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ABSTRACT

Digital marketing is an effective way to reach a wider audience and promote
businesses in Nigeria. This study is on Impact of Digital Marketing on the
Business Growth of Ogoja Ultra Modern Rice Mill. The objective of the
study was to assess the impact of website marketing, content marketing, and
social media marketing on increase insales and profitability of Ogoja Ultra
Modern Rice Mill. The study was based on the theory of business survival.
The research design adopted in the study is descriptive survey research. The
primary data required in the study was collected from management and
marketing staff of the company using questionnaire. Data collected was
analyzed descriptively with the use of means, standard deviation, skewness
and Kurtosis statistics, while inferential analysis involving the test of
hypotheses was performed with regression analysis. The findings of the study
showed that website marketing, content marketing, and social media
marketing have positive and statistically insignificant impact on sales, while
website marketing and social media marketing have positive and statistically
insignificant impact on profitability of the company. The implication of the
study is that the company has not attained high level of effectiveness of its
digital marketing operations. To make the digital marketing application of
the company more effective in achieving high level sales and profitability, it
is recommended that the company should: redesign its website to make it
more attention capturing; Appoint a skilled digital content marketing staff to
write captivating marketing contents; use video and banner advertisements to
attract potential customers,” Link its website to other websites and social
media; and use SMS and MMS to promote and advertise its packaged rice on
consumers’ mobile devices. Furthermore, the study revealed that digital
marketing has helped OGOJA ultra modern rice mill develop a better
relationship with its customers. Through social media, the company can
engage with customers, respond to their inquiries, and receive feedback,
which has helped it improve its services and products.The results of this
study highlight the significance of digital marketing in boosting business
growth in Nigeria. OGOJA ultra modern rice mill's success story exemplifies
the positive impact of digital marketing strategies, and it is recommended
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that other businesses in Nigeria also adopt these techniques to enhance their

growth and profitability.

Key words: website marketing, podcast, content marketing, social media

marketing sales and profitability.

INTRODUCTION

Ogoja Ultra Modern Rice Mill is owned by
the Cross River State government in
partnership with GPP Rice Ltd. It is
located at Okuku Road, opposite Ogoja
Army Barracks, Igoli Ogoja Cross River
State. The firm began effective production
in October, 2020 with the brand name
OGOJA RICE or SUPREME OGOJA
RICE. Their products are packaged in
sizes of 50kg, 25kg and 10kg. Apart from
the HEAD RICE, which is the major
product of the company, there are other
BYE PRODUCTS, obtained after milling
the main head rice which are seen as sub-
products; they are: rice/reject rice, broken
rice, Rice bran and classified broken rice.
The company’s customers include farmers
who supply them rice directly from their
farms, big and small restaurants within and
outside Ogoja, wholesalers and direct
consumers who come from far and near.
With such geographical spread of
customers and given the high quality of
their products, this study contends that
with the use of digital marketing strategies,
the company will experience enhanced
business growth. Besides, it is obvious that
given the competitive nature of modern
global marketing, it is impossible to use
only offline marketing approach in
accessing or linking up with customers or
consumers. And so, in this study, attempt
was made to investigate the production
and marketing activities of the factory as
they relate to the modern trends in digital
marketing. It aimed at assessing how the
company has applied digital marketing
strategies and the impact it has had on its
business growth.

The use of digital marketing by a company
IS expected to impact on its business
growth. Business growth means an
increase in the size or scale of operation of
a firm usually accompanied by increase in
the resources and output (MBA
Knowledge Base, 2023). According to
Patel (2023), business growth is a stage
where an  organization  experiences
sustained increases in sales and profits. A
growing business is one that is expanding
in one or more ways which include
increase in revenue, sales profits, customer
base and number of employees (Sendp,
2023). Growth is crucial for the long-term
survival of a company. For the majority of
business, growth is the main objective.
With that in mind, business decisions are
often made based on what would
contribute to the company’s continued
growth and overall success. Hence, many
companies have adopted the use of digital
marketing strategy in their operations.

Digital marketing involves the use of
websites, mobile devices, social media,
search engines, and other similar channels
to market products. Traditionally,
corporations focused on marketing through
print, television, and radio. Although these
options still exist today, the rise of the
internet led to a shift in the way companies
reach consumers. That is where digital
marketing came into play. According to
Barone (2022), this form of marketing
involves the use of websites, social media,
search  engines, apps-anything that
incorporates marketing with customer
feedback or a two-way interaction between
the company and the customer. Increased
technology and newer trends forced
companies to change the way they market
themselves. Email was a popular
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marketing tool in the early days of digital
marketing. That focus shifted to search
engines like Netscape, which allowed
businesses to tag and keyword stuff to get
themselves noticed. The development of
sharing sites like Facebook made it
possible for companies to track data to
cater to consumer trends. Smart phones
and other digital devices are now making it
easier for companies to market themselves
along with their products and services to
consumers.

Ogoja Ultra Modern Rice Mill adopted the
use of digital marketing strategy in its
operations. The specific dimensions of
digital marketing which the company is
utilizing are website, content marketing
and social media platform. The company
has been wusing these three digital
marketing approaches since its inception in
2020. This study was undertaken in order
to verify how effective these digital
marketing approaches have been. The aim
is to determine whether they are impacting
positively on the company’s business
growth with respect to increase in sales
and profitability. The assessment of the
effectiveness of the company’s digital
marketing operations is based on only
these two indices for measuring business
growth among the entire indices that can
be applied.

Digital marketing is the common name for
all the activities that gear towards
promoting sales and services through the
modern means of information and
communication technology. The
dimension covers all applications used in
marketing products and services to
customers or consumers through digital
channels. According to Kotler and
Armstrong (2010) digital marketing means
company efforts to market products and
services, and build relationships over the
internet. Parkin (2009) also defined digital
marketing as the collection of processes

that seeks to understand and respond to
customer needs in the online environment.

Digital marketing is the component of
marketing that uses the internet and online
based digital technologies such as desktop
computers, mobile phones and other
digital media and platforms to promote
products and  services  (American
Marketing ~ Association, 2020). The
development of digital marketing during
the 1990s and 2000s changed the way
brands and businesses use technology for
marketing. As digital platforms became
increasingly incorporated into marketing
plan and everyday life, and as people
increasingly use digital devices instead of
visiting physical shops, digital marketing
campaigns have become prevalent
(Dahlen, 2010).

According to Davidson, Recker & Von
Briel (2017), types of digital marketing
include:

Search  Engine Optimization (SEO),
according to Senyard, Baker & Davidson
(2019), is the process of optimizing your
website to "rank™ higher in search engine
results pages, thereby increasing the
amount of organic (or free) traffic your
website receives. The channels that benefit
from SEO include websites, blogs, and
info graphics. There are a number of ways
to approach SEO in order to generate
qualified traffic to marketer’s website
which include: On-page SEO, which is a
type of SEO that focuses on all of the
content that exists "on the page" when
looking at a website. By researching
keywords for their search volume and
intent (or meaning), the marketer can
answer questions for readers and rank
higher on the search engine results pages
(SERPs) those questions produce. Another
approach to SEO is through off page SEO:
This type of SEO, according to Seawright
&Gerring (2018), focuses on all of the
activity that takes place "off the page"
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when looking to optimize your website.
"What activity not on my own website
could affect my ranking?" You might ask.
The answer is inbound links, also known
as back links. The number of publishers
that link to the marketer, and the relative
"authority" of those publishers, affect how
highly the marketer rank for the
keywords you care about. According to
Sarasvathy (2019), by networking with
other publishers, writing guest posts on
these websites (and linking back to your
website), and generating external attention,
the marketer can earn the backlinks the
marketer needs to move his website up on
all the right SERPs.Finally, technical SEO
states Schumpeter (2019), is a type of
SEO that focuses on the backend of the
website, and how the pages are coded.
Image compression, structured data, and
CSS file optimization are all forms of
technical SEO that can increase the
marketer’s website's loading speed — an
important ranking factor in the eyes of
search engines like Google.

Content marketing is an approach to
marketing that focuses on gaining and
retaining customers by offering helpful
content to customers that improves the
buying experience and creates brand
awareness. A brand may use this approach
to hold a customer’s attention with the
goal of influencing potential purchase
decision. The goal of content marketing is
to reach potential customers through the
use of content (Chander, 2016; The SAGE
International Encyclopedia of Mass Media,
2020).

According to Corronte, Greco, Nicotra,
Romano and Schiilac (2019), content is
usually published on a website and then
promoted through social media, email
marketing, search engine optimization, or
even PPC campaigns. The tools of content
marketing include blogs, ebooks, online
courses, info graphics, podcasts and
webinars.

Social Media Marketing is a procedure
where in strategies are made and executed
to draw in traffic for a website or to gain
the attention of buyers over the web using
different social media platforms. When a
company uses social media channels such
as Facebook, Twitter, Pinterest, Instagram,
Google and others to market a product or
service, the strategy is called social media
marketing (Wikipedia, 2017). Social
Media Marketing promotes a company’s
brand and content on social media
channels to increase brand awareness,
drive traffic, and generate leads for the
business.

Affiliate Marketing is a type of
performance-based advertising where you
receive a commission for promoting
someone else's products or services on the
marketer’s website. According to Penrose
(2020), affiliate marketing channels
include: Hosting video ads through the
YouTube Partner Program and posting
affiliate links from social media accounts.
This is part of the relatively new wave of
influencer marketing. Creating a campaign
using influencers can be a highly effective
form of affiliate marketing. Finding the
right content creators can take your digital
campaign to the next level. According to
Cooper  (2018), many  well-known
companies like. Amazon have affiliate
programmes that pay out millions of
dollars per month to websites that sell their
products. Also, influencers use affiliate
marketing to promote other people’s
products and get a commission every time
a sale is made or a lead is introduced.

Native  advertising  noteOsiyevsky&
Dewald (2015), refers to advertisements
that are primarily content-led and featured
on a platform alongside other, non-paid
content. BuzzFeed-sponsored posts are a
good example, but many people also
consider social media advertising to be
"native”  like Facebook advertising and
Instagram advertising.
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According to Kickul & Gundry (2018),
traditional marketing is restricted by
geography and creating an international
marketing campaign can be hard,
expensive, as well as labor-intensive. It is
due to these lapses that digital marketing
has advantage over traditional marketing
bordering  on : extensive local reach,
lower cost , easy to learn, effective
targeting, multiple strategies, multiple
content types and increased engagement.
Unlike traditional methods, digital
marketing helps to reach a larger audience
and target prospects who are most likely to
buy your products and services.
Additionally, it is more cost-effective than
traditional marketing , and enables the
measurement of  success and  easily
adapts to constant changes in marketing.
As can be explained by Kirtley &
O’Mahony (2018), the key to successful
marketing has  always  been  about
connecting with the target audience in the
right place, at the right time. This is where
digital marketing has advantage over
traditional marketing. Businesses
worldwide are taking advantage of this
reality and using effective digital
marketing strategies to ensuring their
marketing efforts are more likely to reach
customers and in turn, leading to
significant commercial benefits.

Digital marketing helps reach a larger
audience than you could through
traditional methods and target the
prospects who are most likely to buy your
product or service. Ditalig marketing is
more  cost-effective than traditional
advertising and enables management to
measure success on a daily basis. Below
are some outstanding benefits of digital
marketing

Digital marketing planning is a term used
in marketing management. It describes the
first stage of forming a digital marketing
strategy for the wider digital marketing
system. The difference between digital and

traditional marketing planning is that it
uses digitally based communication tools
and technology such as social media web,
mobile, and scramble surface (Dadson,
2016; Ryan, 2014.

Using Dr. Dave Chaffey’s approach, the
digital marketing planning (DMP) has
three main stages: Opportunity, strategy,
and Action. He suggests that any business
looking to implement a successful digital
marketing strategy must structure their
plan by looking at opportunity, strategy
and action. This generic strategic approach
often has phases of situation review, goal
setting, strategy formation, resource
allocation and monitoring (Chaffey and
Ellis-Chadwick, 2012).

Nurseir’s (2016) study was on exploring
the use of online marketing strategies and
Digital Media to improve the brand loyalty
and customer retention. The purpose of the
study was to examine the impact of online,
internet and digital media marketing
strategies in creating the existing and new
customers. The purpose was also to
explore the depth of internet and figure out
the possible outcomes and benefits of
using internet and digital media as a
marketing tool. The study adopted the
quantitative  research  method and
conducted a survey of 200 consumers. The
findings of the study affirmed that the
internet is useful and assists companies to
target specific audience and to promote
their brand, and to retain new and existing
customers. The results of the study also
revealed that internet marketing and digital
media marketing facilitates the companies’
brands to increase their popularity and
make loyal customers.

Lukmon (2017) carried out a study titled,
Digital marketing: which effect does it
have on the financial performance of
firms? The broad objective of the study
was to critically assess the impact of
digital marketing on financial growth of
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businesses in Nigeria. The study used
primary data and the firms sampled for the
study comprised 150 small business using
digital marketing in Lagos State. A census
sampling technique was used to select all
the companies. The result of the study
showed that email marketing was the most
used digital marketing tool, followed by
social media, affiliate marketing, content
marketing, search engine marketing pay
per click marketing, TV and Billboard,
SMS, and radio marketing,. The result also
showed that digital marketing had a
positive effect on financial performance.
Additionally the findings showed that
challenges of digital marketing were lack
of trained digital marketing personnel,
inadequate digital marketing knowledge
and poor application of digital marketing.

Akeel and Gubhaju (2020) undertook a
study on digital marketing and its effects
on start-up business. The aim of the study
was to research the value and influence of
digital marketing on the competitive
establishment of start-up companies. The
study was also to explore whether digital
marketing can have a substantial effect on
the growth of start-up, enhance brand
recognition, gain consumer loyalty and
strengthen customer relationships. The
study adopted a quantitative research
approach in which staffs of 5 start-up firms
were interviewed using a semi-structured
interview as the primary data collection
method. The interview was conducted
using Google meet as it was not possible
to hold face-to-face interview due to
Covid-19 pandemic. For analysis of the
primary data collected, content analysis
method was used. The findings of the
study showed that digital marketing
platforms can help companies connect
with the customers on an emotional level
when used with appropriate content.
Therefore, companies regularly need to
update and upgrade their contents and
institute security measures to promote
customer trust. The study also found out

that digital marketing has immense effect
on the growth of start-up companies.
Digital marketing can attract potential
customers and enable customers to interact
with each other in a customized way,
increase knowledge and sales and
contribute to balanced development
Digital marketing has the power to attract
and retain customers. It also has positive
effect on the consumer loyalty Start-up
companies can also build positive brand
image with the help of digital marketing.

Mobydeen (2021) researched on digital
marketing practices and organizational
performance in the mobile phone
companies in Jordan. The objective of the
study was to explore the impact of digital
marketing practices on the organizational
performance in the mobile phone
companies in Jordan. The research design
adopted was descriptive survey. The
population of the study comprised of all
managers; team leaders, supervisors, and
employees who belong to customer care,
information centre, website and social
media, R & D, and sales department which
was equal to 415 employees working in
the three telecommunications companies
in Jordan. Questionnaire was used to
collect data from the study sample of 178
respondents. Likert scale constituted the
questionnaire format. The data obtained
from the study was analyzed using the
SPSS version 21. Descriptive analyses
performed were in the form of means and
standard deviation, while test of
hypotheses involved the use of t-test. The
findings of the study showed that the
digital marketing tools have impacted
positively on the performance of the
telecommunications companies in Jordan.
More specifically, the findings indicated
that the internet tools such as social
networks, internet ads, email, and official
websites have impacted positively on the
performance  of  telecommunications
companies in Jordan.
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Yasmin, Tasneem and Fatema (2021)
conducted a study on the effectiveness of
digital marketing in the challenging age.
The objective of the study was to examine
the effect of digital marketing on the
firm’s sales. The study was conducted
based on both primary and secondary data
sources. The study sample consisted of one
hundred and fifty firms randomly selected
which were using digital marketing system
to sell their products to customers.
Additionally, the researchers collected data
from 50 executives from sample and other
different firms to know their opinion on
the effectiveness of digital marketing. The
collected data was analyzed with the help
of various statistical tools and techniques
which included tables, frequencies, means
and correlation analysis. The result of the
study revealed that every element of
digital marketing adopted by the
companies studied is positively related to
sales increase. All elements of digital
marketing positive effect on firms’ sales
online advertising, email marketing, social
media, and search engine optimization
(SEO) are highly positively correlated with
sales increase. However, in terms of text
messaging, affiliate marketing, and pay per
click, the result showed that there was low
positive correlation with sales increase.

Bruce, Sharong, Ying, Yagi, Amoah and
Egala (2023) undertook a study on the
effect of digital marketing adoption on
small and medium-sized enterprises
(SMESs). The objective of the study was to
explore the impact of digital marketing
adoption on the sustainable growth of
SMEs in Ghana. The cross-sectional
research design was adopted in the data
collection process. The study unit of
analysis comprised of 533 copies of
questionnaire administered ton selected
SMEs respondents consisting of 158 SMEs
owners, 175 SMEs managers, 125 IT
managers and 75 other department
representatives who were randomly
selected. Structured questionnaire was

used to collect data from the respondents.
Out of the collect data from the
respondents. Out of the 533 respondents,
67 of them were not well completed and
thus could not be used in analysis. The
researchers adopted both online and offline
methods for collecting data. The data
collected were analyzed descriptively and
the hypotheses were tested using PLS-
SEM partial least squares and structural
equation modeling. The result of the study
established that digital marketing usage
has a direct and positive effect on SMEs
sustainable growth. The reason for this
significant effect can be ascribed to the
effective usage of digital marketing
technologies, leading to increased
customer base, improved relationships and
performance.

From all indication, no research has been
conducted on Ogoja Rice Mill on the areas
that this study has focused. And it is this
gap that this study intends to fill.

METHOD
The Study Design:

The design adopted in this study is
descriptive survey design which involved
the use of questionnaire to collect primary
data. The study sought to examine the
impact of digital marketing on business
growth of Ogoja Ultra Modern Rice Mill
based on the opinions and assessment of
management and marketing staff of the
company.

The Study Setting:

Ogoja Ultra Modern Rice Mill is owned by
the Cross River State government in
partnership with GPP Rice Ltd. It is
located at Okuku Road, opposite Ogoja
Army Barracks, Igoli Ogoja Cross River
State. The firm began effective production
in October, 2020 with the brand name
OGOJA RICE or SUPREME OGOJA
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RICE. Their products are packaged in
sizes of 50kg, 25kg and 10kg. Apart from
the HEAD RICE, which is the major
product of the company, there are other
BYE PRODUCTS, obtained after milling
the main head rice which are seen as sub-
products; they are: Reject rice, Broken
rice, Rice bran and classified broken rice.

The Study Variable:

The company’s customers include farmers
who supply them rice directly from their
farms, big and small restaurants within and
outside Ogoja, wholesalers and direct
consumers who come from far and near. It
took the researcher over 12 weeks to carry
out this work, starting from June, 25" to
30" August, 2023.

There are dependent and independent variables involved in the study: The independent
variables are the three elements of digital marketing adopted by Ogoja Ultra Modern Rice
Mill in Cross River State, which include website marketing, content marketing and social
media marketing, while the dependent variables are the indices of business growth, which
include increase in sales, increase in profitability, increase in market share etc.

INDEPENDENT VARIABLES

Digital Marketing

Website Marketing

DEPENDENT VARIABLES

Business Growth

Content Marketing

Social Media Marketing

Figure 1: Research Framework
Source: Researcher’s Formulation

Population of the Study

The population of this study comprised all
management staff and staff working in the
marketing department who are well
informed and knowledgeable of the digital
marketing operations of Ogoja Ultra
Modern Rice Mill. The total number of
staff constituting the study population is

Sales Increase

Profitability Increase

40 made up of 18 management staff and
22 staff in marketing department.

The sample size of the study is 40 being a
purposive sample comprising of 18
management staff and 22 staff who work
in the marketing department of the
company.
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Instrument for Data Collection

The instrument adopted for data collection
is questionnaire which comprises of three
sections. Section A solicited data on
demographic.  Variables, section B
solicited data on effectiveness of digital
marketing dimensions, while section C
solicited data on sales and profitability
increase due to application of digital
marketing. Data collection was done by
the  researcher using questionnaire
administered to  management and
marketing staff of the company. The
service of a statistician was employed to
run the analysis, different books were
consulted, and computer was used for
typesetting and internet network browsing.
Artificial intelligence (Al) was also used
as a tool for this work

Analytical Techniques

The primary data collected were analyzed
descriptively using means, standard
deviation, skweness and Kurtosis statistics,
while inferential analysis involving the test
of hypothesis was performed with the
SPSS version 25.The statistical tools
above were pretested using means and
standard deviation methods. And the
ethical approval date is 20" June, 2023.

Ethics and Permission:

This research intends to investigate the
impact of digital marketing on the growth
of business in Nigeria, with a specific
focus on the Ogoja Ultra Modern Rice
Mill in Cross River State. This research
will explore the various digital marketing

RESULT

strategies that are being employed by the

company to increase their sales and

profitability. The ethical considerations
for this research include the following
principles:

1. Informed Consent: All participants
who were part of the research are
informed of the nature of the study,
and they were required to sign a
consent form before participating.

2. Confidentiality: The privacy and
confidentiality of the participants were
upheld. The data collected was treated
with  strict  confidentiality, and
participants are not identified by
names.

3. Data Protection: Adequate measures
were taken to protect the data collected
from  unauthorized  access  or
manipulation.  This includes the
encryption of data, storage in secure
locations, and limiting access to
authorized personnel only.

4. Transparency: The research process
was transparent, and all participants
were informed of the research findings.
Additionally, the research report is
made available to the public.

Permission was sought from the
management of Ogoja Ultra Modern Rice
Mill in Cross River State, on the 5" of
June, 2023 and signed by the head of
Marketing and Business development on
the 9th of June, 2023 before conducting
this research. The management was
informed of the research objectives and
how the data will be used. The research
work commence only after obtaining
written consent from the management.

The responses of management and marketing staff on the effectiveness of digital marketing,
and sales and profitability increase are shown in table 1 below.
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Table 1: Staff Responses on Effectiveness of Digital Marketing and Increase in Sales
and Profitability

S/IN Digital Marketing and Business Growth Mean  Standard Skewness Kurtosis

Variables Deviation
1 Effectiveness of website 3.26 1709 -.294 .895
2 Effectiveness of content marketing 3.18 1105 -311 .644
3 Effectiveness of social media marketing 3.21 1707 .256 .667
4 Increase in sales due to digital marketing 3.14 77 120 714
5 Increase in profitability due to digital marketing 3.12 515 -.110 310

Source: Research Computation SPSS 25.0

The mean staff responses of website effectiveness, content marketing effectiveness, and
social media marketing effectiveness are 3.26, 3.18, and 3.21 respectively. These can be
interpreted to indicate that these aspects digital marketing used by Ogoja Ultra Modern Rice
Mill have been fairly effective.

The mean staff responses showing that sales and profitability have been increasing due to
digital marketing of the company are 3.14 and 3.12 respectively. These can be interpreted as
indicating that there have been slight increases in sales and profitability due to digital
marketing operations of the company. However, the section on test of hypotheses will
actually show whether the various aspects of digital marketing adopted by the company are
impacting positively on sales and profitability increase or not.

Testing of Hypotheses
(i) Hypothesis 1

HO:1: Website marketing does not have any significant impact on increase in sales of Ogoja
Ultra Modern Rice Mill.

H1:Website marketing has significant impact on increase in sales in Ogoja Ultra Modern Rice
Mill.

This is tested from responses from questionnaire 3:

Y= Sales, its values are taken from responses to questionnaire number 6.

X=Website marketing.

Table 2: OLS Regression Result

Dependent Variable: Security Options (Sales)
Method: Ordinary Least Squares

Sample (adjusted): SA, A, NAD,D,SD : 1-5

Variable Coefficient Std. Error t-Statistic Prob.*
Constant 993.207 119.365 8.321 0.000
Website Marketing -0.110 0.134 -0.821 0.435
R = 27.9%

R-Squared = 7.8%

Durbin-Watson stat. 1.587
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Source: Author’s Computation SPSS 25.0 (See Appendix)
Regression Equationis: y=a +bx= 8.321-0.821x

As shown in the Ordinary Least Squares (OLS) regression estimate in table 2 above, the
coefficient of website marketing is —0.110 with associated probability value of 0.435>0.05.
This shows that Website marketing exert and statistically insignificant effect on Sales. Based
on the regression result, a 100% push in website marketing will bring about 11.0% reductions
in the level of sales. Also, presented in the result is the correlation statistics measuring the
degree of linear association between the variables: website marketing and sales. The
correlation coefficient (r) is 0.279 which is below 0.50; an indication that the relationship is
positive but weak. However, the null hypothesis is not rejected that Website marketing does
not have any significant impact on increase in sales of Ogoja Ultra Modern Rice Mill.

The explanatory power of the model (R-Squared) estimate of 0.078 (7.8%) indicates that
website marketing could only account for about 7.8% changes in sales. The unexplained 92.2
% is attributable to other factors not present in this model.

The Durbin-Watson (D-W) statistic value of 1.587 which is closer to 2 than to zero (as in the
rule of thumb), shows that the model is free from first order serial correlation problem;
therefore, the regression result cannot be accused of being spurious.

(ii) Hypothesis 2

HO2: Content marketing does not have any significant impact on increase in sales of Ogoja
Ultra Modern Rice Mill.

H2:  Content marketing has significant impact on increase in sales of OgojaUltra Modern
Rice Mill.

This is tested from responses from questionnaire 5:
Y= Sales, its values are taken from responses to questionnaire number 6.
X=  Content Marketing.

Table 3: OLS Regression Result

Dependent Variable: Sales
Method: Ordinary Least Squares
Sample (adjusted)1—5 : SA, A, NAD, D, SD

Variable Coefficient Std. Error t-Statistic Prob.*
Constant 914.226 218.331 7.322 0.000
Content Marketing  -0.210 0.127 -0.677 0.471
R = 26.4%

R-Squared =  6.7%

Durbin-Watson stat. 1.523
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Source: Author’s Computation SPSS 25.0 [See Appendix]
Regression Equationis: y = a +bx = 7.322-0.677 x

As shown in the Ordinary Least Squares (OLS) regression estimate in table 3 above, the
coefficient of content marketing is —0.210 with associated probability value of 0.471>0.05.
This shows that content marketing exerts and statistically insignificant effect on sales. Based
on the regression result, a 100% push in content marketing will bring about 21.0 %
reductions in the level of sales. Also, presented in the result is the correlation statistics
measuring the degree of linear association between the variables: content marketing and
sales. The correlation coefficient (r) is 0.264 which is below 0.50; an indication that the
relationship is positive but weak. However, the null hypothesis is not rejected that Content
marketing does not have any significant impact on increase in sales of Ogoja Ultra Modern
Rice Mill. The explanatory power of the model (R-Squared) estimate of 0.067 (6.7%)
indicates that content marketing could only account for about 6.7% changes in sales. The
unexplained 93.3% is attributable to other factors not present in this model.

The Durbin-Watson (D-W) statistic value of 1.523 which is closer to 2 than to zero (as in the
rule of thumb), shows that the model is free from first order serial correlation problem;
therefore, the regression result cannot be accused of being spurious.

(iii) Hypothesis 3

HOs: Social media marketing does not have any significant impact on increase in sales of
OgojaUltra Modern Rice Mill.

Hs:.  Social media marketing has significant impact on increase in sales of OgojaUltra
Modern Rice Mill.

This is tested from responses from questionnaire 9:

Y= Sales, its values are taken from responses to questionnaire number 6.

X= Social Media Marketing.

Table 4: OLS Regression Result
Dependent Variable: Sales

Method: Ordinary Least Squares

Sample (adjusted): 1---5: SA,A,NAD,D,SD

Variable Coefficient Std. Error t-Statistic Prob.*
Constant 871.212 129.665 7.421 0.000
Social marketing 0.129 0.116 0.755 0.444
R = 29.7%

R-Squared =  6.5%

Durbin-Watson stat. 1.733

Source: Author’s Computation SPSS 25.0 [See Appendix]
Regression Equationis: y = a +bx = 7.421 + 0.755X
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As shown in the Ordinary Least Squares (OLS) regression estimate in table 4 above, the
coefficient of social marketing is 0.129 with associated probability value of 0.444>0.05.
This shows that social media marketing exert positive and statistically insignificant effect on
sales. Based on the regression result, a 100% push in social marketing will bring about 12.9%
increase in the level of sales. Also, presented in the result is the correlation statistics
measuring the degree of linear association between the variables: social marketing and sales?
The correlation coefficient (r) is 0.297 which is below 0.50; an indication that the relationship
is positive but weak. The null hypothesis not rejected that Social media marketing does not
any significant impact on increase in sales of Ogoja Ultra Modern Rice Mill. The explanatory
power of the model (R-Squared) estimate of 0.065 (6.5%) indicates that social media
marketing could only account for about 6.5% changes in sales. The unexplained 93.5% is
attributable to other factors not present in this model. The Durbin-Watson (D-W) statistic
value of 1.77, which is closer to 2 than to zero (as in the rule of thumb), shows that the model
is free from first order serial correlation problem; therefore, the regression result cannot be
accused of being spurious.

(iv) Hypothesis 4

HO4: Website marketing does not have any significant impact on increase in profitability of
Ogoja Ultra Modern Rice Mill.

H4:  Website marketing has significant impact on increase in profitability of Ogoja Ultra
Modern Rice Mill.

This is tested from responses from questionnaire 10:
Y= Profitability, its values are taken from responses to questionnaire number 6.
X=Website Marketing.

Table 5: OLS Regression Result
Dependent Variable: Sales

Method: Ordinary Least Squares
Sample (adjusted): 1---5 : SA,A,NAD.D,SD

Variable Coefficient Std. Error t-Statistic Prob.*
Constant 003.212 109.475 7.322 0.000
Website marketing  0.280 0.155 0.822 0.496
R = 26.4 %

R-Squared = 88%

Durbin-Watson stat. 1.666

Source: Author’s Computation SPSS 25.0 (See Appendix)
Regression Equationis: y = a +bx = 7.322 + 0.822x

As shown in the Ordinary Least Squares (OLS) regression estimate in table 5 above, the
coefficient of website marketing is 0.280 with associated probability value of 0.496>0.05.
This shows that website marketing exert statistically insignificant effect on profitability.
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Based on the regression result, a 100% push in website marketing will bring about 28. 0%
increases in profitability. Also, presented in the result is the correlation statistics measuring
the degree of linear association between the variables: website marketing and profitability.
The correlation coefficient (r) is 0.264 which is below 0.50; an indication that the relationship
is positive but weak. The null hypothesis is not rejected that Website marketing does not have
any significant impact on increase in sales of Ogoja Ultra Modern Rice Mill. The explanatory
power of the model (R-Squared) estimate of 0.088 (8.8%) indicates that website marketing
could only account for about 8.8% changes in profitability. The unexplained 91. 2% is
attributable to other factors not present in this model. The Durbin-Watson (D-W) statistic
value of 1.666 which is closer to 2 than to zero (as in the rule of thumb), shows that the
model is free from first order serial correlation problem; therefore, the regression result
cannot be accused of being spurious.

(v) Hypothesis 5

Hos: Social media marketing does not have any significant impact on increase in
profitability of Ogoja Ultra Modern Rice Mill.

Hs:  Social media marketing has significant impact on increase in profitability of Ogoja
Ultra Modern Rice Mill.

Table 6: OLS Regression Result
Dependent Variable: Sales

Method: Ordinary Least Squares

Sample (adjusted): 1---5: SA, A, NAD, D, SD

Variable Coefficient Std. Error t-Statistic Prob.*
Constant 777.122 222.720 4.011 0.003
Social media0.119 0.505 1.488 0.605
marketing

R = 16.4 %

R-Squared = 3. 25%

Durbin-Watson stat. 1. 577

Source: Author’s Computation SPSS 25.0 [See Appendix]
Regression Equationis: y=a +bx = 4.011 + 1.488Xx

The Ordinary Least Squares (OLS) regression estimate as presented in the table above shows
that social media marketing with a coefficient of 0.119 and associated probability value of
0.605>0.05 this shows that social marketing exert statistically insignificant effect on
profitability. In other words, the content of the regression estimate indicates that a 100%
increases in social media marketing will cause about 11.9% increases in the level of
profitability. Meanwhile, the degree of linear association between the variable is weak and
positive (r=0.164 less than 0.50). As a result, the null hypothesis is not rejected that Social
media marketing does not have any significant impact on increase in profitability of Ogoja
Ultra Modern Rice Mill. The explanatory power of the model as reported by the coefficient of
determination (R-Squared) with a value of 3.25 % is very low; showing that only about 3.25
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% of the changes in profitability is accountable by social media marketing. The unexplained
96.75 % is attributable to other factors not present in this model. The Durbin-Watson (D-W)
statistic value of 1.577 which is closer to 2 than to zero (as in the rule of thumb), shows that
the model is free from first order serial correlation problem; therefore, the result cannot be

accused of being spurious.
DISCUSSION

The study was undertaken to assess the
impact of three digital marketing
dimensions: website marketing, content
marketing, and social media marketing on
sales and profitability increase of Ogoja
Ultra Modern Rice Mill. The company
adopted the use of digital marketing in
2020 and has been using it for about three
years now. Primary data was collected
from management staff and other
marketing staff and subjected to
descriptive and inferential analyses. The
result showed that all the dimensions of
digital marketing used by the company
have statistically insignificant impact on
sales and profitability. Furthermore, the
study revealed that digital marketing has
helped OGOJA ultra modern rice mill
develop a better relationship with its
customers. Through social media, the
company can engage with customers,
respond to their inquiries, and receive
feedback, which has helped it improve its
services and products.

The findings also suggest that Ogoja Ultra
Modern Rice Mill has been implementing
digital marketing strategies for the past
three years, consisting of website
marketing, content marketing, and social
media marketing. The study conducted
aimed to analyze the impact of these three
dimensions of digital marketing on the
company's sales and profitability.

The results of the study showed that there
was no significant impact of any of the
digital marketing dimensions on the
company's sales and profitability. This
finding is contrary to the assumption that
the implementation of digital marketing

strategies could lead to an increase in sales
and profitability. However, the study
findings suggest that digital marketing
strategies have assisted the company in
developing a better relationship with its
customers.

The study highlighted that social media
marketing has positively impacted the
company's customer relationship
management. By using social media, the
company can interact with its customers,
respond to their inquiries, and obtain
feedback. The feedback obtained could be
used to improve the company's services
and products further.

The findings of this study show that the
use of digital marketing by Ogoja Ultra
Modern Rice Mill has not had a significant
impact on its sales and profitability. These
results are consistent with some previous
research in the field.

For example, a study by Chaffey (2019)
found that while digital marketing can be
effective in raising awareness and building
brand recognition, it does not necessarily
translate into increased sales. Similarly, a
study by Grewal et al. (2021) found that
the impact of digital marketing on sales is
often indirect and difficult to measure.

However, it is important to note that other
research has shown that digital marketing
can have a significant impact on sales and
profitability when used effectively. For
example, a study by Verhoef et al. (2015)
found that companies that adopt an
integrated approach to digital marketing,
combining  multiple  channels and
strategies, tend to see higher levels of sales
growth.
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Overall, the findings of this study suggest
that while digital marketing can help
companies improve their  customer
relationships and engagement, its impact
on sales and profitability may be limited
unless it is used in conjunction with other
marketing strategies and efforts. Further
research is needed to better understand the
most effective ways to implement digital
marketing in different industries and
contexts.

CONCLUSION:

In conclusion, the study therefore shows
that digital marketing adopted by Ogoja
Ultra Modern Rice Mill has positive and
insignificant impact on business growth.
This implies that the company is yet to
attain a high and satisfactory impact of
digital marketing. Hence, the company
needs to formulate plans and design
further strategies to re-invigorate and
enhance its digital marketing operations.

RECOMMENDATIONS

(1) The company should re-design its
website to make it more visible,
attractive, and attention capturing in

order to draw increased audience and
customers.

(2) The company should improve on its
content marketing by employing a
digital marketing expert who will use
his skill in writing captivating
marketing content to draw more
audience and customers to purchase
the company’s products.

(3) The company should use video and
banner advertisements on social media,
as well as blogging and stimulating
customers to engage on discussion of
its rice brands to attract potential
customers.

(4) The company should link its website to
other websites and social media to
increase consumers’ awareness and
drawing of increased audience who
may be influenced to purchase the
company’s  packaged rice  or
recommend it to others.

(5) The company should adopt the use of
SMS and MMS to send promotional
and marketing communications
messages to consumers’ or customers’
mobile devices to advertise or solicit
the purchase of their rice brands.

REFERENCES

1. Acs, Z. J., Stam, E., Audretsch, D. B.,
& O’Connor, A. (2017). The lineages
of the entrepreneurial ecosystem
approach. Small Business
Economics, 49(1), 1-10.

2. Akeel, A. and Gubhaju, (2020). Digital
Marketing and its effects on Start-up
Business, Thesis  Submitted to
Department of Education and Business
Studies, Faculty of Education and
Business Studies, University of Gavle,
in partial fulfillment of the requirement
for the Award of Master of Business
Administration (MBA) Degree in
Business Management.

3. Ambra (n.d). What is the purpose of a
Website? Available at

https://www.clean.com/what-is-the-

purpose-of.

4. American  Marketing  Association
(2014). The Four Faces of Digital
Marketing. Available at

https://www.ama.org/marketingnews/t
hefour. Retrieved on May 8, 2023.

5. Anderson, C. (2009). The longer long
tail: How endless choice is creating
unlimited demand. Random House.

6. Argote, L., & Ingram, P. (2016).
Knowledge transfer: A Dbasis for
competitive advantage in
firms. Organizational Behavior and
Human Decision Processes, 82(1),
150-169.

Journal of Global Issues and Interdisciplinary Studies, Vol. 1, Issue 1; 2023 _—
Published by Institute of Health Science, Research and Administration Nigeria 16

ISSN: 97700000



i

= —
NN

)
\l

Journal of Global Issues and Interdisciplinary Studies, Vol. 1, Issue 1; 2023
View this publication @ www.instituteofhealthsc.com
Impact Of Digital Marketing On The Growth Of Business In Nigeria, Abua N.E. et al

10.

11.

12.

13.

14.

15.

Ashworth, C. J. (2019). Marketing and
organisational development in e-
SMEs: Understanding survival and
sustainability in growth-oriented and
comfort-zone pure-play enterprises in
the fashion retail
industry. International
Entrepreneurship and Management
Journal, 8(2), 165-201.

Augier, M., & Teece, D. J. (2019).
Dynamic capabilities and the role of
managers in business strategy and
economic performance. Organization
Science, 20(2), 410-421.

Australian  Bureau of  Statistics.
(2016). 8165.0 Counts of Australian
businesses, including entries and exits,
Jun 2012 to Jun 2016.

Baker, T., & Nelson, R. E. (2015).
Creating something from nothing:

Resource construction through
entrepreneurial
bricolage. Administrative Science

Quarterly, 50(3), 329-366.

Bruce, E., Shurong, Z., Ying, D. Yaqi,
M., Amoah, J. and Egala, (2023). The
Effect of Digital Marketing Adoption
on SMEs: Sustainable  Growth:
Empirical Evidence from Ghana,
Sustainability, 15 (6), 4760.

Chaffey, D. and Ellos-Chadwick, F.
(2012). Digital Marketing: Strategy,
Implementation and Practice, Harlow:
Pearson Education.

Chandler, D. (2016). A dictionary of
Social Media: 1% ed., Munday Red:
Oxford University Press.

Christensen, C. M., & Bower, J. L.
(2015).  Disruptive  technologies:
Catching the wave. Harvard Business
Review, January, 43-54.

Clarysse, B., Bruneel, J., & Wright, M.
(2020). Explaining growth paths of

16.

17.

18.

19.

20.

21.

22.

23.

24,

Entrepreneurship Journal, 5(2), 137-
157.

Cohen, W. M., & Levinthal, D. A.
(2020). Absorptive capacity: A new
perspective on learning and
innovation. Administrative Science
Quarterly, 35(1), 128-152.

Cooper, A. C. (2018). R & D is more
efficient in small companies. Harvard
Business Review, 75-83.

Corrente, S., Greco, S., Nicotra, M.,
Romano, M., & Schillaci, C. E. (2019).
Evaluating and comparing
entrepreneurial  ecosystems  using
SMAA and SMAA-S. Journal of
Technology Transfer, 44(2), 485-519.

Covin, J. G., &Slevin, D. P. (2019).
Strategic management of small firms in
hostile and benign
environments. Strategic Management
Journal, 10(1), 75-87.

Dahlen, M. (2010). Marketing

Communication: A Brand Narrative
Approach, West Sussex. UK: John
Wiley & Sons Ltd.

Danneels, E. (2019). Disruptive
technology reconsidered: A critique
and research agenda. Journal of
Product Innovation
Management, 21(4), 246-258.
Davidsson, P., Recker, J., & VVon Briel,
F. (2017). External enablers in new
venture  creation  processes: A
framework. Academy of Management
Proceedings, 2017(1), 13126.

De Carolis, D. M., Yang, Y., Deeds, D.
L., & Nelling, E. (2019). Weathering
the storm: The benefit of resources to
high-technology ventures navigating
adverse events. Strategic
Entrepreneurship Journal, 3(2), 147—
160.

Dodson, 1. (2016). The art of digital

ISSN: 97700000

young technology-based firms: marketing: The definitive guide to
Structuring resource portfolios in creating  Strategic Targeted and
different competitive Measurable online campaign, New
environments. Strategic Jersey: Wiley.
Journal of Global Issues and Interdisciplinary Studies, Vol. 1, Issue 1; 2023 -_—
Published by Institute of Health Science, Research and Administration Nigeria 17



i

(e o
Nz, = \';’

)
\l

Journal of Global Issues and Interdisciplinary Studies, Vol. 1, Issue 1; 2023

Impact Of Digital Marketing On The Growth Of Business In Nigeria, Abua N.E. et al

E@L‘)@. View this publication @ www.instituteofhealthsc.com
25.Eze, M.C. (2022). “Ossa Herbal

26.

27.

28.

29.

30.

31.

32.

33.

Medical Centre and the utilization of
the Social Media”. A Term Paper
presented to the Entrepreneurship
Department, University of Nigeria,
Nsukka.

George, G. (2015). Slack resources and
the performance of privately held
firms. Academy  of  Management
Journal, 48(4), 661-676.

Gilbert, C., & Bower, J. L. (2016).
Disruptive change - When trying
harder is part of the problem. Harvard
Business Review, 80(5), 94-101.
Gimeno, J., Folta, T. B., Cooper, A. C.,
& Woo, C. Y. (2017). Survival of the
Fittest? Entrepreneurial Human Capital
and the Persistence of
Underperforming

Firms. Administrative
Quarterly, 42(4), 750-783.
Giones, F., &Brem, A. (2017). Digital

Science

technology  entrepreneurship: A
definition and research
agenda. Technology Innovation

Management Review, 7(5), 44-51.
Gomezel, A. S., &Rangus, K. (2018).
An exploration of an entrepreneur’s
open innovation mindset in an
emerging country. Management
Decision, 56(9), 1869-1882.
Gomez-Mejia, L. R., Cruz, C,
Berrone, P., & De Castro, J. (2020).
The bind that ties: Socioemotional

wealth  preservation in  family
firms. Academy  of Management
Annals, 5(1), 653-707.

Grégoire, D. A, Barr, P. S, &

Shepherd, D. A. (2020). Cognitive
Processes of Opportunity Recognition:

The Role of Structural
Alignment. Organization
Science, 21(2), 413-431.
Ibezim, E.C. (2021). “Website

Marketing in Small Scale Industries: A
Case Study of Samah Bread Factory,

34.

35.

36.

37.

38.

39.

40.

41.

42.

Department of Marketing, Institute of
Management and Technology, Enugu.
Keating, A., Geiger, S., &
McLoughlin, D. (2018). Riding the
practice waves: Social resourcing
practices  during new  venture
development. Entrepreneurship Theory
and Practice, 38(5), 1-29.

Kerr, W., Glaeser, E., &Chatterji, A.
(2017). Clusters of entrepreneurship
and innovation. National Bureau of
Economic Research, 14(1), 129-166.
Kickul, J., & Gundry, L. (2018).
Prospecting for strategic advantage:
The proactive entrepreneurial
personality and small firm
innovation. Journal of Small Business
Management, 40(2), 85-97.

Kirtley, J., &0O’Mahony, S. (2018).
What is a Pivot? Explaining When and
How Entrepreneurial Firms Decide to
Make Strategic Change and
Pivot. Strategic Management
Journal, 49(4), 473-495.

Klemperer, P. (2017). Markets with
consumer switching costs. The
Quarterly Journal of

Economics, 102(2), 375-394.

Kotler, P. and Armstrong, G. (2010).
Principles of Marketing, Upper Saddle
River, New Jersey: Pearson Education
Inc.

Kushnir, M. (2023). Business Growth:
Sales  Glossary.  Available  at
https://snovio/glossary/businessgrowth
Lukmon, F. (2017). Digital Marketing:
which Effect Does it have on the
Financial Performance of Firms?
Munich, GRIN, Verlag, Available at
https://www.grin.com/document
1490222.

MBA knowledge Base (2023). The
concept of Business Growth. Available
at
https://www.mbaknol.com/strategicma
nagem

Nsukka”. A Seminar Paper to the 43. Miller, D., & Friesen, P. H. (2019).

Innovation in  conservative and

Journal of Global Issues and Interdisciplinary Studies, Vol. 1, Issue 1; 2023 _—
Published by Institute of Health Science, Research and Administration Nigeria 18

ISSN: 97700000



(=

7,

.'-'- =t
=)

=
)

Journal of Global Issues and Interdisciplinary Studies, Vol. 1, Issue 1; 2023
E{Q ) &\‘: View this publication @ www.instituteofhealthsc.com
3 Impact Of Digital Marketing On The Growth Of Business In Nigeria, Abua N.E. et al

44,

45.

46.

47.

48.

49,

50.

51.

entrepreneurial firms: Two models of
strategic momentum. Strategic
Management Journal, 3(1), 1-25.
Miller, D., & Toulouse, J.-M. (2016).
Chief  executive personality and
corporate strategy and structure in
small firms. Management
Science, 32(11), 1389-1409.
Mobydeen, W. A. O. (2021). The
Impact of Digital Marketing Practices
on the Organizational Performance in
the Mobile Phone Companies in
Jordan. Thesis submitted in partial
fulfillment of the Near East University,
Graduate school of social sciences for
the Award of the degree of Master in
Business Administration.

Morris, M. H., Neumeyer, X., &
Kuratko, D. F. (2015). A portfolio
perspective on entrepreneurship and
economic development. Small
Business Economics, 45(4), 713-728.
Neill, S., & York, J. L. (2018). The
entrepreneurial perceptions of strategy
makers: Constructing an exploratory
path in the pursuit of radical
growth. Journal of Business
Research, 65(7), 1003-1009.

Nohria, N., & Gulati, R. (2016). Is
slack good or bad for
innovation? Academy of Management
Journal, 39(5), 1245-1264.

Nuseir, M. (2016). Exploring the use
of Online Marketing Strategies and
Digital Media to Improve the Brand
Loyalty and Customer Retention,
International Journal of Business and
Management, 11 (4).

O’Regan, N., &Ghobadian, A. (2017).
Innovation in SMEs: The impact of
strategic orientation and environmental
perceptions. International Journal of
Productivity and Performance
Management, 54(2), 81-97.
Odoabuchi, L.T. (2022). “The Use of
Website in Transport Business: A
Study of Peace Mass Transit Limited”.
A Term Paper presented to the

52.

53.

54.

55.

56.

57.

58.

59.

60.

Entrepreneurship Department,
University of Nigeria, Nsukka.

Onwusi, G. M. (2019). “The Impact of
Social Media on Modern Business:
Example of Olive  Pharmacy,
Nsukka”. A Term Paper presented to
the  Entrepreneurship  Department,
University of Nigeria, Nsukka.

Opata.O.C. (2018). “Exploring Content
Marketing in Production Industries: A
Case Study of Wilson Oil, Nsukka” A
Term Paper presented to the
Entrepreneurship Department,
University of Nigeria, Nsukka.

Osai, P.N. (2021). “The Place of Social
Media in Transport Business: A Study
of God is Good Motors” A Term Paper
presented to the Entrepreneurship

Department, University of Nigeria,
Nsukka.

Osiyevskyy, O., & Dewald, J. (2015).
Inducements, impediments, and

immediacy: Exploring the cognitive
drivers of small business managers’
intentions to adopt business model
change. Journal of Small Business
Management, 53(4), 1011-1032.
Parkin, G. (2009). Digital Marketing
for Online Success, Edgeware Read,
London: New Holland Publishers Ltd.
Patel, S. (2023). Company Growth
Strategy: 7 Key steps for Business
Growth and Expansion. Available at
https://bloghubspot.com/sales/growthst
rateg

Penrose, E. T. (2020). The growth of
the firm - A case study: The Hercules
Powder Company. Business History
Review, 34(1), 1-23.

Pirolo, L., &Presutti, M. (2020). The
Impact of Social Capital on the Start-
ups’ Performance Growth. Journal of
Small Business Management, 48(2),
197-227.

Powell, E. E., & Baker, T. (2018).
Beyond making do: Toward a theory
of entrepreneurial
resourcefulness. Frontiers of

Journal of Global Issues and Interdisciplinary Studies, Vol. 1, Issue 1; 2023

Published by Institute of Health Science, Research and Administration Nigeria 19
ISSN: 97700000



i

= —
NN

)
\l

Journal of Global Issues and Interdisciplinary Studies, Vol. 1, Issue 1; 2023
View this publication @ www.instituteofhealthsc.com
Impact Of Digital Marketing On The Growth Of Business In Nigeria, Abua N.E. et al

61.

62.

63.

64.

65.

66.

67.

68.

Entrepreneurship
376-388.

Ritala, P., Olander, H., Michailova, S.,
& Husted, K. (2015). Knowledge
sharing, knowledge leaking and
relative innovation performance: An
empirical study. Technovation, 35, 22—
31.

Rosenbusch, N., Brinckmann, J., &
Bausch, A. (2019). Is innovation
always beneficial? A meta-analysis of
the relationship between innovation
and performance in SMEs. Journal of
Business Venturing, 26(4), 441-457.
Rouse, M. (2020). What does website
Mean? Dictionary Internet Website.
Available at
https://www.techpedia.com/definition/
54/ Accessed on 9" May, 2023.

Roy, R., Lampert, C. M., &Stoyneva,
I. (2018). When dinosaurs fly: The role
of  firm  capabilities in  the
‘avianization’ of incumbents during
disruptive technological
change. Strategic ~ Entrepreneurship
Journal, 12(2), 261-284.

Ryan, D. (2014). Understanding
Digital Marketing: Marketing
Strategies for Engaging the Digital
Generation, Kogan Page.

Sahut, J., & Peris-Ortiz, M. (2017).
Small  business, innovation, and
entrepreneurship. Small Business
Economics, 42(4), 663-666.

Salder, J., Gilman, M., Raby, S,
&Gkikas, A. (2020). Beyond linearity
and resource-based perspectives of
SME growth. Journal of Small
Business Strategy, 30(1), 1-17.
Sarasvathy, S. D. (2019). Causation
and effectuation: Towards a theoretical
shift from economic inevitability to
entrepreneurial contingency. Academy
of Management Review, 26(2), 243-
263.

Research, 31(12),

69.

70.

71.

72.

73.

74.

75.

76.

77.

Schumpeter, J. A. (2019). The theory
of economic development. Harvard
Business School Press.

Seawright, J., &Gerring, J. (2018).
Case selection techniques in case study
research. Political Research
Quarterly, 61(2), 294-308.

Secundo, G., Schiuma, G., &Passiante,
G. (2017). Entrepreneurial learning
dynamics in  knowledge-intensive
enterprises. International Journal of
Entrepreneurial Behavior &
Research, 23(3), 366-380.

Send P (n.d). Business Growth: Learn
how to grow your business effectively.
Available at
https://searchpalse.ng/support/glossary/
business.

Senyard, J. M., Baker, T., &Davidsson,
P. (2019). Bricolage as a path to
innovation for resource constrained
new firms. Academy of Management
Proceedings, 2011(1), 1-5.

The SAGE International Encyclopedia
of Mass Media (2020). Content
Marketing, SAGE Publications Inc.
Ugwoke, N.K. (2020). “Promoting
Small Scale Industries through the
Website: Lion Table Water, University
of Nigeria Nsukka as a Case Study”. A
Term Paper presented to the
Entrepreneurship Department,
University of Nigeria, Nsukka.
Wikipedia (2017). Digital Marketing.
Available at
https://en.m.wikipedia.org/wiki/digital
market.

Yamsin, A., Tasneem, S. and Fafema,
K. (2023) Effectiveness of Digital
Marketing in the Challenging Age: An
Empirical Study, International Journal
of Management Science and Business
Administration, 1 (5), 69-80.

Journal of Global Issues and Interdisciplinary Studies, Vol. 1, Issue 1; 2023

Published by Institute of Health Science, Research and Administration Nigeria 20
ISSN: 97700000



In the rapidly evolving landscape of academic and professional
publishing, the dissemination of knowledge through journals and
articles stands as a cornerstone of scholarly communication.

IHSRAN Manual on Publishing Journals and Articles serves as an
indispensable guide, offering an in-depth exploration of the
multifaceted process that transforms ideas into published works of
significance. This manual not only unravels the intricate threads of
manuscript preparation, peer review, and publication ethics but also
navigates the digital age intricacies, including open access paradigms
and online platforms.

Whether you are a novice researcher seeking to navigate the
complexities of publishing or a seasoned scholar aiming to refine
your approach, this manual promises to be a beacon, illuminating the

path to impactful and responsible dissemination of research.

Join us as we blend tradition and innovation, enabling writers to make
valuable contributions to global array of expertise. We approve and
release journal papers, ensuring your work is well-cared for.

Initiating the process of publishing in an IHSRAN journal involves
ensuring the publication of high quality manuscript and journal.
Throughout the publication, there are guidelines to support you,
allowing you to write, release and publish your articles.

Allow us to assist you in enhancing the potential of your upcoming

ISSN 97700000

publication!




	front.pdf
	Page 1

	back.pdf
	Page 1


