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ABSTRACTS
As marketing has become a very important tool for every industry to reach the consumer it has become very complex as to decide what the right medium for marketing is. As the world has modernized dramatically in the last decade digital media has reached every home and hence become a very important vehicle for marketing. This project covers digital marketing trends and its future, general problem faced and a few suggestions to overcome it along with few cases. The manufacturing industry has increasingly attracted the attention of investors in the recent Past. With such increase, it has been expected that the industry will significantly grow and thus fulfill its role in provision of substantive returns as well as the basic need of products in  Nigeria. This has not been the case and thus this study sought to establish the impact of digital marketing on performance of sachet water company in Ilorin metropolis. The study employed descriptive research design. The questionnaires were used by the researcher as an instrument of collecting primary data.














                                                  


CHAPTER ONE
INTRODUCTION
1.1 Background to the study
Digital marketing is a means of connecting with your audience in the right place and at the right time. Over the past three decades, marketing has had to keep up and contend with leaps in technology and our relation to it ever since. While the sales era witnessed the invention of the telephone, swiftly followed by the rise of television and the marketing department era. The industry evolution of the marketing company era saw arguably the biggest change in the history of marketing: the first commercially available personal computers. The mass adoption of the internet into everyday life is the single biggest event that has affected marketing over the last three decades. Although early desktop publishing software is the first PCs caused a surge in print marketing in the 1980s, the computers were little more than a glorified typewriter. Launched by Tim Berners lee and his team in 1991, the World Wide Web project didn’t really take off until the first successful mass market browser, Netscape, was released in 1994. In the following two years, the number of people using the web soared from 16 to 70 million. User increased, the landscape evolved from email to search engines like Yahoo 1994 and Google 1997 and e commerce sites like Amazon 1994 and ebay 1995, for marketing this was a goldmine.
Businesses usually aim to grow in terms of market size and assets and due to competition, they have to ensure they attract and retain customers in order to remain profitable. Jobber and Ellis-Chadwick (2013) noted that the marketing concept is based on the basic principle that its implementation helps in business performance.
They also stated that marketing is not an abstract concept, but rather, an acid test to the impact that its use has on important corporate indices such as profitability and market share.
The internet permits businesses to communicate with consumers more quickly, powerfully and sometimes more cheaply. It has also helped marketing firms to gather consumer data, customize production and target potential customers (Bush et al, 2007). Spurred by the economic growth offered by the internet and related technologies, many organizations are engaging in e-commerce activities and internet marketing. E-commerce can be defined as any economic transaction where a buyer and seller come together through the internet or other technology and form and execute agreements regarding the pricing and delivery of products and services (Guay & Ettwein, 2008; Standifird, 2009). 
Whilst internet usage at all levels continues to grow, online purchases by businesses and consumers are booming (Sheehan & Doherty, 2009). One area of internet marketing which has exploded in sales and customer interest is online auctions. Consumers will spend about $7 billion via online auctions in the next four years. In 2008 alone, auction sales among retail sites were projected to generate sales of $2.1 billion (Collett, 2008). Even more ambitious growth was predicted. They expected consumers to spend $19 billion on online auctions by 2009 (Freedman, 2007). Many marketers believe that despite the internet bubble burst a few years ago, the future is still bright for e-commerce. The 20th century was shaped by the Industrial Revolution, and became the age of the automobile and the television (Nguyen & Barrett, 2006).
1.2 Statements of the Problems 
Digital marketing is an element of IT. Integration of IT in business is expected to enhance the productivity of many business firms. Thus, through the integration of IT, organizations can enhance their business performances. Even then, there exist various factors which may contradict the above expectations. For instance, there exists an assortment of regulations which govern the operation of digital marketing. Similarity, there is competition and high cost of doing business. It is also not clear what the effect of digital marketing is on the performance of business of sachet water Nigeria Limited. 
Several scholars have sought to investigate the effect of digital marketing on the business performance within the manufacturing industry. According to Aladwani (2006), the use of the World Wide Web can affect the business, specifically when it focuses on specific assets for marketing purposes. Apparently, market intermediaries such as brokers and agents can use the World Wide Web to connect sellers and buyers. For Kaufman (2014), IT can change the buying and selling process. Thus, it is quite possible to overcome the traditional bureaucracies within the manufacturing sector through the application of IT. Moreover, the author posits that through e-commerce, it is possible to eliminate the role of agents, who have often monopolized information at their advantage.
Based on the sentiments of Dumpe (2015), the manufacturing sector is information based business and thus affected greatly by information technology. In this regard, it is quite possible to enhance efficiency and speed, to the extent that clients attain the overall benefits of acquiring information without the involvement of third parties. 
Corbett (2014) posits that business investors are no longer using the traditional offline marketing strategies and have instead adopted digital platforms. For instance, legacy marketing mediums such as newspapers are being abandoned for online ads which are created through IT architecture. However, Wester man, Bonnet and McAfee (2014) are skeptical and believe that business investors have not adequately adopted digital marketing platforms. Most of the investors consider the platform as waste of time and costly, which according to the author is not economically viable.
1.3 Research Questions
  The study was guided by the following research questions;
i. How far is social media on the performance of firms in the manufacturing sector?
ii. To what level does web solutions on the performance of firms in the manufacturing sector?
iii. To what extent does mobile phone marketing on the performance of firms in the    manufacturing sector?
iv. What is the effect of email marketing on the performance of firms in the manufacturing sector?

1.4 Objectives of the study  
The overall objective of the study was to analyze the impact of digital marketing tools on performance of businesses in manufacturing industry. The specific objectives were to: 
i. Establish the effect of social media marketing on the performance of firms in the manufacturing sector. 
ii. Ascertain effect of the use of web solutions on performance of firms in the manufacturing sector 
iii. Determine the effect of mobile phone marketing on the performance of firms in the manufacturing sector. 
iv. Establish effect of email marketing on the performance of firms in the manufacturing sector 

1.5 Research Hypotheses
Ho1: Digital marketing has no significant relationship between organizational and performance.
Ho2: Email marketing has no significant relationship between organizational effectiveness.  
Ho3: Organizational productivity has no influence on mobile phone marketing. 
 Ho4: There is no significant relationship between social media and organizational performance 

1.6 Significance of the Study
i. MANUFACTURING INDUSTRY: as a whole, the findings and results of the study will provide a more reliable in-depth understanding of the factors that affect organizational performance and to help shape the future policy formulation of the industry, thus facilitating immensely the achievements of the objectives in enhancing the reliability and efficiency of the provision of manufacturing services.
ii. ORGANISATION: Data provided will assist in monitoring the organization achievement towards the millennium goals as well as vision 2030 objectives. 
iii. MANAGEMENT: The findings are expected to provide answers to the fundamental question of why digital marketing have less impact on organizational performance and to help the company formulate appropriate retention policies and strategies to enhance company Performance and productivity. 
iv. RESEARCHERS: the result of the study will serve as literature to throw more light on the factors that may affect organizational performance. The outcome will further serve as secondary data for future research on the topic.
v. GOVERNMENT: The findings are expected to provide answers to the fundamental question of why digital marketing have less impact on government companies and to help the companies formulate appropriate retention policies and strategies to enhance company Performance and productivity.

1.7 Scope of the Study
The study analyzed the impact of sachet water marketing on performance of businesses in manufacturing sector. This study determined the effect of social media marketing, web solutions, mobile phone marketing and email marketing on the performance of firms in the manufacturing sector. The targeted populations for this study are Jisoyek water Nigeria Limited and Aquapick Enterprises Nigeria Limited in Ilorin Metropolis , Jisoyek water Nigeria Limited is located in G R A Ilorin south Kwara and was established in the year 2016. While Aquapick Enterprises Nigeria Limited is located in Basin Ilorin south Kwara and was also established in the year 2016. The main reason I choose Ilorin metropolis for this project was because Ilorin is a fast growing commercial city in  where a lot of small businesses are striving hard. Also the major reason I choose sachet water for my project was to carry out a research project on how sachet water producing companies strive in the business world and it is a major necessity for the consumers in the market. 

1.8 Definition of Terms
The following terms are defined to give meaning as used in this study:
Management- is the administration of an organization, whether it is a business, a not-for-profit organization, or government body. Management includes the activities of setting the strategy of an organization and coordinating the efforts of its employees (or of volunteers) to accomplish its objectives through the application of available resources, such as financial, natural, technological, and human resources. The organization and coordination of the activities of a business in order to achieve a defined objectives.
Management is often included as a factor of production along with? machines, materials, and money. According to the management guru Peter Drucker (1909-2005), the basic task of management includes both marketing and innovation. Practice of modern management originates from the 16th century study of low-efficiency and failures of certain enterprises, conducted by the English statesman Sir Thomas More (1478-1535). Management consists of the interlocking functions of creating corporate policy and organizing, planning, controlling and directing an organization's resources in order to achieve the objectives of that policy.
Organization is an entity comprising multiple people, such as an institution or an association that has a particular purpose. A social unit of people that is structured and managed to meet a need or to pursue collective goals. All organizations have a management structure that determines relationships between the different activities and the members, and subdivides and assigns roles, responsibilities, and authority to carry out different tasks. Organizations are open systems--they affect and are affected by their environment.
Performance:-  is the accomplishment of a given task measured against preset known standards of accuracy, completeness, cost, and speed. In a contract, performance is deemed to be the fulfillment of an obligation, in a manner that releases the performer from all liabilities under the contract.
Productivity: - A measure of the efficiency of a person, machine, factory, system, etc., in converting inputs into useful outputs. Productivity is computed by dividing average output per period by the total costs incurred or resources (capital, energy, material, personnel) consumed in that period. Productivity is a critical determinant of cost efficiency
Efficiency: The state or quality of being efficient,or able to accomplish something with the least waste of time and effort; competency in performance.
Accomplishment or ability to accomplish a job with a minimum expenditure of time and effort.
Digital: Describes electronic technology that generates, stores, and processes data in terms of two states: positive and non-positive. Positive is expressed or represented by the number 1 and non-positive by the number 0. Thus, data transmitted or stored with digital technology is expressed as a string of bits that a computer can address individually as a group is a byte.
Marketing: is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.
Digital marketing: is the marketing of products or services using digital technologies, mainly on the internet, but also including mobile phones, display advertising, and any other digital medium. 
Social media: is the collective of online communications channels dedicated to community-based input, interaction, content-sharing and collaboration.
Electronic mail (Email): is a digital mechanism for exchanging messages through internet or intranet communication platforms.






                                          
CHAPTER TWO
REVIEW OF RELATED LITERATURE

2.0 Introduction
This chapter is concerned with a review of applicable literature. It deals with both empirical as well as theoretical literature. In terms of empirical literature, the study shall focus on earlier studies on the same topic, their findings and their impact on digitalization on marketing in the organization. Theoretical literature shall deal with concepts and principles that guide business marketing. The literature review section shall also consider the knowledge gaps.

2.1 Conceptual Clarification
Jabareen (2009) defines Conceptual framework as a network of interlinked concepts that together provide a comprehensive understanding of a phenomenon or phenomena. Conceptual framework provides the link between the research title, the objectives, the study methodology and the literature review Jabareen (2009). Figure 2.1 highlights the relationship between the independent and dependent variables. Conceptual framework shows the relationship between the Dependent variable (firm performance) and Independent Variables (web solutions, social media, mobile marketing and email marketing) 


Independent variable                                                                      Dependent variable

Web Solutions 
-Level of ease responsiveness through the website 
-Level of adequacy of information provided 
Social media 
-Level of ease of interaction with clients 
-Level of adequacy of information shared 
-Level of frequency of interaction                                                        Firm Performance 
                                                                                                              Profitability 
                                                                                                              Quality 
                                                                                                              Customer satisfaction 
                                                                                                              Maintenance cost 
                                                                                                               Market share
Mobile marketing 
-Level of ease of data handling 
-Level of ease of reach-ability to client 
-Frequency of use of mobile phones for business transactions 

Email Marketing 
-Level of Increasing ROI of email programs 
-Level of ability to attract new customers 
-Level of ability to maintain current customers and at the same time attract new

 2.5 Source of Variables 
Refers to how you will define and measure a specific variable as it is used in the study. Operationalization of variables shows the measure of the dependent variable (firm performance) and independent variables (web solutions, social media, mobile marketing and email marketing). 







Table 2. 1: Source of Research Variables

	OBJECTIVES 
	VARIABLE 
	INDICATORS 
	SCALE 

	To establish the effect of social media tools on the performance of firms in the real estate sector 
	Social Media Tools 
	-Level of ease of interaction with clients 
-Level of adequacy of information shared 
-Level of frequency of interaction 
	Ordinal 
Nominal 
Interval 

	To establish effect of the use of web solutions on the performance of firms in the real estate sector. 
	Web solutions 
	-Level of ease responsiveness through the website 
-Level of adequacy of information provided 
	Nominal 
Nominal 

	To investigate effect of mobile marketing on the performance of firms in the real estate sector 
	Mobile marketing 
	-Level of ease of data handling 
-Level of ease of reach-ability to client 
-Frequency of use of mobile phones for business transactions 
	Ordinal 
Nominal 
Interval 

	
	
	
	

	To establish the effect of Email Marketing on the performance of firms in the real estate sector 
	Email marketing 
	-Level of Increasing ROI of email programs 
-Level of ability to attract new customers 
-Level of ability to maintain current customers and at the same time attract new customers 
-Level of ability to build brand loyalty. 
	Ratio 
Interval 
Ratio 
Ordinal 



2.2 Theoretical Clarification. 
The study is based on network and social network, diffusion of innovation theory, technology acceptance model, and unified theory of acceptance and use of technology model to offer a wider understanding of digital marketing and organizational performance.



2.2.1 Network and Social Network Theory
The network approach’s concept originates from several of the structural concepts brought forward by sociological thinkers such as Emile Durkheim, Georg simmel and anthropologist Radcliffe Brown whose research were largely based on comprehending the structure and impact of relational webs or “networks” of social associations between and among individuals. Network theory analyses all kinds of relationships, whether it is between people, animals or things. Social network analysis is an overlapping instrument used for learning about patterns that manifest within social networks and their influence on behavior. Digital marketing channels are important in this respect since they allow marketers to listen and understand what is said by consumers, and also enable them to take advantage of the power of influential users so as to be able to spread the messages to other people in their networks. 
Research indicates that the very powerful users are those with the most impact across a number of differentiated networks.
The network theory sees social relationships in terms of nodes and ties. The nodes are the players within the networks, and ties are relationships amongst the players. Various types of ties are present between the nodes, and in its basic form, a social network outlines all the relevant ties between the nodes being analyzed. The network can also be used to “determine the social capital of individual players”. These ideas are usually exhibited in a social network diagram, where nodes represent the points while ties are the lines. This theory is useful in the study since it analyses how organizational can maximize their ‘networks’. In this case their customers. 

2.2.2 Diffusion of Innovation Theory. 
Diffusion of innovation theory by Rodgers (1983), explains how, why and the rate at which new innovation is accepted. DOI sees innovation to be transferred through particular systems using certain channels (Rodgers, 1995). The members of the society are independently involved in the diffusion process which follows a common path of awareness, persuasion, deciding, implementing and confirming the result of the innovation. This model shows that adoption of technology takes a normal distribution curve over time. The adoption process according to DOI theory is divided into 5 stages thus: innovators, early adopters, early majority, late majority and laggards with innovators being the first to adapt and laggards adapt last. At the organization level, the adoption process is influenced by the attitude of the leader towards change, internal structure of the organization and system openness (Rodgers 1995). Technology, organization and environment influence the adoption and implementation of new innovation at the firm level (Tornatzky & Fleischer, 1990) and it is in line with DOI which emphasizes both internal and external characteristics of a firm as factors influencing innovativeness in organizations (Oliveira &Martin, 2011).

2.2.3 Technology Acceptance Model 
Technology acceptance model (Davis, 1989), expounds on how users consent and use technology. The model suggests that users will consider the perceived usefulness and perceived ease of use in deciding how and when to use a new technology. Perceived usefulness is defined as the extent to which an individual believed that using a particular system enhances their job quality and output while perceived ease of use is the degree to which a person believes that using a particular system would be free from effort (Davis, 1989).The theory infers, therefore, that users will adopt to technology as long as it is able to perform the task at hand effectively and efficiently. The short coming of TAM is that it doesn’t take into consideration the issues of cost, structural imperative and environmental influence that forces users to adopt technology. Park (2009) confirms that TAM is a useful theoretical model in helping to understand and explain behavioral intentions in technology use. 

2.2.4 Unified Theory of Acceptance and Use of Technology. 
The Unified Theory of Acceptance and Use of Technology (Venkatesh, Moris, Davis & Davis 2003), proposes that in adopting technology, the users are guided by performance and effort expectancies. According to this theory adoption of innovation is influenced by four key factors namely: effort expectancy, performance expectancy, social influence and facilitating conditions. Alawadhi & Morris (2008) carried out a study using UTAUT and concluded that performance and effort expectancies, peer influence determine behavioral intentions. In adopting new technology, consumers consider and review many factors at their disposal among them costs of adoption and use (Venkatesh et al, 2005).
The relevance of the four theories used for the work is because it shared more light to the project in the sense that its enables the project to be concrete by giving a propounded insight to the project by the scholars who propounded it. One of the scholars who propounded the theory Network and social network theory are Emile Durkheim, Georg simmel and anthropologist Radcliffe Brown, also scholar who propounded Diffusion of Innovation Theory is Rodgers (1983), out of all the four theory the major theory which is relevant to my project work is Network and social network theory is similar and very vital in building up my project work.

2.3 Empirical Review 
This section offers information on the research objectives idea in relation to other researcher’s opinion. Relying on other research practical conclusions, the researcher attempts to react on the research objectives. The quest to increase efficiency, quality, infrastructural value and sustainability has compelled many real industry firms to spend vast amount of resources in upgrading to digital platform. On the short term, this investment has reduced the profitability of firms (Schulte, 2002). On the long-term however, the manufacturing sector will reduce lifecycle costs through adopting new technology. In essence, returns from manufacturing have been quantified as complex as compared to other financial sectors. In most cases, returns are usually in form of rent that is payable by tenants. In most jurisdictions, such as the UK, payment is done quarterly and in advance. In the US, payments are done monthly. This signifies that there exists no common calculating standard and thus making it difficult to quantify the net operating income. Apart from this, income in the sector is complicated by the direct costs such as professional fees, repairs, maintenance and marketing charges, all of which are not charged to the tenant (Schulte, 2002). This signifies that the landlord has to pay all these costs and this compromise on the profitability of the industry. Even then, empirical studies indicate that prices of residential property are a strong indicator as compared to other real estate prices. This is because of high volumes of dealings as well as the homogenous nature of housing items.

2.3.1 Website Solution and Business Performance 
Website solutions are likely to contribute positively to a firm’s performance Assetti (2015) argues that the manufacturing industry is heating up because of the benefits of cloud application. This includes manufacturing Tech News (Assetti, 2015). However, Reilly, Barnett and Klein (2003) assert that cloud applications are not been being utilized by many manufacturing investors because of security issues. Most investors seem to fear the security risks that are associated with cloud applications (Reilly, Barnett & Klein, 2003). Nonetheless, Assetti (2015) is supported by Mayfield, (2007) who thinks that cloud application is quite beneficial to manufacturing investors because of its efficiency. He believes that remote-access factor compounded with faster and easier management of data can lead to enhanced customer relationship and management (Mayfield, 2007). Increasing transparency and enhancing customer services through cloud application can be credited to the quest to adopt digitalization (Goodwin & Stetelman, 2013). 
Schwanke and Roark (1985) discuss the future trends in adopting digitalization. According to the authors, lack of suitable software for the manufacturing industry has led to investors persisting with traditional modes of marketing. This is because existing software slow down the internal decision making processes, making it irrelevant to adopt them (Schwanke & Roark, 1985). Most manufacturing investors have therefore chosen to persist with traditional methods of marketing because existing software do not add value to their businesses. 
The nature of the manufacturing demands that clients make a virtual tour of the property before visiting the actual site. According to Slideshare (2015), few manufacturing players have employed videos and animations as basic marketing tools. Such features are highly desired by clients, although they are seldom offered by marketers (Slideshare, 2015). Swanepoel (2009) adds that when clients can be shown videos of products, they get interested and can then schedule an actual visit to the site. In the perspective of this author, an integration of comprehensive customer relationship management (CRM) and lead management systems have always translated to enhanced sales although few manufacturing marketers have adopted them (Swanepoel, 2009).
The attribute of maintaining an assortment of websites that address different facets of the organization such as sellers, buyers, community service and the brand often yield no results (Capella University School of Business, 2009). According to Nance (2003), practitioners in manufacturing are expected to desist from tools such as accidental spammer and website usability pundit, which may be considered as generating visitors to sites. Other failed strategies include moonlighting and refrigerator magnets (Nance, 2003). The issue of disruptive technology makes many investors to be wary of digitalization. According to Robbins, (2000), new technologies such as artificial intelligence, robotics and advanced manufacturing and collaborative platforms have caused manufacturing players to fear the losses that they would incur when they adopt them. Few companies are prepared for these technologies (Robbins, 2000). 
In the perspective of Deloitte (2010), digital platforms allow employees to have the flexibility to work outside the office and this may translate to increased efficiency. However, the manufacturing sector is a complex industry where most employees prefer to work at the office (Deloitte, n.d). According to this author, employees in the organization desire the face to face interaction that exists at the office. This is supported by Silver (2004) who thinks that the manufacturing industry demands high collaboration and employees prefer to engage with their colleagues and managers in order to ensure productivity. In essence, the physical environment that can be offered to manufacturing employees can drive optimal performance through the creation of space that allows the building of trust (Silver, 2004). According to McMahan (2002), technology may create a diverse and geographically dispersed and virtual environment. Nevertheless, the same technology cannot offer a form of connectedness that is demanded by employees (McMahan, 2002). 
Wafula (2014) delves into the manufacturing industry of Pakistan. Focus is made on product portals like Zameen.com which has transformed the country’s marketing strategies. Accordingly, such portals have allowed clients to search for products through the online platform and this has reduced the hustles associated with manual product hunt. According to Mosendz, (2014) some firms have chosen to turn to specialists for their management needs. In accordance to this author, service providers such as Hightower have become popular with manufacturing firms, which hire them so that they can offer them digital services. Even then, Benjamin and Sirmans (2000) say that service providers often target major commercial leasing companies, and this leaves the smaller players susceptible to competitive disadvantage. Gibler, Black and Moon (2002) affirm that digital management services are usually costly for smaller manufacturing players due to the aspect of increasing cost of management. These sentiments are supported by (Gruman, 2006), who asserts that such portals allow manufacturing agents to bait clients to buy products.

2.3.2 Social Media Marketing and Business Performance 
Social Media has seen a great embrace worldwide and companies can take advantage of the network and links that can be gained from it. Use of social media does not require heavy investment, because making online company profiles on social networking sites is absolutely free. It is of utmost importance to understand the fact that different companies and budgets need different social media techniques. A company having a low budget cannot afford to have videos and ads shown all over the place on the display network. Business owners have to understand that SMM requires patience. A blog or a Facebook account cannot attract thousands of visitors per day in just two or three months. It is true that SMM helps you reach your target audience faster than a billboard placed near the highway, but the reach cannot be obtained at the speed of sound. Having your business on social networking sites is an easy and simplest way to communicate and share your products with your target audience (Evans, 2008). Trusov et al. (2009) states that Social media tools, such as chat rooms, blogs and social networking sites e.g. Facebook, twitter, LinkedIn, etc) have provided marketers with efficient ways of reaching their targets audiences . According to Castro novo and Huang (2012 ) tools should be chosen based on the social media habits of participants and the trends in the given market. Social networks are a part of users’ day to day lives, and therefore the integration of these tools can increase campaign effectiveness. Social media tools can be accessed from mobile devices through mobile application and mobile optimized websites. 
According to Schwab (2011), nearly nine in ten manufacturing professionals use social media to sell goods. The top three social media resources among manufacturing agents and realtors are Facebook (79%), Twitter (48%) and LinkedIn (29%). Facebook allows users to stay connected with friends and family, share their stories and photos, express their interests and follow stories, ideas, opinions and news. According to Facebook Site (2013) there are approximately 1.11 billion registered users, out of 655 million users use Facebook on daily basis. With over 200 million monthly users, twitter is a real time information network that connects you to the latest stories, ideas, opinions and news. Twitter site (2013) states that twitter connects businesses to customers in real time and businesses uses this tool to quickly share information with people interested in their products and services, gather real time market intelligence and feedback, and build relationships with customers, partners and influencers. LinkedIn operates the world largest professional network on the internet with more than 225 million members in over 200 countries and territories (LinkedIn Site, 2013). 
Kankaanpa (2015) suggested that digital platforms have a greater potency to solve challenges existing within the manufacturing industry. Platforms such as information modeling and internet of everything have a lot of potentials but they are yet to be developed to serve manufacturing needs (Kankaanpää, 2015). Based on the sentiments of author, one finds hope in the fact that technologies such as internet for everything can help build and manage smart homes and cities. In the perspective of Sing (2005), there is a lack of strategy, strong vision and governance from manufacturing investors in order to align investments towards a common direction. Precisely, manufacturing investors have the resources to invest in digital platforms, although they lack a proper strategy. 
Even as scholars continue to make greater forecast for the future, it seems clear that existing digital strategies are insufficient to make manufacturing firms to enjoy greater sales. According to (Grayson, 2006), most manufacturing players often focus on generating traffic and gaining many leads. This makes them to focus little on relevance (Grayson, 2006). In the perspective of manufacturing Center (1996), focus on generating traffic amounts to waste of time and money. As a consequence, a well thought out plan that has a proven strategy that can create relevant strategy can ensure that the right clients are targeted.

2.3.3 Mobile Phone Marketing and Business Performance 
According to Corbett (2014), manufacturing expert players use, ‘shotgun’ strategies, and this makes digitalization to fail to impact on the market. For instance, the dependence on feeding product updates where a marketer appeals to friends on Facebook does not help create traffic for clients (Corbett, 2014). In the perspective of Digital Property Group (2014), the digital platform enhances sales in the manufacturing industry. Accordingly, Raine and Horne, an emerging manufacturing firm sold its first house through Facebook (Digital Property Group, 2014). As a consequence, emerging manufacturing firms are in a better position to complete a sale as compared to traditional players. According to Krum (2010), there are four distinctive advantages of mobile marketing: personalization, portability, interactivity, and persistency; while Smutkupt et al. (2010) suggest that mobile marketing is fueled by the unique advantages of ubiquity, personalization, two-way communication, and localization. World Market Intelligence News (2015) argues that the Facebook product apps represent the onset of the transformation of the manufacturing industry through online mediums. 
According to Miller et al. (2013), mobile marketing, along with online marketing and social marketing is part of the digital marketing sector. It promotes goods, services, and ideas by providing customers with personalized, location- and time-sensitive information using interactive wireless media (Ancarani & Shankar, 2003, Shankar, 2012; Dickinger et al., 2004). Unlike any other marketing channel, mobile marketing has a direct link to end users, which allows marketers to reach each customer directly (Steinbock, 2006). 
Walton (2007) an expert within the manufacturing industry believes that digitalization will affect the sector in many years to come. It then appears that technological advances such as mobile devices can be considered as the next big thing that has future advantages. In this regard, such applications will ensure that data is well managed and utilized. According to Huijbregts (2002), the future benefits of mobile marketing cannot easily be fathomed. For instance, executives within the manufacturing industry cannot find a mobile marketing model that they can use in order to establish their digital vision as well as define their digital transformation journey (Huijbregts, 2002). According to the author, this makes it difficult for them to even begin the journey to tap the advantages of digitalization in order to enhance productivity and efficiency. 
According to Gibler, Black and Moon (2002) there is usually an age difference in the manner in which employees within the manufacturing industry adopt technology. They say that young employees are much attracted to use the phone app for manufacturing management in contrary to older ones, who prefer the desktop service (Gibler, Black & Moon, 2002). According to Huijbregts (2002), Smartphone owners are becoming increasingly reliant on their mobile devices, and therefore, businesses should extend their advertising strategies to include mobile and integrate cross media campaigns. EMEA Mobile Research Paper, iProspect (2012) suggests that the global Internet usage will more than double by 2015, and most of these users will be on mobile. 
Mobile phone marketing refers to direct marketing to consumers via cell phones. Technologies such as sms, mms, Bluetooth and infrared are used to distribute commercial content to mobile phones; mobile phone marketing has the potential to be the fastest growing and most targetable method of brand marketing. Dushinski (2010) points out that mobile technology not only lets marketers reach customers where they are, it allows them to engage mobile users by targeting their immediate their immediate and specific needs. He also suggested that it is giving users what they want, when they want it and that is the unique value proposition of mobile phone marketing and businesses, agents and nonprofit organizations of all types can have successful campaigns without breaking the bank. 
Mobile Marketer (2010) said that brands and marketers can use the mobile channel to increase their brand affinity, recognition and customer loyalty. The attraction to mobile is the channel’s ability to acquire new customers, increase customer loyalty and generate brand awareness and affinity to monetize content and the fact that it lets marketers provide convenience to consumers. 
According to Fill (2007), mobile phones provide another logical platform for marketers to channel targeted text (sms) messages to millions of users. Additionally, video technology is beginning to allow TV program transmission through mobile phones creating other advertisement opportunities. For example, Kim Fay East Africa Limited sends its users information about its current promotional activities thus giving them up to date information that motivates consumers to purchase more of the company’s services.

2.3.4 Email Marketing and Business Performance 
When message about the products or services is sent through email to the existing or potential consumer, it is defined as email marketing. Direct digital marketing is used to send ads, to build brand and customer loyalty, to build customer trust and to make brand awareness. Company can promote its products and services by using this element of digital marketing easily. It is relatively low cost comparing to advertising or other forms of media exposure. Company can bring complete attention of the customer by creating attractive mix of graphics, text and links on the products and services. 
According to Castronovo and Huang (2002), Email marketing is a cost effective one to one medium that can build and strengthen customer relations. It’s an interactive channel that can be used to attract new customers, maintain current customers and build brand loyalty by sending emails on product descriptions, special offers, attachment and links to websites. Bluecast Digital (2012), noted that email marketing is an indispensable channel for Irish marketers to enable them to sustain relationships with their core audiences. Based on the survey carried out by Bluecast Digital (2012), 94% of Irish marketers use emails for maintaining customer relationships, and 84% believe that email is an important or very important component of marketing strategies. Chaffey (2005) noted that emails were the main source of communication before the introduction of social media their improvement from the use of postage mails allowed communication between stakeholders and the firm to be shortened and allowed more accurate results. A total of 54.7% of the respondents consider mobile emails as the biggest opportunity for success, and statistics provided by Google (2012) suggest that they may be right, as 67%of the Irish population access their emails through smart phones on a daily basis. 
Email marketing was the first form of Internet marketing, and consists of emailing marketing messages to potential customers. Modeled after direct mail, email marketing is a form of "push" marketing whereby marketers can rent an email list and send a solo offer to their target audience (Forrester Research, 2008). Email addresses are either grabbed from the Internet, purchased or rented from the email address vendors, or, more ideally, obtained directly from the customers (as in permission marketing). At the beginning of its use, email marketing had higher response rates than direct mail or banner ads (Honda & Martin, 2010). In addition, emailing was one of the most economical ways to deliver marketing messages. There are three major types of emailing practices: Opt-in email, Opt-out email, and Spam. 
Opt-in email is the most acceptable type of emailing. Using only opt-in emails for sending marketing messages is a form of permission marketing. One of the most comprehensive definitions of opt-in email is that it is a policy for giving permission under which the user explicitly permits the Web site operator to either collect the information, use it in a specified manner and/or share it with others when such use or disclosure to third parties is unrelated to the purpose for which the information was collected (Nguyen and Barrett, 2006). 
In case of opt-out email, the customer is automatically added to the mailing list. This form of emailing is widely used, but it is not recommended. Similar to opt-in email, there are various definitions of opt-in email. Two of the most complete definitions come from GetNetWise and L-Soft respectively: A policy under which the user's permission is implied unless the user explicitly requests that higher information not be collected, used and/or shared when such use or disclosure to third parties is unrelated to the purpose for which the information was collected (Guay & Ettwein, 2008) 
An approach to e-mail marketing in which customers are included in e- mail campaigns or newsletters until they specifically request not to be subscribed any longer. This method is not recommended and may in some cases be illegal (www.lsoft.com/resources/glossary.asp). In contrast of using opt-in emails, where the recipients have voluntarily agreed to receive commercial email about a topic of interest, some companies are inappropriately using internet mailing lists to broadcast the same message to a large number of recipients who did not ask for it. This form of unsolicited commercial emailing is called spamming, or spam. Here is how GetNetWise defines spam: Unsolicited "junk" e-mail sent to large numbers of people to promote products or services. Also refers to inappropriate promotional or commercial postings to discussion groups or bulletin boards (Standifird, 2009). 





CHAPTER THREE
METHODOLOGY
3.1 Introduction
This chapter presents the methodology, which was used to conduct the study. It further describes the type and source of data, the target population and sampling methods and the techniques that was used to select the sample size. 
3.2 Research Design 
Research design refers to the outline, plan or scheme that was used to generate answers to the research problem. It denotes the plan and structure of investigation. Descriptive research design is used in the study (Bhattacharya, 2009). Descriptive research refers to a scientific method of investigation in which data is collected and analyzed in order to describe the current conditions, terms or relationships concerning a problem. 
The current research employed descriptive research design because the nature of this study was to evaluate and describe the impact of digital marketing on performance of Hi-merit Nigeria Limited in manufacturing sector (Ilorin metropolis). Primary data was collected. 

3.3 Population of the study 
Target population is a universal set of the study of all members of real or hypothetical set of people, events or objects to which an investigator wishes to generalize the result. The targeted population for this study is Hi-merit Nigeria Ltd who uses the digital marketing tools such as email marketing to send emails to targeted individuals in hopes that a small percentage will respond to those emails. They also use social media such as face book, twitter to network and create relationship and build their brand names. 

3.4 sample size and Sampling techniques
Sampling refers to the process by which a relatively small number of individual, object or event is selected and analyzed in order to find out something about the entire population from which it will be selected. A simple random sample is a subset of a statistical population in which each member of the subset has an equal probability of being chosen. At least 30% of the total population is representative (Borg & Gall, 2003). Thus, 30% of the accessible population is enough for the sample size. A simple random sampling technique as used to select a sample size of 145 staffs from a population of 484 staffs. The sampling fraction is f=n/N= (145/484)*100%=30% 
A sample of 145 employees was randomly selected from a sample population of 484 employees in the firms. In this case, the population is all 484 employees, and the sample is random because each employee has an equal probability of being chosen to participate in the research survey. 
Easton and McColl (2002) proposed the use of simple random sampling technique because they considered that it was quite possible to use a section of the population to represent the entire population. According to the researchers, individuals who are chosen by chance have an equal probability of representing the entire population. The essence of randomization in this regard is to achieve a sample that is unbiased. The sample size is as follows:
Table 3. 1: Sample Size
	Population Category 
	Target Population 
	Ratio 
	Sample Size 

	Employees 
	484 
	0.3 
	145 



3.5	METHODS DATA COLLECTION 
In order to ensure the availability of data structures and information needed to resolve decision and information research problem, the researcher used both primary and secondary data on packaging for this study. Data was collected through the use of structured questionnaires. The researcher administered the questionnaire personally such that the possibility of clarifying issues with the respondents could be done instantly. 
Primary Data 
Questionnaires were used as the main instrument for gathering primary data. The researcher designed and administered questionnaires to some selected customers, distributors and management. 
Both open ended and closed ended questions were used in collecting this data. The open ended questions allowed the respondents to suggest other answers unknown to the researcher and also avoid the bias of the list response possibilities, it allows the respondents to make an input into the research, and the respondents express their views about the subject in detail and through this, hidden issues were uncovered. Close ended on the other hand also help the researcher to force respondents to answer some specific questions needed for the study.  
Secondary Data 
Secondary data are historical data structures of variables previously collected and assembled for some research problem or opportunity situation other than the currents situation. Secondary data for this study was obtained from relevant text books, journals, magazines, and internet and company reports.  

3.6 Instrument of Data Collection 
Primary data was collected through a structured questionnaire (Appendix II). As Kumar (2010) contends, primary data is first-hand information collected, compiled and published for some purpose. This is data collected from the respondents by the researcher in form of questionnaires. Since it is collected from original sources for specified purposes, it involved collection of data by the researcher from own observations and experiences. 
The study involved the use of questionnaires because questionnaires are not only convenient but also effective in the collection of data. For the purposes of this study, questionnaires were self-administered and collected after a few days. The types of questions included both open and closed ended. Closed ended questions were used to ensure that the given answers were relevant. The questions were phrased clearly in order to make clear dimensions along which respondents were to be analyzed. The questionnaires were administered on the basis of drop and pick later as per the agreement that the researcher made with the respondents.

3.7 Method of Data Analysis
Both quantitative and qualitative approaches were used for data analysis. Quantitative data from the questionnaire were coded and entered into the computer for computation of descriptive statistics. The data collected from the field was assessed and comparison made so as to select the most accurate and quality information from the feedback given by various respondents. This involved assessing and evaluating the questionnaires and other sources of both primary and secondary data. The Statistical Package for Social Sciences (SPSS version 24) was used to run descriptive statistics such as frequency and percentages so as to present the quantitative data in form of tables and graphs based on the major research questions. 
Regression analysis was done to evaluate the linearity and the correlation of data using the following equation; 
Y =α + β1X1 + β2X2 + β3X3 + β4X4 + ɛ 
Where; 
Y = Dependent variable (Firm performance) 
α = Constant 
β1 β2, β3 and β4 =Coefficients of the independent variables 
X1= Email marketing 
X2= Web solution 
X3 = Mobile Marketing 
X4 = Independent variables (social media tools,) 
ɛ -Error term 
All the necessary regression diagnostics were conducted including Multicollinearity Test, Homoscedasticity, and Normality test, Sampling Adequacy, Chi square Tests and Linearity Test.
The research findings were presented in charts, tables, frequencies and percentages.






CHAPTER FOUR
DATA ANALYSIS, PRESENTATION AND INTERPRETATION
4.0 Introduction 
This chapter discusses data analysis, presentation and interpretation of the research findings in line with the objectives of the study. The data obtained was presented in tables to reflect different response rate amongst the respondents. Analysis of the response rate, general information and independent variables was conducted and the obtained data was subjective to quantitative analysis. Analysis therefore may be categories as descriptive analysis and inferential analysis which is often known as statistical analysis.

4.1.1 Response Rate 
The study targeted 145 respondents and to determine the actual number of the respondents who actively participated in the research study by filling and submitting back the questionnaires, the analysis of the response rate was conducted as follows;
Table 4. 1: Response Rate
	                                           Frequency 
	                   Percentage 

	Responded 
	89 
	61.38 

	Not Responded 
	56 
	38.62 

	Total 
	145 
	100.0 



Table 4.1 shows that 89 respondents were able to fill and return the questionnaires which amounted to a response rate of 61.38%. According to Kumar (2010) a response rate of 50% and above is acceptable for statistical analysis.
4.1.2 Reliability Analysis 
The reliability is expressed as a coefficient between 0 and 1.00; where the higher the coefficient, the more reliable the test is.
Table 4. 2: Reliability Analysis
	                                              Cronbach's Alpha 

	Email marketing 
	.842 

	Web solution 
	.721 

	Mobile Marketing 
	.742 



The findings indicated that email marketing had a coefficient of 0.842, Web solution had a coefficient of 0.721, mobile marketing had a coefficient of 0.742 and social media had a coefficient of 0.738. All constructs depicted that the value of Cronbach’s alpha are above the suggested value of 0.7 thus it can be concluded that the study was reliable to capture the constructs (Jankowicz, 2012).
4.2 Demographic Information 
The study sought to establish the respondents’ demographic information which included gender, occupation and age. The respondents answered questions concerning the same in the questionnaire for the date to be obtained.

Table 4. 3: Gender of the Respondent
	                                           Frequency 
	                      Percent 

	Male 
	41 
	46.1 

	Female 
	48 
	53.9 

	Total 
	89 
	100 



From the findings the study found that male respondents were 53.9% while female respondents were 46.1%. This shows that the researcher was not biased and collected the data considering all the respondents irrespective of their gender.
Table 4.4: Age of the Respondent
	                                           Frequency 
	                     Percent 

	Between 18 to 25 Years 
	45 
	50.6 

	Between 25 to 35 Years 
	25 
	28.1 

	35 Years and above 
	19 
	21.3 

	Total 
	89 
	100 



The study results revealed that there were respondents aged between 18 to 25 years as shown by 50.6%, aged between 25 to 35 years as shown by 28.1% and aged 35 years and above as shown by 21.3%. This implies that the respondents who participated in the study were mature enough to cooperate in giving reliable information on the subject under study.



4.3 Web Solutions
Table 4. 6: Extent of Web Solutions Effect on Performance of Company
	                                         Frequency 
	                      Percent 

	Little extent 
	7 
	7.9 

	Moderate extent 
	27 
	30.3 

	Great extent 
	43 
	48.3 

	Very great extent 
	12 
	13.5 

	Total 
	89 
	100 


As per the findings in table 4.6, the respondents indicated that web solutions affect the performance of the company in a great extent as shown by 48.3%, in a moderate extent as shown by 30.3%, in a very great extent as shown by 13.5% and in a little extent as shown by 7.9%. This implies that web solutions affect the performance of the company in a great extent.
Table 4. 7: Extent to which Company Employ the various Forms of Web Solutions
	                                              Mean 
	                     Std. Dev. 

	Corporate (brand) website 
	3.8764 
	1.3384 

	Marketing website 

	3.2360 
	1.0978 



From the table 4.7, the study found that corporate (brand) website is greatly employed in the company as shown by a mean of 3.8764 and that marketing website is moderately as shown by a mean of 3.2360.
Table 4. 8: Extent of Various Aspects of Web Solutions Deployment
	
	Mean
	Std. Deviation

	All times connectivity through website 
	3.8315 
	1.3420 

	Development of consistent brand images 
	4.1348 
	1.3416 

	Effective customer feedback and supplement 
	2.9775 
	1.1178 

	Nurturing creativity and innovation through responsive websites 
	4.4494 
	.6744 

	Ability to quickly access information through use of search engines. 
	4.4270 
	.6890 

	Level of ease of responsiveness through the website 
	3.9775 
	1.2058 

	Level of adequacy of information shared is high 
	3.7978 
	.8942 


The findings shows that nurturing creativity and innovation through responsive websites as shown by mean of 4.4494, that ability to quickly access information through use of search engines as shown by mean of 4.4270, that development of consistent brand images as shown by mean of 4.1348, that level of ease of responsiveness through the website as shown by mean of 3.9775, that level of adequacy of information shared is high as shown by mean of 3.7978 and that all times connectivity through website as shown by mean of 3.8315 enhance performance of the company greatly while they indicated that effective customer feedback and supplement as shown by mean of 2.9775 moderately enhance performance of the company.

4.4 Social media
Table 4. 9: Extent of Social Media Effect on Performance
	                                          Frequency 
	                    Percent 

	Little extent 
	8 
	9.0 

	Moderate extent 
	17 
	19.1 

	Great extent 
	37 
	41.6 

	Very great extent 
	27 
	30.3 

	Total 
	89 
	100.0 


From the findings the study revealed that social media affect performance of the business in a great extent as shown by 41.6%, in a very great extent as shown by 30.3%, in a moderate extent as shown by 30.3% and in a little extent as shown by 9%. This shows that social media greatly affect performance of the business.
Table 4. 10: Extent of Company Employment of Various Forms of Social Media
	                                                   Mean 
	                        Std. Dev. 

	Facebook 
	3.0787 
	.89474 

	Twitter 
	3.7528 
	1.11070 

	Blogs 
	4.4944 
	.70909 

	Podcasts 
	2.8315 
	.71089 

	Forums 
	4.1348 
	1.10978 

	Content communities (such as Flicker and YouTube) 
	3.0112 
	1.07126 


The findings in table 4.10 showed that blogs as expressed by a mean score of 4.4944, forums as expressed by a mean score of 4.1348 and twitter as expressed by a mean score of 3.7528 are greatly employed in the company. the study findings also showed that Facebook as expressed by a mean score of 3.0787, content communities (such as Flicker and YouTube) as expressed by a mean score of 3.0112 and podcasts as expressed by a mean score of 2.8315 are moderately employed in the company.

Table 4. 11: Agreement with Various Statements Regarding Social Media Effect
	                                                       Mean 
	                          Std. Dev. 

	Social media promotes our company by providing customers with personalized, location-and time-sensitive information using interactive wireless media 
	3.4494 
	1.34004 

	Use of Social media enhance customer relationship management 
	4.1685 
	1.12043 

	Content communities are brought together though the Social media 
	4.2022 
	1.07851 

	Use of Social media increases frequency of interaction with customers 
	4.0000 
	1.22474 

	There is increased ease of communication through social media 
	3.3820 
	1.01697 



From the findings, the respondents agreed that content communities are brought together though the Social media as shown by a mean of 4.2022, that use of Social media enhances customer relationship management as shown by a mean of 4.1685 and that use of Social media increases frequency of interaction with customers as shown by a mean of 4.0000. They were neutral that social media promotes our company by providing customers with personalized, location-and time-sensitive information using interactive wireless media as shown by a mean of 3.4494 and that there is increased ease of communication through social media as shown by a mean of 3.3820.
4.5 Mobile marketing
Table 4. 12: Extent to Which Mobile Marketing Affect Performance
	                                          Frequency 
	                      Percent 

	Moderate extent 
	12 
	13.5 

	Great extent 
	30 
	33.7 

	Very great extent 
	47 
	52.8 

	Total 
	89 
	100.0 



The findings of the study showed that mobile marketing affect performance of the business in a very great extent as shown by 52.8%, in a great extent as shown by 33.7% and in a moderate extent as shown by 13.5%. This implies that mobile marketing affect performance of the business in a very great extent.

Table 4. 13: Extent to which Company Employs Various Forms of Mobile Phone Services
	                                                   Mean 
	                        Std. Dev. 

	SMS 
	4.2360 
	1.13840 

	Mms 
	3.5955 
	1.33756 

	Bluetooth 
	3.7753 
	.97413 

	Infrared 
	4.5506 
	.58409 

	Video technology 
	4.3933 
	.76304 


The study outcomes revealed that infrared as shown by mean score of 4.5506, video technology as shown by mean score of 4.3933, SMS as shown by mean score of 4.2360, Bluetooth as shown by mean score of 3.7753 and mms as shown by mean score of 3.5955 are greatly employed in the company.


Table 4. 14: Extent of Aspects of Mobile Marketing Deployment
	                                                      Mean 
	                         Std. Dev. 

	Cost saving through Infrared and Video technology 
	3.6404 
	1.5244 

	Level of ease of data handling 
	4.1461 
	1.0612 

	Level of ease of reach-ability to client 
	4.0674 
	1.1261 

	Frequency of use of mobile phones for business transactions 
	3.4270 
	.9031 



The respondents indicated that level of ease of data handling as shown by a mean score of 4.1461, that level of ease of reach-ability to client as shown by a mean score of 4.0674 and that cost saving through Infrared and Video technology as shown by a mean score of 3.6404 are greatly deployed in the company. The study findings also showed that frequency of use of mobile phones for business transactions as shown by a mean score of 3.4270 moderately enhances the performance of the company.

4.6 Email Marketing
Table 4. 15: Extent to which Email marketing Affect Performance
	                                            Frequency 
	                      Percent 

	Little extent 
	4 
	4.5 

	Moderate extent 
	13 
	14.6 

	Great extent 
	46 
	51.7 

	Very great extent 
	26 
	29.2 

	Total 
	89 
	100.0 


In table 4.14, the respondents indicated that Email marketing affect performance greatly as shown by 51.7%, very greatly as shown by 29.2%, moderately as shown by 14.6% and lightly as shown by 14.6%. This reveals that there is a great effect on performance brought by email marketing.
Table 4. 16: Extent to which Company Employ Various Forms of Email
	                                                      Mean 
	                        Std. Dev. 

	Opt-in email 
	3.0674 
	.7948 

	Opt-out email 
	4.2360 
	.7389 

	Spam email 
	3.6966 
	.8843 

	RSS (real simple syndication) of education or informative articles 
	4.0449 
	.9875 

	Email newsletter and campaigns 
	4.2135 
	1.0166 

	Partnering arrangements 
	3.9888 
	.8460 



From the findings, the study indicated that opt-out email as illustrated by a mean of 4.2360, email newsletter and campaigns as illustrated by a mean of 4.2135, real simple syndication (RSS) of education or informative articles as illustrated by a mean of 4.0449, Partnering arrangements as illustrated by a mean of 3.9888 and Spam email as illustrated by a mean of 3.6966 are greatly employed in the company. The study also found that opt-in email as illustrated by a mean of 3.0674 is moderately employed in the company.

4.7 Firm Performance
Table 4. 18: Agreement with Various Statements Regarding Trends in Performance
	                                                      Mean 
	                           Std. Dev. 

	Profitability has greatly increased 
	4.0562 
	1.24645 

	Quality of our houses is high 
	4.1573 
	1.01016 

	Customer satisfaction level is high 
	3.9888 
	1.17255 

	Maintenance cost has been minimized 
	3.8989 
	1.19701 

	Market share of our business has increased 
	3.4831 
	1.68626 


From the results in table 4.17, the respondents agreed that profitability has greatly increased as expressed by a mean of 4.0562, that quality of our houses is high as expressed by a mean of 4.1573, that customer satisfaction level is high as expressed by a mean of 3.9888 and that maintenance cost has been minimized as expressed by a mean of 3.8989. They were however neutral on the fact that market share of the business has increased as expressed by a mean of 3.4831. 
4.8 Pearson’s Product Moment Correlation 
A Pearson’s Product Moment Correlation was conducted to establish the strength of the relationship between the variables. 
4.9 Regression Analysis 
Multiple regression analysis was used to test the relationship between the variables where it shows how the dependent variable is influenced by the independent variables. The study sought to determine the impact of email marketing, web solutions, mobile marketing and social media on the performance of firms in the manufacturing sector.

Table 4. 20: Model Summary
	Model 
	R 
	R Square 
	Adjusted R Square 
	Std. Error of the Estimate 

	1 
	.942a 
	.888 
	.883 
	.9961 



a. Predictors: (Constant), Email marketing, Web Solutions, Mobile marketing, Social media. 
Table 4.20 above is a model fit which establish how fit the model equation fits the data. The adjusted R2 was found to be 0.883 implying that 88.3% of the variations in performance of firms in the manufacturing sector are explained by changes in email marketing, web solutions, mobile marketing and social media. This established that model equation fits the data.


Table 4. 21: ANOVAa
	Model 
	  Sumof    Squares 
	               Df 
	  Mean Square 
	           F 
	       Sig. 

	1 
	Regression
	660.267 
	4 
	165.067 
	166.35 
	.000b 

	Residual 
	83.351 
	84 
	.992 

	Total 
	743.618 
	88 



a. Dependent Variable: Firm Performance 
b. Predictors: (Constant), Email marketing, Web Solutions, Mobile marketing, Social media The probability value of 0.000 indicates that the regression relationship was significant in determining how email marketing, web solutions, mobile marketing and social media affect firm performance. The F calculated at 5 percent level of significance was 166.35. Since F calculated is greater than the F critical (value = 2.4472), this shows that the overall model was significant.

Table 4. 22: Coefficientsa
	Model 
	Unstandardized Coefficients 
	    Standardized   Coefficients 
	             t 
	     Sig. 

	                             B 
	Std. Error 
	Beta 

	(Constant) 
	-11.868 
	1.360 
	-8.729 
	.000 

	Web Solutions 
	.050 
	.076 
	.071 
	.647 
	.519 

	Social media 
	.235 
	.073 
	.382 
	3.193 
	.002 

	Mobile marketing 
	.192 
	.069 
	.222 
	2.802 
	.006 

	Email marketing 
	.286 
	.063 
	.363 
	4.536 
	.000 



a. Dependent Variable: Firm Performance 
The established model for the study was: 
Y= -11.868 + 0.235X2 + 0.192X3 + 0.286X4 
Where:- 
Y= Firm Performance 
β0=constant 
X2= Social media 
X3= Mobile marketing 
X4= Email marketing 
The regression equation above has established that taking (social media, mobile marketing and email marketing) constant at zero, firm performance will be -11.868. This shows that if all the independent variable were held constant, the performance will be decreasing. 
The findings presented also show that a unit increase in the scores of social media would lead to a 0.235 increase in the scores of firm performances. This variable was significant since .002 <0.05. 49 

This shows that the null hypothesis that there was no positive and significant relationship
between social media and firm performance were rejected and concluded that there is a significant and positive relationship between social media and firm performance. 
Further, the findings show that a unit increases in the scores of mobile marketing would lead to a 0.192 increase in the scores of firm performances. Thus, variable was significant since .006<0.05. This implies that the null hypothesis that there was no positive and significant relationship between mobile marketing and firm performance were rejected and established that there is a significant and positive relationship between mobile marketing and firm performance. 
The study also found that a unit increases in the scores of email marketing would lead to a 0.286 increase in the scores of firm performance. This variable was significant since .000<0.05. This reveals that the null hypothesis that there was no positive and significant relationship between email marketing and firm performance were rejected and concluded that there is a significant and positive relationship between email marketing and firm performance. 
Overall, email marketing had the greatest effect on firm performance followed by social media then mobile marketing had the least effect on the firm performance. All Variable were significant since their p-values were less than 0.05 except web solutions whose p-value was greater than 0.05.
4.10 Tests for Regression Assumptions
This section contains diagnostic tests for testing the regression assumptions such as multi collinearity test, homoscedasticity, normality test, sampling adequacy, normality test and cusum test for parameter stability were performed.



4.10.1 Multicollinearity Test
Problem may arise when two or more predictor variables are correlated. The VIF detects multi collinearity by measuring the degree to which the variance has been inflated. A VIF greater than10 is thought to signal harmful multi collinearity as suggested by Baum (2006).
Table 4.1: Summary of Collinearity Statistics
	Model 
	Collinearity Statistics 

	                                                   Tolerance 
	                           VIF 

	1 
	(Constant) 

	Web solutions 
	.112 
	8.942 

	Social media 
	.093 
	10.724 

	Mobile marketing 
	.213 
	4.692 

	Email marketing 
	.209 
	4.796 



The Variance inflation factor (VIF) was checked in all the analysis which is not a cause of concern according to Baum (2006) who indicated that a VIF greater than 10 is a cause of concern. The basic assumption is that the error terms for different observations are uncorrelated (lack of autocorrelation).
4.10.2 Homoscedasticity 
Homoscedasticity assumes “that the dependent variable(s) exhibit an equal level of variance across the range of predictor variable(s)”. Homoscedasticity is one of the assumptions required for multivariate analysis. Although the violation of homoscedasticity might reduce the accuracy of the analysis, the effect on ungrouped data is not fatal (Tabachnick and Fidell, 2007). Levene test was employed to assess the equality of variances for the variables calculated (strategic orientation, core competencies, intellectual capital, and organizational culture). Regression analysis assumes that variances of the populations from which different samples are drawn are 
Equal. From table 4.23 the resulting P-value of Levene's test is less than the conventional 0.05 critical value, indicating that the obtained differences in sample variances are likely not to have occurred based on random sampling from a population with equal variances. Thus, there is significant difference between the variances in the population.


Table 4. 23: Test of Homogeneity of Variances
	Levene Statistic 
	df1 
	df2 
	Sig. 

	1.626 
	5 
	291 
	.043 



4.10.3 Normality test 
Normality of the variables was examined using the skewness and kurtosis. According to Kline (2011) the univariate normality of variables can be assumed if the skewness statistic is within the interval (-3.0, 3.0) and the kurtosis statistic lying in the interval (-10.0, 10.0).

Table 4.2. Tests of Normality
	Variables 
	Kolmogorov-Smirnova 
	Shapiro-Wilk 

	         Statistic 
	                   df 
	                Sig. 
	         Statistic 
	         df 
	     Sig. 

	Email marketing 
	0.127 
	224 
	0.039 
	0.887 
	224 
	0.012 

	Web solution 
	0.153 
	224 
	0.004 
	0.834 
	224 
	0 

	Mobile Marketing 
	0.126 
	224 
	0.041 
	0.924 
	224 
	0.397 

	Social media 
	0.153 
	224 
	0.004 
	0.808 
	224 
	0 



a. Lilliefors Significance Correction 
From the finding on the Kolmogorov-Smirnovand Shapiro-Wilk test on normality, the study found that significance in both test were less than 0.05 which is leads to the rejection of the null hypothesis that that data on the all variables were not normally distributed this is an indication that data on the variables were normally distributed. 
4.10.4 Sampling Adequacy 
In order to validate the validity of study’s variables, tests of sampling adequacy were used. This enabled the study identify whether the items were appropriate for factorial analysis. The Table below shows Kaiser-Meyer-Olkin (KMO) test of sampling adequacy and Bartlett's test of sphericity. The test results show that the scales had values above the threshold of 0.7 as established by Williams, Brown and Onsman (2012): Williams, Brown and Onsman stated that KMO of 0.50 is acceptable degree for sampling adequacy with values above 0.5 being better.
Bartlett's Test of sphericity which analyzes if the samples are from populations with equal variances produced p-values less than .05 (p < .001). Since the Bartlett's test significances were less than 0.05 further indicates an acceptable degree of sampling adequacy (sample is factorable). Unlike the study’s findings, values closer to 0 depict computational problems with the factor analysis: an issue of singularity, which implies multicollinearity in the data. Thus, it is acceptable to proceed with factor analysis.

Table 4. 24: Kaiser-Meyer-Olkin (KMO) and Bartlett's Test
	Factors 
	KMO Test 
	Bartlett's Test of Sphericity 
	Determinant 

	            Approx. Chi-Square 
	                          df 
	             Sig. 

	Email marketing 
	.804 
	352.056 
	4 
	.000 
	0.058 

	Web solution 
	.720 
	150.838 
	5 
	.000 
	0.297 

	Mobile Marketing 
	.814 
	585.613 
	4 
	.000 
	0.009 

	Social media 
	.779 
	192.378 
	6 
	.000 
	0.212 



4.10.5 Chi square Tests 
The study based the test on 5% (0.05) level of significance meaning that the conclusions made in this study were at 95% confidence level. In chi-square test, there are three coefficients (statistic) that are vital in the study namely; Pearson chi-square, Phi and Cramer’s V. Pearson Chi-square is used to test the associations while Phi and Cramer‟s V are to test the strength of association.


Table 4. 25: Pearson chi-square, Phi and Cramer’s V
	 Pearson Chi-square 
	                      p-value 
	Strength(Phi/Cramers‟ V) 
	       P-values 

	Email marketing 
	319.508a 
	0.00 
	1.533 
	0.00 

	Web solution 
	308.341a 
	0.00 
	1.506 
	0.00 

	Mobile Marketing 
	262.499a 
	0.00 
	1.389 
	0.00 

	Social media 
	296.274a 
	0.00 
	1.476 
	0.00 



Since the p-values (.000) are smaller than level of significant of the study (0.05 or 5%) as shown in the table 4.25, then the test of the study is in favor of the research hypothesis; therefore we reject the null hypothesis and conclude that all the digital marketing tools were associated to the performance of firms. 

4.10.6 Linearity Test 
This was done using the regression coefficients. The researcher rejects the null hypothesis if the p values are less than 0.005. The result for linearity tests are shown in table below.

Table 4. 26: Linearity Test
	Variable 
	Beta coefficients 
	P-values 

	Email marketing 
	.050 
	.519 

	Web solution 
	.235 
	.002 

	Mobile Marketing 
	.192 
	.006 

	Social media 
	.286 
	.000 



As per the table, all the variables had beta coefficient of above 0.05. This therefore implies that all the variables exhibited linearity and that they were significant since their p-values were less than 0.005. Therefore, the entire null hypotheses were rejected.

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.0 Introduction 
This chapter presented the discussion of key data findings, conclusion drawn from the findings highlighted and recommendation made there-to. The conclusions and recommendations drawn were focused on addressing the objective of the study.
5.1 summary of Findings 
The study found that web solutions affect the performance of the company in a great extent. The study found that corporate (brand) website is used by the firm greatly while firm uses marketing website moderately. These findings are in line with Schwanke and Roark (1985) who discuss the future trends in adopting digitalization. According to the authors, lack of suitable software for the real estate industry has led to investors persisting with traditional modes of marketing. The findings shows that nurturing creativity and innovation through responsive websites, that ability to quickly access information through use of search engines, that development of consistent brand images, that level of ease of responsiveness through the website, that level of adequacy of information shared is high and that all times connectivity through website enhance performance of the company greatly while they indicated that effective customer feedback and supplement moderately enhance performance of the company. These findings are in line with Swanepoel, (2009) who adds that when clients can be shown videos of products, they get interested and can then schedule an actual visit to the site. They also correlate with Nance, (2003) who noted that practitioners in businesses are expected to desist from tools such as accidental spammer and website usability pundit, which may be considered as generating visitors to sites. According to Robbins, (2000), new technologies such as artificial intelligence, robotics and advanced manufacturing and collaborative platforms have caused manufacturing players to fear the losses that they would incur when they adopt them. Few companies are prepared for these technologies From the findings the study revealed that social media affect performance of the business in a great extent. The findings showed that blogs, forums and are greatly employed in the company. The study findings also showed that Facebook, content communities (such as Flicker and YouTube) and podcasts are moderately employed in the company. These findings conform to Trusov (2009) who states that Social media tools, such as chat rooms, blogs and social networking sites such as Facebook, twitter and LinkedIn, have provided marketers with efficient ways of reaching their targets audiences. They also agree with Huang, (2012) who noted that tools should be chosen based on the social media habits of participants and the trends in the given market. Social networks are a part of users’ day to day lives, and therefore the integration of these tools can increase campaign effectiveness. Social media tools can be accessed from mobile devices through mobile application and mobile optimized websites. From the findings, study found that content communities are brought together though the Social media that use of Social media enhances customer relationship management and that use of Social media increases frequency of interaction with customers. They were neutral that social media promotes our company by providing customers with personalized, location-and time-sensitive information using interactive wireless media and that there is increased ease of communication through social media. These findings conform to Trusov (2009) who states that Social media tools, such as chat rooms, blogs and social networking sites such as Facebook, twitter and LinkedIn have provided marketers with efficient ways of reaching their targets audiences. 
The findings of the study showed that mobile marketing affect performance of the business in a very great extent. The study outcomes revealed that infrared, video technology, SMS, Bluetooth and mms are greatly employed in the company. This concurs with Krum (2010) who noted that there are four distinctive advantages of mobile marketing: personalization, portability, interactivity, and persistency. The study also found that level of ease of data handling, that level of ease of reach-ability to client and that cost saving through Infrared and Video technology are greatly deployed in the company. The study findings also showed that frequency of use of mobile phones for business transactions moderately enhances the performance of the company. These findings are in line with Krum (2010) who argue that there are four distinctive advantages of mobile marketing: personalization, portability, interactivity, and persistency. They also conform to Miller et al. (2013) who suggests that mobile marketing, along with online marketing and social marketing is part of the digital marketing sector. It promotes goods, services, and ideas by providing customers with personalized, location- and time-sensitive information using interactive wireless media. The findings are agreed with Walton (2007) an expert within the manufacturing industry who believes that digitalization will affect the sector in many years to come. It then appears that technological advances such as mobile devices can be considered as the next big thing that has future advantages. 
The study found that Email marketing affect performance greatly. The study also found that opt-out email, email newsletter and campaigns, RSS (real simple syndication) of education or informative articles, partnering arrangements and Spam email are greatly employed in the company. The study also found that opt-in email is moderately employed in the company. These findings are in line with Chaffey (2005) who noted that emails were the main source of communication before the introduction of social media their improvement from the use of postage mails allowed communication between stakeholders and the firm to be shortened and allowed more accurate results. They also agree with Walton (2007) which suggests that they may be right, as 67% of the Irish population access their emails through smart phones on a daily basis. The findings show that email newsletter efficiency, level of ability to build brand loyalty, partnering arrangements are made easier, level of ability to maintain current customers and at the same time attract new customers and level of ability to attract new customers greatly enhance the performance of the company. The study also showed that level of Increasing ROI of email programs moderately enhances the performance of the company. These findings are in line with Nguyen and Barrett (2006) who noted that one of the most comprehensive definitions of opt-in email is that it is a policy for giving permission under which the user explicitly permits the Web site operator to either collect the information, use it in a specified manner and/or share it with others when such use or disclosure to third parties is unrelated to the purpose for which the information was collected. 

5.2 Conclusions 
The study concluded that web solutions affect the performance of the company greatly and positively. The study deduced that corporate (brand) website is greatly employed in the company and that marketing website is moderately. The findings shows that nurturing creativity and innovation through responsive websites, that ability to quickly access information through use of search engines, that development of consistent brand images while they indicated that effective customer feedback and supplement moderately enhance performance of the company. 
The study concluded that social media affects performance of the business positively. The findings showed that blogs, forums and are greatly employed in the company. The study findings also showed that Facebook and podcasts are moderately employed in the company. The study found that content communities are brought together though the social media that use of Social media enhances customer relationship management and that social media promotes our company by providing customers with personalized, location-and time-sensitive information using interactive wireless media and that there is increased ease of communication through social media. 
The study concluded that mobile marketing affect performance of the business in a very great extent. The study outcomes revealed that infrared, video technology, SMS, Bluetooth and mms are greatly employed in the company. The study also found that level of ease of data handling, that level of ease of reach-ability to client and that cost saving through Infrared and Video technology are greatly deployed in the company. The study findings also showed that frequency of use of mobile phones for business transactions moderately enhances the performance of the company. 
The study concluded that email marketing affect performance significantly and greatly. The study also found that opt-out email, partnering arrangements and spam email are greatly employed in the company. The study also found that opt-in email is moderately employed in the company. The findings show that email newsletter efficiency and level of ability to attract new customers greatly enhance the performance of the company. The study also showed that level of Increasing ROI of email programs moderately enhances the performance of the company. 

5.3 Recommendations 
The study recommended that manufacturing companies should mix and match various mediums such emails, social media and mobile phones to reach their desired target audience. This will help to spread awareness among them and to influence buyers behavior thus companies must formulate an effective Integrated Marketing Communication plan where they can combine various tools to grasp maximum prospects. 
The study also recommended that every manufacturing company big or small should grab this advantage and include online marketing in their marketing efforts. Online marketing forms can be mainly web marketing, E-commerce, social media marketing. 
The study also recommended that Clients find certain benefits in online marketing over traditional marketing; therefore manufacturing companies can spend more on online media rather than the traditional tools. 
The study also recommended that manufacturing Companies should not rely entirely on online marketing; they must make it a part of Integrated Marketing Communication strategy. As a result of which limitations of online marketing will be covered as the other mediums will build the required credibility and positive image about the brand. This credibility will generate trust among consumers towards the brand. 
The study further recommends that the firms should come up with digital marketing strategies such as driving traffic. This includes keyword strategy where the firms insert related keywords into content will help your content and website show up in more search results, this leads to higher volumes of web traffic. Website optimization is also recommended to ensure that their website is optimized and functioning at it’s best is essential since people don’t want to visit a website that doesn’t work properly. 
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QUESTIONNAIRE

SECTION A: RESPONDENT DETAILS 
Name and Surname: ……………………………………………….. (optional). 
Gender: Male                                              Female 
Occupation: Self-Employed                                 Service 
Age: Between 18 to 25                                      Between 25 to 35 
35 Years and above 
SECTION B: EFFECT OF DIGITAL MARKETING AND PERFORMANCE OF BUSINESSES IN MANUFACTURING SECTOR
PART I: Web Solutions 
1) What is extent to which Web Solutions affect the performance of your company? 

Very great extent [   ]                Great extent [   ] 
Moderate extent [   ]                  Little extent [   ] 
Not at all [   ] 
2) To what extent does your company employ the following forms of Web Solutions to enhance its performance? 
	
	Very great extent (5) 

	Great extent (4) 

	Moderate extent(3) 

	Little extent (2) 

	Not at all (1) 


	Corporate (brand) website 

	
	
	
	
	

	Marketing website 

	
	
	
	
	





3) To what extent do the following aspects of Web Solutions deployment by your company enhance its performance? 
	
	Very great extent (5) 

	Great extent (4) 

	Moderate extent(3) 

	Little extent (2) 

	Not at all (1) 


	All times connectivity through website 

	
	
	
	
	

	Development of consistent brand images 

	
	
	
	
	

	Effective customer feedback and supplement 

	
	
	
	
	

	Nurturing creativity and innovation through responsive websites 

	
	
	
	
	

	Ability to quickly access information through use of search engines. 

	
	
	
	
	

	Level of ease of responsiveness through the website 

	
	
	
	
	

	Level of adequacy of information shared is high 

	
	
	
	
	


4) How does website Solutions affect performance of your business? 
………………………………………………………………………………………………………
Social media 
5) To what extent do social media affect performance of your business? 

Very great extent [   ]                   Great extent [   ] 
Moderate extent [   ]                     Little extent [   ] 
Not at all [ ]
 

6) To what extent does your company employ the following forms of social media to enhance its performance? 

	
	Very great extent (5) 

	Great extent (4) 

	Moderate extent(3) 

	Little extent (2) 

	Not at all (1) 


	Facebook 

	
	
	
	
	

	Twitter 

	
	
	
	
	

	Blogs 
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