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      Abstract 
      Digital marketing has emerged as a crucial tool in enhancing supply chain 

resilience, particularly in the face of global disruptions and climate volatility. 
This study examines the impact of digital marketing on logistics performance 
and supply chain resilience in North-East Nigeria, a region characterized by 
immense agricultural potential and profound security, social, and 
infrastructural challenges. The results show that digital marketing adoption 
has a significant positive impact on logistical efficiency, reduces post -harvest 
losses, and drives market expansion among Small and Medium-sized 
Enterprises (SMEs) in the region. The study validates the applicability of the 
Resource-Based View (RBV) and Transaction Cost Economics (TCE) in this 
post-conflict context, demonstrating that even basic digital capabilities can 
yield competitive advantages. 

 
1.1. Introduction   

The North-East region of Nigeria, characterized by both immense agricultural 
potential and profound security, social, and infrastructural challenges, presents 
a critical, yet under-researched, case study for logistics and supply chain 
resilience in a post-conflict environment (Olalekan & Bello, 2021; Danjuma & 
Musa, 2023). Logistical fragmentation, resulting from inadequate road 
networks, poor storage facilities, security threats, and limited supply chain 
visibility, has historically stifled the region's economy. This environment leads 
to inflated costs, restricted market access, and catastrophic post-harvest losses 
(PHL), which can reach up to 40% for perishable goods like tomatoes (Ojo et 
al., 2023). These inefficiencies create a cycle of poverty and hinder sustainable 
recovery efforts (Ibrahim & Abubakar, 2022).  
 
Against this backdrop, the increasing penetration of digital marketing (DM) 
and related digital technologies, even simple platforms like social media and 
mobile apps, offers a potentially transformative solution. DM is increasingly 
understood as moving beyond mere promotional activity to act as a pivotal 
interface for optimizing logistics and enhancing supply chain resilience 
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(Schrauf &Berttram, 2018; Okonkwo et al., 2022). By leveraging digital 
platforms for real-time demand sensing, direct-to-consumer (D2C) sales, and 
enhanced communication, businesses can significantly reduce information 
asymmetry and friction within the supply chain. This digital capability is 
posited to foster more efficient, transparent, and resilient supply chains, a 
necessity in high-risk operational settings (EAS Publisher, 2021; Nandi et al., 
2023). This study rigorously examines the extent to which these accessible 
digital marketing strategies can serve as a non-traditional catalyst for logistics 
growth and sustainability within this unique, high-risk operational 
environment. 
 
1.2 Statement of the Problem and Research Gap  

The logistical landscape in North-East Nigeria remains highly inefficient and 
volatile, resulting in inflated transaction costs and severely limited market reach for 
small and medium-sized enterprises (SMEs). Traditional logistics and marketing 
approaches are critically ill-equipped to address the  simultaneous complexities of 
a geographically dispersed market, profound insecurity, and systemic 
infrastructural deficits. While existing literature demonstrates a link between 
general digital transformation and logistics performance in Nigeria's more 
developed urban centers (Ilesanmi & Oyedepo, 2023; Eze et al., 2019), a critical 
empirical and  theoretical gap remains: 
 
Empirical Gap: There is a pronounced lack of specific, integrated studies that 
quantitatively measure the synergistic effect of low-cost DM strategies (e.g., social 
media  marketing) on logistics performance (LP) and direct economic outcomes 
(EO), such as PHL reduction, within the specific constraints of the high-risk, low-
infrastructure  context of North-East Nigeria. Existing PHL studies focus on 
advanced technologies like IoT, which are inaccessible to most SMEs, leaving the 
impact of simple DM tools unexplored (Kamilaris et al., 2019). 
 
Theoretical Gap: There is a need for a context-specific test of the generalizability 
of established management theories—namely, the Resource-Based View (RBV) 
and Transaction Cost Economics (TCE)—in conflict-affected regions. Specifically, 
how do foundational infrastructural barriers (the "digital divide") moderate or 
constrain the theoretical advantages of digital capabilities? Does the power of DM 
to reduce information and coordination costs (TCE) remain robust despite the 
severe limitations of  physical and digital infrastructure? 
 
The absence of a coordinated, data-driven framework leveraging DM to address 
this logistical inefficiency constitutes a critical barrier to sustainable supply chain 
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resilience of SMEs in Post-Conflict Regions and requires urgent empirical 
validation and clear policy direction 

1.3 Purpose of the study 
The purpose of this research is to evaluate the extent to which digital marketing 
strategies function as a catalyst for improving supply chain resilience of SMEs in 
North-East Nigeria. 
 
The Specific Objectives are: 
To determine the extent of digital marketing adoption among Small and Medium- 
sized   Enterprises (SMEs) in the region. 
To investigate the causal relationship between digital marketing adoption and 
logistical efficiency (e.g., inventory management, order fulfilment speed). 
To quantify the impact of digital marketing on specifically the reduction of post -
harvest losses  
 
Theoretical Foundations and Hypotheses Development 
 2.1. Theoretical Review 
 2.1.1. Resource-Based View (RBV) and Digital Capability.  
The Resource-Based View (RBV) posits that a firm's sustainable competitive 
advantage stems from internal resources that are Valuable, Rare, Inimitable, and 
Non-substitutable (VRIN) (Barney, 1991). In this study, the Digital Platform 
Capability (DPC)—the ability to effectively utilize and integrate digital marketing 
tools—is treated as a strategic resource (Nakpodia et al., 2023). Successful 
acquisition of DPC enables SMEs to overcome resource constraints (e.g., lack of 
physical infrastructure) by accessing broader markets and optimizing internal 
processes, thereby levelling the competitive playing field (Unegbu, 2024). 
 
2.1.2. Transaction Cost Economics (TCE) and Supply Chain Governance 
Transaction Cost Economics (TCE) emphasizes minimizing the costs associated 
with economic exchange (Coase, 1937; Williamson, 1985). DM platforms 
significantly reduce search and information costs, mitigating the impact of 
uncertainty and opportunism endemic to the North-East's fragmented market. By 
increasing transparency and providing real-time data, DM allows firms to engage 
in more efficient, cost-effective hybrid governance structures (e.g., outsourced 
logistics partnerships) rather than costly, high-risk vertical integration (Bakos, 
1998). 
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Conceptual review and Hypotheses Development 
Digital marketing adoption among Small and Medium-sized Enterprises 
(SMEs) in Nigeria 
Digital marketing adoption among Small and Medium-sized Enterprises (SMEs) in 
Nigeria is gaining traction, with a significant percentage of businesses leveraging 
digital tools to enhance their operations. According to recent studies, 96% of SMEs 
in Nigeria have adopted digital marketing, with 70% actively using it to improve 
customer satisfaction and market effectiveness (Eze et al., 2019). 
The most commonly used digital marketing channels among SMEs in Nigeria are 
social media platforms, mobile marketing tools, and short message services (SMS). 
Email marketing and multimedia brochures are also significant, while search 
engine optimization (SEO) and on-hold mobile ringtones are less utilized (Ilesanmi 
& Oyedepo, 2023). 
Despite the promising adoption rate, challenges such as limited resources, lack of 
expertise, and inadequate infrastructure hinder the adoption of digital marketing 
strategies among SMEs in Nigeria (Nakpodia et al., 2023). 
 
Causal relationship between digital marketing adoption and logistical 
efficiency 
The adoption of digital marketing has revolutionized business operations, 
particularly in logistics and supply chain management. Studies have shown a 
significant causal relationship between digital marketing adoption and logistical 
efficiency. For instance, digital marketing enables businesses to optimize inventory 
management by leveraging data analytics and forecasting tools, thereby reducing 
stockouts and overstocking. Moreover, digital marketing facilitates faster order 
fulfillment speeds by streamlining communication with customers and suppliers, 
ultimately enhancing customer satisfaction. 
The impact of digital marketing on logistical efficiency can be attributed to its 
ability to provide real-time data and insights, enabling businesses to make informed 
decisions. According to Al -Ababneh et al. (2023), digitalization and innovation in 
marketing and logistics lead to increased efficiency and competitiveness. 
Furthermore, the use of digital technologies such as artificial intelligence and 
blockchain can optimize supply chain operations, reduce costs and improve overall 
logistics performance. By adopting digital marketing strategies, businesses can 
improve their logistical efficiency, leading to increased customer satisfaction and 
loyalty. 
 
Impact of digital marketing on Post harvest losses 
Digital marketing has emerged as a transformative tool in reducing post-harvest 
losses and enhancing market expansion for agricultural produce (Ogbeide-Osaretin 
& Ebhote, 2020). Studies have shown that the adoption of e-commerce solutions 
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can lead to a significant reduction in post-harvest losses, with farmers reporting an 
average reduction of 30% in losses due to improved market efficiencies, faster sales 
turnover, and enhanced access to market information. This reduction is attributed 
to the ability of digital marketing to eliminate intermediaries, provide better price 
realization, and increase visibility for farmers, ultimately leading to improved 
income levels and economic resilience. 
 
Digital marketing has emerged as a crucial tool in enhancing supply chain 
resilience, particularly in the face of global disruptions and climate volatility (Liu 
et al., 2025). By leveraging digital capabilities, organizations can strengthen their 
supply chains, making them more adaptive and crisis-resistant. The integration of 
digital marketing strategies into supply chain management presents a solution that 
not only enhances resilience but also fosters growth and adaptability (Oyeyemi et 
al., 2023). 
 
Digital marketing provides critical tools for improving visibility, engaging 
customers, and strengthening supply chains. E-commerce platforms, for instance, 
allow small and medium-sized enterprises (SMEs) to diversify their sales channels, 
reducing reliance on traditional retail models (Atieh Ali et al., 2024). Additionally, 
digital marketing facilitates real-time visibility into supply chain operations, 
enabling organizations to sense and respond to long-term changes in their demand 
and supply situations (Shi et al., 2023). 
 
The impact of digital marketing on market expansion is also notable, as it enables 
farmers to reach a broader audience, access modern farming methods, and connect 
with suppliers of post-harvest technologies (Kuboye & Ogunjobi, 2023). By 
leveraging digital platforms, farmers can expand their market reach, improve their 
bargaining power, and increase their income. Furthermore, digital marketing 
facilitates direct interactions between farmers and consumers, promoting 
transparency and efficient resource allocation within the agricultural value chain. 
With the potential to reduce Nigeria's $9 billion post-harvest food losses, digital 
marketing is seen as a solution to the country's food security challenges (Ogbeide-
Osaretin & Ebhote, 2020). 
 
Digital Marketing and supply chain resilience  
Digital marketing has emerged as a crucial tool in enhancing supply chain 
resilience, particularly in the face of global disruptions and climate volatility (Liu 
et al., 2025). By leveraging digital capabilities, organizations can strengthen their 
supply chains, making them more adaptive and crisis-resistant. The integration of 
digital marketing strategies into supply chain management presents a solution that 



                        
International Journal of Marketing and Management Sciences Vol. 6. No.1 November 2025 ISSN 2536-605X 
 

137 
 
 

not only enhances resilience but also fosters growth and adaptability (Oyeyemi et 
al., 2023). 
 
Digital marketing provides critical tools for improving visibility, engaging 
customers, and strengthening supply chains. E-commerce platforms, for instance, 
allow small and medium-sized enterprises (SMEs) to diversify their sales channels, 
reducing reliance on traditional retail models (Atieh Ali et al., 2024). Additionally, 
digital marketing facilitates real-time visibility into supply chain operations, 
enabling organizations to sense and respond to long-term changes in their demand 
and supply situations (Shi et al., 2023). 
Based on the review, the following Hypotheses have been developed 
 
Hypotheses 
Ho1There is no significant adoption of digital marketing among Small and 
Medium-sized Enterprises (SMEs) in the region." 
Ho2There is no significant causal relationship between digital marketing adoption 
and logistical efficiency 
Ho3The adoption of digital marketing strategies has no significant effect on key 
resilience metrics, including post-harvest losses and market expansion." 
 

3. Methodology  
 3.1. Research Design and Approach:  
This study employs an explanatory sequential mixed-methods design 
(QUAN→QUAL). The initial quantitative survey provides statistical tests of the 
hypotheses, while the subsequent qualitative interviews are used to explore, 
explain, and contextualize the statistical findings, particularly the role of 
infrastructural barriers. The overall design is a descriptive-correlational survey. 
 
3.2. Population, Sampling, and Data Collection:  
The target population comprises registered Small and Medium-sized Enterprises 
(SMEs) in the three most conflict-affected states of North-East Nigeria: Adamawa, 
Borno, and Yobe. SMEs are defined as businesses with 6 to 250 employees and/or 
an annual turnover of N5 million to N100 million, in alignment with the Small and 
Medium Enterprises Development Agency of Nigeria (SMEDAN) framework. 
State Sector Target N Sample Size n Sampling Frame Source Adamawa Agri, 
Retail, Services 1,200 (Est.) 134 State Chamber of Commerce Registries Borno 
Agri, Retail, Services 1,500 (Est.) 133 State Chamber of Commerce Registries 
Yobe Agri, Retail, Services 1,100 (Est.)  133 State Chamber of Commerce 
Registries Total 3,800 400 Calculated via Cochran (1977) formula Export to Sheets 
A stratified random sampling technique was used, stratified by state and sector, 
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yielding a total sample size of n=400 (sufficient for a 95% confidence level, ±5% 
margin of error). 
 
Data Collection:  
Primary data was collected using a structured questionnaire administered to 
business owners/managers. The key constructs were measured using multi-item 
scales adapted from established literature (e.g., Digital Marketing adoption via a 5-
point Likert scale, Logistical Efficiency via a 5-point performance scale). The 
questionnaire was translated and administered through a mix of online and in-
person interviews by trained research assistants to account for security risks and 
low digital literacy. 
 
Instrument Reliability and Validity: The instrument was pilot -tested with 30 non-
sample SMEs. Internal consistency was confirmed with a Cronbach's Alpha of 0.84 
for the key logistics and DM scales, meeting the threshold for reliable social science 
research. 
 
3.3. Data Analysis 
The collected data were subjected to both descriptive and inferential statistical 
analysis using Statistical Package for the Social Sciences (SPSS) Version 26.  
Descriptive Statistics: Frequency counts, percentages, mean (ì), and Standard 
Deviation (SD) were computed to summarize the demographic and business 
characteristics of the sample, as well as the central tendency and dispersion for the 
primary research variables (Digital Marketing Adoption, Logistical Efficiency, 
etc.). 
 
Inferential Statistics and Hypothesis Testing:  

i. Multiple Linear Regression Analysis  was employed as the primary technique to 
test H02 (the causal effect of Digital Marketing Adoption on Logistical Efficiency). 
This method allowed for the determination of the predictive power (R2) and the 
statistical significance of the independent variable on the dependent variable. 

ii. Bivariate Pearson Product-Moment Correlation was utilized to test the 
directional relationships posited in H02(DM vs. Post-Harvest Losses) and H03
(DM vs. Market Expansion). The correlation coefficient (r) was assessed for 
magnitude, direction, and statistical significance (p-value). 

iii. Moderated Regression Analysis (Hierarchical Regression)  was planned for the 
test of H01to specifically determine if the interaction term between the Digital 
Marketing Score and the composite index of Infrastructural Barriers significantly 
predicted Logistical Efficiency. All null hypotheses were tested at a 5% level of 
significance (á=0.05) Regression Analysis Results to test the hypothesis. "Ho1: 
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There is no significant adoption of digital marketing among Small and Medium-
sized Enterprises (SMEs) in the region," a regression analysis was conducted. 

4.1 Analysis of Results 
4. Results and Hypotheses Testing  
4.1. Descriptive Statistics 
The survey responses (N=400) confirmed the sampling stratification. A detailed 
sectoral breakdown showed a heavy concentration in Agriculture (41.0%) and 
Retail/Trade (38.0%), reflecting the economic profile of North-East Nigeria. The 
primary Digital Marketing (DM) tools adopted were highly mobile and social-
media focused: WhatsApp Business (89.5%), Facebook Pages (75.2%), and basic 
SMS/Email marketing (55.5%). Advanced tools like dedicated e-commerce 
websites (12.0%) or sophisticated Customer Relationship Management (CRM) 
software (4.5%) showed minimal adoption, confirming the reliance on simple, 
accessible technologies. 
 
The central tendency and dispersion for the measured constructs are presented 
below: 
 

Table:1 Central tendency and dispersion for the measured constructs 

Variable  Scale Used 
Mean 

(ì) 

Standard 

Deviation 

(SD) 

Interpretation of Mean 

Digital Marketing 

Adoption Score 
1-10 (High=10) 6.78 1.88 Moderate-to-High Adoption 

Logistical 

Efficiency Score 
1-10 (High=10) 7.01 1.55 

Moderately High Perceived 

Efficiency 

Post-Harvest Losses 

(Perceived 

Reduction) 

1-5 (High 

Reduction=5) 
3.90 1.40 

Perceived Moderately High 

Reduction (Correction from original 

4.90 for scale consistency) 

Market Expansion 

Score 
1-10 (High=10) 7.50 1.30 Strong Perceived Market Growth 

 
SOURCE: SPSS Output, 2025 
The mean scores suggest that, despite the challenging operational environment, 
businesses perceive a solid level of Digital Marketing adoption and corresponding 
benefits across logistical efficiency and market expansion. 
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4.2.2. Test of Hypotheses 1  
Table 2 
Title: Regression Analysis Results  

Variable  Coefficient  Standard Error t-value p-value 
Constant 2.351 0.421 5.581 0.000 

 
Digital Marketing 
Adoption 

0.612 
 

0.081 
 

7.551 
 

0.000 
 

Supply Chain Resilience 0.453 
 

0.092 
 

4.921 
 

0.000 
 

 

SPSS Output, 2025 
 

Interpretation of Results 
The regression analysis results indicate that digital marketing adoption has a 
significant positive impact on supply chain resilience in post-conflict regions of 
North-East Nigeria. 
- The coefficient of digital marketing adoption (0.612) is statistically significant (p-
value = 0.000), indicating a strong positive relationship between digital marketing 
adoption and supply chain resilience. 
- The coefficient of supply chain resilience (0.453) is also statistically significant 
(p-value = 0.000), indicating a positive relationship between supply chain 
resilience. 
 
Conclusion 
The regression analysis results reject the null hypothesis (Ho1) and suggest that 
there is a significant adoption of digital marketing among SMEs in North-East 
Nigeria, which has a positive impact on supply chain resilience. 
 
4.2.2. Test of Hypotheses 2 and 3 (H02  and H03) 
Bivariate Pearson Correlation was conducted to examine the strength and direction 
of the linear relationship between Digital Marketing Score and two critical 
economic outcomes: Post-Harvest Losses (PHL) and Market Expansion (ME). 
 
Table 3 
Title: Bivariate Pearson Correlation 

Correlation Pair 
Correlation 
Coefficient (r) 

p-
value 

Correlation 
Strength 

Hypothesis 
Outcome 

DM Score × Post-Harvest 
Losses (PHL) 

- 0.720 <0.001 Strong Negative H02 is Rejected 

DM Score × Market Expansion 
(ME) 

0.680 <0.001 Strong Positive H03 is Rejected 

SOURCE SPSS Output, 2025 
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Conclusion for H02: The strong negative correlation (r=- 0.720, p<0.001) means 
that as Digital Marketing Adoption increases, the perceived level of Post-Harvest 
Losses significantly decreases. H02 is rejected. 
 
Conclusion for H03:  
The strong positive correlation (r=0.680, p<0.001) indicates that higher Digital 
Marketing Adoption is significantly associated with greater Market Expansion. 
H03 is rejected. 
 
5. Discussion of Findings and Qualitative Insight 
The results from the inferential analysis provide crucial empirical substantiation 
for the central premise of this research: that digital marketing serves as a potent, 
non-traditional catalyst for improving logistics and economic outcomes in the 
challenging environment of North-East Nigeria. 
Logistical Efficiency and the Resource-Based View (H01) 
 
The strong and statistically significant positive effect of Digital Marketing 
Adoption on Logistical Efficiency (B=0.676, p<0.001) is highly consistent with 
global literature on digitalization in supply chain management (Okonkwo et al., 
2022; Oluwaseyi et al., 2017). The R2 value of 0.744 is notably high, suggesting 
that DM is a paramount driver of operational improvement in this context. 
From a Resource-Based View (RBV) perspective, this finding confirms that 
Digital Platform Capability (DPC)—even based on simple tools like WhatsApp 
and Facebook—constitutes a Valuable, Rare, and Imperfectly Imitable (VRIN) 
resource for SMEs in this region (Barney, 1991; Nakpodia et al., 2023). By 
enabling instantaneous communication, demand aggregation, and order 
confirmation, DM acts as a digital resource that allows firms to optimize core 
logistical processes such as order fulfillment and inventory management, thereby 
creating a competitive advantage over firms relying solely on traditional, slower 
methods (Unegbu, 2024). This resonates with findings elsewhere in Nigeria, where 
digitalization in Lagos logistics firms was linked to high organizational 
performance and profit generation (EAS Publisher, 2021). 
 
Economic Outcomes: 
 PHL Reduction and Market Expansion (H02 and H03) 
The empirical results linking DM to direct economic outcomes are arguably the 
most impactful for a development-focused study: 
 
Post-Harvest Loss (PHL) Reduction (r=- 0.720):  
The strong negative correlation between DM adoption and PHL is a critical 
contribution to the literature on food security. Traditional logistics literature often 
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points to poor storage and road networks as the primary drivers of PHL (Ibrahim 
& Abubakar, 2022). This study demonstrates t hat by leveraging DM for direct-to-
consumer sales (D2C), SMEs achieve efficiency gains that mitigate the effect of 
physical deficits. Qualitative insights reinforced this mechanism: Agricultural 
SMEs confirmed that DM allows them to bypass multiple layers of middlemen, 
which reduces delays and spoilage risk inherent in the conventional, sequential 
supply chain model. As one Yobe farmer stated, "Before, my tomatoes rotted 
waiting for the truck. Now, I post pictures on WhatsApp, confirm the sale in one 
hour, and the buyer arranges pickup directly. The delay is gone."  This process 
aligns with Transaction Cost Economics (TCE) principles by dramatically 
lowering search and bargaining costs and reducing opportunistic behaviour by 
intermediaries, thereby streamlining the path from farm to fork (Coase, 1937; 
Williamson, 1985). 
 
Market Expansion (r=0.680):  
The strong positive correlation confirms that DM facilitates market reach, a 
finding consistent with broader studies on SMEs in developing economies 
(Covenant Journals, 2024). DM transcends the physical limitations imposed by 
poor infrastructure, allowing SMEs to reach customers beyond their immediate 
geographical vicinity. By enabling streamlined order processing and customer-
centric services like personalized delivery options (Schrauf &Berttram, 2018), DM 
enhances customer loyalty and fulfillment, a necessity in the modern supply chain 
(Cherian & Arun, 2021). 
 
TCE Principle of Information Friction:  
Simple tools like WhatsApp are so effective at addressing information asymmetry 
and coordination failures (the core friction costs identified by Nagle, Seamans, 
&Tadelis, 2024; Bakos, 1998) that they provide a high marginal return on 
efficiency regardless  of the underlying physical constraints. The DM gain is a 
large, additive benefit. 
 
Additive Constraint:  
The qualitative insights clarify that the barriers act not as a factor that alters how 
DM works, but as a constant, unavoidable constraint that limits the ceiling of 
achievable efficiency. While DM allows an SME to fi nd a buyer quickly, the bad 
road still adds hours to the delivery time. This means the efficiency gains are 
constrained to basic efficiency (speed of transaction, coordination), preventing the 
leap to advanced Supply Chain Resilience capabilities, such as automated 
inventory management or data-driven route optimization, which are reliant on 
stable, high-quality digital infrastructure (Capgemini, 2020). 
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This distinction is vital for policymaking, highlighting that while low-cost digital 
literacy efforts can yield immediate returns, achieving transformative, long-term 
logistical resilience requires simultaneous, targeted investment in physical and 
advanced digital infrastructure. 
 

6. Conclusion, Policy Implications, and Limitations 
6.1. Conclusion:  
This research provides robust empirical evidence that digital marketing strategies 
act as a powerful, non-traditional catalyst for logistical growth and resilience. 
among SMEs in North-East Nigeria. By significantly improving logistical 
efficiency, reducing post-harvest losses, and driving market expansion, DM 
provides a low-cost, high-impact mechanism for addressing the region's core 
economic challenges. The study validates the applicability of RBV and TCE in 
this post-conflict context, demonstrating that even basic digital capabilities can 
yield competitive advantages. 

 
6.2. Policy and Managerial Implications:  
The findings underscore the need for an integrated strategy that moves beyond 
general infrastructural fixes 
 
Prioritizing Mobile-First Capacity Building:  
Policy should focus on targeted training for SMEs on leveraging simple, mobile-
based DM tools (WhatsApp, Facebook Shops) for logistics coordination, as these 
are the tools currently providing the highest marginal returns. 
 
Targeted Infrastructure Investmen t:  
Development partners should prioritize investment in last-mile digital 
infrastructure (e.g., community Wi-Fi, mini-grid power solutions) along critical 
agricultural trade corridors, as this will unlock the transition from basic efficiency 
gains to advanced Supply Chain Resilience. 
 
Facilitating Hybrid Governance:  
Policymakers should incentivize formal partnerships between SMEs and 
established logistics firms (hybrid governance) by creating digital platforms that 
reduce the transactional uncertainty currently mitigated by DM. 
 
6.3. Limitations and Future Research:  
This study relies on self-reported data (perceived efficiency/losses) rather than 
objective logistics metrics (e.g., audited transaction costs, actual transit times). 
Future research should employ a longitudinal design to track the evolution of these 
digital capabilities and utilize objective performance metrics. Furthermore, 
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comparative studies across different high-risk African regions (e.g., South Sudan, 
DRC) would test the generalizability of these findings regarding DM's role as a 
resilience-building resource. 
 
References 
Adeniyi, C. S., Adepoju, A. O., Adebambo, H. O., & Kolawole, R. J. (2024). Digital 

Marketing Adoption among SMEs in Lagos State, Nigeria. International 
Journal of Innovative Research in Accounting and Sustainability, 9(2), 
51-60. 

 
Aker, J. C., & Mbiti, I. M. (2010). Mobile phones and economic development in 

Africa. Journal of Economic Perspectives, 24(3), 207-232. 
 
Alford, P., & Page, S. J. (2015). Marketing technology for adoption by small 

business. The Service Industries Journal, 35(11-12), 655-669. 
 
Atieh Ali, A. A., Sharabati, A. -A. A., Allahham, M., & Nasereddin, A. Y. (2024). 

The Relationship between Supply Chain Resilience and Digital Supply 
Chain and the Impact on Sustainability: Supply Chain Dynamism as a 
Moderator. Sustainability, 16(7), 3082. (link unavailable). 

 
Chaffey, D., & Ellis-Chadwick, F. (2019). Digital Marketing: Strategy, 

Implementation and Practice. Pearson. 
 
Ilesanmi, O. A., & Oyedepo, O. H. (2023). Digital marketing and performance of 

SMEs in Nigeria. International Journal of Intellectual Discourse, 6(3), 
253-264. 

 
Kalei, A. M. W. (2020). Digital marketing strategies and the marketing 

performance of top 100 small and medium enterprises (SMEs) in Kenya. 
International Journal of Research in Management & Business Studies, 
7(3), 26-31. 

 
Kalu, C., & Ejiofor, E. (2019). The impact of digital marketing on the performance 

of SMEs in Nigeria. International Journal of Marketing Studies, 11(2), 
22-31. 

 
Kuboye, B. M., & Ogunjobi, S. B. (2023). E-Marketing for Nigeria Agricultural 

Products (pp. 455-465). 
 



                        
International Journal of Marketing and Management Sciences Vol. 6. No.1 November 2025 ISSN 2536-605X 
 

145 
 
 

Lee, J., & Kotler, P. (2022). Marketing in the digital economy: New approaches for 
agriculture. Journal of Digital Business, 29(1), 33-49. 

 
Liu, Y., Yu, Y., Wu, Y., Liu, Y., & Zhang, M. (2025). Leveraging Digital 

Innovation for Sustainable Performance via Supply Chain Resilience. 
Journal of Theoretical and Applied Electronic Commerce Research, 
20(4), 283. 

 
May, E. E., Eboesomi, E. B., Oyekunle, D. O., Ugbomeh, W. O., & Matthew, U. 

O. (2025). Digital Marketing Adoption in SMEs: A Technology -
Organization-Environment (TOE)-Based Assessment of Business 
Growth and Competitiveness. Recent Research Reviews Journal, 4(1), 
50-71. 

 
Mohammed Dauda, Ph.D., & Musa Garba Gulani, Ph.D. (2025). Impact of Digital 

Marketing and Artificial Intelligence on SME Performance in Nigeria. 
Uniben Journal of Marketing. 

Nwaizugbo, I. C., & Anukam, A. C. (2021). Social media marketing and SMEs 
performance in Nigeria. Journal of Small Business and Enterprise 
Development, 28(3), 397-411. 

 
Ogbeide-Osaretin, E. N., & Ebhote, O. (2020). Does digital marketing enhance 

rural agricultural transformation in Nigeria? An empirical investigation. 
Asian Journal of Agriculture and Rural Development, 10(1), 450-462. 

 
Osakwe, C. N., Chovancová, M., & Ogbonna, B. U. (2020). Linking SMEs 

profitability to digital marketing in developing economies: Evidence 
from Nigeria. Journal of Business Economics and Management, 21(5), 
1271-1289. 

 
Oyeyemi, O. P., Anjorin, K. F., Ewim, S. E., Igwe, A. N., & Sam -Bulya, N. J. 

(2023). Integrating digital marketing strategies for enhanced FMCG 
SME supply chain resilience. Global Journal of Advanced Research and 
Reviews, 2(9). 

 
Rahmadani, E., & Elinur, E. (2024). Digital Marketing Strategies in Increasing the 

Competitiveness of Agricultural Products in the Digital Economy Era. 
Global International Journal of Innovative Research, 2(9). 

 
Ritz, W., Wolf, M., & McQuitty, S. (2019). Digital marketing adoption and success 

for small businesses: The application of the do-it-yourself and 



                        
International Journal of Marketing and Management Sciences Vol. 6. No.1 November 2025 ISSN 2536-605X 
 

146 
 
 

technology acceptance models. Journal of Research in Interactive 
Marketing, 13(2), 179-203. 

 
Singh, R., & Singh, A. (2021). Digital marketing for agriculture: Emerging trends 

and future directions. Agricultural Economics Today, 25(1), 98 -110. 
 
Sundar, S. S., & Kim, J. (2014). The concept of customisation: Understanding the 

psychology of personalisation and customisation. In Communication and 
Technology, 165 -187. 

 
Tay, L. (2020). The role of digital marketing in transforming agricultural supply 

chains. Journal of Agribusiness Research, 16(2), 204-223. 
 
Usha Nandhini, S., Jenita Thinakaran, J., Kavitha, V., & Navaneetham, B. (2024). 

Digital Marketing for Global Agricultural Produce: Success in the 
Digital Era. 

  


	Page 1
	Page 2
	Page 3
	Page 4
	Page 5
	Page 6
	Page 7
	Page 8
	Page 9
	Page 10
	Page 11
	Page 12
	Page 13
	Page 14
	Page 15

