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ABSTRACT

This study is to examine the impact of digital transformation on the performance of

organisation in Nigeria. Using Nadia Enterprise, which is located in Benin City, Edo State,

Nigeria as the case study. The specified four research objectives which are to know the

Impact of digital transformation adaptation, technological innovation, factors affecting

digital transformation in improving organization performance and to suggest ways which

organisation can leverage digital technology in improving their operations and remain

competitive.

The population of this study is made up of all the staff in Nadia Enterprise. The study covers

all groups and cadre of staff in the Organization. The population stands at 85 staff in the

Organization being composed of professionals and non-professionals. The size for the study

on which questionnaires were administered was 85 to the Staff in the organization. They

were all selected from different department to generate data about their perceptions and

opinions as regards to customer retention and performance of the organization. The method

to be employed for this research is the simple statistical method such as the simple

percentage to deduce the effective and interpret the further necessary discussions.

In conclusion, the Findings presented provide valuable insights into the impact of digital

transformation on organisational performance in Nigeria. These findings offer a nuanced

view of respondents' perceptions, opinions, and challenges related to these critical areas.

Overall, the data suggests a widespread recognition of the significance of digital

transformation and technological innovation. The majority of respondents acknowledge the

importance of these initiatives and the positive impact they can have on organizational

performance, efficiency, and competitiveness.
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CHAPTER ONE 

INTRODUCTION 

1.1 Background of Study  

The rise of new technologies, the growth of electronic business, the arrival of new firms to the 

service sector, and improved levels of customer service are just some of the factors that attest to 

the changes in the logistics sector in recent years. In light of these changes, a good business model 

that is digitalized to suit the new global business environment is essential to the success of any 

company (Magutu, 2013). Digitization makes information and communication available 

anywhere, anytime, within any context, and for any user using any device and type of access 

(Schrauf, & Berttram. 2018. Digital business ultimately requires digital supply chains which also 

includes digitization of logistics. Digitization is a preeminent requirement and it is also 

revolutionizing the entire process of how business and industries operate, communicate and deliver 

to customer (Schrauf, & Berttram. 2018). Extreme digital transformation is taking place in several 

areas, such as: business processes, healthcare, finance, manufacturing industry e.t.c and is 

confronting its current position. Innovative uses of technologies in different operations such as the 

internet of things, data analytics, and the cloud are disrupting existing business models. Many 

different parties like producers/manufacturers, distributors/wholesalers supplier and more in the 

supply chain are accelerating at different speeds and challenging expectations and evolutions in 

the digital transformation economy (Vitorino et al., 2018). 
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To iachieve ireal-time iinformation iexchange iamong isupply ichain istakeholders, iit iis iimportant ito 

iadopt iuseful itechnologies isuch ias isensor-enabling itechnology, ithe iInternet iof iThings, iand iCloud-

based idatabase isystems i(Schrauf i& iBerttram, i2018). iThe iintegration iof ithese itechnologies iwith ithe 

isupply inetwork igives ieasy iaccess ito icustomers’ ineeds iby ieffectively isharing iand itracking 

iinformation iof iproduct ior iservice ideliveries. iThis itechnological iintegration ican itypically ientail 

ihigh icosts iwith islow idiffusion i(Korpela iet ial., i2017). iAnother iobjective iof ibusiness iis 

isustainability. iSustainable idigital ilogistics irequires iorganizations ito ireconsider itheir idigital 

ibusiness istrategies iand ireorganize ithe idirection iof ibusiness ioperations ithroughout ithe isupply ichain 

itowards imore isustainability, iincluding ibalanced, isustainable ieconomic, ienvironmental, iand isocial 

idevelopment, irepresenting icomplex iinter-relationships. i(Magutu, i2013). 

Digital itransformation iis iprimarily iconcerned iwith ithe itransformation iof ian iorganization iand ithe 

iprocesses ithat ioccur iwithin iit iin iorder ito iintroduce ia inew iapproach ito iproducts, icustomers, ior 

iservices i(Zhu iet ial., i2006). iA ibusiness iplaces ithe icustomer, ihis ineeds, iand ipreferences, iat ithe 

icenter iof iits ioperations i(Batikas, i2012). iThe istarting ipoint iof itechnological idevelopment, ichanges 

iand iinnovations iis ialways ipeople. iIt iis ithe ipeople iwho icreate, iinitiate, iuse iand imanage iideas ithat 

iare ithe ibases iand idirections iof itechnology. iIdentity itheory iprovides ia iway iof iassessing iindividual 

irelations ito iorganizational iobjectives iand inational igoals iand ienables ius ito iunderstand ihuman 

iresource iinspiration iand ireadiness ifor itechnology iinnovation i(Wang iet ial., i2010). iThe imotivation 

ithe iindividual ireceives idetermines ithe iextent iof iits iidentity iand ihis ireadiness ito iinnovate ifor 

iorganisational iand inational idevelopment. iThis itheory ito iBennis i(1969) iprovides istrategies 

iintended ito ichange ibeliefs, iattitudes, ivalues iand istructure iof ian iorganisation iso ithat ithey ican ibetter 
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iadapt ito inew itechnologies, imarket ichallenges iand ichanges. iIt ican ialso ibe iused ito iplan iintervention 

iin iorganisation iprocess ito iincrease iorganisation ieffectiveness iand ihealth. iBoth iBechard i(1969) iand 

iBolle iDe iBal i(1992) idemonstrated ithe irelationship ibetween iorganisational idevelopment iand 

imanagerial ieffectiveness. i 

Organisations iin ithe icompetitive iglobal ieconomy irequire imanagers ithat ican icombine ineatly 

iorganization iand iindividual iinterests ifor ithe icommon igood. iToday’s iworkers iwant ito iparticipate iin 

idrawing iup iof imanagement iplans, iin idecision imaking iand iwant ito ibe irecognized iand iappreciated 

ifor itheir icontributions. iContinuous iorganizational iimprovement irequire imanagers iand iteam 

ileaders ithat iare icapable iof ibringing iout inew iideas iand iDigital itransformation icapabilities iare ithe 

icatalyst ifor ithe isustainable idevelopment iof ienterprises i(Drury, i2008). iMore iand imore ienterprises 

iare ibeginning ito iuse idigital itechnology ito ipromote itransformation iand iupgrading, ideveloping 

isustainable idigital itransformation icapabilities iby ireshaping ithe ivalue ichain, iand iachieving 

iproduction iand idevelopmental ibenefits. iTherefore, iin ithe iera iof ithe idigital ieconomy, iit iis inecessary 

ito iclarify ihow ito iestablish ian iaction imechanism ifor isustainable icompetitive iadvantage iby 

ideveloping ia idigital itransformation icapability iin ienterprises. iAcademics ihave ibegun ito ianalyse ithe 

ifacts ithat iare ihappening iin itoday’s iworld iof ibusiness. iInnovation iis iwidely iacknowledged ias ithe 

ikey ito ia icompany’s isuccess iin iimproving iits ibusiness iperformance i(Pradana iet ial., i2020). iGood 

iinnovation ican ibe icreated iby igiving ibroad iautonomy ito ientities iwithin ithe icompany i(Abbasi iet ial., 

i2021). iBy igranting iautonomy ito ieach iindividual iin ithe icompany, ithey iwill ibe imore icreative iin itheir 

iinnovations i(Blouch iet ial., i2021). iIn iprevious istudies, ibusiness idigitalisation idoes inot ireally iaffect 

iperformance i(Fakhri iet ial., i2020). iHowever, iwhat imakes iit iunique iis ithat ithe itreatment iin 
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iimproving ithe irequired iperformance iincludes iseveral ivariables iwhich iare irelevant ito ithe 

iappropriate idigitalisation iof ithe ibusiness i(Abbasi iet ial., i2021; iDevi iet ial., i2021). 

With itechnology ibeing ia icrucial ielement iof ibusiness iactivities iin ithe idigital iera, iit ihas icreated ian 

ientity ithat ican iorganise iand idesign isupply ichain ipatterns ialong iwith ivalue icreation iin ivarious 

ijurisdictions ibut imanage ito istay iintegrated i(Hasbi iet ial., i2020). iIt iis ialso iwhat imakes igeographical 

iboundaries iunclear, iunblocked, iand imakes ithe idistance ibetween iareas iof ithe ieconomic iactivity iin 

ia igroup iof ibusiness ientities ibecome iincreasingly imeaningless i(Blouch iet ial., i2021). 

1.2 Statement of Problem 

The challenge that many organizations face in today's digital age is complex. Digital 

transformation involves the integration of digital technologies into all aspects of an organization's 

operations, including its processes, products, and services. However, achieving successful digital 

transformation requires a thorough understanding of the challenges that organizations face in 

adopting new technologies and adapting to new digital business models. The rapid pace of 

technological change, coupled with the complexity of digital technologies, has created a range of 

issues that organizations must address to successfully adopt and integrate new technologies into 

their operations. One of the primary challenges is the lack of a clear strategy for digital 

technological innovation and adoption. Without a clear roadmap, organizations can become 

unfocused and waste resources on unsuccessful projects. Additionally, there can be resistance to 

change, particularly from employees who fear job loss or who lack the understanding necessary to 

embrace new technologies. Another challenge is the siloed nature of many organizations. Different 
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departments may have competing priorities and processes, making it difficult to collaborate 

effectively on technology initiatives. This can lead to a lack of coordination and, ultimately, to 

failed projects. Legacy systems and processes can also pose significant challenges to technological 

innovation and digital technology adoption. These systems may be difficult to integrate with new 

technologies, which can slow down the adoption process and limit the potential benefits. 

Therefore, this study seeks to find out the influence of digital transformation on organisational 

performance in Nigeria. 

1.3 Objectives iof ithe iStudy 

The imain iObjectives iof ithis istudy iis ito iexamine ithe iimpact iof idigital itransformation ion ithe 

iperformance iof iorganisation iin iNigeria. iThe ispecific iobjectives iare ito: i 

1. To iknow ithe iImpact iof idigital itransformation iadaptation iin iimproving ithe iorganization 

iperformance i 

2. To ifind iout ithe iImpact iof itechnological iinnovation iin iimproving ithe iorganization 

iperformance 

3. To iidentifying ithe ifactors iaffecting idigital itransformation iin iimproving iorganization 

iperformance 

4. To isuggest iways iwhich iorganisation ican ileverage idigital itechnology iin iimproving itheir 

ioperations iand iremain icompetitive. 
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1.4 Research iQuestions 

Based ion ithe iobjectives iof ithe istudy ithe ifollowing iresearch iquestions iwhere imade: i 

1. How ihas ithe iimpact iof idigital itransformation iadaptation iimproved ithe iorganization 

iperformance? i 

2. How ihas ithe iimpact iof itechnological iinnovation iimproved ithe iorganization iperformance? 

3. What iare ithe ifactors iaffecting ithe idigital itransformation iin iimproving iorganization 

iperformance? 

4. What iway ican iorganization ibe ileverage ithrough idigital itechnology ito iimprove itheir 

ioperations iand iremain icompetitive. 

1.5 Research iHypothesis 

Thus, ithe ifollowing ihypotheses iare ito ibe itested ito iachieve ithe iobjectives iof ithis istudy; 

H0 iThe idigital itechnology iadopted ihas isignificant iimpact iin iimproving ithe iorganization 

iperformance 

H0 iThe itechnological iinnovation ihas isignificant iimpact iin iimproving ithe iorganization iperformance 

1.6 Significance iof ithe iStudy 

This istudy iis iof igreat ivalue ito iCEOs iand ibusiness iowners ibecause iit ihighlights ithe ipotential iimpact 

iof idigital itransformation ion iorganizational iperformance. iDigital itransformation iis ino ilonger ia 

iluxury, ibut ia inecessity iin itoday's ifast-paced, itechnology-driven ibusiness ienvironment. 
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iOrganizations ithat ifail ito iembrace idigital itransformation irisk ifalling ibehind itheir icompetitors iand 

ilosing imarket ishare. 

By iunderstanding ithe ibenefits iof idigital itransformation, iCEOs iand ibusiness iowners ican imake 

iinformed idecisions iabout iinvesting iin idigital itechnologies iand iprocesses ithat ican iimprove itheir 

iorganization's iperformance. iThey ican iidentify iareas iwhere idigital itransformation ican ihave ithe 

igreatest iimpact, isuch ias iimproving iefficiency, ienhancing ithe icustomer iexperience, ifostering 

iinnovation, iand ienabling idata-driven idecision imaking. 

Mores iso, ithe iinsights igained ifrom ithis istudy ican ihelp iinform idecision-making ifor iother 

iorganizations iin iNigeria ithat iare iconsidering ior ialready iimplementing idigital itransformation 

iinitiatives. 

1.7 Scope iof ithe iStudy 

The iscope iof ithis istudy iis idelimited, ias iit iconcentrates ion iexamining ithe iimpact iof idigital 

itransformation ion iorganizational iperformance iwithin ia ispecific icontext. iSpecifically, ithe istudy 

ifocuses ion iNadia iEnterprise, iwhich iis ilocated iin iBenin iCity, iEdo iState, iNigeria. 

While ithe istudy's iscope iis ilimited ito ia isingle iorganization iin ia ispecific igeographical ilocation, iit 

ioffers ivaluable iinsights iinto ithe ipotential iimpact iof idigital itransformation ion iorganizational 

iperformance iin iNigeria. iAs ia ideveloping ieconomy iwith ia igrowing ipopulation, iNigeria ipresents 
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iboth iopportunities iand ichallenges ifor ibusinesses iseeking ito ileverage idigital itechnologies ito 

iimprove itheir iperformance. 

By iexamining ithe iexperiences iand ioutcomes iof iNadia iEnterprise, ithis istudy iaims ito ished ilight ion 

ithe ibroader iimplications iof idigital itransformation ifor iorganizational iperformance iin iNigeria. i 

1.8 Limitations ito ithe iStudy 

The ilimitations ito ithis istudy iare ithe ibias ion ithe ipart iof irespondents iin iproviding ithe irequired 

iinformation iserved ias ia ilimitation ito ithis istudy, ismallness iof ithe isample isize ialso iserved ias ia 

ilimitation ito ithis istudy, ianother ilimitation iwas ithat iof ireluctance ion ithe ipart iof irespondents ito 

irespond ipromptly, ithe iscope iof ithe istudy ibeing ithat ithe istudy iis ilimited ito ijust ian iorganisation iin 

ithe ientire iCountry iserved ias ia ilimitation ito ithe istudy. iFinally, iinability ito iuse iprobability isampling 

itechnique ifor ithe istudy iserved ias ia ilimitation ito ithe istudy. 

1.9 Definition iof iTerms i 

Digital iTransformation: iDigital itransformation irefers ito ithe icomprehensive iintegration iand 

iutilization iof idigital itechnologies, iincluding ibut inot ilimited ito icloud icomputing, idata ianalytics, 

iartificial iintelligence, iIoT i(Internet iof iThings), iand iautomation, iwithin ian iorganization's 

iprocesses, ioperations, iand istrategies. iIt iinvolves ithe ifundamental irethinking iand iredesign iof 

itraditional ibusiness ipractices ito ileverage idigital itools ifor iimproved iperformance iand 

icompetitiveness. 
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Organizational iPerformance: iOrganizational iperformance iencompasses ithe imeasurable 

ioutcomes, iachievements, iand ieffectiveness iof ian iorganization iin iachieving iits iobjectives iand 

igoals. iIt iincludes ifinancial imetrics i(such ias irevenue igrowth iand iprofitability), ioperational 

iefficiency, icustomer isatisfaction, iemployee iproductivity, iand ioverall icompetitiveness. 

Leveraging iDigital iTechnology: iLeveraging idigital itechnology irefers ito ithe istrategic iand 

ieffective iutilization iof idigital itools, iplatforms, iand icapabilities ito ioptimize iorganizational 

ioperations, iprocesses, iand istrategies. iIt iinvolves iharnessing idigital itechnologies ito igain ia 

icompetitive iadvantage, istreamline iworkflows, ienhance idecision-making, iand idrive iinnovation. 

Competitive iAdvantage: iCompetitive iadvantage isignifies ithe idistinctive iedge ithat ian 

iorganization igains iover iits icompetitors ithrough istrategies iand iresources ithat ienable iit ito ideliver 

isuperior ivalue ito icustomers, iachieve ihigher iprofitability, iand imaintain ia isustainable iposition iin 

ithe imarket. iIn ithe icontext iof ithis iresearch, icompetitive iadvantage ican iresult ifrom isuccessful 

idigital itransformation iand itechnological iinnovation iefforts. 

 i  
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CHAPTER iTWO 

LITERATURE iREVIEW 

2.1. iConcept iof iOrganization iPerformance 

Jonhy iand iRandy i(2019) idefined iorganizational iperformance ias ithe iprocess iof iimproving ithe 

effectiveness iand iwell-being iof iits imembers ivia iplanned iinterventions. iOrganizational 

performance ireferred ito ian iorganization's iactual ioutput ior ioutcomes ias iassessed iagainst iits 

planned ioutputs, igoals, iand iobjectives i(Jon i& iRandy, i2019). iOrganizational iperformance 

imeasurements iare iclassified iinto ifour itypes: ihuman iresource iresults, iorganizational ioutcomes 

ifinancial iaccounting ioutcomes, iand icapital imarket ioutcomes. iEmployee ihappiness, iturnover, iand 

iabsenteeism iwere iexamples iof ihuman iresource ioutcomes iconnected ito ichanges iin 

employee ibehavior. iLabor iproductivity, icustomer icontentment, iand iproduct iservice iquality iare iall 

iexamples iof iorganizational ioutcomes. iReturns ion iassets, ireturn ion iequity, iand iprofitability iwere 

ithree ifinancial iaccounting ioutcomes. iCapital imarket ioutcomes iindicate ihow ithe imarket iviews ia 

ibusiness, iand ithey iare icomprised iof ithree iindicators: istock iprice, istock iprice igrowth irate, iand 

imarket ireturns i(Dyer i& iReeves, i2015). iProductivity, ieffectiveness, iefficiency, iearning icapacity, 

ieconomy, iprofitability, iand icompetitiveness iare iall iterms iused ito idescribe iorganizational 

iperformance. iAs ia iresult, iit ihas iinsisted ion ia iprecise iand iunambiguous idefinition iof iorganizational 

iperformance. iOrganizational iperformance iis ithe iresult ithat iindicates ior ireflects ithe iorganization's 

iefficiency ior iinefficiencies iin iterms iof icorporate iimage, icompetences, iand ifinancial iperformance 

i(Khandekar i& iSharma, i2016). 
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The isuccess iand ithe ifailure iof ithe ifirm idepend ion iits iperformance. iIn imarket isystem ithere iare ia ilot 

iof ifirm iprovides itheir iown iproduct ior iservice i(Rehman iet ial., i2019). iRichad iet ial. i(2009) iexplained 

ithat ithe iachievement iof ifirm’s igoals idepends ion iits iperformance. iThe iperformance idetermines ithat 

iat iwhat iextent ithe ifirm iis iachieving iits iobjectives. iRegarding ito ithe iobjectives, ithe iaim iof ieach ifirm 

ior iorganization iis ito iget imaximum iprofit iand istay ifor ilong itime iin ithe imarket. iThe ifirm iwith ihigh 

iperformance iknown ias ivictorious iin ithe imarket, ion iother iside, ithe ifirm iwith iweak iperformance ican 

ibe ikicked iby iother ifirms. iThere iare imany ifactors ithat iaffect ithe ifirm iperformance isuch ias iinternal 

iand iexternal icultural iissues, irewards, ifinancial imatter iand icreation iof ibusiness imodel iinnovation, 

iadministrative imatters iand iskills iof ileadership, iweek icollaboration, ienvironmental iuncertainty iand 

iplanning i(Rehman iet ial., i2019). 

In ihighly icompetitive imarket isituation ionly ifirm’s ihigh ilevel iof iperformance ihelps iit ito iremain iin 

imarket ifor ilong itime i(Cania, i2014). iThe iperformance iof ithe ifirm ican ibe imeasure iqualitatively ias 

iwell ias iquantitatively iand ithis iperformance ican ibe iattained iby idepartmental iand iworker’s iefforts 

i(Zehir iet ial., i2016).With ithe ipassage iof itime, ithe icompetition iis iincreasing iamong ithe 

iorganizations ior ifirms itry ito ibeat iother iand itry ito imake iits iown iposition iin ithe imarket. iThe 

iorganizational iperformance iplay ivery iimportant irole ito imeet ithe iobjectives, igoals ior itargets iin 

ismall iand imedium ienterprises iand ibig iindustries inot ionly ideveloping ibut ideveloped icountries. 

2.2 iConcept iof iDigital iTransformation i 

In igeneral, idigital itransformation irefers ito ia iradical iand icomprehensive ishift iin ithe iuse iof 

itechnology iwith ithe igoal iof iimproving ibusiness iperformance. iAccording ito ione idefinition iof 
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idigital itransformation ifrom i(Ferrer, i2014). iDigital itransformation iis ia ichange icaused ior iinfluenced 

iby ithe iuse iof idigital itechnology iin iall iaspects iof ihuman ilife. iIn icontrast ito ithe idefinition iof 

i(Grandon iand iPearson, i2004), idigital itransformation iis idefined ias ithe iuse iof itechnology ito 

igenerally iimprove ia icompany's iperformance ior ireach. iAnother idefinition icomes ifrom i(Gutierrez, 

iBoukrami iand iLumsden, i2015), iwhich istates ithat idigital itransformation iis ithe ithird iand ihighest 

ilevel iof idigital iskills iattained. iIt ioccurs iwhen idigital iuse ifacilitates iinnovation iand icreativity, ias 

iwell ias iencourages isignificant ichanges iin iprofessional ior iknowledge ifields. iFurthermore, idigital 

itransformation iis idefined ias i“a irapid ichange iin iall istrategies ibecause idemands imust ichange, 

ioperations imust ibe idigital, iand iextended isupply ichain irelationships imust ibe iextended.” i 

The iproduction iof inew imarket ioffers, ibusiness iprocesses, ior ibusiness imodels ias ia idirect iresult 

of ithe iutilisation iof idigital itechnology iis ireferred ito ias idigital itransformation, iand iits 

definition iincludes iboth ithe icreation iof ithese ithings iand ithe ichanges ithat ioccur ifrom itheir 

utilisation i(Nambisan iet ial., i2019). iThe itransformation iof idigital itechnology ihas iemerged ias ia 

primary ifactor ibehind iboth ieconomic iand isocietal itransformation i(Barrett, iDavidson iand 

Vargo, i2015). iRapid itechnological idevelopment iin iareas isuch ias imobile, isocial imedia 

platforms, icloud icomputing, ianalytics, iand ithe iinternet iof ithings iover ithe icourse iof ithe ipast 

decade ihas imade iit ipossible ifor iradically inew i(re)combinations iof idigital iand iphysical 

components, iwhich ihave iresulted iin ithe iproduction iof inovel igoods iand iservices i(Yoo, 

Henfridsson iand iLyytinen, i2010; iBarrett, iDavidson iand iVargo, i2015). iDigitization, iwhich iis 

the iprocess iof iencoding ianalogue iinformation iinto idigital iformat, iis iessential ito ithe icreation 

of ithese inew icombinations. iThe iterm idigital itransformation irefers ito ia iwide ivariety iof 
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potential itransformations, iincluding inew ikinds iof igoods, iplatforms, iservices, iand iinteractions 

between icompanies iand itheir icustomers i(Nambisan iet ial., i2017). 

Furthermore, iit inecessitates ithe ifunctional iuse iof ithe iinternet iin idesign, imanufacturing, imarketing, 

isales, iand ipresentation, ias ipart iof ia idata-driven imanagement imodel” i(Hair, iet ial i2013). iSecurity, 

isimulation, ithe iinternet, icyber isecurity, iand iblockchain iare ialso iincluded i(Hakala iand iKohtamaki, 

i2013). iSome iof ithese idefinitions iindicate ithat iwhen iusing idigital itransformation, ithere iis ia 

icomprehensive imotivation, iinnovation, iand iconsequences. iAs ia iresult, iSMEs ican ieasily icarry iout 

idigital idesign iof ibusiness imodel ichoices, iinformation itechnology iand iunderstanding, ievaluation, 

idigital ivalue inetwork idesign, iand icustomer ifeedback i(Hakala iand iKohtamaki, i2013). iFurthermore, 

iestablishing iopen ilines iof icommunication ibetween ientrepreneurs iand iinformation itechnology 

ispecialists ican ihelp ito iprevent ifraud i(Henseler i& iFassott, i2010). i i 

2.3 iAdaptation iof iDigital iTransformation ion iOrganisational iPerformance i 

The iuse iof iinternet itechnology iin ithe iworkplace ihas ibecome icommonplace i(Chen iet ial., i2008). iThe 

iinternet-enabled icommunication imedia ienables iorganizations ito iconduct ibusiness ifrom ianywhere 

iat iany itime i(Chen iet ial., i2008). iA inumber iof istudies iexamined ithe iuse iof iFacebook iamong iSMEs 

iand idiscovered ithat iSMEs iused iFacebook ifor ia ivariety iof iorganizational igoals isuch ias imarketing, 

icommunication, isales, iadvertising, iinnovation, iproblem iresolution, icustomer iservice, ihuman 

iresources, iinformation itechnology, idriving icultural ichange i(Bhanot, i2012), iand iadvertising ion 

isocial inetworks i(Beloff iand iPandya, i2010; iHandayani iand iLisdianing, i2010). i(Congxi iet ial., 

i2010). iAccording ito iMeske iand iStieglitz i(2013), iSMEs iuse isocial imedia itechnologies isuch ias 
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iFacebook ito icommunicate iwith itheir icustomers ias iwell ias ito isupport iinternal icommunication iand 

icollaboration. iAccording ito ia istudy iconducted iamong iSME imanagers iin ithe iUnited iStates, ithe 

iUnited iKingdom, iAustralia, iand iIndia, ifirm iinnovativeness, iage, iand igeographic ilocation iall ihave 

ia isignificant iimpact ion iSMEs' iadoption iof iTwitter i(Wamba iand iCarter, i2013). iSMEs, ion ithe iother 

ihand, iwill iuse isocial imedia iif ithese iapplications iprovide ia isignificant iamount iof irelevant iand ihigh-

quality iup-to-date icontent, iaccording ito iZeiller iand iSchauer i(2011). iAccording ito ia inumber iof 

istudies, ifactors isuch ias icompatibility i(Wang iet ial., i2010), icost ieffectiveness i(Chong iand iChan, 

i2012), itrust i(Chai iet ial., i2011), iand iinteractivity i(Lee iand iKozar, i2012) iinfluence isocial imedia 

iadoption. iThe irelationships iare idescribed iin ithe ifollowing iparagraphs. i 

2.3.1 iCompatibility i 

According ito ithe iDOI itheory, icompatibility irefers ito ihow iwell ian iinnovation ifits iwith ithe ipotential 

iadopter's iexisting ivalues, ipast ipractices, iand icurrent ineeds i(Rogers, i2010). iCompatibility ihas ibeen 

iidentified ias ia icritical ifactor iin ithe iadoption iof iinnovation i(Cooper iand iZmud, i1990; iWang iet ial., 

i2010). iFirms iare imore ilikely ito iconsider iadopting inew itechnology iwhen iit iis irecognized ias 

icompatible iwith iwork iapplication isystems. iMany istudies ihave ibeen iconducted ito iinvestigate ithe 

iimpact iof icompatibility ion itechnology iadoption, iwith iboth ipositive iand inegative ifindings. iBrown 

iand iRussell i(2007), ifor iexample, ihighlighted ithe ieffect iof icompatibility ion ithe iadoption iof iradio 

ifrequency iidentification itechnology iin ithe iSouth iAfrican iretail isector iand iargued ithat ifor iRFID 

iadoption iand iimplementation ito ibe isuccessful, iorganizations imust idevelop ia iflexible iIT 

iinfrastructure icapable iof iaccommodating iRFID isystems. i 
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Hsu, iLu, iand iHsu i(2007) idiscovered ia isignificant ieffect iof icompatibility iin iMMS iadoption iin 

igroups iof ipotential iMMS iusers, iindicating ithat ithey iwill iadopt iMMS iif iusing iMMS iis icompatible 

iwith itheir ivalues iand ibeliefs. iWang iet ial. i(2010) iinvestigated ithe iimpact iof icompatibility iand 

idiscovered ithat iit iis ia isignificant ifactor. iIn icontrast, iRamdani iet ial. i(2013) idiscovered ithat 

icompatibility iis ian iinsignificant ifactor iin ithe iadoption iof ienterprise isystems iin itheir istudy. 

iSimilarly, ianother istudy ithat iinvestigated icloud icomputing iadoption i(Low iet ial., i2011) idiscovered 

ithat icompatibility ihad ino isignificant iimpact. iEmbedding idigital itransformation iin ibusinesses 

iwould ibe ia igood iidea ibecause iit iallows ibusinesses ito ieffectively iniche itheir itarget icustomers iand 

ishare icontent iabout itheir iproducts iand iservices ialmost iinstantly i(Derham iet ial., i2011). iBecause ithe 

ifindings iare iinconclusive, iit iis iworthwhile ito iinvestigate ithe iimpact iof icompatibility ion idigital 

itransformation. i 

2.3.2 Cost Effectiveness  

Previous research highlighted the importance of cost in technology adoption and utilization (Ernst 

and Young, 2001) and discovered a direct and significant relationship between cost and technology 

adoption (Alam and Noor, 2009). According to studies, cost effectiveness is an important factor in 

the adoption of new technologies (Chong, 2004; Premkumar and Roberts, 1999). Because of the 

low cost, low barriers to participation, and low level of IT skills required to use it, digital 

transformation is appropriate for SMEs (Derham et al., 2011). Dixon et al. (2002) contended that 

SMEs are less likely to adopt ICT if the initial set-up cost is high. Alam (2009) discovered that the 

cost of adoption has a significant effect on internet adoption among SMEs in Malaysia. Tan et al. 

(2009), on the other hand, discovered that cost had no significant effect on ICT adoption. In a 
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similar study, Alam and Noor (2009) discovered that perceived cost had no direct impact on ICT 

adoption. However, because social media is a low-cost technology, organizations can have direct 

communication with customers at a low cost (Kaplan and Haenlein, 2010).  

2.3.3 Trust  

Trust is a multifaceted concept. In their studies, the authors looked into various types of trust. The 

institution-based trust would be a better fit for this study. Mcknight et al. (1998) distinguished 

between two types of institutional-based trust: situational normalcy and structural assurance. The 

belief that success is expected because the situation is normal is referred to as situational normalcy. 

Whereas structural assurances refer to the belief that positive outcomes are likely as a result of 

contextual structures such as contracts, regulations, and guarantees. Choudhury and Karahanna 

(2008) extended McKnight et al (2002).’s framework by proposing the existence of a new type of 

trust, namely informational trust.  

Informational trust is defined as a user's belief in the dependability, credibility, and accuracy of 

information obtained from Facebook and is a significant factor influencing usage (Chai et al., 

2011). The positive customer relationship, which social media facilitates, is a critical success factor 

for small businesses. Experts within the organization could use social media to share their ideas, 

opinions, and knowledge in response to customer inquiries (Schaffer, 2013). In the context of 

SMEs, organizations post a lot of information about their organization, products, services, and 

other promotional activities, as well as obtain information and knowledge from Facebook. As a 
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result, structural assurance and informational trust may be required in order to use Facebook for 

work-related purposes.  

2.3.4 Interactivity  

Previous research has discovered that the successful interaction between humans and technology 

is a critical factor in the design and implementation of information systems (Lee and Kozar, 2012). 

Among the various design characteristics, interactivity stands out as a key and distinguishing factor 

that influences users' reactions to new technologies such as websites (Agarwal and Venkatesh, 

2002; Jiang and Benbasat, 2007). Social media, such as Facebook, is classified as interactive 

media. It allows for two-way communication rather than one-way transmissions or distributions of 

information to a target audience (Mayfield, 2008). Handayani and Lisdianingrum (2011) 

investigated Facebook adoption and use in two Indonesian SMEs and concluded that if properly 

managed, Facebook can be an effective free online marketing tool. As a result, given Facebook's 

interactive nature, the interactivity construct may have a significant impact on Facebook usage.  

2.4 Technology Innovation and Organisational Performance 

The starting point of technological development, changes and innovations is always people. It is 

the people who create, initiate, use and manage ideas that are the bases and directions of 

technology. Identity theory provides a way of assessing individual relations to organizational 

objectives and national goals and enables us to understand human resource inspiration and 

readiness for technology innovation. The motivation the individual receives determines the extent 
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of its identity and his readiness to innovate for organisational and national development. This 

theory to Bennis (1969) provides strategies intended to change beliefs, attitudes, values and 

structure of an organisation so that they can better adapt to new technologies, market challenges 

and changes. It can also be used to plan intervention in organisation process to increase 

organisation effectiveness and health. Both (Bechard, 1969) and Bolle De Bal (1992) demonstrated 

the relationship between organisational development and managerial effectiveness. Organisational 

efficiency requires that somebody in the strategic position should feel the need for innovation and 

change. These include the need to: 

• Change managerial strategy;  

• Make organisations more consistent with both individual needs and the changing needs of the 

environment; 

• Change structure and roles; 

• Change the motivation of the workforce; 

• Make better planning; 

• Improve inter-groups collaborations; and 

• Adaptation to new environment. 

Organisations in the competitive global economy require managers that can combine neatly 

organization and individual interests for the common good. Today’s workers want to participate 
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in drawing up of management plans, in decision making and want to be recognized and appreciated 

for their contributions. Continuous organizational improvement require managers and team leaders 

that are capable of bringing out new ideas and considered appropriate for this study because it is 

the most populous and one of the most endowed in natural and material resources and one of the 

most poverty-stricken nations of the world.  

In most of her technology-driven organisations most especially the Nigerian telecommunications 

industry, technology innovation is only considered in terms of purchase of latest equipment 

designed and manufactured in the advanced countries of Europe, America, Japan and China and 

some Asian countries. Most of these companies invested heavily on equipment, but not really on 

the human resource. Engineers, scientists, technologists and technicians were employed in 

different departments and in Research and Development (R&D) departments/units and 

organisations, but were not well managed to improve technology innovation. 

Government and managers in nations and organisations should manage the people and their 

employees not only to make them comply with their directives and company policies and national 

law, but also to learn, accommodate and benefit from them. They have to study their personality, 

motivate and provide conducive environment for them to perform effectively. Commensurate 

reward should be given to employees for the performance of their roles and other extra rewards 

for their individual and team creativity and innovation. Group norms that promote individual 

interaction and improved performance should be encouraged. 
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2.5 iImpact iof iTechnological iInnovation ion iOrganisational iPerformance 

Digital itransformation ican iassist icompanies iin ideveloping inew inetworks iand iincreasing itheir 

international icompetitiveness. iDigital itransformation ireduces iorganizational ibarriers i(Lyytinen iet 

ial., i2016). iDigital itransformation ihas ienhanced ifirm iperformance iby ilowering ioperational icosts 

iand iraising iinnovation iinvestment, idemonstrating ithat ilow-cost iempowerment iand iinnovation 

iempowerment iare iessential iprocesses iof idigital itransformation ithat iaffect ifirm iperformance i(Wang 

iet ial., i2022). iTherefore, idigital itransformation iis ipredicted ito ihave ian iimpact ion ifirm iperformance. 

i 

Several istudies ihave idemonstrated ithat itechnology ican iimprove ibusiness iprocesses iand 

iperformance i(Gera iand iGu, i2004; iPaniagua iand iSapena, i2014; iHakala iand iKohtamäki, i2011). 

iSome iresearchers ihave idiscovered ithat icorporate iadoption iof isocial imedia ihas iadvantages, iand 

iseveral ihave idiscovered ia ipositive irelationship ibetween isocial imedia iadoption iand icorporate 

iperformance i(Ainin iet ial., i2015; iPaniagua iand iSapena, i2014; iParveen iet ial., i2014; iRodriguez iet ial., 

i2012). iRodriguez iet ial. i(2015) idiscovered ithat isocial imedia iuse iimproved icustomer-facing 

iactivities iand, ias ia iresult, isales iperformance. iAccording ito iFerrer iet ial. i(2013), ithe iuse iof isocial 

imedia iimproves iorganizational isocial icapital, iwhich iin iturn iimproves iperformance. iWong i(2012) 

iand iKwok iand iYu i(2013) idiscovered ithat iFacebook iadoption iimproved ithe isales iperformance iof 

iSMEs. iAccording ito iHassan iet ial. i(2015), isocial imedia ican ihave ia isignificant iimpact ion ibusiness 

iby iinfluencing ipurchasing idecisions. iThese ifindings iare iconsistent iwith iprevious iresearch ion 

itechnology iadoption, iwhich idiscovered ithat itechnology iadoption ihad ia ipositive iimpact ion iboth 

ifinancial iand inon-financial iperformance i(Nicolajsen, i2013; iThong, i2001 iand iZhu iet ial., i2006). i 
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Despite ithe inumerous ibenefits iof iusing idigital itransformation, iorganizational-level iresearch ion i 

Social iMedia iand iits iimpact ion iorganizational iperformance ihas inot igrown iat ithe isame irate 

i(Lovejoy iand iSaxton, i2012; iShahizan iet ial., i2012). iAs ia iresult, ithis istudy ilooks iinto ithe ivarious 

ifactors ithat iinfluence iSocial iMedia iusage iin iorganizations, ias iwell ias ithe iimpact ion iorganizational 

iperformance. iIn ithis istudy, isocial imedia iusage iis imeasured iin ia isystem-centered imanner, iwith 

isystem iusage imeasures ibased ion ithe ivarious itasks ifor iwhich ithe isystem iis iused i(Burton-Jones iand 

iGallivan, i2007). iThe iinformed ieffective iuse iof idigitalization iwas iconsidered iin iorder ito iinvestigate 

ithe iusage iof iSocial iMedia iamong iorganizations, ias ithis iwas ian iimportant iindicator iof itechnology 

isuccess, iwhich ihas ian iimpact ion iorganizations i(DeLone iand iMcLean, i2003). iOrganizational 

iperformance, iaccording ito ithe iDeLone iand iMcLean iIS isuccess imodel, irefers ito ithe iactual ibenefits 

iorganizations ireceived ifrom iusing iDigital iMedia iin iterms iof iboth ifinancial iand inon ifinancial 

iperformance. iPrevious iresearch ihas ilooked iinto iorganizational iuse iof isocial imedia, ibut ionly ia ifew 

istudies ihave ilooked iinto ithe iimpact iof idigital itransformation ion iorganizational iperformance. 

iRodriguez iet ial. i(2014), ifor iexample, iprovided ievidence ithat isocial imedia itechnologies isuch ias 

iSocial iMedia ihave ia ipositive iimpact ion icustomer-oriented iprocesses, iwhich iin iturn iimpact ian 

iorganization's isales iperformance. iFerrer iet ial. i(2013) idemonstrated ithat ithe iuse iof isocial imedia 

itechnologies iimproves ian iorganization's isocial icapital iand ithus iits iperformance. iFurthermore, 

iWong i(2012) idiscovered ithat ithe iuse iof isocial imedia ihas ia ipositive iimpact ion iSME ibusinesses 

i(Wong, i2012). iThis iis isupported iby ithe ifindings iof iKwok iand iYu i(2013), iwho idiscovered ithat 

iusing iSocial iMedia ican iincrease isales. iWhen ibusinesses iuse isocial imedia, ithey iare imore ilikely ito 

iachieve ibetter ifinancial iand inon-financial iresults. 
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2.6 iFactors iAffecting iDigital iTransformation iof iOrganisation iPerformance i 

The iintegration iof itechnological iinnovations iwhich iaccording ito iMcKinsey i& iCompany iexperts 

iwere istructured iinto ifour iclusters iof iIndustry i4.0 iinnovations isuch ias i1) idata, icomputational 

ipower, iand iconnectivity; i2) ianalytics iand iintelligence; i3) ihuman imachine iinteraction; i4) idigital-to-

physical iconversation i(McKinsey i& iCompany, i2015), iare ia ipart iof idigitalization iprocesses iand 

idigital itransformation iand ican ienable iachieving icompetitive iadvantages ifor icompanies. iReis iet ial. 

i(2018) isupport iEbert iand iDuarte i(2016) iand istate ithat i“the isociety ias ia iwhole iis ifacing ia ifast iand 

iradical ichange idue ito ithe imaturation iof idigital itechnologies iand itheir iubiquitous ipenetration iof iall 

imarkets” i(Reis iet ial., i2018, ip. i411), icompanies iare ifacing iever itougher icompetition idue ito 

iglobalization iby ithe iincreased idemand ifrom icustomers i(Westerman iet ial., i2011). iDue ito ithis, 

icompanies iare iseeking ito isurvive iand iattain icompetitive iadvantages iby igoing ito ibe idigital 

i(Bharadwaj, i2000). 

Several iliterature ireview istudies iattempted ito ireveal ithe iphenomenon iof idigital itransformation iby 

irevealing iits iconcept. iDigital itransformation ican ibe iunderstood ias i“the itransformation iof isocio-

technical istructures ithat iwere ipreviously imediated iby inon-digital iartifacts ior irelationships iinto 

iones ithat iare imediated iby idigitized iartifacts iand irelationships” i(Yoo iet ial, i2010), iwhich irefers ito 

ithe ioptimization iof iorganizational iprocesses iwith ithe iaim iof ioperational iexcellence iby idata-based 

iworkflows i(Lederer, iKnapp, i& iSchott, i2017), iand iby iusing ithe itechnology ito iradically iimprove 

iperformance ior ireach iof ienterprises i(Westerman iet ial, i2011). i 
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Digital itransformation iis inow icritical ifor ialmost iall icompanies. iHowever, ia ilack iof iclarity ican ibe 

ihighlighted iconcerning ithe inotion iof idigital itransformation iespecially iamong idifferent 

istakeholders iinvolved. iPerspectives ion idigital itransformation ivary ifrom ia ifocus ion itechnology ito 

idigital icustomer iengagement iand inew idigital ibusiness imodels. iReis iet ial. i(2018) icategorized 

idigital itransformation iinto ithree idistinct ielements: i1) itechnological i– idigital itransformation ibased 

ion ithe iuse iof inew idigital itechnologies isuch ias isocial imedia, imobile, ianalytics ior iembedded 

idevices; i2) iorganizational i– idigital itransformation irequiring ia ichange iin iorganizational iprocesses 

ior ithe icreation iof inew ibusiness imodels; i3) isocial i– idigital itransformation iis ia iphenomenon ithat iis 

iinfluencing iall iaspects iof ihuman ilife iby, ie.g., ienhancing icustomer iexperience. iHence, ithe imain 

iadvantage iof idigital itransformation ican ibe iseen ias ia itransformation iin iprocesses, iactivities, 

icompetencies, imodels iof ia icompany. iBusinesses iare iundertaking itheir idigital itransformations, 

irethinking iwhat icustomers ivalue imost, iand icreating ioperating imodels ithat itake iadvantage iof 

iwhat’s inewly ipossible ifor icompetitive idifferentiation i(Berman, i2012). iHagberg iSundstrom, iand 

iEgels-Zandén i(2016) ioutlined ithe imore iallen icompassing idigital itransformation iof iretailing iby 

idiscussing ihow iit iinfluences ifour ielements iof ithe iretailer-consumer iinterface. iThe iauthors 

ianalyzed ihow iexchanges iare itransformed ithrough ichanges iin icommunication, itransactions, iand 

idistribution; ihow iactors iare itransformed ithrough ithe iintermixing iof ihumans iand idigital 

itechnologies, ithe iincreased iblurring iof iboundaries, iand inew iactors, iroles iand irelationships; ihow 

isettings iare itransformed ito iinclude itraditional iand inew isettings ias iwell ias itheir iintermixing; iand 

ihow iofferings iare itransformed ithrough ichanges iof iproducts iand iservices, iextensions iof iofferings 

iand inew iforms iof ipricing. 
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Regarding ithe iissue iof ithe iapplication iof idigital itransformation, iscientific iexperts, isuch ias iNadeem 

iet ial. i(2018), ihighlighted ithat idigital itransformation iis iwidely iaffecting ivarious iindustries 

iparticularly ihealthcare, itelecommunications, iautomotive, ibanking iand imanufacturing isectors. 

iDepending ion ithe isector iin iwhich ithe icompany ioperates, ithe ilevel iof iits idigital itransformation 

ivaries. iIt iis inoticeable ithat ithe ilevel iof idigital itransformation iis ialso iinfluenced iby ithe ichanging 

ineeds iof iconsumers, iby ithe ilevel iof iapplication iof ihigh itechnologies, iby ithe iposition iof icompany’s 

ileadership, iby ithe isize iof ia icompany. iAccording ito iHess iet ial. i(2016), idigital itransformation ihas 

ibecome ia ihigh ipriority ion ithe ileadership iagenda iof imany icompanies, ibut iit iis ifacing imore 

idifficulties ithan iit ihas ibeen iexpected i(Zinder i& iYunatova, i2016). iExpanding ithe iexample iof iAalto 

iUniversity i(Collin iet ial., i2015), iboth ichallenges iand iopportunities iof idigital itransformation iwithin 

ibusiness icompanies iare ilocated i(1) iexternally, ii.e. irelated iwith ithe imarket, i(2) iinternally, ii.e. 

irepresenting iorganizational iand itechnical ifields iwithin ithe icompany, ior i(3) iat ithe icore iof ithe 

icompany, ii.e. iactivities iand ichanges, iaddressed ito icore ibusiness i(Collin iet ial., i2015). iHence iit 

icould ibe istated ithat iapplication iof idigital itransformations icould ibe ifound iat ithe imicro 

i(organizational) ilevel ibut iconsequences icould ibe iseen iat ithe imezzo iand imacro ilevels. iOn ithe iother 

ihand, imezzo iand imacro ilevels ihave ieconomic, inormative ior icoercive iinstitutional ipressures 

i(DiMaggio i& iPowell, i1991; iBurns i& iScapens, i2000) iwhich icould icreate iand istimulate ichallenges 

ifor ithe iapplication iof idigital itransformation iat ithe imicro ilevel. iAccording ito imultidirectional 

irelation ibetween idifferent ilevels iof idigital itransformation iapplication iand ion ithe ibasis iof ithe 

iprevious istudies, iit iwas idisclosed ithat icompanies icould iface iboth iexternal iand iinternal ichallenges 

iby iimplementing ithe idigital itransformation. 
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2.7 iTheoretical iReviews i i 

All iknowledge iin ia iresearch istudy iis ibuilt ion itop iof ithe itheoretical ireviews, iboth imetaphorically 

iand iphysically. iAccording ito iMakanyeza i(2015) itheories iare iconstructed ito iexplain, ipredict, iand 

iunderstand ioccurrences iand, iin imany icases, ito ichallenge iand iextend iexisting iknowledge iwithin ithe 

ilimitations iof icrucial ibounding iassumptions. iThe itheoretical iframework iis ithe istructure ithat ican 

isustain ior isupport ia itheory iof ia iresearch iinvestigation. iThe itheoretical iframework iintroduces iand 

idescribes ithe itheory ithat iexplains iwhy ithe iresearch iproblem iunder iconsideration iexists 

i(Thompson, i2016). iThe istudy's itheoretical iframework iincludes ia icollection iof iconcepts iand 

idefinitions, ias iwell ias ireferences ito iimportant iacademic iliterature. 

2.7.1 iDynamic iCapabilities iTheory 

The iaspect iof idynamic icapability iwas ifirst icoined iby iDavid iTeece, iGary iPisano iand iShuen i(2012). 

iThe itheory idescribes ian iorganization‘s iability ito ideliberately iorganize iits iresources iin ian ieffort ito 

iimprove iperformance. iAccording ito iChien iand iTsai i(2012) idynamic icapability iis ithe icapability iof 

ian iorganization ito ipurposefully iadapt ian iorganization's iresource ibase. iAn iorganization ishould ibe 

iable ito ireact iadequately iand itimely ito iexternal ichanges. iThis irequires ithe iadoption iof idifferent 

istrategies ithat iwill iharness imultiple icapabilities iof ithe iorganization iand iput ithem iinto iuse 

i(Chikomwe, i2019). iThis iwill igive ithe icompany ithe iability ito iintegrate, idevelop, iand ileverage ion 

ithe ienvironmental icompetitive iadvantage. iIndeed, ithe icurrent ibusiness iworld iis ivery idynamic. 

iDynamic icapability iphilosophy idraws ion iSchumpeterian ireasoning, iwhich isees idynamic 
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icapability ias ianother irent-creating imechanism ibased ion ithe icompetences iof iorganizations 

i(Schumpeter, i1950). 

Eisenhardt iand iMartin i(2010) idefined idynamic icapabilities ias ia iset iof ispecific iand iidentifiable 

iprocesses ithat iare iidiosyncratic iin idetails iand isomehow idependent iin itheir iemergence. iTeece, 

iPisano iand iShuen iin i1905 ideveloped ithis itheory iwhich idenoted ithat ian iorganization ishould 

imobilise iand iorganize iits iresources iso ias ito iimprove iperformance. iThis itheory iis iapplicable iin ithis 

istudy iin ithe isense ithat ipetroleum iorganizations iare iadopting idriver isafety isystems ito igain ia 

icompetitive iedge iover icompetitors ihence ionce ithey iuse ithese isystems iit ibecomes ia icompetitive 

iadvantage ito ithem. iSome icome iup iwith ivarious istrategies ion ihow ito iuse ithese isystems. iAccording 

ito iWilden, iGudergan, iNielsen i& iLings i(2013) idynamic icapabilities isuch ias ihaving idriver isafety 

isystems ican iresult iin iorganizational iperformance iin ian iorganization 

2.7.2 iThe iTechnology iAcceptance iModel i(TAM) 

According ito iJalang‘o i(2015) ithe itechnology iacceptance imodel i(TAM) iis ian iinformation isystems 

itheory ithat imodels ihow iusers icome ito iaccept iand iuse ia itechnology. iThe imodel isuggests ithat iwhen 

iusers iare ipresented iwith ia inew itechnology, ia inumber iof ifactors iinfluence itheir idecision iabout ihow 

iand iwhen ithey iwill iuse iit, inotably: iperceived iusefulness. iJalang‘o i(2015) inoted ithat ithis iwas 

idefined iby iDavis i(2010) ias ithe idegree ito iwhich ia iperson ibelieves ithat iusing ia iparticular isystem 

iwould ienhance ihis ior iher ijob iperformance; iperceived iease-ofuse, iDavis i(2010) idefined ithis ias ithe 

idegree ito iwhich ia iperson ibelieves ia iparticular isystem iwould ibe ifree ifrom ieffort i(Davis, i2010). 

iUnderstanding iwhy ipeople iaccept ior ireject icomputers ihas iproven ito ibe ione iof ithe imost 
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ichallenging iissues iin iinformation isystems i(Swanson, i2018). iSzajna i(2012) ifound ithat ithe 

iinstrument ihad ipredictive ivalidity ifor iintent ito iuse, iself-reported iusage iand iattitude itoward iuse. 

iThe isum iof ithis iresearch istudy ihas iconfirmed ithe ivalidity iof ithe iDavis i(2010) iinstrument, iand ito 

isupport iits iuse iwith idifferent ipopulations iof iusers iand idifferent isoftware ichoices. iUser iacceptance 

iof itechnology ihas ibeen ian iimportant ifield iof istudy ifor iover itwo idecades inow i(Jalang‘o, i2015) 

Although imany imodels ihave ibeen iproposed ito iexplain iand ipredict ithe iuse iof ia isystem, ithe 

itechnology iacceptance imodel ihas ibeen ithe ionly ione, iwhich ihas icaptured ithe imost iattention iof ithe 

iinformation isystems icommunity. iJalang‘o i(2015) idenotes ithat iit iis iessential ifor ianyone iwilling ito 

istudy iuser iacceptance iof itechnology ito ihave ian iunderstanding iof ithe itechnology iacceptance 

imodel. iThis iliterature ireview iprovides ia ihistorical ioverview iof ithe itechnology iacceptance imodel 

iby isummarizing ithe ievolution iof ithe itechnology iacceptance imodel, iits ikey iapplications, 

iextensions, ilimitations, iand icriticisms ifrom ia iselective ilist iof ipublished iarticles ion ithe imodel. 

iCurrent iobservations iindicate ithat ialthough ithe itechnology iacceptance imodel iis ia ihighly icited 

imodel, iresearchers ishare imixed iopinions iregarding iits itheoretical iassumptions, iand ipractical 

ieffectiveness. iIt iis iconcluded ithat iresearch iin ithe itechnology iacceptance imodel ilacks isufficient 

irigor iand irelevance ithat iwould imake iit ia iwell-established itheory ifor ithe iIS icommunity. 

2.7.3 iDiffusion iof iInnovations iTheory i 

Rogers ideveloped ithis itheory iin i1962 iwith ithe iaim iof iexplaining ihow ia iproduct ior iservice iis 

iadopted iover ia iperiod iof itime iin ithis icase idriver isafety isystems igain imomentum iand ispread iin 

iorganizations ithrough ia ispecific ipopulation. iThis itheory ican ibe iapplied iin ithis istudy iwhere iBanc 
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iassurance iorganizations ihave iadopted ithe iuse iof iservice iinnovation ito iattain icompetitive 

iadvantage. iDiffusion ihas ibeen idefined iby iRogers i(1962) iin iAmin i(2019) ias ia iprocess iwhereby 

ipeople ihave ito ilearn iabout ia icertain iinnovation ior isystem iadoption. iAccording ito iRogers i(1962) iin 

iAmin i(2019) iwhen ia iservice iis iintroduced iits iadoption iis ia iprocess iwhere isome iorganizations 

iadopt iit iearlier ithan iothers. iWhen iit icomes ito iusing iservices isome iorganizations iare iinnovators. 

iSome iTelecommunication iorganizations iin iZimbabwe iare ivery iconservative iand iare ibound iby 

iorganizational iculture. iThey ido inot ijust iadopt inew iservices ibut ithey iwait ifor iother iorganizations ito 

iadopt ithese isystems. 

Diffusion iis ithe iprocess iby iwhich ian iinnovation iis icommunicated ithrough icertain ichannels iover ia 

iperiod iof itime iamong ithe imembers iof ia isocial isystem i(Bailey, i2015). iAn iinnovation iis ian iidea, 

ipractice, ior iobject ithat iis iperceived ito ibe inew iby ian iindividual ior iother iunit iof iadoption. 

iCommunication iis ia iprocess iin iwhich iparticipants icreate iand ishare iinformation iwith ione ianother ito 

ireach ia imutual iunderstanding i(Rogers, i2017). i 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Research Design  

Research design can be described as a blue print that allows a researcher to provide solution to the 

problem under study, where to study and how to generate the data in the research situation; the 

study will adopt the survey method of research, using questionnaires as an instrument of data 

gathering. Surveys are most useful for collecting demographical data, for systematically 

quantifying the occurrence of observable objects and characteristics. The method involves drawing 

up a set of questions on various subjects or on various aspects to which selected members of a 

population are requested to respond. 

3.2 Population of Study  

According to Kitchenham (2002), population represents the group or the individuals to whom 

the survey applies. In other words, populations contain those group or individuals who are in a 

position to answer the questions and to whom results of the survey apply. The population of 

this study is made up of all the staff in Nadia Enterprise. The study covers all groups and cadre 

of staff in the Organization. The population stands at 85 staff in the Organization being 

composed of professionals and non-professionals. 
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3.3 Sampling Technique  

The absence of a sampling technique in the questionnaire administration for this study can be 

attributed to the insufficient staffing levels at Nadia Enterprise. The staff at Nadia Enterprise is 

relatively small or homogeneous in terms of characteristics relevant to the study, using a 

sampling technique may not yield substantial benefits. 

3.4 Sample Size  

The size for the study on which questionnaires were administered was 85 to the Staff in the 

organization. They were all selected from different department to generate data about their 

perceptions and opinions as regards to customer retention and performance of the organization.  

3.5 Research Instrument  

For the purpose of this research work, questionnaire will be an appropriate data gathering 

instrument. The questionnaire will be carefully designed in simple structural language to enable 

the correctness in the response given by the respondent and to easily get the information gathered. 

The questionnaire is a very pre-planned set of questions deigned to yield specific information in 

other to meet a particular need for a research. The questionnaire will be divided into two sections; 

the first section of the questionnaire is on the personal data of the respondents such as the ages. 

Sex, marital status, educational qualification and department. The second section will cover 

question that are relevant to the study, response with close ended or Agree, Strongly Agree, 

Disagree, Strongly Disagree. 
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3.6 Validity and Reliability of the Instrument  

The questionnaires were designed based on the structure of questionnaire used for previous similar 

studies. The questionnaires will be examined by some colleagues to test if the actual respondents 

will understand the instrument been used and also by the supervisor who made available required 

and vital amendments before administration was effected. 

3.7 Data Collection Method  

A self-administered, structured questionnaire was used to gather data from staff. The researcher 

was formally request permission from the Organisation for the study. Then after getting 

permission, distribution, collection of questionnaires and interviewing of the sampled population 

was made by the researcher as per the schedule. The tools used to collect the data from the 

respondents were questionnaires. 

3.8 Method of Data Analyses  

After an attentive analysis of different factors under the research, a vigilant analysis of the research 

topic was conducted using the Likert scale method. The Likert scale are anchored by strongly agree 

and strongly disagree, this was related to the aim of the research. The primary data collected 

through the questionnaire that was designed for his project, were analyzed with descriptive 

statistics. In this vein, we computed frequency distributions, averages, modes, range and 

percentages. These percentages enables us draw inferences on the degree of occurrence of the 
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variables measured within our study sample. Also, the inferential statistics were adopted in testing 

the hypothesis of the data generated for the study. 

. 
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CHAPTER iFOUR 

PRESENTATION iAND iANALYSIS iOF iDATA 

4.1. iIntroduction 

The ifollowing ianalysis iis ibased ion ithe idata iobtained ifrom iresponse ito ithe iquestionnaire 

iadministered. iAll ipositive iresponses i(that iis istrongly iagree, iagree) iare iin isupport iof ithe iquestion 

iasked iand iare ireferred ito ias ifavourable iresponses iand iall inegative iresponses iand iall inegative 

iresponses i(that iis istrongly idisagree, idisagree) iindicated ithat ithey ido inot iagree iwith ithe iquestion 

iand iare igenerally ireferred ito ias iunfavourable iresponses. 

4.2 iData iPresentation iand iAnalysis i 

A itotal iof ieight-five i(85) iquestionnaires iwere idistributed iamong ithe istaffs iin iNadia iwas iproperly 

ifilled iand ireturned. iThe iresponse ifrom ithe irespondents iwere iin ipie ichart ishowing ithe ioptions, ithe 

idecision imade. i 

Section iA i 

Table i4.2.1: iRespondents ipersonal idata 

Items i Options i Frequency i % iof iResponse 

Gender Male i 38 44.7% 

 

 

Female i 47 55.3% 

Total i 85 100% 

Age i 25yrs iBelow i i 36 42.4% 

 26 i– i30yrs 28 33.0% 

31 i- i35yrs 16 18.8% 

36 i– i40yrs 5 5.9% 

41 iand iyrs iabove 0 0% 

Total i 85 100% 
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Marital iStatus Single i 67 78.8% 

 Married 12 14.1% 

Others 6 7.1% 

Total i 85 100% 

Education iStatus SSCE/GCE 5 5.9% 

 OND/NCE 8 9.4% 

HND/B.Sc 43 50.6% 

M.Sc/MBA/Others 3 3.5% 

O’ iLevel 26 30.6% 

Total i 85 100% 

Experience i 3yrs iBelow 58 68.2% 

 

 

 

  

4-6yrs 19 22.4% 

7-10 iyrs 8 9.4% 

11 iyrs iabove 0 0% 

Total i 250 i 100% 

Source: iField iSurvey i2023. 

Table i4.1 ishows ithat i44.7% iof ithe irespondents iare imales iwhile i55.3% iare ifemales, i42.4% iof ithe 

irespondents ifalls iin ithe iage iof i25years ibelow iwhereas i33.0% iare ifrom i26-30y, i18.8% iare ifrom i31-

35yrs, i5.9% iare ifrom i36-40yrs, ithen inone iof ithe irespondent iare i41yrs iand iabove. i78.8% iof ithe 

irespondents iare isingle, i14.1% iare imarried, i7.1% iare iOthers, i12% iare iwidow, i10.4% iare iwidower. 

iAlso, i5.9% iof ithe irespondents ieducation istatus iSSCE/GCE, i9.4% istatus iis iOND/NCE, i50.6% 

iStatus iis iHND/B.Sc, i3.5% istatus iis iM.Sc/MBA/Others, i i30.6% iStatus iis iO’level, iwhile i68% i iof ithe 

irespondents iskill iin ithe idigital itransformation iis i3yrs iBelow, i22.4% iis i3-6yrs, i9.4% iis i7-10yrs iand 

inone iis i11yrs iand iabove. 
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Section iB 

Table i4.2.2: iTo iknow ithe iImpact iof idigital itransformation iadaptation iin iimproving ithe 

iorganization iperformance 

S/N Response i Agree 

% 

U i 

% 

Disagree 

% 

Total 

% i i 

1 Our iorganization ihas iimplemented idigital 

itransformation iinitiatives 

76 

89.4% 

0 

0% 

9 

10.6% 

85 

100% 

2 The idigital itransformation iinitiatives iin iour 

iorganization iare icomprehensive iand iwell-planned. 

72 

84.7% 

3 

3.5% 

10 

11.8% 

85 

100% 

3 Digital itransformation ihas ipositively iimpacted iour 

iorganization's iperformance 

77 

90.6% 

7 

8.2% 

1 

1.2% 

85 

100% 

4 Digital itransformation ihas iimproved iour iorganization's 

iefficiency iand iproductivity 

77 

90.6% 

7 

8.2 

1 

1.2% 

85 

100% 

6 Our iorganization ihas iseen ian iincrease iin irevenue ias ia 

iresult iof idigital itransformation 

48 

56.5% 

26 

30.6% 

11 

12.9% 

85 

100% 

Source: iField isurvey i2023. 

Table i4.2.2 ishow ithat i89.4% iof ithe irespondents iagree ithat itheir iorganization ihas iimplemented 

idigital itransformation iinitiatives, i0% iundecided, i10.6% idisagree. i84.7% iof ithe irespondents iagree 

ithat idigital itransformation iinitiatives iin itheir iorganization iare icomprehensive iand iwell-planned, 

i3.5% iundecided, i11.8% idisagree. i90.6% iof ithe irespondents iagree ithat idigital itransformation ihas 

ipositively iimpacted iour iorganization's iperformance, i3.5% iundecided, i11.8% idisagree. i90.6% iof 

ithe irespondents iagree idigital itransformation ihas iimproved iour iorganization's iefficiency iand 

iproductivity, i8.2% iundecided, ithen i1.2% idisagree. i56.5% iof ithe irespondents iagreed ithat itheir 

iorganization ihas iseen ian iincrease iin irevenue ias ia iresult iof idigital itransformation, i30.6% 

iundecided, i12.9% idisagree. 
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Table i4.2.3: iTo ifind iout ithe iImpact iof itechnological iinnovation iin iimproving ithe iorganization 

iperformance 

S/N Response i Agree 

% 

U i 

% 

Disagree 

% 

Total 

% i i 

1 Our iorganization iactively iinvests iin itechnological 

iinnovation 

65 

76.5% 

1 

1.2% 

19 

22.6% 

85 

100% 

2 Technological iinnovation iis iconsidered ia ipriority iin 

iour iorganization's istrategic iplanning 

69 

81.2% 

16 

18.8% 

0 

0.0% 

85 

100% 

3 Technological iinnovation ihas iled ito ian iimprovement iin 

icustomer isatisfaction iand iloyalty 

81 

95.3% 

1 

1.2% 

3 

3.5% 

85 

100% 

4 There iis ia ilack iof icoordination ibetween itechnological 

iinnovation iefforts iand iour iorganization's istrategic 

idirection 

77 

90.6% 

7 

8.2 

1 

1.2% 

85 

100% 

5. Technological iinnovation ihas iprovided iour 

iorganization iwith ia icompetitive iadvantage iin ithe 

imarket 

48 

56.5% 

26 

30.6% 

11 

12.9% 

85 

100% 

Source: iField isurvey i2023. 

Table i4.2.3 ishow ithat i89.4% iof ithe irespondents iagree ithat itheir iorganization iactively iinvests iin 

itechnological iinnovation, i1.2% iundecided, i22.6% idisagree. i81.2% iof ithe irespondents iagree ithat 

itechnological iinnovation iis iconsidered ia ipriority iin iour iorganization's istrategic iplanning, i18.8% 

iundecided, i0.0% idisagree. i95.3% iof ithe irespondents iagree ithat itechnological iinnovation ihas iled ito 

ian iimprovement iin icustomer isatisfaction iand iloyalty, i1.2% iundecided, i3.5% idisagree. i90.6% iof 

ithe irespondents iagree ithat ithere iis ia ilack iof icoordination ibetween itechnological iinnovation iefforts 

iand iour iorganization's istrategic idirection, i8.2% iundecided, ithen i1.2% idisagree. i56.5% iof ithe 

irespondents iagreed ithat itechnological iinnovation ihas iprovided iour iorganization iwith ia 

icompetitive iadvantage iin ithe imarket, i30.6% iundecided, i12.9% idisagree. 
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Table i4.2.4: iTo iidentifying ithe ifactors iaffecting idigital itransformation iin iimproving 

iorganization iperformance 

S/N Response i Agree 

% 

U i 

% 

Disagree 

% 

Total 

% i i 

1 Inadequate ifinancial iresources iaffect idigital 

itransformation i 

73 

85.9% 

4 

4.7% 

8 

9.4% 

85 

100% 

2 Unavailability iof iskilled iworkforce iaffect idigital 

itransformation 

74 

87.1% 

0 

0% 

11 

12.9% 

85 

100% 

3 Change iof imanagement iand icommunication ican iaffect 

idigital itransformation 

74 

87.1% 

0 

0% 

11 

12.9% 

85 

100% 

4 Poor itechnological iinfrastructure iand iTools ican iaffect 

idigital itransformation. 

83 

97.6% 

2 

2.4 

0 

0% 

85 

100% 

5 Bad ileadership iin iorganization ican iaffect ithe isupports 

iand ipromotes idigital itransformation iinitiatives. 

77 

90.6% 

7 

8.2 

1 

1.2% 

85 

100% 

Source: iField isurvey i2023. 

Table i4.2.4 ishow ithat i85.9% iof ithe irespondents iagree ithat iinadequate ifinancial iresources iaffect 

idigital itransformation, i4.7% iundecided, i9.4% idisagree. i87.1% iof ithe irespondents iagree ithat 

iunavailability iof iskilled iworkforce iaffect idigital itransformation, i0% iundecided, i12.9% idisagree. 

i87.1% iof ithe irespondents iagree ithat ichange iof imanagement iand icommunication ican iaffect idigital 

itransformation, i0% iundecided, i12.9% idisagree. i97.6% iof ithe irespondents iagree ithat ipoor 

itechnological iinfrastructure iand itools ican iaffect idigital itransformation, i2.4% iundecided, ithen i0% 

idisagree. i90.6% iof ithe irespondents iagreed ithat ibad ileadership iin iorganization ican iaffect ithe 

isupports iand ipromotes idigital itransformation iinitiatives, i8.2% iundecided, i1.2% idisagree. 
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Table i4.2.5: iTo isuggest iways iwhich iorganisation ican ileverage idigital itechnology iin 

iimproving itheir ioperations iand iremain icompetitive 

S/N Response i Agree 

% 

U i 

% 

Disagree 

% 

Total 

% i i 

1 Gaining iinsights ifrom idata iusing idigital itechnology iis 

ikey ito imaking iinformed ibusiness idecisions 

63 

74.1% 

19 

22.4% 

3 

3.5% 

85 

100% 

2 Embracing idigital itechnology iis ia ifundamental istrategy 

ifor iorganizations ito igain ia icompetitive iedge iin itheir 

iindustry 

85 

100% 

0 

0% 

0 

0% 

85 

100% 

3 Leveraging idigital itechnology iis iessential ifor 

iorganizations ito istreamline itheir iinternal iprocesses iand 

iworkflows 

76 

89.4% 

0 

0% 

9 

10.6% 

85 

100% 

4 Effective iplanning iand itraining ican isignificantly ihelp 

iorganizations iovercome ichallenges irelated ito idigital 

itechnology iimplementation 

83 

97.6% 

2 

2.4 

0 

0% 

85 

100% 

5 Emerging itrends iin idigital itechnology iwill iplay ia ivital 

irole iin ishaping ihow iorganizations ioperate iand icompete 

iin ithe inear ifuture 

57 

67.0% 

24 

28.2 

4 

4.7% 

85 

100% 

Source: iField isurvey i2023. 

Table i4.2.5 ishow ithat i74.1% iof ithe irespondents iagree ithat igaining iinsights ifrom idata iusing idigital 

itechnology iis ikey ito imaking iinformed ibusiness idecisions, i22.4% iundecided, i3.5% idisagree. i100% 

iof ithe irespondents iagree ithat iembracing idigital itechnology iis ia ifundamental istrategy ifor 

iorganizations ito igain ia icompetitive iedge iin itheir iindustry, i0% iundecided, inone i0% idisagree. 

i89.4% iof ithe irespondents iagree ithat ileveraging idigital itechnology iis iessential ifor iorganizations ito 

istreamline itheir iinternal iprocesses iand iworkflows, i0% iundecided, i10.6% idisagree. i97.6% iof ithe 

irespondents iagree ithat ieffective iplanning iand itraining ican isignificantly ihelp iorganizations 

iovercome ichallenges irelated ito idigital itechnology iimplementation, i2.4% iundecided, ithen i0% 

idisagree. i67.0% iof ithe irespondents iagreed ithat iemerging itrends iin idigital itechnology iwill iplay ia 
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ivital irole iin ishaping ihow iorganizations ioperate iand icompete iin ithe inear ifuture, i28.2% iundecided, 

i4.7% idisagree. 

4.3 iAnalysis iof iResearch iHypotheses 

In iorder ito itest ithe ihypothesis, iregression ianalysis itechniques iwere iused iand ithe ivalidity itest 

iof ithe ihypothesis iis idone ithrough iT-test imethod. 

Hypothesis iI 

H0 The idigital itechnology iadopted ihas isignificant iimpact iin iimproving ithe iorganization 

iperformance. 

H1 The idigital itechnology iadopted ihas ino isignificant iimpact iin iimproving ithe iorganization 

iperformance. 

Table i4.3.1 

Model R R iSquare Adjusted iR iSquare 

Std. iError iof ithe 

iEstimate 

1 .677a .131 .553 1.077 

a. iPredictors: i(Constant), iDigital iTechnology 

b. iDependent iVariable: iOrganization iPerformance i 

 
 

Table i4.3.2 

Model Sum iof iSquares Df Mean iSquare F Sig. 

1 Regression 8.756 2 4.378 3.773 .002a 

Residual 271.497 234 1.160   

Total 280.253 236    

a. iDependent iVariable: iOrganization iPerformance i 

b. iPredictors: i(Constant), iDigital iTechnology i 
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Table i4.3.3 ishows ithe ivalue iof iadjusted iR2
 iwhich iis i0.131 iindicates ithat iall ithe iindependent 

ivariables i(explain i13.1% iof ithe isystematic ivariation iin ithe idependent ivariable). iFrom ithe itable, 

ithe it-test iof idigital itechnology ias iresult iof iborder iclosure iis i(3.584) isignificant iat ip-value i(0.001) 

iless ithan ithe icritical ivalue i(0.05). iThis ishows ithat idigital itechnology iis isignificant ibecause ithe ip-

value iis i0.001 iwhich iis iless ithan i0.05 iand iit ihas ipredictive isignificance ifor ithe iimprovement iof 

iorganization iperformance. i 

Hypothesis iII 

H0 The itechnological iinnovation ihas isignificant iimpact iin iimproving ithe iorganization 

iperformance. 

H1 The itechnological iinnovation ihas ino isignificant iimpact iin iimproving ithe iorganization 

iperformance. 

  

Table i4.3.3 

Model 

Unstandardized 

iCoefficients 

Standardized 

iCoefficients 

T Sig. B Std. iError Beta 

1 (Constant) 2.128 .206  10.315 .000 

Digital iTechnology .194 .059 .102 3.584 .001 

      

a. iDependent iVariable: i i i iOrganization iPerformance i 
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Table i4.3.4 

Model R R iSquare Adjusted iR iSquare 

Std. iError iof ithe 

iEstimate 

1 .561a .314 .308 1.059 

a. Predictors: i(Constant), iTechnological iInnovation 

b. Dependent iVariable: iOrganization iPerformance 

 

Table i4.3.5 

Model Sum iof iSquares Df Mean iSquare F Sig. 

1 Regression 120.838 2 60.419 53.840 .000a 

Residual 263.717 235 1.122   

Total 384.555 237    

a. iDependent iVariable: iOrganization iPerformance 

b. iPredictors: i(Constant), iTechnological iInnovation 
 i 

Table i4.3.6 i 

Model 

Unstandardized 

iCoefficients 

Standardized 

iCoefficients 

T Sig. B Std. iError Beta 

1 (Constant) 2.727 .202  13.527 .000 

Technological 

iInnovation 
.443 .058 .422 7.675 .000 

      
 

a. Dependent iVariable: i iOrganization iPerformance 

Table i4.26 ishows ithe ivalue iof iadjusted iR2
 iwhich iis i0.314 iindicates ithat iall ithe iindependent 

ivariables i(explain i31.4% iof ithe isystematic ivariation iin ithe idependent ivariable). iFrom ithe itable, 

ithe it-test iof itechnological iinnovation iis i(7.675) isignificant iat ip-value i(0.000) iless ithan ithe 

icritical ivalue i(0.05). iThis ishows ithat itechnological iinnovation iis isignificant ibecause ithe ip-value 

iis i0.000 iwhich iis iless ithan i0.05 iand iit ihas ipredictive isignificance ifor ithe iimproving iof 

iorganization iperformance. i 
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4.4 iDiscussion iof iFindings 

The ifindings ipresented iin iTables i4.2.2 ito i4.2.5 ioffer ivaluable iinsights iinto ithe iperceptions iand 

iopinions iof irespondents iregarding ithe iimpact iof idigital itransformation iand itechnological 

iinnovation iwithin itheir iorganizations. iThis idiscussion iaims ito iprovide ia icomprehensive ianalysis iof 

ithese ifindings. 

Table i4.2.2 ireveals ithat ia isignificant iportion i(89.4%) iof irespondents iagree ithat itheir iorganizations 

ihave iactively iimplemented idigital itransformation iinitiatives. iThis ihigh ilevel iof iagreement 

iindicates ia iwidespread irecognition iof ithe iimportance iof idigital itransformation iin itoday's ibusiness 

ilandscape. iIt isuggests ithat ithe imajority iof iorganizations ihave itaken isteps ito iintegrate idigital 

itechnologies iinto itheir ioperations. iFurthermore, i84.7% iof irespondents ibelieve ithat ithe idigital 

itransformation iinitiatives iin itheir iorganizations iare icomprehensive iand iwell-planned. iThis 

iindicates ithat iorganizations iare inot imerely iembracing itechnology ifor ithe isake iof iit ibut iare itaking ia 

istrategic iand iholistic iapproach ito idigital itransformation. iThis ialignment iwith icomprehensive 

iplanning iis iessential ifor iachieving isuccessful iand isustainable idigital itransformation ioutcomes. 

iAnother inoteworthy ifinding iis ithat i90.6% iof irespondents iagree ithat idigital itransformation ihas 

ipositively iimpacted itheir iorganization's iperformance. iThis ipositive isentiment iunderscores ithe 

ibelief ithat idigital itechnologies iare inot ijust ia ibuzzword ibut iare igenuinely icontributing ito iimproved 

iefficiency iand ieffectiveness iin iorganizations. iHowever, iit's icrucial ito inote ithat iwhile i56.5% iof 

irespondents iagree ithat itheir iorganizations ihave iseen ian iincrease iin irevenue idue ito idigital 

itransformation, i30.6% iare iundecided. 



 43 

Table i4.2.3 idelves iinto ithe iaspect iof itechnological iinnovation. iThe idata iindicates ithat i89.4% iof 

irespondents iagree ithat itheir iorganizations iactively iinvest iin itechnological iinnovation. iThis iis ia 

ipositive isign, ias iinnovation iis ioften ia ikey idriver iof icompetitiveness iand isustainability iin itoday's 

irapidly ievolving ibusiness ienvironment. iMoreover, ithe ifact ithat i81.2% iof irespondents iconsider 

itechnological iinnovation ia ipriority iin itheir iorganization's istrategic iplanning ireflects ia istrategic 

icommitment ito iinnovation. iThis ialignment ibetween iinnovation iand istrategy iis icritical ifor iensuring 

ithat iinnovative iefforts iare ialigned iwith ioverall iorganizational igoals. iThe ifinding ithat i95.3% iof 

irespondents ibelieve ithat itechnological iinnovation ihas iimproved icustomer isatisfaction iand iloyalty 

ihighlights ithe icustomer-centric ibenefits iof iinnovation. iOrganizations iare irecognizing ithat 

iinnovation ican idirectly iimpact icustomer iexperiences, ileading ito iincreased isatisfaction iand iloyalty. 

iHowever, ithe idata ialso ireveals ithat i90.6% iof irespondents iperceive ia ilack iof icoordination ibetween 

itechnological iinnovation iefforts iand itheir iorganization's istrategic idirection. iThis ihighlights ian iarea 

iof iconcern ithat iorganizations ineed ito iaddress. iTo imaximize ithe ibenefits iof iinnovation, iit's iessential 

ito ialign iinnovation iinitiatives iwith ithe ioverarching istrategic ivision. iwhile i56.5% iof irespondents 

ibelieve ithat itechnological iinnovation ihas iprovided itheir iorganizations iwith ia icompetitive 

iadvantage, i30.6% iare iundecided. iThis iunderscores ithe ineed ifor iorganizations ito imeasure iand 

icommunicate ithe icompetitive iadvantages igained ithrough iinnovation ito itheir iemployees iand 

istakeholders imore ieffectively. 

Table i4.2.4 iexplores ithe ichallenges iassociated iwith idigital itransformation. iNotably, imany 

irespondents i(85.9%) iacknowledge ithat iinadequate ifinancial iresources iaffect idigital 
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itransformation. iThis ifinding ihighlights ithe ifinancial iconstraints ithat iorganizations ioften iface iin 

itheir idigital ijourneys. iIt iemphasizes ithe iimportance iof isecuring iadequate ifunding ito isupport idigital 

iinitiatives. iSimilarly, i87.1% iof irespondents iidentify ithe iunavailability iof ia iskilled iworkforce ias ia 

ipotential ibarrier ito idigital itransformation. iThis ishortage iof italent iis ia icommon ichallenge ifaced iby 

iorganizations iin ithe idigital iage. iIt iunderscores ithe ineed ifor iinvestment iin italent idevelopment iand 

iacquisition ito ibridge ithe iskills igap. iThe idata ialso ireveals ithat i90.6% iof irespondents ibelieve ithat 

ibad ileadership ican iaffect ithe isupport iand ipromotion iof idigital itransformation iinitiatives. iThis 

ifinding iunderscores ithe icritical irole ithat ileadership iplays iin idriving idigital itransformation iefforts. 

iEffective ileadership iis iessential ifor icreating ia iculture ithat iembraces ichange iand iinnovation. iOn ia 

ipositive inote, i97.6% iof irespondents irecognize ithat ipoor itechnological iinfrastructure iand itools ican 

iaffect idigital itransformation. iAcknowledging ithis ichallenge iis ithe ifirst istep itoward iaddressing iit. 

iOrganizations imust iinvest iin iupgrading itheir iinfrastructure iand iproviding ithe inecessary itools iand 

itechnologies ito ifacilitate idigital itransformation ieffectively. 

Table i4.2.5 ifocuses ion ithe isignificance iof idigital itechnology iand idata-driven idecision-making. iA 

isubstantial ipercentage i(74.1%) iof irespondents iagree ithat igaining iinsights ifrom idata iusing idigital 

itechnology iis icrucial ifor iinformed ibusiness idecisions. iThis ireflects ithe igrowing iimportance iof 

idata-driven idecision-making iin itoday's ibusiness ilandscape. iMoreover, ithe iunanimous iagreement 

i(100%) ithat iembracing idigital itechnology iis ia ifundamental istrategy ifor igaining ia icompetitive iedge 

iunderscores ithe iconsensus iamong irespondents iabout ithe istrategic ivalue iof idigital itechnologies. 

iHowever, i89.4% iof irespondents iagree ithat ileveraging idigital itechnology iis iessential ifor 
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istreamlining iinternal iprocesses iand iworkflows. iThis isuggests ithat ithere iis istill ia inotable iminority 

i(10.6%) ithat imay inot ifully irecognize ithe ipotential iof idigital itechnology ifor iinternal iefficiency. 

iOrganizations ishould iwork ion icommunicating ithe ibenefits iof idigital itools ifor istreamlining 

ioperations. iIn iaddition, i67.0% iof irespondents ibelieve ithat iemerging itrends iin idigital itechnology 

iwill iplay ia ivital irole iin ishaping ihow iorganizations ioperate iand icompete iin ithe inear ifuture. iThis 

iforward-looking iperspective ihighlights ian iawareness iof ithe ineed ito iadapt ito ievolving 

itechnological ilandscapes. 

In iconclusion, ithe ifindings ifrom iTables i4.2.2 ito i4.2.5 iprovide ivaluable iinsights iinto ithe istate iof 

idigital itransformation iand itechnological iinnovation iin ithe isurveyed iorganizations. iWhile ithere iis 

istrong isupport ifor ithese iinitiatives, ithere iare ialso inotable ichallenges irelated ito iresource 

iconstraints, italent ishortages, ileadership, iand ialignment iwith istrategic igoals. iAddressing ithese 

ichallenges iwhile icapitalizing ion ithe irecognized ibenefits iof idigital itransformation iand iinnovation 

iwill ibe icritical ifor iorganizations ito ithrive iin ian iincreasingly idigital iworld. 

 

  



 46 

CHAPTER iFIVE 

SUMMARY, iCONCLUSION iAND iRECOMMENDATIONS 

5.1 iSummary 

This istudy isets iout ito iempirically iinvestigate ithe ieffect iof idigital itransformation ion iorganizational 

iperformance iin iNigeria. iThe istudy iwas idescriptive iin inature iand iwas iconducted iwithin ia idynamic 

iframework. iThis ipaper iaims ito iexamine ithe ilikely ieconomic iimplications iof idigital itransformation 

ito iorganizational iperformance ias iwell ias ipostulate ipolicy imeasures ito isolve ithe iattendance 

ichallenges. iBased ion ithe iempirical ianalysis, ithe ifollowing ifindings iwere imade 

1. Digital itransformation iadaptation iimproved ithe iorganization iperformance 

2. Technological iinnovation iimproved ithe iorganization iperformance 

3. Also, ithere iare ifactors iaffecting idigital itransformation iin iimproving iorganization 

iperformance? 

4. Organizations ican ibe ileverage ithrough idigital itechnology ito iimprove itheir ioperations iand 

iremain icompetitive. 

5.2 iConclusion 

The ifindings ipresented iprovide ivaluable iinsights iinto ithe iimpact iof idigital itransformation ion 

iorganisational iperformance iin iNigeria. iThese ifindings ioffer ia inuanced iview iof irespondents' 

iperceptions, iopinions, iand ichallenges irelated ito ithese icritical iareas. 
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Overall, ithe idata isuggests ia iwidespread irecognition iof ithe isignificance iof idigital itransformation 

iand itechnological iinnovation. iThe imajority iof irespondents iacknowledge ithe iimportance iof ithese 

iinitiatives iand ithe ipositive iimpact ithey ican ihave ion iorganizational iperformance, iefficiency, iand 

icompetitiveness. 

However, iseveral ikey ichallenges iand iareas iof iconcern ihave ialso ibeen iidentified: 

1. Resource iConstraints: iInsufficient ifinancial iresources iand ia ishortage iof iskilled iworkforce iare 

irecognized ias ibarriers ito idigital itransformation. iOrganizations imust iprioritize ifunding iand 

iinvest iin italent idevelopment ito iovercome ithese ichallenges. 

2. Alignment iwith iStrategy: iThere iis ia iperceived ilack iof icoordination ibetween iinnovation 

iefforts iand ithe iorganization's istrategic idirection. iIt iis icrucial ifor iorganizations ito iensure ithat 

idigital iinitiatives iare iclosely ialigned iwith istrategic igoals ito imaximize itheir iimpact. 

3. Leadership iand iCulture: iEffective ileadership iis iessential ifor ifostering ia iculture iof iinnovation 

iand ichange. iLeadership isupport iand ia iculture ithat iembraces iinnovation iare icritical idrivers iof 

isuccessful idigital itransformation. 

4. Communication iand iEducation: iWhile ithere iis iagreement ion ithe iimportance iof idigital 

itechnology ifor iinternal iprocesses, iorganizations ishould iimprove icommunication ito ihelp 

iemployees iunderstand ithe ibenefits iand iencourage iadoption. 

5. Measurement iand iReporting: iOrganizations ishould iestablish iclear iKPIs ito imeasure ithe 

iimpact iof idigital itransformation ion irevenue igrowth, icustomer isatisfaction, iand iother icritical 

imetrics. iRegular ireporting ito istakeholders iwill ihelp idemonstrate ithe ivalue iof idigital iinitiatives. 
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6. Continuous iAdaptation: iGiven ithe irapidly ievolving itechnology ilandscape, iorganizations 

imust iremain iagile iand iadaptable. iMonitoring iemerging itrends iand iproactively iintegrating 

irelevant itechnologies iwill ibe icrucial ifor istaying icompetitive. 

7. Customer-Centric iFocus: iOrganizations ishould icontinue ito iprioritize icustomer isatisfaction 

iand iloyalty ithrough itechnological iinnovation, ileveraging icustomer ifeedback ito idrive 

iimprovements. 

In iconclusion, iwhile iorganizations iare imaking isignificant istrides iin iembracing idigital 

itransformation iand itechnological iinnovation, iaddressing ithese ichallenges iwill ibe iessential ifor 

irealizing ithe ifull ipotential iof ithese iinitiatives. iBy ialigning istrategy, iinvesting iin iresources iand 

italent, iand ifostering ia iculture iof iinnovation, iorganizations ican iposition ithemselves ifor ilong-term 

isuccess iin ithe idigital iera. 

5.3 iRecommendations 

Based ion ithe ifindings ipresented iand ithe idiscussion, iseveral irecommendations ican ibe imade ito ihelp 

iorganizations ioptimize itheir idigital itransformation iand itechnological iinnovation iefforts: 

1. Strategic iAlignment: iEnsure ithat idigital itransformation iand itechnological iinnovation 

iefforts iare iclosely ialigned iwith ithe iorganization's istrategic igoals iand iobjectives. iThis ican 

ibe iachieved ithrough iclear icommunication iof ithe istrategic ivision iand iregular iassessment iof 

ialignment. 
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2. Investment iPrioritization: iAllocate isufficient ifinancial iresources ito isupport idigital 

itransformation iinitiatives. iOrganizations ishould iprioritize iinvestments ithat ihave ia idirect 

iimpact ion istrategic iobjectives iand irevenue igeneration. 

3. Talent iDevelopment: iAddress ithe iskills igap iby iinvesting iin italent idevelopment iand 

iacquisition. iImplement itraining iprograms ito iupskill iexisting iemployees iand iattract inew 

italent iwith ithe inecessary idigital icompetencies. 

4. Leadership iand iCulture: iFoster ia iculture iof iinnovation iand ichange iby ipromoting 

ieffective ileadership iat iall ilevels iof ithe iorganization. iLeadership ishould iactively isupport 

iand ichampion idigital itransformation iinitiatives iand icreate ian ienvironment ithat iencourages 

iexperimentation iand ilearning. 

5. Technological iInfrastructure: iInvest iin iupgrading itechnological iinfrastructure iand 

iproviding ithe inecessary itools iand itechnologies ito ifacilitate idigital itransformation 

ieffectively. iModernized iinfrastructure iis iessential ifor iensuring ithe iscalability iand 

isustainability iof idigital iinitiatives. 

6. Communication iand iEducation: iCommunicate ithe ibenefits iof idigital itechnology ifor 

iinternal iprocesses iand iworkflows imore ieffectively. iEducate iemployees iabout ithe 

iadvantages iof idigital itools ifor ienhancing iefficiency iand iproductivity iwithin ithe 

iorganization. 

7. Measurement iand iReporting: iDevelop ikey iperformance iindicators i(KPIs) ito imeasure ithe 

iimpact iof idigital itransformation ion irevenue igrowth iand icustomer isatisfaction. iRegularly 

ireport ion ithese imetrics ito istakeholders ito idemonstrate ithe ivalue iof idigital iinitiatives. 
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8. Cross-Functional iCoordination: iAddress ithe iperceived ilack iof icoordination ibetween 

itechnological iinnovation iefforts iand ithe iorganization's istrategic idirection. iEstablish icross-

functional iteams ior icommittees ito iensure ithat iinnovation iinitiatives ialign iwith istrategic 

igoals iand iare iadequately iprioritized. 

9. Innovation iStrategy: iFormalize ian iinnovation istrategy ithat ioutlines ithe iorganization's 

iapproach ito iinnovation, iincluding ithe iidentification iof iinnovation ichampions iand ithe 

iintegration iof iinnovative ithinking iinto iall iaspects iof ithe ibusiness. 

10. Trend iMonitoring: i- iStay ivigilant iabout iemerging itrends iin idigital itechnology. 

iContinuously imonitor iand iassess ihow ithese itrends icould iimpact ithe iorganization's 

ioperations iand icompetitiveness. iBe iprepared ito iadapt iand iintegrate irelevant itechnologies 

ias ineeded. 

11. Customer-Centric iFocus: i- iContinue ito iprioritize icustomer isatisfaction iand iloyalty 

ithrough itechnological iinnovation. iGather iand ianalyze icustomer ifeedback ito iidentify iareas 

iwhere itechnology ican ienhance ithe icustomer iexperience. 

12. Continuous iLearning: i- iEncourage ia iculture iof icontinuous ilearning iand iadaptation. 

iTechnology iand ibusiness ienvironments iare iconstantly ievolving, iand iorganizations imust 

iremain iagile iand iopen ito ichange. 

13. Risk iManagement: i- iDevelop ia irisk imanagement istrategy ithat iaddresses ipotential 

ichallenges iassociated iwith idigital itransformation, isuch ias idata isecurity, iprivacy, iand 

iregulatory icompliance. iProactive irisk imanagement iis iessential ifor isafeguarding ithe 

iorganization's ireputation iand ioperations. 
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14. Collaboration iand iPartnerships: i- iExplore iopportunities ifor icollaboration iand 

ipartnerships iwith iexternal iorganizations, iincluding itechnology iproviders iand iindustry 

ipeers, ito ileverage iexpertise iand iresources ifor idigital itransformation iinitiatives. 

By iimplementing ithese irecommendations, iorganizations ican ibetter inavigate ithe ichallenges iof 

idigital itransformation, icapitalize ion ithe ibenefits iof itechnological iinnovation, iand iposition 

ithemselves ifor ilong-term isuccess iin ian iincreasingly idigital iand icompetitive ibusiness ilandscape. 

5.4 iSuggestions ifor iFurther iResearch 

Here iare isome ireasonable isuggestions ifor ifurther iresearch iin ithe ifield iof idigital itransformation iand 

itechnological iinnovation, iwhich iare ito: 

1. Conduct ia ilongitudinal istudy ito iassess ithe ilong-term iimpact iof idigital itransformation 

iinitiatives ion iorganizational iperformance, irevenue igrowth, iand icompetitive iadvantage. 

iTracking ithese ieffects iover iseveral iyears ican iprovide ia ideeper iunderstanding iof ithe 

isustainability iand ievolving inature iof idigital itransformation ibenefits. 

2. Compare ithe iadoption iand iimpact iof idigital itransformation iacross idifferent iindustries. 

iInvestigate ithe iunique ichallenges iand iopportunities ifaced iby ivarious isectors, isuch ias 

ihealthcare, ifinance, imanufacturing, iand iretail, ito iidentify iindustry-specific ibest ipractices. 

3. Explore ithe irole iof ileadership iin idriving isuccessful idigital itransformation. iInvestigate ithe 

ispecific ileadership iqualities iand ibehaviors ithat icontribute ito ieffective ichange imanagement 

iand iinnovation ipromotion iwithin iorganizations. 



 52 

4. Examine istrategies ifor ioptimizing iresource iallocation iin idigital itransformation iinitiatives. 

iResearch icould ifocus ion iinnovative iapproaches ito isecure ifunding, iallocate iresources 

iefficiently, iand imaximize ireturns ion iinvestment. 

5. Investigate ithe ieffectiveness iof ivarious itraining iand idevelopment iprograms iaimed iat 

ibridging ithe idigital iskills igap. iEvaluate ithe iimpact iof idifferent ieducational iinterventions ion 

iemployees' iability ito icontribute ito idigital iinitiatives. 

6. Conduct iin-depth istudies ion ithe irole iof iorganizational iculture iin isupporting ior ihindering 

idigital itransformation. iExplore ihow icultural ifactors, isuch ias irisk itolerance, iadaptability, 

iand icollaboration, iimpact ithe isuccess iof idigital iinitiatives. 

7. Explore ithe irelationship ibetween itechnological iinnovation, icustomer iexperience, iand 

icustomer iloyalty iin igreater idetail. iInvestigate ithe ispecific idigital itools iand istrategies ithat 

imost ipositively iinfluence icustomer isatisfaction. 

8. Analyze iemerging idigital itechnology itrends iand itheir ipotential iimpact ion idifferent 

iindustries. iEvaluate ithe ireadiness iof iorganizations ito iadopt iand iadapt ito ithese itrends iand 

ithe ipotential ibenefits iand ichallenges ithey ipresent. 

9. Investigate irisk imanagement ipractices irelated ito idigital itransformation, iparticularly iin 

iareas ilike idata isecurity, iprivacy, iand iregulatory icompliance. iDevelop iframeworks ifor 

ieffective irisk imitigation iin idigital iinitiatives. 
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APPENDIX iI 

 

DEPARTMENT iOF iBUSINESS iADMINISTRATION 

FACULTY iOF iMANAGEMENT iSCIENCES 

UNIVERSITY iOF iBENIN 

BENIN iCITY i 

 

Dear iRespondent, 

 

APPEAL iFOR iTHE iCOMPLETION iOF iQUESTIONNAIRE 

 I iam ian iundergraduate istudent iin ithe iabove inamed iDepartment. iAs ipart iof ithe 

irequirement ifor ithe iprogramme, iI iam iconducting ia iresearch ion i“The iImpact iof iDigital 

iTransformation iOn iOrganisational iPerformance iIn iNigeria”. i iIn ithis iregard, iyou ihave ibeen 

irandomly iselected ias ia imember iof ithe isample. 

I ialso iwish ito iassure iyou ithat iyour iresponses iwill ibe itreated iin istrict iconfidence iand iused ifor ithe 

istated iacademic ipurpose ionly. i 

Thank iyou. 
 i   
 

 

 

Yours iFaithfully, 

 

 

Eugene 

Researcher i 

SECTION iA: iPERSONAL iDATA 

Tick i√ iin ithe iappropriate ibox iand igive ianswers iwhere inecessary. 

1. iGender: iMale i[ i i i i] iFemale i[ i i i i i] i i 

2. iAge: iUnder i25yrs i[ i i i] i26 i– i30yrs i[ i i i] i31-35years i[ i i i] i36-40years i[ i i i] i41years iand iabove i[ i i i] i 

3. iMarital iStatus: i iSingle i[ i i] iMarried i[ i i] iOther i[ i i i] 

4. iEducational iLevel: iSSCE/GCE i[ i i] iOND/NCE i[ i i] iHND/BSC i[ i i] iMSc/ iMBA/Others i[ i i i] 

5. iExperience: iUnder i3yrs iBelow i[ i i] i4-6yrs i[ i i] i i7-10 iyrs i[ i i i] i11 iyrs iabove i[ i i] 
 i  
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SECTION iB: iGENERAL 

Please itick iin ithe iappropriate ibox iafter ieach iquestion ias ian iindication iof iyour ichoice iusing 

iLikert iscale: iStrongly iAgree=SA; iA= iAgree; iUndecided=U; iDisagree= iD; iStrongly iDisagree= 

iSD. 

 

S/N PARTICULARS      

 To iknow ithe iImpact iof idigital itransformation iadaptation iin 

iimproving ithe iorganization iperformance 

SD D U A SA 

6 Our iorganization ihas iimplemented idigital itransformation 

iinitiatives 

     

7 The idigital itransformation iinitiatives iin iour iorganization iare 

icomprehensive iand iwell-planned. 

     

8 Digital itransformation ihas ipositively iimpacted iour iorganization's 

iperformance 

     

9 Digital itransformation ihas iimproved iour iorganization's 

iefficiency iand iproductivity 

     

10 Our iorganization ihas iseen ian iincrease iin irevenue ias ia iresult iof 

idigital itransformation 

     

 To ifind iout ithe iImpact iof itechnological iinnovation iin 

iimproving ithe iorganization iperformance 

SD D U A SA 

11 Our iorganization iactively iinvests iin itechnological iinnovation      

12 Technological iinnovation iis iconsidered ia ipriority iin iour 

iorganization's istrategic iplanning 

     

13 Technological iinnovation ihas iled ito ian iimprovement iin icustomer 

isatisfaction iand iloyalty 

     

14 There iis ia ilack iof icoordination ibetween itechnological iinnovation 

iefforts iand iour iorganization's istrategic idirection 

     

15 Technological iinnovation ihas iprovided iour iorganization iwith ia 

icompetitive iadvantage iin ithe imarket 

     

 To iidentifying ithe ifactors iaffecting idigital itransformation iin 

iimproving iorganization iperformance 

SD D U A SA 

16 Inadequate ifinancial iresources iaffect idigital itransformation i      

17 Un iavailability iof iskilled iworkforce iaffect idigital itransformation      

18 Change iof imanagement iand icommunication ican iaffect idigital 

itransformation 

     

19 Poor iTechnological iInfrastructure iand iTools ican iaffect idigital 

itransformation. 

     

20 Bad ileadership iin iorganization ican iaffect ithe isupports iand 

ipromotes idigital itransformation iinitiatives. 

     

 To isuggest iways iwhich iorganization ican ileverage idigital SD D U A SA 
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itechnology iin iimproving itheir ioperations iand iremain 

icompetitive 

21 Gaining iinsights ifrom idata iusing idigital itechnology iis ikey ito 

imaking iinformed ibusiness idecisions 

     

22 Embracing idigital itechnology iis ia ifundamental istrategy ifor 

iorganizations ito igain ia icompetitive iedge iin itheir iindustry 

     

23 Leveraging idigital itechnology iis iessential ifor iorganizations ito 

istreamline itheir iinternal iprocesses iand iworkflows 

     

24 Effective iplanning iand itraining ican isignificantly ihelp 

iorganizations iovercome ichallenges irelated ito idigital itechnology 

iimplementation 

     

25 Emerging itrends iin idigital itechnology iwill iplay ia ivital irole iin 

ishaping ihow iorganizations ioperate iand icompete iin ithe inear 

ifuture 
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APPENDIX iII 

Table i4.3.1 

Model R R iSquare Adjusted iR iSquare 

Std. iError iof ithe 

iEstimate 

1 .677a .131 .553 1.077 

 

 
 

Table i4.3.2 

Model Sum iof iSquares Df Mean iSquare F Sig. 

1 Regression 8.756 2 4.378 3.773 .002a 

Residual 271.497 234 1.160   

Total 280.253 236    

a. iDependent iVariable: iOrganization iPerformance i 

b. iPredictors: i(Constant), iDigital iTechnology i 
 

 

Table i4.3.4 

Model R R iSquare Adjusted iR iSquare 

Std. iError iof ithe 

iEstimate 

1 .561a .314 .308 1.059 

 

 

 

 

 

 

Table i4.3.3 

Model 

Unstandardized 

iCoefficients 

Standardized 

iCoefficients 

T Sig. B Std. iError Beta 

1 (Constant) 2.128 .206  10.315 .000 

Digital iTechnology .194 .059 .102 3.584 .001 

      



 63 

 

Table i4.3.5 

Model Sum iof iSquares Df Mean iSquare F Sig. 

1 Regression 120.838 2 60.419 53.840 .000a 

Residual 263.717 235 1.122   

Total 384.555 237    

 i 

Table i4.3.6 i 

Model 

Unstandardized 

iCoefficients 

Standardized 

iCoefficients 

T Sig. B Std. iError Beta 

1 (Constant) 2.727 .202  13.527 .000 

Technological 

iInnovation 
.443 .058 .422 7.675 .000 

      
 

 

 


