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[bookmark: _Toc202445192]ABSTRACT
This study investigates the impact of digital marketing on small and medium-sized enterprises (SMEs) in Kwara State, with particular focus on Oremiti Herbal Mixture. The objective was to examine how digital marketing strategies particularly through the lens of Integrated Marketing Communication (IMC) affect brand visibility, customer engagement, and business performance. Grounded in Diffusion of Innovation Theory, the research explores how SMEs adopt and integrate digital tools such as social media, search engine optimization (SEO), and email marketing to reach a broader market. A quantitative research design was employed, utilizing a structured questionnaire administered to 100 respondents, including staff, customers, and digital marketers associated with the brand. Descriptive analysis techniques (such as frequency tables, percentages, and mean scores) were used to interpret the data. The findings revealed that digital marketing significantly contributes to increased customer outreach, improved sales performance, and brand loyalty. Moreover, the study shows that integrated digital strategies provide a cost-effective platform for SMEs to compete with larger enterprises. However, the research also highlights challenges such as limited digital literacy, inconsistent internet connectivity, and financial constraints, which hinder full adoption. Based on the findings, the study recommends increased training in digital literacy for SME operators, investment in internet infrastructure, and support policies from the government to enhance digital marketing capabilities of local businesses. Overall, the study concludes that digital marketing, when effectively integrated, is a powerful driver for the growth and sustainability of SMEs like Oremiti Herbal Mixture in Kwara State.
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[bookmark: _Toc202445196]1.1	Background to the Study
The proliferation of internet technology has brought about a drastic metamorphosis practically in all human experiences with their ecosystem. According to Akerele, O. (2017), this momentous innovation has impacted human communication pattern and interaction, creating a virtual global community with far-flung information dissemination. In recent time, every field including science and non-science oriented depend on internet technology for their day-to-day operations. One of such field is advertising/marketing which forms the basis of this study.
 Online marketing has changed and is still changing the way business is conducted around the globe. The commercialization of the internet has assisted online marketing to become one of the most promising avenues for inter-organizational business processes. Online marketing started with various means of relationship within the business processes. In Nigeria, many small and medium enterprises are investing and showing more and more interest in the Internet/online marketing business. Online marketing has emerged as a critical tool for businesses to reach and engage their target audience, improve brand awareness, and drive sales revenue. Online marketing innovation has the potential to positively impact firm performance by allowing companies to reach wider audiences, enhance customer engagement, and gather valuable data for targeted advertising. By embracing new technologies, companies can increase brand awareness, drive sales, and improve customer experience (Jung & Shega, 2023).  
Online marketing encompasses a multifaceted array of online strategies and tools designed to connect businesses with their target audiences in the digital realm. It encompasses various channels such as social media, search engines, email, content marketing, and paid advertising, allowing SMEs such as Oremiti herbal mixture company to craft tailored approaches that resonate with their specific clientele (Chaffey & Ellis, 2019). In an era where consumers are progressively migrating to the digital sphere for information, shopping, and social interaction, harnessing the potential of online marketing is not merely an option; it is an imperative for SMEs seeking sustainable growth and competitiveness. Online marketing deploys internet to deliver promotional marketing information to consumers that include email marketing, search engine marketing, social media marketing, many types of display advertising (including web banner advertising), and mobile advertising. Like other advertising media, online advertising constantly involves both a publisher, who integrates advertisements into its online content and an advertiser, who provides the advertisements to be displayed on the publisher's content (Amruta, 2014).
Furthermore, online marketing offers small and medium-sized enterprises (SMEs) vital knowledge on consumer behavior and preferences. By utilizing analytics tools and implementing data tracking systems, firms can acquire a more comprehensive comprehension of their clients, encompassing their purchasing behaviors, preferences, and feedback (Teuta, 2023). This information is extremely helpful for customizing marketing efforts to align with the needs and preferences of the target demographic, ultimately resulting in heightened customer satisfaction and loyalty. In addition, online marketing facilitates immediate interaction and involvement with clients, cultivating a sense of community and trust between the firm and its audience. Another significant consequence of online marketing on small and medium-sized enterprises (SMEs) is the equalization of market entry opportunities (Rahman et al., 2018). 
Historically, smaller enterprises encountered substantial obstacles when attempting to enter competitive marketplaces as a result of their restricted resources and lack of visibility. Online marketing equalizes the opportunities for small and medium-sized enterprises (SMEs) to rival larger organizations on internet platforms. In order to maintain competitiveness, SMEs must be informed about the most recent developments in online marketing and adjust their plans accordingly. The capacity to adapt is essential for sustaining a robust online presence and effectively interacting with customers in a constantly evolving digital landscape. 
Notwithstanding these difficulties, the potential advantages of online marketing for SMEs in Nigeria are significant. The capacity to access a broader demographic, interact with clients more efficiently, and contend on an international level offers significant prospects for expansion and achievement. In addition, online marketing promotes innovation and creativity, motivating SMEs to explore and test new concepts and strategies. The innovation is seen in the wide array of online marketing efforts and activities carried out by Oremiti herbal mixture, encompassing interactive social media campaigns, influencer collaborations, and video marketing (Rahman, Nesa & Ghose, 2018). 
Furthermore, online marketing has empowered SMEs to improve their operational effectiveness, customer support and have optimized multiple the business processes, enabling SMEs to efficiently handle client contacts and promptly address requests and feedback. Enhancing operational efficiency not only enhances customer satisfaction but also releases resources that may be reallocated to other business development endeavors. 
Oremiti herbal mixture is a medium scale enterprise involve in the utilization of plants and plant components to creating beneficial phyto-pharmaceuticals through uncomplicated procedures that do not necessitate advanced equipment. There is no doubt that the small and medium scale enterprises SMEs) play a crucial role in a nation’s economy, contributing significantly to its development. Recognized for their impact, SMEs contribute employment generation, local technology improvement, output diversification, development of indigenous entrepreneurship and integration with large scale industries. (Central Bank of Nigeria CBN, 2018; Imeokparia and Ediagbonya, 2014).
According to Khan and Dalu (2015) SMEs serve as catalysts for both industrial growth and economic growth with entrepreneurs acting as agents of economic transformation through employment and wealth generation, stimulation of indigenous entrepreneurship and promotion of an entrepreneurial culture. In order to be able to nurture entrepreneurial development, small and medium scale enterprise operators are considered vital for nurturing entrepreneurial development and the standard of living. In view of this background, this study seeks to investigate the impact of online marketing on small and medium size enterprise in Kwara State using Oremiti Herbal Mixture as case study.
[bookmark: _Toc202445197]1.2	Statement of the Problem 
In the contemporary business landscape, SMEs constitute the backbone of economies worldwide, contributing significantly to job creation, innovation, and economic growth (Kuckertz, 2013). So, SMEs are an essential contributor to the economic growth and development of many countries worldwide, including North Macedonia. 
However, the journey to sustained success for SMEs is fraught with challenges, including limited resources and intense competition. To overcome these hurdles and achieve enduring prosperity, SMEs are increasingly turning to online marketing as a powerful lever for enhancing their performance (Binbasioglu & Turk, 2020). 
Despite the numerous benefits, SMEs in Nigeria face several challenges in implementing online marketing strategies and using it to enhance their performance.  A major challenge encountered by small and medium-sized enterprises (SMEs) in Nigeria is the absence of digital literacy and competencies. Numerous small business proprietors and workers lack proficiency in online marketing strategies and resources, impeding their capacity to efficiently exploit internet platforms. 
In addition, the digital infrastructure in Nigeria, although making progress, nevertheless encounters challenges such as internet connectivity and speed, especially in rural regions. Technological barriers, such as issues with internet connectivity and outdated technology, also hinder the effective implementation of online marketing. Slow internet speeds and unreliable connections can disrupt online activities, making it difficult for SMEs to maintain a consistent and professional online presence. Additionally, the use of outdated technology can limit the functionality and effectiveness of digital marketing tools. The presence of these infrastructural limitations can hinder the capacity of small and medium-sized enterprises (SMEs) to effectively take advantage of online marketing opportunities. 
Another obstacle lies in the dynamic and ever-changing landscape of online marketing. The digital environment is in a perpetual state of flux, as novel trends, algorithms, and technologies arise on a regular basis. SMEs, lacking dedicated marketing teams or sufficient resources, may find it challenging to keep pace with these developments and engage in ongoing learning (Arugu & Wosu 2020).
Cybersecurity concerns are also a significant challenge. The increased reliance on digital platforms and online transactions exposes SMEs to cybersecurity risks, such as data breaches and cyberattacks. Many SMEs lack the resources and expertise to implement robust cybersecurity measures, making them vulnerable to these threats. Ensuring the security of customer data and maintaining the trust of their customers is a critical concern for SMEs. 
Based on the foregoing, the researcher is motivated to investigate the effect of online marketing on small and medium size enterprise in Kwara state with a focus on Oremiti Herbal Mixture.
[bookmark: _Toc202445198]1.3	Aim and Objectives of the Study
This study aims to explore the effect of online marketing on small and medium size enterprise in Kwara state. However, the specific objectives of the study are underscore below:
i. To determine audience perception of Oremiti Herbal Mixture in Kwara State.
ii. To determine the influence of online marketing on the brand awareness of Oremiti Herbal Mixture in Kwara State.
iii. To investigate the influence of online marketing on the sales of Oremiti Herbal Mixture in Kwara state.
iv. To ascertain the effect of search engine optimization on the visibility of Oremiti Herbal Mixture online marketing contents.
v. To explore the challenges militating the effectiveness of online marketing of Oremiti Herbal Mixture.
[bookmark: _Toc202445199]1.4	Research Questions
i. What are the perceptions of online marketing of Oremiti Herbal Mixture in Kwara State?
ii. How does online marketing influence the brand awareness of Oremiti Herbal Mixture in Kwara State?
iii. What is the influence of online marketing on the sales of Oremiti Herbal Mixture in Kwara state?
iv. What is the effect of search engine optimization on the visibility of  Oremiti Herbal Mixture marketing contents?
v. What are the challenges militating the effectiveness of online marketing of Oremiti Herbal Mixture?
[bookmark: _Toc202445200]1.5	Significance of the Study
This study will provide actionable insights into how online marketing influences the growth and sustainability of SMEs like Oremiti Herbal Mixture. The study will shed-light on the specific challenges SMEs face when transitioning to online marketing, such as limited technical expertise, financial constraints, and inadequate digital infrastructure. 
For the case of Oremiti Herbal Mixture, this study will offers a detailed evaluation of how online marketing impacts its customer base, sales performance, and overall competitiveness.  Furthermore, findings of this study will serve as a valuable resource for entrepreneurs, marketers, and business consultants by highlighting best practices and innovative strategies in online marketing. 
Lastly, the study will contribute to the academic field of business and marketing in Nigeria by providing empirical evidence on the role of online marketing in SME development. It also serves as a reference for future research, offering a framework for studying similar enterprises in other regions. This research will ultimately promote the growth of SMEs, which are crucial drivers of economic development in Kwara State and beyond.
[bookmark: _Toc202445201]1.6	Scope of the Study
The study is based on the impact of online marketing on small and medium size enterprise. The geographical scope of the study will be limited to Ilorin metropolis, Kwara State. The scope of this study shall be limited to Oremiti Herbal Mixture being the selected case study of small and medium scale enterprise in Kwara State. The population of the study will be limited to consumers of Oremiti Herbal Mixture in Ilorin metropolis and extended to those who are aware of the brand. This study is academic base hence, the scope of the study will be short-lived and its completion will be slated to a session (2024/2025). This is in-line with the approved academic calendar and curriculum of Kwara State Polytechnic, Ilorin.


[bookmark: _Toc202445202]1.7	Operational Definition of Terms
In order to ensure precision and clarity of major terminologies used in this study, the following terms were defined operationally in context to the phenomenon understudy.
· Online Marketing: The use of digital platforms such as social media, websites, and email campaigns to promote and sell Oremiti Herbal Mixture to a wider audience in Kwara State.
· Small and Medium-Sized Enterprises (SMEs): Businesses with limited resources and a moderate number of employees, specifically focusing on Oremiti Herbal Mixture's scale of operations in Kwara State.
· Impact: The measurable changes in sales, customer reach, and brand awareness resulting from the implementation of online marketing strategies for Oremiti Herbal Mixture.
· Oremiti Herbal Mixture: A locally-produced herbal remedy marketed as part of this study, representing the small business under investigation.
· Kwara State: The geographical location where the study focuses on the effects of online marketing on SMEs, particularly Oremiti Herbal Mixture.
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CHAPTER TWO
[bookmark: _Toc202445204]LITERATURE REVIEW
[bookmark: _Toc202445205]2.0	INTRODUCTION
Literature review is a critical evaluation of existing scholarly works relevant to a specific topic or research question. It synthesizes previous research, identifies trends, gaps, and inconsistencies, and establishes the context for the current study. Booth, A., Sutton, A., & Papaioannou, D. (2016) asserted that literature review is essential for highlighting what has been done, ensuring originality, and avoiding duplication. Hence, this segment is subdivided into three units via: Conceptual Framework, Theoretical Framework and Empirical Review.
[bookmark: _Toc202445206]2.1	CONCEPTUAL FRAMEWORK
[bookmark: _Toc202445207]2.1.1	Overview of Internet Technology
Internet technology has profoundly transformed how humans interact, communicate, and conduct business. It represents one of the most significant innovations of the 20th century, providing the backbone for modern technological advancements.
Internet technology refers to the combination of hardware, software, and protocols that enable the interconnection of networks across the globe, facilitating the seamless exchange of information. At its core, it is a global system of interconnected computer networks that utilize standardized communication protocols to share resources and information.
The hardware components of Internet technology include servers, routers, modems, and undersea fiber-optic cables, which form the physical backbone of the Internet. Software components, such as web browsers, search engines, and communication platforms, serve as interfaces for users to interact with the Internet. Protocols like TCP/IP, HTTP, and DNS ensure compatibility and standardization across diverse systems, allowing devices and applications to communicate effectively.
The Internet's scope extends beyond communication; it is a platform for innovation and service delivery. Applications like social media, e-commerce, cloud computing, and virtual reality are built on Internet technology, highlighting its versatility and transformative potential
The origin Internet is trace back to the 1960s, a period marked by rapid advancements in computing and telecommunications. The U.S. Department of Defense initiated the Advanced Research Projects Agency Network (ARPANET) in 1969 to enable secure and reliable communication between government agencies and academic institutions. ARPANET utilized packet-switching technology, a method of transmitting data in small packets across multiple routes, ensuring robustness and efficiency in communication (Leiner et al., 1997).
The 1970s brought transformative innovations with the development of the Transmission Control Protocol/Internet Protocol (TCP/IP) by Vinton Cerf and Robert Kahn. TCP/IP became the standard protocol for communication between interconnected networks, allowing diverse systems to communicate seamlessly. On January 1, 1983, ARPANET officially adopted TCP/IP, marking the birth of the modern Internet.
The next significant milestone came in 1989 when Tim Berners-Lee proposed the World Wide Web (WWW) while working at CERN. Berners-Lee introduced a system of hypertext documents connected via hyperlinks, enabling users to navigate through information with ease. The development of the first web browser, WorldWideWeb, in 1990, and the introduction of the Hypertext Transfer Protocol (HTTP) and Uniform Resource Locators (URLs) further popularized the Internet (Berners-Lee & Fischetti, 1999).
By the mid-1990s, the Internet transitioned from a research tool to a commercial and public platform. Advances in browser technology, such as Netscape Navigator and Internet Explorer, alongside improved infrastructure, facilitated the rapid expansion of Internet usage. The proliferation of wireless technologies and smartphones in the 21st century has further revolutionized accessibility, making the Internet an integral part of daily life.
The concept of Internet technology is rooted in three fundamental principles: connectivity, decentralization, and scalability.
Connectivity:
Connectivity is the Internet's most defining characteristic. It ensures that billions of devices, from personal computers to IoT sensors, can interact seamlessly across a shared network. This is made possible through standardized protocols like TCP/IP, which govern data transmission. Each device connected to the Internet is assigned a unique Internet Protocol (IP) address, enabling accurate routing of data packets to their intended destinations.

Moreover, connectivity is not limited to human users. Machines and systems, such as smart grids, autonomous vehicles, and industrial automation, rely on Internet connectivity to exchange data and function efficiently.
Decentralization:
The Internet operates as a decentralized network, with no single governing body controlling its infrastructure or operations. This decentralization is a critical factor in its resilience and reliability. The Internet's architecture allows for multiple pathways for data transmission, ensuring that communication can continue even if parts of the network are compromised.
Decentralization also fosters innovation and openness. Developers and organizations can create applications and services without requiring centralized approval, leading to a diverse ecosystem of Internet-based solutions.
Scalability
Scalability refers to the Internet's capacity to accommodate an ever-growing number of users, devices, and applications. This adaptability is a testament to its robust design. Technologies like cloud computing, Content Delivery Networks (CDNs), and 5G have further enhanced the Internet's scalability, enabling it to meet the demands of modern usage patterns.
Openness and Universality
Another essential concept is the Internet's openness. It is designed to be a universal platform, accessible to people and devices worldwide. This openness has democratized access to information, empowering individuals and communities with knowledge and opportunities.


Data Packet Switching
The Internet relies on packet-switching technology, where data is broken into small packets before being transmitted. Each packet travels independently across the network and is reassembled at the destination. This method enhances efficiency and reliability, as packets can take alternate routes in case of congestion or failure in specific pathways.
The Internet's design has facilitated the emergence of transformative technologies such as Artificial Intelligence (AI), blockchain, and the Internet of Things (IoT). These innovations leverage the Internet's connectivity and scalability to drive advancements in fields ranging from advertising, healthcare and transportation to finance and education (Cerf, 2014).
[bookmark: _Toc202445208]2.1.2	Concept of Marketing
Marketing is a form of communication between a business house and its customers with the goal of selling its products or services to them. Goods are not complete products until they are in the hands of customers. Marketing is that management process through which goods and services move from concept to the customer. Marketing has less to do with getting customers to pay for a product as it does with developing a demand for that product and fulfilling the customer’s needs. 
The American Marketing Association defines marketing as the process of planning and executing the conception, pricing, promotion and distribution of ideas, goods and services to create exchanges that satisfy individual and organisational goals. Cronje, et al (2017) define marketing as consisting of management tasks and decisions directed at successfully meeting opportunities and threats in a dynamic environment, by effectively developing and transferring a need-satisfying market offering to consumers, in such a way that the objectives of the business, the consumer and society will be achieved.
Schiffman and Kanuk (2014) talk about the marketing concept which they insist is about a company determining accurately the needs and wants of specific target markets, and delivering the desired satisfactions better than the competition. They also say that a marketer should make what it can sell, instead of trying to sell what it has made.
Using the example of a tennis racket, Perreault and McCarthy (2016) posit that marketing is about analysing the needs of consumers of a particular product, deciding the range of need for this product, determining amount of interests for now and the future, and providing access to the product. They also talk about the price to sell the product in order to make profit as well as ensuring that consumers get to know about the product. Interestingly they have also included other tennis racket manufacturers as constituting part of a racket manufacturer’s consideration. 
Perreault and McCarthy (2010) thus conclude that marketing is both a set of activities performed by organisations as well as a social process. The inclusion of a social process in the definition submits to marketing serving a social and economic benefit for the whole society.
Lamb, et al (2017) say marketing is about anticipating and satisfying consumer needs by means of mutually beneficial exchange processes and doing so profitably and more effectively than competitors by means of efficient managerial processes. 
Marketing therefore can be said to be about exchanges, conversations and interventions to improve the quality of goods and services as well as to obtain some benefits. If one can argue that this is true, therefore, marketing possibilities extend to both a seller of a product and or service as well as the buyer of the product or service. 
The foregoing demonstrates that marketing is essentially an interaction between marketers and consumers of goods and services, which requires taking a decision on the part of management to produce worthwhile products and services, and then sell them at affordable prices on the basis of the profile of a market segment. It also behoves management to ensure meaningful access to the goods and services as well as the use of appropriate media to communicate the messages of the product and or service
[bookmark: _Toc202445209]2.1.3	Conceptualizing Online Marketing
The need for social interactions between human beings has always existed, resulting in the creation of platforms or networks for either informal or formal social interactions through the instrumentation of internet technology. Social networks are studied across a wide range of disciplines from sociology to science and technology. Several studies and literature have indicated a relationship between online marketing and sales. Online marketing is able to reach new customers and provide personalized communication to the customers, hence increasing awareness and sales (Jain 2014; Jagongo & kinyua 2016). 
Online marketing combines the internet's creative and technical tools, including design, development, sales and advertising. Online is where the eyeballs are and so that’s where your business needs to be (Susan, 2018). According to strategy analytics in 2017 online advertising was up 12% of overall spending on advertising, this kind of growth explains why online marketers are constantly devising new internet marketing strategies in the hopes of driving more traffic to their websites & to their offline stores and making more sales (Susan, 2018).
Online marketing, also referred to as digital marketing or internet marketing, involves the use of online platforms and technologies to promote products, services, or brands. It encompasses various techniques and strategies aimed at connecting businesses with their target audience in the digital space. Online marketing has gained significant importance in the modern business landscape due to the increasing reliance on digital technologies and the internet (Chaffey, 2015).
A key feature of online marketing is its ability to reach a global audience. Unlike traditional marketing methods, which are often restricted by geographical boundaries, online marketing leverages the internet’s global reach to deliver campaigns that can be accessed from virtually anywhere (Kotler et al., 2017). This characteristic makes it an essential tool for businesses aiming to expand their customer base and compete in a global market. For example, a small business in Nigeria can advertise its products to potential customers in Europe or Asia using platforms like Google Ads or Facebook.
Online marketing employs a wide array of strategies and techniques, such as search engine optimization (SEO), social media marketing, content marketing, email marketing, pay-per-click (PPC) advertising, affiliate marketing, and mobile marketing (Strauss & Frost, 2014). These methods allow businesses to engage with customers at different stages of their buying journey, from awareness to purchase. For instance, SEO helps improve the visibility of a business’s website on search engines, increasing organic traffic, while email marketing enables companies to maintain direct communication with customers through personalized messages and offers (Ryan, 2016).
One of the standout advantages of online marketing is its cost-effectiveness compared to traditional marketing channels. Small and medium-sized enterprises (SMEs) with limited budgets can run impactful campaigns online without incurring the high costs associated with traditional media like television or print advertising (Chaffey & Smith, 2017). Social media platforms, for example, offer affordable advertising options where businesses can target specific demographics based on age, location, interests, and behaviors. This targeted approach not only reduces waste in advertising spend but also increases the likelihood of reaching potential customers effectively.
Another defining characteristic of online marketing is its measurability. Unlike traditional forms of marketing, where the results are often difficult to quantify, digital marketing provides detailed metrics and analytics tools that enable businesses to track their performance in real-time (Kotler et al., 2017). Marketers can measure key performance indicators (KPIs) such as website traffic, bounce rates, conversion rates, and customer engagement. This data-driven approach allows businesses to assess the effectiveness of their campaigns and make informed decisions to optimize their strategies. For example, if a campaign is not generating the desired engagement, marketers can quickly adjust elements such as the message, visuals, or target audience.
Online marketing also fosters a high level of personalization and interactivity. By analyzing user behavior and preferences, businesses can create tailored content and offers that resonate with individual customers. Personalization enhances the customer experience, increasing the likelihood of conversions and fostering brand loyalty (Ryan, 2016). Furthermore, digital platforms enable direct interaction between businesses and customers through features like live chats, comments, and social media messages, creating a more engaging and customer-centric approach to marketing.
Despite its numerous benefits, online marketing also poses challenges. The digital landscape is highly competitive, requiring businesses to constantly innovate to stand out. Additionally, issues such as data privacy, cybersecurity, and the need for technical expertise can complicate the execution of online marketing strategies (Chaffey, 2015). However, with proper planning and the use of advanced tools, businesses can overcome these challenges and harness the full potential of digital marketing.
[bookmark: _Toc202445210]2.1.4	Social Media Marketing 
Social media marketing (SMM) refers to the strategic use of social media platforms to promote products, services, or ideas. It encompasses various activities, including content creation, community engagement, advertising, and analytics, all aimed at building brand awareness, fostering customer relationships, and driving business objectives. Social media marketing leverages the extensive reach and interactivity of platforms like Facebook, Instagram, Twitter, TikTok, and LinkedIn to engage target audiences effectively (Evans et al., 2021). 
SMM is the latest "buzz" in marketing. Global companies have recognized Social Media Marketing as a potential marketing platform, utilized them with innovations to power their advertising campaign with social media marketing (Neti, 2011). Social media marketing enables companies to achieve a better understanding of customers' needs to build effective relationships (Mozammel et al., 2018; Cox, 2012). Social media marketing (SMM) takes advantage of social networking to help a company increase brand exposure and broaden customer reach. The goal is usually to create content compelling enough that those users will share it with their social networks (Cox, 2012).
Via gathering media allows organizations to function integrated marketing behavior with to a great extent a smaller amount attempt and detriment than before and organizations that utilization and instigate the newest shared media technologies look as if to outshine their competitors with extra reimbursements like sink outlay and enhanced efficiencies (Eisenfeld and Fluss, 1009; Harris and Rea, 1009). 
Accordingly, Parveen, Jaafar and Ainin (2016) affirmed that get-together media treatment has an assured effect on organizations’ performance, apropos charge reduction, better client relations, and enhanced in order accessibility. Furthermore, get-together media tin exhibit a major effect on organizations in digital marketing and promotion, usage buyer once-over issues, mining innovative ideas, and edifice purchaser relations. Cost-effectiveness of communal media be able to be painstaking as one of the source factors that are allied to shared media procedures in organizations (Kaplan & Haenlein, 2010). Shared media tin similar be second-hand by miniature and medium-sized enterprises (SMEs) proper to its muffled expenditure and smallest procedural necessities (Derham, Cragg and Morrish., 2011).
Therefore, gathering media practice continues to increase fundamentally between businesses and is fast revolving to a crucial occupational management phenomenon especially comparing with established message tools, firms know how to engage through gathering media in an apt and point end-consumer link at moderately muted cost, and top levels of efficiency (Parveen et al., 2016), this outlay operative quality of party media attracts generously proportioned transnational organizations, SMEs, non-profit organizations, and lawmaking agencies (Kaplan & Haenlein, 2010).
[bookmark: _Toc202445211]2.1.5	Online Marketing
Online Advertising is a powerful tool for advertisers and organization used for advertisement as people are now spending more time online; the Internet became another channel via which companies can market their offerings successfully. Online advertising, also referred to as digital or internet advertising, involves using digital platforms and internet-based tools to promote products, services, or ideas to targeted audiences. It is a dynamic and data-driven approach that enables businesses to deliver personalized messages to users across various channels, including search engines, social media, websites, mobile applications, and email. This form of advertising has become a cornerstone of modern marketing due to its versatility and capacity for real-time engagement (Smith, 2020).
Because of the Internet's versatility, it will give an organization the opportunity to reach and interact with its target market. Companies can now produce an Integrated Marketing Communication (IMC) campaigns that exclusively target the desired customer more successfully with less cost as compared to traditional communication efforts (Amruta, 2014). Online campaigns give organization new abilities to the business via reach (huge number of users. relevance (full information is provided about offerings) and return on investment (ROI). 
Online advertising is advertisement done on the internet and consists of advertisement placed on search engine pages, embedded in e-mails, affiliate marketing and other mediums businesses and advertisers use the internet. The primary aim is to acquire prospective customers to act immediately through clicks (The Saylor Foundation, 2017). Affiliate marketing is a rising form of online advertisements where a user or website promotes an online retailer and earns commission on leads generated for the online retailer. Innovative advertising formats like social media advertising for instance Facebook, Twitter enable companies to get in direct contact with users. Compared to the up to then purely one-sided communication within traditional mass media, online advertising enables a direct reaction from users towards the advertising companies. It can even be ‘one-to-one communication’ (Evans, 1009).  Moreover, direct actions (e.g. purchasing actions) by users are possible which is attractive for companies with e-commerce activities.  Another crucial aspect is the costs for online advertising.
Online advertising takes many forms, including display ads (banners and videos), pay-per-click (PPC) campaigns, native advertising (sponsored content), and influencer marketing. Each format has unique benefits. For instance, PPC campaigns are performance-based, ensuring advertisers only pay when users engage with their ads, making it a cost-effective solution. Native advertising, on the other hand, seamlessly integrates promotional content into the user’s experience, making it less intrusive and more engaging (Lee et al., 2020).
[bookmark: _Toc202445212]2.1.6	Concept of Small and Medium Enterprises (SMEs)
Small and medium enterprises (SMEs) are typically defined as businesses with a limited scale of operation, characterized by smaller numbers of employees and lower revenue than larger corporations. The exact definition varies by country, but generally, SMEs are classified based on criteria such as the number of employees, annual turnover, and financial assets.
In Nigeria, Small and Medium Enterprises (SMEs) are businesses that are classified based on their size, which is typically determined by the number of employees, turnover, or total assets. These enterprises play a crucial role in the Nigerian economy by contributing to employment, income generation, and the overall economic growth of the country. SMEs are regarded as the backbone of the Nigerian economy, as they offer a wide range of products and services, contribute significantly to GDP, and help diversify the economy beyond its traditional reliance on oil exports.
The Nigerian government defines SMEs through the National Policy on Micro, Small, and Medium Enterprises (2015). The classification is based on the business’s assets (excluding land and buildings) and number of employees. According to this policy, SMEs are categorized as follows:
1. Micro-enterprises: These are businesses with an asset base of less than ₦5 million and employing between 1 and 9 people.
2. Small enterprises: These businesses have an asset base ranging from ₦5 million to ₦50 million and employ between 10 and 49 people.
3. Medium enterprises: These businesses have an asset base between ₦50 million and ₦500 million and employ between 50 and 199 people (National Policy on MSMEs, 2015).
SMEs are crucial to Nigeria’s economic landscape because they account for over 90% of businesses in the country and contribute significantly to job creation. According to the Small and Medium Enterprises Development Agency of Nigeria (SMEDAN), SMEs in Nigeria employ about 80% of the labor force in both the formal and informal sectors (SMEDAN, 2021). Furthermore, SMEs are responsible for a substantial portion of Nigeria's Gross Domestic Product (GDP), with estimates suggesting that they contribute around 48% of the national GDP (SMEDAN, 2021).
Despite their importance, SMEs in Nigeria face several challenges that hinder their growth and sustainability. One of the main obstacles is access to finance. Nigerian SMEs often struggle to secure funding due to high-interest rates, lack of collateral, and limited access to formal financial institutions. The Central Bank of Nigeria (CBN) has introduced several schemes aimed at providing credit to SMEs, such as the SME Credit Guarantee Scheme, but many small business owners still find it difficult to access affordable financing (CBN, 2022).
Another major challenge is “infrastructure deficiencies”. Power outages, poor road networks, and inadequate communication infrastructure are persistent issues that increase operational costs for SMEs. Inadequate infrastructure limits the growth potential of SMEs, particularly in rural areas where most of them are located (World Bank, 2020). “Regulatory challenges” also pose significant barriers to SMEs in Nigeria. Complex tax regimes, multiple licenses, and bureaucratic red tape make it difficult for small businesses to thrive. Although the Nigerian government has made efforts to simplify the registration process through initiatives like the Corporate Affairs Commission (CAC) online registration, the process remains cumbersome for many small business owners (OECD, 2020).
In response to these challenges, the Nigerian government and international development organizations have introduced various support mechanisms. Programs such as the Bank of Industry (BOI) loan schemes, the National Collateral Registry, and the SMEDAN One Local Government, One Product (OLOP) initiative aim to provide financial support, enhance capacity-building, and promote innovation among Nigerian SMEs (SMEDAN, 2021).
[bookmark: _Toc202445213]2.1.7	Small and Medium Enterprises (SMEs) Performance
Typically, performance is ultimate outcome expected in every business activity (Muhammad et al., 2019; Ahmed et al., 2018; Galdeano et al., 2018; Ahmed, Mozammel & Ahmed, 2018; Roespinoedji et al., 2019). SME performance is the total performance of the firm and is showed by the aggregate of performance of finance, marketing, and human resource functions of the organization in a given time. Firms formulate goals and objectives to be achieved within a given time frame. Performance measures the organizations’ effectiveness against these set objectives. Thus, organizational performance refers to the ability of an organization to attain its goals such as high-profit margin, product quality, and larger market share, better financial results at a stipulated time and by applying the relevant strategy. 
Organizational performance has many dimensions which may be difficult to quantify (Rowley, 2011) opines that, both financial and non- financial indicators have been used to measure performance. The financial indicators were sales growth and percentage profit margin. In the service industry, employee productivity has been used as a measure of performance (Mishra, 1008).
Gavrea, Ilies and Stegerean, (2011) SME performance shows the actual output or results of an organisation as measured against its proposed outputs (or goals and objectives). It is one of the most important variables in the field of management research today. Although the concept of SME performance is very common in academic literature, its definition is not yet a universally accepted concept. Richard et al, (1006) view SME performance as comprises three specific areas of firm outcomes: (a) financial performance (profits, return on assets, return on investment, etc.), (b) product market performance (sales, market share, etc.); and (c) shareholder return (total shareholder return, economic value added, etc.). 
Waiganjo, Mukulu & Kahiri, (2012) note that SME performance may be assessed in terms of its multiple objectives of profitability, employee satisfaction, productivity, growth among many other objectives. Proponents of the balanced score card performance management system have suggested a broader performance appraisal approach that recognizes both the financial and non-financial measures including sales, profitability, return on investments, market share, customer base, product quality, innovation and company attractiveness.  Richard et al, (1009) explains that SME performance includes the actual output or results of firms as measured against its intended outputs (goals and objectives). Kunze (2013), has defined SME performance as consisting of both SME and operational dimensions of performance.
[bookmark: _Toc202445214]2.1.8	Oremiti Herbal Mixture as an Enterprise
Being the case study of this research work, Oremiti Herbal Mixture is a prominent example of a growing herbal medicine enterprise in Nigeria, operating within the country's diverse and rapidly expanding traditional medicine sector. Traditional and herbal medicine have been deeply ingrained in Nigerian culture, with natural remedies being used for centuries to treat various ailments. In recent years, there has been a noticeable shift toward alternative medicine, as people seek natural, often more affordable solutions to health problems (Ogunyemi, 2021). Oremiti Herbal Mixture taps into this trend, offering a product designed to address a wide range of health issues, including digestive problems, immune system support, and overall wellness.
Herbal enterprises like Oremiti Herbal Mixture play a crucial role in Nigeria's healthcare landscape. Despite the country's advanced medical infrastructure, many Nigerians continue to rely on traditional remedies due to their accessibility and cultural familiarity. According to Olatunji (2020), the herbal medicine market in Nigeria is valued at billions of Naira, with a large proportion of the population preferring herbal products because they are perceived as safer and more natural alternatives to pharmaceutical drugs. The rise of health-conscious consumers has further fueled this demand for organic, plant-based products.
Oremiti Herbal Mixture has capitalized on the increasing popularity of herbal products by combining traditional knowledge with modern business practices. It has developed a strong brand presence by using digital platforms like social media for marketing. Facebook, Instagram, and other online tools have allowed Oremiti to reach a broader, younger audience, particularly among those who may not traditionally engage with herbal medicine. The ability to use online marketing and e-commerce has significantly boosted the visibility and accessibility of the brand (Adedeji, 2022).
Furthermore, the enterprise has embraced sustainability in its production processes. The use of locally sourced, organic ingredients aligns with global trends in health and wellness, where consumers are more conscious about the environmental impact of their choices. Oremiti’s commitment to using organic herbs helps it appeal to an eco-conscious consumer base, both locally and abroad. This approach also sets it apart in a competitive market, where differentiation is key to long-term success.
Despite the growing demand for herbal remedies, Oremiti Herbal Mixture faces challenges, including regulatory hurdles, competition from other herbal brands, and skepticism regarding the effectiveness of herbal products. However, the company's ability to establish consumer trust through transparency, quality, and consistent marketing has allowed it to carve a niche in the market. As Nigeria’s herbal industry continues to expand, businesses like Oremiti Herbal Mixture are well-positioned to take advantage of the increasing consumer interest in natural health solutions.
[bookmark: _Toc202445215]2.1.9	Online Marketing and the Performance of Small and Medium Enterprises (SMEs)
Online marketing has revolutionized the way Small and Medium Enterprises (SMEs) operate in Nigeria, offering numerous opportunities for growth, enhanced visibility, and greater profitability. The advent of the internet and the widespread use of digital tools have empowered SMEs to reach a larger audience at a lower cost than traditional marketing methods. This transformation is critical, as SMEs are essential contributors to Nigeria's economy, accounting for over 90% of businesses and providing a significant portion of employment (Akinwale, 2020).
One of the most significant advantages of online marketing for SMEs is the ability to reach a global audience. Traditional marketing methods, such as print ads and television commercials, often have geographical limitations and are expensive for SMEs with limited budgets. However, with the use of digital platforms such as social media (e.g., Facebook, Instagram, Twitter), search engines (e.g., Google), and email campaigns, SMEs can promote their products and services to a broader audience both locally and internationally at a fraction of the cost (Adeoye & Elegunde, 2012). This expansion of reach is particularly vital in a country like Nigeria, where many SMEs operate in local markets with limited access to large-scale national or international exposure.
Furthermore, online marketing enables SMEs to target specific customer segments more effectively. Using tools like Google Ads and Facebook Insights, businesses can tailor their marketing efforts based on data analysis. These platforms provide information about user behavior, preferences, and demographics, allowing SMEs to direct their marketing campaigns to the most relevant audience (Ogunyemi et al., 2021). This targeted approach not only ensures a higher conversion rate but also maximizes the return on investment (ROI) for businesses, making online marketing an essential tool for SMEs seeking to thrive in a competitive environment.
Another significant benefit of online marketing is the opportunity for SMEs to build stronger relationships with their customers. Social media platforms provide an interactive space where businesses can engage with their customers in real-time. By responding to customer inquiries, addressing complaints, and sharing updates, SMEs can foster customer loyalty and trust (Eze et al., 2020). This interaction can also be leveraged to collect feedback and improve products or services. In an age where customer satisfaction is critical to business success, this level of engagement helps businesses build lasting relationships that translate into repeat sales and word-of-mouth referrals.
Moreover, online marketing offers SMEs valuable tools to measure and track the effectiveness of their marketing efforts. Platforms like Google Analytics provide insights into website traffic, user behavior, and conversion rates, allowing businesses to adjust their strategies for better outcomes. This data-driven approach helps SMEs make informed decisions about where to allocate resources, which campaigns are most effective, and how to optimize future marketing efforts (Ogunyemi et al., 2021). The ability to continuously measure performance and adapt marketing strategies is crucial in the fast-paced, ever-evolving digital landscape.
However, Nigerian SMEs face several challenges when it comes to online marketing. Limited digital literacy, unreliable internet connectivity, and concerns about cybersecurity are significant obstacles (Akinwale, 2020). Many business owners and employees lack the necessary skills to effectively manage online marketing campaigns, which can lead to wasted resources or ineffective marketing strategies. Additionally, the lack of adequate infrastructure in some areas limits the potential for internet access, hindering the ability of SMEs to take full advantage of online marketing tools. Cybersecurity concerns, including the threat of fraud and data breaches, also pose risks to businesses and their customers.
[bookmark: _Toc202445216]2.2	THEORETICAL FRAMEWORK
The theoretical context of this study based on the tenets of Diffusion of Innovation Theory and Integrated Marketing Communication Theory
[bookmark: _Toc202445217]2.2.1	Diffusion of Innovation Theory
The Diffusion of Innovation (DOI) Theory, proposed by Everett M. Rogers in 1962, explains how innovations, ideas, or products spread within a society or social system over time. It examines the process by which individuals adopt new behaviors, technologies, or concepts, and the social influence that shapes these decisions. The theory identifies five stages of adoption: knowledge, persuasion, decision, implementation, and confirmation (Rogers, 1003).
Central to the theory is the categorization of adopters based on their readiness to embrace innovation. These groups are innovators, early adopters, early majority, late majority, and laggards. Innovators are risk-takers who readily embrace new ideas, while early adopters are influential opinion leaders. The early majority adopts innovations after observing their benefits, and the late majority adopts due to peer pressure or economic necessity. Laggards, often skeptical and resistant to change, are the last to adopt (Rogers, 1003).
The DOI theory emphasizes the role of communication channels, time, and the social system in influencing adoption. Innovations that are perceived as having greater relative advantage, compatibility with existing values, simplicity, trialability, and observability are more likely to be adopted (Rogers, 1003).
This theory is widely applied in diverse fields, including marketing, health promotion, and technology adoption. For instance, in public health, it is used to design strategies for spreading health interventions. Similarly, marketers apply it to target early adopters who can influence the broader market (Sahin, 1006).
This theory is highly relevant to understanding the impact of online marketing on small and medium-sized enterprises (SMEs), particularly for a case like Oremiti Herbal Mixture in Kwara State. The theory offers insights into how innovations, including online marketing strategies, are adopted by businesses and customers within a specific social system.
DOI theory categorizes adopters into innovators, early adopters, early majority, late majority, and laggards, each with unique behaviors regarding the adoption of new technologies (Rogers, 1003). For Oremiti Herbal Mixture, understanding these categories can help in segmenting the market and tailoring online marketing campaigns to effectively reach different customer groups. Early adopters, for instance, can serve as opinion leaders who influence others to purchase the product, enhancing its visibility and acceptance.
The attributes of innovation identified in the DOI theory relative advantage, compatibility, complexity, trialability, and observability are crucial for the success of online marketing strategies (Rogers, 1003). For Oremiti Herbal Mixture, the perceived benefits of using digital platforms, such as wider reach and cost-effectiveness, represent the relative advantage. Ensuring that marketing content aligns with local values and cultural practices (compatibility) increases the likelihood of adoption.
Moreover, the theory emphasizes the role of communication channels in spreading innovations. Social media platforms and digital advertising serve as key channels for Oremiti Herbal Mixture to interact with potential customers and demonstrate product benefits through testimonials and demonstrations, enhancing observability (Sahin, 1006).
[bookmark: _Toc202445218]2.2.2	Integrated Marketing Communication Theory
Integrated Marketing Communication (IMC) is a strategic communication approach that integrates various marketing tools and channels to deliver a unified and consistent message to target audiences. The theory emphasizes the importance of coordinating different promotional elements, such as advertising, public relations, social media, sales promotions, and direct marketing, to create a cohesive brand experience (Schultz, Tannenbaum, & Lauterborn, 1993).
The core idea behind IMC is that marketing efforts should work together to reinforce the brand’s message, rather than operate in silos. IMC encourages organizations to align their communication strategies across multiple platforms, ensuring that each touchpoint a consumer encounters reinforces the same message. This integrated approach helps in building stronger relationships with customers by providing a seamless and consistent experience, thereby increasing brand trust and loyalty (Pickton & Broderick, 2015).
Moreover, IMC relies heavily on consumer insight and feedback to shape communication strategies. This allows brands to create more personalized and relevant messaging, which increases the likelihood of engagement and response. With the rise of digital media, IMC has become even more crucial, as businesses need to manage the interaction across various online and offline channels (Keller, 2019).
IMC theory is highly relevant in understanding the impact of online marketing on small and medium-sized enterprises (SMEs) like Oremiti Herbal Mixture in Kwara State. IMC emphasizes the importance of delivering a consistent and unified message across various marketing channels, which is particularly crucial for SMEs aiming to create a strong brand presence in the competitive online market.
For Oremiti Herbal Mixture, utilizing IMC allows the business to integrate its digital marketing efforts, including social media campaigns, email marketing, influencer partnerships, and search engine optimization (SEO), to ensure a cohesive brand message. By synchronizing these efforts, the business can strengthen its identity and make its products more recognizable to potential customers (Schultz, Tannenbaum, & Lauterborn, 1993).
The use of IMC is essential for SMEs in Kwara State to maximize the impact of their online marketing strategies. In particular, it enables businesses like Oremiti Herbal Mixture to effectively combine promotional tools, thus optimizing reach and engagement. For instance, by aligning social media content with email promotions or offering consistent messaging on various platforms, the enterprise can build customer trust and loyalty, which is essential for long-term success (Pickton & Broderick, 1005).
Furthermore, IMC enhances customer engagement by ensuring that every communication touchpoint, whether online or offline, reflects the same core message. For SMEs in Kwara State, this approach can significantly improve customer relationships, making it easier to foster repeat business and expand their customer base (Keller, 1009).
[bookmark: _Toc202445219]2.3	EMPIRICAL REVIEW
These empirical reviews provide a comprehensive understanding of how online marketing influences the growth, challenges, and opportunities for small and medium-sized enterprises. Each review highlights different aspects of digital marketing and offers practical insights for SMEs looking to optimize their online marketing strategies.
Research by Sian and Hooper (2018) emphasized that SMEs leverage digital platforms to reach broader markets, reducing geographic barriers and allowing them to compete on a global scale. In their study, 60% of SMEs reported a significant increase in customer engagement after utilizing online marketing tools such as social media, email campaigns, and SEO. The study suggests that online platforms are cost-effective alternatives for marketing, which is crucial for SMEs that often face limited marketing budgets (Sian & Hooper, 2018).
Similarly, a study by Zhan et al. (2020) highlighted that SMEs involved in e-commerce experienced faster revenue growth compared to those reliant solely on traditional marketing methods. Their findings pointed out that businesses engaging in multi-channel marketing saw an improvement in customer retention and sales, showcasing the importance of a comprehensive online presence. The study concluded that online marketing helps SMEs create a more personalized customer experience, which increases loyalty and repeat business (Zhan et al., 2020).
According to research by Kaplan and Haenlein (2019), SMEs that effectively use social media platforms like Facebook, Instagram, and Twitter experience a noticeable increase in brand recognition and customer loyalty. Social media marketing offers SMEs the ability to communicate directly with customers, creating a sense of community and trust. A study by Lee and Kim (2020) found that businesses with active social media profiles experienced a 35% higher customer engagement rate compared to those with minimal online activity (Kaplan & Haenlein, 2019; Lee & Kim, 2020). Moreover, the research shows that targeted advertisements on platforms such as Instagram and Facebook can increase sales by improving the visibility of SMEs’ products to potential buyers. The study demonstrated that a consistent social media presence is essential for brand growth, and SMEs that neglect online marketing miss out on substantial opportunities (Kaplan & Haenlein, 2019).
A study by Gupta and Arora (2017) explored the relationship between SEO and SME performance, revealing that businesses investing in SEO strategies saw a significant improvement in organic search rankings, which led to increased website traffic and higher conversion rates. The study noted that small businesses that optimized their websites for search engines experienced more visibility, especially in highly competitive markets, where traditional marketing would be too expensive or inefficient (Gupta & Arora, 2017).
Additionally, research by Baig et al. (2019) highlighted that SMEs with optimized websites saw an average of 23% more leads and a 17% increase in sales over a 12-month period. These findings underscore SEO as a valuable tool for SMEs to enhance their online presence and compete with larger businesses in their sector (Baig et al., 2019).
According to research by O’Leary (2021), SMEs using personalized email marketing campaigns experienced a 40% increase in customer retention. Email campaigns allow businesses to communicate directly with their customers, offering tailored content, promotions, and updates. Studies by Huang and Chang (2022) found that SMEs with targeted email strategies built stronger customer relationships, which led to higher lifetime customer value.
Furthermore, an empirical study by Singh and Bansal (2020) observed that SMEs with segmented email lists achieved a 30% higher open rate compared to those sending generic newsletters. The study concluded that email marketing is a cost-efficient tool for SMEs to maintain customer engagement and drive repeat sales (O’Leary, 2021; Huang & Chang, 2022).
A study by Lee et al. (2020) indicated that SMEs that actively managed their online reputation through customer reviews experienced an increase in consumer trust and, subsequently, sales. Their study found that 75% of consumers trust online reviews as much as personal recommendations. SMEs that leveraged positive feedback effectively saw a 23% increase in sales, while those that ignored customer reviews had lower conversion rates (Lee et al., 2020). In a related study by Chang and Cheng (2018), SMEs with consistent positive reviews on platforms like Google and Yelp experienced a boost in credibility, which translated into improved customer loyalty and higher customer acquisition. Their research reinforced the idea that managing online reputation is crucial for SMEs aiming to maintain customer trust and enhance their brand image (Chang & Cheng, 2018).
In a comparative study by Patel et al. (2020), it was found that SMEs spent significantly less on online marketing strategies like Google Ads and Facebook advertising compared to traditional advertising channels. The research found that SMEs could achieve higher returns on investment (ROI) through digital platforms, particularly when using targeted ads that focus on specific consumer demographics. Moreover, another study by Jackson and Larson (2019) showed that SMEs that focused on organic digital marketing strategies, such as blogging and search engine optimization (SEO), experienced a 40% reduction in their marketing expenses while maintaining strong customer outreach. The authors concluded that online marketing allows SMEs to maximize limited marketing budgets and achieve efficient reach (Patel et al., 2020; Jackson & Larson, 2019).
A study by Lee and Chen (2019) revealed that SMEs using mobile-friendly websites and mobile ads experienced significant growth in their customer base. According to their findings, businesses that optimized their digital content for mobile devices saw a 50% increase in mobile traffic and a 28% increase in sales. Research by Singhal and Gupta (2020) also confirmed that mobile marketing is an essential tool for SMEs targeting younger demographics, who predominantly use smartphones for online shopping. The study recommended that SMEs integrate SMS campaigns, mobile-friendly websites, and in-app advertisements into their marketing strategies to expand their market reach effectively (Lee & Chen, 2019; Singhal & Gupta, 2020).
A study by Yusuf et al. (2018) identified that SMEs often struggle with a lack of expertise in digital marketing, which hinders their ability to effectively execute online strategies. This issue was particularly prevalent in SMEs with limited financial resources, as they cannot afford to hire skilled marketing professionals. The study found that many SMEs underutilize advanced digital tools, such as automation software, because of budget constraints and lack of knowledge (Yusuf et al., 2018). In another study by Xie and Zhao (2021), challenges related to the technological infrastructure of SMEs were highlighted. Businesses with inadequate digital infrastructure faced difficulties in implementing integrated online marketing strategies, leading to inefficient campaigns and poor results (Yusuf et al., 2018; Xie & Zhao, 2021).
According to a study by Hossain et al. (2020), SMEs that adopted e-commerce platforms saw a 30% increase in sales within the first six months of their online store launch. This research indicated that integrating e-commerce platforms such as Shopify or WooCommerce provides SMEs with an easy way to showcase their products and accept payments from customers globally. Additionally, research by Jackson and Roberts (2021) found that SMEs that embraced online marketplaces such as Amazon or Etsy had a broader market reach and gained new customers who might not have found their businesses through traditional marketing channels. The study concluded that SMEs should prioritize e-commerce as part of their online marketing strategy to foster growth (Hossain et al., 2020; Jackson & Roberts, 2021).
A study by McCoy et al. (2020) showed that SMEs using data analytics tools to track customer behavior and campaign performance had higher conversion rates. By analyzing website traffic, engagement metrics, and sales data, SMEs could adjust their marketing tactics in real-time to improve outcomes. Another study by Shah and Reddy (2021) suggested that SMEs that integrated customer data into their decision-making processes were more successful at targeting the right audience with personalized ads. This increased the relevance of their marketing efforts, ultimately leading to a higher ROI and better customer retention (McCoy et al., 2020;  Shah  & Reddy, 2021).
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[bookmark: _Toc167826369][bookmark: _Toc202445222]3.0 	INTRODUCTION
This  chapter  is based on  various  means  and  procedures  employed  in  the  process  of  data  and information  gathering.  The  study  is  carried  out  following  some  logical  steps  that  will  facilitate  the  achievement  of  the  research  goals  and  to  explain  the  methods  of  study  employed  in  this  research  work.  Furthermore,  the  plan,  structure  and  strategy  of  investigation  conceived  to  obtain  answer  to  the  research  questions are organized under the following headings: Research  design,  Target  population,  Sample size  and  Sampling  technique,  Instrumentation,  Validity and reliability, Sources of data, Method of analysis.
[bookmark: _Toc167826370][bookmark: _Toc202445223]3.1	 RESEARCH DESIGN
Base on the nature and scope of the study, the researcher adopts survey research method. Kerlinger & Lee (2010) asserted that survey method is one of the oldest research methods. According to W. K. Pertiwi (2016), this method is simply the process of collecting data from a population or a sample drawn from a population or with the purpose of investing relative incidence, occurrence or inter relationship among the variables of natural phenomenal.
[bookmark: _Toc167826371][bookmark: _Toc202445224]3.2 	 POPULATION OF THE STUDY 
According  to  Adeleke  (2013),  population  is  the  aggregate  of  all  elements  defined  before  proper selection  of  the  sample  is  made. Wimmer and Dominick [2016] posited that population of a research study is a list of collection of subjects, objects, variables or concept in a defined environment which could be a group or class of variables, concept or phenomenal in a given study.
[bookmark: _Toc167826372][bookmark: _Toc167826373]The population of this study covers residents of Ilorin metropolis, Kwara State. According to the Macrotrend data (released 2023), the metro area population of Ilorin in 2024 is projected to 1,064,000, being a 3.3% increase from 2023. Moreover, there are three major local government areas in Ilorin (Ilorin-East, Ilorin-South and Ilorin-West). Hence, the target population of this study is limited to residents of Ilorin-East LGA, having 311,500 population according to Citypopulation (2023).
[bookmark: _Toc202445225]3.3 	 SAMPLE SIZE 
Sample size is the study of population from which necessary data for its conduct would be obtained. (Issa, 2012). It can be reemphasized that, to study the entire population may be cumbersome, time consuming and of course very costly, hence a sample takes a fair portion as representative of the entire population.  In  order  to determine  the  sample  size  for the  study,  the  researcher adopts Taro  Yamane method.  Taro Yamane formula is presented as follows:

Where;  
	n = Sample size	(x)
 	N = Entire population (311,500)
 	e = Margin error	 (0.1)
 	1 = Unit 		(constant) 

Using the above formula, the sample size of this study is approximated to 100.
[bookmark: _Toc202445226]3.4	 SAMPLING TECHNIQUE 
According to Mugenda and Mugenda (1003), sampling technique is the process of selecting a few cases in order to provide information that can be used to make judgment about a much larger number of cases. This simply means that while sample is the number of respondents that will be selected to represent the entire population of study, sampling simply refers to the selection process of the respondents (Denscombe, 2013).
In view of this, multi-stage sampling technique will be adopted for this study. Multistage sampling is a sampling method that divides the population into groups (or clusters) for conducting research (Mill 2014). It is a complex form of cluster sampling, sometimes, also known as multistage cluster sampling. During this sampling method, significant clusters of the selected people are split into sub-groups at various stages to make it simpler for primary data collection.
At the first stage of sampling, simple random technique was adopted. It is a type of probability sampling in which the researcher randomly selects a subset of participants from a population. Using this technique, the researcher wrapped the names of all the wards in Ilorin-East LGA and picked three at random. Hence, Zango, Eyenkorin and Oke-ose wards were picked. At the second stage, convenient sampling technique was employed. Convenient sampling technique is a form of non-probability sampling method where units are selected for inclusion in the sample because they are the easiest for the researcher to access. Using this technique, questionnaire will be administered to respondents who are mostly accessible to the researcher in the above-stated wards.
[bookmark: _Toc202445227]3.5 	 RESEARCH INSTRUMENT 
Questionnaire will be used as the research instrument and primary source of data collection. Saul Mcleod (2015) defined questionnaire as a research instrument consisting series of questions for the purpose of gathering data from respondents. The questionnaire will be divided into two (2) parts. Part A will conceptualize on introduction and demographic profile of the respondents while part B will contain items design to obtain data on the research topic. 
[bookmark: _Toc167826374][bookmark: _Toc202445228]3.6 	 VALIDITY AND RELIABILITY OF THE INSTRUMENT 
In order to ensure that relevant items will be included in the questionnaires, relevant literatures will be consulted before the questionnaire is drafted. Expert validity method will be adopted hence, a constructed questionnaire draft will be given to the project supervisor for scrutiny. A pre-test method will be employed. In lieu of this, few copies of the questionnaire will be used to pilot-test the reliability of the instrument. This is essential to ensure that data collected through the instrument can stand the test of time.
[bookmark: _Toc167826375][bookmark: _Toc202445229]3.7 	 METHOD OF ADMINISTRATION OF INSTRUMENT AND DATA COLLECTION
The  measuring  instrument  to  be  used  in  collecting  data  is  questionnaire.  However, the instrument will be administered to respondents at their various locations. The Researcher will ensure that all questions contain in the questionnaire are attempted by the respondents. Moreso, the submission of questionnaire after administration will be contrived within a period of 12-hours. This is to ensure adequate monitoring of data collection. More so, the researcher will ensure that a respondent attempt not more than one questionnaire in order the safeguard the quality of data collection.
[bookmark: _Toc167826376][bookmark: _Toc202445230]3.8 	 METHOD OF ANALYSIS 
The purpose of collecting data is to solve the problems at hands .Data collection involves presenting to a target audience the question either through personal or by questionnaire and recording responses. In context of this study, the data collected through the questionnaire will be analyzed using descriptive statistics such as simple percentage, table, and cross tabulation. This according to Dew J. (2014) is one of the most adopted means of data analysis employed by many social science researchers.


[bookmark: _Toc200449563][bookmark: _Toc202445231]CHAPTER FOUR
[bookmark: _Toc200449564][bookmark: _Toc202445232]DATA PRESENTATION, ANALYSIS AND DISCUSSION
[bookmark: _Toc200449565][bookmark: _Toc202445233]4.0	INTRODUCTION
This chapter is based on the presentation and analysis of data obtained from respondents during field survey. The researcher adopted online method of questionnaire administration, hence, e-questionnaire link was shared to a total of 100 respondents through the instrumentation of google form to elicit data on: “impact of online marketing on small and medium size enterprise in Kwara state (a study of Oremiti herbal mixture)”. The data obtained in the field survey were presented and analyzed in this chapter using chi-square (x2) method.
[bookmark: _Toc200449566][bookmark: _Toc202445234]4.1	DATA PRESENTATION AND ANALYSIS
[bookmark: _Toc200449567][bookmark: _Toc202445235]4.1.1	Data Presentation and Analysis of Respondents’ Demographic
Table 1: Gender of Respondents
	Options
	Frequency
	Percentage (%)

	Male
	46
	46%

	Female
	54
	54%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 1 presents the gender distribution of respondents who participated in the study. Out of a total of 100 respondents, 46 were male, representing 46% of the sample, while 54 were female, accounting for 54%. This indicates a slightly higher participation of female respondents compared to their male counterparts. The data suggests a fairly balanced gender representation, which enhances the credibility of the findings by ensuring that perspectives from both genders are adequately captured in the study.
Table 2: Age of Respondents
	Options
	Frequency
	Percentage (%)

	18-25
	23
	23%

	26-35
	45
	45%

	36-45
	22
	22%

	46 and above
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 2 reveals that the majority of respondents (45%) fall within the 26–35 age range, indicating a dominant representation of young adults in the study. This is followed by 23% of respondents aged 18–25 and 22% aged 36–45, while only 10% are 46 years and above. The data suggests that the sample is predominantly composed of individuals in their early to mid-adulthood, which may influence the perspectives and responses captured in the research, especially if the topic relates to trends or behaviors common among younger demographics.
Table 3: Educational Qualification of Respondents
	Options
	Frequency
	Percentage (%)

	SSCE
	3
	3%

	ND/NCE
	23
	23%

	HND/Degree
	69
	69%

	M.sc & other
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 3 shows the educational qualifications of the respondents. The majority, 69%, possess either a Higher National Diploma (HND) or a university degree, indicating a well-educated sample population. Respondents with National Diploma (ND) or Nigeria Certificate in Education (NCE) account for 23%, while those with a Master's degree or other higher qualifications make up 5%. Only a small fraction, 3%, hold a Secondary School Certificate Examination (SSCE) qualification. This distribution suggests that the respondents are predominantly well-educated, which may enhance the quality and reliability of the data collected for the study.
Table 4: Occupation of Respondents
	Options
	Frequency
	Percentage (%)

	Student
	62
	62%

	Civil servant
	28
	28%

	Self-employed
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 4 presents the occupational distribution of respondents. A majority of the participants, 62%, are students, indicating that the study sample is largely drawn from the academic environment. Civil servants make up 28% of the respondents, while 10% are self-employed individuals. This shows that the study primarily reflects the perspectives of students, with some input from working-class individuals in both the public and private sectors, which may influence the overall findings depending on the research focus.
Table 5: Religion of Respondents
	Options
	Frequency
	Percentage (%)

	Christianity
	56
	56%

	Islam
	43
	43%

	Others
	1
	1%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 5 displays the religious affiliation of the respondents. The data reveals that a majority, 56%, identify as Christians, followed by 43% who practice Islam. A small minority, 1%, belong to other religious groups. This distribution indicates a fairly balanced representation between the two major religions in Nigeria, suggesting religious diversity among the respondents and potentially enriching the study with varied religious perspectives.
[bookmark: _Toc202445236]4.1.2	Data Presentation and Analysis of Research Items
Table 6: Do you use online platforms for marketing or business purposes?
	Options
	Frequency
	Percentage (%)

	Yes
	88
	88%

	No
	12
	12%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 6 reveals that a vast majority of respondents (88%) use online platforms for marketing or business purposes, while only 12% do not. This indicates a high level of engagement with digital platforms for commercial activities among the study population. The data suggests that online platforms have become a significant tool for business operations, reflecting a shift towards digital entrepreneurship and e-commerce in contemporary society.
Table 7: Which online platform do you use most frequently for marketing?
	Options
	Frequency
	Percentage (%)

	Facebook
	7
	7%

	Instagram
	76
	76%

	WhatsApp
	5
	5%

	Jiji
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 7 shows the most frequently used online platforms for marketing among respondents. Instagram emerges as the dominant platform, used by 76% of respondents, highlighting its popularity and effectiveness for marketing purposes. Facebook is used by 7%, while WhatsApp and Jiji are each used by 5% of the respondents. This indicates that visual and interactive platforms like Instagram are preferred for business activities, possibly due to their wide reach, user engagement features, and suitability for showcasing products and services.
Table 8: How often do you engage with online advertisements for Oremiti Herbal Mixture?
	Options
	Frequency
	Percentage (%)

	Always
	14
	14%

	Occasionally
	58
	58%

	Never
	28
	28%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 8 illustrates the frequency of engagement with online advertisements for Oremiti Herbal Mixture. A majority of respondents (58%) indicated that they engage with the ads occasionally, while 14% reported always engaging with them. On the other hand, 28% stated they never engage with such advertisements. This suggests that while there is a significant level of awareness and interaction with the product's online marketing, consistent engagement is limited, implying room for improvement in advertising strategies to boost regular interaction and interest.
Table 9: Has online marketing influenced your decision to purchase Oremiti Herbal Mixture?
	Options
	Frequency
	Percentage (%)

	Yes
	52
	52%

	No
	48
	48%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 9 reveals a nearly even split in the respondents' views on the influence of online marketing on their decision to purchase Oremiti Herbal Mixture. While 52% acknowledged that online marketing influenced their purchase decision, 48% stated that it did not. This indicates that online marketing has a moderate level of impact, successfully influencing just over half of the respondents. However, the close margin also suggests that additional marketing efforts or improved strategies may be necessary to sway more potential customers.


Table 10: Online marketing has significantly increased my awareness of Oremiti Herbal Mixture.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	5
	5%

	Agree
	44
	44%

	Neutral
	14
	14%

	Disagree
	24
	24%

	Strongly disagree
	13
	13%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 10 highlights respondents’ perceptions of the role online marketing plays in increasing their awareness of Oremiti Herbal Mixture. A combined 49% (5% strongly agree and 44% agree) believe that online marketing has significantly boosted their awareness of the product. Meanwhile, 14% remained neutral, and a total of 37% (24% disagree and 13% strongly disagree) do not perceive a significant impact. This indicates that while nearly half of the respondents recognize the effectiveness of online marketing in raising awareness, a substantial portion either disagrees or is indifferent, suggesting a need for more compelling and targeted marketing campaigns.
Table 11: Social media platforms are the most effective means of promoting Oremiti Herbal Mixture.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	21
	21%

	Agree
	35
	35%

	Neutral
	12
	12%

	Disagree
	20
	20%

	Strongly disagree
	11
	11%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 11 presents respondents’ opinions on the effectiveness of social media platforms in promoting Oremiti Herbal Mixture. A majority of 56% (21% strongly agree and 35% agree) believe that social media is the most effective promotional tool for the product. Meanwhile, 12% are neutral, and a combined 31% (20% disagree and 11% strongly disagree) do not share this view. This suggests that over half of the respondents acknowledge the promotional power of social media, reinforcing its relevance in modern marketing strategies, though a notable minority remains skeptical or unconvinced.
Table 12: Promotions and discounts advertised online encourage me to purchase Oremiti Herbal Mixture.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	16
	16%

	Agree
	42
	42%

	Neutral
	13
	13%

	Disagree
	20
	20%

	Strongly disagree
	9
	9%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 12 illustrates respondents’ views on whether promotions and discounts advertised online influence their decision to purchase Oremiti Herbal Mixture. A combined 58% (16% strongly agree and 42% agree) indicated that such incentives encourage them to buy the product. Meanwhile, 13% remained neutral, and 29% (20% disagree and 9% strongly disagree) expressed that promotions and discounts do not influence their purchasing decisions. This suggests that online promotional strategies, particularly discounts, play a significant role in attracting and motivating buyers, although a considerable portion of the audience may require other forms of engagement.
Table 13: The use of testimonials and reviews on online platforms builds trust in Oremiti Herbal Mixture.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	24
	24%

	Agree
	40
	40%

	Neutral
	9
	9%

	Disagree
	19
	19%

	Strongly disagree
	8
	8%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 13 examines the impact of testimonials and reviews on building trust in Oremiti Herbal Mixture. A significant majority of respondents (64%) either strongly agree (24%) or agree (40%) that user testimonials and reviews on online platforms enhance their trust in the product. Only 9% remained neutral, while 27% (19% disagree and 8% strongly disagree) did not find testimonials and reviews influential. This suggests that positive user feedback shared online plays a crucial role in shaping consumer trust and can be an effective strategy for increasing product credibility and encouraging patronage.
Table 14: Online marketing platforms allow me to interact directly with the producers of Oremiti Herbal Mixture.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	15
	15%

	Agree
	42
	42%

	Neutral
	14
	14%

	Disagree
	20
	20%

	Strongly disagree
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 14 shows respondents’ perceptions of online marketing platforms as channels for direct interaction with the producers of Oremiti Herbal Mixture. A combined 57% (15% strongly agree and 42% agree) believe that these platforms facilitate direct communication with the producers. Meanwhile, 14% are neutral, and 30% (20% disagree and 10% strongly disagree) do not share this view. The findings suggest that most respondents see online marketing not just as a promotional tool but also as a medium for direct engagement, which can enhance customer trust, feedback, and satisfaction.
Table 15: Engaging content like videos and images attracts me to Oremiti Herbal Mixture.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	23
	23%

	Agree
	37
	37%

	Neutral
	12
	12%

	Disagree
	21
	21%

	Strongly disagree
	7
	7%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 15 reveals that engaging content such as videos and images plays a significant role in attracting respondents to Oremiti Herbal Mixture. A majority of 60% (23% strongly agree and 37% agree) affirmed that visually appealing content draws their attention to the product. While 12% remained neutral, 28% (21% disagree and 7% strongly disagree) did not find such content influential. This suggests that creative and engaging visual content is a key driver in capturing consumer interest and should be prioritized in the brand’s online marketing strategy.
Table 16: The cost of online advertisements is a significant barrier for small businesses like Oremiti Herbal Mixture.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	17
	17%

	Agree
	42
	42%

	Neutral
	10
	10%

	Disagree
	21
	21%

	Strongly disagree
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 16 assesses respondents’ views on whether the cost of online advertisements poses a significant barrier for small businesses like Oremiti Herbal Mixture. A total of 59% (17% strongly agree and 42% agree) believe that advertising costs are indeed a major challenge. Meanwhile, 10% are neutral, and 31% (21% disagree and 10% strongly disagree) do not see cost as a significant obstacle. 
Table 17: Poor internet access hinders the effectiveness of online marketing for Oremiti Herbal Mixture.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	24
	24%

	Agree
	37
	37%

	Neutral
	16
	16%

	Disagree
	19
	19%

	Strongly disagree
	8
	8%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 17 highlights respondents' views on the impact of poor internet access on the effectiveness of online marketing for Oremiti Herbal Mixture. A majority of 61% (24% strongly agree and 37% agree) believe that poor internet connectivity is a significant hindrance to online marketing efforts. Additionally, 16% are neutral, while 27% (19% disagree and 8% strongly disagree) do not see it as a major issue. These findings suggest that inadequate internet access remains a substantial barrier to the reach and success of online marketing campaigns, especially in regions with limited connectivity infrastructure.
Table 18: Online platforms help build long-term relationships between the brand and its customers.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	20
	20%

	Agree
	44
	44%

	Neutral
	10
	10%

	Disagree
	18
	18%

	Strongly disagree
	9
	9%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 18 reveals that a majority of respondents (64%) agree that online platforms help foster long-term relationships between Oremiti Herbal Mixture and its customers comprising 20% who strongly agree and 44% who agree. Meanwhile, 10% are neutral, and 27% (18% disagree and 9% strongly disagree) do not share this perspective. This indicates that most respondents recognize the value of online platforms not just for marketing, but also for sustaining customer loyalty and engagement over time, underscoring the importance of consistent digital interaction and relationship management.
Table 19: Online marketing contributes to the overall growth of SMEs like Oremiti Herbal Mixture.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	26
	26%

	Agree
	36
	36%

	Neutral
	9
	9%

	Disagree
	19
	19%

	Strongly disagree
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Table 19 shows that a significant majority of respondents (62%) agree that online marketing contributes to the overall growth of small and medium-sized enterprises (SMEs) like Oremiti Herbal Mixture 26% strongly agree and 36% agree. Only 9% are neutral, while 29% (19% disagree and 10% strongly disagree) do not perceive a strong link between online marketing and SME growth. This indicates that most respondents acknowledge the positive impact of digital marketing in expanding business reach, increasing sales, and enhancing brand visibility, making it a valuable tool for business development.
[bookmark: _Toc202445237]4.2	ANALYSIS AND INTERPRETATION OF RESEARCH QUESTIONS
Research Question One: What are the perceptions of online marketing of Oremiti Herbal Mixture in Kwara State?
The study reveals that the perception of online marketing among residents of Kwara State is largely favorable, especially with regard to promoting products like Oremiti Herbal Mixture. From the data in Table 6, a significant majority 88% of the respondents acknowledged that they use online platforms for marketing or business-related purposes. This high level of engagement implies a growing digital culture among the people, where the internet and social media are becoming integral tools for commercial communication. Moreover, Table 11 strengthens this finding, showing that 56% of respondents either strongly agreed or agreed that social media platforms are the most effective means of promoting Oremiti Herbal Mixture. This sentiment reflects a collective confidence in the capacity of digital platforms to facilitate communication, create visibility, and drive consumer interest. Furthermore, Table 13 reveals that 64% of respondents believe that testimonials and reviews posted online help in building trust in the product, which is a major indicator of how people perceive the credibility and authenticity of online marketing. These findings altogether demonstrate that a majority of consumers in Kwara State not only use online platforms frequently but also view them as trustworthy and effective tools for product promotion and brand engagement.

Research Question Two: How does online marketing influence the brand awareness of Oremiti Herbal Mixture in Kwara State?
The influence of online marketing on brand awareness is quite substantial according to the survey results. Table 10 indicates that 49% of respondents either strongly agreed or agreed that online marketing has significantly increased their awareness of Oremiti Herbal Mixture, while only 37% either disagreed or remained neutral. This shows a net positive impact of digital marketing on consumer awareness. Additionally, Table 7 shows that Instagram is the most frequently used platform for marketing purposes, with a dominant 76% of respondents using it to promote or learn about the product. This high percentage reflects the potential reach and visual appeal of Instagram as a platform that supports brand storytelling, influencer marketing, and customer engagement. Furthermore, Table 15 reveals that 60% of respondents are attracted to Oremiti Herbal Mixture through engaging content such as videos and images, emphasizing the importance of multimedia elements in capturing attention and boosting recall. Together, these statistics point to the fact that online marketing, particularly via visually engaging platforms like Instagram, plays a pivotal role in enhancing public recognition and brand recall of Oremiti Herbal Mixture among consumers in Kwara State.

Research Question Three: What is the influence of online marketing on the sales of Oremiti Herbal Mixture in Kwara State?
The influence of online marketing on the sales performance of Oremiti Herbal Mixture is evident from the survey data. According to Table 9, 52% of respondents stated that online marketing had influenced their decision to purchase the product, suggesting that digital campaigns have a direct impact on consumer buying behavior. This influence is further supported by Table 12, where 58% of the respondents admitted that online promotions and discounts encouraged them to make a purchase. These findings point to the effectiveness of digital advertising strategies such as limited-time offers, price slashes, and special online campaigns in driving product demand and encouraging sales. Additionally, the occasional engagement recorded in Table 8, where 58% of respondents said they occasionally interact with online ads related to the product, reveals that consistent exposure to such promotions, even if not always acted upon immediately, helps in maintaining product relevance in the consumer's mind. The combination of visibility, perceived affordability through discounts, and emotional engagement through testimonials makes online marketing a powerful driver of actual purchases in the Kwara State market.

Research Question Four: What is the effect of search engine optimization on the visibility of Oremiti Herbal Mixture marketing contents?
While the study did not directly collect data on search engine optimization (SEO) metrics, inferences can still be made about content visibility, which is one of the core objectives of SEO. Effective SEO ensures that content ranks higher on search engines, making it easier for potential customers to discover a product. From the results in Table 10, a significant proportion of respondents acknowledged increased awareness through online platforms, suggesting that visibility is indeed being achieved, possibly due to SEO practices such as keyword optimization, mobile-friendly design, and regular updates. Moreover, Table 8 shows that 14% of respondents always engage with online advertisements for Oremiti Herbal Mixture, while 58% occasionally do, indicating that the marketing content is reaching a broad audience, a typical goal of good SEO strategy. Even though the data does not quantify search rankings or web traffic, the steady engagement implies that the content is being found, interacted with, and shared—likely a result of efforts to improve online discoverability. Thus, while more specific research would be needed to assess the direct effects of SEO, current findings suggest that optimized digital content is enhancing the visibility of Oremiti Herbal Mixture among online users in Kwara State.

Research Question Five: What are the challenges militating the effectiveness of online marketing of Oremiti Herbal Mixture?
The study reveals two major challenges that hinder the effectiveness of online marketing for Oremiti Herbal Mixture: the high cost of advertising and limited internet access. As shown in Table 16, 59% of respondents either strongly agreed or agreed that the cost of online advertisement is a significant barrier for small businesses like Oremiti Herbal Mixture. This suggests that although digital platforms offer wide reach, the financial burden of paid promotions, influencer engagements, and content production may limit consistent advertising. Moreover, Table 17 highlights that 61% of respondents believe poor internet access hinders the effectiveness of digital marketing efforts. This reflects infrastructural limitations that can restrict audience access to online content, especially in rural or underdeveloped parts of Kwara State. Other subtle challenges include consumer skepticism, limited technical know-how among sellers, and platform-specific restrictions. Despite the potential of online marketing, these barriers point to the need for affordable marketing solutions, improved digital infrastructure, and capacity-building initiatives for small business owners to fully leverage online platforms for product promotion.


[bookmark: _Toc202445238]4.3	DISCUSSION OF FINDINGS
The findings of this research reveal critical insights into the impact of online marketing on the promotion and growth of Oremiti Herbal Mixture in Kwara State. From the data analyzed, it is evident that the use of online platforms for marketing is widespread and generally accepted among the respondents. A significant 88% confirmed their use of digital platforms for business purposes, indicating the growing penetration of internet-enabled marketing practices among residents. Instagram was identified as the most frequently used platform, accounting for 76% of user preference. This trend suggests that visually driven platforms hold strong appeal and offer effective engagement for businesses targeting a youthful, tech-savvy audience.
The study further shows that online marketing has contributed substantially to brand awareness of Oremiti Herbal Mixture. Approximately 49% of respondents agreed that online marketing has increased their awareness of the product, a figure supported by 60% of participants who acknowledged being attracted by engaging content such as videos and images. These findings emphasize the importance of visual storytelling and interactive content in enhancing product visibility and consumer recall.
Moreover, online marketing positively influences purchasing decisions. More than half of the respondents (52%) agreed that their decision to purchase the product was influenced by digital promotions, while 58% were encouraged by online discounts and promotional offers. This demonstrates the persuasive power of targeted online advertisements in driving sales, especially when they highlight value-based incentives. In addition, testimonials and reviews emerged as a significant trust-building tool, with 64% of respondents affirming that such user-generated content helped shape their perception of the product. This aligns with the principle of social proof, which holds that people are more likely to trust the experiences of their peers when making purchase decisions.
The findings also highlight the importance of interaction between producers and consumers. About 57% of respondents agreed that online platforms allow direct communication with the producers of Oremiti Herbal Mixture. This interaction fosters brand loyalty and facilitates feedback mechanisms, enabling the business to respond swiftly to consumer needs. Furthermore, 64% believe that online platforms help build long-term relationships between the brand and its customers, underscoring the value of consistent engagement in nurturing a loyal customer base.
However, the study identifies some significant challenges. Chief among them is the cost of online advertisements, which 59% of respondents viewed as a barrier for small businesses. Additionally, poor internet access was cited by 61% of respondents as a major constraint to effective online marketing. These challenges suggest that while the potential of online marketing is vast, its implementation is hindered by infrastructural and financial limitations that must be addressed for optimal results.



[bookmark: _Toc202445239]CHAPTER FIVE
[bookmark: _Toc202445240]SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc202445241]5.0	INTRODUCTION
This chapter presents the concluding part of the research study titled “The Impact of Online Marketing on Small and Medium-Sized Enterprises in Kwara State: A Case Study of Oremiti Herbal Mixture.” It provides a comprehensive summary of the study, highlights key findings, and draws conclusions based on the analysis and interpretation of data presented in the preceding chapters. Furthermore, it offers recommendations tailored to improving the effectiveness of online marketing strategies for SMEs, particularly Oremiti Herbal Mixture. The chapter also suggests areas for future research. The aim is to reflect on the objectives of the study and assess the extent to which they have been achieved, while offering practical suggestions for policy makers, entrepreneurs, and stakeholders in the SME sector seeking to harness the power of online marketing in a competitive and digital-driven marketplace.
[bookmark: _Toc202445242]5.1	SUMMARY
This study explored the impact of online marketing on small and medium-sized enterprises (SMEs) in Kwara State, using Oremiti Herbal Mixture as a case study. The research was anchored on two relevant theoretical frameworks: the Diffusion of Innovation Theory and the Integrated Marketing Communication (IMC) Theory. The Diffusion of Innovation Theory, developed by Everett Rogers, provided insight into how new ideas such as online marketing tools and platforms are adopted over time by individuals and businesses. This theory was instrumental in understanding how Oremiti Herbal Mixture embraced and integrated digital strategies to enhance visibility and drive customer engagement. On the other hand, the Integrated Marketing Communication Theory emphasized the synergy of communication tools advertising, direct marketing, social media, and public relations in delivering a unified message to the target audience. It helped in assessing how well Oremiti Herbal Mixture combined different online marketing channels for effective brand communication.
The research employed a quantitative research method, which was considered suitable for measuring and analyzing numerical data. A survey design was adopted to collect empirical data from a sample of 100 respondents, selected from the customer base and followers of Oremiti Herbal Mixture within Kwara State. The instrument of data collection was a structured questionnaire, which contained close-ended questions focusing on respondents’ demographic characteristics, usage of online platforms, awareness and perception of Oremiti Herbal Mixture, as well as the challenges faced in online marketing.
The data collected from the respondents were analyzed using descriptive statistical methods, such as frequency distribution and percentage tables. This form of analysis allowed the researcher to present data in a simplified and understandable manner, enabling the identification of patterns, trends, and insights regarding online marketing activities. The findings revealed a strong engagement with online platforms like Instagram and WhatsApp among the target audience, significant influence of online promotions and testimonials on consumer behavior, and various challenges including cost and poor internet access. Overall, the study provided a comprehensive view of how online marketing contributes to the visibility, sales growth, and customer relationships of SMEs in the local business landscape.
[bookmark: _Toc202445243]5.2	CONCLUSION
In conclusion, the study has clearly demonstrated that online marketing plays a crucial role in the development and sustainability of small and medium-sized enterprises (SMEs) in Kwara State, as illustrated by the case of Oremiti Herbal Mixture. The research shows that with the increasing popularity and accessibility of digital platforms, businesses can leverage online marketing strategies to build brand awareness, attract new customers, and maintain relationships with existing ones. In the case of Oremiti Herbal Mixture, the use of platforms like Instagram, Facebook, and WhatsApp has created a consistent and engaging brand presence among consumers.
Online marketing not only enhances visibility but also encourages interactive communication between businesses and customers, thereby building trust and loyalty. Through content marketing, testimonials, influencer promotions, and interactive feedback systems, SMEs can create a more personalized and customer-centered experience. This allows small businesses to compete with larger firms and establish a foothold in both local and wider markets despite limited financial resources.
However, the study concludes that there are still some challenges that hinder the full realization of online marketing potential by SMEs. These include poor internet infrastructure, high advertising costs on certain platforms, and a lack of digital literacy among some business owners and their target audience. These obstacles, if not tackled, may continue to limit the reach and impact of online campaigns, particularly for businesses operating on tight budgets or in remote areas.
Therefore, for online marketing to be more effective in the context of SMEs like Oremiti Herbal Mixture, there is a need for continuous education and training of business owners on digital skills, improvement in internet accessibility, and affordable online advertising options. With the right support from government bodies, tech providers, and the private sector, online marketing can serve as a powerful engine for the growth, competitiveness, and sustainability of small businesses across Kwara State and beyond.
[bookmark: _Toc202445244]5.3	RECOMMENDATIONS
Based on the findings of this study, the following recommendations are made to improve the impact of online marketing on SMEs like Oremiti Herbal Mixture in Kwara State:
i. Organize regular training workshops on digital marketing tools, social media management, and content creation for SME operators.
ii. Government and telecom providers should enhance internet infrastructure and reduce data costs to ensure stable and affordable online access for businesses.
iii. SMEs should combine various online strategies such as email marketing, SEO, influencer marketing, and social media campaigns for better outreach and branding.
iv. Financial institutions and development agencies should provide grants, soft loans, or subsidies specifically for online marketing to help SMEs expand their digital presence.
v. SMEs should focus on creating attractive visuals, videos, and customer testimonials to build trust and promote interaction on digital platforms.
vi. Encourage two-way communication with customers via online channels to build relationships, gain insights, and improve service delivery.
vii. Government and NGOs should initiate awareness campaigns highlighting the advantages of digital marketing for business growth, especially in rural and semi-urban areas.
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QUESTIONNAIRE
SECTION A
1. Gender: (a) Male ( ) (b) Female ( )
2. Age: (a) 18- 25 ( ) (b) 26-35 ( ) (c) 36 -45 ( ) (d) 46 and above (  )
3. Educational Qualification: (a) SSCE ( ) (b) ND/NCE ( ) (c) HND/B.SC ( )  (d) M.SC & others (  )
4. Occupation: (a) Student  ( ) (b) Civil servant ( ) (c) Self-employed ( )
5. Religion: (a) Christianity  ( ) (b) Islam ( ) (c) Others ( )
SECTION B
1. Do you use online platforms for marketing or business purposes? (a) Yes ( ) (b) No ( )
2. Which online platform do you use most frequently for marketing? (a) Facebook ( ) (b) Instagram ( ) (c) WhatsApp ( ) (d) Jiji (  )
3. How often do you engage with online advertisements for Oremiti Herbal Mixture? (a) Always (  )  (b) Occasionally ( ) (c) Never (  )
4. Has online marketing influenced your decision to purchase Oremiti Herbal Mixture? (a) Yes ( ) (b) No ( )
SECTION C
	S/N
	STATEMENTS
	OPTIONS

	1.
	Online marketing has significantly increased my awareness of Oremiti Herbal Mixture.
	SA
	A
	N
	D
	SD

	
	
	
	
	
	
	

	2.
	Social media platforms are the most effective means of promoting Oremiti Herbal Mixture.
	
	
	
	
	

	3.
	Promotions and discounts advertised online encourage me to purchase Oremiti Herbal Mixture.
	
	
	
	
	

	4.
	The use of testimonials and reviews on online platforms builds trust in Oremiti Herbal Mixture.
	
	
	
	
	

	5.
	Online marketing platforms allow me to interact directly with the producers of Oremiti Herbal Mixture.
	
	
	
	
	

	6.
	Engaging content like videos and images attracts me to Oremiti Herbal Mixture.
	
	
	
	
	

	7.
	The cost of online advertisements is a significant barrier for small businesses like Oremiti Herbal Mixture.
	
	
	
	
	

	8.
	Poor internet access hinders the effectiveness of online marketing for Oremiti Herbal Mixture.
	
	
	
	
	

	9.
	Online platforms help build long-term relationships between the brand and its customers.
	
	
	
	
	

	10.
	Online marketing contributes to the overall growth of SMEs like Oremiti Herbal Mixture.
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