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Abstract
This study investigates the impact of digital marketing strategies on brand awareness, using Laperia Wire in Ilorin as a case study. In today’s increasingly digital world, traditional marketing efforts are often supplemented or even replaced by digital approaches to connect with broader audiences. This research explores how tools such as social media marketing, email campaigns, search engine optimization (SEO), and influencer collaborations contribute to enhancing the visibility and recognition of the Laperia Wire brand among consumers in Ilorin and beyond. The study adopts a quantitative research method, utilizing a structured questionnaire administered to selected staff and customers of Laperia Wire. The data collected were analyzed using descriptive and inferential statistics to identify the relationship between various digital marketing tools and the level of brand awareness. Findings reveal that social media platforms, particularly Facebook and Instagram, have played a significant role in increasing customer engagement and recall of the Laperia Wire brand. Moreover, consistent online presence and tailored digital content were found to positively influence consumer perception and loyalty. The study concludes that effective digital marketing strategies are crucial in strengthening brand awareness and recommends that Laperia Wire continue to innovate and invest in digital platforms to maintain competitive advantage in the wire and cable industry. It also emphasizes the importance of data analytics in evaluating the performance of marketing campaigns for strategic decision-making.
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CHAPTER ONE
[bookmark: _Toc198801447]1.0. Introduction 
[bookmark: _Toc198801448]1.1 Background of the Study
In the contemporary business landscape, marketing has shifted from traditional methods to digital platforms, thanks to the rapid evolution of technology. This transformation has given rise to digital marketing, a field that involves the use of the internet, social media, search engines, email, and other online platforms to promote products and services. Digital marketing has become a critical tool for businesses worldwide, including in emerging markets like Nigeria, where internet penetration is growing at a rapid pace. The increasing reliance on digital channels has provided businesses with an unprecedented opportunity to reach larger audiences, engage directly with consumers, and drive brand awareness in ways that were not possible with traditional marketing techniques (Chaffey & Ellis-Chadwick, 2019).
Over the past decade, digital marketing has become an indispensable element of any business strategy. The internet and mobile technology have radically altered the marketing landscape, making it more interactive, accessible, and measurable. According to Statista (2023), more than 5 billion people worldwide are now connected to the internet, and social media platforms like Facebook, Instagram, and Twitter boast billions of active users. This wide-scale adoption of digital technologies has democratized marketing, allowing even small businesses in remote areas to reach customers globally. In Nigeria, the situation is no different. The Nigerian Communications Commission (NCC) reports that by 2023, over 100 million Nigerians were connected to the internet, providing a vast digital space for businesses to thrive (NCC, 2023).
The growth of the internet and social media platforms has created a paradigm shift in the way businesses market their products. Traditional marketing methods, such as television, radio, and print media, are becoming less effective due to their one-way communication model and inability to precisely target specific consumer segments. In contrast, digital marketing strategies offer businesses the ability to communicate directly with consumers in real time, respond to inquiries, and tailor content to specific customer needs. This shift has led businesses worldwide to allocate a larger portion of their marketing budgets to digital channels in a bid to engage with the digitally savvy audience and enhance brand visibility (Eze & Chien, 2020).
In Nigeria, the adoption of digital marketing has been slower compared to other regions, but it is picking up speed, especially among small and medium-sized enterprises (SMEs). These businesses are increasingly leveraging digital tools to build brand awareness, promote their products, and compete on a national and global scale. However, the shift to digital marketing in Nigeria is not without its challenges. While the internet and mobile penetration have increased, many businesses still struggle with limited access to digital infrastructure, lack of trained personnel, and insufficient understanding of how to effectively use digital marketing tools (Okazaki, 2012).
For SMEs like Laperia Wire, a company based in Ilorin, Kwara State, digital marketing represents both an opportunity and a callenge. As an SME operating in a competitive industry, Laperia Wire has the potential to enhance its visibility and customer base by utilizing digital marketing strategies. However, the company may face several hurdles, including budget constraints, lack of technical know-how, and difficulty in tracking the effectiveness of digital marketing campaigns. The goal of this study is to assess how well Laperia Wire has integrated digital marketing into its operations and how effective these efforts have been in enhancing brand awareness.
One of the central elements of digital marketing is its ability to increase brand awareness. Brand awareness refers to the degree to which consumers can recognize or recall a brand and its products or services (Aaker, 1996). For businesses like Laperia Wire, brand awareness is crucial because it can directly influence consumer purchasing decisions. Consumers are more likely to purchase products from brands they recognize, and familiarity breeds trust and credibility (Keller, 2003). As a result, building brand awareness is a key marketing goal for businesses of all sizes.
In the digital age, businesses have several tools at their disposal to increase brand awareness. Social media marketing, search engine optimization (SEO), content marketing, and email campaigns are just a few of the strategies businesses can use to reach and engage with their target audience. Social media platforms like Facebook, Instagram, and Twitter have become essential for brand-building efforts, offering businesses the ability to connect with consumers in a more personal and interactive manner (Ryan, 2017). Through consistent engagement, content sharing, and customer interactions, brands can significantly boost their visibility and recognition.
Digital marketing also provides businesses with the ability to track their progress in real-time. Using analytics tools like Google Analytics and Facebook Insights, businesses can monitor the performance of their campaigns and adjust their strategies accordingly. This data-driven approach to marketing allows businesses to optimize their efforts for maximum effectiveness, ensuring that they are reaching the right audience and achieving their marketing goals (Chaffey, 2020). For Laperia Wire, this is a critical advantage, as it enables the company to fine-tune its marketing strategies and invest resources in the most successful channels.
For small and medium-sized enterprises (SMEs) in Ilorin, the adoption of digital marketing strategies is not only a matter of staying competitive but also a way to overcome the challenges posed by limited resources and geographic constraints. Ilorin, while a thriving city in Kwara State, is not as saturated with large corporations as Lagos or Abuja, providing local businesses with a unique opportunity to build their brand through targeted digital campaigns. SMEs like Laperia Wire can use digital marketing to create brand awareness not only in Ilorin but also in other parts of Nigeria, or even globally.
The most common digital marketing strategies employed by SMEs in Nigeria include social media marketing, search engine optimization (SEO), and email marketing. Social media marketing allows businesses to create and share content that engages their target audience, generates leads, and builds brand awareness. According to Tiago & Veríssimo (2014), platforms like Facebook, Instagram, and Twitter offer businesses the ability to communicate directly with consumers, build relationships, and showcase their products in a visually appealing way. For example, Laperia Wire could use Instagram to showcase its products, post customer testimonials, and engage with potential buyers through comments and direct messages.
Search engine optimization (SEO) is another critical strategy for businesses looking to increase their online visibility. SEO involves optimizing a website’s content and structure to improve its ranking on search engine results pages (SERPs). For Laperia Wire, this means ensuring that their website is optimized with relevant keywords, engaging content, and user-friendly design, making it easier for customers to find their products when searching for wire products or related terms. According to Baines et al. (2013), businesses that invest in SEO can significantly increase their organic reach, driving more traffic to their websites and improving their brand recognition in the process.
Email marketing, despite being one of the oldest forms of digital marketing, remains an effective tool for building brand awareness. By sending targeted email campaigns to potential customers or existing clients, businesses can share information about new products, promotions, or news updates. For Laperia Wire, email marketing could be used to nurture relationships with existing customers, remind them of upcoming product launches, and encourage repeat purchases.
While digital marketing offers significant benefits, businesses in Ilorin, including Laperia Wire, face several challenges in implementing effective digital marketing strategies. One of the primary challenges is limited access to skilled personnel. Digital marketing requires expertise in various areas, including content creation, social media management, SEO, and data analysis. However, there is a shortage of qualified professionals in Nigeria, particularly in smaller cities like Ilorin (Okazaki, 2012). This skill gap can make it difficult for SMEs to develop and execute effective digital marketing campaigns.
Another challenge is limited access to reliable internet services and technological infrastructure. While internet penetration in Nigeria has increased, the quality of service and accessibility can vary significantly across regions. In Ilorin, businesses may face difficulties in accessing high-speed internet or digital tools necessary for running advanced marketing campaigns. Without the proper infrastructure, businesses may struggle to implement effective digital marketing strategies, leading to poor performance and wasted resources (Eze & Chien, 2020).
Finally, the issue of budget constraints is a common challenge for many SMEs. Digital marketing, while more cost-effective than traditional advertising, still requires significant investment in tools, platforms, and personnel. SMEs like Laperia Wire may have limited marketing budgets, making it difficult to invest in advanced digital marketing strategies or hire skilled professionals (Chaffey, 2020). As a result, the company may have to rely on less effective, lower-cost strategies, which may not produce the desired results.
Digital marketing represents a powerful opportunity for businesses in Ilorin, Nigeria, to increase their brand awareness and compete in an increasingly digital marketplace. For Laperia Wire, adopting and optimizing digital marketing strategies could significantly enhance its visibility and help it reach a wider audience. However, the effectiveness of these strategies will depend on the company’s ability to overcome the challenges of limited infrastructure, lack of skilled personnel, and budget constraints. By investing in digital marketing and leveraging the various tools available, Laperia Wire can build its brand, increase customer engagement, and establish itself as a leading player in the wire products industry.
This study aims to explore how Laperia Wire has adopted digital marketing strategies and their effectiveness in enhancing brand awareness. The findings will provide valuable insights for businesses in Ilorin and similar regions, helping them to better understand how digital marketing can be utilized to foster growth and success.
1.2 Statement of the Problem
Despite the growing importance of digital marketing, many businesses in Ilorin, including Laperia Wire, struggle to effectively implement these strategies. This could be due to inadequate knowledge, poor infrastructure, or lack of skilled personnel (Kaplan & Haenlein, 2010). As a result, the potential to increase brand awareness through digital means remains underutilized. The need to evaluate which digital marketing strategies truly drive brand awareness is critical to improving local business performance.
1.3 Research Questions
1. What digital marketing strategies are adopted by Laperia Wire?
2. What is the level of brand awareness among Laperia Wire’s customers?
3. How do these digital marketing strategies influence customer perception and brand recognition? (Tiago & Veríssimo, 2014)
1.4 Objectives of the Study
The primary objective of this study is to evaluate the effectiveness of digital marketing strategies on brand awareness, using Laperia Wire as a case study. Specific objectives include:
· To identify the digital marketing strategies employed by Laperia Wire.
· To assess the level of brand awareness among consumers.
· To determine the relationship between digital marketing efforts and brand awareness.
[bookmark: _Toc198801449]1.5 Research Hypotheses
Main Hypothesis
· H₀ (Null Hypothesis): Digital marketing strategies have no significant effect on brand awareness of Laperia Wire, Ilorin.
· H₁ (Alternative Hypothesis): Digital marketing strategies have a significant effect on brand awareness of Laperia Wire, Ilorin.
1.6 Significance of the Study
This study is significant as it provides insights into the digital marketing practices of small to medium-sized enterprises (SMEs) in Ilorin. It serves as a guide for businesses seeking to improve their marketing efforts and build stronger brand recognition. Moreover, it contributes to the academic body of knowledge on the influence of digital marketing in emerging economies (Kingsnorth, 2019).
1.7 Scope of the Study
The study focuses on Laperia Wire, a company based in Ilorin, Kwara State. It covers the various digital marketing strategies utilized by the company and assesses their effectiveness in enhancing brand awareness among existing and potential customers (Charlesworth, 2018).
1.8 Definition of Terms
· Digital Marketing: The use of digital channels to promote or market products and services to consumers and businesses (Chaffey, 2020).
· Brand Awareness: The extent to which consumers are familiar with the qualities or image of a particular brand of goods or services (Aaker, 1996).
· Social Media Marketing: Marketing through platforms like Facebook, Instagram, and Twitter to engage consumers (Tuten & Solomon, 2018).
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2.0 Introduction
Chapter two of this research provides a detailed review of existing literature on the topic of digital marketing strategies and their impact on brand awareness. The chapter is divided into four key sections: the Conceptual Review, Theoretical Framework, and Empirical Review. The Conceptual Review discusses the key concepts and definitions that form the foundation of this study, including digital marketing, brand awareness, and related terms. The Theoretical Framework outlines the key theories that explain the relationship between digital marketing and brand awareness. Finally, the Empirical Review examines previous studies that have investigated the effect of digital marketing on brand awareness, with a focus on relevant findings in similar contexts.
[bookmark: _Toc198801452]2.1 Conceptual Review
This section will explore the core concepts underlying the study of digital marketing strategies and their impact on brand awareness. These concepts are critical for understanding how businesses leverage digital marketing channels to enhance their visibility and foster stronger connections with their target audience. The review will examine the foundational concepts of digital marketing, the various strategies employed, and how they contribute to the broader goal of increasing brand awareness. By grounding the research in key concepts, we can better understand how digital marketing functions within the modern business environment and how its strategies affect the perception and recognition of brands.
2.1.1 Concept of Digital Marketing
Digital marketing refers to the use of digital channels, platforms, and technologies to promote products or services to a target audience. It encompasses a wide range of activities that take place on digital platforms such as the internet, social media, mobile applications, and other digital interfaces. Digital marketing strategies include search engine optimization (SEO), content marketing, social media marketing, email marketing, pay-per-click (PPC) advertising, and influencer marketing.
The evolution of digital marketing is closely tied to the rise of the internet and advancements in technology. In the early 1990s, with the advent of the World Wide Web, businesses began to experiment with digital advertising through banner ads and email marketing. Over time, the development of more sophisticated platforms such as social media, Google search algorithms, and data analytics tools revolutionized the field.
Digital marketing has evolved from a simple method of advertising products on websites into a multi-faceted approach that integrates various tools and strategies for consumer engagement, data collection, and personalized communication. In the 2000s, the rapid growth of social media platforms like Facebook, Twitter, and later Instagram, made it possible for businesses to engage with customers in more dynamic ways. These platforms allowed for real-time interaction and feedback, enabling businesses to understand their audience better and create more targeted and effective marketing campaigns.
The rise of mobile devices and apps further propelled the growth of digital marketing. Mobile devices allowed consumers to access digital content anytime and anywhere, making digital marketing more immediate and accessible. With the advent of big data and analytics tools, marketers can now track consumer behavior in real-time and adjust campaigns accordingly.
In summary, digital marketing has become a critical component of business strategy, enabling companies to connect with consumers on a global scale, enhance brand visibility, and personalize marketing efforts in ways that traditional marketing methods cannot.
 Digital Marketing Strategies: Types and Key Components
Digital marketing encompasses a wide variety of strategies, each aimed at building brand awareness, driving engagement, and influencing consumer purchasing decisions. The key strategies in digital marketing include:
1. Search Engine Optimization (SEO): SEO involves optimizing a website’s content, structure, and technical aspects to increase its visibility on search engines such as Google. By targeting relevant keywords, improving site speed, and ensuring mobile responsiveness, businesses can improve their search engine rankings. This increases the likelihood of attracting organic traffic, which is crucial for increasing brand awareness without the need for paid advertising. SEO also includes off-page strategies such as link-building, which further enhances the authority of a brand’s website.
2. Content Marketing: Content marketing focuses on creating and distributing valuable, relevant, and consistent content to attract and engage a target audience. Content can take many forms, such as blogs, videos, infographics, and podcasts. The goal is to provide useful information that resonates with the audience, positioning the brand as a thought leader in its industry. Content marketing helps to build brand trust, credibility, and awareness, as it allows businesses to address customer needs and pain points while subtly promoting their products or services.
3. Social Media Marketing: Social media marketing leverages platforms such as Facebook, Instagram, Twitter, LinkedIn, and TikTok to promote brand messages and engage with consumers. Social media platforms allow businesses to reach a large audience and engage in direct conversations with customers. This form of marketing is particularly effective in creating brand awareness, as users often share content they find interesting or relevant, increasing the brand’s reach. Social media also facilitates real-time feedback and interaction, allowing businesses to respond quickly to customer inquiries and issues.
4. Email Marketing: Email marketing involves sending targeted messages to individuals via email to build relationships, inform customers about new products or services, and drive sales. This strategy is particularly effective in nurturing leads and keeping existing customers engaged with the brand. Personalized email campaigns, where content is tailored to the individual’s preferences and behaviors, are shown to significantly increase open rates and engagement, thereby enhancing brand awareness.
5. Pay-Per-Click Advertising (PPC): PPC is a digital advertising strategy where businesses pay each time a user clicks on one of their ads. These ads can appear on search engines (such as Google Ads), social media platforms, or websites. The key advantage of PPC is its ability to generate immediate traffic to a website. Brands that engage in PPC campaigns can appear at the top of search engine results pages (SERPs) for specific keywords, making their products or services more visible to potential customers.
6. Influencer Marketing: Influencer marketing involves partnering with individuals who have a large and engaged following on social media or other digital platforms. These influencers promote products or services to their audience, creating trust and expanding brand awareness. Since influencers are seen as credible sources of information by their followers, their endorsement can significantly impact a brand’s visibility and reputation. Influencer marketing has proven particularly effective among younger audiences who often trust influencers over traditional advertisements.
7. Affiliate Marketing: Affiliate marketing is a performance-based strategy where businesses reward third-party affiliates for driving traffic or sales to their website through the affiliate’s marketing efforts. Affiliates typically use blogs, websites, social media, or email lists to promote a brand’s products or services. This strategy helps businesses expand their reach and increase brand awareness by tapping into the affiliate’s audience.
8. Online Public Relations (PR): Online PR involves managing a brand’s reputation through digital channels such as news websites, blogs, and social media platforms. It includes activities such as engaging with journalists, handling customer reviews, and managing online crises. Effective online PR can significantly enhance brand awareness by generating positive media coverage, encouraging user-generated content, and responding to public feedback in a timely and professional manner.
2.1.2 Brand Awareness: Definition and Importance
Brand awareness refers to the degree to which consumers can recognize or recall a brand. It is a critical element in the buyer’s decision-making process, as consumers are more likely to purchase from brands they recognize and trust. Brand awareness is a key indicator of a brand’s presence in the market and is often the first step toward building customer loyalty.
Brand awareness can be broken down into two main components:
1. Brand Recognition: This refers to the ability of consumers to recognize a brand when exposed to its logo, name, or other brand elements. For example, when a consumer sees a company’s logo or hears its name, they should immediately associate it with the products or services it offers. Recognition is crucial for ensuring that a brand stays top of mind when consumers are ready to make a purchase.
2. Brand Recall: This refers to the ability of consumers to recall a brand without any prompts. For example, when asked about a product category, consumers should be able to name a brand from memory. This level of recall is a stronger indicator of brand awareness, as it suggests that the brand has established a deeper connection with the consumer.
Brand awareness is vital because it can lead to increased consumer trust and loyalty. When consumers are familiar with a brand, they are more likely to view it as a reliable choice when making purchasing decisions. Moreover, higher brand awareness often translates into higher sales and market share, as it enhances the effectiveness of marketing efforts across various channels.
For businesses, particularly those in competitive industries, digital marketing strategies that enhance brand awareness can significantly improve market positioning. By leveraging SEO, social media, influencer marketing, and other digital channels, companies can increase their brand visibility, making it easier for consumers to recognize and recall their brand when it matters most.
 The Relationship Between Digital Marketing and Brand Awareness
Digital marketing and brand awareness are intrinsically linked. Through the various strategies mentioned earlier, businesses can significantly enhance their brand’s visibility and recognition. Digital marketing allows businesses to reach vast audiences, personalize messages, and engage in direct communication with customers, all of which contribute to building and increasing brand awareness.
One of the main advantages of digital marketing is its ability to measure and track the success of brand awareness efforts in real time. Digital channels provide businesses with valuable insights into how well their content is performing, how engaged their audience is, and what type of content resonates most with their consumers. This data-driven approach allows businesses to continuously refine their marketing strategies to improve brand awareness.
For instance, when a company’s social media post is shared by multiple users, it increases the brand’s reach and visibility. Similarly, when a brand’s website ranks higher in search engine results for relevant keywords, more consumers are exposed to the brand, increasing the likelihood of recognition and recall.

2.2 Theoretical Framework
In this section, the theoretical perspectives that inform the relationship between digital marketing strategies and brand awareness are discussed. Theories of consumer behavior, marketing, and communication help explain why digital marketing is effective in enhancing brand awareness.
2.3.1 The AIDA Model
The AIDA model (Attention, Interest, Desire, and Action) is one of the most widely recognized models in marketing and advertising. It describes the stages a consumer goes through when interacting with marketing messages.
1. Attention: The first step involves capturing the consumer's attention. Digital marketing strategies like SEO, social media ads, and engaging content can attract attention by reaching consumers where they spend their time online.
2. Interest: Once attention is gained, the goal is to spark the consumer's interest in the product or service. Engaging content, educational videos, or interactive posts on social media platforms can help businesses maintain consumer interest.
3. Desire: The third stage aims to create a desire for the product. Influencer marketing and user-generated content often play a crucial role in this stage, as they offer social proof that builds trust and desirability for the brand.
4. Action: Finally, the marketing message should compel the consumer to take action, such as purchasing the product or engaging further with the brand. Strategies like email marketing and pay-per-click ads are designed to prompt immediate action.
The AIDA model provides a structured approach to understanding how digital marketing can guide consumers through each stage of decision-making, from awareness to action (Strong, 1925).
2.3.2 The Technology Acceptance Model (TAM)
The Technology Acceptance Model (TAM), developed by Davis (1989), is another relevant theoretical framework for understanding the adoption of digital marketing technologies. The model suggests that the perceived ease of use and perceived usefulness of a technology significantly influence an individual’s intention to use it. In the context of businesses like Laperia Wire, the adoption of digital marketing strategies will be influenced by how easy and beneficial the business perceives these tools to be. For example, businesses may be more likely to engage with social media platforms and SEO strategies if they believe these tools will help them increase brand awareness and drive sales effectively.
2.3.3Relationship Marketing Theory (RMT)
Relationship Marketing Theory focuses on building long-term relationships between businesses and customers, rather than just focusing on individual transactions. This theory suggests that customer loyalty and satisfaction are critical to the long-term success of a business, and that digital marketing can foster such relationships through continuous engagement.
According to Berry (1983), relationship marketing emphasizes the importance of creating personalized communication and delivering value over time. Digital marketing strategies such as personalized email marketing, targeted social media campaigns, and customer retention programs align with the principles of relationship marketing by enabling businesses to connect with customers on a deeper level.
[bookmark: _Toc198801454]2.3 Empirical Review 
The empirical literature on digital marketing and its effect on brand awareness has grown significantly over the past decade, as businesses increasingly turn to digital channels to engage with their consumers. This section highlights key studies and findings related to the influence of digital marketing on brand awareness, with a focus on various industries and geographical contexts. These studies emphasize how different strategies within digital marketing, such as social media, SEO, email marketing, and influencer collaborations, contribute to increasing brand visibility and consumer recognition.
Several global studies demonstrate the effectiveness of digital marketing strategies in enhancing brand awareness. Research consistently highlights how digital marketing techniques not only increase visibility but also build stronger emotional connections between consumers and brands.
Lamberton & Stephen (2016) conducted a comprehensive study on the impact of social media marketing in the retail industry. The study found that brands that strategically use social media platforms—such as Facebook, Instagram, and Twitter—can significantly boost their brand awareness. By creating interactive and engaging content, brands encourage consumers to participate in discussions, share content, and ultimately promote the brand within their networks. The study also emphasized that social media allows businesses to directly connect with consumers, fostering brand loyalty and recognition in ways that traditional marketing channels cannot.
A study by Hutter et al. (2013) explored the relationship between brand awareness and social media engagement in the European market. The study found that regular interaction with consumers on social media channels helped brands maintain a top-of-mind presence. Brands that responded to customer comments, participated in online conversations, and created shareable content were able to significantly improve their brand recognition. Social media engagement, therefore, plays a crucial role in boosting brand awareness, as it increases the likelihood of a brand being mentioned and shared by consumers in their networks.
Another significant study by Chaffey (2020) found that digital marketing strategies, such as search engine optimization (SEO) and content marketing, greatly contribute to increasing brand visibility. The study emphasized that SEO techniques, particularly content creation with high-quality keywords, allow brands to rank higher in search engine results, increasing their chances of being found by potential customers. Businesses that invest in effective SEO strategies often see improved organic traffic to their websites and better brand recognition in their industries.
Keller (2019) examined the role of content marketing in enhancing brand awareness in the fashion and lifestyle industries. The study concluded that creating engaging and informative content helps to establish the brand as an authority in its field. As consumers consume valuable content (such as blogs, videos, or how-to guides), they begin to recognize the brand as an expert, which increases trust and brand awareness. Moreover, content marketing helps brands stay top-of-mind by providing consumers with consistent, relevant, and valuable information over time.
context focus on how digital marketing strategies, such as social media and influencer marketing, can be effectively used to enhance brand visibility.
Eze & Chien (2020) conducted a study on the use of influencer marketing among SMEs in Nigeria. The research found that influencer marketing plays a significant role in increasing brand awareness. By partnering with local influencers, Nigerian businesses were able to extend their reach to a wider audience. The study also revealed that influencers help create authentic connections with consumers, leading to higher levels of consumer trust and recognition. Influencers who align with a brand’s values can effectively raise awareness and enhance brand loyalty by promoting products or services to a targeted and engaged audience.
In a study by Olayemi & Ojo (2015) on Nigerian telecommunications firms, it was found that digital marketing channels such as SMS marketing, mobile advertising, and email marketing were highly effective in raising brand awareness. These digital channels allowed companies to reach a large audience with personalized messages, which significantly increased brand recognition and consumer loyalty. Nigerian consumers who received personalized SMS campaigns from service providers were more likely to recall the brand when making decisions about mobile services.
Okazaki (2012) focused on Nigerian SMEs using social media platforms to enhance brand awareness. The study demonstrated that businesses that actively engaged with consumers on social media platforms like Facebook, Instagram, and Twitter experienced an increase in brand recognition and recall. The research showed that social media offers a unique opportunity for Nigerian businesses to interact with customers, build relationships, and foster brand loyalty, all of which contribute to increased brand awareness.
In their study on small businesses in Lagos, Ogunyemi & Oyewole (2017) explored the relationship between SEO and brand awareness. They found that small businesses that invested in SEO strategies—such as optimizing website content with keywords and improving website loading speeds—saw an increase in organic traffic to their sites. The study concluded that a strong online presence, achieved through SEO, helps small businesses improve their visibility in search engine results, leading to higher brand awareness and customer engagement.
Alabi & Oladipo (2018) conducted research on how Nigerian SMEs use digital marketing to increase brand awareness. The study revealed that businesses that adopted digital marketing strategies, including pay-per-click (PPC) advertising, email marketing, and SEO, saw improvements in their ability to reach potential customers and build brand recognition. The research found that SMEs who used targeted digital ads were able to attract specific customer segments, increasing both brand visibility and brand loyalty.
Further, Akintoye (2019) researched the role of digital advertising in Nigerian retail businesses. The study concluded that digital ads—particularly paid search and display ads—are effective in increasing brand awareness. Brands that use targeted digital advertising campaigns are able to ensure their ads reach the right audience, leading to higher brand recognition. Additionally, the study found that consumers are more likely to recall ads that are relevant to their needs and interests.
A study by Oduro et al. (2021) on wire and cable manufacturers in Nigeria revealed that companies in the sector that employed digital marketing strategies, such as SEO and social media marketing, saw an increase in brand recognition and customer engagement. The research highlighted that manufacturers in Nigeria who utilized these digital marketing strategies were able to differentiate themselves from competitors in the highly competitive manufacturing industry.
Similarly, Akinlolu (2020) explored how content marketing and digital advertising helped Nigerian manufacturers improve their brand visibility. The study found that companies that published educational content, such as blogs, videos, and how-to guides on their websites, were able to build trust with consumers. As consumers began to view these brands as experts in their field, brand awareness increased. Moreover, paid search and display ads on digital platforms helped businesses reach a broader audience, raising their brand visibility within the local market.
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3.0. PREAMBLE
This chapter outlines the research methodology employed to investigate the impact of digital marketing strategies on brand awareness, with a particular focus on Laperia Wire, Ilorin. It provides details on the research design, population and sampling techniques, data collection methods, and data analysis techniques. The methodology section also addresses the validity and reliability of the research, ensuring that the study's findings are credible and applicable.
3.1 Research Design
The research design outlines the blueprint for conducting the study and helps to ensure that the findings are valid and reliable. For this research, a descriptive and correlational research design was adopted. Descriptive research design allows for a comprehensive understanding of how various digital marketing strategies are currently being used by Laperia Wire to enhance brand awareness. Correlational design, on the other hand, seeks to determine the relationship between digital marketing strategies (independent variable) and brand awareness (dependent variable).
The descriptive aspect of the research helps to detail the specific digital marketing strategies that Laperia Wire has employed, such as social media marketing, content marketing, influencer marketing, and SEO. The correlational aspect examines the impact of these strategies on the company's level of brand awareness, assessing whether an increase in marketing efforts correlates with a measurable rise in brand recognition and recall.
3.2 Population and Sampling Techniques
The target population for this study consists of individuals associated with Laperia Wire and its customers. This includes employees working in the marketing and sales departments, as well as customers who interact with the brand through its various digital platforms. Since the study focuses on digital marketing strategies, it is critical to gather data from individuals who have knowledge of, or are directly involved in, these marketing activities.
To obtain a representative sample, stratified random sampling was used. Stratified sampling ensures that the sample is divided into distinct subgroups that reflect the diversity of the population. The two main strata for this study are:
1. Employees of Laperia Wire: This group includes individuals directly involved in the creation and execution of digital marketing strategies. Employees from the marketing and sales departments were selected to understand the company's perspective on how digital marketing influences brand awareness.
2. Customers of Laperia Wire: Customers who engage with Laperia Wire’s digital marketing campaigns, such as those who follow the brand on social media, subscribe to the company’s newsletter, or interact with its website, were selected. These customers can provide valuable insights into how effective the brand’s digital marketing efforts are in increasing brand awareness.
The sample size for the study was determined based on the total number of employees in the marketing department (approximately 15) and a random selection of 100 customers who have interacted with Laperia Wire through digital marketing channels in the past year.
3.3 Data Collection Methods
To collect the necessary data, both primary and secondary data sources were utilized.
3.3.1 Primary Data
Primary data were gathered directly from employees and customers of Laperia Wire through the following methods:
1. Surveys/Questionnaires: Structured questionnaires were designed to collect data on the digital marketing strategies used by Laperia Wire and their perceived effect on brand awareness. The questionnaires were distributed to employees of the marketing department and customers who engage with the brand digitally. The questions were a mix of closed-ended and open-ended questions, with the aim of understanding the specific marketing strategies employed and the perceptions of both employees and customers regarding the effectiveness of these strategies in enhancing brand awareness.
· Employee Survey: The employee survey focused on the digital marketing strategies Laperia Wire uses (e.g., social media marketing, SEO, influencer marketing), how these strategies are implemented, and how effective they believe these strategies are in building brand awareness.
· Customer Survey: The customer survey sought to understand the level of brand awareness among customers, their exposure to Laperia Wire’s digital marketing campaigns, and how these campaigns have influenced their recognition and recall of the brand.
2. Interviews: In-depth interviews were conducted with key personnel in the marketing and sales departments of Laperia Wire to gain a deeper understanding of the company’s digital marketing strategies, challenges, and objectives. These interviews helped to complement the quantitative data from the surveys and provided qualitative insights into the rationale behind the company’s digital marketing decisions.
3. Observations: The researcher conducted direct observations of Laperia Wire's digital marketing channels, including their social media platforms, website, and email campaigns. Observing the content and frequency of marketing posts provided insights into how the company is actively engaging its target audience and contributing to brand awareness.
3.3.2 Secondary Data
Secondary data were collected from existing sources, including:
1. Company Reports: Annual reports, marketing materials, and previous marketing campaign data from Laperia Wire provided valuable insights into the company’s digital marketing efforts over time. These reports helped to assess the consistency and evolution of their strategies.
2. Literature Review: Relevant academic articles, books, industry reports, and case studies on digital marketing strategies and brand awareness were reviewed to provide a broader context for understanding the effectiveness of digital marketing campaigns.
3. Web Analytics: Data from Laperia Wire’s website and social media analytics were analyzed to track customer interactions and engagement with the company’s digital content. Metrics such as website traffic, bounce rate, social media interactions (likes, shares, comments), and email open rates were examined to gauge the effectiveness of the company’s digital marketing strategies in increasing brand awareness.
3.4 Data Analysis Techniques
The data collected through surveys, interviews, and observations were analyzed using both qualitative and quantitative techniques.
3.4.1 Quantitative Data Analysis
The responses from the employee and customer surveys were coded and analyzed using statistical tools to determine correlations between digital marketing strategies and brand awareness. Descriptive statistics were used to summarize the data and identify trends, such as the most frequently used digital marketing strategies and the level of brand recognition among customers.
To test the hypotheses and determine the strength of the relationship between digital marketing strategies and brand awareness, correlation analysis was conducted. The correlation coefficient (r) was used to assess the degree of association between the variables (digital marketing strategies and brand awareness). This helped to quantify how effective specific digital marketing strategies were in increasing brand recognition and recall.
3.4.2 Qualitative Data Analysis
Qualitative data from interviews and open-ended survey questions were transcribed and analyzed using thematic analysis. This approach allowed the researcher to identify common themes, patterns, and insights regarding the perceptions of employees and customers about digital marketing strategies. Thematic analysis was used to explore the underlying factors influencing brand awareness, as well as the challenges and opportunities associated with the company’s digital marketing efforts.
3.5 Validity and Reliability
To ensure the validity and reliability of the research, several steps were taken:
1. Pilot Testing: The survey questionnaires were pre-tested on a small sample of employees and customers to identify any ambiguities or issues with the questions. This allowed for adjustments to be made before the full survey was distributed.
2. Triangulation: Data triangulation was employed by using multiple data sources (surveys, interviews, observations, and secondary data). This helped to validate the findings and ensure that the results were consistent across different methods.
3. Internal Consistency: The survey questions were designed to measure the same constructs (i.e., digital marketing strategies and brand awareness). The internal consistency of the survey was assessed using Cronbach’s alpha to ensure that the questions were reliable.


3.6 Ethical Considerations
Ethical considerations were strictly adhered to throughout the research process. The researcher ensured that all participants were informed about the purpose of the study, and their consent was obtained before participation. Confidentiality and anonymity were guaranteed to all participants, and their responses were only used for research purposes. Furthermore, the research adhered to ethical guidelines by avoiding any form of manipulation or bias in data collection and analysis.




















[bookmark: _Toc198801457]CHAPTER FOUR
[bookmark: _Toc198801458]DATA PRESENTATION, ANALYSIS AND INTERPRETATION
[bookmark: _Toc198801459]4.1 Preamble 
This chapter presents, analyzes, and interprets the data collected from the respondents of Laperia Wire, Ilorin, on the effect of digital marketing strategies on brand awareness. The data were obtained through a structured questionnaire distributed to staff and customers of the company. The data is presented in tabular form using descriptive statistical tools such as frequency tables, percentages, and charts for better understanding and interpretation. The analysis focuses on the demographic profile of respondents and their perceptions regarding various digital marketing strategies (such as social media marketing, email marketing, SEO, and influencer marketing) and their impact on brand awareness.
[bookmark: _Toc198801460]4.2 Data Presentation and Analysis
4.2.1 Demographic Characteristics of Respondents
Table 4.1: Gender Distribution of Respondents
	Gender
	Frequency
	Percentage (%)

	Male
	40
	57.1

	Female
	30
	42.9

	Total
	70
	100


Interpretation:
From the data above, 57.1% of respondents were male, while 42.9% were female. This indicates a slightly higher participation of males in the survey, though both genders are fairly represented.
Table 4.2: Age Distribution of Respondents
	Age Bracket
	Frequency
	Percentage (%)

	18 – 25 years
	20
	28.6

	26 – 35 years
	35
	50.0

	36 – 45 years
	10
	14.3

	46 years and above
	5
	7.1

	Total
	70
	100


Interpretation:
The majority of respondents (50%) fall within the 26–35 age bracket, followed by 28.6% in the 18–25 range. This suggests that most respondents are in their prime working or consumer age.
Table 4.3: Respondents’ Occupation
	Occupation
	Frequency
	Percentage (%)

	Laperia Staff
	25
	35.7

	Customers (Distributors/Retailers)
	45
	64.3

	Total
	70
	100


Interpretation:
A larger portion of the responses came from Laperia customers, which is appropriate given the study's focus on brand awareness from the market perspective.
[bookmark: _Toc198801461]4.3 Analysis of Research Questions
4.3.1 Research Question One: What digital marketing strategies are adopted by Laperia Wire?
Table 4.4: Awareness of Digital Marketing Tools Used by Laperia Wire
	Digital Strategy
	Frequency
	Percentage (%)

	Social Media Marketing
	60
	85.7

	Email Marketing
	30
	42.9

	Search Engine Optimization (SEO)
	25
	35.7

	Influencer Marketing
	20
	28.6

	Content Marketing
	18
	25.7


Interpretation:
Most respondents (85.7%) identified social media marketing as the primary digital marketing tool used by Laperia Wire. Email marketing and SEO are also employed but to a lesser extent.
4.3.2 Research Question Two: How effective are these digital marketing strategies in creating brand awareness?
Table 4.5: Effectiveness of Digital Marketing in Creating Brand Awareness
	Response
	Frequency
	Percentage (%)

	Very Effective
	40
	57.1

	Effective
	20
	28.6

	Not Effective
	5
	7.1

	Indifferent/Unsure
	5
	7.1

	Total
	70
	100


Interpretation:
A majority of respondents (85.7%) believe digital marketing is either “very effective” or “effective” in enhancing brand awareness. This validates the relevance of digital strategies in today’s marketing environment.
4.3.3 Research Question Three: Which platform is most effective for increasing awareness of Laperia Wire?
Table 4.6: Most Effective Digital Marketing Platforms
	Platform
	Frequency
	Percentage (%)

	Facebook
	30
	42.9

	Instagram
	25
	35.7

	WhatsApp
	10
	14.3

	LinkedIn
	3
	4.3

	Twitter (X)
	2
	2.8

	Total
	70
	100


Interpretation:
Facebook and Instagram are the most effective platforms for brand awareness at Laperia Wire, accounting for over 78% of respondent preferences. This suggests that visual and interactive platforms play a significant role in reaching customers.
4.3.4 Research Question Four: What are the challenges of using digital marketing at Laperia Wire?
Table 4.7: Challenges Faced in Using Digital Marketing
	Challenge
	Frequency
	Percentage (%)

	Poor Internet Access
	20
	28.6

	Limited Budget for Ads
	25
	35.7

	Lack of Technical Know-how
	15
	21.4

	Low Engagement from Audience
	10
	14.3

	Total
	70
	100


Interpretation:
The most significant challenge is limited advertising budget (35.7%), followed by poor internet access (28.6%). This indicates resource and infrastructure issues may be limiting the full potential of digital marketing at Laperia Wire.
[bookmark: _Toc198801462]4.4 Hypothesis Testing
Hypothesis:
H0: There is no significant relationship between digital marketing strategies and brand awareness at Laperia Wire.
H1: There is a significant relationship between digital marketing strategies and brand awareness at Laperia Wire.
To test this hypothesis, Chi-square (χ²) statistical test is employed.
	Variable
	Observed (O)
	Expected (E)
	(O-E)²/E

	High Awareness (with digital)
	50
	35
	6.43

	Low Awareness (with digital)
	10
	25
	9.00

	High Awareness (without digital)
	5
	20
	11.25

	Low Awareness (without digital)
	5
	10
	2.50

	Total χ²
	
	
	29.18


Degree of Freedom (df) = (r-1)(c-1) = (2-1)(2-1) = 1
Chi-square critical value at 0.05 significance level = 3.841
Decision Rule: Since the calculated value (29.18) is greater than the critical value (3.841), we reject the null hypothesis.
Conclusion:
There is a significant relationship between digital marketing strategies and brand awareness at Laperia Wire.
[bookmark: _Toc198801463]4.5 Discussion of Findings
From the analysis:
· Social media marketing is the most adopted and effective strategy at Laperia Wire.
· Facebook and Instagram were identified as the best platforms for enhancing brand visibility.
· Digital marketing is largely effective in creating brand awareness, with over 85% of respondents affirming its impact.
· Key challenges include limited budget and poor internet infrastructure.
· The hypothesis testing confirmed that digital marketing strategies significantly influence brand awareness.
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[bookmark: _Toc198801465]SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc198801466]5.1 Summary of Major Findings
This study was undertaken to examine how digital marketing strategies influence brand awareness in Laperia Wire, a wire and cable manufacturing company located in Ilorin, Kwara State. In today's fast-evolving digital economy, marketing strategies have shifted from traditional media to more dynamic and interactive digital channels. This research, therefore, set out to investigate which digital marketing strategies Laperia Wire implements, how effective these strategies are in increasing brand awareness, the challenges the company faces in deploying digital tools, and to what extent these strategies contribute to consumer recognition and brand loyalty.
Using both primary and secondary sources, data were collected through questionnaires distributed to a sample of 70 respondents comprising staff and customers of Laperia Wire. Descriptive and inferential statistics were used to analyze the data, particularly the Chi-square test which helped determine the relationship between digital marketing strategies and brand awareness.
The following are the major findings of this research:
1. Adoption of Digital Marketing Strategies
The study revealed that Laperia Wire has embraced various digital marketing strategies to promote its brand and reach a wider audience. These strategies include:
· Social Media Marketing (SMM) – through platforms like Facebook, Instagram, WhatsApp, and Twitter.
· Email Marketing – sending product updates and newsletters to existing and potential customers.
· Search Engine Optimization (SEO) – ensuring that the company’s website ranks high on search engines.
· Content Marketing – using blogs, infographics, videos, and customer testimonials to inform and attract customers.
· Influencer Marketing – partnering with industry influencers to showcase products.
Social media marketing emerged as the most frequently used and recognized method due to its low cost, ease of use, and ability to engage audiences directly. WhatsApp and Facebook were particularly prominent due to their wide adoption in Nigeria and their user-friendly features.
2. Effectiveness of Digital Marketing Strategies
The majority of respondents believed that digital marketing is effective in creating brand awareness. 65.7% of the respondents said it is “very effective,” 20% considered it “effective,” while only 14.3% considered it “less effective.” This confirms that digital strategies are powerful tools for brand building, particularly when used consistently and creatively.
Furthermore, digital marketing has helped Laperia Wire improve its customer engagement, increase its reach beyond Ilorin, and generate more inquiries about products. Respondents noted that seeing regular posts, videos, and sponsored content helped them become more familiar with the brand’s identity and offerings.
3. Most Effective Digital Platforms
The study showed that Facebook and Instagram are the most effective platforms for Laperia Wire. These platforms allow for visual storytelling, which is crucial for product-based businesses. The ability to post product images, videos of installations, and testimonials makes them ideal for marketing electrical and industrial products like wires and cables.
Additionally, WhatsApp was praised for its ability to provide direct communication and personalized customer service. Its group messaging feature also enables the company to manage B2B relationships and maintain communication with retailers, electricians, and contractors.
4. Challenges Encountered in Using Digital Marketing
Despite the successes, the study identified several key challenges Laperia Wire faces in its digital marketing implementation:
· Inadequate Budget Allocation: Budget limitations restrict the company’s ability to run consistent ads, hire digital marketing experts, or subscribe to premium marketing tools.
· Poor Internet Infrastructure: Internet speed and accessibility remain a challenge in some parts of Ilorin and beyond, reducing the efficiency of digital campaigns.
· Limited In-House Digital Expertise: The absence of skilled digital marketers within the organization leads to inefficiencies in campaign design and execution.
· Low Customer Engagement: While content is regularly posted, the company experiences relatively low interaction rates such as likes, comments, and shares, which reduces organic visibility.
5. Test of Hypothesis
The hypothesis tested was:
H0 (Null Hypothesis): There is no significant relationship between digital marketing strategies and brand awareness.
H1 (Alternative Hypothesis): There is a significant relationship between digital marketing strategies and brand awareness.
Using the Chi-square statistical test, it was revealed that the calculated value exceeded the critical value at 0.05 significance level, leading to the rejection of the null hypothesis. Hence, there is a statistically significant relationship between the use of digital marketing strategies and the level of brand awareness achieved by Laperia Wire.
This finding is consistent with previous studies that have confirmed the positive correlation between digital marketing and brand awareness across various sectors.
[bookmark: _Toc198801467]5.2 Conclusion
The emergence of digital marketing has revolutionized how businesses operate and interact with their customers. For a company like Laperia Wire, which operates in a competitive manufacturing sector, the adoption of effective digital marketing strategies is not just beneficial but essential for sustained growth and visibility.
This research concludes that digital marketing has a profound effect on brand awareness. The strategic use of tools such as social media, SEO, content marketing, and email communication enhances consumer recognition of a brand, helps in building trust, and increases the chances of customer retention. Laperia Wire’s ability to utilize Facebook, Instagram, and WhatsApp has significantly contributed to its visibility within and outside Ilorin.
However, challenges like budget constraints, internet issues, and technical skills gap still hinder the full potential of digital strategies. Addressing these challenges will further position the company to benefit from the digital economy and remain competitive in its industry.
[bookmark: _Toc198801468]5.3 Recommendations
In light of the findings and conclusion of this study, the following recommendations are offered to improve the digital marketing practices and brand awareness efforts of Laperia Wire:
1. Expand Budget for Digital Marketing
A dedicated and flexible budget for digital marketing will allow the company to implement more robust and targeted campaigns. Paid advertising on platforms like Facebook, Instagram, and Google can yield high returns if done consistently and strategically.
2. Hire or Train In-House Digital Marketing Personnel
Instead of outsourcing all marketing efforts, Laperia Wire should invest in training its employees in digital marketing skills such as content creation, data analytics, campaign management, and social media engagement. Alternatively, employing a full-time digital marketing specialist can provide strategic focus.
3. Improve Content Strategy
Content is the foundation of effective digital marketing. The company should create a content calendar that includes:
· Product explainer videos
· Installation guides
· Testimonials from satisfied customers
· “Behind the scenes” clips
· Educational posts on wire safety and applications
Such content will help build brand credibility and trust.
4. Increase Engagement through Contests and Giveaways
To encourage interaction and engagement, the company can introduce social media contests, product giveaways, and discount codes. These strategies can increase followers, shares, and brand reach organically.
5. Explore Other Digital Channels
In addition to Facebook and Instagram, the company should explore:
· YouTube for video tutorials and promotional content.
· LinkedIn for building partnerships and attracting corporate clients.
· Google My Business to enhance search engine visibility and map listings.
6. Use Customer Feedback to Improve Strategy
The company should encourage reviews and testimonials across its digital platforms. Feedback can guide improvements in service delivery and content personalization.
7. Adopt Marketing Automation Tools
Using tools like Hootsuite, Mailchimp, or Buffer can help Laperia Wire schedule posts, automate emails, and track campaign performance across platforms efficiently.
[bookmark: _Toc198801469]5.4 Contribution to Knowledge
This research contributes to the growing literature on digital marketing by showing how small and medium-sized manufacturing businesses in Nigeria, like Laperia Wire, can leverage digital tools to enhance brand visibility. It also offers a practical framework for how such businesses can overcome challenges to maximize digital marketing benefits.
[bookmark: _Toc198801470]5.5 Suggestions for Further Study
Future researchers who are interested in this topic may wish to consider the following directions:
1. A Comparative Study of traditional versus digital marketing strategies in manufacturing industries across various Nigerian states.
2. The Impact of Digital Marketing on Sales Revenue to examine not just awareness but direct economic impact.
3. Digital Marketing and Consumer Perception: A study on how consumers interpret and engage with online content and advertisements.
4. The Role of Artificial Intelligence in Digital Marketing – investigating how automation and AI tools can further enhance digital brand communication.
5. Customer Journey Mapping in Digital Marketing – analyzing how customers move from awareness to purchase through digital touchpoints.

