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ABSTRACT
This study examines the effect of digital marketing on performance of small and medium scale enterprises in Lagos. Faced with the problem of SMEs being held below the bottom in the competing world regarding earning of profits compared with multinational companies, mainly because of not employing modern techniques like Digital Marketing in the business activities, marketing and the advertising campaigns, the study was guided by the following objectives; 
1. To identify the impact that online marketing application has on business process in small and medium enterprises
2. To establish the nature of the relationship between digital marketing and small and medium- sized businesses’ productivity
3. To determine the effect digital marketing has on business process in small and medium enterprises
4. To find out the marketing strategies used by SMEs in Lagos to make their products and services appeal to customers
 The study employed descriptive and explanatory design, questionnaires in addition to library research were applied in order to collect data. Primary and secondary data sources were used and data was analyzed using statistical package which was presented in frequency tables and percentage. The respondents under the study were 30selected SMEs in Lagos. The study findings revealed that there is a significant impact online marketing application has on business process in small and medium enterprises. Linear regression significant at 0.05 level (2-tailed), 0.00 indicates the significance of interaction between two variables an indication that the significant is under the range of 0.0 and 0.05.
  
Using the above findings, it implied that there is a strong relationship between digital marketing and small and medium sized business’ productivity. Key recommendations from the study are;
i. Efforts should be made improve the exposure of small business owners to ICT facilities.
ii. There should be constant training and retraining of personnel in small and medium scale enterprises on digital marketing. 
iii. There should be proper orientation of the small and medium scale enterprises operators on the need to adopt relevant digital marketing strategies.
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CHAPTER ONE
		INTRODUCTION
1.1 Background to the Study
The emergence of globalisation has brought about a development in Information Communication and Technology which brought about the use of the internet which has consequently led to the emergence of social media. The use of social media by business owners has become an important platform for marketing their products and services to consumers in recent times (Paquette, 2013). The media have become part of the marketing strategy now used by some organisations to connect with their potential customers and this trend has continued to bring dramatic changes to how business is done now compared to what obtained about three to four decades ago. It must be stated that though social media are primarily created as an avenue to socialise, some marketers have realised the business opportunities that they offer and have decided to utilise them to grow their businesses. According to (Neti, 2011), social media represent a marketing opportunity that transcends the traditional middleman; it connects companies directly to consumers. The social media have, therefore, changed how consumers and marketers communicate and engage in business transactions (Balasubramanian, 1997).
In Nigeria the assumption is that government has the responsibility to provide employment for the people, create an enabling economic environment for business to thrive as well as to drive economic growth. But the economic reality as shown that government alone cannot generate full employment for the entire population of those who are willing to work. However, government has the economic machinery to stern the rate of unemployment by formulating policies which stimulate individuals to embark on small scale business. Nigerian government’s response to stemming unemployment has therefore being the promotion of entrepreneurial activities and support for the establishment and promotion of small and medium scale enterprises. Nevertheless, it is necessary for the entrepreneur to have a passionate marketing view of the entire entrepreneurial functions. He needs to look at marketing not as a business function but as a comprehensive view of the entire business process. Entrepreneurs should be more marketing- oriented, more concerned with the booming and buzzing conditions of the external world, to which the enterprise ultimately addresses itself. This is because marketing is on the firing line where the impact of change is greatest for the organisation.
The Internet has also enabled customers to survey, select, and purchase products and services from businesses around the world. Peer communication through social media has become a new form of consumer socialisation which is having a profound influence on consumer decision making and, thus, marketing strategies. The consumer socialisation theory predicts that communication among consumers affects their cognitive, affective, and behavioural attitudes (Al Kailani and Kumar, 2011; Ward, 1974). The internet, therefore, might be considered as an important agent of consumer socialisation. In Ghana, both large and small business owners have also joined millions of internet users, to reach out to customers and new shoppers by promoting and offering their products and services to them. This study attempts to examine what motivate these business owners to shift from the traditional marketing to online shopping. 
1.2	Statement of the Problem 
The wide acceptance and popular usage of Digital Media has made it possible for anyone who is interested in to set up business of different types at anytime. However, different forms and big corporate are reaping benefits of so many diverse types while the SMEs are still lagging far behind in adaptation of this innovative technology of the present century. It is an alarming issue that SMEs are held below the bottom in the competing world regarding earning of profits compared with multinational companies mainly because of not employing modern techniques like Digital Marketing in the business activities, marketing and the advertising campaigns. Consequently, it is important that a study be undertaken to identify and highlight the probable benefits, attached deficiencies and managing options for the potential disadvantages of Digital Marketing so that SMEs could join the economic and business competition with the rapidly growing companies. This study will take a look at the effect of digital marketing on performance of small and medium scale enterprises in Lagos.
1.3	Research Objectives 
The general objective or main objective of this study is to investigate the effect of digital marketing on performance of small and medium scale enterprises in Lagos. The specific objectives are:
i. To identify the impact that online marketing application has on on business process in small and medium enterprises
ii. To establish the nature of the relationship between digital marketing and small and medium- sized businesses’ productivity
1.4	Research Questions
The following research questions will guide the study:
i. Does online marketing application have a significant impact on business process in small and medium enterprises?
ii. What is the nature of the relationship between digital marketing and small and medium- sized businesses’ productivity?
1.5	Research Hypotheses 
The following research hypotheses will guide the study.
H01: There is no significant impact between online marketing application and business process in small and medium enterprises
H02: There is no significant relationship between marketing on business process on small and digital marketing and small and medium sized business productivity.
1.6	Significance of the Study
The findings of this study will be beneficial to organizations as well as firms especially on the need to focus generally on digital marketing, individual, group/team and organizational creativity. Also, the findings of this study will serve as a medium of awareness and enlightenment on the many environmental trends affecting organizations in recent years and proffer possible panacea to such problems as they rear heads. Not only this, but also, its findings will serve as platform mostly for professional manager, chief executives and all personnel involved in the staff training, administration and management on how to drive their staff for maximum human creativity and innovation. By so doing, several organizations would be better equipped to develop a repertoire of techniques (management control systems) to improving performances of average employees and at the same time improving the efficiency in management by enforcing cooperation of workers and standardization of work methods especially in creative organizations. In conclusion, the outcome of this study will provide a contribution to the management of national culture as regards cultural individualism, collectivism, uncertainty avoidance, multiple cultural dimensions as may affect an individual employee’s preferences for, and reaction to management control systems in interactive ways; and it will be a systematic knowledge base for researchers.
1.7	Scope of the Study
The scope of this study will be some selected Small and Medium Enterprises in Lagos metropolis which are using online marketing applications and own internet websites.
1.8	Definition of Terms
Medium-sized Enterprises: These are defined as enterprises which employ fewer than 250 persons, and whose annual turnover does not exceed N50 million or whose annual balance-sheet total does not exceed N43 million.
Small Enterprises: These are defined as enterprises which employ fewer than 50 persons and whose annual turnover and/or annual balance sheet total does not exceed N10 million.
Micro Enterprises: These are defined as enterprises which employ fewer than 10 persons and whose annual turnover and/or annual balance sheet total does not exceed N2 million.
Digital Marketing: This refers to all forms of internet advertising, internet payment system, internet marketing, internet customer support service and internet order and delivery.












CHAPTER TWO
LITERATURE REVIEW
2.1	Conceptual Review
2.1.2	Concept of Digital Marketing
Numerous marketing opportunities exist for small businesses, namely networking and word of mouth marketing. Not only do owner-managers of small businesses rely on their personal contact network, but they rely on the networks of their customers as well. Small businesses often rely on word of mouth recommendations for new customers. Word of mouth marketing provides small businesses with an opportunity to give customers a reason to talk about products, making it easier for word of mouth to take place. Networking is a widely cited marketing activity for SMEs and is important during their establishment, development, and growth (Walsh & Lipinski, 2009).
Siu (as cited in Walsh & Lipinski, 2009) found that in marketing their firms, SMEs rely heavily on their personal contact network. Traditionally, economic structures favour larger firms; however, today’s economy is distinguished by relationships, network, and information, favouring some of the characteristics of SMEs (Walsh & Lipinski, 2009; Adegbuyi, 2009). Rather than relying solely on their personal contact network, small businesses rely on the networks of customers as well. Today, these customers can be reached through electronic word of mouth, or WOM.
Marketing in small businesses relies heavily on word of mouth recommendations for customer acquisition. Stokes & Lomax (2002) claim that “a number of studies have indicated that the most important source of new customers for small firms is recommendations from existing customers”.
For many owner-managers, reliance on customer recommendations is more suited to the resources available to their business (Stokes & Lomax, 2002). Word of mouth marketing involves monitoring what is being said for marketing purposes, engaging in brand related discussions, involving people and their social networks for marketing purposes, and more (WOMMA, 2011). The Word of Mouth Marketing Association (2011) recognizes all word of mouth marketing techniques as being based on the concepts of customer satisfaction, two-way conversation, and transparency. The association describes the basic elements of word of mouth marketing as: “Educating people about your products and services; Identifying people most likely to share their opinions; Providing tools that make it easier to share information; Studying how, where, and when opinions are being shared; and Listening and responding to supporters, detractors, and neutrals” (WOMMA, 2011).
In 2011, Linkdex, a company that helps businesses increase online marketing performance, conducted a survey on small and medium-sized businesses in the UK and USA to find out which marketing tools were most important. Of the companies surveyed, 81% considered word of mouth to be the most important marketing tool for SMEs (Straw, 2011). According to Straw (2011) “The perceptions by companies match the changing ways in which consumers find information about the products and services they want to buy.” Small firms are generally at an advantage because their small size makes it easier to get close to customers and obtain valuable feedback (Gilmore et al., 1999). Such an advantage enables small businesses to take advantages of the marketing opportunities networking and word of mouth marketing provide. But small business owners face many challenges when it comes to marketing as well.
Marketing Challenges of Small Businesses
Researchers widely agree that marketing practiced in small firms is different from that of large organizations (Coviello et al., 2000; Gilmore et al., 2001; Hill, 2001; Reijonen, 2010). Small firm marketing has been described as informal, unstructured, spontaneous, and reactive (Gilmore et al., 2001; Reijonen, 2010). According to Stokes (2000), in small firms, marketing is used for immediate needs and little attention is paid to plans and strategies. SMEs direct their attention to sales in order to survive (Stokes, 2000). For all issues outside of advertising, such as customer satisfaction measurement and improvement and design of customer service and support, the sales function has a slightly greater influence (Walsh & Lipinski, 2009; Harris et al., 2008).
One of the most prevalent areas in which a small business has problems is marketing (Huang & Brown, 1999). This is due to the inability to employ a marketer to carry out marketing activities for the business (Berthon et al., 2008; Moss et al., 2003; Gilmore et al., 2001). Leppard & McDonald (as cited in Hill, 2001) stated that the owner manager has a significant impact on every aspect of the SMEs marketing activities. The SME owner manager is often responsible for the performance of functions within an organization, such as banking, purchases, advertising, and recruitment. They will often decide which marketing strategies to use because the use of specialists is rare and they do not often have a marketing manager as an employee (Berthon, Ewing, & Napoli, 2008). Moss, Ashford, & Shani (2003) state that “Relatively little is known about SME marketing activities…” There exists a lack of knowledge about marketing activity in small businesses, suggesting that “such functional specialization may rarely exist” (Moss, Ashford, & Shani, 2003). According to Walsh and Lipinski (2009), marketing in SMEs is not as well developed or influential as it is in large firms. Large organizations are often large enough to have a marketing department that permits the delineation of functions and activities. This difference can be attributed to certain limitations that small firms face including limited resources in terms of finance, time, and marketing knowledge (Gilmore et al., 2001; Reijonen, 2010). Complex theories may be considered inappropriate in small enterprises (Hogarth-Scott, Watson, & Wilson, 1996). According to Reijonen (2010) “it is argued that owner-managers of small firms tend to view marketing narrowly”. Furthermore, it is argued that SME marketers may consider marketing the same as selling or advertising (Reijonen, 2010).
Traditional marketing theories fail to account for the marketing carried out by small firms (Reijonen, 2010). Rather than viewing the marketing concept as simply a business philosophy, Stokes (2000) also examines marketing as a strategy and as tactics. Reijonen (2010) recognizes “marketing as tactics/methods focuses on the use of marketing mix (4 P’s: product, place, price, promotion); in other words, on the implementation of marketing strategy”. Because definitions of marketing generally interpret the marketing carried out by large businesses, there is no clear definition of marketing in SMEs (Reijonen, 2010). One solution to the marketing challenges faced by small businesses is social media. Social media enables small businesses to overcome the challenges of limited budget, lack of expertise, and positioning against larger competitors. Small businesses are not the same as big businesses and therefore cannot be expected to have the same marketing resources. Competitive advantage often has to be sought from other sources and by other means (Gilmore et al., 1999). Several models of marketing exist that provide guidelines for businesses to survive and grow.
However, marketing theory that a large organization uses cannot be generalized to a small business which has different characteristics and requirements. As a consequence, small firms are moving from conventional marketing practices towards more affordable, interactive, and integrated marketing.
Social Media Marketing
Social media has caused a significant change in the strategies and tools companies use for communicating with customers. Mangold & Faulds (2009) argue that “social media combines characteristics of traditional IMC tools (companies talking to customers) with a highly magnified form of word-of-mouth (customers talking to one another) whereby marketing managers cannot control the content and frequency of such information.” Companies are limited in the amount of control they have over the content and distribution of information. Ignoring such user-generated content is not an option. Companies must be able to monitor and respond to conversation, both positive and negative, surrounding the brand. There are ways however, that companies can influence discussions in a way that is consistent with the organization’s mission (Mangold & Faulds, 2009). Social media marketing enables companies to achieve a better understanding of customer needs in order to build effective relationships. Safko& Brake (2009) observe that social media “refers to activities, practices, and behaviours among communities of people who gather online to share information, knowledge, and opinions using conversational media” Weinberg (2009) notes that social media “relates to the sharing of information, experiences, and perspectives throughout community-oriented websites”. Comm (2009) says that social media is “content that has been created by its audience”. Safko& Brake (2009) refers to social media as “online applications, platforms and media which aim to facilitate interaction, collaboration, and the sharing of content”.
With a definition of social media in place, accurately defining social media marketing is possible. A basic definition is “using social media channels to promote your company and its products” (Barefoot & Szabo, 2010). An expanded definition is “a process that empowers individuals to promote their websites, products, or services through online social channels and to communicate with and tap into a much larger community that may not have been available via traditional advertising channels” (Weinberg, 2009; Adegbuyi, 2013). Nowadays, Social Media Marketing and more particularly Social Networks are becoming increasingly important in consumers’ purchasing decisions, mainly because they amplify word-of-mouth. They may even become more important than advertising as a trusted source of information. However, it is important to stress the fact that, in Social Media Marketing, marketers have less control over messaging and positioning.
Small Business Operation and Management
Small businesses are mostly managed by the owners with much flexibility and less boundaries. That is to say owners manage based on their personal and business objectives, together with their unique management styles, marketing and operational practices. In his article, Beaver (2003) acknowledged from many writers that it is widely accepted that the peculiar characteristics of small firms require different appreciation of management understanding such that the management methods and techniques applied in the corporate sector are neither applicable nor relevant in the small businesses. The management process of many small businesses reflects some characteristics of highly personalized preferences, prejudices and attitudes of the entrepreneur. Management processes in small businesses are often characterized by informal relationship between the entrepreneur and the employees. Appointments and promotions are often made on the basis of closeness to the owner, birth, personal friendship or relationship, rather than on the basis of educational or technical qualifications and abilities. Organizational structures usually develop around the interests and abilities of the entrepreneur and are likely to be organic and loosely structured rather than mechanistic and highly formalized (Beaver & Jennings, 2000).
From the foregoing, it can be said that many small business owners manage their businesses as may suit them with little or no attention to careful management, effective planning and strategizing. This was confirmed in Wickham (2001) research that micro business owner-managers are always guided by some objectives and planning although not systematically developed and carefully managed as in the larger firms. Such styles are easily prone to failure especially in new firms; this was also corroborated by Beaver & Jennings (2000), which according to them, successful business development demands shrewd and careful management, innovative approaches to strategic thinking and decision-making, substantial personal risk and a great deal of hard work. They confirmed that entrepreneur must fulfill a number of basic managerial functions, roles and duties for the business to succeed and achieve a measure of competitive advantage. We therefore infer that one of the key ingredient of small business success and longevity is the managerial competence of the entrepreneur thus lack of attention to the fundamental managerial activities and tasks will, at best, lead to sub-optimal performance and may even threaten the survival of the enterprise.
SMES’ Activities in Nigeria
Small and Medium Enterprises play crucial roles in the development process in most of the developed and developing countries. Many nations have realized the value of small businesses. They are characterized by dynamism, witty innovations, efficiency, and their small size allows for faster decision making process (Akingbolu, 2014).
Over the years there has been a lot of controversy in literature concerning SMES. Nigeria is still struggling to get a unified definition out of the several inconsistent and ambiguous definition proffered by several industries and agencies such as the 1992 review by the National Council on Industrial Standards that defined small and medium scale enterprises (SMEs) as enterprises with total cost (including working capital but excluding cost of land) above N31m but not exceeding N3, 150m, with a labour size of between 11 and 100 employees. The Federal Ministry of Industries defines a medium scale enterprise as any company with operating assets less than 200 million, and employing less than 300 persons. A small-scale enterprise, on the other hand, is one that has total assets less than 50 million, with less than 100 employees. The National Economic Reconstruction Fund (NERFUND) defines a SSE as one whose total assets is less than 10 million, but made no reference either to its annual turnover or the number of employees (SMEDAN, 2009). 
SMEs are known to be very vital to the development of every economy, though small in size they have contributed greatly to the enhancement of the economy. They are considered the back bones of the Nigerian economy due to their multiple contributions. The 2012 Enterprise Baseline Survey reveals that SMEs in Nigeria employ over 32,414,884 people in Nigeria. Employment generation capacity of about 58% of global working population. SMEs constitute major avenues for income generation and participation in economic activities in the lower income and rural brackets of developing societies especially in agriculture, trading and services. According to (Alochenu, 2012), SMEs contribute up to 46.7% of national GDP in nominal terms. They also offer veritable outlets for technological advancement especially in businesses with rudimentary technology requirements. 
In fact, SMEs are generally regarded as the driving force of economic growth and development , thus in order to aid and sustain SMEs, the Federal Government has put in place some facilities such as The Establishment of the Small Scale Industries Credit Scheme (SSIC) – In 1971, the then Federal Military Administration started to provide a more direct form of financial assistance to SMEs (SMEDAN, 2009). As a first step, government established a Small Industries Development Program to provide technical and financial support for the SMEs. Later, Small Industries Credit Committee (SICC) was established to administer Small Industries Credit Fund (SICF) all over the federation. The establishment Of Industrial Development Centre (IDC) was another important effort of the Federal Government to promote SMEs under the second national development plan (1970 – 1975). Under the plan, N800,000.00 was allocated for setting up IDCs in various parts of the country (Ade, 2012).
Despite these new initiatives and repeated attempts by both the government and the private sectors to promote the activities of SMEs in Nigeria, research still documents that 70% of SMEs fail in their first three years of operation in Nigeria (Akingbolu, 2014). SMEs in Nigeria continue to face numerous problems such as, unstable macro-economic environment. This results in costly operating environment due to high inflation and high import dependency, high debt burden on the Nation, lack of access to technology and best of breed business solutions, business services, consulting and training. Government bureaucracy, which increases SMEs operating costs, such as unfriendly judicial process, regulatory and business environment. Lack of managerial facilities and enterprise support services such as limited capacity to business associations, for example Chambers of Commerce (Ade, 2012; Alochenu, 2014).

Business Sustainability
The main objective of businesses, whether small or large, is to survive or continue to exist. This leads to the concept of business continuity. The only means through which an enterprise can remain in business is to break even and record profits in its operation. therefore, the idea of business sustainability tries to explain how an enterprise can remain in business for long. According to Doane and MacGillivray (2001) business sustainability is generally accepted to be a combination of environmental, social and economic performance. They further argue that there is consensus that sustainability is desirable for individual businesses to prevent the devastating and inefficient impacts of corporate premature death, and to enable and protect social and environmental initiatives, which tend to be the product of more mature businesses. Sustainability has become a significant part of today’s business operation and the focus of most academic literature has been on large multinationals and less on SMEs, because small as well as medium sized firms are perceived to be lacking in sufficient resources (Salimzadeh, Courvisanos and Nayak ,2013; Gayfutdinov, 2014). In other words, both large and small companies, but most especially the SMEs, currently lack a structure to integrate sustainability into business decisions, , due to lack of financial and human resources (Kiron, Kruschwitz, Rubel, Reeves, and FuiszKehrbach, 2013; Shields and Shelleman, 2015). 
The World Economic Forum (2014), also from the same perspective, commented that business sustainability needs to be understood in terms of the environment, economic development, human rights, women’s empowerment, and rule of law. They believe smart businesses must incorporate broader principles of sustainability into their business decisions, and develop practical standards and metrics to help apply these principles in practice. These measures work to maximize opportunity and minimize the negative impact their core businesses have on the environment, the community and the economy in places where they operate. Pojasek (2007), in his own study described business sustainability as a means for achieving an organization’s vision and mission. It can be described as the application of knowledge, skills, tools, and techniques to the organization’s activities, products, and services (Pojasek, 2007).
This study, therefore, provides an operational definition of business sustainability as any means through which the organisation want to achieve its mission and vision by conducting its business activities in such a way that it will not be detrimental to the society where it operates and at the same time not cause the business premature death. The study assumes that through effective use of social media marketing strategies, the sustainability of most SMEs involved can be achieved. A study has shown that in some countries, SMEs are the most rapidly growing sectors because of their lion share contribution to export and employment for the people (Jaiswal, 2014). Small and medium-scale enterprises (SMEs), if fully developed would help in alleviating poverty through wealth and job creation but the prevailing economic and political conditions in most developing economies have not given room for SMEs to thrive (Etuk, Etuk and Michael, 2014).

Types of Social Media used by SMEs
The main types of social media used by business owners to grow their business are briefly discussed as follows:
Facebook was launched in 2004 and holds the most promise for retailers, in offering varieties of way to reach and attract new shoppers (Edosomwan, Prakasan, Kouame, Watson, and Seymour, 2011; Brightpearl, 2011). As at 2011, this social networking site was reported to have 750 million active users and, as at second quarter of 2015, had 1.45 billion active users ( (Statista, 2015a). It is ranked as the most used social network worldwide. Also, on a daily basis trafic to the network is on the rise (Edosomwan, Prakasan, Kouame, Watson, and Seymour, 2011; Brightpearl, 2011; Constant Contact, 2011). There is ability to create a Page which serves as an extension of their online shop that can be used to connect with customers, distribute content, promote products offers, services, brands and attract online shoppers. Facebook can also be used to advertise products and provide a link to a blog post about the business or industry to online shoppers. A business could use Multiple touch points of Social media and digital strategy to achieve a specific goal. Each touch point needs to be effectively used, if a company’s goal is to drive an online sale to an ecommerce website. In Facebook, for instance, the use of “Like” adverts can grow fan pages with targeted consumers(Constant Contact, 2011; Kay, 2015). One of the reasons for the high number of Facebook active users is that anyone who is at least 13 years is allowed to register as user (Boyd, 2007).
Twitter was launched in 2006, and it gained a lot of popularity because it offered new options, such as micro blogging, and it was also used by some celebrities (Edosomwan, et al., 2011; Jasra, 2010; Tweeternet.com, 2010). It had about 200 million users as at 2011 and, as of the third quarter of 2015, the microblogging service averaged at 307 million monthly active users (Constant Contact, 2011; Statista, 2015). Twitter is normally used to lodge complaints about a company’s product or services, generate new traffic by promoting product offers, advice, suggestions and new content to a company’s followers. Twitter can be used to post multiple updates about company products and services, but its real power is its ability to break down the traditional barriers between the company and its customers, by providing insight into customer opinion and allowing the company to respond proactively to customer issues (Brightpearl, 2011; Constant Contact, 2011; Edosomwan, et al., 2011). 
Linkedln ranks among the top three most frequently used social media platforms and had 396 million members as at the third quarter of 2015 (Constant Contact, 2011; Statista, 2015). Linkedln is used by recruiters and about 80 percent of companies use it for the recruiting process (Edosomwan, et al., 2011). LinkedIn therefore, provide a good platform for both job seekers and job recruiting firms or employers. It is normally used by professionals, academics and individuals with high skill and expertise who want to show case their talents. 
YouTube was founded in 2005 and since then has become the world’s most popular online video community, where millions of internet users discover, watch and share originally created videos (Edosomwan, et al., 2011). It is one of the top 10 most visited websites and the second most popular target search engine, mainly for online users who are into the realm of online video content. It is a good medium for a company to host its videos for free and provides a great way of promoting products to customers, followers and fans. YouTube is also used by companies to demonstrate product use or provide instructional materials for students or staff training (Brightpearl, 2011).
Lunar Storm is a commercial virtual site which is available only in Swedish Language and hence, it has limited users. According to Edosomwan et al (2011), LunarStorm started in 1996 and was designed by Rickard Ericsson. The website is for teenagers and was Europe’s first digital online community. The website, therefore, is a good internet platform to advertise products to teenagers. LunarStorm, as at 2011, had grown to over 600,000 members, but still experienced economic difficulty. The social networking site has been primarily financed by banners and other advertising on its website, but this soon evolved to include more of pay by SMS services, which has improved the website economic situation greatly (Goma, 2001: Edosomwan, et al., 2011). 
MySpace was formerly the most popular social networking site in the United states before it was overtaken by Facebook in 2008. It has 43.2 million users, who visited its website on a monthly basis as at 2011 and employs approximately 1000 employees. The unique feature of MySpace is its ability to enable users customise their profile information in such a way that they give detailed information about themselves and what is their interests. It also has a profile for musical artists where they can download their music into mp3 songs (Natta, 2010; Edosomwan et al., 2011). 
Stumble Upon is a discovery engine which allows a company to attract customers who may not know the company exist through her ‘remarkable’ content. It offers users a ‘lucky dip’ into online content that may be of interest to them (Brightpearl, 2011). According to Brightpearl (2011), it is advisable for a company not to promote commercially driven pages, such as product pages, but may be best used for promoting the valuable content companies have created. In other words, StumbleUpon is about brand exposure rather than instant conversion; it’s not an avenue for selling product. Other new social networking sites that are not so popular but are likely to be of immense benefit to business owners or online users are Foursquare, Gowalla, Yelp, Citysearch, Angie Vibers and WhatsApp . These sites apart from being used for social activities are used for posting reviews and information about a company’s business activities (Constant Contact, 2011).
Marketing Strategies used by Companies or Online Stores
Marketing strategy has various definitions by most scholars, but two of these definitions will be discussed in this paper. Marketing strategy is described as an overall company–wide programme for selecting a particular target market and satisfying consumers through a careful blending of the marketing mix. The marketing mix involves product, distribution (place), promotion and price (Kurtz and Boone, 2006). This definition perceives marketing strategy as the application of marketing mix towards satisfying consumers in a target market. The marketing – mix needs to be carefully programmed and utilised for it to achieve the objective of customer satisfaction. Marketing strategy is also defined as the marketing logic by which the company hopes to create customer value and achieve profitable relationships (Kotler and Armstrong, 2014). The company decides which customers it will serve (segmentation and targeting) and how (differentiation and positioning). Kotler and Armstrong (2014) argue that by marketing strategy, the company designs an integrated marketing mix which is made up of factors under its control – product, place, price and promotion; through engaging in marketing analysis, planning, implementation and control. This study adopts Kotler and Armstrong’s (2014) definition in relation to social media because of its comprehensiveness. 
The use of social media marketing strategies for the sustenance of SMEs has become a subject of interest not only in the academic but corporate world. Hence, this study considers how the online stores deploy the elements of the marketing mix to grow their businesses through the social media. The main purpose of a company’s use of social media is to create awareness about its business activities and existence. According to Edosomwan et al (2011), engaging in social media helps to strengthen the brand experience, which supports brand building. They argue that social media help in building good reputation for a business organisation. It is also observed that customers experience a brand privilege while using a product or service and also when interacting with a company (Carraher, Parnell, Carraher and Sullivan, 2006). The social media forum acts as a powerful means of communicating brand value and attributes through open forms of communication. It is also a cost effective method of marketing activities through online communications (Paridon and Carraher, 2009; Edosomwan, et al., 2011). 
The traditional consumer decision model has five stages: the need awareness, information search, alternative evaluation, purchase decision and post – purchase behaviour. According to Katawetawaraks and Lu Wang (2011), in online communication, when the customers see banner adverts or online promotion these may attract customers’ attention and stimulate their interest in the product. In a situation where they do not have enough information, they search through online channels (Laudon and Traver, 2009). The customers after having enough information compare the products or services through online reviews or comments about the product or services and find out which brand offers them the best fit to their expectation. The important thing at this stage is well organised website structures to persuade customers to buy the products and services (Koo, Kim, and Lee, 2008; Katawetawaraks and Lu Wang, 2011). Customers must be helped to decide what to buy or select during the purchase stage through product assortment, sale services and information quality. The internet supports the pre-purchase stage, and the nature of information sources may influence buyer behaviour (Bigné–Alcañiz, Ruiz–Mafé, Aldás–Manzano, and Sanz– Blas, 2008; Katawetawaraks and Lu Wang, 2011).The post-purchase behaviour occurs when consumers have problems with the product and might want to change or return it. The return and exchange services become important at this stage (Liang and Lai, 2002). A company uses the elements of marketing mix as strategy in the socia media by offering customers flexible prices and promotion or offering a one stop shopping service, which enables their business to succeed (Yu and Wu, 2007; Katawetawaraks and Lu Wang, 2011).
The promotion of company’s products or services through the social media can be done through the creation of an effective marketing programme which helps to reinforce the brands name in the minds of consumers (Lim and Durbinsky, 2004; Edosomwan, et al.,2011). Online customers are offered better deals for the same product they buy at store if they can purchase it online at a lower price (Rox, 2007; Katawetawaraks and Lu Wang, 2011). In using social media, a company tries to provide a variety of products and services to the customers. There are some products for example, clothes, that are less likely to be purchased online because of their intangibility nature, because consumers have no chance to try or examine the actual product (Goldsmith and Flynn, 2005); however, softwares and books can be easily purchased and shipped (Katawetawaraks and Lu Wang, 2011). In ensuring the effectiveness of social media marketing strategy there is the need for prompt delivery of products or services to customers. The online stores may consider the use of other companies with expertise in logistics to improve their distribution channel. This would help in preventing shipping delay and product lost (Yu and Wu, 2007; Katawetawaraks and Lu Wang, 2011). It is obvious from the discussion on marketing strategies above, that it is a key tool that can be used by online stores through social media to ensure their business sustainability.
2.1.2 Concept of Performance
Individual Performance
Definition: Individual performance refers to how well a person executes their job duties and responsibilities. It encompasses the efficiency, quality, and productivity of their work.
- **Factors Influencing Individual Performance**:
  Skills and Competencies: The knowledge, skills, and abilities a person possesses.
  Motivation: The drive or willingness to achieve work goals.
  Resources and Support: Availability of tools, equipment, and support from colleagues and management.
  Work Environment: The physical and psychological conditions under which an individual works.
Organizational Performance
Definition: Organizational performance is the measure of how effectively an organization achieves its goals and objectives. It includes financial performance, market performance, and operational performance.
Financial Metrics: Revenue, profit margins, return on investment (ROI), and cost efficiency.
  Market Metrics: Market share, customer satisfaction, and brand recognition.
  Operational Metrics: Production efficiency, quality control, and innovation.
Product Performance
Definition: Product performance refers to how well a product meets the needs and expectations of customers. It includes aspects such as reliability, durability, and functionality.
Assessment Criteria:
  Quality: Conformance to specifications and absence of defects.
  Usability: Ease of use and user experience.
  Reliability: Consistency in performance over time.
  Customer Feedback: Reviews, ratings, and customer satisfaction surveys.
Performance Management
Definition: Performance management is the process of ensuring that an organization's resources are being used effectively to achieve its goals. It involves setting performance standards, measuring actual performance, and taking corrective actions if necessary.

Components:
  Goal Setting: Establishing clear and achievable objectives.
  Performance Monitoring: Tracking progress through regular assessments.
 Feedback and Coaching: Providing constructive feedback and guidance for improvement.
  Performance Appraisal: Formal evaluation of individual and organizational performance.
Understanding performance in these different contexts helps organizations and individuals to identify areas for improvement and implement strategies to enhance overall effectiveness and efficiency.
2.2	Theoretical Review
Goal Setting Theory 
Since it was first researched five decades ago, goal-setting theory has been the most researched, utilized, and established theory of work motivation in the field of industrial and organizational psychology. The theory began with the early work on levels of aspiration developed by Kurt Lewin and has since been primarily developed by Dr. Edwin Locke, who began goal setting research in the 1960’s. The research revealed an inductive relationship between goal setting and improved production performance. A goal is the aim of an action or task that a person consciously desires to achieve or obtain (Locke & Latham, 2002; Locke & Latham, 2006). Goal setting involves the conscious process of establishing levels of performance in order to obtain desirable outcomes. If individuals or teams find that their current performance is not achieving desired goals, they typically become motivated to increase effort or change their strategy [10]. Locke and Latham stated that the goal setting theory was based on the premise that much human action is purposeful, in that it is directed by conscious goals [11]. The decision to set a goal result from dissatisfaction with current performance levels. Setting a goal should include setting a structure that directs actions and behaviors which improve the unsatisfactory performance. There is a direct linear relationship between goal difficulty, level of performance, and effort involved. This relationship will stay positive, as long as the person is committed to the goal, has the requisite ability to attain it, and doesn't have conflicting goals [10]. Locke and Latham's goal setting theory states that several conditions are particularly important in successful goal achievement. These include goal acceptance and commitment, goal specificity, goal difficulty, and feedback [11]. These conditions have been extended and edited by other researchers, such as Kenneth Blanchard and Spencer Johnson's SMART goals, which are conditions that are necessary to make goals effective.
Resource-based theory
The resource-based view (RBV) as a basis for a competitive advantage of a firm lies primarily in the application of the bundle of valuable interchangeable and intangible tangible resources at the firm's disposal. The currently dominant view of resource-based theory of resource-based view (RBV) of firms is based on the concept of economic rent and the view of the company as a collection of capabilities. This view of strategy has a coherence and integrative role that places it well ahead of other mechanisms of strategic decision making. Traditional strategy models such a Michael Porter`s five forces model focus on the company`s external competitive environment. Most of them do not attempt to look inside the company. In contrast, the resource-based perspective highlights the need for a fit between the external market context in which a company operates and its internal capabilities. The resource-based is grounded in the perspective that a firm`s internal environment, in terms of its resources and capabilities, is more critical to the determination of strategic action than is the external environment. Instead of focusing on the accumulation of resources necessary to implement the strategy dictated by conditions and constraints in the external environment, the resource-based view suggests that a firm`s unique resources and capabilities provide the basis for strategy. The business strategy chosen should allow firms to best exploit its core competencies relative to opportunities in the external environment”.


2.3	 Empirical Review
Njoku (2020) investigates on the topic “An examination of the challenges of strategic planning in the public organizations’ goal attainment in Nigeria”. This paper examines the challenges of strategic planning in the public organizations’ goals attainment in Nigeria, with a focus on Imo State Polytechnic, Umuagwo. The paper argues that strategic planning is a veritable tool for the attainment of goals of public organizations in Nigeria, but the realization of these goals is being hindered by lack of competent personnel, inadequate data, over reliance on administrative approach, human factors, ineffective implementation, poor evaluation of outcomes and poor utilization of financial resources. This study utilizes primary sources of data and uses questionnaire instrument for data collection from the respondents. It employs mean core based on four points Likert scale. The paper considers the use of simple percentage statistical method for the analysis of data as well as adopts goals attainment theory of public organization as its framework of analysis. The analysis of data reveals that incompetent personnel, inadequate and inaccurate data, over reliance on administrative approach, ineffective implementation, lack of proper evaluation of outcomes and poor utilization of financial resources are factors that pose challenges to strategic planning in the pubic organizations’ goals attainment in Nigeria particularly in Imo State Polytechnic, Umuagwo. The paper, therefore, recommends recruitment of competent personnel, access to adequate and accurate data, the use of management technique, effective implementation, adequate evaluation of outcomes and prudence and accountability in the utilization of financial resources. 
Rintari&Moronge (2014) discussed about “Role of strategic planning practices on the performance of public institutions in Kenya. Strategic planning provides a framework for management’s vision of the future. This study sought to investigate the role of strategic planning practices on the organizational performance of public institutions in Kenya with an emphasis on the public service commission of Kenya. The study also sought to establish the effect of stakeholders’ involvement, resources allocation, environmental scan and communication influences the organizational performance of the Public Service Commission of Kenya. This study used descriptive research design to meet the objectives of the study. The target population of this study was therefore 130 staff working in the management of the Public Service Commission of Kenya. In addition, this study used stratified random sampling to select 50% of the target population and hence the sample size of this study was 65 respondents. This study used primary data which was collected by use of semi-structured questionnaires. The researcher analysed the data using statistical package for social science (SPSS version 21). Descriptive statistics such as percentages, mean, standard deviation and frequencies as well as inferential statistics (Multivariate regression analysis) were used to analyse the quantitative data. Data was then presented in tables and figures (bar charts and pie charts). This study established that environmental scan in strategic planning contributed most to the organizational performance of Public Service Commission of Kenya followed by stakeholders’ involvement then resources allocation while communication contributed the least to organizational performance of Public Service Commission of Kenya. The study also found that the Public Service Commission of Kenya was involving parastatals to a moderate extent and the Public to a low extent. This study therefore recommends that the organization should improve the parastatals and the public involvement in strategic planning. This can be done by use of open forums. It was also revealed that insufficiency in resources and funding leads to inadequate budget systems/processes which subsequently lead to inadequate salaries, also a budgetary issue. This study also recommends that the government of Kenya should ensure that the Public Service Commission of Kenya is fully funded to avoid issues related to inadequate salaries, equipment, information as well as other resources

CHAPTER THREE
RESEARCH METHODOLOGY
This section covers the methods used to address the objectives of the study. The section discusses the research design, research population and sampling technique, the instrument for data collection, the method of data analysis and the analytical software used for the study. 
3.1 Research Design
In this study, a survey research design is adopted. Survey is chosen based on the objectives of the study. Survey is defined according to Nworgu (2005) a survey studies the sampling of individual units from an already known population and its associated survey data collection techniques, such as questionnaire construction and methods for improving the number and accuracy of responses to survey.
3.2 Population of the Study.
The population of this study comprises all the small and medium scale enterprises operators in Lagos metropolis.  
3.3 Sampling and sampling technique 
A simple random sampling technique will be used to select 100 respondents from the population. 
3.4 Instrument/Method of Data Collection 
The study made use of primary source of data. Concerning the primary source, questionnaire was used to gather the data. The questionnaire was a four-point rating scale (Likert scale), starting from strongly agreed (SA), agreed (A), disagreed (d), and strongly disagreed (SD). The questionnaire was designed in such a way that every question in the questionnaire was related to the research questions and hypotheses of the study. Also, the result was used to answer the research questions and test the relevant hypotheses.
3.5 Validity and Reliability of the Instrument
The instrument was face validated by three experts in the field of measurement and evaluation and research.

3.6 Method of Data Analysis
A mean score rating method was used to analyses the data based on the 2.5 acceptance region format to answer the research questions, while to address the research hypotheses, the chi-square was used.  


CHAPTER FOUR
PRESENTATION AND ANALYSIS OF RESULTS
This section presents the results of the field study; it shows the descriptive information of the respondents, the results of each of the research questions and the test of hypotheses. 
4.1 Demographic Information of the Respondents
	Table 4.1: Distribution of the Respondents based on their Marital Status

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Married
	50
	50.0
	50.0
	50.0

	
	Single
	25
	25.0
	25.0
	75.0

	
	Widow
	15
	15.0
	15.0
	90.0

	
	Separated
	5
	5.0
	5.0
	95.0

	
	Divorced
	5
	5.0
	5.0
	100.0

	
	Total
	100
	100.0
	100.0
	



The tables 4.1 above revealed that majority of the respondents for this study are married as indicated by about 50 percent of the total respondents. The table also shows that about 25 percent of the respondents are single, while the about 15 percent are widows. This indicates that majority of the respondents are with family and children with the attendant responsibilities and maturity that comes with family and children.
	Table 4.2: Distribution of the Respondents based on their Age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Below 20 years
	20
	20.0
	20.0
	20.0

	
	21 -30 years
	40
	40.0
	40.0
	60.0

	
	31-40 years
	30
	30.0
	30.0
	90.0

	
	41 years and above
	10
	10.0
	10.0
	100.0

	
	Total
	100
	100.0
	100.0
	


The table 4.2 above indicates the distribution of the respondents based on their age, the table shows that about 90 percent of the respondents used in this study are less than 40 years of age and this indicates the youthfulness in the category of the respondents used in this study. An indication that they are current with the happenings in the study area.
	Table 4.3: Distribution of the Respondents based on their Religion

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Christianity
	55
	55.0
	55.0
	55.0

	
	Islam
	30
	30.0
	30.0
	85.0

	
	Others
	15
	15.0
	15.0
	100.0

	
	Total
	100
	100.0
	100.0
	


The table 4.3 above displays the distribution of the respondents for this study based on their religion, the table indicates that majority of the respondents approximately 55 percent of them are Christians, while about 30 percent are Muslims. This shows that there is a significant number of the Christians living in the state.
4.2 Answers from the Research Questions
Research Question One: What are the impacts that online marketing application has on business process in small and medium enterprises?  
	S/N
	Statement 
	N
	Mean
	Std. Deviation
	Decision 

	1
	It improves the business process 
	100
	2.6324
	.36440
	Accepted 

	2
	It makes the process IT driven 
	100
	2.6213
	.78210
	Accepted 

	3
	It widens the coverage of the business process 
	100
	2.6544
	.32454
	Accepted 

	4
	It makes the process to meet global standard 
	100
	3.1234
	.89893
	Accepted 

	5
	It attracts more training and retraining of the employees to meet standard
	100
	2.6453
	1.20605
	Accepted 

	
	Valid N (listwise)
	100
	
	
	


From the responses of the respondents as indicated on the table above, it can be inferred that the impact of online marketing application on business process in small and medium enterprises include that it improves the business process; it makes the process IT driven; it widens the coverage of the business process; it makes the process to meet global standard and it attracts more training and retraining of the employees to meet standard. All these are as agreed by the majority of the respondents. 
Research Question Two: What is the nature of the relationship between digital marketing and small and medium sized business’ productivity?
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Negative relationship  
	14
	14.0
	14.0
	14.0

	
	Positive relationship 
	86
	86.0
	86.0
	100.0

	
	Total
	100
	100.0
	100.0
	



From the responses of the respondents as indicated on the table above, we can infer that there is a positive relationship between digital marketing and small and medium sized business’ productivity. That is as about 86 percent of the respondents attests to this.
Research Question Three: What are the marketing strategies by SMEs in Lagos to make their products and services appeal to customers? 
	S/N
	Statement 
	N
	Mean
	Std. Deviation
	Decision 

	1
	Use of the social media 
	100
	2.5321
	.36440
	Accepted 

	2
	Use of many online marketing platforms 
	100
	2.6788
	.78210
	Accepted 

	3
	Use of incentives 
	100
	2.7766
	.32454
	Accepted 

	4
	Credit sales and services 
	100
	2.1667
	.89893
	Rejected 

	5
	Use of the conventional media adverts 
	100
	2.5334
	1.20605
	Accepted 

	
	Valid N (listwise)
	100
	
	
	


From the responses of the respondents as indicated on the table above, it can be inferred that the marketing strategies by SMEs in Lagos to make their products and services appeal to their customers include but not limited to the use of social media; use of many online marketing platforms; use of incentives; credit sales and services and the use of the conventional media adverts. All these are as agreed by the majority of the respondents. 
4.3 Test of Hypotheses
Hypothesis One
Ho1: There is no significant impact between online marketing application and business process in small and medium enterprises.
Decision rule: Reject the null hypothesis if the Asymp level of significant is less than 0.05. Otherwise, do not reject the null hypothesis.
Table 4.7 Test of hypothesis table one
	Test Statistics

	
	there is no significant impact between online marketing application and business process in small and medium enterprises

	Chi-Square
	                                                                                                     23.876a

	Df
	                                                                                                               3

	Asymp. Sig.
	                                                                                                         .030

	a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell frequency is 25.0.


Conclusion
Since the Asymp Sig. level of this the test is 0.030 which is far much lower than the 0.05 acceptance region, we therefore reject the null hypothesis and conclude that there is a significant impact between online marketing application and business process in small and medium enterprises.
Hypothesis Two
Ho2: There is no significant relationship between and  small and medium enterprises productivity.
Decision rule: Reject the null hypothesis if the Asymp level of significant is less than 0.05. Otherwise, do not reject the null hypothesis.
Table 4.7 Test of hypothesis table one
	Test Statistics

	
	there is no significant relationship between digital marketing and small and medium  sized  business productivity

	Chi-Square
	                                                                                                     63.876a

	Df
	                                                                                                               3

	Asymp. Sig.
	                                                                                                         .000

	a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell frequency is 25.0.


Conclusion
Since the Asymp Sig. level of this the test is 0.030 which is far much lower than the 0.05 acceptance region, we therefore reject the null hypothesis and conclude that there is a significant relationship between digital marketing and small and medium sized business productivity



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
 5.1 Summary 
This study focused on the effects of digital marketing on performance of small and medium scale enterprises in Lagos. The study comprises of two objectives which include:
i. To identify the impact that online marketing application has on on business process in small and medium enterprises
ii. To establish the nature of the relationship between digital marketing and small and medium- sized businesses’ productivity 
Based on the above stated objective and the study carried out, the following findings were made: 
i. that the impact of online marketing application on business process in small and medium enterprises include that it improves the business process; it makes the process IT driven; it widens the coverage of the business process; it makes the process to meet global standard and it attracts more training and retraining of the employees to meet standard.
ii. that there is a positive relationship between digital marketing and small and medium sized business’ productivity. 

5.2	Conclusion
The main purpose of this study is to assess the effects of digital marketing on performance of small and medium scale enterprises in Lagos. Three research questions guided the study.
In this study, a survey research design was adopted, the population comprises all the small and medium scale enterprises operators in Lagos metropolis, a simple random sampling technique was used to select 100 respondents for the study and a questionnaire was the instrument for data collection. Relevant literatures were reviewed which guided the objectives and methodology of this study. As result of the field study and analysis of results, the following findings were made:
i. that the impact of online marketing application on business process in small and medium enterprises include that it improves the business process; it makes the process IT driven; it widens the coverage of the business process; it makes the process to meet global standard and it attracts more training and retraining of the employees to meet standard.
ii. that there is a positive relationship between digital marketing and small and medium sized business’ productivity. 



5.3 Recommendations
Based on the findings of this study, the following recommendations are made: 
i. Efforts should be made improve the exposure of small business owners to ICT facilities.
ii. There should be constant training and retraining of personnel in small and medium scale enterprises on digital marketing.
iii. There  should be proper orientation of the small and medium scale enterprises operators on the need to adopt relevant digital marketing strategies.
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QUESTIONNAIRE ONEFFECT OF DIGITAL MARKETING ON PERFORMANCE OF SMALL AND MEDIUM SCALE ENTERPRISES IN LAGOS


Good day sir/ma,
I am AJANI BASIT OLAMILEKAN studying the effect of digital marketing on performance of small and medium scale enterprises in Lagos. The findings of this study will help in organizational reforms in Nigeria. I hope to have a few minutes of your time to fill out this questionnaire as all information you provided on this questionnaire is highly confidential and can only be used for this research purpose. Your identity is not needed in any way.
There are different section questions in this questionnaire with each question to be answered with Strongly Agree, Agree, Disagree and Strongly Disagree response. Please place a tick (“√”) mark on the box for your response.  
Please tell me if you have any other questions about the research or in how to fill in the questionnaire.  On completion, please just hand back the form to me.  
Thanks for your anticipated corporation.

Section A: Background Information 
1. Age 
a. below 21yrs [  ] 	
b. 21-30 years [  ]
c. 31-40 years [  ]
d. 41 -50 [  ]
e. 51 and above
2. Marital status 
a. Married  [  ]
b. Single [  ]
c. Widow [  ]
d. Separated [  ]
e. Divorced  [  ]
3. Gender 
a. Male [  ]
b. Female [  ]
Section B; the research questions  
What are the impacts that online marketing application has on business process in small and medium enterprises?
	S/N
	Statement 
	SD
	D
	A
	SA

	1
	It improves the business process 
	
	
	
	

	2
	It makes the process IT driven 
	
	
	
	

	3
	It widens the coverage of the business process 
	
	
	
	

	4
	It makes the process to meet global standard 
	
	
	
	

	5
	It attracts more training and retraining of the employees
	
	
	
	



What is the nature of the relationship between digital marketing and small and medium sized business’ productivity?
Positive relationship [  ]
Negative relationship [  ]
No relationship [  ] 

What are the marketing strategies by SMEs in Lagos to make their products and services appeal to customers?
	S/N
	Statement 
	SD
	D
	A
	SA

	1
	Use of the social media 
	
	
	
	

	2
	Use of many online marketing platforms 
	
	
	
	

	3
	Use of incentives 
	
	
	
	

	4
	Credit sales and services 
	
	
	
	

	5
	Use of the conventional media adverts 
	
	
	
	



Thanks


