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ABSTRACT
Web 2.0 networks have provoked a revolution in the last years due to their capacity to 
modify human relationships, particularly in business contexts. Social capital, as a crucial 
intangible asset embedded in Web 2.0 networks, can be extremely helpful to build and 
optimize personal and organizational performance. The study analysed the influence of 
web 2 adoptions on the organisational performance of MTN Ghana with perceived ease 
of use playing a moderating role. The study adopted a quantitative approach and 
explanatory research design. Data were collected via structured questionnaires from 
367 conveniently sampled customers from the 16.2 million active subscribers who had 
successfully linked their Sim cards with their Ghana cards as of June 30, 2022. The 
study obtained a valid data set of 272 with a response rate of 74.1% which was then 
processed via IBM SPSS (v.26) and SmartPLS3 software. The study found that web 2 
adoption comprising wikis, blogs, social networking sites, and file sharing has a 
significant positive effect on MTN’s overall performance. It was concluded that perceived 
ease of use plays a significant moderating role in the link between web 2 adoption and 
MTN-Ghana performance. The study, therefore, recommended that policy makers 
including the management of MTN-Ghana should continue to adopt and invest in its 
web 2 technologies in order to attain higher performance levels and become more 
competitive.

1.  Introduction

Organisational performance has been immense to organisations especially business establishments since 
time immemorial (Nani & Safitri, 2021). Awan et  al. (2020) emphasised that any organisation would enjoy 
competitive advantages amid financial stability if it consistently meets or exceeds its overall performance 
targets given the fluctuating and highly competitive nature of modern business environments, firms, 
especially multinational ones, are consistently exploring innovative ways or strategies to exceed intended 
outputs in order to attain sustainable organisational performance (Sahibzada et al., 2020). Notable among 
these strategies include the adoption of web 2.0 technologies, simply known as web 2 (Saldanha & 
Krishnan, 2012; Caruso, 2018). Web 2 which focuses on a participatory social web is an upgrade on web 
1, known as ‘the read-only web’ (Shuen, 2018). Given the speed at which technology is advancing and 
shaping our world, businesses have been forced to constantly be at par with it (Shuen, 2018). Precisely, 
advancements in technologies have given birth to web 2 and key stakeholders including customers are 
pressuring businesses to adopt and invest in them. Web 2 incorporates web browser innovations like 
JavaScript frameworks to allow users to easily access, sort, retrieve and classify free information about an 
event or a firm’s product and service (Singh et  al., 2018). It employs developed Application Programming 
Interfaces (APIs) to provide dynamic contents that are responsive to user input and promote self-usage 
and other forms of interactions like file sharing, blogging, tagging, podcasting, social networking, and 
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commenting (Pelet, 2020). Scholars have found common web 2 tools to include social networking sites 
(SNS), blogs, file sharing an dwikis (see, Kukowska & Skolik, 2020; Mariani, 2020).

The telecommunication industry comprises data and internet service providers that play valuable roles 
in the information society and mobile communication evolutions (Al-Mashraie et  al., 2020). Effective 
information sharing via text messages, emails, streaming, and voice calls have all been necessitated by 
the industry; hence, considered the epicenter of innovation and economic growth. Ghana’s telecommu-
nication industry, likewise those in other emerging economies, continue to grow rapidly by primarily 
offering voice and data (internet) services to subscribers. It currently has a market size of US$1.9 billion 
with key firms like MTN, AirtelTigo and Vodafone (National Communications Authority, 2021). In 2020 
alone, the industry contributed about US$3.6 billion to Ghana’s total revenues generated and employed 
over 100,000 people through direct and indirect employment (i.e. mobile money agents, merchants, 
retailers) (National Communications Authority, 2021). The industry also provides support services to sec-
tors like banks, health, creative arts, agriculture, and education, etc; cementing its importance. MTN is 
the leading telecommunication company in Ghana with a market share of 63% despite several pro-
grammes by NCA to reduce its dominance in the country (Scancom PLC, 2021). Since 2015, the company 
has retained its largest market share base and currently has over 27.8 million subscribers. Its data reve-
nue alone represents about 39% of Ghana’s total service revenues (National Communications Authority, 
2021). In terms of digitalisation, MTN has transformed the industry with a series of innovations and 
technologies. In carrying out its business, MTN continues to rely on advanced technologies like web 2 
to promote customer engagement and brand positioning.

The telecommunication industry in Ghana is a very competitive one due to the presence of giants like 
MTN Ghana, AittelTigo, Glo and Vodafone Ghana (National Communications Authority, 2021). Companies 
such as Expresso and Glo Ghana, for instance, have faced the wrath of the industry’s fierce competition 
which eventually pushed them to change their business focus. Similarly, Airtel and Tigo suffered the 
same fate and had to merge to create ‘AirtelTigo’ in 2017 in order to remain competitive (National 
Communications Authority, 2021). The report also revealed that the level of competition in the industry 
has led to Glo partnering with AirtelTigo since April 2022 when Glo customers have been pushed to the 
latter’s network platform. These are indications that companies in the industry face fierce competition; 
hence, failure to perform sustainably could have severe repercussions on them. Although MTN is cur-
rently the leader in the industry, its performance challenges have also been documented. A report by 
Scancom PLC (2021), for instance, revealed that the company’s digital revenue fell by 21.7% YoY (i.e. year 
on year) in 2020 which also led to a decline in its digitato-servicece revenue by 1.6% (i.e. from 4.3% to 
2.7%). To address this challenge, the company spent GHS569 million in the same year to expand its 
technology and service quality (Scancom PLC, 2021). This investment saw the company enjoy 53.2% 
growth in its data traffic while increasing internet coverage from 76.1% to 79.9% in 2021. Also, MTN’s 
data revenue increased by 47.9% YoY which subsequently increased its data-to-service revenue to 33.6% 
YoY from 28.5% YoY in the same year. These statistics indicate the importance of adopting and investing 
in technologies like web 2; hence, it could be argued that the company’s overall performance could 
continue to expand if it continues to invest in web 2.

Many researchers have indicated that web 2.0 such as Facebook, Instagram, and Twitter are new sites 
for business that can reinforce customer behaviour intentions (Evanschitzky et  al., 2022; Zahoor, 2022). 
In the context of the telecommunication industry, customers are more inclined to use web 2.0 tools to 
increase their knowledge-sharing behaviour about organisations’ products and services as compared to 
other conventional learning approaches because of its site’s ease and convenience (Hafez, 2022). In addi-
tion, Blasco-Arcas et  al. (2022) highlighted that with the advent of web 2.0 media, a high level of inter-
activity between customers and organisations can avail and strengthen customer knowledge sharing.

Nevertheless, the findings from existing research on web 2. 0 and organizational performance are still 
inconclusive, as Abdelhady and Ameen (2022) argued that web 2.0 tools can help business entities in 
their operations much easier to foster strong relationships between parties. However, Vasan (2023) posits 
that for both the buyer and the seller, web 2.0 has become a double-edged weapon, depending on how 
it is used, the use of these tools will offer both assistance and damage. In addition, Vasan argued that 
if businesses do not properly familiarise their messages with the anticipations of customers, they can 
lose their image (Cadavid & Valencia-Arias, 2022; Amoah et  al., 2021)
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A review of past literature reveals that bountiful research has been conducted on web 2.0 and firm 
performance in developed countries (Narayan & Hungurd, 2022; Heredia et  al., 2022).

However, studies examine the individual effects of the adoption of web 2.0 tools like file sharing, and 
wikis. Social networking sites and blogs on organizational performance remain scanty in the literature. 
In addition, academic research on these variables using an integrated model is limited, especially in the 
context of the Ghanaian telecommunication industry. In view of the research deficiency, the aim of this 
study is to examine the interrelationships between web 2.0 adoption, perceived ease of use, and orga-
nizational performance in Ghana’s telecommunication industry.

Furthermore, despite the contribution of Resource-Based theory in management and marketing stud-
ies, it has not been adequately explored in relation to Web 2.0 adoption and organisational performance, 
especially in the context of telecommunication industry in Ghana. The study also provides practical impli-
cation for telecommunication operators on how to leverage Web 2.0 technologies to boost firm perfor-
mances. It also informs the formation of effective service marketing strategies that promotes brand 
positioning and enhanced customer engagement.

2.  Literature review and hypotheses development

According to the resource-based view (RBV) theory, firms need to constantly adopt new innovations or 
technologies as key resources in order to stay competitive (Somsuk et  al., 2012). RBV theory also sug-
gests that firms need to adopt technologies like web 2 to support their limited internal resources in a 
bid to perform effectively. The theory is also supported by the technology acceptance model (TAM) 
which similarly proposes that individuals mostly accept a technology based on its perceived ease of use 
(PEOU) and perceived usefulness (PU) (Marangunić & Granić, 2015). TAM suggests that a positive percep-
tion of web 2’s ease of use and usefulness could trigger actual usage among the target audience and 
invariably help providers to attain expected performance goals. In relation to the study, the theory sug-
gests that telecommunication companies like MTN can never rely on only their internal resources to 
achieve set goals; thus, emphasising the need to continue to adopt technologies from external partners. 
The theory specifically suggests that these firms can become competitive and also attain higher perfor-
mance if they adopt modern innovations like Web 2 technologies. In view of this, the theory supports 
the adoption of Web 2 technologies like wikis, social networking sites, file sharing, and blogs to support 
firms’ scarce resources in order to attain set performance targets. The theory further argues that internal 
resources are generally scarce, hence, for firms to perform better, they need to adopt Web 2 
technologies.

2.1.  Adoption of social networking sites and organisational performance

Social networking websites like Facebook, Instagram, and Twitter play crucial roles in creating positive 
interaction between or among people; hence, are key to achieving better organisational performance 
(Kim et  al., 2013; Zhang et  al., 2017). In the business environment, social media can be used to link 
customers with businesses for a variety of requirements. This assertion was directly supported by Tajvidi 
and Karami (2017) when they found social media to significantly and positively affect firm performance. 
They concluded that hotels’ performance would improve if they adopt social media to expand their 
innovation and branding capabilities. Similarly, firms’ participation in social media promote brand value 
(Hudson et  al., 2016; Nisar & Whitehead, 2016); customer trust (Zhang et  al., 2017); sales growth (Kumar 
et  al., 2016), promote knowledge sharing (Munar & Jacobsen, 2014) and CRM (Rosman & Stuhura, 2013). 
These outcomes are synonymous to attaining positive organisational performance; suggesting that social 
media is positively related with organisational performance (Trainor et  al., 2014; Nisar & Whitehead, 
2016). As a communication medium, social networks also aid businesses in achieving a variety of organ-
isational goals, especially those related to public relations and marketing activities like advertising, cus-
tomer service and branding (Nisar & Whitehead, 2016). Zhang et  al. (2017) stressed that social media 
enables users to generate content and communicate with others which leads to high firm performance. 
Siamagka et  al. (2015) and Wamba and Carter (2016) further stressed that firms’ adoption of social net-
works could create strong networks among customers, businesses, and suppliers and this could be key 
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to expanding firm performance. From the foregoing, one can deduce that adopting social networking 
sites play valuable roles in improving organisational performance; hence, the study hypothesis that:

H1: Adoption of social networking sites has a significant positive effect on organisational performance.

2.2.  Adoption of file sharing and organisational performance

File sharing is characterised by making huge files accessible to users on peer-to-peer networks (Hurtado 
Gonzalez et  al., 2014). To ensure that the site does not operate independently from other Web 2.0 appli-
cations, file sharing platforms often allow users to embed their information into social networking sites 
(Hurtado Gonzalez et  al., 2014; Rogerson & Basanta, 2016). For the sharing of photos, for instance, rep-
utable websites including Flickr or Fotolog are used while YouTube, on the other hand, is for sharing 
video content (Kim et  al., 2013). With these file sharing platforms, organisations can easily and conve-
niently transfer important information via video or imagery content to customers (Belk, 2014). This, in 
turn, allows these organisations’ customers to access information about their products and services to 
make purchasing decisions and promote performance. Although studies have failed to directly investi-
gate the role of file sharing in organisational performance, it could, however, be argued that file sharing 
is key to attaining this goal. Kim et  al. (2013) similarly stressed that businesses that do not regularly post 
and share video contents with their customers viafile-sharingg sites could struggle to reach large num-
ber of people. More precisely, given the millions of subscribers of YouTube (Tafesse, 2020); using it to 
create and share videos with customers would lead to wide coverage, improve brand image and invari-
ably promote firm performance. Also, Narayan and Hungund (2022) noted that innovations like file shar-
ing makes information about a firm’s product and service readily accessible devoid of customers’ location; 
hence, serves as a crucial web 2 technology for spreading a firm’s information. Customers can, for 
instance, use file sharing sites like YouTube to posts comments or suggestions after using a given com-
pany’s product and services. Arguably, positive comments trigger post-purchase behaviours which could 
serve as a vital electronic word oof mouth advertisement to attract other customers; hence, improve 
performance (Narayan & Hungund, 2022). With file sharing as an IS innovation, companies including 
SMEs are induced to abide by national and international regulatory rules, which aids them in maintaining 
a high degree of compliance to safeguard reputation and brand image; invariably promoting their per-
formance levels (Erind, 2015). File sharing sites also allow customers to store the information, recover 
them at any time and even protect them (Alzaam & Almizeed, 2021). These events consequently lead to 
better organisational performance. In light of this, the study proposed that:

H2: Adoption of file sharing has a significant positive effect on organisational performance

2.3.  Adoption of wiki and organisational performance

Wiki is a collaboratively edited and controlled online hypertext publication that is accessed through a 
web browser by its own audience (Grudin & Poole, 2010). This web 2 technology, if adopted, allows users 
including customers to create, browse and search for information including those about a company’s 
product and service (Dessart et  al., 2015). It is used in recent times by firms to advertise their packages 
to readers or users (Chirumalla et  al., 2018). For instance, with wiki, customers get information about a 
company which can then be shared with others; arguably creating awareness and thereby improving its 
overall performance. In view of this, companies with wikis can easily create and regularly update content 
for their customers and by doing so, the customers are consistently exposed to up-to-date information 
which could be crucial to promoting brand positioning, influence their purchasing intentions, and invari-
ably affect firm performance. Rahoo et  al. (2018) specifically stressed that wiki, a form of web 2, is used 
for promoting and marketing library services in most higher education organisations in Sindh. In relation 
to the study, information about MTN Ghana’s packages and other relevant information can easily be 
accessed on wiki sites like Wikipedia and this arguably influences customers purchasing decisions, pro-
mote brand awareness and firm performance. The study hypothesised that:

H3: Wiki has a significant positive effect on organisational performance of MTN
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2.4.  Adoption of blogs and organisational performance

Blog is a forerunner of Web 2.0 which enable readers to subscribe to a feed to receive notifications when new 
entries are made (Bheekharry, 2020; Sajjad & Zaman, 2020). Sharing blog entries, videos, pictures or comments 
on social media encourages followers to respond and participate, go to a business’ website, and patronise ser-
vices and products (Prasad, 2021); arguably, contributing to expanding firm performance. According to Awan 
et al. (2020) and Ďaďová and Soviar (2021), blogs create an online community and allow firms to actively 
engage with target audience to trigger actual purchasing and invariably contribute to positive performance 
outcomes. Also, blogs, according to Moustafa (2022), represent the fifth most reliable source of accurate web 
information, and marketers who use them have been found to get about 67 percent more leads than those 
who do not; indications of its role in expanding firm performance. Moreover, Sajjad and Zaman (2020) also 
stressed that firms that adopt blogs to create and share information ensure effective marketing engagement 
which in turn promotes users’ loyalty and arguably improve firm performance. Blogs via social media have 
changed how competition is conducted due to the quick development of technology, the growing influence 
of online communities, and marketers’ diminished ability to manage their strategies through traditional mar-
keting techniques (Assis et  al., 2020). Users that frequent a company’s blog to get information tend to build a 
strong bond with it, which may be important for boosting its performance levels (Amoah et  al., 2021). Sadiq 
et  al. (2020) concluded that users can utilize blogs to share positive experiences with their social networks, 
which could raise a company’s ratings, promote engagement, and arguably improve firm performance. Given 
this, the study proposed that:

H4: Adoption of blogs has a significant positive effect on organisational performance

2.5.  Moderating role of perceived ease of use in the relationship between web 2 adoption and 
organisational performance

PEOU has been identified as a key construct for investigating and evaluating user acceptance of a certain 
technology, drawing on the information technology (IT) literature. Researchers have suggested that PEOU 
could play a role in users’ acceptance and use of a technology which could consequently improve the per-
formance of an organisation (Amin et al., 2014; Morosan, 2022). Morosan (2022), for instance, revealed that 
if consumers perceive a new technology to be simple and easy to use, they could adapt their behaviour to 
actually use it and vice versa. Similarly, to this, Amin et al. (2014); Kiburu et al. (2022) asserted that PEOU, 
perceived usefulness, and consumer satisfaction in an online buying environment had a favourable associa-
tion. They concluded that customers who perceive online shopping as easy to use and useful, exhibit posi-
tive post purchase behaviours such as customer satisfaction. Chawla and Joshi (2021) revealed that PEOU 
and PU significantly mediated the link between self-efficacy and purchasing intentions of mobile banking 
customers in Yemen. They concluded that for self-efficacy to improve customers’ purchasing intentions, it 
must pass through PEOU and perceived usefulness. Wilson et  al. (2021), for instance, concluded that PEOU 
and perceived usefulness play crucial roles in improving customer satisfaction and eventually strengthening 
customer loyalty in China. In line with these findings, the study argues that when customers perceive Web 
2 technologies adopted by the telecommunication firms in Ghana, especially MTN, to be useful and easy to 
use, they would be induced to adopt them; thereby, triggering stronger firm performance. More precisely, 
for MTN’s adoption of Web 2 technologies like wikis, social networking, file sharing, and blogs to expand its 
performance, then they should be perceived by its customers or subscribers as easy to use. The study also 
argues that although web 2 adoption could directly affect MTN’s performance, the presence of PEOU could 
strengthen it but not weaken it. Hence, subscribers’ PEOU of web 2 adopted by MTN could trigger actual 
usage which could be key to attaining stronger firm performance. In view of this, it was hypothesised that:

H5: Perceived ease of use has a significant moderating effect on web 2 adoption and organisational performance

2.6.  Conceptual framework and summary of research gaps

In this study, perceived ease of use (PEOU) represented the moderating variable, web 2 adoption com-
prising wikis, social networking sites, file sharing, and blogs represented the exogenous constructs while 
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organisational performance represented the endogenous construct (see Figure 1). Figure 1 demonstrates 
the hypothesised relationship between the constructs of the study as discussed above in section 2 of 
the study.

The main gaps identified in the review has to do with the need to test for perceived ease of as a 
moderating factor. In addition, the current literature exposes the need to empirical assess the five iden-
tified hypotheses.

3.  Research methods

The quantitative approach was employed on the basis of obtaining and interpreting objective or 
fact-based data from a large target population to draw concrete conclusions (Salaria, 2012). The explan-
atory research design was appropriate because it provided the guidelines to investigate the interactions 
among web 2 adoption, perceived ease of use and organisational performance. The design is appropriate 
for obtaining data from MTN’s subscribers who are scattered across the Ghana. It also allows the use of 
statistical tools notably regression which involve a great amount of numerical data to analyse the causal 
relationships (Beins & McCarthy, 2017). The study was carried out within the scope of MTN Ghana, the 
leading company in telecommunications in the country.

The study population was active customers of the company who had also linked their SIM cards with 
the Ghana Card by 30th June, 2022. Report by Scancom PLC (2021) revealed that 16.2 million which 
represents about 60% of its subscriber base of 27.2 million have met this criterion. The study’s target 
population comprised 16.2 million customers of MTN Ghana. In relation to the study, target population 
size of 16.2 million is extremely large; hence, required sampling. To achieve this, Adam’s (2020) sample 
determination table was adopted and a sample size of 267 was selected under the following assump-
tions: 95% confidence level, p = 4, margin of error (ϵ) =0.4 and t = 1.96. Given the possibility of response 
issues which could affect the quality of the study’s data and associated outcome, the minimum sample 
size was increased by 10% to 367. Given the scattered nature of the subscribers, the study adopted the 
convenience sampling technique. Although this technique is non-probabilistic and largely used in quali-
tative research, some researchers (Kriska et  al., 2013; Etikan et  al., 2016) have contended that it can be 
used in quantitative research. They stressed that it is adopted when a reasonable number of the mem-
bers in a target population are easily accessible reachable or approachable (Kriska et  al., 2013). Also, the 
tool enables selecting of participants based on proximity; hence, the researchers obtain data from 
members-based convenience (Etikan et  al., 2016). The instrument used to collect the primary data for 
this study was the structured questionnaire. Ahmad et  al. (2022) suggested that a structured question-
naire is appropriate for gathering primary data in any quantitative study. The questionnaire was in four 
(4) major folds: Part A focused on the respondents’ socio-demographic features; Part B had 20 question 
items to measure the four web 2 tools; Part C contained five indicators to measure organisational per-
formance and finally, Part D contained five question items to measure perceived ease of use. All the 
items were then put on a five-point Likert-like interval scale where 1 represents weak agreement and  

Web 2 Adoption 

Social Networking Site  

Fie Sharing 

Wikis 

Blogs  

Organisational 

Performance 

Perceived Ease of Use 

Figure 1.  Conceptual framework of the study. Source: Author’s Own Construct (2022).
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5 represents strong agreement respectively. The scale was chosen because it is useful for gathering data 
when the study aims at establishing causal relationships between web 2 adoption and performance.

3.1.  Measurement of variables

This section presented the measurement indicators for the key constructs and associated sources (see 
Table 1).

3.2.  Validity and reliability

The study’s drafted questionnaire was given to three experts with adequate research and marketing 
knowledge to review. This is in line with Mohajan’s (2022) position on the use of experts in instrument 
validation. This brought about minor changes in the wording of the items. Reliability is addressed when 
the instrument’s Cronbach alpha after reliability testing is 0.7 or more. Thus, the closer the alpha value 
to 1, the higher the reliability of the instrument. To achieve this, the study conducted a pre-test and 
obtained a data-set of 40 from MTN subscribers in Cape Coast. The result of the reliability test was pre-
sented in Table 2 to show that all the constructs and their associated measurement items were reliable.

Data collection procedure, prior to the data collection exercise, the researchers provided a letter to 
the management of MTN Ghana to inform them about the impending research and to also seek access 
to relevant information to successfully conduct the research. After being granted permission by the com-
pany’s management, information such as MTN’s profile and a total number of subscribers who have 
linked their SIM card with Ghana Card were obtained from the company’s records. In terms of the 
respondents, copies of the questionnaires were made and distributed to 367 conveniently sampled sub-
scribers. The researchers adopted the drop-and-pick approach, where copies of the instruments were 
handed over to the respondents to complete and were retrieved at a later date. Due to their involve-
ment and support, the exercise took three weeks to complete, specifically, between 7th August to 28th 
August, 2022. After the exercise, the researchers obtained completed questionnaires from 330 respon-
dents because, 37 of the respondents, although initially provided assurances, could not participation in 
the exercise because of their inflexible time schedules.

The objectives were then analysed via partial least square-structural equation modelling (PLS-SEM). 
This analytical tool is suitable for examining data aimed at establishing cause-and-effect relationships 
between or among variables. PLS-SEM specifically has the ability to provide more rigorous analysis  
to draw concrete conclusions and generalise the findings. By fusing principal component analysis with 
ordinary least square regressions, PLS-SEM explicitly predicts partial model structures (Hair et  al., 2021). 

Table 1.  Measurement of variables.
Variable Measurement indicators Source

Social networking site Information sharing, access to information, content, site usage, mode of 
interaction

Tajvidi and Karami (2017)

File sharing File size, content creation, nature of information sharing, frequency of posts Tafesse (2020)
Blogs Period of information accessibility, purpose of blog, subscription, nature of blog, 

level of interaction
Singh et  al. (2018)

Wiki Purpose of wiki, level of interaction, nature of wiki, level of wiki Singh et  al. (2018)
Organisational performance Number of subscribers, profit levels, network connectivity accessibility, customer 

base
Djakasaputra et  al. (2021)

Perceived ease of use Clarity and understandability, ease of use of web 2, information usefulness, 
flexibility of web 2

Shahreki et  al. (2020)

Table 2.  Reliability test.
Construct No. of Items α Value

Social networking site 5 0.870
File sharing 5 0.869
Blogs 5 0.845
Wiki 5 0.868
Organisational performance 5 0.911
Perceived ease of use 5 0.907

Source: Field Data (2021).
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The following assumptions were assessed: measurement assessment (i.e. indicator reliability, internal con-
sistency reliability and validity [i.e. discriminant and convergent] and structural model (i.e. collinearity, 
coefficient of determination, effect size, and predictive relevance) (Hair et  al., 2017, 2021; Memon et  al., 
2021). After assessing these quality criteria, the hypotheses were specifically tested using 5000 bootstrap-
ping and its results were extensively discussed. It is to note that the PLS-SEM output was presented in 
both figures and tables and subsequently discussed in the next sections.

3.3.  Ethical considerations

The ethical considerations are not limited to informed consent, right to privacy, confidentiality, voluntary 
participation, anonymity and honesty (Sobočan, 2022). Practically, confidentiality was attained when the 
respondents’ data were protected; hence, kept away from third parties. Also, the respondents were 
allowed to voluntarily participate in the exercise and they were also free to withdraw at any time they 
wished without any penalty nor punishment.

4.  Analysis, results and discussions

The study’s results and discussion were provided in this section. It first provided the respondents’ 
socio-demographic information and consequently discussed the tested hypotheses.

4.1.  Socio-demographic features of respondents

The respondents’ socio-demographics were described in this section based on valid responses. Out of 
the 367 questionnaires distributed to the conveniently sampled respondents, 272 with a response 
rate of 74.1% were deemed valid. Hence, this section presented the demographics of the 272 MTN 
subscribers who partook in the study and also provided valid responses. First, the respondents’ sex 
was ascertained and it was noticed that the majority (141, 51.8%) of them were males while (131, 
48.2%) of them were females. In terms of age, the majority (91, 33.5%) of the respondents were 
between 41 and 50 years; (77, 28.3%) of them were between 31 and 40 years; (74, 27.2%) of them 
were between 18 and 30 years and finally, (30, 11.0%) of them were over 50 years. In terms of highest 
educational qualification, (123, 45.2%) of them have first degrees, (855, 31.6%) were HND or lower 
certificate holders and finally, (63, 23.2%) of them have second (masters) or terminal (doctorate) 
degrees.

On the number of years the respondents have subscribed and actively use MTN’s packages (i.e. prod-
ucts and services), it was revealed that majority, (95, 34.9%) of the respondents have actively used the 
company’s packages for over 15 years; (78, 28.7%) of them have also been using the company’s packages 
for 11 to 15 years; (76, 27.9%) of them have done so for 5 to 10 years while (23, 8.5%) of them have less 
than 5 years of experience in using MTN’s packages. This result indicates that most of the respondents 
have used this company’s packages for over 5 years; hence, possess adequate knowledge to provide 
relevant information associated with web 2 adoption of the company.

4.2.  Preference of web 2 tools adopted by MTN

The respondents were asked to indicate which of the company’s web 2 technologies they are aware of 
and also prefer most. These technologies specifically included social networking sites, wikis, file sharing 
and blogs. The result of this exercise was presented in Figure 2.

From Figure 2, it could be seen that majority (43.75%) of the respondents revealed that they are 
aware of and prefer social networking sites to access and read information about MTN’s products and 
services. These social network platforms included Facebook, WhatsApp, Instagram and Twitter. This was 
followed by 29.04% of the respondents’ preferring blogs, 16.54% of them prefer wiki while 10.66% of 
them prefer the file sharing tool like YouTube, Flickr. This result simply means that most of the customers 
of MTN in Ghana prefer social networks to interact with the company, obtain valuable information from 
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them and also share their comments or suggestions with both the company and other customers. This 
could be because social networks are the most popular, convenient and easy to use as compared to the 
other three web 2 technologies; hence, customers find them easier and faster to access, read and share 
information about any product or service.

The section presented the study’s results after analysing the data using the PLS-SEM technique. It 
specifically had the following major sub-sections: (i) model development and assessment (i.e. in terms of 
measurement and structure) and (ii) significance and relevance of the structural model relationships.

4.3.  Model specification and assessment

This section presented two key sub-sections: (a) model specification and (b) model assessment with 
respect to measurement and structure.

4.3.1.  Model specification
The model was first specified or developed to show the constructs and their assigned indicators or mea-
surement items. The model was built with six (6) constructs (i.e. 4 exogenous, 1 moderator, and 1 endog-
enous) with 30 indicators (5 indicators each). Precisely, the exogenous variables (i.e. Web2.0 technology) 
included social networking sites (SNS) comprising SNS1, SNS2, SNS3, SNS4, SNS5; Wiki (WI) had WI1, WI2, 
WI3, WI4, WI5; file sharing (FS) had FS1, FS2, FS3, FS4, FS5; blogs (BL) also had BL1, BL2, BL3, BL4, BL5. 
The moderating variable (perceived ease of use [PEOU]) also contained PEOU1, PEOU2, PEOU3, PEOU4, 
PEOU5 and the endogenous variable (organisational performance [OP]) had OP1, OP2, OP3, OP4, OP5. 
The model was presented in Figure 3 to show all the constructs and indicators.

4.3.2.  Assessment of indicator reliability
After specifying the model, the measurement items or indicators were first assessed using their loadings. 
The item loadings were assessed to ensure that each indicator truly measured its assigned construct 
(Hair et  al., 2017). To achieve this, the rule suggests that indicator loadings should be ≥ 0.70 (Hair et  al., 
2017; Memon et  al., 2021). The rule also proposes that item loadings < 0.70 could be deleted from the 
model, but with high precaution. Hair et al. (2021, 2022) emphasised that instead of automatically remov-
ing items with loadings below 0.70, researchers should carefully evaluate the indicator’s impact or rele-
vance to the other validity and reliability measures. Hence, items < 0.70, especially those between 0.40 
and 0.70 could be maintained if they have positive impacts on the model’s validity and reliability.

Based on the rule and suggestions by Hair et  al. (2021) and Hair and Alamer (2022), the following 
indicators were removed from the specified model in Figure 3: FS3(0.833), FS5(0.608), SNS4(0.864), SNS5 
(0.798), BL2(0.929), BL4(0.756), WI2 (0.824), WI4(0.749), PEOU1(0.848), PEOU3(0.866), PEOU5(0.736), 
OP1(0.741) and OP2(0.807). Deductively, although majority of the indicators had loadings > 0.7, they 

Figure 2.  Customers’ preference for web 2 tools. Source: Field survey (2022).
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were removed because their inclusion affected the validity and reliability of the overall model. Therefore, 
only items > 0.70 with better impact on the other reliability and validity measures were retained and 
invariably, used to specify the final model in Figure 4.

4.3.3.  Assessment of measurement model
After specifying the measurement model, it was assessed to ensure that all the required quality criteria 
are met. Precisely, internal consistency reliability (ICR) and validity (convergent [CV], discriminant [DV]) 
(i.e. inner VIF values) were assessed (see Tables 3 and 4). Table 4 presented the model’s ICR by reporting 
Cronbach Alpha (CA), rho A and composite reliability (CR). Also, the model’s convergent validity via AVEs 
was assessed.

Table 3 presented the model’s ICR results to assess the possible association between the items or 
indicators measuring a particular latent variable (Hair et  al., 2019). ICR is assessed to ensure that all 
the question items are reliable for measuring their assigned constructs. ICR is assessed using CA, rho_A 
or CR values (Sujati, 2021; Hair et  al., 2021) and follows the ruling that the values should be above 
0.70. More precisely, values between 0.70 and 0.90 suggest ‘satisfactory to good’ while those above 
0.95 are deemed to be ‘problematic’ because they show redundant indicators; hence, affecting con-
struct validity (Henseler et  al., 2014). Hair et  al. (2019) also revealed that reliability values ≥ 0.95 sug-
gests the likelihood of undesirable response patterns which could trigger inflated connections among 
the indicators’ error terms; hence, affecting overall reliability. Given the three approaches to ICR, the 
rho_A has predominantly been preferred to CA and CR due to its ability to produce more accurate 
and superior outcome (Dijkstra et  al., 2015; Trizano-Hermosilla & Alvarado, 2016). Trizano-Hermosilla 
and Alvarado (2016), for instance, revealed that CA assumes that all indicator loadings are 

Figure 3. I nitial model specification. Source: Field Survey (2022).
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tau-equivalence; implying that they are the same in a particular population. They also suggested that 
CA is more conservative and deemed to have a lower-bound approximation of the true ICR while CR 
may be too liberal and considered as an acceptable upper-bound approximation of the true ICR. The 
reliability coefficient rho_A falls between CA and CR; hence, regarded as acceptable compromise 
between CA and CR. From Table 4, the rho_A values ranged between 0.816 (OP) and 0.930 (BL) to 
suggest ICR. The convergent validity (CV) was also assessed using the AVE values (Hair et  al., 2021) to 
show the extent to which the variances of the indicators are captured by their latent variables with 
respect to the sum of variance and its resulting measurement error. The model complied with the rule 
that all AVE values should be ≥ 0.50 (Henseler et  al., 2014; Hair et  al., 2021). Deductively, all the AVE 
scores were > 0.50 with OP (0.668) reporting lowest AVE while and PEOU (0.87) had the highest AVE; 
thereby, suggesting that the model’s validity was convergent.

4.3.4.  Discriminant validity
The model was also tested for discriminant validity (DV) as proposed by Wong (2019), Hair et  al. (2021). 
It is specifically used to assess whether a model has possible collinearity issues. Hair et  al. (2017) 

Figure 4.  Final model structure. Source: Field survey (2022).

Table 3. I nternal consistency reliability and validity.
Items C.A rho_A CR CV

BL 0.834 0.930 0.886 0.723
FS 0.823 0.895 0.892 0.735
OP 0.750 0.816 0.856 0.668
PEOU 0.860 0.865 0.934 0.877
SNS 0.814 0.838 0.888 0.726
WI 0.825 0.842 0.895 0.740

Note: ‘Internal consistency reliability (C.A., rho_A; Construct reliability [CR]); Convergent validity (CV) (using AVEs)’.
Source: Field Survey (2022).

Table 4.  Heterotrait-monotrait (HTMT) ratio.
BL FS OP PEOU SNS WI

BL
FS 0.169
OP 0.244 0.514
PEOU 0.181 0.143 0.118
SNS 0.178 0.458 0.806 0.116
WI 0.079 0.668 0.683 0.104 0.688

Source: Field Survey (2022).
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proposed that DVs which are discriminantly valid mostly lack significant levels of collinearity. Previous 
studies (Hair et  al., 2017, 2021; Henseler et  al., 2015) have proposed three major approaches (i.e. Fornell 
and Larcker, cross loading and Heterotrait-Monotrait (HTMT) ratio) for checking DV, but, the HTMT 
approach was preferred because it shows superior output given its strength in easily detecting absence 
of DV in basic research. The rule for assessing the HTMT ratio suggests that the correlation values among 
the constructs should be < 0.90 (Wetzels et  al., 2009). Simply put, DV is achieved if the HTMT values are 
< 0.90. From Table 5, all the constructs’ HTMT values are < 0.90 with the highest value of 0.806 between 
PCSR and LCSR; while the link between WI and BL was 0.079 having the lowest HTMT. This result sug-
gests that the constructs are clearly different from each other.

4.3.5.  Structural model assessment
This section presented the assessment outcome of the study’s structural model to specifically evaluate 
the model’s predictive accuracy using coefficient of determination (R2) score, predictive relevance (Q2) 
based on the Stone-Giesser’s test and effect size (f2) (see Table 5).

Table 5 reported the model’s variance inflation factor (VIF) scores to check for possible collinearity. 
Collinearity is evaluated using VIFs to check whether the coefficients of the parts in the model are 
bias-free (Hair et  al., 2017). The rule suggests that VIF values should be < 5 (Henseler et  al., 2015) to 
indicate absence of collinearity issues. However, the most appropriate VIF value which indicates no col-
linearity issue is 0.30 or below. From Table 6, all the VIFs were < 3 (i.e. 1.033[BL] - 1.838 [WI]); thereby, 
suggesting absence of collinearity problem. The R2 value, representing the coefficient of determination, 
was also discussed to show the combined contributions of the exogenous constructs (BL, FS, SNS, WI) 
on the endogenous construct (OP) (Hair et  al., 2021). R2 suggests the portion of OP that is linearly 
accounted for by combining Web 2.0 technology adopted by MTN. The R2 ranges between 0 and 1 and 
follows the rule that: 0.75 (substantial), 0.50 (moderate) and 0.25 (weak) respectively (Hair et  al., 2021). 
From Table 6, the R2 value was 0.527 (i.e. > 0.50) to show that Web2.0 technology adoption moderately 
accounts for 52.7% of MTN’s performance in Ghana. Therefore, since the company adopted web 2.0, its 
overall performance has increased by over 50%. Hair et  al. (2019), however, revealed that the R2 limita-
tion is that its value tends to increase as more exogenous constructs are included in the model. This can 
be addressed by making adjustments in the R2 value based on the number of exogenous constructs with 
respect to the data size; hence, the need to discuss the adjusted R2. Table 6 revealed a value of 0.518 
to suggest that about 51.8% of OP is linear accounted for by any adjustment made in web 2.0 adoption. 
Therefore, when any adjustments are made after adopting the web 2.0, it could account for about 52% 
of change in MTN’s performance.

Table 5. E xplanation of target endogenous variable variance.
L.V VIFs R2 Adjusted R2 f2 Q2

BL 1.033 0.060 0.315
FS 1.465 0.020 0.366
OP 0.527 0.518
PEOU 1.041 0.002 0.332
SNS 1.520 0.310 0.238
WI 1.838 0.059 0.329

‘Note: Latent variable (L.V.), coefficient of determination (R2), effect size (f2), predictive relevance (Q2)’.
Source: Field survey (2022).

Table 6. S ignificance and relevance of path coefficients.
Structural Path (β) t-stats p-values Decision Rule

Direct effect
SNS -> OP 0.495 5.835 0.000 H1 (supported)
FS -> OP 0.118 1.988 0.047 H2 (supported)
WI -> OP 0.212 2.526 0.012 H3 (supported)
BL -> OP 0.110 2.190 0.029 H4 (supported)
Indirect / Moderating effect
PEOU -> OP 0.141 2.196 0.028 H5 (supported)

Note. * = t > 1.96; p < 0.05.
Source: Field data (2022).
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Table 5 also reported the f2 of each independent construct by adopting Cohen et  al. (2011) impact 
criterion which suggests that f2 values of 0.02 = small, 0.15 = medium and 0.35 = large respectively. From 
the table, SNS had a medium f2 of 0.310, while the other web 2.0 technologies had small f2, precisely, 
BL (0.060), WI (0.059) and FS (0.020) respectively. The result suggests that SNS has a better effect on OP 
as compared to the other web 2.0 technologies; however, FS had a weakest f2.

Finally, the model’s predictive relevance based on Stone-Geisser’s (Q2) test was assessed (Hair et  al., 
2017). Memon et  al. (2021) revealed that Q2 is analysed by removing a portion of the data matrix, anal-
yse the remaining model and predict the removed portion based on the estimations. Wong (2019) sug-
gested that Q2 is achieved if its construct’s value is > 0. Hair et  al. (2021) further suggests that, ‘0.02 ≤ Q2 
< 0.15 shows weak, 0.15 ≤ Q2 < 0.35 (moderate) and Q2 > 0.35 (strong) Q2’ respectively. Deductively, all 
the Q2 values were > 0; showing predictive relevance. From Table 6, FS (0.366) predicts OP better than 
WI (0.329), BL (0.315) and SNS (0.238) respectively.

4.3.6.  Significance and relevance of path coefficients
After assessing and meeting the model’s quality criteria, the study finally reported the hypotheses results. 
The hypotheses specifically focused on testing the significant effects of BL, WI, FS, and SNS on OP of 
MTN. The hypotheses were specifically tested using 5000 bootstraps and the t-stats were reported and 
analysed instead of the p-values as proposed by Hair et  al. (2017, 2021). They suggested that t-stats ≥ 
1.96 is synonymous with p-values< 0.05 at 95% confidence level to indicate ‘support or acceptance’ of 
the directional hypothesis. This rule has been extensively supported by several scholars including Aguirre‐
Urreta et  al., (2016), Memon et  al. (2021) and Sarstedt et  al. (2022). Also, in terms of relevance, the path 
coefficients fall between -1 and +1 where the closer the value to -1, the stronger the negative relation-
ship while values close to +1 suggests strong positive correlation. Moreover, the relationship’s strength 
was represented by the β value with the rule that values < 0.35 (weak), 0.35–0.65 (moderate) and >0.65 
(strong) respectively (Cepeda-Carrión et  al., 2022; Hair et  al., 2019, 2021). The results were presented in 
Table 6 with five columns representing structural path, path coefficients (β), t-stats, p-values and decision 
rule of each hypothesis. In view of this, the study’s five hypotheses were tested and discussed in the 
succeeding sections based on the rules aforementioned.

4.3.7.  Effect of adoption of social networking sites on performance of MTN
The section presented the outcome of H1 with respect to the significant effect of adoption of social 
networking sites (SNS) on organisational performance (OP). Table 6 revealed the following results: t-stat 
= 5.835, p = 0.000, and β = 0.495; hence, supporting the hypothesis. The results indicate that SNS has a 
significant, positive moderate effect on OP of MTN; as such, any unit change in SNS would result in a 
significant and positive unit change in OP by 49.5%. Based on β, SNS ranked ‘1st’ among the four web 2 
technologies adopted by MTN. The study’s result implies that when MTN adopts social networking sites 
like WhatsApp, Facebook, Twitter, and Instagram to spread or share information about its products and 
services with customers, its overall performance level would rise by about 50 percent. The result clearly 
shows that adoption of social networking sites as a marketing tool would improve MTN’s performance 
by 50%; hence, about half of MTN’s overall performance in terms of market share, profit margin and 
expansion of network connectivity across the country is contributed by the adoption of web 2, specifi-
cally social networking sites. Therefore, for MTN to enjoy moderate performance, SNS should continu-
ously be used as a marketing tool to reach large number of customers within the shortest possible time. 
Simply put, SNS such as Facebook, Twitter and WhatsApp are important marketing sites that plays a 
moderate role in expanding MTN’s performance. The result indicates that hypothesis one (H1) is sup-
ported. The study’s finding has been supported by Siamagka et  al. (2015) and Wamba and Carter (2016) 
who posited that web 2 is still an emerging area but its adoption yields high outcomes notably firm 
performance. They concluded that web 2 technologies including social media or networking platforms 
are key to the success stories of organisations, especially the multinational ones that adopt them. Nisar 
and Whitehead (2016) similarly stressed that social networking site is the most used and adopted web 
2 technology for marketers and even individuals over the last decade. This is because of its relatively 
ease of use, the speed with which adverts spread to reach a large number of people across the globe 
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as well as its convenience and low costs. Harrigan et al. (2021) concluded that social network, also known 
as social media, plays an important role in attaining improved firm performance.

4.3.8.  Effect of adoption of file sharing on the performance of MTN
The second hypothesis (H2) on whether file sharing (FS) significantly affects organisational performance 
(OP) of MTN was also tested and the t-stat was 1.988 with p-value of 0.047 to signify support for the 
study’s hypothesis. This result means that FS significantly affects the OP of the company. Thus, any unit 
change in FS would lead to a significant unit change in OP. The β-value of 0.118 indicates a positive but 
weak effect of FS on OP; implying that any significant unit increment in FS would lead to a significant 
unit increment in OP by 11.8% and vice versa. Dwelling on the β-value, FS ranked ‘3rd’ among the four 
web 2 tools adopted by MTN to spread information about its products and services to its numerous 
customers in Ghana. The result indicates that when MTN uses file sharing as a web 2 technology to 
create images/pictures and videos and share them with its millions of customers, it would improve the 
company’s performance level by about 12 percent. More precisely, when file sharing platforms such as 
YouTube (i.e. for videos) and Flickr (i.e. for images) are adopted to facilitate the creation, sharing and 
receipt of files including videos, audios and images about MTN, they could improve the company’s over-
all performance levels in areas of increased number of subscribers and improved network connectivity. 
Also, the company would continue to achieve its mission, goals and objectives coupled with increasing 
its market share and profit levels when it adopts file sharing software and applications to create rich 
video, pictures and audio information and share them via YouTube, Filemail, etc to its customers. The 
result indicates that hypothesis two (H2) is supported. The study’s finding is in line with previous 
studies by Hurtado Gonzalez et  al. (2014) and Rogerson and Basanta (2016). These studies have clearly 
revealed that file sharing software like YouTube serves as an important web 2 technology for sharing and 
spreading information (i.e. audio, video, picture, text) about a company’s products or services to its 
numerous customers are relative ease. File sharing also ensures that organisations can easily share valu-
able information about their services and products to promote brand positioning and invariably induce 
customers to continue to patronise them; thereby, promoting firm performance (Tafesse, 2020). Similarly, 
Narayan and Hungund (2022) emphasised that adopting web 2 tools like video and image sharing soft-
ware or applications are vital for firms to smoothly conduct their marketing activities in order to 
expand OP.

4.3.9.  Effect of adoption of wiki on performance of MTN
The study’s H3 proposed that, ‘wiki (WI) has a significant positive effect on organisational performance 
(OP) of MTN’. Based on the t-stat value of 2.526 > 1.96 with p-value of 0.0012 < 0.050, the study’s hypoth-
esis was supported. This result means that WI has a significant effect on OP and the model’s β-value of 
0.212 also suggest that WI has a positive but weak effect on MTN’s OP. Per the β-value, WI ranked ‘2nd’ 
among the web 2 technologies adopted by MTN. Despite its low rank, the result suggests that when 
MTN relies on wiki to advertise its packages to customers, its performance levels tend to expand by 
21.2%. More precisely, for MTN to continue to expand its overall performance levels by about 21 percent, 
then wiki should be adopted among its web 2 technologies. The result specifically reveals that when the 
company adopts wiki to allow its customers to easily access and read valuable information about its 
products and services, its overall performance level would expand. The result also suggests that when 
MTN adopts wiki, its customers can easily access numerous and up-to-date information about its prod-
ucts and services and this would be crucial to expanding the company’s overall performance. A typical 
example of wiki adopted by the company is MTN Wikipedia which was established in 2015 to allow 
customers to easily access, read and/or share information about the company with other customers. The 
wiki represents a key marketing tool which even allow customers to indirectly act as marketers whenever 
they share the company’s information with others; in turn, improving MTN’s position and thereby, pro-
moting firm performance. The result indicates that hypothesis three (H3) is supported. The study’s 
outcome was supported by Grudin and Poole (2010) and Dessart et  al. (2015) in their assertions that wiki 
has become an important marketing tool for spreading information about a product or service at easy. 
Sharma and Verma (2018) also revealed that wiki is easy to use and interact with as long as the 
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customer has access to network connectivity. They concluded that the use of wiki to share information 
about one’s product and service is crucial to reaching wide markets at relatively easy and in a convenient 
manner; thereby, helping to improve firm performance. Similar conclusion was drawn by Dessart et  al. 
(2015) and Rahoo et  al. (2018) in their assertion that web 2 technology including wiki is fast-growing 
and plays a valuable role in attaining high performance levels.

4.3.10.  Effect of adoption of blogs on organisational performance at MTN
The study also hypothesised (H4) that, ‘adoption of blogs (BL) has a significant positive effect on organ-
isational performance (OP) of MTN’. H4 was supported because of the following: t-stat = 2.190 > 1.96 and 
p-value = 0.029 < 0.05. This result suggests that BL has a significant effect on OP and the β-value of 0.110 
suggests a positive but weak effect of BL on OP of MTN. The result means that BL plays a significant 
positive but weak role in any change in OP. Per the β-value, BL ranked ‘4th’ among the adopted web 2 
technologies; suggesting that whenever MTN shares information about its products and services via blog 
content, it could improve its overall performance levels by 11%. Although BL had the lowest effect on 
OP among the other web 2 tools, it, however, improves about one-tenth of MTN’s performance in Ghana. 
The study’s finding implies that if MTN intends to improve its customer base or market share and num-
ber of subscribers by 11 percent, then it should continue to create blog contents to allow its customers 
to access the required information on the daily basis. With blogs, MTN can upload valuable information 
in video or text formats for its customers to benefit from. Similarly, if the company adopts blog, it would 
allow its customers to subscribe to its feed and get notifications whenever new information is posted or 
uploaded. This would continue to provide new and inspiring updates about the company’s products and 
services and in turn improve the company’s overall performance levels. The result indicates that 
hypothesis four (H4) is supported. The study’s result is in line with previous studies by Bheekharry 
(2020), Sajjad and Zaman (2020) Ďaďová and Soviar (2021) who revealed that blogging has become the 
order of the day, especially in the marketing space, due to continuous advancement in technologies, 
particularly social media. They emphasised that organisations that adopt blogs and allow people to eas-
ily read and interact with their platform, their overall performance levels would improve significantly. 
Precisely, Agarwal (2020) and Vasan (2023) concluded that blogs allow customers to also post sugges-
tions and comments for other readers or customers to benefit from and hence, allow them to make 
valuable and positive purchasing decisions, especially in instances where the positive comments about a 
firm’s products and services exceed the negative ones.

4.3.11.  Moderating role of perceived ease of use in the correlation between web 2 adoption  
and organisational performance of MTN
This section discussed the outcome after testing the moderating role of perceived ease of use (PEOU) 
on the link between web 2 adoption and organisational performance of MTN. After the PLS analysis, the 
model’s output revealed a t-stat of 2.196 > 1.96 (p = 0.028 < 0.05) and β-value of 0.0141 to indicate ‘sup-
port’ for H5. This result means that PEOU plays a significant positive but weak role in the causal link web 
2 adoption and OP of MTN. The result implies that OP would become strong rather than weak if MTN’s 
customers perceive the company’s web 2 tools as easy to use. Hence, for MTN’s performance levels to 
expand by 14.1%, then its adopted web 2 technologies should be perceived as easy to use by its cus-
tomers. The study’s result implies that when customers perceive that the web 2 technologies like blogs, 
wiki, social networking sites and file sharing adopted by MTN are easy to use and interact with, they 
tend to exhibit positive purchase behaviours towards its products and services which consequently lead 
to improved firm performance. The result also suggests that for MTN to expand its performance levels, 
its adoption of web 2 technologies should be perceived as easy to use by its customers. Customers in 
our modern-day business environment prefer to deal with firms that adopt systems, tools or strategies 
they perceive as easy to use. This would then induce them to continue repurchasing those companies’ 
products and services and thereby, expand their profit levels and market share. The study’s result has 
been supported by the Technology acceptance model which posits that customers intention to and 
actual use of a given system, technology, product or service is predominantly triggered by the custom-
ers’ perceived ease of use and perceived usefulness. The model concludes that customers would actually 
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embrace the web 2 tools adopted by MTN if they hold positive perceptions in terms of ease of use and 
usefulness. Also, previous studies have revealed that customers’ perceived ease of use of a service, inno-
vation or product tend to trigger actual usage and invariably help organisations to attain higher perfor-
mance levels. These findings support that of Amin et al. (2014) who asserted that PEOU, perceived 
usefulness, and consumer satisfaction in an online buying environment had a favourable association. 
They also concluded that customers who perceive online shopping as easy to use and useful, exhibit 
positive post purchase behaviours such as customer satisfaction. Similarly, Wilson et  al. (2021), for 
instance, concluded that PEOU and perceived usefulness play crucial roles in improving customer satis-
faction and eventually strengthening customer loyalty in China. In line with these findings, the study can 
conclude that when customers perceive web 2 technologies adopted by the telecommunication firms in 
Ghana, especially MTN, to be useful and easy to use, they would be induced to adopt them; thereby, 
triggering stronger firm performance.

5.  Conclusions

Given the study’s key findings, the following conclusions were hereby presented: The study first found 
social networking sites to positively and moderately affect the performance of MTN in Ghana. This 
finding has largely been buttressed by related studies which concluded that the adoption of social 
networking sites has become inevitable when firms intend to quickly and conveniently spread informa-
tion about their products and services in order to expand firm performance. It was concluded that 
social networking site is a key Web 2 technology that significantly and positively predicts MTN’s perfor-
mance levels when adopted. Per the study’s result with respect to objective two, it was found that file 
sharing significantly and positively affects organisational performance at MTN Ghana. The study’s out-
come implied that file sharing is an important Web 2 tool for spreading information about companies’ 
products and services to attract customers and invariably promote their corporate performance. The 
study again concluded that wiki has a positive significant effect on organisational performance at MTN. 
Impliedly, web 2 is growing in recognition and its adoption is crucial to reaching a large number of 
people; thereby, contributing to overall firm performance in terms of increasing customer base. More 
precisely, when people including customers have access to relevant information about a company’s 
packages via wiki, it could positively affect their patronage intentions and consequently expand overall 
firm performance. In addition, it was concluded that the performance of MTN would improve by about 
one-tenth if it adopts Web 2 technologies like blogs. The conclusion was drawn because previous stud-
ies have largely supported the study’s result by revealing that blogging, as a Web 2 platform, has come 
to stay and it plays a valuable role in the marketing space. For instance, organisations can create blog 
platforms to allow customers to freely post suggestions and comments after using their products which 
serve as electronic word of mouth and thereby serve as an important marketing platform to promote 
their performance levels. Finally, it was concluded that customers’ perceived ease of use with respect to 
the Web 2 technologies adopted by MTN contributes significantly to strengthening its overall perfor-
mance in Ghana. This implies that when customers perceive a given technology or innovation as easy 
to use, they tend to embrace it which in turn assists the developers or providers to improve upon their 
performance levels. This assertion is underpinned by the technology acceptance model; hence, the 
study’s conclusion was appropriate.

6.  Theoretical contribution

The study provides valuable contribution to theory. The study effectively combined two main theoretical 
frameworks, Resource-Based Theory and Technology Acceptance Model, to assess the phenomenon 
under study. The integration resulted in a better understanding of how telecommunication companies 
could leverage these technologies to achieve improved performances. The foundational premises of 
these theories contributed to the understanding of Web 2.0 adoption and performance in the context of 
telecommunication industry.

The study also provides an extension to the literature by investigating the correlation between Web 
2.0 adoption and firm performance in the context of Ghana’s telecommunication industry. Earlie studies 
have mostly examined the individual effects of Web 2.0 tools and their effect on firms’ performances.
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7.  Practical implications

Policymakers should develop comprehensive policies and also direct the management of telecommuni-
cation companies to develop customer-centric strategies in order to improve customer satisfaction and 
organisational performance.

Firstly, policymakers including the Ministry of Communication and Digitalisation should develop com-
prehensive frameworks to push telecommunication companies notably MTN to continue to adopt and 
invest in Web 2 technologies specifically social networking sites. Management of telecommunication 
companies notably MTN, on the other hand, should embrace the framework and continuously devise 
innovative means of expanding the adoption of social networking sites for its marketing activities.

Secondly, the management of telecommunication companies like MTN should collaborate with the 
Ministry of Communication and Digitalisation and other relevant parties to develop software or applica-
tion purposely to share video and picture contents of these companies. Also, the file sharing tool should 
be a convenient, accessible, informative, and low service charge to drive customers’ interests and atten-
tion in order to promote its usage and invariably help the telecommunication companies to attain higher 
performance. Management of the companies especially MTN should also continue to invest and expand 
the current file-sharing platforms in order to promote their performance levels.

Thirdly, policymakers including the Ministry of Communication and Digitalisation should collaborate 
with telecommunication companies to create a unique, innovative, and comprehensive wiki platform that 
would contain valuable information about these companies’ profiles and packages. Although MTN cur-
rently has a wiki, its awareness among customers in Ghana is generally low; hence, the management of 
the company should devise strategies to improve its level of awareness among its Ghanaian customers.

Fourthly, the management of MTN should continue to improve its blog platform or software to 
encourage its subscribers and readers to continue to post their opinions and comments about the com-
pany’s products and services after using them. Also, management should attach reward packages like 
free airtime or data to its blog sites or platforms to entice customers to subscribe, get notifications and 
also actively interact with the company via those platforms.

Lastly, management of MTN as well as the other telecommunication companies should collaborate and 
engage in regular public education or sensitisation campaigns to help their customers understand and 
know how to use the adopted web 2 tools. These campaigns or educative programmes should aim at 
helping subscribers understand how each of the adopted web 2 tools work and how they can be accessed 
and used with ease. This is because, when customers perceive the technologies as easy to use, they would 
be induced to make more use of them and this would go a long way to the companies’ performance.

8.  Limitations of the study

Limitations are inevitable in any research regardless of its approach, design and unit of analysis. As such, 
although the study made valuable contributions to literature on web 2 adoption, perceived ease of use 
and organisational performance, it was, however, exposed to some limitations. For instance, the study’s 
outcomes were limited to the opinions of customers of MTN who were accessible to the researchers.

9.  Suggestions for further research

Although the study’s objectives were largely attained, the study offered some suggestions for further 
improvement. For instance, the study collected primary data from subscribers in Ghana; hence, general-
ising the findings to across the entire telecommunication industry in Ghana could be misleading. In view 
of this, the study suggested that further research should include customers of the other networks to 
obtain more generalisable results. Finally, future researchers could adopt the mixed methods to obtain 
both qualitative and quantitative outcomes to improve existing findings.
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