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ABSTRACT The study investigates the viability of using Internet advertising, with a focus on social media, as a
promotion medium for a governmental agency. An evaluation of Richards Bay Industrial Development Zone
(RBIDZ)’s current advertising strategy was undertaken to determine if social media was a viable marketing option
for targeting industrial customers. Using survey research and based on a random sample of 100 respondents, the
study found that the most preferred medium for business leads were referrals from a network of colleagues and
friends, followed by internet search engines such as Google and Yahoo. Twitter and Facebook were found to be the
less frequently used mediums. The paper recommends strategies to improve brand awareness for RBIDZ. A conceptual

framework for targeting industrial customers is proposed.

INTRODUCTION

With the business and consumer environ-
ment changing at a rapid pace, marketing commu-
nication channels have changed, along with the
way in which industrial firms communicate with
their customers in order to stay relevant in busi-
ness (Weber 2009; Hennig-Thurau et al. 2010;
Jones and Harvey 2016; Mitra 2016). It is impera-
tive for every business to employ creative and
innovative advertising with relevant content (Con-
nolly etal. 2016; Mitra 2016). The Internet is pre-
mised on information sharing and permits users
to express an opinion, create and share content,
which in turn, has led to users placing more trust
in peers than in organisations (Zamani et al. 2015).
This paradigm shift has created several challeng-
es for marketers as previously standardised, tra-
ditional or blanket-approach marketing strategies
have now become redundant (Meuse 2012).
Meuse (2012) as well as Dubois et al. (2016) pos-
ited further that advertising for a product and an
institution differs more now than in previous years
due to the advancement of technology, the Inter-
net and a more knowledgeable and well informed
consumer. Based on this, the study sought to
assess the viability of Internet advertising (so-
cial media) as a promotion medium in industrial

advertising. Connolly et al. (2016) postulated that
companies have realised that social media is an
influential force on customer perceptions and
behaviour. Thus they have been making con-
siderable investments in social platforms such
as Facebook and Twitter with expectations of
improving customer engagement and firming
customer relationships in order to increase sales
revenues and market share. According to Con-
nolly etal. (2016) to date, “little guidance exists
as to what constitutes an effective deployment
of social media and there is no empirical evi-
dence that social media investments are yield-
ing positive returns.”

Literature Review

Institutional advertising aims to develop
goodwill for a company with its objectives being
to improve the advertiser’s image, reputation and
relations with the various groups that the compa-
ny transacts with; product advertising, on the
other hand, tries to sell a specific product to a
consumer. Industrial advertising also places em-
phasis on institutional advertising with a focus
on the brand, while product advertising focuses
on the specific benefits of the product. O’Malley
(2013) maintained that consistency and visibili-
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ty of the brand in all marketing collateral is vital
to ensure brand recognition is achieved. Tradi-
tionally, the type of media used in industrial ad-
vertising has mainly been print media and direct
marketing (Diemand et al. 2014). However, New-
man et al. (2004) pointed out that “the Internet
provides companies with many promotional and
communication opportunities, and they further
suggested that this communication medium
should be integrated by management as part of
the firm’s overall marketing strategy for its brand”.
Srinivasan et al. (2002), DuFrene et al. (2005),

Stafford and Faber (2005) and Godfrey et al.
(2011) have all highlighted the Internet’s adver-
tising ability of interactivity, communication and
engagement. Rodriquez et al. (2012) indicated that
Internet advertising has the ability to improve
sales professionals’ ability to communicate clear-
ly with clients and thus has the improved ability
to win business through social media’s customer
relationship management (CRM) due to the inter-
active nature of the Internet. Halligan and Shah
(2009), Scott (2010) and Mitra (2016) claimed that
the roles of the buyer and seller in terms of con-
tent creation are changing and marketers today
must earn the customer’s attention by publishing
interesting, useful and/or helpful content, for ex-
ample, in the form of a blog, newsletter, whitepa-
per or magazine.

Generally, Internet-based advertising tools
used by companies are the company’s website,
email marketing, social media tools and video
uploads. Within a short space of time (ten years
or so), social media has become significant in
consumers’ lives, both personally and profes-
sionally (Brenner and Smith 2013; Bradley 2015).
Social media by nature is a very disruptive form
of technology that has become a vital tool for
marketing, promotion and communication be-
tween organisations and their prospective tar-
get markets and customers (McCallum 2015).
With the introduction of social media sites such
as Twitter, Facebook, Instagram, Flickr and Linke-
dIn, for example, many companies have followed
the trend of using social media tools in their
marketing strategy without much knowledge,
experience or relevant applicability to their busi-
ness (McCallum 2015; Connolly et al. 2016).
Thus, in some cases, incorrect marketing strate-
gies have been employed using these mediums.

Social media tools’ intended purpose is so-
cial in nature and these tools allow engagement

between people and organisations in order to
enable people to express their feelings regard-
ing a company, event, person, product or ser-
vice they have interacted with, and in turn a
company or person catapults into action (when
needed) to address an area of concern for a cus-
tomer (Jones 2012b; Rodriquez et al. 2012).
Schlinke and Crain (2013) suggested that social
media tools are better suited for engagement,
awareness building, brand extension develop-
ment and reputation management. Cinman (2012)
argued that whether social media is good or bad,
the world has flocked to Facebook, followed by
Twitter and Google+ and other social platforms,
and these social media tools have transformed
the web from being a mere publishing medium to
a medium for engagement. Recent reports indi-
cate that large brands such as Coca-Cola are
directing more traffic to their Facebook pages
instead of focusing on their corporate website
(Cinman 2012).

Notwithstanding that not every product or
service can be marketed on social media, the
president of the United States of America, Barack
Obama’s use of social media for his political cam-
paign in 2008 proved that many people are spend-
ing time on social media and even political par-
ties can effectively harness this medium to per-
suade and influence the masses. The presiden-
tial campaign shone the spotlight on the impor-
tance of using the Internet in New Age cam-
paigning by utilising different types of social
media for example Facebook, YouTube, Twitter
and custom generated social engines (Jones
2012b). Some services or products may not ac-
quire mileage in terms of market share and sales
when using social media; social media, howev-
er, may be used for awareness creation about an
organisation. For example, an analysis by Stew-
art (2014) indicated that “most South African
Facebook pages are at just fewer than 2 percent
engagements”. It is also evident that those Fa-
cebook members that surpass the target bench-
mark of 10 percent, are more of a reactive en-
gagement boosted by short-term advertising and
competitions which drive people to ‘Like’ the
page and in the process directly affect the ‘talk-
ing about” numbers while falsely inflating en-
gagements (Stewart 2014).

Research scholars (Foster 2005; Michaelid-
ou et al. 2011) have been examining ways in
which to combine digital marketing communica-
tion (Internet, email, mobile) with traditional mar-
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keting communications in order to communicate
with industrial customers. The sense is that tra-
ditional marketing communications (for example,
advertising) play a lesser role than customer re-
lationship management, personal interaction and
the 4Ps (product, price, place and promotion) in
the marketing mix (Gilliland and Johnston 1997;
Jackson et al. 1987; Foster 2006). Wertime and
Fenwick (2008) and Mitra (2016) indicated that
industrial firms are uncertain about which ele-
ments are essential to the digital marketing pro-
cess, the appropriate content, which digital strat-
egy should be followed and and are struggling
to use it effectively to fulfil their goals. Mitra
(2016) pointed out that industrial content mar-
keting can be very effective in addressing two
common problems that many manufacturers and
distributors face: the lack of awareness among
engineers and industrial buyers and the inabili-
ty to differentiate them from the competition.
Due to the easy accessibility of information to-
day, industrial buyers prefer to use a variety of
digital tools for research; thus it is vital for in-
dustrial companies to address the above stated
problems as this could have a negative impact
on their sales.

Earlier research on how firms utilise digital
communication channels and how the use of
these channels affect buyer-seller relationships
have been explored (Parasuraman and Zinkhan
2002; Day and Bens 2005; Foster 2005; Con-
stantinides and Fountain 2008; Mulhern 2009;
Hennig-Thurau et al. 2010; Kerrigan and Gra-
ham 2010; Michaelidou et al. 2011; Jarvinen et
al. 2012). Of particular interest is how industrial
marketers combine online and offline market-
ing communication efforts to create more value
for their customers and other stakeholders
(Foster 2005; Karjaluoto et al. 2015). It is there-
fore against this background that this study
seeks to assess the effectiveness of employ-
ing Internet advertising, with the focus on the
use of social media as a possible promotion
medium for RIBDZ to increase market share and
brand awareness.

RIBDZ is a purpose-built and secure indus-
trial estate on the North-Eastern coast of Kwa-
Zulu-Natal, linked to the international sea port
of Richards Bay. This development zone encour-
ages international competitiveness through tax
and duty-free incentives, attracting export-ori-
ented manufacturing companies, as well as
world-class infrastructure (www.rbidz.co.za). In

South Africa, Industrial Development Zones
(IDZ) were established with the aim of attracting
investment and increasing exports and the com-
petitiveness of South African products. Pres-
ently, there are five IDZs: Port Elizabeth (Coega
IDZ), East London (ELIDZ), Richards Bay
(RBIDZ), Gauteng (OR Tambo International Air-
port) and Saldanha Bay. These IDZs are key driv-
ers to facilitate investment, create jobs and boost
exports in the country. However, to ensure inter-
national competiveness and sustainability, invest-
ment by major companies both locally and inter-
national, is required. Thus, it is paramount for the
IDZs to market their offerings in the most appro-
priate and relevant manner to these companies to
secure investment for the zones. To date, RBIDZ
still has only one company located in the zone.
The advertisements’ content of RBIDZ normally
includes services that RBIDZ renders, its value
proposition, the vision and mission, contact de-
tails, physical address as well as a detailed com-
pany profile, depending on the platform used.
RBIDZ currently uses business magazines (for
example, Sawubona, African Decision, and Kwa-
Zulu-Natal Top Business) to advertise its servic-
es. In addition, advertising is also placed in lo-
cal newspapers, on the company’s website, at
certain trade shows and on the nine Airports
Company South African (ACSA) airport display
televisions to market their services. The Inter-
net and social media advertising are new forms
of advertising that many companies worldwide
are venturing into. RBIDZ believes that it is not
maximising the Internet and social media plat-
forms, since it only uses webpage advertising
(as an Internet-based tool) to increase sales and
brand awareness. The aim of this study was to
explore the effectiveness of Internet advertis-
ing, with a focus on social media as a channel of
marketing and a brand awareness tool, to pro-
mote RBIDZ.

MATERIAL AND METHODS

The research methodology adopted for this
research was of a quantitative nature. A random
sampling approach was undertaken to survey
the targeted sample using questionnaires, where
the targeted sample of this research was divided
into three groups: the management of the cur-
rent client, the management of three potential
client companies as well as the management of
the main shareholder of the company (Depart-
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ment of Economic Development and Trade
(DEDT) Ministry), totalling one hundred respon-
dents in the Richards Bay area. Of the 100 re-
spondents, 63 completed the survey in full. The
Cronbach’s Alpha value of 0.924 emerged from
the questionnaire, indicating an acceptable reli-
ability of responses.

RESULTS AND DISCUSSION

Based on the results of the survey, the key
findings are presented. Following the presenta-
tion of the results, there are recommendations
on how best to utilise internet advertising for a
positive impact on the RBIDZ Brand.

Advertising Medium’s Effect on Brand
Visibility and Motivation to Contact RBD1Z

In general, the majority of the respondents
(76.7%) in this study knew about RBDIZ through
various advertising mediums. The results showed
that newspaper advertising was the number one
medium for enhancing brand visibility, with the
highest percentage (57.9%) of respondents indi-
cating that they heard about RBIDZ through
newspaper articles. The second most effective
advertising medium was the referral by colleagues
and friends (54.5%). The RBIDZ company web-
site ranked third (54.1%), followed by stakehold-
er breakfast sessions (45.9%). Only 22.9 percent
had heard about RBIDZ through Search Engines
(SE) which were ranked seventh in the ranking of
mediums. This implies that search engines still
need to be optimised if the company is to harness
the vast potential that computer-based advertis-
ing can offer. The least popular medium for ad-
vertising was airport advertising with only 14.3
percent of the respondents indicating that they
had heard about RBIDZ through broadcasts on
airport televisions. As indicated by Wertime and
Fenwick (2008) as well as Mitra (2016), industrial
firms are uncertain about how best to employ dig-
ital marketing. Mitra (2016) went on to say that
industrial companies find it challenging to market
to engineers with their greatest difficulty being a
lack of response from their target audience.

Advertising Medium’s General Effectiveness

The majority of the respondents in the sam-
ple group had heard about RBIDZ through news-
paper articles, but indicated that the company’s
website was the most effective medium as it is

very informative (61.5% concur). It can be de-
duced that the two mediums perform different
roles in terms of brand awareness, with the news-
paper conveying more noticeability (or visibili-
ty) while the company website provides more
detailed information about RBIDZ. Thus, it is
paramount, as noted by Mitra (2016), that the
most appropriate content is used in the digital
campaigns that will aid in brand awareness and
ultimately sales conversion. Mitra (2016) went
on to cite Engineering 360’s online survey which
found only 39 percent of engineering, technical,
manufacturing and industrial companies had
begun using content marketing.

Exploration of the Effectiveness of Internet
Advertising as an Advertising Tool for RBIDZ

The Most Preferred Medium for Sourcing
Leads or Companies to do Business with

Table 1 illustrates the ‘preferred medium for
business leads’ and word-of-mouth (Referral by
colleagues/friends) was the most often used
medium (79.2%) followed by Internet search en-
gines (76.4%). Mohanty and Gahan (2012)
claimed that the key success factor in industrial
buying is the development and preservation of
long-term relationships between buyers and sell-
ers which forms a strong competitive advantage
tool including positive word-of-mouth/referrals
for the company. Newspapers were earlier high-
lighted as being the most informative and were
one of the leading tools that respondents said
they had learnt about RBIDZ through (confirmed
by 57.7 percent of the respondents often using
this medium for business leads). The less used
media for sourcing companies to do business
with were Twitter, Facebook, the company web-
site and television advertising.

Useful Features of Internet Advertising

Based on the questions assessing the most
useful features of Internet advertising, it was
found that most people (80%) strongly agreed
that Internet advertising increases brand aware-
ness of a company. The other two most useful
features were that Internet advertising has good
interactivity features and that it is informative.
Similar findings were found by Srinivasan etal.
(2002), DuFrene et al. (2005), Stafford and Faber
(2005), Godfrey etal. (2011) and Rodriquez et al.
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Table 1: Preferred medium for business leads

Medium used for sourcing companies Never (%) Sometimes (%) Often (%) Rank
to do business with

Twitter page 45.8 56.3 0.0 12
Internet search engines 3.6 21.0 76.4 2
Linkedin 15.1 49.1 35.8 8
Facebook account 22.4 59.1 18.4 10
Company website 20.4 53.7 16.7 11
Magazine advertising 13.5 46.2 40.4 5
Billboard advertising 14.0 48.0 38.0 6
Television advertising 14.0 58.0 28.0 9
Newspaper advertising 7.7 34.6 57.7 3
Radio advertising 11.5 52.0 36.5 7
Trade shows and Exhibition advertising 9.8 41.2 49.0 4
Referrals by colleagues/friends 1.9 18.9 79.2 1

Source: Author

(2012) who highlighted the Internet’s advertis-
ing ability of interactivity, communication, en-
gagement. The Internet has the ability to im-
prove sales professionals’ capability to commu-
nicate clearly with clients and the interactive
nature of the Internet has led to increased sales.

Reasons for Making Use of the Internet

The study found that the reason most peo-
ple make use of the Internet is to search for busi-
ness related issues. The results indicate that 89.9
percent of Internet users are looking for busi-
ness solutions on the Internet. This therefore
presents an ideal opportunity for RBIDZ to be
present on the same platform in order to capital-
ise and attain mileage for brand visibility. Similar
findings were cited by Mitra (2016), “according
to the Industrial Buy Cycle survey of engineers
and technical professionals conducted by IHS
Engineering 360 (formally GlobalSpec), the top
three most frequently used sources for search-
ing for products and services to purchase are
search engines, supplier websites, and online
catalogues.” The study established further that
at the beginning of the Buying Cycle, namely
the Needs Awareness and Research phases, in-
dustrial professionals/buyers use a variety of
online sources of information while during the
final procurement stage, the suppliers’ websites
and online catalogues form the most important
sources of information. Today’s industrial buy-
ers have changed their buying journey to one in
which they prefer to operate in a self-serve and
self-select mode by using a variety of digital
sources of information (Mitra 2016).

Access to e-mails (81%) and online news and
articles (78%) was ranked second. Other types
of Internet advertising involve e-mail and e-mar-
keting, where RIBDZ can frequently communi-
cate with current and potential subscribers via
newsletters and information updates. Of note-
worthy importance is approximately 62 percent
of the respondents agreeing that they utilise the
Internet to access telephone listings, so there-
fore it could greatly benefit RBIDZ to enlist
their details with a host of search engines.
Watching videos and/or playing video games
ranked amongst the lowest (12.1%), which can
be expected from the sample group that was stud-
ied. Most of the respondents indicated that they
are not interested in using the Internet to simply
“view internet advertisements™ ; this question
in the questionnaire received the second lowest
score (30.5%).

Effects of the Internet on Business

The Likert Rating Scale was used. The mean
scores for the five items analysed are above 3.00
(neutral) which implies that the respondents
were mostly agreeing or strongly agreeing that
the Internet will improve business awareness
and marketshare.

Beginning with the reduction in operating
costs, 51.9 percent of respondents believed that
the Internet will cut advertising costs (with a
mean of 3.46, that is between neutral (3.00) and
agree (4.00)); this means that while there is gen-
eral agreement that the Internet will reduce ad-
vertising costs there is some reservation about
the cost-cutting capabilities of the Internet. The
mean value in all the other questions is above
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4.00 which is a stronger confirmation that Inter-
net advertising will ensure a continual 24/7 glo-
bal footprint for the company (4.29), will improve
the catchment area (4.02), will ensure timely de-
livery of communication to the target audience
(4.07) and will improve the management of the
brand’s reputation (4.02). Research scholars cit-
ed earlier have found benefits of the Internet in
business with regard to engagement, brand
awareness and to some degree, sales. Engineer-
ing 360°s online survey found only 12 percent of
engineering, technical, manufacturing and indus-
trial companies could show how content mar-
keting contributed to their sales (Mitra 2016).

Recommendations on How Best to Utilise
Internet Advertising to have a Positive
Impact on the RBIDZ Brand

The Most Recommended Advertising
Medium RBIDZ should use for Market
Share Gain

The results rank the company’s website at
number 1 (with the mean value of 4.51) which
means that it is the most preferred type of adver-
tising medium for achieving a bigger market
share. After the company’s website, the next best
tools most recommended were Trade Shows and
Exhibitions with the mean value of 4.43, followed
by advertising in industrial magazines and ad-
vertising on news and professional websites
with the mean value of 4.35 each. The least rec-
ommended were pop-up advertisements and
blogging with a mean value of 2.98 and 3.00 re-
spectively. Mitra (2016) advised that an indus-
trial website design or re-design should not be a
quick decision because the website is the very
foundation of an online presence and offering.
Careful thought should be put into the content
for the medium and the suitable mediums to use.
She also advised industrial marketers to produce
engaging content for their digital platforms.

The Most Preferred Advertising RBIDZ should
use for Visibility/Brand Awareness

The recommended tools to increase visibili-
ty or brand awareness were the company’s web-
site with a mean value of 4.67, followed closely
by advertising on news and professional web-
sites with the mean value of 4.49 and in industri-
al magazines with a 4.42 mean value. These tools,

whether Internet-based or non-Internet based,
complement each other. Based on the findings
of the study and that of Mitra (2016), marketers
must ensure their website and content market-
ing advertising on various mediums has rele-
vant and engaging content. Pop-up advertise-
ments, blogging, banner advertisements and
social networking sites scored below a mean
value of 3.00.

The research found that newspaper advertis-
ing is the number one medium used to convey
the profile of RBIDZ, followed by the referral of a
colleague or friend which, confirming that word
of mouth is also a trusted medium. Search en-
gines were ranked as the second-least common
medium from which respondents heard about
RBIDZ, which indicates that the company still
needs to put more effort in maximising this online
platform. This analysis reveals that the respon-
dents agree that RBIDZ is still not that visible on
search engines or online platforms.

In addressing the objective of “the effective-
ness of Internet advertising as a tool that RBIDZ
may utilise”, the analysis was made based on the
most preferred medium that respondents used for
business leads and the useful features of Inter-
net advertising. The preferred medium, Internet
search engines, were ranked second with 76.4
percent after referrals by colleagues/friends which
were ranked first. This confirms the effectiveness
of this platform and also indicates that people
make use of the medium for business interaction
or information research. Mitra (2016) and other
research scholars cited earlier similar sentiments
with regard to digital advertising. RBIDZ is not
yet maximising advertising opportunities espe-
cially on Internet search engines where its cli-
ents and potential clients would prefer to look
for business leads. It can be concluded by ob-
servation that the advertising platforms com-
plement each other when studied and used ap-
propriately. It is evident that not every product
or service can be marketed on social media; the
findings indicate that Twitter is the least pre-
ferred medium used for business leads with a
rating of 0.0 percent. This is closely followed by
Facebook which also ranks at the bottom of the
scale.

Determining the impact of Internet advertis-
ing on the RBIDZ brand, based on the results
presented, it can be concluded that RBIDZ can
increase its visibility (brand awareness) and
business leads (expand on market share) if the
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Internet advertising division of the business was
reinforced. This can be achieved by having an
improved search engine optimised (SEO) com-
pany website that can also be accessed from
different types of devices and being able to ad-
vertise on industry professional websites using
relevant and engaging content. Most of the re-
spondents indicated that they were searching
for business related issues when they are on-
line, which creates the opportunity for RBIDZ
to positively position itself with the relevant
audiences should they maximise their presence
on interactive advertising platforms. It is worth
noting that pop-up banners and social media
tools should be used with caution as they are
perceived negatively amongst online users. The
evidence or findings of the empirical study re-
garding Facebook recommendations have
proved to be very low, in line with the analysis
conducted by Stewart (2014) who indicated that
most South African Facebook pages are at just
fewer than 2 percent engagements. Tomaselli
(2012) also critiqued the bloggers/blogging and
this has been confirmed by the empirical study
as well. The empirical study has further showed
that pop-ups and pop under advertising should
not be recommended for use as they are often
blocked due to their possible annoyance to on-
line users. Thus, marketing communications will
need to include strategies for creating online
communities, generating leads from online envi-
ronments while collaborating with customers to
gain a better understanding of their needs if they
wish to stay relevant (Weber 2009). Companies
are further advised to focus on the customers’
journey and produce content that is relevant
and via the right channels (Edelman 2014).

According to the following literature sur-
veyed by Foster (2005), Welling and White
(2006), Mangold and Faulds (2009), Mulhern
(2009), Kerrigan and Graham (2010), Michaelid-
ou et al. (2011), Weinberg and Pehlivan (2011)
and Jérvinen et al. (2012), the main areas of in-
dustrial marketing, now known as business-to-
business marketing, strategies are: creating and
maintaining effective communication with exist-
ing customers; sales support and providing an
efficient sales process system; and brand build-
ing awareness among stakeholders.

Taking into account the areas listed above,
marketers should also be cognisant of the myri-
ad of methods in which Internet marketing can

be used to support the industrial marketing com-
munication mix.

CONCLUSION

This research study was undertaken to in-
vestigate the effectiveness of Internet advertis-
ing with a focus on social media as a channel for
marketing and creating brand awareness to pro-
mote a governmental agency (RBIDZ) targeting
industrial customers while assessing its current
advertising strategies. The empirical study indi-
cated that most respondents know about RBIDZ
and its services. Internet advertising, namely,
the company website and SEO have proved to
be effective and will positively build the brand
while social media advertising has been proven
to be less effective.

RECOMMENDATIONS

1. Governmental organisations targeting in-
dustrial customers should not neglect tra-
ditional media, that is, newspapers, exhibi-
tions, word-of-mouth as these platforms
provide abundant target market exposure
for the organisation. Thus, it is advised
that the traditional advertising mediums
be revisited and industrial magazines be
reconsidered using engaging, relevant and
creative content to help increase brand
awareness and motivate buyers towards
sales conversion.

2. The study showed that RBIDZ is not effec-
tively making use of the broadcasting plat-
form, for example television; this medium
can be explored by targeting specific key
slots and channels during broadcasting to
increase brand awareness and strategically
direct traffic to the company website.

3. The effectiveness of display advertising
at the airport should be reassessed as it
did not yield high effectiveness scores in
the study.

4. Employing an appropriate advertising
strategy for an organisation is important,
whether it is an Internet advertising strat-
egy or any other advertising strategy. The
company website should be redesigned in
order to ensure that it is trendy, relevant,
easy to navigate, downloads information
rapidly and is search engine optimised.
Innovative and informative videos about
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the company, its business initiatives and
corporate social investment (CSI) activi-
ties, and articles or white papers on rele-
vant topics pertaining to the industry and
their prospective clients, should be found
on the company website. Even though the
results are less favourable for social media
advertising, due to its interactive features
and awareness creation abilities, it is
worthwhile to selectively place a compa-
ny’s brand online with the aim of engag-
ing with potential clients and understand-
ing their behaviours. It should be a medi-
um used to increase awareness and en-
gagement and build customer knowledge.
5. It is recommended that the brand be pro-
moted on relevant third party websites,
professional association websites, trade
directories/databases and search engines
to direct traffic to the company’s website.
6. It should also be noted that RBIDZ’s po-
tential clients have confidence in trade
shows and exhibitions and therefore or-
ganisations should revise their trade
stands by employing creative innovative
techniques to create awareness. Informa-
tive marketing material and knowledgeable
and approachable staff must be present to
assist and initiate industry-related conver-
sations. The correct positioning, layout
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and ambience of a trade stand are vital. A
marketing strategy related to the event
should be deployed using targeted focused
bulk emails in order to distribute electronic
newsletters and customer magazines, send
seminar information and invitations to trade
shows and other events, including adver-
tising the event on the company and other
third party websites. In addition, organisa-
tions should create informative personalised
newsletters and magazines for their exist-
ing and potential clients.

7. It is advised that organisations advertise
in industrial and property leasing maga-
zines. In addition, it will be advantageous
to advertise in industry magazines that po-
tential clients subscribe to and/or adver-
tise in.

All advertising should be subjected to ad-
vertising testing (A/B Testing) by doing
research to gauge the potential effective-
ness of the proposed or current advertis-
ing content in the existing and/or poten-
tial target market(s).

Heightened sales support and a fluid sales
process should be implemented both on-
line and offline.

Taking into account the findings of the study

and literature, a proposed framework (Fig. 1) has

been created.

b Y Company website
~_4 & SEO

%
b
.
-

g >
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B2B customer driq\_/é_ﬁ:&_\\\‘\
sales support strategy \-\‘\\
CRM \ \l

N Trade Shows and v
N Exhibitions /
A Industrial Magazines /-
! Third Party websites

Complemented by traditional and digital advertising mediums

Fig. 1. Framework for Marketing an Industrial Company/Governmental Agency

Source: lllustration developed by Shamola Pramjeeth (2015)
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LIMITATIONS OF THE STUDY

Access to a larger sample size, finances and
time were the main limitations to this study, which
prevented a larger sample being drawn from com-
panies listed on the Johannesburg Stock Ex-
change. Thus, it is recommended that further
studies be conducted using a larger and more
representative sample and a comparison between
other IDZ’s should be conducted.

REFERENCES

Bradley P 2015. Social Media for Creative Libraries.
London: Facet Publishing.

Brenner J, Smith A 2013. 72% of Online Adults are
Social Networking Site Users. From <http://www.
pewinternet.org/2013/08/05/72-of-online-adults-
are-social-networking-site-users/> (Retrieved on 14
October 2016).

Cinman J 2012. How Facebook Became the Web. Busi-
ness Day, 18 April.

Connolly R, Scott M, DeLone W 2016. Corporate
social media: Understanding the impact of service
quality and social value on customer behavior. The
Journal of Social Media in Society, 5(2): 44-74.

Constantinides E, Fountain SJ 2008. Web 2.0: Concep-
tual foundations and marketing issues. Journal of
Direct, Data and Digital Marketing Practice, 9(3):
231-244.

Day G, Bens K 2005. Capitalizing on the internet op-
portunity. Journal of Business & Industrial Market-
ing, 20(4/5): 160-168.

Diemand C, Berdine C, Kumar N 2014. Industrial Ad-
vertising — Business to Business Advertising. From
<http://www.managementstudyguide.com/industrial-
advertising.htm> (Retrieved on 3 June 2014).

Dubois D, Bonezzi A, De Angelis M 2016. Sharing with
friends versus strangers: How interpersonal close-
ness influences word-of-mouth valence. Journal of
Marketing Research, 53(5): 712-727.

DuFrene D, Engelland B, Lehman C, Pearson R 2005.
Changes in consumer attitudes resulting from par-
ticipation in a permission e-mail campaign. Journal
of Current Issues and Research in Advertising, 27(1):
65-76.

Edelman D 2014. Mastering Digital Marketing. McK-
insey and Company. From <www.mckinsey.com/
mastering_digital_marketing> (Retrieved on 3 June
2014).

Foster T 2005. Creating digital value: At the heart of
the I-E-1 framework. Journal of Business & Indus-
trial Marketing, 20(4/5): 245-252.

Foster T 2006. Industrial Marketing Communication:
A (R) Evolutionary Journey from Marketplace to
Market Space. Paper Presented at the Academy of
Marketing Science Conference, San Antonio, TX,
May 24-27.

Gilliland DI, Johnston WJ 1997. Toward a model of
business-to-business marketing communicatimons
effects. Industrial Marketing Management, 26(1):
15-29.

Godfrey A, Seiders K, Voss G 2011. Enough is enough!
The fine line in executing multichannel relational
communication. Journal of Marketing, 75(4): 94-
109.

Greenberg P 2010a. CRM at the Speed of Light: Social
CRM Strategies, Tools, and Techniques for Engag-
ing Your Customers. New York: McGraw-Hill.

Greenberg P 2010b. The impact of CRM 2.0 on cus-
tomer insight. Journal of Business & Industrial
Marketing, 25(6): 410-419.

Halligan B, Shah D 2009. Inbound Marketing: Get
Found using Google, Social Media, and Blogs. New
Jersey: Wiley.

Hennig-Thurau T, Malthouse EC, Friege C, Gensler S,
Lobschat L, Rangaswamy A, Skiera B 2010. The
impact of new media on customer relationships. Jour-
nal of Service Research, 13(3): 311-330.

Jackson DW Jr, Keith JE, Burdick RE 1987. The rela-
tive importance of various promotional elements in
different industrial purchase situations. Journal of
Advertising, 16(4): 25-33.

Jarvinen J, Tollinen A, Karjaluoto H, Jayawardhena C
2012. Digital marketing in the era of social media:
Use, measurement, and barriers in the B2B sector.
Marketing Management Journal, 22(2): 102-117.

Jones B 2012a. Types of Internet Marketing. From
<http://designandpromote.com/types-of-internet-
marketing> (Retrieved on 30 April 2014).

Jones B 2012h. Types of Internet Advertising. From
<https://www.boundless.com/marketing/social-media-
marketing/introduction-to-social-media-digital-mar-
keting/types-of-internet-advertising/> (Retrieved on
3 May 2014).

Jones MJ, Harvey M 2016. The effectiveness of social
media as a marketing tool for libraries in educational
institutions. Journal of Librarianship and Informa-
tion Science, 45(1): 64-75.

Karjaluoto H, Mustonen N, Ulkuniemi P 2015. The
role of digital channels in industrial marketing com-
munications. Journal of Business & Industrial Mar-
keting, 30(6): 703-710.

Kerrigan F, Graham G 2010. Interaction of regional
news-media production and consumption through
the social space. Journal of Marketing Management,
26(3/4): 302-320.

Mangold WG, Faulds DJ 2009. Social media: The new
hybrid element of the promotion mix. Business
Horizon, 52(4): 357-365.

McCallum | 2015. Use of social media by the library:
Current practices and future opportunities. The Aus-
tralian Library Journal, 64(2): 161-162.

Meuse 2012. Types of Advertising. From <http://meuse.
com/mmc/types.htm> (Retrieved on 2 May 2014).

Michaelidou N, Siamagka NT, Christodoulides G 2011.
Usage, barriers and measurement of social media
marketing: An exploratory investigation of small
and medium B2B brands. Industrial Marketing Man-
agement, 40(7): 1153-1159.

Mitra A 2016. Effective Industrial Content Marketing
Requires Working Closely with Subject Matter Ex-
perts (SMEs). Content Marketing, Inbound Market-
ing. From <http://industrialmarketingtoday.com/>
(Retrieved on 14 October 2016).

Mohanty MK, Gahan P 2012. Buyer supplier relation-
ship in manufacturing industry - findings from Indi-



SOCIAL MEDIA ADVERTISING AS A MARKETING TOOL 177

an manufacturing sector. Business Intelligence Jour-
nal, 5(2): 319-333.

Mulhern F 2009. Integrated marketing communica-
tions: From media channels to digital connectivity.
Journal of Marketing Communications, 15(2): 85-
101.

Newman EJ, Sem DE, Sprott DE 2004. Banner adver-
tisement and website congruity effects on consumer
website perceptions. Industrial Management and
Data Systems, 104(3): 273-281.

O’Malley K 2013. Industrial Branding: Why it’s Im-
portant and How to be Successful. From <http://
marketectsinc.com/industrial-branding-basics/> (Re-
trieved on 8 February 2015).

Parasuraman A, Zinkhan G 2002. Marketing to and
serving customers through the internet: An over-
view and research agenda. Journal of the Academy
of Marketing Science, 30(4): 286-295.

Rodriquez M, Peterson V, Krishnan V 2012. Social
media’s influence on business-to-business sales per-
formance. Journal of Personal Selling and Sales
Management, 32(3): 365-378.

Schlinke J, Crain S 2013 Social media from an integrat-
ed marketing and compliance perspective. Journal
of Financial Service Professionals, 85-93.

Scott DM 2010. The New Rules of Marketing and PR:
How to Use Social Media, Blogs, News Releases,
Online Video, and Viral Marketing to Reach Buyers
Directly. 2" Edition. New Jersey: Wiley.

Srinivasan SS, Anderson RE, Ponnavolu K 2002. Cus-
tomer loyalty in e-commerce: An exploration of its

antecedents and consequences. Journal of Retailing,
78(1): 41-50.

Stafford MR, Faber RJ 2005. Advertising, Promotion
and New Media. New Delhi: Meenakshi Art Print-
ers.

Stewart J 2014. The Great Facebook Swindle. From
<www.BizCommunity.com> (Retrieved on 8 Febru-
ary 2015).

Tomaselli K 2012. Does Technology Drive the ‘Real’
World. The Mercury, 20 June.

Weber L 2009. Marketing to the Social Web: How Dig-
ital Customer Communities Build Your Business. New
Jersey: Wiley.

Weinberg BD, Pehlivan E 2011. Social spending: Man-
aging the social media mix. Business Horizons, 54(3):
275-282.

Welling R, White L 2006. Web site performance mea-
surement: Promise and reality. Managing Service
Quality, 16(6): 654-670.

Wertime K, Fenwick | 2008. DigiMarketing: The Es-
sential Guide to New Media & Digital Marketing.
New Jersey: Wiley.

Zamani ED, Giaglis GM, Kasimati AE 2015. Public
relations crisis and social media: An investigation
into extant and prospective consumers’ perceptions
through the lens of attribution theory. Journal of
Theoretical and Applied Electronic Commerce Re-
search, 10(2): 33-52.

Paper received for publication on February 2016
Paper accepted for publication on October 2016



