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ABSTRACT

This study was aimed at developing a framework for the adoption of social media marketing by Small and
Medium Enterprises in the manufacturing sector to improve their sales performance. This study was guided by
objectives such as to ascertain how WhatsApp can improve the sales performance of SMEs in Botswana, to
assess how Facebook can be used as a tool for increasing SME sales performance, to evaluate how effective
LinkedIn is in improving SME sales performance, to determine strategies to implement social media marketing
framework for SMEs and to develop a framework for the adoption of social media marketing by small and
medium enterprise to improve sales performance. This study adopted pragmatism research philosophy which
assisted the researcher in making decisions in regards to what worked best in finding answers for the research
objectives mentioned. A sample size of 218 was determined using Taro Yamane sample size determination
method. In this study it was established that SMEs have a Facebook page which they use to market its products
and communicate with its customers. More so it was established that the majority of SMEs had a limited
comprehension of the notion of social media marketing. The notions can be understood in a variety of ways by
some. The term social media marketing is frequently used to refer to web-based platforms for engagement that,
in addition to facilitating communication, enable users to share content such as photographs, videos, and links
to other sites. The study established that WhatsApp has the potential to positively influence consumer
purchasing decisions, thereby contributing to the growth of sales for local culinary items. It is important to
comprehend the ramifications of Facebook strategies from the customer standpoint, as well as the determinants
that contribute to the triumph of brands in the social media realm. It was observed that LinkedIn can assist
SMEs to connect with potential customers, enhance brand visibility, and drive sales. The research suggests that
policymakers should establish an index on social media marketing to serve as a reference for all small and
medium businesses as a way of improving implementation of social media marketing. This research
contributes to the academia and industry by identifying some research gaps and providing directions for future
researches.

Date of Submission: 01/08/2024
INTRODUCTION

In this dynamic environment having a significant customer base is important for any organization as it
provides a competitive advantage over competitors (Lukina, 2019). Many organizations have been failing to
provide excellent customer service effectively and efficiently (Arussy, 2015). This research is on excellent
customer experience in the tertiary higher education sector in Botswana as a competitive advantage. The
theoretical idea over customer experience become more popular when the marketing literature started
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incorporating the importance of customers in making sales (De Keyser et al., 2016). According to De Keyser et
al (2016) many organizations have improved the way they interact with their customers as a way of achieving
a competitive edge. Foran (2015) defined customer experience as the combination of encounters, images, and
feelings that a customer forms regarding the organization’s operations. Wilburn (2016) denotes that this
combination is not a rational decision but it is an experience that is influenced by interpretations and emotions
which are made subconsciously. Meanwhile, Nicholson (2017) defined competitive advantage as an attribute
that allows an organization to outclass its competitors. To attain a competitive advantage organization have
adopted the use of excellent customer experience. This is consistent with Lukina (2019) who conducted a study
on great customer experience as a competitive advantage and noted that there is a correlation between
excellent customer experience and competitive advantage.

Heimonen (2017), Satel (2017), Meyer & Schwager (2017) & Shaw (2015) conducted a study on excellent
customer experience and concluded that customer experience can result in an organization achieving a
competitive advantage. Meanwhile, there are other aspects such as stage of industry maturity, industry sector,
and economic conditions which play a role in driving competitive advantage. According to Verhoef et al
(2019) customer experience is a tool that can be adopted by organizations for them to attain a competitive
advantage over competitors. Shaw et al (2016) denotes that many organizations are redesigning their services
to reach higher levels of customer satisfaction and create a superior customer experience.

Tertiary higher education organizations in Botswana such as Botho University, Ba Isago University, and
Imperial school of business and science have been facing challenges in regards to customer care. These
organizations have not been able to efficiently improve customer experience (Mashingaidze, 2014). Tertiary
higher education organizations have not been able to improve customer experience as this requires copious
amounts of data from the customer (Mashingaidze, 2014). Tertiary higher education organizations in Botswana
have not been able to place response mechanisms in every channel in which they interact with their customers
such as emails, webpages, text, and social media. Tertiary higher education organizations face challenges such
as having insufficient technology which tends to affect customer experience. Foroudi (2018) noted that
increased use of technologies by organizations has a positive effect on improving customer experience.

Recently Covid 19 has changed the dynamics of the tertiary higher education business and some universities
have failed to come up with strategies of attaining a competitive advantage during the covid 19 era (Chue,
2019). According to Mazikana (2020), some organizations have been improving education quality as a way of
satisfying customers, increasing sales as well as returning their customers. Despite improving education quality
universities such as Botho University, Ba Isago University, and Imperial school of business and science have
been facing stiff competition from other education universities such as Botswana International University of
Science and Technology, University of Botswana, and Botswana University of Agriculture and Natural
Resources and they have been struggling to gain a competitive advantage over their rivals. Despite facing stiff
competition from other competitors these organizations are failing to build customer experience with their
customers. It is against this background that this study seeks to gain an understanding of excellent customer
experience in the tertiary higher education sector in Botswana as a competitive advantage.

Research Objectives

The main objective of the study is to determine the impact of excellent customer experience in the tertiary
higher education sector in Botswana on the achievement of competitive advantage. The elements of customer
experience include communication, accountability and engagement. Secondary objectives are as follows;

1. To establish the effect of communication on the achievement of competitive advantage of tertiary
higher education organizations in Botswana.

2. To examine the impact of engagement on the achievement of competitive advantage of tertiary higher
education organizations in Botswana.

3. To examine the effect of accountability on the achievement of competitive advantage of tertiary higher
education organizations in Botswana.

4. To determine the relationship between excellent customer service and competitive advantage of
Tertiary higher education organizations.
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Hypothesis of the Study
The hypothesis of the study will be as follows

H:: Communication has a positive impact on the achievement of competitive advantage.
H>: Engagement has a positive impact on the achievement of competitive advantage.
Hz: Accountability has a positive effect on the achievement of competitive advantage.

Ha: There is a positive relationship between customer service and the competitive advantage.
LITERATURE REVIEW

This research is on excellent customer experience in the tertiary higher education sector in Botswana as a
competitive advantage. This section seeks to provide a brief literature review guided by the research objectives
of the study.

Customer Experience

According to Arussy (2015) customer experience refers to the mind embedded picture that the buying people
have on the organization or brand as a whole. The impression that customers have of the brand impacts the
revenue and business viability as a whole. The better this view implies the better prospects for the
organization. Foran (2015) defined customer experience as the combination of encounters, images, and
feelings that a customer forms regarding the organization’s operations. Wilburn (2016) denotes that this
combination is not a rational decision but it is an experience that is influenced by interpretations and emotions
which are made subconsciously.

Competitive Advantage

Nicholson (2017) defined competitive advantage as an attribute that allows an organization to outclass its
competitors. A competitive advantage is an attribute that enables a company to outperform its competitors
(Abor & Adjasi, 2017). A competitive advantage is a place that an organization attains a return on its
investments. Competitive advantage ought to be relevant, unique and sustainable (Watchman, 2018).

Theoretical Framework
Service quality model

Parasuraman et al. (1985) developed a conceptual model of quality of service. It identified five gaps that could
impact the quality-of-service consumer assessments in four different industries. Those gaps are; Gap 1:
Awareness gap in managing consumer expectations. According to Parasuraman (1985), service organizations
always understand the features that services need to meet consumer needs and the level of performance they
need to deliver quality services. Not always. This affects how consumers evaluate the quality of service. Gap
related to management awareness known as quality-of-service specification gap 2.

The effect of communication on the achievement of competitive advantage

Nwabueze & Mileski (2018) conducted a study on achieving competitive advantage through effective
communication in a global environment. According to Nwabueze & Mileski (2018) where there is a lack of
effective communication a company’s competitive ability is severely impaired. Dennis (2018) also established
that there is a positive relationship between effective communication and the achievement of competitive
advantage.

The impact of engagement on the achievement of competitive advantage

Kumar & Pansari (2016) on competitive advantage through engagement noted that there is need of developing
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a framework for engagement by reviewing the relevant literature. Kumar & Pansari (2016) discussed the
definitions of the focal constructs-customer engagement and employee engagement in the engagement
framework, captured these constructs' multidimensional, and developed items for measuring customer
engagement and employee engagement. They also observed that the influence of customer engagement on
employee engagement is moderated by employee empowerment, type of firm that is business-to-business vs.
business-to-consumer and nature of the industry that is manufacturing vs. service; in particular, this effect is
stronger for business to business vs business to consumers firms and service vs. manufacturing firms. Kumar
& Pansari (2016) established that although both customer engagement and employee engagement positively
influence firm performance, the effect of customer engagement on firm performance is stronger.

The effect of accountability on the achievement of competitive advantage

Ngiyo et al (2018) conducted a study on the impact of accountability on the competitive advantage of
Kenolkobil Company in Kenya and noted that organizations should ensure that there are ethical practices in the
culture of the business. According to Ngiyo et al (2018) transparency, accountability and fairness have a
positive significant statistical influence on the competitive strategy of a business organization.

The relationship between excellent customer service and competitive advantage

Jeske (2015) noted that customers are important stakeholders in an organization and their satisfaction should
be a priority to any organization and its management. When customers have a positive experience with the
service, they are more likely to return for future purchases. This translates to repeat business and a steady
revenue stream.

RESEARCH METHODOLOGY
Research Philosophy

This study adopted the pragmatism research philosophy that underpins most mixed research methods.
Pragmatism is a problem-oriented philosophy that takes into consideration the best research methods which
effectively assist in answering research questions. The reason why the researcher is to adopt pragmatism is this
philosophy provides an experience-based, action-oriented framework whereby the study aims to assist in
addressing issues.

Research Strategy

This study adopted a mixed research strategy that is both quantitative and qualitative research strategies. The
use of a mixed strategy relies on the potential strength of both quantitative and qualitative methods thereby
allowing the researcher to explore diverse perspectives (Borg, 2019).

Research Design

The use of a cross-sectional survey for this study was determined by the virtue that the study through the use of
cross-sectional survey can be conducted relatively faster in an economical way as they are inexpensive.

Targeted Population

The researcher used a population of 1200 employees at Tertiary higher education organizations targeting both
managers and non-managerial employees from three organizations namely Botho University, Ba Isago
University, and Imperial school of business and science.

Sample Size

In this study, the researcher adopted the use of the raosoft online sample size calculator to determine a sample
of 229 respondents.

Page 675

www.rsisinternational.org


https://rsisinternational.org/journals/ijrsi
https://rsisinternational.org/journals/ijrsi
http://www.rsisinternational.org/

INTERNATIONAL JOURNAL OF RESEARCH AND SCIENTIFIC INNOVATION (IJRSI)
ISSN No. 2321-2705 | DOI: 10.51244/1JRSI |Volume XI Issue VIII August 2024

- ! % 2
%, §
¢ RSIS ~

Research Instruments

In this study, the research adopted both a structured questionnaire and an interview guide since this study has
adopted a mixed research strategy. These research instruments are flexible for respondents and are accurate as
well.

DATA PRESENTATION AND ANALYSIS
Validity

Adams et al (2018) state that data validity refers to the extent to which research findings accurately represent
reality. In order to prevent stigmatization and victimization, the researcher made sure that the questionnaires
were anonymous. To determine validity in this study, questionnaires were constructed with a minimal number
of leading questions. In this study, the researcher employed correlation or validity to assess the validity of the
questions in the questionnaire. The researcher utilized a formula, such as df=N (n-2) where N represents the
total number of respondents in the pilot study (Cohen, 2018). The study included 160 participants, resulting in
a degree of freedom (df) of 248 (160-2). The significance level was set at 5%, and the r table yielded a value of
0.02638 (Borg, 2017). The study constructs' validity is demonstrated in Table 4.1.

Table 4.1: Validity

Statement R value | R table Remark

Universities should invest in connection building and customer intimacy | 0.493 0.2638 VALID
with loyal customers, since this will lead to competitive advantage

Many organizations are redesigning their services to reach higher levels of | 0.539 0.2638 VALID
customer satisfaction and create a superior customer experience

Customer relationship management adds value to the customer's

experience, thus it is of no surprise that it leads to more profitable customer
relationships 0.893 0.2638 VALID

Organizations must maintain alignment between the two groups in order to | 0.369 0.2638 VALID
maximize their client experience

Reliability

Reliability, as defined by Saunders et al (2018) pertains to the capacity of data collection and analysis
techniques to generate precise findings and pertinent research. The study utilized three types of reliability:
parallel forms of reliability, test-retest reliability, and inter-rater reliability. In this study, the reliability of the
questionnaires was assessed by administering similar questions to various respondents, who subsequently
provided similar responses. In order to maintain the relevance of the study, the questions in the questionnaires
were carefully aligned with the research objectives. Table 4.2 displays the reliability analysis of the study
constructs.

Table 4.2: Reliability analysis of the study construct

Concept Cronbach Alpha
Customer journey 0.822
Customer engagement 0.697
Customer centricity 0.833
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Communication 0.707
Omni channel experience 0.737
Automation 0.673
Customer satisfaction 0.810

The reliability analysis in Table 4.2 demonstrates that the Cronbach's alpha values for customer journey,
customer engagement, communication, customer centricity, automation, customer satisfaction, and omni
channel experience are all above 0.7. This indicates that the questions designed to measure these concepts are
reliable, as supported by Makanyeza (2020) who stated that values above 0.5 are considered reliable.

The Effect of Communication on Competitive Advantage

Pearson correlation was adopted in this study and is presented in Table 4.3 below

Table 4.3 The effect of communication on competitive advantage

Companies
need to
When continuously
When customers Customers monitor
customers Effective have positive who have customer
feelvalued customer experiences, positive feedback,
and experience they are more experiences adapttheir
understood, helps in inclined to are more strategies,
they are more reducing recommend likely to view and investin
likely to customer products or your brand improving the
develop a churn thereby semnices to favourably customer
sense of resulting in others and share experience to
loyalty and customer through word- their positive retain
trust towards dissatisfactio of-mouth experiences customers in
the company n. marketing with others. the long term.
When customers feel Pearson Correlation -
valued and understood, ! 028 014 -5 163
they are more likely to i 2-taile
develop a sense of loyalty sig. (tatl= 724 859 148 040
and trust towards the M
company. 160 160 159 160 160
Eﬂect!‘ve custom-ﬂ_’ Pearson Correlation 028 1 116 140 .029
experience helps in
reducing customer churn Sig. (2-tailed) 724 144 077 712
thereby resulting in
customer dissatisfaction N 160 160 159 160 160
When customers have Pearson Correlation o
positive experiences, they 014 A16 1 -092 058
are more inclined to i 2-taile
recommend products or Sig. (-twitesh -B59 144 -247 471
services to others through N
word-of-mouth marketing 159 159 159 159 159
Customers who have Pearson Correlation )
positive experiences are -115 140 --092 1 153
maore likely to view your 2-taile
brand favourably and Sig. (-tatl=d) 148 077 -247 -054
share their positive N
experiences with others. 160 160 159 160 160
Companies need to Pearson Correlation -
continuously monitor -163 .029 -.058 153 1
customer feedback, adapt
their strategies, and Sig. (2-tailed)
investin improving the 040 712 471 054
customer experience to N
retain customers in the 160 160 159 160 160
long term

* Correlation is significant at the 0.05 level (2-tailed).

Table 4.3 above presents Pearson correlation of this study on the effect of communication on competitive
advantage. The relationship between when customers feel valued and understood, they are more likely to
develop a sense of loyalty and trust towards the company and effective customer experience helps in reducing
customer churn thereby resulting in customer dissatisfaction shows an R=0.28 and P=0.724. Since p>0.05
there is no relationship between the customer experience and competitive advantage variables.

Table 4.3 above also shows the relationship between when customers feel valued and understood, they are
more likely to develop a sense of loyalty and trust towards the company and when customers have positive
experiences, they are more inclined to recommend products or services to others through word-of-mouth
marketing. R=0.014 and P=0.859. Since p>0.05 hence there is no relationship between when customers feel
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valued and understood, they are more likely to develop a sense of loyalty and trust towards the company and
when customers have positive experiences.

Table 4.3 above also presents relationship between when customers feel valued and understood, they are more
likely to develop a sense of loyalty and trust towards the company and customers who have positive
experiences are more likely to view your brand favourably and share their positive experiences with others
with R=-0.115 and P=0.148. Since p>0.05 there is no association between the two variables.

Lastly the table 4.3 above shows relationship between when customers feel valued and understood, they are
more likely to develop a sense of loyalty and trust towards the company and universities need to continuously
monitor customer feedback, adapt their strategies, and invest in improving the customer experience to retain
customers in the long term with R=-0.163 and P=0.040. Since p<0.040 there tend to be an association between
the two variables.

SUGGESTIONS

Higher and tertiary organizations should invest in data analytics tools that can glean insights from existing data
sources within the organization. Higher and tertiary organizations should implement a robust CRM system to
centralize customer data, track interactions. Universities should organize or participate in industry events and
workshops in Botswana. Universities should invest in connection building and customer intimacy with loyal
customers, since this will lead to competitive advantage (Oly Ndubisi, 2014). Consumers that purchase a
company product on a regular basis make more revenue and are significantly less expensive to serve than other
customers (Reichheld and Aspinall, 2016). Excellent customer service ensures a competitive advantage.
Customer relationship management adds value to the customer's experience, thus it is of no surprise that it
leads to more profitable customer relationships. Customer satisfaction is important. Excellent customer service
ensures customers' loyalty and positive thoughts regarding a specific brand. Second, it aids businesses in
establishing strong, long-term connections with clients, purchasers, or consumers.
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