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Abstract
This research work was carried out on the topic “Impact of digital advertising on SME in kwara state”. We felt that caring out this project in Kwara State Polytechnic, Ilorin, will bring out meaningful result. This topic is centered on Impact of digital and its impacts on SME in kwara state’ perception. For easy analysis and understanding, the study is being put into five chapters. Chapter one throws light on general introduction, statement of the problem, objectives of the study, significance of the study, scope of the study, limitation of the study and definition of terms. In chapter two, a detailed literature review of some books, journal. The third chapter also mentions about the research methodology instrument or tool used, research size, technical used in analysis data, testing of hypothesis. The fourth chapter deals with data presentation and analysis of data, discussion of result. Chapter five will be summary and finding, finding, recommendation, conclusions and references.
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CHAPTER ONE
INTRODUCTION

1.1 Background to the study

 The wave of technological advancement is creating a new landscape for businesses today. New technologies such as websites, blogs, applications, social media, software, sophisticated devices, big data and quantum computing are helping to blur the lines between the digital and physical worlds. Indeed, the proliferation of the internet has brought unprecedented development in new methods of conducting business transaction which has affected different aspects of lives and professions including marketing. Nowadays, people are consuming digital content on a daily basis, as more households are now having access to the internet and its access is making it easier for people to receive their news and watch TV online, challenging the popularity of traditional platform. From the information age to the current shift age, new technologies, especially digitalization has taken over (Umoru, 2020). In Nigeria, there are over 40 million active mobile phone lines out of which 65% percent are using it on smart phones and other devices (statista, 2020). Meanwhile, television viewing habits are now on the decrease due to lack of time; while social network sites such as Face book, Twitter, YouTube, and Skype are on the increase. About 65% of Nigerians, who are above 18 years, actively use various forms of social networks (Statista, 2020). Thus, businesses are becoming increasingly aware of this fact and cleverly exploring the opportunities by weaving in marketing communication into every digital channel.

Many writers have conceptualized digital marketing in different ways. Indraject (2020) viewed digital marketing as a marketing method that mainly depend on the internet to connect with the target audience via various digital media channels and platforms. In other words, digital marketing is an exploitation of digital technologies, which are used to create channels to reach potential recipients, in order to achieve the enterprise’s goals, through more effective fulfillment of the consumer needs (Artur, 2016). The author stressed further that digital marketing is a digital identity of a company through which it presents itself in the virtual world to enormous numbers of users. Omair (2020) also described digital marketing as an overreaching term that encompasses all types of online marketing that consists of video marketing, email marketing, content marketing, social media marketing, SEO, PPC, display advertising and mobile marketing among others. The author equally identified some of the benefits of digital marketing to include constant online, cost-effective, instant and highly measurable result, excellent sale improvement (for instance, return on investment), interact with target audience etc. Digital marketing allows customers to take action immediately after viewing the ad or content, with just a click on link or save a blog post and move along the sales funnel right away.

Digital advertising has also become the cheapest, flexible and popular platform for brand awareness. One of the most vital aspects of business strategy is branding, since the primary aim of all the companies is to generate profits. Brand awareness is described as the degree of consumer recognition of a product by its name (Carol, 2021). If there is no recognition of a brand, company or product, the potential customers might lack the information regarding where and how to satisfy their wants and needs. Brand awareness in this context therefore, referred to as the ability of potential customers to appropriately associate a product and a brand. It means all activities deployed by a firm in getting customer aware of its brand and products or services. Creating brand awareness is a key step in promoting a new product or reviving an older brand. Ideally, awareness of the brand may include the qualities that distinguish the product from its competitors. In the days before digital media, a brand that wanted to connect with prospects would put an ad in the paper or invest in a billboard advertisement. But these days, customers use digital media to actively seek out brands, and this has shifted the control from the brand to the consumer (Alejandra & Krzysztof, 2019). Goward (2015) further stressed that, consumers expect brands to have a digital presence, and nearly 30% prefer to communicate with brands via digital channels. Utilization of digital advertising channels allow SME operator in ensuring that its brand is visible when prospective customers are looking for it and ensure it’s don’t miss opportunities to engage and delight its audience thereby improve their sales.

Small and Medium Enterprises (SMEs) are small-scale businesses established by individual(s)/entrepreneurs with limited amount of capital and personnel with the aim of making profit. Small and Medium Enterprises Development Agency (SMEDAN, 2013) an agency of the Federal Government of Nigeria, established to facilitate the promotion and development of the MSMEs sector, classified SMEs in three categories namely: Micro Enterprises, Small Enterprises and Medium Enterprises. The distinction between Small and Medium Enterprises which are the focus of this study is based on employment and Assets. According to (SMEDAN 2013) small enterprises are those enterprises whose total assets (excluding land and building) are above five million naira but not exceeding fifty million naira with a total workforce of above ten, but not exceeding forty-nine employees. While, medium enterprises are those enterprises with total assets excluding land and building) are above fifty million naira, but not exceeding five hundred million naira with a total workforce of between 50 and 199 employees. However, digital advertising seems to be thought of as new strategies for businesses in the digital age. Omair (2020) opined that digital advertising is a big part of transition from the analog age to the digital age because marketers now hang out with consumers online. Peace and Obikeze (2017) stressed that any business can be globalized within a short period of time in every corner of the world wherever presence of digital media can be found. The customer from any place can reach business and industry of his choice just with one click. Hence, presence of SMEs business can be seen everywhere and at any time of the globe. Cesaroni and Consoli, (2015) equally found that the use of digital media is extending assistance and support to SMEs for increasing public awareness, opening new methods and procedures of business and sharing, collaborating and mutual creation of innovative concepts for increasing ultimate performance. Obviously, SMEs performance can be highly impacted positively with the utilization of digital advertising in their business proceedings.

Utilization of digital marking requires some online platforms called “digital advertising channels”. According to Michelle (2020) digital advertising channels are platforms that can be used by businesses to reach their target audience with information about the business’s brand, product, or service. The author equally identified some the channels of digital advertising for businesses use as; content marketing, email marketing, social media marketing, search engine optimization (SEO), pay per click (PPC), mobile marketing and display add.

Social media marketing is one of the digital advertising channels utilized in businesses. Generally, Social media refers to websites and applications that are designed to allow people to share content quickly, efficiently, and in real-time (Matthew, 2020). Social media allows users to quickly create and share content with the public through the wide range of websites and apps. Such as; Facebook, Twitter, Instagram, TikTok, you tube etc. Social network enables business to conduct social media marketing which is the subset of digital advertising. Thus, social media marketing involves the use of internet social media tools, such as: Facebook, Twitter, and LinkedIn in order to reach consumers innovatively. Matthew (2022) opined that Social media marketing helps promoting the company and its activities. Active social media tend to attract more new customers or visitors by get business communication to their social media platform and they are more likely to be interested in the brand.

Search Engine Optimization (SOE) is another important channel of digital advertising that is also very useful for brand awareness and by SMEs operators. Ordinarily a search engine is an Internet tool that locates web pages and sorts them according to specific key words (Purdue university lab, 2013). Search engines are numerous and they include Google search, Yahoo search, Internet Archive, Bing etc. However, SEO referred to sub technique that allows businesses to increase their presence on the web organically, through the use of keywords (The Internet Marketing Academy, 2011). SEO is concerned with optimizing a website so it attracts more organic traffic from search engines, like Google. Hence, organic traffic refers to the search result of search engine that cannot be influenced by paid advertising but ranking search results according to their relevance to the search term (Larry, 2020). Basically, Google as one of search engine can be optimize with the business website display on the top results of the first pages and this will drastically increase the chances of attracting more customers online.

In the context of this study, utilization involves the application of various digital advertising channels by SMEs operators in achieving brand awareness. The knowledge and skills of the various digital channels when fully utilized will enable SMEs operators to explore its various channels for marketing and enhance their activities of creating brand awareness. According to Peace and Obikeze (2017), without the utilization of digital advertising applications, it will be very difficult for SMEs in Nigeria to compete in the global market economy. Because digital advertising has a significant impact on SMEs operations and is crucial for their survival and growth (Berisha, 2019). A number of factors influencing utilization of digital advertising have to do with the organization itself such as exposure to the trends, work experience of SMEs operators and creativity and innovative mindset all play a significant role in digital advertising utilization (Ramsey & Ibbotson, 2013). In the same vein, Chackro and Harris (2015) affirmed that there is a growing need for SMEs in Nigeria to integrate into the global supply chain by adopting and utilizing digital advertising applications that will increase their productivity and efficiency. Hence, the researcher is motivated to assess the Impact of digital advertising on small and medium scale enterprises in kwara state (a case study of oremiti herbal mixtures) in order to unravel where there is need for improvement.

1.2 Statement of the Problem

The traditional method of creating brand awareness by SMEs include advertising, public relations, publicity, sponsorship and sales promotions among others. These forms of promotion require huge capital outlays, assignation of expensive professionals and consultants, and invariably, the outcomes generally take time to manifest. This is a challenge for SMEs as they have limited capital, with little or no funds to invest in expensive promotional activities. There is thus the need for a more affordable but effective means for SMEs to promote their businesses. Digital advertising seems to readily meet this need for SMES. Basically, digital advertising is the online promotional activities of a business’s products and services, carried out on the Internet using the various digital medium such as social media, websites, digital advertising on search engines, paid advertising online. However, despite the availability; flexibility and affordability of digital advertising channels; utilization of the same by SMEs operator, still constitute a problem. Inability to drive relevant traffic to the business website; lack of proper optimization of search engines; low lead generation on social media, amongst other, may suggest their none utilization or inability of the SMEs operators to utilize digital advertising channels for brand awareness. Thus, any SME without strong online presence may be confronted with serious challenges of making their goods or services popular and persuasive to large prospective customers in this digital age. Considering the enormous availability and flexibility of digital advertising, the researcher doubted whether the SMEs operators do utilize digital advertising as their strategies for creating brand awareness. This doubt therefore, informed the researcher’s urge to embark on this study, to assess the  impact of digital advertising on small and medium scale enterprises in kwara state.

1.3 Objectives of the Study

The main purpose of this study is to assess the impact of digital advertising on small and medium scale enterprises in kwara state. Specifically, the study sought to determine the extent to which SME operators utilize;

1. To ascertain the impact of digital advertising on sales performance of  small and medium scale enterprises in kwara state
2.  To determine the relationship between digital advertising and customer base of small and medium scale enterprises in kwara state.

3.  To find out the relationship between digital advertising and profitability of  small and medium scale enterprises in kwara state
1.4 Research Questions

This work should be able to address the problems posed and achieve the aims and objectives of the study, the following research questions should be put into proper consideration in order to achieve the aims of this work. The following questions are to be bore in mind:

1. How do you ascertain the level of commitment of media owners and Journalists?

2. What are problems affecting press freedom in Nigerian Democratic system of Government?

3. Why should there be absolute press freedom in Nigerian democratic system of Government?

1.5 Significance of the Study

Information which is the light of a nation has remained one panacea for the achievement of a nation’s growth and development. Therefore, the study should significantly achieve the following:

i. The study should provide effective and objective information in gathering its dissemination by the media organization.

ii. It will serve as a reference to managers, editors and students alike especially in such an area of study that cut across all the facts of our everyday life.

iii. It is the researcher’s contribution to both the academic world and practicing journalists in Nigeria as a whole.

1.6 Scope of the Study

The scope of the study is limited to the Impact of digital advertising on small and medium scale enterprises in kwara state using oremiti herbal mixture as a case study.

This study focused on the Impact of digital advertising on small and medium scale enterprises. The study covers channels of digital marketing such as social media marketing, search engine optimization, pay-per-click, content marketing, and e-mail marketing because they are the most common channels of digital marketing for creating brand awareness. 
Limitation of the study

The limitation in this study may include:


The difficulty of obtaining primary information from respondents. some possess uncooperative attitude may adversely affect primary data collection


Inadequate finance which may pose a restriction with regards to commute around Ilorin to include more respondents for an extensive study. Therefore the study may be restricted to area close to the campus of kwara state polytechnic.

The difficulty of combining the research with other academic work in the school.
1.7 Definitions of Terms Operational Definitions

The following terms are used and explained in the context of this study.

Utilization: The extent to which SMEs operators make use of digital marketing for brand awareness

Digital marketing: The use of digital and other internet enabled devices, application and website as a marketing strategy by SMEs operators in Kwara state for creating brand awareness Brand awareness: Activities deployed by SMEs in ensuring that their product or service became popular in the wide markets

Social Media: Social networking sites and applications such as; Facebook, Twitter, Instagram, LinkedIn, YouTube, among others

SMEs operators: Those who grow and manage small and medium scale enterprises

Ad: Advertisement

Organic: Free search results other than paid ones employed by SMEs operators.
CHAPTER TWO

LITERATURE REVIEW
2.1 Introduction

2.1.1 Review of Related Literature

This chapter presents the review of related literature on impact of digital advertising on small and medium scale enterprises in kwara state. The review is organized under the following sub- headings:

Conceptual Framework

Theoretical Framework
Empirical Review

2.2 Conceptual Framework
2.2.1 Concept of Small and Medium Scale Enterprises (SMEs)

Small businesses have gained prominence around the world in both developed and developing economies, due to their net significance in employment around the world (Buculescu, 2013). Small businesses have emerged as key players in reducing poverty and creating jobs as a result of Nigeria's high unemployment rate, particularly in light of their contribution to bettering both the lives of residents and business owners. By giving a number of its programs top priority, the Nigerian government expresses its understanding of the significance of small companies in socioeconomic growth. These include the National Directorate of Employment (NDE), People's Bank of Nigeria (PBN), Microfinance Banks, and the Small and Medium Enterprises Development Authority of Nigeria (SMEDAN).

The National Economic Enhancement and Development Program and the National Commercial and Industrial Bank (NEEDS). 2018; Eze et al. Okeke and Femiwole (2013) estimate that 60% of domestic businesses are tiny and that 90% of the labour force is employed by them. There doesn't appear to be a universally accepted definition of a small business. Regarding the differences in capital expenditure, revenue, fixed capital, plant and machine availability, market share, and growth, various writers, researchers, and schools have varied perspectives. These qualities differ between nations as well (Ayozie, Jacob, Umukoro & Ayozie, 2013). Particularly in Nigeria, there are various ways to define a small firm, depending on things like the number of employees, the size of the investment, the annual income, the market share, and other things (Fatai, 2012). The Small and Medium Enterprises Development. 
Authority of Nigeria (SMEDAN, 2013) defines Micro, Small, and Medium Enterprises (MSMEs) as small businesses run by one or more individuals or entrepreneurs with limited capital and staff to turn a profit. This definition is the most widely accepted in the Nigerian context. Micro-enterprises are defined as those with total assets (excluding land and buildings) of less than five million nairas and a workforce of no more than five million nairas, according to the National Policy on Micro and Medium Enterprises (MSME, 2015). greater than ten (10) workers. A company is considered modest if it has assets (excluding land and buildings) totaling more than five million nairas but not more than fifty million nairas and employs more than ten individuals but not more than forty-nine persons. A medium-sized business is defined as one with total assets (excluding land and buildings) of more than 50 million nairas but less than 500 million nairas and between 50 and 199 employees. Further emphasis on the significance of SMEs to the growth of all economies might be made. Despite being small, they have made a significant contribution to boosting the economy (Omotayo & Akinyele, 2015). Due to their numerous achievements, they are regarded as the foundation of the Nigerian economy.

According to the 2012 Enterprise Baseline Survey, Nigeria's SMEs employ more than 32,414,884 individuals. The ability to create jobs accounts for around 58% of all employees. In low-income and rural communities in developing economies, SMEs are the primary means of generating revenue and engaging in economic activity, particularly in the agricultural, commercial, and service sectors. SMEs contribute up to 46.7% of the nation's nominal GDP, according to (Alochenu, 2012). Additionally, they offer a genuine channel for technical development, particularly for businesses with minimal technological requirements. SMEs are crucial to the economy since they produce low-skilled jobs and boost GDP (Eze, 2018). Over 90% of jobs in Nigeria are typically created by SMEs, according to data on job creation (Ahmed, 2012). In agreement with this viewpoint, Ahiawozi and Adade (2012) and SEDA (2012) claim that because SMEs are substantially more numerous than major corporations, they make a sizable contribution to the GDP of the nations in which they operate. Globally, SMEs have had positive growth throughout time. Despite the growing significance of SMEs in the global economy, a large portion of the sector still functions as a commodity (Banerjee & Dasgrumpta, 2019). The author also makes the point that in a market where products are highly competitive, a product's success primarily rests on how well the intended buyer recalls it.

But once a commodity moves, it frequently leads to a situation where a product category loses its identity amid a confusion of brands. In that setting, "Brand" significantly contributes to boosting the competitive edge of small and medium-sized businesses for sustainable profitability. Banerjee and Dasgrumpta (2019) claim that the current level of global competition has compelled the manufacturers in this sector to emerge from the safety of traditional business practices and change along with consumer preferences and markets. school. An organization's long-term success may depend significantly on its brand. All small and medium-sized firms who want to compete outside of their immediate market must have a strong brand. Shital (2020) contends that branding is a passive activity that involves designating goods created and produced by the company's wishes, although it has been increasingly popular over the past 20 years. broad marketing the author also emphasizes how each day, from sunrise to nightfall, we are exposed to numerous traces.

Even though diverse schools of thought have defined brands in different ways, practically all of them share the same meaning. According to the American Marketing Association (AMA 2016), a mark is any indication, word, sign, symbol, design, or combination of these things that is used to distinguish the products and services of one seller or a group of sellers from those of other vendors. Similar to this, Mellerowicz (2020) defines a brand as an all-pervasive finished good for personal consumption that is of constant or increasing quality and has standardized labelling, branding, quantity and appearance marketing, and advertising to existing consumers. As seen above, people select the products they want based on the brand name's intended function as well as the product's qualities and advantages. Brand names aid consumers in separating a product from similar goods available on the market.

Contrarily, awareness is the condition of being conscious, aware, and aware of things or situations. According to Abdul (2012), consciousness is the condition or capacity to perceive events, objects, or sensory patterns. In this sense, brand awareness is defined as a customer's capacity to recognize or remember that a specific brand belongs to a specific product category (Romaniuk, Wight & Faulkner, 2017). According to O'Guinn, Allen, and Semenik (2019), brand awareness is strongly tied to the strength with which a brand's existence and footprint in a customer's consciousness translate to the capacity to recognize (identify) the brand under various market circumstances. According to Soininen (2015) and Smriti (2019) brand awareness is the capacity to be conscious of, knowledgeable about, and ultimately prefer one brand over others. Simply said, awareness means that a buyer is aware of the brand's existence and can recall which category it falls under.
In essence, one can see that a crucial element shared by all of the aforementioned criteria is the ability of consumers to be aware of the existence of a specific product brand among others. Additionally, it should be noted that brand awareness refers to how well customers remember a product by name (Carol 2021). From the aforementioned definitions, it can be seen that brand awareness encompasses all of a company's efforts to increase consumer recognition of its name and its goods and services. According to Kahneman (2012), studies have demonstrated that even one time a brand name appears in a customer's surroundings drives them to run into it again. He will have the notion, "I recognize this trace," in his head. For instance, what springs  to mind when you hear the phrase "cold drinks"? The market is filled with a wide variety of soft drink brands. When it comes to soft drinks, consumers in Nigeria typically associate two brands: Coca-Cola and Pepsi. These companies do have a very high level of awareness when compared to other brands, which helps to explain their extraordinary market share and sales. InNigeria, what company comes to mind when we hear the word "Noddles"? Golden Penny and Indomie are the solutions. This is in line with Kahneman (2012), who demonstrated that businesses like continuously interacting with customers through advertising, deals, and offers, among other things, to build brand awareness. everyone has a strong signal. Beyond the methods outlined above, there are other ways to raise brand recognition. The goal is to continually present clients with new items and value propositions (Marcin, Beata, Katarzyna & Wojciech, 2018). Shital (2020) claims that brand awareness is frequently seen as a requirement for influencing customers' purchasing decisions because it serves as their primary motivator. Chaffey (2013) provided the following definition of this: "The use of electronic data and applications to plan and carry out the design, delivery, and pricing of ideas, goods, and services to generate new trade satisfying individual and corporate goals.

In this regard, researchers and experts have given digital marketing a variety of names, including digital marketing, internet marketing, e-marketing, and online marketing (Andersson, 2018). Because of this, the author sees digital marketing as a tactic for achieving marketing objectives through the use of digital technologies and media. This description is in line with Alex's (2018) definition of digital marketing, also known as Internet marketing, which is a strategy for advertising using electronic devices or the Internet. Indraject (2020) defines digital marketing as a marketing strategy that primarily uses the internet to engage with a target audience through digital media channels and platforms, which is very similar to the above definitions. difference. In other words, digital marketing is the use of digital technologies to effectively satisfy customers while also establishing channels to reach potential recipients. 

Superior to what consumers want (Artur, 2016). In this study, digital marketing may be seen as a company's online persona that allows it to reach a sizable user base in the virtual world. This agrees with Omair (2020), who claimed that the word "digital marketing" is a broad one that encompasses all forms of online marketing, such as social media marketing, SEO and PPC, display advertising, mobile marketing, and others. The author also makes note of the fact that these technologies can be used to attract new clients and deliver both existing and new clients with services that foster client relationships. Digital marketing can be utilized for publication, online sales, market research, and customer service, according to Ainscough and Luckett (2016). There are a variety of possible advantages to digital marketing. Digital marketing can help with branding, word-of-mouth marketing, consumer communication, buzz marketing, and community sourcing, according to scholars like Whitla (2019).

Additionally, it facilitates the implementation of marketing initiatives, creates a company's online identity, fosters trust, and improves consumer contact (Wearegrow, 2016). Omair (2020) lists affiliate marketing, content marketing, contextual marketing, network marketing, video marketing, social media marketing, email marketing, pay-per-click, and search engine optimization as examples of digital marketing channels. The digital marketing channels to investigate within the context of this research are therefore social media marketing, search engine optimization, pay-per-click, content marketing, and email marketing. Because one of the fundamental tasks performed by SME executives is a brand awareness campaign. Therefore, it is envisaged that participants in these economic sectors will use various digital marketing channels for their brand awareness initiatives.

Utilizing these resources efficiently will enable them to leverage additional digital marketing channels and increase the visibility of their brand, product, or service in the broad market at a cheaper cost. each other for their businesses.

2.2.2 Concept of Social Media Marketing Channel

The sharing of knowledge, content, viewpoints and lexical concerns across online groups has contributed to social media's growing reputation as a platform for interpersonal communication. Without first understanding Web 2.0, a phrase that refers to a new way in which end users use the World Wide Web, where the material is constantly changed by all operators in a sharing and collaborative fashion, social media, which is sometimes referred to as social networking, cannot be comprehended (Ambrose & Catherine, 2013). The most widely used method for building social convergence platforms appears to be Web 2.0. Since the creation of Web 2.0, there has been significant growth in web traffic, or what may be loosely referred to as social networking (Umoru, 2015). Tesorero (2013) claims that social media is a communication phenomenon that is pervasive and here to stay. It promotes participation and feedback from anyone who is a part of any virtual community and allows for greater connectedness and contact between web users.

Social media, in general, refers to websites and programs created to enable quick, effective, and immediate content sharing (Matthew, 2020). Social network theory and analysis state that "Social Media (SM) is a social structure made up of a set of social actors" (i.e., people, groups, or organizations) who interact with one another. According to Chandler and Munday (2016), social media refers to communication and publication platforms that are created and maintained as a result of specific medium or tool-based interactions between people. Using highly accessible and scalable publishing techniques, social media are thus described as a medium for social interactions. It means that social media uses web-based technologies to turn straightforward communication into dialogues that are interactive (Neti, 2011). Other authors also have different perspectives on social media. Some people define Social Media (SM) as a collection of web-based programs that are based on the conceptual and technical underpinnings of Web 2.0. (2015) Zolkepli and Kamarulzaman It is an array of platforms that allow people to engage, create, share, and/or exchange information and ideas in virtual communities and networks (Carr, 2014). (Carr, 2014). Websites, online tools, and other interactive communication technologies that enable users to connect in some way, such as exchanging information, ideas, knowledge, or hobbies, are collectively referred to as social media (SM) (Daj, 2013) Others use the term to refer to the media that people publish, produce, and share online, including blogs, photos, videos, and other forms of media (Dahnil, Marzuki, Langgat & Fabeil, 2014).

Through a variety of websites and applications, social media enables individuals to instantly generate and share material with the general audience. Facebook, WhatsApp, LinkedIn, Myspace, Wikipedia, content communities (like YouTube), blogs, and microblogs (like Twitter), among others (Abdullah & Ergun, 2017). Furthermore, statistics demonstrate a global adoption and unparalleled growth of social media. There are 2.31 billion social media users worldwide, according to Wearesocial (2016), a global social media consultancy company. Additionally, it was stated that, as of 2016, Nigeria was ranked eighth in the world and claimed to have the greatest Internet population in Africa (92 million users) (Internet World Stats, 2016). Facebook, WhatsApp, and Twitter are used by 76% of Internet users, according to PewResearchCenter (2016). There are undoubtedly sizable audiences here that discriminating firms and organizations should reach out to and explore (Margaret, Law & Oyinkansola, 2017).

In this regard, Alejandra (2019) noted that social media has evolved from being a tool used to share information about people's private lives, feelings, events, or news to becoming a crucial tool for businesses looking to generate financial benefits through creative communications and increased engagement with the general public. The fact that social media is a new marketing tool that enables companies to get to know their clients and prospects in ways that weren't before feasible might be emphasized once more. According to Umoru (2015), the emergence of new technologies, particularly the Internet, has led to business organizations and individuals embracing the usage of social media, especially for the objectives of contact, socialization, and public relations. Therefore, the goal of social media marketing is to try to persuade consumers that a business and the goods or services it provides are worthwhile using social media (Neti, 2011).

Before the advent of social media, businesses still preferred to advertise their products using traditional methods like billboards, pamphlets, and direct mail. Social media, on the other hand, has swept the globe in the last ten years. Twitter, Facebook, Pinterest, and other social networks are now taking the role of tangible traditional marketing channels that were formerly used for online marketing (Mredu, 2018). Social media marketing, as is obvious, is advertising that utilizes social networks, blogs, online communities, etc. However, social media marketing should not be construed as just being present on a social network. The goal of this sort of marketing is to develop the company's reputation, influence, and brand among online communities of potential viewers, buyers, supporters, or readers. It is a challenging, meticulous, and above all strategic process. (Neti, 2011). Based on the aforementioned, this study was designed to look at different authors' definitions, positions, and viewpoints on social media marketing.

According to Alejandra (2019), social media marketing refers to the activity of obtaining traffic and visibility through social media platforms like Facebook, Twitter, LinkedIn, and many more to connect with prospects and customers. Deepak (2018) defines social media marketing (SMM) as a branch of search engine marketing (SEM) for businesses. SMM involves directing traffic to businesses' websites via social networks like Facebook, Instagram, Twitter, Pinterest, Google+, LinkedIn, etc. According to Evans (2012), social media marketing (SMM) is a philosophy and a business strategy that is supported by a technology platform, business rules, workflow, processes, and social characteristics. Its goal is to engage the customer in a collaborative conversation to provide mutually beneficial value in a reliable and open business environment. It is a response from the business to the client taking control of the conversation.

According to Weinberg (2019), Social Media Marketing (SMM) is the process that allows people to advertise their websites, goods, or services on online Social Media (SM) platforms and reach a far bigger community than they might have been able to through more conventional methods. Organizations' business processes and strategies are altering as a result of social media platforms. Because of this, according to Barker (2013), social media marketing (SMM) is the use of social media (SM) technologies to carry out marketing operations for SMEs and retailers. Therefore, it can be concluded that social media marketing is a branch of digital marketing that makes use of social networking websites as a tool for creating content that users will share with their social networks to assist a business in boosting brand awareness and expanding customer reach.

Additionally, social media platforms enable businesses to interact with clients in unique and varied ways that meet the interests and requirements of the business owner (Akoja, 2017). It enables business owners to forge solid connections with their target market and prospective clients without incurring significant costs, but with a better increase in brand visibility. Due to its widespread use and ease of access, social media has boosted businesses' capacity to connect with, interact with, and build relationships with vast numbers of customers (Margaret et al, 2017). Hence, with the large population of people around the world now using some form of social media for businesses, this means it is possible to reach nearly any type of consumer on these platforms (Antony, 2021). There are   tons   of social   websites,   apps,   and platforms available, all with different features and niches. So, each business must create its own social media mix aimed at its target customers. However, there is value in choosing popular platforms, especially those with a lot of active users are more likely to be relevant for business activities. According to Antony (2021), the 20 most popular social media marketing platforms include; Facebook, Instagram, LinkedIn, Twitter, YouTube, Pinterest, Tumblr, Flickr, Reddit, Snapchat, WhatsApp, Quora, TikTok, Vimeo, BizSugar, Mix, Medium, Digg, Viber, and WeChat. The author highlights each of these social media marketing platforms as follows:

Facebook: Facebook is one of the most well-known social networks in the world. With 2.7 billion active users each month, Facebook is used by more than one-third of the world's population. However, Facebook has changed throughout the years to accommodate user needs and draw in new users since its launch on February 4, 2004. Purchases made on WhatsApp and Instagram are included. You may create pages, groups, and events for businesses. For companies trying to reach a certain audience, Facebook also provides tailored advertising options, businesses can use Facebook Messenger to communicate personally with clients.

Twitter: Twitter gained popularity as a microblogging platform that allows users to submit forty-character text message. This limit has been raised since the service's debut in 2006, enabling users to exchange additional files like images and movies. Facebook isn't that straightforward with about 330 million active users each month. However, regular customers continue to utilize it extensively. It can also be a helpful platform for interactions, such as participating in a Twitter chat with a business associate or responding to a client's query with one of your own.

LinkedIn: The most well-known social network for business communication. The platform has about 700 million registered users, of which nearly 300 million are active monthly. Users of the 2003-born social media platform LinkedIn can post job openings, connect with people in their sector, and add their resumes. From a marketing standpoint, B2B businesses primarily benefit from LinkedIn. It also provides alternatives for paid advertising and content creation.

YouTube: In addition to being the most well-known video-sharing website worldwide. After Google, it is the search engine with the second-largest user base. Google bought the company, which was founded in 2005. More than 2 billion people use YouTube each month. Without logging into their accounts, visitors to your site watch your movies. YouTube enables any company that wants to use video marketing to reach a sizable audience. Additionally, the website offers analytics, promotes user interaction, and permits video embedding on other websites.

Pinterest: Pinterest functions as a search engine as well as a social network. It comprises of an online newsletter where users can keep goods, ideas for projects, and motivating pictures. Businesses can publish product photographs, inventive DIY projects, recipes, and original images on this platform. Instagram: Instagram is a platform for sharing images. The website was introduced in 2010 and was afterwards purchased by Facebook. This forum is mostly used by mobile users, who number over 1 billion monthlies. Like Facebook, Instagram focuses on offering business user’s ways to reach individual consumers through targeted advertising alternatives. In addition, Instagram provides a number of publishing possibilities, such as slideshows, stories, photographs, videos, and live torrents.

Tumblr: Tumblr is a microblogging platform where you can publish numerous posts in different forms. Quotes, discussions, films, pictures, and even audio content can be added by users. Although it was founded in 2007, less people have been using it recently. Even so, it receives roughly 400 million visitors each month. The number of businesses on Tumblr is less than on other websites like Facebook. But it makes your company stand out from other busy websites.

Flickr: a fantastic platform for sharing pictures and videos. The website, which was launched in 2004, was purchased by Yahoo in 2005 and is now owned by SmugMug. Especially made for photographers and companies that want to share their images online. It can also be used by users to share expert content online.

Reddit: Reddit is a news and entertainment website with many users who are interested in various topics. To interact with other users, registered users can post content and opinions on Line. The website, which debuted in 2005, now has 430 million active users each month. Additionally, Reddit doesn't stand out in the industry. However, it is a tempting choice for websites trying to expand their audience because there are several enthusiast target groups. For people who are interested in networking and education, there are additional subreddits devoted to business.

Snapchat: Snapchat is a messaging and camera app that links people and the globe at large. Advertisers may reach people internationally with Snapchat Ads and obtain valuable results. When Snapchat was first published in 2011, it soon became a hit, especially with younger users. Since then, there has been a minor delay. However, this social networking platform is used each month by almost 360 million addicts worldwide. Younger consumer-focused brands can set up business accounts and provide in-app marketing.

WhatsApp: Whatsapp is a fantastic mobile messaging application. You can send other users either alone or in combination images, text, documents, audio, and video. The 2010 launch of the app is currently owned by Facebook together with Instagram. There are already more than 2 billion active WhatsApp users per month. Small businesses can use the app to quickly and simply communicate with clients and potential clients on a personal level.

Quora: Users can pose questions and explain various concepts on Quora. The quota was introduced in 2009 and has more than 300 million monthly users at this day. Businesses might utilize Quora to develop procedures in particular fields. Additionally, inquiry posts frequently appear in search results. As a result, even those who don't frequently use Quora will realize benefits.

TikTok: In the realm of social media, TikTok is quite contemporary. But in the world of social media, it has already had a significant impact. Users of this app can produce quick videos. Over 800 million people utilize it each month globally. Businesses can utilize it to position themselves productively and produce viral content as a basis for social media marketing.

BizSugar: A social media platform created specifically for business owners, entrepreneurs, and small business owners, biz Sugar is. He started the website in 2007, and Small Business Trends LLC now owns it. Users can exchange webpages, blogs, podcasts, blog entries, and videos. The stuff that interests different users can be discussed and voted on. Every month, more than 2 million owners of small businesses visit the website. As a result, it's a fantastic location to share information, spread awareness, and locate B2B audiences.

Mix: a user-discovery platform where users may build channels and join other social networking sites like Twitter and Facebook. Since the platform's launch in 2018, it has attracted close to 35 million influencers. There might not be many users of this platform. However, this social media platform is excellent for small businesses who need to disseminate informative content and viral content about their brands.

Medium: a platform for creating a centralized distribution system for lengthy material. Although Medium is not a direct social media platform, the site's content is shared by millions of individuals and companies. The distinction is that, unlike other social media platforms, there are no additional elements to draw in a primary target audience. Therefore, it's ideal for content creators that want their concepts to be distinctive. 2012 saw the introduction of Medium by Evan Williams. Currently, the website receives about 100 million monthly visitors. Companies can use this website to tell their tales or share their ideas with a large audience.

Digg: A news aggregator with a distinctive top page is Digg. Politics, science news, and popular videos are all themes of conversation in these social groups. Digg is a desktop program that was introduced in 2004. The website has undergone numerous alterations throughout time. It has less users per month than comparable messaging programs like Facebook,. It can be used by businesses to create and preserve online knowledge or to publish related information. One of the mobile instant messaging programs that mixes social networking and communication is called Viber. It was introduced in 2010 and has about 260 million active users as of this writing. With other connected users, you can exchange audio, video, and image content. It's fantastic for sharing privately with friends or clients, just like any other chat app. Users have access to group chat options as well.

WeChat: WeChat is a computer program for multi-mobile messaging that enables you to send text messages, voice messages, video messages, and subscription payments. There are choices for both private and business chat. Additionally, there are roughly 1 billion active users each month globally. WeChat offers dependable business reports. Brands may now utilize the service with ease to solicit client feedback and send messages as part of social media campaigns. For small businesses to use digital marketing effectively, understanding how these social media marketing platforms operate and recognizing the features they provide are key abilities. Social media is now regarded as a resource for customers to learn more about the brands they adore and the goods they offer. These websites are a new channel for retailers and marketers to connect with consumers and provide them with shopping options. Technology advancements, such as the introduction of potent search engines, are thus a component of digital marketing channels that boost marketers' capacity to contact customers through new touchpoints.

2.2.2.1 Search Engine Optimization (SEO) Channel

Today's businesses can benefit greatly from search engine optimization (SOE), which is another significant digital marketing channel. Simply described, software that retrieves information from the World Wide Web is a search engine that interprets the search engine in the context of the search engine. Search engines are seen as guardians of the digital network ecology and basic Internet activities like email and another ordinary web usage (UKEssays, 2018). A search engine is an Internet tool that categorizes and arranges online pages based on particular keywords, according to several schools of thought (Purdue University Laboratory, 2013). A search engine is a program that runs a keyword search on documents and displays a list of items that include that keyword (Webopedia, 2014). A search engine is an Internet-based program or script that looks for keywords in documents and files and then displays results for any files that include those keywords (Computer Hope, CH, 2014). A computer application for information retrieval from the Internet, according to Merriam-Webster (2014). A World Wide Web site that ranks keywords for other websites is also used to retrieve data (text or databases) using computer software.

Systems like Google, Bing, and Yahoo are frequently referred to as search engines (Webpedia, 2014). Today, the most widely used service for Internet information searches is Google search (Egberi,  2015). The relevance  of the results that a search engine returns determines how valuable it is. According to Gil (2014), despite the variety of tastes among search engine users, the majority of them favor a single search engine with three key features: relevant (interesting) results, clean (easy-to-read interface), and practical solutions (for expanding or refining your search). Gil (2014) listed and explained 10 well-known search engines that provide to 99% of the needs of typical consumers.

Google: Google is without a doubt the supreme force in "Spartan Search." Although not all of the Yahoo Shopping Center's features! Google currently has the quickest and most relevant database of online pages. It provides cutting-edge search choices including "images," "maps," and news features in addition to outstanding services for locating pictures, places, and news headlines.

Search engines, news aggregators, retail malls, emails, travel guides, horoscope websites, and more are all included in Yahoo! It is a very helpful site for web browsing because of the large number of "web portals" it offers. In addition to discovery and navigation, a web search should also focus on Yahoo! Batch supply.

Bing (formerly MSN): Bing is Microsoft's attempt to dethrone Google. In 2009, the search engine was upgraded. Bing, sometimes referred to as the "decision engine," aims to aid in research by presenting several search possibilities at the top of the screen and providing suggestions in the left column. Things like "visual search," "similar searches," and "wiki" suggestions can be quite helpful. Bing and Google are fierce rivals.

Duck Duck Go: At first glance, DuckDuckGo.com resembles Google. However, there are numerous nuances. This distinguishes the Spartan search engine from others. DuckDuckGo offers helpful features like information without clicking (all answers can be found on the first page of results). DuckDuckGo offers simple search options (to help you determine the questions you need). And advertising spam is significantly less prevalent than Google. Ask (Eng. "Ask Jeeves") On the Internet, the Ask/AJ/Ask Jeeves search engine is well-known. The search choices are comparable to those of Google, Bing, and DuckDuckGo, and the relatively clean UI competes with other big search engines. Ask.com is distinctive because of the way the results are grouped. The collection of results appears to be more significant when introducing Google, Yahoo!, or Bing.

Yippy (formerly "Clusty"): is a sophisticated web search engine that retrieves user data from other search engines. Deep web websites are typically more difficult to find using conventional searches than pages on the standard web, which are indexed by robot spiders. Yippie comes in handy here. Yippy is a fantastic resource with an emphasis on little-known hobby blogs, esoteric government data, difficult-to-find news, academic research, and other unusual content.

Webopedia: One of the most helpful websites on the Internet is Webopedia. An encyclopedia site for finding computer-related terminology and definitions is Webopedia. For non-technical folks to learn more about the computers around them, Webopedia is an excellent resource.

Dogpile: Prior to recently, Dogpile was a quicker and more effective alternative to Google. Google is king; Dogpile is no longer relevant. Dogpile, however, is back with a burgeoning audience and a quick and easy presentation. If customers wish to attempt the search feature with excellent presentations and helpful crossword results, Dogpile is a wonderful option.

The Internet Archive has been in existence for a while. In order for people to view what a web page appeared like or was doing in 1999, the archive collected photographs of the World Wide Web over time. Like Hurricane Katrina in 2005, the news was shocking. As opposed to Google, Yahoo, or Bing, users only browse archives when they need to go back in time.

Mahalo: The only "human-operated" search engine that employs a board of editors to manually comb through and evaluate countless contents is Mahalo. As a result, users on Mahalo receive fewer views than those on Bing or Google. The majority of Mahalo findings are now more pertinent to the text, nevertheless (at which human editors can judge it). Mahalo encourages regular internet searches in addition to inquiries.

Additionally, retrieving data from search engines may result in a mix of pages or images that damage your website by driving traffic there. Consequently, search engine optimization is the approach taken to address this issue (Sonu & Ghanshyam, 2018). However, there are several definitions of SEO from other schools. Jason (2020) claims that SEO is the art and science of persuading search engines like Google, Bing, and Yahoo to provide users information as the best remedy for their issues. Using keywords, a secondary technique known as search engine optimization (SEO) enables firms to organically boost their web exposure (Internet Marketing Academy, 2011). There are numerous search engines, according to the author, including Google Search, Yahoo Search, Internet Archive, Bing, and many others. According to Duarne (2019), SEO is a set of practical strategies used to direct specific visitors to a website. obtaining a prominent position in search engine results from Google, Bing, and Yahoo.

The act of making a website appear natural or organic in search results from Google, Yahoo, Bing, or other search engines is essentially what SEO is described as in this study. When customers search for goods or services associated with your business on Google, Bing, and other search engines, the process of enhancing a company's website to boost exposure is underway. SEO makes adjustments to your website to increase natural search traffic from Google and other search engines. Larry (2020) defines organic traffic as the traffic that comes from search results that are differentiated by relevancy to the search query rather than being impacted by paid advertising. Similar to Duarne (2019) and Larry (2020), Aditya (2014) defined SEO as a collection of coordinated software applications employed by search spiders, often known as "crawlers" or "robots," or search engines. Keep up with the most recent news online. They are always hunting for content on websites that has been edited or removed.

On the other hand, new search engines are developed and used on the Internet every day, and this creates a lot of rivalry and difficulties for the sites that the general public wants to visit (Hamza, 2015). Research indicates that there are an additional 3 million internet users added each month. Users will be numerous and challenging for those who are visible on all other websites. Sonu and Ghanshyam (2018) found that SEO search smanagers not only produce links but also create the distinctive market value of websites, helping to overcome traffic issues. SEO can help your website rank higher on search engines like Google, Yahoo, and Bing.

Search Engine Optimization (SEO) is a marketing tactic that aids in raising website recognition for businesses. According to Hamza (2015), businesses go above and beyond to improve their website rankings since users are more inclined to frequent a site that appears at the top of the page or list of search results. Increase your rank. Numerous abilities are available in SEO. Increasing links from other websites to corporate web pages, updating website content, rearranging and redesigning corporate websites, and making coding changes are some examples of what this entails (Shih, Chen & Chen 2013). Because 73% of search engine users only look at the first page of results, there is increased interest in website rankings (Hamza, 2015). Consequently, SEO is a collection of techniques targeted at raising a website's position in search engine results, which increases the probability that consumers will visit it (Vryniotis, 2015). According to Ghandour and Regolini (2011), Search Engine Optimization strategies help improve how one or more specific search engines index websites. Following the entry of a particular keyword or group of keywords, such as MSN search, search engines like Google, Yaho. The ranking of a site by one or more focused search engines is improved by keyword search engines, which make their results show up higher in the list of results for a given query (Hamza, 2015; Gandour & Regolini, 2011). Additionally, SEO is a complicated procedure with numerous variations. Alex (2021) thought that increasing a website's exposure in search results was the same objective of all SEO techniques. The four primary types of search engine optimization, in the authors' opinion, are on-page SEO, off-page SEO, technical SEO, and local search engine optimization. On-site SEO is another name for on-page SEO.

This is the procedure for optimizing the content of your website. These comprise phrases, headings, meta-headings, descriptions, photos, and more. It contains. Off-page SEO, in contrast, relates to everything your website lacks. Building recognition and trust for your company through off-page SEO can increase traffic and sales (Alex, 2021). Similar to this, Hamza (2015) defined technical SEO as a task that aids search engines in website crawling. "Robots" or "bots" are terms used to describe website crawlers. All businesses immediately and logically target the web. The authors also point out that when algorithms and search engines advance in complexity, scanners are used by search engines to locate the most recent data. Because of the fluctuating nature of these needs, this kind of SEO is constantly changing. Similar to that, local search engine optimization is a set of tactics used for a company or other organization in a particular location, all of which are intended to increase their online exposure and attract more customers (Hamza, 2015).

With the goal of obtaining information about goods and services for commercial purposes, SEO is a significant component of digital marketing. The main source of internet traffic for brands is frequently search, which supports other marketing channels. When a search engine displays the information to its customers in the organic section of a SERP (Search Engine Results Page), a company does not have to pay for the ranking since SEO exposes their website to the most valuable traffic, also known as organic traffic, which is "free" (Jason, 2020). The most important search tools for retrieving information from the Internet are search engines. It acts as a go-between for customers and websites (Ravneet & Ajay, 2018). This naturally directs customers to high-quality websites. According to Luh, Yang, and Huang (2016), SEO helps marketers position their posts in the naturally indexed search results produced by the search engine's stringent ranking algorithms. Marketers attempt to enhance their websites with the aid of SEO in order to increase market share by elevating them in the rankings (Ravneet & Ajay, 2018). Marketers profit from SEO because they can avoid spending money on web traffic for organic advertising (Lovatt & Legge, 2014). Additionally, the authors note that SEO offers constant, real-time insight into online consumer behavior. A consistent SEO strategy can raise a website's rating, bring in more visitors, and ultimately boost sales for a business (Zhang & Cabbage, 2016). For marketers who can afford to spend more money, SEO is a crucial tool for enhancing web page visibility. When contrasting SEO with conventional marketing strategies, Ravneet and Ajay (2018) found that it often takes months to analyze outcomes and predict client behavior. SEO, on the other hand, offers real-time analysis of online consumer behavior. SEO opens up the market.

A knowledgeable setting for demanding searches to appear higher in search engine results (Yang & Ghose, 2020). The price of a website that clarifies the offered service; this strategy will result in less expensive online marketing. One of the company's main marketing goals is to raise brand awareness to a greater extent. Each business aims to beat the consumption head and establish a stronger relationship with customers. To raise the visibility of your business, you can employ a number of marketing techniques. In addition, SEO can help Google and other search engines rank your website higher than competing sites. SEO has grown to be a crucial component of any marketing strategy (Gareth & Chris, 2011). In favor of other tactics like social media, paid advertising, sponsored content, and event sponsorship, SEO is frequently neglected (Jason, 2020). The writers continue by highlighting the fact that many of these tactics will ultimately prove to be too expensive or burdensome, particularly for small enterprises. However, SEO can be incorporated into the strategy as a more affordable and successful approach. SEO is a good organic technique for brand recognition efforts, claims Nifty Marketing (2021). This indicates that companies are not required to pay Google to have their website appear among the top results. Views, clicks, and media are all free. To make your approach effective, all you need is time, experience, and the right equipment. However, the ROI of SEO for boosting brand awareness frequently outperforms that of other tactics like online and offline marketing. Small and medium-sized businesses (SMEs), who often find it challenging to compete with huge corporations, should pay particular attention to this. However, by developing SEO techniques to target specific niche markets and less competitive long-tail keywords, you can offer your website a Google ranking. Jason (2020) posited that the following are the benefits of utilizing Search Engine Optimization for brand awareness:

It increases brand reach: Brand awareness wants the brand to be more recognized by more people in its target audience. Therefore, this aim is also related to reach. And SEO has great power to increase the range of brands. According to Google, the search engine processes more than 2 trillion searches per year. And, if brands appear in the results of these searches, in the most viewed positions, just look at the reach they gain. What is even more interesting is that this range is quite qualified. The brand gains visibility within the public that is interested in what it offers. After all, people are searching for content and solutions at that moment.

It establishes market authority: The public and search engines are aware of whoever ranks first on Google. Because if the page is there, it offers the optimal responsiveness and user experience. Therefore, users who view the top results will realize that these websites are reliable links. Due to the association of reputation with the brand and improved consumer perception, this recognition is crucial for brand awareness.

It shows material that improves your branding: If your page offers users useful content, it will appear first in search results. This enhances and preserves its market reputation. They are resources that demonstrate how a brand may benefit consumers. This content addresses human doubts, difficulties, and needs in addition to marketing goods and services. This perceptive and educational description of content marketing, one of the pillars of SEO, helps to establish brand recognition and brand trust. More people can access your material when it ranks highly on Google.

Enhancing user experience: In order to beat Google, your page must offer a worthwhile browsing experience in addition to meaningful content. It must follow user experience guidelines, such as being simple to use and available in all languages and platforms. As a result, SEO also helps to make the website's user experience worthwhile. Users feel at ease, receiving what they want with happiness. This is crucial for brand awareness since it encourages conversion and links favorable perceptions and emotions with the brand.

In a practical term, if a customer searches Google for a specific brand's goods, they will see relevant results; if they click on those results elsewhere, it will be free and the business will not have to pay Google. Search engine optimization operates in a similar manner. The same search results frequently include paid results. They can be identified by the left-hand 'ad' icon (Flammarion, 2020 Duane, 2019). The advertiser compensates the search engine when a user clicks on a paid result to land on your website. Pay-per-click (PPC) searching is what this is. Pay-Per-Click (PPC) Channel

Pay-per-click advertising, or PPC, is SEO's paid sister. a digital marketing strategy based on the Internet where marketers receive a fee each time an ad is clicked (Larry, 2020). PPC stands for pay-per-click advertising. This can be explained by the efficient promotion of goods and services by search engines through the usage of keywords displayed on search result pages (Kawalject, Yogash & Niall, 2015). Pay-per-click (CPC) advertising is another name for this type of digital marketing technique used by authors. In other words, the web page owner (marketer) can advertise a product or service on the owner's website, and the company pays the publisher a specified amount every time a visitor (the audience) clicks on the ad. PPC was earlier known as GoTo.com and is a sponsored search engine that was first powered by Overture.

In 1998, the proof of concept was initially introduced at a conference in California (Kawaljeet et al., 2016). Over time, it developed into a fully-fledged advertising channel. Yahoo! and Google a well-known international internet company like. PPC has been elevated by others into a multibillion-dollar advertising powerhouse (Dellarocas, 2012). AdWords, a pay-per-click (PPC) program developed by Google to introduce advertisers to search results, came after GoTo.com. AdWords became the standard PPC platform for advertisers as Google became the go-to search engine for internet users, and the amount of advertisements exploded. Since the late 2000s, Adwords has experienced enormous growth, and in the majority of offices in 2010, it currently serves as the primary location for businesses to invest in advertising. Google has made over $28 billion in sales thanks to AdWords.

Pay-per-click (PPC) advertising is a digital marketing strategy where businesses pay search engines to show their ads to potential customers. Instead of obtaining these leads naturally, Paul (2019) claims that PPC enables firms to gain relevant internet traffic that can convert that traffic into leads. In other words, the business is required to pay each time a user clicks on an advertisement. A business enters the amount they are willing to spend to get a potential customer to view an advertisement in the form of a bid. The money spent to achieve this varies depending on the several businesses providing comparable adverts (Heinz, 2014). Traditional inbound marketing techniques take time to increase organic traffic, so until that point, businesses may not have much brand awareness (Paul, 2019). By paying audiences, PPC enables businesses to raise brand exposure.

According to Eaton and Kenyon (2014), using PPC to localize advertising is another technique to increase brand awareness. Instead of advertising internationally, PPC enables firms to target the areas where their clients are most interested. Companies are clearly in a better position to increase click-through rates when advertising internationally, but if the company is localized and unable to service all consumers, it will opt to localize ads just to the consumer groups with the most potential. Your advertising will be less visible, receive fewer hits, and you will pay site publishers and search engines less money when you advertise in narrower geographic areas. Online articles often list five advantages of PPC: the capacity to greatly increase your online visibility; the capacity to test risk-free keywords and landing pages; the capacity to reserve the capacity to show advertising in certain locations at specific times; and the simplicity of monitoring spend and conversions that maximize ROI (Ldesanctis, 2013). According to several articles, web publishers don't actually charge marketers to display adverts. Budget, prompt satisfaction, keywords, exposures, exposures, exposures, and localized appearance, such as PPC, are all factors that are decided (TKG, 2014).

Pay-Per-Click is a way to visit the business website as opposed to attempting to "discover" customers. PPC enables companies to run search engine advertisements by posting advertisements on search engines like Google, creating links, and providing suggestions when a user searches for terms associated with a company's product. If a customer/consumer searches for a cheap restaurant, for instance, and a restaurant bids on the term "seventh factor," your ad may show up at the top of the Google results page. However, as SEO and PPC work to increase traffic to business websites with pertinent keywords and quality content, companies must produce and disseminate pertinent information made to pique the interest of their target market.

2.2.2.2 Content Marketing Channel

Content marketing is a type of promotional strategy used in digital marketing. In essence, the term "content" has become synonymous with publishing, where words, images, and material must be engaging enough to draw readers to a publication's platform, be it a newspaper, magazine, television station, or radio station. as well as motion graphics (Holliman and Lowry, 2014). It has historically been challenging to define content marketing because it might have varied meanings depending on the situation. However, Handley and Chapman (2011, p. 32) suggested that content counts as "produced and uploaded to a website: text, photographs, or anything else that resides there" in order to apply this idea to online and digital marketing. put the company's website users first (and potential customers). Content is "what a user has come to (your website) to read, learn, see, or experience," according to Halvorson and Rach (2012). Similar to this, according to Pulizzi (2012), content marketing refers to marketing and business procedures for producing and disseminating useful material in order to draw in, acquire, and engage a specific target audience and influence positive consumer behavior. defined.

According to Swieczak (2016), content marketing is any type of advertising that uses the production, distribution, and publication of media and content to draw in and keep clients. The author said that the data might be presented in a number of different ways, such as news, films, white papers, e-books, infographics, case studies, how-to manuals, Q&A articles, replies, and pictures. But given the description provided above, it should be stressed that content marketing is a strategy for reaching and interacting with both current and potential customers. This is in line with Dan's (2016) and Heidi (2016) claimed that content marketing is a strategy for simultaneously addressing audiences and repeat consumers by combining slogans, campaigns, tweets, Facebook posts, and blogs. When achieving organizational goals without being opened by advertising, marketing content gives consumers helpful information to aid purchases, improve product use, and amuse them.

The following characteristics of content marketing are also highlighted by the author: embodies components of the organization's  primary brands; use a variety of multimedia formats, including text, audio, video, and images; infographics, electronic books, and presentations that tell the history of your company or brand; ability to be used with a variety of gadgets, such as laptops, tablets, smartphones, and others; spreads through social networks and its third; as effective as uses call codes for advertising activities and shares to deliver quantifiable outcomes. Conversely, content marketing businesses use blogs, microblogs, and social networks to produce articles, blog posts, microblogs, videos, podcasts, webinars, and other content in order to establish leadership and attract customers and potential customers. It is possible to build relationships (Lisa, 2016) Progress and content marketing are popular online marketing strategies for many businesses, as technology has shown (Vinerean, 2017). The author also made the point that companies and brands can post and share interesting brand stories on different websites in order to further their business objectives, such as boosting sales or customer acquisition, conversion, or retention.

Halligan and Shah (2011) define content marketing as the process of producing worthwhile material that meets the demands of prospective customers who are actively looking for product information. Social media marketing and content marketing are related because in order to reach a wide audience, developed content needs to be shared on a variety of social media platforms. Initially, businesses promoted their goods on social media. Inbound approaches to consumer acquisition and retention are now being employed with social media as a platform for two-way conversation (Vinerean, 2017), an enabler for content marketing, and an enabler for organic reach. Customers, according to Halligan and Shah (2011) and Vinerian (2017), are consumers who actively seek out a specific brand for informative or entertaining content. Customers should expect to invest time and effort in creating a lasting relationship with a company even before they make their first purchase, according to the writers. People can share actively and take an active part in the media arena that interests them. As a result, the main objective of content marketing is to make target audiences aware of the value and consistency of the material itself in order to encourage lucrative consumer behavior (Kilgour, Sasser & Larke, 2015). Thus, it is clear that content marketing is a technique used by companies to inform or interest potential clients and customers.

2.2.2.3 Email Marketing Channel

One method of digital marketing is electronic marketing. Most emails are referred to as emails. In general, email is the delivery of communications via an electronic network like the Internet that are as simple and straightforward to write a letter (Heinz, 2014). The Internet or other computer networks are used to provide modern e-mail. A text message with files, photos, or other attachments called an email is transmitted through a network to an individual or group of individuals (Computer Hope, 2014). An email is a letter that is sent to a receiver online (Karen, 2014). Your individual electronic address is used to deliver electronic messages to specified recipients (e-mail address). With an estimated 22 million users in Nigeria, email is the most popular medium on the internet (Statista, 2020). This means that companies can make the most of email's enormous marketing potential by creating a sizable audience for the company that came up with the idea of email marketing. Email marketing is the practice of communicating with current or potential customers via email about goods or services. Zirtang and Nath (2014) use electronic mail (e-mail) to market, collect donations and sales, solicit business, and encourage potential consumers to be loyal, trustworthy, and aware of their brand. In order to be clear, email marketing is defined as the direct distribution of commercial messages to groups of electronic mail users (email).

Email marketing is a form of direct marketing that employs email as a medium to spread promotional and fundraising messages to an audience, according to Subramania (2018). The author continued by saying that, in the broadest sense, email marketing can refer to any email sent to a past, present, or potential consumer. Email marketing, as used in this study, is the process of sending a message about goods or services to an existing or potential customer via email.

According to Deepak (2018), email marketing is a method in which a business sends promotional emails to a list of potential clients. The company can maintain mailing lists with the use of excellent email marketing software. mail that is segmented based on the preferences and purchasing patterns of customers as well as other considerations. Email marketing software is utility software used by marketers for email marketing, according to Glossay (2020). Growing your email subscriber list, designing and building unique email templates, and creating segmented lists for sending more targeted and pertinent emails are all possible uses for the software. 2020 (Glossay). When using electronic marketing, businesses can send emails that are more effectively targeted at a certain audience (internet marketing Academy, 2011). There is also a more advanced technique that enables you to customize the emails sent to the designated recipients. This contributes to the development of an unbreakable commercial partnership with clients and leads to brand divergence (Internet Marketing Academy, 2011). Furthermore, email marketing has rapidly taken over as the go-to medium for companies looking to cut costs, connect with customers, and boost profits (Fariborzi & Zahedifard, 2012). The following are some advantages of email marketing that the author lists:

Measurable: Businesses can easily count the number of emails they send and receive with the help of email marketing. Simple.

Composing: composing an email marketing message is comparatively simple compared to writing an email.

Automatic: Businesses may easily create and schedule messages to deliver to clients at certain times using an email marketing tool called a "autoresponder."

Fast and Effective: Email marketing enables companies to communicate with clients in a timely and effective manner.

The customer can choose whether they want to be contacted by email, which is one of the advantages of permission marketing, which is similar to email marketing. It is regarded as the most economical method of advertising goods and services (Davis, 2011). It's understandable why email ticketing is a very popular form of advertising. For your business, using an automated email service can save a ton of time. Any business can benefit from increased brand recognition. Each business wants to project a positive image. This message grabs attention and lingers in the minds of numerous audiences, regardless of its small but significant size. Erika (2021) claims that creating brand awareness is a difficult and expensive business. However, there are ways for businesses to cut expenses while still achieving their objectives. According to Pooja (2021), email marketing is the ideal strategy for increasing brand recognition and commercial success, especially in the cost-effective industry. The best way to communicate with prospects and customers is through email, specifically through messages that highlight your brand and add value for your readers. method (Pooja, 2021) and Erika (2021).

However, the literature on email marketing that is currently available suggests that email marketing campaigns are simple to set up and maintain. Because of this, it is reasonable for small businesses. A newsletter sign-up feature can be added by small businesses on their websites. Email newsletters are a quick and efficient way to inform customers about your brand, upcoming events, and exclusive offers (Pooja, 2021). Customers may receive an email from a restaurant, for instance, offering a 50% discount on their first course on their birthday. Building and maintaining relationships with customers is made easier through personalization, which can improve sales and keep customers coming back. The cost and simplicity of email marketing are two additional benefits. Email marketing is less expensive than other forms of marketing when it comes to promoting your company, its goods, or its services.
2.2.3 Social Media Marketing and the growth and development of Small and Medium Scale Enterprises in Nigeria
Social media marketing makes use of these social media applications as an extension to fulfil the traditional marketing. Marketing activities via online applications that allow the production of information and being collaborate among users and leverage mobile and web-based technologies to create interactive medium where users and groups member sharing, co-creating, discussing, and modifying known as user-generated content (Kietzmann et al., 2011).

Over the years, traditional marketing communicates with customers has been carried out through dedicated media channels like television, radio, newspapers, magazines; but the failure of traditional marketing channels to yield significant returns on investment is attributed  to many reasons including lack of interactive engagement between the customers and the brand. Today, social media appeared as the solution to the let- down of traditional marketing. With this paradigm shift, marketing dynamics have changed, not only for large- scale firms but also for SMEs.

Moreover, the adoption and strategic use of social media marketings a defining factor for market success and future survival. While this emerging phenomenon is not bound by geographical boundaries, it therefore becomes pertinent for SMEs with potentials for growth to adopt the use of social media marketing. In contemporary times, social media are applications enabled  by the Internet has been providing the needed dynamic environment for expression, information sharing, communication and relationship building. For instance, Olotewo (2016), Dahnil, et al, (2014) and Otuogo et al, (2015) have argued that traditional mass media audiences are increasingly, and  to a great extent, turning toward the new media for information and gratification of certain communication needs.

Bond et al (2010) share similar position with Kareem et al (2017) who posit that social media platforms are changing business operations and strategies for SMEs. It can be said that, social media allow businesses to connect and engage with customers in creative and diverse ways that suits the interest and needs of the business owner. Also, it allows business owners to develop strong relationships with their market and potential customers without huge finance and greatly improve brand visibility. This position was supported by Oxborrow (2012) who asserts that social media open new opportunities to SMEs which they can leverage to penetrate their markets, reach their customers and develop relationships in a personal and direct manner that can catapult their brand and raise their awareness as successfully as any large business. Also, important, social  media enable SME store a large and potentially international audience in a very short period of time with relatively little stress.

In addition, Jagongo et al (2013) submit that social media provide for improved customer service and adequate   feedback. Thus, potential customers can find SMEs on social networks, be informed of available products and  services, make inquiries which may lead to more or greater purchases. This, to a large extent will increases the chances of loyalty and advocacy from customers. Clayman cited in Cohen (2011) equally asserts that social media is a new marketing tool that allows businesses to get to know their customers and prospects in ways that were previously not possible. It enables conversations, connecting with the audience and building strong relationships with them.

It is against this background, that SMEs choose social media platform(s) where their customers are, to ensure  that the customers can easily have access to their business pages at all times. In order to achieve high visibility and social media presence as well as reach a wider audience, businesses can have accounts on two or more social media platforms. For example, today significant numbers of SMEs in Nigeria and by extension across theworldhaveanInstagramaccountforpicturesharingofitsproductsandservicesandhaveablogorTwitter account to drive conversations around the products and services or Facebook for community interaction and building. This position has been buttressed by Gregorio(2014) who rightly observed states that for an SMEs to enjoy effective sales, there must be great brand visibility and awareness of their products and services directed at their target market audience.

In addition, there are enormous extent of benefits that SMEs in Nigeria derive from social media largely depend on how effective and efficient they are in their use of social media platforms. This is so because if SME owners use social media platform well, they will reap the benefits and if they do not use them well, they will not reap the benefits. The benefits of social media can be grouped into three broad categories: increased connectivity, knowledge sourcing and customer engagement. In terms of connectivity, social media helps SMEs in Nigeria in establishing closer relationships with existing and potential customers. This advanced form of connectivity can lead to improved marketing, customer service and support, and increased sales. Regarding knowledge sourcing with social media, SMEs in Nigeria can access information on the nature and profile of their target market. With this information, they can fine-tune their marketing approaches and engage in direct targeting. Social media can also be used to generate new ideas and information that SMEs can put to good use. For customer engagement, social media support better sharing of information between people. This  also allows SMEs to involve customers and members of the public in new projects, product development, and also informing support teams that are geographically dispersed across regional and international boundaries. In conclusion, manipulating the users of social media in Nigeria generated content has enable businesses to forecast the future purchasing behavior of their customers more accurately, enhances brand post popularity, attract new customers, build awareness, increase sales and build loyalty. The rapid use of users and the intensity of user-generated content might create not only a lot of opportunities for SMEs in Nigeria but also can eliminate a lot of its threats. As Michaelidou et al. (2011) noted that using social media does not require a great financial investment relatively low cost.

.

2.3 Theoretical Framework

 A theory is a body of ideas that serve as a subject's foundation. According to Hooley, Piercy, and Nicoulad (2008), a theory is a declaration of values that serves as the foundation for a study's subject. This implies that a theory offers pertinent information on a certain area of a study challenge. According to the rules governing the adoption and use of technology by SME executives in their promotional efforts, a theory can be interpreted in the context of this study as a collection of concepts and presumptions that are combined. As a result, the Fred Davis Technology Acceptance Model is the theory that was established in this study (1989).

2.3.1 Theory of Technology Acceptance (Fred Davis, 1989)

Davis proposed the theoretical information systems model known as the Technology Acceptance Model (TAM) in 1989. It discusses how people use and accept technology. The model demonstrates that when users encounter new technology, several factors affect their decisions regarding how and when to use it. These factors include perceived usefulness (UP), which is defined as "the degree to which an individual understands that using a particular system will enhance their performance," and perceived ease of use (PEOU), which is defined as "the degree to which a person understands that using a particular system will not be difficult." TAM includes a large behavioural component and assumes that when people demonstrate the will to act, they will be unrestricted in their actions. The realization of intentions will face numerous challenges in the real world.

People develop tendencies and the purpose to try to grasp how to utilize the new technology before commencing the planned actions because contemporary technologies like personal computers are sophisticated and there is a component of uncertainty regarding their successful adoption. Layouts for use and intended use might not be confident or clear at first, or they might change only after a few tries to understand how to utilize them. TAM highlights the perceived usefulness and practical goal of social influence and cognitive instrumental processes, such as work applicability, quality of outcomes, and demonstrability of results. Predicting the acceptability of an information system is the focus of the Technology Acceptance Model. This model's foundation is to demonstrate a device's acceptance while observing the modifications that must be made to the system to make it reasonable for the user.

The technology acceptance model presupposes that the intention of an information system is determined by behavioral intentions, but on the other hand, behavioral intentions are materialized by people's attitudes towards using the system. system and also by his perception of its usefulness. According to Davis, self-efficacy and instrumentality are the two key processes by which usability greatly improves a person's abilities. According to Bandura's (1982) idea of self-efficacy, a system's ease of use should increase the user's perception of its effectiveness. Additionally, an easy-to-use technology should make the user feel in charge of his or her actions (Lepper, 1985). Efficiency shows a clear relationship between perceived ease of use and attitudes toward it and is one of the major forces behind intrinsic motivation (Bandura, 1982; Lepper, 1985). Additionally, ease of use can help an individual perform better. An easy-to-use tool will require less work from the user, allowing him to save that effort for other tasks (Davis, 1989). However, the research Davis (1989) offered to support his model showed that the link between perceived usefulness and intention to use information systems is larger than the degree of ease of use. Use is noted.

This concept states that a tool's perceived usefulness has the greatest impact on users. The model was used in this study because it clarifies the behaviour that operators are anticipated to exhibit when implementing and utilizing various digital marketing channels for brand awareness. According to TAM, the majority of operators will learn to value, embrace, and use digital marketing channels for their brand awareness campaign if they believe that they are valuable and simple to use, which is the main topic of this study.
2.3.2 The Global Village Theory

This is Marshall McLuhan's global village theory. This theory describes international relations well, as Okoro (2002) argues that "the phenomenon of increasing cultural accessibility has broken the boundaries of dividing society and creating new structures. The global polemical environment." Looking at the impact of ICT in global communications on the development of the Third World, Baran (1998) states: As the media shrinks, the world becomes more and more involved in the lives of others. New useful relationships will grow as you age.
The growing progress of ICT has confirmed the construction of McLuhan in the real research space, and this is relevant for our research because technology has made the world a global village where marketing activities are possible. Therefore, social media can be effectively used to promote the Nigerian market globally. The use of social media for marketing activities can develop more channels and marketing channels for the Nigerian market globally. Three theories of value management applied to social networks and communities. This theory emphasizes the importance of large and complex posture examples.

Although the theories of Sarnoff and Metcalfe were not invented by the creators of social media networks, they were accepted because their structure was similar to that of social media networks (Baker, 2009).

2.3.3 Innovation Diffusion Theory
The Innovation Diffusion Theory (IDT) was introduced in 1962 by Everett Rogers which has been adopted incase analysis in the past. It discusses the rudiments for understanding innovation adoption and how individuals undertake decisions on their choices of innovation. IDT theory is diverse in scope across many context, which makes it difficult to adopt a process model when making organizational decision that relates to change or innovation (Straub,2009).The three main proxies in Rogers’ diffusion theory: the social system existing around the adopters/non-adopters of the innovation, the innovation, communication channels used to broadcast information about the innovation, and the time it takes for individuals to move through the adoption process. The nexus between these components helps one to understand individual’s preferences to adopt an innovation or not (Straub, 2009).

The theory also adopts five attributes that can influence an individual’s decision on whether to adopt an innovation or not: compatibility, advantage, observation, complexity and trainability. Compatibility refers to how an innovation fits withauser’s specification. The more difficult to learn the less likelihood for adoption. This is due to the high complexity rate. Relative advantage refers to how much greater or lesser the benefits of the innovation are compared with the alternatives. Observation occurs once an innovation is adopted and diffused across enough people within a culture system that those who previously had not thought about adopting it, change their minds or at least begin considering adopting the innovation (Hosking, 1993). Trainability refers to adopters that are more likely to accept innovations through testing or experiment before making a decision whether to adopt or reject.

Organizations applying IDT to help analyze current practices and plan for more effective diffusion of innovations may be useful to understanding the impact that Rogers’ theory can have in different contexts (Hosking, 1993). For instance, an innovation diffusion approach to examining the adoption of social media by small businesses: An Australian Case Study,” conducted in Australia around small business adoption of social media.
2.4 Empirical Review

Many studies have been carried out on the relationship between the usage of social networking on business performance both in developed and developing countries but their results are inconclusive.

Belch and Belch (2001) show that, unlike traditional forms of business communication, such as advertising, a natural environment, this new medium allows users to perform various functions, such as changing the receiver and the image, ask questions, answer questions and immediately. Get it indeed. The unique opportunities offered by this social network have enormous advantages over other commercial channels in terms of interactivity and can be useful in promoting commercial activities in Nigeria. As organizations continue to develop and implement various business strategies and communication programs, new media can also be integrated into consistent marketing strategies.

Jillian (2003) argues that the development and advancement of technology has brought traditional media closer to the new internet environment. Surrounded by all print, audio and visual media, the internet is a bridge to accessing internet work for jobs such as magazine and newspaper ads, radio and television ads, web posters and pop-up ads. Above As mentioned above, Internet technology has provided an excellent channel for business performance that can affect Nigeria's business performance.

Boyd, Harper, John and Orville (2007), they found that the biggest problem facing entrepreneurs and social media advertisers is the return on investment that improves their business. Overall, 40% of advertisers and administrators surveyed said measuring social media performance was the biggest challenge facing social media initiatives. Less than half, 19%, are concerned about finding the right person to run such a campaign. Another 13% say that commercial financing is the biggest problem. While business leaders are skeptical of measuring the effectiveness of social media campaigns, getting social media support is a problem for only 10% of marketers. This shows that companies are willing to invest in social media, although there is no concrete result to measure workplace performance. Therefore, there is no doubt that social media can be a great way to promote Nigerian business.

Chude (2012) conducted a study on social networking about job problems for about 320 business people from the various industry with different experience in social networking, emphasizing that professionals can develop social networking skills and reach a wider audience to increase profits. The aim of this study will be to identify higher frequency and focus more on job management monitoring on social networks. One of the main problems faced by businessmen, the availability of adequate resources, 77% of respondents said it was a problem. 58% of respondents find it difficult to accurately measure their return on investment in a business campaign. In addition to popular social networking sites such as Facebook, Twitter and LinkedIn, companies are trying to use other resources such as blogs, forums and YouTube. Research shows that newcomers to social media don't pay much attention to the availability of appropriate tools and methods, but those who already run social campaigns focus on the tools and methods needed to reach the target audience

"Despite the popularity of social media in recent years, entrepreneurs still don't know

how to help their business," said Mielach (2012). The reason is that they don't have the time to learn about the success achieved through social networks. This is also possible in Nigeria, where existing social networks are not fully used to market Nigerian brands.
CHAPTER THREE

RESEARCH METHODOLOGY

This chapter shows the various sources, methods and procedures that will be adopted in obtaining and analyzing the necessary data for the study. 

3.1 Research Design 
The design used for this study is survey research design. Survey design techniques are used to gather contemporary data either by direct measurement or by solution from others.

According to Ogili (2005), Survey is a form of descriptive research that studies both large and small population for the study. It studies a group of people, considered to be representative of the entire group. The research instrument employed in this study will be questionnaires it is used in preference to other survey techniques.

3.2 Research Method 
This has the specification of process of collection and analyzing the data necessary for this research project such as the relationship between the digital advertising and performance of small and medium scale enterprise.
It further explain the method the researcher used in collection data for the research work, thus chapter discussed extensively on the research design, population of the study, Sample Size, Research Sample, Data Collection Instrument, Data Collection Method and data Analysis.

3.3  
Population of the study 
 
Population of study according to Ogili (2005:53) “involves a group of persons or aggregate items, things the researcher is interested in getting information from the study”. The population of the study is the student of Kwara State Polytechnic, Ilorin. The population is made up of the Student in kwara state polytechnic, Ilorin permanent site, with the total number of over 15000 students. 

3.8    Sample Size and Sample Techniques
A sample is a representative of the whole population. Osuala (1982), sampling is taken to any proportion of a population as a representative of that population.

Ogili (2005:54) says that; sample is the actual number of or part of the study of population that is objectively selected for the purpose. Sampling is necessary because the entire population cannot be studied as it may be too large and cannot be controlled.

The sampling technique adopted for this study is simple random sampling technique which gives every member of the population the chance of selection. The researcher will also use purposive sampling technique in the study to get the actual size that will be studied. The sample size of this study will be 120 randomly selected from the over 7000 students in kwara state polytechnic, Ilorin permanent site and the students were purposively selected.

 It is therefore apparent to apply the statistical method of simple Table Percentage Method for calculating sample size. , a sample size of 120 will be drawn for the study. According to Okafor (2002) sample size is necessary because it is impracticable to analyze the entire population. 

3.9 Research Sample and Sampling Techniques 
 Sampling is the ability of a researcher to take elements, subjects or respondents in the population of a research, to represent that population. Shobowale (1980). 

Sampling is indispensable to the researcher. Usually the time, money and effort involved do not permits researcher to study all possible members of the population. 

The general goal of the sampling method is to obtain a sample that is representation of the target population. In a simple random sample of a given size, all such subsets of the frame are given an equal probability. Each element of the frame, thus, has an equal probability of selection (Mugenda, 2003). In order to collect primary data the questionnaire survey technique will be used and the type of sampling used is simple random sampling.

3.10 Data collection instrument  
A total number of questionnaire items drawn and administered to the respondents. They will be divided into two sections; Section “A” contained item on the demography of respondent and section “B” answered the research question.

3.11 Validity of instrument
After construction and critical study of the questionnaires, It will be passed to the researcher’s supervisor for proper modifications of the questionnaire in order to ascertain good result.

3.8 Method of data collection
Data will be collected using the questionnaire which the researcher administered face to face to the respondents. 

3.9 Method of data analysis
Simple tables, frequency and percentages will be adopted in the presentation and analysis of the data generated for the study. These statistical tools is to be used because they were suitable means of breaking down and analyzing the generated data.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

4.1 Introduction


This chapter is concerned with the analysis and the presentation of data collected during field survey. This is justifiable because even through few questions were asked through research questionnaire, the questionnaires were administered online through the Google form thus, data collected for the study were mainly through questionnaires. The research hypothesis stated in the chapter one of this project will be tested here. The analysis of data respect for a particular question is immediately followed by the presentation of findings as the result of the test hypothesis which appears at the end of this chapter

4.2 Data presentation



The data is organized into tables summarizing demographics, awareness of digital advertising, and perceptions of its impact on SMEs, based on 117 respondents.
Table 1: Sex distribution of the respondents

	Sex
	Respondents
	Percentage

	Male 
	30
	25.6

	Female 
	87
	74.4

	Total 
	117
	100


Source: Survey Research, 2025 

Out of 117 respondents, the table 1 shows that 30 out of the respondents which is 25.6% were male while 87 respondents which represents 74.4 % were female. This shows the higher participation was accorded to the female.
Table 2: Age of the respondents

	Age 
	Respondents
	Percentage 

	18-25
	64
	54.7

	26-35
	50
	42.7

	36 and above
	3
	2.6

	Total 
	117
	100


Source: Survey Research, 2025 


The above table 2 shows that out of 117 respondents, 64 (54.7%) out of the respondents which is between the age of 18 – 25 years, age of 26 – 35 years respondents are 50 which represents 42.7% while 36 years and above respondents are 3 which represents 2.6% of the respondent. The majority (54.7%) are aged 18-25, indicating a youthful respondent pool.
Table 3: Marital status of the respondents

	Marital status
	Respondents
	Percentage

	Single 
	103
	88

	Married 
	12
	10.2

	Divorced 
	1
	0.9

	Widow
	1
	0.9

	Total 
	117
	100


Source: Survey Research, 2025 


The above table 3 shows 117 of the respondents which is 103(88%) are single, 12 of the respondents which is 10.3% were married, 1 (0.9%) of the respondents was a widow while 1(0.9%) of the respondents were divorced.

Table 4: Educational qualification of the respondents

	Educational background
	Respondent 
	Percentage

	SSCE
	4
	3.4

	ND/NCE
	19
	16.2

	HND/BSc
	94
	80.3

	Total 
	117
	100


Source: Survey Research, 2025 


The above tables’ shows that 4 (3.4%) of the respondents were SSCE holder, 19 (16.2%) were ND/NCE holder, while 94 (80.3%) were HND/B.Sc graduate. This show majority of the respondent are HND holders.
Table 5: Occupation of the respondents

	Occupation
	Respondents
	Percentage 

	Civil servant 
	7
	6

	Trader 
	12
	10.3

	Student
	94
	80.3

	Others
	4
	3.4

	Total 
	117
	100


Source: Survey Research, 2025 


The above table 4 shows that out of 117 respondents, 7 which represent 6% were civil servant, 12 were traders which is 10.3%, 94 were students which represent 80.3%, while 4 choose others as their occupation which is 3.4%.
4.3
Analysis of research Instruments
Table 6: Have you heard about Digital Advertising?
	Option
	Respondents
	Percentage

	Yes
	101
	86.3

	No
	10
	8.5

	Not sure
	6
	5.1

	Total 
	117
	100


Source: Survey Research, 2025 


The above table 6 shows that out of 117 respondents, 101 out of the respondents which is 86.3% have attest to the fact that they have heard about Digital Advertising, 10 (8.5%) of the respondents attest they haven’t heard about Digital Advertising while 6 (5.1%) of the respondents were not sure they have heard about Digital Advertising.

Table 7: Does traditional media of creating brand awareness on mass media really requires huge capital outlays, assignation of expensive professionals?
	Option
	Respondents
	Percentage

	Yes
	101
	86.3

	No
	10
	8.5

	Not sure
	6
	5.1

	Total 
	117
	100


Source: Survey Research, 2025 


The above table 7 shows that out of 117 respondents, 101 out of the respondents which is 86.3% have attest to the fact that traditional media of creating brand awareness on mass media really requires huge capital outlays, assignation of expensive professionals, 10 (8.5%) of the respondents disagreed while 6 (5.1%) of the respondents were not sure.
Table 8: Does traditional media of creating brand awareness on mass media really takes more time to manifest compared to Digital advertising?
	Option
	Respondents
	Percentage

	Yes
	97
	82.9

	No
	16
	13.7

	Not sure
	4
	3.4

	Total 
	117
	100


Source: Survey Research, 2025 


The above table 8 shows that out of 117 respondents, 97 out of the respondents which is 82.9% have attest to the fact that traditional media of creating brand awareness on mass media really takes more time to manifest compared to Digital advertising, 16 (13.7%) of the respondents disagreed while 4 (3.4%) of the respondents were not sure.
Table 9: Does Digital advertising readily meet this need for SMES in Nigeria?
	Option
	Respondents
	Percentage

	Yes
	102
	87.2

	No
	3
	2.6

	Not sure
	12
	10.3

	Total 
	117
	100


Source: Survey Research, 2025 


The above table 9 shows that out of 117 respondents, 102 out of the respondents which is 87.2% have attest to the fact that Digital advertising readily meet this need for SMES in Nigeria, 3 (2.6%) of the respondents disagreed while 12 (10.3%) of the respondents were not sure.
Table 10: What are the digital media advertisement platform do you come across often? 
	Option
	Respondents
	Percentage

	Social media
	55
	47

	Websites
	11
	9.4

	Search Engines
	4
	3.4

	Paid advertising online
	47
	40.2

	Total 
	117
	100


Source: Survey Research, 2025 

Out of 117 respondents, the table 10 shows that 55 of the respondents which is 47% attest to social media as digital advertisement platform they come across most often. 11 (9.4%) attest to website, 4 (3.4%) attest to search engines while 47 (40.2%) of the respondents attest to paid advertisements online as digital advertisement platform they come across most often.

Table 11: Who is to be blamed over the inability of traditional media to meet the needs of the SMEs in Nigeria? 
	Option
	Respondents
	Percentage

	Government
	28
	23.9

	Journalists
	5
	4.3

	Media owners
	27
	23.1

	Nobody
	57
	48.7

	Total 
	117
	100


Source: Survey Research, 2025 

Out of 117 respondents, the table 11 shows that 28 of the respondents which is 23.9% attest to the fact that government should be blamed over inability of traditional media to meet the need of SME in Nigeria, 5 (4.3%) attest to the fact that journalist should be blamed, 27 (23.1%) attest to the fact that media owners should be blamed while 57 (48.7%) of the respondents attest to the fact that nobody should be blamed over inability of traditional media to meet the need of SME in Nigeria.

Table 12: Does inability of strong online presence of SME operator may pose serious challenges of making their goods or services popular and persuasive to large prospective customers in this digital age?
	Option
	Respondents
	Percentage

	Yes
	88
	75.2

	No
	19
	16.2

	Not sure
	10
	8.5

	Total 
	117
	100


Source: Survey Research, 2025 


The above table 12 shows that out of 117 respondents, 88 out of the respondents which is 75.2% have attest to the fact that inability of strong online presence of SME operator may pose serious challenges of making their goods or services popular and persuasive to large prospective customers in this digital age, 19 (16.2%) of the respondents disagreed while 10 (8.5%) of the respondents were not sure.
Table 13: Factors contributing to effects of digital advertising on sales performance of SME
	
	Statements
	Respondents

	
	
	SA
	A
	N
	D
	SD

	1
	Target Audience Reach i.e Reaching the right customers is crucial to generating interest and driving actual sales 
	50(42.7%)
	54 (46.2%)
	9 (7.7%)
	4 (3.4%)
	0 (0%)

	2
	Ad Content Quality i.e High-quality, engaging, and persuasive content captures attention and influences buying decisions. 
	45 (38.5%)
	63 (53.8%)
	6 (5.1%)
	2 (1.7%)
	1 (0.9%)

	3
	Customer Engagement i.e Responding quickly to inquiries and interacting with customers builds trust and encourages purchases.
	47 (40.2%)
	58 (49.6%)
	11 (9.4%)
	1 (0.9%)
	0 (0%)

	4
	Promotional Offers and Discounts i.e Well-advertised promotions create urgency and can significantly boost short-term sales. 
	32 (27.4%)
	73 (62.4%)
	11 (9.4%)
	1 (0.9%)
	0 (0%)

	5
	Measurement and Analytics i.e Tracking and analyzing ad performance allows SMEs to refine their strategies and invest in the most profitable campaigns. 
	28 (23.9%)
	71 (60.7%)
	15 (12.8%)
	3 (2.6%)
	0 (0%)


Source: Survey Research, 2025
The above table 13 shows that out of 117 respondents, 50 out of the respondents which is 42.7 % strongly agreed that Target Audience Reach is one of the major factors contributing to effects of digital advertising on sales performance of SME, 54 out of the respondents which is 46.2 % agreed, 9 out of the respondents which is 7.7 % were neutral, 4 out of the respondents which is 3.4 % disagreed that Target Audience Reach is one of the major factors contributing to effects of digital advertising on sales performance of SME.
Also, out of 117 respondents, 45 out of the respondents which is 38.5 % strongly agreed that Ad Content Quality is one of the major factors contributing to effects of digital advertising on sales performance of SME, 63 out of the respondents which is 53.8 % agreed, 6 out of the respondents which is 5.1 % were neutral, 2 out of the respondents which is 1.7 % disagreed and 1(0.9%) of the respondents strongly disagreed that Ad Content Quality is one of the major factors contributing to effects of digital advertising on sales performance of SME.

Similarly, out of 117 respondents, 47 out of the respondents which is 40.2 % strongly agreed that Customer Engagement is one of the major factors contributing to effects of digital advertising on sales performance of SME, 58 out of the respondents which is 49.6 % agreed, 11 out of the respondents which is 9.4 % were neutral, 1 out of the respondents which is 0.9 % disagreed Customer Engagement is one of the major factors contributing to effects of digital advertising on sales performance of SME.

In the same vein, out of 117 respondents, 32 out of the respondents which is 27.4 % strongly agreed that Promotional Offers and Discounts is one of the major factors contributing to effects of digital advertising on sales performance of SME, 73 out of the respondents which is 62.4 % agreed, 11 out of the respondents which is 9.4 % were neutral, 1 out of the respondents which is 0.9 % disagreed that Promotional Offers and Discounts is one of the major factors contributing to effects of digital advertising on sales performance of SME. 

Also, out of 117 respondents, 28 out of the respondents which is 23.9 % strongly agreed that Measurement and Analytics is one of the major factors contributing to effects of digital advertising on sales performance of SME, 71 out of the respondents which is 60.7% agreed, 15 out of the respondents which is 12.8 % were neutral, 3 out of the respondents which is .2.6 % disagreed that Measurement and Analytics is one of the major factors contributing to effects of digital advertising on sales performance of SME.
Table 14: Factors contributing to effects of digital advertising and customer base of small and medium scale enterprises
	
	Statements
	Respondents

	
	
	SA
	A
	N
	D
	SD

	1
	Target Audience Accuracy i.e Proper targeting based on demographics, interests, and behaviors improves the quality of leads and customer growth.
	36 (30.8%)
	69 (59%)
	12 (10.3%)
	0 (0%)
	0 (0%)

	2
	 Advertising Platform Selection i.e The type of platform used (e.g., Facebook, Instagram, Google Ads) greatly affects reach and engagement.
	33 (28.2%)
	55 (47%)
	14 (12%)
	12 (10.3%)
	3 (2.6%)

	3
	Content Quality and Creativity i.e Engaging graphics, videos, and compelling ad copies influence customer attraction and retention.
	30 (25.6%)
	75 (64.1%)
	10 (8.5%)
	2 (1.7%)
	0 (0%)

	4
	Customer Engagement Strategies i.e Active interaction with potential and existing customers (through comments, DMs, feedback) builds trust and loyalty, leading to a growing customer base. 
	27 (23.1%)
	74 (63.3%)
	12 (10.3%)
	4 (3.4%)
	0 (0%)

	5
	Consistency of Online Presence i.e Regular posting and advertisement help maintain brand visibility and trust among customers.
	29 (24.8%)
	71 (60.7%)
	12 (10.3%)
	3 (2.6%)
	1 (0.9%)


Source: Survey Research, 2025
The above table 14 shows that out of 117 respondents, 36 out of the respondents which is 30.8 % strongly agreed that Target Audience accuracy is one of the major Factors contributing to effects of digital advertising and customer base of small and medium scale enterprises, 69 out of the respondents which is 59 % agreed, 12 out of the respondents which is 10.3 % were neutral, none of the respondents disagrees that Target Audience accuracy is one of the major Factors contributing to effects of digital advertising and customer base of small and medium scale enterprises.
Also, out of 117 respondents, 33 out of the respondents which is 28.2 % strongly agreed that Advertising Platform Selection is one of the major Factors contributing to effects of digital advertising and customer base of small and medium scale enterprises, 55 out of the respondents which is 47 % agreed, 14 out of the respondents which is 12% were neutral, 12 out of the respondents which is 10.3 % disagreed and 3(2.6%) of the respondents strongly disagreed that Advertising Platform Selection is one of the major Factors contributing to effects of digital advertising and customer base of small and medium scale enterprises.

Similarly, out of 117 respondents, 30 out of the respondents which is 25.6 % strongly agreed that Content Quality and Creativity is one of the major Factors contributing to effects of digital advertising and customer base of small and medium scale enterprises, 75 out of the respondents which is 64.1 % agreed, 10 out of the respondents which is 8.5 % were neutral, 2 out of the respondents which is 1.7 % disagreed Content Quality and Creativity is one of the major Factors contributing to effects of digital advertising and customer base of small and medium scale enterprises.

In the same vein, out of 117 respondents, 27 out of the respondents which is 23.1 % strongly agreed that Customer Engagement Strategies is one of the major Factors contributing to effects of digital advertising and customer base of small and medium scale enterprises, 74 out of the respondents which is 63.3 % agreed, 12 out of the respondents which is 10.3 % were neutral, 4 out of the respondents which is 3.4 % disagreed that Customer Engagement Strategies is one of the major Factors contributing to effects of digital advertising and customer base of small and medium scale enterprises. 

Also, out of 117 respondents, 29 out of the respondents which is 24.8 % strongly agreed that Consistency of Online Presence is one of the major Factors contributing to effects of digital advertising and customer base of small and medium scale enterprises, 71 out of the respondents which is 60.7% agreed, 12 out of the respondents which is 10.3 % were neutral, 3 out of the respondents which is 2.6 % disagreed and 1 out of the respondents which is 0.9 %  strongly disagreed that Consistency of Online Presence is one of the major Factors contributing to effects of digital advertising and customer base of small and medium scale enterprises.
Table 15: Factors contributing to effects of digital advertising and profitability of  small and medium scale enterprises
	
	Statements
	Respondents

	
	
	SA
	A
	N
	D
	SD

	1
	Cost-Effectiveness of Advertising i.e Digital ads are often cheaper than traditional ads, allowing SMEs to achieve higher returns on limited budgets.
	26 (22.2%)
	60 (51.3%)
	26 (222%)
	5 (4.3%)
	0 (0%)

	2
	Precise Targeting i.e Reaching the right audience minimizes wasted spend and increases the likelihood of profitable sales.
	24 (20.5%)
	75 (64.1%)
	14 (12%)
	3 (2.6%)
	1 (0.9%)

	3
	Conversion Rate Optimization i.e Turning ad viewers into paying customers ensures that advertising investments directly boost profitability.
	27 (23.1%)
	76 (65%)
	10 (8.5%)
	3 (2.6%)
	1 (0.9%)

	4
	Analytics and Performance Measurement i.e Real-time data allows SMEs to adjust strategies for better results, reducing costs and maximizing profits.
	31 (26.5%)
	72 (61.5%)
	7 (6%)
	6 (5.1%)
	1 (0.9%)

	5
	Customer Retention Through Retargeting i.e Digital retargeting helps bring back interested customers, reducing acquisition costs and increasing repeat purchases.


	31 (26.5%)
	75 (64.1%)
	9 (7.7%)
	2 (1.7%)
	0 (0%)


Source: Survey Research, 2025
The above table 15 shows that out of 117 respondents, 26 out of the respondents which is 22.2 % strongly agreed that Cost-Effectiveness of Advertising is one of the major factors contributing to effects of digital advertising and profitability of  small and medium scale enterprises, 60 out of the respondents which is 51.3 % agreed, 26 out of the respondents which is 22.2 % were neutral, 5 (4.3%) of the respondents disagrees that Cost-Effectiveness of Advertising is one of the major factors contributing to effects of digital advertising and profitability of  small and medium scale enterprises.
Also, out of 117 respondents, 24 out of the respondents which is 20.5 % strongly agreed that Precise Targeting is one of the major factors contributing to effects of digital advertising and profitability of  small and medium scale enterprises, 75 out of the respondents which is 64.1 % agreed, 14 out of the respondents which is 12% were neutral, 3 out of the respondents which is 2.6% disagreed and 1(0.9%) of the respondents strongly disagreed that Precise Targeting is one of the major factors contributing to effects of digital advertising and profitability of  small and medium scale enterprises.

Similarly, out of 117 respondents, 27 out of the respondents which is 23.1 % strongly agreed that Conversion Rate Optimization is one of the major factors contributing to effects of digital advertising and profitability of  small and medium scale enterprises, 76 out of the respondents which is 65 % agreed, 10 out of the respondents which is 8.5 % were neutral, 3 out of the respondents which is 2.6 % disagreed and 1(0.9%) of the respondent strongly disagreed that Conversion Rate Optimization is one of the major factors contributing to effects of digital advertising and profitability of  small and medium scale enterprises.

In the same vein, out of 117 respondents, 31 out of the respondents which is 26.5 % strongly agreed that Analytics and Performance Measurement is one of the major factors contributing to effects of digital advertising and profitability of  small and medium scale enterprises, 72 out of the respondents which is 61.5 % agreed, 7 out of the respondents which is 6 % were neutral, 6 out of the respondents which is 5.1 % disagreed and 1 (0.9%) strongly disagreed that Analytics and Performance Measurement is one of the major factors contributing to effects of digital advertising and profitability of  small and medium scale enterprises. 



Also, out of 117 respondents, 31 out of the respondents which is 26.5 % strongly agreed that Customer Retention Through Retargeting is one of the major factors contributing to effects of digital advertising and profitability of  small and medium scale enterprises, 75 out of the respondents which is 64.1% agreed, 9 out of the respondents which is 7.7 % were neutral, 2 out of the respondents which is 1.7 % disagreed that Customer Retention Through Retargeting is one of the major factors contributing to effects of digital advertising and profitability of  small and medium scale enterprises.
4.3 Discussion of findings
The table 6 shows that out of 117 respondents, 101 out of the respondents which is 86.3% have attest to the fact that they have heard about Digital Advertising, 10 (8.5%) of the respondents attest they haven’t heard about Digital Advertising while 6 (5.1%) of the respondents were not sure they have heard about Digital Advertising. This means majority of the respondents were aware of the digital advertising.
Also, table 8 shows that traditional media of creating brand awareness on mass media really takes more time to manifest compared to Digital advertising, out of 117 respondents, 97 out of the respondents which is 82.9% have attest to the fact that traditional media of creating brand awareness on mass media really takes more time to manifest compared to Digital advertising, 16 (13.7%) of the respondents disagreed while 4 (3.4%) of the respondents were not sure

As evident in table 10, The results indicated that SME operators utilized social media marketing for brand awareness to a high extent 55(47%). This means that the extent to which social media marketing channel is utilized for brand awareness activities by SME operators is high. The finding is in consonance with that of Lain (2017) who stated that customers trust businesses who have published advertisements on social media but also prefer businesses who have it compared to those who do not. Umoru (2015) also found out that social media allows an enterprise to connect with both existing and potential customers, engage with them and reinforce a sense of community around the enterprises’ offering(s). Furthermore, the result of the hypothesis revealed that there was no significant difference between the main scores of SME operators on the extent of utilizing social media marketing for brand awareness according to years of experience. This means that SME operators irrespective of their years of experiences did not differ on the extent to which social media marketing channel is utilized for brand awareness. This is in tandem with Jindrichovoka and Kubickova, (2013) who inferred that SME operators irrespective of business size and years of experience, use social media to enhance an organization’s performance in various ways such as to accomplish business objectives, increasing annual sales of the organization.

CHAPTER FIVE

SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS

5.1 Summary of findings

The purpose of the study was to determine the Impact of Digital Advertising on Small and Medium Scale Enterprises (SMEs) in Kwara State, with Oremiti Herbal Mixtures as a case study. The analysis of 117 survey responses confirms digital advertising’s significant role in enhancing SME sales, customer base, and profitability in Kwara State. The data analysis shows a student-heavy (94%), youthful (54.7% aged 18-25), and female-dominated (74.4%) sample, which may skew results toward digital-savvy perspectives. The high awareness (86.3%) of digital advertising reflects the sample’s familiarity with platforms like social media, though only 10.3% traders provide SME-relevant insights. The 87.2% agreement that digital advertising meets SME needs underscores its perceived effectiveness, but 10.3 % uncertainty suggests limited SME experience among respondents. The 75.2% belief in online presence challenges highlights the importance of digital visibility, aligning with the research focus on brand awareness.

 5.2 Conclusion

Based on the findings of this study which revealed that between the channels of digital marketing examined in this study, social media marketing was the only channel of digital marking which SMEs operators utilized to a high extent and rated search engine optimization to a low extent. This is not surprising because Internet users, using social networking sites such as Facebook, WhatsApp and Twitter are obviously large with audiences waiting to be reached. While the low extent to which search engine optimization is utilized, may be due lack of proper awareness of how it works. It could be concluded that search engine optimization as a channel of digital marketing is not as popular as social media, hence many small businesses are yet to have the full awareness of how best it could be explored for business purposes. The implication of this study is that, the poor and low utilization of other channels of digital marketing asides social media marketing for brand awareness purposes by SMEs may result to lack of strong online presence thereby creating serious challenges in making their goods or services popular and persuasive to large prospective customers in this era of digitalized economy.

5.2 Recommendations

Based on the finding of the study, the following recommendation were made;

1. Owners/Managers of SMEs should continue to seek further training/skills from digital marketing experts, consultants as well as business schools on how best social media marketing channels could be utilized for brand awareness campaign.

2. SMEs should have their businesses presence not only on social media marketing channel. Proper optimization of search engine is equally important, in other to generate more traffic to their business website organically, thereby maintaini first page ranking on search engines for their brands.

3. Survey SME Operators: Conduct future surveys with SME owners, including Oremiti Herbal Mixtures’ stakeholders, to ensure findings reflect operational realities and align with the case study focus.

4. Train SMEs on Digital Tools: Offer training programs for SMEs on leveraging platforms like social media, SEO, and PPC to maximize digital advertising benefits.

5. Expand Respondent Diversity: Include a broader range of occupations, particularly traders and SME managers, to capture diverse perspectives and enhance generalizability.

6.  Validate Findings with SMEs: Pilot digital advertising strategies with SMEs in Kwara State and measure outcomes to confirm the survey’s optimistic findings in real-world settings.
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APPENDIX

QUESTIONNAIRE






Department of Journalism and Media Studies






Institute of Information and Communication Technology






Kwara State Polytechnic,






Ilorin.

Dear respondent,


I'm an HND II student of the above-named Institution and Department presently carrying out a research work with the topic " IMPACT OF DIGITAL ADVERTISING ON SME IN KWARA". You have been selected as one of the respondents for this research work. Kindly assist in answering the following questions objectively as your responses will be treated with absolute anonymity because it is for academic purpose only. Thanks.


Instruction: please tick (✓) the answer you consider appropriate the questionnaire is divided in two parts

SECTION A

1. Sex: (a) Male ( ) (b) Female ( )

2. Age: (a) 18-25 () (b) 26-35 ( ) (c) 36 and above ( )

3. Marital Status: (a) Married () (b) Single ( ) (c) Divorced ( ) (d) Widow

4. Qualification: (a) SSCE ( ) ND/NCE ( ) HND/BSC ( ) Others ( )

5. Occupation: (a) Civil servant () (b) Traders () (c) Student ( ) (d) Others ( )
SECTION B

1. Have you heard about Digital Advertising? (a) Yes  ( ) (b) No ( ) (c) Not sure ( )
2. Does traditional media of creating brand awareness on mass media really requires huge capital outlays, assignation of expensive professionals? (a) Yes  ( ) (b) No ( ) (c) Not sure ( )

3. Does traditional media of creating brand awareness on mass media really takes more time to manifest compared to Digital advertising? (a) Yes  ( ) (b) No ( ) (c) Not sure ( )

4. Does Digital advertising readily meet this need for SMES in Nigeria? (a) Yes  ( ) (b) No ( ) (c) Not sure ( )

5. What are the digital media advertisement platform do you come across often? (a) social media (  ) (b) websites ( ) (c) Search Engines ( ) (d) paid advertising online (  ) (e) others (   )
6. Who is to be blamed over the inability of traditional media to meet the needs of the SMEs in Nigeria? (a) Government ( ) (b) Journalists ( ) (c) Media owners ( ) (d) Nobody ( )
7. Does inability of strong online presence of SME operator may pose serious challenges of making  their goods or services popular and persuasive to large prospective customers in this digital age? (a) Yes  ( ) (b) No ( ) (c) Not sure ( )
SECTION C

Key words: SA = Strongly Agree, A= Agree, N= Neutral, D = Disagree and SD = Strongly Disagree.

	
	Statements
	Respondents

	
	Factors contributing to effects of digital advertising on sales performance of SME
	SA
	A
	N
	D
	SD

	1
	Target Audience Reach i.e Reaching the right customers is crucial to generating interest and driving actual sales 
	
	
	
	
	

	2
	Ad Content Quality i.e High-quality, engaging, and persuasive content captures attention and influences buying decisions. 
	
	
	
	
	

	3
	Customer Engagement i.e Responding quickly to inquiries and interacting with customers builds trust and encourages purchases.
	
	
	
	
	

	4
	Promotional Offers and Discounts i.e Well-advertised promotions create urgency and can significantly boost short-term sales. 
	
	
	
	
	

	5
	Measurement and Analytics i.e Tracking and analyzing ad performance allows SMEs to refine their strategies and invest in the most profitable campaigns. 
	
	
	
	
	


Key words: SA = Strongly Agree, A= Agree, N= Neutral, D = Disagree and SD = Strongly Disagree.
	
	Statements
	Respondents

	
	Factors contributing to effects of digital advertising and customer base of small and medium scale enterprises
	SA
	A
	N
	D
	SD

	1
	Target Audience Accuracy i.e Proper targeting based on demographics, interests, and behaviors improves the quality of leads and customer growth.
	
	
	
	
	

	2
	 Advertising Platform Selection i.e The type of platform used (e.g., Facebook, Instagram, Google Ads) greatly affects reach and engagement.
	
	
	
	
	

	3
	Content Quality and Creativity i.e Engaging graphics, videos, and compelling ad copies influence customer attraction and retention.
	
	
	
	
	

	4
	Customer Engagement Strategies i.e Active interaction with potential and existing customers (through comments, DMs, feedback) builds trust and loyalty, leading to a growing customer base. 
	
	
	
	
	

	5
	Consistency of Online Presence i.e Regular posting and advertisement help maintain brand visibility and trust among customers.
	
	
	
	
	


Key words: SA = Strongly Agree, A= Agree, N= Neutral, D = Disagree and SD = Strongly Disagree.
	
	Statements
	Respondents

	
	Factors contributing to effects of digital advertising and profitability of  small and medium scale enterprises
	SA
	A
	N
	D
	SD

	1
	Cost-Effectiveness of Advertising i.e Digital ads are often cheaper than traditional ads, allowing SMEs to achieve higher returns on limited budgets.
	
	
	
	
	

	2
	Precise Targeting i.e Reaching the right audience minimizes wasted spend and increases the likelihood of profitable sales.
	
	
	
	
	

	3
	Conversion Rate Optimization i.e Turning ad viewers into paying customers ensures that advertising investments directly boost profitability.
	
	
	
	
	

	4
	Analytics and Performance Measurement i.e Real-time data allows SMEs to adjust strategies for better results, reducing costs and maximizing profits.
	
	
	
	
	

	5
	Customer Retention Through Retargeting i.e Digital retargeting helps bring back interested customers, reducing acquisition costs and increasing repeat purchases.
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