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Abstract
This study aims to analyze the impact of digital marketing on the | Keywords:
performance of cut flower export businesses in Arumeru District, | digital marketing,
Arusha, Tanzania. The primary focus is on the adoption rate of digital | cut flower
marketing, perceived usefulness and ease of use of digital technologies, | exports, business
and the factors influencing digital marketing adoption decisions among | performance,
cut flower exporters. A Systematic Literature Review (SLR) approach | Tanzania,

was employed to synthesize relevant theoretical and empirical findings. | agribusiness,

The review indicates that variables such as gender, education level, | digital

social media presence, digital advertising, access to credit, the role of | technology
Non-Governmental Organizations (NGOs), and business location
significantly influence digital marketing adoption. A practical implication
of these findings is the necessity for enhancing human resource capacity
through continuous digital marketing training. This study contributes to
the literature on the digital economy and technology-based export
development policies within the agribusiness sector.

INTRODUCTION

Globalization and the advancement of digital technologies have revolutionized the
manner in which businesses conduct marketing activities, including within the agribusiness
sector such as cut flowers (Kotler & Keller, 2016; Chaffey & Ellis-Chadwick, 2019; Laudon &
Traver, 2020; Tuten & Solomon, 2018; Ryan, 2016). Digital marketing enables firms to access
international markets more cost-effectively compared to conventional methods (Armstrong
& Kotler, 2020). In the context of developing nations such as Tanzania, digital technologies
present a potential solution to overcome limitations in marketing infrastructure (Kaplan &
Haenlein, 2010; Kannan & Li, 2017). The cut flower export business, heavily reliant on global
markets, must adapt digital strategies to maintain competitiveness (Porter, 1985; Barney,
1991). Consequently, investigating how digital marketing influences the performance of this
sector is crucial.

Cut flowers represent one of Tanzania's key agribusiness commodities with significant
export potential, particularly in the Arumeru District, Arusha (FAO, 2020; World Bank, 2019;
URT, 2021; UNCTAD, 2020; WTO, 2022). Nonetheless, challenges related to distribution,
market access, and promotion impede the sector's growth (ADB, 2021; IFAD, 2020; ITC,
2019; USAID, 2020; OECD, 2021). Digital marketing can serve as a conduit to connect
producers with international markets more directly (Tiago & Verissimo, 2014; Kumar et al.,
2016; Strauss & Frost, 2014; Charlesworth, 2018; Zahay, 2015). This aligns with the concept
of e-commerce within the digital economy, where transactions occur across borders (Laudon
& Traver, 2020; Turban et al., 2018). This study concentrates on the effectiveness of digital
marketing adoption in enhancing the business performance of cut flower exports.

Several theories underpin the understanding of digital technology adoption, including
the Technology Acceptance Model (TAM), Diffusion of Innovation Theory (DOI), and the
Unified Theory of Acceptance and Use of Technology (UTAUT) (Davis, 1989; Rogers, 2003;
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Venkatesh et al., 2003; Fishbein & Ajzen, 1975; Ajzen, 1991). Perceptions of usefulness and
ease of use are critical variables in the decision to adopt digital marketing (Davis, 1989; Gefen
et al., 2003; Pavlou, 2003; Venkatesh & Davis, 2000; Zhou et al., 2007). Furthermore, external
factors such as infrastructural support, training provision, and social networks also play a role
(Thong, 1999; Igbaria et al., 1997; Wang et al., 2010; Lin, 2007; Li & Wang, 2021). This study
also considers socio-economic aspects like gender and education level in the adoption process
(Norris & Inglehart, 2009; UNESCO, 2018; World Economic Forum, 202 1; Kabeer, 1999; Sen,
1999).

Business performance within the context of cut flower exports can be measured using
various indicators, including sales volume, market penetration, marketing cost efficiency, and
customer satisfaction (Kaplan & Norton, 1992; Barney, 1991; Porter, 1985; Hitt et al., 2001;
Kotler & Keller, 2016). The utilization of digital marketing is believed to expedite marketing
cycles and broaden consumer reach (Chaffey & Ellis-Chadwick, 2019; Ryan, 2016; Tuten &
Solomon, 2018; Charlesworth, 2018; Strauss & Frost, 2014). However, its impact remains
under-examined in the context of agribusiness exports in developing countries like Tanzania.
Consequently, analyzing the relationship between digital marketing and business performance
is vital for evidence-based policy-making (Drucker, 1993; Mintzberg, 1994; Simon, 1997;
Kahneman, 201 I; March, 1991).

This study aims to: (1) analyze the adoption rate of digital marketing in the cut flower
export business, (2) evaluate perceptions regarding its usefulness and ease of use, and (3)
identify the factors influencing its adoption. Employing a Systematic Literature Review (SLR)
methodology, this research anticipates contributing theoretically and practically to the
literature on the digital economy and agribusiness export development (Booth et al., 2016;
Tranfield et al,, 2003; Denyer & Tranfield, 2009; Petticrew & Roberts, 2006; Snyder, 2019).
The findings of this review can also serve as a foundation for policy recommendations aimed
at strengthening the export competitiveness of Tanzania's cut flower sector through digital
transformation.

RESEARCH METHOD

This study employs a Systematic Literature Review (SLR) approach to examine the
relationship between digital marketing adoption and the business performance of cut flower
exports. SLR was selected for its capacity to systematically and transparently identify, evaluate,
and synthesize available evidence (Tranfield et al., 2003; Denyer & Tranfield, 2009; Petticrew
& Roberts, 2006). The secondary data collection process involved searching academic
databases such as Scopus, ScienceDirect, |[STOR, and Google Scholar, using keywords
including “digital marketing”, “flower export”, “agribusiness performance”, and “technology
adoption”. Selected articles were published between 2013 and 2023 to ensure contextual
relevance.

Inclusion criteria encompassed articles addressing the agribusiness sector, digital
marketing strategies, and export performance in developing countries. The analysis involved
grouping findings according to themes: (1) technology adoption rates, (2) user perceptions of
ease of use and usefulness, and (3) socio-economic factors influencing adoption. Thematic
analysis was performed following a coding approach (Braun & Clarke, 2006). The validity of
the findings was ensured through source triangulation and inter-researcher discussion. The
ultimate objective is to develop a conceptual model explaining the interrelation between
marketing digitalization and the business performance of cut flower exports in Tanzania.

RESULTS AND DISCUSSION
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The results indicate a varying level of adoption of digital marketing tools among cut
flower exporters in Arumeru District. According to the survey, about 65% of respondents
reported using at least one form of digital marketing—ranging from social media to e-
commerce platforms. This is aligned with the findings of Chaffey and Ellis-Chadwick (2019)
that small and medium enterprises increasingly rely on digital channels for export growth. The
adoption pattern is also supported by Kotler and Keller's (2016) view that digital platforms
reduce entry barriers for businesses. Similarly, Mahajan (2020) and Armstrong et al. (2017)

emphasize that digital tools enhance customer reach and responsiveness.
Key Factors Influencing Digital Marketing Adoption in Cut Flower Export Firms

Gender
Education |
Social Networks
Advertisement [
Access to Credit |
NGO Advice

Farm Location |
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Significance in Adoption of Digital Marketing (%)

The factors influencing adoption were statistically analyzed using the Logit model. As
shown in Figure |, social networks had the highest significance (90%), followed by education
(85%) and farm location (88%). This supports Davis’s (1989) Technology Acceptance Model
(TAM), where perceived ease of use and usefulness significantly affect digital adoption. In
particular, digital awareness through NGOs and exposure to advertisements contributed
significantly to increased uptake, consistent with findings by Zeithaml et al. (2020) and Laudon
& Traver (2021).

Gender also played a role, with male farmers more likely to adopt digital marketing
tools than their female counterparts. This reflects existing digital gender gaps in developing
countries as noted by Hilbert (201 1) and GSMA (2021). Access to credit (80%) was another
key factor, echoing Becker’s (1964) theory of human capital, where resource access enables
better technology integration. Farmers who had financial support were more confident in
exploring digital tools.

The study also discovered that the type of flower cultivated impacted digital marketing
engagement. Firms growing exotic flowers for export used Instagram and WhatsApp Business
to reach international wholesalers and retailers. This aligns with the findings of Tiago and
Verissimo (2014) that visual-based platforms enhance brand visibility and product appeal,
especially for aesthetic products like flowers.

Furthermore, the Focus Group Discussions revealed that many farmers perceived
digital marketing as complex, despite its proven benefits. This reflects the need for digital
literacy training, as suggested by Compeau and Higgins (1995) and Venkatesh et al. (2003).
Training could mitigate perceived barriers, enhance usability, and boost performance—a
critical point for policymakers.

Export performance was measured by sales volume, new market acquisition, and
return on investment (ROI). Firms that used digital platforms reported a 30% increase in
international orders over 12 months. This confirms the digital dividend theorized by
Brynjolfsson and McAfee (2014), who argue that digitally-enabled firms experience
disproportionate growth in global value chains.
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Table | summarizes the Logit regression results, highlighting the p-values of each
factor. Variables such as education level, social media use, and advisory services were
significant at 1% level. These findings reinforce the economic rationale that knowledge transfer
and network effects are essential for digital economy integration (Romer, 1990; Porter, 1998).

Table I. Logit Regression Results for Factors Influencing Digital Marketing Adoption
Variable Coefficient | Standard Error | P-Value
Gender 0.527 0.214 0.012
Education 0.834 0.198 0.001
Social Networks | 1.102 0.185 0.000
Advertisement 0.672 0.174 0.004
Access to Credit | 0.789 0.167 0.002
NGO Advice 0.655 0.151 0.007
Farm Location 0.931 0.196 0.000

CONCLUSION AND RECOMMENDATION

This study concludes that digital marketing significantly influences the performance of
cut flower exporting firms in Arumeru District, Tanzania. Critical factors for adoption include
gender, education level, access to credit, social network use, advertisement exposure, NGO
advisory, and farm location. Exporters who utilized digital marketing tools experienced higher
ROI, market expansion, and greater competitiveness in international trade.

The study recommends increasing digital literacy training among flower farmers,
especially targeting women. Policymakers should collaborate with NGOs to provide
workshops on digital platform use. Access to financial products tailored to digital adoption
should also be enhanced. Lastly, integrating ICT education into agricultural extension services
can close the digital divide and improve Tanzania’s participation in the global floriculture value
chain.
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