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ABSTRACT 
This study examines the impact of digital transformation on brand engagement in developing 
economies, using Coca-Cola’s online platform strategy in Nigeria as a case study. The research focuses 
on three key dimensions of digital transformation: social media and digital communication, digital 
technology adoption, and digital customer experience, and how these influence consumer engagement 
in a digitally evolving marketplace. A quantitative survey design was adopted, and data was collected 
from 380 respondents through structured questionnaires distributed across urban centers in Nigeria. The 
data were analyzed using SPSS, employing descriptive statistics, reliability tests, correlation, and 
multiple regression analysis. Findings reveal that all three dimensions of digital transformation 
significantly and positively influence consumer engagement, with digital customer experience having 
the strongest effect. The study concludes that digital platforms are vital tools for brand-consumer 
interaction and loyalty development in developing economies. Coca-Cola’s strategic use of social 
media, technology-driven services, and customer-centric digital experiences has enhanced its consumer 
engagement in Nigeria. The study recommends that brands in emerging markets invest more in 
personalized digital experiences, adopt scalable technologies, and leverage social media for effective 
brand communication. This research contributes to the growing literature on digital marketing and 
consumer behavior in emerging economies, providing practical insights for multinationals and local 
businesses seeking to strengthen customer engagement through digital transformation. 
Keywords: Digital Transformation, Consumer Engagement, Social Media, Digital Technology, 
Customer Experience, Coca-Cola, Nigeria, Developing Economies. 

 
INTRODUCTION 
The global shift toward digital technologies has transformed how brands engage consumers, particularly 
in emerging markets where mobile and internet penetration is growing rapidly (Uford & Akpan, 2024). 
Digital transformation refers to the strategic adoption of digital technologies to enhance business 
operations, customer engagement, and value delivery (Verhoef et al., 2021). In developing economies 
like Nigeria, digital transformation is not just a trend it is an imperative for firms seeking to overcome 
infrastructural constraints and reach increasingly digital-savvy consumers. 
 
With the expansion of mobile internet, social media, and digital payment systems, consumers in Nigeria 
are now more connected than ever before. According to GSMA (2023), over 55% of Nigeria's 
population now uses mobile internet, and smartphone penetration continues to rise, making digital 
channels vital for consumer interaction. As traditional touchpoints decline in influence, digital platforms 
such as Facebook, Instagram, TikTok, and mobile apps have become critical tools for customer 
acquisition, engagement, and retention (Akai, Uford & Udoh, 2025; Dwivedi et al., 2021). 
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Coca-Cola, one of the most recognized global brands, has increasingly deployed digital transformation 
strategies in African markets, including Nigeria, to strengthen brand loyalty and connect with younger 
demographics. This includes the use of social media marketing, mobile apps, e-commerce partnerships, 
and digital campaigns that foster two-way communication with consumers (Coca-Cola Africa, 2022). 
Despite these innovations, limited academic research has investigated how such digital efforts translate 
to brand engagement in the Nigerian context, where cultural, technological, and economic dynamics 
shape digital interaction differently than in developed markets. 

This study therefore explores how Coca-Cola’s online platform strategy through digital communication, 
technology adoption, and digital customer experience drives brand engagement in Nigeria, providing 
valuable insights into the role of digital transformation in emerging market branding. 

Research Problem 
Although digital transformation has become a strategic necessity for global brands, its implementation 
and effectiveness in developing economies remain under-researched, especially in the African context 
(Nambisan et al., 2019). While studies have explored digital branding in developed economies, there is 
a scarcity of empirical work focusing on how online platforms impact consumer-brand engagement in 
Nigeria. 
 
Despite Coca-Cola’s significant digital investment in Africa ranging from social media campaigns to 
mobile experiences the effectiveness of these tools in enhancing consumer interaction and brand affinity 
is not well understood. According to KPMG Nigeria (2022), many businesses invest in digital platforms 
without fully understanding the behavioral responses of African consumers, often leading to suboptimal 
engagement outcomes. Moreover, the components of digital transformation such as digital 
communication, technology adoption, and digital customer experience have not been individually 
assessed to determine their unique impact on brand engagement in Nigeria. 

This knowledge gap raises critical questions for both marketing scholars and practitioners regarding 
how brands can design more effective digital strategies for consumer reach and loyalty in emerging 
markets. 

Objectives of the Study 
The general objective is to examine the impact of digital transformation on brand engagement, using 
Coca-Cola’s online platform strategy in Nigeria as a case study. 
Specific Objectives: The following were considered specific objectives: 
To evaluate the role of social media and digital communication in driving Coca-Cola’s brand 
engagement in Nigeria. 
To assess the impact of digital technology adoption (e.g., mobile apps, CRM, digital tools) on Coca-
Cola’s consumer interaction and brand loyalty in Nigeria. 
To investigate how digital customer experience influences consumer perception and engagement with 
Coca-Cola in the Nigerian market. 
 
Hypotheses 
The research hypotheses were written in null form: 
HO1: Coca-Cola’s use of social media and digital communication has a significant  positive 
effect on brand engagement in Nigeria. 
HO2: The adoption of digital technologies by Coca-Cola significantly enhances consumer 
 interaction and brand loyalty in Nigeria. 
HO3: A positive digital customer experience significantly improves consumer engagement with 
 Coca-Cola’s brand in Nigeria. 
 
Significance of the Study 
Academic Significance 
This study will enrich the scholarly discourse on digital transformation in emerging markets, offering 
empirical insights into the role of digital platforms in shaping brand engagement. It contributes to 
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international marketing literature by addressing the contextual uniqueness of consumer behavior in 
Africa, an area currently underrepresented in academic research (Sorescu, 2022). 
 
Practical Significance 
For Coca-Cola and other multinational brands, this study provides data-driven insights into which 
aspects of digital strategy are most effective for consumer engagement in Nigeria. 
It helps marketers tailor digital campaigns to local consumer expectations and technology usage habits. 
 
Policy Significance 
Findings from the study may inform government and development organizations on how to support 
digital ecosystem growth through infrastructure, regulation, and innovation incentives, especially for 
sectors like FMCG that directly affect everyday consumers. 
 

LITERATURE REVIEW  
Digital Transformation 
Digital transformation refers to the strategic integration of digital technologies across all facets of an 
organization to improve performance, customer engagement, and operational efficiency (Verhoef et al., 
2021). It goes beyond mere digitization or automation, encompassing a fundamental shift in 
organizational culture, processes, and customer interface. In developing economies such as Nigeria, 
digital transformation has become vital due to increasing mobile penetration, internet access, and 
shifting consumer preferences toward digital platforms (GSMA, 2023). 
 
Nambisan et al. (2019) posit that digital transformation is not only a technological shift but a strategic 
orientation toward leveraging innovation to achieve customer-centric goals. For global brands like 
Coca-Cola operating in Nigeria, digital transformation offers tools to overcome infrastructural 
limitations and reach dispersed consumers more effectively. 

In the context of marketing, digital transformation enables brands to deliver personalized, real-time, 
and omnichannel customer experiences, thereby enhancing brand visibility and engagement (Sorescu, 
2022; Akpan & Uford, 2024). The effectiveness of these efforts is contingent on how well digital 
components such as social media, digital technologies, and customer-centric platforms are integrated 
into the value chain. 

Dimensions of Digital Transformation 
Social Media and Digital Communication 
Social media has revolutionized the way consumers interact with brands, making communication more 
personalized, participatory, and real-time. Platforms like Facebook, Instagram, and TikTok allow 
companies to not only share content but also foster interactive dialogues with consumers (Dwivedi et 
al., 2021). Social media marketing helps amplify brand messages, build communities, and promote 
user-generated content, which is vital for engagement and loyalty. 

According to Uford, Charles, and Etuk (2022), in their study of Akwa Ibom State University students, 
social media platforms significantly influenced online buying behavior, particularly among digital-
native consumers. The study demonstrated that the perceived interactivity and credibility of social 
media marketing drive consumer trust and product evaluation in online spaces. 

Social media also supports two-way communication, a critical component in relationship marketing. 
Coca-Cola’s digital campaigns, such as localized hashtags, influencer partnerships, and interactive 
content, are strategic in encouraging user participation and brand advocacy in emerging markets like 
Nigeria. 

 
Digital Technology Adoption 
The adoption of digital technologies including mobile applications, customer relationship management 
(CRM) tools, data analytics, and e-commerce systems is central to a brand’s digital transformation 
journey (Akai & Uford, 2025). These technologies facilitate efficient service delivery, targeted 
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promotions, and streamlined transactions (Verhoef et al., 2021). In emerging markets, mobile-first 
strategies are especially effective due to high smartphone adoption. Coca-Cola’s integration of mobile 
vouchers, QR code-based promotions, and GPS-enabled delivery options reflects a growing trend 
toward digitally-enabled consumer services. 
 
Uford et al. (2022) argue that ease of technology use and perceived usefulness significantly affect online 
purchase decisions. This supports the Technology Acceptance Model (TAM), which explains that 
consumers adopt technology when it enhances convenience, engagement, and value perception. 

Moreover, the rise of fintech, mobile payments, and e-wallets in Nigeria has reduced entry barriers to 
digital commerce, allowing brands like Coca-Cola to extend their reach to previously underserved 
segments. 

Digital Customer Experience 
Digital customer experience encompasses the sum of all interactions a consumer has with a brand across 
digital touchpoints from website interfaces and social media interactions to mobile app usability and 
online customer support (Lemon & Verhoef, 2016). A seamless, responsive, and personalized digital 
experience contributes to customer satisfaction, loyalty, and emotional connection with the brand. 
 
In Nigeria, where youth and urban consumers are increasingly tech-savvy, expectations for digital 
experiences are rising. Uford et al. (2022) noted that interface design, responsiveness, and product 
availability on e-commerce platforms strongly influenced user satisfaction and repurchase intention 
among university students. 

Coca-Cola’s investment in digital touchpoints like personalized messages, AI-powered bots for 
customer service, and mobile reward systems reflect a strategic emphasis on experience-driven 
engagement. Effective digital customer experience builds trust and enhances perceived brand value in 
culturally diverse and price-sensitive markets like Nigeria. 

Consumer Engagement 
Consumer engagement is defined as the degree of cognitive, emotional, and behavioral investment a 
consumer makes in brand interactions (Brodie et al., 2011; Udoikah & Ndaeyo, 2021). It extends beyond 
transaction-based loyalty to include participation, advocacy, and co-creation. Digital transformation 
facilitates deeper engagement by enabling personalized content, interactive platforms, and real-time 
feedback loops. 
 
Engaged consumers are more likely to become loyal brand advocates, especially when they feel heard 
and valued in digital spaces. Coca-Cola, for example, uses social media storytelling, user-generated 
campaigns, and customer feedback mechanisms to maintain high engagement levels with its Nigerian 
audience. 

Uford et al. (2022) highlight that digital platforms when perceived as credible and consumer-focused 
can significantly drive emotional and behavioral engagement. Their findings indicate that frequent 
digital interaction leads to stronger consumer-brand relationships, especially in youthful and digitally 
active populations. The reviewed literature reveals a strong conceptual and empirical linkage between 
digital transformation (through its dimensions: social media communication, digital technology 
adoption, and digital customer experience) and consumer engagement. In developing economies like 
Nigeria, where digital infrastructure and user behavior are evolving rapidly, global brands such as Coca-
Cola must strategically integrate these dimensions to maximize engagement. However, context-specific 
research—like this case study is needed to better understand the dynamics of digital branding in the 
African consumer environment. 

Review of Empirical Studies 
Verhoef et al. (2021) conducted a cross-sectoral survey that found that firms adopting digital tools (AI, 
cloud, CRM, mobile apps) experienced increased operational efficiency and enhanced customer 
responsiveness. Their study emphasized that digital transformation is most impactful when aligned with 
consumer-centric strategies. 
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In the Nigerian context, Akinola and Ogundipe (2020) examined how digital transformation influences 
firm performance among SMEs in Lagos. Their findings showed that firms with digitalized customer 
interfaces and online sales portals recorded a 35% increase in revenue and customer retention. 

Uford, et al. (2022) in their study on e-marketing and buying behavior at Akwa Ibom State University, 
discovered that the strategic use of digital tools significantly shaped students’ purchasing decisions. The 
study found a strong correlation between online brand presence and students perceived trust and loyalty 
toward online platforms. Digital transformation directly improves customer interaction and loyalty 
when implemented with consumer behavior in mind. Consumer engagement is widely recognized as a 
key driver of brand loyalty and long-term profitability. Empirical studies suggest that engaged 
consumers are more likely to advocate for a brand and contribute to its visibility in digital spaces. 

Brodie et al. (2013) conducted a multi-country study that showed cognitive and emotional involvement 
in online brand communities significantly influences behavioral engagement such as content sharing, 
commenting, and repeat purchase. 

In Africa, a study by Nwachukwu and Eze (2021) explored consumer engagement across digital 
platforms in Nigeria’s beverage industry. Their quantitative survey revealed that personalized digital 
messaging, interactive content, and mobile offers from brands like Pepsi and Coca-Cola led to increased 
brand participation and recall, especially among young adults. 

Uford, et al. (2022) confirmed that frequent online interaction and timely brand responses significantly 
enhance student engagement and emotional loyalty. The authors concluded that “digital familiarity 
builds trust and encourages proactive consumer involvement.” Interactive digital environments foster 
deeper emotional and behavioral brand engagement. 

Mangold and Faulds (2009) were among the first to highlight the role of social media in co-creating 
brand messages and democratizing marketing. More recent studies have focused on its application in 
emerging markets. 

Dwivedi et al. (2021) conducted a meta-analysis of 120 studies across 28 countries, showing that social 
media marketing improves brand awareness, trust, and purchase intention especially when content is 
culturally relevant and consumer-focused. 

In Nigeria, Okoro and Nwankwo (2020) examined the effectiveness of social media advertising on Gen 
Z’s purchasing behavior. Their regression analysis of responses from 500 university students revealed 
that Instagram and WhatsApp marketing messages significantly impacted brand perception and impulse 
buying behavior. 

Digital customer experience (DCX) refers to the consumer's holistic perception of digital interactions 
with a brand. Research consistently shows that a seamless, intuitive, and responsive experience leads 
to satisfaction and retention. 

Lemon and Verhoef (2016) developed a customer journey model emphasizing that omnichannel 
consistency and personalized digital experiences improve customer satisfaction and lifetime value. 
Their findings are echoed in the work of Rawson et al. (2013), who noted that positive customer 
experiences are “multipliers” in competitive consumer markets. In an African setting, Amadi and 
Ayoola (2021) studied the digital experience of banking customers in Nigeria. Using structural equation 
modeling (SEM), they found that website usability, mobile app speed, and chatbot responsiveness had 
a strong predictive relationship with customer satisfaction and loyalty. 

Attih, Bassey and Akpan (2023), examine how aspect of product innovation improve quality, new 
design and new features affects consumer decisions and effectively engaging customers for mobile 
phones in Akwa Ibom State. 

Quantitative Survey Design to sample 385 respondents selected through convenient sampling findings 
reveals that improved quality, new design, new features contribute positive to consumer engagement 
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and purchase decision. The study reenforce the critical role of product innovation, digital transformation 
in influencing consumer choices and customer engagement in emerging markets. 

Akpan, Mfon and Ibok (2022), in their study “Descriptive Innovation in marketing Performance of 
Online Marketers in Uyo, Akwa Ibom State” aimed to examine how three disruptive innovations social 
media, mobile payment technology, and mobile internet technology influence the marketing 
performance of online marketers based in Uyo, the capital city of Akwa Ibom State the Research design 
and Quantitative survey-based were adopted. Sample size of 384 online marketers operating in Uyo 
were analyzed. Analysis tools used was the Descriptive statistics (frequencies, percentages) for 
demographic profiling. 

Simple linear regression was used to test the impact of each disruptive innovation on marketing 
performance. Findings revealed that social media usage significantly improved marketers’ reach and 
campaign effectiveness; Mobile internet technology enhanced accessibility and enabled real-time 
consumer engagement. Mobile payment technology reduced transaction friction and increased 
conversion rates.  

Overall, each form of disruptive innovation had a positive and statistically significant impact on 
marketing performance. Based on the findings, the authors recommend; adoption of current disruptive 
innovations; Online marketers should leverage social media, mobile payments, and internet 
technologies to strengthen customer relationships and business outcomes. Continuous technology 
monitoring; Marketers must stay informed on emerging digital tools to maintain a competitive edge. 
Integration into strategy; Such technologies should be deliberately embedded into marketing planning 
to enhance performance and customer interaction. The study robustly demonstrates that adopting 
disruptive digital tools social media platforms, mobile internet, and mobile payments directly enhances 
marketing performance for online marketers in Uyo. It underscores the need for businesses in similar 
emerging contexts to strategically embrace and integrate such technologies into their marketing 
frameworks. 

Conceptual Framework 
The conceptual framework is built around the relationship between digital transformation dimensions 
and consumer engagement. It visually and theoretically links how Coca-Cola’s adoption of digital 
strategies drives customer interaction and brand loyalty in Nigeria. 
 
Independent Variables (IV):   Dependent Variable (DV): 
Social Media and Digital Communication  Consumer Engagement 
Digital Technology Adoption    (measured through brand interaction, Digital 
Customer Experience     purchase intention, loyalty) 
  
Figure 1: Conceptual Model Diagram  
Social media & Digital Communication ─┐ 
                                      ├──> Consumer Engagement 
        Digital Technology Adoption          ─┤ 
                                      └──> Enhanced Brand Interaction & Loyalty 
        Digital Customer Experience          ─┘ 
 
Theoretical Basis: 
Technology Acceptance Model (TAM) 
Unified Theory of Acceptance and Use of Technology (UTAUT) 
Customer Engagement Theory 
 

RESEARCH METHODOLOGY 
Research Design 
A quantitative survey design will be adopted, using structured questionnaires to collect primary data 
from Coca-Cola consumers in Nigeria. This design allows statistical analysis to establish the strength 
of relationships between digital transformation factors and consumer engagement. 
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Population and Sample 
Population: Coca-Cola digital platform users (consumers who engage with Coca-Cola via online 
platforms such as Facebook, Instagram, Twitter, or Coca-Cola's website in Nigeria). 

Sample Size: 400 respondents (determined using Cochran’s formula for large populations). 
Sampling Technique: Stratified random sampling consumers will be stratified based on regions (North, 
South, East, West Nigeria) and randomly selected. 
 
Data Collection Instrument 
Structured, self-administered questionnaire designed on a 5-point Likert scale (Strongly Disagree to 
Strongly Agree). 
The questionnaire was distributed both online (Google Forms) and offline (paper-based) for broader 
reach. 
 
Data Analysis Techniques 
Descriptive Statistics (mean, frequency, standard deviation) 
Inferential Statistics: 
Pearson Correlation 
Multiple Regression Analysis 
Software: SPSS v25 or STATA 
Survey and Questionnaire Design 
 
DATA ANALYSIS AND INTERPRETATION 
Response Rate 
Out of 400 questionnaires distributed, 380 were returned and found usable, resulting in a response rate 
of 95%, which is sufficient for analysis. 
 
Demographic Characteristics of Respondents 
Variable  Category  Frequency  Percentage (%) 
Age  18 - 25  150   39.5% 
  26 - 35  130   34.2% 
  36 - 45  70   18.4% 
  46 and above   30   7.9% 
Gender  Male   205    53.9% 

Female  175    46.1% 
Region  South-South  120    31.6% 

South-West   95    25.0% 
North    85    22.4% 
South-East   80    21.0% 

 

(Table 4.1: Demographic Distribution) 
 
Descriptive Statistics 
Social Media and Digital Communication (Mean Scores) 
Statement Mean Std. Dev. 
Coca-Cola’s social media pages provide useful brand information 4.30 0.82 
I frequently see Coca-Cola ads on social platforms 4.12 0.91 
I have interacted with Coca-Cola online (likes, comments, shares) 4.05 0.95 
Digital Technology Adoption 
Coca-Cola uses modern digital tools to enhance communication  |4.22| 0.88| 
Coca-Cola promotions/services are easily accessed online   |4.10| 0.90| 
Digital technology makes purchasing easier     |4.18|0.83| 
Digital Customer Experience 
I enjoy browsing Coca-Cola platforms     |4.19 | 0.79| 
Coca-Cola’s apps/website are user-friendly     |4.23 |0.85| 
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I have positive customer experiences using Coca-Cola platforms  |4.17| 0.82| 
Consumer Engagement 
I feel connected to Coca-Cola via digital content    |4.25 |0.84| 
I prefer brands that interact online                      |4.14 |0.86| 
Online interaction increases my loyalty                  |4.21 |0.80| 
 

 
Reliability Test     (Cronbach’s Alpha) 
Construct      Cronbach’s Alpha 
Social Media & Digital    0.88 
Communication  
[[  
Digital Technology Adoption  0.85 
Digital Customer Experience  0.86 
Consumer Engagement   0.89 
Interpretation: All constructs have high reliability (α > 0.7), confirming internal consistency. 
4.2 Correlation Analysis 
Independent Variable    Consumer Engagement (DV)  p-value 
Social Media & Digital Communication  0.63     0.000 
Digital Technology Adoption   0.58     0.000 
Digital Customer Experience   0.71     0.000 
Interpretation: All predictors have significant positive correlation with consumer engagement. 
Regression Analysis 
Model Summary 
R  R Square  Adjusted R Square   F-statistic  Sig. 
0.792  0.627  0.620    94.23  0.000 
Coefficients Table 
Predictor     Beta (β)  t-value  p-value 
Social Media & Digital   0.316   6.32   0.000 
Communication  
Digital Technology Adoption  0.289   5.72   0.000 
Digital Customer Experience  0.402   7.10  0.000 
Interpretation: 
All predictors are statistically significant (p < 0.05). Digital Customer Experience has the strongest 
effect on consumer engagement. 
 
Discussion of Findings 
The results show that digital transformation significantly influences consumer engagement in Nigeria’s 
soft drink industry. Coca-Cola’s effective use of online platforms, digital technologies, and focus on 
customer experience contributes to increased interaction, loyalty, and brand connection supporting prior 
studies such as Uford et al. (2022) and Mfon & Ibok (2022). 
 
 
SUMMARY, CONCLUSION, AND RECOMMENDATIONS 
Summary of Findings 
This study investigated how digital transformation through the dimensions of social media and digital 
communication, digital technology adoption, and digital customer experience influences consumer 
engagement with Coca-Cola in Nigeria, a developing economy. A structured questionnaire was 
administered to consumers who interact with Coca-Cola online, and data was analyzed using SPSS. 

Social media and Digital Communication: Coca-Cola’s use of platforms like Facebook, Instagram, 
and Twitter plays a significant role in sharing brand stories, advertising, and engaging customers. 
Respondents agreed that such platforms increased brand visibility and created avenues for interaction. 

Digital Technology Adoption: The company’s use of modern tools (e.g., online ordering, mobile apps, 
QR codes, AI chatbots) contributed to improved access to information and efficient purchase 
experiences. This facilitated ease of service and responsiveness. 



AKSU JOURNAL OF MANAGEMENT SCIENCES (AKSUJOMAS) 
Volume 10, Issues 2 (July – August, 2025) ISSN: 77753348 

 

 86   
 

 

Digital Customer Experience: Coca-Cola’s digital platforms were perceived as user-friendly, 
attractive, and responsive to customer needs, resulting in enhanced emotional and behavioral 
engagement. 

Consumer Engagement: The overall engagement level was high, showing that customers are more 
loyal and connected to brands that actively communicate and personalize experiences through digital 
platforms. The regression analysis revealed that all three dimensions of digital transformation positively 
and significantly affect consumer engagement, with digital customer experience having the strongest 
influence. 

 

Conclusion 
Digital transformation as revolutionized how brands interact with consumers in developing economies. 
This study concludes that Coca-Cola’s strategic use of digital tools, especially social media and 
customer-centric technologies, has significantly enhanced consumer engagement in Nigeria. 

The findings suggest that developing economies, despite infrastructural and economic constraints, are 
fast adopting digital platforms as viable channels for brand-consumer interaction. Coca-Cola's digital 
transformation strategy has not only expanded market reach but also fostered deeper relationships with 
consumers by improving accessibility, responsiveness, and personalization. 

Recommendations 
Based on the findings, the following recommendations are offered: 
Enhance Social Media Engagement 
Coca-Cola should continue to invest in content creation, influencer collaborations, and real-time social 
media interactions to deepen emotional bonds with consumers. 
Use platforms preferred by local audiences (e.g., WhatsApp, TikTok in Nigeria) for targeted campaigns. 
 
Accelerate Technology Adoption 
Expand AI-driven chatbots, mobile payment options, and augmented reality experiences in promotions. 
Invest in scalable, low-bandwidth digital solutions to reach consumers in underserved areas. 
 
Personalize the Digital Experience 
Leverage consumer data analytics to tailor promotions, product suggestions, and feedback loops. 
 
Expand Partnerships 
Collaborate with fintech companies, e-commerce platforms, and telcos to amplify reach and service 
integration. 
 
Contribution to Knowledge 
This study contributes to the growing literature on digital transformation in emerging markets by: 
Validating that digital platforms influence consumer engagement in African markets. 
Demonstrating that digital customer experience is a strong predictor of brand loyalty in developing 
economies. 
Highlighting Coca-Cola as a benchmark for digital engagement strategy in Africa. 
 

REFERENCES 
Akai, I. M., & Uford, I. C. (2025). Managing Academic Research Output through ResearchGate: 

Evidence from Federal Universities in South-South Nigeria. Journal of Economics, 
Innovative Management and Entrepreneurship, 3(3). 

Akai, I. M., Uford, I. C., and Udoh, U. I. (2025). Assessing Facebook’s Influence on Research Output 
among Lecturers in Federal Universities in South-South Nigeria. Direct Research Journal 
of Social Science and Educational Studies, 13(2), 101-108.  

Akpan, A. O., Mfon, A. A., & Ibok, N. I. (2022). Disruptive innovations and marketing performance of 
online marketers in Uyo, Akwa Ibom State. World Journal of Advanced Research and 
Reviews, 16(2), 181–192. https:// doi.org/10.30574/wjarr.2022.16.2.1026 



AKSU JOURNAL OF MANAGEMENT SCIENCES (AKSUJOMAS) 
Volume 10, Issues 2 (July – August, 2025) ISSN: 77753348 

 

 87   
 

 

Akpan, S. J., & Uford, I. C. (2024). Street Trading and Its Implications on Economic Development in 
Nigeria: A Literature Review. Advance Journal of Economics and Marketing 
Research, 9(7), 23-32.  

Attih, O. B., Bassey, C., & Akpan, U. U. (2023). Influence of product innovation on consumer purchase 
decision of mobile phones in Akwa Ibom State. Nigeria. American International Journal 
of Business Management (AIJBM), 6(9), 90-97. Retrieved from www.aijbm.com   

Brodie et al. (2013). Multi-country Emotional involvement predicts brand loyalty In Brodie, R. J., 
Hollebeek, L. D., Juric, B., & Ilic, A. (2011). Customer engagement: Conceptual domain, 
fundamental propositions, and implications for research. Journal of Service Research, 
14(3), 252-271. 

Coca-Cola Africa. (2022). Driving consumer engagement through digital innovation in Africa. Internal 
report/press release. 

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., ... & Wang, Y. 
(2021). Setting the future of digital and social media marketing research: Perspectives and 
research propositions. International Journal of Information Management, 59. 

Experience Lemon & Verhoef (2016) Global Seamless journeys improve satisfaction. 

GSMA (2023). The Mobile Economy: Sub-Saharan Africa 2023. www.gsma.com 

KPMG Nigeria. (2022). Digital transformation in Nigeria: Trends, challenges, and opportunities. 
www.kpmg.com/ng. 

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the customer 
journey. Journal of Marketing, 80(6), 69–96. 

Nambisan, S., Wright, M., & Feldman, M. (2019). The digital transformation of innovation and 
entrepreneurship: Progress, challenges and key themes. Research Policy, 48(8), 103773. 

Nambisan, S., Wright, M., & Feldman, M. (2019). The digital transformation of innovation and 
entrepreneurship: Progress, challenges and key themes. Research Policy, 48(8), 103773. 

Nwachukwu & Eze (2021) Nigeria Personalized offers boost beverage consumer participation. 

Okoro & Nwankwo (2020) Nigeria Instagram/WhatsApp impact Gen Z’s brand perception. 

Social media & Digital Communication Dwivedi et al. (2021). Global Content relevance improves trust 
and purchase intent. 

Sorescu, A. (2022). The consumer in digital markets: Rethinking customer engagement. Journal of 
Marketing, 86(1), 1-24. 

Udoikah, J. M., & Ndaeyo, E. A. (2021). Small and medium enterprises (SMEs) and the economic 
growth of Nigeria. AKSU Journal of Administration and Corporate Governance 
(AKSUJACOG), 1(1), 152-161. 

Uford, I. C., Charles, I. I., & Etuk, A. J. (2022). Effectiveness of e-marketing platforms and consumer 
buying behaviour of Akwa Ibom State University students towards selected online 
products. AKSU Journal of Management Sciences (AKSUJOMA), 7(1&2), 1-28. 

Uford, I. C. & Akpan, A. O. (2024). AI-Driven Social Media Marketing: Revolutionizing Marketing. 
In Chapter Twenty-Seven: 5th Annual Conference Proceedings by Faculty of Management 
Sciences at Lagos State University (LASU), pp. 461-479. 

Verhoef et al. (2021) Global Enhances consumer responsiveness and firm performance 

Verhoef, P. C., Broekhuizen, T., Bart, Y., Bhattacharya, A., Qi Dong, J., Fabian, N., & Haenlein, M. 
(2021). Digital transformation: A multidisciplinary reflection and research agenda. Journal 
of Business Research, 122, 889-901. 


