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ABSTRACT

Digitalplatforms have become usefultools in marketing and
creating awareness forproducts orservices.Unlike traditional
media,digitalplatformscreatealevelfieldwherebusinessescan
thrive as theygrow close to the customers through effective
communication.This research aimed to scrutinise the major
benefitsofdigitalplatformsinmarketingandcreatingawareness
fornew productsorservices.Socialmediawasusedasacase
studyfordigitalplatforms.Facebook,Instagram andWhatsapp
socialmediaplatformswerealsousedfornarrow research.The
studyanalysedpotentialbenefitsforbusinessesinNigeriawhen
theyusesocialmediaasatooltoadvertisetheirnewproductsor
services.The research utilised qualitative contentanalysis to
analyse textualdata gotten through semi-structured interviews.
Audiodatawastranscribedandthefollowingcodeswereusedto
analyse;brand awareness and loyalty,globalization,consumer
positioning,improvementincreativityandefficiency,increasein
customerbase,generation ofnew ideas through ideas,rapid
communication,advertisementcostreduction,productreworkrisk
reduction,betterbusiness-customerrelationship,fastconsumer
feedback,andbetterproductadoption.Theresultshowedthatthe
aforementioned codes were identified as benefits of digital
platformsbyrespondents.Italsofoundthatadvertisementcost
reductionisnotgenerallyrealisticbutrelativeto thebusiness'
financialcapabilities.Furthermore,fastconsumerfeedback is



linked with betterproductadoption,increase in efficiencyand
creativity,generation ofnew ideas,and productrework risk
reduction.The research outcome also highlighted thatcordial
business-customerrelationship,brandawarenessandloyalty,and
advertisementcostreduction are the mostimportantofthe
benefitsofdigitalplatforms.Theresearchconcludesthatdigital
platformsareanefficienttoolinmanyramificationsasopposedto
traditionalmedia,hence,businessesneedtoleveragethistoolto
makeprofitablesales.Thecommissioningpartyforthisthesisis
(Nameofthecommissioningparty).

Keywords Digitalplatforms,socialmedia,brandawareness,digitalmarketing.

Pages:76



CONTENTS

1 CHAPTER1:INTRODUCTION 1

1.1 StatementofProblem 5
1.2 Aim ofStudy 6
1.3 ObjectivesoftheStudy 6
1.4 ResearchQuestions 6
1.5 RelevanceofStudy 7
1.6 ScopeofStudy 8

2 CHAPTER2:LITERATUREREVIEW 9

2.1 DigitalPlatformsandDigitalMarketing 9
2.1.1 TheDigitalFootPrint 13

2.1.2 DigitalVersusTraditionalMarketing 13

2.1.3 DigitalMarketingStrategies 15

2.2 SocialMediaandSocialMediaMarketing 17
2.2.1 SocialMediaMarketinginNigeria:AnOverview 24

2.2.2 SocialmediaandtheBrand 25

2.2.3 SocialMediaandCustomerBehaviour 25

2.3 TheoreticalFramework 27
2.3.1 RolesofSocialMediainSalesandMarketing 27

2.3.2 TheNewProductDevelopmentTheory 29

2.3.3 TheoreticalModel 31

3 CHAPTER3:RESEARCHMETHODOLOGY 34

3.1 ResearchMethod 34
3.2 ResearchDesign 35

3.2.1 DataCollectionMethod 35

3.2.2 Semi-StructuredInterviews 36

3.2.3 PresetInterviewQuestionsfortheResearch 37

3.2.4 ConductingandRecordingtheSemi-StructuredInterview 40

3.3 SamplingMethod 41
3.4 QualitativeContentAnalysis 41
3.5 PilotStudy 45

4 CHAPTER4:ANALYSISANDFINDINGS 47

4.1 Analysis 47
4.2 Findings 59

5 CHAPTER5:CONCLUSIONSANDRECOMMENDATIONS 61

5.1 Conclusions 61
5.2 ImplicationsforBusinesses 62
5.3 LimitationsoftheResearch 65



5.4 RecommendationsforFutureResearch 66

6 REFERENCES 67

7 APPENDICES 73

7.1 Appendix1 73



Appendices

Appendix1 Templateforinterviewinvitation
Appendix2 Templateforinterview



1

1 CHAPTER1:INTRODUCTION

Thespreadofinformationisanintegralpartoftoday'ssociety.

Hence,thereistheneedforfar-reachingmeanstodisseminate

informationthatcombinesspeed,details,andvariety.Unlikethe

oldermeansofinformationdissemination,suchasnewspapers,

television,radio,andothermedia,onlineplatformshaveprovento

bethemosteffectivetoolinspreadinginformation.Whetherthe

news is being spread,information is being passed between

friends,orbusinesses advertising new and existing products.

Online platforms are effective tools for fast and detailed

dissemination.Thatis whymore businesses are investing in

digitalplatformstoserveasaneffectivemeansofadvertising

theirproductsto theirtargetaudience,regardlessoflocation.

Digitalplatformsareacrucialpartofmarketingbecausethey

benefitbusinessesregardlessofthesizeandhelpthem gain

accesstothemassmarketatacost-efficientprice.

Incomparisontootherplatformsusedforadvertisement,suchas

newspapers,digitalplatformsaremoreeffective.Platformssuch

asnewspaperscannotadvertiseto thetargetaudiencesince

copies are notproduced forspecific individuals;neithercan

advertisementsviatelevisionbedesignedforthetargetaudience

sincethemasspopulacehasaccesstoanycontenttheywant.

However,digitalplatformsallow forpersonalisationwherethe

customerbaseofbusinessesislinkedtotheirwebsites,andnew

productofferscaneasilybeintroducedtoanalreadyestablished

customerbase.Ontheotherhand,foranew businessoffering

new services orproducts,digitalplatforms allow fora more

comprehensiveoutreachwhereevenindividualsincountriesaway

from thebusinessbasecanseeadvertisementcontentofnew

productsornewbusinesses.

DigitalPlatformsmaybedefinedas"…purelytechnicalartefacts
wheretheplatform isanextensiblecodebase,andtheecosystem
comprisesthird-partymodulescomplementingthiscodebase"(de
Reuveretal.,2017,n.p).Thisdefinitionimpliesthreedifferent
characteristics of digital platforms; they are technical
(encompassing elements of software and hardware),they
accommodate an ecosystem, that is, a platform owner
(organisationorbusiness)thatfosterscontrolmechanismsto
enhance mechanisms thatcreate value,and theypossess a
codebase.Digitalplatformsincorporateseveralmodulesbeyond
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justthesoftwareproduct'sfunctionality;thesemodulesmaybe
seenasadd-onsinthesoftwaresubsystemscategory.Digital
platformsareexternalplatformsthataccommodatecodebase
software-basedsystems,whicharesharedontomodulesoradd-
onsoftwaresubsystemsbasedonwhichtheyfunction.These
modules are usually applications developed by third-party
developers available to end-users such as customers and
businesses(deReuveretal.,2017).

Furthertothis,Tanetal.(citedinAsadullahetal.,2018,p.3)
provideamoreexpansiveandnon-technicaldefinitionofdigital
platforms;theydefinedigitalplatformsas"acommercialnetwork
ofsuppliers,producers,intermediaries,customers…andproducers
of complementary products and services termed
"complementors" that are held together through formal
contracting and/or mutualdependency" and as "multisided
platform…(that)existwhereveracompanybringstogethertwoor
moredistinctgroupsofcustomers(sides)thatneedeachotherin
some way,and where the company builds an infrastructure
(platform)thatcreatesvaluebyreducingdistribution,transaction
andsearchcostsincurredwhenthesegroupsinteractwithone
another".

From thedefinitionsofdigitalplatformsabove,itcanbededuced
thatdigitalplatformshavecomponents.deReuveretal.2017
identified these components as the device (hardware),the
operating system,and the applications.Applications include
socialmediaapplicationsormediasharingplatforms.Operating
systems include MicrosoftWindows,iOS,Linux,Android OS,
amongothers.Thecombinationofthesethreecomponentsis
whatmakesupdigitalplatformsandwhattheyfunctionon.

Digitalplatforms are versatile in thatthey can be used in
numerous industries.Asadullah etal.2019 identified some
industriesinwhichdigitalplatformshavebecomeverypopular
duetotheireffectivenessinhelpingtobringserviceproviders
closerto theircustomers.Theseinclude;“transportation(e.g.,
Uber,Grab),hospitality(e.g.,Airbnb,CouchSurfing),andsoftware
development(e.g.,AppleiOS,Googleandroid)"(Asadullahetal.,
2019,p.1).Businessesthathaveleveragedtheopportunitiesof
digitalplatformshaveexperiencedanincreaseinsales,customer
base,andsizeoftheenterprise.Forexample,intheareaofe-
commerce and the developmentofsoftware,digitalplatform
providershavegainedover$700billioninmarketvalue(Asadullah
etal.,2019).Therefore,itisexpectedthatmorecorporationshave
beguntoadoptdigitalplatformsasabusinessstrategyandmodel
andapotentialtoolforsectorialeconomicgrowth.
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Koskinenetal.(2019,p.320)identifythreecharacteristicsthatall
digitalplatformsmustpossess,namely"…theyaretechnologically
mediated,enable interaction between usergroups,and allow
those usergroups to do particularthings".Therefore,digital
platformsaredeliberatelyenhancedtoreachafaraudience,help
achieveinteraction,and enhancethecarrying outofintended
actions.Severaldigitalplatformsexistsocialmedia,websites,
blogs,affiliatemarkets,mobilemarkets,onlinepublicrelations,
interactivemarkets,andviralmarkets.Whiletheothersarestill
gainingtraction,socialmediaisanestablisheddigitalplatform
thathasenhancedthepromotionofbothnew andoldonline
marketsandincreasedproductsales.

Manysocialmedia usersand potentialcustomersuse social
mediaastheirfirstpointofcontactthroughwhichtheyscrutinise
abrandtounderstandtheimageofthebrandandseeiftheyare
attracted to this image (Asadullah etal.,2018).Furthermore,
socialmediaisusedtodetermineifonlinefollowers,family,and
friendsknowabouttheproductbeingadvertised.Ifoldcustomers
comeacrosschallengesinthepurchaseornewcustomersdecide
topurchaseproducts,socialmediaistheirfirstgo-toplaceas
theirreflexistoreturntotheirfirstpointofcontactwithsucha
company.Additionally,new consumers check socialmedia
platformsforcontactinformation,amongotherthingstheyneed
toknow (Asadullahetal.,2018).Hence,overtheyears,social
mediahasbecomecloselylinkedwithdigitalmarketingasthe
platform is arguably the mosteffective foradvertising and
marketingbusinesses,products,andservices.VermaandMadhu
(2018,p.323) defines digitalmarketing as "… the use of
technologiestohelpmarketingactivitiestoimprovecustomer
knowledgebymatchingtheirneeds".

Therefore,theadvantagesofsocialmediagobothwayswhere
businessescangrasptheneedsoftheircustomersandmake
more profitwhile customers are more inclined to purchase
productsastheyaremorestreamlinedtotheirtastes,needs,and
preferences. Verma and Mahdu (2018) argue that when
businessesareawareofconsumermotives,theyhaveamore
profoundandpreciseunderstandingofwhatcontenttocreate
aboutthebrand,store,orproduct.Additionally,digitalmarketingis
cost-effective and has a potentially high positive impacton
businessessincesocialmediahelpsthem know whichsocial
mediaplatform theiraudienceutilisethemost.Thesuccessor
failure ofdigitalmarketing depends on the accuracyofthis
knowledge.

From the perspective oforganisations thatuse socialmedia
platforms,emphasis is always on growth in the demand for
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services and sales ofproducts.Hence,businesses strive to
leveragesocialmediato expandtheircustomerbasethrough
socialmediamarketing.Largeenterprisesaroundtheworldhave
recognisedthepotentialofsocialmediamarketinginproviding
innovativeoptionstohelppowertheiradvertisementactivitiesby
providingaplatform throughwhichtheycanreachabroadand
targetaudience(Appel,2020).Intimesprior,ifanorganisation
intendedtoreachouttolargetargetpotentialcustomers,itwas
highlycost-intensivesincetheyhadtopaylongterm forseveral
magazine adverts,partnerwith marketing and advertisement
companies,investinprintingflyersandposters,whichdonot
alwaysgettothetargetprospects.However,socialmediahas
changed this as companies can now marketto millions of
potentialcustomersacrosstheworldwithinminutes.Hence,the
costofstartingnew businessesorlaunchingnew productshave
decreased significantly,which otherwise would have been a
barrierto the entryofentrepreneurs.Socialmedia marketing
involves the attemptofbusinesses to use socialmedia to
persuadeconsumerstotrustandpatronisetheirbrand,products
andservices(Appel,2020).Inessence,socialmediamarketingis
builttofosterapositiveperceptionofbusinessesandtheservices
orproductstheyoffer.

Manysocialmediaplatformsexistduetotheversatilityofsocial
mediaasadigitalplatform inmarketingandadvertisement.These
include Facebook, Twitter, Whatsapp, Linkedin, Instagram,
Youtube,among many others.As advancements in mobile
technologyincrease,sodoesthenumberofusersofsocialmedia
increases.The more technologically enhanced a location or
countryis,themoreusersofsocialmediaincreasesincethey
haveaccesstomoremobiletechnology.

In Nigeria,for instance,which is relatively technologically
advanced,thenumberofexceptionallyhigh.AccordingtoStatista
(2021),thepercentageofsocialmediausersinNigeriahadrisen
toapproximately43% asofthemiddleof2021.Fiveyearsfrom
now,itisexpectedthatthepercentageofsocialmediausers
would have surpassed halfofthe population significantly,as
illustratedinthefigurebelow;

Figure 1.
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InternetusersinNigeriafrom 2016to2026(Statista2021).

SincesuchahighpercentageoftheNigerianpopulace,anumber
thatwillincreaseinthecomingyears,usessocialmedia,itis
understandable thatmore businesses and organisations have
turned to this platform to carryoutmarketing and activities
related to awarenesscreation,especiallyfornew productsor
services.

1.1 StatementofProblem

Giventhepopularityofdigitalplatforms,manykindsofresearch
have been conducted to understand an advertisementtool's
components,types,andfeatures.Forinstance,Asadullahetal.
(2018)examinetheroleofdigitalplatformsinmarketing.Itwas
highlighted thatthe conceptualisation ofdigitalplatforms was
ambiguous,anditsusefulnesswasmulti-dimensional,reflecting
theirheterogeneousfeatureintheirnumerousmanifestationsin
practice.Also,VermaandMadhu(2018)conductedanextensive
literaturereview ontheuseofdigitalmarketinginIndia,whereit
washighlightedthatconsumersaremoreinclinedtosearchfor
wanted items on the internet than through conventionalor
traditionalmethods.

Asmuchasthereisalargestream ofresearchconductedonthe
useofdigitalplatformsintheirdifferentcategoriesinmarketing
andadvertisement(Asadullahetal.,2018;Appel2020;Vermaand
Mahdu,2018;Koskinenetal.,2019),noresearchhasbeendoneon
theadvantagesofdigitalplatformsinmarketingandadvertising
new productorservices.Hence,thisresearchaimstoclosethis
gap byexamining the benefitsofdigitalplatforms,specifically
socialmediaplatforms,inmarketingandcreatingawarenessfor
newproductsorservices.Thisresearchfurthernarrowsdownthe
purview by using three ofNigeria's mostused socialmedia
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platforms.Asshowninfigure2below,thetopthreemostused
socialmediaplatformsinNigeriaasofthe3rdquarterof2020are;
Whatsapp with 92% ofinternetusers,Facebookwith 86.2% of
internetusers,andInstagram with73.1%ofinternetusers.

Figure2.
RankingofmostusedSocialmediaplatformsinNigeria

AccordingtoVermaandMahdu(2018),Whatsapp,Instagram,and
Facebookarethemosteffectiveinmarketingandadvertisement.
Theseplatformsarepopularinthebusinessworldastheyareused
foradvertising products to a broad audience and sales and
purchaseofproducts.

1.2 Aim ofStudy

Havingestablishedthatdigitalmarketingisacrucialtoolinthe
marketing ofproductsand servicesespeciallyonsocialmedia
platforms,itiscrucialtoexaminehow digitalplatformscanalso
pushforbettersalesandcreatingawarenessofnew productsor
services.Agbeleetal.(2019)highlightedthatinNigeria,social
mediamarketingisanavenuethroughwhichbusinessesinthe
countrymovesalesandwidentheircustomerbase,however,thisis
aboutproductsthathavealreadybeeninsalesforsometimeinthe
specificnichestheybelong.Likewise,Duffett(2017)highlighted
thatinSouthAfrica,socialmediamarketingalsohasapositive
effectontheattitudecomponentscommonamongadolescents.
Hence,thequestionisnotifsocialmediamarketingaffectssales
orproductsawareness,buthowitdoesso.Therefore,thisprompts
theneedtoexaminehowdigitalplatforms,specificallysocialmedia
platforms affectmarketing and creating awareness for new
productsandservicesfrom new businessesoroldbusinessesin
Nigeria.Thatiswhythefocusofthisstudyisonthreethings
namely;socialmediamarketing,new productsandservices,and
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theeffectofsocialmediamarketingonnewproductsandservices.

Thisstudyaimstounderstandhow digitalplatforms,specifically
socialmedia platforms,benefitbusinesses in marketing and
creatingawarenessofnewproductsorservicesinNigeria.

1.3 ObjectivesoftheStudy

Themainfocusofthisresearchistoidentifythekeybenefitsof
digitalplatformscreatingawarenessfornewproductsorservices.
Toachievethisaim,thefollowingobjectiveswillbefulfilled;
1.Examinetheedgethatsocialmediaplatformshaveovernon-

digitalplatformssuchasnewspapers.
2.Highlighthow socialmediaplatformsimprovethegrowthin

customerbaseasopposedtootherchannelsofadvertisement.
3.Analysehow Whatsapp,Instagram,andFacebookarebetter

digitaladvertisementtoolsformarketing new productsand
services.

4.Identifyfactorsthatcontributetotheeffectiveuseofsocial
mediaplatformsasadigitalplatform toincreasesalesand
awarenessofanewproductorservice.

5.Identifyareasthroughwhichimprovementscanbemadeto
further increase the benefits of digitalplatforms in the
advertisementandmarketingofnew productsorservicesin
Nigeria.

1.4 ResearchQuestions

Thisresearchwillanswerthefollowingmainquestion:

 Whatarethemajorrolesthatdigitalplatformsplayinmarketing
andcreatingawarenessfornewproductsorservices?

Othersecondaryquestionsmayalsobeexplorednamely;

 Whatarethemajorfactorsthatcontributetoeffective
socialmediamarketingfornewproductsandservices?

 Whatfactorsshouldbemoreemphasizedandimproved
upon for increased benefits of digital platforms in
advertisementandcreatingawarenessfornewproductsor
services?

Thesequestionswillcreateadirectionfortheresearchandwillbe

effectivelyansweredthroughthemethodologicalsectionchosen

forthestudy.

1.5 RelevanceofStudy

This studywillexamine the usefulness ofdigitalplatforms in

marketingandcreatingawarenessfornewproductsorservicesin
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Nigeria.Therefore,itwillhighlightthe benefitsofusing social

mediadigitalplatformsformarketingandcreatingawarenessfor

new productsorservices.Itwillalsoinform new businessesand

oldbusinessesthataredevelopingnewproductsorservicesonthe

bestsocialmediaplatformstouseandhowtoeffectivelyleverage

theseplatformstosetupsuchnew productsforprofitablesales.

Additionally,businessesalreadyusingthesesocialmediaplatforms

willbeinformedonwhatadjustmentstomakefurthertoincrease

theircustomerbase,sales,and profit.Although the study is

conductedwiththemainfocusNigeria,theresultsoftheresearch

willalsoapplytoothercountriesthataim todrivessalesofnew

products and services on socialmedia digitalplatforms.Itis

expected thatafterthis research,ample information willbe

available foroptimaland successfulmarketing and creating

awarenessfornewproductsorservicesonsocialmediaplatforms.

Therecommendationsthatwillbemadebasedontheresultsof

thisresearch willalso applyto businessesusing socialmedia

platformsoutsideNigeria.

1.6 ScopeofStudy

Zhazira etal.(2019,p.9)argue thatdigitalmarketing has no
boundaries.Thisisbecausedigitalmarketingcompaniescanuse
“…anydevicessuchassmartphones,tablets,laptops,TVs,game
consoles,digitalbillboards,as wellas media such as social
networks,SEO(searchengineoptimization),video,content,email
andmoretopromotethecompanyitselfanditsproductsand
services”.Thisimpliesthatthescopeofdigitalmarketingisreally
widesinceseveraldevicescouldclassifyasdigitalplatformsand
couldbeutilisedinmarketingandcreatingawarenessfornew
productsorservices.Hence,thepresentstudywillbecarriedout
withinthepurview ofsocialmediadigitalplatforms.Thatis,how
socialmedia platformsare used to marketnew productsand
services.Furthermore,three socialmedia platformshave been
selected,namely Facebook,Whatsapp,and Instagram among
socialmediaplatformssuchasLinkedIn,telegram,andothers,
basedontheextentofuseintheselectedlocation.Thestudywill
alsobebasedonbusinessesusingtheplatformsmentionedabove
formarketingandcreatingawarenessofnewproductsorservices
inNigeria.
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2 CHAPTER2:LITERATUREREVIEW

Thischapterdiscussesessentialconceptsrelevanttotheresearch.
Italsoexpatiatesonthetheoreticalframeworkandmodelonwhich
thestudyisbased.

2.1 DigitalPlatformsandDigitalMarketing

Themorepopularitydigitalplatformshavegarneredovertheyears,
themoreliteraturehasdelvedintoitsconcepts,whatitentails,and
whatitmeans.Digitalplatformsmaybeconceptualisedintotwo
which are; technical and non-technical. The technical
conceptualisation ofdigitalplatforms includes;production and
developmentofsoftware.Ontheotherhand,thenon-technical
conceptualisation of digital platforms includes Business to
customer(B2C)andBusinesstobusiness(B2B)transactions.The
definitionofdigitalplatformsisthereforeavailablebasedonthese
twoperspectives.

From the technicalconceptualisation,digitalplatforms can be
definedas"abuildingblockthatprovidesanessentialfunctiontoa
technologicalsystem and serves as a foundation upon which
complementary products, technologies, or services can be
developed"(Spagnolettietal.,2015citedinAsadullahetal.,2018,
p.4).From the non-technicalperspective,digitalplatforms are
defined as “a commercialnetwork of suppliers,producers,
intermediaries,customers ...and producers ofcomplementary
productsandservicestermed“complementors”… thatareheld
togetherthrough
formalcontractingand/ormutualdependency"(Tanetal.,2015
citedinAsadullahetal.2018,p.4).Whiledigitalplatformsare
heavily discussed from both perspectives,the non-technical
perspectiveismorepopular.Thedefinitionabovebasedonthenon
-technicalperspectiveinformsthisresearchasthefocusisonthe
benefitof digitalplatforms in advertisementand awareness
creationincommerce.

Ine-commerce,digitalplatformshavethefollowingcharacteristics;
theyassistinreducingtransactioncostsinaspectssuchassearch,
distribution,monitoringcosts,andcontracting.Forinstance,digital
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platforms assist in combining information from different
intermediateplatformsontoonebasicplatform,whichsavestime
and costused to search forinformation on differentsites.
ExamplesofsuchdigitalplatformsincludeTripAdvisorandExpedia
(Asadullahetal.,2018).Anotheradvantageofdigitalplatformsis
thattheyhelporganiseandcoordinate"technologicaldevelopment
ofcomplementaryproductsthroughmodularityandappropriate
governancestructures"(Asadullahetal.,2018,5).

Asadullahetal.(2018)furtherlistsdifferentcategoriesintowhich
digitalplatformscanbegrouped,asillustratedinfigure3below;

Dimension of
Categorisation

Majortypes Examples

D
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it
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la

tf
o

rm
C

a
te

g
o

ri
e

sf
ro

m
E

x
is

ti
n

g
L

it
e

ra
tu

re

Businessmodel

Integrator platform
model

Apple iOS;
InnoCentive.com
;GoogleAndroid

Product platform
model

Linux; Cloud
computing

initiatives

Multisided platform
model

Facebook;eBay,
Alibaba

Interactionmodel

Collaborative
platforms

Threadless.com;
Wikipedia

Competitive
platforms

TopCoder;Video
games on
consoles

Governance
model

Openedplatforms Linux;Wikipedia

Closedplatforms Apple iOS;
GoogleAndroid

Ownership
Structure

Property-based
platform

Sony (game
consoles);
Microsoft
platforms

Open source-based
platform

Linux;R

Table1:
CategorisationofDigitalPlatforms(Source:Asadullahetal.2018,
12-13)

Thepresentstudyisbasedonthebusinessmodel,specifically,the
multisidedplatform model,whichimpliesthatthiscategoryisused
inbusiness-relatedactivitiessuchasadvertisementandcreating
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awareness fornew and old products orservices.Multisided
platformsaredefinedbyAbdelkafietal.(2019,p.555)asatoolthat
"providesasupportthatfacilitatesinteractions(ortransactions)
amongthetwoormoreconstituents(sides)thatitserves,such
thatmembersofonesidearemorelikelytogetonboardtheMSP
(multisidedplatforms)whenmoremembersofanothersidedoso".
Thisdefinitionindicatesthatmultisidedplatformsserveasatool
bywhichbusinessescancommunicateineithertheB2Bformator
the B2C format.Most multisided platforms are transaction
platformsthatserveasonlinemarketplaceswherebuyersand
sellerscannegotiateonandexchangegoodsandservices.They
alsoactas“middlemen”betweentwoormoregroupsofuserswho
aim togetvaluethroughreciprocalinteractionseitherbycontent
creation,sharing,orconsumption(Abdelkafietal.,2019).Albdelkafi
etal.(2019)alsodescribemultisidedplatformsasentrepreneurial
adventuresthatbeartherisks(traditional)thatareassociatedwith
new venturescreation.Itcanalsobededucedfrom figurethree
abovethatmultisidedplatformsincludessocialmediaplatforms
suchasFacebook.

Sofar,reviewedliteraturehasshownthatdigitalplatformsconsist
of technicaland non-technicalconceptualisations. The non-
technicalconceptualisation,inturn,involvesthebusinessmodel,a
categoryofwhichisthemultisidedplatform modelandhassocial
mediaasoneofitssubsets.Basedonthese,theresearchrevolves
aroundsocialmediaasadigitalplatform fortransactionpurposes.

Digitalmarketingisdefinedas“a(relatively)newphenomenonthat
bringstogethercustomisationandmassdistributiontoaccomplish
marketinggoals”(Pineiro-Otero&Martinez-Rolin,2016,p.38).This
implies that digital marketing allows for a technological
convergenceandmultipledevicestoopennovelwaystoopenup
internet marketing centred on the user, more measurable,
interactive,andprevalent.Throughdigitalmarketing,businesses
havetheopportunitytobrand,completelydisseminateinformation,
and functionviauser-friendlyplatforms.Theycanalso visually
communicatewithprospectiveandreturningcustomers,interact,
advertiseeffectivelyandrelevantly,haveproductsorservicesthat
goviralfrom timetotime,establishandgrow onlinecommunity
connections,andmeasuretheiroutputforspecificperiods(Pineiro-
Otero&Martinez-Rolin,2016).

Fortheidealsofdigitalmarketingto bebetterunderstood,its
strategies,methodsoffunctioning,andimportance,needtobe
understood.Urska(2019,p.9)highlightedthattheimpactofdigital
marketinggrowssimultaneouslyintwodimensionsandtheseare;
“whenthecustomer’spathgraduallyevolvesfrom thestageof
awareness,appeal,asking,actingtothefinalstateofadvocacy
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(and)whenthebrandimprovesonits
competitivenessandpassesthelevelofenjoyment,experience
untilfinallyreaching thelevelofengagement”.Figure3 below
illustrateshow theseadvantagesaremanifestthroughdifferent
touchpointsinvolvingthebuyersandsellers.

Figure3
Buyerjourney map forthe effectiveness ofdigitalmarketing
(Source:Forester2015,inUrska2019,10)

Asillustrated,atthediscoverylevel,thecompanywebsite,sales,
email,andprintareavenuesfordigitalmarketingthroughwhichthe
prospectivecustomerscanexploreanddofurtherresearchbased
ontheweb,thecompanywebsite,events,sales,social,andprint.
Next,theybuy,ask,use,engage,and then advocate.With the
emphasisonthetrustfactor,thesellershavemorepartstoplayas
theycanonlyearnthetrustoftheprospectivecustomerswhen
they advocate through socialmedia,company websites,and
companyevents(Foster,2015,inUrska,2019).

Uma and Thakur(2018)stressed the practicalities ofdigital
marketinginfiguringoutitsimpactonconsumerpurchase.Digital
marketingutilisesaspecialisedandone-to-onecontactbetween
customers and businesses.Hence,it is only expected that
communicationisenhancedasconcernsareaddressedintimeand
directly.Hence,tosomeextent,customersandbusinessesare
awardedsomemeasureofdigitalcontrolformarketingproductsor
services. The authors highlighted several effects of digital
marketing on consumerbehaviour.These include butare not
limited to;consumersvirtuallybecoming researchersgiven the
freedom and tools they have to make extensive research on
productsorservicesofinterest;consumershavetheconfidenceto
experimentsince they are more open to trusting brands and
businesses,whichwouldhavebeenimpossibleifitwerethrough
traditionalmeanssuchasradiosortelevision;unfortunately,digital
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marketinggivesconsumerstoolstofrequentlyswitchbrandssince
theycan easilyresearch on otherbrandsthatofferthe same
servicesandgoforthatifitisbetterthantheonetheyhavealready
patronised.Digitalmarketinghasimprovedtheleveloftolerancein
consumers(UmaandThakur,2018).Hence,digitalmarketingwas
establishedasanexcellenttoolinmarketingsinceabusinesscan
dobetterwithsalesandprofitbecauseitisprivytotheneedsand
orwantsofcustomersthroughdigitalplatforms;hence,theycan
easilyimplementthese.

Toestablishtheeffectivenessofdigitalmarketing,Ugonnaand
Okolo(2017)examinedthesuccessrateforcompaniesthathave
already adopted the strategy in Imo State,Nigeria.Data was
collectedfrom 300respondentsandanalysedusingtheStatistical
PackageforSocialSciences.Theresearchresultsshowedthat
digital marketing is a feasible tool to enhance effective
advertisementsforbusinesses.Hence,thestudyrecommended
thatmorebusinessesshowcasetheirproductsandservicesusing
web-basedretailersaslongastheyarebackedwithclearlydefined
meansofpayment.ThisagreeswithUmaandThakur(2018),who
arguedthatdigitalmarketingimprovescustomersatisfaction.This
is more evidentthrough the significantgap in the extentof
customerservice available with online buying as opposed to
conventional buying. Digital platforms necessitate efficient
customer service, which in turn contributes to customer
satisfaction.

2.1.1 TheDigitalFootPrint

Researchers often discuss digitalfootprints based on digital
marketinganddigitalplatforms.Digitalfootprintsaredescribedby
Charlesworth(2018,p.23)concerningdigitalcustomersas"every
click;everywebpagetheyvisit;everyadtheyareexposedto;every
adtheyclickon;everysearchtheymake;everyemailtheyaresent,
receive,open,delete orreplyto;everyvisitto a socialmedia
platform;everytweettheyreceive;everycommenttheymakeona
feedbackform;everythingtheybuy;everythingtheynearlybuy;
everythingtheylookatbutdon'tbuy;whereintheworldtheyare
whentheydothesethings;whentheydoallofthesethings–
minute,hour,day,monthandyear;howoftentheydothesethings;
whatdevice(s)they use to do these things".Hence,digital
footprints are recorded to be used to inform businesses in
developingtheirbusinessormarketingplans.

2.1.2 DigitalVersusTraditionalMarketing

Severalpiecesofresearch show a widerangeofdichotomies
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betweentraditionalmarketinganddigitalmarketing.Forinstance,
Urska(2019)highlightedthattraditionalmarketinghaslimitations
concerning how manypeople information can reach once.For
example,printedmarketingmaterialsonlyreachalimitedaudience,
canonlyserveageneralmarketasrarelyisitspecificallytargeted.
Furthermore,thecontentoftraditionalprintmediacanbedonejust
once,with no chanceofediting oradjusting copiesthathave
alreadybeenreleased.A complicationofthisisthatitleadsto
delay in communication between sellerand buyer.Traditional
marketingoftenbeginswith"…segmentationandtargeting,brand
positioninganddifferentiation,4Pconceptandtheaim ofvalue-
creatingservicesorproducts"(Kotleretal.,2017,p.5).

Figure4
ComparisonofTraditionalandDigitalMarketing(Source:Kotleret
al.2017)

Ontheotherhand,digitalmarketingreferstohow consumersare
accessed through digitalchannels and technologies. Digital
marketingalsoencompassesthepromotionsoradvertisementson
socialmediaplatforms,mobilephones,displayadvertising,and
searchengineoptimisation(Urska,2019).Effortstosellproducts
orservicesontheinternetdateasfarbackasoverthirtyyearsago.
Companies have been inclined to transform how theymarket
productstoengagecustomersforoptimalprofitinrecenttimes.
Whatmakesthedigitalmarketuniqueisthatitfocusesontheterm
'digital'and encompassesotherelementsofmanypromotional
mixes(Kotleretal.,2017).

Figure4aboveillustratesthedifferencesinbothmarketingtypesof
marketing.Inasmuchasbothmarketingtypeshavethesame
goals,whicharetoattractprospectivecustomersandbrandimage
improvement,differencesoccurintacticsusedtoachievethese
goals.Forinstance,digitalmarketing accesses the inputfrom
prospectiveclientsorthegeneralonlinecommunity.Thisindicates
thatfeedback is crucialin digitalmarketing,unlike traditional



15

marketing,whichmostlydoesnothaveaccesstofeedbackfrom
clientsandprospectivecustomers.

Asopposedto the4psofmarketing,traditionalmarketinghas
transitioned to an approach more connected as regards the
marketingmixorrebrandedintothe4C’s:thisincludes;"(1)co-
creationasthenew productdevelopmentstrategy,(2)currency
with an exemplarydynamic pricing forgreaterprofitability,(3)
communal activation with peer-to-peer distribution and (4)
conversationthatisfrequentlyplatform-based"(Urska,2019,p.8).
These4C'sgavebirthtotheidealsofdigitalmarketing.Thismix
ensuresintegrationthatfocusesonqualityand personalisation
during digital engagements. Oftentimes,digital content has
featuressuchasauthenticity,relevance,optimum,andaccessibility.
Asregardsthefeatureofbeingrelevant,contentmustbewell-
curatedtomatchtheneedsofmicro-nichesforoptimum effects.
However,muchattentionmustbepaidtothebalancebetween
hype and reality ofproducts and services presented across
technologies that"consume and produce data in the form of
overgeneralised analyses thatmightmislead to inappropriate
marketingtactics"(Urska,2019,p.9).KotlerandArmstrong(2017,
in Urska,2019)coined the phrase "omnichannelretailing"that
describes a feature thatmustallow effective,efficient,and
"balancedmarketingstrategyforthefutureora'seamlesscross-
channelbuying experience thatintegrate in-store,online,and
mobileshopping'"(Urska,2019,p.9).Therefore,thiscreatesan
advantageforbusinessesthatutilisedigitalmarketingastheycan
improvetheshoppingexperiencefortheircustomersthrougha
combinationofavarietyofchannels.

Having recognised the advantages of digitalmarketing over
traditionalmarketing,mostbusinessesinvestheavilyindigitally
advertisingtheirproductsandbrands.Oneadvantageofdigital
marketingthatsetsitupasthebestadvertisementtoolisthatit
helpscustomersstayupdatedwithwhatgoesonwiththebusiness
asregardschangesinoperation,productprices,andavailabilityof
new productsorservices(Urska,2019).Furthermore,customers
aremoreinclinedtoengagewithproductsandhavetheassurance
ofgetting precise information,compare prices with those of
competitiontohighlightwhichonetheycanafford.Also,customers
gettomakeimmediatepurchasesandgiveratingsorfeedbackon
productstofacilitatethedecisionsofotherstopurchaseproducts
soldorservicesrenderedbythebrand(Kotleretal.,2017).

2.1.3 DigitalMarketingStrategies

Therearemarketingstrategiesbasedonwhichdigitalplatforms
andmarketingwork.AccordingtoKotlerandArmstrong(2018),six
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marketingstrategiesaremostimportant.Theseinclude;

 SocialMediaMarketing:thisapproachto thedigitalmarket
engages customers and manages relationships between
businessesandcustomersanytimeandanywheretoenhance
brand exposureand relevance.Moreaccessand controlto
crucialinformationisgiventocustomersandbusinesses.For
example,onLinkedIn,asocialmediaplatform,salescanbe
enhanced,andthesitehasbeenrankedthirdamongthemost
usedsaleschannels,withtelephoneanddirectmailsranking
second and first,respectively.To heavily leverage these
platforms,businesses have established marketing teams to
fosterbusiness popularity.Coupled with these,companies
leveraging socialmedia marketing have invested in videos,
directmessaging,andtheleadingsocialmediaplatformssuch
asTwitterandInstagram (Urska,2019;KotlerandArmstrong,
2018).

 Programmatic Advertisement:this refers to the automated
purchaseandsalesofdigitaladvertising.However,itshouldbe
notedthatleadsdrivenbyaprogrammaticadvertisementare
notautomatic;theyrequireexcellentdatasetsandanalyticsand
the correctdefinition oftargetaudience and the rightkey
performanceindicators.

 ContentMarketing:thisstrategycanbedescribedasamethod
ofdesigning anddisseminatingcrucial,valuable,relevant
andaccordantinformation togetandholdtheattentionof
a targetaudience to fosterprofitable transactions between
partiesinvolved.Contentmarketingaffectshigh-levelandlow-
levelaccountsascontrolledbysales,whereitcomplements
existingsalesplansandforcesandaidstogeneratenewleads
insalesandworkinbothB2BandB2Cbusinessrelationships
(Wangetal.,2017inUrska,2019).

 Search Engine Marketing:Search engine marketing (SEM)
indicates“placingmessagesonasearchengine,encouraging
click-through to aweb sitewhen theusertypesa specific
keywordphrase”(Chaffey&Smith,2013 in Urska 2019,
p.12).SEM increaseshow visibleasiteisthroughadvertising
andsearchengineorganicresults.SEM issoeffectivethatit
alsohelpsinpositioningbrands,products,orservicesalong
buyers’journeys.Hence,businessesleverageSEM toincrease
audiences and prospective buyers who can see advertised
content.

 EmailMarketing:simplyput,emailmarketingisatoolusedto
deliver business messages between businesses and
prospectivecustomers.Specificand personalised emailsand
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newslettersaredirectedattargetaudiencesto establish
and build valuable relationships with potentialcustomers,
encouragingthem topatronisethebusiness.Emailmarketingis
anintegralpartofdigitalmarketingthatitisrankedthirdamong
B2Bmarketingandtoolsandrelativelyhighuptheladderof
marketing toolsinB2Crelationships(Urska2019).

 Corporatewebsite:thismarketingstrategyisconvenientand
credibleasamessagegatewayforonlinebrandadvertisement
andproductcollection.KotlerandArmstrong(2017)identifya
corporatewebsiteasoneofthefirstresourcesthatcustomers
go to facilitate the decision-making processes on product
purchaseandbuildtheirimageofthebrandorcompany.The
establishmentofacorporatewebsiteoftenindicatesthatthe
companyhassetitselfupforglobalvisibilityandcustomerbase;
hence,ithasthepotentialofbuyingandsellinganunlimited
varietyofproductsandservices.Corporatewebsitesareused
ascrucialtoolsforprovidingcustomerswithinformationand
customerservice(Popovicietal.,2018).

Inadditiontothosementionedabove,thereareonlinePRwhich

increases brand awareness and provides backlinks to a site,

interactive ordisplay advertising,online partnerships,which

encompassbuildinglinks,onlinesponsorshipsandco-branding,

microsites,mobile messaging,affiliate marketing,and mobile

applications(Urska,2019).Asmuchasusageoftheseplatforms

differs in proportion among individuals to whom companies

marketproducts,companiesmustcombinethesestrategiesfor

optimaltargeting,messagecontent,andtiming.

Sincearguablymoreimportanceisplacedondigitalmarketing,
morepiecesofresearchhavefocusedonthistoolinmarketing,
highlightingitsimportance.Theaim ofthepresentresearchis
based ondigitalmarketing throughdigitalplatformsbutpays
attentionto socialmediaplatformsasadvertisementtoolsin
marketingnewproductsorservicesbybusinesses.

2.2 SocialMediaandSocialMediaMarketing

SocialMedia can be defined as "a group ofInternet-based
applications that build on the ideologicaland technological
foundationsofWeb2.0,andallow thecreationandexchangeof
user-generatedcontent"(KaplanandHaenlein,2010inHildeetal.,
2018,p.15).However,theabundanceofsocialmediaplatformshas
givenrisetotheneedforamorerestricteddefinitionofsocial
media.Thisisbecausedifferentsocialmediaperform peculiar
functions.Forinstance,Facebookisasocialnetwork,Snapchatis
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animmediatephoto messaging app,Twitterisdescribed asa
microbloggingnetwork,Instagram isaphoto-sharingapp,while
LinkedIn is a socialnetwork oriented towards business and
employmentpurposes (Hilde etal.,2018).Additionally,social
media platforms also have differentcharacteristics such as
"modality,private versus public access to content,privacy
parameters,typeofconnections(friends/colleagues),andlongevity
ofcontentaccessibility"(Hildeetal.,2018,p.13).Therefore,social
media platforms allhave unique features which indicate that
advertisementsoneachofthem cannotworkona'one-size-fits-all'
basis.Sincecharacteristicsandusearedifferent,advertisement
andtheextentofengagementexperiencesdifferfrom onesocial
media platform.Forexample,when advertising on Instagram,
businessesuseattractivepicturesanduseshortbutinformative
messagesonTwitter(Hildeetal.,2018).

Socialmediaisdifferentfrom traditionalmeansofcommunication
such as radio ortelevision.Forone,itgets and holds users’
attentionfast,reachesmanyusersatonce,anditisquiteeasyto
getand operate.Hence,usersaremoreinclined to usesocial
mediatokeepthemselvesuptodatewithnewsfrom different
genres,friends,colleagues,andotherinformationwhichtheuser
findsrelevant.Furthermore,socialmediagivesvariousinformation
wheretheuserdecideswhattosearchforandread.However,with
traditionalmediasuchasnewspapers,whatreadersinnewspaper
copiesiswhattheyget,whetheritintereststhem ornot.

Figure5illustratesthedifferencebetweentheeffectivenessof
socialmediaasanadvertisementtoolbyhighlightinghowfastthe
itemscouldengagefiftymillionusers.WhereRadioachievedfifty
millionuserswithin38years,Televisionachievedthesameusing
about14 years.On the otherhand,socialmedia (Facebook)
achieved 50 million users in about6 years.This shows the
effectivenessofsocialmediawhenitcomestoquicklyattracting
userstothecontentpresentedtherein.

Figure5:
Periodtoachievefiftymillionusers(Source:RautelaandSinghal,
2017)
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Severaldefinitionsofsocialmediamarketing(SMM)exist,suchas
thosethattagitasanonlinemarketingstrategyandstrategic
marketingonsocialmedia(Micuetal.,2017andFelixetal.2017in
Lietal.2021).Nevertheless,anall-encompassingdefinitionhasnot
beenachievedsincesocialmediaisfrequentlyevolving,withnew
featurescomingupfrom timetotime. However,Lietal.(2021)
focused on essentialitems in previous definitions like 'online',
'marketing',and'socialmediaandidentifiedabroaderdescription
ofSMM thanpreviousones.Theauthorsdescribesocialmediaas
atoolinmarketingthatincorporates;customerengagement,a
combination of engagement-orientation and transactional
orientation,generation,integrationandreconfigurationofresources
on socialmedia to achieve particularaims ofmarketing,and
capitalisation on interactions on socialmedia and customer
engagementtobuildmarketingobjectives(Lietal.,2021).

Lietal.alsodefineSMM as"anorganisation'sintegratedpatternof
activities that,based on a carefulassessmentofcustomers'
motivationsforbrand-relatedsocialmediauseandtheundertaking
of deliberate engagement initiatives,transform socialmedia
connectedness (networks) and interactions (influences) into
valuablestrategicmeanstoachievedesirablemarketingoutcomes"
(2021,p.4).

The interconnectedness (B2B) and interactivity (customer to
customer)onsocialmediaplatformsmaybeconsideredstrategic
resourcesthatleveragemarketingcapabilities.Hence,socialmedia
isattheheartofdigitalmarketing,wherebusinessesattainmore
valueandcustomerbasethroughthistool.

Togainanevenbroaderpurview ofwhatsocialmediamarketing
entails,Alvesetal.(2016)analysedforty-fourarticlestoaccess
whattheyconsidercrucialinsocialmediamarketing.Figure6
below showsacloudofthemostcommonlyusedwordsinthe
reviewedarticles;
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Figure6
MostcommonlyusedwordsregardingSMM
(Source,Alvesetal.2016)

Figure6illustratesthemostcommonlyusedwordsinboldandbig
letters:socialmediamarketing.However,criticalsecondarywords
arealsohighlightedonline,Facebook,brand,andinformation.Other
words include advertising, sharing, Twitter, consumers,
communication,value,posts,behaviour,productrelationship,and
networking.Hence,SMM can mainlynotbediscussed without
referencetoatleasttwoofthewordsmentionedearlier.

Businesseshaveintegratedsocialmediaintotheiradvertisement
toolstoenhancedigitalengagement.Whatmakessocialmediaan
evenmoreeffectivetoolinanadvertisementisthattheextentof
engagementcan be measured using monitoring tools.These
monitoringtoolsprovide"quantitativemetrics,suchasthenumber
oflikes,shares,comments,opens,views,followers,orclicks,as
indicatorsofthelevelofengagementorvalenceofengagement
(positive ornegative comments)"(Hilde etal.,2018,p.3).An
increaseinthesegrowthmetricssignifiesthatadvertisementshave
been creatively executed.Hilde et al.(2018) examined the
relationshipbetweensocialmediaadvertisementandsocialmedia
engagement.The authors adopt the engagement experience
frameworktoidentifythatdigitalexperiencesgiverisetodigital
engagementandhighlightthreeframeworkcharacteristics.These
are;theframeworkexplainscustomer-mediainteraction,context-
specific measurement of social media engagement across
differentsocialmediaplatforms,andtheframeworkrevealssocial
mediaengagementaspredictiveoftheeffectivenessofdigital
marketing.

Hildeetal.(2018,p.12)recognisedthatsocialmediaengagement
isjustanumbrellaterm thatencompasses"satisfyingtheneedto
find usefulinformation,fillemptymoments,and do orshare
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something with others" . This implies that social media
engagementdoesnotinvolve the actualbuying ofgoods and
services butinvolves structured aspects to assistbuyers in
decidingwhethertopurchaseornot.Thestudyconcludedthat
differences in characteristics of socialmedia contribute to
differencesinsocialmediaplatforms,andthereisauniquenessto
thewayeachsocialmediaplatform isexperiencedinadvertising.
Thisresearch byHilde etal.(2018)impliesthatsocialmedia
platformsvaryintheirfeatures.Hence,thisinformsthepresent
studytoexaminetheeffectivenessofdigitalmarketinginnew
productawarenesscreation and advertisementthrough various
socialmediaplatforms.

Dwivedietal.(2020)examine socialmedia platforms from a
different perspective. They examined challenges that could
negatively impact the practicality of social media in the
advertisement.Considering thatsocialmedia usehasaffected
consumerbehaviourandhowbusinessesconducttheirbusinesses,
consumerbehaviouriscrucialinunderstandinghow socialmedia
works.Theauthorshighlighttwochallengeswhicharenegative
wordsofmouthandirritatingandintrusiveonlinebrandpresence
(Dwivedietal.,2021).Thisestablishesthatinasmuchassocial
media marketing affords companies a hostofopportunities,
challenges arise,especially aboutthe amountofinformation
availabletoprospectivecustomers.Sincebusinessesinvestheavily
inmarketingonsocialmedia,somemaybeinclinedtoprovidelots
ofinformationthatmaynotbeharmfulifitisnottoomuchforthe
customers.However,thisbecomesaconcernwhencustomersare
saturated,andadvertisingbecomescounterproductive.Thisshows
that,among otheringredients,brevityaccompanied byenough
detailsisessentialinestablishinggoodcustomerbehaviour.Hence,
inthecourseofthepresentresearch,attentionwillbepaidto
whetherornotparticipantsmentiontheseaspectsasessentialto
effectivedigitalmarketing.

Aninexcusableaspectofsocialmediaplatformsistheusers.
Socialmediaplatformswouldbenon-existentwithoutthedifferent
communitiesofusers.Theopinion ofpopularuserson social
mediaofteninfluencesotherusers.Thatiswhyonlineopinionsare
alsoleveragedbybusinessesadvertisingthroughsocialmedia.Lin
etal.(2018)suggestthatonlineopinionleadersplayacrucialpart
insocialmediamarketing,whichexplainswhyselectingthemost
effectiveinfluencersiscritical.Examplesofopinionleadersinclude
"experts, celebrities, micro-celebrities, micro-influencers, early
adopters,marketmavensandenthusiasts"(Dwivedietal.,2018,
p.3).

Theauthorsfurthersuggestthattooptimisetheutilitarianand
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hedonic value ofproducts orservices,various socialmedia
platforms,opinionleadersmaybeused.Linetal.(2018)also
proposedfivesignificantstepsinutilisingopinionleadersinthe
advertisement,which include;"planning where the setting of
objectivesforthecampaignisdevelopedandtheroleofonline
opinionleadersisdefined;recognitionwhereidentifyinginfluential
andrelevantonlineopinionleadersisdefined;alignmentwherethe
organisationmatchesonlineopinionleadersand onlineforums
with the products orservices promoted;motivation where the
organisationidentifiestherewardforonlineopinionleadersina
waythatalignswiththeirsocialrole,(and)coordination-which
involvesthenegotiating,monitoring,andsupportfortheopinion
leaders)."(Dwivedietal.,2020,p.3).Thisresearch showsthat
effective socialmedia marketing results from severalfactors;
hence,businessesmustbeknowledgeableofthesefactorstouse
socialmedia marketing effectively.This informs the present
research to lookinto the varietyofingredients through which
effectiveawarenesscreationandadvertisementcanbeachieved
ondigitalplatforms(socialmediaplatforms).

Borahetal.(2020)highlightthatsocialmedia'sroleinenhancing
advertisementisonlinevirality.Toachievethis,businessowners
leverageimprovisedmarketing interventions(IMI).IMIrefersto
"socialmediaactionsthatarecomposedandexecutedinreal-time
proximaltoanexternalevent"(Borahetal.2020,p.1).Thisimplies
thatbusinessestakeadvantageoftrendsamong socialmedia
users orevents to advertise theirproducts orservices,which
increasesthechancesoftheirbrandgoingviralandincreasingin
value,especiallyifitisrelevantto trendingevents.Hence,the
authorsconcludethatIMIisatoolforapotentialincreaseinsales
andprofitandshouldbemanagedeffectivelytoincreasethegoals
ofonlinesharingandbenefitsattachedtofirm value.

Lietal.2021likeHilde2018,alsoexaminedSMM basedonthe
consumerengagementtheory.Theauthorsidentifiedaprocessof
developingSMM strategiesandcrucialfeaturesintheprocess.The
processissaidtoconsistoffourinterconnectedparts,whichare;
"drivers,thatis,thefirm'ssocialmediamarketingobjectivesand
thecustomers'socialmediausemotivations;inputs,thatis,the
firm's socialmedia engagementinitiatives and the customers'
socialmediabehaviours;thatis,inhowfirm connectsandinteracts
withtheircustomerstoexchangeresourcesandsatisfyneeds,and
outputs,thatis,theresultingcustomerengagementoutcome"(Liet
al.,2021,n.p).Figure7belowshowstheprocessandthepartsthat
businessesandcustomersneedtoplaytoachievetheoutput,that
is,customerengagement.Itwillbenotedthatalmostallofthe
strategiesaredirectedtowardsthecustomer.Forinstance,the
firm'sobjectivesandinitiativesaredesignedwithcustomersin
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mind.Firmsalsouseidentifiedmotivatorsofsocialmediauseand
socialmediabehavioursofcustomersasfeedbacktoinform their
initiatives.

Figure7
SMM Strategies(Source:Lietal2021)

IrboandMohammed(2019)highlightedsevenfunctionalitiesof
socialmediaandtheirimpactsonbusinesscapabilities.Theseare
(1)Identity:whichreferstotheextentofconsumerself-revealwhich
hastheimpactofimprovingbusinesses'capacitytomonitortheir
dataandpromotethemselves;(2)Conversation:thisreferstothe
extentofcustomers'use ofsocialmedia and this helps the
company to monitorand controlcommunications as wellas
determinethebestmomenttobeginconversations;(3)Sharing:
thisencompassestheextentofexchange,distribution,andreceipt
ofcontentbyuserswhichinturnhelpscompaniestoadminister
contentanddecidewhichitemsareliabletoviruses;(4)Presence:
thisindicatesthedegreeofusers'awarenessofoneanother's
presenceandthisenablescompaniestobuildandmanagetheir
content through analysing availability and location of users;
(5)Relationship:thescopeofusers'relatingtooneanotherwhich
allowsacompanytoexaminethestrengthoftherelationshipand
communication patterns to connectthe relationship with the
network;(6)Reputation:thescaleatwhichsocialmediausers
knowthesocialstandingofotheruserswhichallowscompaniesto
understandthestrengthofthesentimentsofothers,and(7)Group:
this illustrates the degree to which socialmedia users form
communities(Kietzmanetal.,2011inIrboandMohammed,2019).
Withoutsocialmedia,companieswouldnothavesuchin-depth
knowledgeoftheirtargetaudience,muchlessfigureouteffective
waysofengaging.
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2.2.1 SocialMediaMarketinginNigeria:AnOverview

Agbele etal.(2019)argue thatSMM in Nigeria is the most
effectivedigitalmarketingtoolthroughwhichbusinesseshave
increased sales and improved brand perception.The authors
stressthateffectiveengagementonsocialmediaplatformscan
be enhanced through these factors,namely ease of use,
usefulness,andenjoyment.Thesefactorsaresaidtobesomeof
thereasonswhyhalfthepopulationofNigeriausessocialmedia
platforms.Whentheseplatformsareperceivedaseasytouse,
users are inclined to use them forany purpose,including
searchingforinformationtofacilitatetheirpurchasedecisions.
Furthermore,socialmediaishelpfulbecauseitallowsbusinesses
tobreakthebarriersofdistance,locations,insufficientfundsfor
traditionalmeansofadvertising,andglobalcoverage.Enjoyment
isanotherfactorthatinfluencestheadoptionofsocialmediain
marketing.Whatrenderssocialmediaenjoyableisitsinteractive
feature,andadvertisementitselfisalsobasedonthis.

Furthermore,Agbeleetal.(2019)identifytheadvantagesofSMM
inNigeria.Theseincludepenetrationwherealargeaudiencecan
bereachedatonce,improvementincustomerrelationshipand
customerservice,andbrandawarenesswherenewsofproducts
orservicesofbrandsarespreadthroughelectronicwordsof
mouth(e-WOM).Additionally,SMM savescostsandimproves
business processes.Customerfeedback can be analysed for
necessaryadjustments,competitorscanbecloselymonitoredto
takecuesfrom theirmistakesandreasonablebusinessdecisions,
andconsumercomplaintsandconcernscanbequicklyhandled.

Ontheotherhand,severalchallengesplagueSMM inNigeria.For
instance,giventhatthecountryisathirdworldcountry,therateof
illiteracy is relatively high.Hence,a significantpartofthe
population cannotbe reached through SMM,which in a way
restrictstheoutreachofbusinesses,especiallythoseinregions
wherethereisahighlevelofilliteracy.Anotherchallengeispoor
strategy(Agbeleetal.,2019).Manynew andoldbusinessesdo
nothavedefined socialmediamarketing plansto guidetheir
activities.Hence,advertisementisdoneineffectively.Negative
feedbackisasignificantblockagetoSMM sincebusinesseshave
nocontrolovercustomerreviewsafterrenderinggoodservices.
Evenworse,competitorsmaypostsuchnegativecommentsto
throw offpotentialcustomers.Otherchallengesincludesecurity
andprivacyissuesandtrademarkandcopyrightissues(Agbeleet
al.,2019).Althoughtheseareseriouschallenges,SMM remains
effective in driving sales for businesses from among the
percentageoftheindividualsthathaveaccesstosocialmedia.
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2.2.2 SocialmediaandtheBrand

Alalwanetal.(2017)lookedintohow importantandinfluential
severalresearchers considerusing socialmedia forbranding
purposes.The whole idea behind socialmedia usage is to
increasebrandloyaltysinceusingSocialmediaforpromotion
improvesthechancesofbusinessestomakecustomersattached
totheirbrands.Hence,businessesthatuseSMM openbrand
pagesononeormoresocialmediaplatformswhereresearchhas
shownthatfactionalandhedonicvaluesmotivatecustomersor
prospective customers to follow the brand's page.Factional
utilitieshererefertobrandcharacteristicsthatsetitapartfrom
others.Brandloyaltycouldbeimprovedifcustomerstrustsocial
media,which can be achieved with customercharacteristics,
brandcharacteristics,andcompanycharacteristics.Also,through
areviewofrelevantliterature,Alalwanetal.(2017,p.13)showed
"thatthecharacteristicsofsocialmediabrandshaveastrongrole
inpredictingthecustomers'trustwhich,inturn,positivelyreflects
on brand loyalty".Furtherto this,itwas highlighted thatthe
inclinationofsocialmediauserstolikepostswasaffectedby
featureslikevividness,interactivity,andpostpositioning.Thatis
whysiteslikeInstagram andFacebookaremoreeffectiveSMM
toolssincetheyoffercommunication and theopportunityfor
brandstocreateandpersonalisetheirstories.Thisisopposedto
Youtube,whichwillbeineffectiveinthisregard.Anotherarea
wherebrandloyaltycouldbeaffectedisthroughthequalityof
uploads,posts,orcreatedknowledgeonsocialmediaplatforms,
whichhavethepotentialtoinfluencebrandinnovation.

InresearchingtheeffectofSMM oncustomerloyalty,resultsfrom
Kim andKo(2012,inAlalwanetal.,2017,p.13)reveal"thatsuch
socialmediamarketingactivitiesinfluenceboththecustomers'
intentiontopurchaseandthecustomers'loyaltyviaamediating
impactofvalue equity and brand equity".Unfortunately,the
effectsofsocialmediaonmarketinggoesbothways.Sincesocial
mediaplatformsallowcustomerstomakecommentstobeseen
bymostparticipants,thisimpliesthatbothnegativeandpositive
commentswillbeeasilyaccessible.Nastycommentscan be
experiencesorstorieswhichjeopardisethebrand'simageand
brandloyalty.SinceresearchhasshownthatSMM affectsbrand
imageandloyalty,thepresentresearchincludesbrandloyaltyas
one ofthe concepts to be examined forhow business can
improvetheirbrandloyaltythroughSMM.

2.2.3 SocialMediaandCustomerBehaviour

Asidesfrom itseffectonbrandloyalty,socialmediaalsoaffects
customerbehaviourand perception.Socialmedia has been
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highlighted as a significant source of information where
prospectivecustomerscangowhentheyneedtomakepurchase
decisions.Socialmediahasaprofoundeffectonpredictingthe
behaviours and perception ofcustomers through information
postedtherein(Alalwanetal.,2017).Therefore,customersare
expectedtoturntosocialmediafortheirpre-purchaseprocess,
including information gathering, alternative evaluation, and
selectionofthebestoptions.Theyalsoreturntosocialmediato
posttheirpurchaseexperience.Sincesocialmediaincorporates
interactivityandpersonalisation,socialmediaplatformssuchas
Facebookcouldpotentiallyfosterthepenchanttopurchaseand
customers'attitudestowardsthebrand and theirproductsor
services.

VoramontriandKleib(2019)examinedtheeffectofsocialon
customerbehaviour.The authors identify thatthe classical
purchasemodelmaybeexaminedtograspbettertherolesocial
mediacanplayincustomerbehaviour.Thismodelhighlightsfive
stagesofdecisionmaking.Thesestagesare;

1.Need recognition where internalorexternalstimulitrigger
customers'understandingofadifferencebetweentheirpresent
stateanddesiredstate.Hence,theyareinclinedtosearchfor
anitem thatmeetstheneedoftheirdesiredstate.

2.Information search;atthis stage,individuals search their
internal
memoryforknowledgeonthedesireditem.Iftheirinternal
memorywouldnotsuffice,theyexploreexternalsourcesof
informationsuchaswebsites,friends,andonlinereviews.

3.Evaluationofalternatives:thisstageencompasseshow the
individuals use gathered knowledge to scrutinise options
available thatbestmeettheirexpectations orpurchase
capabilities. The individualforms attitudes,beliefs,and
intentions towards products at this stage, ultimately
contributingtothefollowingstage.

4.Purchase decision:this indicates the finalchoice ofthe
individualbased on whatproductto buy.Italso involves
accompanyingdecisionssuchaswheretobuyproductsand
howtopayforthem.Somefactorsinclude"thetimeavailable
fordecision-making,information availability and the retail
environment"(VoramontriandKleib,2019,p.215).

5.Post-purchasebehaviour:basedonexpectations,consumers
make a judgementon purchased items whethertheyare
satisfiedordissatisfied.
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Consumerbehaviourisreflectedineachofthestageslistedabove,
and socialmedia has been highlighted as a significantfactor
affectingeachstage'soutcome.Forinstance,inthefirststage,
socialmediamayactasanexternalstimulusthatbringsusersin
contactwithaproductorservicethattheyrecogniseasaneed.In
the second stage,socialmedia is also used as a source for
comprehensive information based on productinformation and
reviews.Researchhasshownthatsocialmediaisamoretrusted
informationsourcewhencomparedwithcorporatewebsitesand
advertisements(VoramontriandKlieb,2019).Socialmediaalso
assistwiththethirdstagesinceindividualsuseittoknow more
aboutnew productsandbrandswithinthenicheoftheirdesired
products.ThatiswhyVoramontriandKleibetal.(2019,p.216)
statethat"thequalityofonlineproductreviews,characterisedby
viewed informativeness and persuasiveness,togetherwith the
perceivedquantityofreviews,isfoundto haveavitalpositive
impactonconsumers'purchaseintentions".Thisshowsthatsocial
mediaalsoweighsinonthepurchasedecisionsofindividuals.
Finally,asAlalwanetal.(2017)stated,socialmediaisreturnedto
customerstoreportontheirpurchaseregardingwhetherithas
satisfiedtheirneedsornot.

Itshouldbenotedthat,inonlinedecisionmaking,thereisalways
theriskofinformationoverload.Socialmediaplatformsallow for
anendlesssupplyofinformation.Hence,usershaveoftenbeenleft
atastageof"analysisparalysis"whereitisdifficultforthem to
navigatetofindthemostvitalinformationtoreachadecision
(ViramontriandKleib,2019).Hence,itisrationaltoconcludethat
thereisalimittotheamountofinformationresearchedbefore
saturation.

2.3 TheoreticalFramework

TheTheoreticalframeworkofthisresearchfocusesonconcepts
relatedtosocialmedia'srolesinsales,marketing,andNewProduct
DevelopmentTheory(NPD).

2.3.1 RolesofSocialMediainSalesandMarketing

AccordingtoGuesalaga(2016),socialmediahasthefollowing
rolesinsales;provisionofconnectivity,relationships,sellingtools,
generational,global,and sales and marketing interface.This
impliesthatsocialmediaprovidesanavenueforbusinessesto
connectand build relationships with theircustomers across
generations(genY,Z,andX)and continentsthroughpractical
sellingtoolsandmarketingtoincreasesales.Hence,socialmedia
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hasrebranded thewaysalesisconducted in businesses.One
detrimentwhichsocialmediausagepresents,ashighlightedby
Guesalaga (2016), is that it replaces most face-to-face
conversations even though it increases the efficiency of
interactions.Socialmediaalsoreducesasymmetricalrelationships
between buyers and sellers.More businesses are inclined to
advertiseonalargerscalesincesocialmediaallowsventuringinto
theglobalmarketwithoutphysicallyestablishingbranchesinthose
locations.

Theultimategoalofbusinessesinsetting advertisementsand
awarenesscreationonsocialmediaforbrandloyalty,consumer
engagement,and consumer behaviour is to increase sales
performance.Inabusinesssetting,thesalesandmarketingteam
knowthecustomersbest.Hence,socialmedianeedtobehandled
bytheseindividuals.Guesalaga(2016)mentionedthatforsalesto
be effective, strategies must relate to "relationships,
product/service,customer,andprice,andbeintegratedtoenhance
customerengagement"(p.72).

Socialmediaplatformscannotbeexcusedfrom thesalesprocess
as they are crucialatevery selling process across different
platforms.Guesalaga (2016)highlights each ofthese selling
processesas;understandingthecustomer(e.g.,participatingin
specificLinkedIngroups),approachingthecustomer(e.g.,posting
news(on)FacebookorTwitter),discoveringneeds(e.g.,generating
blogs to ignite debate),presenting the value (e.g.,through a
Youtube video),closing a sale (e.g.,driving customers from
Facebooktoasaleschannel),andprovidingpost-saleservice(e.g.,
following customersonTwitter)"(216).Thiscorroborateswhat
Hildeetal.(2018)impliedthatadvertisementonsocialmediacould
notworkonageneralbasis;specificfeaturesofeachplatform
needtobeharnessedforoptimalresultsinmarketingandcreating
awareness.A unisonoftheseplatformswillincreasecustomer
baseandultimatelysalesandprofit.

Almazrouieetal.(2021)examinedsocialmediaasamultifaceted
phenomenonthataffectsbusinessesbecauseitspearheadsthe
newprocessesthroughwhichmarketingiscarriedoutonline.The
authorsengaged in asystematicreview ofliteratureon social
mediauseinmarketingtoevaluatesocialmediaasaninfluencing
modelofbusinessesattheinternationalandlocallevels.Four
hypotheseswereusedtotesttheeffectivenessofsocialmediaas
atoolformarketing.Theirhypothesesare"Socialmedia(SM)that
significantlyinfluencesthesales(SL)inbusiness,Socialmedia(SM)
which have a strong relationship with businesses loyalty(LO),
Socialmedia(SM)thatinfluencesbusinessbyawareness(AW),
andSocialmedia(SM)significantlyinfluencesthelevelofbusiness
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performance(BP)"(Almazrouieetal.,2021,p.34).

Thearticlehighlighted thatmostbusinessesthatutilisesocial
mediaasanadvertisementtoolexperiencedcompetenceincrease,
mainlybecauseoftheglobaleffectofsocialmediaplatformssuch
asInstagram andFacebook.Theauthorsconcludedthatsocial
mediaenhancedtheemergenceofseveralbusinesscapabilities,
encompassingsales,brandloyaltyandbrandawareness.Itcanbe
deducedthatAlmazrouieetal.(2021)believedthatsocialmedia
platformspositivelyinfluencedcompetentbusinesslevelsfrom the
angleofbusinesscapabilities.Thatiswhythepresentresearchis
alsolookingtoestablishthebenefitsofSMM inmarketingand
creatingawarenessfornewproductsorservicesbyexamininghow
itaffectsbrandloyalty,sales,amongotherbusinesscapabilities.

Inthesamevein,IrboandMohammed(2019)examinedtheeffect
of social media on business capabilities. However, unlike
Almazrouieetal.(2021),IrboandMohammed(2019)focusedon
the following six business capabilities; fast application
development,collaborationandcommunication,training,innovation,
knowledgemanagement,andcustomerrelationshipmanagement.
Theresearchhighlightedthepotentialsthatsocialmediaoffers
businessesinmarketingataminimum amountofinvestment.They
reiteratedthatthebenefitsofsocialmediaarebothways;forthe
business and their customers. This benefit works because
customerstendtojudgecompaniesbyconsideringtheironline
presence;thatiswhybusinessesmustinnovateandstrengthen
their socialmedia presence by always paying attention to
customers'needs and concerns.This means thatthe more a
businessispopularonsocialmediaplatforms,themoretheyare
likelytobepatronisedbyusersatsomepointintime.Througha
reviewofrelevantliterature,IrboandMohammed(2019)concluded
thatsocialmediaincreasesbusinessperformanceandcapabilities.

2.3.2 TheNewProductDevelopmentTheory

Productsin linewith thenew productdevelopmenttheoryare
describedasentitiesthatarebroughttothemarket(virtualor
otherwise)“forattention,acquisition,useorconsumptionwhich
meetsaneedofcustomers”(Gurbuz,2018,n.p).Productsarenot
restrictedtotangibleitemssuchascars,housesorcomputers;
theyalsoincludeintangibleservicessuchasthoughts,organisation,
persons,orplaces(Gurbuz,2018).Servicesarebasicallyforms"of
productthatconsistsofactivities,benefitsorsatisfactionsoffered
forsale”(Gurbuz,2018,n.p).Hence,bothproductsandservicesare
aimedatimprovingcustomersatisfaction.

Productsandservicesthatalreadyhaveanestablishedcustomer
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base on socialmedia platforms are may be termed as ‘old’.
Productsthatarejustbeingintroducedintothemarketarenew
products.Kim etal.(2016)specificallydefinednew productsas
productsthatacompanyorbusinessneedsnewmarketingforand
"whichthesubstantialchangesareconveyed butexcludesany
changesthatmayrequiresimplepromotions"(5).Kim etal.(2016)
alsoidentifiedclassificationsofNPproductswhichinvolves;major
innovations,productimprovements,productadditions,repositioned
products,technologicalbreakthroughs,significantimprovements,
modifiedproducts,costreductions,productsnewtothebusiness,
andrepositioning.Thisresearchspecificallyfocusesonthenew
productclassificationofproductsthatarenewtothebusiness.

Rautela and Singhal(2017)highlighthow SMM relates to co-
creation and new productdevelopment(NPL).Co-creation is
defined as "a collaborative New ProductDevelopment(NPD)
activityin which consumers activelycontribute and selectthe
contentofanewproductoffering"(RautelaandSinghal,2017,p.94).
ThisindicatesthatthefirststepinutilisingSMM formarketing
NPOR is thatsocialmedia users'opinions may be used to
understandthetasteand expectationsoftheirtargetaudience
beforelaunchingthesenewproducts.Asaresultof"theincreased
accesstoinformationonbothsides,socialmediahasthepowerto
changethecustomer-firm relationshipaswellastherelationship
amongconsumersthemselves"(RautelaandSinghal,2017,p.95).

Prior,NPDwasviewedasaninternalprocessanddiligentefforts
onlyfrom thecompanyitself.However,theuseofsocialmediahas
allowedexternalisingtheprocessofNPD.Whenconsumersare
partoftheprocessofco-creation,theyhumanisetheprocessof
NPD,andeffectiveproductsaremorelikelytobeproduced.The
involvementand interaction ofusers in the NPD process will
contributetosuperiorNPDperformanceandwhentheproductis
finallyreleasedtoprospectiveconsumers(HsiehandChen,2005in
RautelaandSingal,2017).DifferentdefinitionsofNPDexist,such
as "an organisationallearning process to exploitand acquire
businessopportunitiesandnewknowledge"(Zhanetal.2020,p.2).
RautelaandSinghalalsodefineNPD"asaprocesswhichstarts
from anideagenerationforanew product,serviceoranyother
offeringbythefirm toitssuccessfulcommercialisation"(p.96).
Hence,NPDinvolvesthreephaseswhicharetheideationphase,
researchanddevelopmentphase,andthelaunchingphase(Zhanet
al.2020).Ateachofthesephases,socialmediahavemultipleroles
toplay.

Zhanetal.(2020)highlighteachoftheserolesintheirresearch
titled "Leveraging socialmedia in new productdevelopment:
organisationallearningprocesses,mechanismsandevidencefrom
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China".Attheideagenerationphase,socialmediaplaystherolesof
(1)generating new ideas through surveys into how the target
audiencegenerallyfeelabouttheproductsoraspectsofit;(2)
reducing the dangerofusing incorrectproductconcepts;(3)
allowingrapidcommunicationbetweenthebusinessandusers,
and(4)ensuringthatcustomerbaseincreasesinpreparationfor
theproductlaunch.Atthestageofresearchanddevelopment,
socialmediaplaysthefollowingroles;(1)improvinginnovativeness,
creativity,and efficiency;(2)reducing costs ofadvertising;(3)
ensuring thatproducts are betteradopted;and (4)improving
customerrelationships.Atthefinalstage,productlaunching,social
mediaplaysthefollowing roles:(1)quickening theprocessof
receivingfeedback;(2)reducingtheriskofproductrework;(3)
creatingmoreopportunitiesforrepositioningoftheproduct;(4)
improvingextensivecorrections,and(5)reducingtimeandcosts
foradvertisement(Zhanetal.,2020).Theserolesareessentialfor
effectiveproductdevelopmentandpromotion.

Sofar,thisreviewhasdiscussedtheextenttowhichcompaniesare
increasinglyusingSMMS forinteraction,integration,connection
and communication with customers (potentialand returning).
Socialmediaplatformsfacilitatetwo-waycommunicationbetween
business owners and customers,thereby introducing the fifth
marketing P thatis 'participation'(Rautela and Singhal,2017).
RautelaandSinghal(2017)highlightedthattherehadbeenasharp
increaseinthenumberofmarketersusingsocialmediaoverthe
years. However,this is not the same for consumer-brand
engagement.Thisimpliesthatsocialmediaplatformsareusedfor
marketingintheshortterm andforsalesandpromotionsinstead
oflong-term consumerengagement.

Furthermore,Rautela and Singhal(2017) also highlight that
companies must understand their products and services in
adoptingsocialmediaplatformsinmarketing.Thatis,theymust
considertheirtypeofbrandandtheindustrytypeitbelongsto.For
instance,is the business rendering information technology,
telecommunications,fashion,furniture,ordecorationsservices?
Whatistheagerangeoftheirtargetaudience?Andotherquestions
likethese.TheseobservationsofRautelaandSinghal(2017)imply
thatmorebusinessessubscribetouseSMM topromotenewand
oldproductsorservices;hence,theyusetheseplatformsforthe
shortterm.Thisinformsthepresentstudy'sfocusonmarketing
andcreatingawarenessfornewproductsorservices(NPOR).

2.3.3 TheoreticalModel

Thetheoreticalmodelofthisresearchisillustratedinfigure8.The
modelanticipatesthatthroughmethodologiestobeusedinthe



32

presentresearch,socialmedia'srolesinmarketingandcreating
awarenessfornew productsorserviceswillbehighlightedand
confirmed.
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Figure8:
TheoreticalModelforSMM (Source:Author’sdesign)

TherolesofSMM insalesandNPD includebetterbusinessto
customerrelationships,fasterfeedbackfrom customersonnew
products,brand awarenessand loyalty,betteradoption ofnew
products,amongothers.
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3 CHAPTER3:RESEARCHMETHODOLOGY

Thischapterdiscussesindetailtheresearchmethods,designs,
andtoolsthatwouldbeusedincollectingandanalysingdataand
justificationforthechoicesthatweremade.

3.1 ResearchMethod

This research used the qualitative research method.Adedoyin
(2020,n.p)defines qualitative research method as one that
particularly “… deals with gathering and interpretation ofnon-
numericaldata to understand human and socialenvironment”.
Hammarbergetal(2016)alsohighlightthatusingthequalitative
researchmethodinvolvestheorganised,systematic,description,
analysis,andinterpretationofverbal,visual,ortextualdata.Agood
qualitative research method should have elements of
trustworthinesswhichcanbeachievedthroughtransparencyand
vivid description ofprocedures involved in data collection and
research decisions such thata reviewercan easilyfollow the
progressionofresearchandanalysis.Goodqualitativeresearch
should also have credibility through reflection on how much
influencearesearcherhasontheresearch,triangulation,thatis,
usingmultiplemethodstoanswerresearchquestions.Additionally,
detaileddescriptionoftheprocessofinterpretationandatthis
stage,directquotations from collected textualdata may be
supplied to provide proof for the supportof interpretations
(Hammerberg et al.,2016).Another feature that qualitative
research mustincorporate is applicability.To this effect,the
researchfindingsmustfitintothecontextsoutsideofthescopeof
thestudysuchthatwhentheresultsareviewedbythoseoutside
the case study country (Nigeria),they should apply to their
experiences. Finally,theresultsofqualitativeresearchmethods
mustbeconsistent.Thisdoesnotimplythattheresultmustbe
similarinothercontexts,however,itmeansthatwhensimilardata
areanalysed,theresultsderivedmustbesimilar(Hammerberget
al.,2016).

The present research used the qualitative research method
because there is no numericaldata involved and answering
researchquestionsdoesnotinvolvemeasuringhow effectiveone
platform isincomparisontoothersthroughnumerical.Hence,a
qualitative method would suffice in understanding how social
mediaexperiencesaffectmarketingandcreatingawarenessfor
newproductsorservices.
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3.2 ResearchDesign

Theresearchdesignprovidesaframeworkforhowastudywillbe
carried out. It covers decisions related to how important
informationforthestudywillbeaccessedandobtainedandthe
researchapproach(Sileyew,2019).Italsoencompassesthedata
collection process,the developmentofinstruments,and the
sampling process.A good research design aims atgaining
maximum informationtoanswerresearchquestionsandgivesvery
smallspaceforexperimentalerrors(Akhtar,2016).Withthesein
mind,the presentresearch employs a descriptive case study
researchdesigntoassesstheeffectofdigitalmarketingonnew
productsorservicesinNigeriaindetailanddepth,whileguidedby
selectedtheoryandconcepts.AccordingtoWarren(2017,n.p),
casestudiesaredefinedasaresearchdesignwhich"investigatesa
contemporaryphenomenonwithinitsreal-lifecontext,especially
whentheboundariesbetweenphenomenonandcontextarenot
evident".Thisimpliesthatcasestudiesfocusonexistentpersons,
groups,ororganizationstohighlighthowaparticularphenomenon
functionswithinthecontextofthecase.

Inthecontextofthisstudy,thecasestudyinNigeriaandthe
phenomenonthatisexaminedisdigitalmarketinganditseffects
onmarketingandcreatingawarenessfornewproductsorservices
forbusinessesinNigeria.Thedescriptivestrategicapproachwillbe
takenforthecasestudydesign.Adescriptivecasestudyisquite
versatile,flexible,andopen-ended,hence,itallowsforanin-depth
studyoftheitemsunderexamination.Furthermore,descriptive
casestudiesunveilthemes,richdescriptionsofitemsunderstudy,
anddocumentalldiscoveriesmadeinthecourseofstudy.Itisalso
oftenrelatedtoansweringmultiplequestionsrelatedto'how'.A
gooddescriptivecasestudyrequiresskillssuchas"askinggood
questions,actively listening,adapting,displaying knowledge of
topicstudying,andmaintainingobjectivityduringdatacollection..."
(Whitt2017,p.55).Therefore,theintentiontochooseadescriptive
casestudyastheresearchdesignforthepresentstudyliesinthe
desireto conductdetailed and well-directed research forgood
results.

3.2.1 DataCollectionMethod

According to Kabir(2016),“data collection is the processof
gatheringandmeasuringinformationonvariablesofinterest,in
anestablishedsystematicfashionthatenablesonetoanswer
stated research questions, test hypotheses, and evaluate
outcomes”(p.202).Thisresearchusedthequalitativeresearch
method,hence,thequalitativedataisused.Kabir(2016)also
definesqualitative data as“mostlynon-numericaland usually
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descriptive ornominalin nature”(p.202).This implies that
qualitativedataaremostlyintheform ofwordsandsentences
andoften,althoughnotalways,capturesubjectiveperceptions,
emotions,andfeelings.Theyarealsodesignedtoanswerthe‘how’
and‘why’ofresearch.Sincethepresentstudyaimstoaccesshow
businessesthatpromotetheirnew productsorservicesthrough
socialmediaplatformsbenefit(subjectiveperception),qualitative
dataissuitable.

Furthermore,primarydatawillbeusedfortheresearch.Primary
datareferstodatathathasbeencollectedthroughfirst-hand
experience,isyettobepublished,andhasnotbeenchangedor
altered asaresultoffrequentuse(Kabir,2016).Theuseof
primarydatawaschosenforthestudybecauseitismorereliable,
objective,andauthentic,hence,hasbettervaliditywhencompared
tosecondarydata.Therearevariouswaysinwhichprimarydata
can be collected for qualitative studies among which are
observations,questionnaires,interviews,and surveys.Forthis
research,interviewswereused.Interviewsmaybedescribedas
face-to-faceconversationswithrespondents,althoughthismay
notalwaysbephysicalgiventechnologicalapplicationssuchas
Zoom andSkype.Theinterview methodwaspickedbecauseit
doesnotonlyprovideverbalfeedbackbutalsoallowsforthe
observation of non-verbalcues such as “…body language,
expressionsandotherreactionstointerview questions”(Kabir,
2016,p.203).Hence,incaseswhererespondentsareholdingback
informationordonotunderstandthequestion,furtherquestions
maybeaskedorarestatementofthepreviouslyaskedquestion.
The need to ask new orrephrase questions forsatisfactory
responses also informed the decision to make use ofsemi-
structuredinterviewsamongothertypesofinterviewssuchas
structuredandunstructuredinterviews.

3.2.2 Semi-StructuredInterviews

Semi-Structured Interviews are defined byMagaldiand Berler
(2018)asthetypeofinterview that"generallyfollowsaguideor
protocolthatisdevisedbeforetheinterviewandisfocusedona
coretopicto providea generalstructure;thesemi-structured
interview alsoallowsfordiscovery,withspacetofollow topical
trajectories as the conversation unfolds"(p.1).Hence semi-
structuredinterview iswhatresearchersusewhentheydonot
wanttoberestrictedwithinfewpresetquestions.Semi-structured
interviews are similarto the combination ofstructured and
unstructuredinterviewswherequestionsarepreset(structured
interviews).However,whiletheinterviewistakingplace,basedon
the recipient's bodylanguage oran unsatisfactoryansweris
provided,theinterviewermayonthespot,raiseotherquestionsto
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draw outfurtherresponses from the recipient(unstructured
interviews).Kabir(2016)highlighted severalcharacteristicsof
semi-structuredinterviewsandtheseinclude;aformalinterview
between interviewer and respondents; an interview guide
developedbytheinterviewerwhichincludesalistofopen-ended
questions and topics to be discussed in the interview which
usuallyfollowsaspecificorder,andtheinterviewerfollowsthe
guideandtopicaltrajectoriesintheconversation,hence,theymay
strayfrom the presetquestions wheneverappropriate.Semi-
structured interviews are recommended to be used when
interviewerswillonlygetonechancetospeakwithrecipients,
hence,itwillhelptogetalargeamountofdataforlateranalysis
withinthespecifiedperiodfortheinterview.Thechoiceofsemi-
structured interviews was made for this research because
questionshavebeenpreparedaheadoftheinterviews,andhave
beencloselyperusedforappropriateness,hence,theinterviewer
willappearcompetentduringinterviewswhichhavethepotential
toputrecipientsatease.Thesemi-structuredinterview method
wasalsochosenbecauserecipientshavethefreedom togive
theirviews on how theyfeeland based on theirterms;this
improvedthereliabilityofqualitativedata.

3.2.3 PresetInterviewQuestionsfortheResearch

The presentstudy used twelve presentinterview questions
includingagenericrequestforintroductionsfrom respondents.
Theinterview questionsweresetbasedontherolesthatsocial
mediaplayinmarketingandnewproductdevelopment.Belowisa
listofeleveninterviewquestions(withoutthegenericquestionon
selfandbusinessintroduction)andajustificationforthechoiceof
eachquestion;

1.Haveyoueverdoneasocialmediasurveybeforereleasinga
newproduct?HowhasWhatsapp,Instagram,orFacebookhelped
youtogenerateideasforandadoptyournewproductsorservices?

This is used as an introductory question to familiarise the
respondentswiththetopic.Ithelpsrespondentsreasononatime
they used socialmedia platforms to get the opinions of
customersandmakethechoicewhethertointroducetheproduct
ornot.Thequestionwassimplifiedtoaskingaboutatimewhen
selectedbusinesseshadrequestedtheopinionsofcustomersin
introducinganewproduct,whatnewproductstointroduce,what
newcitiestoaddtothelistofcitieswhereservicesareprovided,
amongothers.

2.Atwhatpointinlaunchingnewproductsorservicesdidsocial
mediamarketingcontributetothecreativityandefficiencyofthe
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products?

Throughthisquestion,respondentssharedtheiropinionofwhen
socialmediaimprovedthecreativityofproducts.Wasitatthe
pointwhenproductswerebeingproduced,packaged,determined
forpricetags,specificpreferencesortastesofcustomers,and
thelikes?

3.Aresocialmediaplatformscost-efficienttools?Towhatextent
do you think thatsocialmedia platforms play the role of
advertisementcostreduction?

Here,respondents who use otherdigitalplatforms such as
websitesorradioadvertisementsareinclinedtogivetheiropinion
ofthe cost-efficiencyofsocialmedia aboutthese.Theyare
furtherquestionedontheeffectofelectronicwordofmouth,
especiallyfrom celebritiesorinfluencers.

4.One ofthe roles ofsocialmedia in marketing is brand
awareness and loyalty.Can you say thatthe socialmedia
platforms used for your business have contributed to the
awarenessofandloyaltytoyourbrand?Whydoyousayso?

Thisquestionprovidestheopinionofbusinessesonhow social
mediahasinfluencedpublicawarenessoftheirbrand,especially
reflectedinthegrowthoftheirfollowers.Italsoinquireshow
socialmediaplatformsincreasethepossibilityofmorecustomers
returningbecausenewproductshavebeenintroduced.

5.Do you use othermeans ofadvertisementlike fliers or

newspapers? Between the use of these other means of

advertisementandyoursocialmediaplatform(s),whichwouldyou

sayincreasesyourcustomerbaseinanticipationofanewproduct

orservice?Whatcharacteristicsmakeyousayso?

Here,socialmediaplatformsinmarketingandcreatingawareness
fornewproductsaremeasuredagainstnon-digitalplatformssuch
asnewspapersandfliers.Businessesthatalsousetheseother
means ofadvertisementgive theiropinions on whatgrowth
patternstheynoticedinsalesandthenumberofcustomersfor
thetimelinesofbothadvertisements.

6.To whatextentdo yoursocialmedia platforms help with

consumerpositioning(communicateyourbrand’sattractionsand

improvecustomerperceptionofyournewproductsandservices)?

Throughthisquestion,respondentsgivetheiropiniononhowwell
followersacrosstheirsocialmediaareawareoftheirbrand's
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strengths.Thisisreflectedinaspectssuchascustomerservice,
qualityofproductsorservices,deliverytimelines,andbonuses
andpromotions.

7.Inyouropinion,dosocialmediaplatformsattractinternational
customersthanothernon-digitalplatformssuchasnewspapers
ormicrobillboardsthatyoumayhaveusedforadvertisement
before?Whydoyousayso?

Asinquestion5,thisquestionmeasurestheuseofsocialmedia
platformsincomparisontonon-digitalplatforms.Thequestionis
anticipatedtosatisfytheaspectofsocialmediaplatformsrelated
tohowtheyattractinternationalcustomers.

8.How wellwouldyousayWhatsapp,Instagram,andFacebook
social media platforms play their role in quickening
communicationandconsumerfeedback?

Respondentsareexpectedtogivetheiropinionsontheextentto
which Whatsapp,Instagram,and/orFacebook improve faster
communication and feedback.This includes a response to
inquiriesaboutnewproductsorservices,productsprices,timeof
delivery,howtouseproducts,andotherconcerns.

9.In sales ofnew products,how welldo yoursocialmedia
platformsenhancethebetterrelationshipbetweenyourbusiness
andyourcustomers?

Thequestionscrutinizestheroleofsocialmediainstrengthening
customer-business relationships.Here,digitalplatforms are
examined as a toolforimproving business relationships in
comparisontonon-digitalplatforms.

10.Relateatime,ifany,whenasocialmediasurveyhashelpedto
reducetheriskofproductreworkforyourbusiness?

Thishelpstheresearchtogainfirst-handinformationandproofof
howsocialmediaplatformsplaytheirroleinreducingtheriskof
reworkingproducts.Wherebusinessesthatfirstconductsurveys
areinformedofcustomers'tastesandeithermakenecessary
adjustmentstotheplanforanewproductorentirelyscratchthe
ideaofintroducingtheproduct.

11.Inthefuture,whichoftherolesofsocialmediaplatforms
wouldyouemphasizemoreasyoumarketnew products?Which
ofthesewouldyoualsorecommendforbusinessesthatarenew
tosocialmediamarketing?
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This question is pivotalas itprovides insightinto the most
importantbenefitsofsocialmediaplatformsinmarketingand
creatingawarenessfornewproductsandservicesfrom thepoint
ofviewofthosewhousethem forthispurpose.Hence,thiswould
inform recommendationstobelatermadebystudyforneworold
businessesthatwanttointroducenew productsorserviceson
socialmediaplatformsinNigeriaandacrosstheworld.

3.2.4 ConductingandRecordingtheSemi-StructuredInterview

The semi-structured interviews conducted forthis studywas
conductedthroughtheZOOM cloudmeetingsapplicationbecause
mostrespondentsdidnothaveSkypeaccountsandweremore
willing to usetheZoom applicationto attend interviews.The
ZOOM cloud meetingsisasoftwarethatcanbeused asan
alternativetophysicalandcloud-basedvirtualmeetings(Suardi,
2021).Theapplicationiscompatiblewithandroid,iOS,Microsoft
windows among otheroperating systems.The ZOOM cloud
meetingswerepickedastheapplicationtouseinconductingthe
interviewsbecauseitaffordsconvenienceforthosewhomaybe
intransit,thoseatasignificantdistanceawayfrom theinterviewer,
andinotherconditions.Theinterviewswereconductedbasedon
thepresetquestionsandafew additionalon-the-spotquestions.
Theinterviewstookanaverageofforty-fiveminutes.

Aftertheselectionofparticipants,interviewinvitationemailswere
sentouttoeighteenprospectiveparticipantsandtenparticipants
favourablyrespondedtotheinterview request.Thetemplatefor
theintroductionemailsincludedtheintroductionoftheinterviewer,
somebackgroundintotheresearch,assuranceofprivacy,and
timelineandtimespanfortheinterviewstobeconducted(see
appendix1).

An audio recording device was used to record the interview
proceedings.Recordingtheinterview sessionsthroughanaudio
deviceensuredtheinterviewer’sattentionwassolelyfocusedon
therespondents.Thisisopposedtojottingortakingnoteswhich
reducedthequalityandaccuracyofinterview proceedingsand
makesfocusingontheinterview difficult.Additionally,usingthe
audiorecordingdevicesavedthecostoftheotheralternative,that
is,usingapersontotakenotesduringinterviews(Suardi,2021).
Afteralltheteninterviewshavebeenconducted,theinteractions
were transcribed verbatim for analysis. Nascimento and
Steinbruch(2019)describetranscriptionasaqualitativeresearch
toolforinterviews “thatseeks to transpose meanings and
socioculturalrepresentationsfrom aspokenlanguagetoawritten
language(anditisa)…processpermeatedbysocial,cultural,
politicalandepistemologicaljudgmentsoftheresearcher”(p.5).
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Thisimpliesthattheindividualtranscribingonlyhastheroleof
convertingspokentexttowrittenwithoutanyinputwhatsoeverin
whatwillbewrittendown.

3.3 SamplingMethod

Beforeconductinginterviewssampleswereselectedfrom the
populationofbusinessesthatuseInstagram,Facebook,and/or
Whatsapp fortheirbusinesses.Taherdoost(2016)describes
samplingastheprocessofselectingsamplesfrom apopulation
toreducethenumberofcasesasthereisnotimenorresources
toanalysetheentirepopulation.Therearetechniquestosampling
andforthisresearch,thenon-probabilitysamplingmethodwas
chosen because itis more suitable fora case study and
qualitative research.Taherdoost(2016) highlights thatnon-
probability sampling is associated with case study research
becausethistendtousesmallsamplesand“areintendedto
examine a real-life phenomenon, not to make statistical
inferences about the wider population” (p.22).In the non-
probabilitysampling,aclearrationaleisrequiredtoincludesome
individualsinsteadofothers.Therationalesusedinselecting
samples forthe research include;they mustbe businesses
operatinginNigeria,theymustuseInstagram,Facebook,and/or
Whatsappforadvertisementpurposes,andtheymustusethe
accountsforbusinesspurposesonly.

Furthermore,thequotanon-probabilitysamplingwasselected.
Quota sampling is described as a “non-random sampling
technique in which participants are chosen based on
predeterminedcharacteristicssothatthetotalsamplewillhave
thesamedistributionofcharacteristicsasthewiderpopulation”
(p.22).Using this format,the 10 participants that fit the
predeterminedcharacteristicswereselectedandinterviewswere
conducted.

3.4 QualitativeContentAnalysis

Havingcollectedneededqualitativeandtextualdata,theresearch
selected the analysis method to be used;qualitative content
analysis.Therearemanydefinitionsofcontentanalysis.One
researchdefinesitas“aresearchtechniqueformakingreplicable
andvalidinferencesfrom texts(orothermeaningfulmatter)tothe
contextsoftheiruse”(Krippendorff2004,p.18,inBengtsson2016,
p.9).Anotherresearcherdefinesit“…asaresearchmethodthat
provides a systematic and objective means to make valid
inferencesfrom verbal,visualorwritten
datatodescribe…specificphenomena”(Downe-Wambolt1992,
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p.314,inBengtsson2016,p.9). Kleinhekseletal(2020)also
definecontentanalysisasa“…methoddesignedtoidentifyand
interpret meaning in recorded forms of communication by
isolatingsmallpiecesofthedatathatrepresentsalientconcepts
andthenapplyingorcreatingaframeworktoorganizethepieces
inawaythatcanbeusedtodescribeorexplainaphenomenon”(p.
127).Hence,qualitativecontentanalysisisaimedatreducing
voluminoustextintoafewbutpivotaltextsthatanswerresearch
questions.Italso operates based on the assumption that
unanalysed textualdata are rich data sources with abundant
potentialfortherevealofaspectsofaparticularphenomenonand
bothparticipantsandthecontextsareconsideredintheprocess
ofarrangingdataintogroups(Kleinhekseletal.,2020).

Therearetwoapproachestocarryingoutaqualitativecontent
analysis which is;deductive and inductive approaches.The
deductiveapproachwaschosenwheretheanalysisstructureis
operatedbasedonpreviousknowledgeandexistingtheory.The
previousknowledgeandexistingtheoryexistinthegeneralsense,
hence,thedeductiveapproachendeavourstonarrow downthe
generalinaspecificcontext(Bengtsson2016).Theresearchalso
usesthemanifestanalysismethod forcontentanalysis.This
implies thatthe researcher“…describes whatthe informants,
actually say,stays very close to the text,uses the words
themselves,anddescribesthevisibleandobviousinthetext”
(Bengtsson 2016,p.10).The purpose ofqualitative manifest
contentanalysisisto“…transcendsimplewordcountsanddelve
into a deeperexamination ofthe language to organize large
amountsoftextintocategoriesthatreflectasharedmeaning”(p.
128).Hence,thechoiceformanifestanalysiswasmadetoavoid
digressionsandanalysethetextthoroughly.

In carrying outthe contentanalysis forthe research,three
propertieswereemphasizednamely;
Immersion in data:Thisto theprocesswherebytheanalysts
becomefamiliarwiththetextualundergoinganalysis.Thiscanbe
done through transcription,repeatedly reading the text,and
repeatedcoding.
Unitsofmeaning:Thisreferstoacollectionofwords,sentences,
orstatementsthatstandforasingleconceptorides(code).
Code:Apropertyofqualitativecontentanalysiswhichisusually
madeofonetothreewordsanddescribeaunitofmeaningora
shortenedmeaningunit.
Category:Thisreferstoanarrangementofseveralcodesthatare
relatedeitherthroughcontentorcontext.
Theme:Themes refer to an arrangementof two or more
categoriesthatstandforimpliedmeanings.Themesareusedto
describe “behaviours,experiences,or emotions that occur
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throughoutseveralcategories”(Kleinhekseletal.,2020,p.128).

Themostimportantpropertyofqualitativecontentanalysisis
coding.Codesareused byresearchersto arrangeand make
meaning oftextualorvisualdata (Erlingsson and Brysiewicz,
2017).Hence,through the coding process,this research will
arrangedataaccessedthroughinterviewstoidentifythebenefits
ofdigitalmarketinginmarketingandadvertisingnew products
andservicesinNigeria,specificallythroughsocialmediadigital
platforms.The research used the deductive approach which
indicatesthatthephenomenon ofdigitalmarketing hasbeen
studiedthroughexistingframeworksandspecificallytherolesof
socialmediainmarketingandnewproductdevelopment.Hence,
theconceptsareusedascodesforthestudy.Theidentified
conceptsadoptedascodesforthisresearcharelistedbelow;

 BrandawarenessandLoyalty

 Globalization

 Consumerpositioning

 Improvementincreativityandefficiency

 Increaseincustomerbase

 Generationofnewideasthroughideas

 RapidCommunication

 Advertisementcostreduction

 Productreworkriskreduction

 Betterbusiness-customerrelationship

 Fastconsumerfeedback

 Betterproductadoption

Kleinhekseletal.(2020)arguethatintheprocessofascribing
codesresearchersneedtodecidewhether“…thetextshouldbe
dividedintophrasesorsentences,orremainasparagraphs….
basedonhowmanydifferentunitsofmeaningareexpressedina
blockoftext”(p.129).Forinstance,assumingthatsomemultiple
conceptsorthoughtsarebeingexpressedinablockoftext,itis
bettertobreaktheblockintopiecesorsentences.Likewise,ifa
sentencecontainsmorethanoneunitofmeaning,itisbetterto
breakitupintosmallerunitsofphrasesorsentencefragments.
Kleinhekseletal.(2020)suggestthat“…longerormorecomplex
units of meaning should be condensed into shorter
representationsthatstillretaintheoriginalmeaningtoreducethe
cognitiveburdenoftheanalyticalprocess”(p.130).Intheprocess
ofcoding,thecoderalsohastocleanupthedatadoingthings
suchasdeletingverbalticksorcondensingcompoundsentences,
butspecialcare mustbe taken atthis pointto ensure that
sentencemeaningisnotlostintheprocessofcondensation.

Qualitativecontentanalysisalsorequirestheuseofacodebook.
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Kleinhekseletal.(2020)describea codebookasa toolthat
contains codes to ease the analysis process and enhance
organization.Itincludescodedefinitionsandsamplesofhowthe
codeswillbeusedinpractice.Acodebooktypicallyconsistsof
codes,codedefinitions,andcodeexamples.Forthisresearch,a
codebookwasspecificallyemphasisedtoserveasareference
andkeeptheanalysisinfocusfrom thestarttothefinishofthe
process.Italso aims to help examiners easily identify the
rationalebehindcodingdecisions.Theresearchmadeuseofthe
followingcodebookarrangement:

NameofCodes DescriptionofCodes SamplesofCodes

Brand awareness and
Loyalty

Popularity on social media
pages and a high numberof
returningcustomers

Highnumberoffollowersanda
customerbasethatincreased
duetotheuseofsocialmedia

Globalization High number of international
customers

Patronage from international
customers of new products
and/orservices

Consumerpositioning Improved customerperception
through communication of
brandsstrengthsandattraction

Increasedconsumerperception
which may be reflected in
referralsfornew productsand
goodreviews

Improvementincreativity
andefficiency

High quality ofproducts and
better suited to customers’
tastes

Excellent new products or
servicesreleases

Increase in customer
base

Growthinnumberoffollowers
orindividualsthatpatronisethe
business

A growthincustomerbasein
anticipationofreleaseofnew
products and/or services
throughadvertisementsputout

Generationofnewideas Newsproductorserviceideas
based on surveyofconsumer
taste

Formation of novel ideas
based on surveyofcustomer
preferences

RapidCommunication Fast communication between
business
owners/representatives and
customers

Backandforthcommunication
withinthetimespanof10to30
minutes

Advertisement cost
reduction

Reduction in cost for
advertisementas a resultof
using social media in
comparison to non-digital
platforms

Less expenses on
advertisement due to social
media marketing and
awarenesscreation

Product rework risk
reduction

Significantreductionintherisk
of re-productions or
readjustments

Release of products or
introduction of services
effectively and efficiently the
firsttime
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Table2:Codebook(Source:Author’sdesign)

Theresearchmadeuseofmanualcoding,thatis,theexercise
wherethecoderreadsthroughthetextandidentifiesphrases,
sentences,orparagraphsthatfitdifferentcodes(Renzetal.,
2018).Thecodesareidentifiedbyhighlightingindifferentcolours
and tagging thenameofthecodesin an organized manner.
Manualcodingwaschosenbecauseitcreatesamorecritical
thinkingprocessandanalysisofdata,allowserrorcorrections,
andimprovefamiliaritywiththetext.

3.5 PilotStudy

Thisresearchaimstoanswerthefollowingquestions;whatarethe
majorrolesthatdigitalplatformsplayinmarketingandcreating
awareness fornew products orservices?whatare the major
factorsthatcontributetoeffectivesocialmediamarketingfornew
products and services? and what factors should be more
emphasizedandimproveduponforincreasedbenefitsofdigital
platforms in advertisementand creating awareness for new
productsorservices?Usingthecodeshighlightedinthecodebook
intable1above,theresearchcarriedoutapilotstudytotestifthe
dataandgenerally,theanalysisprocesswouldbeabletoanswer
theresearchquestionsaswellasfulfiltheobjectives.Examplesof
the objectives are to analyse how Whatsapp,Instagram,and
Facebookarebetterdigitaladvertisementtoolsformarketingnew
productsandservicesandtoidentifyfactorsthatcontributetothe
effectiveuseofsocialmediaplatformsasadigitalplatform to
increasesalesandawarenessofanewproductorservice.

The pilotstudyused the transcription from the firstinterview
sessionfrom whichrelevantstatements,phrases,paragraphs,and
sentenceswereextractedandcoded.Theanalysisshowedthatthe
businessownerviewedsocialmediaasalargelyusefultoolwhenit
comestoreducingadvertisementcosts,decidingwhatproductsto
introduce, fast communication between customers, and

Betterbusiness-customer
relationship

Cordial relationship between
customersandbusinesses

Goodreviewsfrom customers
and customer-initiated
advertisements or
recommendations

Fastconsumerfeedback Quick feedbacks from
customers on product
commendationsorcomplaints

Backandforthcommunication
withinthetimespanof10to30
minutes

Betterproductadoption Products can be adopted fast
andonce

Release of products or
introduction of services
effectively and efficiently the
firsttime
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globalization.Throughthepilotstudy,thedatafrom structured
interviews were identified as capable ofeffectively answering
research questions and fulfilling the objectives. Thus, the
researcherhasdecidedtofollow thecodingpatternstoanalyse
data.
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4 CHAPTER4:ANALYSISANDFINDINGS

Thissectionprovidesadetailedreportoftheanalysisprocessand
thefindingsdiscoveredthroughthisprocess.

4.1 Analysis

Ashighlightedinthepreviouschapter,theinterview responses
werecodedmanuallybasedontheitemsthatwerehighlightedin
theliteraturereview (chaptertwo).Theseitemsinclude;Brand
awareness and Loyalty,Globalization,Consumer positioning,
Improvementincreativityandefficiency,Increaseincustomerbase,
Generation ofnew ideas,Rapid Communication,Advertisement
costreduction,Productrework riskreduction,Betterbusiness-
customerrelationship,Fastconsumerfeedback,andBetterproduct
adoption.Each code was identified using the following colour
selection;

Codes Colorselection

Brandawarenessandloyalty Yellow

Rapidcommunication Lemon

Globalization Red

Fastcustomerfeedback Wine

Advertisementcostreduction DeepBlue

Generationofnewideas Lilac

Increaseincustomerbase Grey

Customerpositioning Purple

Improvementincreativityandefficiency Royalblue

Productreworkriskreduction LightBlue

Betterproductadoption Green

Betterbusiness-customerrelationship Ash

Table3:Colourselectionforcodes(Source:Author’sDesign)
Ahundredpagesoftextwerecodedandanalysedaccordingtothe
codestowhichtheybelong.Allcodeshadagoodnumberoftexts
thatcouldbeidentifiedtobelongtothem.Thisreflectsthatthe
itemslistedintable3abovewereidentifiedintheresponsesof
respondentswhichinturnshowsthattheyagreethattheitemsare
partofthe advantages ofdigitalmarketing,specificallysocial
mediamarketing.

Forinstance,theanalysisprocessreflectsthattoalargeextent,
mostrespondentshaveseentheimportanceofdigitalplatforms
whenitcomestobrandawarenessandloyalty.Codedtextssuch
as“socialmediaarelikethebigthingwhenitcomestobrand
awareness and advertising… I'llbe able to come up with the
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contents,you know,as partofthe launch to increase brand
awareness,provethebrand perception.”Thisreflectsthatthis
respondentfeelsthatsocialmediaassistsinhelpingtodevelop
uniquecontentwhichseparatestheirbrandfrom othersaswellas
impresstheservicesandproductsofferedbysuchbrandsinthe
mindofpotentialcustomerswhentheystumbleonitanyofthe
socialmedia platforms used.Furthermore,anotherrespondent
statedthatthroughsocialmedia,“… youcreateanetwork,you
know,ofatargetaudiencethatalwaysvisitsyourpage,always
visitsaplatform you'reusinginreachingouttothem andthatis
justthepowerofsocialmedia.”Thisindicatesthatsocialmedia
helpstocarveoutanichewithina‘niche’suchthataparticular
businessofferingthesameproductsorservicesashundredsof
others,canestablishtheirnetworkofpeoplewhovisitthebusiness
pageaswellasothersthatpatronisethem.Thisowestothefact
thatsocialmediaallowssuchbusinessestoreachouttotheir
targetaudience and these become aware ofthe services and
productsthattheyoffer.Hence,whentheseindividualsneedsuch
productsorservices,theyknowexactlywheretofindthem atafast
rate.

Mostofthecommentsreflectedthatsocialmediacontributedto
anawarenessoftheirbusinessafterthebusinesswasupand
running.However,one respondentidentified thatsocialmedia
playedabigpartattheoutsetofthebusiness.Shecommented;“I
just,um,Ijustlearnedhowtobakeatthetimeso,beforeIhadmy
marketsorhavemyclients,orbeforeIintroducedmyproductsor
nameto themarket,Istartedfrom FacebookorIjuststarted
makingregularpostsjusttocreateawareness,letpeopleknowthat,
okay,thisiswhatI'm into”.Hence,socialmedia ensured that
businessesthatwerejuststartingalreadyhadanaudiencethat
wasawareofwhattheywouldbeofferingevenbeforebusiness
operationswereinfullswing.Thatiswhyanotherrespondentalso
ascribedtothisstatingthat“it(thatissocialmedia)hasgivenalot
ofbusinessesopportunitiestotryandgrowand,um,whichisvery
importantagain…(asitis)criticalsocialmediastrategyisinplace
to help position brands”. Hence,socialmedia allows new
businessestohaveanestablishednetworkofpotentialcustomers
whohaveanideaofwhatproductsthesewouldoffer,hence,they
wouldbemoreinclinedtopatronisethesebusinesseswhichmay
havelikelynotbeenthecaseifproductadvertisementssuddenly
poppeduponthesocialmediaplatforms.

Similarly,anotherrespondentalsostatedthatallthankstosocial
mediamarketing,start-upshavehighchancesofsurvival.Thisis
reflectedintheircommentbasedonthemostimportantfeatureof
socialmedia.Theystatedthat“thefirststepisawareness…you
havetomakepeopleawareofwhatyou'resellingbecausenormally
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socialmediaisusuallyusedformostlyprivateposts.Butrecentlyit
hasgonetocommercials.Soforme,theaspectsorareaIwould
emphasizemostforstart-upsisbrandawarenessoftheirproducts
orwhatevertheyareselling,sotheyshouldstartwithcreating
awarenessforyourclientbase”.Hence,socialmediaenhancesthe
chancesofsuchindividualstosetuptheirbusinessesforsuccess
evenwithouttheuseofadditionaldigitalornon-digitalmeansof
advertisingnewproducts.

Alsointheprocessofanalysingtheinterviewresponses,theroleof
socialmediamarketinginfosteringbrandloyaltywashighlighted.A
responded mentioned thatthroughsocialmediamarketing,the
business“…gained…thetrustofmanypeoplewhichcontributedto
theawarenessofourbrandandtheirloyalty.Theycanjustcometo
ourpagewithnofear…knowingthatwemeetuptoourstandards…”
Thisunderscoresthefactthatsocialmediamarketingprovides
transparency ofthe business since allinformation aboutthe
businesscanbeseenonasinglepageonFacebook,Whatsapp,or
Instagram.Hence,thoseinterestedinmakingpurchasescaneasily
seealltheywantaswellasmakechoices.Thistransparency
enhanceshow much customersareloyalto thesebusinesses.
Severalotherrespondents also supportsuch comments listed
aboveasmosthaveseenproofthatsocialmediacanhelpthem to
growthenumberofthoseontheonlineplatformswhoknowabout
theirbusinesses.

Concerningrapidcommunication,severalrespondentsalsobelieve
thatitisanimportantrolewhichsocialmediamarketingplaysfor
newbusinessesorbusinessesthatwanttoreleasenewproducts.
This is reflected in comments such as;"you reach outto
internationalconsumers.Andagain,thishappensvery,veryfast;
theinternetdefiesboundaries.Itjustonethingthathasbridged
communication".Hence,socialmediaallowsbusinessestoreach
outto theircustomersfastwithonlyexternalfactorssuchas
networkissuesmitigatingagainstsmoothcommunication.Thatis
whytherespondentidentifiedthattheinternetdefiesboundaries,
evencapableofachievingasimilarlyseamlesscommunication
betweenbusinessesandtheirinternationalcustomers.

Whenthisiscomparedwithformsofnon-digitalplatformssuchas
newspapersandradios,therearelacksinthecapabilitiesofthese
non-digitalplatforms.Ashighlighted before,socialmediahelps
brandawarenesssinceproductsareondisplayonthebusinesses’
socialmediapageswhichhelpspotentialcustomerstoseeall
productsorservicessuchbusinessesofferandmakeachoice.
Beforemakingthesechoices,thesepotentialcustomersmayhave
oneortwoquestionsorconcernsregardingtheproductorservices
andthisiswheresocialmediaplaysitsroleinrapidcommunication.
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Such interactions between businesses and their potential
customersareidentifiedbyrespondentstoinclude;“…awholelotof
questions,a wholelotofissuesaround particularproductsor
particularservices.Wecanaddressgrievances,wecanaddress
concerns,wecanasksomequestions,andyoucangivedirections.
Youcanalsogiveexplanationsontheoverallqualityofwhatever
serviceorproductyou haveto offer.”With a few swipes,the
potentialcustomercanreachouttothebusinessownersonthe
sameplatform andoftentimes,theresponsefrom thebusinesses
is fast.Hence,these businesses can leverage the immediate
interestofthecustomerasalackofimmediateresponsecould
leadtoachangeofdecisiontopurchasetheitem.Inturn,rapid
communicationisalsolinkedtocustomerloyalty.Forinstance,
whencustomersknowthatoncetheydecideonwhatnewproducts
tobuy,theycaneasilyreachouttothebusinessownersandexpect
an immediate response.However,ifafterdeciding on what
products to purchase,customers have to waithours before
responsesaregiven,theycaneasilysearchforotherbusinesses
thatoffer the same products especially.As stated by one
respondent;“Iam aserviceproviderandonmyFacebook,Ihave
somebodyonstandby.Thesocialmediamanagerwillbeableto
respondtopeopleinreal-time,thiscreatesthatbond,youcreate
thatrelationship,andofcourseloyalty.”

Ontheotherhand,innon-digitalplatforms,rapidcommunication
maybeabigchallengeasitinvolvesseveralprocesses.Some
participantsintheinterviewsascribetothefactthatalthoughnon-
digitalplatformsprovideanopportunityforpotentialcustomersto
communicatewithbusinessesthathaveadvertisednew products,
theydonotdosoasfastasdigitalplatformsdo.Thesecomments
include; “it (social media) has really helped speed up
communicationoutsideandwithinthestatecomparedtobillboards
and otherplatforms”;“Wedishoutaproductand thenoutof
curiosityorsomeonewhowantstosupport,orwhowantstobuy
intoitcaneasilywritetoyouviayourDM forapersonalmessage.
Butthisisoneelementthatismissingfrom thetraditionalmedia.
Becauseonthenews,youcannotaskquestions.Youcannotmake
commentsinanewspaper,youcannotdothat.Butonsocialmedia,
ifIpostthatwewereabletodothis,this,thistoday,youcanask
mequestions”.Thesecommentsunderscoretheimportanceof
socialmediainensuringthatbusinessesenjoythisluxurywhich
wouldhavebeenimpossiblewithnon-digitalplatforms.

Globalizationisanothercrucialbenefitofdigitalmarketing.The
responsesshowthatbusinesseshavemoreinternationalplatforms
thantheywouldiftheywereusingnon-digitalmarketingplatforms.
Onerespondentspecificallyhighlightsthatsocialmediapossesses
afeaturethattraditionalmarketingdoesnot,thatis,globalvirality.
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Hestates;“…whateverwediscusshere,itiseasyforittogoviral.
Sotheviralnatureoftheinternethasmadeitvery,veryeasyfor
peopletoreachpeoplebeyondtheirshores,thatisthankstothe
internet…andsocialmedia,ofcourse,socialmediahasthatpower
when compared to othertraditionalmeans ofadvertisement”.
Hence,ifa new productis introduced through socialmedia
marketing,italreadyhasasignificantchancethatitwouldbecome
globallyviralandiftheproductsadvertisedqualitythenmatches
deliveredproducts,thechanceofviralityisdoubled.Asidesfrom
globalvirality,otherrespondents claim thatsocialmedia also
contributestoglobalpublicity,whereclientsandcustomersarenot
onlyfrom Nigeriabutalsofrom internationalcountries.Thatiswhy
respondentsclaim that;“…it(socialmedia)hasgivenussomelevel
of,meparticularly,somelevelofpublicityfor,um,outsideorclients
outsideNigeria,notjustwithinthecountry”.

Incomparisonwithnewspapersandbillboards,forexample,social
mediamarketingaffordsglobalizationinawaythatthesedonot
measureupto.Forexample,arespondentclaimsthat“…forthe
newspapers and billboards,it's limited to people within the
states…butsocialmedia,it's,um,it'snotlimited,it’sunlimited.So
anybodywhohasaccesstothesamesocialmediaplatform can
seealmosteverybody”.Therefore,socialmediaprovidesunlimited
publicitywhereanyonefrom anywhereacrosstheglobecansee
advertisedproductsthatarethousandsofkilometresawayfrom
theirlocation.Toputthisintoperspective,anexampleiscitedbya
participant;“…takeforexamplewherewe'rebased.We'rebasedin
EbonyiState,Nigeria.SaltFM isjusthereandyou'regoingtobe,
you'rejustgoingtoreachthepeoplearoundthisareahere.So
that'sthething.Thenewspapersandwhatnot,areonlysoldwithin
thatcountry.Butwithsocialmedia,whenyouputitoutthere,for
example,take Twitter.When someone in the United States,
retweetsorlikesyourposts,itcirculatestohisorherfriendswithin
theUnitedStates”.Thisverifiesthefactthatsocialmediabenefits
businesseswithwhattraditionalmediacannotprovide.

Onefeatureofsocialmediaplatformssuch asInstagram and
Facebookistagging.Thisfeatureensuresthatasmanypotential
andinternationalclientsaspossiblecanviewservicesorproducts
offered by businesses in Nigeria.Proofofthis is seen in a
respondent’sreportconcerningaprojectonchildcarethatrequired
internationalattention.Theparticipantreportedthattheproject
wassuccessfulbecauseofsocialmedia’stagging feature.He
stated;“…theotherdaywastheinternationaldayoftheGirlChild.
Wemadetheposts,taggedUNICEF,andtaggedpeoplewhowork
withinthatspaceandtheyseeyourcontent.Butinthenewspapers,
youcan’tdothat;intheradio,youcan’tdothat,butonsocialmedia,
withinthesocialmediaspace,youcantag,youcanmakereference
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tothem andthentheycancomeback.”Therefore,socialmedia
helpsbusinessestoadvertisetheirmarkettoasmanypersonsas
possiblewhetherintheglobalspaceorwithinNigeria.Whatmakes
itevenmoreefficientisthefactthatadvertiserscanbedeliberate
aboutwhoorwhatbusinessnichetheywanttoseetheposts
advertisingtheirproducts.Itwouldbequitecounterproductiveifthe
advertisementdoes notfocus majorlyon the targetaudience.
Hence,socialmediahelpsbusinessestotagtheirtargetaudiences,
thisincreasesthechancesthatpositiveresponseswillbederived
from the advertisementofnew productsasopposed to when
specificaudiencesarenottagged.

Sincesocialmediahelpsbusinessestomarkettheirproductsto
theirtargetaudience,itcontributestoanincreaseininternational
customers.Thatiswhyanotherrespondentfeelsthatsocialmedia
attracts more internationalcustomers than the likes ofmini
billboardsornewspapers. Furthermore,thefollowingcomment
showsthatsocialmediaisadigitalplatform thatgivesbusinesses
moreinternationalcustomers;“Socialmediaprovidesan easily
accessible platform forbrands to communicate with massive
globalaudiences,withoutthe need forspending on television
advertisementsorlocalpress.Socialmediaprofilescanincrease
yourbrandawarenessabroadandgentlynudgetheglobalaudience
on thatjourneyto becoming yourcustomer.”Therefore,social
medianotonlyincreasesthechancesthatadvertisednewproducts
willgoviral,butitalsoguaranteespublicity,andultimatelyensures
thatbusinessesthatdesireinternationalcustomerscanhavethese
fortheirnewproduct.

AccordingtoZhanetal.(2020),socialmediahasrolestoplay
across the three levels ofnew productdevelopment.Atthe
researchanddevelopmentphase,forinstance,oneoftherolesof
socialmediaisallowingforquickeningtheprocessofreceiving
feedback.Thisroleisalso verifiedbytheinterview responses.
Respondents made comments such as:"yourfollowers getto
respondinreal-timetowhatevercontentyouarepostingaboutyour
productoryourservices";“Itisinstantaneous.Itisinstantaneous,
whenwetalkaboutfeedbackusingasocialmediaplatform itis
somethingthathappensinreal-time.Youwillunderstandforthose
peoplewhohavebeenabletocarryoutsomeform ofassessment
viaWhatsApp.Youseethatthefeedbackisinstant.Ifyouhaveever
doneadvertviaFacebook,youseethefeedback";"SoIthinkthe
socialmediaspaceallowsthat,ortheinternetperseallowsthatfor
youtobeableto,youcansendoutsurveysonacrosssocialmedia
platforms,askingpeoplefortheirfeedback","Idopollsmosttimes,
dropdifferentdesignsandthengetsfeedbackfrom peopleand
know thepercentageofpeoplethat,thattheylikethisstuff",and
"TheseplatformsFacebook,Instagram,andWhatsApphavemade
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communicationandfeedbackveryeasy.Everythingisjustaclick
away.Conversations,feedbacks,reviews,etcaredonewithina
twinklingofaneye."Thesecommentsshow thatsocialmedia
benefitsbusinessesbyhelpingthem togetfeedbackfrom their
customers before or after releasing a new product.These
feedbacksarefast,hence,necessaryadjustmentscanbemade
quicklyandadjustedproductsreleasedfasttoavoidlosingthe
interestofcustomersintheproductsorservices.

Fastfeedbackisalsocloselylinkedtothegenerationofnewideas,
improvement in creativity and efficiency,and better product
adoption.Thethreeaforementionedrolesofsocialmediabelongto
theideagenerationandresearchanddevelopmentstagesofnew
productdevelopment(Zhanetal.2020).Forinstance,respondents
claim thataftertheyhavereceivedfastfeedback,theyreturntothe
productstoensurethatitiswelladaptedandadjustedtothetaste
ofcustomers."There was a time ithelped me know people's
perceptionaboutaparticularproductanditenabledmetoworkit
tosuittheconsumerstaste";"...intheprocessoflaunchingthe
products,into themarkets,wecanknow how to structureour
products,ourservices,andtoknowtherightpeople",and"wemake
productresearchandgetsomeproductsthatarelikelytoselland
wesetupanewmarketstrategylikespendsomemoneytoreach
targetedpeople.Whenwereachthetargetedpeople,theresponse
wegetfrom them enablesustogoaheadandputtheproductbutif
wedon’tgetenoughresponseorpeoplethatindicateinterestto
buytheproducts,wejustcancelouttheproductandmovetothe
nextone".Since socialmedia permits businesses to conduct
surveys and receive immediate feedback,there are increased
chancesthattheproductswillbebetteradaptedforthecustomers'
satisfaction.

Stillrelying on fast feedback from customers or potential
customersfrom surveysgottenviasocialmedia,thebenefitofthe
generationofnew ideasisalsomademanifest.Businessesare
opportunetogettoknow theirtargetaudiencebeforetheystart
newproductdevelopment.Thentheybasetheideasoftheproduct
developmentonwhateverfeedbacktheygetfrom thesurveys.One
commentspecificallystoodout;"wecarryoutthemarketsurveyto
beabletoknowwhatkindofservicesourtargetsaudience,whowe
aretargeting,...asaresultoftheroleofsocialmedia,thankstothe
algorithm system".Furthermore,whenaskedthequestion;"Allright.
Soinessence,theopinionfrom thissurveyorthesecustomershelp
youdeterminethekindofservices/productsyouprovideforthem?",
theresponsewasanunequivocal"Yes!!".Therefore,socialmedia
makesiteasyandhighlyproductiveforbusinessestogeneratenew
productssinceideasarebasedonexactlywhatcustomerswant.
Thatiswhyitiseasierfornewproductsdevelopedthiswaytobe
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profitableandthebusinesswhetherneworoldtobesuccessful.

Concerning a reduction in the risk ofproductrework,instant
feedbackfrom customersalsoplayamajorpart.Withoutsurveys
tounderstandwhatthepotentialcustomersortargetmarketwant,
new products developed willlikely flop. For example,one
respondentrelatedanexperiencewhereamistakewasalmost
madeintheproductthatwasplannedfordevelopment.Theyrelate
that;"...oneoftheareaswhichwewantedtolookatwastheareaof,
uh,theareaof,uh,uh,wastemanagement,attheSDGLevel.We
were thinking about working towards sustainable cities and
communities...andthenwehadtodishoutasurveyaskingpeople
whoknow aboutthis,ordoyouthinkthisismoreofapressing
issueatthistime?Sowhenthesurveycamein,wefoundoutthat
the service which we wanted to offeratthattime was quite
different from what the people wanted." Additionally,other
respondentsalso claim thatwithoutsocialmediasurveysthey
would have needed to rework already released products.For
example,arespondentisrecordedstating;"Ihadtogoonline,Ihad
toaskquestions,Ihadtoresearchtofindit.So,inthatparticular
situationifitwasn’tforsocialmediasurveyingIwouldn’tbeableto
pulloutthatproject,orIwouldhavebeenreworkingagainuntilthe
dealfallthrough".Whatmakesthisparticularbenefitofsocial
mediahighlyadvantageousisthatitaffectscustomertrustand
retentionwhichresearchhasshownareeasytoloseonsocial
media(Liliketal.2020).Ifproductsarenotproperlysurveyed
basedonthetastes,needs,qualityexpectations,andpreferences
ofcustomers,butarepurchased,thiswilllikelyculminateinlossof
customertrustand such customers willlikely notreturn to
patronizethebusiness.Hence,socialmediaallowsbusinessesto
doanewproductorservicelaunchonce,andgetitright.

Socialmediaisalsoadigitalplatform thatallowsbusinessesto
examinehow otherswithintheirnichecreateproductsandwhat
productstheycreate,hence,theycanadopttheirstooffermoreor
bemoreeffectiveandefficient.Thisindicatesthattheyhavean
edgeovertheircompetitors.Thisisverifiedbytheresponseof
participantswhoclaimedthat"thereisalotofonlinecompetition
forsimilarproduct/service,sothesocialmediasurveyhelpedto
gaininsightintomycompetitorswhoareaheadofmesoasnotto
sendoutoutdatedproductsorserviceswhereIhadtorework
them".New productsareentirelynew andnotoutdated.Thisalso
indicatesthatbusinessesdonotplagiariseandhavetoreworkthe
product.

Inlikemanner,productcreativityandefficiencyareimprovedbased
onsocialmediasurveyfeedbacks.Asindicatedbyresponsesfrom
participants,anew productintroductionisagradualprocessthat
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requiresmodificationstoimprovethecreativityandefficiencyof
products.Itmaybechallengingtofullygrasptheareasthatneedto
be modified,and this is where socialmedia becomes highly
beneficial.Whenaskedifsocialmediahasassistedinimproving
creativityandefficiencyofproductsandservices,aparticipant
responded;"Yes,yesithas,notdirectlythough,butthen,um,where
wegetfeedbackorresponsesfrom clients,itallowsusorhelpsus
toknowwhatelseto,um,modifyorthewaywecanmakechanges
ormake corrections".This verifies thatsocialmedia is also
beneficialwhenitcomestohelpingbusinessestolaunchcreative
andefficientproducts,closelytailoredtobenefittheircustomers.

Itshouldbenotedthatthisbenefitisuniquetodigitalplatforms.
Traditionalmedia ornon-digitalplatforms cannotbe used in
surveysmuchlesstoachievequickeningthereceiptoffeedback.
"Soif,if,uh,uh,thesamethingisappliedtothenewspaperandall
that,there is no quick way offeedback"and "So unlike the
newspaper,ifyou postan advert,nobody can come to the
newspaper,...nobody can send you a message through the
newspaper and It's easier using Instagram, Facebook or
WhatsApp."Thus,thishasachainreactiononotheraspectsof
benefitsfrom socialmediasuchasproductreworkriskreduction,
generation ofnew ideas,and improvementin creativity and
efficiency.Forinstance,aclientclaimedthatbeforetheuseof
socialmedia,effectivesurveyswerealmostimpossibletocarryout
anditwasquitedifficulttoholddownclientsduetoinefficient
productintroduction.Socialmedia proffered solutions to this
problem as the respondent commented;"So Iwent online
sometimeanddidalittlepolling,researchandfoundthisstrategy".
Additionally,feedbackprovidesthechanceforbusinessestosee
areaswheretheyneedtoadjustandthisisnotprovidedbynon-
digitalplatforms such as radio as recorded in the following
comment,and"Yougotothecomments,theywillcomment,you
seesomeconcernsyouneedtoaddress.Sometimesyoudonot
getthisinteractivity,youknow,when,whenyou'redealingwithradio
advertsandall".Simplyput,socialmediaprovidesleveragethat
non-digitalplatformscannotwhenitcomestoensuringbusinesses
makenewproductstoperfection.

Anothermajorbenefitthatsocialmediaaffordsbusinessesto
introducenewproductsorservicesisadvertisementcostreduction.
Allbusinesseswhetherlargescaleorsmallscaleneedtoadvertise
theirproductsandservices.Whilesomemaychoosetoadvertise
through non-digitalplatforms such as radios,televisions,and
billboards,otherschoosetoadvertisedigitally.Asverifiedbythe
responsestointerviewquestionsbasedonhowsocialmediahelps
businessesintheadvertisement,manyparticipantsreiteratethat
socialmediahelpsthem tosavecost,sometimestothebarest
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minimum.Zhan etal.(2020)also argued thatin new product
development,socialmediaplaystheroleofreducingthetimeand
costofadvertisement.Thisclaim isinagreementwithcomments
from respondentswhohaveusedsocialmediatoadvertisenew
productsorservices.

Arespondentclaimedthat;“That(socialmedia)iswhereyoutryto
pushforsponsoredads,youknow,anditdoesnotcostasmuchas
televisionandsecondly,Ineedyoutoalsounderstandthefactthat
whenwetalkingaboutradio,forinstance,theseareadvertisements
thatarelargelytransientinnature”and“honestlyspeaking,ata
point,itseemslikesocialmediaistheeasierwaytogolikeisless
costlyandeverything.LikegoandfindoneAdCampaign,paylike
thiscertainamountofsmallmoney,getreachtolikeacoupleofa
certainamountofaudienceandall”.Thisimpliesthatsocialmedia
iscost-effectivein comparison to non-digitalplatforms.Italso
impliesthatsocialmediahasanedgeovernon-digitalplatforms
duetothepermanenceofthecontentthatispostedonit.Hence,
whenbusinesseschoosetopayforsponsoredadvertisements,the
contentremainsthereinforaslongastheyarewillingtokeepit
there.Thisisunlikeradiosandtelevisionwhichoncetheperiodthat
wasboughtforadvertisementisexhausted,the advertisement
stops.“ThankstoInstagram andFacebookthecostandeverything
is affordable and there are differentpackages thatare very
affordable,so,it’scost-efficient”;“…butonInstagram,youplacean
advertandithelps.Likewehavedifferentpackagesforanyamount
youwant,aslowas900Naira(#900)andyoucanhaveanadvert
running”,and“…Ifyou'rerunninganadvertsocialmedia,itiscost-
effectivebecauseyoucanuseaslow as$3torunalittleadvert
thatcan connectyou to new customers.Forinstance,ifit's
FacebookifyourunanadvertthatofNGN 3,000,justaslow as
NGN 3,000,Facebookcanshow ittoagoodnumberofpeople”.
Commentslikethesereflectthecapabilitiesofsocialmediato
reducethecostofstartingabusinessandintroducingproductsfor
newbusinesseswhileitreducesthecostofadvertisementforold
businessesthathavetoplanfortheintroductionofnew products
orservices.

However,notallrespondentsfeelthatsocialmediaisreduces.
Some respondents argue thatto effectively getto the right
audience,socialmediaadvertisementshavebecomequitecostly
andunaffordableforsomebusinessowners.Commentssuchas;
“thetrutharethatitbecomesawholelotmoredifficultthesedays
becauselikeeveryonenow knowstheworthofsocialmedia”and
”youtoreachouttotheaudience,itmightnotbecost-efficientata

certain point”.These comments insinuate thatsocialmedia
reducesthe costofadvertisementalthough nottotally,butat
certain points ordepending on the numberofaudiences the
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businessownerintendstoreach.Thisimpliesthatwhatcanbe
considered as affordable forone business ownermaynotbe
consideredsoforothers.Hence,itcanbeconcludedthatsocial
mediaadvertisementsarenotcost-effectiveinallramifications,
however,the decision is leftwith business owners to choose
advertisementsoftheirchoicesdependingonwhattheycanafford.

Atthispoint,itmaybereasonabletoquestiontheeffectivenessof
whatmostoftheparticipantsclaim to beverycheap.Hence,
considerationneedstobegiventotheeffectofadvertisementon
businessgrowthandimprovementofcustomerresponsetonew
productsorservices.Interviewresponsesalsoindicatethatsocial
mediaishighlyeffectiveinincreasingthecustomerbasebefore,
during,andafterthelaunchofnew productsorservices.“Iwould
sayduetothekindofworkwedo,oursocialmediaisvery,very
important.PeoplearecuriousaboutwhatthisProjectAdessoisand
whatdotheywanttodo?Andthentheyfollow (ourpages),and
that'show theygettounderstand,theyseetheworkwedo,the
outreachesandallthat”;“Andthentheyreachouttousorthey
connectwithus.Likewe'veseenyourcontent.Welovethework
you'redoing.Wewouldliketopartner.Andthat'showitworks”;“I
willcallitthefreemarketingbecausewhenwepostcontentpeople
whobelongtotheteam repostontheirstoriesandpeoplewho
followthem getstoseethisandifit’saproductwhichtheylikeor
theywouldliketobepartof,theyreferbacktothatcontentand
thenfollow thepage”;“There'llberesharesandsharesandyou
know itcontinuestogrow andasitgoeson,itreachesthewider
audience”;“SocialMediabecauseitreachesmorepersonsandit's
notjustpeoplewhoareonmycontactlistorfriendlist”,and“and
ontheInstagram andTwitterpages,theyreferoralsoprobably
bring,bringotherorganizationswithinthatspacetoourtimeline”.
Socialmedia gives businesses a platform to advertise their
productstomanypeopleatanaffordableratewhichhastheeffect
ofgetting more peopleto payattention to thebrand and the
productorserviceswhichtheyhavetooffer.Therefore,itcanbe
concluded thatsocialmedia advertisements although relatively
cheap,help brands to increase their customer base after
introducinganewproductorservice.

Additionally,socialmediaalsobenefitsbrandsinthatitimproves
theirrelationshipwithcustomers.RautelaandSinghal(2017)also
argue thatsocialmedia helps to build and maintain a strong
relationship between businesses and their customers. The
followingcommentsfrom interview respondentsalsoagreewith
theseresearchers;“itcreatesthis,uh,thepersonalrapportbetween,
uh,yourconsumersandofcourseyou,…ofcourse,youknowthe
relationshipismoreonthesocialmediaplatform,ascomparedto
othermedialiketelevisionorradioandallthat”;“Itgivesusalevel
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fieldtocommunicate…withmyclients…somepersonsarenotso
comfortable when they're talking to you one-on-one so,social
mediagivesthem somelevelof,um,insuranceorsomethingto
hide behind and then communicate…”;“socialmedia makes it
easiertotrustpeopleandbuildrelationshipsandit’sdoablethese
daysthroughvideocallsandalltherestfeaturesthatareadded.It
justmakesthingsawholelotbetter.Ithinkitdoeshelpwiththe
improvementofcustomer-businessrelationships”,and“Ithinkit
strengthens the relationship because atleastthere's a certain
element of transparency… there's a communication”.Hence,
through socialmedia,businessescan effectivelyestablish and
maintain strong relationships with theircustomers which non-
digitalplatformscannotguarantee.

Finally,thebenefitsofdigitalplatformsalsoextendtoconsumer
positioning.Thisinvolvesimprovingcustomerperceptionthrough
thecommunicationofbrandsstrengthsandattractions.Hence,
socialmedia helps brands to presenttheirnew services and
productssuchthattheystandoutamongproductsorservicesthat
maybeavailableandcanservethesamepurposeasthenew
products.Commentssuchasthefollowingreflectthisbenefitof
digitalplatforms;“…socialmediahelpswiththat(brandimage)alot
becauseitallowsyoutobeabletopresentyourselfinsuchaway
thatyourcustomersoryourconsumerswillbeabletoidentifywith
yourproductoryourservicesanywheretheyseeit”,and“…ifyou
lookatourpage,thewaywepresentourproductsto isvery
different.Wedon'tjustgetimagesandjustpostthem there,we
taketimetoedititanddosomelittlebrandingonthepicturesto
justmakeitlookdifferentbecausethemarketiscompetitive,sowe
justwanttodosomethingveryoutoftheordinary”.Hence,itmakes
iteasyforbusinessestoexplorewaysthroughwhichtheycan
standoutamongcompetitors.

Itshouldbenotedthatwhilealltheaforementionedbenefitsare
crucial,somearepreferredoverothers.Whenaskedwhatmajor
roles orbenefits would theyrecommend thatnew businesses
introducing new productsshouldemphasizemore,respondents
gaveavarietyofanswersincluding;“Iwillrecommend,um,brand
loyaltyandbrandawareness.Theyarekey…”;“Thefirststepis
awareness;that’s how Istarted.The majorbenefitIwould
emphasizemostforstartupsisbrandawarenessoftheirproducts
orwhatevertheyareselling…”;“…thosepeoplewhoconsumethe
contentcanbeabletorelatedirectlywithyou.That'sonethingI
wouldalwaysadvisebecausewhenpeoplecanconnectwithyou,
there'sthishuman connection,theyfeelpartofthatprocess”;
“…youplaceanadvertandithelps.Likewehavedifferentpackages
foranyamount;aslow as900Naira(#900)andyoucanhavean
advertrunning”;“Iwillstillemphasismoreonbrandawareness”;“I
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would recommend they work on their public relation in an
advertisement”;“Brandloyaltyisstillpartofitfornew business”,
and “Iwillemphasize,Iwillemphasize more on growing and
knowing your customers independently”. Therefore,roles or
benefitssuchasbrandawarenessandbrandloyalty,advertisement
cost reduction,and improvement in the business-customer
relationshiparethemostimportantwhenitcomestoeffectively
creatingawarenessofandmarketingnewproductsorservices.

Additionally,minorbenefitsofdigitalplatformswerealsorecorded
intheinterview andanalysisprocess.Theseincludeexposureas
reiteratedinthefollowingcomment;“AndasIsaid,thankstothe
algorithm ofthesocialmedia space,thesamewaywe come
acrossotherorganizationsorotherpeoplewhoworkwithinthat,
that'sthesamewayotherpeoplegettoseeus.”Digitalplatforms
exposebusinessestoopportunitiesthatmayevengobeyondthe
location.AnotherminorbenefitisE-wordofmouthalsoreflectedin
the following response;“obviously now in the presentspace,
influencershaveplayedveryimportantroles,averyhugeroleas
well.SoIthink,youknowwhenaninfluencerreachesouttohisor
herbase,whichisflippingthisbacktosocialmedia,socialmedia
marketingbecauseyoucangetaninfluencertoannounceortotalk
aboutyourprojectonhisorherplatform.Andthenbymeredoing
thatattractspeopletoyourplatform.Sotheuseofinfluencersis,
hasproventobequiteeffective,whichiswhyyouseebrandstoday
arealwaysusing,um,socialmediainfluencersorsay,comedians,
skitmakerstopromoteandtomarkettheirproducts”.Furthermore,
thenon-transientnatureofsocialmediawasalsohighlightedasin
thecomment;“Sopeoplecanalwayscomebacktoit.Peoplecan
alwaysrefertothat.Butforthenewspapers,afterthatday,it'sgone,
it'soffthepagesandpeoplearelookingforwardtothenextday's
news.Likewise,theradio,iftheradiostationdoesn'tplayover,it's
gone.”Thisisalso tied to advertisementcostreduction since
businessescanpaytohavetheirnewproductsadvertisedoncefor
quitesometimeandisguaranteedthattherewillbeviewsforas
longasitremainsonthesocialmediaplatform.

4.2 Findings

The following summarises the findings made in the analysis
process;

 Digitalplatforms offerbusinesses majorbenefits
such as brand awareness and loyalty,consumer
positioning,rapid communication,globalization,a
betterbusiness-customerrelationship among other
relevantitems which non-digitalplatforms cannot
provide.

 Digitalplatformsalsoofferfastconsumerfeedback.
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Thisisimportantbecausenew productdevelopment
dependsonit.Fastconsumerfeedbackculminatesin
improvementin creativity and efficiency of new
productsorservices,reductionoftherisksofproduct
rework,betterproductadoption,andgenerationof
newideas.

 Althoughdigitalplatformsalsohavethemajorbenefit
ofadvertisementcostreduction fornew products,
this is relative.Itdepends on the capabilities of
business owners and the extent they want the
advertisementtogo.Theymaydesirethattheywant
toreachalargeaudiencebutmaylackthefundsfor
sponsoredadvertisementsonline.Therefore,tosome
businessowners,socialmediaiscostlyanddoesnot
reducethecostofadvertisement.

 Digitalplatformsarecost-efficient.No matterhow
smallthe funds invested in an advertisement,it
attractsmoreindividualstofollowthebusinesspages
onsocialmediaandpatronise.

 Brand awareness and loyalty,advertisementcost
reduction,and improvementofbusiness-customer
relationshipsarethemostimportantbenefitthatnew
businessesderivefrom using digitalplatformsfor
advertisingnewproducts.
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5 CHAPTER5:CONCLUSIONSANDRECOMMENDATIONS

This chapter presents conclusions based on the analysis,
implicationsforbusinessboth within Nigeria and international,
limitations ofthe research,and recommendations forfuture
research.

5.1 Conclusions

Thisresearchsoughttoidentifythemajorofusingdigitalplatforms
tomarketandcreateawarenessfornew productsorservicesin
NigeriausingFacebook,Instagram,andWhatsappsocialmedia
platformsascasestudies.Toscrutinisehowwelltheresearchhas
achieveditsaim,itiscrucialtoexaminetheanswersprovidedto
theresearchquestions;
RQ1
Whatarethemajorrolesthatdigitalplatformsplayinmarketing
andcreatingawarenessfornewproductsorservices?
RQ2
Whatarethemajorfactorsthatcontributetoeffectivesocialmedia
marketingfornewproductsandservices?
Therolesofdigitalplatformsinmarketingandcreatingawareness
fornewproductsorservicesandfactorsthatmakesocialmediaan
effectivetoolinmarketingnewproductsandservicesarethesame.
Theyare;brand awarenessandloyalty,globalization,consumer
positioning,improvementincreativityandefficiency,increasein
customerbase,generation ofnew ideas through ideas,rapid
communication,advertisementcostreduction,productreworkrisk
reduction,betterbusiness-customerrelationship,fastconsumer
feedback,andbetterproductadoption.Socialmediaisadigital
platform,hencewhenitplaysitsrole,theybecomebeneficialfor
businessesthatutilizeitintheirbusinessoperation.
RQ3
Whatfactorsshouldbemoreemphasizedandimproveduponfor
increased benefits of digitalplatforms in advertisementand
creatingawarenessfornewproductsorservices?
Brandawarenessandloyalty,advertisementcostreduction,and
improvementofbusiness-customerrelationshipshouldbemore
emphasizedandimproveduponforincreasedbenefitsofdigital
platforms in advertisementand creating awareness fornew
productsorservices.
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5.2 ImplicationsforBusinesses

So far,this research has identified and highlighted the major
benefitsofdigitalplatformsinmarketingandcreatingawareness
fornewproductsandservices.Thesebenefitsincludeglobalization,
customer positioning, advertisement cost reduction, brand
awareness,and loyalty,generating new ideas,improvementin
efficiencyandcreativityofnewproducts,rapidcommunication,fast
customerorconsumerfeedback,productreworkriskreduction,
increaseincustomerbase,betterproductadoption,and better
customer-businessrelationship.Thisimpliesthatdigitalplatforms
havealottoofferandshouldbeheavilyleveragedbybusinesses
botholdandnew.

Threeofthesebenefitsstandoutandarehighlyrecommendedin
marketingnewproductsorservicesonsocialmediaandtheseare;
brandawarenessandloyalty,betterbusiness-customerrelationship,
andadvertisementcostreduction.AccordingtoTandoh(2020),
brand awareness and loyalty are effective tools in marketing
becausetheyaffectcustomerbuyingdecisionsastheydonotsee
theneedto go throughthewholeprocessofdecision-making.
Hence,theresearchrecommendedthattoattractcustomersand
influence their buying decisions positively,businesses must
leverageheavilyonbrandawarenessandloyalty.Thisunderscores
theimportanceofbrandawarenessinsocialmedia.Theanalysis
showedthatsocialmediahelpsbrandstorepresentthemselves
howevertheythinkwouldcatchandholdtheattentionofpotential
customers.Businesses thathave done this,assertthatsocial
mediahelpsthem toestablishtheircustomerbasedespitethat
manyotherbrandsofferthesameservicesorproductsthattheydo.
Thisimpliesthatbusinessesmustusedigitalplatformswithan
understandingthatitcanhelpthem toimprovetheawarenessof
andloyaltytotheirbrand.

Additionally,acordialrelationshipbetweencustomerandbusiness
istheaim ofallbusinesses.Soltanietal(2018),arguethatwhena
businesshasacordialrelationshipwiththeircustomers,thereisa
betterchancethattheywillretaincustomersmore,hence,sales
alsogrow.Soltanietal.(2018)alsohighlightedthatoneofthe
influencersofeffectivecustomerrelationshipmanagementisthe
use ofinformation technologyand socialmedia keeps people
acrosstechnologiesintheloop.Thatiswhybusinessesneedto
understandthatsocialmediaisapivotaldigitalmarketingtool
when they advertise new products.Since cordialrelationships
betweencustomersandbusinessesmustbeachievedforgrowthin
salesandcustomerretention,anddigitalplatformshelptoachieve
this,specialattentionneedstobepaid.GiventhefactthatNigeria
isadevelopingcountry,notallbusinessesunderstandthemany



63

marketingopportunitiesavailableondigitalplatforms,instead,they
usetraditionalmedia,whicharenotaseffective.Itistherefore
crucialthatmoreawarenessbecreatedforbusinesses,eithersmall
orbig,onthisroleofsocialmedia.Thiswillensurethatmore
businessesthrive.Okey-Colbert(2019),arguesthatwhenthereare
manyentrepreneursandbusinessowners,itboostsacountry's
economy as new products,services,and possibly innovative
technologiesareintroduced.Themorebusinessesthereare,the
morecompetitiontherewillandthishasthepotentialtofoster
innovations.Thisshowsthatthebenefitofdigitalplatformsisnot
limitedtothebusinessandtheirnewproductsorservices;itgoes
asfarashelpinginthegrowthoftheeconomy,albeitindirectly.

Furthermore,advertisementcostreductionisanothermajorbenefit
gainedbybusinessesthatusedigitalplatformstoadvertiseor
createawarenessfortheirnew productsorservices.Tobringthe
importanceofcost-effectiveorrelativelylow-costadvertisement
intoperspective,Agbejaetal(2019),statethatthereisa"isa
significant relationship between marketing expenses and
profitability...(and)between turnoverand marketing expenses..."
(89).Hence,theyrecommendedthat"advertisingandpersonnel
departmentshouldmaintainaneffectivemedium ofadvertisingin
considerationofcostandquality...(andthat)organizationsshould
usethebestmedium ofadvertisingthatwillcreateeasyawareness
ofusageofproducts"(Agbeja2019,89).Thisunderscoresthe
importofanaffordableadvertisementratewhichincomparisonto
non-digitalplatforms,socialmedia isthebestoption.Forthis
reason,businessesmustconsiderdigitalplatformsastheirbest
optionwhenitcomestoadvertisingnewproductsorservices.They
canleveragethiscost-efficienttoolto achievebalanceintheir
investmentinadvertisementandprofit.

From thefindingsoftheresearch,fastcustomerfeedbackislinked
to fourothermajorbenefits ofdigitalplatforms.These are;
generationofnew ideas,improvementincreativityandefficiency,
product rework risk reduction,and better product adoption.
Therefore,itunderscorestheimportanceofbusinessespaying
specialattentiontothisaspect.Intheliteraturereviewsection,the
researchdiscussedtherolesthatsocialmediaplayacrossdifferent
levelsofnew productdevelopment,andfeedbackfrom surveys
comes first(Zhan etal.2020).Gurbuz (2018)highlights that
"externalsourceslikecustomersandcompetitors(canbeused)to
generateideasfornewproductdevelopment"(n.p).Infact,in750
interviewsconductedwithCEOSofglobalbusiness,36%ofproduct
ideasweregeneratedbycustomers(Gurbuz,2018).Thisshows
thattheopinionofcustomersinnewproductdevelopment,cannot
be overemphasized.Only when new products are developed
properly,cantheybeeffectivelymarketedanddigitalplatforms
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have parts to play in each ofthese aspects.Hence,special
attentionshouldbepaidtowardsreceiptoffeedbackfrom surveys
onnew productideasorplans.Gurbuz(2018)arguethatmany
businessesifnotmost,oftencreatesamplesandgivethem outfor
freetogettheopinionofcustomersontheeffectoftheproduct.
Fast feedback is then examined to identify areas where
adjustmentsareneeded.Somerespondentsintheinterview,also
highlightthatfailuretoexaminethefeedbackofcustomersontheir
needsandwant,ledtothereleaseofineffectiveproductsthatoften
leadstobusinesseslosingthetrustorloyaltyoftheircustomers.

Besidesusingsponsoredadvertisements,socialmediaalsoworks
basedonfollows.Thenumberoffollowersanindividualhasalso
affectsales.Afterall,themoreindividualscanseeimmediately
newproductsorserviceshavebeenintroduced,themorelikelythey
willpurchase.Thatiswhythebenefitthatsocialmediahasin
increasingthecustomerbaseisalsoveryimportant.Itisalso
specialsinceitworksbothways.Ithelpsbusinessestohavemore
followers depending on how efficientadvertisementis;italso
increases the numberofindividuals who can see advertised
products.Thisismoreefficientwhencomparedwithotherformsof
advertisementsuchasfliers,theuseofradiosortelevision.The
non-transientnatureofsocialmediaalsogivesbusinessesanedge.
Uploaded items can be accessed by customers atany time.
However,on radios and televisions,advertisements for new
productsorservicesaretime-sensitiveandwillberemovedonce
thetimeslotpaidforisexhausted.

Additionally,digitalplatformsalmostguaranteethatglobalization
whichiscrucialtothesuccessofanyproductorservice.According
toErixon(2018),statesthatglobalizationpositivelyaffectsboth
customersandbusinesses.Globalizationhasthefollowingeffects;
"globalizationhasenabledfirmstospecialize–andtoincreasethe
intensity of R&D,innovation and capitalin theiroutput;(2)
globalization has made iteasierfornew companies to start
competingwitholdincumbents;(3)globalizationhasspurredthe
spreadofnewtechnology,helpingtomakeeconomiesgreenerand
moreproductive",and(4)productivityboost(Erixon2018,2).This
showshow crucialglobalizationistoanybusiness.Thatiswhy
digitalplatformsshouldbeemphasizedasitprovidestheplatform
forbusinessestogoglobal.ThisisinlinewithDwivedietal.(2021)
who argued thatsocialmedia globalization improves business
growthinawaythattraditionalmediacannot.Thisunderscores
how beneficialsocialmedia is in impacting business growth
throughglobalization.

Consumerpositioningandrapidcommunicationarealsonecessary
foreffectiveawarenesscreationandmarketingofnewbusinesses
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anddigitalplatformshelptoachievethis.Hence,entrepreneurs
mustconsiderdigitalplatformsastheirfirstoptiontosetuptheir
newproductsandservicesforprofitablesales.

5.3 LimitationsoftheResearch

The research haseffectivelyhighlighted the benefitsofdigital
platformsinmarketingandcreatingawarenessfornewproductsor
services. However, several factors may be considered as
limitationstothestudy.Onepossiblelimitationisthatsocialmedia
isoneofthemanydigitalplatformsthatareavailableformarketing
andcreatingawareness.Theseincludeshoppingwebsitessuchas
eBay,Alibaba,Amazon,amongothers.Thebenefitsputforwardby
thesedigitalplatformsmayvaryfrom thosethatsocialmedia
offers.ThatiswhySchwartz(2013inRitcherandRaska,2017)
arguedthatmoreitemsmustbeinvolvedincaseofstudiesforthe
sakeofwell-roundedresultsandmoregeneralizableimplications.
Hence,sincetheresearchonlymadeuseofFacebook,Whatsapp,
andInstagram whichareallsocialmediaplatforms,theresearchis
quitenarrowandrecommendationsmaynotbeextendedtoother
digitalplatforms.

Furthermore,theresearchishighlydependentontheindividual
preferencesofparticipants.Responsestointerviewquestionswere
liabletocompromisefrom personaltastesandbiases.Therefore,
theresponsesandanalysisresultsmayhavebeendifferentifthe
participantsweredifferent.Thisraisesthequestionofwhetherthe
numberofparticipantswassufficienttosatisfactorilyanswerthe
questionsaswellassignificantlyreducetheextentofbiasinthe
research.Theconclusionssectionhighlightsthatparticipantsfeel
that brand awareness and loyalty,better business-customer
relationship,and advertisements costreduction,are the most
importantbenefitsofdigitalplatformsthatshouldbeemphasized
bynew businessesoroldbusinesseslookingtointroducenew
productsorservices.A largernumberofparticipantsmayhave
indicatedadifferentsetofbenefitsotherthanthese.

Additionally,the methodologyused,thatis,qualitative content
analysis often restricts the generalizabilityofresearch results.
However,given thefactthatsocialmediaisthesameacross
differentcountries,thenitiseasytoconcludethattheexperience
thatisobtainedbybusinessesinNigeriaonsocialmediawhile
marketingnew productsandservicesmaybesimilarwithother
countries.AlthoughequallydevelopingcountrieslikeNigeriaare
morelikely.

Wheneconomicconditionsareputinto consideration,itraises
questionsconcerningifresultscanapplytodevelopedcountries.
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Thebenefitofglobalizationforinstancemaynotbeconsidered
majorsincetheemphasisofdevelopedcountrieswouldbeon
similarlydeveloped countriesasthebulkofthosewho livein
developingcountriesmaybeincapabletoaffordtheirproductsand
services.Hence,itis much realistic fora business ownerin
developing countriesto clamourforglobalization to developed
countriesthantheotherwayround.

5.4 RecommendationsforFutureResearch

Althoughtwelvebenefitswereexaminedinthisresearch,other
benefitssuchasE-wordofmouth,non-transience,andexposure
werehighlightedinthecontentanalysisprocess.Thisimpliesthe
benefitsofsocialmediainadvertisingnew productsorservices
extendfurther.Therefore,moreresearchmaybedoneintoother
benefits of using social media platforms in new product
developmentandsales.

Otherresearchmayalsolookintovarietyinresultsbasedona
digitalplatform differentfrom socialmedia.Hence,usingsimilar
majorbenefitsusedinthisresearch(brandawarenessandloyalty,
globalization,consumerpositioning,improvementincreativityand
efficiency,increasein customerbase,generation ofnew ideas
throughideas,rapidcommunication,advertisementcostreduction,
product rework risk reduction, better business-customer
relationship,fastconsumerfeedback,andbetterproductadoption)
toscrutiniseotherdigitalplatformsmayyielddifferentresults.

Inasmuchasdigitalplatformshavemanybenefitsincreating
awarenessandmarketingnew products,thereareboundtobe
challengesorfactorsthatmaymitigateagainstthesebenefitssuch
asnegative word ofmouth on productsamong otherfactors.
Hence,moreresearchshouldbedoneonpossiblefactorsthat
couldhinderbusinessesfrom accessingthesebenefitsofdigital
platformsandhowthesechallengescanbeavoided.
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7 APPENDICES

7.1 Appendix1

TEMPLATEFORINTERVIEW INVITATION

MASTER THESIS QUALITATIVE RESEARCH INTERVIEW

INVITATION

Date:September13,2021

To,

NameofRecipient

Recipient’sBusinessName

PostalCodeforBusiness

State:

Country:Nigeria

Subject:InvitationtoInterview

DearMr./Miss. [NameofRecipient],

My Name is …,Iam a Master’s studentofBusiness managementand

entrepreneurshipattheHämeUniversityofAppliedScience.Iam currently

researching my finalthesis on the merits ofusing digitalplatforms for

marketingandcreatingawarenessforanewproductorservice.Throughthis

letter,Iam seekingyourconcessiontoattendaninterviewtobeconductedover

Skype foranalysis to answermy research questions.Please,find below

additionalinformationontheresearch:

ResearchAim

Myresearchaim istounderstandhow businessesinNigeriabenefitfrom the

useofdigitalplatformsspecificallysocialmediaplatformssuchasFacebook,

Instagram,and Whatsapp,in marketing and creating awareness fornew

productsorservices.

ScopeofResearch

The research focuseson the use ofWhatsapp,Facebook,and Instagram

platformsonthesceneofmarketingnewproductsorservicesinNigeria.

Preparation

Theinterviewquestionswillbestraightforwardandunderstandable.Theywould

require thatyou share how yourbusiness has benefitted by leveraging
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Whatsapp,Facebook,orInstagram toadvertisenewproductsorservices.

Duration

Thisisaninterview tobeconductedoverSkypewithtwelvequestions.Itis

estimatedtotakearoundforty-fivetosixtyminutesofyourtime.

Privacy

Pleasenotethatyourresponsestotheinterviewquestionswillnotbeusedfor

anyotherpurposeasidesfrom thisresearchwork.Additionally,intheprocess

ofanalysis,withyourpermission,someofyourdetailsmayrequireto be

involved.Theseincludethebusinessnameandyourpositioninthebusiness.

Ihopethatyouwouldbeabletoparticipateintheinterview process.Please

notethatinterviewswillbeconductedfrom 10thto20thofOctober.Ifyouhave

anyquestions,clarifications,oryouwouldliketospecifyyourdateofavailability

fortheinterview,pleasecontactmeviaphoneat:[PhoneNumber]oremailat:

[email].

Lookingforwardtoyourresponse.

Sincerely,

Name

Signature
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7.2Appendix2

TEMPLATEFOFINTERVIEW QUESTIONS

MASTERTHESISQUALITATIVERESEARCHINTERVIEW
QUESTIONS

ResearchTitle:TheMeritsofUsingDigitalPlatformsforMarketingand
CreatingAwarenessforaNewProductorService

NameofInterviewer:OnuoraChidozieIgwebuike

Thisresearchrevolvesaroundfindingthemeritsofusingdigitalplatformsfor
marketingandcreatingawarenessforanewproductorservice.Specific
attentionispaidtothemostusedsocialmediaplatformsinNigeria:Whatsapp,
Instagram,andFacebook.Hence,thefollowingquestionsareaimedto
understandhowyourbusinesshasbenefitedfrom anyorallofthe
aforementionedsocialmediaplatforms;

 Tellusalittleaboutyourbusiness.

 Whatsocialmediaplatform(s)amongInstagram,Whatsapp,
andFacebookdoyouuseformarketingandcreating
awarenesswhenyouwanttolaunchanewproductorservice?

 Towhatextentdoyouthinkthatsocialmediahashelped
yourbusinesstogrow?

 Whydidyouchoosetousethis/thesesocialmedia
platform(s)asyourmajoradvertisementchannels?

 Wouldyousaythatsalesofnewproductsorservicesinyour
businesswouldhavebeensogoodwithoutadvertisement
throughthesesocialmediaplatforms?Whydoyousay?

 Whatarethetopthreethingsthatyourbusinesshas
benefittedfrom usingyourchosensocialmediaplatform(s)
(Instagram,Whatsapp,andFacebook)inanewproduct
launch?

 Whatotherdigitalplatformslikewebsitesdoyouuseasides
from socialmediaplatforms?

 Inyouropinion,aresocialmediaplatformseffectivein
improvingbrandloyaltyandpositiveperceptionofproducts
orservices?Whydoyousayso?
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 Iam surethatyouwantyourbusinesstogrowfurther.So
howdoyouplantoleveragesocialmediaplatformsmoreto
increasesalesinthefuture?

 Whatsuccessfulmarketingstrategieswouldyourecommend
tootherbusinessesregardingyourmostleveragedsocial
mediaplatforms?

Detailedanswerstotheabovequestionswouldbeappreciated.Pleasenote
thatresponsesareexpectedonorbeforethe20thofOctobertomeetupwith
theresearchandanalysisprocesstimeline.Thanksforyourcooperation.


