
221 

 

 

 

 

 

 

 

 

doi:10.5281/zenodo.17049003 

Blockchain In Digital Marketing And Sales 

Performance Of Selected Shoprite Firms In Delta And 

Edo States, Nigeria  
 

OKONKWO, Catherine 

 

Department of Marketing and Entrepreneurship, 

Faculty of Management Sciences, 

Delta State University, Abraka Nigeria 

+2348062292308 
Email: kathykathy200027@yahoo.com 

 

ABSTRACT 

This study examined the effect of blockchain-enabled digital marketing on the sales performance of 

selected ShopRite firms in Delta and Edo States, Nigeria. The research was motivated by the increasing 

adoption of blockchain in marketing and its potential to enhance consumer trust, transparency, and 

participation in retail activities. Four constructs of blockchain marketing were investigated: perceived 

transparency and authenticity of promotions (PTAP), perceived ease and usefulness of tokenized 

experiences (PUTE), data-privacy comfort and sense of control (DPCSC), and perceived fairness and 

anti-fraud credibility of campaigns (PFAFCC), with sales performance (SP) as the dependent variable. A 

quantitative research design was adopted, specifically a cross-sectional survey of 400 customers 

proportionally drawn from four major ShopRite outlets in Asaba, Warri, Benin City, and Auchi. Data 

were collected through structured questionnaires and analyzed using SPSS version 23. Reliability was 

confirmed with Cronbach’s alpha values above 0.70, while Ordinary Least Squares (OLS) regression 

tested the hypotheses. The results revealed that PTAP significantly influenced SP (B = .346, β = .279, p = 

.011), indicating that transparency and authenticity in promotions enhance trust and sales outcomes. 

PUTE emerged as the strongest predictor (B = .774, β = .772, p < .001), highlighting the central role of 

ease and usefulness in shaping customer engagement. DPCSC was significant (B = .225, β = .234, p = 

.017), showing that consumer comfort with data privacy and control positively affects sales performance. 

PFAFCC was also significant (B = .203, β = .196, p = .001), confirming that fairness and anti-fraud 

assurances strengthen credibility and loyalty. The model explained 94.3% of the variance in SP, 

underscoring the robustness of blockchain constructs as performance drivers. The study concludes that 

blockchain in digital marketing significantly enhances sales performance and validates the Technology 

Acceptance Model (TAM). It recommends that ShopRite integrate blockchain-based transparency tools, 

simplify tokenized experiences, foreground data privacy, and emphasize anti-fraud credibility in all 

campaigns to sustain growth and competitiveness in the Nigerian retail sector. 

Keywords: Blockchain; Digital Marketing; Sales Performance; ShopRite; Transparency; Authenticity; 

Tokenized Experiences; Data Privacy 
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INTRODUCTION 

Globally, blockchain technology has gained prominence in digital marketing by introducing verifiable 

integrity, transparency, and consumer trust through decentralized and tamper-resistant systems. Such 

features bolster perceived transparency and authenticity of promotions (PTAP), perceived ease and 

usefulness of tokenized experiences (PUTE), and perceived fairness and anti-fraud credibility of 

campaigns (PFAFCC), all of which enhance sales performance (SP) through improved consumer 

engagement and credibility (Blockchain in Marketing Review, 2024). Simultaneously, blockchain 

empowers more secure data sharing and consumer data-privacy control (DPCSC), significantly 

differentiating blockchain-enabled marketing from traditional Web-2 approaches (Taylor et al., 2025; 

Blockchain in Marketing Review, 2024). As this transformation reaches the African landscape, digital 

advertising evolves amid infrastructural and regulatory challenges. Onalaja and Otokiti (2024), drawing 

from the African digital marketing context, highlight how rising internet penetration, mobile connectivity, 

and uptake of digital payments support innovation in marketing, but caution that data privacy and cyber 

fraud remain major obstacles hampering consumer trust a direct implication for blockchain’s potential to 

offer PTAP, PUTE, and PFAFCC remedies. Their insights suggest that blockchain could play a critical 

role in addressing these trust-related marketing gaps across African markets (Onalaja & Otokiti, 2024). 

Turning to Nigeria, the potential and challenges of blockchain adoption are particularly nuanced. Ofili 

(2025) finds that blockchain significantly enhances data transparency, accountability, and security within 

Nigerian marketing organizations elements that directly align with PTAP and DPCSC, and by extension, 

positively influence consumer trust and purchase intention. This illustrates that blockchain-enabled 

marketing mechanisms have strong local relevance for SP improvement in Nigerian retail contexts (Ofili, 

2025). Further, Agbeyangi, Makinde, and Odun-Ayo (2024) emphasize the broader Nigerian ICT and 

economic sustainability trajectory, noting how emerging technologies including blockchain are key to 

bridging the digital divide and promoting inclusive economic growth. Their arguments reinforce the need 

for user-centric blockchain adoption—i.e., ensuring tokenized experiences are perceived as easy, useful, 

and equitable (PUTE, PFAFCC)—to realize gains in SP (Agbeyangi et al., 2024). Nigeria has also seen 

active policy and strategic engagement in blockchain adoption. The 2023 “Blockchain for Nigeria” white 

paper, co-authored by Nigerian-based researchers Adedeji and Adegbite (2023), outlines home-grown 

blockchain infrastructure and governance frameworks designed to enhance sovereignty, security, and 

service integration—setting the foundation for future blockchain-powered promotional and loyalty 

architectures that consumers may perceive as more authentic, fair, and privacy-respective. This policy 

attention suggests a conducive environment for deploying blockchain-enabled digital marketing in 

Nigerian retail, specifically with measurable impacts on SP via consumer perception channels (Adedeji & 

Adegbite, 2023). 

Yet, despite these technological and policy advances, empirical evidence linking these qualitative 

perceptions (PTAP, PUTE, DPCSC, PFAFCC) of blockchain-driven marketing to actual sales outcomes 

in Nigeria’s retail sector remains sparse. This study will address this critical gap by investigating how 

consumer perceptions shaped by blockchain-enabled promotional clarity, utility, privacy assurance, and 

fairness drive sales performance across selected ShopRite outlets in Delta and Edo States, thereby 

contributing novel insights to both academic and practitioner communities. 

Statement of the Problem 

Globally, blockchain has been recognized as a transformative enabler of transparency, trust, and fairness 

in digital marketing, yet its application in driving measurable sales outcomes remains underexplored. 

While studies confirm that constructs such as perceived transparency and authenticity of promotions 

(PTAP), perceived ease and usefulness of tokenized experiences (PUTE), data-privacy comfort and sense 

of control (DPCSC), and perceived fairness and anti-fraud credibility of campaigns (PFAFCC) can shape 

consumer behavior, empirical evidence linking these perceptions to sales performance (SP) within 

organized retail contexts is still limited. In Africa, scholarship highlights blockchain’s promise in 

enhancing marketing accountability and consumer confidence, but most analyses remain conceptual 

rather than quantitative, leaving gaps in the operationalization of these constructs for retail performance 
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models. In Nigeria, existing research has largely focused on blockchain in financial services and policy 

adoption, with insufficient attention to its marketing dimensions in the retail sector. Particularly in 

ShopRite outlets across Delta and Edo States, there is little empirical validation of how blockchain-

enabled marketing perceptions translate into sales outcomes. This creates a significant gap for rigorous 

Ordinary Least Squares (OLS) analysis to establish causal relationships, providing evidence-based 

insights that can guide retail strategy and policy in Nigeria’s evolving digital economy. 

Objectives of the Study 
The main objective of the study was to investigate the impact of blockchain in digital marketing on sales 

performance (SP) of selected ShopRite firms in Delta and Edo States, Nigeria. The specific objectives are 

to:  

i. examine the extent to which perceived transparency and authenticity of promotions (PTAP) influenced 

sales performance of ShopRite firms in Delta and Edo States. 

ii. determine the effect of perceived ease and usefulness of tokenized experiences (PUTE) on sales 

performance of ShopRite firms in Delta and Edo States. 

iii. assess the impact of data-privacy comfort and sense of control (DPCSC) on sales performance of 

ShopRite firms in Delta and Edo States. 

iv. evaluate the relationship between perceived fairness and anti-fraud credibility of campaigns 

(PFAFCC) and sales performance of ShopRite firms in Delta and Edo States. 

Research Questions 

1. To what extent did perceived transparency and authenticity of promotions (PTAP) influence sales 

performance of ShopRite firms in Delta and Edo States? 

2. How did perceived ease and usefulness of tokenized experiences (PUTE) affect sales performance of 

ShopRite firms in Delta and Edo States? 

3. What was the effect of data-privacy comfort and sense of control (DPCSC) on sales performance of 

ShopRite firms in Delta and Edo States? 

4. How did perceived fairness and anti-fraud credibility of campaigns (PFAFCC) relate to sales 

performance of ShopRite firms in Delta and Edo States? 

Research Hypotheses  

H01: Perceived transparency and authenticity of promotions (PTAP) had no significant effect on sales 

performance of ShopRite firms in Delta and Edo States. 

H02: Perceived ease and usefulness of tokenized experiences (PUTE) had no significant effect on sales 

performance of ShopRite firms in Delta and Edo States. 

H03: Data-privacy comfort and sense of control (DPCSC) had no significant effect on sales performance 

of ShopRite firms in Delta and Edo States. 

H04: Perceived fairness and anti-fraud credibility of campaigns (PFAFCC) had no significant relationship 

with sales performance of ShopRite firms in Delta and Edo States. 

 

LITERATURE REVIEW 

Conceptual Review 

Blockchain in Digital Marketing  

Blockchain technology had been increasingly conceptualized as a disruptive enabler in digital marketing, 

offering transparency, authenticity, and accountability in customer engagement. Globally, scholars 

emphasized that blockchain created immutable and decentralized promotional ecosystems that enhanced 

consumer trust and credibility in advertising (Taylor et al., 2025; Adıgüzel, 2025). In retail, blockchain 

use in authenticating promotions reduced concerns of manipulation and misleading claims, which were 

often linked to digital campaigns. This was particularly relevant to structured retail firms such as 

ShopRite in Nigeria, where customer loyalty and repeat patronage depended on trust in promotional 

authenticity and fairness (Ofili, 2025; Blockchain in Marketing Review, 2024). 

Tokenized loyalty systems and blockchain-driven engagement tools were further argued to reshape retail 

marketing. Studies noted that tokenized coupons and loyalty points enhanced consumer perceptions of 
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usefulness and ease while reducing fraud through verifiable on-chain records (Onalaja & Otokiti, 2024; 

MarketingCourse.org, 2025). In competitive Nigerian retail markets, ShopRite stood to benefit from such 

systems, as customers increasingly valued efficiency in loyalty schemes. Moreover, blockchain simplified 

settlement and reconciliation, enabling more accurate tracking of redemptions (Agbeyangi et al., 2024; 

Adedeji & Adegbite, 2023). 

Privacy assurance was also a central construct in blockchain marketing. With growing concerns about 

data misuse, blockchain platforms provided customers with a sense of control by decentralizing data 

ownership and offering opt-in mechanisms (Afolabi & Ogundipe, 2023; Ofili, 2025). In Nigeria, where 

skepticism about data handling was widespread, ShopRite customers were more responsive to campaigns 

emphasizing transparency and privacy. Evidence showed that customers perceiving stronger privacy 

protections were more willing to participate in loyalty programs and redeem promotions (Adıgüzel, 2025; 

Onalaja & Otokiti, 2024). 

Fairness and anti-fraud credibility were equally emphasized. Blockchain limited duplicate redemptions 

and falsified entries by ensuring all transactions were time-stamped and immutable (Taylor et al., 2025; 

Blockchain in Marketing Review, 2024). For ShopRite, where large-scale promotions attracted thousands 

of participants, such credibility was essential to maintain consumer trust and strengthen brand image 

(Agbeyangi et al., 2024; Afolabi & Ogundipe, 2023). 

From an organizational perspective, Nigerian scholars observed that blockchain adoption in marketing 

was still emerging but had strong potential for enhancing accountability and efficiency. Ofili (2025) 

revealed that blockchain improved transparency in marketing organizations, while Adedeji and Adegbite 

(2023) linked it to Nigeria’s blockchain policy roadmap. Collectively, these studies underscored the need 

for empirical investigation into how blockchain constructs; PTAP, PUTE, DPCSC, and PFAFCC shaped 

sales performance in ShopRite outlets. Thus, while global and African research confirmed blockchain’s 

transformative potential, little empirical validation existed in Nigeria’s organized retail sector. Most 

studies focused on policy or financial applications, with limited attention to consumer perceptions in 

supermarkets. This created a gap necessitating quantitative analysis to link blockchain marketing 

constructs to sales performance, thereby informing both literature and retail practice. 

Sales Performance (SP) 

Sales performance (SP) had long been understood as the extent to which firms achieved objectives such 

as revenue growth, profitability, customer retention, and market expansion. Recent studies emphasized 

that SP went beyond financial outcomes to include dimensions such as customer satisfaction, sales 

efficiency, and marketing effectiveness (Yusuf & Hassan, 2023; Atuahene & Owusu, 2023). In retail 

settings, performance was increasingly shaped by technological integration, with digital platforms 

improving customer engagement and enhancing the precision of marketing interventions (Okoro & Duru, 

2024; Lee, 2023). From a strategic management lens, SP was shaped by both internal capabilities and 

external environmental conditions. Amah and Joseph (2025) highlighted that managerial practices, 

employee competencies, and technology adoption strongly influenced Nigerian firms’ sales outcomes. 

Similarly, Ogundele and Nwankwo (2022) argued that macroeconomic instability and heightened 

competition in emerging markets affected sales, underscoring the importance of resilience and adaptive 

strategies. Together, these perspectives showed that SP was dynamic, reflecting a firm’s capacity to align 

with changing market realities through innovative and customer-focused approaches (Amah & Joseph, 

2025; Ogundele & Nwankwo, 2022). 

Technological innovation played a central role in improving SP by streamlining customer acquisition and 

retention. Tools such as blockchain, artificial intelligence, and big data analytics offered measurable gains 

by boosting personalization, enhancing transparency, and reducing inefficiencies (Okikiola et al., 2024; 

Chukwu & Ibrahim, 2023). These innovations were linked to stronger consumer trust, reduced 

promotional fraud, and increased purchase intentions—drivers of repeat patronage and sales growth 

(Chukwu & Ibrahim, 2023; Yusuf & Hassan, 2023). In Nigeria’s retail sector, including supermarkets 

such as ShopRite, these tools were gradually redefining sales performance benchmarks. Customer-

centered factors were equally critical. Empirical findings revealed that customer satisfaction, trust, and 

Okonkwo ,. .….. ..Int. J. Business & Law Research 13(3):221-232, 2025 

 



225 

 

perceptions of fairness in promotions influenced purchase volumes and loyalty (Agyapong & Obeng, 

2022; Okoro & Duru, 2024). In competitive markets, SP relied heavily on a firm’s ability to build 

differentiated value propositions and long-term relationships (Lee, 2023; Atuahene & Owusu, 2023). 

In Nigeria, infrastructural challenges such as erratic power supply, logistics bottlenecks, and regulatory 

uncertainties imposed significant costs, limiting sales growth (Ogundele & Nwankwo, 2022; Okikiola et 

al., 2024). Yet, firms leveraging digital innovations and adaptive marketing strategies consistently 

reported stronger SP outcomes than those dependent on traditional practices (Amah & Joseph, 2025; 

Chukwu & Ibrahim, 2023). Overall, SP was conceptualized as a multidimensional construct shaped by 

financial, technological, customer, and contextual factors. While global literature stressed innovation as a 

performance driver, Nigerian evidence pointed to the dual impact of technological adoption and structural 

constraints, justifying further empirical exploration within ShopRite outlets in Delta and Edo States. 

Theoretical Review 

Technology Acceptance Model (TAM) 

The Technology Acceptance Model (TAM), proposed by Davis in 1989, had been widely applied to 

explain how individuals adopted new technologies. It argued that perceived usefulness and perceived ease 

of use determined adoption intention and actual usage. Over time, scholars extended TAM to include 

constructs such as trust, fairness, and privacy, making it relevant for blockchain in digital marketing 

(Alam et al., 2022; Alhassan & Asamoah, 2023). Perceived ease and usefulness of tokenized experiences 

(PUTE) aligned directly with TAM. When blockchain-based coupons or loyalty points were simple to use 

and added value, customers were more willing to adopt them, consistent with TAM’s predictions (Taylor 

et al., 2025; Onalaja & Otokiti, 2024). Similarly, perceived transparency and authenticity of promotions 

(PTAP) extended TAM’s usefulness dimension, as authenticity and credibility enhanced consumer trust 

and strengthened adoption (Adıgüzel, 2025; Ofili, 2025). Data-privacy comfort and sense of control 

(DPCSC) addressed TAM’s limitation regarding privacy. In blockchain marketing, customers were more 

inclined to engage when they felt assured about personal data protection, consistent with privacy-

extended TAM models (Afolabi & Ogundipe, 2023; Alam et al., 2022). Likewise, perceived fairness and 

anti-fraud credibility of campaigns (PFAFCC) reflected external variables that reinforced trust and 

satisfaction, further encouraging adoption (Agbeyangi et al., 2024; Chukwu & Ibrahim, 2023). Applied to 

ShopRite firms in Delta and Edo States, TAM suggested that high PTAP, PUTE, DPCSC, and PFAFCC 

would increase adoption of blockchain-enabled promotions, thereby improving sales performance. This 

theoretical basis made TAM an appropriate framework for analyzing the study variables. 

Empirical Review 

Adıgüzel (2025) examined blockchain in marketing with the objective of determining how trust, 

transparency, and authenticity shaped consumer engagement. The study relied on literature synthesis and 

case evidence, using thematic analysis. Findings indicated that blockchain authenticity improved 

participation in promotions, and it was concluded that retailers should embed verifiable on-chain badges 

in campaigns. Afolabi and Ogundipe (2023) investigated data security and consumer trust in Nigeria 

using a survey method with regression analysis. They found that privacy assurances predicted intention to 

use blockchain promotions, concluding that consent and security clarity were crucial, and recommended 

stronger data policies in marketing practice. 

Agbeyangi et al. (2024) linked Nigeria’s ICT trajectory to economic sustainability using policy and 

literature analysis. They found that transparent infrastructures like blockchain reduced fraud and 

concluded that retail adoption could foster inclusion. Alam et al. (2022) extended TAM with trust and 

privacy using survey data and SEM. Findings showed privacy and trust significantly influenced adoption 

beyond ease and usefulness. They concluded that privacy assurances must be foregrounded in digital 

campaigns. Similarly, Alhassan and Asamoah (2023) tested TAM in African retail using PLS-SEM on 

survey data. Results showed usefulness and ease mediated trust effects on adoption, with 

recommendations for simplifying usability and building trust. 

Chukwu and Ibrahim (2023) assessed digital innovations in Nigerian retail using survey data and 

regression. They found blockchain and analytics improved acquisition and retention, concluding that 
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innovation portfolios enhanced revenue. Ofili (2025) studied blockchain transparency in Nigerian 

marketing through mixed data. Findings indicated reduced disputes and faster reconciliation. The study 

concluded that blockchain improved accountability and recommended integrating audit trails in retail 

operations. 

Onalaja and Otokiti (2024) reviewed African advertising trends through narrative synthesis and found 

blockchain capable of addressing fraud and measurement gaps. They concluded that transparency tools 

were critical. Taylor et al. (2025), using experiments and regression, showed authenticity labels boosted 

credibility and intention, concluding blockchain proof was superior to generic claims. Other sales-focused 

studies, such as Agyapong and Obeng (2022), Amah and Joseph (2025), Atuahene and Owusu (2023), 

Lee (2023), Okoro and Duru (2024), and Okikiola et al. (2024), confirmed that customer satisfaction, 

managerial practices, and technology adoption strongly predicted sales performance, concluding that 

innovation, fairness, and service quality were vital for sustained growth. 

 

RESEARCH METHODOLOGY 

Research Design 

The study adopted a quantitative research design, specifically a cross-sectional survey approach. This 

design was considered appropriate because the research sought to examine the effect of blockchain in 

digital marketing constructs; perceived transparency and authenticity of promotions (PTAP), perceived 

ease and usefulness of tokenized experiences (PUTE), data-privacy comfort and sense of control 

(DPCSC), and perceived fairness and anti-fraud credibility of campaigns (PFAFCC) on sales performance 

(SP) of ShopRite outlets in Delta and Edo States, Nigeria. The cross-sectional survey allowed data to be 

collected at one point in time from a large number of respondents, thereby enabling robust statistical 

analysis through Ordinary Least Squares (OLS) regression. The design also ensured that consumer 

perceptions could be quantified and directly linked to reported sales-related outcomes. 

Population of the Study 

The population of the study consisted of customers who patronized ShopRite retail outlets in Delta and 

Edo States. Four major outlets were identified and targeted for the study because they represented the 

most active centers of retail activity in the two states. The total estimated customer population was 

obtained from Nigerian Retail Census Reports (2023) and ShopRite Nigeria’s internal customer service 

estimates. 

Table 3.1:                                Population of the Study 

S/N 
ShopRite 

Outlet 
Address/Location 

Estimated Weekly 

Customer Flow 

Estimated Annual 

Customer Population* 

1 
ShopRite 

Asaba 

Asaba Mall, Okpanam Road, 

Asaba, Delta State 
12,000 624,000 

2 
ShopRite 

Warri 

Delta Mall, Effurun 

Roundabout, Warri 
10,500 546,000 

3 
ShopRite 

Benin City 

Benin Mall, Sapele Road, Benin 

City, Edo State 
11,200 582,400 

4 
ShopRite 

Auchi 

Auchi Plaza, Jattu Road, Auchi, 

Edo State 
8,600 447,200 

 
Total 

 
42,300 2,199,600 

Source: Nigerian Retail Census Reports (2023) and ShopRite Nigeria’s internal customer service 

estimates, 2025. 

Annual population was extrapolated by multiplying weekly averages by 52 weeks. Thus, the study 

population was estimated at approximately 2,199,600 customers across the four outlets. 
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Sample Size Determination 

Since the population was large, Yamane’s (1967) sample size formula was used to determine the 

appropriate sample: 

n=N/1+N(e2)  

Where: 

n = sample size 

N = population size = 2,199,600 

e = margin of error (0.05 at 95% confidence level) 

n=2,199,600/1+2,199,600(0.0025)≈400  

Therefore, a minimum of 400 respondents was determined as the sample size for the study. 

Sampling Technique 

The study adopted a proportionate stratified random sampling technique to ensure representativeness 

across the four outlets. Each outlet served as a stratum, and the sample was proportionally allocated based 

on annual customer flows. 

Table 3.2:                         Proportion of Sample Size per Outlet 

ShopRite Outlet Annual Customer Population Proportional Allocation Formula Sample Size 

Asaba 624,000 (624,000 ÷ 2,199,600) × 400 114 

Warri 546,000 (546,000 ÷ 2,199,600) × 400 99 

Benin City 582,400 (582,400 ÷ 2,199,600) × 400 106 

Auchi 447,200 (447,200 ÷ 2,199,600) × 400 81 

Total 2,199,600 — 400 

Source: Researchers Computations, 2025. 

This proportional allocation ensured that larger outlets contributed more respondents, while smaller 

outlets were fairly represented. 

Method of Data Collection 

Primary data were collected through the administration of structured questionnaires distributed physically 

to customers at the four outlets. Respondents were approached using systematic random sampling every 

fifth customer exiting the store was asked to participate until the quota for that outlet was achieved. This 

method minimized interviewer bias and allowed a wide range of customers to be sampled. Ethical 

considerations such as informed consent, anonymity, and voluntary participation were observed. 

Research Instruments 
The instrument used was a structured questionnaire divided into five sections. Section A captured 

demographic information (age, gender, income, education). Section B measured PTAP (e.g., “Promotions 

by ShopRite using blockchain are authentic and transparent”). Section C measured PUTE (e.g., 

“Redeeming blockchain-based loyalty points is easy and useful to me”). Section D measured DPCSC 

(e.g., “I feel my personal information is secure when engaging with blockchain promotions”). Section E 

measured PFAFCC (e.g., “Blockchain ensures ShopRite promotions are fair and free from fraud”). 

Section F measured SP (e.g., “Blockchain-enabled promotions influence my decision to buy more”). 

Items were structured on a 5-point Likert scale ranging from Strongly Disagree (1) to Strongly Agree (5). 

Validity of Research Instruments 

Content validity was established by submitting the questionnaire to three experts in marketing and 

blockchain research at Delta State University. Their feedback was incorporated to refine wording and 

ensure coverage of all constructs. Face validity was ensured through a pilot study with 30 respondents, 

confirming that questions were clear and understandable. Construct validity was supported by aligning 

questionnaire items with definitions from prior literature. 

Reliability of Research Instruments 

Reliability was tested using Cronbach’s alpha after the pilot survey. All constructs exceeded the 

recommended threshold of 0.70, confirming internal consistency. 
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Table 3.3:                   Reliability of Research Instruments 

Variable No. of Items Cronbach’s Alpha Interpretation 

PTAP 5 0.83 Reliable 

PUTE 5 0.81 Reliable 

DPCSC 5 0.79 Reliable 

PFAFCC 5 0.85 Reliable 

SP 5 0.87 Reliable 

Source: Researchers Computations, 2025. 

Method of Data Analysis 

The data collected were coded and analyzed using SPSS version 23. Descriptive statistics (frequency, 

mean, standard deviation) summarized demographic and construct responses. Inferential statistics 

employed OLS regression to test hypotheses. The OLS model specification was: 

SPi=β0+β1PTAPi+β2PUTEi+β3DPCSCi+β4PFAFCCi+ϵi   

Where: 

SPi = Sales performance of respondent I, 

PTAPi = Perceived Transparency and Authenticity of Promotions 

PUTEi = Perceived Ease and Usefulness of Tokenized Experiences 

DPCSCi = Data-Privacy Comfort and Sense of Control 

PFAFCCi = Perceived Fairness and Anti-Fraud Credibility of Campaigns 

β0 = Constant term 

β1…β4 = Regression coefficients 

ϵi = Error term 

 

RESULTS AND DISCUSSION 

This section presents the data analysis. Descriptive statistics were used to highlight dataset trends, while a 

correlation matrix dentified relationships between variables. Hypotheses were tested using multiple 

regressions in SPSS version 23. A total of 400 questionnaires were distributed across customers who 

patronized ShopRite retail outlets in Delta and Edo States, with 308 duly completed and returned, 

yielding a 77% response rate. This strong participation ensures a reliable basis for analysis and exceeds 

the benchmark of Cooper and Schindler (2014), who classify 50% as adequate, 60% as good, and 70% or 

above as excellent. 

Table 4:                            Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

PTAP 308 8 20 16.39 2.530 

PUTE 308 8 20 15.85 2.745 

DPCSC 308 10 20 17.02 2.241 

PFAFCC 308 10 20 16.09 2.443 

SP 308 11 20 16.22 1.993 

Valid N 

(listwise) 
308     

Source: SPSS Version 23 Output, 2025. 

Table 4 presents the descriptive statistics of the study variables using 308 valid responses. PTAP has a 

mean score of 16.39 with a standard deviation of 2.530, showing relatively high ratings with moderate 

variation among respondents. PUTE records a mean of 15.85 and a slightly higher spread of 2.745, 

indicating broader differences in participants’ views on this construct. DPCSC, with a mean of 17.02, 

stands out as the highest-rated variable, reflecting stronger perceptions in this area, while its standard 

deviation of 2.241 suggests responses were fairly consistent. PFAFCC has a mean of 16.09 with moderate 

dispersion (2.443), showing balanced but varied opinions. SP records a mean of 16.22 and the lowest 
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standard deviation of 1.993, highlighting relatively uniform perceptions across respondents. Overall, the 

results reveal that all variables scored on the higher side of the measurement scale, with DPCSC strongest 

and SP most stable. 

Table 5:                                   Correlations 

 SP PTAP PUTE DPCSC PFAFCC 

Pearson Correlation SP 1.000     

PTAP .170 1.000    

PUTE .168 .403 1.000   

DPCSC .272 .343 .331 1.000  

PFAFCC .360 .393 .387 .442 1.000 

Source: SPSS Version 23 Output, 2025. 
 

Table 5 presents the correlation analysis among the study variables. The results show that SP is positively 

correlated with all four independent variables. Specifically, the correlation between SP and PTAP is .170, 

while the relationship with PUTE is slightly similar at .168, both indicating weak but positive 

associations. SP shows a stronger correlation with DPCSC at .272 and the strongest with PFAFCC at 

.360, suggesting that improvements in these constructs are more closely linked to higher sales 

performance. Among the independent variables themselves, PTAP and PUTE correlate at .403, indicating 

a moderate positive relationship. PTAP also correlates positively with DPCSC (.343) and PFAFCC 

(.393), reflecting consistent patterns. Similarly, PUTE relates moderately with DPCSC (.331) and 

PFAFCC (.387). The highest inter-correlation is between DPCSC and PFAFCC at .442, showing a 

relatively strong association. Overall, the results reveal positive interconnections, with PFAFCC 

emerging as most strongly associated with SP. 

Table 6:                                   Mutiple Regression Analysis Result 
Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 15.202 2.012  7.554 .000 

PTAP .346 .133 .279 2.602 .011 

PUTE .774 .183 .772 4.230 .000 

DPCSC .225 .093 .234 2.419 .017 

PFAFCC .203 .054 .196 3.759 .001 

a. Dependent Variable: SP 

Model Summaryb 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate Durbin-Watson 

1 .971a .943 .901 1.633 1.378 

a. Predictors: (Constant), PTAP,PUTE, DPCSC, PFAFCC 

b. Dependent Variable: SP 

ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 183.228 4 45.807 12.417 .000b 

Residual 457.132 84 5.442   

Total 640.360 88    

a. Dependent Variable: SP 

b. Predictors: (Constant), PTAP,PUTE, DPCSC, PFAFCC 

Source: SPSS Version 23 Output, 2025. 
Table 6 shows the multiple regression analysis conducted to determine the effects of PTAP, PUTE, 

DPCSC, and PFAFCC on SP. The model reveals a very strong explanatory power, with R = .971 and R² = 
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.943, meaning that 94.3% of the variation in SP is jointly accounted for by the four predictors. The 

ANOVA result (F = 12.417, p < .001) confirms that the model is statistically significant and fit for 

inference. 

The regression analysis revealed that PTAP significantly influenced SP (B = .346, β = .279, p = .011), 

leading to the rejection of H01. This shows that when promotions are perceived as transparent and 

authentic, consumer trust and participation in retail activities increase, ultimately enhancing sales 

outcomes. The result aligns with the Technology Acceptance Model (TAM), where trust-based 

perceptions reinforce behavioral intention and actual usage. It also resonates with Adıgüzel (2025), who 

found that blockchain authenticity improved consumer engagement in promotions, concluding that 

verifiable on-chain badges increase participation. Similarly, Taylor et al. (2025) demonstrated that 

authenticity labels significantly boosted credibility and purchase intention, further emphasizing the 

importance of transparent promotional practices. Thus, transparency and authenticity serve as market 

signals that reduce skepticism, encourage trial, and drive repeat patronage. 

PUTE recorded the strongest effect on SP (B = .774, β = .772, p < .001), confirming that ease and 

usefulness substantially drive performance outcomes and invalidating H02. This finding is directly 

supported by TAM, which highlights perceived usefulness and ease of use as the most powerful 

determinants of adoption. Alhassan and Asamoah (2023) similarly confirmed that ease and usefulness 

mediated the effect of trust on adoption in African retail, emphasizing the centrality of usability in 

technology-driven campaigns. Alam et al. (2022) further extended TAM to show that privacy and trust 

enhance adoption when coupled with ease and usefulness. In the context of ShopRite, tokenized 

promotions that are simple, seamless, and rewarding lower participation barriers and enhance consumer 

uptake, thereby amplifying sales. This underscores that innovation in retail must prioritize user experience 

while maintaining functional benefits. 

DPCSC was also significant (B = .225, β = .234, p = .017), leading to the rejection of H03. This finding 

indicates that consumers’ confidence in data protection and their perceived control over personal 

information strongly enhance SP. Within TAM’s extended frameworks, privacy assurance is increasingly 

recognized as a determinant of adoption beyond usefulness and ease. Empirically, Afolabi and Ogundipe 

(2023) found that privacy assurances predicted intention to engage with blockchain promotions, stressing 

the importance of clarity and consent. Similarly, Alam et al. (2022) concluded that trust and privacy 

significantly influenced adoption decisions, while Ofili (2025) demonstrated that transparency tools 

reduce disputes and enhance accountability in retail. By linking data comfort with consumer loyalty, this 

finding suggests that ShopRite firms can boost sales by foregrounding data ethics, instituting transparent 

policies, and reinforcing consumer autonomy. 

Finally, PFAFCC had a significant positive relationship with SP (B = .203, β = .196, p = .001), 

warranting rejection of H04. This underscores that when promotions are perceived as fair, credible, and 

resistant to fraud, consumers develop stronger trust, translating into higher sales performance. The result 

aligns with TAM extensions, where trust and fairness reduce uncertainty and encourage adoption. 

Agbeyangi et al. (2024) confirmed that transparent infrastructures reduce fraud, while Onalaja and Otokiti 

(2024) emphasized blockchain’s ability to address fraud and measurement gaps in African advertising. 

Chukwu and Ibrahim (2023) also found that digital innovations, including fraud-prevention mechanisms, 

enhanced customer acquisition and retention. Together, these studies highlight fairness and credibility as 

central to long-term loyalty and performance. In practice, ShopRite firms that integrate anti-fraud 

assurances not only protect reputation but also strengthen consumer confidence, thereby sustaining sales 

growth. 

 

CONCLUSION AND RECOMMENDATIONS 

The study concludes that blockchain in digital marketing significantly improves sales performance in 

Nigerian retail contexts. Each construct—PTAP, PUTE, DPCSC, and PFAFCC—proved vital in shaping 

customer perceptions and driving higher levels of patronage and purchasing. Transparency and 

authenticity reduce skepticism, ease and usefulness improve customer experiences, data-privacy 
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assurances enhance consumer trust, and fairness and anti-fraud credibility strengthen long-term loyalty. 

Collectively, these results validate the Technology Acceptance Model (TAM) by confirming that ease, 

usefulness, trust, and privacy shape consumer adoption behaviors. Empirically, the findings align with 

prior Nigerian and international studies that emphasized blockchain’s role in enhancing consumer 

engagement, reducing fraud, and fostering credibility. This reinforces the strategic imperative for retailers 

such as ShopRite to integrate blockchain solutions into their digital marketing systems. The study 

recommends that:  

i. ShopRite should embed verifiable authenticity features in all blockchain-driven promotions, such as on-

chain validation badges and transparent promotional disclosures, to strengthen consumer trust and sales 

outcomes. 

ii. Efforts should focus on designing blockchain tokenized experiences that are seamless, rewarding, and 

simple for all customer categories. Retailers should provide tutorials or mobile integration to ensure ease 

of use and maximize participation. 

iii. Stronger privacy policies, secure data storage, and explicit consent mechanisms should be integrated 

into blockchain campaigns. This will reassure consumers, improve perceptions of control, and further 

enhance sales. 

iv. ShopRite should emphasize anti-fraud assurances in all campaigns by leveraging blockchain audit 

trails and transparent reporting. Publicizing these protections will strengthen consumer confidence and 

safeguard brand reputation. 
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