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ABSTRACT

This study assesses the impact of digital marketing on the contemporary Nigerian
economy by exploring its influence on consumer behaviour, business performance,
globalisation, employment creation, technological innovation, and economic
development. The paper adopts a conceptual and analytical approach utilising
contemporary literature, recent industry reports, and empirical findings from 2020 to
2025 to assess the role of digital marketing in modern economic systems. The study
reveals that digital marketing has significantly improved market efficiency, enhanced
customer engagement, facilitated the emergence of new business models, and
contributed to increased productivity and competitiveness across industries. The
study further demonstrates that digital marketing has accelerated the growth of e-
commerce, digital entrepreneurship, and platform economies while also creating
employment opportunities in areas such as data analytics, social media management,
content creation, and digital advertising. Despite its numerous benefits, digital
marketing also presents significant challenges, including concerns about data
privacy, cybersecurity, misinformation, digital inequality, ad fatigue, technological
disruptions, and regulatory compliance. The study concludes that digital marketing
has become a driving force in the contemporary Nigerian economy and recommends
that businesses, governments, and educational institutions invest in digital
infrastructure, digital literacy, ethical marketing practices, and continuous
technological innovation to sustain long-term economic growth.

Keywords: Digital marketing, contemporary Nigerian economy, consumer behaviour,
technological innovation, social media marketing, business performance
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1. INTRODUCTION

The rapid advancement of digital technologies, internet connectivity, and mobile
communication has transformed the global economy and revolutionised the manner
in which businesses interact with consumers. Digital marketing, which encompasses
the use of digital channels such as social media, search engines, websites, email,
mobile applications, and data analytics for promotional activities, has become a
central component of contemporary business strategy. The contemporary Nigerian
economy has experienced a profound transformation due to rapid technological
advancement and the widespread adoption of digital technologies (OECD, 2023;
UNCTAD, 2024). One of the most influential developments in this transformation is
digital marketing, which has revolutionised the methods through which businesses
communicate with customers, create value, and compete in local and global markets.
Digital marketing refers to the utilisation of internet-based platforms, mobile
technologies, social media networks, search engines, and electronic communication
systems to promote products and services and engage consumers in real-time
(Chaffey, 2021; Ryan, 2016).

The emergence of the internet and digital communication technologies has
shifted the global economy from traditional industrial systems to knowledge-driven
and technology-based economies (World Bank, 2023; OECD, 2023). Businesses no
longer rely solely on traditional marketing methods such as television advertisements,
radio promotions, newspapers, and billboards. Instead, firms increasingly depend on
digital platforms to create brand awareness, generate leads, and maintain customer
relationships. According to recent industry reports, global digital advertising spending
surpassed US $700 billion in 2024, reflecting the increasing importance of digital
platforms in modern business operations. The COVID-19 pandemic further
accelerated the adoption of digital marketing across industries (Dwivedi et al., 2021).
During the pandemic, the business world shifted toward online operations due to
restrictions on physical movement and changing consumer behaviour. E-commerce
transactions increased dramatically, and organisations adopted social media
marketing, virtual communication, and digital customer engagement strategies to
remain operational. This transition highlighted the strategic importance of digital
marketing as a tool for business survival and economic resilience.

Digital marketing has significantly altered consumer behaviour by providing
consumers with instant access to information, product reviews, price comparisons,
and online shopping opportunities (Yadav & Pavlou, 2020; Pappas, 2018). Consumers
now interact with businesses through websites, mobile applications, and social media
platforms, creating a more interactive and customer-centred marketplace. Companies
utilise customer data and analytics to understand preferences, predict purchasing
patterns, and personalise communication. Furthermore, digital marketing has
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contributed to globalisation by enabling businesses of all sizes to access international
markets. Small and medium-sized enterprises (SMEs) can now compete globally
through digital platforms such as Amazon, Shopify, Alibaba, Facebook Marketplace,
and Instagram Shops. The rise of digital entrepreneurship has also created new
economic opportunities and transformed employment structures. However, despite its
benefits, digital marketing challenges, such as data privacy concerns, cybercrime,
misinformation, digital exclusion, market saturation, and ethical issues related to
consumer manipulation. Governments and regulatory bodies continue to develop
policies aimed at protecting consumer rights and ensuring responsible digital
marketing practices.

This paper assesses the impact of digital marketing on the contemporary
Nigerian economy by exploring its evolution, major tools and techniques, economic
contributions, challenges, opportunities, and future prospects. The study also provides
recommendations for businesses and policymakers seeking to maximise the benefits
of digital marketing while minimising its associated risks.

2. Conceptual Framework

2.1 Concept of Digital Marketing
Digital marketing refers to the use of digital technologies and internet-based
communication channels to promote products, services, and brands (Chaffey, 2021,
Kotler & Keller, 2016). It involves the strategic application of online platforms, such
as websites, search engines, social media, mobile applications, email systems, and
online advertisements, to engage consumers and achieve organisational goals. Unlike
traditional marketing, digital marketing allows businesses to communicate directly
with consumers in real-time. It also provides measurable results through analytics and
data tracking systems. Businesses can monitor customer engagement, website traffic,
conversion rates, and campaign performance. Digital marketing includes several
interconnected activities, including:

« Search Engine Optimization (SEO)

o Content Marketing

« Social Media Marketing

o Email Marketing

e Influencer Marketing

o Affiliate Marketing

« Mobile Marketing

e Video Marketing

« Search Engine Marketing (SEM)

o Pay-Per-Click Advertising (PPC)

o Data Analytics and Atrtificial Intelligence Marketing
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The effectiveness of digital marketing lies in its ability to combine technology,
communication, and consumer psychology to create targeted and personalized
experiences (Kannan & Li, 2017).

2.2 Concept of the Contemporary Nigerian Economy
The contemporary Nigerian economy refers to the current economic environment
characterised by globalisation, technological innovation, digital transformation,
knowledge-based production, and interconnected markets. The contemporary
Nigerian economy is heavily influenced by information technology, artificial
intelligence, automation, and digital communication systems. Key features of the
contemporary Nigerian economy include:

e Global interconnectedness

o Digitalization of business operations

e E-commerce and online transactions

o Knowledge-driven industries

o Data-based decision-making

e Technological innovation

« Platform economies

« Remote work and virtual collaboration
Digital marketing plays a critical role in the contemporary Nigerian economy because
it facilitates communication, promotes innovation, enhances competition, and
supports economic growth.

3. Evolution of Digital Marketing

The evolution of digital marketing can be traced to the development of the internet in
the late twentieth century (Lamberton & Stephen, 2016). In the early stages,
businesses primarily used websites and email communication for promotional
activities. However, the emergence of search engines, social media platforms,
smartphones, and advanced analytics transformed digital marketing into a
sophisticated and highly strategic business function.

3.1 Early Internet Marketing Era

During the 1990s, businesses began using websites to provide product information
and communicate with customers. Banner advertisements and email campaigns
became popular marketing tools. Search engines such as Yahoo and Google enabled
businesses to improve online visibility.

3.2 Rise of Social Media Marketing
The introduction of social media platforms such as Facebook, Twitter, LinkedIn,
YouTube, Instagram, TikTok, and Snapchat transformed digital communication
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(Tuten & Solomon, 2023). Businesses could now engage consumers directly, build
online communities, and create interactive brand experiences. Social media marketing
enabled businesses to:

e Increase brand awareness

e Improve customer engagement

e Promote products cost-effectively

e Gather customer feedback

e Build online communities

e Enhance customer loyalty
Influencer marketing also emerged as an important aspect of social media marketing,
allowing businesses to leverage social media personalities to influence consumer
behaviour.

3.3 Mobile Marketing Revolution
The widespread adoption of smartphones significantly transformed digital marketing.
Consumers increasingly relied on mobile devices for communication, shopping,
entertainment, and financial transactions. Businesses responded by developing
mobile-friendly websites, applications, and location-based marketing strategies.
Mobile marketing techniques include:

e SMS marketing

e Mobile applications

« Push notifications

e OR codes

« Mobile advertisements

o Location-based promotions

3.4 Artificial Intelligence and Data-Driven Marketing
Recent advancements in artificial intelligence (Al), machine learning, and big data
analytics have transformed digital marketing into a highly personalized and predictive
system (Sharma & Verma, 2023; Dwivedi et al., 2021). Businesses now use Al-
powered tools to analyze customer behaviour, automate communication, and predict
purchasing decisions. The examples include:

e Chatbots for customer service

e Recommendation systems

e Predictive analytics

e Automated email campaigns

e Personalized product suggestions

e Voice search optimization
These innovations have improved customer experiences while increasing business
efficiency and profitability.
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4. Major Digital Marketing Tools and Techniques

4.1 Search Engine Optimization (SEO)
Search Engine Optimization involves improving a website’s visibility on search
engines such as Google and Bing (Smith & Zook, 2016). SEO helps businesses attract
organic traffic and improve online presence. Key SEO strategies include:

o Keyword optimization

o Website structure improvement

e Technical SEO

o Backlink development

e Local SEO

« Content optimization

« Mobile responsiveness
Effective SEO increases website credibility and enhances customer trust.

4.2 Content Marketing
Content marketing involves creating valuable and informative content to attract and
retain customers (Holliman & Rowley, 2014). Businesses use blog articles, videos,
podcasts, infographics, and ebooks to educate consumers and establish authority.
Benefits of content marketing include:

« Improved customer engagement

o Brand credibility

« Higher website traffic

o Lead generation

o Customer retention
Content marketing has become essential because modern consumers seek information
before making purchasing decisions.

4.3 Social Media Marketing
Social media marketing enables businesses to interact directly with consumers
through platforms such as Facebook, Instagram, LinkedIn, X (formerly Twitter),
TikTok, and YouTube (Nuseir, 2020; Tuten & Solomon, 2023). Social media
marketing activities include:

o Paid advertisements

« Influencer collaborations

e Community engagement

e Video marketing

e Live streaming

o Brand storytelling
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Social media platforms provide businesses with advanced targeting capabilities based
on demographics, interests, behaviour, and geographic location.

4.4 Email Marketing

Email marketing remains one of the most cost-effective digital marketing strategies
(Chaffey, 2021). Businesses use personalized emails to communicate promotions,
newsletters, product updates, and customer support information.

Automation tools enable businesses to segment audiences and improve campaign
effectiveness.

4.5 Pay-Per-Click Advertising (PPC)
PPC advertising allows businesses to display advertisements on search engines and
social media platforms while paying only when users click on the advertisement.
Advantages include:

e Immediate visibility

e Precise audience targeting

e Measurable performance

e Increased website traffic

« High conversion potential

4.6 Influencer Marketing

Influencer marketing involves collaboration between businesses and social media
personalities with large audiences. Influencers help businesses build credibility and
reach specific demographic groups. Influencer marketing has become especially
effective among younger consumers who trust peer recommendations more than
traditional advertising.

4.7 Video Marketing
Video content has become one of the most effective forms of digital communication.
Platforms such as YouTube, TikTok, and Instagram Reels have increased the
popularity of video marketing. Businesses use video marketing for:
e Product demonstrations
Tutorials
Brand storytelling
Customer testimonials
Live events
Video content improves customer engagement and retention.
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5. Impact of Digital Marketing on Consumer Behaviour

Digital marketing has fundamentally transformed consumer behaviour by increasing
access to information, improving communication, and influencing purchasing
decisions (Yadav & Pavlou, 2020).

5.1 Increased Consumer Awareness

Consumers now have instant access to product information, reviews, ratings, and
comparisons through digital platforms. This has empowered consumers to make
informed purchasing decisions.

5.2 Personalized Consumer Experience
Businesses use customer data to provide personalized experiences through targeted
advertisements, product recommendations, and customized content. Personalization
increases:

e Customer satisfaction

« Brand loyalty

o Repeat purchases

o Consumer trust

5.3 Social Influence and Online Communities

Social media platforms enable consumers to share experiences, reviews, and opinions.
Online  communities significantly influence purchasing decisions. Consumer-
generated content often impacts brand reputation more than traditional advertising.

5.4 Rise of Online Shopping
Digital marketing has accelerated e-commerce growth by making online shopping
more accessible and convenient. Consumers benefit from:
e 24-hour shopping access
e Product variety
e Price comparisons
e Home delivery services
e Secure payment systems
The convenience of e-commerce has reshaped retail industries globally.

6. Economic Impact of Digital Marketing
6.1 Increased Market Efficiency

Digital marketing improves market efficiency by enabling businesses to target
specific audiences accurately. Businesses can optimize marketing expenditure
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through data analytics and performance tracking. Marketing automation systems
reduce operational costs and improve productivity.

6.2 Growth of E-Commerce

Digital marketing has accelerated the expansion of e-commerce globally (World
Bank, 2023). Businesses can now sell products and services online without
geographical limitations. Major e-commerce platforms include:

e Amazon
e Alibaba
e Shopify
e Jumia

o eBay

The growth of e-commerce has contributed significantly to economic development.

6.3 Job Creation
Digital marketing has created employment opportunities in various fields, including:
e Social media management
e Graphic design
o Content creation
e SEO specialization
o Digital advertising
o Data analytics
e Web development
o E-commerce management
The digital economy continues to generate demand for skilled professionals.

6.4 Promotion of Entrepreneurship
Digital marketing has lowered business entry barriers, allowing entrepreneurs and
small businesses to compete globally. Entrepreneurs can:
e Market products online
e Build brands through social media
« Reach international customers
e Operate with lower overhead costs
This has encouraged innovation and business development.

6.5 Globalization of Business Activities

Digital marketing facilitates international trade and cross-border business expansion.
Businesses can promote products globally through digital platforms. Small businesses
in developing countries can now access international markets more easily.
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6.6 Increased Productivity and Innovation
Digital marketing technologies improve communication, decision-making, and
operational efficiency. Businesses use analytics to:
e Understand market trends
e Improve products
o Forecast demand
e Enhance customer experiences
Innovation driven by digital marketing contributes to economic competitiveness.

7. Digital Marketing and Small and Medium Enterprises (SMES)

Small and Medium Enterprises play a vital role in economic development,
employment generation, and poverty reduction. Digital marketing has significantly
benefited SMEs by providing affordable and accessible marketing opportunities.

7.1 Cost-Effective Marketing
Unlike traditional advertising methods, digital marketing allows SMEs to promote
products at relatively low costs. Affordable tools include:

« Social media advertising

o Email marketing

e Website development

e Search engine optimization

7.2 Improved Market Access
Digital platforms enable SMEs to reach broader audiences and access global markets.
Businesses can market products internationally through:

« Social media platforms

e E-commerce websites

« Digital marketplaces

7.3 Customer Relationship Management

Digital communication tools help SMEs maintain relationships with customers
through personalized communication and customer support. Strong customer
relationships improve business sustainability.

8. Digital Marketing in Nigeria and Emerging Economies

Digital marketing has become increasingly important in Nigeria and other emerging
economies due to increased internet penetration and smartphone adoption (UNCTAD,
2024).
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8.1 Growth of Internet Usage
Nigeria has experienced rapid growth in internet users due to mobile technology
expansion and affordable data services. This growth has created opportunities for:

e Online businesses

o Digital advertising

« Fintech services

e E-commerce

« Digital education

8.2 Rise of Fintech and Digital Payments

Digital marketing supports the growth of fintech companies by promoting digital
financial services. Companies, such as Flutterwave, Paystack, Opay and Moniepoint,
have utilized digital marketing to expand customer acquisition and financial inclusion.

8.3 Youth Employment and Digital Entrepreneurship
Digital marketing has created income opportunities for Nigerian youths through:
e Freelancing
e Influencer marketing
o Content creation
« Affiliate marketing
e E-commerce businesses
The digital economy is becoming a major source of employment.

8.4 Challenges in Emerging Economies
Despite progress, challenges remain, including:
« Poor internet infrastructure
e High data costs
o Cybersecurity risks
o Digital illiteracy
« Unstable electricity supply
Governments and private organizations must invest in digital infrastructure to
maximize economic benefits.

9. Challenges of Digital Marketing

9.1 Data Privacy and Security Concerns
Businesses collect large amounts of customer data for marketing purposes. However,
concerns regarding privacy and cybersecurity continue to increase. Data breaches can
result in:

« Financial losses
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e Legal penalties

e Reputation damage

e Consumer distrust
Governments have implemented regulations such as GDPR and data protection laws
to protect consumers.

9.2 Digital Divide
Unequal access to digital technologies limits participation in the digital economy.
Factors contributing to the digital divide include:

o Poverty

« Limited internet access

o Lack of digital literacy

e Inadequate infrastructure

9.3 Ad Fatigue and Market Saturation

Consumers are increasingly exposed to large volumes of digital advertisements,
leading to reduced engagement. Businesses must create innovative and valuable
content to maintain consumer attention.

9.4 Cybercrime and Online Fraud
The rise of online transactions has increased cybercrime risks. Common threats
include:
e Phishing attacks
o Identity theft
e Online scams
e Financial fraud
Businesses must invest in cybersecurity systems to protect customers.

9.5 Ethical Issues in Digital Marketing
Ethical concerns include:
e Manipulative advertising
o False information
e Misleading influencer endorsements
« Excessive data collection
Businesses must adopt ethical marketing practices to maintain public trust.
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10. Emerging Trends in Digital Marketing

10.1 Artificial Intelligence (Al)
Artificial Intelligence is transforming digital marketing through automation,
predictive analytics, and personalized customer experiences (Sharma & Verma,
2023). Al applications include:

e Chatbots

« Voice assistants

o Automated advertising

o Customer analytics

e Recommendation engines

10.2 Voice Search Optimization

The increasing use of voice assistants such as Siri, Alexa, and Google Assistant has
created demand for voice search optimization. Businesses must adapt content to
conversational search patterns.

10.3 Augmented Reality (AR) and Virtual Reality (VR)
AR and VR technologies provide immersive customer experiences in industries such
as retail, tourism, education, and real estate.

10.4 Influencer and Creator Economy

The creator economy continues to grow as influencers and content creators become
central to digital communication. Brands increasingly collaborate with creators to
reach targeted audiences.

10.5 Sustainable and Ethical Marketing

Consumers increasingly support brands that demonstrate environmental responsibility
and ethical practices. Businesses now integrate sustainability into digital marketing
strategies.

11. Theoretical Perspectives

11.1 Technology Acceptance Theory

Technology Acceptance Theory explains how consumers adopt digital technologies
based on perceived usefulness and ease of use. The theory is relevant in understanding
consumer acceptance of online shopping, mobile applications, and digital
communication.
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11.2 Innovation Diffusion Theory
Innovation Diffusion Theory explains how technological innovations spread within
societies. Digital marketing technologies spread rapidly due to:

e Relative advantage

o Compatibility

o Simplicity
o Observability
o Trialability

11.3 Relationship Marketing Theory

Relationship marketing emphasizes long-term customer relationships rather than
short-term transactions. Digital marketing tools enable businesses to build stronger
relationships through personalized communication.

12. Future Prospects of Digital Marketing
Digital marketing is expected to continue evolving due to technological innovation
and changing consumer expectations. Future developments may include:
o Greater Al integration
e Increased automation
« Expansion of metaverse marketing
o Advanced predictive analytics
e Hyper-personalized communication
o Blockchain-based advertising systems
Businesses that fail to adapt may lose competitiveness in the digital economy.

14. CONCLUSION

Digital marketing has become one of the most influential forces shaping the
contemporary economy (Chaffey, 2021; Kotler & Armstrong, 2021). Through internet
technologies, social media platforms, mobile communication systems, and data
analytics, businesses can now engage consumers more effectively, improve
operational efficiency, and access global markets. The study demonstrates that digital
marketing contributes significantly to economic growth by enhancing market
efficiency, supporting entrepreneurship, creating employment opportunities, and
promoting innovation. Digital marketing has transformed consumer behaviour by
enabling personalized experiences, increasing access to information, and facilitating
online transactions. Despite these benefits, challenges such as cybersecurity threats,
digital inequality, ethical concerns, and market saturation continue to affect the digital
marketing environment. Businesses and governments must therefore work
collaboratively to ensure responsible digital transformation.
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The future of digital marketing will be shaped by artificial intelligence, automation,
immersive technologies, and evolving consumer expectations. Organizations that
embrace innovation, ethical practices, and customer-centered strategies will remain
competitive in the rapidly evolving global economy.

13. RECOMMENDATIONS

Based on the findings of this study, the following recommendations are proposed:
1. Businesses should invest in digital marketing training and technological

innovation.

2. Governments should improve digital infrastructure and internet accessibility.
3. Organizations should adopt ethical and transparent marketing practices.
4. Educational institutions should incorporate digital marketing and digital

literacy into academic curricula.

Businesses should prioritize data protection and cybersecurity measures.

6. SMEs should leverage affordable digital marketing tools to enhance
competitiveness.

7. Policymakers should develop balanced regulations that protect consumers
while encouraging innovation.

8. Businesses should adopt data analytics and artificial intelligence to improve
decision-making.

o1

REFERENCES

Ajina, A. S. (2019). The role of social media engagement in influencing customer loyalty in
Saudi banking industry. International Review of Management and Marketing, 9(3), 87—
98.

Alalwan, A. A. (2020). Mobile food ordering apps: An empirical study of the factors affecting
customer e-satisfaction and continued intention to reuse. International Journal of
Information Management, 50, 28-44.

Bala, M. & Verma, D. (2018). A critical review of digital marketing. International Journal of
Management, IT and Engineering, 8(10), 321-339.

Chaffey, D. (2021). Digital marketing: Strategy, implementation and practice (8th ed.).
Pearson Education.

Charlesworth, A. (2020). Digital marketing: A practical approach (3rd ed.). Routledge.

Dwivedi, Y. K., Hughes, L., Ismagilova, E., Aarts, G., Coombs, C., Crick, T., Duan, Y.,
Dwivedi, R., Edwards, J., Eirug, A., Galanos, V., llavarasan, P., Janssen, M., Jones, P.,
Kar, A., Kizgin, H., Kronemann, B., Lal, B., Lucini, B., Medaglia, R., ... Williams, M.
D. (2021). Artificial intelligence (Al): Multidisciplinary perspectives on emerging
challenges, opportunities, and agenda for research, practice and policy. International
Journal of Information Management, 57, 101994.

This Article is Licensed under Creative Common Attribution-NonCommercial 4.0 International
https://creativecommons.org/licenses/by-nc/4.0 45



Journal of Communication and Culture, Volume 14, Number 1, April 2026
ISSN(p): 2141-2758 ISSN(e): 2795-2983
Published By International Centre for Integrated Development Research, Nigeria
In collaboration with Copperstone University, Luanshya, Zambia

Foroudi, P. (2019). Influence of brand signature, brand awareness, brand attitude, brand
reputation on hotel industry’s brand performance. International Journal of Hospitality
Management, 76, 271-285.

Holliman, G. & Rowley, J. (2014). Business to business digital content marketing: Marketers’
perceptions of best practice. Journal of Research in Interactive Marketing, 8(4), 269—
293.

Kannan, P. K. & Li, H. A. (2017). Digital marketing: A framework, review and research
agenda. International Journal of Research in Marketing, 34(1), 22-45.

Kotler, P. & Armstrong, G. (2021). Principles of marketing (18th ed.). Pearson Education.

Kotler, P. & Keller, K. L. (2016). Marketing management (15th ed.). Pearson Education.

Lamberton, C. & Stephen, A. T. (2016). A thematic exploration of digital, social media, and
mobile marketing research’s evolution. Journal of Marketing, 80(6), 146-172.

Nuseir, M. T. (2020). The impact of social media marketing on brand equity: An empirical
study on mobile service providers in Jordan. Journal of Research in Interactive
Marketing, 14(3), 366-384.

OECD. (2023). Digital economy outlook 2023. OECD Publishing.

Pappas, N. (2018). Marketing strategies, perceived risks, and consumer trust in online buying
behavior. Journal of Retailing and Consumer Services, 29, 92-103.

Ryan, D. (2016). Understanding digital marketing: Marketing strategies for engaging the
digital generation (4th ed.). Kogan Page.

Sharma, G. & Verma, R. (2023). Artificial intelligence and digital transformation in
marketing: Emerging trends and future directions. Journal of Business Research, 162,
113839.

Smith, P. R. & Zook, Z. (2016). Marketing communications: Offline and online integration,
engagement and analytics (6th ed.). Kogan Page.

Statista. (2024). Global digital advertising and marketing market report 2024. Statista
Research Department.

Tuten, T. L. & Solomon, M. R. (2023). Social media marketing (5th ed.). Sage Publications.

UNCTAD. (2024). Digital economy report 2024. United Nations Conference on Trade and
Development.

Viglia, G., Pera, R. & Bigné, E. (2018). The determinants of stakeholder engagement in digital
platforms. Journal of Business Research, 89, 404-410.

Wirtz, J. & Hoyer, W. D. (2020). Service ecosystems in the digital age. Journal of Service
Management, 31(1), 1-5.

World Bank. (2023). World development report 2023: Data for better lives. World Bank
Publications.

Yadav, M. S. & Pavlou, P. A. (2020). Marketing in computer-mediated environments:
Research synthesis and future directions. Journal of Marketing, 84(1), 20-40.

Zahay, D., Roberts, M. L., Parker, J., Barker, M. & Barker, D. (2023). Digital Marketing
Management (3rd ed.). Cengage Learning.

This Article is Licensed under Creative Common Attribution-NonCommercial 4.0 International
https://creativecommons.org/licenses/by-nc/4.0 46



