequently,

advantage of marketing to
institutions is accomplished when business
decide

consumer’s

firms requirement needed and

needs by  coordinating
advertising activities to blend with other
necessities. The importance of social media is
on the grounds that it assists marketers to be
efficient and the view of how consumers and
the world interact. This ensures marketer to
associate and share thoughts to shoppers for
better service. The activity of social media
advertising and marketing method in
economic sector is giving elective answers to
marketing problems. In this manner, benefit
of marketing in the financial ventures is
accomplished by coordinating the desire of
the purchasers and the marketing activities in
the (Bulut &

Mandaric, 2012). Social media sets out

direction of their needs

freedom to upgrade businesses. For instance,
net video is another path for organization to
talk with customers in a greater enthusiastic
climate. Joining the utilization of sound and
more suitable visualizations on the internet,
and may be crucial experience for customers,
and advancement. Using web videos permits
off the substantial
expenses of making TV plugs; it's been

businesses to ward

discovered that clients are typically sure to
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like video advertisements in preference to
picture commercials.

Social media lets in companies' business
operation personnel to understand what
prospect customers are announcing about
their brand and rivals (Kotler & Armstrong,
2011). They become acquainted with their
clients' requirements via friendly
communication as social media gives a
process to explore marketing environment,
then engage in discussion which gives huge
deals; aims and objectives of every business
firm which depends on the volume of deals

and benefits (Nobilis, 2010).

Gross sale increases as marketing medium,
and channel is well coordinated to meet the
need of the consumer, also social media
guarantees huge competitive advantages
from organization sales by furnishing them
with better approaches to discover, interface
which comprehend the consumer (Evans &
McKee, 2010). For a deals, the next sales are
the most important which increases the asset
of the organization (Fournier & Avery, 2011).
Social media as ability to help brand
comprehension; ask people to utilize the
administrations which may at last incite more
arrangements returns especially when the
mission winds up getting acclaimed on the
web (Barwise & Meehan, 2010). Regularly a
nice brand isn't connected to being picked
over an opponent in the market divide,
however all things being equal, it's anything
but a response for the conceivable outcomes

issue.
Kumar and Solo (2018) perceive 4
components of customer responsibility

regard, explicitly customer lifetime regard,
customer reference regard, customer sway
worth, and customer data regard. This
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estimation comes with another approach to
manage customer valuation, which can help
advertisers choosing more suitable and
powerful indispensable decisions that enable
stretch
customers. In an online media setting, this

long regard responsibilities to
customer responsibility regard enables firms
to benefit by urgent customer resources (e.g.
data stores, impact capital, network assets,
and innovativeness), in a way the impact can
outfit firms with a sensible advantage
(Harmeling et al. 2017). Client responsibility
the

understanding customer motivations as a

postulation includes meaning  of
fundamental for the firm to make suitable
Social Media Marketing Strategies, because
heterogeneous customer motivations coming
about on account of different points of view
and associations can affect their online media
and Media

rehearses certainly Social

Marketing Strategy results.

It is like manner centers around the
undertaking of contributions from the parties
involved (e.g. online media responsibility
exercises) and customers (e.g. webbased
media rehearses), similarly as the meaning of
different

interconnectedness in

degrees of instinct and

yielding  sound
advancing outcomes (Harmeling et al. 2017).
(2017)

associations can benefit by such customer

Pansari and Kumar assert that
responsibility in both generous (e.g. market
share, profit and higher incomes) and

insignificant (e.g. input) ways.

broad
communications. For instance, Facebook a

Social media is a tool of
platform via social media has an overall
crowd of about 1.86 billion participants
consistently, better to any traditional channel

of correspondence like printed paper, radio,
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TV (zephoria.com). Population of Facebook
participants on month-to-month premise has

The prediction
with further
explicitly identified with Facebook, the total
number in 2019 was 2.96 billion which will be
the

(www.statista.com).

increased. additionally

identifies platform. Been

more as year progresses

The platform is an expansive term which
allude online activities that empower people,
networks and organizations to interface just
to form local area via making, adjusting,
sharing and drawing in with client produced
content that can be effortlessly gotten to. It
remembers a wide range of social online
channels for differing structures, not
restricted to pictures, web discussions, wikis,
message sheets, digital broadcasts, weblogs,
and recordings (Sloan & Haase, 2017). The
platforms has progressively gotten extra
famous in the last couples of years to such an
extent that conventional media stages have
been consigned to the back sit as far as
business esteem just as ubiquity. Lewis (2009)
upheld the predominance of social media
over conventional media highlighting the
decrease in the benefit of TV slots, just as the
way that some are shutting everything down.
Lewis (2009) contrasted the utilization of
conventional media and the utilization of
web-based applications

trademark, discovered that new media bests

managing

the old once. it was seen as a result that firm
viewed competition and financial climate as a
threat, so the need to eliminate their spending
plans particularly publicizing which has
constrained made them to depend on a less
expensive option of marketing, especially
social media.
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Prior assessments have broken down the
usage of media connections in firms, yet a
couple has investigated the impact of the
result in monetary industry (Chikandiwa et
al., 2013). For instance, Nyambu (2013)
planned to develop the effect of online media
promoting the result of media transmission
relationship in Kenya; an example of
Safaricom Ltd subject to an examination
centered to forty-eight delegates working at
Safaricom Ltd head office in Westlands in
customer association and collaborations
division for the year 2013. The backslide
assessment found that web-based media
updated the introduction of the firm as it's
anything but a stage for promoting
effortlessly diverged from various sorts of

advertising available.

Along, Njeri (2014) hoped to set up the effect
of social media participation's on monetary
exhibition of 44 business banks in Kenya for
the time period 2011-2013 relying upon
essential information, accumulated using
semi-coordinated surveys and optional
information from the banks' money related
reports. Using distinctive direct backslide
models, the results uncovered that the
business banks have seen a critical extension
in the typical number of new customers. This
has happened to an improvement in the
ordinary development portfolio and pay the

extent that the premium obtained.

Karjaluoto et al. (2015) tries to investigate the
association between a company's social
media activity and two outcomes, to be
explicit,  association  reputation  and
association monetary result and as indicated
by an examination that was coordinated to
9,802 respondents from different age, gender,

and nearby get-togethers of 59 firms that are


http://www.statista.com/
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being run in Finland for year 2013. The
eventual outcomes of the two-followed
that a

Pearson's relationship exhibited

presentation and isn't associated with
corporate standing. Moreover, Parveen et al.
(2015) analyzed the different explanations
behind web-based media utilization and its
impact on authoritative result as indicated by
a subjective technique. The data for the
assessment were accumulated from six firms
working in Malaysia that take part in web-
based media for their business practices
through semi-coordinated incredible
meetings with ranking executives. The results
showed that online media is used for a couple
of purposes in firms, such as publicizing and
headway, showcasing, data accessibility,
building customer relations and some more.
The results moreover show that online media
incredibly influences the exhibition of firms
with respect to progress in customer relations
and customer help works out, redesign in
data accessibility and cost decline the extent
that promoting and customer support.
Schivinski and Dabrowski (2013) examined
customers' impression of brands because of
social media correspondence utilizing 504
Facebook clients. The aftereffects of their
that

media

experimental examinations showed

client created web-based
correspondence affected brand value and

brand mentality.

3. An Implementation on Social Media,
Marketing and Corporate Performance of
Financial Institutes

3.1 Sampling and Data Collection

13 banks actively working in Nigeria in 2020
constitute the sample of the study. Although
there are many social media platforms in the
world, the data of Twitter, Facebook, and
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company's Social Media activity is simply
part of the way associated with its monetary

Instagram platforms have been used in this
study, considering the number user of them.

Financial data are compiled from annual
reports and financial statements published
publicly by banks. The number of social
media followers was obtained from the
official social media accounts of the relevant
banks. The data used and obtained in the
study are evaluated for purely scientific
purposes. The results obtained in the research
and the evaluations made are not financial
The
secondary information. Secondary statistics is

investment advice. research used
the information that has already been
amassed thru primary resources and made
comfortably available for researchers to use
for their personal research. It is a kind of facts
that has already been amassed in the past.

Quantitative data is accrued in this study.
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Facebook Twitter Instagram

Jaiz Bank Plc 258853 28300 19500

Guaranty Trust Bank Plc 6137819 1700000 721000
Access Bank 2632260 675000 453000
Zenith Bank Plc 6220801 1300000 513000
Wema Bank Plc 168882 84500 55700

Unity Bank Plc 108030 50700 23600

United Bank of Africa Plc 2872283 837300 334000
Union Bank of Nigeria Plc 1035438 225900 107000
Sterling Bank Plc 635400 124200 110000
Stanbic IBTC Bank 1112984 313100 124000
Fidelity Bank Plc 1040837 200700 141000
FCMB Group Plc 1647553 153800 110000
FBN Holdings Plc 3163107 650400 755000

Table 1. The Number of Followers by Social Media Platform

Quantitative records were analyzed with the
use of statistical software program and the
output was supplied using analytical
information. Qualitative facts changed into
transcribed and analyzed with the usage of
material evaluation

content approach

wherein responses can be organized
primarily based on issues and tendencies
established. Multiple linear regression, and
correlation analysis were used to measure
association between objectives stated as
variables. It outfitted information on effect of
a free factor while simultaneously controlling

the aftereffects of various fair factors. 1
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displays the number of followers of financial
institutes.

The graphs of the marketing expenditures
and general administrative expenses of
financial institutions in 2020 are as follows.
According to Graph 1, Access made the
highest expenditure. FBN and United are
other institutions with high expenses. When
Graph 2 is analyzed for gross earnings, it is
seen that Access reaches the highest value.
Zenith, United, and FBN
organizations with high gross earnings. In

are other

terms of profit after tax, it is understood that
FBN and United have high values.
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3.2 Restatement of Research Hypotheses

In the study, the number of social media
followers and marketing expenditures were
defined as independent variables. Gross
earnings and profit after taxation of financial
institutions are dependent variables. General
administrative expenses are included as a
control variable in the research. Figure 1
the
relationships

research model
between
dependent variables. Hypotheses are as

displays showing

independent and

follows:

H1: The number of social media followers of
Nigerian financial institutes positively affects
the marketing expenses of financial institutes.

H2a: The number of social media followers of
Nigerian financial institutes positively affects
the gross earnings of financial institutes.

H2b: The marketing expenses and other
operating expenses of Nigerian financial
institutes positively affect the gross earnings
of financial institutes.

H3a: The number of social media followers of
Nigerian financial institutes positively affects
the profit after taxation of financial institutes.

H3b: The marketing expenses and other
operating expenses of Nigerian financial
institutes positively affect the profit after
taxation of financial institutes.
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H4a: The number of social media followers of
Nigerian financial institutions positively

affects the gross earnings of financial
institutions together  with general
administrative expenses.

H4b: Marketing and other operating

expenses of Nigerian financial institutions
positively affect the gross earnings of
financial institutions along with general
administrative expenses.

H4c:
Nigerian financial institutions positively
affect

institutions.

General administrative expenses of

the gross earnings of financial

Hb5a: The number of social media followers of
Nigerian financial institutions positively
affects the profit after taxation of financial

institutions together  with general
administrative expenses.
H5b: Marketing and other operating

expenses of Nigerian financial institutions
positively affect the profit after taxation of
financial institutions along with general
administrative expenses.

Hbc:
Nigerian financial institutions positively

General administrative expenses of

affect the profit after taxation of financial
institutions.
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Marketing Expenses

Financial Performance

Social Media
(Number of

Followers)

[ Profit After Taxation J

( Gross Earnings ]
General Administrative
Expenses

Figure 1. The Research Model

3.3 Findings Afterward, the hypotheses were tested by

performing correlation analysis and multi-

In this part of the study, the hypotheses are  jjnear regression analysis. Table 2 displays

tested. First, the normality was examined. descriptive statistics for variables.

Marketing expenses and | Administrative and | Profit Gross The

Other Operating Personel Expenses | After Earnings ;I;:llber of

Expenses Taxation Followers
Valid 13 13 13 13 13
Missing 0 0 0 0 0
Mean 6.334e +10 3.956e +10 2.857e+11 | 5.673e+10 | 2.827e +6
Std. Deviation | 7.595¢ +10 3.466e +10 2.763e+11 | 6.693e +10 | 2.825e +6
Skewness 1.015 0.607 0.854 1.604 1.181
Kurtosis -0.557 -1.089 -1.103 2.795 0.369
Minimum 1.800e +8 1.557e +9 1.961e +10 | 2.903e +9 182330.000
Maximum 2.160e +11 1.010e +11 7.650e +11 | 2.310e +11 | 8.55%e +6

Table 2. Descriptive Statistics (In Nigerian Naira)

The kurtosis and skewness values on Table 1

confirm to the normal distribution according
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to the threshold recommended by Hair et al.,
(2013).
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Table 3. Correlations

Pearson Spearman Kendall
Y p rho p tau B p
MEOPEX-ADMPEX 0.918 *** <.001 | 0.918*** <.001 | 0.769 *** <.001
MEOPEX-GROSSER 0.977 *** <.001 | 0.923 *** <.001 | 0.795*** <.001
MEOPEX-PROATX 0.775** 0.002 0.846 *** <.001 | 0.692*** <.001
MEOPEX-NUMFLW 0.476 0.100 0.571* 0.045 0.462 * 0.030
ADMPEX-GROSSER 0.929 *** <.001 | 0.885*** <.001 | 0.667 *** <.001
ADMPEX-PROATX 0.765 ** 0.002 0.808 ** <0.001 | 0.615** 0.003
ADMPEX-NUMFLW 0.430 0.143 0.500 0.085 0.436 * 0.042
GROSSER-PROATX 0.855 *** <.001 | 0.945 *** <.001 | 0.846 *** <.001
GROSSER-NUMFLW 0.564 * 0.045 0.709 ** 0.009 0.564 ** 0.007
PROATX-NUMFLW 0.725 ** 0.005 0.868 *** <.001 | 0.718 *** <.001

MEOPEX: Marketing Expenses and Other Operating Expenses
ADMPEX: Administrative and Personal Expenses

GROSSER: Gross Earnings

PROATX: Profit After Taxation

NUMFLW: Number of Social Media Followers

*p<.05*p<.01,***p<.001
is a positive linear relationship between

marketing expenditures and the number of

Table 3 displays correlation results. f5jowers. However, this correlation could

According to Kendall and Spearman results, ot be achieved in the Pearson analysis.

there is a positive linear relationship between  gapndall, Spearman, and Pearson analysis

marketing  expenditures and  general 1egylts confirm that there is a very high and

expenditures. However, this correlation positive  correlation  between  general

could not be achieved in the Pearson analysis. expenditures and gross earnings. All three

According to Kendall, Spearman, and  orrelation coefficients also approve of whose

Pearson analysis results, there is a very high relationship between administrative

and positive correlation between marketing expenses and profit after taxation. The

expenditures and gross earnings. Kendall, correlation between general expenditures

Spearman, and Pearson analysis results ,nd the number of followers was found to be

confirm that there is a very high and positive significant only according to Kendall

correlation between marketing expenditures analysis. There is a moderate positive
and profit after taxation. Kendall and correlation between the number of social

Spearman analysis results display that, there
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media followers and gross earnings. A
positive and significant correlation was
found between the number of social media
followers and profit after taxation. The Table

4 displays the results of hypothesis testing.
The linear regression method was used to test
the hypothesis.

Table 4. The Result of Hypothesis 1

H1

Variable B t )
Number of Total Followers 0.476 7.796 0.000
H2

Variable B t )
Number of Total Followers 0.128 1.949 0.080
Marketing Expenses and Other Operating Expenses | 0.916 13.932 <0.001
H3

Variable B t P
Number of Total Followers 0.459 2.663 0.025
Marketing Expenses and Other Operating Expenses | 0.557 3.189 0.010
H4

Variable B t p
Number of Total Followers 0.130 2111 0.064
Marketing Expenses and Other Operating Expenses | 0.721 5.130 <0.001
Administrative and Personal Expenses 0.211 1.543 0.157
H5

Variable B t P
Number of Total Followers 0.463 2.630 0.027
Marketing Expenses and Other Operating Expenses | 0.227 0.565 0.586
Administrative and Personal Expenses 0.357 0.914 0.384

Table 4 confirms that the number of followers
on social media significantly influences the
marketing and other operating expenses of
H1 is
accepted. In other words, the number of

financial institutions. Therefore,

social media followers is associated with the

marketing  expenditures of  financial

institutions. The number of followers on
media,

social and marketing expenses
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significantly influence the gross earnings of
financial institutions. Therefore, H2a, and
H2b are accepted. The findings inform that
both the number of followers on social media
and marketing expenses significantly
influence profit after taxation of financial
institutions. Therefore, H3a, and H3b are
accepted. H4a and H4b hypotheses are

accepted, whereas the H4c hypothesis is
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rejected. In  other words, general
administrative expenses do not have a
significant impact on earnings when
compared with marketing expenses and the
number of social media followers. The results
show that the H5b and Hb5c hypotheses are
rejected, whereas the Hb5a hypothesis is

accepted.
Conclusion

In this scientific study, which analyzes the
relationship between social media, marketing
expenditures and performance in financial
institutions through financial data and social
media data, 13 financial institutions listed in
the stock exchange in Nigeria were taken as a
sample. The relationship between marketing
expenditures, social media and profitability
was tried to be determined by using the linear
regression method of the financial indicators
of 13 companies in the financial institutions
index. Financial data were compiled from the
balance sheet (financial position table) and
that the
operating in the relevant business line shared
with the public in 2020. Social media data has
been compiled from the approved official

income statement companies

social media accounts of the relevant
institutions. In the analysis, first of all,
correlation values were measured. The
Spearman, Kendall, and Pearson coefficients
showed that social media correlates financial
institutions with income and profit. It has also
that

expenditures have a high correlation with

been determined marketing
income and profitability. Regression analyzes
were performed in the light of the findings
obtained from the correlation analysis. In the
first regression equation, it was found that
social media had a significant effect on
marketing expenditures. In the second stage,
the effects of both social media and marketing
expenditures were

on gross earnings
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investigated and found to be significant. In
the third regression analysis, the effect of
social media and marketing expenditures on
profit after taxation was examined. Both
independent variables significantly affect
profit after tax. General administrative
expenses were used as the control variable in
the study. Regression analysis results showed
that

increased the total variance. On the other

general administrative  expenses
hand, general administrative expenses did
not significantly affect profits or gross

earnings.

In the world of business and finance, there is
a new structure based on the internet. Digital
transformation is increasingly affecting and
changing businesses. The correct meaning of

the digital transformation of financial
institutions, which are considered as the
locomotive of the services sector, is
important. Social media provides an
important communication channel for
customers to convey their requests,

suggestions and complaints directly and
quickly to financial institutions. Proper
management of this communication channel
will enable financial institutions to reach

more customers.

Twitter, Facebook, Instagram etc. Social
media applications offer important facilities
for individuals to express their expectations
from businesses. In addition, the awareness
of customers can be increased thanks to the
discussions and interactions that develop on
social media. In this context, the following
suggestions were made in line with the
results obtained in the research.

¢ Financial institutions are the main

intermediaries of capital and money flow.
Therefore, social media applications should
be  included

more in managing
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communication with customers in a fast,
secure and transparent manner.

* Social media allows even the farthest
customer to have their voice heard. In this
context, financial institutions should use their
social media accounts more actively and
increase their response times.

* The number of young users on social
media is increasing day by day. For this
reason, financial institutions can give priority
to social media applications that young
people can follow more easily.

¢ In order to increase interaction on social
media accounts, some advantages should be
provided to those who are members or
customers of financial institutions on these
platforms. These advantages will increase
both the effectiveness of marketing activities
and communication.

* Marketing expenditures have an
important place in the income statement.
However, it would be beneficial if the budget
to be allocated for marketing is compatible
with new media rather than traditional

communication.

* Financial institutions can obtain many
data
applications. In this context, software for the

analytics through social media
analysis of data analytics and an expert team

should be available.

* Regression results confirm that there is a
significant relationship between the number
of social media followers and gross earnings.
In this context, social media should be used
more for businesses to gain new customers.

In this research, generalizations were made
by wusing the data obtained from the
companies operating in the field of finance.
Conducting cross-sectoral research in future
research will have a positive impact on better
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understanding and development of the
efficiency of financial institutions. In this
study, performance analysis was made in the
context of social media and marketing
expenditures. Future research can investigate
the
marketing by considering factors such as

interactions with social media and

intellectual capital, corporate image, brand
value along with quantitative factors. Due to
the time and cost constraints of the research,
the finance sector was examined as a sample.
In other studies, cross-country comparisons
can be made by compiling data from other
countries and regions.
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