AN EXAMINATION ON THE IMPACT OF DIGITAL MARKETING AS A KEY DRIVER OF SALES AMONG SMALL AND MEDIUM SCALE ENTERPRISES

ABSTRACT
The study examined the impact of digital marketing as a key driver of sales among small and medium scale enterprises in Lagos state. The study succinctly explored the effect of digital marketing on sales improvement. 150 small and medium scale enterprises (SMEs) was purposively selected in in Lagos Metropolis. The study made use of primary data via the administration of a questionnaire to generate data from the respondents. The data were analyzed using the descriptive statistical analysis and the Pearson correlation analysis. The results revealed that a positive and significant relationship exists between online advertisement and sales improvement (r=0.772; p<0.05). Also, a positive and significant relationship exists between E-Mail Marketing and Sales Improvement (r=.896; p<0.05). Furthermore, a positive and significant relationship exist between Blog Marketing and Sales Improvement (r=0.772; p<0.05).  And Lastly, a positive and significant relationship exists between Search Engine Marketing and sales Improvement (r=.896; p<0.05). The study suggests that digital marketing should be employed by every SMES, to ensure that sales improvement is guaranteed. this will go a long way in reducing expenses to the barest minimum and ensuring effectiveness in it going concern.

CHAPTER ONE
INTRODUCTION
1.1     BACKGROND OF THE STUDY
It is the goal of any enterprise, regardless of size, level of complexity, ownership structure, public or private status, etc., to provide goods and services at prices that are competitive. There are three different categories for companies doing business in Nigeria: small, medium, and big (Aaker ,2022). Nevertheless, the parameters of project costs, capital, number of workers, sales volume, yearly company turnover, and financial soundness may be used to describe a small-scale industry. To define what constitutes a small-scale industry, both the federal government and state departments of Industry and Commerce have agreed to use the criteria of value of fixed capital that has been placed. The fixed capital had ranged from as low as N60,000 in 1972, N159,000 in 1975, N250,000 in 1979, and N500,000 in 1986, to as high as N2,100,000 in 1992 and N5,100,000 by 2003. In all, the fixed capital had increased by a total of N5,100,000 by 2003. As a consequence of this reality, it is possible that there will be a need to divide the small-scale sector into micro and super-micro businesses with the intention of providing enough incentives and protection for the former (Aaker ,2022). In the meanwhile, the top limit for a small scale industry is set at N250,000, and a small scale industry is defined as any firm or organization with an annual turnover that is greater than that of a cottage industry, which is presently set at N5,000 per year. The threshold for what constitutes a "small-scale enterprise" according to the National Directorate of Employment (NDE) has been set at a maximum of N35,000.

The term "small and medium-sized businesses" (SMEs) refers to companies that are not subsidiaries, operate independently, and have fewer workers than a certain threshold. The exact figure varies from nation to nation. The most common upper limit for categorizing a company as a small or medium-sized enterprise (SME) is 250 workers, as is the case in the European Union. Nonetheless, the threshold for small and medium-sized enterprises (SMEs) in certain nations is set at 200 workers, but in the United States, businesses with fewer than 500 employees are considered to be in this category. Small businesses are often defined as having less than 50 workers, while micro-enterprises have no more than 10, and in certain circumstances no more than 5, employees. SMEs may also be defined in terms of their financial assets. On January 1, 2007, a new definition became effective throughout the European Union. This definition applies to all Community acts and funding programs, as well as the field of state aid, which allows small and medium-sized enterprises (SMEs) to be eligible for a higher intensity of national and regional aid than large companies. The new definition calls for an increase in the financial thresholds, which are as follows: the turnover of medium-sized enterprises (50-249 employees) should not exceed EUR 50 million; the turnover of small enterprises (10-49 employees) should not exceed EUR 10 million; and the turnover of micro firms (less than 10 employees) should not exceed EUR 2 million. Alternately, the total assets listed on the balance sheets of medium, small, and micro businesses should not be more than 43 million euros, 10 million euros, or 2 million euros, respectively (Aaker , 2022).

In recent years, the development of modern information and communication technology (ICT) has had a significant impact, not only on the practice of marketing but also on the practices of other professions. A paradigm change from analogue or primitive modes of transaction to a system in which nearly all marketing operations are carried out electronically has been required by advances in information and communications technology. Despite the fact that digital marketing is often confused with e-commerce and e-business, there is a significant difference between the three. While the primary focus of e-commerce is on selling online or the capacity to transact business online, digital marketing focuses on bringing businesses and their customers closer together and gaining a deeper understanding of their needs. It also emphasizes the importance of adding value to products, expanding distribution channels, and driving up sales through the use of digital media channels. E-business, on the other hand, refers to the process of using digital technology to enable organizations to know what their customers want and to produce only those products. This eliminates the need for guesswork and prevents the loss of money due to unsold inventory, allowing businesses to experience increased productivity, profit, and growth (Ayyagari, 2022). Digital business is another name for this phenomenon.

According to Ayyagari (2022), the glue that keeps workers, customers, and partners connected and informed is e-business, which is accomplished via digital marketing. It entails using self-service apps, which give pertinent information to individuals who need it, resulting in huge values being added to commercial transactions. The emergence of transaction tools on the internet, which affected a bigger number of phases compared to conventional transaction systems, has had a major influence on the buying and selling life cycles. These tools have affected a greater number of stages (Barnes, 2021). This demonstrates that both digital marketing and e-commerce are subcategories of E-business; hence, E-business is the umbrella under which digital marketing and e-commerce may be found.

Email marketing is one of the simplest, most successful, and most cost-effective strategies for any company to develop. This is due to the fact that it encourages repeat business from both existing consumers and potential new ones, both in terms of additional product demand and feedback on things that have previously been purchased. Therefore, the proprietor of the company or the entrepreneur may make reparations when they fall due and provide a higher level of satisfaction for the company's clients. You may strengthen your connections with clients and prospects by maintaining consistent contact with them via the use of aesthetically pleasing and professionally designed email correspondence. When compared to other types of digital marketing techniques over the course of history, email advertising is by far the most personal (Barnes, 2021).
1.2 STATEMENT OF PROBLEM
Small and Medium Enterprises (SMEs) in Nigeria have not performed creditably well and hence have not played the expected vital and vibrant role in the economic growth and development of Nigeria. This situation has been of great concern to the government, citizenry, operators, practitioners and the organized private sector groups. Year in year out, the governments at federal, state and even local levels through budgetary allocations, policies and pronouncements have signified interest and acknowledgement of the crucial role of the SME sub-sector of the economy and hence made policies for energizing the same. Just as it has been a great concern to all and sundry to promote the welfare of SMEs, it has also been a great cause of concern to all, the fact that the vital sub-sector has fallen short of expectation. The situation is more disturbing and worrying when compared with what other developing and developed countries have been able to achieve with their SMEs (Basil, 2011).

However with all the problems above which plaque the SME sub-sector in Nigeria, there is need for a good marketing skill. This is due to the fact that the world is become a global village. The appearance on the scene of the Internet, especially Web 2.0, and the social networks is challenging the levels of power and influence of the agents who build brand image. With the extraordinary power of propagation of these messages on the Web, customer opinions, recommendations and complaints are increasingly the determining factor in creating brand images. The result is that brands are clearly been built bi-directionally. Decisions are made based not only on messages sent by companies to their customers, but technology is making it easier for people to converse. Thus a transfer of power is witness from companies to their consumers. Consumers‟ final decisions to buy are therefore largely based on recommendations from others who have already bought or used the products or service in question, and who share their buying and consumption experiences on the Internet. This phenomenon is taking off at a phenomenal rate, and for many consumers pages like Tripadvisor and Ciao have already become essential pre-purchase references. In this kind of environment, a skilful management of the brand experience seems to be one of the key factors for brand success. Only satisfied customers will give us positive recommendations in these virtual environments, which then favorably influence the decision to buy of our customers who consult these platforms.

At the same time, another key success factor in this cut-throat environment is the development of effective strategies for influence and communication on Web 2.0 and the social networks. Unfortunately, many companies are clearly still in denial and failing to adopt pro-active strategies for an Internet presence. Some earmark a percentage of their communications investment for the Internet, but with no overall idea of what the medium can offer them, or of how a web presence must be integrated with other brand communications. Too many companies are still trying to control public network conversations on their brands, and too few are dedicating.
1.3 OBJECTIVES OF THE STUDY
The main objective of the study is to examine the impact of digital marketing as a key driver of sales among small and medium scale enterprises (SMEs) in Lagos Metropolis. The sub-objectives of the study are to:

Explore the relationship between the forms of digital marketing (email, search engine, online advertising and blog) and sales improvement in SMEs in Lagos metropolis.

Examine the effects of the implementation of digital marketing on the performance of SMEs in Lagos.

RESEARCH QUESTIONS
What is the impact of digital marketing on sales growth of SMEs in Nigeria?

What are the challenges of digital marketing experienced by SMEs in Lagos, Nigeria.

RESEARCH HYPOTHESIS
H1: There is no correlation between digital marketing and sales improvement.

1.6 JUSTIFICATION FOR THE STUDY
Small and medium scale enterprises play a vital role in the economy of Lagos State in particular and to the Nigerian economy in entirety. SMEs contribute to the gross domestic product of the state, and also serve as the platform of minimizing the rates of unemployment in the land, as it allows individuals to be job owners and creators.

Several studies conducted in Nigeria and Diaspora has assessed the determinants of sales improvement in the context of performance. Studies done by Rondon (2007) and Bitton (2011) showed that the major variables focused on were environmental factors, size of the company, pricing policy, competition, firm’s marketing strategy, field salesperson characteristics, territory/location, and size of customers. Furthermore, studies carried out by Babalola and Babalola (2013); Njau and Karugu (2014) and Agwu and Murray (2014) examined the impact of digital or electronic marketing adoption on the overall performance of SMEs. In the light of this, the study was necessitated by scanty empirical studies on the influence of digital marketing on sales improvement in SMEs particularly in Lagos metropolis.

It is highly believed that this study through its findings and policy recommendations would be useful to micro, small and medium scale enterprises, investors, business analysts, financial institutions, non-financial institutions, stakeholders in the corporate world and government through its agencies such as ministry of trade, industry, investment and commerce. It will also be beneficial to future researchers that intend carrying out studies in this regard.

1.7 SCOPE AND LIMITATIONS OF THE STUDY
The study examined digital marketing as a key driver of sales improvement in SMEs with strong emphasis in Lagos metropolis. The limitations encountered during the course of carrying out the study include control limitation, time limitation and financial limitation.

Control Limitation- The researcher was limited to carrying out the study in Lagos metropolis based on the directives of the project supervisor.

Time Limitation- The time allocated to the researcher to carrying out this study was relatively short, given other academic commitments.

Financial Limitation- As a result of paucity of fund, the researcher was unable to sample SMEs across the length and breadth of the metropolis.

Inspite of these stated limitations, a robust, quality and fact-finding research was carried out.

1.8 KEY   DEFINITION OF TERMS
Marketing: It refers to the communication between a person (sales person) and his actual or prospective customers with the aim of selling ones product or service to them.

Digital Marketing: it refers to the use of electronic devices and tools to create to communicate to actual or prospective customers of a firm with the aim of selling ones product or service to them.

Sales: The exchange of a commodity or money as the price of a good and services.

Sales Improvement: This refers to a significant increase in the level of firm’s sales.

Small and Medium Scale Enterprise: An enterprise which has less than 100 workforce and have an annual turnover not exceeding N1 million.

CHAPTER TWO

LITERATURE REVIEW

Theoretical Review

The study was anchored on several theories that are captured hereunder:

Network/Social Network Theory

The network approach’s concept originates from several of the structural concepts brought forward by sociological thinkers such as Emile Durkheim, Georg Simmel and anthropologist Radcliffe-Brown whose research were largely based on comprehending the structure and impact of relational webs or “networks” of social associations between and among individuals. Network theory analyses all kinds of relationships, whether it is between people, animals or things. Social network analysis is an overlapping instrument used for learning about patterns that manifest within social networks and their influence on behaviour. Digital marketing channels are important in this respect since they allow marketers to listen and understand what is said by consumers, and also enable them to take advantage of the power of influential users so as to be able to spread the messages to other people in their networks. Research indicates that the very powerful users are those with the most impact across a number of differentiated networks.

The network theory sees social relationships in terms of nodes and ties. The nodes are the players within the networks, and ties are the relationships amongst the players. Various types of ties are present between the nodes, and in its basic form, a social network outlines all the relevant ties between the nodes being analysed. The network can also be used to “determine the social capital of individual players”. These ideas are usually exhibited in a social network diagram, where nodes represent the points while ties are the lines. This theory is useful in the study since it analyses how SMEs can maximize their ‘networks’, in this case their customers.

Theory of Collective Intelligence

Collective intelligence refers to a process where large numbers of people can converge simultaneously upon the same point(s) of knowledge, while at the same time achieving intellectual performance. The theory of collective intelligence postulates that groups are generally smarter and more productive than the sum of the individuals. Crowdsourcing is an internet phenomenon in which projects are broken down into small, individual tasks that are distributed to a large number of individuals for completion, and is known to have collective intelligence characteristics. According to Tapscott and Williams (2008), for collective intelligence to exist, it requires four principles. These principles are openness, peering, sharing, and acting globally.

Openness: for collective intelligence to work to its full potential, it requires people and companies to present and be candid about their ideas to the people on the internet so that their products can be improved. Peering: taking old information or products and modifying them to match yours and others’ personal needs before releasing it to the public so that people can take utilize them. Sharing: it explains how intellectual property is required to be shared with others in the group. It is essential to allow for the constant exchange of ideas and critiques around which productivity is enhanced. Acting globally principle is based on communications technologies advancement that allows organizations to reach out across their entire collaborators’ network and to engage everyone. This concept overcomes challenges such as department and branch borders in an effort to capture and utilize new ideas, new talents, and new markets. This theory is useful in the study since it indicates how digital marketing is able to bring SMEs and its consumers together to interact and be able to exchange ideas to come up with products or services that improve the whole experience.

Generational Theory

Generation theory explains that the era in which a person was born impacts their perception of the world. It also indicates that our value systems are shaped in the formative years of our lives through our families, friends, communities, significant events and the general era in which we are born (Jurkiewicz & Brown, 1998). Initiated by Strauss and Howe in 1991, generational marketing theory stipulates that consumers born during the same era, usually a 20-year period, have similar attitudes and behaviours due to shared experiences that influenced their childhood and  moulded their world views. This current era can be defined as that of digital information which can be defined by the use of digital media. Generational theory is relevant to digital marketing based mainly on how each generation communicates and the online places where they can be accessed easily by marketers. This theory is useful to the study since assists SMEs to identify customer generations and homogenous groups and formulate appropriate marketing content for them using digital media.

Forms of Digital Marketing

Digital technologies have the ability to copy almost all aspects of traditional media channels and marketing communications and, in the process, cover the marketing mix. Digital promotions are, however, more speciﬁc and are a marketing communication mix component. Digital marketing involves the use of digital media in the process of carrying out the marketing practices. The forms of digital marketing include emails, mobile marketing, search engine optimization (SEO), social media, pay-per-click (PPC), online advertising, and viral marketing.

Email marketing is one of the digital marketing techniques earliest used and it involves providing personalized or targeted messages to specific people at the correct time. With the emails, businesses will deliver emails that meet the user’s requirements. Mobile marketing is defined as the use of a wireless medium to provide consumers with time and location-specific, tailored information that promotes products, services and ideas (Scharl, Dickinger & Murphy, 2005). It therefore improves the interaction between consumers and their mobile phones, the consumer- brand relationship, together with the mobile advertising capability to control the viewing environment, giving advertisers with the opportunity to create more meaningful brand relationships (Aaker, Benet-Martinez & Garolera, 2001).

Search engine optimization (SEO) is the process of designing the contents of the website to fit what the business prospects are looking for, and presenting it in a way which is easily accessible to both people and search engines. If a business wants to increase its targeted trafﬁc to the website, the organic or natural search results (the results in the middle of the search engine results page) are the place to be (Ryan & Jones, 2009). Pay-per-click marketing provides businesses an opportunity to be highly ranked in a search pages for specific keywords and phrases through payment. It is viewed as an effective way to rapidly generate search engine trafﬁc depending on the type of business and the specific keywords they want to rank for. Although pay-per- click continues to grow in popularity and competitiveness, keywords are becoming increasingly expensive for smaller businesses (Ryan & Jones, 2009).

Online advertising is when advertisement is done on the internet and consists of advertisements placed on search engine results pages, advertisements embedded in e- mails, and other ways in which advertisers use the internet. The primary aim is to acquire a prospective customer to act immediately by clicking on the advert (The Saylor Foundation, 2020). These advertisements are used to prompt various actions from potential customer and meet several marketing communications objectives such as increasing action, changing opinions, and increasing recall.

Affiliate marketing is a form of online advertising where a digital user or website promotes an online retailer and, depending on the sales or leads is generated for that online retailer, earns a commission (IAB Australia, 2016). In this case, the third party earns revenue every time a potential customer clicks on the link provided by the originator of the advert website. Viral marketing is a mixture of the several elements of digital marketing and it involves publicizing the message content through multiple channels. It may include Youtube videos, email marketing, blogs, and also some traditional components, all with a purpose of ensuring that the content captures the market attention and automatically spreads to other online communities.

Digital Marketing and Sales

Several studies and literature have indicated a relationship between digital marketing and sales. Digital marketing is able to reach new customers and provide personalized communication to the customers, hence increasing awareness and sales (Jain, 2014; Jagongo & Kinyua, 2016). Small businesses could be able to use digital media such as social media, e-mails which are known to be very cheap to access potential customers to create product awareness, while medium enterprises have some revenue to use digital tools such as pay-per-click (PPC), search engine optimization (SEO), online advertising, and viral marketing.

Empirical Review

The empirical review outlines similar studies done previously by researchers. Onyango (2016) did a study on the influence that digital marketing strategies have on the performance of cut flowers exporting firms in Nigeria. The study conducted qualitative and quantitative research using semi-structured interviews targeting 30 cut flowers exporting firms in Nigeria. From the analysis, the results indicated that digital marketing significantly improved revenue, improved market share, and increased profitability. Firms using digital marketing showed better performance than their counter parts using conventional marketing strategies. It also noted that digital marketing’s major benefit emanates in its exceptional capability to give personalized and interactive information without the restriction of time and place.

Srinivasan, Bajaj and Bhanot (2016) did a study to understand social media marketing concept and its role in the micro, small and medium enterprises sector. The study used exploratory research to identify the social media marketing techniques used to acquire and retain customers by MSMEs. Judgemental sampling was used to collect data from fifty micro, small and medium enterprises (MSMEs). The study results indicated that participation in social media creates a strong impact on brand awareness and brand trust, which results in a strong influence on customer acquisition and retention. The study also indicated a positive relationship between the time spent on social media and amount of sales made. It concluded by stating that social media marketing strategies have a positive impact on customer acquisition and retention which results to market share increase.

Yasmin, Tasneem and Fatema (2015) conducted a study on the impact of various forms of digital marketing on a firm’s sales. The study used primary data examining a sample of 150 companies and 50 managers who were selected randomly to determine digital marketing effectiveness. The data collected was analysed using various statistical tools and techniques including correlation tests. The study results indicated that there is a positive relationship between digital marketing and sales increase. It also indicated that all digital marketing elements such as online advertising, search engine optimization, email marketing, and social media have positive effect on firm’s sales.

Njau and Karugu (2014) did a study to determine how e-marketing has an impact on the performance of SMEs in the Nigerian manufacturing industry. In particular, the study sought to analyse how email marketing, online marketing, search engine marketing, and blog marketing had an impact on the performance of an SME. A survey research design was conducted for the study, where the target population consisted of 500 small and medium enterprises in the manufacturing industry. A random sampling technique was used to select a sample to represent the target population and from the sample data was collected from them. The study findings indicated there email marketing, online marketing, search engine marketing, and blog marketing as digital marketing techniques had a significant influence on business performance. The study findings also indicated that SMEs in Nigeria which are keen in adopting e-marketing as a marketing strategy since they achieved above average business performance. The study recommended that the government should partner with the private sector partnerships to engage in a campaign and provide relevant information about e-marketing framework and policies to SMEs, the success stories, the best practices, and opportunities and challenges encountered with regards to ICTs and e-marketing usage.

Wanjuki (2014) also did a study to determine the impact of digital marketing growth on customer service in Barclays Bank of Nigeria. The study adopted a case study approach analysing Barclays Bank branch in Meru. The data collected was analysed using content analysis. The study results showed that 59% of the respondents indicated that digital marketing enhances the brand visibility of the bank, 26% felt that digital marketing increasing awareness about the product that a bank offers to its customers, while 12% indicated that the digital marketing creates psychological believe that the bank services are the best compared to all others in the market.

CHAPTER THREE

RESEARCH METHODOLOGY

Research Design

According to Bryman and Bell (2007) research design can be defined as a general plan that gives an outline on how data will be collected and data analysis procedures. The study used descriptive cross-sectional research design. The descriptive study is one where information is gathered without changing the environment while a cross sectional study is one where there is a one-time interaction (snapshot) with the unit of analysis. An advantage of the cross-sectional research design is that it enables researchers to do a comparison of various units of analysis at an instant.

Target Population

Target population comprises the whole group of individuals or unit of analysis to which researchers are interested in studying in order to come up with conclusions. The study’s target population was all the SMEs in Lagos, Nigeria which comprises of thousands of SMEs in Lagos. The study used a list compiled from https://www.businesslist.co.ke/category/small-business/city:lagos which comprised of 399 small-sized companies. The study also used the list of Nigeria Top 100 companies in the last 5 years between 2012 and 2016 which has an average of 25 new entrants in a year giving a total of 200 medium-sized companies. In total, the study had a population of 699 SMEs.

Sampling Design

Sampling is the selection of a number of units of analysis for a study so that the findings of the representatives represent the population from which they are selected (Mugenda and Mugenda, 2008). The study used a random sampling technique to select the SMEs for gathering information. According to Israel (2013), a sample size is determined by the level of precision, the confidence level, and the degree of variability. Cochran (1963) indicated that for large populations, the following formula may be used to determine a sample size:

                                                                            𝑛𝑛 =

𝑁𝑁
 SHAPE  \* MERGEFORMAT 



1 + 𝑁𝑁(𝑒𝑒)2
Where n is the sample size, N is the population size, and e is the level of precision. The study used a precision level of 5% and therefore from the above formula, the calculated sample size is 255 SMEs which were randomly selected to get the relevant information for the study.

Data Collection Instrument

Primary data was used by the study to provide information that was used to analyse the data. A questionnaire was used as the primary data collection instrument, and was semi-structured with the structured part enabling uniform response for easier data analysis, while the open- ended section gave information not provided in the structured sections. Questionnaires were therefore important data collection instruments as they gave information important to the study and therefore gave researchers first-hand information for analysis. Mugenda and Mugenda (2003) stated that questionnaires provide comprehensive response to problems being analysed. Also, due to their relative ease of preparation, administration and cost-effectiveness, questionnaires have become a popular method for data collection. The validity of the instrument was done using pre-test and face validity so as to ensure the questionnaire actually measured what it was intended for.

Data Analysis

Quantitative analysis methods comprised of descriptive statistics for the univariate variables (which was in the form of means and standard deviation) and bivariate analysis which was done through Pearson’s correlation test and Kruskal-Wallis test. The Kruskal Wallis test is a non-parametric test that is used when there is an ordinal dependent variable and an independent research variable with two or more levels (http://www.ats.ucla.edu/stat/spss/ whatstat/whatstat.htm, 2016). The analysis of both the univariate and bivariate statistics was done using SPSS software package v.21. The results were presented using tables and charts.

CHAPTER FOUR

DATA ANALYSIS, RESULTS AND DISCUSSION

Summary Statistics

With the objective of the study being to analyse the impact of digital marketing on growth of sales of SMEs in Lagos, questionnaires were sent to 255 SMEs in Lagos, Nigeria and 190 SMEs responded by sending back the questionnaires. This gave the study a response rate of 74.5% with the other 25.5% not responding either because they were not in a position to give their SME marketing information or could not answer the questionnaire in time required for the study.

Descriptive Statistics

Type of Business

Table 4.1: Type of Business distribution

	
	Frequency
	Percent
	Cumulative Percent

	Valid
	Sole Proprietorship
	75
	39.5
	39.5

	
	Partnership
	33
	17.4
	56.8

	
	Limited Liability Company
	82
	43.2
	100.0

	
	Total
	190
	100.0
	


Source: Research data (2020)

Table 4.1 indicates the distribution of the type of SME businesses that the study sampled in Lagos, Nigeria. From the total of the 190 SMEs that responded, the findings indicated that 39.5% (N=75) of them were sole proprietorship, 17.4% (N=33) of them were partnerships, while 43.2% (N=82) of them were limited liability companies.

Number of Employees by SMEs

Table 4.2: Number of employees’ distribution

	
	Frequency
	Percent
	Cumulative Percent

	Valid
	Less than 5
	60
	31.6
	31.6

	
	Between 5 and 20
	86
	45.3
	76.9

	
	Between 21 and 50
	41
	21.5
	98.4

	
	More than 50
	3
	1.6
	100.0

	
	Total
	190
	100.0
	


Source: Research data (2020)

Table 4.2 indicated the distribution of the number of employees by the SMEs in Lagos, Nigeria. The study findings indicated that 31.6% (N=60) of the SMEs have less than 5 employees, 45.3% (N=86) of them indicated that they have between 5 and 20 employees, while 21.5% (N=41) have employees between 21 and 50 employees.

iii) Annual Turnover by SMEs

Table 4.3: Annual Turnover distribution

	
	Frequency
	Percent
	Cumulative Percent

	Valid
	Less than 1 million
	21
	11.0
	11.0

	
	Between 1 million and 3 million
	45
	23.7
	34.7

	
	Between 3 million and 5 million
	64
	33.7
	68.4

	
	More than 5 million
	60
	31.6
	100.0

	
	Total
	190
	100.0
	


Source: Research data (2020)

Table 4.3 above provided the distribution of annual turnover of the SMEs in Lagos, Nigeria. From the study findings, 11% (N=21) of the SMEs that responded indicated that they earn less than 1 million in a year while 23.7% (N=45) indicated that they earn between 1 million and 3 million in a year. The table also shows that 33.7% (N=64) of the SMEs earn between 3 million and 5 million, while 31.6% (N=60) of them indicated that they earn more than 5 million.

Operational Duration by SMEs

Table 4.4: Operational Duration

	
	Frequency
	Percent
	Cumulative Percent

	Valid
	Less than 3 years
	57
	30.0
	30.0

	
	Between 3 and 6 years
	79
	41.6
	71.6

	
	More than 6 years
	54
	28.4
	100.0

	
	Total
	190
	100.0
	


Source: Research data (2020)

The period in which the SMEs in Lagos have been in operation was provided in Table 4.4 above. From the study findings, 30% (N=57) of the SMEs are young having been in operation for less than 3 years, 41.6% (N=79) of the SMEs have been in operation between 3 and 6 years, while 28.4% (N=54) of the SMEs have been in operation for more than 6 years.

Presence of a Formal Marketing Department

Table 4.5: Presence of Marketing Department

	
	Frequency
	Percent
	Cumulative Percent

	Valid
	No
	158
	83.2
	83.2

	
	Yes
	32
	16.8
	100.0

	
	Total
	190
	100.0
	


Source: Research data (2020)

Table 4.5 above indicated whether the SMEs have a formal marketing department in their organization. The study results indicated that only16.8% (N=32) of the SMEs in Lagos had a functional marketing department in their organization, while the other SMEs (83.2%) do not have a formal marketing department.

Capacity for more Clients

The study also inquired from the SMEs whether they have capacity for growth for more clients. The study indicated that all the SMEs that were sampled indicated having the capacity to grow and have more clients if the situation arises.

Inferential Statistics

Extent of Digital Marketing Usage

Email Usage

Table 4.6: Extent of Email Usage

	
	Frequency
	Percent
	Cumulative Percent

	Valid
	No Extent
	6
	3.2
	3.2

	
	Little Extent
	20
	10.5
	13.7

	
	Moderate Extent
	42
	22.1
	35.8

	
	Great Extent
	97
	51.1
	86.8

	
	Very Great Extent
	25
	13.2
	100.0

	
	Total
	190
	100.0
	


	
	N
	Mean score
	Std. Deviation

	Extent email usage in digital marketing
	190
	3.61
	.952

	Valid N (listwise)
	190
	
	


Source: Research data (2020)

The extent of email usage by SMEs in Lagos, Nigeria was provided in Table 4.6. From the table, 51.1% (N=97) of the respondents used email to a great extent as a way for digital marketing while 13.2% (N=25) of the SMEs used email to a very great extent. Only 22.1% (N=42) of the SMEs use email as a form of marketing tool to a moderate extent and 10.5% (N=20) used email marketing to a little extent. For the overall usage, the mean usage of email marketing by SMEs in Lagos was 3.61 which implied that email marketing usage was done to a great extent by the SMEs.

Mobile Marketing

Table 4.7: Extent of Mobile Marketing Usage

	
	Frequency
	Percent
	Cumulative Percent

	Valid
	No Extent
	94
	49.5
	49.5

	
	Little Extent
	48
	25.3
	74.8

	
	Moderate Extent
	20
	10.5
	85.3

	
	Great Extent
	24
	12.6
	97.9

	
	Very Great Extent
	4
	2.1
	100.0

	
	Total
	190
	100.0
	


	
	N
	Mean score
	Std. Deviation

	Extent of mobile marketing usage
	190
	1.92
	.862

	Valid N (listwise)
	190
	
	


Source: Research data (2020)

Table 4.7 indicates the extent of mobile marketing by SMEs in Lagos, Nigeria. From the responses given, 49.5% (N=94) of the SMEs in Lagos indicated that they do not use mobile marketing at all, 25.3% (N=48) of the SMEs use mobile marketing to a little extent, 10.5% (N=20) use mobile marketing to a moderate extent, while 12.6% (N=24) of SMEs in Lagos use mobile marketing as a digital marketing technique. The overall mean of the responses indicated a mean of 1.92 which implied that SMEs in Lagos use mobile marketing to a little extent as a form of marketing.

Social Media

Table 4.8: Extent of Social Media Usage

	
	Frequency
	Percent

	Valid
	No Extent
	9
	4.7

	
	Little Extent
	20
	10.5

	
	Moderate Extent
	34
	17.9

	
	Great Extent
	82
	43.2

	
	Very Great Extent
	45
	23.7

	
	Total
	190
	100.0


	
	N
	Mean score
	Std. Deviation

	Extent of social media usage
	190
	3.71
	1.087

	Valid N (listwise)
	190
	
	


Source: Research data (2020)

The extent of social media usage as a form of digital marketing by SMEs in Lagos was presented in Table 4.8. The study results indicated that 17.9% (N=34) of the SMEs in Lagos use social media as a form of marketing to a moderate extent, 43.2% (N=82) of the SMEs use social media marketing to a great extent, and 23.7% (N=45) of them use social media marketing to a very great extent. From the mean calculation of the responses, the overall mean was 3.71 which implied that social media marketing is used by SMEs in Lagos to a great extent.

Search Engine Optimization

Table 4.9: Extent of Search Engine Optimization Usage

	
	Frequency
	Percent

	Valid
	No Extent
	91
	47.9

	
	Little Extent
	45
	23.7

	
	Moderate Extent
	36
	18.9

	
	Great Extent
	16
	8.4

	
	Very Great Extent
	2
	1.1

	
	Total
	190
	100.0


	
	N
	Mean score
	Std. Deviation

	Extent of SEO usage
	190
	1.91
	.916

	Valid N (listwise)
	190
	
	


Source: Research data (2020)

Table 4.9 above provided the extent of search engine optimization (SEO) usage as a form of marketing was used by SMEs in Lagos, Nigeria. From the responses, the results indicated that 47.9% (N=91) of the SMEs in Lagos do not use search engine optimization at all as a means of marketing, while 23.7% (N=45) of them indicated that they use SEO to a little extent. Another 18.9% (N=36) of the SMEs indicated that they use SEO to a moderate extent and 8.4% (N=16) of them use SEO to a great extent. The mean responses indicated a value of 1.91 which implied that SEO is used by SMEs in Lagos to a little extent.

Pay per Click

Table 4.10: Extent of Pay per Click Usage

	
	Frequency
	Percent

	Valid
	No Extent
	76
	40.0

	
	Little Extent
	62
	32.6

	
	Moderate Extent
	29
	15.3

	
	Great Extent
	23
	12.1

	
	Total
	190
	100.0


	
	N
	Mean score
	Std. Deviation

	Extent of Pay per Click usage
	190
	1.99
	1.000

	Valid N (listwise)
	190
	
	


Source: Research data (2020)

Table 4.10 provides the extent of pay per click usage as a form of advertising by SMEs in Lagos, Nigeria. The study findings indicated that 40% (N=76) of the SMEs indicated that they do not use pay per click marketing at all as a digital marketing technique. Another 32.6% (N=62) of the SMEs indicated that they use pay per click as a marketing technique to a little extent, 15.3% (N=29) of them use pay per click to a moderate extent, while 12.1% (N=23) use pay per click as a digital marketing tool to a great extent. The mean responses indicated a value of 1.99 which implied that pay per click is used by SMEs in Lagos to a little extent.

Online Advertising

Table 4.11: Extent of Online Advertising Usage

	
	Frequency
	Percent

	Valid
	No Extent
	58
	30.5

	
	Little Extent
	63
	33.2

	
	Moderate Extent
	44
	23.2

	
	Great Extent
	25
	13.2

	
	Total
	190
	100.0


	
	N
	Mean score
	Std. Deviation

	Extent of online advertising usage
	190
	2.19
	1.016

	Valid N (listwise)
	190
	
	


Source: Research data (2020)

Online advertising was the last digital technique analysed by the study and the results were presented in Table 4.11. From the responses provided, the results indicated that 30.5% (N=58) did not use online advertising as a means of marketing, 33.2% (N=63) of the SMEs used online advertising to a little extent, 23.2 (N=44) of the SMEs use online advertising to a moderate extent, while 13.2% (N=25) of the SMEs use online advertisement as a way of marketing to a great extent. The mean responses calculated indicated a mean of 2.19 which implied that in general online advertising was used to a moderate extent by SMEs in Lagos.

Impact of Digital Marketing on Sales

Table 4.12: Impact of digital marketing on sales

	
	N
	Mean score
	Std.

Deviation
	Coeff. of var. (CV%)

	1. Email marketing has increased sales

revenue in my business.
	190
	3.29
	.877
	26.65%

	2. Mobile marketing has increased sales revenue in my business.
	190
	2.39
	.958
	40.08%

	3. Social media marketing has increased sales revenue in my business.
	190
	3.67
	1.008
	27.46%

	4. Search engine optimization has increased sales revenue in my business.
	190
	2.27
	.953
	41.98%

	5. Pay-per-click has increased sales revenue in my business.
	190
	2.22
	1.003
	45.18%

	6. Online advertising has increased sales revenue in my business.
	190
	2.35
	1.121
	45.70%


Source: Research data (2020)

The impact of digital marketing on sales growth in SMEs was done by analysing each digital channel and its impact on sales and results indicated in Table 4.12. The SMEs responded by indicating how each of the digital marketing technique impacts their sales and the responses averaged so as to infer to all the SMEs in Lagos. The first digital marketing technique was email marketing which the study indicated a mean value of 3.29. This implied that email had an impact on increased sales to a great extent. Mobile marketing as a digital marketing technique had a mean of 2.39 which implied it increased sales for SMEs by a moderate extent. The study also indicated that social media had an effect on SMEs sales growth to a great extent with a mean of

3.67. The other digital marketing techniques, search engine optimization, pay-per- click, and online advertising all had a moderate effect on SMEs’ sales growth with means of 2.27, 2.22 and 2.35 respectively.

The study also tested the effect of digital marketing on sales growth using Kruskall- Wallis test which analysed whether a unit ordinal change in extent of digital marketing adoption had an effect on sales.

Email Marketing

Table 4.13: Impact of email marketing on sales

	Email Marketing
	N
	Mean Rank

	Annual Turnover
	No Extent
	6
	10.00

	
	Little Extent
	20
	72.25

	
	Moderate Extent
	42
	80.36

	
	Great Extent
	97
	102.98

	
	Very Great Extent
	25
	124.30

	
	Total
	190
	


Test Statisticsa,b
	
	Annual Turnover

	Chi-Square
	28.176

	df
	4

	Asymp. Sig.
	.002


Kruskal Wallis Test

Grouping Variable: Email Marketing Source: Research data (2020)

Table 4.13 indicated the effect of email marketing technique on change in annual turnover with respect to the extent of its adoption. The Kruskal-Wallis test showed there is a statistically significant difference in annual turnover based on the extent of email marketing adoption by SMEs (χ2=28.176, p=0.002). The mean ranks showed an increase in annual sales based on the extent of email marketing adoption.

Mobile Marketing

Table 4.14: Impact of mobile marketing on sales

	Mobile Marketing
	N
	Mean Rank

	Annual Turnover
	No Extent
	34
	59.46

	
	Little Extent
	108
	89.48

	
	Moderate Extent
	20
	119.35

	
	Great Extent
	24
	143.13

	
	Very Great Extent
	4
	149.50

	
	Total
	190
	


Test Statisticsa,b
	
	Annual Turnover

	Chi-Square
	37.199

	df
	4

	Asymp. Sig.
	.001


Kruskal Wallis Test

Grouping Variable: Mobile Marketing Source: Research data (2020)

Table 4.14 provided the effect of mobile marketing on change in annual turnover with respect to the extent of its adoption. Kruskal-Wallis test indicated that there is a statistically significant difference in annual turnover based on the extent of email marketing adoption by SMEs (χ2=37.199, p=0.001). The mean ranks showed an increase in annual turnover based on the extent of mobile marketing adoption.

Social Media Marketing

Table 4.15: Impact of social media marketing on sales

	Social Media
	N
	Mean Rank

	Annual Turnover
	No Extent
	9
	23.17

	
	Little Extent
	20
	32.73

	
	Moderate Extent
	34
	56.79

	
	Great Extent
	82
	88.43

	
	Very Great Extent
	45
	106.66

	
	Total
	190
	


Test Statisticsa,b
	
	Annual Turnover

	Chi-Square
	47.191

	df
	4

	Asymp. Sig.
	.000


Kruskal Wallis Test

Grouping Variable: Social Media Source: Research data (2020)

The effect of social media marketing on annual turnover with respect to the extent of its adoption was provided in Table 4.15. The findings from Kruskal-Wallis test

indicated that there is a statistically significant difference in annual turnover based on the extent of social media marketing adoption by SMEs (χ2=47.191, p=0.000). The mean ranks also showed an increase in annual turnover for the SMEs based on the extent of social media marketing adoption.

Online Advertising

Table 4.18: Impact of online advertising on sales

	Online Advertising
	N
	Mean Rank

	Annual Turnover
	No Extent
	58
	58.48

	
	Little Extent
	63
	89.81

	
	Moderate Extent
	44
	93.05

	
	Great Extent
	25
	107.24

	
	Total
	190
	


Test Statisticsa,b
	
	Annual Turnover

	Chi-Square
	55.870

	df
	3

	Asymp. Sig.
	.002


Kruskal Wallis Test

Grouping Variable: Online Advertising Source: Research data (2020)

Table 4.18 provided the effect of online advertising on annual turnover with respect to the extent of its adoption. Kruskal-Wallis test indicated that there is a statistically significant difference in annual turnover based on the extent of online advertising adoption by SMEs (χ2=55.87, p=0.002). The mean ranks showed an increase in annual turnover based on the extent of online advertising adoption.

Correlation Test

Table 4.19: Correlation Test

	
	Annual Turnover
	Email
	Mobile market
	Social media
	SEO
	Pay per click
	Online advertise

	Annual Turnover
	Pearson Correlation
	1
	.419**
	.484**
	.616**
	.492**
	.510**
	.586**

	
	Sig. (2-tailed)
	
	.000
	.000
	.000
	.000
	.000
	.000

	Email
	Pearson Correlation
	.419**
	1
	.232**
	.250**
	.312**
	.302**
	.291**

	
	Sig. (2-tailed)
	.000
	
	.001
	.001
	.000
	.000
	.000

	Mobile marketing
	Pearson Correlation
	.484**
	.232**
	1
	.296**
	.240**
	.317**
	.321**

	
	Sig. (2-tailed)
	.000
	.001
	
	.000
	.001
	.000
	.000

	Social media
	Pearson Correlation
	.616**
	.250**
	.296**
	1
	.231**
	.304**
	.338**

	
	Sig. (2-tailed)
	.000
	.001
	.000
	
	.001
	.000
	.000

	SEO
	Pearson Correlation
	.492**
	.312**
	.240**
	.231**
	1
	.555**
	.412**

	
	Sig. (2-tailed)
	.000
	.000
	.001
	.001
	
	.000
	.000

	Pay per click
	Pearson Correlation
	.510**
	.302**
	.317**
	.304**
	.555**
	1
	.670**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.000
	
	.000

	Online advertise
	Pearson Correlation
	.586**
	.291**
	.321**
	.338**
	.412**
	.670**
	1

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.000
	.000
	


**. Correlation is significant at the 0.01 level (2-tailed).

Source: Research data (2020)

Pearson’s correlation test was done on SMEs annual turnover and the extent of adoption of digital marketing techniques. From the tests that were done, the results indicate that there was a mild correlation between annual turnover and email marketing, mobile marketing, search engine optimization, pay-per-click, and online advertising. These digital techniques had correlation values of 0.419, 0.484, 0.492, 0.51, and 0.586 respectively. It was only social media marketing that had a moderately high correlation with annual turnover, with a value of 0.616 indicating a positive relationship between annual turnover and extent of social media adoption. The inter-relation tests indicated low correlation values which implied there was no multi-collinearity among the independent variables.

4.4 Discussions

The objective of the study was to assess the impact of digital marketing on the sales of SMEs in Lagos, Nigeria. The study analysed the digital marketing techniques and how each of the techniques affects SMEs sales growth. The first digital marketing technique to be analysed was email marketing. From the results, email marketing adoption is done to a great extent by SMEs in Lagos and it has a positive impact on sales to a great extent. More companies have started using personalized emails and email signatures to reach to their current and potential clients. The results are consistent with that done by Onyango (2016) and that of Yasmin et al. (2015) who indicated a positive relationship and increase in sales as a result of digital marketing, email being one of them. The other digital marketing technique analysed was mobile marketing and its effect on SMEs’ sales growth. The study findings indicated that mobile marketing is used to a little extent by SMEs in Lagos and impacts sales growth to a moderate extent. The usage by SMEs may be low due to costs associated with mobile marketing where there is a cost per SMS sent to a potential customer. This makes it expensive compared to other digital marketing techniques.

Social media marketing as a digital marketing technique indicated a great usage by SMEs and also results indicated its impact on SMEs sales to a great extent. The adoption of social media is high because it is a cheap technique of digital marketing, and can also reach many potential customers who are in social media. The results are consistent with the studies done by Srinivasan et al. (2016), Adegbuyi et al. (2015), and Jagongo and Kinyua (2013) who indicated that social media creates brand awareness that results in strong influence on customer acquisition and retention. Search engine optimization as a digital marketing technique indicated usage to a little extent by SMEs and it affects sales of SMEs to a moderate extent. The extent of use may be low due to its technicality and lack of understanding by SMEs. The results findings are not consistent with that done by Yasmin et al. (2015) who indicated that digital marketing techniques have a great impact on sales.

The other digital marketing technique whose impact on sales growth was analysed in the study was pay-per-click. The study findings indicated that it is used by SMEs in Lagos to a little extent and it has an impact on sales to a moderate extent. The usage may be low also due to its technicality and SMEs do not understand how it works. A study done by Taiminen and Heikki (2015) raised queries whether SMEs understand how digital marketing operates to bring about essential changes in communication. The final digital marketing technique used by SMEs was online advertising and the study findings indicated that it was used to a moderate extent by SMEs and it had an impact on sales to a moderate extent. The findings were similar to study findings by Njau and Karugu (2014), Yasmin et al. (2015) and also that done by Kithinji (2014).

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

Summary

Marketing in an organization helps to create awareness of products and services by a business. One of the main reason companies create this awareness is to increase sales for both the short run and long run. Conventional marketing has been used by companies for many years and with the growth of technology, digital marketing channels have become greatly used by companies. As large companies have been able to adapt with the technological changes in marketing, the extent of adoption and impact of digital marketing in small and medium enterprises is not yet certain. The study therefore sought to determine the effect of digital marketing techniques on sales growth of SMEs, with the scope of the study being Lagos, Nigeria. The study also set to find out the challenges that SMEs encounter which hinder their digital marketing adoption.

With the objective, the study analysed theories relevant to the study and conducted a literature review of similar studies. The digital marketing techniques that were used to operationalize digital marketing were email marketing, mobile marketing, social media marketing, search engine optimization, pay-per-click marketing, and online marketing. These techniques were used to assess the extent to which digital marketing affects SMEs’ sales growth in Lagos, Nigeria. The study conducted a descriptive cross-sectional research design by analysing different SMEs in Lagos, Nigeria at the same time. The target population size consisted of 699 small and medium enterprises in Lagos, of which the sample size were 255 SMEs which were randomly selected. Primary data used was used for analysis purpose and was collected using a structured questionnaire. The data was analysed using descriptive and univariate techniques which were Kruskal-Wallis test and Pearson’s correlation test.

From the data analysis, it was found that email marketing had an impact on SMEs sales growth to a great extent. Mobile marketing as a digital marketing technique had an effect on SMEs’ sales growth to a moderate extent. The findings also indicated social media marketing to have an effect on SMEs’ sales growth to a great extent. Search engine optimization, pay-per-click, and online marketing all had an effect on SMEs’ sales growth to a moderate extent. From the study’s second objective, the study findings indicated that lack of digital media knowledge was the greatest challenge for SMEs in the adoption of digital marketing. This was followed by lack of suitable digital marketing techniques which was also a challenge experienced by SMEs in the adoption of digital marketing. The third challenge experienced by SMEs in the adoption of digital marketing was lack of finances, followed by the lack of time for planning and implementation.

Conclusion

From the study findings, conclusions were made in regards to digital marketing adoption by SMEs and its effect on sales growth. From the study results, it can be concluded that digital marketing has a positive effect on SMEs sales growth in Lagos, Nigeria. With regards to email marketing, the study indicated that it is used by SMEs to a great extent and the effect on sales was significant. The study therefore concludes that email marketing is important and should be used more by SMEs to improve their sales. More SMEs should start using personalized email which would be cheaper compared to niche marketing using traditional media. The study findings also indicated that mobile marketing is used to a little extent by SMEs and had a moderate effect on sales and the study concluded that it has not achieved greater sales for SMEs as would be expected.

The findings on social media marketing by SMEs indicated that it is significant factor to SMEs’ sales growth that has been used to a great extent, and it has had a positive effect on sales to a great extent. The study therefore concluded that social media marketing technique is effective to SMEs in Lagos as a means of marketing and helps to grow sales. Search engine optimization (SEO) as a digital marketing technique was found to be a significant factor on SMEs’ sales growth and had an effect on the sales to a moderate extent. The study therefore concluded that SEO as a digital marketing technique is important to sales growth even though its effect is moderate.

The study findings with regards to pay-per-click as a digital marketing tool indicated that it was significant on SMEs sales with a moderate extent. The study findings led to the conclusion that pay-per-click is significant to SMEs’ sales growth but to a moderate extent. The last digital technique to be analysed as a digital marketing tool was online marketing whose results indicated that it was significant on SMEs sales but also to a moderate extent. The study findings led to the conclusion that online marketing is significant to SMEs’ sales growth but to a moderate extent.

Recommendations

From the research findings and conclusions, the study made recommendations on the way forward on digital marketing adoption by SMEs. The first recommendation is that there should be proper sensitization and training to SMEs on available digital marketing options and how it can be done. The government and institutions such as KEPSA should come up with programs to help grow SMEs which would help the economy grow.

From the study findings, one of the recommendations for further research is of more research should be done for other counties outside Lagos as this would provide comparison and reinforcement or disapproval of this study’s findings with regards to digital marketing. The organization should also look at how digital marketing affect other aspects of a business such as brand loyalty and customer relationship management since the organization is more than sales and profits. Also, other factors that affect sales growth and profitability of SMEs should also be analysed since it is known that sales are not affected only by marketing or digital marketing, but a combination of both internal and external factors to an organization. The government should also come up with favourable policies to digital marketing so as not to restrict them when they use them. Finally, other analytical techniques apart from that used by the study should be done by researchers to determine how digital marketing affect sales growth in an organization.
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APPENDIXE

QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(S) ON A QUESTION.

SECTION A

PERSONAL INFORMATION
Gender

Male ( )

Female ( )

Age

20-25 ( )

25-30 ( )

31-35 ( )

36+ ( )

Marital Status

Single  ( )

Married ( )

Separated ( )

Widowed ( )

Education Level

WAEC ( )

BS.c  ( )

MS.c ( )

MBA ( )

SECTION B

Extent of Email Usage

	
	Please tick

	Valid
	No Extent
	

	
	Little Extent
	

	
	Moderate Extent
	

	
	Great Extent
	

	
	Very Great Extent
	


Extent of Mobile Marketing Usage

	
	Please tick

	Valid
	No Extent
	

	
	Little Extent
	

	
	Moderate Extent
	

	
	Great Extent
	

	
	Very Great Extent
	


Extent of Social Media Usage

	
	Please tick

	Valid
	No Extent
	

	
	Little Extent
	

	
	Moderate Extent
	

	
	Great Extent
	

	
	Very Great Extent
	


Extent of Search Engine Optimization Usage

	
	Please tick

	Valid
	No Extent
	

	
	Little Extent
	

	
	Moderate Extent
	

	
	Great Extent
	

	
	Very Great Extent
	


Pay per Click

	
	Please tick

	Valid
	No Extent
	

	
	Little Extent
	

	
	Moderate Extent
	

	
	Great Extent
	


Extent of Online Advertising Usage

	
	Please tick

	Valid
	No Extent
	

	
	Little Extent
	

	
	Moderate Extent
	

	
	Great Extent
	


Impact of Digital Marketing on Sales

	
	N
	Mean score
	Std.

Deviation

	1. Email marketing has increased sales

revenue in my business.
	
	
	

	2. Mobile marketing has increased sales revenue in my business.
	
	
	

	3. Social media marketing has increased sales revenue in my business.
	
	
	

	4. Search engine optimization has increased sales revenue in my business.
	
	
	

	5. Pay-per-click has increased sales revenue in my business.
	
	
	

	6. Online advertising has increased sales revenue in my business.
	
	
	



