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ABSTRACT: The study examined the relationship between Digital Advertising Preference and Marketing Performance of
Automobiles in Rivers State. The study adopted the correlational research design; the population of 30 automobile firms in Port
Harcourt. 150 staff members made up the population of the unit. According to the research's population of thirty (30), the study
used a census technique and looked at all thirty vehicle companies with a particular emphasis on the personnel. Each business
received five (5) copies of the questionnaire, which were dispersed in this manner. For the research, a total of 150 respondents
were employed as participants. The structured questionnaire was used as a tool for gathering data. At a significance level of 0.05,
the Pearson's Product Moment Correlation was utilized to evaluate the hypotheses. According to the research of the study, Rivers
State's preference for digital advertising has a big impact on how well cars are marketed there. The study came to the conclusion
that automakers must continually investigate digital advertising cues like email and social media advertisements because these
types of ads have the power to draw customers in, encourage purchases, and keep them coming back for more. The research
suggests that automakers in Rivers State employ email advertisements to boost sales and profitability in a few specific
supermarkets, and they should use social media platforms to advertise their brands and get more clientele.

INTRODUCTION

Digital channels are used in digital advertising to facilitate efficient communication. An established method of obtaining
information and things is via digital channels. The use of digital advertising methods has significant economic implications. Digital
marketing, which is described as online channels generated by "the range of access platforms and communication tools" (Wymbs,
2011), includes digital advertising. Such internet platforms are used by marketers to foster connections with consumers. Various
sub-categories of digital advertising include email marketing, banner advertisements, and social networking (Wymbs, 2011).

A digital advertising strategy is a planned method for achieving strategic communication objectives via the utilization of online
platforms and digital data. Managers choose interactive platforms or technologies for an organization's or client's particular
campaign or overall communication program using data-driven decision-making and planning processes. A digital strategy uses a
variety of software tools, including websites, social media platforms, mobile apps, and online data sources. The use of digital
advertising strategies for automobiles will improving marketing performance, this is so because of the growing need for online
market place (Mathew, 2019).

According to Homburg (2007), marketing performance is the efficacy and efficiency of an organization's marketing efforts in
relation to objectives connected to the market, such as revenues, growth, and market share. Businesses often choose between
emphasizing effectiveness and efficiency when determining their marketing objectives and budget allocation.

A company may utilize the results of its marketing to learn how customers respond to its product offers. Higher sales are a sign
that customers are happy with the goods or services they received, and vice versa. Because improving financial proficiency and
achieving organizational objectives are the only ways to enhance marketing proficiency, every firm aspires to do so (Ogunnaike et
al.,, 2014). As a result, monitoring a company's marketing effectiveness is essential for its survival and development. An
organization will be able to generate more profit and extend its operations if it is regularly doing well in terms of growing sales
and market share from year to year. However, a firm would struggle to expand and remain competitive in its sector if its market
proficiency is weak across the board (sales and market share) (Niazi, 2011).
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STATEMENT OF THE PROBLEM

The growth of internet and digital advertising has significantly impacted the effectiveness of marketing. As advertising shifts from
print to online, the automotive industry in particular is under growing pressure to compete in this era of new communication
technologies. The rise in internet advertising and the fall in print advertising are indicators of this strain.

The fierce rivalry created by the expansion of social media by several online retailers is one of the biggest problems facing vehicles
in the current economic climate. Automobiles experienced poor marketing performance, low sales and lack of repeat purchase
from customers. This is as a result of the growth in online advertising space adopted by online stores. These online stores operated
with different digital advertising strategy; they bombard people with adverts online. Additionally, they have efficient after-service
response and service delivery systems. This has led to the closure of several conventional vehicle dealerships in the state, and a
more recent observed trend has seen many of these dealerships go out of business.

Extant literature has advocated for automobiles to adopt digital advertising strategies to enable them compete effectively and
improve their marketing performance. Research stipulates that digital advertising strategies were perceived more suited for B2C
operation than B2B. Since 2004, according to Google trends, there has been an increase in interest in digital advertising tactics,
whereas interest in these methods among businesses has just recently begun. To this end, the adoption of digital advertising
strategy is needed by automobiles for effective competition and increase in sales. It is on this premise that this study examined
the reationship beween Digital Advertising Preference and Marketing Performance of Automobiles in Rivers State.

Conceptual Framework

DIGITAL ADVERTISING » MARKETING
PREFERENCE PERFORMANCE
E-mail Adverts Sales Growth
Social media Adverts Frofitability Growth

Figure 1.1: Conceptual framework of Digital Advertising Preference and Marketing Performance of Automobile products in
Rivers State.
Source: Agnihotri et., al., (2016); Karjaluoto et., al., (2015).

Aim and Objectives of the Study
This study's primary objective was to investigate the connection between automobile marketing performance in Rivers State and
consumer preference for digital advertising. The following aims are more specific:
i ascertain iithe iiextent iiof iirelationship iibetween iiemail iiadverts iiand iiprofitability iigrowth iiof iiautomobile
iiproducts iiin iiRivers iiState.
ii. examine iithe iiextent iiof iirelationship iibetween iiemail iiadverts iiand iisales iigrowth iiof iiSupermarket iiin iiRivers
iiState
iii. evaluate iithe iiextent iiof iirelationship iibetween iisocial iimedia iiadverts iiand iiprofitability iigrowth iiof ilautomobile
iiproducts iiin iiRivers iiState.
iv. examine iithe iiextent iiof iirelationship iibetween iisocial iimedia iiadverts iiand iisales iigrowth iiof iiautomobile
iiproducts iiin iiRivers iiState.
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Research iiQuestions

In iiorder iito iiaddress iithe iiobjectives iiof iithe iistudy, iithe iifollowing iiresearch iiquestions iiwere iiformulated:

i to iiwhat iiextent iidoes iiE-mail iiadverts iirelate iiwith iiprofitability iigrowth iiof iiautomobile iiproducts iiin iiRivers
iiState?

ii. to iiwhat iiextent iidoes iiE-mail iiadverts iirelate iiwith iisales iigrowth iiof iilautomobile iiproducts iiin iiRivers iiState?

iii. to iiwhat iiextent iidoes iia iisocial iimedia iiadverts iirelate iiwith iiprofitability iigrowth iiof iilautomobile iiproducts iiin
iiRivers iiState?

iv. to iiwhat iiextent iidoes iia iisocial iimedia iiadverts iirelate iiwith iisales iigrowth iiof iilautomobile iiproducts iiin iiRivers
iiState?

Research iiHypotheses
iiin iiRivers iiState.

Hooz: ii There iiis iino iisignificant iirelationship iibetween iiE-mail iiadverts iiand iisales iigrowth iiof iiautomobile iiproducts iiin
iiRivers iiState.

Hos: ii There iiis iino iisignificant iirelationship iibetween iisocial iimedia iiadverts iiand iiprofitability iigrowth iiof iiautomobile
iiproducts iiin iiRivers iiState.

Hoa: iiThere iiis iino iisignificant iirelationship iibetween iisocial iimedia iiadverts iiand iisales iigrowth iiof iilautomobile iiproducts
iiin iiRivers iiState.

Review of Related Literature

Concept of Digital Advertising Preference

Digital advertising is the use of internet as a platform to promote companies goods and services. Firms enable consumers to switch
from time- and location-based behavior to non-temporal and non-locational behavior, lower transaction costs, and cater their
goods and services to their requirements. "Digital advertising endeavor do not only relate to the use of internet technology, but
also interactive actions in enabling engagement with organization's consumers," say Ellis-Chadwick and Doherty (2012). Digital
platforms, e-mails, websites, and telecommunications technology in the form of electronic communications technology, which
encompasses both online and offline networks, are used to achieve marketing objectives (Baker & Sinkula, 2005).

Digital advertising technologies, according to Bordi et al (2018), are the means and means of communication. To them, the means
of communication are the instruments (such as instant messaging) whereas the modes of communication relate to the spatiality
and the synchronization of communication in real time on the Internet. According to Sarokin (2016), the microelectronic
combination of computer and telecommunication is used to process, store, and transmit audio, visual, textual, and numeric
information through digital communication technologies.

Dimensions of Digital Advertising Preference

E-mail Ads

One of the interesting, cutting-edge tactics enabling interactive marketing is email. E-mail marketing, according to Kinnard (2000),
is the act of sending marketing communications to receivers who principally want them. Email marketing entails sending
prospective and current consumers product information through email. Building trust and loyalty with existing consumers to
promote repeat business as well as attracting new customers includes using email to deliver adverts and solicit purchases. Email
marketing is a direct and interactive marketing tactic that is used to attract and keep clients by studying each one individually
(Tapp, 2000). Many individuals regard email marketing to be their preferred and most affordable form of communication since it
can be tailored to each receiver individually. It enables simple engagement, is traceable, and allows for straightforward
measurement of its impacts. Asking consumers for their consent to be reached by the marketer by email at any time improves the
performance of e-mail marketing (MacPherson, 2001)

Social Media Ads

A social media ad is a planned marketing initiative that uses one or more social media channels to support or advance a company
objective (Mathew, 2016). Many different programs that use technical jargon and other language are part of social media. Social
media-generated content is a new sort of informational resource that is produced, disseminated, and utilized by customers who
want to educate one another about goods, services, brands, and issues (Xiang & Gretzel, 2010). Facebook, MySpace, Digg, Twitter,
LinkedIn, WhatsApp, Tiktok, and Google+ are a few examples. Social media has established trends in a variety of fields, including
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politics, technology, the environment, and the entertainment sector, because to its accessibility, speed, and reach. Users of social
media basically promote themselves via spreading.

Concept of Marketing Performance

A company may utilize the results of its marketing to learn how customers respond to its product offers. Higher sales are a sign
that customers are happy with the goods or services they received, and vice versa. Because improving financial proficiency and
achieving organizational objectives are the only ways to enhance marketing proficiency, every firm aspires to do so (Ogunnaike et
al.,, 2014). As a result, monitoring a company's marketing effectiveness is essential for its survival and development. An
organization will be able to generate more profit and extend its operations if it is regularly doing well in terms of growing sales
and market share from year to year. However, a firm would struggle to expand and remain competitive in its sector if its market
proficiency is weak across the board (sales and market share) (Niazi, 2011).

Sales Growth

Sales growth is the percentage increase in a company's net sales from one fiscal period to the next. According to Iskandar (2021),
sales growth (growth of sales) is defined as a rise in the volume of sales from one year to the next or sometimes. Sales growth is
a sign of market demand and how fiercely competitive a market is for businesses. High sales growth will reflect more revenue,
which will result in a rise in dividend payments. Companies with rising profitability often have more retained earnings.

Profitability Growth

Because a corporation has to be in good shape to last its whole existence, profitability is an issue that warrants significant attention
(Iskandar, 2021). It will be difficult for businesses to get outside money if they don't make a profit. A company's high profitability
indicates that it is managing its assets properly and efficiently in order to generate profits each quarter. The objective of investors
who purchase stock in a business is undoubtedly to make a profit, and the bigger the firm's capacity for profit generation, the
greater the return investors may anticipate, which raises the company's value (Iskandar, 2021).

THEORETICAL REVIEW

The study adopted Diffusion of Innovation Theory

Diffusion of Innovation Theory

Rodgers' (1983) Diffusion of Innovation Theory describes how, why, and how quickly new innovations are adopted. Researchers
may approach a research challenge via a theoretical lens by using the diffusion of innovation theory. At various stages of
technological development, businesses have also utilized the idea to accept innovations (Rogers, 2003). According to the diffusion
of innovation theory, innovation is transmitted across specific systems through specific channels (Rodgers, 1995). Innovative ideas
that are shared among members of a social system via a variety of channels are referred to as being in the diffusion process
(Rogers, 2003). When multiple social network users recognize developing and using new ideas, communication occurs. Since the
1970s, the diffusion of innovation theory has been successfully used to the marketing of products and services to end customers
(Al-Hakim & Lu, 2017). Most firms have focused primarily on innovations and technical breakthroughs; researchers then used the
diffusion hypothesis in marketing-based studies (Dearing, 2009; Dibra, 2015).

Thus, contextually, the diffusion innovation theory brings to bear that marketing performance which is measured by the degree
of profitability growth, and sales growth rate, can be effective in automobiles, when digital advertising strategies of email adverts
and social media campaigns are put into action.

Empirical Review

Novita and Sri (2020) examined the impact of digital marketing on the performance of East Java-based Micro, Small, and Medium
Enterprises (MSMEs) in terms of intellectual capital and perceived quality. Explanatory research employs a survey technique, with
questions distributed quantitatively and data analyzed using PLS. Perceived quality was shown to be a weak point for MSMEs,
indicating the need of digital marketing training that emphasizes on intellectual capital and perceived quality. MSME is a part of
the unorganized economy that aids the community's economic well-being and growth. Although the predictor variable (digital
marketing) is the same, the instrumentation and geographic scope of this and the current studies vary; the former was conducted
in East Java, the latter in South-South Nigeria.

Mehrabi et al. (2014) looked at how social media marketing affects consumer loyalty to a business. The researchers employed a
questionnaire to gather data from 196 social media users for their study. We used ANOVA, Pearson correlation, and regression
analysis on the information we gathered. Research found that consumers' brand loyalty is positively and significantly linked to all
of the social media marketing characteristics (advertising campaign, giving relevant material; updating content; offering popular
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content; and providing suitable program) studied. In terms of scale, this research is comparable to the current one, but the
instrumentation and geographic scope of the latter are distinct.

Maslowsaka (2019) used an experiment (n=109) to investigate the persuasiveness of customized e-mail newsletters in terms of
enhanced attention, cognitive activity, assessment, attitude, intention, and conduct. A customized or generic mail promoting a
sports facility was given to participants at random. The message was evaluated more favorably as a result of personalization, but
the other impact factors were unaffected. Personalization is a useful way to boost message assessment only among those who
have a strong desire for uniqueness, according to the impacts, which were reduced by consumers' worries about privacy, trust,
and the need for uniqueness

METHODOLOGY

The population of 30 «car manufacturers in  Port Harcourt, Rivers State, was collected from
https://www.nigeriabusinessweb.com/view state-rivers-auto-33-1.html. The study used a correlational research approach. 150
staff members made up the population of the unit. According to the research's population of thirty (30), the study used a census
technique and looked at all thirty vehicle companies with a particular emphasis on the personnel. Each business received five (5)
copies of the questionnaire, which were dispersed in this manner. For the research, a total of 150 respondents were employed as
participants. The structured questionnaire was used as a tool for gathering data. At a significance level of 0.05, the Pearson's
Product Moment Correlation was utilized to evaluate the hypotheses.

Data Presentation
Table 4.1 Questionnaire Distribution and Retrieval
Qutnr. Dist. Qutnr. Retrieval Useful Not Useful %

150 120 108 12 80

Source; survey Data, 2023.

The distribution and retrieval of the questionnaire are shown in the table above. The researcher distributed 150 copies of the
questionnaire; 120 copies were eventually recovered; 108 copies were helpful, and 12 copies were not. This represents an 80
percent response rate, which was substantial for the research.

Bivariate iiAnalysis

Here, iithe iidimensions iiand iimeasures iiof iithe iipredictor iiand iicriterion iivariables iiwere iianalyzed iiusing iiinferential
iistatistics.

Test iiof iiHypotheses iione

iiin iiRivers iiState.

Correlations

E-mail iiadverts profitability

iigrowth
Pearson iiCorrelation 1 501"
E-mail iiadverts Sig. ii(2-tailed) 000
N 108 108
Pearson iiCorrelation .501"" 1
profitability iigrowth Sig. ii(2-tailed) 000
N 108 108

**_iiCorrelation iiis iisignificant iiat iithe ii0.01 iilevel ii(2-tailed).
Source: iiSPSS iiOutput, ii2023.

The iioutput iianalyzed iithe iiextent iito iiwhich iibetween iiE-mail iiadverts iiand iiprofitability iigrowth iiof ilautomobile iiproducts
iiin iiRivers iiState. iiPearson iiProduct iiMoment iicorrelation iico-efficient iiindicates iia iistrong iiassociation iibetween iithe iitwo
iivariables ii(r=0.501**).The iitest iiof iisignificance iiindicates iithat iiwith iiP ii< ii0.01 iiwe iican iireject iithe iinull iihypothesis
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iiwhich iistates iithat iithere iiis iino iisignificant iirelationship iibetween iiE-mail iinewsletters iiand iirepeat iipurchase iigrowth iiof
ilautomobiles iiin iiRivers iiState.. iiThus, iiwe iican iisay iithat iihigher iilevels iiof iibetween iiE-mail iiadverts iiand iiprofitability
iigrowth iiof ilautomobile iiproducts iiin iiRivers iiState.

Test iiof iiHypotheses iitwo
Hoa: ii There iiis iino iisignificant iirelationship iibetween iiE-mail iiadverts iiand iisales iigrowth iiof iilautomobile iiproducts iiin
iiRivers iiState.
Correlations

E-mail iiadverts  sales iigrowth

ok

Pearson iiCorrelation 1 .897
E-mail iladverts

Sig. ii(2-tailed) .000

N 108 108

Pearson iiCorrelation .897"" 1
sales iigrowth

Sig. ii(2-tailed) .000

N 108 108

** iiCorrelation iiis iisignificant iiat iithe ii0.01 iilevel ii(2-tailed).
Source: iiSPSS, ii2023.

The iioutput iianalyzed iithe iiextent iito iiwhich iiE-mail iiadverts iirelate iiwith iisales iigrowth iiof iilautomobiles iiin iiRivers iiState.
iiPearson iiProduct iiMoment iicorrelation iico-efficient iiindicates iia iistrong iiassociation iibetween iithe iitwo iivariables
ii(r=0.897**).The iitest iiof iisignificance iiindicates iithat iiwith iiP ii< ii0.01 iiwe iican iireject iithe iinull iihypothesis iiwhich iistates
iithat iithere iiis iino iisignificant iirelationship iibetween iiE-mail iiadverts iiand iisales iigrowth iiof ilautomobiles iiin iiRivers iiState.
iiThus, iiwe iican iisay iithat iihigher iilevels iiof iiE-mail iiadverts iiwere iiassociated iiwith iihigher iilevels iiof iisales iigrowth iiof
ilautomobiles iiin iiRivers iiState.

Test iiof iiHypotheses iithree
Hos: ii There iiis iino iisignificant iirelationship iibetween iisocial iimedia iiadverts iiand iiprofitability iigrowth iiof iiautomobile
iiproducts iiin iiRivers iiState.
Correlations

social iimediaprofitability
iiadverts iigrowth
Pearson iiCorrelation 1 .483™
social iimedia iiadverts Sig. ii(2-tailed) 000
N 108 108
Pearson iiCorrelation .483™ 1
profitability iigrowth Sig. ii(2-tailed) 000
N 108 108

**_iiCorrelation iiis iisignificant iiat iithe ii0.01 iilevel ii(2-tailed).
Source: iiSPSS, ii2023.

The iioutput iianalyzed iithe iiextent iito iiwhich iisocial iimedia iiadverts iiand iiprofitability iigrowth iiof ilautomobile iiproducts
iiin iiRivers iiState. iiPearson iiProduct iiMoment iicorrelation iico-efficient iiindicates iia iistrong iiassociation iibetween iithe iitwo
iivariables ii(r=0.483**).The iitest iiof iisignificance iiindicates iithat iiwith iiP ii< ii0.01 iiwe iican iireject iithe iinull iihypothesis
iiwhich iistates iithat iithere iiis iino iisignificant iirelationship iibetween iisocial iimedia iicampaigns iiand iiprofitability iigrowth
iiof iilautomobiles iiin iiRivers iiState. iiThus, iiwe iican iisay iithat iihigher iilevels iiof iisocial iimedia iiadverts iiwere iiassociated
iiwith iihigher iilevels iiof iiprofitability iigrowth iiof ilautomobiles iiin iiRivers iiState.
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Test iiof iiHypotheses iifour
Hoa: iiThere iiis iino iisignificant iirelationship iibetween iisocial iimedia iiadverts iiand iisales iigrowth iiof iilautomobile iiproducts
iiin iiRivers iiState.

Correlations

social iimediasales iigrowth
iicampaigns
Pearson iiCorrelation 1 .500™
ial iimedia ii .
social iimedia iicampaigns Sig. Ti2tailed) 000
N 108 108
Pearson iiCorrelation .500™ 1
les ii th
sales ligrow Sig. ii(2-tailed) 1000
N 108 108

** iiCorrelation iiis iisignificant iiat iithe ii0.01 iilevel ii(2-tailed).
Source: iiSPSS, ii2023.

The iioutput iianalyzed iithe iiextent iito iiwhich iisocial iimedia iicampaigns iirelate iiwith iisales iigrowth iiof iiautomobiles iiin
iiRivers iiState. iiPearson iiProduct iiMoment iicorrelation iico-efficient iiindicates iia iistrong iiassociation iibetween iithe iitwo
iivariables ii(r=0.500**).The iitest iiof iisignificance iiindicates iithat iiwith iiP ii< ii0.01 iiwe iican iireject iithe iinull iihypothesis
iiwhich iistates iithat iithere iiis iino iisignificant iirelationship iibetween iisocial iimedia iicampaigns iiand iisales iigrowth iiof
ilautomobiles iiin iiRivers iiState. iiThus, iiwe iican iisay iithat iihigher iilevels iiof iisocial iimedia iicampaigns iiwere iiassociated
iiwith iihigher iilevels iiof iisales iigrowth iiof iilautomobiles iiin iiRivers iiState.

Summary iiof iiFindings
Based iion iithe iianalysis, iithe iifollowing iifindings iiwere iidiscovered:
i There iiis iisignificant iirelationship iibetween iiE-mail iiadverts iiand iiprofitability iigrowth iiof iilautomobile iiproducts iiin
iiRivers iiState.
ii. There iiis iisignificant iirelationship iibetween iiE-mail iiadverts iiand iisales iigrowth iiof iiautomobile iiproducts iiin iiRivers
iiState.
iii. There iiis iisignificant iirelationship iibetween iisocial iimedia iiadverts iiand iiprofitability iigrowth iiof iiautomobile
iiproducts iiin iiRivers iiState.
iv. There iiis iisignificant iirelationship iibetween iisocial iimedia iiadverts iiand iisales iigrowth iiof ilautomobile iiproducts iiin
iiRivers iiState.

DISCUSSION OF FINDINGS

The study finding established that E-mail adverts significantly relate with repeat purchase growth and sales growth of automobile
products in Rivers State. This position is in consonant with the study of Smith (2016) who submitted that E-mail newsletters are
a way to keep the audience in the loop. With the help of newsletters, you can always keep them excited and wanting for
more. At times, it also contains a push-button for them to do a specific action, like clicking on a button to enter a giveaway
and other similar acts. They can also be used to promote new products or services of the organization.

The results of this research demonstrated a substantial relationship between social media campaigns and the rise of repeat
purchases and sales of vehicle items in Rivers State. This result is consistent with that of a research by Hafele (2011), who found
that social media marketing has given mass communication and mass marketing a new term of exponential diffusion and trust by
encouraging users to share messages to personal connections. New marketing and outreach strategies are being created, which
gives firms access to more resources. With the development of analytical software by official social network site platforms, social
media marketers are now gaining better and more useful knowledge.

CONCLUSION

According to the study's data, there is a strong correlation between the preference for digital advertising and the sales of cars in
Rivers State. According to the research study, consumers' choice for digital advertising had a favorable and substantial impact on
how well vehicle items were marketed in Rivers State. Because digital advertising has the power to draw people in, encourage
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purchases, and keep them coming back for more, automakers must constantly investigate digital advertising signals like email and
social media advertisements.

RECOMMENDATIONS

Based on the study's results and conclusion, the following suggestions were made:

1. Toincrease profitability and sales in a few Rivers State supermarkets, automobiles should start using email advertisements.

2. The utilization of social media platforms by auto manufacturers in Rivers state would help them advertise their businesses
and draw in more customers.

REFERENCES

1) Agnihotri, R., Dingus, R., Hu, M. Y., & Krush, M. T. (2016). Social media: Influencing customer satisfaction in B2B sales.
Industrial Marketing Management, 53, 172-180.

2) Aizstrauta, S., Ginters, H., & Eroles, S. (2014). How teacher learn technology best. From Now on. The Educational
Technology Journal, 10(6), 23-45.

3) Ali, P. I. & Emenike, K. 0. (2016). Impact of automated teller machines on banking services delivery in Nigeria: A
stakeholder analysis. Campus Inhuman, 9(1), 64-72.

4) Amaka, A. (2016). How does digital tracking work across sites down to the action? https://www.annalect.com/how-does-
digital-tracking-work-across-sites-down-to-the-action/

5) Babu, P. (2016). 7 Tips on relieving beacon privacy concerns of your Customers. https://blog.beaconstac.com/2016/08/7-
tips-on-relieving-beacon-privacy-concerns-of-yourcustomers/

6) Baron, S. & Warnaby, G. (2011). Individual customers' use and integration of resources: Empirical findings and
organizational implications in the context of value co-creation. Journal of Industrial Marketing Management, 40(2), 211-
218.

7) Berman, B. (2016). Planning and implementing effective mobile marketing programs. Business Horizons, 59(4), 431-439.

8) Bhargava, H. K. (2012). Retailer-driven product bundling in a distribution. Channel Marketing Science, 31(6), 1014-1021.

9) Boidman, M. (2015). Proximity-based communications: Adding beacons yields more intelligent digital signage in retail
and out-of-home. http://www.svconline.com/news/digital-signage/proximity-based communications/402263

10) Buehrer, R. E., Senecal, S., & Pullins, E. B. (2005). Sales force technology usage—reasons, barriers, and support: An
exploratory investigation. Industrial Marketing Management, 34(4), 389-398.

11) Burt, R. S. (1997). The contingent value of social capital. Administrative science quarterly, 42(2), 339-365.

12) Caiazza, F. & Volpe, J. (2017). The factors that may influence a faculty member's decision to adopt electronic technologies
in instruction. [Doctoral Dissertation]. Virginia Polytechnic Institute and State University.

13) Chai, S. & Kim, M. (2010). What makes bloggers share knowledge? An investigation on the role of trust. International
Journal of Information Management, 30(5), 408-415.

14) Chester, T. (1938). Social media brand building strategies in B2B companies. Marketing intelligence & planning 34(6), 754-
776.

15) Chiu, C. M., Hsu, M. H., & Wang, E. T. (2006). Understanding knowledge sharing in virtual communities: An integration of
social capital and social cognitive theories. Decision support systems, 42(3), 1872-1888.

16) Dauvis, C., & Davis, G., (2003). The effect of digital sighage on shoppers' behavior: The role of the evoked experience.
Journal of Business research, 67(11), 2250-2257.

17) Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information technology. Journal
of Social and Management Sciences, 2(3), 329-340.

18) Dauda, Y. A. & Akingbade, W.A. (2011). Technology innovation and Nigeria banks performance: The assessment of
employee’s and customer’s responses. American Journal of Social and Management Sciences, 2(3), 329-340.

19) Dearing, A. R., (2009). Media, tasks, and communication processes: A theory of media synchronicity. MIS Quarterly, 32(3),
575-600.

20) Dibra, N. K., (2015). Location based and contextual services using bluetooth beacons: new way to enhance customer
experience. Journal of Social and Management Sciences 3(1), 31-34.

21) Durkin, M., Mulholland, G., & McCartan, A. (2015). A socio-technical perspective on social media adoption: a case from
retail banking. International Journal of Bank Marketing, 33(7), 944-962.

22) Emerson, R. M. (1976). Social exchange theory. Annual review of sociology, 2(1), 335-362.

JEFMS, Volume 06 Issue 07 July 2023 www.ljefm.co.in Page 3557



http://www.ijefm.co.in/
https://www.annalect.com/how-does-digital-tracking-work-across-sites-down-to-the-action/
https://www.annalect.com/how-does-digital-tracking-work-across-sites-down-to-the-action/
https://blog.beaconstac.com/2016/08/7-tips-on-relieving-beacon-privacy-concerns-of-yourcustomers/
https://blog.beaconstac.com/2016/08/7-tips-on-relieving-beacon-privacy-concerns-of-yourcustomers/
http://www.svconline.com/news/digital-signage/proximity-based%20communications/402263

Digital Advertising Preference and Marketing Performance of Automobile Products in Rivers State, Nigeria

23) European Commission, Joint Research Centre. (2016). R&D ranking of the world top 2500 companies.
http://iri.jrc.ec.europa.eu/scoreboard14.html

24) Galesic, M. & Bosnjak, M. (2009). Effects of questionnaire length on participation and indicators of response quality in a
web survey. Public Opinion Quarterly, 73(2), 349-360.

25) Gayadeen, G. & Phillips, G. (2014). Technology and teaching: The adoption and diffusion of technological innovations by
a community college faculty. [Doctoral Dissertation]. Montana State University.

26) Gruber, D. A., Smerek, R. E., Thomas-Hunt, M. C., & James, E. H. (2015). The real-time power of Twitter: Crisis
management and leadership in an age of social media. Business Horizons, 58(2), 163-172.

27) Harvard Business School. (2010). Taking marketing digital.
http://www.exed.hbs.edu/programs/tmd/Pages/default.aspx?campaign=ee-tmd

28) Hau, Y.S., &Kim.,, Y. G. (2011). Why would online gamers share their innovation-conducive knowledge in the online game

user community? Integrating individual motivations and social capital perspectives. Computers in Human Behavior, 27(2),

956-970.

Hercher, J. (2015). Shopper behavior begins in-store but brick-and-mortars need tech to harness it.

http://adexchanger.com/data-exchanges/shopper-behavior-begins-in-storebut-brick-and-mortars-need-tech-to-

harness-it/

29

~—

30) Hossain, L., & de Silva, A. (2009). Exploring user acceptance of technology using social networks. The Journal of High
Technology Management Research, 20(1), 1-18.

31) Hoyer, W. D., Chandy, R., Dorotic, M., Krafft, M., & Singh, S. S. (2010). Consumer concretion in new product development.
Journal of service research, 13(3), 283-296.

32) Hsu, C. L., & Lin, J. C. C. (2008). Acceptance of blog usage: The roles of technology acceptance, social influence and

knowledge sharing motivation. Journal of Information & management, 45(1), 65-74.

Isaac. N. (2016). When, why and how to gate content along the customer journey. https://www.act-on.com/blog/when-

why-and-how-to-gate-content-along-the-customer-journey/

34) Iskandar, D. (2021). The effect of profitability and sales growth on company value moderated by leverage. International
Journal of Management Studies and Social Science Research. 3(5), 32-41.

33

-

35) Jaakkola, E., & Alexander, M. (2014). The role of customer engagement behavior in value co-creation: a service system
perspective. Journal of Service Research, 17(3), 247-261.

36) Jarvinen, J., & Taiminen, H. (2016). Harnessing marketing automation for B2B content marketing. Journal of Industrial
Marketing Management, 54, 164-175.

37) Juma, S.N. (2013). Influence of electronic banking services on customer service delivery in banking industry: A case of
Bungoma County. [MBA Thesis]. University of Nairobi, Kenya.

38) Kaplan, A. M. (2012). If you love something, let it go mobile: Mobile marketing and mobile social media 4x4. Business
horizons, 55(2), 129-139.

39) Karjaluoto, H., Mustonen, N., & Ulkuniemi, P. (2015). The role of digital channels in industrial marketing communications.
Journal of Business & Industrial Marketing, 30(6), 703-710.

40) Kim, S. K., McFarland, R. G., Kwon, S., Son, S., & Griffith, D. A. (2011). Understanding governance decisions in a partially
integrated channel: A contingent alignment framework. Journal of Marketing Research, 48(3), 603-616.

41) Kotler, P., & Zaltman, G. (1971). Social marketing: an approach to planned social change. The Journal of Marketing, 3-12.

42) Kwarteng, F. (2015). Effect of electronic banking on customer service delivery in Kumasi Metropolis. Journal of E-
Marketing, 34 (2)78-89.

43) Kwon, 0., & Wen, Y. (2010). An empirical study of the factors affecting social network service use. Computers in human
behavior, 26(2), 254-263.

44) Munich Doyle, E., & Lee, Y. (2016). Context, context, and context: Priming theory and attitudes towards corporations in
social media. Public Relations Review, 42(5), 913-919.

45) Mathew, . (2012). How beacons and big data are changing the way we shop. https://www.annalect.com/how-beacons-
and-big-data-are-changing-the-way-we-shop/

46) Michaelidou, N., Siamagka, N.T., & Christodoulides, G. (2011) Usage, barriers and measurement of social media
marketing: an exploratory investigation of small and medium B2B Brands. Journal of Industrial Marketing Management,
40, 1153-1159.

47) Mulhern, F. (2009). Integrated marketing communications: from media channels to digital connectivity. Journal of
Marketing Communications 15(2/3), 85-101.

JEFMS, Volume 06 Issue 07 July 2023 www.ljefm.co.in Page 3558



http://www.ijefm.co.in/
http://iri.jrc.ec.europa.eu/scoreboard14.html
http://www.exed.hbs.edu/programs/tmd/Pages/default.aspx?campaign=ee-tmd
http://adexchanger.com/data-exchanges/shopper-behavior-begins-in-storebut-brick-and-mortars-need-tech-to-harness-it/
http://adexchanger.com/data-exchanges/shopper-behavior-begins-in-storebut-brick-and-mortars-need-tech-to-harness-it/
https://www.act-on.com/blog/when-why-and-how-to-gate-content-along-the-customer-journey/
https://www.act-on.com/blog/when-why-and-how-to-gate-content-along-the-customer-journey/
https://www.annalect.com/how-beacons-and-big-data-are-changing-the-way-we-shop/
https://www.annalect.com/how-beacons-and-big-data-are-changing-the-way-we-shop/

Digital Advertising Preference and Marketing Performance of Automobile Products in Rivers State, Nigeria

48) Pehlivan, F. D. (2011). User acceptance of computer technology: a comparison of two theoretical models. Journal of
Management science, 35(8), 982-1003.

49) Rogers, E.M. (1995). Diffusion of innovations (4th ed.). Free Press.

50) Rogers, E.M. (2003). Diffusion of innovations (5th ed.). Free Press.

51) Simons, M. & Senaji, F. (2016). The impact of customer service on customer patronage in banking: The mediating effect
of ICT adoption. [MBA Thesis]. Kwame Nkrumah University of Science and Technology, Ghana.

52) Sunith, C.K. (2019). Customer satisfaction in e-banking services. International Journal of Business and Management
Invention, 8 (1), 19-24.

53) VanBoskirk, R. (2011). Using clickstream data to enhance business-to-business web site performance. Journal of Business
& Industrial Marketing, 25(3), 177-187.

54) Wymbs, C. (2011). Digital marketing: The time for a new “academic major” has arrived. Journal of Marketing Education,
33(1), 93-106.

55) Ellis-Chadwick, F., & Doherty, N. F. (2012). Web advertising: The role of e-mail marketing. Journal of Business Research,
65 (6), 843-848.

56) Baker, W. E., & Sinkula, J. M. (2005). Market orientation and the new product paradox. Journal of Product Innovation
Management, 22 (6), 483-502.

57) Bordi, L., Okkonen, J., Makiniemi, J. & Heikkila-Tammi, K. (2018). Communication in the digital work environment:
Implications for wellbeing at work. Nordic Journal of Working Life Studies, 8 (3), 29-47.

58) Goodman, P. (2019). 16 advantages of digital technology. Turbofuture. https://turbofuture.com/computers/Advantages-
of-Digital-Technology.

59) Mehrabi, A., Islami, H. &Aghajani, M. (2014).The effect of social media marketing on customers’ brand loyalty.
International Journal of Academic Research in Business and Social Sciences, 4 (8),480-495.

60) Novita (2020). The effect of digital marketing on organizational performance through intellectual capital and perceived
quality in micro, small and medium enterprises. Journal Organizational Management 16(1)2020, 59-70

@ @ @ There is an Open Access article, distributed under the term of the Creative Commons
Attribution — Non Commercial 4.0 International (CC BY-NC 4.0

(https://creativecommons.or/licenses/by-nc/4.0/), which permits remixing, adapting and

building upon the work for non-commercial use, provided the original work is properly cited.

JEFMS, Volume 06 Issue 07 July 2023 www.ljefm.co.in Page 3559



http://www.ijefm.co.in/
https://turbofuture.com/computers/Advantages-of-Digital-Technology
https://turbofuture.com/computers/Advantages-of-Digital-Technology

