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Abstract 

Micro enterprises in Nigeria lack brand equity in terms of customers awareness for distinct 
Nigerian micro enterprises brands, trust in perceived quality for micro enterprises products, 
loyalty and brand associations which limits their ability to perform well despite use of digital 
marketing. This study sought to ascertain the effect of digital marketing on consumer-based 
brand equity (CBBE) of micro enterprises in Nigeria with social media marketing, email 
marketing, mobile marketing, web solutions marketing, search engine optimization and pay 
per click advertising as the independent variables of the study, while micro enterprises 
consumer-based brand equity was the dependent variable of the study. The study adopted 
survey research design with a sample of 400 respondents from a population of micro 
enterprises’ customers who were registered active internet users in the country. Factor 
Analysis using structural equation modelling (SEM) was employed in analyzing the primary 
data collected for the study from structured questionnaire in google forms electronic survey 
tool. The study found that social media and mobile marketing have positive but insignificant 
effect on the brand equity of micro enterprises while webs solutions has a negative but 
insignificant effect. Email, search engine optimization and pay-per-click on the other hand have 
positive significant effects on brand equity of micro enterprises in Nigeria. The study therefore 
recommends that email, search engine optimization and pay-per-click usage can be continued, 
while social media, web solutions and mobile marketing should be improved to a point where 
their effects can be positive and significant.  
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Introduction  

Brands and the connections they bear have become central to organizations, 

particularly in recent times. Brands have a variety of functions, the most important of 

which is to serve as a marker for businesses, allowing them to distinguish their goods 

from those of competitors. Brands can communicate personality, meaning, features, 

attributes, and quality to the public. Given the high expense of bringing new products 
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to market, businesses must ensure that customers choose their brands over those of 

rivals. The collection of relationships and behavior on the part of a brand’s consumers, 

channel participants, and parent company that allows the brand to earn greater 

volume or higher margins than it could without the brand name and that gives the 

brand a solid, sustainable, and differentiated competitive advantage. High brand 

equity brands have a competitive advantage over other brands in the market.  

There are two types of brand equity literature: financial and consumer-based brand 

equity (Cobb-Walgren, Ruble & Donthu, 1995, Yoo and Donthu, 2001). The 

“incremental cash flows that accrue to branded goods over and beyond the cash flows 

that would arise from the selling of unbranded products” is referred to as Financial 

Based Brand Equity (Simon & Sullivan, 1993). On the other hand, customer-based 

brand equity (CBBE) is the total importance a consumer identifies with the use or 

purchase of a specific brand. By improving customers' attitudes and preferences for 

the brand, powerful brands sustain, develop, and deepen relationships with them.  

CBBE is a construct with multiple dimensions, according to Aaker (1991) and Keller 

(1993). There is currently no consensus on the exact dimensions that make up CBBE. 

However, brand recognition, brand partnerships, brand loyalty, and perceived brand 

quality are all factors that are widely considered in the literature. Customer 

knowledge and relationships, according to Keller (1993), have the potential to affect 

perceptions of service and enhanced behaviors, which are linked to brand loyalty. 

Brand loyalty refers to a commitment to purchase a specific brand or to use a specific 

product or service. CBBE's various dimensions such as brand awareness, brand 

associations, perceived brand quality, brand loyalty, can enable effective monitoring 

and analysis of brands.  

According to Keller (2003), when properly and objectively assessed, brand equity is 

an appropriate metric for assessing the long-term effect of marketing decisions. 

Positive customer-based brand equity will lead to increased sales, reduced costs, and 

higher profits; it also has direct consequences for the firm's ability to demand higher 

rates, consumers' willingness to seek out new distribution outlets, marketing 
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messaging effectiveness, and the success of brand extensions and licensing 

opportunities.  

The use of emerging technology in marketing campaigns by businesses is another 

intriguing idea and practice in marketing. In marketing practices, these involve the 

use of technology such as websites, social media, apps, mobile devices, email, and 

their related technologies. These technologies are intended to bring businesses closer 

to their customers, allowing customers to have better interactions with business 

brands. As a result, the goal of this research is to determine whether there is a cause-

and-effect relationship between digital marketing practices and brand equity of 

businesses that use digital technologies in their operations.  

Statement of the Problem  

Micro enterprises in Nigeria have begun to engage their customers or prospects using 

digital marketing tools (social media, emails, etc) that are less expensive compared to 

traditional marketing tools (billboard advertising, television, etc). This investment in 

technology for marketing activities over traditional marketing has its own financial 

and structural implications for businesses. A major aim of going digital in marketing 

is to build brand equity that will translate to improved performance by getting closer 

to the customers and prospects in order to better know and serve their needs at a 

cheaper rate and better profit to the business.  

However, the researcher observed that micro enterprises in Nigeria lack brand equity 

in terms of customers awareness for distinct Nigerian micro enterprises brands, trust 

in perceived quality for micro enterprises products, loyalty and brand associations as 

can be observed from the increased struggle by micro enterprises to perform well, to 

the point that many of the business collapse and fold up within a short period. This is 

despite the efforts put in by some of these micro enterprises to explore the benefits of 

technological changes and boost their business performance particularly with the use 

of digital technologies in marketing.  

There is therefore the need to assess the contributions of digital marketing to building 

brand equity of micro enterprises in Nigeria. In this light, previous studies reviewed 
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like Kazemi, Hosseini, and Moradi (2013), Dolatabadi, Kazemi and Rad (2012), 

Atilgan, Aksoy, and Akinci (2005), and Yoo et al. (2000), among others have assessed 

the effect of traditional marketing tools on brand equity, with their implications on 

performance; while only a few of these studies such as Dumitriu, Militaru, Deselnicu, 

Niculescu and Popescu (2019), Pelamo (2018), and Jayasuriya, Azam, Khatib, Atan 

and Dharmaratne (2018) assessed the effects of digital marketing on brand equity but 

most of the studies were not carried out in Nigeria. Furthermore, the researcher has 

not observed any previous studies that attempted to assess the contribution of digital 

marketing to performance of micro businesses in Nigeria through brand equity, more 

specifically, consumer-based brand equity.  

Consequently, this study sought to contribute to empirical knowledge on the research 

phenomenon by assessing the effect of digital marketing on consumer-based brand 

equity (CBBE) of micro enterprises in Nigeria.  

Research Questions 

This study seeks to provide empirical answers to the following questions in its quest 

to find solution to the research problem:   

i What is the effect of social media marketing on CBBE of micro enterprises in 

Nigeria?  

ii To what extent can web solutions marketing affect CBBE of micro enterprises 

in Nigeria?  

iii What is the effect of e-mail marketing on CBBE of micro enterprises in Nigeria?  

iv How does mobile marketing affect CBBE of micro enterprises in Nigeria?  

v To what extent does search engine optimization affect CBBE of micro 

enterprises in Nigeria? 

vi What is the effect of search engine marketing on CBBE of micro enterprises in 

Nigeria? 

Research Objectives 

The broad objective of this study is to ascertain the effect of digital marketing on 

consumer-based brand equity (CBBE) of micro enterprises in Nigeria. The specific 

objectives include to: 
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i assess the effect of social media marketing on CBBE of micro enterprises in 

Nigeria;  

ii determine the effect of web solutions marketing on CBBE of micro enterprises in 

Nigeria;  

iii evaluate the effect of e-mail marketing on CBBE of micro enterprises in Nigeria;  

iv examine the effect of mobile marketing on CBBE of micro enterprises in Nigeria;  

v assess the effect of search engine optimization on CBBE of micro enterprises in 

Nigeria; and 

vi determine the effect of search engine marketing on CBBE of micro enterprises in 

Nigeria.  

Statement of Research Hypotheses  

This study seeks to empirically test the following proposed hypotheses in line with 

the problem, questions and objectives of the research:  

Ho1 Social media marketing has no significant effect on CBBE of micro enterprises 

in Nigeria.   

Ho2 Web solutions marketing has no significant effect on CBBE of micro enterprises 

in Nigeria.  

Ho3 E-mail marketing has no significant effect on CBBE of micro enterprises in 

Nigeria.  

Ho4 Mobile marketing has no significant effect on CBBE of micro enterprises in 

Nigeria.   

Ho5 Search engine optimization has no significant effect on CBBE of micro 

enterprises in Nigeria.  

Ho6 Search engine marketing has no significant effect on CBBE of micro enterprises 

in Nigeria.  

Significance of the Study 

This study is an empirical assessment into the effect of digital marketing on consumer-

based brand equity of micro enterprises in Nigeria and is of great significance to 

relevant stakeholders to the study including the body of academics, owners and 

managers of micro enterprises, as well as the government and its micro enterprises 

regulatory bodies.  
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First, to the body of academics, the outcome of this study in its totality will be a 

contribution to the body of academic knowledge on digital marketing and consumer-

based brand equity of businesses, particularly of micro enterprises. The study will also 

serve as a reference material to students, researchers and authors in the field of 

marketing with regards to digital marketing and consumer-based brand equity of 

businesses. Furthermore, the study will serve as a foundation to other researchers who 

may wish to carry out further studies into the effect of digital marketing on business 

consumer-based brand equity in the future.  

Secondly, to the management and owners of micro enterprises in Nigeria, this study 

will be of immense significance as the outcomes of the study including findings and 

recommendations will assist them in making better informed management decisions 

that will translate into improved consumer-based brand equity and business 

performance consequently.  

Thirdly, to the Nigerian Government and its micro enterprises regulatory bodies, this 

study will provide the necessary information through its findings and 

recommendations to support more informed policy formulation and implementation 

that would lead to optimization of the industry towards attaining the overall national 

goals.  

Scope of the Study 

This study assesses the effect of digital marketing on consumer-based brand equity of 

micro enterprises in Nigeria. The study therefore covers all 36 states of the federation 

and the Federal Capital Territory (FCT), Abuja. The study is however restricted to 

digital marketing (social media marketing, email marketing, mobile marketing, web 

solutions marketing, search engine optimization and pay per click advertising) as the 

independent variable(s) of the study, while micro enterprises consumer-based brand 

equity is the dependent variable of the study. The study is restricted to Micro 

enterprises because they make up about 99% of the Micro, Small and Medium 

businesses in Nigeria according to the most recently published SMEDAN Report 
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(2017). The study also takes a cross sectional nature in which data is collected only 

once for the research effort in the year 2021.  

Literature Review 

Concept of Consumer Based Brand Equity 

The official Marketing Science definition of brand equity is ‘the set of associations and 

behaviour on the part of a brand’s customers, channel members and parent 

corporation that permits the brand to earn greater volume or greater margins than it 

could without the brand name and that gives the brand a strong, sustainable, and 

differentiated competitive advantage’ (Leuthesser, Kohli, Harich, 1995). This is a 

thorough definition of the term, because it states that all channel members are 

important in brand equity and it ties profit margins to the consumers’ behaviour and 

brand associations. Since the concept was created, many important academic 

contributions have been made throughout the 1990’s by Aaker (1991), Keller (1993), 

and Kapferer (1992). However, a universally accepted meaning, concepts, and 

measures have not been decided upon (Washburn & Plank, 2002).  

Keller (2003) views consumer-based brand equity as the varied influence that 

consumer’s brand knowledge has their attitude to the promotional activities used by 

the brand. This implies that the information that consumers are able to make out of 

the brand’s marketing activities will determine the value that they will attach to the 

brand as well as their response to the brand. Ghodeswar (2009) explains that CBBE 

occurs in the presence of high level of brand awareness and acquaintance with a brand 

which is communicated in terms of positive brand association in consumer’s memory. 

Consumer’s response to a brand may either be favourable or unfavourable (Chieng & 

Goi, 2011; Keller, 2008). This implies that when consumers see the brand as a strong, 

favourable, quality brand and they accept the brand’s marketing activities such as 

advertising, sponsorship and other marketing activities and they also purchase the 

brand, then it can be said that they have a favourable attitude to the brand. 

On the other hand, if consumers do not like a brand’s feature, marketing 

communication activities or perceive the brand to be of a substandard quality then 

their attitude to the brand will be unfavourable. This informs Chieng and Goi (2011) 
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description of consumer brand equity as their response to a brand name. Invariably, 

consumer-based brand equity is an evaluation of consumer’s response to a brand 

name meaning when any of the telecommunication operators’ name is mentioned for 

instance, MTN, GLO, AIRTEL or 9MOBILE, consumers’ perception and attitude to 

any of these is consumer-based brand equity. Consumer’s response is dependent on 

the brand knowledge that they possess which implies that consumer’s brand 

knowledge will lead to either positive or negative reaction.  

 

Figure 1: Framework for Measuring Customer-Based Brand Equity, Keller (1993) 

 

Brand Awareness  

Brand awareness is an important component of brand equity and is a key determinant 

in almost all brand equity models (Na, Marshall & Keller, 1999; Aaker, 1991; Keller, 

1993). Keller (2003) has defined brand awareness as “the customers’ ability to recall 

and recognise the brand as reflected by their ability to identify the brand under 

different conditions and to link the brand name, logo, symbol, and so forth to certain 

associations in memory” (p.76). It is important to note that the consumer firstly needs 

to be aware of a brand and product before they are able to associate the brand with a 

specific product category (Aaker, 1996). As there is a difference between being aware 
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of a brand name, and having the ability to associate it with a certain product 

(Feldwick, 2002).   

Brand Associations  

Brand associations are both a major part of Keller’s (1993), and Aaker’s (1991) 

frameworks. It has been suggested by Keller (1993) that valuable brand associations, 

are strong, unique and favourable and they are believed to contain “the meaning of 

the brand for the consumer” (Keller, 1993, p. 3). Associations can be anything that a 

consumer has which “links in memory to a brand” (Aaker, 1991, p. 109).  

Perceived Brand Quality  

Brand quality and a customer’s perceived brand quality are terms that are commonly 

used interchangeably (Pike, Bianchi, Kerr, & Patti, 2010). Perceived brand quality is 

defined by Aaker (1991) as “the customers perception of the overall quality or 

superiority of a product or service with respect to its intended purpose, relative to 

alternatives” (p.85). This dimension looks at the consumers’ judgment of the overall 

excellence of a product and brand.  

Brand Loyalty  

Loyalty has been defined as “repeat purchasing frequency or relative volume of same 

brand purchasing” (Oliver, 1999). Newman and Werbel (1973) defined it as those who 

repurchased a brand, only ever considered that brand, and did no brand-related 

information seeking. However, both these definitions did not take into consideration 

the psychological meaning of loyalty. Oliver (1999) has defined it as “a deeply held 

commitment to re-buy or re-patronize a preferred product/service consistently in the 

future, thereby causing repetitive same-brand or same brand-set purchasing, despite 

situational influences and marketing efforts having the potential to cause switching 

behaviour” (p.34). Oliver’s definition will be used for the purpose of this thesis.   

Concept of Digital Marketing 

Digital Marketing often called Internet marketing or e-marketing is basically any 

marketing activity that is carried out online via the use of internet technologies. Digital 

Marketing is seen as the process of creating and sustaining customer relationships via 

online activities so as to ease the exchange of products or services that satisfy the aim 
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of both customers and sellers (Sheldon, 2004). Nothnagel (2006) described Digital 

Marketing as an umbrella term encompassing the commonly used Digital Marketing 

methods which are e-mail marketing, website marketing, mobile marketing, social 

media marketing, on line branding, use of search engines as well as newsletters for 

marketing hospitality services. 

Social Media Marketing  

Kaplan and Haenlein (2010) defined it as a group of internet-based applications that 

build on the ideological and technological foundations of web 2.0 and that allows the 

creation and exchange of user-generated content. The salient features of this definition 

are web 2.0, content and communities. People are increasingly online on social media 

sites as it allows them to form relationships for personal, political and business use. A 

basic knowledge of social media is essential to our understanding of how it applies to 

marketing. From a broad perspective, it is the use of electronic and internet tools for 

the purpose of sharing and discussing information and experiences with other human 

beings in more efficient ways.  

The web 2.0 technology allows continuous creation of content, sharing and discussion 

among users in communities in a collaborative manner. Social media is an empty talk 

without this technology. A website must fulfill vital conditions to qualify as a Social 

network site. It must contain user profiles, content and procedures that enable users 

to connect with each other, post comments on each other’s pages and join virtual 

groups based on interest (Pacquette, 2013). Mayfield (2008) argued that social media 

can be classified into seven groups. They are social network sites (e.g Facebook, 

MySpace), wikis (e.g Wikipedia), podcasts, blogs, forums, content communities 

(e.gInstagram, Youtube) and microblogs (e.g. twitter). An important characteristic of 

all this type of social media platform is online. This means that in social media, 

communications occur outside personal meetings, phone calls or foot traffic and it is 

not location it is not location dependent. 

Mobile Marketing  

The proliferation of mobile device has made it a viable tool for marketing activities. 

According to the official definition advanced by Mobile Marketing Association (2009) 
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mobile marketing is a set of practices that enables firms to communicate and connect 

with their audience in an interactive and pertinent manner via any mobile device or 

network. Mobile devices consist of phones, personal digital assistant, media devices, 

portable gaming consoles and tablet computers. Chaffey (2011) simply defined it as 

“The use of the mobile medium as a means of marketing communications.” Akinbode 

(2014) opined that because it often consists of ads that appear on mobile devices, terms 

such as mobile advertising and wireless advertising are used interchangeable with it. 

E-Mail Marketing  

In its simplest form, e-mail marketing alternatively called direct e-mail marketing is 

using electronic mail as a means of promoting products or targeting consumers. 

Generally, it involves sending promotional e-mail to attract new customers or 

persuade existing ones to make immediate purchase, enhance customers’ 

relationships and adding advertisement to other companies’ e-mail, usually on a 

partnership basis, to gain exposure in a new market (George, 2010). Typically, it relates 

to sending commercial e-mails to a group of people that have subscribed to mailing 

list but can also be directed to an individual. Often linked with data mining, it is a 

digitally evolved form of the traditional direct mail marketing. Forootan (2008) was of 

the view that that any email message that helps to build customer loyalty, trust in a 

product or company, brand recognition can be regarded as e-mail marketing. 

Website Marketing  

Website is defined as: “a collection of related web pages and associated items, such as 

documents and pictures stored in web server” (Sigala, 2004). Van der Merwe (2003) 

described it as a company’s electronic face to the world and a most common 

manifestation of the capabilities of the internet. Lacovou (2004) defined it as the most 

popular area of the internet which allows the easy exchange and transmission of text, 

graphics, audio and video. It consists of a number of pages linked together to form 

one site, but is in the midst of a multitude of other websites found on the internet 

(O’Connor, 2003). The web is essentially a graphic overlay on top of other internet 

services, providing a multimedia interface that enable users to access a vast pool of 

interlinked documents. One of the most relevant attributes of the website is its global 

market reach. Putting company information on the website gives unparalleled 
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exposure as it is instantly available to potential customers worldwide for 24 hours a 

day, 365 days a year (Wymbs, 2000). 

Search Engine Optimization (SEO) 

Search Engine Optimization (SEO) is an internet marketing strategy and a widely used 

process for improving the volume and quality of customer traffic to a company 

website through search engines. Khraim (2015) cited in Ajoola and Ibrahim (2020) 

defined Search engine optimization (SEO) as “the procedure of designing, writing, 

and coding a website in a way that helps to improve the volume, quality and visibility 

of company website by people using search engines via the natural or un-paid search 

results” (p. 1). It is always the primary objective of businesses to strive harder in order 

to attain higher rankings for their websites because as website appears at the 

beginning of any search results list more frequently, the greater the likelihood that 

users will visit the site (Enge, Spencer, Stricchiola & Fishkin, 2012 in Sotnikova, 2016).  

Search Engine Marketing  

The Search Engine Marketing advertising approach is based on competitive bidding 

among commercial advertisers (Nunan & Knox, 2011). This type of digital marketing 

strategy is also referred to as cost-per-click advertising (CPC). Within this, the owner of 

a webpage, also known as the web publisher, allows businesses to advertise 

products/services on the owner’s page; each time a visitor on the publisher’s webpage 

clicks on that advertisement, the business will pay a certain amount to the publisher, 

and hence the nick name pay-per-click/cost-per-click advertising (Farris, Bendle, 

Pfeifer & Reibstein, 2010).   

Micro Enterprises  

There is no universally standard definition for what Micro, Small and Medium 

Enterprises (MSMEs) are. According to Lawal (2017) Number of workers employed 

and financial strength of these enterprises and is a very common means of 

categorizing them. In Germany for example, the traditional definition of MSMEs is 

limited to two hundred and fifty (250) employees. Belgium, on the other hand, 

considers this number to be one hundred (100). However, most recently, the European 

Union (EU) has standardized the categorization of businesses, grouping enterprises 
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with less than ten (10) employees as micro enterprises, while those with less than fifty 

(50), and fewer than two hundred and fifty (250) employees as small and medium 

respectively. In the USA, any business with fewer than one hundred (100) employees, 

is classified as small, while medium-scaled businesses refer to those with fewer than 

five hundred (500) employees.  

In Nigeria, the small and medium enterprises development agency of Nigeria 

(SMEDAN) (2017) defined micro enterprises as those with less than 10 employees, and 

less than 5 million naira in assets excluding land and buildings; while small 

enterprises are those with 10 to 49 employees and assets between 5 to 50 million naira, 

excluding land and buildings; and medium enterprises are those with 50 to 199 

employees and assts of 50 to 500 million naira excluding land and buildings. This 

study therefore adopts the SMEDAN’s classification of MSMEs, which states that 

Micro Enterprises are those with less than 10 employees and less than 5million naira 

in assets excluding land and buildings.  

Empirical Review  

Digital Marketing and Brand Equity  

Dumitriu, Militaru, Deselnicu, Niculescu and Popescu (2019) in their study “a 

Perspective over Modern SMEs: Managing Brand” aimed to highlight a framework 

that will help underline the links between digital marketing tools and techniques 

(DMTTs) and other key elements that can provide an increase in brand equity of SMEs, 

thus contributing to growth and enhancing the sustainability level. The study adopted 

the survey research design. The population of the study was SMEs in Romania. A 

sample size of 83 SMEs were studied. Frequency and percentage tables along with 

correlation analyses were used to analyse the data collected. Findings showed that 

digital marketing tools and techniques are positively related to brand equity of the 

SMEs.  

However, despite considering digital marketing and brand equity in 2019 with an 

acceptable methodology, the study was carried out on SMEs in Romania; so its 

findings cannot to applicable to present day Nigerian micro enterprises due to 

peculiarities of the different geographies and economies. This study will contribute to 
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knowledge by providing more recent findings and recommendations with 

appropriate methodology, specifically on the effect of digital marketing on brand 

equity of micro enterprises in Nigeria.  

Jayasuriya, Azam, Khatib, Atan and Dharmaratne (2018) carried out a study titled 

“The Role of Social Media Marketing on Brand Equity-A Literature Review”. The 

purpose of their study was to summarize the past researches about the impact of social 

media marketing on consumer-based brand equity and finding out gaps in 

knowledge. They opined that although there is a large body of researches in social 

media marketing, little researches have been done on its effect on brand equity.  

However, despite considering digital marketing and brand equity in 2018, the study 

was carried out without a clear scope and a weak qualitative approach; so its findings 

cannot to applicable to present day Nigerian micro enterprises due to peculiarities of 

the different geographies and economies. This study will contribute to knowledge by 

providing more recent findings and recommendations with appropriate 

methodology, specifically on the effect of digital marketing on brand equity of micro 

enterprises in Nigeria.  

Pelamo (2018) assessed brand equity building through social media marketing in 

EasySoda Finland Oy. A qualitative approach was adopted and primary data was 

used for the study, collected from an interview with the chief operating officer, COO, 

of EasySoda Finland Oy. The interview concentrated mainly on the company’s re-

branding process and the channels in social media marketing the company is planning 

to use. Secondary data was gathered from various academic journals, books and 

studies. The case company’s brand equity building actions in social media marketing 

were examined through multiple different models in order to help the company 

clarify their social media marketing plan. The thesis found and concluded that in order 

to reach out to the right target groups with social media marketing and in order to 

build a greater brand equity, the company should concentrate on multiple social 

media platforms. A clear divide between older and younger people’s social media 

usage should be noted, and thus, customize the contents on each social media 

network. Additionally, in order to achieve greater brand equity, the importance of 

activating customers to interact with the company is highlighted.  
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However, despite considering digital marketing and brand equity in 2018, the study 

was carried out on a product in Finland with a qualitative approach; so its findings 

cannot to applicable to present day Nigerian micro enterprises due to peculiarities of 

the different geographies and economies. This study will contribute to knowledge by 

providing more recent findings and recommendations with appropriate 

methodology, specifically on the effect of digital marketing on brand equity of micro 

enterprises in Nigeria.  

Orji and Yabilsu (2018) sought to assess the impact of social media on brand equity 

and profitability in micro, small and medium enterprises in Nigeria with particular 

emphasis on the Federal Capital Abuja. The survey method was adopted for the study 

and questionnaires were administered as method of primary data collection. The data 

was analysed by the simple descriptive percentage method and formulated 

hypotheses tested using Kendall coefficient of concordance method. And the findings 

revealed that there is need for social media in business interaction in Nigeria, there is 

significant impact of social media on brand equity and brand equity have impact on 

profitability in micro, small and medium enterprises in Nigeria and there is also a 

significant impact of social media on consumer purchase decision. 

However, despite considering digital marketing and brand equity with an acceptable 

methodology in Nigeria in 2018, the study covered MSMEs in only FCT Abuja; so its 

findings cannot to applicable to present day Nigerian micro enterprises due to 

peculiarities of the different geographies and economies holistically. This study will 

contribute to knowledge by providing more recent findings and recommendations 

with appropriate methodology, specifically on the effect of digital marketing on brand 

equity of micro enterprises in Nigeria.  

Pamer (2017) assessed “Web Based Brand Equity: Web mining as an alternative 

approach to Customer Based Brand Equity measurement”, where the author designed 

a computer application, intended to work across product categories. The web mining 

approach was performed on the product category of headphones, featuring 62 

headphone models from 18 different brands. Product information was supplied by 

leading Norwegian electronics retail chain Spaceworld Soundgarden, and included 

all headphone models sold in-store or online in 2016. The study revealed that several 
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online measures of CBBE are correlated with sales. One of the key findings of the 

multiple regression analysis was a general shift of explanatory power, when 

comparing expensive models with budget models. In the high-end segment, product-

specific measures, such as professional review scores, best explained differences in 

sales, while several brand-specific measures were negatively correlated. In the low-

end segment, the result was the opposite. 

However, despite considering digital marketing and brand equity with an acceptable 

methodology in 2017, the study was carried out without a clear scope; so its findings 

cannot to applicable to present day Nigerian micro enterprises due to peculiarities of 

the different geographies and economies. This study will contribute to knowledge by 

providing more recent findings and recommendations with appropriate 

methodology, specifically on the effect of digital marketing on brand equity of micro 

enterprises in Nigeria.  

Alao (2017) conducted a study that examined interactive media sales promotion 

typologies and telecommunication operators’ brand equity among State civil servants 

in Lagos and Ogun states. Survey research design was adopted for the study. The 

population comprised 17,161 State civil servants in Lagos and Ogun states. The states 

were selected using simple random sampling technique. Systematic sampling 

technique was adopted to select the ministries. The Saunders, Lewis and Thornhill 

formula was used to arrive at the sample size of 880 respondents. A total of 880 copies 

of the questionnaire were administered to the respondents with a response rate of 

93.4%. Inferential statistics (simple linear and multiple linear regression) were used to 

analyse the data. Findings revealed that monetary sales promotion typology 

significantly influenced telecommunication operators’ brand awareness, perceived 

brand quality, brand association and brand loyalty. Non-monetary sales promotion 

typology significantly influenced telecommunication operators’ brand awareness, 

perceived brand quality, brand association and brand loyalty.  

However, despite considering digital marketing and brand equity with an acceptable 

methodology in Nigeria in 2017, the study covered MSMEs in only Lagos and Ogun 

States; so its findings cannot to applicable to present day Nigerian micro enterprises 

due to peculiarities of the different geographies and economies holistically. This study 
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will contribute to knowledge by providing more recent findings and 

recommendations with appropriate methodology, specifically on the effect of digital 

marketing on brand equity of micro enterprises in Nigeria.  

Ghaleno, Zavareh and Bahrami (2016) assessed the effect of Mobile Marketing on 

Customer oriented Brand Equity in Insurance Industry. The study was a descriptive 

survey that made use of a researcher developed 24-item questionnaire. The 

questionnaire’s reliability (74%) was determined by Cronbach alpha coefficient. The 

population of the study was clients of the insurance industry. Since the population 

was infinite, the research sample included 384 individuals attained using the Cochran 

formula. Collected data were analyzed using Pearson correlation coefficient and 

regression analysis through SPSS software. Results indicated that mobile marketing is 

one of effective factors influencing awareness, association and perceived quality.  

However, despite considering digital marketing and brand equity with an acceptable 

methodology in 2016, the study was carried out in the insurance industry; so its 

findings cannot to applicable to present day Nigerian micro enterprises due to 

peculiarities of the different geographies and economies. This study will contribute to 

knowledge by providing more recent findings and recommendations with 

appropriate methodology, specifically on the effect of digital marketing on brand 

equity of micro enterprises in Nigeria.  

Nyanduko (2016) investigated the effect of social media use on building brand equity 

with reference to three star hotels in Nairobi. To achieve this, the study used a 

descriptive cross-sectional research design with population of 68 three star hotels in 

Nairobi City County. Primary data was collected using semi-structured 

questionnaires. The questionnaires were administered online through social media 

sites and email. Data was analyzed using descriptive statistics and presented in form 

of tables, pie charts and graphs. All participants had sufficient and regular experience 

with social media sites and were asked to discuss their experience in using social 

media to build the brand equity of their respective hotels. The findings demonstrated 

that the use of social media to build brand equity is in fact beneficial to the three star 

hotels in Nairobi County. According to the respondents, it increases brand awareness, 

improves brand image and brand loyalty, pointing to brand salience, fostering 
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judgments and feelings and brand resonance respectively as per the brand resonance 

pyramid.    

However, despite considering digital marketing and brand equity with an acceptable 

methodology in 2016, the study was carried out on hotels in Nairobi; so its findings 

cannot to applicable to present day Nigerian micro enterprises due to peculiarities of 

the different geographies and economies. This study will contribute to knowledge by 

providing more recent findings and recommendations with appropriate 

methodology, specifically on the effect of digital marketing on brand equity of micro 

enterprises in Nigeria.  

Theoretical Framework  

The Resource Based View Theory (RBVT) 

The RBV of a firm has emerged as a vital theoretical viewpoint to understand the 

connection between information technology and company value. The theory 

maintains that resources that are rare, valuable and hardly imitable can lead to 

sustainable competitive advantage (Bharadwaj, 2000). The RBV is a theory which 

emphasises the internal capabilities of the organisation in formulating a certain 

strategy to attain a sustainable competitive advantage in its markets and industries 

(Caldeira & Ward, 2003). In general, the RBV theory addresses the central concern of 

how superior performance can be achieved, relative to other companies in the same 

market and posits that superior performance results from acquiring and exploiting 

unique resources of the firm (Caldeira & Ward, 2003). The theory argues that 

competitive advantage can be generated by the unique bunch of resources and 

capabilities that a business has. The resources can be thought of as inputs that enable 

an organisation to carry out its activities which can either be tangible (physical, 

financial and human resources) or intangible (intellectual resources and reputation). 

On the other hand, capabilities which are sometimes called “core competencies” are a 

cluster of attributes that an organization possesses, which in turn, allows it to attain a 

competitive advantage, such as knowledge and special skills (Chen & Zhu, 2004). In 

relation to e-commerce or internet innovation, the RBV theory is used to demonstrate 

how firms leverage their investments in internet to create unique internet-enabled 

capabilities that determines firm’s overall-commerce effectiveness. The RBV theory is 
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embraced by several researchers in the e-commerce field (Powell & Dent-Micillef, 

1997; Caldera & Ward, 2003; Zhu, Xu, Kraemer, & Derick 2004; Elliott & Boshoff, 2009).  

Resource-based theory was developed to facilitate the understanding of how 

organizations achieve sustainable competitive advantages (Caldeira & Ward, 2001). 

Rooted in the strategic management literature, RBV theory focus on the idea of costly-

to-copy attributes of the firm as sources of business returns and the means to achieve 

superior performance and competitive advantage (Conner, 1991). The theory argues 

that sustained competitive advantage is generated by the unique bundle of resources 

at the core of the firm (Conner & Prahalad, 1996). Based on RBV theory, business 

owners build their businesses from the resources and capabilities that they currently 

posses or acquire (Dollinger, 1999 in Salwani et al., 2009). In general, RBV theory 

addresses the central issue of how superior performance can be attained relative to 

other firms in the same market and posits that superior performance results from 

acquiring and exploiting unique resources of the firm (Saffu, 2004 in Salwani et al., 

2009).  

Prior information system literature shows that RBV theory has been used to analyzed 

information technology (IT) capabilities (Matta, Fuerst & Barney, 1995) and to explain 

how IT business value resides more in the organization’s skills to leverage IT as 

compared to the technology itself (Soh & Markus, 1995). It shows that IT business 

value depends on the extent to which IT is used in the key activities in the firm’s value 

chain (Zhu & Kraemer, 2005).  

In relation to e-commerce innovation, RBV theory is used as a theoretical basis for 

linking e-business usage and business performance. It focuses on how firms leverage 

their investments in e-commerce to create unique Internet enabled capabilities that 

determines a firm’s overall e-commerce effectiveness (Zhu, 2004b). Although some 

people might argue that e-commerce technologies are already available in the 

software and hardware market, for which the investment in e-commerce will not 

create value, there is a counterargument that regardless of how commodity-like the 

technology is, the architecture that removes the barriers of system incompatibility and 

makes it possible to build a corporate platform for launching e-business applications 

is never a commodity (Keen, 1991). The costly-to-copy attributes of e-commerce 
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capabilities are tightly connected to the resource base and embedded in the business 

process of the firms but the degree varies due to the firms themselves are unique with 

respect to their resource endowments (Smith, Bailey & Brynjolfsson, 2001). The value 

creation through information sharing and the availability of online communities will 

lead to performance advantages in e-commerce (Lederer, Mirchandani & Sims, 2001).   

Looking at the use of RBV theory in discussing e-commerce implementation and value 

creation, Zhu and Kraemer, (2005) integrate the TOE framework and the RBV theory 

as their conceptual model to assess the use and value of ebusiness by organizations. 

Zhu and Kraemer posit that e-business leverages the unique characteristics of the 

Internet to improve business performance. They investigated e-business 

functionalities that make use of the unique characteristics of the Internet and 

consequently enable value creation. E-business capabilities are classified as frontend 

functionalities and back-end integration.   

Front-end refers to the medium on which customers interact with the marketspace. In 

the case of e-commerce, frontend functionalities refers to the seller’s portal, electronic 

catalogs, a shopping cart, a search engine and a payment gateway (Turban & King, 

2003). Activities that are related to order aggregation and fulfillment, inventory 

management, purchasing from supplier, payment processing, packaging and delivery 

are known as back-end of the business (Turban & King, 2003). Applying RBV theory 

in looking at the post-adoption variations in usage and value of e-business, Zhu and 

Kraemer (2005) found that both front-end functionalities and back-end integration 

contribute to value creation of e-business, but back-end integration has a much 

stronger impact.    

Despite its wide acceptance by e-commerce researchers, the RBV theory has been 

criticisised by others (Barney, 2001; Salwani et al., 2009; Hooley, Moller & Broderick, 

1998 cited in Elliott & Boshoff 2009). These researchers agreed that the RBV is inwardly 

focused and static, rather than dynamic in nature. Barney (2001) added that a firm can 

be profitable by exploiting its internal resources, but the external factors ought also to 

be considered as they can affect the activities of a firm. Salwani et al., (2009) further 

indicate that a significant gap in literature regarding the application of the RBV of 

business as a means to understanding e-commerce performance exists. 
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Methodology 

This study adopted the survey research design. The population of the study is 

customers of micro enterprises in Nigeria that engage with businesses on social media 

(Facebook, Instagram, Twitter, LinkedIn, Whatsapp and Telegram), websites, email 

and mobile phones. The study used population of active internet subscribers in 

Nigeria is 286,522,926 According to NCC (2020) as the population of the study. A 

sample of 400 respondents was adopted from calculations done using the Yamane 

(1973) formula for sample size attainment from a finite population at 95% confidence 

level and 5% significance/error level. The respondents for the study were then 

selected purposively according to the set criteria for the study in line with the study’s 

objectives. The criteria included the use of digital marketing platforms such as web, 

social media, mobile and email by the customers in buying activities.  

Primary data used for this study was collected through the use of a five-point likert 

scale structured questionnaire as the research instrument. The questionnaire was 

administered using the google forms electronic survey tool. This study employed 

Factor Analysis using Structural Equation Modelling (SEM) in SmartPLS for data 

analysis. The procedure included the used of descriptive statistical tools (mean, 

median (p50), standard deviation, minimum, maximum and total count values) to 

ascertain the general properties of the data collected of the study. The study then 

conducted the test of convergent validity using factor loadings, Composite Reliability 

(CR), Average Variance Extracted (AVE), rho alpha and Cronbach alpha internal 

consistency tests. Variance inflation factor (VIF) test was used for the collinearity 

statistics to check for possibility of multicolinearity problems in the data collected 

while the Structural Equation Model was used to test the research hypotheses. The 

results were discussed using coefficients, p-value, and r-square values. 

 

Findings and Discussion 

Descriptive Statistics 

The study collected data on digital marketing and brand equity of micro enterprises 

in Nigeria. The data was analyzed using structural equation modelling (SEM) in 

SmartPLS statistical software. Firstly, the study loaded the data into the SmartPLS 
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SEM software as Comma Separated Values (CSV) file. Table 1 below shows the 

descriptive statistics in terms of mean, median, minimum, maximum, and standard 

deviation, as well as missing values.  Table 1 shows that there are no missing values, 

all the minimum values were 1 (strongly disagree) and all the maximum values were 

5 (strongly agree). All the means and medians of all the construct items were close and 

their rounded values are the same ranging from 3-5 (undecided, agreed and strongly 

agreed) with standard deviations all less than 1.2. These values do not indicate the 

presence of any outliers, showing that the data is good for further analyses.  

Table 1: Descriptive Statistics 

Items Missing Mean Median Min Max 
Standard 

Deviation 

Email1 0 3.402 3 1 5 1.164 

Email2 0 4.125 5 1 5 1.131 

Email3 0 3.54 4 1 5 1.166 

Email4 0 3.655 4 1 5 1.149 

Web1 0 4.195 4 1 5 0.988 

Web2 0 4.515 5 1 5 0.959 

Web3 0 4.26 5 1 5 0.973 

Web4 0 4.093 4 1 5 1.072 

Socialmedia1 0 4.232 5 1 5 0.987 

Socialmedia2 0 4.29 5 1 5 1.037 

Socialmedia3 0 4.188 5 1 5 1.04 

Socialmedia4 0 4.28 5 1 5 0.955 

Mobile1 0 4.293 5 1 5 1.003 

Mobile2 0 4.315 5 1 5 0.946 

Mobile3 0 4.062 4 1 5 0.964 

Mobile4 0 4.122 4 1 5 0.979 

SEO1 0 4.375 5 1 5 0.863 

SEO2 0 4.103 4 1 5 1.021 

SEO3 0 4.168 4 1 5 0.922 

SEO4 0 3.993 4 1 5 0.958 

PPC1 0 3.803 4 1 5 1.065 

PPC2 0 3.605 4 1 5 1.077 

PPC3 0 3.755 4 1 5 1.046 

PPC4 0 3.745 4 1 5 1.022 

BrandEquity1 0 4.082 4 1 5 1.013 

BrandEquity2 0 3.897 4 1 5 0.947 

BrandEquity3 0 3.638 4 1 5 0.998 

BrandEquity4 0 3.975 4 1 5 0.88 

Source: Researcher’s computation in SmartPLS (2021) 

Structural Model 
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Fig 2 below shows the structural and path model developed by the study where the 

dependent variable (brand equity) of the study through its constructs is affected by 

the independent variables of the study (email, web solutions, social media, mobile, 

search engine, and search engine marketing) through their constructs. The constructs 

are the individual items found on the questionnaire of the study.  

 

Fig 2: Structural Model of the study computed by the researcher 

 

Convergent Validity 

The measurement model was tested for convergent validity. This was assessed 

through factor loadings, Composite Reliability (CR), and Average Variance 

Extracted (AVE), rho alpha and Cronbach alpha internal consistency tests. Table 2 

shows that all item loadings exceeded the recommended value of 0.6 (Chin, 
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Peterson, & Brown, 2008). Composite reliability values, which depict the degree to 

which the construct indicators indicate the latent construct, exceeded the 

recommended value of 0.7 while average variance extracted, which reflects the 

overall amount of variance in the indicators accounted for by the latent construct, 

exceeded the recommended value of 0.5 (Hair et al., 2013). Also, the Cronbach alpha 

internal consistency reliability values are also all above the recommended 0.7 (Chin 

et al, 2008). This is supported by the rho_A internal consistency reliability values that 

are also all above the recommended 0.7 (Ringle, et al, 2015).  

Table 2: Convergent Validity 

Constructs Items Loadings CR AVE rho_A Cronbach 

Email Marketing 

Email1 0.703 0.827 0.545 0.729 0.725 

Email2 0.729     

Email3 0.770     

Email4 0.747     

Mobile Marketing 

Mobile1 0.878 0.929 0.767 0.901 0.899 

Mobile2 0.902     

Mobile3 0.882     

Mobile4 0.839     

Social Media Marketing 

Socialmedia1 0.762 0.893 0.978 0.849 0.899 

Socialmedia2 0.842     

Socialmedia3 0.860     

Socialmedia4 0.825     

Web Solutions Marketing 

Web1 0.734 0.865 0.616 0.799 0.792 

Web2 0.804     

Web3 0.808     

Web4 0.790     

Search Engine 
Optimisation 

SEO1 0.848 0.905 0.705 0.867 0.861 

SEO2 0.839     

SEO3 0.879     

SEO4 0.792     

Search engine marketing 

PPC1 0.856 0.921 0.744 0.886 0.885 

PPC2 0.900     

PPC3 0.881     

PPC4 0.809     

Brand Equity 

BrandEquity1 0.846 0.883 0.655 0.831 0.824 

BrandEquity2 0.829     

BrandEquity3 0.770     

BrandEquity4 0.790     

Source: Researcher’s computation in SmartPLS (2021) 
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Discriminant Validity 

The next step was to assess the discriminant validity, which refers to the extent to 

which the measures are not a reflection of some other variables; this is indicated by 

low correlations between the measure of interest and the measures of other 

constructs. Table 3 shows that the square root of the AVE (diagonal values) of each 

construct is larger than its corresponding correlation coefficients pointing towards 

adequate discriminant validity (Fornell & Larcker, 1981). 

Table 3: Discriminant Validity 

  1 2 3 4 5 6 7 

Brand Equity 0.809       
Email Marketing 0.539 0.738      
Mobile Marketing 0.546 0.502 0.876     
Pay-Per-Click 0.601 0.393 0.487 0.862    
Search Engine 0.629 0.493 0.630 0.618 0.840   
Social Media Marketing 0.581 0.586 0.648 0.466 0.670 0.823  
Web Solutions Marketing 0.550 0.613 0.700 0.448 0.654 0.756 0.785 

Source: Researcher’s computation in SmartPLS (2021) 

Collinearity Statistics  

The study tested for possible Multicollinearity problems with the data using Variance 

Inflator Factor (VIF) Test and Table 4 below shows the collinearity between the items 

are all below the recommended 3.3 (Ringle, et al, 2015), which shows that there is no 

multicollinearity problem with the data of the study. This means that all the items 

used are unique and not replicated.   

Table 4: VIF Test 

Items VIF 

BrandEquity1 1.989 

BrandEquity2 1.800 

BrandEquity3 1.637 

BrandEquity4 1.613 

Email1 1.460 

Email2 1.245 

Email3 1.535 

Email4 1.329 

Mobile1 3.175 

Mobile2 3.512 

Mobile3 2.583 

Mobile4 2.023 

PPC1 2.357 
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PPC2 3.096 

PPC3 2.585 

PPC4 1.879 

SEO1 2.003 

SEO2 2.031 

SEO3 2.447 

SEO4 1.769 

Socialmedia1 1.585 

Socialmedia2 2.029 

Socialmedia3 2.056 

Socialmedia4 1.894 

Web1 1.496 

Web2 1.613 

Web3 1.650 

Web4 1.634 

Source: Researcher’s computation in SmartPLS (2021) 

 

Test of Research Hypotheses 

The results of the hypotheses tested in structural equation modelling are discussed in 

this section using the p-value rule which states the Null hypothesis can be rejected 

and alternative hypothesis adopted if p-value is less than alpha value (i.e. level of 

significance which is 0.05) otherwise, there is no sufficient statistical evidence to reject 

the null hypothesis, so the null hypothesis should be maintained.   

Table 5: Test of Hypotheses 

  Coefficients T Statistics P Values Decision 

Social Media Marketing -> Brand Equity 0.134 1.821 0.069 Not Supported 

Web Solutions Marketing -> Brand Equity -0.001 0.020 0.984 Not Supported 

Email Marketing -> Brand Equity 0.202 4.481 0.000 Supported 

Mobile Marketing -> Brand Equity 0.088 1.570 0.117 Not Supported 

Search Engine -> Brand Equity 0.206 3.115 0.001 Supported 

Pay-Per-Click -> Brand Equity 0.289 6.819 0.000 Supported 

Source: Researcher’s computation in SmartPLS (2021) 

The results above show that social media has a positive and insignificant effect on 

brand equity with a coefficient of 0.134 and p-value of 0.069, so the null hypothesis 

was not rejected. This implies that increased social media marketing increases brand 

equity but insignificantly. This indicates against theory, that the businesses have not 

been properly utilizing the social media platforms in a way that will boost brand 

equity. This finding is inconsistent with Nyanduko (2016) whose findings implied a 
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significantly positive effect of social media on brand equity of three-star hotels in 

Nairobi County.  

Web solutions marketing has a negative but insignificant effect on brand equity with 

a coefficient of -0.001 and p-value of 0.984, so the null hypothesis was not rejected. 

This implies that increased web solutions marketing as it is will decrease brand equity 

but insignificantly. This indicates that the enterprises are not using the web solutions 

correctly or properly. The finding is inconsistent with that of Dumitriu et al (2019) 

findings implied that digital marketing tools and techniques are significantly 

positively related to brand equity of the SMEs 

Email marketing on the other hand, has a positive and significant effect on brand 

equity with a coefficient of 0.202 and p-value of 0.000, so the null hypothesis was 

rejected. This implies that email marketing significantly increases brand equity when 

increased. The finding is consistent with that of Dumitriu et al (2019) findings implied 

that digital marketing tools and techniques are significantly positively related to 

brand equity of the SMEs 

Mobile marketing has a positive and insignificant effect on brand equity with a 

coefficient of 0.088 and p-value of 0.117, so the null hypothesis was not rejected. This 

implies that mobile marketing increase will increase brand equity but insignificantly. 

This indicates that mobile marketing has not been effective for the enterprises. The 

finding is inconsistent with that of Ghaleno, Zavareh and Bahrami (2016) whose 

results indicated that mobile marketing is one of effective factors influencing brand 

equity. 

Search Engine Optimization (SEO) has a positive and significant effect on brand equity 

with a coefficient of 0.206 and p-value of 0.001, so the null hypothesis was rejected. 

This implies that SEO increased will significantly increase brand equity. The finding 

is consistent with that of Dumitriu et al (2019) findings implied that digital marketing 

tools and techniques are significantly positively related to brand equity of the SMEs.  

Pay-per-click (PPC) advertising also has a positive and significant effect on brand 

equity with a coefficient of 0.202 and p-value of 0.000, so the null hypothesis was 

rejected. This implies that PPC advertising will improve brand equity significant 
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when it is increased. The finding is consistent with that of Dumitriu et al (2019) 

findings implied that digital marketing tools and techniques are significantly 

positively related to brand equity of the SMEs.  

Table 6: R square Statistics 

  R Square R Square Adjusted 

Brand Equity_ 0.538 0.531 

Source: Researcher’s computation in SmartPLS (2021) 

The r-square statistics shows the level of determinism of the dependent variable by 

the independent variables of the study. Table 6 show that the study has an r-square 

value of 0.538 which indicates that the variables used for the study account for about 

53.8% of the variability in the dependent variable. Other factors not captured in the 

model may account for the remaining 46.2%. The r-square value of the study is has 

moderate strength but is above the recommended 40% according to Chin et al, (2008).  

Conclusions and Recommendations  

The study concludes that social media, webs solutions and mobile marketing do not 

significantly affect the brand equity of micro enterprises in Nigeria based on the 

findings of the study, despite the fact that social media and mobile were positive and 

web solutions was negative with a very low coefficient. Furthermore, social media 

would have been significant at 7-10% significance level. As for email, search engine 

optimization and pay-per-click on the other hand, the study concludes that they have 

significant effects on brand equity of micro enterprises in Nigeria based on the 

findings of the study. In summary, the study concludes that it is three (email, search 

engine optimization, and pay-per-click) out of the six variables used of the study that 

hold significance to the brand equity building of micro enterprises in Nigeria.  

The study therefore recommends as follows, that: 

i. Social media usage in marketing activities of the micro enterprises should 

be improved. The businesses should devise ways to use the platforms 

beyond their present contacts base. The businesses should find ways of 

building a larger contact base of people who are relevant to the business 

and try to draw them in.  
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ii. The usage of web solutions such as websites and web applications by micro 

enterprises should be enhanced in such a way that the customers or 

prospects would understand their importance and use them properly in 

buying and selling activities such that would translate positively and 

significantly to the brand equity of the businesses.  

iii. Mobile marketing usage should also be improved to a point where the 

positive effect would become significant towards building brand equity for 

the micro enterprises in the country.  

iv. On the other hand, Email marketing usage can be continued since its effect 

was positive and significant. 

v. Search engine optimization usage can also be continued since the effect was 

positive and significant.  

vi. Finally, search engine marketing usage in marketing activities by the 

businesses should be continued since the effect was also positive and 

significant.  
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Appendix A 
QUESTIONNAIRE 

 (Coded into Google forms for electronic administration) 
 
c/o Department of Business Administration 
Faculty of Administration 
School of Postgraduate Studies 
Nasarawa State University, Keffi 

Dear respondent,  

REQUEST TO PARTAKE IN ONLINE SURVEY 

I am conducting a survey into the effects of digital marketing on consumer-based 
brand equity of micro enterprises for my PhD in Business Administration Thesis at 
the Nasarawa State University, Keffi. I need you to assist me by completing this 
questionnaire as accurately as possible. Your responses will be held highly 
confidentially and used strictly for only this academic purpose.  

My population is customers of micro businesses who engage using digital marketing 
tools like social media, email, mobile, web, search engines and search engine 
marketing. The criteria for completing this questionnaire is therefore your use of 
digital marketing platforms in buying activities.  

If you fit the above criteria, please indicate your level of agreement to the following 
statements regarding micro enterprises in Nigeria.  

Thank you. 

Best Regards, 

 

 

 
ONANA, Kingsley Iyimoga 
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Key: Strongly Agree (5/SA), Agree (4/A), Undecided (3/U), Disagree (2/D), Strongly 
Disagree (1/SD) 

S/
N 

Questions S
A 

A U D S
D 

5 4 3 2 1 

 E-MAIL MARKETING      

1 I am attracted to businesses and products through email marketing      

2 Email marketing is significantly cheaper and faster to assess than traditional 
mail 

     

3 Email marketing produces higher response rate from me      

4 Email marketing helps in retaining old customers      

 WEB SOLUTIONS MARKETING      

5 I am exposed directly to the brand and the product through websites      

6 Websites provides 24 hours a day, 7 days a week service to me       

7 There is adequate provision of information through websites      

8 There is high level of ease of interaction and responsiveness through websites       

 SOCIAL MEDIA MARKETING      

9 There is adequate information sharing with customers through social media      

10 Social media marketing facilitates direct communication with customers      

11 There is more frequent interaction between business and customers      

12 There is ease of interaction with customers through social media      

 MOBILE MARKETING      

13 Mobile marketing helps businesses reach a far wider and diverse audience      

14 Mobile marketing facilitates ease of reach-ability to customers      

15 Mobile marketing facilitates increased frequency of transactions      

16 Mobile marketing aids increased interaction between businesses and 
customers    

     

 SEARCH ENGINE OPTIMIZATION      

17 SEO helps me find needed products faster      

18 SEO helps me identify best brands to purchase      

19 SEO provides the required product information to me      

20 SEO search results leads me to increased actual purchases of advertised 
products 

     

 SEARCH ENGINE MARKETING      

21 PPC helps me find needed products faster      

22 PPC helps me identify best brands to purchase      

23 PPC provides the required product information to me      

24 PPC search results lead me to increased actual purchases of advertised 
products 

     

 BRAND EQUITY      

25 I can easily distinguish particular micro businesses products from others      

26 I rate product quality of micro businesses high      

27 I have become extremely loyal to micro businesses      

28 I usually recall distinct characteristics of micro businesses products      

- Thank you for your time and cooperation - 
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Appendix B 
QUESTIONNAIRE 

Sample Size Table by Research Advisors (2006) 
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