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PREDICTORS OF E-MARKETING
ADOPTION BY ZIMBABWEAN
CHURCHES

ABSTRACT

Electronic marketing has transformed marketing practices.
However, the acceptance of e-marketing applications and
principles in churches has been moderate. This study
examined the predictors of e-marketing adoption among
Zimbabwean churches. The study was quantitative in nature,
and a positivist orientation was adopted. Two hundred and
fifty self-administered questionnaires were distributed to
clergymen from various churches in Zimbabwe. Structural
equation modelling using Smart PLS soffware was
employed during the data analysis phase. Both descriptive
and inferential statistics were manipulated in this study.
The results indicate that marketing orientation, marketing
innovation, church youth marketing, competitive intensity,
and dynamic marketing capabilities have a significant
influence on e-marketing orientation among Zimbabwean
churches. Lastly, e-marketing orientation spurs an increase
in religiosity and spirituality of church members.

Keywords: e-marketing; advertising; marketing
communication; churches; faith-based organisations

INTRODUCTION

E-marketing is an emerging concept to many organisations,
more so for charitable organisations such as churches
operating in Africa, where internet accessibility is falling
behind the Western world (Brodie et al. 2007; Brady et al.
2002). Although the use of e-marketing practices by religious
organisations has been accelerating since 2000 (Barna
Group 2009), many churches remain hesitant in adopting
e-marketing (Angheluta et al. 2009). A large corpus of
academic literature on the adoption and the resultant impact
of e-marketing in commercial businesses, both product
and service-oriented, exists (Brady et al. 2002; Trainor et
al. 2011; Tiago & Tiago 2012; Ivanov 2012). However, little
research exists on religious e-marketing in an African context
in general (Togarasei 2012). This study therefore sought to
examine the predictors of e-marketing adoption amongst
Zimbabwean churches.
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LITERATURE REVIEW

While the purpose of a commercial organisation is to maximise wealth creation for
shareholders, non-profit organisations focus on influencing and encouraging target
audiences to give or donate for their cause or their philanthropic work (Sandilands
2014; Surbhi 2016). More than 50 years ago, Kotler and Levy (1969) emancipated
the marketing concept from its restriction to the domain of physical goods, contending
that marketing principles should not be restricted to offerings such as soap. It could
be utilised to promote an assortment of causes, extending from political professions to
philanthropies (Wright 2010). This led to the birth of health marketing, social marketing
and church marketing, among others (Kotler 2005).

Churches normally depend on member contributions for their survival and do not
get any funding from government or the private sector; they can be considered non-
profit organisations (Mulyanegara 2009; Kotler & Keller, 2016), as well as service
organisations (Russell-Bennett et al. 2013; Lovelock & Wirtz 2016). Churches are
therefore an interesting research context for investigating the determinants of
electronic marketing orientation in a non-commercial and services industry.

The governmental, economic and social difficulties, destitution and social ills bedevilling
Zimbabwe have been conducive for the bourgeoning of the Zimbabwean religious
market (Biri 2013; Dodo et al. 2014). As suggested by Krause (2003), Stroope et al.
(2013) and King et al. (2016), religion spurs individuals to seek meaning in life. In
Zimbabwe, the multiplicity of churches has been growing in recent years, thereby
creating a highly competitive church market. Theological reasons and quests for
personal kingdoms are among the reasons that have been provided to explain the
surge in the growth of churches. Christianity in Zimbabwe has become a “spiritual
supermarket’, with adherents now fast-tracking church shopping and switching
(Moyo 2016), with e-marketing playing a pivotal role. It is, therefore, imperative to
investigate the predictors of e-marketing orientation amongst the churches and the
resultant impact.

As the competitive intensity grew in the religious market, religions and churches were
turned into “brands” (Einstein 2008); this triggered the marketisation of religion and
churches (Usunier & Stolz 2014). Like any commercial business operation, religious
and church leaders face overwhelming challenges in their quest to attract and retain
religious consumers (Appah & George 2018). Each religious brand is fighting for
visibility, and the recognition and acquisition of its religious services (Nardella 2014).
Einstein (2008) writes that the explosion of religious options, media fragmentation and
immersion, and the omnipresence of marketing techniques has made it vital for religion
to market its programmes and services as brands. Consequently, the application of
marketing tools and practices has taken centre stage in church markets (Usunier &
Stolz 2014).

Marketing tactics from commercial businesses are the building blocks from which
an agenda for church marketing is found, subject to the non-desacralisation, de-
Christianising and secularisation of religion, and the damage or pollution of the core
concepts of spirituality and religiosity (Abreu 2006; Butler 2014). The lackadaisical
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attitude of some churches towards e-marketing practices is no longer sustainable
(Arthur & Rensleigh 2015). Spiritual consumers are using electronic marketing
platforms for information searching and sharing, to search for spiritual guidance, for
entertainment, as a source of moral support, and for social interaction and relaxation
(Fogenay 2013; Arthur & Rensleigh 2015).

As a result of an increasingly digitalised world, information sharing is largely restricted
to an online environment; hence, the adoption of new practices by churches to fit this
trend has become a necessity (Wielstra 2012; Han 2016). A such, the Vatican views
the internet as a “gift from God” designed for evangelism; thus, the church must give
the internet a “soul” (Garland 2014) and use it to spread the message of the gospel
(Foley 2002).

Not much has been written about church e-marketing orientation in Zimbabwe.
Consequently, church leaders and marketing practitioners are ill equipped and
possess little, if any, knowledge to help them execute effective e-marketing strategies.
Strategic church decisions are made based on individual intuition, or trial and error.

This study addresses this gap in literature and contributes to the understanding of the
predictors of e-marketing usage and adoption, and how religions organisations can
leverage e-marketing investments to achieve better results. The conceptual model
and hypothesis in Figure 1 were developed.
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FIGURE 1: CONCEPTUAL MODEL
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The hypotheses are:

H1: There is a positive relationship between marketing orientation and e-marketing
orientation.

H2: There is a positive relationship between marketing innovation orientation and
e-marketing orientation.

H3: There is a positive relationship between a church’s emphasis on attracting the
youth to the church and e-marketing orientation.

H4: There is a positive relationship between competitive intensity and e-marketing
orientation.

H5: There is a positive relationship between dynamic marketing capabilities and
e-marketing orientation.

H6 There is a positive relationship between e-marketing orientation and religiosity.

H7: There is a positive relationship between e-marketing orientation and spirituality.

RESEARCH METHODOLOGY

A descriptive research design was adopted for this study, observing and describing
the characteristics of a phenomenon, which can include situations, objects, people,
groups, organisations or environments (Malhotra 2018; Zikmund et al. 2012). The
premise of the study was to reveal “what” influences religious e-marketing orientation
in religious organisations, and the “what” question can be fully and successfully
addressed by descriptive research (Wisker 2008). Surveys were conducted in order
to collect primary data and self-administered questionnaires were administered in
Zimbabwe, targeting Christian churches.

Research population and sample

The target population was made up of clergymen (pastors, priests, bishops,
evangelists and church ministers) from Christian churches in Zimbabwe. The research
was conducted countrywide, focusing on all eight provinces: Bulawayo, Harare,
Manicaland Province, Mashonaland Central Province, Mashonaland East Province,
Mashonaland West Province, Masvingo Province and Matabeleland North Province.
The focus was mainly on major towns and cities as “technology use is significantly
higher in urban areas than in rural areas” (Magezi 2015: 82).

The sample size for this study was 250 clergymen drawn from different Christian
churches in Zimbabwe’s major cities and towns. The study employed a proportional
stratified sampling technique (Aaker et al. 2015). In this study, the different church
organisations were used as strata. Using a simple random sampling technique,
sample elements were selected from each stratum.

Data collection

To collect the primary data, a questionnaire was designed. The questionnaire focused
on addressing the research objectives. To this end, the questionnaire was structured
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based on the research variables. The research instrument was operationalised by
adapting previous questionnaires measuring the same variables, namely e-marketing
orientation (Prasad et al. 2001; Asikhia 2009), dynamic marketing capabilities
(Weerawardena 2003), youth marketing (Van der Merwe et al. 2013), marketing
innovation (Naidoo 2010), competitive intensity (Asikhia 2009), marketing orientation
(Naidoo 2010; Narver & Slater 1990), spirituality (Proeschold-Bell et al. 2014) and
religiosity (Leondari & Gialamas 2009).

Mostofthe previous work was conducted in the commercial sector, so the measurements
were adjusted and modified to suit the current church context and purpose. A five-item
Likert scale measured all the variables, with anchors ranging from “strongly agree” to
“strongly disagree”. The previous instruments from which these scales were adapted
were based on the five-item Likert scale. The questionnaire consisted of nine sections.
The first section dealt with the demographic information of the respondents, whereas
the rest of the sections contained questions specific to each research variable. The
questionnaire contained mainly multiple-choice and scale questions. All questions
in Section A contained multiple-choice questions, where research participants were
required to answer by choosing from a specific set of possible responses provided.
The rest of the questionnaire contained scaling questions.

Data analysis

Data analysis was a two-stage process. In the first stage, the measurement instrument
was assessed for accuracy with confirmatory factor analysis (CFA). Thus, the accuracy
of the construct measures was established. In the second stage, the research model
fit to data assessment and testing of the proposed hypothesis was conducted. To
achieve the above, structural equation modelling (SEM) was employed to test the
measurement properties of the research model and the linear effects hypothesised in
this study. Smart PLS was employed as the computation SEM software. Model fithess
was assessed and established through global goodness-of-fit statistic, and Chi-square
(x2/df) and the normed fit index (NFI).

Hypothesis testing was executed through path analysis, a multivariate analytical
methodology for empirically examining sets of relationships in the form of linear causal
models (El-Gohary 2012). Path analysis allowed the examination of direct and indirect
effects of the seven linear hypotheses based on knowledge and theoretical constructs
as reflected in the conceptual model. The reliability of the findings was guaranteed
by Cronbach’s Alpha (a) and composite reliability index (CR), whereas validity was
measured by examining convergent and discriminant validity.

RESEARCH FINDINGS

In this study, a 100% response rate was not achieved. The actual sample size that was
achieved was 250 respondents, which represents a 62.5% response rate. The findings
from this study depict a 74/26 split ratio between female and male pastors. Thus,
26% of the respondents were female, with 74% male. The research participants were
distributed across various churches in Zimbabwe. Most of the respondents (12.1%)
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indicated that they were from the Apostolic Faith Mission, while 10.5% were from the
Roman Catholic Church. A further 10.5% of the respondents were from Zaoga, while
9.3% were from the United Methodist Church, and a further 8.9% from the Anglican
Church. Churches such as the Seventh Day Adventist, Methodist in Zimbabwe, Church
of Christ and Celebration Church had the least representation, with a representation
of 6.5%, 4.8%, 4.8% and 3.2%, respectively. Other churches contributed 28.6%, and
consisted of individual churches that had fewer than three respondents each.

Regarding the age of the respondents, the results indicate that most of the respondents
were between 31 and 60 years. Specifically, 30.0% of the respondents were between
31 and 40 years, while 33.6% were between 41 and 50 years, while another 24.3%
were between 51 and 60 years. Only a small fraction (4.0%) of the respondents was
between 18 and 30 years, and another fraction of 8.1% was older than 60 years. Even
though the participants were distributed across all five age groups, the views were
dominated by participants aged between 41 and 50, followed by participants aged
between 31 and 40 years.

The results of the study indicated that most of the respondents had served as church
ministers for more than five years. Only 1.2% of the respondents said they had been in
church ministry for less than one year, while 19.2% said between one and five years,
and another 29.4% said between six and ten years. A further 23.7% had been in the
service between 11 and 15 years, while 16.7% had served between 16 and 20 years,
and 9.8% were in the pastorate for more than 20 years.

The educational qualifications of the respondents were diverse. The majority of the
respondents (60.2%) indicated that they held at least a bachelor’s degree as their
highest qualification. Most of the respondents (34.0%) held a bachelor’s degree,
followed by 29.9% who held diplomas, and another 14.3% with Master’s degrees.
Of the remaining 39.8%, 29.9% held diplomas, while 9.8% of the respondents
held ordinary and/or advanced level certificates from secondary and high schools,
respectively.

Measurement model assessment

The reliability of the research instrument was checked using the composite reliability
(CR), average variance extracted (AVE), and Cronbach’s Alpha (a) values, as
suggested by Hair et al. (2012). Reliability tests are performed to gauge the
consistence, precision, repeatability and trustworthiness of measurement in a study
(Chakrabartty 2013).
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TABLE1: MEASURES OF RELIABILITY

Construct Number of | Cronbach’s %Zw:l;)"siit;e O;’:;?‘gc:
L s (CR) Extracted (AVE)
Marketing Innovation |8 0.630 0.718 0.463
Marketing Orientation 15 0.700 0.802 0.448
E-Marketing Orientation |15 0.707 0.809 0.459
Competitive Intensity 5 0.797 0.868 0.624
8er1)zr;i:icii‘l;/l’arketing 9 0679 0.778 0.471
Religiosity 4 0.651 0.792 0.564
Spirituality 6 0.641 0.785 0.479
Church Youth Marketing |6 0.668 0.730 0.576

The internal consistency based on the Cronbach Alpha was acceptable. The majority
of the items showed levels of internal consistency above 0.6, as reflected by Cronbach
Alpha values in Table 1, and closer to 0.70; hence, the scores were marginally
acceptable. The results presented in Table 1 reveal that all the composite reliabilities
for each construct were above the recommended value of 0.70, thus being indicative
of satisfactory and acceptable internal consistency and reliability of the measures.
A cross examination of the results presented in Table 1 shows that the lowest AVE
computed for this study was on the marketing orientation construct, which had a value
of 0.448, while the highest AVE was on competitive intensity construct, with a value of
0.624. Chinomona and Cheng (2013) advise that an AVE that is above 0.4 should be
considered marginally acceptable.

Validity

Chinomona (2011) states that discriminant validity is assessed by using correlation
matrix.

TABLE 2: INTER-CONSTRUCT CORRELATION MATRIX

DMC ECI EMO MI Mo RG SP YM

DMC 1.00
ECI 0.427 |1.00
EMO 0.650 |0.548 |1.00
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DMC ECI EMO Mi MO RG SP YM
Mi 0.408 |0.726 |0.581 |1.00
MO 0.499 |0.287 |0.542 |0.305 |1.00
RG 0.409 |0.342 |0.373 |0.345 |0.255 |1.00
SP 0.387 |0.483 |0.451 |0.465 |0.237 |0.411 1.00
YM 0.349 |0.219 |0.363 |0.276 |0.312 |0.289 |0.316 |1.00

Table 2 shows the inter-correction values for all the constructs. These are all less than
1.0, hence confirming discriminant validity. Additionally, the discriminant validity was
further evaluated by comparing the AVE value to their highest shared variance (HSV),
as suggested by Hox et al. (2017). Table 2 assesses discriminant validity by comparing
AVE and HSV. The results indicate that all the AVEs are greater than the HSVs of the
research constructs, thereby confirming the existence of discriminant validity.

Table 3 provides a summary of the descriptive statistics that were generated using
SPSS statistical software, as well as reliability and validity indicators generated by
Smart PLS software.

TABLE 3: SCALE ACCURACY ANALYSIS

Cronbach’s . Average
Scale Items
Research Alpha test | COmPosite |\, ce Factor
Reliability .
constructs Val Extracted |Loadings
Mean | SD | avalue alues (AVE)
DMC1 [4.10 0.753 0.530
DMC2 |4.02 0.883 0.692
DMC3 |4.04 1.045 0.677
DMC 0.659 0.778 0.471
DMC4 (4.13 0.994 0.564
DMC5 |4.01 0.981 0.538
DMC7 |4.23 0.873 0.635
ECI1 3.95 0.963 0.700
ECI2 |3.49 1.319 0.879
ECI 0.797 0.868 0.624
ECI3 |3.98 0.838 0.703
ECI5 |3.08 0.887 0.859
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Cronbach’s . Average
Scale Items
Research Alpha test Composite | /. iance Factor
Reliability .
constructs Val Extracted |Loadings
Mean SD a value RILES (AVE)

EMO15 |3.53 1.209 0.695
EMO6 |3.94 0.904 0.612
EMO EMO7 |3.96 0.938 |0.707 0.809 0.459 0.719
EMO8 |4.06 0.975 0.643
EMO9 |3.68 1.175 0.713
MI2 3.28 1.420 0.785
Mi MI3 417 0.783 |0.630 0.718 0.463 0.655
MI7 3.93 1.016 0.585
MO13 [4.15 1.126 0.682
MO14 |4.21 0.840 0.685
MO MO15 |4.06 1.071 |0.700 0.802 0.448 0.624
MO6 3.90 0.910 0.673
MO7 3.90 0.914 0.681
RG2 4.04 0.859 0.780
RG RG3 4.15 0.749 |0.651 0.792 0.564 0.597
RG4 3.88 1.043 0.853
SP1 4.32 1.236 0.679
SP2 417 0.671 0.758

SP 0.641 0.785 0.479
SP3 4.29 0.756 0.741
SP4 4.32 0.604 0.577
YM4 4.34 0.830 0.694

YM 0.668 0.730 0.576
YM6 3.57 0.951 0.819

Note: MO = Market Orientation;, Ml = Marketing Innovation; ECI = E-Competitive
Intensity; YM = Youth Marketing; SP = Spiritual; RG = Religious; DMC = Dynamic
Marketing Capabilities; SD = Standard Deviation; CR = Composite Reliability; AVE =
Average Variance Extracted

* Scores: 1— Strongly Disagree; 3 — Moderately Agree; 5 — Strongly Agree
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Overall model fit assessment

The data fit to the conceptual model was mainly assessed using two indicators, which
are the global goodness-of-fit (GFI) and the normed fit index (NFI). The calculated GoF
was 0.369, which exceeds the threshold of GoF > 0.36, as suggested by Khojasteh
and Lo (2015). Thus, this study concludes that the research model had a good overall
fit. The model fit was further assessed using the Chi-square (x2/df) and the NFI. While
the Chi-square (x2/df) and NFI did not meet the acceptable threshold, the results in
Table 4 can be regarded as marginally acceptable. For instance, NFI should be above
0.8, while 0.9 is regarded as excellent.

TABLE 4. SMART PLS MODEL FIT INDICES

Saturated Model Estimated Model
Chi-Square 1 055.150 1 109.968
NFI 0.770 0.752

By and large, the GoF of 0.369 and the NFI of 0.770 indicate a marginal fit of the data
to the proposed conceptual model. On this basis of marginal fit, the authors proceeded
to test the proposed hypotheses.

Hypotheses testing

The seven hypotheses were tested, and the path coefficients provided. The significant
levels were assessed using p-values and t-statistics. Hypotheses are viewed as
significant at a 95% or higher level of significance (= 95%); that is to say, that p-value
is < 0.05 (Hair et al. 2012). The path coefficients demonstrate the strength of the
relationships between the dependent and the independent variables (Hsu 2008). Upon
assessing the probability value, also referred to as the p-value, it was demonstrated
that six out of the seven hypotheses postulated were significant at p<0.05, except H3
(p=1.33), which is insignificant. Although positive, H3 was found to be insignificant, as
the p-value is greater than 0.05 (0.133).

TABLE 5: PATH ANALYSIS RESULTS

Hypothesised Path Co- o
Relationship Hypotheses efficient T-Statistics | P-value Outcome
MO EMO H1 0.230 5.062 0.000 Significant &
Supported
MI EMO H2 0.250 3.907 0.000 Significant &
Supported
YM EMO H3 0.070 1.506 0.133 Insignificant but
Supported

10
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Hypothesised Path Co- o

Relationship Hypotheses efficient T-Statistics | P-value Outcome

ECI EMO H4 0.136 2.005 0.045 Significant &
Supported

DMC |EMO H5 0.350 7.286 0.000 Significant &
Supported

EMO |RG H6 0.373 6.556 0.000 Significant &
Supported

EMO |SP H7 0.451 9.332 0.000 Significant &
Supported

Note: MO = Market Orientation;, DMC = Dynamic Marketing Capabilities; Ml =
Marketing Innovation; EMO = E-Marketing Orientation; ECI = E-Competitive
Intensity; YM = Youth Marketing; RG = Religious; SP = Spirituality

The results in Table 5 show that all seven the hypotheses were significant. The
weak relationship was between church youth marketing and e-marketing orientation
(p=0.133; B=0.070). This was followed by the relationship between competitive
intensity and e-marketing orientation (p=0.045; f=0.136). The strongest was between
e-marketing orientation and spirituality (p=0.00; f=0.451); the second strongest was
between e-marketing orientation and religiosity (p=0.000; 3=0.373).

DISCUSSION OF FINDINGS

Theresults indicate that marketing orientation and e-marketing orientation are positively
related in a significant way (t=5.907). It was therefore concluded that churches that
are marketing-oriented easily adopt electronic marketing practices to advance their
mission. These findings were consistent with prior studies. Appah and George
(2018) argue that modern marketing-oriented churches place the “unchurched”, de-
churched and current congregants at the centre stage, and identify new technological
innovations that facilitate the spreading of their message. Thus, the implementation
of the marketing concept by churches positions them to respond effectively to these
challenges through relevant programmes, ministries, services and doctrines (White &
Simas 2008).

The findings further reveal that marketing innovation has a strong effect on e-marketing
orientation. Furthermore, the results indicate that the relationship between marketing
innovation and e-marketing orientation is positive and significant (t=3.907). It can
therefore be concluded that the higher the degree of church marketing innovativeness,
the higher the levels of adoption of e-marketing practices within the church’s
programmes and activities. The findings on the relationship between the marketing
innovation orientation and e-marketing orientation are supported by available empirical
evidence. Organisations such as churches that regularly embark on organisational
transformation and organisational development after sensing changes in the market
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are most likely to adopt new technologies to enhance their competitive position
(Golgeci & Ponomarov 2013).

Marketing innovation orientation ignites the churches’ capabilities, which are necessary
for the adoption of technological innovations (Aksoy 2017). There is therefore a direct
relationship between marketing innovation orientation and e-marketing orientation.
Flory (2014) suggests that highly innovative religious organisations react to increasing
competition and changing market conditions through adopting or appropriating new
worshipping styles, methods and techniques, including technological advances, in
order to survive, to fulfil their mandate and the mission of the church, and to act as a
basis for religious differentiation.

The findings further indicated that church youth marketing is not a (or is a weak) salient
determinant of a church’s adoption of e-marketing practices and programmes. In fact,
the church’s focus on youth ministry does not influence it to be e-marketing oriented.
This finding raises concern, as it is inconsistent with prior studies. Paul (2001) and
Peterson (2004) argue that worldwide organisations, churches included, are struggling
and jockeying to better understand, and effectively target the youth. Young people are
more sceptical and often mistrust traditional media (Cone Inc 2006; Paul 2001), and
are resistant and less likely to be influenced by it (Ciminillo 2005). Instead, they have
a preference for reality television, cellular phones, video games and social networks
(Valentine & Powers 2013). Bolu (2012) observes that increasingly the majority of
youths are turning to the internet in search of personal, social and religious information,
thereby compelling religious organisations to jump on the digital bandwagon.

Evidence from this primary research supported and established a positive and
significant relationship between competitive intensity and e-marketing orientation. This
finding concurs with prior research on technological innovation adoption that suggests
that new ideas, processes, practices and concepts are easily and quickly adopted in
highly competitive markets, based on the assumption that the innovation might drive
the organisation, including churches, to be more agile and in a better position to react
to emerging competitive threats (Gu et al. 2012; Gangwar et al. 2014). Competitive
intensity is therefore an effective motivator for technology adoption, and positively
influences the adoption of technological innovation, especially when the technology is
seen as an important catalyst to alter the competitive dynamics in the industry (Lynn et
al. 2018; Agrawal 2015). Faced with increasing competitive pressures, churches find
the appropriation of digital technologies a prudent strategic move to minimise church
membership losses.

The results reveal and confirm that there is an association between dynamic
marketing capabilities and e-marketing orientation. Hence, dynamic marketing
capabilities directly influence adoption of an e-marketing orientation in churches.
Previous research focusing on the association between dynamic marketing
capabilities and e-marketing orientation yielded similar findings. According to Morgan
et al. (2009), Ramaswami et al. (2008) and Vorhies and Morgan (2005), dynamic
marketing capabilities steer superior church performance, and superior dynamic
marketing capabilities inspire organisational agility to cope with the volatile religious

12
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marketing environment. Uncertainty and dynamism from the religious environment
dictate the mastery of dynamic marketing capabilities (Barrales-Molina et al. 2014)
in order to create and sustain the competitive advantage for churches (Al-Zyadaat
et al. 2012). In the marketing of faith, e-marketing is renowned for accelerating and
enabling the development of innovative e-marketing capabilities, including marketing
research capacity, church member relationship management ability, religious market
intelligence gathering and customisation and personalisation of marketing offerings,
and marketing communication (Bauer et al. 2002; Morgan 2012).

The results indicate that the relationship of e-marketing orientation and religiosity is
positively related in a significant way, thus implying that as the churches increase their
adoption of e-marketing practices, levels of religiosity among congregants increase.
This finding is in line with previous research findings, which indicate that e-marketing
ultimately influences the growth in church membership and attendance, and its ability
to generate adequate resources from the congregants (White & Simas 2008). Thus,
e-marketing positively influences both the subjective and objective measures of church
performance (Shoham et al. 2006). Scholars, such as Ho et al. (2008), argue that
interactions online and religious information search online strengthen an individual's
religious beliefs, thereby reinforcing religiosity.

The findings from the study indicate that the influence of e-marketing orientation on
spirituality is positive and statistically significant. McKenna and West (2007: 943)
assert, the “Internet has become a staple of spiritual life” with many individuals turning
to the internet for spiritual comfort. Campbell (2003) argues that other than information
search, Christians visit the web for fellowship purposes and seek “to realise the body
of Christ” and enrich their spiritual life. Larsen (2001) suggests that most congregants
who engage with digital technologies regard the internet as an ecclesiastical library,
and therefore search and consume spiritual information online. Bedell (2000) states
that e-marketing enhances and reinforces the spiritual life of congregants —an outcome
of the accessibility of information and counsel from the internet. The internet has made
the availability, variability and accessibility of prayer resources easy, compared to
offline resources (Larsen 2001; Narasimhan 2012), thereby enhancing and boosting
congregants’ commitment to their faith (Dean 2017).

CONCLUSIONS AND RECOMMENDATIONS

The study established that one major consequence of an e-marketing orientation is
an increase in church member religiosity and spirituality. Churches have traditionally
relied on radio and television broadcasts, and newsletters and emails as the key
channels for communicating with church members (Fogenay 2013; Dhliwayo 2013).
Based on the study findings, it is recommended that churches include digital marketing
channels as part of their marketing communication mix. It is important to note that
the use of electronic marketing channels will not replace the traditional channels that
the churches currently use, but rather complement the existing channels, thereby
facilitating a 360-degree approach to church communication efforts.
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As is the case with for-profit-making organisations, for churches to be successful in
implementing e-marketing practices that are valuable to church members, the adoption
and implementation of the marketing concept is a prerequisite. The claim by Slater and
Narver (2000), that marketing orientation “is relevant in every market environment”
holds true, even in religious markets. The study established that there is a positive and
significant relationship between marketing orientation and e-marketing orientation. It is
recommended that churches become marketing-oriented, and the mantra that should
guide each church is that its existence is hinged on serving the needs and interest of
the congregants at large.

The study established that there are significant relationships between marketing
innovation orientation, marketing orientation, dynamic marketing capabilities,
competitive intensity, and e-marketing orientation. These variables, therefore, influence
the adoption of technological innovations by churches. It is thus recommended that
technology vendors, manufacturers and innovators targeting the church market
effectively segment the churches based on church behaviour towards e-marketing
practices. The identified predictors highlight the churches that are more likely to
respond positively to the acquisition of technological innovations, and thus, that would
enhance value for the vendors or manufacturers.

Linked to the above, it is further recommended that technology vendors and manufac-
turers should develop a knowledge management system, which would provide them
with insights and an understanding of the current technology stacks/infrastructure
of different churches. The current technology stack of the churches is valuable to
technology vendors or manufacturers; that will assist them in promoting technologies
that are compatible with churches’ current technologies, or such knowledge will enable
the technology vendors to identify opportunities for promoting those technologies with
the functionalities that will provide solutions to the challenges faced by churches.

The study established that dynamic marketing capabilities are a salient determinant of
e-marketing orientation. The dynamism in the religious market is prompting churches
to evolve and keep pace with the current environmental changes. The survival of
churches hinges on their ability and capability to adjust, to match or keep up with regular
environmental changes (Kachouie et al. 2018). Consequently, it is recommended that
churches develop, extend or renew their dynamic marketing capabilities and processes.
Such a strategic move would act as a catalyst for the attainment and sustainability of
competitive advantage for the churches in these highly competitive and ambiguous
environments. Churches with sound dynamic marketing capabilities would generate
knowledge about church members’ needs and wants, and become effective in crafting
programmes and services aligned to the taste and preferences of their congregants.
Furthermore, building dynamic marketing capabilities by churches will make them
stand out and facilitate the assimilation of marketing practices in their programmes and
activities as they seek to improve their performance. Dynamic marketing capabilities
are instrumental in matching or creating market change.

It is concluded that competitive intensity and marketing innovation orientation sig-
nificantly influence the adoption of e-marketing practices by churches. In line with this,
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it is recommended that technology vendors and manufacturers segment the church
market into innovators, early adopters, early majority and late majority, and laggards.
Promotional efforts should be based on adopter categories. Moreover, when targeting
the innovative and early adopter churches, the technology vendors should focus more
on the utility of the innovation, and how it would differentiate the church from other
churches. On the other hand, when targeting the early majority, late majority and
laggards, the marketing efforts should challenge the churches and exhibit how the
innovators and early adopter churches have been successful because of harnessing
the technological innovations in their programmes and activities.

It is further recommended that churches offer e-marketing training or short courses
to clergy. As shown in the study, clergy have a minimum of secondary education,
and the majority with further education focused on church dogma and theological
education, which is not business-related (Payne 2014). Pastors with only theological
education are ill equipped to effectively deal with marketing related challenges, let
alone to implement new concepts such as e-marketing, which integrate marketing and
technologies. The e-marketing field is dynamic and expanding. Hence, basic training
for clergy will provide them with the prerequisite skills, and internal expertise and
understanding, which will help them to design their digital marketing plans and drive
e-marketing practices adoption within the church to advance church growth. Extant
literature also argues that top management support is critical for the effective adoption
of technological innovation (Lai et al. 2014).
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