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Savings and Credit Cooperative Organizations (SACCOs) are vital drivers of econom-

ic growth in the country. SACCOs provide financial services, including deposits, 

loans, savings accounts, money transfers, insurance, and payment services. Even 

though digital media exists to improve the flexibility and the speed of business pro-

cesses to improve organizational agility, its aspects are a very recent phenomenon 

among Savings and Credit Cooperative Organizations. An empirical inquiry was rele-

vant to understand the domain of communication, marketing strategies, and its in-

fluence on organizational agility since the discourse of digital marketing is continu-

ously developing. SACCOs must understand the association of digital marketing to 

organizational agility to embrace digital technology in their operations and stay rele-

vant to their members while increasing their level of business resilience. The study sought to determine the effect of 

digital marketing (social media, mobile, and website marketing) on the organizational agility of SACCOs in Meru 

Town, Kenya. A descriptive research design was adopted to gather information on the relationship between the two 

research variables. With a target population of 5 SASRA-licensed SACCOs in Meru Town, data was collected using a 

semi-structured questionnaire where a stratified sampling method was utilized to attain the desired representation 

target population of 52 respondents. A pilot test was conducted to check the reliability and validity of the question-

naire adopted as the research instrument. The data was tabulated and analyzed using descriptive and inferential 

statistics, whereby tabular, graphical, and numerical representations were utilized. Multiple linear regression was 

conducted to establish the inferential statistics and define the relationship between digital marketing indicators and 

organizational agility. The study results established that social media marketing, mobile marketing, and website 

marketing are positively related to the organizational agility of SACCOs. A coefficient of determination (R-squared) 

of 0.180 indicated that approximately 18% of the variance in organizational agility could be accounted for by the 

combination of social media, mobile, and website marketing strategies. The moderate level of explanatory power 

implies that while the chosen predictors are relevant, other factors likely influence SACCOs' organizational agility. 

The study's outcomes encourage decision-makers to embrace a comprehensive approach that integrates digital 

strategies into a wider organizational transformation and adaptation framework. The study's findings contribute to 

the growing body of knowledge regarding the intersection of digital marketing strategies and organizational agility. 

The study’s results emphasize that the benefits of these strategies extend beyond mere technological implementa-

tion, reflecting a fundamental shift in how organizations engage with their ecosystem, respond to changes, and 

navigate uncertainties  
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Introduction 

Digital marketing has emerged as a crucial tool for 

enhancing organizational agility through flexible and rap-

id customer engagement. However, Savings and Credit 

Cooperative Organizations (SACCOs) in Meru Town are 

lagging in adopting and leveraging digital marketing 

strategies due to limited access to new technologies. The 

lack of adoption hinders the growth and development of 

SACCOs as they continue to rely on traditional marketing 

and communication methods that limit their impact. The 

ongoing development and evolution of digital marketing 

necessitate empirical research to understand its domain 

and its influence on organizational agility. SACCOs must 

grasp the association between digital marketing and or-

ganizational agility to target customers effectively, re-

main relevant to their members, and enhance their busi-

ness resilience. Furthermore, the increased accessibility 

of mobile technologies among members demands that 

SACCOs enable mobile access to their services. It is vital 

to conduct further research on digital marketing con-

cepts and their relationship to business success and sus-

tainability to address the gap in the low uptake of essen-

tial digital marketing capabilities among SACCOs. The 

impact of the COVID-19 pandemic on SACCOs adds to 

the urgency for finding appropriate banking solutions to 

aid in their recovery and restructuring processes, ensur-

ing their long-term sustainability. SACCOs face fierce 

competition from other players in the financial industry, 

including microfinance institutions, insurance and invest-

ment firms, and banks, and need to adapt and embrace 

digital marketing strategies to avoid the risk of losing 

members to them (Achieng, 2021). Furthermore, the ex-

isting research focusing on the specific variables of digi-

tal marketing and organizational agility among SACCOs 

in Meru Town is limited. There is a need for a comprehen-

sive study to establish the relationship between digital 

marketing and the organizational agility of SACCOs in 

Meru Town. 

 

Study Objectives 

This study aimed to achieve its general objective of 

determining the effect of digital marketing on organiza-

tional agility among Savings and Credit Cooperative Or-

ganizations in Meru Town by focusing on the following 

objectives: 

i) To determine the effect of social media marketing 

on the organizational agility of Savings and Credit 

Cooperative Organizations in Meru Town. 

ii) To establish the effect of mobile marketing on the 

organizational agility of Savings and Credit Cooper-

ative Organizations in Meru Town. 

iii) To determine the effect of website marketing on 

the organizational agility of Savings and Credit Co-

operative Organizations in Meru Town. 

 

Research Questions 

The research questions of the study were as follows: 

i) What is the effect of social media marketing on the 

organizational agility of Savings and Credit Cooper-

ative Organizations in Meru Town? 

ii) What is the effect of mobile marketing on the or-

ganizational agility of Savings and Credit Coopera-

tive Organizations in Meru Town? 

iii) What is the effect of website marketing on the or-

ganizational agility of Savings and Credit Coopera-

tive Organizations in Meru Town? 

 

Research Design 

A research design defines the overall plan of how the 

study will be conducted by integrating the study's vari-

ous components in a logical way. The study adopted a 

descriptive research design to gather information on the 

relationship between digital marketing and the organiza-

tional agility of SACCOs in Meru Town. Utilizing a suita-

ble research design is critical to prevent biases in a study, 

maximize the results' reliability, and reduce inaccuracy 

(Dannels, 2018). A descriptive research design aims to 

accurately describe a phenomenon by investigating vari-

ous variables where a researcher observes and measures 

them rather than controlling or manipulating the specific 

variables. In addition, a descriptive research design pro-

vided a more holistic understanding of the research topic 

by comparing digital marketing and organizational agility 

variables and how particular demographics respond to 

the variables. 

 

Scope of the study 

The study was conducted in Meru Town. Meru County 

has a considerable number of SACCOs tied to the popula-

tion's economic activities, with most having their head-

quarters in Meru town. Over recent years, SACCOs have 

gained notable popularity due to their contribution to-

ward agricultural development, eradication of poverty, 

and reducing unemployment and economic develop-

ment, and have further been included in the county’s 

integrated development plans (Nyumoo et al., 2020). 

Additionally, a research gap existed for a study that fo-

cuses on the variables under study in the locality. Where-

as the scope of SACCOs in Meru Town might not neces-

sarily represent all SACCOs in Kenya, the study provides 

valuable insights into the use of digital marketing and 

organizational agility of SACCOs in Kenya as there are no 
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notable differences in cultural, economic and social fac-

tors that influence the use of digital marketing among 

SACCOs in other towns and regions in the country. How-

ever, generalizing the findings to all SACCOs in Kenya will 

require a broader study covering a larger sample of SAC-

COs from various regions in Kenya. 

 

Target Population 

The study targeted SACCOs in Meru Town that are 

SASRA licensed. A target population represents a set of 

individuals in a specific field where a sample can be 

drawn to generalize results. The study's target popula-

tion will consist of the SACCOs’ employees involved in 

digital marketing activities that affect the firms’ organiza-

tional agility. The study will focus on all the five SACCOs 

listed as licensed and authorized Sacco Societies in Ken-

ya for the financial year ending 31st December 2023 by 

SASRA, with their head offices in Meru Town including 

Solution Sacco, Capital Sacco Society, Yetu Sacco, Cen-

tenary Sacco Society, and Golden Pillar Sacco (SASRA, 

n.d.). They are diverse SACCOs with different characteris-

tics, including size, resources, and target market, ensur-

ing that the results represent SACCOs in Meru Town. In 

addition, focusing on SACCOs with headquarters in the 

town allowed for an in-depth analysis of the research 

variables due to the availability of all departments in-

volved in digital marketing strategies, and this level of 

detail may not have been possible when studying SAC-

COs with branches in the town. Since they are based in 

the town, SACCOs with headquarters in Meru Town were 

more representative of the local business environment 

and cultural, social and economic factors that influence 

digital marketing strategies and organizational agility.  

 

Sampling Procedures and Sample Size 

Sampling depicts the method used to select a sample 

comprising several representative units from the target 

population. The stratified sampling method was utilized 

to attain the desired representation from the population. 

Stratified random sampling involves dividing the popula-

tion into smaller groups based on the shared attributes 

of group members (Nguyen et al., 2021). Strata were 

grouped according to the institution with a target popu-

lation of 10 staff members for each of the five SACCOs. 

There were five strata, Solution SACCO, Capital SACCO 

Society, Yetu SACCO, Centenary SACCO Society, and 

Golden Pillar SACCO.  

Since all strata were different, stratified random sam-

pling ensured better accuracy in results than other proba-

bility sampling methods. Additionally, due to the high 

statistical accuracy of the stratified sampling method, 

smaller sample sizes can lead to highly useful research 

results. The complete charge over the strata division en-

sured that the sampling technique covered the maximum 

population. Since the target population was small, all the 

individuals were included in the study sample. 

Table 1 represents the sample size of 52 respondents 

from the study. The largest proportion of the sample size 

was from other staff accounting for 50%. Additionally, 

division heads contributed 31%, and the top manage-

ment comprised 19% of the sample size. 

 

Research Instruments 

A semi-structured questionnaire was adopted as the 

research instrument to collect vital information about the 

target population, with quantitative information testing 

the specific previously generated research questions. It 

featured a series of questions to which respondents rec-

orded their answers. A questionnaire was an effective 

research instrument for collecting extensive investigation 

information.  

Questionnaires are preferred since they are easy to 

design, distribute and obtain data and information 

(Dewaele, 2018). The research instrument depicted the 

intentions and opinions of various individuals in the SAC-

COs and contained open and close-ended questions. A 

five-point Likert Scale was utilized to provide responses 

to particular close-ended questions.  

The questionnaire was organized into subsections per 

the research objectives and consisted of social media 

marketing, mobile marketing, website marketing, and 

organizational agility indicators. 
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Data Collection Procedure 

Data was gathered through the use of a semi-

structured questionnaire. The questionnaire consisted of 

several questions seeking to gather respondents’ views 

on the study’s specific objectives. The questionnaire was 

administered using the drop-and-pick method while en-

suring that the data was gathered quickly to improve the 

response rate. The questionnaire was self-administered 

for some respondents, while for others, it was adminis-

tered by the researcher. A letter obtained from Meru Uni-

versity of Science and Technology was used to process a 

research permit from the National Council of Science, 

Technology, and Innovation (NACOSTI). The transmittal 

letter and the permit were used to seek permission from 

the management of the SACCOs to gather data using the 

questionnaire.  

 

Methods of Data Analysis 

After collection, the data was cleaned to establish and 

remove particular response errors. The data was tabulat-

ed and analyzed using descriptive and inferential statis-

tics using the Statistical Package for the Social Sciences 

(SPSS version 25) software. Data was tabulated through 

frequencies, means, percentages, standard deviations, 

and graphical and numerical representations. Multiple 

linear regression was conducted to establish the inferen-

tial statistics and define the relationship between digital 

marketing indicators and organizational agility. An analy-

sis of variance (ANOVA) at an alpha of 0.05 was used to 

define whether there was a statistically significant associ-

ation between the research variables. Percentages, mean, 

and standard deviation was also used to analyze the 

trends of the variables. The multiple linear regression 

which was adopted in the study is indicated here: 

 

 

 

Where: 

Y = Organizational agility of SACCOs in Meru Town. 

X
1
 = Social Media Marketing. 

X
2
 = Mobile Marketing. 

X
3
 = Website Marketing. 

α = Regression Constant. 

β1, β2, and β3 = Regression Coefficients. 

ε = Error term due to the regression. 

 

Response Rate 

The research study targeted 52 SACCOs’ employees 

drawn from 5 SASRA-licensed SACCOs with head offices 

in Meru Town. Out of the 52 questionnaires administered 

by the researcher, 31 duly filed questionnaires were col-

lected, translating to a 60% response rate. According to 

Mugenda & Mugenda (2003), in social science research, 

a response rate of 50% is considered to be adequate for 

analysis and reporting. Hence, a response rate of 60% 

was considered satisfactory for this study. The response 

rate is shown in Table 2. 

 

Inferential Statistics 

Correlation Analysis 

The study sought to establish the association among 

the study variables. The results are presented in Table 3. 

The results indicate that social media marketing, mo-

bile marketing, and website marketing are positively re-

lated to organizational agility. Further, results indicated 

that social media marketing (r=.061, p=.743), mobile 

marketing (r=.365, p=.043), and website marketing 

(r=.231, p=.211) are positively related to organizational 

performance. The statistically significant correlation be-

tween mobile marketing and organizational agility, along 

with the positive correlations for the other variables, im-
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plies that as organizations invest more in these marketing approaches, 

there is a tendency for their agility and performance to improve.  

Mobile Marketing is the most strongly correlated with Organizational 

Agility among the three marketing strategies. The results agree with Shak-

hour et al. (2021), who conducted an empirical investigation on agile-

minded organizational excellence and found that mobile services are an 

enabler of organizational agility. Social Media and Website Marketing 

show weak correlations with Organizational Agility in this study. The re-

sults agree with Ahmadi & Ershadi (2021), who studied that social media 

marketing affects a company's agility by ensuring that organizations stay 

ahead in the current extensive business ecosystem characterized by tech-

nological advances and development, impressive customers, and increas-

ing social concerns.  

The results are also in agreement with Ciampi et al. (2022), who carried 

out a systematic review of the literature focused on the relationship be-

tween digitalization and organizational agility (OA) and found that social 

media platforms are crucial drivers of company agility through optimizing 

information sharing and creating dynamic ideas. In addition, Chen & Siau 

(2020) highlight that website marketing supports identifying and integrat-

ing business and market analytics that effectively detects and responds to 

opportunities and threats. Tarn & Wang (2023) highlight the role of web-

sites in enhancing marketing agility by generating knowledge and raising 

responsiveness to the marketplace. 

 

 Regression Analysis 

The results presented in Table 4 present the fitness of model use of the 

regression model in explaining the study phenomena. Social media market-

ing, mobile marketing, and website marketing were found to be variables 

that explain the organizational agility of Saccos. The R-value representing 

the correlation between the dependent and independent variables is great-

er than 0.4. 

The coefficient of determination 

(R-squared) of 0.180 indicates that 

approximately 18% of the variance 

in organizational agility can be ac-

counted for by the combination of 

social media, mobile, and website 

marketing strategies. This suggests 

a moderate level of explanatory pow-

er, implying that while the chosen 

predictors are relevant, other factors 

are likely influencing organizational 

agility as well. Furthermore, the ad-

justed R-squared of 0.089, which 

considers the number of predictors 

and sample size, suggests that the 

model effectively explains around 

8.9% of the variance in organization-

al agility after accounting for its 

complexity. However, the lack of 

statistical significance for some cor-

relations underscores the need for 

further investigation to establish the 

strength and consistency of these 

relationships. The standard error of 

the estimate (0.45568) represents 

the average distance between the 

observed values and the predicted 

values by the model, indicating the 

degree of accuracy in the model's 

predictions. 

 

Analysis of Variance 

Table 5 provides the results of 

the analysis of the variance 

(ANOVA). 

The ANOVA results indicate that 

the regression model accounts for a 

portion of the variance, with a sum 

of squares of 1.232 attributed to the 

regression component. The degree 

of freedom for the regression is 3, 

and the associated mean square is 

0.411. The calculated F-statistic of 

1.978 reveals that there is some 

level of variability between the 

groups, but the p-value (Sig. = 

0.141) suggests that this result is 

not statistically significant at con-

ventional significance levels. This 

implies that the variables in the mod-
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el, including Website Marketing, Mobile Marketing, and Social Media Market-

ing, collectively do not significantly contribute to explaining the variance in 

Organizational Agility. Therefore, while the model shows promise in accounting 

for some variance, the non-significant p-value underscores the need for further 

exploration or potentially including additional variables to better understand 

the factors influencing Organizational Agility. 

 

Regression Coefficients 

Table 6 illustrates the findings of the linear regression model used to study 

the effect of social media, mobile, and website marketing on organizational 

agility. 

From the analysis, and based on the regression coefficients as presented in 

Table 6 above, the multiple linear regression describing the actual relationship 

between the factors considered in the study took the general form; 

 

Y = 2.274 - 0.075X₁ + 0.327X₂ + 0.205X₃ + ε 
 

Where Y is the dependent variable (organizational agility), X₁ is social media 

marketing, X₂ is mobile marketing, and X₃ is website marketing. The intercept, 

represented by the constant value of 2.274, is statistically significant (t = 

2.226, p = 0.035), suggesting that when all predictors are held constant, there 

is a significant baseline effect on organizational agility. Examining the stand-

ardized coefficients (Beta values), it is evident that social media marketing (-

.081), mobile marketing (.372), and website marketing (.214) have varying 

impacts on organizational agility. While the standardized coefficients (Beta 

values) indicate that social media marketing (-0.081) and website marketing 

(0.214) have limited impacts, mobile marketing's coefficient (0.372) suggests 

a potentially meaningful relationship. The borderline significance of mobile 

marketing (t = 2.039, p = 0.051) warrants further exploration. These findings 

collectively imply that mobile marketing might positively influence organiza-

tional agility, although this result should be interpreted cautiously. The non-

significant p-values for social media marketing and website marketing suggest 

that these factors may not significantly contribute to explaining changes in 

organizational agility within the studied context. 

 

Findings 

The research was undertak-

en to determine the effect of 

digital marketing on the organi-

zational agility of SACCOs in 

Meru Town. The research exam-

ined the strategies' impact on 

SACCOs in Meru Town by delv-

ing into the individual facets of 

social media marketing, mobile 

marketing, and website market-

ing. The first research question 

delved into the impact of social 

media marketing on organiza-

tional agility. This sought to 

uncover how SACCOs' engage-

ment with social media plat-

forms, including Facebook, In-

stagram, YouTube, Twitter, and 

TikTok, influenced their agility, 

responsiveness, and adaptabil-

ity in the face of changing mar-

ket dynamics. The second re-

search question explored the 

significance of mobile market-

ing in shaping organizational 

agility. By examining the role of 

mobile advertisements, custom-

er engagement, and conversion 

rates, the study aimed to dis-

cern the implications of mobile 

marketing strategies on agility 

enhancement. The third re-

search question probed into the 

effects of website marketing on 

organizational agility. The study 

aimed to illuminate how web-

site marketing strategies con-

tribute to agility within SACCOs 

by investigating elements like 

customer engagement, brand 

communication, and conversion 

rates.  

The research found that all 

five SACCOs under study, in-

cluding Solution Sacco, Capital 

Sacco Society, Yetu Sacco, Cen-

tenary Sacco Society, and Gold-

en Pillar Sacco, utilized social 

media, mobile, and website mar-

keting strategies. The wide-

spread adoption of digital mar-
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keting strategies indicated a robust engagement with 

contemporary marketing practices. It also underscored 

the perceived importance of digital marketing strategies 

in navigating the complexities of the digital era. In addi-

tion, descriptive result findings indicated that most re-

spondents agreed with the questionnaire. 

Complementing the quantitative findings, the themat-

ic analysis offered qualitative insights that deepened the 

understanding of the effects of digital marketing on SAC-

COs' organizational agility. A prominent theme emerging 

from the analysis is the positive impact of digital market-

ing on customer engagement. SACCOs highlight im-

proved customer interaction and engagement through 

platforms including social media and websites, with the 

channels facilitating timely feedback, personalized com-

munication, and enhanced customer experiences, ulti-

mately fostering stronger customer relationships. On the 

other hand, SACCOs recognize the potential of digital 

marketing to facilitate continuous learning and growth. 

The platforms offer opportunities for SACCOs to gather 

insights, learn from customer feedback, and refine their 

strategies over time. This aligns with the concept of agili-

ty as an evolving process of adaptation and improve-

ment. In determining the relationships between digital 

marketing strategies and organizational agility, the re-

sults indicated that social media, mobile, and website 

marketing hold positive correlations with organizational 

agility.  

Mobile Marketing emerged as the most influential, 

with its positive correlation signifying its potential to 

foster organizational agility. While displaying weaker 

correlations, Social Media Marketing and Website Mar-

keting still showcased their contributions to agility. 

These findings collectively validated the study's premise 

that digital marketing strategies are intertwined with 

enhanced organizational agility. 

 

Conclusions 

SACCOs have embraced digital marketing strategies 

to enhance their sustainability. The observed positive 

correlations between social media marketing, mobile 

marketing, website marketing, and organizational agility 

underscore the significance of these strategies in foster-

ing agility within Savings and Credit Cooperative Organi-

zations (SACCOs). This suggests that SACCOs that ac-

tively invest in and implement these digital strategies are 

more likely to experience heightened agility in their oper-

ations. The alignment between these strategies and or-

ganizational agility resonates with the contemporary 

landscape, where technological advancements reshape 

how businesses interact with their environment. Delving 

deeper into the relationships through regression analysis, 

Mobile Marketing emerges as a particularly impactful 

driver of organizational agility. This finding underscores 

the mobile platform's ability to swiftly respond to market 

changes, customer demands, and emerging opportuni-

ties, enhancing SACCOs' overall adaptive capabilities. 

However, the study also reveals that the interconnec-

tions are multifaceted, and various contextual factors 

influence the impacts of digital marketing strategies on 

organizational agility. While the correlations and regres-

sion analyses provide valuable insights, they also empha-

size the complexity of modern business environments. 

Digital marketing strategies do not solely determine or-

ganizational agility but are a product of a combination of 

factors, including leadership, culture, market dynamics, 

and technological infrastructure. The research under-

scores a need to adopt a holistic perspective when exam-

ining organizational agility. The conclusions underscore 

the necessity of adopting a holistic perspective when 

examining organizational agility. While digital marketing 

strategies play a crucial role, organizations must consider 

a broader spectrum of influencing elements to fully har-

ness agility's potential. The study's outcomes encourage 

decision-makers to embrace a comprehensive approach 

that integrates digital strategies into a wider organiza-

tional transformation and adaptation framework. The 

study's findings contribute to the growing body of 

knowledge regarding the intersection of digital market-

ing strategies and organizational agility. The study’s re-

sults emphasize that the benefits of these strategies ex-

tend beyond mere technological implementation. In-

stead, they reflect a fundamental shift in how organiza-

tions engage with their ecosystem, respond to changes, 

and navigate uncertainties. The research illuminates a 

path for organizations to navigate the complex digital 

transformation landscape, recognizing that embracing 

digital marketing strategies is vital to fostering organiza-

tional agility. 
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