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Chapter One
Introduction
1.1 Background to the Study

Open market traders play a crucial role in the global economy, serving as the backbop&)f local
commerce in many regions. Their sustainability is a multifaceted issue t 'Sr\compasses
economic, social, and environmental dimensions. From an economic s%'o\n , open market
traders contribute to job creation, poverty alleviation, and the over K%sohomic growth of their
communities!. However, their sustainability is often challe@%\oy factors such as market
fluctuations, competition, and economic uncertainties, " % can affect their livelihoods and
financial stabilityl. In terms of social sustainability, market traders are integral to fostering
vibrant and inclusive communities. They pr .'d%c ssible goods and services, creating a social
hub that enhances community interactio@et, challenges such as limited access to resources,
lack of formalized support struc&{s)@nd sometimes marginalization pose threats to the social
sustainability of open marketraders®?. Governments and relevant stakeholders need to address
these issues to ensure@g’% market traders can thrive in an inclusive and socially sustainable
manner. Envir m@t&l sustainability is another critical aspect, as open market activities can
contribute ‘émrce depletion, waste generation, and environmental degradation. Efforts to
prom(@stainable practices among open market traders, such as waste reduction, energy
efficiency, and responsible sourcing, are essential for mitigating their environmental impact.
Implementing green initiatives and providing education on sustainable practices can help align

their activities with global environmental goals'.



On a global scale, the sustainability of open market traders is interconnected with broader issues,
including fair trade practices, global supply chains, and the impact of globalization.
Policymakers and international organizations play a pivotal role in shaping a global framework
that supports the sustainability of open market traders®. This involves addressing trade
inequalities, promoting fair business practices, and fostering international cooperation to create

an environment where open market traders from diverse regions can thrive. Q’)&\

Micro Small business operators like the retailers in the traditional opeﬁ%'}ets have existed
overtime meeting specific need of the rural and urban citizens. @tr’éditional markets are
primarily comprised of roadside vendors and open-air market&é@%s.

In Nigeria, the preference for traditional markets as@@le source of purchases is influenced
by a number of factors which include having.liy@% financial capacity, which enables retailers
to purchase from wholesalers; prices ar Q‘k‘ordable and negotiable than at the super retail
stores; and native foods are easily@%ssible in traditional markets'. The existence of the
traditional open market has crek&)signiﬁcant contribution to local economy via direct and

'\
indirect employment gen, nd revenue for individuals and government.

Despite these s, a typical shopping experience in any traditional market in Nigeria takes
a con51der ount of time due to the lengthy walks required to find a good deal and the
conste@wds that get in the way. When walking through these markets, one must also watch
out for wheelbarrow pushers (often carrying piled-high goods). A shopper with a lengthy list
may spend up to three hours searching for stores that carry the necessary items. The advent of the
internet brought about a paradigm shift in the mode of commercial activities, making it possible

for transactions to take place virtually from anywhere and at any time?. It is estimated that daily



transactions in excess of N1 billion occur on Nigeria's traditional open markets®. The traditional
market's contribution to the growth of the Nigerian economy's GDP cannot be overstated.
Nonetheless, the current market trend toward convenience, time savings, and ease of transactions
enabled by technological advancement as created a serious concern for retailers operating from a
physical market, hence, becoming a clog in the wheel of progress for retailers operating in the
tradition open market given the sale revenue lost to retailers in virtual market %&1 Also,
issues noted to affect their sustainability is evidenced in the retailer’s weak : %l intelligence
which is informed by poor financial literacy and the inability access ¢ apwﬁnancial resources to

expand their business*. By implication these identified issues are \hag negative ripple effect of

profitability and business continuity specially for the retaiiepsl(@le traditional open market.

S

Assessing the challenges of the traditional open @suggest that issues including access to
credit to take advantage of business oppor@?ﬁancial literacy to make informed financial
management decisions and the capabilié@exploit the value chain offered by virtual market are
plausible contextual factors that*xn% explored to address the sustainability challenges facing
the retailers in the tradition efd markets in Nigeria®.Financial literacy, financial accessibility,
and digital marketinglare gerconnected contextual factors that can enhance the sustainability
of traditional g?h\ﬂiarkets. For instance, financial literacy refers to the knowledge and
understand'@ financial concepts, such as budgeting, saving, investing, and managing debt.
When individuals possess financial literacy skills, they are better equipped to make informed
decisions about their personal finances and engage in financial transactions effectively. In
traditional open markets, financial literacy plays a crucial role in empowering individuals to

participate actively®. When market participants understand financial concepts, they can make

informed choices about their purchases, negotiate prices, and engage in fair transactions.



Financially literate individuals are less likely to fall victim to fraud or make poor financial

decisions that can lead to financial instability.

Moreover, financial accessibility suggests the availability and affordability of financial services
and products to all individuals, regardless of their socio-economic background. It involves
ensuring that financial services, such as banking, credit, and insurance, are a ible to
everyone, particularly those in underserved communities. In traditional open %}%s, financial
accessibility is crucial for sustainable growth and inclusivity. When ind1 '}s ave access to
financial services, they can save, invest, and participate actively in-eh@%srﬁ’c activities. Financial
accessibility promotes financial inclusion, reduces income ine@%, and enables individuals to

build assets and improve their economic well-bei@ in turn, contributes to the overall

sustainability of the market’. %

Digital marketing suggests the use of di 'ta@a\mels, such as websites, social media, email, and
mobile applications, can promote pr@bs and services®. It allows businesses to reach a wider
audience, target specific market%gents, and engage with customers more effectively. Hence,
digital marketing can si@@a E’ enhance the sustainability of traditional open markets by
expanding market ;%d nd increasing customer engagement. By leveraging digital marketing
strategies, b@ can attract new customers, build brand awareness, and drive sales. Digital

marketq Qll also assist businesses in traditional open markets to compete with larger

enterprises by leveling the playing field and reducing barriers to entry.

The link between financial literacy, financial accessibility, and digital marketing lies in their
collective ability to empower individuals, enhance market participation, and promote economic

growth®. When individuals are financially literate, they can better navigate financial systems and



take advantage of accessible financial services. Digital marketing plays a crucial role in reaching
and educating individuals about financial literacy and improving their access to financial services.
Hence, by combining financial literacy initiatives with digital marketing strategies, market
participants can be educated about financial concepts, made aware of available financial services,
and encouraged to participate actively in traditional open markets. This, in turn, fosters

sustainable economic development, reduces income disparities, and strengthe@ overall
resilience of the market!°. E‘\QO

In addition, this study hypothesizes that when retailers in the @‘So'ﬁal market have and
displays a profound knowledge of business(business acumen) e in, that will go a long way

Trac Q

in advancing their sustainability because its inte@i@'\with contextual factors including
a

financial literacy, finance accessibility, and digital ing holds the potential to improve their
ability to do business better and align with Qr.l-)fg}ﬁ ary development in business eco-system to
stay sustainable now and in the long is development established concerning the retailers
in the traditional open market pf&ig)the basis to evaluate the effect on contextual factors on

sustainability and to determife\the moderating role of business knowledge on the interaction

with traditional open @r@ space in Ibadan Oyo State, Nigeria.

N
1.2 Stata@ the Problem
N

Retaile the traditional open market such as Agbeni, Ojo-Oba, Oje, Gbagi, and Bodija market
create an environment for value delivery to customers, enhance direct and indirect job creation,
ensure income generation for the individual and government of Oyo State. The ripple effect of
the operations of the retailers in these traditional open markets holds direct consequences for the

general wellbeing of rural-urban citizens in the State. However, despite the value relevance of



the retailers in the traditional open market to local economy of Oyo State, the preliminary
investigation conducted within these markets suggest that many have ceased operations and for
those operating, sustaining higher level of performance is considered a challenge in the wake of
macro-economic disruptions; those occasioned by shift from physical to virtual markets, and
micro activities of the retailers. (b

Further investigation suggested that issues including cheap and easy access Q%'J%Et to take
advantage of business opportunity, financial literacy to make informed‘%'x\cial management
decisions and the capability to exploit the value chain offered by@fp market are plausible

contextual factors that can be explored to address the sustainab@)allenges facing the retailers

Q

in the traditional open markets in Ibadan'. In additj q@v study proposes an argument that
BS

having a profound knowledge of business will gc%5 way in advancing the sustainability of

the retailers in the traditional open maerrj%‘a

factors including financial literacy, %ﬁe accessibility, and digital marketing holds the

n because its interaction with contextual

potential to improve their abilit)ﬁ\dgﬁusiness better and align with contemporary development
in business eco-system®. D, ¢"the somewhat conceptual logic in this discussion, it is not
enough justification t@%s the interaction is capable of any significant contribution. Hence,
an empirical A ation becomes necessary to establish the potential outcome of the
interaction Abetween financial literacy, finance accessibility, digital marketing, and business

knowle@on sustainability of retailer in traditional open market in Ibadan.

Research in accounting, finance and in strategic marketing management have been conducted in
different research context involving developed, developing and emerging economies on the
individual relevance of financial literacy, finance accessibility and digital marketing with
emphasis on small and medium enterprises and these studies have stressed the individual
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significant contribution of these contextual factors to organisational performance. However,
studies focused on sustainability of traditional open market retailers in Ibadan with emphasis on
how the specific measures of contextual factors vis-a-vis financial literacy, finance accessibility

and digital marketing become critical success factor is spare.

&

The implication of this narrative is that there is little or no evidence of‘%\\%cial literacy,

finance accessibility and digital marketing as contextual factors affect the sustainability of retails

. |
in traditional open market in Ibadan Oyo State with its disti@ istorical, cultural, and

enterprising population. It was recommended that the Valug‘{gﬂiance of contextual factors can
be explored in other research context using measur@e context-specific!!. In addition, the
outcome of role to be played by business lqm@gge on the association between contextual
factors and sustainability of retailers equ I)Quiained unexplored. It is in view of this discussion
that this study raised the question of Qj@vrelevance is the interaction between financial literacy,
finance accessibility, digital m M, business knowledge, on the sustainability of retailers in
S
b

the traditional open mark an Oyo State, Nigeria?

O

1.3 Aima %}ectives of the Study

This ims to ascertain the effect of contextual factors (financial literacy, finance
accessibility, & digital marketing) on the sustainability of retailers in selected traditional open

markets in Ibadan, Oyo State, Nigeria. The specific objectives of this study are to:

i. ascertain the effect of financial literacy on the sustainability of retailers in selected

traditional open markets in Ibadan, Oyo State, Nigeria.



ii.

iii.

1v.

1.4

assess the impact of finance accessibility on the sustainability of retailers in selected

traditional open markets in Ibadan, Oyo State, Nigeria.

evaluate the effect of digital marketing on the sustainability of retailers in selected

traditional open markets in Ibadan, Oyo State, Nigeria.

L

examine the effect of contextual factors on the sustainability of retailers@y selected

traditional open markets in Ibadan, Oyo State, Nigeria é ‘\QO

determine the moderating effect of business knowledge on iffluence of contextual

factors on the sustainability of retailers in selected traditi%%pen markets in Ibadan, Oyo
Research Questions . \%

State, Nigeria.

The study is guided by the following reseasch questions

>

i. what is the effect of financial literacy on the sustainability of retailers in selected
traditional open ma@o‘lbadan, Oyo State, Nigeria?

ii. how does ﬁl%r'lc accessibility impact the sustainability of retailers in selected traditional

open‘\%éts in Ibadan, Oyo State, Nigeria?

iii@what way does digital marketing affect the sustainability of retailers in selected

traditional open markets in Ibadan, Oyo State, Nigeria?

iv. what is the effect of contextual factors on the sustainability of retailers in selected

traditional open markets in Ibadan, Oyo State, Nigeria?



v. how does business knowledge moderate the influence of contextual factors on the
sustainability of retailers in selected traditional open markets in Ibadan, Oyo State,

Nigeria?
1.5  Hypotheses

Hol: There is no significant functional relationship between financial lit?rc@(yb;nd the

sustainability of retailers in selected traditional open markets in Ibadag@@@ate, Nigeria

Ho2: Financial accessibility has no significant effect on the sustaina@bf retailers in selected

A\
traditional open markets in Ibadan, Oyo State, Nigeria %
&

Ho3: Digital marketing has no significant effect @ainability of retailers in selected

traditional open markets in Ibadan, Oyo .St@ igeria

N

Ho4: Contextual factors has no signit@t effect on sustainability of retailers in selected

traditional open markets in @yo State, Nigeria

Ho5: Business knowledge %31.3 significant moderating effect on the association between
contextual fact@ sustainability of retailers in selected traditional open markets in

Ibadan, @te, Nigeria.

1.6 Si@%ce of the Study

This study is significant to retailers in the traditional open market, administrators managing the

affairs of the traditional open market, body of academia, and the public.

The study provides evidence regarding the contributions of financial literacy, financial

accessibility, digital marketing, and business knowledge to the sustainability of retailing in
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traditional markets in Ibadan. In addition, the study's findings will have implications for policy
making and the development of strategies to enhance and sustain retail in traditional markets
particularly for the administrators of the open market. The research will provide more material
for future studies on the potential of contextual factors to increase performance in traditional
markets. Students will find the study useful for advancing their understanding as regards

contextual factors business knowledge within traditional open market while purs@i dditional

education. E \

Furthermore, this study, intends to address some gaps in the ex-is)@s&rature on contextual
factors, business knowledge and sustainability of retailers in %’@)nal open market in Ibadan.
Thus, contributing to recent research in this regard. The @kty will become a better place if the
retailers focus on the improvement of performance%th h careful and devoted efforts at having

financial literacy, access to cheap ﬁnancm@

acumen. In all, this study will be ben@ to the society at large, considering that when the

c€s adopt virtual market and show business

retailers in the traditional open arket achieve sustainability, the ripple effect of expansion,

opportunity for job and inc @eﬁeratlon can be achieved.

1.7 Scope of the S

Q

This study_intends to ascertain the effect of contextual factors (financial literacy, finance
access@r, & digital marketing) on the sustainability (profitability and business continuity) of
retailers in selected traditional open markets in Ibadan, Oyo State, Nigeria. In addition, this study
will investigate the moderating role of business knowledge (acumen).The study will cover 384
retailers in major traditional open markets in Ibadan include; Bodija Market, Oje Market, Oja-

Oba Market, Basorun market, Agbeni market, Ogunpa market, Aleshinloye market, Gbagi
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market, Dugbe market, Apete market. The justification for the selected markets is because they
represent the traditional open markets in Ibadan and the issues under investigation are
identifiable with this research context. The choice of conducting this research in Ibadan is

because it represents a rich cultural history of traditional open markets in Nigeria.

1.8 Operationalization of Research Variables . ®
The variables in this study are classified into the independent, depen .nl\ moderating
variable. The predictor variable contextual factors (X) is measured by; 1nan ial literacy, finance

accessibility, and digital marketing. The criterion variable sustam@ (%), is measured by firm

profitability and business continuity. The functional opera.tl %odel carrying these variables is
Irying

displayed in the mathematical model below: @
Y = f(X) 0&

Y=Dependent variable: Sustainability'@)

X= Independent variable: Con@FactorS (CFs)

7= Moderating variable: Bﬂ%lqss Knowledge (BK)

The 1ndependen§§gﬁle Contextual Factors (CFs) is measured as:

= Fina racy (FL),
X2 @e Accessibility (FA),
x3 = Business Knowledge (BK)
The dependent variable- Sustainability (ST) Y is measured as:

y1= Firm profitability (FP),

y2= Business continuity (BC).

12



The moderating variable — Business Knowledge (BK) is Z
1.9 Operational Definition of Terms

Contextual Factors: These are the specific circumstances or conditions that surround a

particular situation or event, which can influence or affect the outcome or understanding of that
situation. 6&{‘0

Finance Accessibility: This refers to the ease with which individuals 'Qges can access

financial services, such as loans, credit, or banking facilities, to me@%ﬂnancial needs.

N

Financial Literacy: It is the knowledge and understandi g& financial concepts, such as

budgeting, saving, investing, and managing person@smess finances and it helps retailers

make informed decisions about their money. \%

Digital Marketing: It is the practice of@moting products or services using digital channels,
such as websites, social media en%}, search engines, and mobile apps. Digital marketing

strategies aim to reach and en e target audiences through various online platforms.

Business Sustainab@@qt refers to the ability of a business to operate in a socially,

environmental @ economically responsible manner over the long term.
Firm @%ility: This refers to the financial success of a business entity.

Business Continuity: It is the ability of a business to continue its operations and deliver
products or services without interruption, even in the face of unexpected events or crises, such as

natural disasters, cyber-attacks, or pandemics.

13



Business Knowledge: It encompasses the understanding, information, and expertise about
various aspects of running a business, including market dynamics, industry trends, customer

behavior, operational processes, and strategic decision-making.

Traditional Open Market: It refers to a physical marketplace or trading environment where

buyers and sellers interact directly, without the involvement of intermediaries or onli tforms.

&
&%
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Literature Review

This chapter reviews relevant literature which also provides a detailed explanation of the
concepts used in this study, as well as theories and the empirical findings of past research works.
This will be done under the following subheadings including conceptual review, theoretical

review, empirical review, conceptual framework and summary of gaps in literature. * ®

2.1 Conceptual Review é ‘\QO

The concepts to be reviewed include business sustainability, con ["factors, and business

N
knowledge. &%
. Q@
2.1.1 Business Sustainabilit ‘®
* y N

Firm sustainability management is a bt'}@gpproach that is designed to shape the

environmental, social, and economic effeéts of a company in such a way that, first, results in the
sustainable development of the ¢ mp&lnd, second, provides an important contribution toward
the sustainable development tk\e economy and society!.It was conceptually stated that firm
sustainability is abo @'%jng the financial bottom line into a triple bottom line, which
includes environr@{gl and social aspects of corporate performance. Financial sustainability is
meeting our needs today without compromising future generations’ ability to meet theirs®.
Addit, the study defined firm sustainability as the actual outcome fashioned by a company
which is measured and compared with the expected results, thus continue to record positive

expected performance indicators.

Firm sustainability is gaining the attention of both practicing managers and the academia in

recent years because companies, investors, and consumers are now focusing on increasing

16



critical corporate sustainability?. These days, organisations are expected to think far above the
narrow- and short-term financial focus, and stretch into a total economic, environmental, and
social sustainability and so, develop corporate strategies to accomplish more exploits through
doing “good” and refocusing the organisations into responsible organizations that care about the
environment, and embrace the new paradigm that sees the social aspect as becoming increasingly

a must instead of a choice to lead in future markets. Q’)&\

The features of firm sustainability are; technology across‘@ value chain;
right sustainability goals; operational sustainability; financial sustain /) market sustainability;
and social outcome®. The advantages of firm sustainability ar%@oved investors’ confidence;
increase in stakeholder’s investment commitment; : ced competitive advantage; and
improved firm market share and goodwill. The disadwdntages of firm sustainability could be;
employees could quit based on unfair resultq.a)%ﬁa ed or misleading information can affect the
review; employee morale may drop; r?@ees including time and money are wasted and legal
6

risks increase. \)

'\
Firm sustainability is a @ process for accomplishing organizational short and medium

term financial anc{\righnancial goals without compromising long-term financial interests
regarding ﬁ.w%gformance of the organization’. It involves having such sustainable policies
and p , and aligning them so that goals in one area are not compromised in favour of
those in another. These policies are adopted to enhance the financial, environmental, societal,
human and other resources on which the focal firm depends for its long-term health. In this
study, firm sustainability is operationalized as operational sustainability, financial sustainability,

market sustainability and social outcome. These variables are discussed hereunder.
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The issue of sustainability had made retailers to face one of the most significant challenges in
recent years. Along the entire supply chain, consumers continue to place a high priority on the
demand for retailers to implement sustainability initiatives that lessen the negative impact that
their products have on both people and the environment. According to a study, 93 percent of
customers around the world anticipate that businesses would support social and environmental
causes!. A recent survey of 19,000 consumers in 28 countries found that approxiﬁ%?y 60% of
respondents are willing to make changes to their shopping habits in order to .eﬁg heir negative
influence on the environment, and 80% of respondents said that su§t%in%b11ity is important to

them!. Ninety-four percent of the respondents to a study of 12 oor retailers from thirteen

countries said that the demand from customers for envir m&gﬁly friendly items has increased

over the past two years®. @

From 2013 to 2018, sustainability marketed@(-))&accounted for fifty percent of the growth in
the consumer-packaged goods 1ndustry4(b¢§urvey conducted in the year 2020 found that 59% of
consumers believe that treating ngfees fairly is the best way for a company to demonstrate
that it represents the person des of consumers. Consumers want to buy from businesses that
take the long-term Vi@C ntrating on the social as well as the environmental impact of their

supply chain ct@és. In addition to providing environmentally sustainable materials and

packaging,@ns mers want to buy from businesses that are innovative.

Retailers face a competitive imperative to adopt sustainable business practices, one that goes
beyond merely projecting an image of being a responsible corporate citizen. To begin,
sustainability has the potential to help the brand stand out from its rivals, improve its equity,
increase customer loyalty, and attract younger consumers®. Retailers lower their exposure to
business risk by increasing their level of regulatory compliance, and they cut their liability by

18



making their supply chain more environmentally responsible. Retailers can increase their
chances of attracting capital by adopting sustainability practices, which allow them to satisfy the

requirements of institutional investors who have specific ESG requirements®.

In addition, sustainability helps businesses increase their profit margins by lowering fixed and
variable costs. This can be accomplished by reducing waste and energy consumpt'ror(@wering
the cost of packaging and transportation, lowering the cost of inventory '&ﬁrehousing,
reducing employee turnover, and mitigating the cost of medical care. C@uction is cited as
the primary reason for retailers' adoption of sustainability goals -b@fﬁof respondents®. The
positive impact that sustainability has on legitimizing the cqé;y, as well as attracting and
engaging employees, is another factor that motivates re@b;s . There is an increased emphasis
on integrating sustainability related values in re @pply chains, which can increase their
attractiveness to consumers. Yet, challenge@%ﬁ

incorporating suppliers and customers }%%' .

Q

Sustainability as a combination ofYbeliefs, attitudes, intents, and behaviours that involve the

0\

strategic consideration ob'%n mic, environmental, and social resources for the success of

menting sustainability as a holistic system

current and future,\gd ations®. Stated differently, a sustainability oriented retailer, while
considering QQQg run, goes beyond just economics to include environmental and social
consi i for current and future generations. Sustainability for businesses is often referred
to as the triple botom line or the 3P’s, which refer to a company’s consideration of economic
performance as well as environmental impact and social impact. Sustainability goes beyond
environmental stewardship to include incorporate the “people” component. Sustainability attends
to the working condition and well-being of employees, the impact of sourcing decisions on
inequalities in society, and opportunities for underrepresented segments of society.

19



Sustainability initiatives for increasing living wages, providing safe working conditions, and
ensuring fair treatment apply not only to the retailer’s direct employee pool but also to indirect
employees, who work for partners within the retailer’s supply chain’. Considerations of
stakeholders such as local communities and society at large reflect the growing notion of
sustainability. Conceptually, sustainability goes beyond corporate responsibility efforts or
philanthropic activities that certain merchants have advocated for decades. Early fﬁ&}ate social
responsibility programmes that focused on social issues were primarily an. Q@in ethics and
moral philosophy. Sustainability initiatives that arose later focused c&gv’%ronmental challenges
A
N
\E

Over the course of time, these programmes have o@ged and broadened their scope to

established in physical science.

incorporate concerns regarding social welfare in overarching concept of sustainability.
Today, environmental, ethical and moral, a@ﬁ% ocial concerns are all incorporated into the
idea of sustainability. Retailers are in{%ingly merging environmental aims with profit and
sales growth goals in order to r%@ompetitive. Retailers want to approach these objectives
not as competing aims but a %@ementing goals, so that achieving sustainability will also lead
to increased earning@gwth. Aside from the potential financial rewards, businesses are
starting to thi @Vways to cut their operational expenses while also decreasing their impact
on the env'@l%ent by lowering their emissions and reducing the amount of natural resources
they conswme. It was not always simple to calculate the influence that sustainability programmes
had on important outcomes; however, this impact can now be ascertained utilising modern
measurement techniques and technology that are entrenched in retail supply chains. Regarding

the effects on people, sustainability acknowledges the fact that retail supply chains do not exist in
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a vacuum; rather, they have an effect on, and are themselves affected by, the communities in

which retailers do business as well as their employees and suppliers®.
2.1.1.1 Firm Profitability

One of the financial definitions and measures of firm performance is profitability-this is because
it enables the management of the organisation to assess their overall performance a‘(&sure its
going-concern status is on track. What then is firm profitability (FP)? Fi .p& Q)bility (FP) is
considered the earnings that a business entity achieves from its resourc o:; time. Emphasizing
that one of the principal objectives of many organisations is to ru(;o%‘l‘o itable business. FP is a
firm's ability to generate earnings from its operations over ;Q cholars opined that FP reveals

the capability to generate income from the use of its@%ﬁr a specified period®.

Some authors positioned FP as an outcom .f%%-speciﬁc capability, but they did not state

what these capabilities are. To address th@padequacy, it was emphasised that profitability is the

net result of various policies an@l{a%gerial decisions, and the profitability rates represent the

net operating result of tha%ombined effects of liquidity, asset management, and debt

management®. Some @e@u or’s view deferred from earlier definitions because they consider

FP to be a relativ that relates to how efficient the operations of the firm are®. The scholars
=

stressed theé

desired retirn on investment and human resources employed in running the business operations.

s the proficiency of an organisation to generate earnings on sales, accomplish

FP is a significant feature to assess how effective and successful an entity runs its business

operation.

It was further stressed that FP reveals the capacity to function efficaciously in a fast-changing

environment!?. FP is the indices employed to measure the degree to which firms offer new
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products that result in competitive advantage. The need for every business to strives and earned
sufficient earnings to prosper over a long period. Overall, FP represents the proficiency of the
management in transforming firm-level capabilities to profits over time!?. To further enhance the
definition of FP, this study considered FP as the capability to generate sustainable financial
rewards or earnings through efficient utilisation of firm resources (man, machine, material,

money, competencies, and information, amongst others) by a well- coordmate@agement

process and effective decision making over a given period. 'E '\

One common feature of FP is its capacity to determine the gm@y’km status for profit-
making organisations. In aligning with this narrative, FP w%'%p%mdered as a prerequisite to
survive and succeed in the economic activities of a ¢o y over a long period. The authors
pointed out another feature of FP, which they clai s the potential of attracting prospective
investors to delve into a business line bec@%ﬁ ess-owners benefit a lot from a profitable
business. There are several ratios used@plam FP and they include: gross margin (profit on
sale of goods and services); O margln (profit on sale of good and incorporation of
administrative expenditure @eﬁ’tal incomes); Return on asset (earnings produced by company
asset); Return on (company earning in relation to each investor's commitment.

Profitability is r@ re with an ‘income statement’. This is principally a listing of income less

the expensesthrough a period for the whole business!?.
3

FP is at the heart of financial management literature because the primary objective of financial
management is to maximise shareholder wealth, and FP is a crucial determinant of such
aspiration. By implication, profitable businesses reward business owners with desirable earning
(return on investment). Also, it is important to stress that businesses that are not profitable are
unlikely to grow since it is from profits made over time, that reinvestment and expansion
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activities can be accomplished. FP is an essential featured item in the financial reporting of many
companies because it reveals the efficacy of management decisions. Accordingly, scholars
pointed out that FP guarantees survival for profit-oriented firms; hence achieving increasing
profitability is imperative for firms to own resources, competency and develop strategies that can
be used to adapt and take advantage of changing market conditions in a turbulent envirggnent“.

More like other performance indicators, profitability in itself does not .COQ%’Q&\negativity;
however, lack of it or the inability of a company to run a profitable busin‘e%;\comes something
of concern. One argument supported by scholars is that FP is an e@&i@n of past events; this
implies that today's FP is specifically about either the achiev%&% or failures of past business
dealings. This retrospective assessment of firm perfo r@e 1s limiting; hence, warranting the

need for the non-financial measure which emphasisesswhat managers can do today to create a

desiring future. C;\\'

2.1.1.2 Business Continuity Q)‘bﬂ

Business continuity is an o:g%iwtional ability or state of continuing to live or exist, often
despite difficulties, c@l)@e or dangers. Organisational survival has many connotations-both
subjective and o@dve. The most objective way to measure survival in organisations is to
observe th% ntinuing existence. Surviving in the global struggle to meet the increasing
deman: firms in the marketplace has seen many researchers and academicians having a
reason to pay attention to the individual employees in the organisation since innovation in
products and services are brought about by these individuals. A multi-dimensional measure of
firms' success may include traditional accounting indicators such as sales growth, market share,

and profitability aspiration levels Success measures of three critical success indicators- gross

23



profit, return on asset (ROA), and return on investment (ROI) in measuring firm success. Some
non-financial issues like the company's reputation, public image and goodwill, and the
commitment and satisfaction of employees, which may be necessary to new entrants were also

considered.

Primarily Characteristics of organisational survival include profitability, innovativen rowth,
liquidity, and adaptability. Organisational failure is also considered closing g}ons due to
failure to meet the financial responsibility towards the customers, emplﬁ% and providers of
financial resources due to insolvency. Organisational survival-l%‘%ﬁhy connotations-both
subjective and objective. The most objective way to measu@'{&vival in organisations is to
observe their continuing existence. A multi-dimensiogléasure of firms' success may include

traditional accounting indicators such as sales growthsmarket share, and profitability aspiration

N
levels. C-)\
>

Business continuity or survival gua@%ﬁ:s returns for owners and plays a significant socio-
economic role for the firm, individuals as employees, the government, and shareholders.
Business continuity pro@e Qless opportunities for job creation, revenue generation for
employers, employﬁ, d the government, and products to the general public. However, the
scholar stres where a business failed to be considered a going concern, the disadvantages
have sigii tly negative consequences for firms, individuals, government, and society. This
study considers business continuity as the attribute of a successful organization which shows that

an organization will continue to exist as a going concern to satisfy the interest of the

stakeholders!2.

2.1.2 Contextual Factors

24



Contextual factors refer to the various elements and circumstances that surround a particular
situation or event'2. These factors play a crucial role in shaping and influencing the outcomes
and understanding of the situation. Understanding and analyzing contextual factors is important
because they provide valuable insights into why certain events or phenomena occur and how
they may be interpreted. Contextual factors encompass a wide range of elements, including
social, cultural, historical, economic, environmental, and organizational factorsé@ke factors

can be classified into different categories based on their nature and impact. ‘\QO

Contextual factors significantly impact how individuals perceive aﬁ@&e’ﬁpret information. For
example, cultural background, personal experiences, and socia@s shape one's understanding
and judgment of a situation. Different individuals r@s may interpret the same event
differently based on their unique contexts. Conte% ctors also play a vital role in decision-

°
making processes. Decision-makers cons"der%‘r

conditions, legal frameworks, and soci@tudes before making choices. These factors provide

10us contextual factors such as economic

the necessary background and %ork for decision-making. It influence human behavior.

Environmental factors, soc@oﬁ‘ms, and peer pressure can shape how individuals act and

respond to specific si(uat@s

way they do i &n contexts. Researchers often consider contextual factors to ensure the

nderstanding these factors helps explain why people behave the

validity an@e ralizability of their findings. By accounting for contextual factors, researchers
can d@ine the extent to which their results apply to specific populations, cultures, or
environments. Contextual factors are not static but rather dynamic and subject to change. They
evolve over time, and new factors may emerge while others become less relevant. Recognizing
the dynamic nature of these factors is crucial for understanding the changing dynamics of a

situation!3.
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When solving problems or planning strategies, considering contextual factors is crucial. By
understanding the context, one can identify potential barriers, leverage opportunities, and
develop appropriate solutions or plans that align with the specific circumstances. Contextual
factors also have ethical implications. Different cultural or social contexts may have varying
ethical standards and values. It is important to consider these factors to ensure that actions and
decisions align with ethical guidelines and respect the cultural norms of the conte%@summary,
contextual factors are essential components in understanding and in . %g situations,
influencing decision-making, shaping behavior, and conducting r ag:h. Recognizing and

analyzing these factors allows for a more comprehensive unders@mg of a given situation and

enables individuals to make informed choices and develop e{iﬂgﬁre strategies'?.

S

Financial literacy refers to the knowledge and und stging of financial concepts and the ability
to make informed decisions about person@ s. It plays a crucial role in empowering
individuals to manage their money ef] ly, make sound investment choices, and navigate
complex financial systems. Ho&% financial literacy is influenced by various contextual
factors that shape individu dess to resources and opportunities. Two important contextual

factors are finance ac@s@it and digital marketing.

N
Finance acc@ refers to the availability and ease of access to financial services and
produ compasses factors such as the presence of banking institutions, the availability of
affordable credit, and the accessibility of investment opportunities. In many countries,
particularly in developing economies, there is a significant portion of the population that lacks
access to basic financial services. Limited physical infrastructure, such as bank branches or

ATMs, can pose barriers to accessing financial resources. These barriers further exacerbate
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financial exclusion and hinder individuals from developing financial literacy. Therefore,

improving finance accessibility is crucial for fostering financial literacy.

Digital marketing plays a significant role in shaping individuals' financial behavior and

influencing their financial decisions. With the proliferation of the internet and digital platforms,

O

such as targeted advertisements, influencer endorsements, and social media ca s, can have

financial products and services are increasingly marketed online. Digital marketing iques,

a profound impact on individuals' financial choices. However, the irnpa‘&%'s\ be both positive

and negative. . ‘%'\
S

On one hand, digital marketing can enhance financial litﬁg}y providing individuals with
access to educational content and resources. Onliu@%s offer financial literacy courses,
budgeting tools, and investment simulators .th@n empower individuals to improve their
financial knowledge and skills. Digitaggkﬁting can also facilitate financial inclusion by

reaching underserved populations @t may have limited access to traditional financial

institutions. \)

%w
On the other hand, ig%’Qmarketing can also be misleading or exploitative. Aggressive
advertising tac ic@udeceptive marketing practices can lead individuals to make ill-informed
financial decistons. Without adequate financial literacy, individuals may fall prey to predatory
lending\{raudulent investment schemes, or excessive consumer debt. Therefore, it is crucial to
regulate digital marketing practices and promote responsible advertising to protect consumers

and ensure that individuals have access to accurate and reliable financial information.

In conclusion, contextual factors such as finance accessibility and digital marketing have a

significant influence on financial literacy. By improving finance accessibility, individuals can
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have greater access to financial services and products, which is essential for developing financial
literacy. Digital marketing can serve as a powerful tool for promoting financial literacy, but it
also requires responsible practices to protect consumers from misinformation or exploitation. To
promote financial literacy effectively, policymakers, financial institutions, and digital marketers
need to collaborate to create an enabling environment that fosters financial education, enhances

finance accessibility, and ensures ethical digital marketing practices

2.1.2.1Financial Accessibility

The term "financial accessibility" refers to the ease with which economic agents can gain access
to various financial services, whereas the term "financial inclusion" more commonly refers to the
percentage of people and businesses that make use of various financial services. Therefore, a
growth in financial inclusion can be inferred from a better accessibility to financial services!*.
Individuals and organisations are able to insure themselves against risks and uncertainties, make
payments, store money for the future, and acquire credit for increasing economic activity when

they have access to financial resources.

In addition to this, access to financial services contributes to increased economic growth,
decreased levels of poverty, and improved financial and macroeconomic stability. Households
and businesses both need to have access to and make use of official financial services in order to
be considered financially included. Policymakers see it as a method to improve people's
livelihoods while also reducing poverty and advancing economic development. Inclusion in the
financial system can also be understood to mean having access to and making use of the kinds of
financial services that are tailored to the requirements of the user. The safety, stability, and

integrity of the financial system may all stand to gain from the introduction of potential benefits
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brought about by financial inclusion. On the other hand, it can also bring potential hazards to
both the providers and the customers, and it can involve the transfer of risks to new actors in the

market.

According to research conducted by the International Monetary Fund (IMF), financial inclusion
considerably boosts macroeconomic growth. Nevertheless, expanding access to credit might
endanger macrofinancial stability when combined with low-quality banking supervision'. In
spite of the fact that some advancements have been made in the field of financial inclusion over
the course of the past few of decades, the global community still confronts several obstacles on
the path toward achieving sustainable, cheap, and complete financial inclusion. On a global scale,
it is not the largest corporations and the wealthiest individuals who are experiencing a lack of
financial support; rather, it is SMEs and individuals who have been requesting an increase in
finance. Only ten percent of the population in developing countries have credit cards, and two
billion individuals in these countries do not have bank accounts. Only 21% of those who have a

need for financial assistance can qualify for loans from banking institutions.

The provision of financial services to these neglected or unserved communities will undoubtedly
continue to be a challenge on a global scale. In this environment, the inclusion of digital financial
services has the potential to play an essential role, and the momentum that exists today may be
enhanced to generate transformational amounts of finance for sustainable financial inclusion. In
this context, the financial system itself can be gradually reformed to facilitate the mobilisation of
sufficient money for sustainable growth. Having universal access to financial services that are
offered at prices that are reasonable and are delivered by institutions that are sound and
sustainable is what is meant by the term "financial inclusion." It include activities such as saving,
investing, taking out loans, and purchasing insurance. Individuals people who are typically
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referred to as unbanked and underbanked are both included in the market for those who are

financially underserved.

In recent years, a lot of progress has been made in promoting financial inclusion through basic
account ownership for individuals, but billions of people in developed and emerging markets are
still financially underserved. This is due to the fact that basic account ownership for individuals
is a requirement for financial inclusion. Over two billion adults throughout the world do not have
access to the most fundamental financial services because they do not have bank accounts.
Several billion additional people are considered to be underbanked, which means that while they
may have basic bank accounts, they are not adequately provided for by the financial services
industry in terms of savings opportunities, insurance coverage, or access to credit. Many of the
unbanked and underbanked population suffers from poor financial health and a lack of financial
stability. The problem of financial insecurity is not limited to the low-income, bottom-of-the-
pyramid population in developing countries that lacks access to banking services. The
democratic process has been completed. It is a problem with equitable opportunities that affects
many people in developed economies as well, and that includes about half of the population in
the United States. Accomplishing financial inclusion and securing one's financial future are not
goals in and of themselves; rather, they are means to an end. They are widely acknowledged as
being vital to the goals of lowering poverty and generating economic growth that benefits

everyone.

According to studies, persons who have access to financial inclusion are better able to establish
and grow enterprises, make investments in education, better manage risks, and absorb financial
shocks. Additionally, it has a beneficial impact on consumption, employment status, and income,
in addition to improving certain aspects of both physical and mental health. Greater access to
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financial services, including access to credit, helps reduce income inequality and boost economic
growth. This benefit accrues to individuals as well as to small businesses. Greater financial
inclusion is a crucial target under the Sustainable Development Goals of the United Nations
because it makes it possible for lower-income households and informal businesses to become
more resilient and take advantage of economic opportunities'®. In the business, public, and social
sectors, there is a growing understanding of the necessity of this opportunity as well as the
possibility it presents. It is starting to become a priority for policy makers and regulators to make
financial inclusion a part of the development of the financial industry. Several national
governments are in the process of enacting extensive reforms that will increase both access to
and utilisation of various financial services. The G-20 and the World Bank are only two of the
international institutions that are starting to work on developing strategies to expand access to
financial services. Over fifty different countries have established explicit targets and lofty goals

with regard to financial inclusion.

Although it has been a gradual process overall, the momentum behind expanding access to
financial services has ramped up dramatically in recent years. Because of this, a number of new
players from the private sector who are interested in "for-profit" impact investment have joined
the game. In both emerging and established economies, technology has become an essential
enabler in the process of promoting financially inclusive practises in a manner that is
commercially sustainable. Mobile phones, technology advancements, and shifting consumer
mentalities are powering a revolution in the consumer financial services industry that is taking
place all over the world. Several nations have already begun to reap the benefits of leveraging
digital financial services as a tool for economic development to assist inclusive economic growth

and to bring about a reduction in income inequality'”.
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A loan is a specific kind of credit vehicle in which a quantity of money is lent to another party
in consideration for future payback of the value or principal amount'®. The name "loan" refers
to this specific kind of credit vehicle. The majority of the time, the lender will additionally tack
on interest or other finance charges to the principal value of the loan. These are additional costs
that the borrower is responsible for repaying in addition to the principal balance. It's possible to
take out a loan for a fixed, one-time amount, or you might be able to get one in the form of an
open-ended line of credit with a maximum amount. There is a wide variety of ways in which

loans can be structured, including secured, unsecured, commercial, and personal loans!'®.

Loans can be classified further into secured and unsecured, open-end and closed-end, and
conventional types. Secured and Unsecured Loans: One definition of a secured loan is a loan that
is guaranteed by some asset, or collateral. For instance, the majority of financial institutions
demand borrowers to submit their title deeds or other documentation that indicate ownership of
an item until the loans are repaid in full'®. This is the case even if the borrower has no intention
of selling the asset. Other assets, such as stocks, bonds, and personal property, may also be
pledged as collateral in order to secure a loan. When consumers need to borrow significant

amounts of cash, the majority of them look into getting secured loans.

As a type of guarantee and due to the fact that lenders are often unwilling to part with significant
sums of money without some form of collateral, the recipients' assets are taken into custody. The
interest rates for secured loans are typically lower, the borrowing caps are typically higher, and
the repayment terms are typically stretched out over a longer period of time. A mortgage, a loan
for a boat, and a loan for an automobile are all examples of secured forms of credit. On the other

hand, in the case of an unsecured loan, the borrower is not required to put up any asset in order to
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secure the loan. When a borrower applies for an unsecured loan, the lender will do a very in-
depth analysis of their current financial situation. They will be able to make a determination
regarding whether or not to provide the loan based on their assessment of the recipient's potential
for making repayments. Purchases made using credit cards, loans taken out for education, and

personal loans all fall under the category of unsecured loans.

There are two other ways to talk regarding loans: closed-end and open-end. An individual has the
ability to borrow money on an unrestricted basis when the loan is open-ended. Even though they
both have limits on the amount of credit that can be used, credit cards and lines of credit are
excellent instances of open-ended loans. A person's credit limit is the maximum amount of
money they are permitted to borrow at any given time. It is up to the individual to decide
whether they will use all of their credit limit or only a portion of it to meet their financial
obligations. When this individual makes a purchase using his credit card, the amount of available

credit is reduced on a per-transaction basis.

When individuals receive closed-end loans, they are not permitted to borrow again until they
have completely returned the previous debt. The principal balance of the closed-end loan will go
down each time a payment is made toward it. If the borrower want to obtain a larger sum of
money, however, he will have to submit an application for a new loan from the beginning. The
procedure comprises the presentation of documentation to demonstrate that the applicant is
credit-worthy, after which the applicant must wait for approval. Mortgages, vehicle loans, and

educational loans are all types of loans that are considered closed-end loans'®.

The term is often used when applying for a mortgage. It refers to a loan that is not insured by

government agencies. MarketMoni is a good illustration of a typical example. MarketMoni is an
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initiative that was developed by the Government Enterprise and Empowerment Programme
(GEEP) to stimulate the economy of Nigeria by providing petty traders with access to leveraged
capital and additional sources of financing. The provision of collateral-free loans up to N50,000
is at the heart of MarketMoni, which was developed to assist small business owners in growing
their operations. The loans have a repayment schedule that extends over a period of half a year.
Beneficiaries of the programme are eligible to receive access to a larger facility, ranging from
up to N100,000, if they make the required repayment of N50,000 within the allotted amount of
time. The application for a loan is checked for validity by the management software at the Bank
of Industry. The money from the loan is deposited into the mobile wallet account within forty-

eight hours, at which point it can be cashed out?.

2.1.2.2 Financial Literacy

Financial literacy is a critical aspect of*personal and societal well-being in the realm of finance.
It refers to the knowledge, skills, &nd abilities required to make informed and effective decisions
regarding financial résourees,”such as managing personal finances, investing, budgeting, and
understanding financial products and services. Financial literacy is a critical aspect of personal
finance that.empowers individuals to make informed and effective decisions regarding their
money. It encompasses a wide range of knowledge and skills, including budgeting, saving,
investing, understanding financial products, and managing debt. In today's complex and
interconnected world, having a strong foundation in financial literacy is essential for individuals

to navigate the intricacies of the financial landscape?!.
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At its core, financial literacy involves understanding the fundamental concepts and principles
that govern financial systems. This includes grasping concepts such as interest rates, inflation,
compounding, risk and return, diversification, and asset allocation. By acquiring this knowledge,
individuals can make informed decisions about how to grow their wealth, protect their assets,
and plan for the future. Budgeting is a fundamental component of financial literacy. It involves
creating a detailed plan for income and expenses, allowing individuals to track @spending,
prioritize financial goals, and make adjustments when necessary. A well- budget helps
individuals understand where their money is going, identify areas wgewt ey can cut back or

save, and develop healthy financial habits?!. @

Saving is another key aspect of financial literacy. It in o@tmg aside a portion of income for
future use or emergencies. By saving consistently Qlduals can build an emergency fund to
cover unexpected expenses and achieve th r o %’m financial goals, such as buying a house,
starting a business, or retiring comfo%@ Financial literacy helps individuals understand the
importance of saving, the powefk&%ﬂpound interest, and different savings vehicles available,
such as savings accounts, cgftificites of deposit, or investment accounts. Investing is a crucial
skill that financial li@q ips individuals with. It involves allocating money into different
investment ve 'c]é\hch as stocks, bonds, mutual funds, or real estate, with the expectation of
generatlng rn over time. Understanding investment principles, risk management, and
dlvers®non is essential to make informed investment decisions that align with one's financial
goals and risk tolerance. Financial literacy empowers individuals to assess investment

opportunities, evaluate the performance of investment portfolios, and make adjustments when

necessary?2.
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Debt management is another important aspect of financial literacy. Many individuals rely on
credit cards, loans, or mortgages to fund their purchases or investments. Understanding interest
rates, credit scores, debt repayment strategies, and the implications of taking on debt is crucial to
avoid falling into a debt trap and maintain a healthy financial position. Financial literacy
educates individuals about responsible borrowing, the impact of interest on debt repayment, and

strategies to minimize or eliminate debt effectively. Financial literacy als%{éompasses
understanding financial products and services. This includes knowledge ab . rent types of
bank accounts, credit cards, insurance policies, retirement accountsj%q\ investment vehicles.
Being able to compare and evaluate the features, costs, and bene %\)‘}fmancial products enables
individuals to make informed decisions that suit their need %‘ﬁnancial objectives. In addition
to these core concepts, financial literacy also l@’% understanding financial laws and
regulations, tax planning, estate planning, a@ broader economic factors that influence
o

personal finance. It requires individuals'*&' informed about current financial trends, news,

and changes in the financial landscap@nake well-informed decisions?.

Promoting financial literacyd ial at both the individual and societal levels. On an individual
level, financial litera@ ers people to take control of their finances, make sound financial
decisions, and (@ financial independence. It reduces financial stress, improves financial
well-being@ nables individuals to plan for a secure future. At the societal level, financial
1iterac®ssential for economic growth and stability. When individuals possess strong financial
literacy skills, they are better equipped to participate in the economy, make informed
consumption choices, contribute to savings and investment, and avoid financial pitfalls. This
leads to a more financially responsible population, reduced economic inequality, and a stronger

overall economy. Financial literacy is a comprehensive and multidimensional concept that
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encompasses various knowledge areas and skills. It equips individuals with the necessary tools to
manage their finances effectively, make informed decisions, and achieve their financial goals. By
promoting financial literacy, individuals and societies can build a stronger foundation for

financial well-being and a more resilient economy?>.

An elaborate conceptual discussion on financial literacy involves exploring its impg{t’@pe, key
components, challenges, and potential solutions. Importance of Fi @1 Literacy:
Empowerment: Financial literacy empowers individuals to take control o‘{%\ﬁnancial lives. It
equips them with the necessary knowledge and skills to make info@)&cisions, set financial
goals, and achieve financial security. Financial Stability: é»%nderstanding concepts like

budgeting, saving, and investing, individuals can bu@'&gg foundation for financial stability.

They can effectively manage their income, ex@s, and debt, reducing the risk of financial
hardship. Decision Making: Financiallyﬂ&?ﬁ)}ldividuals can make informed decisions about
various financial matters, such as @sasing a home, starting a business, or planning for
retirement. They are better equipped to evaluate risks, understand implications, and choose
suitable options. Avoidin:nd Exploitation: Financial literacy helps individuals recognize
and avoid ﬁnancia%@, fraudulent schemes, and predatory practices. It enhances their ability
to protect the% s from exploitation and make sound financial choices. Economic Growth: A
financi %erate population contributes to overall economic growth. When individuals are
financially aware and make prudent financial decisions, it positively impacts the economy by

increasing savings, investment, and productivity>*.

Understanding fundamental financial concepts like budgeting, saving, investing, interest rates,

inflation, and compounding forms the foundation of financial literacy. Money Management:
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Developing skills to manage personal finances, including budgeting, tracking expenses, and
creating financial goals, is essential for financial literacy. Debt Management: Knowledge about
different types of debt, interest rates, repayment strategies, and credit scores enables individuals
to effectively manage their debt and avoid falling into a debt trap. Investment Knowledge:
Familiarity with investment vehicles, such as stocks, bonds, mutual funds, and real estate, helps
individuals make informed investment decisions and grow their wealth. Ris%}i?gement:
Understanding insurance, risk diversification, and contingency plannin.% individuals
mitigate financial risks and protect themselves from unexpected eveg§ Consumer Awareness:

Being knowledgeable about financial products and services ngh as loans, credit cards,

mortgages, and insurance policies, empowers individuals w&%%e informed choices and avoid

unnecessary fees or high-interest rates?. @

Challenges in promoting financial literacy @&k of education which is as a result of non-
provision of financial education, leavi%%ividuals ill-equipped to navigate the complexities of
personal finance. Complex Finangial*Products: The financial industry offers a wide range of
complex products and sev@'making it difficult for individuals to understand and make
informed decisions. eha@r Factors: Human psychology plays a significant role in financial
decision-maki .@Vioral biases, such as impulsiveness, overconfidence, and herd mentality,
can hinder@na cial literacy efforts. Socioeconomic Factors: Socioeconomic disparities can
impac@ess to financial education and resources. Lower-income individuals often face more
significant challenges in gaining financial literacy due to limited resources and opportunities.
Evolving Financial Landscape: Rapid changes in the financial industry, including the rise of

digital banking, crypto currencies, and new investment instruments, require continuous learning

to stay financially literate?>.
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Potential solutions for promoting financial literacy involve integration in education governments
and educational institutions should prioritize financial literacy as part of the curriculum at
various levels, starting from primary education. This ensures early exposure and long-term
impact. Public Awareness Campaigns: Conducting public awareness campaigns to highlight the
importance of financial literacy provide basic financial education, and direct individuals to
reliable resources can significantly raise awareness and engagement. Accessibl&‘%@?practical
resources by developing user-friendly resources, such as online courses, in ‘ ?@tools, mobile
applications, and workshops, can help individuals enhance their ar'1301a1 literacy at their

convenience. )\\‘
.' Q@&%

Collaboration with financial institutions by partnerin% nancial institutions to provide free
S

or low-cost financial education programs, worksl%; d one-on-one consultations can reach a

broader audience and offer practical guidan(e. E;g%l

offer financial literacy programs as p employee benefits can empower the workforce to
O

er initiatives by encouraging employers to

make sound financial decisions ﬁ{&&yrove overall financial well-being. Community Support:
Engaging community organiZatiohs, non-profits, and local initiatives can play a vital role in
providing financial @e%r education and support, particularly in underserved areas. In

conclusion, ‘f@literacy is a crucial life skill that enables individuals to navigate the
complex v@d of finance, make informed decisions, and achieve financial well-being. By
addres@the challenges and implementing comprehensive solutions, we can foster a financially

literate society that benefits individuals, families, and the broader economy?°.

2.1.2.3 Digital Marketing
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Digital marketing is defined as a "contemporary trade style that attempts to meet the common
requirement of firms, dealers, and consumers to reduce costs and boost goods efficiency as
quickly as possible?’. It is the capacity to use the internet to fulfil marketing objectives while
taking advantage of new benefits and possibilities?’. Furthermore, digital marketing can be
described as the use of digital techniques to facilitate trade between parties rather than direct
communication. The concept of electronic distribution is a fundamental role in di%&barketing;
it is utilised to create the framework and content of the digital business, an. i 'fsg@ays available
online. Similarly, digital marketing is described as the use of a wide _range of information
. \ %
technology to reformulate marketing techniques in order to boos%s\eneﬁts that customers may

gain through market effective retailing, targeting, determinati Q,ﬁnd location detecting strategies.

S

Second, to improve the planning efficiency for co @'ﬂplementation, distribution, promotion,
and product pricing. Finally, specify tradin(e%)%‘h s to meet both consumers' and enterprises'
needs at the same time?3. According to @receding definitions, digital marketing may thus be
described as the use of technica%;l! to research consumer demands and how to meet those

needs through the internet o tRer similar communication channel.

Q

Marketing is descri]{dga)the process by which businesses provide value for their consumers and
establish str@%@omer connections in order to capture value from their return. The definition,
howe to address the concept of value co-creation, which was first presented and has
been revitalised as a result of the introduction of new technologies that have facilitated client
participation?®. Today, many experts would agree that co-creation of value is an essential
component of modern marketing, and hence the definition should emphasise creating value "for

and with" customers.
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According to a generally acknowledged marketing process model, the client should be placed at
the heart of a company's marketing strategy. From the start, the client should be directly involved
in creating the strategy. Customer and market research is essential for understanding customer
needs and wants and, as a result, developing a customer-driven marketing plan. As a result,
marketing data and customer data must be collected and analysed. Once a customer-driven
marketing strategy and a marketing programme that provides greater value to sele%é stomers

have been formed, building profitable customer relationships and creatin “si%mer joy will

allow to capture value, resulting in an increase in customer equity. ‘%'ﬁ

Customer equity is the sum of all present and future customers* %me values multiplied by the
net earnings attributable to each relationship®. Surp is%tg, just a few meanings of the term
itself emerge from a substantial body of study on digital marketing. One definition that can be
found in several research studies is "the pr@%‘i products or brands by one or more forms
of electronic media". This concept, ho@, either ignores or contradicts the widely accepted
move from product-centric to ﬂ%sgrﬂer-centric marketing. As a result, employing digital
marketing tools like Web sj sOcial media, mobile apps and advertisements, online video, e-

mail, and blogs to en@gﬁgie ts anywhere, at any time via their digital devices" as an accurate

definition. ; 6\‘

The t tal marketing" refers to the practise of distributing digital advertisements through a
wide variety of online social networking sites, such as YouTube and Facebook, amongst other
forms of social Media?’. While a Digital Marketing Agency is a company that is responsible for
increasing organization's online visibility through the use of e-marketing, On the other hand,

digital marketing is successful because it employs a variety of distinct strategies, including the
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following; Email allows convenient communication with customers, which helps marketers

create strong relationships with their clients.

Email is often referred to as the "killer platform" of the Internet owing of the ease with which it
is possible to track and target recipients of email. Email is an excellent tool for businesses since
it enables them to send a big number of emails at a cheap cost to the marketing dep nt, and
it also results in increased response rates and enhanced client loyalty. I 'Sfion, email
marketing campaigns have an effect on the performance of the organisaf%}d this effect can
be seen most clearly in areas such as the design of user registrdti Forms, the quality of

databases, and various industrial sectors. Additionally, email é&ting has the potential to be

regarded as one of the first types of digital mar%%ﬁ as the method that is the most
specialised. %

Search engine marketing (SEM) refer tcﬁhﬁ practise of using search engines to promote
websites or businesses to customers irect more traffic focus to the website’?. SEM is the
broader field that describes the Mgies to improve the website's ranks in the search engine
rankings and raises the n\@ .’website visitors. The goal of these strategies is to increase the
number of people yKhd 15it the website. When customers are looking to buy new products, get
services, or @Qﬁormation, they rely heavily on search engines. As a result, marketers view

searc gmarketing as the most important strategy. Marketers, on the other hand, will have

to pay for it.

Types of ‘Search Engine Marketing” (SEM) include Search Engine Optimization’ (SEO) which
is the strategy to advance websites in search engine page results by improving the rank of the

search on a particular keyword®’. In the world of digital marketing, search engine optimization
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(SEO) is one of the most important metrics. It is a technique that can be used to influence the
visibility of a website or web page in the unpaid results of a search engine, sometimes known as
"natural" results. Search Engine Optimization (SEO) will aid a company in correctly positioning
their website so that it may be located at the most basic points in the purchasing process or when
customers require it*!. It is possible that it will focus on several categories of searches, such as
image searches, video searches, and so on. This strategy, takes into considerati$1<b search

engines function, what people are searching for, the real keywords made up 1 Q@arch engines,

.@w

The aspect of digital marketing known as social media market%s%\/lM) is considered to be the

and what the target customers want.

most crucial. It is possible to use social media t@gs and other mediums to develop
advertising material that is engaging to users an %vates them to share it with their other
social networks in order to gain exposure (r.-)ﬂ:éﬁ ertiser. The development of a strategy for
use with social media is an excellent @flunity. Due to the vast increase in the number of
websites, such as Google+, T r, Facebook, LinkedIn, and YouTube, it is currently more
popular than ever before. iGnally, users are able to exchange multimedia files online on
content community @%s such as YouTube and Flicker. Because material that is shared
reaches new ¢ t@'s and brings in an ever-increasing number of new customers through these
sites, a so@i edia strategy may be put into action by doing a content-based analysis to
determi e kind of content and website that should be utilised. The most fundamental types of

social media include social networks, blogs, wikis (such as Wikipedia), microblogs (such as

Twitter), content communities such as Flicker and YouTube, forums, and podcasts 32.

A podcast is a collection of digital audio files that are made accessible on the internet to users
who have subscribed to the podcast in order to obtain the files when they are uploaded. This
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makes the podcast an effective tool for marketing, which is why more and more companies are
turning to it in order to improve their sales prospects. The podcast features strategies that provide
digital marketing an advantage by supplying the audience with information that is beneficial to
them. Blogs and social media marketing have something in common in that they both enable
users to share the information they create as well as their thoughts with other people. Blogs make

it easier for customers, employees, and businesses to communicate withztiév another;
consequently, businesses utilise blogs to sell their wares and expand their %customers in

an effort to boost their market share figures. The most well- kwn example of a blog

is LinkedIn®. &%\

Reports indicate that advertising on mobile devices is @method of digital marketing that is
experiencing the most rapid increase4,**. Mobile ing can also be seen as short messages
(SMS) or multimedia messages (MMS), a@)\h that is contained within mobile websites,
adverts that are contained within mobll.@mne applications or games, and the best technique is
to use video technology. to effe ive promote new products and services within a condensed
period of time so as to tra site visitors into purchasers. Bluetooth and infrared are two
more types of moblle@ eChnology that are used to send data between two devices over very
short distance e of technology is typically used in conjunction with mobile phones. In
addition, %eﬁts of mobile advertising include being able to reach the consumer
demo@c that is being targeted, as well as having the ability to have direct communication

with that consumer demographic at the right place and right time, all for the lowest possible cost

because mobile advertising is considered a cost-effective option3®.

Additionally, in research of the application of mobile marketing strategy and its effect on the
purchasing behaviour of customers, it was found that. The purpose of the study was to
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investigate the consumer's perspective with regard to the marketing response, as well as uncover
the market value of the items, and to determine the factors that will impact consumer behaviour.
The researchers examined the marketing response in terms of frequency, promotion, relationship,
and personalization. Additionally, they examined the consumer's mind regarding purchasing the

product and taking into consideration both the consumer's satisfaction with the product and their

loyalty to the brand. &b

The findings of the study indicated that mobile marketing had a (@'}le influence on
customer behaviour in terms of frequency and promotion; howw@e.\results indicated that
mobile marketing had no effect on consumer loyalty because i%& it very easy for competitors
to reach the consumer. The mobile phone is a media tl@gﬂ be utilised by brands in order to
boost the publicity and recognition of their r§ ive brands. The potential of a mobile

marketing channel to bring in new customene-ﬁ%a

loyalty is the most significant aspect o @ile marketing. It gives the ability to the marketer to

provide consumers with comfort&%ssurance.

'\
The opportunity to dis I@Jct and company information on the website, which typically

brand awareness, and strengthen customer

takes the form of cg&d es, as evidence of the company's identity and internal communications,
in order to ‘%@visitors and turn potential customers into leads, then convert them into
custo %pport them through all stages of the purchasing process, and communicate with
them after the process has been completed. This is the basis for the commercial appeal of the
website. In addition, it has been put to use as a feedback link in order to collect information on
customers for the purposes of evaluation and measurement. In addition, businesses should place
a strong emphasis on their websites and ensure that their marketing departments make effective

use of them in order to keep their current consumers and gain new ones’’. These days,
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advertising is carried out mostly through the use of websites. The concept entails reserving space
on well-known websites and basing payment on the number of times an advertisement is viewed

or clicked on by the target audience.

There are several benefits of using digitalization in marketing and advertising. Cost of marketing
and advertising is more affordable, small businesses can easily implement it without going too
deep into their pockets to manage advertising for their products and services, Outcomes are more
quantitative, Enables more precise targeting: With digital marketing, ideal consumers can be

reached with accuracy.

Social media marketing, advertising on Google, and Facebook“have been the three most notable
examples of marketing that have made use of digitalizatién. Other examples include utilising
Facebook Analytics, Google Analytics, and othgf~gols and platforms for data analytics 8. The
use of digital marketing enables direct ‘engagement with existing customers as well as
prospective customers. This directsinteraction and involvement presents firms with the
opportunity to receive customer inptf more quickly than through the use of traditional marketing
techniques®. Customers af®\low able to voice their opinions and provide feedback regarding
their experiences, \what-they believe about the product, and what features they require in
subsequent lawnchés and versions of the product. Customers get access to representatives of the
custom€r shpport department who are available online and can receive fast guidance. A quick

interaction with an existing consumer can inspire the creation of brand-new product designs.

Planning for the short term is becoming increasingly crucial since it reduces the amount of
uncalculated risks that might be taken in today's dynamic, difficult, and competitive business

climate. In addition to this, it demonstrates to the companies how to make effective and efficient
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use of the resources they have available through a strategy of short-term planning. In addition,
successful marketing and strategic business results can lead to an intelligent and professional
advantage in the competitive market. Because of the growing number of people who utilise
technology and their intense involvement with digital channels, the advent of digitalization has
made it a lot simpler to reach out to potential clients. Products such as smartphones, iPods/iPads,
laptops, notebooks, mobile phones, and smart TVs have generated a fantastic char%érkusiness
gurus to leverage digital media to support their products®®. As a direct y %ence of this,
contacting the target market and establishing connections with both e)gq% and potential clients
is made more simpler. Customers currently have access to a v{d%\varlety of options through
web surfing, which allows them to quickly reach and lean\'@ information about a variety of
brands and businesses in a matter of seconds. Webs‘@?now commonly regarded as an open
office of a corporate organisation; working 24 @)a day involves 365 days open by providing

access to both an existing client base and%'gr{ustomer base.

Digital marketing results in cw%'(ebndsive communication coverage while expressing the
company's message to a miarket on a budget that is far lower in cost than traditional
marketing®’. In addit@ni , it includes the utilisation of certain cost-free internet marketing
and promotio rms, such as websites. It has been determined that the budget for digital
marketing 7@0 average, significantly lower than the budget for traditional marketing. Using
bulk S and email campaigns, even with a limited budget, it is possible to reach a large
number of potential customers. Not only have small and medium-sized businesses been using
email marketing, but also large corporations have adopted its use. When it comes to marketing,
the use of digitalization is significantly more effective when frequent digital marketing

campaigns are carried out*!.
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In addition to this, it results in increased brand visibility in digital media compared to that of
traditional marketing techniques. Having a daily and consistent understanding of a variety of
companies on digital media helps to establish positive associations with both existing and
potential customers. It creates a fantastic push-up impression, and it helps to construct a powerful
brand through internet marketing. It includes a variety of buyer personalities, ranging from
recognition of the brand to purchasing to loyalty to the brand. In a manner Veryé(g\:?r, the e-
learning platform that is used today has developed into a source of producti .Qx% is producing
a great deal of value for the many business stakeholders**. In order to mgete worldwide within
the hectic schedules of business specialists and in circumsta@@ are very competitive,
businesses need professionals who are highly skilled and® @%’[ive. Therefore, knowledge that

can be acquired at one's own pace and withouf\ restrictions can be a strategic and vital

competitive advantage for small and medium-si@sinesses.

Business intelligence has become ex@ly vital in today's economies on a global scale.
Businesses that have business “tatelligence that is more trustworthy and robust are more
contentious and have a 1 “shelf life than businesses that are vulnerable in business
intelligence. The role@b@gi alization has been playing in the transformation of straightforward

firms into Ii%éklligent businesses that dominate their competitors and give strategic

leadership ch r industry has been playing an important part.

W

The adoption of digital technology involves closing the efficiency gap that exists in corporate
operations. A company can increase its productivity and profitability through the use of
monetary transactions and the adoption of ERP throughout the board, from production to
tracking shipments. The primary benefits that come with having a strong presence in
digitalization for a business are a reduction in expenses, a more efficient use of resources, and
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improved yields. This also enhances the BPI, which stands for Business Processes Improvement

and is a vital indicator of the competitiveness of a business as well as the value it creates.

In addition, in the current state of the global business economy, corporations have placed a
significant emphasis on ensuring the happiness and contentment of their customers. Through the

use of e-mails, text messages, electronic newsletters, and interactions with telema@ing and

N

contact centres, digital marketing has the potential to increase customer satj ion. This is
accomplished by providing customers with the latest information and‘%'l\es regarding the

brands they use and enjoy. All of these actions have an effect that is\Qd vér time and contribute

A\

to increased customer satisfaction. In addition, we have the ab%x% do additional research into

N

how customers and website visitors rate websites, anomaﬁon, their interactions with
tr1

online agents, and other factors that are primary c% ors to customer satisfaction. The advent

of digitalization in marketing has opened uﬂ a @1

to the availability of analytical tools @igital marketing channels. Such as LinkedIn and

th of opportunities for future insights, thanks
Facebook websites and SEO analytics;“as well as Bing and Google digital marketing campaigns

by analytic specialists for “predictions regarding marketing actions and future plans for

growing a brand +. Q)Q
N

The data has'%gq to be a valuable resource for improving efficiency and generating profitable
busin simultaneously investigating potential new markets. As a result, the route has
been made for digital marketing specialists and business stakeholder by the acceptance of future

business issues.

The field of marketing is currently undergoing a profound transformation into one that is heavily

influenced by technology. As a direct consequence of this, every industry is embracing
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digitization. It doesn't matter whether you're talking about the corporate ecosystems, the
agricultural ecosystems, or the education ecosystems; it has an effect on all of them**. The role
that digitalization plays in the formation of new business ecosystems is gaining prominence by
the day. It has been shown through analysis of company graphs that accommodating
technological change is a factor that contributes to positive outcomes. It makes the working
processes more comfortable and less complicated; as a result, workers are able%@end their
whole attention on the work at hand and are less likely to be distracted b . Q@:us variables,
which were more prevalent in the past. The advent of digital technolo hg\s made it possible for
firms to speed up their communication. Currently, companie’{%x working on constructing
systems that will increase their digital growth, which is cx&e&e most significant components.
Because the entire world is now connected to the 1@& is essential for businesses to have a
web presence in order for them to continue o c@sofﬂine. The businesses are in the process of
reorganising their outdated business stfate by incorporating the most recent advances in

technology into their existing busines@(hctures.

Businesses now have access rew and distinct method of operation thanks to the development
of new strategies. It i@n ch simpler and less taxing to achieve greater heights and keep up
with the comp it@'s a result of the widespread incorporation of technology. On the other hand,
the advent 6di itization has exposed firms to an entirely new environment, one that necessitates
ongoir&entiveness in their line of work. If improvements were not implemented, the systems
would remain dormant, which would result in a declining graph. Because of the prevalence of
social media, it is increasingly essential for companies to have well-thought-out strategies for

targeted marketing.
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It makes it possible for them to obtain even more leads and broadens the audience that the brand
or product may reach**. Even storage technologies for organisations have changed. The
administration of the enormous volume of data is currently being handled by almost all
businesses as they transition toward using cloud computing technology. The implementation of
many different cyber security solutions got their start thanks to cloud computing, which also
contributed to this. The processes involved in running a business in today's w@\xave been
profoundly altered by the advent of digitalization. The commercial land ndergomg a

complete transformation as increasingly prominent applications of A ot er technologies are

implemented. \
»fo

Since the beginning of the industrial revolution, techn q@ggress has been the driving force for
paradigm shifts that are now referred to as érlal revolutions**. These include the
development of mechanical production in %entury, which was powered by water and
steam (the so-called "first industrial @UOH"), the extensive use of electrical energy and
combustion engines for productl ines, as well as the invention of moving assembly lines

for mass production (the & industrial revolution), and the widespread digitization of

production, which w@r d by electronics, information technology, and robotics (the "third

industrial revolgh@

Digit s are any equipment that operate using data in the form of numbers, such as
computers, mobile phones, and cameras. Every facet of life is now capable of being captured and
saved in some type of digital format, thanks to advancements in digitization. The term "the
digitalization of everything" is frequently used to allude to this process. This leads in an
informational exchange taking place in real time around the globe amongst a large number of
connected items and devices. The process of digitization has an impact not only on the economy
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as a whole but also on a variety of other spheres, including family life, leisure activities,
educational opportunities, and mobility. As a result, it had a significant impact not only on the

retail industry but also on the customer and, consequently, on the art of effective marketing.

When Jeff Bezos opened his online book store in July 1995, he gave it the name Amazon, after
the world's second largest river Amazon. This marked the beginning of the new era ngltal"
retailing. This is the first genuine effort that has been made to sell things @ to people
through the use of the internet. Even though Amazon.com had not yet sho‘%}oﬁt in 1999, the
stock market gave it a larger valuation than the traditional bo t"iling and publishing
businesses combined. This occurred despite the fact that Am@%&om had not yet presented a
profit. The first website that was utilised for commer: 1%\;poses marked the beginning of the
birth of the online store, and its potential was very. y acknowledged on a worldwide scale,
as can be seen in the example of Amazon. us& both loyal and disloyal, have been drawn
to use online services since the adventcﬁd@e 'online' platform, which provides customers with
easy access to a global bazaar co@%@g an enormous variety of products and enables customers
to access an abundance of i ation. Customers have been drawn to use online services for a
variety of reasons, in@c& convenience, empowerment, and access to a wealth of information.

Because of thi @nary businesses had to report falling customer loyalty, foot traffic, and

revenues il@ arison to online competition*®.

A circumstance that sparked widespread speculation that conventional brick-and-mortar retail
establishments might become obsolete and disappear altogether. Many industry analysts believe
that traditional brick-and-mortar stores will continue to play an important role in the future of the
retail industry. This is because traditional stores and internet retailers will coexist with equal
relevance*®. Recent strategic shifts within well-known companies that began their operations as
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purely online stores but are now establishing physical presences, such as Amazon and Warby
Parker, serve to highlight the importance of being physically present. Amazon and Warby Parker

are two examples of such companies.

On the other hand, traditional offline retail stores also understood the significance of combining
the advantages of various internet channels and touch points into the services they* ided. In
light of this, it is important for merchants to determine the aspects of each chan xcustomers
value the most and then offer a combination of those aspects. T@}essity of digital
transformation originated as a result of this motivation and has sin Wn into an expression
that is widely discussed and can be discovered in the Vast@%ity of research papers that
concentrate on the growth of the retail industry. The e;i@‘digital transformation’ is defined as

“the use of technology to radically improve performante-or reach of enterprises™’.

N
Accordingly, studies have shown that t a@:)} of the Internet reduced geographical limits of
reach and presented several new av@e that enabled marketers to engage with a far larger
audience. In addition, the growir%)evalence of mobile technology and the expansion of social
media networks have sig@t .\boosted connectivity, which has resulted in the elimination of
any residual limitaq{rdlCif)nposed by time and place. Also in terms of performance, technological
advancemen%@ marketers a variety of opportunities. These opportunities can be best
categ using the suggestion made by Adobe Systems Inc. regarding four critical
dimensions: cross-channel strategy, which refers to the expanding variety of available channels

and touchpoints; the increasing importance of customer experience; the rise of mobile; and the

new opportunities that result from a greater amount of data-sets being available.
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Because technology is now so widely available and beneficial, the tipping point has already been
passed. In point of fact, the rapidity with which online sales and connectivity are rising is
increasing the amount of pressure that is being placed on businesses to undergo digital
transformation. This is further emphasised by competitors who are always bringing new
technology and, as a result, setting new standards for what customers should expect from a
product or service. The idea that the retail business, which is still considere&'ﬁi&% "non-

digitized," is in desperate need of a digital transformation is gaining wides%&%@pport among

researchers and scientists in the modern day. ‘% -
2.1.3 Business Knowledge 6%

Business knowledge refers to the comprehensive uu%‘t%}ng and expertise in various aspects
of business operations, strategies, and pracﬁc@ encompasses a wide range of concepts,
theories, frameworks, and practical insi tsQ,a)\enable individuals to make informed decisions,
develop effective strategies, and driVQ) anizational success. In this conceptual discussion, we
will explore the key componentsX% benefits of business knowledge, its relevance in today's

'\
dynamic marketplace, an@i can be acquired and applied in practical settings*3.

Components o b@ass knowledge comprises several interconnected components that together
form a hol@c nderstanding of the business landscape. These components include functional
areas implies knowledge of various functional areas such as marketing, finance,
operations, human resources, and information technology is essential for comprehending how
different departments contribute to overall organizational performance. Industry dynamics;
understanding the specific characteristics, trends, and challenges of the industry in which a

business operates is crucial. This includes knowledge of market dynamics, competitive forces,
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regulatory frameworks, and emerging technologies. Strategy and planning; knowledge of
strategic management principles and tools helps in formulating long-term objectives, identifying
competitive advantages, and devising effective plans to achieve organizational goals. Financial
literacy; the ability to interpret financial statements, analyze key performance indicators, and
understand financial forecasting facilitates sound financial decision-making and resource
allocation. Knowledge of market research techniques, consumer behavior, a%xnpetltlve
analysis enables businesses to identify market opportunities, assess custome f&g@ and develop
effective marketing strategies. Leadership and organizational be Viq{; understanding the

dynamics of leadership, team management, and organizational \re 1s crucial for fosterin
yn p g g g

employee engagement, driving innovation, and promotlng' %‘ere collaboration®.

In today's rapidly evolving and highly compet gsmess environment, having a strong
foundation of business knowledge is mofe (‘:&‘ﬁ than ever. Here are some reasons why
business knowledge is relevant; Busnz%'é(nowledge provides the necessary information and
analytical tools to make 1nforme ec ons, evaluate risks, and identify opportunities. It helps in
assessing the potential outc ‘Of different courses of action and choosing the most suitable
one. The business 1@@ constantly changing, and organizations need to adapt to new
technologies, at@ hifts, and consumer preferences. Business knowledge equips individuals
with the s navigate and respond to these changes effectively. A deep understanding of
busmes@ncepts and market dynamics enables individuals to identify gaps in the market and
develop innovative solutions. Business knowledge fosters creativity and entrepreneurial thinking.
Organizations with strong business knowledge have a competitive edge as they can leverage

insights and best practices to differentiate themselves in the market. It allows them to develop

unique value propositions and strategies that lead to sustainable growth. Business knowledge
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helps in identifying and mitigating risks associated with various business activities. It provides
tools and frameworks to assess potential risks, develop contingency plans, and ensure business

continuity.

Acquiring and applying business knowledge is an ongoing process that involves both formal
education and experiential learning. Here are some ways to acquire and app usiness
knowledge: Pursuing business-related degrees, such as a Bachelor's or Ma @} Business
Administration (MBA), provides a structured curriculum that covers essé%busmess concepts
and theories. Business professionals should engage in lifelong leam\@sy.\attendmg workshops,

seminars, webinars, and conferences. Reading books, researc‘f@g%s and industry publications

also helps to stay updated with the latest business tren%s@prachces

Gaining hands-on experience through 1nternsh.1psQ‘&S rotations, and real-world projects is crucial
for applying theoretical knowledge to Q@U situations. Learning from experienced mentors
and industry experts can provide val nsights.Building a strong professional network allows

individuals to learn from others'Mriences, share knowledge, and gain different perspectives.

'\
Engaging in industry jations, online communities, and business forums facilitates
networking opporg{nd' . Analyzing real-life case studies and participating in business

simulations %Qs a practical understanding of applying business knowledge in complex

scena@nhances critical thinking and problem-solving skills. Regularly reflecting on past
experiences, successes, and failures helps individuals consolidate their business knowledge and

identify areas for improvement. Self-reflection promotes continuous learning and growth?.

In conclusion, business knowledge encompasses a broad spectrum of components, including

functional areas, industry dynamics, strategy, finance, market research, and leadership.
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Acquiring and applying business knowledge is crucial in today's dynamic marketplace, enabling
informed decision-making, adaptability, innovation, and a competitive advantage. Through
formal education, continuous learning, practical experience, networking, and reflective practice,
individuals can develop a deep understanding of business concepts and strategies, leading to
improved performance and organizational success %
N
L&
S
Business knowledge is a broad and multifaceted concept that encomgs:s various disciplines,

including management, economics, finance, marketing, and opera%%’.‘l refers to the collective

understanding and expertise necessary to navigate the intr.ica&g-bf the business world and make
informed decisions to achieve organizational goals. J@Q[eoretical discussion, we will explore
the key dimensions of business knowledge, it&in@ance, and its application in today's dynamic

and competitive business environment. »E C_)

Foundations of Business Knowl%%usiness knowledge is built upon a strong foundation of
theoretical frameworks, principles; and models. These include: Business knowledge draws from
management theories@c)&lassical management, behavioral management, contingency theory,
and systems t e%\These theories provide a framework for understanding the dynamics of
organizatio& adership styles, decision-making processes, and organizational structures.
Econo@heories, including microeconomics and macroeconomics, help businesses understand
the principles of supply and demand, market structures, pricing strategies, and resource

allocation.

Economic knowledge enables organizations to assess market opportunities, identify competitive

advantages, and optimize resource utilization. Financial knowledge encompasses concepts such
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as financial statements, cash flow analysis, capital budgeting, risk management, and valuation
techniques. Understanding financial principles helps businesses make sound investment
decisions, manage financial resources effectively, and evaluate the financial health of the
organization. Marketing knowledge involves understanding consumer behavior, market
segmentation, product positioning, branding, pricing, promotion, and distribution strategies It
enables organizations to identify customer needs, design effective marketing é@rgns and
create competitive advantage in the market. Knowledge of operations mana overs topics
such as process optimization, supply chain management, quality cont gn capacity planning.
This knowledge helps organizations streamline their operations, &@we efficiency, and deliver

products or services effectively to customers. QQ)

Business knowledge is critical for several reas %‘ iness knowledge equips managers and

leaders with the necessary information and‘ oo@

market trends, financial implications, %@peratlonal considerations, they can weigh various

ake informed decisions. By understanding

options and choose the most V1a rse of action. Business knowledge enables organizations
to formulate effective strate hat align with their goals and capitalize on market opportunities.
It helps identify str@g eaknesses, opportunities, and threats, enabling organizations to
develop comp 1t® dvantage and sustainable growth. Understanding business dynamics and
the associated risks is essential for effective risk management. Business knowledge helps
organiz@ns identify potential risks, develop contingency plans, and implement risk mitigation
strategies to protect the organization from adverse events. In today's rapidly evolving business
landscape, knowledge is crucial for adaptation and innovation. Businesses need to stay updated
on market trends, emerging technologies, and customer preferences to remain competitive and

drive innovation in their products, services, and processes.
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Business knowledge finds application in various aspects of organizational functioning: Business
knowledge assists in managing human resources effectively. It helps in areas such as recruitment,
training, performance evaluation, compensation, and employee engagement, fostering a
productive and motivated workforce. Sound financial knowledge allows organizations to make
strategic financial decisions, manage cash flows, secure funding, and optimize capital allocation.

It helps in budgeting, financial forecasting, and financial risk management. Q’)&\

Business knowledge plays a crucial role in developing effective marketin@kgws, identifying
target markets, and positioning products or services. It helps organ@s@ understand customer

needs, develop compelling value propositions, and create n”%'i%\g campaigns that resonate

Q

with the target audience. Business knowledge su;g@ﬁment operations and supply chain
© )

management. It helps organizations streamline pr manage inventory, improve logistics,
and optimize resource allocation, resulting‘ln & savings and enhanced customer satisfaction.
Business knowledge is vital for entrepf@vs and innovators. It aids in identifying market gaps,

assessing feasibility, developin&gr?ess plans, securing funding, and executing innovative

ideas successfully>’. :ﬁ'\

Q

In conclusion, bug'{dgs)knowledge encompasses a wide range of theories, concepts, and
principles fxﬁ%‘%ous disciplines. It provides a foundation for informed decision-making,
strategi ning, risk management, and innovation within organizations. By leveraging
business knowledge, organizations can navigate the complexities of the business world and gain

a competitive edge in today's dynamic marketplace.

2.1.4 Traditional Open Markets
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The market is a place where local farmers can congregate to buy and sell their produce 3!. Market
is a term that refers to the market as an institution, a forum for social interaction, and a location
for the exchange of goods and services. A place where a variety of goods and services are sold is
referred to as a market, which is shortened to "Oja" in the local dialect. In the meantime, there
has been a growing recognition in the published literature that established the significance of
market as a public gathering place for buyers and sellers at appointed locations@t regular
time. This recognition has established the significance of market as a publi y gs@ing place for
buyers and sellers at appointed locations and at regular time. The aetivities of trading in the

[ ) .3
market are conducted either by individuals or by groups, and t@ivnies have remained the

most common ones in the informal sector of the economies &&gerian cities and villages.

From a historical perspective, the market square i@ered to be a spatial layout that has been

in existence from the beginning of a typiga! %‘l

always been an essential component %@ach and every Nigerian town and village. The

unity. As a result, the market square has

individuality of a market, as weh\zig;bv;lues that visitors and locals ascribe to it, can give rise
to a variety of different res ibilities for the market. The benefits of the market can be broken
down into several cat@&, including economic, socio-cultural, religious, and recreational uses.
This process t eés\rle. The market's significance to the economy is demonstrated by the fact
that it serVQas a forum where goods, services, and currencies can be traded between buyers,
sellers, customers. Therefore, it is possible to prove that the economy of any country is
dependent entirely on the substantial contribution made by markets at all three levels: local, state,
and national. The primary functions of markets as commercial centres have remained mostly
constant over time; however, markets are increasingly considered as cultural environments in

which the lifestyles of local communities can be observed and analysed. The market's cultural
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virtuosity is made visible in the ways in which it promotes itself as a venue for the attraction of

local tourists through its participation in a wide variety of cultural and festival-related activities.

Traditional retail markets are appealing for a variety of reasons, including competitive prices, a
large number of different sellers, and a wide variety of products. Customers prefer to purchase in
traditional establishments for a variety of reasons, including the convenience o ediate
access, the visual appeal of the immediate surroundings, and the chance to & touch the
product. Last but not least, for many consumers, going shopping continﬁ% serve as a highly
desirable form of leisure activity. Traditional markets offer all of @agneﬁts, but also come
with a shopping experience that is cumbersome, wastes time, a@%ses stress. Traditional shops

are being beckoned to seize the digital opportunity t%@l marketing>2.

The Nigerian business climate is heavily. \@?ted toward the presence of traditional
marketplaces. Traditional retail enterpri s%geria are required, just like any other type of
business operation that generates a pr@o persistently attract, gain, and keep clients in order to
raise the volume of sales the;&geﬁ&e. The conventional methods of entering a market, such as

'\
joint ventures, owned sto@

anchise models, are time-consuming and resource-intensive, as
well as expensive. \

Q

Traditional markets in Nigeria are key venues for the distribution of critical information either
from @ing (Oba) as the leader of the community or the government through town criers
(incumbent Oba's mouthpiece)®. These announcements might come from either the King or the
town crier. This is due to the fact that it is in a central location and a significant portion of the
population of the locals lives there. It is a commonly held belief that information announced in

the market might readily be spread to another citizenry if it were so desired. In addition to the
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market's significance to economies all over the world, traditional markets in Nigeria served as a
forum for the performance of a variety of activities that were socially and culturally relevant. The
activities include’ An avenue for courtship for singles and youth, visiting friends and relatives.
Exchange of political or personal ideas among pairs, and Socio-cultural related activities like
festivals periods associated with dancing, dating, drumming, reuniting with loved ones.(b

Considering the market to be a social place, celebrations, rites of passage, an g&lg places
for locals and extended family members are all activities that have their‘%\m the market. In
this context, it is important to highlight that some activities are typ@ssﬁarted not only within
the market but also at the periphery areas that transients to the(g@ hall and the palace®*. These
activities can be distinguished by the fact that they ar (1% ed as "transients." When focusing
on the market's role as a location for relaxatio ,;ss clear that senior citizens engage in
conversations and debates on a variety o@&, ncluding political and personal concerns,

during both public and private gather@This phenomenon has been observed. Throughout

Yoruba history, markets have al&sgo{een integral parts of the cities and villages that make up

Yoruba rural communities. :‘%'\

Certain geographi IQAI)?derations have a role in determining the positioning of different
marketplace?%@ Tropical Africa. Accessibility, proximity to traditional religious shrines
(Ojub and population density are all factors that can play a role in this. Specifically,
Adejumo a market plays two roles that are obligatory within the spatial arrangement of a
traditional Yoruba neighbourhood formation®. The first is the distribution centre serving as the
point of arrival for agricultural goods and products. The second concept is connected to the
market and functions as a transit hub for locals. According to the status of the settlement, the
majority of Nigerian towns and villages had at least one market square. Markets in rural areas
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tend to be periodic in the sense that they are not available for business on a daily basis and so do
not facilitate daily commercial transactions. On the other hand, the vast majority of these markets

began as periodic markets, and only a select number of them evolved into daily markets later on.

Consequently, classifications of the market are based on the mode of operations and patronage,
which culminates in morning or night markets as well as daily and periodie %plogies.
Consequently, there are morning and night markets. Daily markets are those t %ﬂ: frequented
on a daily basis, whereas periodic markets are those that are frequented oﬁ%ﬁrmg certain times
of the week. The daily market can be broken down into four dist@l;}narkets: the morning
market, the day market, the night market, and the combine%'ﬁg%y and night market. In the
meantime, the activities that take place within the peri d@(ets take place at intervals of days,
weeks, or months. Due to competition in both distancé-and time, periodic markets in rural areas
tend to demonstrate order in their distributi@{‘g\%s. While we were talking about markets as
an informal type worldwide, we conﬁ?& hat markets might be an informal type, as they are

historic occupation arenas that é&(ound in most cities throughout the world. Markets are

where vending takes place ifrth® streets. It is a type of unofficial economic activity that is

prevalent in a great n@b% eveloping countries.

WV

In most cases% eration of these morning markets takes the shape of a type of street selling
that 1 of locations with a rural or urban spatial form. The urbanisation of Nigeria's
Southwest area and the economic needs of its customers are two factors that have led to the
proliferation of informal street markets there. These markets can be found in every nook and
cranny of the region. Oja Oba, Agbeni, and Oje in Ibadan are some examples of such
marketplaces. There is a large body of research that supports the argument that markets are
important because they provide opportunities for the purchase and sale of a wide variety of
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products, commodities, and services>>. Residents of a wide variety of ethnic backgrounds take
part in a variety of outdoor activities, the most prominent of which is the market square, which
continues to be important because of its significant contribution to the economic sustenance of
the people. In addition, the African market plays an important part in the daily lives of people
who live in rural areas. To begin, one of its primary economic functions is the collection and
local exchange of produce that originates from towns and states that are 10@%1 close
proximity to it. The availability of job possibilities and spaces for the pro .O$8@of goods and
services in medium and small scale businesses is the second factor to @iger.

Nearly a third to a fourth of the people living in Yoruba tow %}Volved in various forms of
commercial and economic activity. The participation of @;hs, senior employees, and artists of

N

many ethnic backgrounds in the market facilitate ovements in both the people' ability to
make a living and their sense of communit@h he marketplaces, there are also able-bodied
men and women who are engaged in ?b'%&ety of different small businesses. These businesses
include shoe repairers, hairdres&&i%lors, as well as drivers of public transportation, okada
riders, and tricycle drivers. dssible to make the case that the market's significance extends
far beyond the role it@))gn e economy; rather, it plays a role in contributing to sociocultural
relations, religio d communal cohesiveness. Over the course of history, it has been
hypothesiz ‘%markets formerly have a specific social and cultural worth. As a central
meetir@ace for the transmission of cultural lineage duties and responsibilities, the market
exemplifies the social relevance of its role as an economic institution. The use of markets
continues to be significant since they are unique examples of man-made characteristics in

Nigerian settlements. As a result, every town has at least one significant daily market, the

number of which varies according to the prominence of the town centre.
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The use of market square depends on various factors such as User's cognitive and perceptual
ability, which could be observed in response to emotional attachment and activities based
evaluations. Similarly, individual perception leans on the socio-cultural background. Preferential
activities afforded within the market, via active and passive forms. Environmental characteristics
of the market square through its planning and design. Even before the invention of money, when
trading was done through barter and goods were sold on the path to the farm or in %aﬁof houses
because there were no spaces set aside for marketing activities aside pat .35@ d other sites

.\’3

that are thoroughfare for the people in the settlements, the markg%mtitution has been an
essential part of the Yoruba community and custom since the be@\g of time®S. Since this time,

markets have become an essential part of the Yoruba co ity- This is because the majority of
Yoruba people were farmers, and because farmers c@% subsist solely on their own produce,
they needed to trade some of it for other goods e)&&‘ rvices. And with the introduction of money
into the economy and the creation of“pe ent sites for marketing activities, the markets

became an even more integral part of@fb‘ and every community.

The marketplaces not only el as essential tools for maintaining economic well-being, but

they also became the@o nt for the dissemination of information, town meetings, religious

and political g ilgs, and other social activities. And as a result, certain days were set aside
>

for market@

howeverythe exact period in history when it first began cannot be easily traced.

ons, making the periodic market the first to evolve within the Yoruba society;

According to historical accounts, the first periodic markets emerged at a time when the trading of
goods demanded a time and location that were mutually convenient for both parties, when parties
had to travel to the same location in order to conduct business, and when it became increasingly
important for traders and consumers to know where to meet>®. Also during this time period, the
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periodic markets were sited very near the palace, which is the seat of power, or in front of it. This
act is said to be very symbolic in the Yoruba community, to the extent that every palace in every
Yoruba town has a market near it called Oja Oba, which means the king's market. Additionally,
during this time period, the periodic markets were sited very near the palace, which is the seat of

power.

AL
Qﬂ’%\economic

endeavours of his subjects and, as a result, the market, which serves as‘%primary economic

This is due to the widespread notion that it is the king's responsibility to moni

driver for the community. After some time had passed, daily market\ n'to appear, and today,
the Yoruba people have access to a wide variety of different t@g% markets. These include the
daily markets, of which the Oja Oba is a component, n@e found in urban areas and larger
towns; the night market; the rural night market; spe iasarkets; and rural periodic day markets.
N
Daily markets are dispersed throughout V\Qj}d cities and can operate during the day as well
as the night. Periodic markets are m ound in rural areas and operate on certain days of the
week or at regular day intervals.x)rural periodic market is one in which people come from
*

various settlements on st@ days interval and does not exist outside of these days. Special

markets typically thd ce during annual celebrations and do not exist after such occasions.

Night markel%&lly take place at the same locations as daily markets but operate during the

eveni Q
Q

The distribution of markets from one location to another across towns and cities has been said to
show little or no correlation to the distribution of population or any other factor. However,
authorities and historians have stated that the positioning of markets near the Palace in the

Yoruba community of South-West Nigeria has more to do with security, despite the fact that the
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supervisory aspect by the king is not overridden®. According to them, ever since the beginning

of time, markets have been placed in close proximity to royal palaces.

This is done to ensure that the protection of the king can be easily extended to the populace, as
well as to shield the populace from attacks carried out by other communities, vigilantes, or
militant groups who take advantage of the openness and laid-back atmosphere of®pkets in
order to commit crimes and steal at gunpoint. Additionally, disagreeme é inevitable
wherever there are commercial activities and a large number of pec@ varying beliefs
congregate in one location. However, the location of the market in @p’ﬁoximity to the palace

makes it simpler to settle disagreements, as the king, who Qf&yonsible for overseeing the

community and serving as an arbitrator in cases, is i%cm%ﬁtoximity to them>®.

Bodija is a well-known open-air market that .ca@s found at Bodija, which is a district in the
Ibadan North local government of Oy SQ)}l the south-western region of Nigeria®’. The
market is filled by Hausa and Yorub ers, and as a result, it has been the source of multiple
inter-ethnic conflicts in recent 3& The market is reputed to be the hub for the sales and
distribution of cattle an@r l?vestock in Oyo State. In October of 1987, the market first

opened its doors. The '©sita Merin foodstuff market in Ibadan experienced expansion as well as

overpopulatiﬁ%gh led to the establishment of this market®’.

Q

After that, in 1987, the government of Oyo State, which was then under the military authority of
Tunji Olurin, moved a large number of food goods vendors from Orita Merin to the brand new
Bodija market. In addition to the merchants who dealt in produce, those who sold livestock in the
Sango neighbourhood of Ibadan were moved to the market. The site of the market is

conveniently close to an interstate road network that connects Oyo, Ogbomoso, and Ilorin.
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Produce producers in Northern Nigeria and Northern Oyo state now have easier access to
transportation for getting their goods to market thanks to this development. In addition, there is a
market for lumber located in close vicinity to Bodija. The layout of the market is set up in such a
way that individual rows of booths are designated for each type of produce. For example, pepper,
beans, rice, and yam each have their own row. The market is a combination of open-air booths
made of concrete and wooden booths set up in rows. The majority of open sp@%ks and
trading locations are owned by retailers, whereas the majority of concrete'ﬁ&re owned by

)

wholesalers?’.

Figure

2.1:Bodija Market®’.

Less than one kilometre away from the Oba's palace is where you'll find Oje, which is not only

one of the oldest markets in Ibadan but also maybe the most famous®’. During the reign of
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Oluyole, which began in 1884, the market was established. The name Oje comes from a town
that is located close to Ilorin, and it is possible that this proximity is responsible for the primary
trade that takes place in the market, which is the sale of Aso Oke cloth. Historically, the towns
and villages in the vicinity of Ilorin were responsible for producing practically all of the Aso Oke
fabric. These days, however, numerous Yoruba communities are involved in the production of
this handwoven cloth. Oje was the principal market for this cloth, and merchané’ix}u d travel
many kilometres to make their purchases there so that they could resell EI%N the villages
where they were from. Even in this day and age, despite the bustle and lamour of traders selling

things from all over the world, Oje remains the principal market \he greatest Aso Oke fabric
&

in all of Nigeria®®. QQ’
S

Figure 2.2 (a): Oje Markets.
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Figure 2.2 (b): Aso Oke cloth Market in Oje®. . QQ}&

Iba-Oluyole and Olupoyi, two prominent merchants@'%}l at the time, established the Oja'ba
market in the year 1830°°. The vendors from (‘)@bmught melons (called egusi) to sell in the
market, and they set up their stalls near f&giéential gate of Olupoyi. The market opened with
the sale of the melons. The gradual ir@%ction of more food products such as yam flour (Elubo),
tomatoes, and pepper, amon s%gers, contributed to the market's growth and expansion.
Farmers from the su u%@teas of Ibadan, such as Omi Adio, Olodo, Egbedo, Thori, and
Igangan, amongst g,)came to the market to sell their wares and purchase and sell food there.
People froml%gAbeokuta, and [jebu, among other places, travel here to shop for food to take
back k@g\ometowns. Commodities go through several seasons on the market. For instance,
the market experiences a high season for purchasing and selling food commodities from the

month of June through the month of December. However, during the months of January through

May, the market relies on other markets, such as Shasa and Oje, to facilitate the selling and
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buying of goods. The Oja'ba Market is open every day, throughout both the day and the night, its

distribution pattern is on-street trading, and the nature of the market's growth is organic>°.

Figure 2.3: Oja-Oba Market, Ibad

AN

2.2 Theoretical Framework

This study is anchored on three theories namely; resource dependency theory, Knowledge-Based

view and contingency theory.

2.2.1 Resource Dependent Theory (RDT)
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The RDT was developed by the American business theorist Jeffrey Pfeffer and the American
organizational theorist Gerald R. Salancik in the year of 1978 at the Stanford University®.
Resource dependence theory is the study of how the external resources of organizations affect
the behavior of the organization in achieving firm objective and goals. The theory is focused on
how to design and manage organisations that are externally constrained. RDT offers an internal
and external focused perspective of why firms acquire resources to achieve firmperformance
indicators sustainability. It also provides an alternative perspective to €ecohomiic theories of
mergers and board interactions towards a better understanding of types of inter-organisational
relations. The RDT theory emphasizes the mutual interaction betwedn organisations in order to
support the exchange of resources. The major argument of the\r€Source dependence theory is that
organisations attempt to exert control over their environnient by co-opting the resources needed

to survive.

The basic argument of RDT is summarized as organisations depend on resources and these
resources ultimately originate from an organisation's environment®'. The environment, to a
considerable extent, contains other organisations and the resources one organisation needs are
thus often in the hand of other organisations. Resources are therefore a basis of power on which
basis, legally independent organisations become dependent on each other. Power and resource
dependence are directly linked, meaning that organisation A's power over organisation B is equal
to organisation B's dependence on organisation A's resources. Finally, power is thus relational,
situational and potentially mutual having regard to the specific dependencies of the organisations.
Resource Dependency Theory (RDT) is a sociological theory that explains how organizations
rely on external resources to survive and succeed. It suggests that organizations are dependent on

external resources, such as information, technology, capital, and expertise, to function effectively.
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To predict the effects of contextual factors, such as financial literacy, finance accessibility, and
digital marketing, on the sustainability of the traditional open market using RDT, this study
considers the following points; Financial Literacy: Financial literacy refers to the knowledge and
understanding of financial concepts, products, and services. In the context of the traditional open
market, higher levels of financial literacy among market participants can have several effects:
Financially literate participants can make more informed decisions, leading to improved
efficiency in the market. They are more likely to understand the risks and benefits associated
with various transactions, enabling them to negotiate better deals. Financial literacy helps to
reduce information asymmetry between buyers and sellers. When participants have a better
understanding of financial concepts, they can better assess the value of goods and services,
reducing the likelihood of exploitation. Financially literate individuals and businesses are more
likely to adapt to changing market conditions and implement effective financial strategies. This

can lead to increased competitiveness and the sustainability of the traditional open market.

Access to financial resources is crucial for businesses to operate and grow. In the context of the
traditional open market, factors influencing finance accessibility can impact market sustainability:
Capital availability: Adequate access to capital, such as loans or investment opportunities,
enables businesses to invest, innovate, and expand. Limited access to capital can hinder the
sustainability of businesses and, consequently, the open market. Also, the presence of well-
developed financial institutions, such as banks and microfinance organizations, facilitates finance
accessibility. These institutions provide necessary financial services, including credit, savings,
and insurance, which are vital for market participants. Government policies play a significant

role in determining the accessibility of finance. Supportive policies, such as initiatives to
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promote entrepreneurship or favorable lending regulations, can enhance finance accessibility,

thereby fostering market sustainability.

In today's digital age, effective marketing strategies are essential for businesses to reach their
target audience. Digital marketing can influence the sustainability of the traditional open market
in the following ways: Digital marketing channels, such as social media, se engine
optimization, and email marketing, allow businesses to reach a broader audi.en@ expanding
their market reach, businesses can attract more customers and sustain '\operations. Also,
compared to traditional marketing methods, digital marketing® % ¢'more cost-effective,
especially for small businesses. Lower marketing costs can % ibute to the sustainability of

ktQ

these businesses and, consequently, the open ma@&eover, digital marketing provides

opportunities for direct interaction with customers, “erabling businesses to gather feedback,
address concerns, and build customer relat@&}g. ffective customer engagement contributes
to customer loyalty and market sustain@n Overall, using Resource Dependency Theory, this
study predicts that higher leveﬁxg‘ﬁnancial literacy, improved finance accessibility, and
effective digital marketing fes would positively impact the sustainability of the traditional
open market. Thes@s enhance efficiency, reduce information asymmetry, improve

competitivene @ de capital for growth, and enable businesses to reach and engage a broader

customer b@.

2.2.2 Knowledge-Based View

74



The knowledge-based view (KBV) is a theoretical framework in strategic management that
emphasizes the role of knowledge and information as key resources for creating and sustaining a
competitive advantage. It suggests that a firm's unique knowledge and its ability to create,
transfer, and apply that knowledge are critical determinants of its performance and long-term

SucCCess.

The KBV is rooted in the resource-based view (RBV) of the firm, which as
competitive advantage is derived from its unique resources and capab?% hile the RBV
focuses on tangible and intangible resources, the KBV specificail thts knowledge as a
distinct and valuable resource. Knowledge includes both expli@@diﬁed) and tacit (unspoken)
knowledge, and it encompasses a range of elements %&chnical expertise, problem-solving

capabilities, learning routines, and organizational cult .
&

According to the knowledge-based view ﬁ@in a competitive advantage by leveraging their
knowledge assets in several ways: Or@ations invest in research and development, innovation,
and learning processes to generate neWw knowledge. This can involve conducting market research,
experimenting with new @o ?gies, fostering collaborations, and encouraging creativity and
knowledge sharing,(d employees. Also, firms can acquire knowledge from external sources
through pam@, alliances, mergers, acquisitions, or licensing arrangements. This allows

them s new expertise, technologies, and market insights, which can enhance their

competitive position.

In addition, effectively integrating and leveraging existing knowledge within the organization is
crucial. This involves sharing knowledge across departments, units, and individuals, promoting

cross-functional collaboration, and developing systems and processes to capture and disseminate
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knowledge throughout the organization. Moreso, translating knowledge into practical
applications is essential. Firms need to identify opportunities to apply their knowledge assets in
product development, process improvement, customer service, and other strategic areas. The
ability to apply knowledge effectively and efficiently can lead to superior performance and

competitive advantage. The KBV also emphasizes the importance of knowledge transfer and

to&g ovement

knowledge-based capabilities within organizations. Knowledge transfer refers
of knowledge from one part of the organization to another or from exte ﬁ'&@rces into the

.3

organization. It can be facilitated through formal training programs, rg%tors ip, communities of
practice, and the use of information systems. Knowledge-base@i ities refer to the firm's
ability to create, acquire, integrate, and apply know}é\&g) effectively. Developing such

capabilities requires a supportive organizational cul&@ dership commitment, and continuous

learning processes®. . @

The knowledge-based view (KBV) pro@a theoretical framework that emphasizes the role of
knowledge and information witth%ﬁ‘nizations. It suggests that firms with superior knowledge
assets and capabilities are ¢“likely to achieve sustainable competitive advantage. In the
context of predicting @e%ec of contextual factors on the sustainability of the traditional open
market, the @n provide insights into how factors like financial literacy, finance
accessibilit%a d digital marketing impact market sustainability.By considering the KBV
perspec@, one can analyze how financial literacy, finance accessibility, and digital marketing
impact the knowledge assets and capabilities of market participants. These factors influence the
acquisition, utilization, and dissemination of knowledge within the market, ultimately shaping its

sustainability. A comprehensive understanding of these contextual factors can help identify
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strategies to enhance market sustainability by promoting knowledge development, improving

market efficiency, and fostering innovation®.
2.2.3 Contingency Theory

Contingency theory is a management theory that suggests that the effectiveness of an
organizational practice or strategy depends on the fit or match between the p&%&md the
specific circumstances or context in which it is implemented. The conting .% ry (CT) was

03

first proposed by a scholar®. The foundation of CT is the idea t}%fa ors external to an
ization's performance is

organization have an impact on its operations and results. An.%%ﬂ
certain to increase if it is in harmony with its various wt@&ﬂuences (such as its culture,
strategy, technology, structure, and environment)“\&%%zational structure stands out among
the listed contingent components, which may ex@swhy this theory is commonly referred to as
structural contingency theory (CT). A fi @et of CT is that every occurrence necessitates

the presence of some element in t@ganizational structure; thus, when the organizational

structure has these attributes (as&)ssitated by the contingencies), a fit is obtained. Because of
'\

this harmony, perfoman@anced.

CT's underlyin, g@ﬁse is that every organization is an open system that may both affect and be
affected byés rroundings. Thus, emphasizing the various approaches taken when designing
organiz al structures. In the end, it all comes down to how well the organization's structure
meshes with its specifics. Because of the ever-changing nature of the corporate world, the entire
organizational structure, its dependencies, and its fit are interconnected processes that are always
adapting. However, academics have raised concerns about CT's underlying assumptions. At the

outset, it was proposed that achieving internal and external alignment remains an elusive goal,
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particularly for organizations operating in an environment with multiple conflicting demands and
for firms that struggle with internal-organisation trade-offs and high-performance target. Indeed,
therefore, it is exceedingly difficult to construct a theoretical explanation in a case like this. In
addition, the Configuration theorist emerged. Due to the dynamic nature of the dependent factors,
they reasoned, it is impractical for businesses to perfectly align with them. Ultimately, the
problem of proper proportions never arises. Moreover, they claimed that CT is @E\re rather
than proactive because it focuses on what managers may do in response to ¢ .Qg@uations. Still,
CT does not provide enough detail to guide managers in making eﬂbest decisions under

pressure. Therefore, "a managerial action depends on the situatio@\nsufﬁcient“.

Q

Numerous researchers have bolstered the basics of .@s;ingency theory, and it has seen
widespread use in existing literature to explain under t conditions specific contingencies will
boost business performance. Most of the{.r-e)%r ers based their investigations' theoretical
frameworks on contingency theory en presented findings that backed up the SCT.
Organizational performance ma&g@proved, for instance, if internal and external forces were
better aligned®. Accordinglys contingency theory suggests that the effectiveness of any
organizational practi@h as the interaction between entrepreneurship development and
startups' intenti n%x‘contingent upon the fit between the characteristics of the situation and the
actions tak@ the context of business angels moderating this interaction, the contingency
theory ework can be applied to explain how their involvement can influence the relationship
between entrepreneurship development and startups' intentions. The contingency theory
emphasizes that the effectiveness of organizational practices is influenced by the external
environment. Business angels act as external agents who provide financial resources, expertise,

and networks to startups. Their involvement creates a favorable task environment by reducing
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the resource constraints faced by entrepreneurs and enhancing their ability to pursue their

entrepreneurial intentions.

In the context of predicting the moderating effect of business knowledge on the impact of
contextual factors on the sustainability of the traditional open market, contingency theory can
provide valuable insights. Applying contingency theory to predict the moderati fect of
business knowledge, the researcher considers the following points: continge.nc@ry suggests
that the effectiveness of business knowledge in moderating the irnpa(ﬂ%'}ontextual factors
depends on how well the knowledge aligns with the specific contexd. pexample, if a market
requires advanced digital marketing techniques, businesseéw% strong digital marketing
expertise are more likely to benefit from the contex&aﬁ@r of digital marketing than those

lacking such knowledge®’. %

Contingency theory recognizes that t ig;a)tt of business knowledge on the relationship
between contextual factors and mark%‘@stainability may not be linear. There can be interaction
effects, meaning that the inﬂu&of business knowledge may be stronger under certain
conditions or combinatio@%t?[extual factors. For instance, high financial literacy combined
with easy finance % bility may have a more pronounced effect on market sustainability
when busine%ago possess strong marketing knowledge. Also, contingency theory suggests
that b nowledge enables organizations to make informed and adaptive decisions based

on the specific context®.

When faced with contextual factors such as low financial literacy or limited finance accessibility,
businesses with higher levels of business knowledge can employ alternative strategies or

approaches to mitigate the negative effects and sustain their operations in the traditional open
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market. In summary, contingency theory can predict the effect of business knowledge as a
moderator on the impact of contextual factors (financial literacy, finance accessibility, and digital
marketing) on the sustainability of the traditional open market. By considering the fit between
business knowledge and the context, interaction effects, and contingent decision-making,
organizations can better understand how to leverage their knowledge to adapt to and influence

the outcomes of contextual factors, ultimately enhancing market sustainability®’. Q’}\

2.3  Review of Empirical Studies ‘%‘\QO
. %
S

&

Financial literacy plays a crucial role in the sustainabili@m traditional open market. Extant

2.3.1 Contextual Factors and Sustainability

literature highlights the significant impact of financial literacy on various aspects of market
stability, consumer decision-making, and \h onomic growth. By examining the latest

studies, we can understand the link betw%ﬁnancial literacy and the sustainable functioning of

the open market. \g)

Financial literacy contribm@;“market stability by enhancing individuals' understanding of
financial products gn\dﬁep%:es. Financially literate individuals are more likely to make informed
investment Q and diversify their portfolios®®. This behavior reduces the likelihood of
asset b nd market instability. When market participants possess a solid understanding of
financial “concepts, they are better equipped to identify risks and make prudent financial
decisions, thereby enhancing market stability. Financially literate consumers are more capable of
making sound financial decisions, which directly affects the open market's sustainability. A
researcher suggests that individuals with higher financial literacy are more likely to engage in

responsible borrowing, avoid excessive debt, and make informed decisions regarding mortgages
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and other financial products. This responsible behavior not only protects individuals from
financial distress but also reduces the likelihood of market disruptions caused by excessive

consumer debt and defaults®’.

Financial literacy plays a crucial role in investor protection, promoting fair aru:(&sparent
markets. A study emphasizes that financially literate investors are more aw: .ek&c%ir rights and
can identify fraudulent investment schemes and predatory practices®® ﬁoiding fraudulent
investments, financially literate individuals contribute to the in@f the open market, as
these schemes can otherwise disrupt market confidence. an&gdbility. Financial literacy has a
positive impact on economic growth by fostering@%eurship and facilitating access to
capital. A research paper found that countries W@gher levels of financial literacy tend to have
more robust financial systems and h%;_}\ates of entrepreneurship. Financially literate

individuals are more likely to access @a financial services, start businesses, and contribute to

economic development, which inwsustains the traditional open market.

N
Promoting financial I@@%ﬂ also lead to a reduction in economic inequality, contributing to
the long-term us@ability of the open market. A recent study highlights that individuals with
higher ﬁna@eracy are more likely to accumulate wealth, effectively manage their finances,
and pla retirement®®. By empowering individuals with the knowledge and skills necessary to
navigate the financial landscape, financial literacy programs can help bridge the wealth gap and

promote a more inclusive market environment®’.

In conclusion, recent literature emphasizes the critical role of financial literacy in sustaining the

traditional open market. Financially literate individuals contribute to market stability, make
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informed consumer decisions, protect investors, foster economic growth, and reduce economic
inequality. Therefore, policymakers, educators, and financial institutions should prioritize efforts
to enhance financial literacy through education, accessible information, and targeted initiatives,

ensuring a more sustainable and resilient open market ecosystem®s.

Financial literacy plays a crucial role in the sustainability of the traditional ope ket. It
empowers individuals with the knowledge and skills necessary to make, i d financial
decisions, effectively manage their money, and navigate the complexities‘% market. In recent
literature, several studies have highlighted the significant impaet @nﬁncial literacy on the

\\
sustainability and efficiency of the open market®. Q&

Enhancing investor decision-making: A study fo%@individuals with higher levels of
financial literacy were more likely to engage i@%formed investment decisions’. They were
better equipped to evaluate investmen 0@ understand risks, and make sound financial
choices. This improved decision-ma%bcontributes to a more sustainable market by reducing

the likelihood of speculative bubble$”and irrational investment behavior.

N
Promoting responsibl@&g and debt management: Financially literate individuals are more
likely to underst e implications of borrowing and debt. A study revealed that individuals
with higherée\;% of financial literacy exhibited more responsible borrowing behaviors, such as
lower 1 of consumer debt and improved debt management strategies’!. This reduces the risk
of over indebtedness and financial instability, thereby contributing to the sustainability of the

market’°,

Mitigating the impact of financial shocks: Financial literacy equips individuals with the

knowledge and skills to plan for unexpected events and mitigate the impact of financial shocks.
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A study found that financially literate individuals were more likely to have emergency funds and
insurance coverage. In times of economic downturn or personal financial crises, these individuals
are better positioned to weather the storm, reducing the overall systemic risk and promoting

market stability’!.

Facilitating informed consumer decisions: Financial literacy empowers consume& make
informed choices regarding financial products and services. Research indicate @ﬁnancially
literate individuals were more likely to compare prices, shop around, an@better decisions
related to mortgages, credit cards, and other financial products. Th-is@(')\tes competition in the

AN

market, encourages transparency, and prevents consumers %Q%falling victim to predatory

practices, ultimately contributing to a sustainable me%@@onmentn.

Encouraging long-term financial planning: Fina@& literacy fosters a long-term perspective on
financial planning and retirement saving &M}y showed that individuals with higher levels of
financial literacy were more likely t@age in retirement savings and exhibit higher levels of
financial preparedness for retire& This reduces the burden on social safety nets, promotes

'\
personal financial indefe@and contributes to the long-term sustainability of the market’>.

Overall, the liter demonstrates that financial literacy significantly affects the sustainability
of the trad@pen market. It empowers individuals to make informed decisions, promotes
respons behavior, mitigates financial shocks, facilitates informed consumer choices, and
encourages long-term planning. By improving financial literacy, policymakers, educators, and
institutions can enhance market efficiency, stability, and the overall well-being of individuals

participating in the open market’>.
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Access to finance plays a crucial role in the sustainability of the traditional open market. Recent
literature highlights the significant impact that finance accessibility has on various aspects of the
market's long-term viability and effectiveness. This discussion will explore some key findings
and arguments from recent studies, underscoring the importance of finance accessibility for the

sustainability of the traditional open market.

Promoting Entrepreneurship and Innovation: Finance accessibility is vi Q'ﬁ?fostering
entrepreneurship and innovation, which are crucial drivers of economic é%h Recent research
has shown that limited access to finance can impede the establ@:ﬁ and growth of new
businesses. A study found that lack of access to exteni@ce restricts entrepreneurial

activities, hindering job creation and productivity mﬁnr?@ nts. In contrast, improved finance

accessibility facilitates entrepreneurship, encourages“novation, and contributes to sustained

market dynamism’4. C;\\'

Enhancing Market Efficiency: Fin@%ﬂ accessibility also influences market efficiency by
enabling efficient allocation o%gources and reducing information asymmetry. Research
suggests that improved @:ccessibility enhances market liquidity and price efficiency,
leading to reducak saction costs and improved resource allocation’””. When market
participants %@tter access to finance, they can make informed investment decisions and

alloca]@gces efficiently, contributing to the overall sustainability of the market.

Facilitating Investment and Capital Formation: Accessible finance is essential for facilitating
investment and capital formation, which are critical for economic growth and sustainability. A
study found that limited access to finance hinders investment activities, particularly among small

and medium-sized enterprises (SMEs)’®. SMEs often face challenges in accessing external
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funding due to informational asymmetries and collateral requirements. However, when finance is
accessible, it allows businesses to secure capital for investment, expand operations, and

contribute to economic growth.

Supporting Financial Inclusion: Finance accessibility plays a pivotal role in promoting financial
inclusion, which is crucial for achieving sustainable and inclusive economic df;{%gpment.
Studies have shown that a lack of access to financial services dispropoé%}%ely affects
marginalized populations, perpetuating inequality and hindering socio-@ic progress. By
ensuring finance accessibility to all segments of society, including@ﬁ\come individuals and

underserved communities, the traditional open market can %@more inclusive growth and

reduce economic disparities. &\

Resilience in Crisis Situations: Finance accessi@s is critical for enhancing market resilience
during crisis situations. Recent literat ecs)examined the role of finance accessibility in
mitigating the adverse effects of ecor@ shocks, such as the global financial crisis in 2008 and
the COVID-19 pandemic. A sWhighlighted that countries with better access to finance
demonstrated greater res@e (?uring these crises’’. Adequate finance accessibility enables

businesses to accesg\ed ency funds, adapt their operations, and navigate challenging economic
1butin

circumstance%l;

Q

In conc n, recent literature emphasizes the significant impact of finance accessibility on the

g to the market's overall sustainability.

sustainability of the traditional open market. Access to finance promotes entreprencurship,
innovation, market efficiency, investment, and capital formation, while also supporting financial
inclusion and resilience in crisis situations. Policymakers and market participants should

recognize the importance of ensuring adequate finance accessibility to foster a sustainable and
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inclusive market environment. Finance accessibility plays a crucial role in determining the
sustainability of the traditional open market. In recent years, several studies have highlighted the
significance of accessible finance in promoting economic growth, reducing income inequality,
and enhancing overall market stability. Let's delve into the literature to understand the

relationship between finance accessibility and market sustainability’s.

N

A study analyzed the impact of finance accessibility on economic growth acros countries’®
The findings revealed a positive relationship between finance accessibi@ DP per capita
growth. Access to finance enables individuals and businesses to ini@'srpproductive activities,
fosters entrepreneurship, and promotes innovation. By fa@%\-‘g the flow of capital to
businesses, accessible finance enhances their ability to.épnd, create jobs, and contribute to
economic growth, thereby ensuring the sustainabili g

Y

Income Inequality: Finance accessibili ;Qu) a crucial role in reducing income inequality.

e open market.

Countries with better-developed ﬁna@ systems and broader access to finance exhibit lower

levels of income inequality79.wessible finance allows individuals from lower-income
'\

backgrounds to access cr@est in education, and start businesses, thus bridging the wealth

gap. Inclusive ﬁn stems promote financial inclusion, which leads to a more equitable

distribution 6%91 and supports sustainable market growth.

The a@blhty of finance also influences market stability. A study explored the relationship
between financial access and market stability across 114 countries®®. The research demonstrated
that economies with greater finance accessibility experience fewer systemic banking crises and

financial market disruptions. Accessible finance enables diversified investment opportunities,
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reduces information asymmetry, and improves risk-sharing mechanisms. Consequently, it

contributes to the resilience and sustainability of the open market.

Sustainable Development Goals (SDGs): Finance accessibility aligns with the United Nations'
Sustainable Development Goals (SDGs). As highlighted, inclusive financial systems are
instrumental in achieving various SDGs, such as poverty eradication, gender equality, and
climate action®!. Accessible finance empowers marginalized groups, supports s z}d medium-
sized enterprises, and facilitates investments in sustainable pr(ﬁ% By integrating
environmental, social, and governance (ESG) considerations, ﬁnanclr\a‘%)e.s)sibility contributes to

A\
the long-term sustainability of the open market. QQ’)&%

In summary, recent literature emphasizes the signiﬁ(@ﬁ}of finance accessibility in ensuring
the sustainability of the traditional open matket™\t fosters economic growth, reduces income
inequality, enhances market stability, ngaﬁgns with the SDGs. Policymakers, financial
institutions, and regulators should pr@ze initiatives that promote inclusive finance to create a
more sustainable and resilient mar\kk)wnvironment. Digital marketing has revolutionized the way
businesses connect with t@tgmers and promote their products or services. Traditional open
markets, which haK been a cornerstone of local economies, are now facing the impact of
this digital l'%gwtion. In this discussion, we will explore recent literature on how digital

marke@\iﬁcanﬂy affects the sustainability of the traditional open market.

Expansion of Market Reach: Digital marketing allows businesses to expand their market reach
beyond their local areas. Online platforms provide a global audience, enabling businesses to
target and engage customers from different geographical locations. This expansion can pose a

challenge to traditional open markets that rely on local customer bases. A study found that small-
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scale vendors in traditional open markets are experiencing a decline in foot traffic and sales due

to the increasing popularity of online shopping®.

The rise of digital marketing has influenced consumer behavior by shaping their preferences and
purchasing patterns. Consumers are increasingly turning to online channels to search for
products, compare prices, and make purchases. Research suggests that consum rceive
online shopping as more convenient and time-saving compared to visiting ’&ﬁonal open
markets®. This shift in consumer behavior has led to a decrease in fo% fic and sales in
physical marketplaces. Enhanced Customer Engagement: Digital m@%ﬂé provides businesses
with various tools to engage with their customers in real-tin%%%cial media platforms, email
marketing, and personalized advertisements enable bg:@;ses to build relationships, gather
feedback, and offer tailored promotions. This hei @1 level of customer engagement can be
challenging for traditional open markets to {p.l-)f%é A study highlights the importance of digital
marketing in fostering customer loyalty nhancing the overall shopping experience®’.
6

Businesses that embrace digit IMeting gain a competitive advantage over those that solely
rely on traditional open Bigital marketing strategies such as search engine optimization
(SEO), pay-per-clig{d ) advertising, and influencer marketing allow businesses to increase
their Visibili'@:t new customers, and differentiate themselves from competitors. Research
demo hat businesses that actively engage in digital marketing activities have a higher
likelihood of survival and growth compared to their counterparts in traditional open markets®*.
The sustainability of traditional open markets is under threat due to the aforementioned factors.
As more consumers shift towards online shopping, traditional market vendors face declining
sales and foot traffic. This can lead to financial difficulties, reduced profitability, and even
closure. Additionally, the digital divide, where some vendors lack the necessary resources or
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knowledge to adopt digital marketing, exacerbates the challenges faced by traditional open
markets. A study emphasizes the need for government policies and support to help traditional
market vendors transition to digital marketing platforms and sustain their businesses. In
conclusion, digital marketing has significantly impacted the sustainability of traditional open
markets. The expansion of market reach, changing consumer behavior, enhanced customer
engagement, competitive advantage, and sustainability challenges discussed in rég&iterature
demonstrate the transformative power of digital marketing. To ensure the ¢ ; % existence of
traditional open markets, stakeholders must adapt to the digital lands pg\by embracing digital

marketing strategies, fostering digital literacy among vendors, @owding support to bridge

the digital divide3*. . QQ)
D

S

Digital marketing has emerged as a powerful ﬁ recent years, transforming the way
businesses interact with consumers and altérin %andscape of traditional open markets. The
impact of digital marketing on the ?@nability of the traditional open market has been
extensively discussed in recent lﬂ%&e. Let's explore some key points and insights from these
discussions. Digital marketi fables businesses to reach a wider audience and extend their
market reach beyon@a ical limitations. Traditional open markets are often confined to
local or regio @a‘daries, limiting the customer base. With digital marketing, businesses can
promote tl@ roducts or services globally, breaking down barriers and expanding their

custor@ase. This expanded reach has the potential to threaten the sustainability of traditional

open markets that rely on a limited customer pool®.

Digital marketing has significantly influenced consumer behavior and preferences. Consumers
are increasingly turning to online platforms to research products, compare prices, and make
purchasing decisions. This shift in consumer behavior has disrupted traditional open markets that
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heavily rely on physical interactions and personal relationships between buyers and sellers. As
more consumers embrace the convenience and efficiency of digital platforms, the sustainability
of traditional open markets is at risk. Digital marketing offers cost-effective and efficient
methods for businesses to promote their products and services. Compared to traditional
marketing channels such as print media or TV advertising, digital marketing platforms provide
more targeted and measurable approaches. This cost-effectiveness and efficiency %Xusinesses
a competitive advantage, as they can allocate resources more strategica ! : %}iitional open

markets, with their overhead costs and limited marketing capabilities&ag{ struggle to compete

&

@ng the need for middlemen in the

with businesses leveraging digital marketing®S.

Digital marketing has facilitated disintermediation, eli

distribution chain. With the rise of direct-to-congn 2C) models, businesses can establish
o

direct relationships with their customers@

leveraging digital marketing tools lilé%‘%cial media, websites, and e-commerce platforms,

g traditional market intermediaries. By

businesses can sell products or&v&s directly to consumers, reducing costs and increasing
profit margins. This disru Poses a challenge to traditional open markets that rely on

intermediaries for praducthdistfibution. While digital marketing offers numerous benefits, it also

presents sust‘ai%l@*challenges. The digital realm is highly competitive, making it difficult for
se

small busilg

reliance digital platforms raises concerns regarding data privacy, security, and the

in traditional open markets to stand out and gain visibility. Additionally, the

environmental impact of increased online activity. Ensuring a balance between the advantages of

digital marketing and sustainable business practices is crucial to mitigating these challenges and

fostering the sustainability of both digital and traditional open markets®’.
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In conclusion, the recent literature highlights the significant impact of digital marketing on the
sustainability of traditional open markets. The increased reach, shifts in consumer behavior, cost-
effectiveness, disintermediation, and sustainability challenges brought about by digital marketing
have reshaped the dynamics of open markets. As businesses continue to adapt and embrace
digital marketing strategies, it becomes imperative to find ways to integrate traditional open

markets into the digital ecosystem to ensure their sustainability in the face of evo@consumer
preferences and market dynamics E‘\QO
4%%

2.3.2 The Intervening Effect of Business knowledge . ¥\\‘

Business knowledge plays a crucial role in moderating IhQ%Ct of contextual factors on the
sustainability of the traditional open market. Here a@% ways in which business knowledge

can be leveraged to mitigate the impact of cm@gl factors such as financial literacy, finance

accessibility, and digital marketing on thi: ogﬁarket:

Enhancing Financial Literacy: B«%%;Q‘nowledge can be used to design educational programs

and resources aimed at impreying financial literacy among market participants. By providing

individuals with a be@@%tanding of financial concepts, such as budgeting, investment, and

risk management inesses can empower them to make informed decisions and navigate the
=

tively®.

market mor@

Business ;Enowledge can be utilized to develop innovative financial solutions and models that
increase access to capital for entrepreneurs and small businesses. This may involve designing
alternative financing options, such as microfinance or peer-to-peer lending platforms, which can

bridge the gap between traditional financial institutions and underserved market segments.
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Business knowledge can help businesses leverage digital marketing tools and strategies to reach
wider audiences, build brand awareness, and drive customer engagement. By understanding the
principles of digital marketing, businesses can optimize their online presence, implement
targeted advertising campaigns, and utilize data analytics to make data-driven marketing
decisions. This can help level the playing field for small businesses and enable them to compete

effectively in the open market. Q’}{b

Business knowledge can facilitate the adoption of sustainable practices @he open market.
By understanding the principles of corporate social resp()!n\'b@s)r'3 and environmental
sustainability, businesses can integrate these values into their %‘S%ons and supply chains. This
includes incorporating sustainable sourcing, reducin @md emissions, promoting ethical

business practices, and fostering a culture of sustairability. By doing so, businesses can

contribute to the long-term viability of the‘op&ﬁ ket and meet the evolving expectations of

&

Business knowledge can be useMoster collaboration and knowledge sharing among market

socially conscious consumers.

participants. This can l@% Ded through industry associations, business networks, and
platforms that faci{'tqzi-&)w exchange of best practices, insights, and resources. By creating a
supportive e@n that encourages learning and collaboration, businesses can collectively
addre ges associated with financial literacy, finance accessibility, and digital marketing,

ultimately enhancing the sustainability of the open market®®.

In summary, business knowledge plays a critical role in moderating the impact of contextual
factors on the sustainability of the traditional open market. By leveraging business knowledge,

businesses can enhance financial literacy, improve finance accessibility, harness digital
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marketing strategies, promote sustainable practices, and foster collaboration among market
participants. These efforts can contribute to a more inclusive, resilient, and sustainable open

market.

Business knowledge can play a crucial role in moderating the effect of contextual factors on the
sustainability of the traditional open market. Recent studies have highlighted seve ays in
which business knowledge can influence and shape the impact of factors Q%&S financial
literacy, finance accessibility, and digital marketing. Here are some key "\gs from research:
Business knowledge can enhance financial literacy, which refers to @i’\)idual's understanding
of financial concepts and their ability to make informed ﬁnan@%ecisions. A study found that
individuals with higher levels of financial knowledge w@re likely to engage in sustainable
financial practices and make sound investment @ions“. Business knowledge can help
entrepreneurs and business owners make @@d inancial decisions, manage their finances
effectively, and navigate financial chal@, thus positively impacting the sustainability of their

businesses. \g)

'\
Access to finance is es@or businesses to sustain and grow. Business knowledge can

moderate the efff{: finance accessibility by enabling entrepreneurs to effectively
communicatﬂ%Qusiness models and financial needs to potential investors or lenders. A study
found Qtrepreneurs with better business knowledge were more successful in securing
financing and had improved access to capital®’. Business knowledge helps entrepreneurs
understand financial terminology, evaluate funding options, and present their financial
projections, increasing their chances of obtaining funding for sustainable business growth. The
digital landscape has transformed the way businesses operate and market their products or
services. Business knowledge can moderate the effect of digital marketing by equipping
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entrepreneurs with the skills to leverage digital platforms effectively. Research indicated that
entrepreneurs with higher levels of business knowledge were more likely to adopt digital
marketing strategies, resulting in improved customer reach, engagement, and sustainable
business growth®®. Business knowledge helps entrepreneurs understand digital marketing tools,
analyze customer data, and implement targeted marketing campaigns, thus enhancing the

sustainability of their businesses in the digital age. @'&\

Overall, business knowledge acts as a critical moderator that enhances‘ﬂ%-n\pact of financial
literacy, finance accessibility, and digital marketing on the sustain@s&f the traditional open
market. By equipping entrepreneurs with the necessary é&edge and skills, business

knowledge empowers them to make informed de is@, access necessary financing, and

effectively leverage digital marketing strategies forJorg-term business success”.

>
BC)
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2.4 Conceptual Model

Contextual Factors Sustainability

Hox

v

Financial Literacy

Business profitability

Ho2

P

Finance Accessibility
Hos
Business continuity
- . ————p
Digital marketing

Hoa

Hos

—————
v

Business
knowledge

Figure 2.1: Conceptual Model for this Study

Source: Researchier Model, 2023

This stady\ptesents a conceptual framework that explains the interaction between contextual
factors; digital marketing, financial literacy and finance accessibility (Independent Variable),
business knowledge (moderating variable) and the sustainability (profitability and business
survival) of retailers (Dependent variable) in selected traditional open markets in Ibadan, Oyo
State, Nigeria. Specifically, the conceptual framework shows the gap and the resultant

hypotheses to be examined. The first, second and third hypotheses intends to examine the
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individual effect of financial literacy, finance accessibility, and digital marketing on
sustainability. Hypothesis four will examine the effect of contextual factors on sustainability and
hypothesis five will determine the moderating effect of business knowledge on the interaction

between contextual factors and sustainability of retailer in the traditional open market in Ibadan.

2.5 Summary of Gaps in Literature Reviewed

Research in accounting, finance and in strategic marketing management h 'e%conducted in
gi §

different research context involving developed, developing and emerging economies on the
individual relevance of financial literacy, finance accessibilit)é;\g\ ?gital marketing with
emphasis on small and medium enterprises and these, s have stressed the individual
significant contribution of these contextual factorst\o«g@hisaﬁonal performance. These prior
studies are valid given the issues raised and ohjﬁs set. Nevertheless, going by the aim of this
present study, evidence of a scholarly,w ither conceptual or theoretical that addressed
contextual factors linkage to perfo@ce remain sparse. Specifically, studies focused on
sustainability of traditional opemet retailers in Ibadan with emphasis on how the specific
*

measures of contextual @s vis-a-vis financial literacy, finance accessibility and digital

marketing become 9{?31) success factor is unknown.

Q

The implicatio this narrative is that there is little evidence of how financial literacy, finance
acces@r and digital marketing as contextual factors affect the sustainability of retails in
traditional open market in Ibadan Oyo State with its distinctive historical, cultural, and
enterprising population. Scholars had recommended that the value relevance of contextual
factors can be explored in other research context using measures that are context-specific. In

addition, the outcome of role to be played by business knowledge on the association between
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contextual factors and sustainability of retailers equally remained unexplored. Hence this

presents another justification and the need to conduct this empirical investigation.
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Methodology

This chapter focused on the methodology to be employed to carry out this research work. The
chapter was organized under the following sub-headings: research design, population of the
study, sample and sampling techniques, research instrument, validity of the instrument,

reliability of the instrument, method of data collection and method of data analysis. * ®

3.1 Research Design é. ‘\QO

This present study employed a cross-sectional survey design ., s within quantitative
research method and positivist research philosophy to establis}%ﬁ&%\nl of this study; which is to
examine the effect of contextual factors and sustainab‘i@f retailers in the traditional open
market in Ibadan. This design allows for the collection of data at a point in time from
respondents to substantiate the objective é)\ tudy. Moreover, the cross-sectional design
possesses an economic advantage over tl@ngitudinal survey given its one-time data collection.

Scholars have found this researc%{s@ appropriate in the achievement of the research objective.

'\
3.2 Population of the&ﬁ

The population O%Q‘study comprised of micro-small retailers operating in the traditional open
markets Ibadan, including Bodija Market, Oje Market, Oja-Oba Market, Basorun market,
Agbe@ket, Ogunpa market, Aleshinloye market, Gbagi market, Dugbe market, and Apete
market. The retailers were drawn from an array of micro-small businesses including raw food,
vegetables, cloth, provisions including toiletries, fruits, beads, and agro-allied business. The kind
of population according to extant literature are infinite or unknown because there is no definitive

register for them?. The choice of this population is premised on problem identified which bothers
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on retailer related issues in the traditional open market in Ibadan. The choice of Ibadan as the
geographical setting for this study is because it possesses attribute of a cosmopolitan city which

huge following for traditional open markets with long history of existence.
33 Sample and Sampling Technique

The sample size to be drawn from the infinite population is computed usin@’;bformula
recommended by Cochran for sample size determination for infinite/unk .w&)ulation. The

formula is stated as:

= 'Q@

Where, Q‘Q\

- Sample size, which. timated
- Selected critia&C‘ﬁ}of desired level of confidence or
risk Q)‘bi
- Esti Mroportion of an attribute that is present in the
@aon or maximum variability of the population
)\—'Q) Desired level of precision or margin of error
Q
The following values can be used for estimating the sample size-
IS
- 95% confidence level (The value of (1- a) in Standard Normal
Distribution z-table, which is 1.96 for 95%)
- 50% variability of the population (which is maximum)

- 5% margin of error
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Put the value in given formula- = ¢ ) (x - )( — ) —38416

Therefore, 384 consumers are the sample size for cosmetics. Ten percent of the sample size, or
38 retailers, were added to the computed sample to increase the response rate in light of expected
non-response as recommended by scholars®. This method has been used by scholars to improve
their response rate. Therefore, 422 retailers in traditional open markets in Ibada will be

sampled. Consequently, 422 surveys will be sent their way. Q?

The sample were proportioned equally given the unique nature % study population.
Specifically, since there are no definitive numbers to substantiat 'ﬂ)éip pulation of retailers in

each traditional market, it is imperative that the sample sme&% drawn is evenly spread within

the markets. @

Table 3.1: Name of Traditional Open Ma@n%adan

S/N  Name (b,v Sample
Q_) Distribution

1 Agbeni market, N/ 42
2 Aleshinloye m%e " 42
3 Apete r@% 42
4 B S(é\market 42
5 %a Market 42
Q)ugbe market 42
Gbagi market 42
8 Oja-Oba Market 42
9 Oje Market 42
10 Ogunpa market 42
Total 422
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Source: Computed by the research, 2023
This study intends to use a purposive sample technique given the micro-small retailers to be
examined. The purposive sampling allows the researchers the ability to use some specific
characteristics to identify and select appropriate respondents for the study. In this study, the
criteria for been a part of this study include .
1. A retailer selling in traditional open market in Ibadan Q')&\(b
2. A retailer operating as micro-small business in the market identified 1
Purposive sampling, as a non-probability method, may be a.lesﬁ}@ematic approach to

collecting data, but scholars argued that it saves time and money@‘ut sacrificing quality?.

'QQ

34 Description of Research Instrument »®

A structured questionnaire was adopted as this s&y's instrument. The use of questionnaire is
relevant because it helps in collecting fe@'} based on the perception and opinion of the
respondents, more so, it is suitable for g@‘ling data from a pool of people within a short period
on current issues, plus it enhance&g}ntitative data analysis. The items in the questionnaire were
adapted (See table 3.4). T %?%d questionnaire is a standardised scale that has been used by
authors on the subj@atter of this research in other countries, sectors, and in different
industries. 6\'

To ane quality of response given that many of the market women (retailers) to be
examined may not be able to read the questionnaire items written in English, the questionnaire
was translated in Yoruba language. This procedure has been used by scholars to improve the
reliability of responses obtained for their study especially when dealing with respondents with

these peculiarity!. Moreover, this procedure was followed both in the conduct of the pilot study.
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Below are the sources of the questionnaire items. In line with extant literature, the response
options provided in this study’s questionnaire follow the 6-point Likert-type scale, consistent
with?. This scale been an ordinal interval scale numbered from 4 to 1. The response options in
the questionnaire covered, Very High Extent (VHE) = 4, High Extent (HE) = 3, Low Extent (LE)
= 2, Very Low Extent (VLE) = 1. The questionnaire has 3 sections: Section A covered the
demographic variables with three (3) items, section B covered contextual factors %@Menty-six
(26) items, section C covered business sustainability with thirteen (13 1. Q@1d section D
covered business knowledge with ten (10) items.

. "
Table 3.2: Source of Adapted Questionnaire and Number of @s
0.4\

Variable Source N -~ No. of items
N
Business knowledge Akpan et al. (2022) \)" 8
Business continuity Jeremi¢ et al. Q@ 7
Digital marketing Tariq et al& 9
Finance accessibility A ub@ét al. (2023) 7
Financial literacy OJ’ina—Garcia et al. (2023) 7

Firm profitability C)Q%lmashhadani & Almashhadani, (2022) 10

AN

Source: &@Q&:r’s compilation, 2023
3.5 @%ity of the Research Instrument

The research instrument was validated on the basis of face and content validity in order to
evaluate the extent to which operationalization of a construct actually measure what it tends to
measure’. In order to determine the face and content validity of the instrument, the

questionnaires will be shown to the supervisor and other lecturers in the Department of
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Management and Accounting, Faculty of Management and Social Sciences, Lead City
University, Ibadan. They determined the appropriateness of the instruments in measuring what it
is supposed to measure and also ensured that the instruments contained the appropriate items that
could actually elicit the intended responses on financial literacy, finance accessibility, and digital
marketing as a strategy for the sustainability of retailing in the traditional open markets in Ibadan,

Oyo State, Nigeria. Necessary corrections and restructuring based on th@mments,

modification and recommendation will be made. E‘\QO

The pilot study was conducted in Orita challenge market and it pm@ﬂle opportunity to pre-

test the instruments to ascertain construct validity. The researc%'@nducted confirmatory factor

N

analysis (CFA) to ascertain the overall adequacy @ty of the instrument. Through the

Varimax Extraction Method, factor loadings werﬁ ted from the rotated component matrix

to compute the Average Variance Extra@

provided added proof of convergent @ty and the discriminate validity value for all the

). Hence, AVE's value greater than 0.5

construct below 0.90 on the ﬁ{%rait-Monotrait (HTMT) criterion provided additional
evidence of construct validi ®ach of the measured variable. Both the AVE and discriminant
validity values provi@e ce of construct validity for all the variables under study. Table 3.3

and 3.4 below @ d a summary of the construct validity for these questionnaire items of this

study. Q
Q
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Table 3.3: Summary of Pilot Test Incorporating Construct Validity Test.

Variable No. of items AVE Remark

before Pilot
Business knowledge 10 0.598 Reliable
Business continuity 6 0.568 Reliable . %
Digital marketing 5 0.624 Reliable @'&\
Finance accessibility 10 0.623 Reli | ‘\QO
Financial literacy 11 0.588 . lia\ble

Firm profitability 7 0.561 %)\\R‘eliable
oS
>

Table 3.3 above shows that the AVE values for\all the constructs are above the threshold of

Source: Computed from Pilot Study, 2023

0.5 to suggest that the convergent validity has been established for all the reflective constructs
in this study. In addition, the HTM@rion was used to assess the discriminant validity for
all the reflective construct. Mceptable approach to establish discriminant validity is
through HTMT ceterio «Agl? measured the average correlations of the indicators across
constructs. Where%QT T wvalues for all the reflective construct is below 0.90, then
discriminan \@A’ty has been established between the reflective constructs. Table 3.4
pre%e@w HTMT criterion for this study which was computed using SmartPLS statistical

version'4.0 platform.
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Table 3.4: Discriminant Validity using Heterotrait-Monotrait Ratio (HTMT)

Construct BK BC DM FA FL FP

Business knowledge

Business continuity 0.538
Digital marketing 0.706  0.814 &
Finance accessibility ~ 0.455  0.688  0.917 . Q%
Financial literacy 0.303  0.398 0.615 0.706 s .
Firm profitability 0.344  0.801 0.646 0.674 ° {@5“

Source: Computed from Pilot Study, 2023 QQ\

Threshold for establishing discriminant Validity®\constmct in table 3.8 above had a
inan

HTMT values below 0.9 to suggest that discrig validity has been established for all the

N

reflective constructs in this study. Scho@s}ﬁve emphasized that both convergent validity

(through AVE) and discriminant V& through HTMT ceterion) are important measures of
construct validity?. \)
%w
Table 3.5: Validitﬁ@s Process
X,
Variablé\: Q‘ KMO Bart. Sig Remark
B i@s Enowledge 0.740 98.633 (0.000) Accepted
Bu;ness continuity 0.626 48.408 (0.000) Accepted
Digital marketing 0.741 18.174 (0.000) Accepted
Finance accessibility 0.789 30.851 (0.000) Accepted
Financial literacy 0.649 48.841 (0.000) Accepted
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Firm profitability 0.743 94.681 (0.000) Accepted

Source: Computed from Pilot Study through SPSS V25, 2023

In furthering the process of validating the research instrument, factor analysis using principal
component analysis was employed through Kaiser-Meyer-Olkin (KMO) Test to measure
suitability of the data to the study and measure the sampling adequacy for each V.ariable in the
model and for the complete model. KMO greater than 5 is required for theq*%g}ble to be
accepted. However, values between 0.5 and 0.7 are average, 0.7and 0. r. while values
between 0.8 and 0.9 are very good according to a researcherj.&d@ition, Bartlett test of
Sphericity evaluates the strength of the relationship among V@es. Hence, Bartlett test, the
null hypothesis which suggested that the items in thé @inal correlational matrix have no
relationship among them, which would indicate«@’%e variables are unrelated and hence
unsuitable for the study. In the Table 3. 'q@)the KMO and Bartlett test values and the

.

concomitant probability values Were%' the 0.05 threshold suggested that the factor

analysis conducted is appropr%.%%

3.6 Reliability of the R ‘%lplnstrument

The researcher sub@tj?the questionnaire to test reliability. The variables (contextual factors,
business kno @e, & business sustainability) were tested for internal consistency method of
rel%@a d composite reliability. The internal consistency was used to establish the
reliability of a measure by evaluating the within-scale consistency of the responses to the
items of the measure. Applicable to multiple-item measurement instruments (like that of this
study), Cronbach’s alpha coefficient is widely employed for assessing this internal

consistency. A Cronbach’s alpha coefficient of > 0.7 but < 1 score for a questionnaire is
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adjudged to be reliable*. The composite reliability is used to revalidate the reliability of the

instrument. Table 3.6 below depicts the reliability statistic of all the variables in this study.

Table 3.6: Reliability Statistic

S/N Variables Composite Cronbach’s alpha coefficient
Reliability
1. Business knowledge 0.899 0.867
2. Business continuity 0.864 0.805
3. Digital marketing 0.886 0.847
4. Finance accessibility 0.908 0.882
5. Financial literacy 0.919 0.894
6. Firm profitability 0.869 0.839

Source: Computed from pilot studyN2023)
In order to make the correct inferences from the data collected from the field, the data after
coding will be subjected toaflie assumption for running parametric analysis. If the data meets the
assumption which ‘Snclude; normality test, Linearity test, multicollinearity test, and
heteroscedasticityMest then a parametric analysis through regression can be conducted but if it
fails ngn=parametric analysis would be adopted. The pre-estimation test will be conducted for all

the variables in the study.

Normality is the assumption that the error term is normally distributed with a mean of zero and a
constant variance. Multiple regression analysis (parametric statistics) requires that data is

normally distributed. The normality data distribution was assessed by examining its skewness
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and kurtosis. A variable with an absolute skew-index value greater than 3.0 is extremely skewed,
while a kurtosis index greater than 8.0 is extreme kurtosis. An index smaller than an absolute
value of 2.0 for skewness and an absolute value of 7.0 is the least violation of the assumption of
normality. Also, the Q-Q plot provided additional support for the skewness and kurtosis statistic
through a graphical representation of a normally distributed data set. A regression analysis

accurately estimates the interaction between dependent and independent V%@zs if the

relationship is linear because if the interaction between independent va IV) and the
dependent variable (DV) is not linear, the results of the regression a ly§is will underestimate
the exact relationship. Hence, to establish the suitability of this ’és\to regression analysis, this
study adopted Pearson’s product-moment correlation coeﬁ&@nt to test the linearity of the
relationship between the variables and confirm the@lationship using the positive values,

the strength of the coefficients, and the signif:c@el of the relationship.

Furthermore, the study’s data was subfectéd=to a multicollinearity test. This test checks for
correlation amongst the independent @bles and a correlation coefficient greater than 0.8; thus,
it indicates the presence of u;%i%linearity. Also, their correlation is an indicator of their
performing the same (@Qﬁ:s resulting in misleading and unusual results as well as inflated

standard errors. Mudtic6llinearity is suspected if the Variance Inflation Factor (VIF) is greater

than ten (IOX%K> 10 or when the Tolerance Factor/Value (TF) which is the inverse of VIF is

less tl@nplying that collinearity is suspected when Tolerance Value (1-R2) <0.1.

The assumption for homoscedasticity requires that the variance of the disturbance term be
constant for all observations, and a violation of this assumption will give rise to the problem of
heteroscedasticity. The presence of heteroscedasticity will render the estimates inefficient. Since

the data for this research is a cross-section of the selected paints and coatings manufacturers, this
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raises concerns about the existence of heteroscedasticity. The classical linear regression model
(CLRM) assumes that the error term is homoscedastic; that is, it has constant variance. If the
error variance is not constant, then there is heteroscedasticity in the data. Running a regression
model without accounting for heteroscedasticity would lead to unbiased parameter estimates.

Hence, homoscedasticity will be checked by the normality of residuals with the Normal P-P Plot

and scattered plot. Q’}{b

3.7 Method of Data Collection ‘@ :

. "
Primary data was collected to address the objectives of this stu%@ is because it helps to
reduce the chances of obtaining incorrect data and equde@1des the opportunity to gain a
better understanding of the respondents under im@%. The primary data was collected
using a structured questionnaire in line with ex@g studies. Moreover, this instrument works
well with a cross-section design mainly egsé it aids the collection of data regarding opinion
and perception of respondents at a@n‘t in time on current issues. The researcher during
preliminary investigation withiM traditional open market was informed of the market
leadership concerning ea@ ?wnce at the point of data gathering the market leadership was

be informed about igddy so that they can offer support and assistance in ensuring majority of

the market m%&women part-take in this study.

3.8 %ﬁnistration of Research Instrument

The questionnaire was administered to 422 retailers selling in traditional open markets in Ibadan
during opening hours at the business premise. The copies of the questionnaire were distributed
both in person and by trained research assistants, with specific instructions on the administration

process, which involved administering copies of questionnaire to retailers. This helped to reduce
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the difficulty in retrieval of the questionnaires and interpretation in the native (Yoruba) language
for uneducated respondents. The researcher and trained research assistants had personal contact
with the respondents in the selected traditional market which enhanced their understanding of the

items in the instruments.

3.9 Method of Data Analysis . ®
The study adopted both descriptive and inferential statistics in the §:aﬂ&@of the data.

Descriptive statistics was used to summarize the data and present it i% rm of tables, charts

€
*

and graphs. This was used to provide a general overview of the %‘\;\ﬁ provided quantitative

\

information about the characteristics of the sample. Infe@%ﬂl statistics was used to make

inferences about the population from which the samg@%ﬂrawn.

The inferential statistics was used to test y ﬁan‘[iate the hypotheses formulated for this
study. Hypotheses 1-4 was achieved ugh simple linear regression analysis because it
addressed the effect of one Varia@ependent) on another one dependent variable. However,
hypothesis five was examinad%mpugh hierarchical regression so that the moderating effect of
business knowledge @&inability can be established. The result of the hypotheses is
significant at t e@bbability value of less than 0.05. This descriptive and inferential statistics

were carried out,through the use of Statistical Package for Service Solutions (SPSS) version 25.

Q
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Table 3.7: Method of Data Analysis

S/N  Hypotheses Analytical Technique
There is no significant functional relationship between financial Simple regression
literacy and the sustainability of retailers in selected traditional analyses

ol open markets in Ibadan, Oyo State, Nigeria
Financial accessibility has no significant effect on the Simple r%’&n
sustainability of retailers in selected traditional open markets in an. Lys%

oz Ibadan, Oyo State, Nigeria ‘%X

: ‘%'x
Digital marketing has no significant effect on sustainabili % imple regression
Ha retailers in selected traditional open markets in .Ibg@ yo analyses
’ State, Nigeria Q@
Contextual factors has no significant eff: sustainability of Simple regression

Ho4 retailers in selected traditional o e(n-l}’kets in Ibadan, Oyo analyses

State, Nigeria %,
Business knowledge has np significant moderating effect on the
association between co:t&ﬂ factors and sustainability of
e Hierarchical regression

retailers in selectedQ i?)nal open markets in Ibadan, Oyo

State, Nigeria. ( Q

N

analysis

O\
Source: Re \gtudy, 2023

The @g}eciﬁcation that expresses the interaction between contextual factors, business

knowledge, and sustainability of retailers in traditional open market is presented in this section.

This study adopted a linear regression function to express the conceptual model of this study and

this will be done to establish the effect the contextual factors on sustainability; and the

moderating effect on the interaction within traditional open market in Ibadan Oyo State through

the following statistics:
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Y =1(X)

Y=Dependent variable: Sustainability (ST)

X= Independent variable: Contextual Factors (CFs)

7= Moderating variable: Business Knowledge (BK)

The independent variable- Contextual Factors (CFs) is measured as:

x1 = Financial Literacy (FL), ®

&>
x> = Finance Accessibility (FA), ‘%‘\QO

x3 = Business Knowledge (BK) ) ‘% -
The dependent variable- Sustainability (ST) Y is measured as:'&%‘\\d
y1= Firm profitability (FP), . $©

y>= Business continuity (BC). QQ

The moderating variable — Business Know, C@K) isZ

The following acronyms is compiled te répresent the dependent, moderating and independent
variables under investigation in pr@"study. They are as follows;

ST= (FP, BC)

"
CFs = (FL, FA, BK QQ

By substituting %a onyms of each variable in the regression model, the researcher presents

the gém%g

Y = f(x1)
Y=Lo+ BiXit el eeeerriniiniininiiiieinnn Regression equation 3.1
ST=Bo+PBiFLit el .ccoceevriiiiiiniiie.. Regression equation 3.1
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Y= 1(x2)

Vo= PBot Pixot el ceeniiiiiiiiiii Regression equation 3.2

ST=Bo+ BiFAIFT €l cceeevniiiiiiiiiiie. Regression equation 3.2

Y= 1(x3)

Vo= PBo+ Pixzt el ceeiiiiiiiiiii Regression equation 3.3 \

ST=Bo+BIDMit el .ccevvriniiniiniiiiann.. Regression equation 3.3 'E\

Y= f(X) {3\

Y=Bo+BiXtel e, Regression equ'atﬂk%)

ST=Po+ PBICFst el cceverrinriiiniiiiiienns Regr@uatwn 34

Y= f(X*Z)

Y=Bo+ Bi1X+ B3Zi + 1 X*Zi + ei %(b‘ .................... Regression equation 3.5
Y= Bo + B1CFs+ B3BKi + B gs* Ki+ei...oooon. Regression equation 3.5
Where: C)

Bo = the ifﬂ%pt expected value of y when x is equal to zero.

B= ‘Q’ fficient of the independent variable (it is the rate of change in y with respect to x).
e = the error term to accommodate the effect of other variables that can influence

sustainability but which were not included in the model.
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Chapter Four
Results and Discussion of Findings

This chapter offers the empirical results from the data analysis conducted, interpretation of the
findings, and discussions of the study results. The aim of this study is to examine how the
business sustainability of retailers in open markets in Ibadan is influenced by cont& factors.
To achieve the objective of the study, the research was conducted throug qa@@nnalre which
was used to obtain the required information. Information regarding r ﬁlts demographic,
response rate, response to each variable and test of hypotheses ar%‘;;,\s'é ed in this chapter. The
section also presents the test of the hypotheses. It indicates b&ch of the four hypotheses were
tested. This last section dealt with discussion of ﬁnd‘@‘%e data was analyzed using Statistical

Package for Social Sciences (SPSS) version 25 &Q%e descriptive and the inferential statistics.

4.1 Data Presentation (b,%'

A total of four hundred and sixtyN460) copies of questionnaire were administered, and four
hundred and forty-seven %Qc ;ies were returned. After sorting the questionnaires 438 copies
were certified as d@{d led and considered usable. The useable questionnaire represented 95.2%
response ra % high response rate was recorded as the researcher administered the
instru ith the help of research assistants who put concerted efforts to regularly visit the
respondents to request them to fill the instrument, sometimes to clarify queries from the
respondents and to prompt the respondents to fill the questionnaire. The response results are

presented in Table 4.1.
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Table 4.1: Response Rate

Responses Frequency Percent
Completed usable copies of questionnaire 438 95.2%%
Unusable, unreturned and disqualified questionnaires 22 4.8%
Total 460 100%

Source: Field Survey Results, 2023

Table 4.2: Demographic Characteristics of Respondents

%\Q?

.\Q'\

,'&\F

Variables Category l@]}néy Percentage
Gender Male \QA\Q ) 36 9.0%
Female 354 88.1%

Number of years in below 5 years | %
Business Cj\& 4 Lo
6to 10 years% 24 6.0%
11 to% 145 36.1%
1 6§:{s and above 229 57.0%
Business Type Q)Q%e bles 76 18.9%
\ Others 24 6.0%
,%Q Fish 44 10.9%
Q rice and beans 24 6.0%
Q Pepper 46 11.4%
Yam 24 6.0%
Swallow 48 11.9%
Fruit 12 3.0%
Ingredients 28 7.0%
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Meat 76 18.9%

Source: Field Survey Results, 2023
This section consists of background and respondent’s information that describes basic
characteristics such as gender of the respondent, number of years in business of the respondent
and business type. The Table 4.2 presents the demographic and personal profile of respondents
used for this study. Demographic and personal profile of respondents as shown in %Qé:g' Profile
of gender indicated that 36 respondents representing 9.0% were male i % respondents
representing 88.1% were females, indicating that most of the r pczgl ents were female.
Demographic and personal profile of respondents as shown in T@ by number of years in
business revealed that 4 respondents representing 10%@0w 5 years, 24 respondents
representing 6.0% were between 6-10 years, 145 r@&ts representing 36.1%were between
11-15 years, 229 respondents representing SI.O@Sere between 16years and above, indicating
that there were more respondents withd ears and above. Furthermore, 76 respondents
representing 18.9% indicated that ﬂ%‘bell vegetables, 24 respondents representing 6.0% sell
other stuffs, 44 respondents re r%(ging 10.9% sell fish, 24 respondents representing 6.0% sell
rice and beans, 46 resp n@%o?esenting 11.4% sell pepper, 24 respondents representing 6.0%
sell yam, 48 respo%iﬂgepresenting 11.9% sell swallow, 12 respondents representing 3.0% sell
fruit, 28 resp'%(% representing 7.0% sell ingredients and 76 respondents representing 18.9%

sell mQQ
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Table 4.3 Contextual Factors

Financial Literacy VHE HE LE VLE Mean SD
How confident are you in (80) (342) (0) (0) 3.85 0.357
managing your business finances

effectively? 14.9% 85.1% 0.00% 0.00%

Which areas of financial (64)  (293) (36) (4 3.05 @
')

management do you find most

challenging? (e.z, budgeting, 15.9% 74.1% 9.0%  1.0% ;‘\QO

tracking  expenses, accessing
credit)

. "
Are you aware of the various (134) (232) (36) 0 @.24 0.604
financial products and services
available to small businesses? 33.3% 57.7% 9.0% QQD %
(e.g., business loans, lines of

credit, merchant services) @

Do you regularly track and (157) (22 (24) (0) 3.33 0.584
analyze your business income and '»

expenses? 39.1¢9 50% 6.0% 0.00%

Have you encountered any (15% (224)  (20) (0) 3.34 0.571
difficulties in accessing financia Q)

services or products for your 8%93% 55.7% 5.0%  0.00%
business? If yes, please describg! N

How often do you @% (162) (236) (4) (0) 3.39 0.509
et

adjust your business b
\ 40.3% 58.7% 1.0%  0.00%

How import‘a%o you think (234) (168) (0) (0) 3.58 0.494
itera

financial ]Q is for the
succes business? 58.2% 41.8% 0.00% 0.00%
Grand mean and Standard 3.39 0.522

Deviation for financial literacy
Finance Accessibility

To what extent are these
possible?
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I have easy access to banking (20) (294)
services, such as opening
accounts and making 5.0%  73.1%
transactions.
I find it convenient to access (104) (246)
information  about  different
financial products and services. ~ 25.9% 61.2%
I have easy access to affordable (76) (240)
credit and loan options.

19.1% 60.3%
Financial institutions in my area  (16) (72)
provide adequate assistance and
guidance in managing personal 4.0%  17.9%
finances.
Financial services are easily (100) (229)
accessible in my local area.

24.9% 57.0%
I feel comfortable using online (24)

and mobile banking services.

I believe there are enough (20) '6.(189)

financial  literacy = programs

available to help 1nd1v1dual§\%!é 47.0%
make informed financi

decisions. &

Grand mean

a“dQ
Deviation for inance

Accessibility Q

Digital Market

To wh@ent do you use these

social media platforms?

Facebook (12) (76)
3.0%  18.9%

WhatsApp (16) (85)
4.0% 21.1%
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(81)

(88)

21.9%

(52)
12.9%
(82)
20.6%
(266)

66.2%

(73) Q

»Q@ 0.00%

7)
39.1%
(177)

44.0%

(90)
22.4%
(60)

14.9%

(0) 2.83 0491
0.00%
(0) 213 0610
0.00%
(0) 1.98 O@
0.00% Q}
(48) a%\ 663
11. 904\ -
@ 207 0.653
(140) 197  0.889
34.8%
(16) 253  0.655
4.0%

224 0.656
(224)  1.69  0.879
55.7%
(241)  1.69  0.937
60.0%



Twitter 4) (8) 61)  (329) 122 0522
1.0%  2.0% 152% 81.8%
Instagram (0) (12)  (20) (366) LIl 0.399

0.00% 3.0% 5.0% 91.0%

Telegraph 4) (16) (20) (362) 1.16 0.523
10%  4.0%  5.0%  90.0%s . {0‘
Grand mean and Standard 1.37 q€’.652
Deviation for Digital Marketing ,@%
Source: Researcher’s Field Result, 2023 ‘%.3

According to results in Table 4.3, 14.9% of the respondentsésé very high extent that how
confident are you in managing your business finance eﬁ@vely and 85.1% high extent. On the
average, the respondents indicated that how co t are you in managing your business
finances effectively has a mean of 3.85 an@ndard deviation of 0.357. Results also showed
that 15.9% of the respondents rated V@h extent that which areas of financial management
do you find most challenging? (@»b; geting, tracking, expenses, accessing credit), 74.1% high
extent, 9.0% low extent an '\}ery low extent. On the average, the respondents indicated that
which areas of ﬁnan@%nagement do you find most challenging? (e.g. budgeting, tracking
expenses, acc i@fedit) has a mean of 3.05 and a standard deviation of 0.536. The results also
showed thz@& % of the respondents rated very high extent that are you aware of the various
ﬁnanc&oducts and services available to small businesses? (e.g. business loans, lines of credit,
merchant services), 57.7% high extent and 9.0% low extent. On the average, the respondents
indicated that are you aware of the various financial products and services available to small
business? (e.g. business loans, lines of credit, merchant services has a mean of 3.24 and a

standard deviation of 0.604. Results also showed that 39.1% of the respondents rated very high
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extent that do you regularly track and analyze your business income and expenses, 55.0% high
extent and 6.0% low extent. On the average, the respondents indicated that do you regularly track
and analyze your business income and expenses has a mean of 3.33 and a standard deviation of
0.584. Results also showed that 39.3% of the respondents rated very high extent that have you
encountered any difficulties in accessing financial services or products for your business? If yes,
please describe, 55.7% high extent and 5.0 low extent. On the average, the respo%}nndicated
that have you encountered any difficulties in accessing financial services . %Jcts for your
business? If yes, please describe has a mean of 3.34 and a standa.rd gxia%ion of 0.571. Results
also showed that 40.3% of the respondents rated very high exte{}g\\t‘how often do you review
and adjust your business budget, 58.7% high extent and® l{k%’ow extent. On the average, the
respondents indicated that how often do you review«%‘%ust your business budget has a mean
of 3.39 and a standard deviation of 0.509. Re @3150 showed that 58.2% of the respondents
rated very high extent that how importa%' ou think financial literacy is for the success of
your business and 41.8% high ext%%n the average, the respondents indicated that how
important you think financial literacy is for the success of your business has a mean of 3.58 and a
o

'\
standard deviation of &@

cial Literacy has a grand mean of 3.39 and standard deviation
of 0.522 \

Results in JFable 4.3, 5.0% of the respondents rated very high extent that I have easy access to
bankir@wices, such as opening accounts and making transactions, 73.1% high extent and
21.9% low extent. On the average, the respondents indicated that I have easy access to banking
services, such as opening accounts and making transactions has a mean of 2.83 and a standard
deviation of 0.491. The results showed that 25.9% of the respondents rated very high extent that

I find it convenient to access information about different financial products and services, 61.2%
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high extent and 12.9% low extent. On the average, the respondents indicated that I find it
convenient to access information about different financial products and services has a mean of
2.13 and a standard deviation of 0.610. Results also showed that 19.1% of the respondents rated
very high extent that I have easy access to affordable credit and loan options, 60.3% high extent
and 20.6% low extent. On the average, the respondents indicated that I have easy access to
affordable credit and loan options have a mean of 1.98 and a standard deviation o%& Results

showed that 4.0% of the respondents rated very high extent that financial i .ﬁtg s in my area
provide adequate assistance and guidance in managing personal. fin ce’sg, 17.9% high extent,
66.2% low extent and 11.9% very low extent. On the average %\respondents indicated that
financial institutions in my area provide adequate assistange\%%)guidance in managing personal
finances has a mean of 2.14 and a standard deviatio(@% The results also showed that 24.9%
of the respondents rated very high extent tha f@sal services are easily accessible in my local
area, 57.0% high extent and 18.2% 10\&%@ On the average, the respondents indicated that
financial services are easily acc ssingﬁ my local area has a mean of 2.07 and a standard
deviation of 0.653. Results als sl;.c;%d that 6.0% of the respondents rated very high extent that I
feel comfortable usin r@@ mobile banking services, 20.1% high extent, 39.1% low extent
and 34.8% very IOK‘e nt. On the average, the respondents indicated that I feel comfortable
using online‘%wgobile banking services has a mean of 1.97 and a standard deviation of 0.889.
Resulowed that 5.0% of the respondents rated very high extent that I believe there are
enough financial literacy programs available to help individuals make informed financial

decisions, 47.0% high extent, 44.0% low extent and 4.0% very low extent. On the average, the

respondents indicated that I believe there are enough financial literacy programs available to help
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individuals make informed financial decisions has a mean of 2.53 and a standard deviation of

0.655. Finance Accessibility has a grand mean of 2.24 and a standard deviation of 0.656.

The results in Table 4.3, 3.0% of the respondents rated very high extent to what extent do you
use Facebook, 18.9% high extent, 22.4% low extent and 55.7% very low extent. On the average,
the respondents indicated that what extent do you use Facebook has a mean of {’6‘3 and a
standard deviation of 0.879. Results showed that 4.0% of the respondents ra;[ecB%)&ﬁigh extent
that what extent do you use WhatsApp, 21,1% high extent, 14.9% low \and 60.0% very
low extent. On the average, the respondents indicated that what extel@)}'/bu use WhatsApp has
a mean of 1.69 and a standard deviation of 0.937. Resul%'&b showed that 1.0% of the
respondents rated very high extent at what extent do o@l‘ witter, 2.0% high extent, 15.2%
low extent and 81.8% very low extent. On the gﬁ the respondents indicated that at what

extent do you use Twitter has a mean of QZ}}H

showed that 3.0% of the respondents r@very high that at what extent do you use Instagram,

standard deviation of 0.522. Results also

5.0% very low and 91.0% very lcﬁxegent. On the average, the respondents indicated that at what
extent do you use Instagra; Sha mean of 1.11 and a standard deviation of 0.399. Results

showed that 1.0% o@qu ondents rated very high extent that at what extent do you use

Telegraph, 4.02:<]o @Pextent, 5.0% low extent and 90.0% very low extent. On the average, the

respondent@td ated that at what extent do you use Telegraph has a mean of 1.16 and a standard

deviatio 0.523. Digital marketing has a grand mean of 1.37 and a standard deviation of 0.652.

Table 4.4 Business Sustainability
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Firm Profitability VHE HE LE VLE Mean SD
My retail business consistently (68) (226) (92) (16) 2.86 0.734
achieves  high  levels  of
profitability. 16.9% 56.2% 22.9% 4.0%
My retail business profitability (54) (176)  (164) (8) 2.69 0.725
has increased over the past year. . (b
13.4% 43.8% 40.8% 2.0% »&\
My retail business generates (56) (186) (160) (0) 2 zh\qg.&ﬂ
higher sales.
13.9% 46.3% 39.8% 0.0%
. | QD
My retail business effectively (73) (241) (84) 4) ‘\\, .95 0.655
manages its expenses. %P%
18.2% 60,0% 20.9%4% 0
My retail business is able to (65) (241) 9@ (0) 2.92 0.629
adapt to market changes and
maintain profitability 16.2% 60.0@ 9% 0.0%
My retail business effectively (69) @ (68) 0) 3.00 0.584
identifies and capitalizes on new
revenue opportunities. 17.2% \65.9% 16.9% 0.0%
My retail business regularly %&) (278)  (20) (0) 3.21 0.515
evaluates and improves its
profitability strategies %'\ 259% 69.2% 5.0%  0.0%
Grand mean and stangardQ 291 0.647
deviation for firm pQ ility
Business Conti
To what=exteht do you achieve
the following
My retail business achieves (218) (184) (0) (0) 3.54 0.499
continuous improvement in firm
growth 542% 458% 0.0%  0.0%
My retail business achieves (112) (282) (8) 0) 3.26 0.482
continuous  improvement  in
customer satisfaction 27.9% 70.1% 2.0%  0.0%
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My retail business achieves (154) (244) (4) 0) 3.37 0.504
continuous  improvement  in

customer acquisition 38.3% 60.7% 1.0%  0.0%

My retail business achieves (181) (221) (0) 0) 3.45 0.498
continuous  improvement  in

customer loyalty 45.0% 55.0% 0.0%  0.0%

My retail business achieves (173) (225) (4) (0) 3.42 0.514

continuous improvement in sales

revenue 43.0% 56.0% 1.0%  0.0% :&\00
Q

My retail business achieves (246) (156) (0) 0) 3§L\Qd).488

continuous  improvement  in
customer retention 61.2% 38.8% 0.0% 0.0%

Grand Mean and Standard 0.498

. )
‘\\J .44
deviation for Business Continuity ,&%
N

>

According to results in Table 4.4, 16.9% of the re@%n ents rated very high extent that my retail

Source: Researcher’s Field Result, 2023

business consistently achieves high levels @tability, 56.2% high extent, 22.9% low extent
and 4.0% very low extent. On the a , the respondents indicated that my retail business
consistently achieves high levelwoﬁtability has a mean of 2.86 and a standard deviation of
0.734. Results also showed@BA% of the respondents rated very high extent that my retail
profitability has incr erver the past year, 43.8% high extent, 40.8% low extent and 2.0%
very low extent: &the average, the respondents indicated that my retail business profitability
has inc @over the past year has a mean of 2.69 and standard deviation of 0.725. Results also
showﬁt 13.9% of the respondents rated very high extent that my retail business generates
higher sales, 46.3% high extent and 39.8% low extent. On the average, the respondents indicated
that my retail business generates higher sales has a mean of 2.74 and a standard deviation of

0.687. Results showed that 18.2% rated very high extent that my retail business effectively

manages its expenses, 60.0% high extent, 20.9% low extent and 1.0% very low extent. On the
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average, the respondents indicated that my retail business effectively manages its expenses has a
mean of 2.95 and a standard deviation of 0.655. Results also showed that 16.2% of the
respondents rated very high extent that my retail business is able to adapt to market changes and
maintain profitability, 60.0% high extent and 23.9% low extent. On the average, the respondents
indicated that my retail business is able to adapt to market changes and maintain profitability has
a mean of 2.92 and a standard deviation of 0.629. Results showed that 17.2% of %égondents
rated very high extent that my retail business effectively identifies an .&g@izes on new
revenue opportunities, 65.9% high extent and 5.0% low extent. Ofl th aV%rage, the respondents
indicated that my retail business effectively identifies an @\'fa 1zes on new revenue
opportunities has a mean of 3.00 and a standard deviat'm@%ﬁ%. Results also showed that
25.9% of the respondents rated very high extent thﬂ@%ail business regularly evaluates and
improves its profitability strategies, 69.2% hi }{zéslt and 5.0% low extent. On the average, the
respondents indicated that my retail busine gularly evaluates and improves its profitability
strategies has a mean of 3.21 and a@‘dard deviation of 0.515. The Firm Profitability has a
grand mean of 2.91 and a star&%&iaﬁon of 0.647.

Results in Table 4.4,@%f the respondents rated very high extent that my retail business
achieves conti u(@hﬁprovemen‘[ in firm growth and 45.85 high extent. On the average, the
respondent@ tcated that my retail business achieves continuous improvement in firm growth
has a of 3.54 and a standard deviation of 0.499. Results showed that 27.9% of the
respondents rated very high extent that my retail business achieves continuous improvement in
customer satisfaction, 70.1% high extent and 2.0% low extent. On the average, the respondents

indicated that my retail business achieves continuous improvement in customer satisfaction has a

mean of 3.26 and a standard deviation of 0.482. Results also showed that 38.3% of the
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respondents rated very high extent that my retail business achieves continuous improvement in
customer acquisition, 60.7% high extent and 1.0% low extent. On the average, the respondents
indicated that my retail business achieves continuous improvement in customer acquisition has a
mean of 3.37 and a standard deviation of 0.504. Results showed that 45.0% of the respondents
rated very high extent that my retail business achieves continuous improvement in customer
loyalty and 55.0% high extent. On the average, the respondents indicated that myé&usiness
achieves continuous improvement in customer loyalty has a mean of .N%i a standard
deviation of 0.498. Results showed that 43.0% of the respondents rate‘%e%y high extent that my
retail business achieves continuous improvement in sales reven )\ﬁ o high extent and 1.0%
low extent. On the average, the respondents indicated that'r':{&gﬁil business achieves continuous
improvement in sales revenue has a mean of 3.42 ar@t dard deviation of 0.514. Results also
showed that 61.2% of the respondents rata@sgh extent that my retail business achieves
continuous improvement in customer r%ri' and 38.8% high extent. On the average, the

respondents indicated that my retai@ﬁness achieves continuous improvement in customer

retention. The Business Conti&m a grand mean of 3.44 and a standard deviation of 0.498.
'\

Table 4.5 Business @dge

Business Knowledge” VHE HE LE VLE Mean SD

A

I am veryyknowledgeable of the (346) (56)  (0) (0) 386  0.347

business 1 am  currently
operating 86.1% 13.9% 0.0% 0.0%

I have a good understanding of (198) (200) (4) (0) 3.48 0.520
the local customer preferences

and buying behaviour. 493% 49.8% 1.0% 0.0%

I possess knowledge of the (233) (161) (8) 0) 3.56 0.536
product assortment that appeals
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to the target market. 58.0% 40.0% 2.0% 0.0%

I am knowledgeable about (241) (157) (4) 0) 3.59 0.512

effective pricing strategies to
attract customers. 60.0% 39.1% 1.0% 0.0%

I am knowledge of different (221) (181) (0)  (0) 355 0498

marketing channels to promote
my products effectively. 55.0% 45.0% 0.0% 0.0%

I  possess knowledge of (258) (144) (0) (0) 3.64 ° (Q%
inventory management ‘@

techniques to ensure product 64,2% 35,8% 0.0% 0.0%
availability. . )\ "
I am very aware of the (229) (173) (0) (0) &%'\!57 0.496

competitors'  offerings and
pricing in the market. 57.0% 43.0% 0.0% °

I value and understand the (253) (141) (&SQ(O) 3.61 0.528

importance of customer service

and building relationships with 62.9% 35:1'@9 0.0%

customers.

I am knowledge of local (201)‘@9 4 3.47 0.574
regulations and compliance

requirements for operating in 0% 48.0% 1.0% 1.0%

the market.

"
(338) (56) (8) (0 3.80  0.529

I am very knowledgeable

effective
techniques with su 84.1% 13.9% 2.0% 0.0%

Grand rneﬂ%mq standard 3.61 0.502
dev1at10n Business

Source: Researcher’s Field Result, 2023

According to results in Table 4.5, 86.1% of the respondents represented very high extent that I
am very knowledgeable of the business I am currently operating and 13.9% high extent.

Averagely, the respondents represented that I am very knowledgeable of the business I am
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currently operating has a mean of 3.86 and a standard deviation of 0.347. Results showed that
49.3% of the respondents represented very high extent that I have a good understanding of the
local customer preferences and buying behavior, 49.8% high extent and 1.0% low extent.
Averagely, the respondents represented that I have a good understanding of the local customer
preferences and buying behavior has a mean of 3.48 and a standard deviation of 0.520. The
results also showed that 58.0% of the respondents represented very high exten@@possess
knowledge of the product assortment that appeals to the target market, 4 .. h extent and
2.0% low extent. Averagely, the respondents represented that I pos;sesgﬁg\w edge of the product
assortment that appeals to the target market has a mean of 3.56 a g\\te{n ard deviation of 0.536.
Results also showed that 60.0% of the respondents rep@%éd very high extent that I am
knowledgeable about effective pricing strategies t%& customers, 39.1% high extent and
1.0% low extent. Averagely, the respond n@resented that I am knowledgeable about
effective pricing strategies to attract cus%nlée)has a mean of 3.59 and a standard deviation of
0.512. Results showed that 55.0% e respondents represented that I am knowledge of
different marketing channels t&mote my products effectively and 45.0% high extent.
Averagely, the respor&:%@sented that I am knowledge of different marketing channels to
promote my produaﬁe cctively has a mean of 3.55 and a standard deviation of 0.498. Results
also showed .2% of the respondents represented very high extent that I possess knowledge
of inv@@management techniques to ensure product availability and 35.8% high extent.
Averagely, the respondents represented that I possess knowledge of inventory management
techniques to ensure product availability has a mean of 3.64 and a standard deviation of 0.480.

Results also showed that 57.0% of the respondents represented very high extent that I am very

aware of the competitors’ offerings and pricing in the market and 43.0% high extent. Averagely,
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the respondents represented that I am very aware of the competitors’ offerings and pricing in the
market has a mean of 3.57 and a standard deviation of 0.496. Results also showed that 62.9% of
the respondents represented very high extent that I value and understand the importance of
customer service and building relationships with customers, 35.1% high extent and 2.0% low
extent. Averagely, the respondents represented that I value and understand the importance of
customer service and building relationships with customers has a mean of 3.6@ standard
deviation 0.528. Results also showed that 50.0% of the respondents represe .E*Q@y high extent
that I am knowledge of local regulations and compliance requ.ire tg\ or operating in the
market, 48.0% high extent and 1.0% low extent. Averagely, th& \‘n ents represented that [
am knowledge of local regulations and compliance requirem&@for operating in the market has
a mean of 3.47 and standard deviation of 0.574\}3&6 also showed that 84.1% of the
respondents represented very high extent tl@am very knowledgeable about effective
negotiation techniques with suppliers, 13,9 gh extent and 2.0% low extent. Averagely, the
respondents represented that I am \@knowledgeable about effective negotiation techniques
with suppliers has a mean of 3 (@ a standard deviation 0.529. The Business Knowledge has a

grand mean of 3.61 ar@@a deviation
N
<8
Q°

4.2 Test of Hypotheses
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Table 4.6: Summary of Regression Analysis for Hypotheses 1-4 for Retailers in the
Traditional Open Markets in Ibadan

Path Coefficient model 1-4 Unstandardized F(df) T- P-Values

Bata co-efficient Statistics
Constant model 1 2.773 0.935(1,400) 9.955

0.000

Financial literacy — Business

0.079 0.967 0.334
sustainability . (b
Constant model 2 2.071 130.700(1,400) 23.947@'&\ 0.000

Finance Accessibility — Business
sustainability

Constant model 3

Digital marketing — Business
sustainability

Constant model 4

Contextual Factors — Business

sustainability

R Square model 1-4 %,’\)R R? Adj R? Anova

Finance Lteracy' Q)Q
Finance Acce%@
Digital marketi
Contex[@@lors“

0.434 1 i 432 0.000

.\%w
400) ~ 51.880

2.680 55.503
Q@@ 0.000

\
0.263 @ 7.450 0.000
1.517 8 % 119.957(1,400) 10.816
G e

0.000

@2 10.952 0.000

Sig
0.0482 0.002 0.000 0.334
0.496* 0.246 0.244 0.000
0.3492 0.122 0.120 0.000
0.4802 0.231 0.229 0.000

Dependent variable: Business sustainability. Independent variables: Contextual factors-
financial literacy, finance accessibility, digital marketing
Source: Researcher’s Field Result, 2023

Table 4.6 presents the results of regression analysis for the effect of financial literacy on business

sustainability, finance accessibility on sustainability, and digital marketing on business
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sustainability of retailers in traditional open markets in Ibadan. The resultant regression output is

established in four models which represented the result of hypotheses 1-4.
Model One: Financial Literacy and Sustainability

Hol: There is no significant functional relationship between financial literacy and the

sustainability of retailers in selected traditional open markets in Ibadan, Oyo Stateé)){g&l.

From the results in Table 4.6, financial literacy has weak positive and s«%.%@ insignificant

relationship with the sustainability of retailers in traditional open m sin Ibadan (R = 0.048,
p>0.05). The coefficient of determination (R?) of 0.002 sho%&&@\tﬁnancial literacy predicts
0.02% of the changes in business sustainability, while tl@aining 99.8% changes in business
sustainability of the retailers in traditional open markets.in Ibadan is explained by other external
factors other than those examined in this .Lf&.v rther analysis of the results of ANOVA
(overall model significance) of regressi%;evealed that financial literacy has an insignificant
influence on sustainability of ﬁt\aigd in traditional open markets in Ibadan. This can be
explained by the F-value (1 l%mnd p-value (0.334) which is statistically insignificant at 95%
confidence interval. l@)@t result posited that financial literacy of retailers in the traditional
open markets 1 [@qn do not significantly influence their business sustainability. Similarly, the
results of r@re%m coefficients revealed that a positive and statistically insignificant influence
was repgd for financial literacy. Specifically, the results reveal that at 95% confidence level,
financial literacy (B = 0.079, p= 0.334, t= 0.967) with the retailers in traditional open markets in
Ibadan is statistically insignificant as the p-values were greater than 0.05 and the t-values lower
than 1.96. This suggest that a unit change in financial literacy will not lead to any increase in the

sustainability of retailers in traditional open markets in Ibadan, given that all other factors are
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held constant. Given this result (R’= 0.002, F(1,400)= 0.935, p= 0.334), this study fail to rejects
the null hypothesis one (Hol) which states that financial literacy have no significant influence on

sustainability of retailers in traditional open markets in Ibadan.
Model Two: Finance Accessibility and Sustainability

Hy2: Finance accessibility has no significant effect on the sustainability of retaile@bselected

traditional open markets in Ibadan, Oyo State, Nigeria é. ‘\QO

From the results in Table 4.6, finance accessibility has weak positivs‘\ﬁd&iﬁtatistically significant
relationship with the sustainability of retailers in traditional o&e)&%\arkets in Ibadan (R= 0.496,
p<0.05). The coefficient of determination (R?) of 0.246 @that finance accessibility predicts
24.6% of the changes in business sustainability, whi remaining 75.4% changes in business
sustainability of the retailers in traditional cei)r%m ts in Ibadan is explained by other external
factors other than those examined in t%,study. Further analysis of the results of ANOVA
(overall model significance) of %%ﬁon revealed that finance accessibility has a significant
effect on sustainability of rela%rs\ in traditional open markets in Ibadan. This can be explained
by the F-value (130@n low p-value (0.000) which is statistically significant at 95%
confidence interv; ence, the result posited that finance accessibility significantly affects

ility of retailers in traditional open markets in Ibadan.

business su&

Further a;alysis shows that the results of regression coefficients revealed that a positive and
statistically significant influence was reported for finance accessibility. Specifically, the results
reveal that at 95% confidence level, finance accessibility (B = 0.434, p= 0.000, t= 11.432)
influence on sustainability concerning the retailers in traditional open markets in Ibadan is

statistically significant as the p-value was less than 0.05 and the t-values greater than 1.96. This
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suggest that a unit change in finance accessibility will lead to 0.434 increase in the sustainability
of retailers in traditional open markets in Ibadan, given that all other factors are held constant.
Given this result (R°= 0.246, F(1,400)= 130.700, p= 0.000), this study fail to accept the null
hypothesis two (Ho2) which states that finance accessibility have no significant effect on
sustainability of retailers in traditional open markets in Ibadan.

Model Three: Digital Marketing and Sustainability . Q?
Ho3: Digital marketing has no significant effect on sustainability,of retailers in selected

'3
traditional open markets in Ibadan, Oyo State, Nigeria %‘\\‘

From the results in Table 4.6, digital marketing has w‘e@sitive and statistically significant
relationship with the sustainability of retailers in traditional open markets in Ibadan (R= 0.349,
p<0.05). The coefficient of determination .)zéﬂ 122 shows that digital marketing explains
12.2% of the changes in business sustain@ity, while the remaining 87.8% changes in business
sustainability of the retailers in t@al open markets in Ibadan is explained by other external
factors other than those exan%ogl in this study. Further analysis of the results of ANOVA
(overall model signifi can@%regression revealed that digital marketing has a significant effect
on sustainabili @ﬂailers in traditional open markets in Ibadan. This can be explained by the
F-value (55&%md low p-value (0.000) which is statistically significant at 95% confidence

intervalN\ Hence, the result posited that digital marketing significantly affects business

sustainability of retailers in traditional open markets in Ibadan.

Further analysis shows that the results of regression coefficients revealed that a positive and
statistically significant influence was reported for digital marketing. Specifically, the results

reveal that at 95% confidence level, digital marketing (B = 0.263, p= 0.000, t= 7.45) influence on
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sustainability concerning the retailers in traditional open markets in Ibadan is statistically
significant as the p-value was less than 0.05 and the t-values greater than 1.96. This suggest that
a unit change in digital marketing will lead to 0.263 increase in the sustainability of retailers in
traditional open markets in Ibadan, given that all other factors are held constant. Given this result
(R°=0.122, F(1,400)= 55.503, p= 0.000), this study fail to accept the null hypothesis three (Ho3)

which states that digital marketing have no significant effect on sustainability@ ailers in
traditional open markets in Ibadan. IE‘\QO
4%%

Model Four: Contextual factors and Sustainability . ¥\\‘

S

Ho4: Contextual factors has no significant effect on .su&%}ility of retailers in selected

traditional open markets in Ibadan, Oyo State, @

From the results in Table 4.6, contextual .dr@ weak positive and statistically significant
relationship with the sustainability of re@rs in traditional open markets in Ibadan (R= 0.480,
p<0.05). The coefficient of det@on (R?) of 0.231 shows that contextual factors predict
23.1% of the variations in b%nﬁss sustainability, while the remaining 76.9% variations in
business sustainabili*@@%ailers in traditional open markets in Ibadan is explained by other
external factor. than those examined in this study. Further analysis of the results of
ANOVA (@ model significance) of regression revealed that contextual factors have a
signific ffect on sustainability of retailers in traditional open markets in Ibadan. This can be
explained by the F-value (119.957) and low p-value (0.000) which is statistically significant at

95% confidence interval. Hence, the result posited that contextual factors significantly influence

business sustainability of retailers in traditional open markets in Ibadan.
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Further analysis shows that the results of regression coefficients revealed that a positive and
statistically significant effect was reported for contextual factors. Specifically, the results reveal
that at 95% confidence level, contextual factors (B = 0.231, p= 0.000, t= 10.952) influence on
sustainability concerning the retailers in traditional open markets in Ibadan is statistically
significant as the p-value was less than 0.05 and the t-values greater than 1.96. This suggest that
a unit change in contextual factors will lead to 0.652 increase in the sustainabilité)ﬁ@ttailers in
traditional open markets in Ibadan, given that all other factors are held cons X %en this result
(R°=0.231, F(1,400)= 119.957, p= 0.000), this study fail to accept.thgg%hypothesis four (Ho3)
which states that contextual factors have no significant effect @hstalnability of retailers in

traditional open markets in Ibadan. QQ

Model Five: Contextual factors, Business knowl gnd Sustainability

Hy5: Business knowledge has no significant/moderating effect on the association between
contextual factors and sustain%my of retailers in selected traditional open markets in

Ibadan, Oyo State, Nigeria.\)
'\

To evaluate the null @@%@, hierarchical regression was applied whereby the analysis was
carried out in eé%er of hierarchy. A composite score was obtained for the contextual factors
as adopte e retailers in the traditional open markets in Ibadan, and was used in the
regres@nalyms Also, data for business sustainability (Y) was created by adding responses of
all items for the variable, while that of business knowledge (Z) was obtained by adding responses
of all items for the variable. In addition, an interaction term for contextual factors and business
knowledge (Xi*Z) was obtained by multiplying the composite score for contextual factors and

business knowledge. The hypothesis would be supported if the effect of the interaction of
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contextual factors and business knowledge (Xi*Z) on the business sustainability of retailers in
the traditional open markets in Ibadan is statistically significant. The results of the analysis step

by step are presented in Table 4.17.
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Table 4.7: Summary of Hierarchical Regression Analysis for the Moderating Effect of
Business Knowledge on the Relationship between Contextual Factors and Business
Sustainability of Retailers in the Traditional Open Markets in Ibadan

Model®3 Beta t Sig. R R?  Adj. AR? AF Sig. F
R? Change
(Constant)!
2112 21195 000 480° 231 216 218 111537 (000
Contextual
oo 447 10561 000

p=.000

F &Anova Sig: 111.537 (1,400), &
L <L

2

(Constant) 1.814  9.098  .000 .483° 224 220 @» 954 0.046
gontexwal 435 10.174  .000
actors . )\‘%'3
Business
knowledge .090 1.971 046 @
F &Anova Sig 57.518 (2,399), "8\
p=.000 \Q

ant 0.451
(Constant) 2053 5487 000 .48@ 5 219 001 568
gontexwal 350 2.885  .004 \%
actors \
Business
knowledge 023 221 'é 2
Contextual (b,
factors*Business 024 754 451
knowledge

b. Predictors: (Constant), C%x ual factors, Business knowledge
c. Predictors: (Const ,@n xtual factors, Business knowledge, MC*GP denote Contextual
factors*GovemmentaQi_dies

d. Dependent Var&@: Business sustainability

Source: Res% Field Survey Results, 2023

O

From @sults in Table 4.7, contextual factors has weak positive and statistically significant

a. Predictors: (Constant), Comﬁ;u?l factors

relationship with the sustainability of retailers in traditional open markets in Ibadan (R= 0.480,
p<0.05). The coefficient of determination (R?) of 0.231 shows that contextual factors
predict23.1% of the variations in business sustainability, while the remaining 76.9% variations in

business sustainability of the retailers in traditional open markets in Ibadan is explained by other
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external factors other than those examined in this study. Further analysis of the results of
ANOVA (overall model significance) of regression revealed that contextual factors have a
significant effect on sustainability of retailers in traditional open markets in Ibadan. This can be
explained by the F-value (119.957) and low p-value (0.000) which is statistically significant at
95% confidence interval. Hence, the result posited that contextual factors significantly influence

business sustainability of retailers in traditional open markets in Ibadan. Q’)&\

Further analysis shows that the results of regression coefficients reveaﬂ%at a positive and
statistically significant effect was reported for contextual factors. S@cﬁlly, the results reveal
that at 95% confidence level, contextual factors (fp = 0.231, %&00, t=10.952) influence on
sustainability concerning the retailers in traditiona Qt@»markets in Ibadan is statistically
significant as the p-value was less than 0.05 and the t-values greater than 1.96. This suggest that
a unit change in contextual factors will leaQt.c:)@increase in the sustainability of retailers in
traditional open markets in Ibadan, giv %ﬁ all other factors are held constant. Given this result
(R°=0.231, F(1,400)= 119.957, p%=.0.000), this study fail to accept the null hypothesis four (Ho3)

which states that contextu ‘S%[&rs have no significant effect on sustainability of retailers in

traditional open mark@@oa an.

In the second%@, a multiple regression involving contextual factors and business knowledge
was i d in the model as predictor variables and the results indicate that a change was
experienced as R? change is 0.006 implying that the regression model explains 23.4% of
variations in business sustainability while the rest (77.6%) are attributed to variables not
included in the model. The F-statistics is 57.518 with a corresponding p-value of 0.000 (p<0.05)
indicating that the effect is statistically significant. Contextual factors has a coefficient of 0.435;
a t-statistic of 10.174 and a p-value of 0.000. This implies that the sustainability effect of
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contextual factors is positive and significant. In addition, business knowledge has a coefficient
0f 0.090; a t-statistic of 1.971, and a p-value of 0.046. This implies that business knowledge has
a positive and significant influence on business sustainability of retailers in the traditional open
markets in Ibadan. More so, a unit change in business knowledge will have a concomitant 0.090
change in business sustainability. %

The third model involved the introduction of interaction terms of contextual fac '%\dbusiness
knowledge using the regression model. The result in Table 4.7 indicates ﬂ%}k square change
is 0.001, and the F-change of 0.568 with a corresponding p-Vaiu\\%dMSl implied that the
interaction term of contextual factors and business knowledg%@ a positive but insignificant
moderating effect on business sustainability of retaile @e traditional open markets in Ibadan
(p=0.451). Furthermore, the interaction term of co Ql factors and business knowledge has a
beta coefficient of 0.024, and a correspondi@l)t’-\)}fu of 0.451. Hence, this implies that business
knowledge does not moderate the f@mal relationship between Contextual factors and
business sustainability of retaile@ traditional open markets in Ibadan. Based on this result
(AR?= 0.001, AF= 0.568, p=~0.451), this study fails to reject the null hypothesis five (Ho5)
thereby confirming haté%ness knowledge has no significant moderating effect on the

relationship b w@)\on‘[extual factors, and business sustainability of retailers in the traditional

open mark%in adan.
4.3 Discussion of Findings

The result of the regression analysis suggest that contextual factors have significant effect on

sustainability of open market traders in Ibadan Oyo State.
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Financial literacy plays a crucial role in the sustainability of the traditional open market. Extant
literature highlights the significant impact of financial literacy on various aspects of market
stability, consumer decision-making, and overall economic growth. By examining existing
literature, we can understand the link between financial literacy and the sustainable functioning
of the open market. (b

Financial literacy contributes to market stability by enhancing individuals' %ﬂding of
financial products and services. Financially literate individuals are more @00 make informed
investment decisions and diversify their portfolios'. This behavior redu “the likelihood of asset
bubbles and market instability. When market participants %'Sge%s a solid understanding of

NS

financial concepts, they are better equipped to ﬁ@tisks and make prudent financial

decisions, thereby enhancing market stability. Fin%(ii literate consumers are more capable of

°
making sound financial decisions, which @5&?

researcher suggests that individuals w&@gher financial literacy are more likely to engage in

ffects the open market's sustainability. A

responsible borrowing, avoid ex@%debt, and make informed decisions regarding mortgages
and other financial product§~THis responsible behavior not only protects individuals from

financial distress bu@@e uces the likelihood of market disruptions caused by excessive

consumer debt%r@faultsz. Unfortunately the finding of this study in this regards showed that

financial li%c has no significant effect on sustainability of open market traders in Ibadan.

The result of the second objective suggests that access to finance has positive and significant
effect on sustainability of open-marker traders in Ibadan. This study aligns with the conceptual
relevance of access to finance as positioned by earlier studies. Recent literature highlights the
significant impact that finance accessibility has on various aspects of the market's long-term
viability and effectiveness. Finance accessibility is vital for fostering entrepreneurship and
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innovation, which are crucial drivers of economic growth. Recent research has shown that
limited access to finance can impede the establishment and growth of new businesses. A study
found that lack of access to external finance restricts entrepreneurial activities, hindering job
creation and productivity improvements. In contrast, improved finance accessibility facilitates
entrepreneurship, encourages innovation, and contributes to sustained market dynamisr(ng

Finance accessibility also influences market efficiency by enabling efﬁcia%;%:ation of
resources and reducing information asymmetry. Research suggests @proved finance
accessibility enhances market liquidity and price efficiency, leading\éd%cmced transaction costs
and improved resource allocation'’. When market participants %@ etter access to finance, they
can make informed investment decisions and allocat r{@vces efficiently, contributing to the
overall sustainability of the market. A study fi &at limited access to finance hinders
investment activities, particularly among s{a&)&fd edium-sized enterprises (SMEs)!°. SMEs
often face challenges in accessing e?tb' 1 funding due to informational asymmetries and

collateral requirements. Howeven, wit€n finance is accessible, it allows businesses to secure

capital for investment, exp@e’ﬁations, and contribute to economic growth.

N
Digital marketing age)volutionized the way businesses connect with their customers and
promote the%&ucts or services. Traditional open markets, which have long been a
corne Q‘ local economies, are now facing the impact of this digital transformation. In this
discussion, we will explore recent literature on how digital marketing significantly affects the

sustainability of the traditional open market.

The result of the third objective averred that digital marketing as positive and significant effect

on sustainability of the traditional open market retailers in Ibadan. This outcome align with
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empirical discussion found in extant literature. Digital marketing allows businesses to expand
their market reach beyond their local areas. Online platforms provide a global audience, enabling
businesses to target and engage customers from different geographical locations. This expansion
can pose a challenge to traditional open markets that rely on local customer bases. A study found
that small-scale vendors in traditional open markets are experiencing a decline in foot traffic and

sales due to the increasing popularity of online shopping!®. Q’)&\

The rise of digital marketing has influenced consumer behavior by shapi@ preferences and
purchasing patterns. Consumers are increasingly turning to on@lﬁnnels to search for
products, compare prices, and make purchases. Research s%@s that consumers perceive
online shopping as more convenient and time-sa\/i@@ared to visiting traditional open

markets!”. This shift in consumer behavior has% a decrease in foot traffic and sales in

physical marketplaces. Enhanced Custome@

with various tools to engage with the'%b%tomers in real-time. Social media platforms, email

ent: Digital marketing provides businesses

marketing, and personalized adﬁxrtganents enable businesses to build relationships, gather
feedback, and offer tailore tions. This heightened level of customer engagement can be

challenging for tradit@z&ye markets to replicate. A study highlights the importance of digital

marketing in ‘ﬂ%@‘customer loyalty and enhancing the overall shopping experience.

Busin Qat embrace digital marketing gain a competitive advantage over those that solely
rely on traditional open markets. Digital marketing strategies such as search engine optimization
(SEO), pay-per-click (PPC) advertising, and influencer marketing allow businesses to increase
their visibility, attract new customers, and differentiate themselves from competitors. Research
demonstrates that businesses that actively engage in digital marketing activities have a higher
likelihood of survival and growth compared to their counterparts in traditional open markets'®.
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The sustainability of traditional open markets is under threat due to the aforementioned factors.
As more consumers shift towards online shopping, traditional market vendors face declining
sales and foot traffic. This can lead to financial difficulties, reduced profitability, and even
closure. Additionally, the digital divide, where some vendors lack the necessary resources or

knowledge to adopt digital marketing, exacerbates the challenges faced by traditional open

NS
markets. . Q'&\

Business knowledge plays a crucial role in moderating the effect of ccf%\'\al factors on the
sustainability of the traditional open market. Business knowlec{&aﬁ be used to design
educational programs and resources aimed at improving %gl%lal literacy among market
participants. By providing individuals with a better %@ing of financial concepts, such as

budgeting, investment, and risk management, busine can empower them to make informed

decisions and navigate the market more effe@xjﬁ

Business knowledge can facilitate th, tion of sustainable practices within the open market.
By understanding the principl§>) of corporate social responsibility and environmental
sustainability, businesses @;rate these values into their operations and supply chains. This
includes incorpora{{d stainable sourcing, reducing waste and emissions, promoting ethical

Q

business praeti and fostering a culture of sustainability. By doing so, businesses can
contri he long-term viability of the open market and meet the evolving expectations of

socially conscious consumers.
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Chapter Five
Conclusion

This chapter presents and discusses the summary of findings, conclusions and provides useful
recommendations, contributions to knowledge and suggestions for further studies.

N

From the interpretation of analyses of data collected and findings of the study, the following can

'3

5.1 Summary of Findings

be summed up as the main empirical findings of this study: .%\

1. Financial literacy has no significant effect on business s@inability of retailers in traditional

open markets in Ibadan, Oyo State, Nigeria; Q

2. Finance accessibility have positive a@}}kﬁﬁcam effect on business sustainability of

retailers in traditional open market 'éﬁdan, Oyo State, Nigeria;
p SC@, y g

3. Digital marketing havepo%/e nd significant effect on business sustainability of retailers in

traditional open m @ adan, Oyo State, Nigeria;

4. Contextual a@ have positive and significant effect on positive and significant effect on

businesQus ainability of retailers in traditional open markets in Ibadan, Oyo State, Nigeria;

5. Business knowledge has no significant moderating effect on the relationship between
Contextual factors and business sustainability of retailers in traditional open markets in

Ibadan, Oyo State, Nigeria
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5.2 Conclusion

Based on the empirical findings, this study concluded that there was a statistically significant
effect of contextual factors on business sustainability of retailers in traditional open markets in
Ibadan, Oyo State, Nigeria. Hence, the study established that contextual factoa{&critical
success factor for retailers in sustaining their business in Ibadan Oyo%%eria. Further

inability however failed

)t

analysis showed that business knowledge exhibited only influence su%na i
'3

r

to significantly moderate the relationship between contextual@” and sustainability of

retailers in traditional open market in Ibadan. This sugges;&@eed for retailer to evolve their

business knowledge to align with market dynamics. @

5.3 Recommendations C")\‘\%
Based on the findings in this study, th@ving recommendations were made:

1. The retailers in the tradi “351 open markets in Ibadan to undergo training on financial
education to boo t@'Q}'teracy capability which has a bearing on how they can make

informed ﬁna@ decision that can enhance their business sustainability.

2. Awﬁgﬁnance although influenced sustainability of retailers in traditional open markets in
Ibadat however, the effect is weak suggesting the need for improved access to cheaper

access to finance their micro-small business in Ibadan, Oyo State, Nigeria
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3. It is imperative for the retailers in the traditional open markets in Ibadan to review their
system of exchange to include an aggressive use of digital marketing platforms to enhance

their sustainability.

4. Within the contextual factors, activities on financial literacy should priority followed by
doing business on digital marketing platforms and having access to cheap credi‘t{bdll go a

long way to ensuring the sustainability of the retailers in the traditional %ﬂ markets in

Ibadan, Oyo State. ‘@
: @w
Q}CO

Based on the conceptual review done, this study off@nerse contribution to knowledge

5.4 Contribution to Knowledge

conceptually in several ways.

20

1. This study identified and filled cer};‘}\a'l gaps in literature regarding the contextual
factors vis-a-vis financial lite inance accessibility, digital marketing, and business
sustainability of retailers Ntraditional open markets in Ibadan Oyo State, Nigeria.

2. Likewise gap regaQng t?le moderating role of business knowledge on the linkage
between co% | factors and business sustainability of retailers in the traditional open
mar i Qadan Oyo State, Nigeria was equally addressed. This was done considering;

@tudies have only considered the individual effect of financial literacy, finance
accessibility, digital marketing but not the combined effect of the three variables as it
affects sustainability of retailers in the traditional open markets in Ibadan.

3. This study also contributed to conceptual knowledge by adopting the interdisciplinary
(accounting, finance, & marketing) approach to measurement of contextual to give a

robust and unique perspective on the variable.
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4. The conceptual model developed for the study suggests another area in which this study
has contributed to the body of knowledge conceptually because no known or similar
studies, both theoretical and empirical, have utilized the model in their studies vis-a-vis
the measurement of the independent variable. Hence, adding to models that can explain
the link between contextual factors, business knowledge, and sustainability of retailers in

the traditional open markets in Ibadan. Q’)&\

5. The outcome of this study offered additional support for the % the resource
dependence theory which provided the theoretical und&@sn'\ngs for this study.
Specifically, these theories offered a complementar)@@anatlon to substantiate the

interaction of contextual factors, business évy@ge and sustainability of retailers in

traditional open market in Ibadan. The s of the Resource Dependency Theory,
suggest that higher levels of ﬁna@%‘t acy, improved finance accessibility, and
effective digital marketing stragﬁ' would positively impact the sustainability of the
traditional open market. 'ﬁﬁgfﬁctors enhance efficiency, reduce information asymmetry,

improve competitiv provide capital for growth, and enable businesses to reach and
engage a broa@t er base. The contingency theory of fit as a moderator, offers the
theoreti a@lana‘uon for the potential of deploying business knowledge mindset as a
%factor that moderate the interaction between contextual factors and business
Q inability despite the insignificant moderating effect of business knowledge.
Therefore, on the strength of the outcomes of theory testing (see 4.2 Test of hypotheses),
this study confirms that via the complementary role played by the resource dependency

theory and the contingency theory, this study has made a significant contribution to
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theory application and offers future studies the ability to infuse theories to provide

theoretical basis and explanation for the achievement of the objective of a study.

This study evaluated the effect of contextual factors on sustainability of retailers in the
traditional open markets in Ibadan. The empirical outcome of this study contributes to the
existing literature and empirical findings in the area of financial litel‘ac%,ﬁnance
accessibility, digital marketing, business knowledge, and response %, adaptive
resilience, entrepreneurial mindset, and sustainability of retailers‘%&'} traditional open
markets in Ibadan and equally served as a reference mt&@xfér future researchers.
Specifically, the empirical findings from the test of hy@*@es suggested that contextual

factors are critical success factors for the su ai@}glity of retailing in traditional open
he

markets in Ibadan, given that collectivelyﬁ xert positive and significant effects on

sustainability of retailers in traditional o arkets in Ibadan. Moreover, this study had
argued for the relevance of reta@aving and deploying business knowledge because it
can help them seize and«@@dvantage of business opportunities within their market-
environment. Altho &variable acted as an insignificant moderator, yet its benefit to
enhance busiress Swstainability cannot be questioned. These empirical submissions are a
produc o@btheses testing, and they offer future researchers the opportunity of having
a rc@lﬁding to aid their empirical reviews in their studies and the basis to corroborate
@presen‘[ a contrary outcome as with this study’s submission, hence pushing forward
the frontier of knowledge in accounting field. Overall, these above-mentioned points lay
emphasis on the fact that this study offers significant contribution to knowledge and has

practical implication for the retailers operating within the traditional open markets in

Ibadan that were investigated.
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5.5 Suggestion for Further Research

This study focused on the effect of Contextual factors on sustainability of retailers in the
traditional open market using business knowledge as a moderating variable in Ibadan, Oyo State,
Nigeria. Nevertheless, to further broaden the frontiers of knowledge, the following areas of

studies are suggested for further research. . (b,

1. The present study was carried out focusing on retailers in Ibadan, O%ﬁ@@mher studies
in the area may consider other State in South west so as to be able to extend the knowledge

. "
gained from this work and to enhance generalization of the ﬁ}ng%%‘o this State.

2. Since this study emphasis was on retailers in traditi(@arkets, future study may consider

generating data from supermarkets retailers to sec erstand whether a similar outcome can

be discovered as regards the contextual @tjée mined.

3. A cross-sectional survey design w&i@é in the course of the study, and this means evidence

of causality cannot be establis&gd‘ hence, future study may consider the longitudinal survey

"
design to explain caus%@; a long period of time.

>

QQ
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Appendix I
English Version
Questionnaire
Lead City University Ibadan
Departments of Management and Accounting %‘
N
Dear Respondent, . Q%

As part of the requirement for a Master’s of Science degree in Accounfing ar% carrying out a PILOT
study on “Contextual Factors and Sustainability of Retailing in @\'a itional Open Market in
Ibadan, Oyo State”. This study is mainly an academic exem&s&s 1 information provided would be
treated with the utmost confidentiality. In any case,@ uncomfortable to proceed; you may

withdraw your consent at no cost. Below is thecj& aire that addressed the objective of this study.

N
Please feel free to tick the option that best ex&e' our personal views.

>
6
Name \)

%w
RN
SECTION A: De gﬁ

Thank you.

hic Information

Q™
Please careﬁfﬂ% through each item and tick (V) as appropriate.

1. Ggale( ) Female ( )

2. Years spent in retailing business: Below Syrs ( ), 6-10yrs ( ), 11-15yrs ( ) 16yrs + ()

3. Micro-business business operated ........
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Section B: Contextual Factors

The statement in this section concerns contextual factors as applicable to your retail business.

Using the four-point Likert-type-scale provided, please indicate the extent to which each

statement applies to your organization by selecting one of the options provided

4 = Very High extent; 3= High extent; 2 = Low extent; 1 = Very Low E%:

A\ o

(%é%‘%

accounts and making transactions.

A Financial Literacy ¢ \ E |HE |LE VLE
N
&

1 | How confident are you in managing your business fi Ss | 4 3 2 1
effectively? .

2 | Which areas of financial management do d most | 4 3 2 1
challenging? (e.g., budgeting, tracking exﬁ%s, accessing
credit) A

3 | Are you aware of the various 5@%1 products and | 4 3 2 1
services available to small businesges?, (e.g., business loans,
lines of credit, merchant services)

4 | Do you regularly track and e your business income | 4 3 2 1
and expenses? . Q)

5 | Have you encounter%)nfy difficulties in accessing | 4 3 2 1
financial services o plg’) ucts for your business? If yes,
please describe. §

6 | How often (}&y@ie'w and adjust your business budget? | 4 2 1

7 | How im orhnydo you think financial literacy is for the | 4 2 1
success ur business?

8 |H u-dought professional financial advice or assistance | 4 3 2 1
for your business? If yes, please share your experience.

9 <\T3 would you rate your understanding of basic financial | 4 3 2 1

hconcepts such as profit, revenue, and expenses?

10 | How often do you seek professional advice or assistance | 4 3 2 1
regarding financial matters related to your business?

11 | Would you be interested in attending workshops or training | 4 3 2 1
sessions on financial literacy specifically tailored for
retailers in open markets?

A Finance Accessibility VHE | HE | LE VLE

To what extent are these possible?

1 | I have easy access to banking services, such as opening | 4 3 2 1
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2 | I find it convenient to access information about different | 4 3 2 1
financial products and services.

3 | I have easy access to affordable credit and loan options. 4 2 1

4 | Financial institutions in my area provide adequate | 4 2 1
assistance and guidance in managing personal finances.

5 | Financial services are easily accessible in my local area. 4 3 2

6 |I feel comfortable using online and mobile banking | 4 3 2
services.

7 |1 believe there are enough financial literacy programs | 4 3 . %b' 1
available to help individuals make informed financial \
decisions. . % i

8 | I perceive the cost of financial services, such as fees and | 4 ° % 2 1
charges, to be reasonable and fair. N

9 | I have access to financial advice and planning services that | 4 > | 3 2 1
cater to my specific needs. . ‘<§ *

10 | I believe financial institutions actively reach out f\%) 3 2 1
underserved communities to provide accessible fi %
services. . <A
Digital Marketing \‘ VHE |HE |[LE |VLE
To what extent do you use these social megé%%rms?

1 | Facebook < 4 3 2 1

2 | WhatsApp XN\ 4 312 1

3 | Twitter Cy’ 4 3 |2 |1

4 | Instagram -~ 4 3|2 1

5 | Telegraph ng‘v 4 3 2 1

N
Section C: Sustainability "

The statement in thi

@n oncerns sustainability indicators as applicable to your business.

Using the fo -p@i Likert-type-scale provided, please indicate the extent to which each

statement

O

a@li to your retail business by selecting one of the options provided (4, 3, 2, 1).

A Firm Profitability VHE |HE |LE | VLE

To what extent do you achieve the following

1 | My retail business consistently achieves high levels of | 4 3 2 1
profitability.

2 | My retail business profitability has increased over the past | 4 3 2 1
year.

3 | My retail business generates higher sales. 4 2 1

4 | My retail business effectively manages its expenses. 4 2 1
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My retail business is able to adapt to market changes and | 4 3 2 1
maintain profitability

My retail business effectively identifies and capitalizes on | 4 3 2 1
new revenue opportunities.

My retail business regularly evaluates and improves its 4 3 2 1
profitability strategies

Business Continuity VHE | HE | LE VLE
To what extent do you achieve the following

My retail business achieves continuous improvement in firm | 4 3 2 1
growth \%

My retail business achieves continuous improvement in | 4 3 é& 1
customer satisfaction KA

My retail business achieves continuous improvement in 4,%\3‘0 2 1
customer acquisition

My retail business achieves continuous improvement.ik o |3 2 1
customer loyalty AN

My retail business achieves continuous improvement in @‘ 4 3 2 1
revenue )

My retail business achieves continuous impr?»ifﬁeﬁt in|4 3 2 1

customer retention A

Section D: Business Knowledge

S

The statement in this section concerns @ess Knowledge as applicable to your retail business.

Using the four-point Likert-type?

statement applies to your o

C)Q

n%n 't}on by selecting one of the options provided (4, 3, 2, 1).

le provided, please indicate the extent to which each

A Busi es&uowledge VHE |HE |LE |VLE

To ent are these applicable to you with regards

your business

1 <X® very knowledgeable of the business I am currently | 4 3 2 1

\operating

T have a good understanding of the local customer | 4 3 2 1
preferences and buying behaviour.

I possess knowledge of the product assortment that appeals | 4 3 2 1
to the target market.

I am knowledgeable about effective pricing strategies to | 4 3 2 1
attract customers.

I am knowledge of different marketing channels to promote | 4 3 2 1
my products effectively.

I possess knowledge of inventory management techniques | 4 3 2 1
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to ensure product availability.

7 | I am very aware of the competitors' offerings and pricing in | 4 3
the market.

8 | I value and understand the importance of customer service | 4 3
and building relationships with customers.

9 |I am knowledge of local regulations and compliance | 4 3
requirements for operating in the market.

10 |I am very knowledgeable about effective negotiation | 4 3
techniques with suppliers.
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Yoruba Version
Questionnaire
Lead City University Ibadan

Departments of Management and Accounting

EyinOludahun, Q)&\
Gegebiapakantiibeere fun Master's of Science degree nitiisiroowo, 1\% eiwadikanlori
Ibadan,
'3

"AwonOkunfaltumoatildurosingintigbigbaoja ta niQja Ti ibileni

Ipinle Oyo".
Iwadiiyiijetietoekonipato; nitorigbogboalayeti a peseyoo je peluasiri '@1 1 eyikeyiidiyele, ti o lero
pe kororun lati tesiwaju; o le fa aserckurolaisiidiyele. Ni S@g@eibeereﬁ o kojuerongbaiwadiyii.

Jowo, oni ore- of¢ lati fi amisiasayanti o saﬁhanawoneré@i o darajulo. Ese pupo.

'
O

Section A: Demographic Informati%‘b‘

Oruko:

Please carefully go through e%él)and tick (V) as appropriate.
"

1. Gender: Okunrinqg@ )
n

2. lIye odunti o tii% okowo : Below S5yrs (), 6-10yrs (), 11-15yrs () 16yrs +( )

3. Iruidokcﬂ% ........
Section B: Contextual Factors
Gbolohunti o waniapakanyiiseifiyesiawonifosiweweayika bi o sewulo fun isowosoobure. Lilo

iru-iwon Likert-point merinti a pese, jowotokasiiwoneyitialayekookankansiajore nipa

yiyanokanninuawonasayanti a pese (4, 3, 2, 1).
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4 = Iwon giga pupo; 3 = Iwon giga; 2 = Iwonkekere; 1 = Ko siiwonkankan

Financial Literacy (ImoweOwo)

1 | Bawoniigboya re se|4 |3 |2
munadokosininuisakosoinawookowore?

2 | Awonagbegbeisakosoowo wo ni o tiniipenijajulo? (fun |4 |3 |2
apeere, siseisunawo, titoinawo ,ninianfaanisikirediti) ,,'&\

3 | Nje o mo nipa opolopoawongjaatiisginawoti o wa fun | 4 Q;N?'
awonokowokekere? (funapeere, awonowooya fun isowo, \;\ 9
awonilanakirediti, awoniseonisowo)

4 | Nje o n seateleatiitupaleowotio nwoleatieyitio n _]adg 4.3 3 12
ninuokowo re nigbagbogbo? \

5 | Nje 4 3 12
t1d0]ukoawomsoroeylkey1n1nun1n1anfaan1s1awon @0
tabi awonoja fun okowore? Ti o bajebeenti, jo uwe.

6 | Biigba melo moseatunyewoanatunsesusu @@6 4 3 12

7 | Bawoni o selero wipe imoweowo \Pﬁtakl si fun | 4 3 12
aseyoriokowore?

8 [Nje o tiwaimoraninawoalamo@:?ﬁlﬂ iranlowo fun | 4 3 12
okowore? Ti o bajebeeni, jowosal irire

9 | Bawoniiwgyooseodiwonoye nipa | 4 3 12
tlawomm(_)ranetomawmpll %b e, Owo-tio nwole,
atiawoninawo?

10 | Bi Ighameloni o t anﬁ’ ranalamodaju tabi iranlowo nipa | 4 3 12
aw0n0r01naw0t1 o'dkoworeq

11 | Njeiwoyo awonidanileko tabi | 4 3 12
awonakok%‘é lorumoowoeyltl a  senipato fun
awonalatyn-tahiawongja?

4%bn giga pupo; 3 = Iwon giga; 2 = Iwonkekere; 1 = Ko siitwonkankan

ini anfaanisiowoidokowo

< @Noniawonwonyi se seese?

1 WMo niirorunninianfaanisiawoniseile-ifowopamo, biisisi | 4 3 |2
apo isuwonowoatisiseawonidunaadura.

2 |O ro mi lorun lati nianfaanisialaye nipa | 4 3 (2
orisirisiawonojaatiisginawo.

3 | O rorun fun mi lati je anfaanikireditiatiorisionaiyaowo . 4

4 | Awonile-iseidokowoowoniagbegbe mi n peseiranlowo to | 4 2
peye fun sisakosoawoninawookowo.

5 | Nini anfaanisiawonisgodokowojeirorunniagbegbe mi. 4 3 |2

6 |0 romilorunlati maa lo awoniseile- | 4 3 2
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ifowopamooriayelujaraatialagbeka.

7 | Mo gbagbo pe awonetoimgowoti o to wa lati seiranlowo | 4 3 |2 1
fun awoneniyankookan lati sealayeloriawonipinnuinawo.

8 | Mo woyeidiyeletiawoniseinawo, gege bi |4 3 2 1
awonidiyeletijeirorunatiododo.

9 | Mo nianfaanisiimgraninawoatiawoniseigberoti ol|4 3 |2 1
peseawonohuntimonilonipato.

10 | Mo gbagbo pe awonile-iseeto-inawo n|4 3 |2 1
kansiawonagbegbeti ko nianfaaniti o to siile-iseidokowo, .
lati peseawonanfaanisiawonisginawo. \Q?‘
Ti ta ojaloriero aye lujara b\y
Bawoniose n lo awonojueroayelujarawonyisi? A

1 | Facebook 4 ~=3Y V2 1

2 | WhatsApp 4 ¥3 |2 |1

. Y,

3 | Twitter k\ﬁ' 3 2 1

4 | Instagram (%\'4 3 |2 1

5 | Telegraph . 1\@" 4 3 12 1

Section C: Sustainability (Idurosinsin) Q

Gbolohunti o wamapakany11kanawonnkan1m1,;d;$0
Likert-point merinti  a  pese, J(_)WOt ﬁ& yitialayekookankansiisowosoobure

yiyanokanninuawonasayanti a pese(4, 3,

4 = Iwon giga pupo; 3 = Iy@gga 2 = Iwonkekere; 1 = Ko siiwonkankan

bi o sewulo fun isowore. Lilo iruiwon-iru

nipa

A

Nini ere tiodaju xg
Bawoniose se aseyoriloriavOnnkanwonyisi?

Okowotitaoja mi ni Bogbosaseyori ere niipeleti o ga.

Ere okowo miti 10dunti o lo.

Okowo mi r&nuﬁ%tﬁ'ati 0 po siwa.

OkOWOtl}&l mi n sakosoawoninawo re daradara.
AL

DN | W[IN|—

Ol@@f}faani lati se dedesiawoniyipadaojaatiiseitoju
ere.

NI YRR

W[ W W W W

NN DN

—_— | | [ —

o mi n seidanimodaradaraati imu lo anfaaniloriawon
¢ mimuowowoletuntun.

=R

Okowo mi nigbagbogbo n
seagbeyewoatiilpsiwajuawonilana ere renigbagbogbo.

Business Continuity (Itesiwajuokowo)
Bawoniose se aseyoriloriawonnkanwonyisi?

okowo mi saseyoriitesiwajuninuidagbasokeidurosinsin.

Okowo mi n saseyoriitesiwajuninutiteonibaaralorun.

Okowo mi saseyoriitesiwajuninuninionibaara.

Bl WIN|[—

Okowo mi saseyoriitesiwajuninuisootoonibaara.

BN EEIEIES

W W|[W (W

N NN

—_—| | | —
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(9}

Okowo mi saseyoriitesiwajuninuowoti n wole.

B

6 | Okowo mi saseyoriitesiwajuninuimuduroonibara.
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Section D: Business Knowledge (Imoyeokowo)
Gbolohunti o waniapakanyiikanlmoyelsowo bi iwulo fun isowosoobure. Lilo iru-iwon Likert-
point merinti a pese, jowotokasiiwoneyitialayekookankansiajore nipa

yiyanokanninuawonasayanti a pese(4, 3, 2, 1).

4 = Iwon giga pupo; 3 = Iwon giga; 2 = Iwonkekere; 1 = Ko suwonkankah;

A Business Knowledge (Imoyeokowo) 'Q"
Bawoniawonnnkanwonyi se niisepelu re to . C @
niibamupeluokowo re? \\b

1 | Mo nioyepupo nipa okowotimo n selowolowo 4 N 12 1
Mo nioyeti 0 dara nipa g,’ 3 ]2 1
awonohuntionibaaraagbegbenfeatiithuwasiriraoja. )

Mo niimoti nipa akojopoorisirisiojatiawononibaara n fe {% 3 1

4 | Mo nioye nipa awonilanaidiyeleti o munadoko &éﬂé 4 3 12 1
awononibaara mora.

5 | Mo niimo nipa awonikannititagg@@ lati | 4 3 12 1

seigbegaawongja mi nionatio imunadoko

6 | Mo niimg nipa awonllanalsakosoakoloq&tl riidaju wipe | 4 3 12 1
ojawa.

7 | Mo mopupo nipa awonohu tlwontajatl o ku nl4 3 12 1
polongoatiidiyele won nlnuOJa %\,

8 | Mo moriri, mosinioye Patak ynibaaraatimimuajosepo to | 4 3 12 1
danmoranwapeluawono

9 | Mo nioye nipa awoni naagbegbeatlawonlbeere fun | 4 3 12 1
isesisenigjanaa.

10 nioye m awonilanaidunadura to | 4 3 12 1
munadokopeg\ pmfunm

Qﬁg
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Appendix 11

Spss Output

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .048* .002 .000 .37880

a. Predictors: (Constant), FINLiteracy

ANOVA?
Sum of
Model Squares df Mean Square Sig.
1 Regression 134 1 134 935 3340
Residual 57.395 400 143
Total 57.530 401
a. Dependent Variable: NewSustainability
b. Predictors: (Constant), FINLiteracy N
Coefficients®
Standardized
Unstandardized Coefficients | Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.773 279 9.955 .000
FINLiteracy .079 .082 .048 967 334
a. Depende&t Vaylriable: NewSustainability
Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 4962 246 244 32925

a. Predictors: (Constant), FINAccessibility
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ANOVA?

Sum of
Model Squares df Mean Square F Sig.
1 Regression 14.168 1 14.168| 130.700 .000P
Residual 43.361 400 108
Total 57.530 401
a. Dependent Variable: NewSustainability
b. Predictors: (Constant), FINAccessibility v' _
. A\A "
Coefficients®
Standardized
Unstandardized Coefficients | Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.071 .086 23.947 .000
FINAccessibility 434 .038 496 11.432 .000
a. Dependent Variable: NewSustainabilité' B
. oV
Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 3492 122 120 .35539
a. Predictors: (Constant), SMedia
A(\
ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 7.010 1 7.010 55.503 .000°
Residual 50.520 400 126
Total 57.530 401

a. Dependent Variable: NewSustainability
b. Predictors: (Constant), SMedia
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Coefficients?

Standardized
Unstandardized Coefficients | Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.680 .052 51.880 .000
SMedia 263 .035 .349 7.450 .000
a. Dependent Variable: NewSustainability % ..
N
. QQ)
Ny
Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 480° 231 229 33263
a. Predictors: (Constant), ContextualFs
QY
ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 13.272 1 13.272 119.957 .000°
Residual 44.257 400 A11
Total 57.530 401
a. Dependent Variable: NewSustainability
b. Predictors: (Constant), ContextualFs
Coefficients®
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Standardized
Unstandardized Coefficients | Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.517 140 10.816 .000
ContextualFs .652 .060 480 10.952 .000

a. Dependent Variable: NewSustainability
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