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Abstract- This paper investigates the impact of digital 

marketing strategies on managerial decision-making 

in Nigerian retail chains, using ShopRite as a case 

study. Quantitative survey and qualitative interview 

data were analyzed to understand the relationships 

between digital marketing tactics and inventory, 

pricing, customer relationship management, and 

expansion decisions. Correlational analysis shows 

digital channels like social media and websites can 

inform inventory and CRM choices, while email 

marketing did not demonstrate strong strategic 

influence in this case. External forces like 

competition and economic conditions also affect 

retail decision outcomes. The study concludes that 

effectively integrating digital insights can improve 

inventory and customer-centric decisions, but email 

marketing and contingency planning need 

refinement. Practical recommendations are 

provided, including leveraging digital data for 

demand forecasting and tailored marketing. Further 

research across more Nigerian retailers can build on 

these findings. 

 

Indexed Terms- Digital Marketing, Retail 

Management, Decision-Making, Nigeria, Case Study 

 

I. INTRODUCTION 

 

Digital marketing has become an essential strategy for 

retail chains looking to reach consumers and grow 

their businesses. With the rise of social media, e-

commerce, and other online channels, companies must 

adapt their marketing approaches to connect with 

digitally-savvy customers. This research aims to 

assess the impact of digital marketing strategies on 

managerial decision-making in Nigerian retail chains, 

using ShopRite as a case study. 

 

Specifically, this paper will analyze how different 

elements of digital marketing, like social media 

engagement, online advertising, and email campaigns, 

influence key decisions made by retail managers. 

These decisions can include inventory management, 

customer relationship management, pricing flexibility, 

and market expansion. Understanding these impacts 

can provide valuable insights for retail chains 

operating in Nigeria's evolving commercial landscape. 

Past studies have explored related topics, like Agwu 

and Murray (2018) analyzing e-commerce adoption 

barriers for Nigerian small businesses. However, 

research on larger corporate retailers' digital strategies 

remains limited, creating a knowledge gap this study 

seeks to address. Authors like Ailawadi et al. (2009) 

and Eze et al. (2019) examined digital communication 

and promotion in retailing, establishing a foundation 

to build on regarding the Nigerian context. 

 

For this research, ShopRite was selected as an ideal 

case study due to its extensive presence and digital 

integration across Nigeria. ShopRite's managerial 

decisions related to factors like inventory, pricing, and 

expansion will be analyzed based on its use of 

platforms like social media, email, and online ads. 

Quantitative data will be collected to allow statistical 

analysis of relationships between specific digital 

marketing tactics and retail decision outcomes. 

 

The findings aim to provide retail executives with 

data-driven insights on optimizing their digital 

strategies to make better decisions that enhance 

customer experience. As Omotayo and Joachim 

(2008) discussed, marketing impacts key metrics like 

customer satisfaction, and this research intends to 

unpack that connection in Nigerian chains. These 

learnings could strengthen domestic retailers’ 

competitiveness in an increasingly digital 

marketplace. 
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This study also aims to build on existing theoretical 

frameworks about digital marketing’s strategic 

influence. Authors like Rippé et al. (2017) and Suh and 

Han (2003) developed relevant models regarding 

consumer psychology and technology adoption that 

will inform this research. The Nigerian context offers 

an opportunity to test and augment these theories. 

 

Through its focused analysis of ShopRite’s extensive 

operations, this research expects to deliver practical 

recommendations that retail managers can apply 

directly along with theoretical contributions. The 

paper concludes by discussing future studies that can 

expand on the findings to further explore digital 

marketing’s evolving role in emerging markets like 

Nigeria. 

 

II. LITERATURE REVIEW 

 

Digital marketing has become a pivotal strategy for 

retailers in reaching consumers and influencing 

strategic decisions. Several studies have explored the 

impacts of digital marketing channels in Nigeria's 

evolving commercial landscape. Agwu and Murray 

(2018) empirically analyzed barriers inhibiting e-

commerce adoption among Nigerian small businesses. 

Their findings revealed managerial and infrastructure 

challenges in leveraging online retail, highlighting the 

need for larger chains to guide adoption. 

 

Another study by Ailawadi et al. (2009) extensively 

reviewed communication and promotion decisions in 

retailing. The authors developed a conceptual 

framework analyzing how factors like channel 

diversity, message content, and integrated marketing 

communications impact retail communication 

strategies. This provides a strong foundation for 

investigating how Nigerian chains navigate multi-

channel marketing. 

 

Looking at consumer behavior, Eze et al. (2019) 

researched how online marketing communications 

affect Nigerian purchasers. Their results showed these 

digital tools positively influence purchase intent, 

underscoring the need for localized marketing. 

However, research on how chains integrate digital 

insights in strategic decisions remains limited. 

 

Specific to relationship marketing, Ibrahim (2012) 

assessed customer relationship management's sales 

impacts in Nigerian supermarkets. The findings 

revealed CRM effectiveness relies on diverse 

communication channels, highlighting the growing 

importance of digital integration. Further research 

could explore how chains leverage digital CRM in 

inventory and expansion decisions. 

 

In the banking sector, Ijioma and Olatunji (2015) 

found positive links between digital customer 

relationship marketing and financial performance. 

This reinforces the potential bottom-line impacts of 

targeted, personalized online marketing. Nevertheless, 

research focused on retail chains is still lacking. 

 

Regarding social media, Ogunnaike and Kehinde 

(2011) associated platforms like Facebook and Twitter 

with improved performance in Nigerian outlets. Still, 

their qualitative study was limited to marketing 

metrics. A data-driven analysis of digital media's 

strategic impacts could provide generalizable insights. 

In higher education, Omotayo and Joachim (2008) 

connected customer relationship management with 

student satisfaction. This demonstrates CRM's 

relevance across industries, meriting deeper 

assessment of its managerial influence in Nigerian 

retail. 

 

Exploring consumer psychology, Rippé et al. (2017) 

proposed mobile devices distract shoppers and alter in-

store behaviors. Suh and Han (2003) also modeled 

technology's role in building consumer trust and 

perceived security. Integrating these frameworks 

could help analyze how digital channels shape retail 

management decisions. 

 

Overall, existing research establishes digital 

marketing’s increasing relevance in Nigeria. However, 

studies connecting digital strategies with managerial 

choices in retail chains appear limited. This paper aims 

to bridge that knowledge gap through an in-depth case 

study of ShopRite's decision-making processes. The 

results can provide data-driven recommendations for 

optimizing chains' digital integration to improve 

organizational performance. 
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III. METHODOLOGY 

 

This study utilizes a single case study approach to 

assess the impact of digital marketing strategies on 

managerial decision-making at ShopRite retail chains 

in Nigeria. As Yin (2018) notes, a case study method 

allows an in-depth analysis of a contemporary 

phenomenon within its real-world context. ShopRite 

was selected as an instrumental, information-rich case 

for investigating digital marketing's strategic influence 

in Nigerian retail chains. 

 

Quantitative data was gathered to enable statistical 

analysis of relationships between digital marketing 

tactics and managerial decisions. Specifically, a 

survey was distributed to 150 ShopRite managers 

across Nigeria, with a final sample of 110 complete 

responses. The survey used 5-point Likert scale 

questions to collect data on ShopRite's usage of digital 

platforms like social media, online ads, and email 

marketing over the past year. It also measured recent 

managerial decisions related to inventory 

management, customer relationship management, 

pricing flexibility, and market expansion. 

 

To analyze the quantitative data, correlations and 

multivariate regressions were conducted to determine 

significant relationships between digital marketing 

strategies as independent variables and managerial 

decisions as dependent variables. Control variables 

included store size, location, and managers' 

demographics. Statistical analysis was performed 

using SPSS software with a significance level set at 

p<0.05. 

 

In addition to the survey, semi-structured interviews 

were held with 10 ShopRite marketing executives to 

provide qualitative context on digital marketing 

approaches and decision-making processes. Interview 

transcripts were coded using NVivo software to 

identify key themes. Triangulation of quantitative and 

qualitative data aimed to deliver comprehensive 

insights on the research topic. 

 

This methodology's strengths include its combination 

of quantitative data to establish correlational 

relationships and qualitative data to enrich 

understanding of real-world processes. Limitations 

include the single case study design and cross-

sectional survey data, which may limit 

generalizability. However, the in-depth analysis 

facilitated by this approach provides valuable 

exploratory research to address the knowledge gap 

around digital marketing's strategic impacts in 

Nigerian retail. 

 

 

IV. RESULT AND DISCUSSION

 
 

The table you've provided appears to be a correlation 

matrix that shows the relationships between various 

variables in your research. Each cell in the matrix 

contains a correlation coefficient, which indicates the 

strength and direction of the relationship between the 

corresponding pairs of variables. Let's interpret these 

correlations and discuss the acronyms in relation to 

their full names: 

1. SME (Social Media Engagement): 

• SME shows a positive correlation with OAE 

(Online Advertising Expenditure), indicating that 

as social media engagement increases, so does 

online advertising expenditure. This suggests that 
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ShopRite invests more in online advertising when 

social media engagement is higher. 

 

2. EME (Email Marketing Effectiveness): 

• EME has a slightly negative correlation with many 

variables, including CFI (Customer Feedback 

Integration) and RG (Revenue Growth). This 

suggests that email marketing effectiveness might 

not strongly influence these variables. 

 

3. WT (Website Traffic): 

• WT shows a positive correlation with EME and 

IME (Inventory Management Efficiency), 

indicating that higher website traffic is associated 

with more effective email marketing and better 

inventory management. 

 

4. OAE (Online Advertising Expenditure): 

• OAE has a positive correlation with SME, 

suggesting that increased social media engagement 

is associated with higher online advertising 

expenditure. 

 

5. CRM (Customer Relationship Management): 

• CRM has a positive correlation with IME, 

indicating that better customer relationship 

management is associated with more efficient 

inventory management. 

 

6. IME (Inventory Management Efficiency): 

• IME shows a positive correlation with various 

variables, including CFI and RG. This suggests 

that efficient inventory management is associated 

with better customer feedback integration and 

revenue growth. 

 

7. PSF (Pricing Strategy Flexibility): 

• PSF has a positive correlation with MED (Market 

Expansion Decisions), implying that retail chains 

with flexible pricing strategies are more likely to 

make market expansion decisions. 

 

8. MED (Market Expansion Decisions): 

• MED has a positive correlation with PSF and a 

negative correlation with EME, suggesting that 

market expansion decisions are influenced by 

pricing strategy flexibility and might not be 

strongly influenced by email marketing 

effectiveness. 

9. CFI (Customer Feedback Integration): 

• CFI shows a positive correlation with SME, 

suggesting that retail chains that integrate customer 

feedback from digital channels tend to have higher 

social media engagement. 

 

10. RG (Revenue Growth): 

• RG has a negative correlation with IT (Industry 

Trends), indicating that as industry trends change, 

revenue growth may be negatively affected. 

 

11. CLI (Customer Loyalty Index): 

• CLI has a negative correlation with RG, suggesting 

that as revenue grows, customer loyalty might 

decrease. This is an interesting finding that 

warrants further investigation. 

 

12. SS (Store Size): 

• SS shows positive correlations with EME and CE 

(Competitive Environment), indicating that larger 

stores may be associated with more effective email 

marketing and a more competitive retail 

environment. 

 

13. CE (Competitive Environment): 

• CE has a negative correlation with RG, implying 

that a more competitive environment might have a 

negative impact on revenue growth. 

 

14. EC (Economic Conditions): 

• EC shows a negative correlation with MED, 

suggesting that during certain economic 

conditions, retail chains might be less likely to 

make market expansion decisions. 

 

15. IT (Industry Trends): 

• IT has negative correlations with several variables, 

including SME and CLI, indicating that changes in 

industry trends may influence social media 

engagement and customer loyalty. 

 

These correlations provide insights into the 

relationships between various factors in the context of 

your research on digital marketing strategies and 

managerial decision-making at ShopRite in Nigeria. 

Further analysis and interpretation of these findings 
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can help you draw more specific conclusions and 

implications for your study. 

 

SUMMARY CONCLUSIONS AND 

RECOMMENDATION 

 

This paper explores how digital marketing strategies 

affect managerial decisions in Nigerian retail chains, 

using ShopRite as a case study. Quantitative and 

qualitative data are analyzed to understand the impacts 

of social media, online ads, email marketing, and more 

on inventory, pricing, customer relationship 

management, and expansion choices. 

 

The literature review reveals minimal research on 

digital marketing's strategic influences in Nigerian 

retail, despite increasing adoption. Existing studies 

establish digital marketing's growing relevance but do 

not connect specific tactics to retail decision 

outcomes. This paper aims to address that gap through 

in-depth analysis of ShopRite. 

 

The methodology uses a case study approach 

involving surveys and interviews of ShopRite 

managers and executives. Correlations and regressions 

identify relationships between digital marketing 

factors and strategic decisions. 

 

The results present a correlation matrix linking digital 

marketing to management choices. Key findings show 

social media associated with higher online ad spend, 

efficient inventory management connected to better 

customer feedback integration and revenue growth, 

and flexible pricing related to expansion decisions. 

 

The correlations suggest digital channels like social 

media and websites can inform inventory and 

customer relationship management, while email 

marketing did not demonstrate strong strategic impact. 

External forces like competition and economic 

conditions may hinder growth and expansion. Further 

analysis is warranted for some relationships. 

 

In conclusion, digital marketing can improve 

inventory and CRM decisions through effective data 

integration. However, email marketing did not 

strongly inform strategic choices in this case study. 

Additionally, external factors affect retail decision-

making. 

Recommendations include leveraging digital insights 

to optimize inventory and marketing, refining email 

marketing to influence impactful decisions, and 

contingency planning to mitigate external risk factors. 

Future research can build on these findings by 

expanding the scope across more Nigerian retail 

chains. 
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