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Abstract

The purpose of this study was to investigate the relationship between behavioural social media engagement campaign and e-marketing effectiveness of health care
firms in Nigeria. The population of this study was thirty-seven (37) healthcare firms in Nigeria. Two hundred and twenty-two (173) employees of the health care
firms were drawn to provide data for the study through semi-structure questionnaire that was designed in the Likert scale ranging from 1 to 5 (strongly disagree to
strongly agree). The validity and reliability of the instrument was determined through Exploratory Factor Analysis (EFA), and Cronbach’s Alpha Coefficients
respectively. The hypotheses were tested using Pearson Product Moment Correlation (PPMC), with the aid of the Statistical Package for Social Sciences (SPSS) 22.
Results of the analysis revealed that, behavioural social media engagement campaign has positive and significant relationships with click-through-rates, cost-per-
click, and cost-per-impression which are the measures of e-marketing effectiveness. In view of the findings of the study, it is concluded that behavioural social
media engagement relates positively and significantly with e-marketing effectiveness of health care firms in Nigeria. Hence, it is recommended that, health care
firms in Nigeria should continuously improve on their behavioural social media campaigns to facilitate the achievement of e-marketing goals and objectives.
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Introduction

In the operations of business, social media have become recognized and used as very important channels through which prospects, consumers, customers and
organizations interact. According to Miller et al. (2016), social media is today are not just platforms that enable people to communicate, they provide opportunities
for individuals socialize. Social media are internet-based platforms that allow prospects, consumers and organizations to interrelate; generating and sharing
information (Kaplan & Haenlein, 2010). Social media is a broad term that describes software tools that create user generated content that can be shared online.
Social media enables marketing communications, which permit firms stay connected with their target market (Goh, 2013). This significant revolution in the way
firms communicate customers and other stakeholders is triggered by the development of internet and Web 2.0 technologies. With the advent of Web 2.0, the
behaviour of users has metamorphosed from consumers to participants. Consumers are now able to create, interact, collaborate and share while consuming content.
The advent of the internet and the emergence of Web 2.0 technologies have made possible the quick transmission of ideas, expanded the reach and strength of
computer-mediated interactions between sophisticated consumers, prospects, and organizations (Almeida & Monteiro, 2017). As the internet matures and moves
from being largely a luxury to a basic necessity, faster access to richer information becomes more important to users. And the Online Brand Community (OBC) has
been used to facilitate relationships between consumers, prospects and brands. Jay (2013) indicate that in this digital age, growth in technology, the intrinsic features
of computers, mobile devices, social media and broadband technologies have ominously changed the business environment of most organizations.

Hence, there is an increase in competitive pressures, shift in organizations’ roles, the emergence of new service delivery models for instance, digital healthcare, rapid
innovations in medical and information technology, patient relationship management, and growing demands for greater transparency by consumers (Awa & Eze
2013). Bolos, Idemudia, Mai, Rasinghani and Smith (2016) argue that e-marketing strategies underscore the need for organizations to engage consumers in order to
motivate sales growth. They further stated that, e-marketing effectiveness is measured in terms of click-through-rates, cost-per-click, and cost-per-impression. Tan,
Kwek and Li (2013) citing The Interactive Advertising Bureau (IAB) defined e-marketing as all forms of online, wireless and interactive communication, including
banners, sponsorships, e-mail, keyword searches, referrals, slotting fees, classified ads and interactive television commercials. Having a good consumer engagement
strategy has become important for organizations; social media campaign is one of it, it is a real competitive advantage. Accordingly, businesses can build up
dealings with their customers and put up new affairs with prospective consumers via social media. Kaplan and Haenlein (2010) maintained that social media is a
group of Internet based applications that are built on the ideological and technological foundations of Web 2.0, and allow the creation and exchange of user
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generated content. Social media has the potential to bring users and different brands together in general, they include sites like Facebook, an American conglomerate
created in 2004 by Mark Zuckerberg, Twitter, an American micro blogging and social media site created by Jack Dorsey, Evan Williams, Biz Stone and Noah Glass
in 2006.

Many companies today are using some or all of the new media to develop targeted campaigns that reach specific segments and engage their customers to a much
greater extent than traditional media. According to Mangold and Faulds (2009), social media as a new hybrid element of promotion mix therefore marketing
managers should comprise social media in the communication mix when developing and executing their integrated marketing communication strategies. Even as
organizations realize the need to engage customers in as many touch points as possible, there is still a need to stay ahead of the rapidly shifting e-marketing and
communication landscape by integrating social media into traditional strategies to reach out to all audiences. Successful business organizations use integrated
marketing communication through electronic media to form and maintain relationship with consumers, ensuring that all brand messaging is consistent across both
traditional and non-traditional marketing channels. This way, the firms can communicate and connect with their customers on a personal level (Peltier, Schibrowsky,
& Schultz, 2003). Relatedly, social media platforms have become promising tool for brands and their marketing campaigns. Additionally, the spread of positive
word-of-mouth via social platforms may influence potential consumers’ decision making and possibly increase their purchase intentions (Baum, Spann, Fuller &
Thirrid, 2019).Therefore, it is not surprising that healthcare firms are increasingly using some form of social media marketing to get consumers engaged in their
brands. Health care firms in Nigeria were unable to meet consumers’ health-related needs and wants and it reflects on the poor health indicators of the country (Lead
Capital Ltd, 2008). Close observation reveals some critical heath care delivery challenges in Nigeria include lack of control over infectious and/or pandemic
diseases, lack of basic healthcare programs and facilities, and inability to adopt appropriate electronic health techniques (e-health) through broadband technologies to
meet the needs and wants of the majority of the Nigerian people (Kolawole & Edward, 2014). The domestic implications of the COVID-19 pandemic have exposed
the deep-rooted structural deficiencies and perennial weakness of healthcare firms in Nigeria. The Nigerian social media space is packed with reports of hundreds of
mysterious deaths in different parts of Nigeria attributable to COVID-19 and cases of patients’ protests in isolation centers due to lack of care, drugs, doctors and
medication (Ani, 2020). The dynamic business environment in Nigeria is predisposed to the diffusion of social media (Kaplan & Haenlein, 2010), and social media
engagement campaigns can facilitate comprehensive consumer engagement, ensuing strategic marketing advantages for firms (Siriwardane & Dissanayake, 2018).
However, Nigerian healthcare firms still suffer some setbacks due to concerns about fake news on social media, internet fraud, breach of patients’ privacy, quacks in
the Nigerian healthcare system, unethical practices by healthcare providers and the sharing of links to bogus treatments on social media (African Centre for Global
Health and Social, 2020).

Hence, application of social media engagement campaigns strategies in health care firms in Nigeria have adopted only “a trial and error approach” as there are no
blueprints for firms to emulate as well as limiting factors such as high degree of poverty (not all patients in Nigeria can afford internet connection), underdeveloped
marketing infrastructure, large rural population, high level of illiteracy, etc (Osuagwu, 2006). Furthermore, most healthcare firms in Nigeria are largely focused on
traditional marketing tools such as in-store marketing and mass media which are obsolete measures in this digital era. In view of this, the purpose of this study was
to ascertain the relationship between behavioural social media engagement campaign and e-marketing effectiveness of health care firms in Nigeria. Behavioural
social media engagement campaign is used as a one-dimensional variable while e-marketing effectiveness is multidimensional. Adopting the views of Bolos et al.
(2016), e-marketing effectiveness is measured in terms of click-through-rates, cost-per-click, and cost-per-impression. All these variables are shown in a conceptual
framework (Figure 1), and discussed in literature review. The study is underpinned by technology acceptance model (TAM).

Conceptual Framework
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Figure 1: Conceptual framework of behavioural social media engagement campaign and e-marketing effectiveness of health care firms in Nigeria.

Theoretical Foundation

Technology Acceptance Model (TAM)

The technology acceptance model (TAM) is an information system theory that explains how users adopt technological innovations (Subhadin, 2017). Fred Davis in
his doctorate proposal introduced the Technology Acceptance Model (TAM) in 1989 as a modification of Ice Ajzen and Mark Fishbein’s 1975 Theory of
Reasonable Action (TRA). Davis’ key intent was to unfold the inclusive bases of technology acceptance and it led to illustrating users’ behaviour across end-users’
computing technologies and users’ comprehensive population. Technology acceptance model (TAM) was designed for showing users’ response to technological
innovations (Wilson, 2016). Technology acceptance model (TAM) provided a theoretical back up on attitude toward subjective standard, social intention, genuine
behaviour, external variables, perceived usefulness and perceived-ease-of-use. The Technology acceptance model (TAM) is an information systems theory that
recognized Perceived Usefulness (PU), Perceived Ease of Use (PEU) and external influences as indicators to illustrate how end-users come to accept and use a
technology (Wilson, 2016). Wilson (2016) argued that Perceived Usefulness (PU) and Perceived Ease of Use (PEU) are important indicators of the attitudes of users
towards new technologies and their eventual adoption or rejection. Perceived Usefulness (PU) is the potential users’ personal believe that the use of a particular
technology will improve his/her performance. It is the degree to which a person believes that using a particular technology would boost operations and achieve
his/her objectives (Wilson, 2016). Davis argued that when a technology has high perceived usefulness (PU), it is assumed to have positive adoption of the
technology.

Perceived usefulness is the degree to which a person believes that using a particular technology will intensify his/ her performance. In the technology acceptance
model context, perceived usefulness is assumed to be a direct determinant of the behavioral intention to use (BI) a particular technology (Park, Rhoads, Hou & Lee,
2014). Preliminary studies maintained that perceived usefulness (PU) is positively related with continuance intention in e-text, instant messaging, mobile service
provider, online travel services, blog learning, e-learning and knowledge creation (Abbas & Hamdy, 2015). When a technology is comparatively easy to use, people
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will be curious about features and eventually use it continuously (Hamida, Razakb, Bakarc & Abdullahc, 2016). In view of the assumptions of this theory it is
relevant to provide a basis for this study.

The Concept of Behavioural Social Media Engagement Campaign

Behavioural social media engagement is rooted in the verb “to engage” which refers to curiosity away from the meager fondness for something, and manifesting as a
sturdy rationality of the relationship and deed towards it (Hollebeek, Glynn & Brodie, 2014). Behavioral social media engagement is defined in terms of consumers’
participation, effort, attention, persistence and positive conduct towards the brand related activity (Fredricks et a., 2016). Behavioural social media engagement is
defined as an interactive expression towards a brand or firm that goes beyond business transactions on social media platforms (Verhoef, Reinartz & Krafft 2010).
Wang, Fredricks, Ye, Hofkens and Linn (2016) defined behavioural social media engagement within the context of an individual’s personal interest in a
phenomenon on social media which breeds curiosity, relationship, participation, persistence, and disdain. This study sees behavioural social media campaign
engagement as focusing on explicit perspective, where social media campaigns spotlight on the behavioral manifestations of consumer engagement. Specified that
consumers inquire about using their social media/online behaviours as a means of self-expression and personal branding (Labrecque, Markos & Milne, 2011), it
becomes visible that involvement in such activations is endorsed as an appearance of customer behavioural engagement with the brand (Van Varik &Van
Oostendorp, 2013). With the advent of Web 2.0 technologies and applications, predominantly the number of behavioral engagement options for customers has
grown noticeably (Van Doorn et a., 2010). Behavioural social media engagement is an input pointer of its recognition and is used to evaluate the accomplishment of
social media activities. Besides, it is a prerequisite for the affirmative impact of social media content on firms’ online marketing effectiveness. Vivek, Morgan and
Beatty (2012) averred that consumer social media engagement manifests through consumers’ social media behavior in connection with a brand. Fredricks,
Blumenfeld and Paris (2004) opined that behavioral social media engagement is the consumers’ behavior towards a brand and its market offering, which includes
consumers’ resolve, effort, and their contribution towards the brand. Hollebeek (2011) confirms that brand identification substantiates consumer engagement
behaviours. Behavioural engagement occurs when customers identify with a brand. It endorses their involvement in the brand’s marketing strategies and tactics
which are reliant upon network magnitude, and interactivity (Bourdieu, 1986; Gonzalez, Paoloni, Donolo & Rinaudo, 2015). Behavioural social media engagement
manifests as joining brand-initiated conversations, posting brand-solicited messages, an indication of individuals exercising voice (Mancuso & Stuth, 2014) and
signifying brand engagement behaviour. It entails consumers identifying with a brand so as to classify them by it through joining social media campaigns which
becomes a way of endorsing the involvement. Behavioural social media engagement can endear positive or negative consequences; showing up as re-purchase
decisions, brand switching, referrals, co-creation etc.

Consequently, brand-identified individuals ought to be more enthusiastic to join brand-initiated activations to reveal their links with same. Such reckoning unearths
sustenance from Ahearne, Bhattacharya and Gruen (2005) that put forward engagement behaviours to exhibit consumers’ identification with a brand to the degree of
aspiring to overtly connect with and sustain it. Most consumers are more active in interactive processes in the virtual environment through chat rooms, newsgroups,
personal web pages, social networking sites. Behavioural engagement with social media campaigns manifests as joining brand-initiated conversations/posting brand-
solicited messages, an indication of consumers’ exercising voice towards a brands. Behavioural engagement with social media campaigns emanates from a multi-
disciplinary theoretical perspective which include; marketing (Lin, Ross & Liu, 2015), sociology (Bourdieu, 1986), psychology (Achterberg et al., 2003), and
information systems. Social media campaigns involve encouraging consumers’ communications on company’s own website or through its social presence.
Consumers’ behavioral engagement with social media activation campaigns seek to prompt brand conversations amid consumers, purchase and partnerships via
social media that contributes to brand narratives and raise visibility as communications go viral (Van Noort, Antheunis & Van Reijmersdal, 2012).

The Concept of E-marketing Effectiveness

Marketing effectiveness is described marketing effectiveness as the extent to which marketing actions have helped the company to achieve its business goals
(Ambler, Kokkinaki, Puntoni & Riley, 2001). Mavondo (2004) it is the ability of the organization to meet short-term goals that might positively impact financial
performance such as increasing market share, increasing sales, improving gross margin, and successful new product introduction. Nwokah and Ahiauzu (2008)
define it as the extent to which an organization acquires market share over competitors, advertising and promotional share of the market. According to Zostautiené
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and Vaiciulénaité (2010), it is the process where value is created using organization’s resources for marketing activities and creation of competitive advantage. E-
marketing is a symbolic extensive assortment of service, product and brand marketing strategies which principally utilize internet as an indispensable promotional
intermediate as well as mobile and traditional television TV and radio (Yasnin, Tasneem & Fatema 2015). E-marketing is accredited as not only a flourishing form
of advertising, but also as one of the most exceedingly revealed form of performance-oriented advertising strategies for customers’ acquisition, satisfaction, retention
and loyalty (Guillory & Sundar, 2013). E-marketing is considered one of the most effective multi-channel marketing strategies sought after by organizations for the
achievement of set goals and objectives. Amruta (2014) indicated that e-marketing is the art and science of selling products and/or services over digital networks,
such as the Internet and cellular phone networks. Technological innovations relating to the constant developments of hardware, software, and big data assist
electronic marketers in analyzing the effectiveness of specific promotional and organizational objectives by using tangible indicators in achieving successful
consumer engagement. E-marketing is today seen by many practitioners as the new arena for market communication and on top of the list of users of the different
mediums is Facebook, Blogs, Twitter, YouTube and LinkedIn. E-marketing effectiveness (EE) is achieved when marketers go online with the goal of optimizing
their marketing expenses to achieve even better results for both the short- and long-term objectives. The measures of e-marketing effectiveness include; click-
through-rates, cost-per-click, cost-per-impression (Bolos et al., 2016).

Measures of E-marketing Effectiveness

Adopting the views of Bolos et al. (2016), e-marketing effectiveness is measured in terms of click-through-rates, cost-per-click, and cost-per-impression. Click-
through-rate is a metric that measures the number of clicks advertisers receive on their ads per number of impressions (percentage of people who view the firm’s
advert) (Lim, 2020). Each time someone clicks on your ad, you pay a small fee, ranging from a few Kobos to a few Nairas (Weedmark, 2019). Achieving a high
click-through-rate means the firm is driving the highest possible number of people to its market offering(s). Click-through-rate is the percentage of impressions that
resulted in a click. This number is the percentage of people who viewed a firm’s advert (impressions) and then actually go on to click the ad (clicks). The idea of
cost-per-click (CPC) advertising involves the cost advertisers will pay when their advert is clicked on. Cost-per-click (CPC) is closely tied to the idea of pay-per-
click advertising, many people use pay per click (PPC) and cost-per-click (CPC) interchangeably. Cost-per-click (CPC) is a paid advertising term where an
advertiser pays a cost to a publisher for every click on an advert. It is used to determine costs of showing users adverts on search engines, Google Display Network,
and social media platforms and other publishers. Cost-per-click (CPC) is a digital marketing method used to measure the cost or cost-equivalent for each click on
your advert in a cost-per-click (CPC) campaign. It’s a metric that determines the success and return on investment of your paid search campaigns. Cost-per-
impression, also referred to as cost-per-mille (CPM) is a term used in internet marketing to mean an advertising model where companies pay a specific amount of
money each time an advert is displayed. Scheduling of adverts on a website has also recently become a popular topic. Cost-per-impression (CPM) is the price a
marketer would pay to receive one thousand (1,000) campaign impressions (Bolos, et al. 2016). This represents a category of online advertising where the marketers
who invest in it get remunerated anytime internet users click on their adverts and engage with them. Cost per impression (CPM) refers to the rate that an advertiser
has settled to pay per 1000 views of a given advertisement. Web publishers seek the cost-per-impression (CPM) prices that maximize their expected revenues based
on the uncertain arrival of advertisers through the ad network and the uncertain supply of visits from viewers.

Empirical Review of Related Studies

Scholars around the world have conducted empirical studies to investigate the concept of behavioural social media engagement campaigns and e-marketing
effectiveness in various industries with different results. For instance, Gonzalez et al. (2015) investigated “behavioral engagement and disaffection in school
activities: exploring a model of motivational facilitators and performance outcomes”. Participants were four hundred and forty six (446) students (51.3% girls)
ranging in age from 12 to 16 years attending six Spanish compulsory secondary schools (from 7th to 10th grades). Structural equation models results confirmed that,
control and value significantly predicted engagement, disaffection, and performance; engagement and disaffection predicted performance and partially mediated the
effects from control and value on performance. Implications for psycho-educational theory and practice are discussed. Also, Al Mamun et al. (2016) studied “student
behavioural engagement in self-paced online learning”. The total number of participants in this study was thirty (30) first-year science students from an Australian
university. The online modules were designed to engage students for about 50-60 minutes. Once students finished the activity, the researcher conducted a stimulated
recall interview using the recorded student activity as the stimulus. The data derived from the recorded student activity, observational notes and interviews were
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examined and coded to find the patterns and relationships across the data sets. The findings were further interpreted with the focus on the construct of student
behavioural engagement. Student engagement was found to be high on the video activities and reading the feedback of their responses compared to the core
simulation activities. Singh and Sharma (2019) investigated “consumers’ engagement with social media activation campaign: Construct conceptualization and scale
development”. They conceptualized consumers' engagement with social media activation campaigns, which are major tools in improving the interactions between
brands and consumers and reported the advancement and validation of a 12-item scale for measuring the construct. The scale development process began with a pool
of items which a panel of experts, some Instagram users examined the content validity via online surveys in subsequent studies. Exploratory and Confirmatory
Factor Analyses (CFA) were used to evaluate the dimensionality of the constructs. And structural equation modeling was also used to test the validity. Findings
revealed that consumers' engagement with social media activation campaigns is second orders construct encompassing three first order dimensions cognitive,
emotional, and behavioral engagement. Fjell (2010) studied Online advertising: pay-per-view versus pay-per-click with market power designed to analyze the choice
of pay-per-view (PPV) and pay-per-click (PPC) under imperfect competition where a web publisher is a price setter in the market for advertising banners, the
number of visit to the website is decreasing in advertising, and the click-through rate is constant. The main results for this study: The optimal amount of advertising
under pure PPV or PPC pricing is decreasing in market power, and smaller than for a price-taking web publisher. If the web publisher sells both PPV and PPC
advertising, then the ratio of the PPV to PPC prices should equal the click-through rate if the market power is the same in both markets. However, if the market
power for PPV advertising exceeds that for PPC advertising, then the ratio of the PPV to PPC prices should also exceed the click-through rate. In view of the
findings of previous studies, the researcher was speculating that behavioural social media engagement campaign will enhance e-marketing effectiveness of health
care firms in Nigeria. Therefore, the following hypotheses were tested in the study.

Hai: Behavioral social media engagement has a significant relationship with click-through-rates.

Haz: Behavioral social media engagement has a significant relationship with cost-per-click.

Has: Behavioral social media engagement has a significant relationship with cost-per-impression.

Methodology

This study adopted the positivism paradigm, also referred to as the scientific view. The positivism paradigm, under objectivism epistemology is a methodological
philosophy in quantitative research where natural scientific methods are applied to discover the study of social sciences phenomena (Crotty, 1998). This study is an
explanatory study; hence, a correlation investigation was carried out without any form of manipulation in a non-contrived setting to ascertain the relationship
between behavioural social media engagement campaigns and e-marketing effectiveness of healthcare firms in Nigeria. The population of this study was thirty-seven
(37) healthcare firms in Nigeria outlined in Business List (2020). No sampling technique was used, that is, non-probability method was used in the study and the
entire population as a census. However, two hundred and twenty-two (173) employees of the health care firms were drawn to provide data for the study through
semi-structure questionnaire that was designed in the Likert scale ranging from 1 to 5 (strongly disagree to strongly agree). The construct validity of the
questionnaire was determined through Exploratory Factor Analysis (EFA), and the internal reliability of the questionnaire was through Cronbach’s Alpha
Coefficients using a threshold of 0.7 (Nunnally, 1978). The hypotheses were tested using Pearson Product Moment Correlation (PPMC), with the aid of the
Statistical Package for Social Sciences (SPSS) 22. The tables below show the results of the validity and reliability analyses as well as the results of the test of
hypotheses.

Table 1: Factor Analysis
SIN  Variables Number of Items FactorLoadings

1 Behavioural Social Media Engagement 3 0.773
2 Click-Through-Rates 3 0.683
3 Cost-Per-Click 3 0.720
4 Cost-Per-Impression 3 0.733

2290



RSU Journal of Strategic and Internet Business Vol 7, Issue 1, 2021. pp. 2285-2297, ISSN — 2659-0816 (print) 2659-0832 (Online) (Seimodei, I. R. & Nwokah, N. G.) www.rsujsib.com

Source: SPSS Output from Survey Research

As shown from results of Factor Analysis in Table 1, all the variables have high factor loadings, indicating that the items and variables in the questionnaire measured
what they were supposed to measure.

Table 2: Reliability Analysis

SIN  Variables Number of Items Cronbach's Alpha Coefficients
1 Behavioural Social Media Engagement 3 0.810
2 Click-Through-Rates 3 0.713
3 Cost-Per-Click 3 0.762
4 Cost-Per-Impression 3 0.774

Source: SPSS Output form Survey Research

The reliability results on Table 2 showed that variables in the study have high correlation coefficient, surpassing the threshold of 0.7 set by Nunally (1978). This
means that if this study is carried out again in a similar condition the results may not vary significantly from the present result.

Test of Hypotheses
Three alternate hypotheses were tested using Pearson Product Moment Correlation to ascertain the relationship between behavioural social media engagement
campaigns and e-marketing effectiveness of healthcare firms in Nigeria.

Table 3: Test of hypotheses one — relationship between behavioural social media engagement statement and click-through-rates statement
Behavioural Social Media Engagement Statement  Click-Through-Rates Statement

Behavioural Social Media Pearson Correlation 1 .876™
Engagement Statement Sig. (2-tailed) .000
N 173 173
Click-Through-Rates Statement Pearson Correlation 876™ 1
Sig. (2-tailed) .000
N 173 173

**_Correlation is significant at the 0.01 level (2-tailed).

Source: SPSS output for test of hypothesis, 2021.

The Correlation Coefficient in Table 3 shows that there is a very strong and positive relationship between behavioural social media engagement and click-through-
rates. More so, significance of the relationship is shown by the probability value which is 0.001 less than the threshold of 0.01 indicating that the relationship
between behavioural social media engagement and click-through-rates is statistically significant. That is to say, there is a very strong, positive and statistically
significant relationship between behavioural social media engagement and click-through-rates (r = 0.876, N = 173, p = 0.001 <0.01). In view of this result, we
accepted the alternate hypothesis which states that there is a significant relationship between behavioural social media engagement and click-through-rates of health
care firms in Nigeria.

Table 4: Test of hypotheses two — relationship between behavioural social media engagement statement and cost-per-click statement
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Behavioural Social Media Engagement

Statement Cost-Per-Click Statement
Behavioural Social Media Pearson Correlation 1 J71
Engagement Statement Sig. (2-tailed) .000
N 173 173
Cost-Per-Click Statement Pearson Correlation 771 1
Sig. (2-tailed) .000
N 173 173

**_Correlation is significant at the 0.01 level (2-tailed).
Source: SPSS output for test of hypothesis, 2021.

The Correlation Coefficient in Table 4 shows that there is a strong and positive relationship between behavioural social media engagement and cost-per-click. More
so, significance of the relationship is shown by the probability value which is 0.001 less than the threshold of 0.01 indicating that the relationship between
behavioural social media engagement and cost-per-click is statistically significant. That is to say, there is a strong, positive and statistically significant relationship
between behavioural social media engagement and cost-per-click (r = 0.771, N = 173, p = 0.001 <0.01). In view of this result, we accepted the alternate hypothesis
which states that there is a significant relationship between behavioural social media engagement and cost-per-click of health care firms in Nigeria.

Table 5: Test of hypotheses three — relationship between behavioural social media engagement statement and cost-per-impression statement

Behavioural Social Media Engagement Cost-Per-Impression
Statement Statement

Behavioural Social Media Pearson Correlation 1 826™
Engagement Statement Sig. (2-tailed) 000

N 173 173
Cost-Per-Impression Statement Pearson Correlation 826™ 1

Sig. (2-tailed) .000

N 173 173

**_Correlation is significant at the 0.01 level (2-tailed).

Source: SPSS output for test of hypothesis, 2021.

The Correlation Coefficient in Table 5 shows that there is a very strong and positive relationship between behavioural social media engagement and cost-per-
impression. More so, significance of the relationship is shown by the probability value which is 0.001 less than the threshold of 0.01 indicating that the relationship
between behavioural social media engagement and cost-per-impression is statistically significant. That is to say, there is a very strong, positive and statistically
significant relationship between behavioural social media engagement and cost-per-impression (r = 0.826, N = 173, p = 0.001 <0.01). In view of this result, we
accepted the alternate hypothesis which states that there is no significant relationship between behavioural social media engagement and cost-per-impression of
health care firms in Nigeria; and accepted the alternate hypothesis which states that there is a significant relationship between behavioural social media engagement
and cost-per-impression.
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Discussion of Findings

Relationship between Behavioural Social Media Engagement and E-marketing Effectiveness

Outcome of the analysis to ascertain how behavioural social media engagement relates with click-through-rates indicated that there is a very strong and positive
relationship between behavioural social media engagement and click-through-rates. This is based on the Correlation Coefficient and probability value from test of
hypothesis one. More so, results of the analysis to ascertain how behavioural social media engagement relates with cost-per-click indicated that there is a strong and
positive relationship between behavioural social media engagement and cost-per-click evident in the Correlation Coefficient and probability value from test of
hypothesis two. Similarly, results of the analysis to ascertain how behavioural social media engagement relates with cost-per-impression revealed that there is a
strong and positive relationship between behavioural social media engagement and cost-per-impression. In view of this result, the three alternate hypotheses were
accepted. The findings of this research are in agreement with the findings of Gonzalez et al. (2015) that investigated the relationship between behavioral engagement
and disaffection among Spanish students which showed that, control and value significantly predicted engagement, disaffection, and performance; engagement and
disaffection predicted performance and partially mediated the effects from control and value on performance. Also, findings of this research align with the results of
Al Mamun et al. (2016) who studied the influence of student behavioural engagement in self-paced online learning among students an Australian university. Student
engagement was found to be high on the video activities and reading the feedback of their responses compared to the core simulation activities. The findings of this
research are also consistent with the findings of Singh and Sharma (2019) who investigated “consumers’ engagement with social media activation campaign
revealed that consumers' engagement with social media activation campaigns is second orders construct encompassing three first order dimensions cognitive,
emotional, and behavioral engagement. Therefore, the deployments of behavioral social media engagement will enhance-marketing effectiveness of health care
firms in Nigeria.

Conclusion

In view of the findings of the study, it is concluded that behavioural social media engagement relates positively and significantly with e-marketing effectiveness of
health care firms in Nigeria. In other words, improving behavioural social media engagement campaigns will make consumers to view advertising posts often, and
increase revenue of the firms as consumers click on advertisement.

Recommendations
Based on the findings of the study, it is recommended that, health care firms in Nigeria should continuously improve on their behavioural social media campaigns to
facilitate the achievement of e-marketing goals and objectives.
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