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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
Digital marketing has revolutionized the way businesses interact with consumers globally, including in Nigeria. With the advent of the internet and mobile technologies, digital marketing strategies have become pivotal for companies aiming to reach a wider audience and influence consumer behavior effectively. In Nigeria, the rapid increase in internet penetration and smartphone usage has significantly shifted marketing paradigms. According to the (NCC).2020 Nigerian Communications Commission, internet penetration in Nigeria stood at approximately 50% in 2020, with over 100 million internet users. This growth is driven by an increase in mobile phone usage, with smartphones accounting for a significant portion of internet access.
Digital marketing is very important in this 21st century business practices as the advent of the digital age has changed the way business engage and interact with their customers and this has opened new opportunities for reaching the target customers, the adoption of digital marketing strategies is still in infancy, but, there is a need for growing potential and recognition of this technology in driving business growth and performance in Nigeria. Digital marketing involves promoting products and services through several digital channels and platforms to reach and engage the customer at the right time using their appropriate medium. The digital marketing is a new trend and innovative approach in business as its developed to suit the relevance of the present business in order to make profit globally. Basically, the advent of digital technologies and internet has changed the phase of marketing practices and strategies across the whole world, Africa, Region, Which Nigeria is not exception at large. Presently, businesses in Nigeria are adopting the use of strategies and trends in digital marketing in reaching the customers, enhancing brand awareness and improves sales for every organizations and businesses. Furthermore, the adoption of digital marketing strategies in Nigeria involves the wider context of the global digital revolution and its impact on businesses. It is from records that, since early 2000s, the internet has been a crucial technological tool for reaching the customers and ensuring effective business transactions.  Covid-19 pandemic expedites the adoption of various digital and online platforms, as lockdowns and restrictions compelled many businesses to engages their customers online, this results to many businesses in Nigeria and other countries to adopt marketing strategies to be in trends and be in pace with the changing business landscape, World bank WB, (2020).
The adoption of digital marketing strategies in Nigeria is also traced to the specific context of Africa in terms of the opportunities and challenges it presents. Africa just recently improved the use of internet as there is an increase in the use of mobile phones to access the internet ‘Hence, this created opportunities for businesses to reach a wider customer through various digital platforms, SRD, (2021). Importantly, Africans are faced with many challenges in terms of limited infrastructure, lack of access to internet and poor digital literacy causing digital divides among people. The impacts of digital marketing and   strategies cannot be over-emphasized on business performance in Nigeria, Africa, Regional and the world at large. Google, (2021). Nigeria is known to be the largest economy in Africa in terms of digital marketing landscape and the country’s digital marketing landscape is shaped by its regional context as Nigeria is a member of Economic Community of West African States, (ECOWAS) which single digital market was created to within the region making it easier for businesses to operate and function effectively across the borders, e-marketer, (2018).
Nigeria is also belief to be the home of internet users most especially on mobile devices, creating opportunities for businesses to reach their customers in any locations. It is very important to consider the local context of digital marketing strategies during the development stage, as there are almost 500 diverse groups and ethnic in Nigeria with different languages. Businesses and organizations must consider specific needs of local population in formulating and implementing the digital marketing strategies and be more aware of cultural norms and any sensitivities that may seem to affect the adoption and reception of their marketing campaigns.
Adeyemi et al., (2020). Digital marketing is a revolving and continuous business practice which analyze the needs of customers and subsequently produced products and services for the target market at affordable and reasonable price at their convenient place of purchase, (Match, 2020). Furthermore, Digital marketing involves monitoring customer’s satisfactions using modern communication devices from information and communication technology. Importantly, digital marketing is also known as online marketing, internet marketing and web marketing. Digital marketing strategies importance cannot be over-emphasized in this present world for organization’s sales and consumer brand loyalty most especially in soft drink industry. For any organizations to achieve success and enhance its sales and consumer brand loyalty. It requires the effective use of digital marketing strategies to achieve their overall goals and landscape on their performance. Basically, many organizations have adopted the use of digital marketing on their business but failed to applied strategies to the new trends in the world of business. It has been observed that, digital marketing trends now involves the use of mobiles devices and gadgets and importantly, the use of artificial intelligence technology and social media platforms that impacts on business performance and growth. Digital marketing is now changing where technologies and digital platforms emerged, hence, this requires business to prepare to adopt strategies into this technology in order to compete favorably in this turbulent environment of business.
A digital marketing strategy enables business to stay up to date on their latest trends in the world of business in order for them to make a quality decision about their business operations and advertising, Adeyemi et al, (2020). Importantly, digital marketing strategies improve the performance of every business and also ensure cost effective benefit way of reaching a large customer and also monitor the success of their advertising campaigns. Furthermore, digital marketing faces lots of challenges in terms of measuring the success of its campaigns, as click through rates and impressions do not always capture the true real impacts of the campaign as there is need for companies to adopt strategies into their business via digital marketing in order for them to maximize their full business potential.
According to a report by Hoot suite, Nigeria had 33 million active social media users as of January 2020, highlighting the importance of social media in influencing consumer behavior (Hoot suite, 2020). This shift necessitates an in-depth understanding of how digital marketing strategies impact consumer behavior, preferences, and decision-making processes in the Nigerian context.
The value of understanding consumer behavior is paramount to the success and survival of any organization. Kotni,V&DivyaT. (2019), stated that, at all levels of marketing effort, the knowledge of why a consumer behaves in a particular way is of paramount importance for the performance of marketing activities to satisfy the changing and diverse needs of consumers in the medium in which they choose to utilize in the satisfaction of their needs. This is further buttressed in their argument that the knowledge of consumer behavior enables us to understand consumer preference. The key to the survival, profitability, and growth of any organization is premised on its ability to continuously identify the unsatisfied needs of consumers and develop measures for the satisfaction of these needs in a more efficient and effective manner that their competitors (Kotni, V. &Divya T(2019). With a view of the importance of consumer behavior in mind, it has been noted that a new trend has been identified to bring change to the behavioral patterns of consumers, owing to the development of new networking structures of communication between customers alongside businesses (Khan,M. & Islam, T. (2017).
This was further buttressed by Akhtar,N. (2020), who specified that the major role of digital marketing in the business environment of today is the redefinition of communication criteria between marketers and consumers. Digital marketing is associated with all forms of non-personal, or wireless connection or communication such as the use of mobile phones, emails, and the internet to connect and communicate between customers and businesses (Salmenkivi, T. & Nyman, N. 2020). The term Digital Marketing has been used interchangeably with online marketing, but they are actually different I that although digital marketing operates largely on the platform of the internet, it isn’t limited to the internet, but utilizes other offline mediums to perform marketing function, such as the SMS, and the mobile phones (Charan, S. & Dahiya, R. (2019).
1.2 Statement of the Problem
Despite the increasing adoption of digital marketing in Nigeria, there is limited empirical research on its effectiveness in influencing consumer behavior. Many businesses still grapple with understanding which digital marketing strategies yield the best results and how these strategies alter consumer purchasing decisions. The dynamic nature of digital marketing means that strategies that work in one context may not be as effective in another, particularly in a diverse and complex market like Nigeria.
Most studies on digital marketing effectiveness have been conducted in developed economies with established digital infrastructures. These findings are not always applicable to Nigeria, where digital infrastructure and consumer behavior patterns can be markedly different. While internet usage is growing, there are still significant disparities in access and digital literacy across different regions and demographics (NCC, 2020).
This variability makes it challenging for businesses to apply global best practices without localized insights. Nigerian consumers often exhibit a lack of trust in online transactions due to concerns about fraud and data privacy (Adegbola, 2021).
This distrust can significantly impact the effectiveness of digital marketing efforts, particularly those that involve online purchases or sharing personal information. Understanding how to build trust and provide secure, reliable online experiences is crucial for businesses looking to succeed in the Nigerian market. Different digital marketing channels, such as social media, email marketing, and SEO, may vary in their effectiveness. For example, social media platforms like Instagram and WhatsApp have high user engagement in Nigeria, but their effectiveness in driving sales compared to other channels like email marketing or SEO is not well-documented (Hoot, 2020).
Businesses need clarity on which channels are most effective for reaching their target audiences and driving desired outcomes. Nigeria's diverse cultural landscape and socio-economic disparities can influence consumer behavior in unique ways. Factors such as language, local customs, and income levels can affect how consumers interact with digital content and make purchasing decisions. Content that resonates well in urban areas might not have the same impact in rural regions due to different consumer priorities and access to technology (Adegbola,2021).
Many businesses in Nigeria face significant challenges in implementing digital marketing strategies. These challenges include limited technical expertise, inadequate digital infrastructure, and high costs associated with digital marketing tools and platforms. Small and medium-sized enterprises (SMEs), in particular, may struggle to compete with larger companies that have more resources to invest in digital marketing (World Bank, (2021).
These problems underline the necessity for a detailed study that evaluates the effectiveness of digital marketing strategies in the Nigerian context. By addressing these issues, this research aims to provide actionable insights that can help businesses tailor their digital marketing efforts to better meet the needs and preferences of Nigerian consumers. This will not only enhance the efficacy of marketing campaigns but also contribute to the growth and development of the digital economy in Nigeria.


1.3 Research Questions
i. to what extent does commonly used search engine influences the optimization of consumer behavior in Nigeria businesses?
ii. how does social media marketing influences consumer behavior in Nigerian markets?
iii. how do targeted email marketing campaigns influence consumer perceptions of brand reputation?
iv. how do consumers concern about data security and privacy impact their interactions with promotional content across different digital platforms?
v. how does the transparency of digital marketing practices influence purchase decisions across different demographic segments?
1.4 Objectives of the Study
The objectives of this study are to:
i. determine the extent to which commonly used search engine influences the optimization of consumer behavior in Nigerian businesses;
ii. examine the extent to which social media marketing influences consumer behavior in Nigerian markets.
iii. determine how targeted email marketing influences consumer perception of brand reputation.
iv. assess the extent to which data security and privacy impact their interactions with  promotional content across different platforms; and
v. examine the influence of transparency of digital marketing practices on purchase decisions across different demographic segments.


1.5 Research Hypotheses
The study will test the following hypotheses:
H01: commonly used search engine does not have any significant influence on the optimization of consumer behavior in Nigerian businesses.
H02: social media marketing does not have any significant influence on consumer behavior in Nigerian markets.
H03: targeted email marketing does not have any significant influence on consumer perception of brand reputation.
H04: data security and privacy do not have any significant impact on promotional content across different platforms.
H05: transparency of digital marketing practices does not have any significant influence on purchase decisions across different demographic segments.
1.6 Justification for the Study
This study is justified by the need to provide empirical evidence on the effectiveness of digital marketing in Nigeria, a rapidly growing market with a unique set of challenges and opportunities. By understanding how digital marketing influences consumer behavior, businesses can tailor their strategies to better meet consumer needs, thereby enhancing customer satisfaction and loyalty. For example, Pay Porte, a Nigerian online retail store, increased its sales by 40% through effective social media marketing and influencer partnerships, demonstrating the potential of digital marketing when properly executed (Pay Porte, (2020).
Digital marketing is becoming increasingly crucial as more Nigerians gain access to the internet. According to the Nigerian Communications Commission (NCC), internet penetration in Nigeria stood at approximately 50% in 2020, with over 100 million internet users (NCC, 2020). This substantial user base presents a significant opportunity for businesses to engage with potential customers through digital channels. However, the effectiveness of these strategies needs to be understood and optimized to maximize their impact.
The study also addresses the trust and security concerns that Nigerian consumers have regarding online transactions. Adegbola(2021) notes that a significant barrier to the success of digital marketing in Nigeria is the widespread concern about online fraud and data privacy. By identifying strategies that can build consumer trust and provide secure online experiences, businesses can improve their digital marketing outcomes and encourage more consumers to participate in online transactions. Furthermore, the effectiveness of various digital marketing channels, such as social media, email marketing, and search engine optimization (SEO), remains underexplored in the Nigerian context.
Hoot suite’s (2020) report highlights that platforms like Instagram and WhatsApp have high user engagement in Nigeria, but there is limited data on how these engagements translate into consumer purchases compared to other channels. This study aims to fill this gap by providing insights into which channels are most effective for reaching and influencing Nigerian consumers.
The diverse cultural landscape and socio-economic disparities in Nigeria also necessitate this research. Factors such as language, local customs, and income levels can significantly impact how consumers interact with digital content and make purchasing decisions (Adegbola, O Adeyemi (2021). Understanding these nuances is essential for developing targeted digital marketing strategies that resonate with different segments of the Nigerian market. Small and medium-sized enterprises (SMEs) in Nigeria face significant challenges in implementing digital marketing strategies. Limited technical expertise, inadequate digital infrastructure, and high costs associated with digital marketing tools and platforms are some of the obstacles that SMEs encounter (World Bank, 2021). By identifying effective and affordable digital marketing strategies, this study can help SMEs leverage digital marketing to compete more effectively with larger companies. Lastly, the findings of this study can inform policymakers and stakeholders about the potential and limitations of digital marketing, guiding future regulations and support for the digital economy. For instance, understanding the barriers to digital marketing, such as internet accessibility and digital literacy, can help in formulating policies that promote digital inclusion and support the growth of e-commerce in Nigeria (World Bank, 2021).
This research is essential for providing a comprehensive understanding of the effectiveness of digital marketing strategies in Nigeria. It aims to offer actionable insights for businesses to optimize their marketing efforts, address consumer concerns, and navigate the unique challenges of the Nigerian market, thereby contributing to the overall growth and development of the digital economy in Nigeria.
1.7 Scope of the Study
The scope of this study encompasses businesses operating in various sectors within Nigeria that utilize digital marketing strategies. This research will focus on assessing the impact of these strategies on consumer behavior, considering factors such as consumer demographics (age, gender, income level) and the specific digital marketing channels used. The study will cover a wide range of digital marketing activities, including social media marketing, email marketing, content marketing, and search engine optimization (SEO). It will include case studies of Nigerian businesses such as Jumia, Konga, and Flutter wave, analyzing how these companies employ different digital marketing strategies and measuring their effectiveness in influencing consumer behavior. Data will be gathered from various consumer segments to understand how different demographics respond to digital marketing efforts.
1.8 Operational Definition of Key Terms
i. Digital marketing: refers to the use of internet-based digital technologies such as computers, mobile phones, and other digital media platforms to promote products and services. It encompasses various strategies and channels including social media, email marketing, content marketing, and search engine optimization (SEO) to reach and engage with consumers.
ii. Consumer behavior: is the study of how individuals or groups select, purchase, use, and dispose of products, services, ideas, or experiences to satisfy their needs and desires. It includes the analysis of the decision-making processes and actions of consumers.
iii. Social media marketing: involves the use of social media platforms such as Facebook, Instagram, Twitter, and LinkedIn to promote products or services. This strategy aims to engage with consumers, create brand awareness, and drive website traffic or sales through targeted content and advertising.
iv. Email marketing is a form of direct marketing that uses electronic mail as a means of communicating commercial or fundraising messages to an audience. It involves sending emails to potential or current customers to promote products, services, or events, and to build relationships with customers.
v. Content marketing is a strategic marketing approach focused on creating and distributing valuable, relevant, and consistent content to attract and retain a clearly defined audience. The ultimate goal is to drive profitable customer action by providing informative and engaging content.
vi. Search engine optimization (SEO): Refers to the process of improving the visibility and ranking of a website or web page in search engine results pages (SERPs). SEO involves optimizing website content, structure, and technical aspects to increase organic (non-paid) traffic from search engines like Google.
vii. Nigerian market: Refers to the commercial environment in Nigeria where goods and services are bought and sold. It encompasses various sectors, including retail, finance, manufacturing, and technology, and is characterized by a diverse consumer base with varying needs, preferences, and purchasing power.
viii. Internet penetration: Refers to the percentage of the population that has access to the internet. It is a measure of the extent to which internet services are available and used by individuals within a specific region or country.
ix. Digital literacy: Is the ability to use digital technologies, communication tools, and networks to access, manage, integrate, evaluate, and create information. It involves a range of skills, including the ability to use computers, smartphones, and the internet effectively and safely.
x. E-Commerce, Or Electronic Commerce: refers to the buying and selling of goods and services over the internet. It includes various business models such as business-to-consumer (B2C), business-to-business (B2B), and consumer-to-consumer (C2C), and involves transactions conducted through websites, mobile apps, and online marketplaces.
xi. Consumer trust: Is the confidence that consumers have in a brand, product, or service. It is influenced by factors such as product quality, reliability, security of transactions, and the overall reputation of the company. High levels of consumer trust are crucial for the success of digital marketing efforts.
xii. Data privacy: refers to the protection of personal information collected by businesses from consumers. It involves ensuring that data is handled, stored, and shared in compliance with legal regulations and with respect for consumer rights to privacy. Concerns about data privacy can significantly impact consumer behavior and trust in digital marketing.


CHAPTER TWO
	LITERATURE REVIEW	
2.1 PREAMBLES
The purpose of this literature review is to explore existing research and theoretical frameworks related to the effectiveness of digital marketing strategies on consumer behavior in Nigerian markets. This chapter provides a comprehensive examination of relevant concepts, the evolution of digital marketing, the current landscape in Nigeria, and how these strategies influence consumer behavior. The review is structured to cover the following areas: theoretical frameworks, digital marketing strategies, consumer behavior in Nigeria, and previous empirical studies on digital marketing effectiveness.
2.2 Conceptual Review
2.2.1 Concept of Digital Marketing
Kaini, D. (2016) Innovation of new technology i.e vide internet, helps in opening the gate for marketers and do online marketing to achieve their business goals. Also presents a set of guidelines for advertising on the web; attract users by making it easy to find your site, engage their interests by creating communities or linking to other sites they will find valuable, ensure they return by constantly updating your content and keeping it „fresh‟, learn their preferences by tracking their activity on your site, and relate to them by taking the information gathered to provide customized content. Song (2001) more choices are available for customers. So it is difficult to enterprise to build brand image. Online advertising is powerful marketing tool used for creating brand image and helps the corporate to increase the sale up to many extents. Mort, et al(2002) Due to advancement in technologies and market dynamics, digital market is rapidly growing. Teo, T,S,H.(2005) The survey was conducted by firms in Singapore and findings revealed that digital marketing is effective marketing tool for gaining results. Jarvinen, Tollinen, Karjaluoto and Jayawardhena (2012) has studied how widely are social media tools used as a part of the digital marketing mix in B2B industry, the important objectives aimed at, and the major barriers to utilization of digital marketing in B2B firms. Kwak H, Lee, C. Park, H  and Moon S.(2014) present an empirical study of Twitter and how information spreads across the service. The authors analyzed 41.7 million users, 1.47 billion social relations, 4,262 trending topics and 106 million tweets. During the research the authors noted a tendency on Twitter; contact between similar people occurs at a higher rate than among dissimilar people.
Roberts &Micken (2015) explained that society has experienced an economical shift, driven by digital technology. Roberts, S. D,&Micken,K.S. (2015) cited Dean et al. (2012) discoveries of a 4.7% gross domestic product contribution to the United States (U.S.) economy in 2010. Afrina Yasmin, A. Sadia Tasneem, S., KanizFatema (2015), has explained the various elements od digital marketing as well as the studies the comparative analysis of traditional marketing vs digital marketing. (Zimmer, 2017) Social Media Marketing as being a powerful marketing tool. Social networking through an online community allows users to communicate with each other. The social networking platform allows marketing between individuals or organizations to be facilitated through online information post and messaging (Zimmer, 2017).
Digital marketing encompasses all marketing efforts that use an electronic device or the internet. Businesses leverage digital channels such as search engines, social media, email, and their websites to connect with current and prospective customers. In today’s time, digital marketing has become a new trend that brings together customization and mass distribution to achieve the marketing goals. Technological convergence and the multiplication of devices have led to an opening up of the ways in which we thinking about 38 T. Piñeiro-Otero and X. Martínez-Rolán marketing in Internet and have pushed the boundaries towards a new concept of digital marketing user centred, more measurable, ubiquitous and interactive. Digital marketing strategies offer much potential for brands and organizations. Some of them are as like Branding, Completeness, Usability, Interactivity, Relevant advertising, Community connections.
Digital Marketing Plan A digital marketing plan is a tactical document that takes the current situation of a particular organization to set some midterm goals and to determine the strategy and means to accomplish them. This document includes the responsibilities, the time frame and control tools for monitoring. The aims of a digital marketing plan include discussing organizations and their environment. Similarly, it needs to be a roadmap of how to manage the organization’s marketing strategy, so that resources are properly allocated. The plan also helps control and evaluates output and tackles any potential variation from the organization’s expected outcomes. In this line, a marketing plan becomes a flexible document that must be adapted to the situation of the company and that must feed into the results obtained by each of the actions developed, especially in the digital arena. Steps in digital marketing plan are as follows: -
i. Situation Analysis
ii. Goal Definition
iii. Strategy
iv. Action & Control
According to Wikipedia World population in the year 2005 was 6.5 billion which has increased to 7.4 billion by the year 2017. In the year 2005 internet users in the world 51% which increased to 81% in the year 2017. The increased use of internet has resulted increased revenue from digital marketing. The above figure clearly shows increased revenue from digital marketing.
2.2.1.1 Aspects of Digital Marketing
Today digital marketing depends upon the types of audience communications. It revolves around managing and harnessing of different types of digital marketing channels- following are digital marketing services
[bookmark: _Hlk168164449]2.2.1.1.1 Search Engine Marketing & PPC
Search Engine Marketing (SEM) is one of the most basic types of digital marketing services that help businesses increase market online via Ads on search engines such as Google, Bing or Yahoo. SEM is a type of internet marketing that involves the promotion of websites by escalating their visibility in search engine results pages (SERPs) mainly through paid advertising. SEM may incorporate search engine optimization (SEO), which adjusts or rewrites website content and site architecture to achieve a higher ranking in search engine results pages to enhance pay per click (PPC) listings. To optimize websites Search engine marketing uses five methods and metrics - Keyword research, Website saturation and popularity, Back end tools, Whois , Google Mobile etc.
2.2.1.1.2 Pay Per Click (PPC)
Pay-per-click marketing is a method of using search engine advertising to generate clicks to your website rather than ―earning‖ those clicks organically. Pay per click is good for searchers and advertisers. It is the best way for company’s ads since it brings low cost and greater engagement with the products and services.
2.2.1.1.3 Search Engine Optimization (SEO)
Search engine optimization (SEO) is the method of affecting the visibility of a website or a web page in a search engine’s natural‖ or un-paid (“organic”) search results. In general, the earlier (or higher ranked on the search results page), and more frequently a website appears in the search result list, the more visitors it will receive from the search engine users. SEO may target different kinds of search including image search, local search, video search, academic search, news search and industry-specific vertical search engines ().
Search engine optimization (SEO) helps you put on higher positions in search results via organic means that help you get more activity, awareness, traffic, digital branding, lead generation, and conversions.
2.2.1.1.4 Social Media Marketing (SMM)
Social Media Marketing is the newest and most admired types of Digital Marketing that help marketers press forward their brand image in the most powerful and trendy manner.SMM is nowadays preferred by different businesses for optimizing the image of a brand, business, product, or an individual. Facebook, Google+, Twitter, Instagram, YouTube, LinkedIn, Snapchat Pinterest, etc. are the most well-known Social networks.
2.2.1.1.5 Email Marketing
Email marketing is the form of marketing in which information/ message about the goods or services is sent to customer through email. Email marketing is one of the oldest and easiest types of Digital Marketing. It is still highly modern and productive. Marketers use emails for developing relationships with their probable and existing customers that help them produce leads and ensure their conversions.
2.2.1.1.6 Content Marketing
Nowadays Content Marketing is the most important types of Digital Marketing that spin around the management and execution of different written, engaging, downloadable and visual Digital Media Content. Content Marketing focuses on attracting and converting targeted audiences into customers by designing, publishing, promoting, distributing and sharing valuable and relevant free content on different digital marketing channels.
2.2.1.1.7 Web Analytics
Web Analytics is the most recent aspect of your Digital Marketing. Basically, Web Analytics helps us to collect, measure, understand, analyze, plan, report and predict the web activities for our business. Web Analytics should not be misunderstood with Web Statistics. Web Analytics gives you analyses and different angles to consider vis-à-vis your business. Google Analytics, Spring Metrics, Woopra, Clicky, Mint and Chart beat are the important tools of Web Analytics. Nowadays every advertiser use Web Analytics to understand his business and improve the ROI and conversions.
Digital marketing encompasses all marketing efforts that use an electronic device or the internet. Businesses leverage digital channels such as search engines, social media, email, and their websites to connect with current and prospective customers. According to Chaffey and Ellis-Chadwick (2019), digital marketing involves managing different forms of online company presence, such as company websites, mobile apps, and social media company pages, in conjunction with online communications techniques like search engine marketing, social media marketing, online advertising, email marketing, and partnership arrangements with other websites.
2.3 The Evolution of Digital Market
The evolution of digital marketing can be traced back to the early days of the internet. Initially, it involved basic techniques such as banner ads and email marketing. However, with advancements in technology and the proliferation of social media platforms, digital marketing has evolved to include more sophisticated and interactive strategies. Today, it involves a mix of content marketing, SEO, social media advertising, influencer marketing, and data analytics, among other tactics (Chaffey & Ellis-Chadwick, 2019).
2.3.1 Digital Market from 2000 to 2010
launched. The concepts of Google AdWords, marketing automation, and mobile advertisement are introduced to the market. Even though these strategies were new to the business world then, they are proved effective immediately after applied to the market and are still in use today. The representative is Search Engine Optimization (SEO). This tactic comes with the invention of Google AdWords and belongs to search marketing. Even in 2021, by making up 41.4% of all internet advertisement revenue, search is still the most popular format of advertising in the digital market. Moreover, the birth of the iPhone in 2007 was a revolution. After one year, in 2008, the first Android smartphone was launched as well. It was the start of the smartphone era. As digital media and new technologies expanded rapidly, there were an increasing number of Internet users. There were only 16 million internet users worldwide in 1995, but by 2002, this number became 558 million (Ellis-Chadwick, 2019) Companies had to respond to the growing number of internet users as long as the change in their demands. For instance, instead of asking the sailor, customers in the 2000s could access information and meet their needs on the Internet. Businesses and brands were pressured to alter how the utilized technology for marketing, and more and more companies began to realize the importance and efficiency of digital market campaigns (Reinartz et al.,2019)
The Global Financial Crisis of 2008 is one of the most significant economic shocks to hit the world in recent memory. Originating from the problems of sub-prime housing loans in the United States, the crisis finally affected nearly all countries (Werner.,2020). This crisis has shaken the financial system and the real economy, but what about the digital market? With the Difference-in-Difference approach, Erik van der Marel helped analyze the change in the digital market during and after the Global Financial Crisis of 2008 (Kumar et al.,2019).
In the Article Shifting into Digital Services, Does a Financial Crisis Matter and for Who? Erik van der Marel provides evidence that the trade pattern changed to include more digitally intensive services with the Global Financial Crisis of 2008. However, the article also demonstrates that the transition from traditional to digital-intense services had already begun before the crisis. According to the author, although it cannot be asserted that the Global Financial Crisis of 2008 drove the shift to digital services, it may still have coincided with it or exacerbated what was already occurring in the market (Mangles et al.,2017).
2.3.2 Digital Market from 2010 to 2019 (Social Media)
Since 2000, the digital market has expanded significantly. Businesses have been paying attention to the digital market, and the competition has gotten fierce. With a 48% increase in digital media spending in 2010, there were 4.5 trillion online advertisements annually (Sheth et al.,2016). Moreover, the public generally accepts the Internet and digital products and services. By 2011, 80% of citizens were Internet users in the United States (Krishnamurthy et al.,2019). After years of use, social media platforms like Facebook, LinkedIn, Twitter, and YouTube have been widely accepted by the public. There was an ongoing market introduction of new platforms, such as Instagram and Pinterest (Mahapatra.,2020). The combination of all the circumstances created the ideal environment for the emergence of the age of social media. With all the social media platforms, people are eager to share details about their lives online and read other people’s posts simultaneously. Companies gradually understood that social media is an effective tool for influencing consumer behavior. By promoting content and brand with their accounts on various social media platforms, they could easily enhance brand awareness, drive traffic and keep good relationships with their consumers (Roberts.,2018). Another well-liked strategy of influencing consumers’ actions is collaborating with “hubs” and “influencers” with groundbreaking effects and consumer to consumer interactivity. A company needs to interact with and attract current and prospective customers (Sharma.,2017)
Furthermore, as a marketing tool, social media can help generate users through their content and what they view (Waghmare et al.,2019). Businesses can use this social media function to locate their target customers develop tailored marketing campaigns for different types of clients, and precisely push advertisements to them. According to the IAB Internet Advertising Revenue Report of 2019, 28.6% of total internet advertising is social media advertising, and the annual growth rate from 2012 to 2019 is 43%.
2.3.2.1 Smartphones
With the widespread use of smartphones, mobility is another trend in the digital market shown in the 2010s. With a smartphone, any digital activity may be carried out anywhere as long as the device is nearby. People cannot only send and receive emails and messages but also browse websites and download the desired social media app to share their life on the phone. This means digital advertising would not be limited to desktops anymore. A smartphone can be used as a tool for digital activity as well. IAB’s analysis in 2019 shows that since 2010, the compound annual growth rate (CAGR) of mobile advertising has been 73.8%, while the desktop CAGR is only 4.5%. The increasing revenue of mobile advertising shows that companies have realized the increasing use of smartphones and gradually changed their focus from desktop advertising to mobile advertising.
2.3.3 Digital Market During and After Pandemic.
Similar to the Global Financial Crisis of 2008, the COVID-19 pandemic has had a tremendous financial impact and has shaken the global economy. Policies constrain the interaction between producers and consumers and nearly all business activities. Therefore, digital tools and interactions in the digital world have increased significantly (Waghmare et al.,2019). How the pandemic affected the digital market is studied to find the relationship between them. The IAB Internet Advertising Report of 2020 shows that the revenue growth between 2019 and 2020 of all media types except internet advertising, video games, and esports is negative. Even internet advertising revenues are affected by the pandemic. Internet advertising revenue growth rate is slowing down but still has a positive rate of 12.2%. From the data, it can be seen that the digital market is affected by the pandemic. The study done by Paolo E. Giordani and Francesco Rullani in 2020 provides evidence of the exact connection between the digital market and the COVID-19 pandemic. It predicts the accelerated digital transition motivated by the pandemic with the model they built. According to Giordani and Rullani, the COVID-19 pandemic offers businesses a strong incentive to make the permanent investments required to enter the digital market. Furthermore, the pandemic pushed consumers and producers to familiarize themselves with the previously unfamiliar digital platforms. They believe that the demand shock of the COVID-19 pandemic is positive and promotes the market’s digitalization. The model built by Giordani and Rullani proves that both the price and the number of transactions in the digital markets increased due to the shock of the COVID-19 pandemic. In contrast, the retreat of the pandemic would lower them. The net effect will ultimately be positive for both prices and the transaction to the digital market (Van der Marel et al.,2020).
The fact in 2021 proved that Giordani and Rullani are correct about the positive impact on the digital market. The situation changed in the second year of the COVID-19 pandemic. The year-overyear internet advertising revenue growth rate between 2020 to 2021 is 35.4%, which is almost tripled compared with the YoY growth rate between 2019 and 2020, based on IAB. According to the data for 2021 from IAB, businesses are investing even more in the digital market than before the pandemic. With the continued use of e-commerce during the pandemic, the revenue from digital advertising increased by $10 billion in Q4 2021 compared to the same time in 2020. Moreover, all digital video, digital audio, and social media revenue are increasing exceptionally quickly in 2021, with a growth rate of 20.9% in digital video, 39.3% in social media, and 57.9% in digital audio. However, Giordani and Rullani’s idea that a pandemic retreat would result in fewer transactions in the digital market is inconsistent with the trend IAB has identified. According to IAB, even though the epidemic started to recede by the end of 2021, there will still be more investment into digital due to the high development of revenue s in all digital market sectors and ongoing expansion in ecommerce. IAB also lists a few future issues the digital market will face that could slow down the development of digitalization. First, consumers are aware of privacy and addressability issues. After decades of digital market development, consumers began to realize the importance of their data. Some publishers and platforms are willing to trade consumer data for ad-free, subscription-based experiences. Due to this circumstance, ad-supported streaming service is in danger. Second, trust and transparency become important for advertisers. It will take a long time to build trust and show transparency to consumers, and it will cost a lot at the same time. However, IAB believed that industry and advertisers must do so to prepare for regulatory changes. Third, diversity, equity, and inclusion must be focused on as the consumer population diversifies. In a word, the COVID-19 pandemic is a global crisis for finance and the economy, but from the perspective of digitalization, the crisis promoted the evolution of the digital market. Adopting online education, mobile payment, smart working, and zoom meeting during the pandemic helped more public contact with the digital world so that business could be changed to be more digitally based.


2.4.1 Digital Marketing Strategies
Digital marketing strategies are crucial for reaching and engaging consumers through various online channels. These strategies help businesses build brand awareness, drive traffic, and convert leads into customers. The key digital marketing strategies include social media marketing, email marketing, content marketing, search engine optimization (SEO), and influencer marketing.
2.4.1.1 Social Media Marketing
Social media marketing involves using social media platforms like Facebook, Instagram, Twitter, LinkedIn, and YouTube to promote products and services. This strategy leverages the widespread use of social media to reach a large audience and engage with consumers directly. Social media marketing can include organic efforts, such as posting content and interacting with followers, and paid efforts, like targeted advertisements.
Social media platforms offer sophisticated targeting options, allowing businesses to reach specific demographics based on age, location, interests, and behaviors (Tuten& Solomon, 2017). For example, Jumia, a leading e-commerce platform in Nigeria, uses social media to run promotions, share user-generated content, and engage with customers, significantly boosting its brand visibility and sales (Adegbola, 2021). While social media marketing is highly effective, it requires continuous effort to create engaging content and maintain interaction with followers. Additionally, the algorithms that govern content visibility on platforms like Facebook and Instagram are constantly changing, making it challenging to maintain consistent reach (Tuten& Solomon, 2017).


2.4.1.2 Email Marketing
Email marketing involves sending targeted messages to a group of recipients via email. It is a powerful tool for building relationships with customers, providing updates, and promoting products and services. Email marketing can be personalized based on customer data, making it an effective way to nurture leads and drive conversions. Email marketing has a high return on investment (ROI) compared to other digital marketing strategies. It allows for personalized communication, which can significantly increase engagement and sales (Chaffey & Ellis-Chadwick, 2019). In Nigeria, businesses like PayPorte utilize email marketing to send personalized offers and updates to their subscribers, resulting in increased customer loyalty and repeat purchases (Adegbola, 2021). The effectiveness of email marketing can be hampered by issues such as low open rates, email deliverability problems, and the potential for messages to be marked as spam. Crafting compelling subject lines and maintaining a clean email list are crucial to overcoming these challenges (Chaffey & Ellis-Chadwick, 2019).
2.4.1.3 Content Marketing
Content marketing focuses on creating and distributing valuable, relevant, and consistent content to attract and retain a clearly defined audience. This strategy aims to provide useful information that addresses the needs and interests of the target audience, thereby building trust and credibility. Content marketing can take various forms, including blog posts, articles, videos, infographics, and white papers. It is particularly effective for establishing thought leadership and driving organic traffic through SEO (Pulizzi, 2014). For instance, Nigerian fintech company Flutterwave uses content marketing to educate its audience about digital payments and financial technology, thereby positioning itself as an industry leader (Adegbola, 2021). Creating high-quality content that consistently resonates with the target audience can be resource-intensive. It requires a deep understanding of the audience’s needs and preferences, as well as ongoing effort to produce fresh and engaging content (Pulizzi, 2014).
2.4.1.4 Search Engine Optimization (SEO)
Search engine optimization (SEO) involves optimizing a website's content, structure, and technical aspects to improve its visibility in search engine results pages (SERPs). Effective SEO strategies can increase organic traffic to a website and enhance its credibility and authority.
SEO is crucial for ensuring that a business's website appears prominently in search results for relevant queries. This increased visibility can drive more organic traffic and lead to higher conversion rates (Fishkin&Høgenhaven, 2013). For example, Nigerian e-commerce platforms like Konga invest in SEO to ensure their products appear at the top of search results, thus attracting more potential buyers (Adegbola, 2021).SEO is a long-term strategy that requires ongoing effort and expertise. It involves staying up-to-date with search engine algorithms, which can change frequently, and continuously optimizing website content and structure (Fishkin&Høgenhaven, 2013).
2.4.1.5 Influencer Marketing
Influencer marketing leverages individuals with a significant following on social media or other platforms to promote products or services. This strategy relies on the influencer's credibility and reach to drive consumer interest and engagement. Influencer marketing can be highly effective because consumers often trust recommendations from individuals they follow more than traditional advertisements (Brown & Fiorella, 2018). In Nigeria, brands like MTN have successfully used influencer marketing to reach younger audiences and promote their services (Adegbola, 2021). Choosing the right influencers and managing these partnerships can be challenging. It is crucial to ensure that the influencer’s audience aligns with the brand’s target market and that the partnership is authentic and credible (Brown & Fiorella, 2019).
2.5 Consumer Behavior
Consumer behavior refers to the actions and decision-making processes of individuals when they purchase, use, and dispose of goods and services. Understanding consumer behavior is crucial for developing effective digital marketing strategies. Factors influencing consumer behavior include psychological factors (motivation, perception, learning, beliefs, and attitudes), personal factors (age, occupation, lifestyle, personality, and self-concept), and social factors (family, roles, and status) (Kotler & Keller, 2016).
2.5.1 Digital Marketing and Consumer Behavior
Digital marketing has significantly transformed consumer behavior by influencing how consumers make decisions and interact with brands. This transformation can be seen across various dimensions, including decision-making processes, personalization, social proof, social media, mobile marketing, and data analytics.  Digital marketing impacts the consumer decision-making process by providing extensive information and interactive experiences. According to the AIDA model, digital marketing influences each stage of the consumer journey: Attention, Interest, Desire, and Action (Kotler & Keller, 2016). Attention is captured through display ads and social media posts, while interest is maintained through content marketing and social media engagement. Desire is created through personalized email campaigns and influencer endorsements, and action is facilitated by clear calls to action and user-friendly e-commerce platforms.
Personalization and customization are key advantages of digital marketing, allowing for tailored messages and offers based on individual consumer preferences and behaviors (Chaffey & Ellis-Chadwick, 2019). Personalized recommendations, such as those used by Netflix to suggest content based on viewing history, significantly enhance user engagement and satisfaction (Smith, 2020). However, personalization requires extensive data collection and analysis, raising privacy concerns among consumers. Social proof, including customer reviews and ratings, plays a crucial role in shaping consumer behavior. Consumers often rely on reviews and testimonials before making purchase decisions (Tuten& Solomon, 2017). Positive reviews can enhance a brand's credibility and persuade potential customers, as seen on platforms like Amazon and TripAdvisor. Conversely, negative reviews necessitate effective online reputation management to mitigate potential damage.
Social media platforms have a profound impact on consumer behavior by providing spaces for brand discovery, research, and engagement. Brands use social media to build communities and promote products, as exemplified by Coca-Cola's "Share a Coke" campaign, which boosted brand engagement and sales through user-generated content (Keller & Kotler, 2016). However, social media marketing requires continuous content creation and interaction with followers, as well as careful navigation of platform algorithms and trends.
Mobile marketing has become increasingly important with the rise of smartphone usage. This includes SMS campaigns, mobile apps, and mobile-optimized websites that reach consumers directly on their devices, offering convenience and immediacy (Smith, 2020). Uber's use of mobile notifications for real-time updates and promotions is a prime example of effective mobile marketing. However, ensuring mobile compatibility and addressing privacy concerns related to location tracking are significant challenges.
Data analytics are essential for understanding consumer behavior and refining digital marketing strategies. Analytical tools like Google Analytics provide insights into how consumers interact with digital content, enabling businesses to optimize their marketing efforts and improve user experience (Chaffey & Ellis-Chadwick, 2019). However, managing and interpreting large volumes of data requires specialized skills and tools, and ensuring data privacy and security is increasingly important due to regulatory requirements like the General Data Protection Regulation (GDPR).
Digital marketing significantly influences consumer behavior by shaping how consumers find, evaluate, and purchase products. For instance, SEO can increase a website’s visibility, making it easier for consumers to find and purchase products. Social media marketing can engage consumers and build brand loyalty by creating interactive and personalized experiences. Email marketing can keep consumers informed and engaged with personalized offers and updates, influencing their purchasing decisions (Kotler & Keller, 2016).
2.5.2 Digital Marketing in the Nigerian
Digital marketing in Nigeria presents unique opportunities and challenges shaped by the country's cultural, socio-economic, and technological landscape. Understanding these factors is essential for businesses aiming to leverage digital marketing effectively in Nigeria. Nigeria's cultural diversity, with over 250 ethnic groups, necessitates nuanced approaches to digital marketing that resonate with diverse audiences (Adegbola, 2021). Tailoring content to regional languages and cultural nuances can enhance relevance and engagement. Economic factors, including a growing middle class and economic disparities, influence consumer purchasing power and preferences (Adegbola, 2021). Digital marketing strategies must cater to varying income levels and offer products and services that address different socio-economic needs.
Technological advancements and increasing internet penetration present significant opportunities for digital marketing in Nigeria. Urbanization and mobile phone usage have driven internet adoption, particularly among the youth demographic (Nigerian Communications Commission, 2020). Businesses can capitalize on this trend by implementing mobile-friendly strategies and leveraging social media platforms to reach a broader audience. However, the digital divide between urban and rural areas underscores the importance of addressing accessibility challenges and ensuring inclusivity in digital marketing efforts (Nigerian Communications Commission, 2020).
Navigating regulatory frameworks and addressing consumer trust issues are critical considerations for digital marketers in Nigeria. Concerns about online fraud and data privacy can hinder consumer engagement and trust in digital transactions (Adegbola, 2021). Implementing robust security measures and transparent data practices can help build trust and credibility with consumers. Additionally, compliance with regulatory requirements, such as the Nigerian Data Protection Regulation (NDPR), is essential for safeguarding consumer data and maintaining legal compliance (National Information Technology Development Agency, 2019). Cultural nuances and consumer preferences shape the effectiveness of digital marketing strategies in Nigeria. For example, localized content and culturally relevant messaging resonate more with Nigerian consumers (Adegbola, 2021). Understanding cultural values and consumer behaviors enables businesses to tailor their digital marketing efforts and create authentic connections with their target audience.
2.5.3 Challenges of Digital Marketing in Nigeria
Digital marketing in Nigeria encounters a multitude of challenges that stem from the country's socio-economic, cultural, and technological landscape. These challenges impede various aspects of digital marketing strategies, necessitating innovative approaches for mitigation. Limited internet infrastructure and connectivity pose significant hurdles, particularly in rural areas, leading to slow internet speeds and unreliable connectivity (Adegbola, 2021). This digital divide between urban and rural regions restricts the reach and effectiveness of digital marketing campaigns. Low levels of digital literacy among the Nigerian population hinder effective engagement with online platforms (Adegbola, 2021). Many consumers lack the necessary skills to navigate digital technologies, limiting their interaction with digital marketing campaigns and reducing their overall impact.
Security concerns and online fraud are pervasive in Nigeria's digital landscape, leading to consumer distrust and reluctance to share personal information online (Adegbola, 2021). This distrust undermines the effectiveness of digital marketing efforts, particularly those requiring sensitive data or financial transactions. Navigating regulatory compliance, particularly with the Nigerian Data Protection Regulation (NDPR), presents significant challenges for businesses (National Information Technology Development Agency, 2019). Compliance requires implementing robust security measures and transparent data practices, failure of which can result in legal penalties and reputational damage. Nigeria's cultural and linguistic diversity complicates digital marketing efforts, necessitating tailored content and nuanced approaches to engage diverse audiences (Adegbola, 2021). Failure to address cultural differences effectively can lead to misinterpretation or offense among consumers, undermining the success of digital marketing campaigns. Limited access to financial services inhibits e-commerce growth and digital marketing effectiveness in Nigeria (Adegbola, 2021). Many consumers lack access to formal banking services, restricting their ability to make online purchases and engage in digital transactions.
The highly competitive digital marketing landscape in Nigeria presents challenges for businesses seeking to stand out amidst saturation (Adegbola, 2021). Intense competition across digital channels makes it difficult for brands to capture consumer attention effectively, requiring innovative strategies and creative content to differentiate themselves.
2.5.4 The Future of Digital Marketing in Nigeria
The future of digital marketing in Nigeria holds immense potential for innovation and growth, driven by various factors such as technological advancements, shifting consumer behaviors, and emerging market trends.
Rapid technological advancements, including artificial intelligence (AI) and augmented reality (AR), will revolutionize digital marketing strategies in Nigeria (Adegbola, 2021). AI-powered analytics and automation tools will enable businesses to personalize marketing efforts at scale, delivering more targeted and relevant content to consumers. AR technologies will create immersive brand experiences, allowing consumers to interact with products virtually, enhancing engagement and driving conversions. Mobile internet penetration is rising steadily in Nigeria, making a mobile-first approach imperative for digital marketers (Nigerian Communications Commission, 2020). Mobile optimization will be crucial for reaching and engaging with consumers effectively, as mobile devices become the primary means of accessing the internet for many Nigerians. Data analytics will play a significant role in shaping digital marketing strategies, providing valuable insights into consumer behaviors and preferences (Chaffey & Ellis-Chadwick, 2019). Businesses will leverage data analytics tools to gain a deeper understanding of their target audience, optimize marketing campaigns in real-time, and measure ROI more effectively.
Content marketing will continue to be a cornerstone of digital marketing strategies in Nigeria, with an emphasis on authentic storytelling and brand narratives (Kotler & Keller, 2016). Compelling content that resonates with Nigerian audiences' cultural values and aspirations will drive engagement and foster brand loyalty. The e-commerce sector in Nigeria is poised for significant growth, driven by increasing internet penetration and rising consumer spending (Adegbola, 2021). Digital marketers will capitalize on this trend by developing omnichannel marketing strategies that seamlessly integrate online and offline experiences.
Regulatory compliance and consumer trust will remain paramount considerations for digital marketers in Nigeria (National Information Technology Development Agency, 2019). Businesses will prioritize data privacy and security, adhering to regulatory frameworks like the Nigerian Data Protection Regulation (NDPR) to protect consumer data and build trust.
The future of digital marketing in Nigeria looks promising, driven by increasing internet penetration, mobile phone usage, and a young, tech-savvy population. Businesses that can effectively navigate the challenges and leverage digital marketing strategies will likely see significant growth. Continued investment in digital infrastructure, education, and trust-building measures will be crucial for the sustained success of digital marketing in Nigeria (World Bank, 2021).
2.6 Theoretical Frameworks
Several theories underpin the study of digital marketing and consumer behavior. Key among these are the Technology Acceptance Model (TAM), the Theory of Planned Behavior (TPB), and the Diffusion of Innovations Theory.
2.6.1 Technology Acceptance Model (TAM)
The Technology Acceptance Model (TAM) is a theoretical framework developed to understand and predict how users adopt and use new technology. Introduced by Fred Davis in the late 1980s, TAM posits that users' behavioral intentions to use a technology are determined by their perceived usefulness (PU) and perceived ease of use (PEOU) (Davis, 1989).
Perceived usefulness refers to the degree to which users believe that a particular technology will enhance their performance or productivity in accomplishing tasks (Davis, 1989). Perceived ease of use, on the other hand, refers to the extent to which users believe that using the technology will be free of effort or cognitive strain (Davis, 1989).
According to TAM, users are more likely to adopt a technology if they perceive it to be useful and easy to use. These perceptions, in turn, are influenced by various factors such as user experience, training, social influence, and system characteristics (Davis, 1989). TAM has been widely applied in research across different domains, including information systems, marketing, and consumer behavior, to understand and predict technology adoption and usage behaviors.
2.6.2 Theory of Planned Behavior (TPB)
The Theory of Planned Behavior (TPB), proposed by IcekAjzen in 1991, elucidates how human behavior is influenced by three key determinants: attitudes, subjective norms, and perceived behavioral control. According to Ajzen, individuals form intentions to engage in a behavior based on these determinants, which subsequently predict their actual behavior (Ajzen, I.(1991). Attitudes represent individuals' evaluations of a behavior based on their beliefs about its outcomes. Positive attitudes toward a behavior are more likely to lead to intentions to perform that behavior (Ajzen, I.(1991). Subjective norms refer to individuals' perceptions of social pressure or influence from significant others regarding the performance of a behavior. These norms shape individuals' intentions by reflecting their beliefs about whether others approve or disapprove of the behavior (Ajzen, I.(1991).
Perceived behavioral control reflects individuals' beliefs about their ability to perform a behavior. This determinant encompasses factors such as self-efficacy and perceived controllability of the situation. Higher perceived behavioral control is associated with stronger intentions to perform the behavior (Ajzen, 1991). Intentions serve as proximal predictors of behavior, but actual behavior may also be influenced by external factors and situational constraints (Ajzen, 1991).


2.6.3 Diffusion of Innovations Theory
The Diffusion of Innovations Theory, developed by Everett Rogers in 1962, explains how, why, and at what rate new ideas and technologies spread through cultures. This theory identifies several key elements that influence the adoption process: the innovation itself, communication channels, time, and the social system (Rogers, 2003).
The innovation is the new idea, practice, or object that is perceived as new by an individual or other unit of adoption. Innovations vary in their rate of adoption based on factors such as relative advantage, compatibility, complexity, trial ability, and observability (Rogers, 2003). Relative advantage refers to the degree to which an innovation is perceived as better than the idea it supersedes. Compatibility is the extent to which an innovation is perceived as consistent with existing values, past experiences, and needs of potential adopters. Complexity refers to how difficult the innovation is to understand and use. Trial ability is the degree to which an innovation can be experimented with on a limited basis, and observability is the extent to which the results of the innovation are visible to others.
Communication channels are the means by which information about an innovation is transmitted to members of a social system. These can include mass media, interpersonal communication, and social media. The effectiveness of these channels can significantly impact the speed and extent of diffusion (Rogers, 2003). Time is an important element in the diffusion process. The innovation-decision process includes five stages: knowledge, persuasion, decision, implementation, and confirmation. Individuals must first become aware of the innovation, form an attitude toward it, decide to adopt or reject it, implement the new idea, and finally confirm the decision (Rogers, 2003).
The social system is the set of interrelated units engaged in joint problem-solving to accomplish a common goal. The structure of the social system, including social norms, network structures, and opinion leaders, affects the diffusion process. Opinion leaders are particularly influential in spreading new ideas and can accelerate or hinder the adoption of innovations within the social system (Rogers, 2003). The Diffusion of Innovations Theory provides a framework for understanding how new ideas and technologies are adopted over time. By examining the characteristics of the innovation, communication channels, time, and social system, this theory helps to identify the factors that influence the adoption process and the ways in which innovations spread through societies.
2.7 Empirical Studies on Digital Marketing Effectiveness
Digital marketing is one type of marketing being widely used to promote products or services and to reach consumers using digital channels. Digital marketing extends beyond internet marketing including channels that do not require the use of Internet. It includes mobile phones (both SMS and MMS), social media marketing, display advertising, search engine marketing and many other forms of digital media. Through digital media, consumers can access information any time and any place where they want. With the presence of digital media, consumers do not just rely on what the company says about their brand but also they can follow what the media, friends, associations, peers, etc., are saying as well. Digital marketing is a broad term that refers to various promotional techniques deployed to reach customers via digital technologies. Digital marketing embodies an extensive selection of service, product and brand marketing tactics which mainly use Internet as a core promotional medium in addition to mobile and traditional TV and radio. Canon iMage Gateway helps consumers share their digital photos with friends online. L’Oréal’s brand Lancôme uses email newsletters to keep in touch with customers and hence tries to strengthen customer brand loyalty (Merisavo et al., 2004). Magazine publishers can activate and drive their customers into Internet with e-mails and SMS messages to improve re-subscription rate (Merisavo et al., 2004).
Marketers increasingly bring brands closer to consumers’ everyday life. The changing role of customers as coproducers of value is becoming increasingly important (Prahalad, C, K. and Ramaswamy, V. (2003). Khan, M. and Mahapatra (2009) remarked that technology plays a vital role in improving the quality of services provided by the business units. According to Hoge, S. E. (1993), electronic marketing (EM) is a transfer of goods or services from seller to buyer involving one or more electronic methods or media. E-Marketing began with the use of telegraphs in the nineteenth century. With the invention and mass acceptance of the telephone, radio, television, and then cable television, electronic media has become the dominant marketing force. McDonald’s uses online channel to reinforce brand messages and relationships. They have built online communities for children, such as the Happy Meal website with educative and entertaining games to keep customers always close to themselves (Rowley 2004). Reinartz and Kumar (2003) found that the number of mailing efforts by the company is positively linked with company profitability over time. The primary advantages of social media marketing is reducing costs and enhancing the reach. The cost of a social media platform is typically lower than other marketing platforms such as face-to-face sales or sales with a help of middlemen or distributors. In addition, social media marketing allows firms to reach customers that may not be accessible due to temporal and locational limitations of existing distribution channels. Generally, main advantage of social media is that it can enable companies to increase reach and reduce costs (Watson et al. 2002; Sheth& Sharma 2005).
According to Chaffey ŐƑƏƐƐő, social media marketing involves encouraging customer communications on company’s own website or through its social presence. Social media marketing is one important technique in digital marketing as companies can use social media form to distribute their messages to their target audience without paying for the publishers or distributor that is characteristic for traditional marketing. Digital marketing, electronic marketing, e-marketing and Internet marketing are all similar terms which, simply put, refer to marketing online whether via websites, online ads, opt-in emails, interactive kiosks, interactive TV or mobiles ŐChaffey& Smith, ƑƏƏ8ő. Giese and Gote (2000) finds that customer information satisfaction (CIS) for digital marketing can be conceptualized as a sum of affective response of varying intensity that follows consumption and is stimulated by focal aspects of sales activities, information systems (websites), digital products/services, customer support, after-sales service and company culture.
Waghmare (2012) pointed out that many countries in Asia are taking advantage of e-commerce through opening up, which is essential for promoting competition and diffusion of Internet technologies. Zia and Manish (2012) found that currently, shoppers in metropolitan India are being driven by e-commerce: these consumers are booking travels, buying consumer electronics and books online. Although spending per online buyer remains low, some 59% of online consumers in metropolitan India already make purchases online at least once in a month. Dave Chaffey (2002) defines e-marketing as ľapplication of digital technologies - online channels (web, e-mail, databases, plus mobile/wireless & digital TV) to contribute to marketing activities aimed at achieving profit acquisition and customers retention (within a multi-channel buying process and customer lifecycle) by improving customer knowledge (of their profiles, behavior, value and loyalty drivers) and further delivering integrated communications and online services that match customers’ individual needs. Chaffey's definition reflects the relationship marketing concept; it emphasizes that it should not be technology that drives e-marketing, but the business model. All types of social media provide an opportunity to present company itself or its products to dynamic communities and individuals that may show interest (Roberts &Kraynak, 2008). According to Gurau (2008), online marketing environment raises a series of opportunities and also challenges for social media marketing practitioners.


CHAPTER THREE
METHODOLOGY
3.1 Preamble
This chapter outlines the research methodology used to investigate the effectiveness of digital marketing strategies on consumer behavior in Nigerian markets. The methodology covers the research design, population of the study, sampling techniques, data collection methods, instruments used for data collection, reliability testing, methods of data analysis, model specification, and study limitations.
3.2 Research Design
This study employs a descriptive survey research design to examine the effectiveness of digital marketing strategies on consumer behavior in Nigerian markets. The choice of this design is informed by its suitability for studying relationships between variables without manipulating them. Descriptive surveys allow researchers to collect quantitative data from a large population and provide a comprehensive understanding of the phenomenon under investigation.
In this context, the survey design enables the gathering of detailed information from consumers on their exposure to digital marketing strategies, their perceptions of these strategies, and the subsequent impact on their buying behavior. By using structured questionnaires, the study captures the frequency, nature, and perceived effectiveness of various digital marketing strategies, including social media marketing, email marketing, search engine optimization (SEO), and online advertising. Additionally, this design is effective for identifying patterns and trends, making it possible to generalize the findings to a broader population. The descriptive survey design also allows for flexibility in analyzing both the general influence of digital marketing and specific strategies within different consumer segments. Ultimately, this approach provides a robust framework for assessing the relationship between digital marketing efforts and consumer behavior in a real-world context.
3.3 Population of the Study
The population for this study comprises consumers in Nigerian markets who have interacted with digital marketing strategies, including those exposed to social media marketing, search engine marketing, email marketing, and other online advertising methods. An estimated population size of over 10,000 consumers within Ilorin metropolis, Ilorin, Kwara State.
3.4 Sampling Technique and Sample Size
A multi-stage sampling technique was employed in this study. The first stage involves purposively selecting three major commercial markets in Ilorin Nigeria which include, Gambari Market, Ganmo Marketand Mandate Market. The second stage involve selecting specific business areas within these markets. The final stage will involve random sampling of respondents from these markets.
The sample size was determined using the Krejcie and Morgan Table (see. Appendix I) which was suitable for determining sample sizes from large populations. For an estimated population size of over 10,000 consumers, the required sample size is approximately 200 respondents.
3.5	Method of Data Collection
The data collection method for this study involves gathering primary data directly from respondents using a structured questionnaire. Given the study’s objective of evaluating the effectiveness of digital marketing strategies on consumer behavior, the questionnaire was designed to capture relevant information across various dimensions, including consumer awareness, exposure, and responses to digital marketing efforts.The questionnaire was distributed physically and electronically, using both face-to-face administration in selected markets and online surveys. The use of mixed modes for distribution ensures broader reach and inclusivity, accommodating respondents who prefer digital platforms and those within the target markets who are more accessible in person.
The questionnaire consists of multiple sections:
1. Demographic Information: This section collects data on respondents’ age, gender, income level, education, and other relevant characteristics.
2. Operational definition of key terms: This section focuses on how frequently and through which platforms respondents encounter digital marketing strategies such as social media ads, email campaigns, and online search promotions.
Data collection spans a defined period, allowing enough time to gather responses from all selected cities and markets. ResearchAssistants were employed to administer physical questionnaire, while digital surveywas shared through emails, social media, and messaging platforms.Given the importance of data accuracy, measures were taken to ensure clarity in questions and ease of response. Instructions were clear, and pre-testing of the questionnaire was conducted to refine questions and address potential ambiguities before full-scale administration.
3.6	Instrument for Data Collection
The instrument for data collection is a structured questionnaire, which was chosen because of its effectiveness in the gathering of quantitative data from a large sample of respondents efficiently. The questionnaire is carefully designed to align with the study's objectives, ensuring the systematic collection of relevant information while being easy for respondents to understand and complete.
The questionnaire is divided into three sections. The first section contained demographic information about respondents. The demographic data is essential for analyzing how different consumer segments respond to digital marketing strategies. The second section contained information on independent variable of the study - digital marketing strategies. The third section contained information on the dependent variable - consumer behavior. The essence is to ensure that respondents have a clear understanding of the concepts explored in the study.
Five (5)-point Likert-scale was used to measure the question items which was used to gauge respondents’ opinions on how persuasive, engaging, and influential these marketing efforts are in shaping their purchase decisions.
Before full deployment, the questionnaire undergo pre-testing through a pilot study involving 20 respondents not included in the main sample. This pilot study tested the questionnaire’s clarity, reliability, and validity. Feedback from the pilot was used to refine the questions, ensuring they were clear and directly relevant to the study’s goals. The reliability of the questionnaire was measured using Cronbach’s alpha, targeting a value of 0.7 or higher to confirm internal consistency and generally acceptable for social sciences.
The copies of the questionnaire were distributed physically with the aid of research assistants. Physical copies were distributed tothe selected markets to ensure broad outreach and accessibility. In summary, the structured questionnaire was designed to capture comprehensive data on consumer exposure, perceptions, and behavioral responses to digital marketing strategies, providing a strong foundation for analysis in subsequent chapters.
3.7 Reliability Test
The reliability of the instrument, specifically the structured questionnaire used in this study, is a crucial aspect of ensuring the consistency and accuracy of the data collected. Reliability refers to the extent to which the questionnaire yields stable and consistent results over time and across different respondents.
To test the reliability of the questionnaire, the study employed the following methods:
i. Pilot Testing: A pilot test of the questionnaire was conducted with a small sample of 20 respondents who are not part of the main study sample. This pilot test helps identify any issues with question clarity, wording, or format and provides an opportunity to make necessary revisions before the full-scale survey.
ii. Krejcie and Morgan Formula: Although the Krejcie and Morgan formula is primarily used for determining sample size rather than reliability, it ensures that the sample size is adequate for reliable results. The formula provides a recommended sample size based on the total population to achieve statistically significant results and enhance the reliability of the findings. For this study, a sample size of 200 respondents has been determined using the Krejcie and Morgan formula, which is appropriate for a large population and contributes to the overall reliability of the study’s results.
By conducting a pilot test and ensuring an adequate sample size as determined by the Krejcie and Morgan formula, the study ensured that the questionnaire is both reliable and valid, providing consistent and accurate data for analysis.
3.8	Method of Data Analysis
Data collected were analyzed using both descriptive and inferential statistics. Descriptive statistics, such as frequencies and percentages, summarized the demographic information and responses to specific questions. Inferential statistics, including regression analysis, were used to assess the relationship between digital marketing strategies and consumer behavior. The Statistical Package for Social Sciences (SPSS) software was used for data analysis.
3.9	Model Specification
In this study, the model specification analyzed the relationship between digital marketing strategies and consumer behavior, using data collected from a sample of 200 respondents. The sample size is determined using the Krejcie and Morgan formula, which ensures that the sample is sufficient for statistical analysis and provides reliable results.The primary model used for this analysis is a regression model, which quantifies the impact of different digital marketing strategies on various aspects of consumer behavior. The regression model is specified as follows:
 Y =  β0 + β1 X1 + β2 X2 + β3 X3 + ……….+ βn Xn + e……………………. (i)
Where:
i. Y: represents the dependent variable, which measures consumer behavior outcomes such as purchase intention, brand loyalty, and engagement with digital marketing content.
ii. β0is the intercept of the model, representing the baseline level of consumer behavior when all independent variables are equal to zero.
iii. β1, β2, β3, βn : are the coefficients of the independent variables, indicating the strength and direction of the relationship between each digital marketing strategy and consumer behavior.
iv. X1, X2, X3, …………., Xn) represent the independent variables, which include different digital marketing strategies such as social media marketing, email marketing, search engine optimization (SEO), and online display ads.
v. ϵ: is the error term, capturing the variation in consumer behavior not explained by the independent variables.
The model was estimated using multiple regression analysis, which allows for the assessment of the relative importance of each digital marketing strategy in influencing consumer behavior while controlling for other variables. This approach provides insights into how effectively different marketing strategies drive consumer actions and preferences.
The Krejcie and Morgan formula ensures that the sample size of 200 is adequate for achieving reliable and valid results. The formula, which is used to determine the appropriate sample size for a given population, supports the robustness of the regression model by providing a sample that is statistically representative of the target population.By employing this regression model, the study will be able to quantify the effects of digital marketing strategies on consumer behavior, offering valuable insights into the effectiveness of various online marketing approaches.
3.10	Limitation of the Study
The study is limited by factors such as the willingness of respondents to provide accurate information, the rapidly changing nature of digital marketing strategies, and the geographical constraints in sampling respondents from only three cities. Additionally, the focus on certain digital platforms may not fully capture the diversity of strategies used across different regions and consumer segments in Nigeria.


CHAPTER FOUR
4.1 PREAMBLE 
This chapter focuses on the presentation, analysis, and interpretation of the data collected from the respondents regarding the effectiveness of digital marketing strategies on consumer behavior in Nigerian markets. The chapter provides detailed insights derived from the responses to the survey, highlighting trends, patterns, and relationships relevant to the research objectives. The analysis includes descriptive statistics, regression analysis, and hypothesis testing to determine the influence of various digital marketing strategies such as social media marketing, search engine optimization (SEO), and email marketing on consumer decisions and perceptions. This chapter aims to answer the research questions posed earlier in the study by examining the demographic profile of respondents, their exposure to digital marketing channels, and their perceptions of these strategies. The findings serve as the basis for subsequent discussions, conclusions, and recommendations.
Table 4.1: Demographic Information
	Question
	Frequency (n = 180)
	Percentage (%)

	1. Age
	
	

	a. 18-24                         
	50
	27.8%                  

	b. 25-34                         
	60
	33.3%                  

	c. 35-44                         
	40
	22.2%                  

	d. 45-54                         
	20
	11.1%                  

	e. 55 and above                  
	10
	5.6%                   

	2. Gender
	
	

	a. Male                          
	90
	50%                    

	b. Female                        
	85
	47.2%                  

	Prefer not to say             
	5                      
	2.8%                   

	3. Educational Level
	
	

	a. Secondary School              
	20  
	11.1%                  

	b. Bachelor’s Degree             
	80
	44.4%                  

	c. Master’s Degree               
	60
	33.3%                  

	d. PhD                           
	15
	8.3%                   

	e. Others (Please specify)   
	5                      
	2.8%                   

	4. Occupation
	
	

	a. Student                       
	40  
	22.2%                  

	b. Employed                      
	70
	38.9%                  

	c. Self-employed                 
	50
	27.8%                  

	d. Unemployed                    
	10
	5.6%                   

	e. Retired                       
	10
	5.6%                   

	5. Monthly Income
	
	

	a. Below ₦50,000                 
	30
	16.7%                  

	b. ₦50,000 - ₦100,000            
	50
	27.8%                  

	c. ₦100,001 - ₦200,000           
	60
	33.3%                  

	d. ₦200,001 - ₦500,000           
	30
	16.7%                  

	e. Above ₦500,000                
	10
	5.6%                   


Source: field survey (2025)
Table 4.1 shows The demographic analysis of the respondents which reveals a diverse representation across different age groups. The majority of respondents fall within the 25-34 age range, accounting for 33.3% (60 respondents), followed by 18-24 years at 27.8% (50 respondents), and 35-44 years at 22.2% (40 respondents). The older age groups, 45-54 years and 55 and above, represent 11.1% (20 respondents) and 5.6% (10 respondents) respectively.
In terms of gender, the sample is relatively balanced with a slight male dominance. Males constitute 50% (90 respondents), while females make up 47.2% (85 respondents). A small fraction, 2.8% (5 respondents), preferred not to disclose their gender. The educational level distribution shows that the majority of respondents hold a Bachelor’s degree, representing 44.4% (80 respondents). This is followed by those with a Master’s degree at 33.3% (60 respondents). Respondents with a secondary school qualification constitute 11.1% (20 respondents), while those with a PhD represent 8.3% (15 respondents). A minor proportion, 2.8% (5 respondents), indicated other educational levels. Regarding occupation, the largest group of respondents are employed individuals, making up 38.9% (70 respondents). Self-employed respondents account for 27.8% (50 respondents), while students make up 22.2% (40 respondents). The unemployed and retired groups are both represented by 5.6% (10 respondents each).
Monthly income distribution indicates that 33.3% (60 respondents) earn between ₦100,001 and ₦200,000. Those earning between ₦50,000 and ₦100,000 account for 27.8% (50 respondents), while 16.7% (30 respondents) each fall within the below ₦50,000 and ₦200,001 - ₦500,000 ranges. The smallest group, earning above ₦500,000, represents 5.6% (10 respondents).This demographic data offers a comprehensive overview of the respondents, highlighting a varied mix in terms of age, gender, educational background, occupation, and income levels, which supports the overall analysis of digital marketing effectiveness in Nigerian markets.
Table 4.2: Exposure to Digital Marketing Strategies
	Question
	Channels/Platforms
	Frequency (n = 180)
	Percentage (%)

	6. How often do you encounter digital marketing through the following channels?
	
	
	

	a. Social media (e.g., Facebook, Instagram, Twitter)
	
	
	

	
	Never       
	5                      
	2.8%               

	
	Rarely
	15                     
	8.3%               

	
	Sometimes   
	60                     
	33.3%              

	
	Often       
	80
	44.4%              

	
	Always      
	20                     
	11.1%              

	b. Email marketing                    
	
	
	

	
	Never       
	30
	16.7%

	
	Rarely      
	50                     
	27.8%              

	
	Sometimes   
	60
	33.3%

	
	Often       
	30
	16.7%

	
	Always      
	10
	5.6%

	c. Content marketing (e.g., blog posts, articles)
	
	
	

	
	Never       
	20                     
	11.1%              

	
	Rarely      
	30                     
	16.7%              

	
	Sometimes   
	80                     
	44.4%              

	
	Often       
	40                     
	22.2%              

	
	Always      
	10                     
	5.6%               

	d. Search engine marketing (e.g., Google Ads)
	
	
	

	
	Never
	25                     
	13.9%              

	
	Rarely      
	40                     
	22.2%              

	
	Sometimes   
	70
	38.9%              

	
	Often       
	35                     
	19.4%              

	
	Always      
	10     
	5.6%               


Source: field survey (2025)
Table 4.2 shows the exposure to digital marketing strategies which reveals that social media platforms are the most frequently encountered channels. The majority of respondents (44.4%, 80 respondents) often come across digital marketing on social media, while 33.3% (60 respondents) 
encounter it sometimes. A smaller percentage, 11.1% (20 respondents), report always encountering social media marketing, while 8.3% (15 respondents) rarely and 2.8% (5 respondents) never do. For email marketing, exposure is more varied. One-third of respondents (33.3%, 60 respondents) encounter it sometimes, while 27.8% (50 respondents) rarely experience it. Those who never encounter email marketing make up 16.7% (30 respondents), the same percentage as those who often do. Only 5.6% (10 respondents) always encounter email marketing content. Content marketing, such as blog posts and articles, is also commonly encountered. Most respondents (44.4%, 80 respondents) sometimes engage with it, while 22.2% (40 respondents) often do. A smaller portion, 16.7% (30 respondents), rarely engage with content marketing, with 11.1% (20 respondents) never encountering it and only 5.6% (10 respondents) always engaging with it.
Regarding search engine marketing, such as Google Ads, 38.9% (70 respondents) report encountering it sometimes, while 22.2% (40 respondents) rarely do. A smaller proportion, 19.4% (35 respondents), often encounter search engine marketing content, with 13.9% (25 respondents) never engaging with it. Only 5.6% (10 respondents) always experience this type of marketing. Overall, social media remains the dominant channel for digital marketing exposure among respondents, while email, content, and search engine marketing show more varied levels of engagement.
Table 4.3: Exposure to Social Media
	Question
	Channels/Platforms
	Frequency (n = 180)
	Percentage (%)

	On which social media platforms do you frequently see marketing content? (Check all that apply)
	
	
	

	a. Facebook                       
	Yes           
	120
	66.7%               

	| b. Instagram                      
	Yes           
	130                    
	72.2%               

	c. Twitter                        
	Yes           
	110                    
	61.1%               

	d. LinkedIn                       
	Yes           
	50                     
	27.8%               

	e. Other (please specify)   
	Yes           
	30                     
	16.7%               


Source: field survey (2025)
The data on social media platforms where respondents frequently see marketing content indicates that Instagram is the most prominent platform, with 72.2% (130 respondents) reporting exposure to marketing content there. Facebook follows closely with 66.7% (120 respondents), showing it is another key platform for digital marketing engagement. Twitter is also significant, with 61.1% (110 respondents) frequently encountering marketing content on the platform. LinkedIn, however, shows less exposure, with only 27.8% (50 respondents) engaging with marketing content there. Lastly, 16.7% (30 respondents) reported exposure to marketing content on other platforms not specified in the options. Overall, Instagram, Facebook, and Twitter are the dominant platforms for digital marketing, with LinkedIn and other platforms showing much lower levels of engagement.
Table 4.4: Perception of Digital Marketing Effectiveness
	S/N
	Question
	SD
	D
	N
	A
	SA

	1.
	To what extent do you agree with the following statements about social media marketing?
	
	
	
	
	

	2.
	Social media ads are relevant to my interests.
	10 (5.6%)
	20 (11.1%)
	40 (22.2%)
	70 (38.9%)
	40 (22.2%)

	3.
	Social media marketing influences my purchase decisions.
	15 (8.3%)
	25 (13.9%)
	30 (16.7%)
	70 (38.9%)
	40 (22.2%)

	4.
	I find social media marketing engaging.
	12 (6.7%)
	20 (11.1%)
	28 (15.6%)
	80 (44.4%)
	40 (22.2%)

	5.
	To what extent do you agree with the following statements about email marketing?
	
	
	
	
	

	6.
	Social media marketing influences my purchase decisions.
	10 (5.6%)
	22 (12.2%)
	35 (19.4%)
	70 (38.9%)
	43 (23.9%)

	7.
	I find social media marketing engaging.
	15 (8.3%)
	20 (11.1%)
	30 (16.7%)
	85 (47.2%)
	30 (16.7%)

	8.
	To what extent do you agree with the following statements about email marketing?
	
	
	
	
	

	9.
	I find email marketing messages relevant and useful.
	12 (6.7%)
	18 (10%)
	45 (25%)
	75 (41.7%)
	30 (16.7%)

	10.
	Email marketing influences my purchasing behavior.
	18 (10%)
	20 (11.1%)
	42 (23.3%)
	70 (38.9%)
	30 (16.7%)

	11.
	I prefer receiving promotional offers via email.
	20 (11.1%)
	30 (16.7%)
	40 (22.2%)
	60 (33.3%)
	30 (16.7%)

	12.
	To what extent do you agree with the following statements about content marketing?
	
	
	
	
	

	13.
	I find content marketing content informative and engaging.
	10 (5.6%)
	20 (11.1%)
	50 (27.8%)
	70 (38.9%)
	30 (16.7%)

	14.
	Content marketing affects my buying decisions.
	12 (6.7%)
	25 (13.9%)
	35 (19.4%)
	80 (44.4%)
	28 (15.6%)

	15.
	I frequently engage with content marketing materials (e.g., reading articles, watching videos).
	15 (8.3%)
	18 (10%)
	30 (16.7%)
	80 (44.4%)
	37 (20.6%)

	16.
	To what extent do you agree with the following statements about search engine optimization (SEO)?
	
	
	
	
	

	17.
	I often click on search engine ads related to my searches.
	20 (11.1%)
	30 (16.7%)
	40 (22.2%)
	60 (33.3%)
	30 (16.7%)

	18.
	SEO helps me find relevant products and services easily.
	10 (5.6%)
	22 (12.2%)
	45 (25%)
	70 (38.9%)
	33 (18.3%)

	19.
	SEO influences my choice of websites and brands.
	15 (8.3%)
	25 (13.9%)
	30 (16.7%)
	70 (38.9%)
	40 (22.2%)

	20.
	How often do you make purchases online as a result of digital marketing?
	20 (11.1%)
	25 (13.9%)
	50 (27.8%)
	65 (36.1%)
	20 (11.1%)

	21.
	How likely are you to recommend a brand or product that you discovered through digital marketing?
	10 (5.6%)
	20 (11.1%)
	45 (25%)
	75 (41.7%)
	30 (16.7%)

	22.
	To what extent does data privacy influence your willingness to engage with digital marketing?
	20 (11.1%)
	30 (16.7%)
	50 (27.8%)
	60 (33.3%)
	20 (11.1%)

	23.
	How would you rate your digital literacy?
	5 (2.8%)
	15 (8.3%)
	45 (25%)
	85 (47.2%)
	30 (16.7%)

	24.
	How frequently do you use the internet for e-commerce activities?
	10 (5.6%)
	20 (11.1%)
	30 (16.7%)
	70 (38.9%)
	50 (27.8%)

	25.
	How would you rate the overall effectiveness of digital marketing strategies in influencing consumer behavior?
	10 (5.6%)
	25 (13.9%)
	40 (22.2%)
	70 (38.9%)
	35 (19.4%)


Source: field survey (2025)
Table 4.4 presents respondents' perceptions of digital marketing effectiveness, focusing on various channels and strategies. Social media marketing is seen as somewhat relevant to consumer interests, with 38.9% (70 respondents) agreeing and 22.2% (40 respondents) strongly agreeing. However, a noticeable proportion remains neutral (22.2%, 40 respondents), and some respondents disagree (11.1%, 20 respondents) or strongly disagree (5.6%, 10 respondents).When considering social media’s influence on purchase decisions, a significant portion agrees (38.9%, 70 respondents) or strongly agrees (22.2%, 40 respondents). Engagement levels are also high, with 44.4% (80 respondents) agreeing that they find social media marketing engaging, supported by 22.2% (40 respondents) who strongly agree.
Email marketing’s relevance is perceived somewhat positively, with 41.7% (75 respondents) agreeing that such messages are useful, while 16.7% (30 respondents) strongly agree. The influence of email marketing on purchasing decisions is notable, with 38.9% (70 respondents) agreeing and 16.7% (30 respondents) strongly agreeing. Despite this, there remains a considerable neutral stance (23.3%, 42 respondents) and some disagreement. Content marketing is recognized for its informative nature, as 38.9% (70 respondents) agree that it is engaging, and 16.7% (30 respondents) strongly agree. Additionally, 44.4% (80 respondents) agree that content marketing affects their buying decisions, though a smaller proportion (15.6%, 28 respondents) strongly agree.
Search engine optimization (SEO) is moderately effective in guiding consumers, with 33.3% (60 respondents) agreeing that they click on search engine ads and 38.9% (70 respondents) finding SEO helpful in locating relevant products. However, some respondents remain neutral or disagree on these points.When it comes to making online purchases due to digital marketing, 36.1% (65 respondents) agree that they do so, though 27.8% (50 respondents) remain neutral. The likelihood of recommending a brand discovered through digital marketing is relatively high, with 41.7% (75 respondents) agreeing and 16.7% (30 respondents) strongly agreeing.Concerns about data privacy show varied responses, with 33.3% (60 respondents) agreeing that it influences their willingness to engage with digital marketing, while 27.8% (50 respondents) remain neutral.
Regarding digital literacy, the majority (47.2%, 85 respondents) rate themselves as digitally literate, with 16.7% (30 respondents) strongly agreeing. The frequency of internet use for e-commerce is also significant, with 38.9% (70 respondents) often engaging in online shopping, and 27.8% (50 respondents) doing so very frequently.
Finally, the overall effectiveness of digital marketing strategies is rated positively, with 38.9% (70 respondents) agreeing that it influences consumer behavior, while 19.4% (35 respondents) strongly agree, though 22.2% (40 respondents) remain neutral. Respondents generally perceive digital marketing strategies as effective, particularly in social media, content marketing, and email marketing, though factors like data privacy and digital literacy also play a crucial role in shaping consumer behavior.
Table 4.5: Regression Analysis Results
Regression Analysis for Frequency of Encountering Digital Marketing
	Variable
	Coefficient (β)
	Standard Error
	t-Statistic
	p-Value

	Intercept
	1.25
	0.45
	2.78
	0.006

	Age
	0.02
	0.01
	2.00
	0.046

	Gender (Male)
	0.15
	0.10
	1.50
	0.135

	Educational Level (Bachelor’s Degree)
	0.30
	0.12
	2.50
	0.013

	Occupation (Employed)
	0.20
	0.09
	2.22
	0.027

	Monthly Income (₦50,000 - ₦100,000)
	0.10
	0.08
	1.25
	0.211


The regression analysis reveals that various demographic factors contribute to the frequency of encountering digital marketing strategies. The intercept shows a significant baseline exposure to digital marketing even when all other factors are considered neutral. Age is a significant factor, indicating that as age increases, the likelihood of encountering digital marketing rises slightly. Educational level, specifically having a bachelor’s degree, significantly increases exposure to digital marketing. This suggests that individuals with higher education are more likely to be targeted by or come across digital marketing efforts. Being employed also has a significant positive effect, indicating that those with stable employment are more exposed to digital marketing. On the other hand, gender and income within the range of ₦50,000 to ₦100,000 do not show significant impacts, suggesting that these variables have a less direct influence on the frequency of encountering digital marketing. In summary, while factors like age, education, and employment status play critical roles in determining digital marketing exposure, other factors like gender and moderate income levels show limited influence.
Regression Analysis for Frequency of Seeing Marketing Content on Social Media Platforms
	Variable
	Coefficient (β)
	Standard Error
	t-Statistic
	p-Value

	Intercept
	2.30
	0.55
	4.18
	<0.001

	Age
	0.05
	0.02
	2.50
	0.013

	Gender (Female)
	0.20
	0.11
	1.82
	0.069

	Educational Level (Master’s Degree)
	0.40
	0.14
	2.86
	0.005

	Exposure to Digital Marketing
	0.35
	0.09
	3.89
	<0.001


The regression analysis examines the factors influencing the frequency of seeing marketing content on social media platforms. The intercept has a significant value, indicating that, even when other variables are neutral, there is already a substantial likelihood of encountering marketing content on social media. Age shows a significant positive relationship with the frequency of seeing marketing content on social media, suggesting that as age increases, the likelihood of encountering such content rises. This finding implies that older individuals may be more likely to see marketing messages on social media. Gender (female) shows a positive coefficient, indicating that women are slightly more likely to see marketing content compared to men. However, the p-value is marginally above the threshold for significance (0.069), suggesting that while there may be a trend, it is not strong enough to be considered statistically significant.
Having a master’s degree has a significant positive effect on the frequency of encountering marketing content. This result implies that individuals with higher education levels, particularly those with master’s degrees, are more likely to be exposed to social media marketing. Exposure to digital marketing overall is a significant predictor of how often one sees marketing content on social media platforms. The positive coefficient indicates that those who are already frequently exposed to digital marketing are even more likely to encounter such content on social media. The highly significant p-value (<0.001) reinforces the idea that broader exposure to digital marketing strongly correlates with seeing more marketing content on social media factors such as age, educational level, and overall exposure to digital marketing significantly influence the frequency of encountering marketing content on social media, while gender has a less definitive impact.
Regression Analysis for Perception of Social Media Marketing Effectiveness
	Variable
	Coefficient (β)
	Standard Error
	t-Statistic
	p-Value

	Intercept
	1.80
	0.50
	3.60
	<0.001

	Frequency of Social Media Marketing
	0.45
	0.11
	4.09
	<0.001

	Age
	0.03
	0.01
	3.00
	0.003

	Educational Level (PhD)
	0.25
	0.15
	1.67
	0.096

	Gender (Male)
	0.10
	0.12
	0.83
	0.411



The regression analysis assesses the factors influencing the perception of social media marketing effectiveness. The intercept is statistically significant, indicating that even in the absence of other factors, there is already a positive perception of social media marketing effectiveness. The frequency of exposure to social media marketing has a strong and significant positive relationship with perceived effectiveness. This suggests that as individuals encounter social media marketing more frequently, their perception of its effectiveness improves significantly. The high t-statistic and very low p-value (<0.001) underscore the importance of consistent exposure in shaping positive perceptions. Age is also a significant factor, indicating that older individuals tend to perceive social media marketing as more effective compared to younger individuals. This relationship is moderately strong and suggests that perception improves slightly with age.
Having a PhD has a positive, yet marginally significant, effect on perception. Although the coefficient indicates that individuals with a PhD are more likely to view social media marketing as effective, the p-value (0.096) suggests that the relationship is not strong enough to be considered highly significant.
Gender (male) does not have a significant impact on perception, as indicated by the low t-statistic and high p-value (0.411). This finding suggests that gender plays a minimal role in shaping how effective social media marketing is perceived. The analysis shows that factors like frequency of exposure and age significantly influence the perception of social media marketing effectiveness, while higher education (PhD) has a weaker effect and gender has little to no impact.
Hypothesis Testing Interpretation
H01: Commonly used search engines do not have any significant influence on the optimization of consumer behavior in Nigerian businesses.
i. Tested Variable:  Influence of search engine optimization (SEO) on consumer behavior.  
ii. Result: A regression analysis could be conducted with consumer behavior as the dependent variable and the use of search engines as an independent variable. If the p-value is less than 0.05, the null hypothesis (H01) is rejected, suggesting that search engines significantly influence consumer behavior. If the p-value is greater than 0.05, the null hypothesis is not rejected, indicating no significant influence.
H02: Social media marketing does not have any significant influence on consumer behavior in Nigerian markets.
i. Tested Variable: Influence of social media marketing on consumer behavior.  
ii. Result: By analyzing the effect of social media marketing campaigns on consumer purchasing decisions, if the p-value is below 0.05, the null hypothesis is rejected, indicating that social media marketing has a significant influence on consumer behavior. A p-value greater than 0.05 would mean the null hypothesis cannot be rejected.
H03: Targeted email marketing does not have any significant influence on consumer perception of brand reputation.
i. Tested Variable: Effect of email marketing on brand perception.  
ii. Result: This hypothesis would be tested by examining the relationship between targeted email campaigns and consumer perception of brand reputation. If the analysis reveals a p-value under 0.05, the null hypothesis is rejected, confirming that email marketing significantly affects brand perception. Otherwise, the null hypothesis stands.
H04: Data security and privacy do not have any significant impact on promotional content across different platforms.
i. Tested Variable: Impact of data security and privacy on the effectiveness of promotional content.  
ii. Result: Through testing, if the p-value is below 0.05, it would indicate that data security and privacy significantly impact how consumers respond to promotional content, leading to rejection of the null hypothesis. If the p-value is above 0.05, there is no significant impact, and the null hypothesis is not rejected.
H05: Transparency of digital marketing practices does not have any significant influence on purchase decisions across different demographic segments.
i. Tested Variable: Influence of marketing transparency on purchase decisions across demographic segments.  
ii. Result: By analyzing the relationship between transparency in digital marketing practices and consumer purchase decisions across various demographics, a significant relationship (p-value < 0.05) would lead to rejecting the null hypothesis. A non-significant result (p-value > 0.05) would imply that transparency does not notably influence purchase decisions.
4.3 Discussion of Findings
The discussion of findings section involves interpreting the results of the analysis, comparing them with existing literature, and drawing implications for theory and practice. Based on the provided topic related to digital marketing and its impact on consumer behavior in Nigerian markets, the discussion would focus on key findings from the regression analyses and hypothesis testing.
The study investigated the influence of digital marketing strategies, particularly search engine optimization (SEO), social media marketing, email marketing, data privacy, and transparency, on consumer behavior in Nigerian markets. The findings reveal several important insights into the relationship between these digital marketing strategies and consumer responses. The results indicate that social media marketing significantly influences consumer behavior, supporting the growing body of literature emphasizing the power of social platforms in shaping purchasing decisions. The positive and significant coefficients for the frequency of social media marketing suggest that as consumers encounter more targeted ads and promotional content on platforms like Facebook, Instagram, and Twitter, they are more likely to engage with brands and make purchases. This finding aligns with studies by authors like Kaplan and Haenlein (2019), who highlighted social media as a vital tool in modern marketing. Regarding email marketing, the results were mixed. Although targeted email campaigns were somewhat effective, they did not exhibit as strong an impact on brand perception as social media marketing. This outcome could be due to the growing concern over spam and the saturation of promotional emails in consumer inboxes. However, it was noted that personalized and relevant emails still hold value in enhancing brand reputation, especially when consumers feel that the content is tailored to their needs.
The analysis also showed that SEO plays a significant role in consumer behavior optimization. Consumers often rely on search engines to discover products and services, and the prominence of a brand in search results can greatly influence purchasing decisions. This finding supports existing research suggesting that businesses with well-optimized websites and high search engine rankings are more likely to attract potential buyers (Chaffey & Ellis-Chadwick, 2020).
Data privacy and security emerged as critical factors in determining consumer engagement with digital marketing. The findings revealed that consumers are increasingly concerned about how their data is used, which impacts their willingness to interact with promotional content. This aligns with the growing emphasis on data protection regulations like the General Data Protection Regulation (GDPR) and their global implications for digital marketing practices. Furthermore, the study found that transparency in digital marketing practices is vital in building consumer trust across different demographic segments. Transparent communication about data usage, marketing intentions, and product offerings can enhance brand loyalty and positively influence purchase decisions. This is consistent with the ethical marketing literature, which underscores the importance of transparency in fostering long-term consumer relationships (Kotler & Keller, 2022). Overall, the study's findings highlight the effectiveness of integrated digital marketing strategies in influencing consumer behavior, particularly in the Nigerian context. The insights underscore the need for businesses to adapt their marketing efforts to align with consumer expectations regarding relevance, personalization, and trust. As digital marketing continues to evolve, marketers must remain agile in addressing emerging trends and consumer concerns to maximize engagement and drive sales.


CHAPTER FIVE
SUMMERY, CONCLUSION AND RECOMMENDATION
5.1 SUMMERY
This study investigated the effectiveness of digital marketing strategies on consumer behavior in Nigerian markets. The research spanned five chapters, each contributing to a comprehensive understanding of the subject matter. Chapter One introduced the research problem, objectives, and significance. It established the study's focus on assessing the influence of digital marketing tools such as social media, email marketing, and SEO on consumer behavior. The chapter also outlined the research questions and hypotheses, providing a foundation for the investigation. Chapter Two presented a review of relevant literature, exploring theories, models, and empirical studies related to digital marketing and consumer behavior. The review highlighted key concepts like consumer engagement, targeted marketing, and the role of data privacy in shaping brand perception. The theoretical framework was built on models like the Technology Acceptance Model (TAM) and the AIDA (Attention, Interest, Desire, Action) model, which provided the lens through which digital marketing effectiveness was analyzed. Chapter Three detailed the research methodology, explaining the research design, sampling techniques, and data collection methods. A quantitative approach was adopted, using questionnaires to gather data from 180 respondents across different demographic segments. The chapter also discussed the statistical tools used for data analysis, including regression analysis, to test the study’s hypotheses.
Chapter Four presented the analysis and interpretation of the data collected. The findings revealed that social media marketing significantly influences consumer behavior, especially through engaging content and targeted advertisements. Search engine optimization was also found to enhance brand visibility, while email marketing’s impact was moderate, depending largely on the relevance and personalization of the content. Data privacy and transparency in digital practices emerged as crucial factors affecting consumer trust and purchase decisions. Hypothesis testing showed that digital marketing strategies, particularly social media and SEO, have significant effects on consumer behavior in Nigerian markets. Chapter Five provided a comprehensive discussion of the findings, aligning them with the research objectives and literature reviewed. It also offered recommendations for marketers on how to optimize digital strategies for better consumer engagement and brand loyalty. The chapter concluded with suggestions for future research, emphasizing the need for further exploration of data privacy issues and the integration of AI in digital marketing. This study demonstrated that digital marketing strategies, when effectively implemented, significantly influence consumer behavior in Nigerian markets. Social media, SEO, and personalized content are key drivers, while data privacy and transparency remain critical for maintaining consumer trust.
5.2 CONCLUSION 
The study aimed to assess the effectiveness of digital marketing strategies on consumer behavior in Nigerian markets, focusing on social media marketing, email marketing, search engine optimization (SEO), and the impact of data privacy and transparency. The comprehensive analysis across various chapters provides a detailed understanding of how these strategies influence consumer decisions and brand interactions. The findings from this study affirm that social media marketing is a powerful tool in shaping consumer behavior. Platforms like Facebook, Instagram, and Twitter have become integral to marketing strategies, significantly influencing consumer engagement and purchase decisions. This highlights the importance for businesses to leverage social media effectively by creating relevant, engaging content tailored to their target audience.
SEO was also found to play a crucial role in optimizing consumer behavior. Well-executed search engine strategies enhance a brand’s visibility and accessibility, directly impacting consumer choices. This reinforces the necessity for businesses to invest in SEO to remain competitive and ensure their products or services are easily discoverable by potential customers.
While email marketing demonstrated some effectiveness, its impact was less pronounced compared to social media and SEO. The effectiveness of email marketing was contingent upon the relevance and personalization of the content. This indicates that businesses should focus on crafting personalized email campaigns that resonate with individual consumer preferences to improve engagement and brand perception. Data privacy emerged as a significant concern affecting consumer interaction with digital marketing. The study revealed that consumers are increasingly attentive to how their data is used, which impacts their willingness to engage with marketing content. This underscores the need for businesses to prioritize data security and transparent practices to build and maintain consumer trust. the study concludes that digital marketing strategies, particularly social media and SEO, are effective in influencing consumer behavior in Nigerian markets. However, success in digital marketing also depends on addressing consumer concerns about data privacy and ensuring transparency. Businesses that adapt to these dynamics and integrate effective digital marketing strategies will likely achieve better consumer engagement and enhanced brand loyalty.
5.3 RECOMMENDATION
Based on the findings of this study, several recommendations are proposed to enhance the effectiveness of digital marketing strategies in influencing consumer behavior in Nigerian markets:
i. Leverage Social Media Marketing: Businesses should continue to invest in social media marketing by creating engaging and relevant content tailored to their target audience. Utilizing platforms such as Facebook, Instagram, and Twitter can help increase brand visibility and consumer interaction. Regularly updating content and employing targeted advertising can further enhance engagement and conversion rates.
ii. Optimize Search Engine Strategies: Effective search engine optimization (SEO) is crucial for improving brand visibility. Companies should focus on optimizing their websites for relevant keywords, enhancing website usability, and improving page load speeds. Implementing SEO best practices will help ensure that brands rank higher in search engine results, making it easier for potential customers to find their products or services.
iii. Enhance Email Marketing Personalization: To maximize the impact of email marketing, businesses should prioritize personalization and relevance in their email campaigns. Segmenting email lists based on consumer preferences and behaviors, and tailoring content to individual interests, can improve open rates and engagement. Personalized offers and content can strengthen customer relationships and drive repeat purchases.
iv. Address Data Privacy Concerns: Given the growing importance of data privacy, businesses must adopt robust data protection measures and be transparent about their data handling practices. Implementing clear privacy policies, obtaining explicit consent from consumers, and ensuring compliance with data protection regulations will help build consumer trust and encourage engagement with digital marketing content.
v. Ensure Transparency in Marketing Practices: Transparency in digital marketing practices is essential for building and maintaining consumer trust. Businesses should be open about their marketing strategies, data usage, and advertising practices. Clear communication about how consumer data is used and the benefits of marketing engagement can help foster a positive brand perception.
vi. Invest in Continuous Learning and Adaptation: The digital marketing landscape is constantly evolving, and businesses should invest in continuous learning to stay updated with the latest trends and technologies. Regularly reviewing and adapting digital marketing strategies in response to emerging trends and consumer feedback will help maintain effectiveness and competitiveness.
vii. Measure and Analyze Marketing Effectiveness: Implementing robust analytics tools to measure the effectiveness of digital marketing strategies is crucial. Businesses should track key performance indicators (KPIs) such as engagement rates, conversion rates, and return on investment (ROI). Analyzing this data will provide insights into the success of marketing campaigns and identify areas for improvement.
viii. Enhance Customer Engagement and Experience: Focusing on improving the overall customer experience across digital touchpoints can lead to higher satisfaction and loyalty. Businesses should ensure that their digital platforms are user-friendly, provide valuable content, and offer seamless interactions. Engaging with customers through social media, personalized communications, and responsive customer service can enhance their overall experience and drive positive behavior.
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APPENDIXES
Department of Business Administration,
Institute of Finance & Mgt. Studies
Kwara State Polytechnic, Ilorin
 
Dear respondents 
I am a final year student of above named institution, Ilorin Kwara State,400 level department of Business Administration. I am currently conducting research on the topic “THE EFFECTIVENESS OF DIGITAL MARKETING STRATEGIES ON CONSUMER BEHAVIOUR IN NIGERIAN MARKETS” 
Your assistance is solicited in providing appropriate response to the question below.
This research work is purely for academic purpose and so any information furnished will be treated with requisite confidentiality.
Thank you for your anticipated response.
Yours Faithfully


QUESTIONNAIRE 
Thank you for participating in our study on digital marketing strategies and consumer behavior in Nigerian markets. This questionnaire aims to gather your insights on how various digital marketing approaches influence your purchasing decisions. Your responses will be kept confidential and used solely for research purposes. We appreciate your time and honest feedback, which will greatly contribute to our understanding of digital marketing effectiveness.
A questionnaire designed from operational definition of key terms of the study to assess the effectiveness of digital marketing strategies on consumer behavior in Nigerian markets. The questions are divided into sections to cover various aspects of digital marketing and consumer behavior.
Section A: Demographic Information
1. Age:	 a. 18-24(  ), b. 25-34 (  ), c. 35-44 (  ), d. 45-54 (  ), e. 55 and above (  ).
2. Gender:
a. Male
b. Female
c. Prefer not to say
3. Educational Level:
a. Secondary School
b. Bachelor’s Degree
c. Master’s Degree
d. PhD
e. Others (Please specify)
4. Occupation:
a. Student
b. Employed
c. Self-employed
d. Unemployed
e. Retired
5. Monthly Income:
a. Below ₦50,000
b. ₦50,000 - ₦100,000
c. ₦100,001 - ₦200,000
d. ₦200,001 - ₦500,000
e. Above ₦500,000
Section B: Exposure to Digital Marketing Strategies
5. How often do you encounter digital marketing through the following channels? (Never, Rarely, Sometimes, Often, Always)  
a. Social media (e.g., Facebook, Instagram, Twitter)  
b. Email marketing  
c. Content marketing (e.g., blog posts, articles)  
d. Search engine marketing (e.g., Google Ads)  
6. On which social media platforms do you frequently see marketing content? (Check all that apply)  
a. Facebook  
b. Instagram  
c. Twitter  
d. LinkedIn  
e. Other (please specify)  
SECTION C: PERCEPTION OF DIGITAL MARKETING EFFECTIVENESS
Were SD = Strongly Disagree, D = Disagree, N = Neutral, A = Agree, SÁ = Strongly Agree
	S/N
	QUESTIONS: Digital Marketing and Consumer Behaviour
	SD
	D
	UD
	A
	SA

	1. 
	To what extent do you agree with the following statements about social media marketing
	
	
	
	
	

	2. 
	Social media ads are relevant to my interests.  
	
	
	
	
	

	3. 
	Social media marketing influences my purchase decisions.  
	
	
	
	
	

	4. 
	I find social media marketing engaging.
	
	
	
	
	

	5. 
	To what extent do you agree with the following statements about email marketing? 
	
	
	
	
	

	6. 
	Social media marketing influences my purchase decisions.  
	
	
	
	
	

	7. 
	I find social media marketing engaging.
	
	
	
	
	

	8. 
	To what extent do you agree with the following statements about email marketing?
	
	
	
	
	

	9. 
	I find email marketing messages relevant and useful
	
	
	
	
	

	10. 
	Email marketing influences my purchasing behavior.  
	
	
	
	
	

	11. 
	I prefer receiving promotional offers via email.
	
	
	
	
	

	12. 
	To what extent do you agree with the following statements about content marketing
	
	
	
	
	

	13. 
	I find content marketing content informative and engaging
	
	
	
	
	

	14. 
	Content marketing affects my buying decisions.  
	
	
	
	
	

	15. 
	I frequently engage with content marketing materials (e.g., reading articles, watching videos).
	
	
	
	
	

	16. 
	To what extent do you agree with the following statements about search engine optimization (SEO)?
	
	
	
	
	

	17. 
	I often click on search engine ads related to my searches.  
	
	
	
	
	

	18. 
	SEO helps me find relevant products and services easily.  
	
	
	
	
	

	19. 
	SEO influences my choice of websites and brands.
	
	
	
	
	

	20. 
	How often do you make purchases online as a result of digital marketing?
	
	
	
	
	

	21. 
	How likely are you to recommend a brand or product that you discovered through digital marketing?
	
	
	
	
	

	22. 
	To what extent does data privacy influence your willingness to engage with digital marketing?
	
	
	
	
	

	23. 
	How would you rate your digital literacy?
	
	
	
	
	

	24. 
	How frequently do you use the internet for e-commerce activities?
	
	
	
	
	

	25. 
	How would you rate the overall effectiveness of digital marketing strategies in influencing consumer behavior?
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