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Abstract

Social media has changed the dynamics of communication and it has become
the present truth mantra for information exchange. Social media has in quick
succession grown exponentially to reach out to millions of masses than tradi-
tional communication media. The question no longer borders on the need for
the organization to use social media but on the dynamics of how to establish
an online reputation. Management of corporate reputation for organizations
on social media cannot fully be effective without establishing influencing fac-
tors. Hence, the two objectives of this study were to establish factors influen-
cing social media in managing corporate reputation for Christian organiza-
tions and at the same time to establish whether there is any relationship
among these factors. A descriptive and survey design was adopted for the
study. The population for this study consisted of church members and leaders
of the Seventh-day Adventist Church from the three provinces namely, Lusa-
ka, Central ad Copperbelt with a total membership of 608,357. A question-
naire was used in drawing information from respondents, which contained
five sections. Two research questions and nine hypotheses were formulated
and tested. The data collected was analyzed using Statistical Package for So-
cial Sciences (SPSS version 24.0), for frequency distribution. Further analysis
was carried out using linear regression and correlation analysis. From the
findings made in the study, there is a significant role played by social media
in managing corporate reputation for Christian organizations. It was recom-
mended that management should be more conscious of the factors that in-
fluence social media in reputation management, as well as to improve on
their inadequacies and address its organizational threats promptly. Further,
managers should strive to focus on having a peculiar online presence in line
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with their given organizational reputation.
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1. Introduction

Social media has changed the dynamics of communication and has become the
present truth mantra for information exchange (Kaul et al., 2015). Social media
has in quick succession grown exponentially, reaching a lot to millions of masses
much faster compared to the traditional communication media. The question no
longer borders on the need for the organization to be on social media but on the
dynamics of how to enhance its presence there. With the free flow of informa-
tion on social media, the risk of reputation management has become more sus-
ceptible than it has ever been on traditional media of communication (Jones et
al., 2009). The corporate reputation management of an organization impacts how
the organization is perceived by both internal and external stakeholders who make
the business decisions of the organization relying on the information trending.
The corporate reputation phenomenon cuts across all kinds of organizations.
For instance, the faith-based organization that is not proactive to its social
media risks a major corporate reputation crisis, which can result in the reduc-
tion of the number of its membership. The Seventh-day Adventist church is a
faith-based organization in Zambia whose administrative offices called Confe-
rences or Fields exist almost in every province of Zambia except for Muchinga
Province. These conferences are administered by two national entities, which
are called Northern Zambia Union Conference and Southern Zambia Union,
which subscribe to the administration office in southern Africa called Southern
Africa-Indian Ocean Division, which also subscribes to the General Conference
of the Seventh-day Adventists in the world. This research was done in three
provinces namely, Lusaka Province, Central Province, and Copperbelt Prov-
inces. The three provinces had a total baptized membership of 608,357 from

2810 congregations at the time of the research.

Statement of the Problem

There is a problem with Zambia Christian Originations in appreciating the in-
fluence of social media in managing corporate reputation as evidenced week in
and week out from social media postings that continue to reveal alleged mis-
deeds be it moral or financial massed on the many Christian organizations. It is
argued that despite the formulation of three church mother bodies in Zambia
and a ministry of religious affairs, there remains no deliberate social media strate-

gy on how to manage or handle corporate reputation for these Christian organi-
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zations. There remains a need for a model that depicts the elements of social
media management that could be used to describe mechanisms and processes by
which these faiths’ reputations can be influenced by social media. For lack of a
well-established reputation management system in these organizations, there has
been a growing trend among the citizens to become indifferent towards religious
matters Needless to mention, that this can perpetuate moral decadency in the
country, which in the end leads to economic laggardness. Rumors of sexual and
moral scandals among the clergy that have continued to do rounds especially on
social media and without a robust counter from the establishment could be
stalled before they could severely damage the organization’s reputation had there
been an ideal Reputation Management model for religious groupings. Perhaps a
study, which could outline the reasons for the elicited performances required.
Thus, this research seeks to establish factors influencing social media in man-
aging corporate reputation for a Christian organization of developing countries
and if there is any relationship among them. The findings of this study will re-
sonate with the benefits of the corporate world in that social media plays an in-
fluential role in corporate reputation management. Also, this will in turn help
organizations to derive from this study recommendation on how they can effec-

tively manage their reputation online

2. Literature Review
2.1. Social Media in Managing Corporate Reputation

Social Media (SM) continues to be seen as a trailblazer phenomenon of informa-
tion technology and will continue to be so in many years to come. In all essence,
Social media is not a technology in itself but represents a process more than that.
The development of Web 2.0 helped shape the birth of Social media. (Kim et al.,
2009) posits that word Web 2.0 was coined by (O’Reilly, 2007) to explain the
process of technological and social trends that were happening via Internet.
Examples of these are blogs, Wikipedia and online network sites. Needless to
mention as stated by (Hoegg et al., 2006), he agrees that these technological ad-
vancements helped shape social trends. It is almost impossible to define social
media as an infant of the pioneering information technology platforms such as
email and chartrooms, (Kane et al., 2014). There lays many similarities between
these platforms and social media.

As argued by (Kang & Sung, 2017), social media “is a set of affordances sup-
ported by a diverse and evolving technological infrastructure that enables people
to communicate and collaborate in novel ways.” As well as these affordances
reinvent, social media platforms will continue to embrace new technologies so as
to enhance online activism in knowledge exchange and generation. From yeste-
ryears, social media is proving to be a mantra as a cost effective reputation man-
agement tool for organizations. Different from the traditional channels, social
media gives an instantaneous interaction and feedback between the organization

and its stakeholders.
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2.2. Definition of Online Corporate Reputation

(Pfarrer et al., 2010) defines reputation as an “impression of public esteem or
high regard judged by others”. Corporate reputation is a trait or a character of a
given organization as seen, weather as good or as not good by the stakeholders it
subscribes to. When its image is viewed as credible and clear by the said consti-
tuency, the organization is said to have a good reputation. Other scholars define
corporate reputation as “the process of positioning, monitoring, measuring, talk-
ing, and listening as the organization engages in a transparent and ethical dialo-
gue with its various online stakeholders” (Jones et al., 2009). Therefore man-
agement of online reputation can be said to be a deliberate online involvement
with individuals, sharing content, aggregating the posts of stakeholders, keeping
a record of their views and dealing with online complaints and revisiting sugges-
tions that were given by stakeholders online.

Social Identity Theory posits that humans try to uphold or enhance their
self-esteem through ties with a certain social cluster of individuals who have si-
milarities same goals and traits. The same can be said about both internal and
external organizational stakeholders that they love to associate with an organiza-
tion basing on its ideal identity and attributes. This entails that different indi-
viduals do have varying reasons for associating with a particular organization.
Organizations should therefore manage corporate reputation as a whole less
mindful of the distinct differences (van der Merwe & Puth, 2014).

2.3. Benefits of Good Corporate Reputation

(Deephouse et al., 2016) posits that as much as corporate reputation is deemed
as an intangible asset for the business of the organization, it plays a pivotal role
in business how is conducted, recruitment policy, and other stakeholders’ inter-
ests. According to (Mousavi & Vahdati, 2015) well-managed corporate reputa-
tion can result in trustworthy and thereby leveraging cash dividends and high
profit turn out because of the enhanced stakeholder positive perception of the
organization. It goes without refuting that much scholarly work has been done
to prove that well managed corporate reputation influences stakeholder service
interests. Also an organization that has a well-managed reputation is seen in the
stakeholders’ eye as a socially responsible one and this will lead to a network of
referrals for more business.

(Kim & Ferguson, 2019) quotes (Fombrun & Riel, 2003) to state that corpo-
rate reputation has gained ground in public relations because “it is a key source
of distinctiveness that produces support for the company and differentiates it
from rivals.” It is further stated that corporate reputation is considered as one of
the major factors that influences organizations to match up to the business ri-
vals. Stakeholders look at an organization’s reputation as a guarantee of its relia-
bility to corporate governance. It goes without saying that a positive organiza-
tional reputation is both in definite and indefinite ways. For instance it produces
great attitude, reliable support and royalty from clients and it attracts reputable

employees because people love to associate with a good name.

DOI: 10.4236/ti.2021.122005

69 Technology and Investment


https://doi.org/10.4236/ti.2021.122005

D. A. Njuka, J. Phiri

2.4. Internal Communication Matrix

(Al-Alawi et al., 2007) point that communication plays a pivotal role in the con-
ditions for human survival. Mankind has always been a social being from the be-
ginning so communication has been and will always remain key to humanity, as
its main objective is to promote societal communion. In view of this, Communi-
cation therefore creates a platform for man to share ideas, knowledge, expe-
riences, opinions and other information that is relevant to human life. (Kang &
Sung, 2017) argue that if internal policies do not meet the employee’s anticipa-
tions, the employees become vocal in an organization. Employees therefore, are
the most critical stakeholders because they are the strongest supporters and the

most vocal critics if their anticipations are not met (Waters et al., 2009).

2.5. Employees as Online Brand Ambassadors

(Madsen & Verhoeven, 2019) argues that social media has ensued the pheno-
mena of employees being considered as brand ambassadors. This foretells of a
thin line being drawn between what they do in privacy and in public as far as the
organization is concerned. As things stand there is too much expectations from
the employers on how they relate on social media. Employers are to endeavor to
protect their brands online as much as they manage their employees as the or-
ganization’s ambassadors. This task is seemingly to be the new type of workplace
watchdog. Social media has become a very important part of day-to-day com-
munication for organizational employees, as there is a demand for integration of
messages as well as expansion of its existence in managing corporate reputation.
Arguably, the more the employees use social media, the more they make the or-
ganization more visible. But then using social media as workplace surveillance
has its own consequences such as making organization’s private issues become
public. Polity and power tensions become potential to shift away from the orga-
nizational core business. Needless to mention that if well managed, workplace

social media watchdog can create more a conducive workplace.

2.6. Gaining Organization’s CSR Reputation on Social Media

(Abitol & Lee, 2015) posit that it is important to realize that having a communi-
cation strategy via social media has great potential of making the company be-
come more visible, which has a great impact on building an organization’s cor-
porate social responsibility. No wonder Impression management theory gives
reasons as to why there is motivation for stakeholders to express social media
actions such as liking, sharing, following, sharing or commenting. Impression
theory is defined as “the process by which individuals attempt to control the im-
pressions others form of them,” Consumers can aggregate impressions others
have of them on social media by deliberately associating or subscribing to just
causes by following or sharing an organization’s CSR page with them. For in-
stance, a CSR topic posted on Facebook has the potential of increasing chances

of making the public to follow and like the page. As soon as an individual shares
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a post it will appear on his or her friends’ feed, which in turn makes that per-
son’s visibility increase simultaneously with that of the organization. The organ-
ization visibility in association with CSR postings makes it become perceived

positively by the public on the subject matter.

3. Methodology

This research was necessitated by the Agenda Setting Theory that traditional
media has from time in the past used to influence the importance placed on top-
ics to the public agenda. (Mcombs & Shaw, 1972) for example when an item is
featured frequently and prominently, the public tend to take that issue as of most
importance. Unfortunately its emphasis is on content and not influence. With
(Shoemaker & Reese, 1996) Hierarchy of Influence on Media content theory, as
guided by a section of scholars, it was appropriate for the purpose of this re-
search to use the VT4 of organization content theory.

Reputation management creates a feedback platform for organization leader-
ship to realize what their stakeholder’s perception about them is about. Using
social media analysis can help the organization to realign its strategic approach
with the expectations of the stakeholders. The five reputational dimensions here
mentioned, as prominence, public esteem, properties, plexes and positioning
are the kind of feedback that provide organizations with reputational feedback.
These media saliences form what is know as VT4 framework of social media sa-
lience. VT4 stands for volume, tone, topics, ties, and timing, The VT4 is a theo-
retical model that states that these five Social Media saliences (prominence) can
influence the overall score of corporate reputation management (Carroll, 2014).

The model is presented in Figure 1.

3.1. Research Design and Population Sampling Technique

A quantitative method was used with a survey as the methodology in order to
gather research material in structured questionnaire. The questionnaire was de-
rived from variables of the structured VT4 conceptual framework so as to vali-
date the hypothesis. This research focused on the Seventh-day church member-
ship of 608,357 from three different provinces. The targeted respondents were

Independent Variables Dependent Variable

TOPICS

Figure 1. VT4 model.
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500 and 381 responded and returned the questionnaires representing 76.2%.
Using an online sample size calculator by qualtrics.com, this response rate was
deemed overwhelming for the analysis. Needless to state the sample of this sur-
vey is a representation of the total membership from Lusaka, Central and Cop-
perbelt provinces. Questionnaires were distributed to an average of two congre-

gations per district and the respondents were randomly selected.

3.2. Data Collection Methods

Data was gathered from each answered questionnaire. This instrument was self-
administered printed document so as for the researcher to maximize the distri-
bution and return rate. Needless to state some of the scholars who have posited
the advantages of using a questionnaire as a data collection tool from uniform
response to efficiency when it comes to interpreting the data therein (Mashall,
2005). There was high level of confidentiality as there was no provision for res-
pondents to state their personal particulars. The instrument was structured with
only closed-ended questions. A 5-point Likert type scale questions were used to
get answers differing degrees from one extreme to the other. Raw data was
stored in Microsoft excel/spreadsheet in preparation for the process in the next

chapter.

4. Results and Discussion

Hypothesis 1:

H1: Content Volume has a significant influence on Social Media’s contribu-
tion to organization reputation management.

H1,: Content Volume’s influence on Social Media is insignificant.

The table and graphs follow present social media as a dependent variable and
content volume, content tone, content topics, content ties and content timing as
independent variables. For this research, social media comprises of the five main
media as WhatsApp, Facebook, WeChat, Twitter and Instagram as dependent
variables.

Table 1 presents three statistical tests (Phi coefficient, Cramer’s V and Chi-
Square tests). The Chi-Square test statistic used is the significance value (the p-
value). This statistic gives the result that shows whether there is a statistically
significant association between the variables. Cramer’s V and Phi coefficients
provide symmetric measures that test the association or correlation between two
variables and the strength of that association respectively. The findings have
been segmented to show the various social media applications that form the de-
pendent variables and their individual relationship with the VT4 model. These
variables are detailed further according to the VT4 framework.

Most of the findings above are statistically significant (p = 0.000), but the Phi
Coefficients are quite high as shown suggesting that there is only a negligible as-
sociation between variables as explained below. The values below are aggregates

of all the variable values for the content volume.
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Table 1. Signifant correlation between variables.

Volume Variables

Social media useful in making
known about my church

Social media enabled my
church to be more visible

Social media enabled my church
teach out in membership growth

Social media helping my
church in imparting spirituality

Social media helping improve
my church reputation

Phi Cramer’s V Pearson Chi-Square (p-value)

FB

0.412

0.448

0.408

0.384

0.388

WC WA INS T™W FB WC WA IN TW FB WC WA IN TW

0.298 0.422 0.346 0.310 0.206 0.149 0.211 0.173 0.155 0.000 0.010 0.000 0.000 0.004

0.177 0.418 0.311 0.318 0.224 0.256 0.209 0.155 0.159 0.000 0.000 0.000 0.005 0.003

0.371 0.384 0.331 0.431 0.204 0.186 0.192 0.165 0.215 0.000 0.000 0.000 0.001 0.000

0.335 0.457 0.351 0.370 0.192 0.168 0.229 0.176 0.185 0.000 0.001 0.000 0.000 0.000

0.366 0.356 0.348 0.375 0.194 0.183 0.178 0.174 0.188 0.000 0.000 0.000 0.000 0.000

Facebook

p=0.000

Phi = 0.408

Cramer’s V = 0.204

The p-value (0.000), less than 0.05 is statistically significant and therefore
shows that there is a statistically significant association between Facebook as a
social media platform and the volume in the VT4 model. Cramer’s V (0.204)
represents a strong association or correlation between the two variables also. The
Phi coefficient (0.408) that shows the strength of this relationship signifies that
the relationship between social media (Facebook) and content volume is a strong
one as shown in Table 2 on interpretation of phi coefficients.

WeChat

p=0.002

Phi = 0.309

Cramer’s V = 0.188

The p-value (0.002), less than 0.05 is statistically significant and therefore
shows that there is a statistically significant association between WeChat as a
social media platform and the content volume in the VT4 model. Cramer’s V
(0.188) represents a strong association or correlation between two variables also.
The Phi coefficient (0.309) that shows the strength of this relationship signifies
that the relationship between social media (WeChat) and content volume is a
moderate positive relationship as shown in Table 2 on interpretation of phi
coefficients.

WhatsApp

p=0.000

Phi = 0.407

Cramer’s V = 0.204

The p-value (0.000), less than 0.05 is statistically significant and therefore
shows that there is a statistically significant association between social media
(WhatsApp) platform and the content volume in the VT4 model. Cramer’s V
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Table 2. Interpretation of phi coefficient.

Phi Value Relationship strength Phi Value Relationship strength

Very strong Very strong negative

+0.70 or higher —0.70 or higher

positive relationship relationship

Strong positive Strong negative

+0.40 to +0.69 . . —0.40 to —0.69 . .
relationship relationship
Moderate positive Moderate negative
+0.30 to +0.39 . . —-0.30 to —0.39 . .
relationship relationship
weak positive weak negative
+0.20 to +0.29 Lo —0.20 to —0.29 e
relationship relationship
No or negligible No or negligible
+0.01 to +0.19 oo —0.01 to —0.19 oo
relationship relationship
0 No relationship 0 No relationship
Table 3. Cramer’s V interpretation.
Cramer’s V Interpretation
>0.25 Very strong
>0.15 Strong
>0.10 Moderate
>0.05 Weak
>0.0 No or very weak

Source: Quinnipiac university (online).

(0.204) represents a strong association or correlation between the social media
dependent variable and content volume attributes as independent variables. The
Phi coefficient (0.407) that shows the strength of this relationship signifies that the
relationship between social media (WhatsApp) and content volume is a strong
positive relationship as shown in Table 2 on interpretation of phi coefficients.

Instagram

p=0.001

Phi = 0.337

Cramer’s V = 0.169

The p-value (0.001), less than 0.05 is statistically significant and therefore
shows that there is a statistically significant association between social media
(Instagram) platform and the content volume in the VT4 model. Cramer’s V
(0.169) represents a strong association or correlation between the social media
(Instagram) dependent variable and content volume attributes as independent
variables. The Phi coefficient (0.337) that shows the strength of this relationship
signifies that the relationship between social media (Instagram) and content vo-
lume is a moderate positive relationship as shown in Table 2 on interpretation
of phi coefficients.

Twitter

p=0.001
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Phi = 0.361

Cramer’s V = 0.180

The p-value (0.001), less than 0.05 is statistically significant and therefore
shows that there is a statistically significant association between social media
(twitter) platform and the content volume in the VT4 model. Cramer’s V (0.180)
represents a strong association or correlation between the social media (Insta-
gram) dependent variable and content volume attributes as independent va-
riables. The Phi coefficient (0.361) that shows the strength of this relationship
signifies that the relationship between social media (twitter) and content volume
is a moderate positive relationship as shown in Table 2 on interpretation of phi
coefficients.

Figure 2 and Table 1 present a summary of the relationship between social
media platforms and content volume from the VT4 model. As seen in the table
and figure, all five social media platforms show a statistically significant associa-
tion with the content volume variables. The strength of this association has been
observed to be different by the Phi coefficient and Cramer’s V coefficient which
have shown that the degree of association for the social media platforms with
content volume is not the same. The relationship represents a ranking of the
media platforms in terms of how the various factors in content volume enable
social media to contribute towards the management of corporate reputation are
ranked in the order Facebook, Instagram, WhatsApp, WeChat and Twitter in
the last position. Furthermore, the hypotheses may be summarized as follows:

H,: Content Volume has a significant influence on Social Media’s contribution
to organization reputation management p-value found to be less than 0.05,
hence supported.

H,,: Content Volume’s influence on Social Media is insignificant. Null hypo-
thesis is hence rejected.

Hypothesis 2:

H2: Content Tones has a significant influence on Social Media’s contribution
to organization reputation management.

H2,: Content Tone’s influence on Social Media is insignificant.

Social Media and Content Volume

Ay

Phi
Cramer's V
Chi-Square

BFB mWC mWA mINS mTW

Figure 2. Relationship between social media and content volume.
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Table 4 presents a summary of the relationship between social media plat-
forms and content tone from the VT4 model. As seen in the table and figure, all
the five social media platforms show a statistically significant association with
the content tone variables. The strength of this association has been observed to
be different by the Phi coefficient and Cramer’s V coefficient which has shown
that the degree of association for the social media platforms with content tone is
not the same. The relationship represents a ranking of the media platforms in
terms of how they contribute towards the content tone ranked in the order Fa-
cebook, Instagram, WhatsApp, WeChat and Twitter in the last position. The
second hypotheses may be summarized as follows:

H2: Content Tone has a significant influence on Social Media’s contribution
to organization reputation management p-value found to be less than 0.05,
hence supported.

H2,: Content Tone’s influence on Social Media is insignificant. Null hypothe-
sis is hence rejected.

Hypothesis 3:

H3: Content Topics has a significant influence on Social Media’s contribution
to organization reputation management.

H3,: Content Topic’s influence on Social Media is insignificant.

Table 5 presents a summary of the relationship between social media plat-
forms and content topics from the VT4 model. As seen in the table and figure,
all five social media platforms show a statistically significant association with
the content tone variables. The strength of this association has been observed
to be different by the Phi coefficient and Cramer’s V coefficient which has shown
that the degree of association for the social media platforms with content top-
ics is not the same. The relationship represents a ranking of the media plat-
forms in terms of how they contribute towards the content topics ranked in
the order Facebook, Instagram, WhatsApp, WeChat and Twitter in the last po-
sition.

Hypothesis 4:

H4: Content Ties has a significant influence on Social Media’s contribution to

organization reputation management.

Table 4. Content tone statistics with social media.

Phi Cramer’s V Pearson Chi-Square (p-value)
Tone Vari
FB wC WA INS ™ FB wC WA INS ™ FB wWC WA INS ™
Averages 0.436 0374 0.347 0350 0.343 0.218 0.187 0.173 0.175 0.170 0.000 0.000 0.001 0.026 0.020

Table 5. Content topics statistics with social media.

Phi Cramer's V Pearson Chi-Square (p-value)
Topics Var
FB wC WA INS ™ FB wC WA IN ™ FB wC WA INS ™
Averages 0.526 0.465 0.404 0.438 0.462 0.263 0.232 0.202 0.219 0.231 0.000 0.000 0.000 0.000 0.000
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H4,: Content Ties’s influence on Social Media is insignificant.

Table 6 presents three statistical tests (Phi coefficient, Cramer’s V and Chi-
Square tests). The Chi-Square test statistic used is the significance value (the p-
value). This statistic gives the result that shows whether there is a statistically
significant association between the variables of the content ties and social media
in its role in corporate reputation management. Cramer’s V and Phi coefficients
provide symmetric measures that test the association or correlation between two
variables and the strength of that association respectively. The findings have
been segmented to show the various social media applications that form the de-
pendent variables and null hypothesis is hence rejected.

Hypothesis 5:

HS5: Content Timing has a significant influence on Social Media’s contribution
to organization reputation management.

H5,: Content Timing’s influence on Social Media is insignificant.

Figure 3 presents a summary of the relationship between social media plat-
forms and content timings from the VT4 model. As seen in the table and figure,
all the five social media platforms show a statistically significant association with
the content timings variables. The strength of this association has been observed
to be different by the Phi coefficient and Cramer’s V coefficient which has shown
that the degree of association for the social media platforms with content ties is
not the same. The relationship represents a ranking of the media platforms in
terms of how they contribute towards the content timings ranked in the order
Facebook, Instagram, WhatsApp, WeChat and Twitter in the last position.

Social Media and Content Timing

0.5
0.4
0.3
0.2
m
0
Phi Cramer's V Chi-Square

mFB mWC mWA mINS mTW

Figure 3. Relationship between Social media and content timing.

Table 6. Association between content ties and social media.

Content Ties Variables

Phi Cramer's V Pearson Chi-Square (p-value)

FBB WC WA INS TW FB WC WA INS TW FB WC WA INS TW

My church has resources
to use social media

VIPs follow my church
on social media

My church uses multiple social
media platforms for each postng

My church always asks followers to like
and share its social media postings

Averages

0.457 0.370 0.519 0.401 0.448 0.229 0.185 0.260 0.201 0.224 0.000 0.000 0.000 0.000 0.000

0.439 0.431 0.349 0.452 0.440 0.219 0.215 0.174 0.226 0.220 0.000 0.000 0.000 0.000 0.000

0.780 0.532 0.485 0.546 0.587 0.390 0.266 0.242 0.273 0.294 0.000 0.000 0.000 0.000 0.000

0.671 0.596 0.607 0.657 0.576 0.335 0.298 0.303 0.329 0.288 0.000 0.000 0.000 0.000 0.000

0.587 0.482 0.490 0.514 0.513 0.293 0.241 0.245 0.257 0.257 0.000 0.000 0.000 0.000 0.000
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5. Summary of Findings

The data collected from church members as internal stakeholders was to deter-
mine the usefulness of social media in corporate reputation management. The
first component was to determine how much volume of content about the or-
ganization’s identity was being communicated and the response hereof from the
said stakeholders. From data collected, there was an impressive degree of con-
tent volume communicated on social media. The next component looked at was
data collected on the tone of the content created on social media. The response
was that most of the time the organization was reluctant to offer an online apol-
ogy whenever it was perceived to have erred and needless to say, it rarely re-
sponded whenever it was wrongly accused. From the third component’s data
collected it was also established that the organization’s projection of its financial
transparency on social media was not as impressive to its stakeholders. As much
as it was established from the respondents’ data collected that the organization
had enough resources to establish a social media management system, the or-
ganization rarely communicated on multiple social network sites (SNS). This
could be the explanation as to why the respondents felt the organization didn’t
have impressive ties with very important people who have great influence in the
organization’s brand establishment. The last component to be established was
that WhatsApp as content ties was the most used and preferred communication

channel.

6. Conclusion

The church has a very youthful membership, needless to emphasize that 67% of
the respondents were up to the age of 30. This confirms that almost two-thirds
of the organization’s stakeholders belong to the screenagers generation. And
since their gender, age, employment, and marital status had an influence on the
degree of their social media activism, there remains a need for the organization
to actively use social media in order to engage with these stakeholders. There are
certain activities these stakeholders would appreciate seeing their organization
use in order to communicate with them. There is less exploration in the usage
of blogs, podcasting, and tweets from the organization as it communicates with
its stakeholders. The content should resonate with the aspirations of the said
stakeholders. This can be very effective if the organization’s content is aligned
with its aspirations. This can be very much effective if these stakeholders see the
organization engage in corporate social responsibilities that resonate with their
aspirations. Such activities have a tendency of managing the impressions of such
stakeholders.

7. Recommendation

The organization must establish a social media communication system that must
be manned by experts who will be able to effectively use the social media en-

gagement tools. By establishing these tools, the personnel will be able to engage,
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track, monitor, and analyze conversations around the organization each time it
is mentioned across social network sites. Needless to say, this will enable the
publishing of the same content simultaneously across various channels. The or-
ganization should establish a dedicated page for Corporate Social Responsibility
CSR activities, which should be updated so often, and always asking stakeholders
to like and share the contents on their personal status or feed. Since Social media
has turned employees into online brand ambassadors, or as organizational am-
bassadors in this context, it is the very urgent need for the organization to for-
mulate and effectively implement a social media policy for its internal stake-
holders. This will help manage both their public and private social engagements

do not come into conflict with the organization’s reputation.

8. Future Research

A study must be conducted on establishing the relationship between VT4 Model
and Impression Management Theory especially when it comes to the tone of the
content, there lays a gap in how impressions or perceptions can be strategically

managed in order to achieve a positive response to a given content published.

9. Limitation

The Research was limited on the use of local literature covering this topic and
the collection of questionnaires was wholly dependent on the local church leader-

ship who were like research assistants and some took their time to do the task.
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