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Abstract

The accelerating diffusion of digital marketing tools within Nigeria's electricity payment retail
sector represents an important but under-examined phenomenon. This paper investigates how
digital marketing adoption influences customer patronage among electricity payment retail
companies operating within the Ibadan Electricity Distribution Company (IBEDC) franchise
area, spanning an eleven-year transaction window from 2015 to 2025. Drawing on fintech
transaction datasets sourced from the Nigeria Interbank Settlement System (NIBSS), the Central
Bank of Nigeria (CBN), and individual payment service providers—including Interswitch,
Flutterwave, Remita, and PayAttitude—the study employs a mixed-method case study design
anchored in Technology Acceptance Model (TAM) and Diffusion of Innovation (DOI) theory.
. . Quantitative analysis covers over 187 million discrete electricity payment transactions valued at
Article History approximately NGN 3.74 trillion across the study period. Five periodisation phases capture
Received: 21/08/2026 structural shifts in volume, revenue impact, channel efficiency, and digital access penetration.
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Vol =5 Issue — 9 USSD push campaigns, agent banking outreach, and data-driven loyalty programmes—produced
e measurable increases in repeat patronage rates. The paper contributes a replicable periodisation
framework for distribution company (DisCo) analytics, proposes a Digital Patronage Intensity
Index (DPII), and offers operational guidelines for electricity retail marketers seeking
sustainable competitive positioning in deregulating African power markets.
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both a commercial imperative and a marketing challenge of

Introduction considerable complexity.

Nigeria's electricity distribution sector has witnessed a
profound structural transformation since the completion of the
power sector privatisation programme in November 2013. 3 :
Under the Electric Power Sector Reform Act (EPSRA) of point-of-sale (POS) terminals, and web payment gateways—
2004, the successor Distribution Companies (DisCos) between 2015 and 2025 created new possibilities for
inherited customer bases, infrastructure deficits, and legacy electricity payment retail companies operating as IBEDC-
revenue collection inefficiencies from the Power Holding licensed vending agents. These companies, registered under
Company of Nigeria (PHCN). For the Ibadan Electricity the Nigerian Electricity Regulatory Commission (NERC)
Distribution Company (IBEDC), which services a franchise Meter Asset Provider (MAP) and vending frameworks,
area spanning eight states in southwestern and north-central increasingly adopted digital marketing strategies to attract,
Nigeria—including Oyo, Osun, Ogun, Kwara, Ekiti, Kogi retain, and grow their customer bases within an environment
Kebbi, and Niger—the challenge of migrating millions of characterised by deep structural electricity shortages,

electricity consumers from cash-based meter-reading cycles to widespread metering gaps, and volatile macroeconomic

real-time, channel-diverse digital payment ecosystems became conditions. Yet despite the operational and commercial
significance of this phenomenon, rigorous empirical

examination of the relationship between digital marketing

The proliferation of fintech infrastructure—mobile money
wallets, USSD banking channels, agency banking networks,
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adoption and measurable customer patronage outcomes
remains sparse in the Nigerian energy management literature.

This paper addresses that gap by constructing a detailed
longitudinal case study of IBEDC's digital payment
ecosystem, integrating publicly available transaction data,
regulatory filings with NERC, NIBSS electronic payment
industry reports, and primary data from electricity payment
retailers operating within the franchise area. The paper is
structured around five analytical periodisation phases (2015—
2017; 2018-2019; 2020-2021; 2022-2023; 2024-2025) that
capture the sequential adoption waves of digital marketing
tools and their measurable impacts on customer patronage
metrics including transaction frequency, channel switching
rates, revenue per customer, and churn reduction.

Statement of the Problem

Despite the significant scale of Nigeria's electricity vending
market—estimated by NERC at over NGN 450 billion
annually by 2023—the integration of digital marketing
practices within the electricity payment retail sub-sector
remains ad hoc, under-theorised, and insufficiently measured.
While DisCos such as IBEDC have pursued digitalisation of
their billing and collection processes through partnerships
with fintech aggregators, the marketing strategies deployed by
registered payment retail companies to leverage these digital
platforms have not been systematically evaluated.

The problem is compounded by three structural realities. First,
IBEDC's franchise area encompasses one of Nigeria's largest
rural and peri-urban customer populations, where digital
financial inclusion rates remain low relative to Lagos or
Abuja, creating a heterogeneous adoption landscape. Second,
the collapse of the naira against major currencies between
2022 and 2025—from approximately NGN 460/USD in 2022
to over NGN 1,580/USD by early 2025—introduced severe
input cost pressures and tariff adjustment cycles that disrupted
customer payment behaviour and stressed retailer margins.
Third, NERC's introduction of the Service-Based Tariff (SBT)
framework in 2020 and subsequent Order NERC/2024/001 on
distribution system metering fundamentally altered the value
propositions that payment retailers could communicate to
customers.

These conditions make the study of digital marketing adoption
among IBEDC payment retailers both timely and practically
significant. Absent empirical evidence linking specific digital
marketing strategies to patronage outcomes, retailers and
distribution company management alike are unable to allocate
marketing  investment  rationally,  prioritise  channel
development, or design evidence-based customer loyalty
programmes.

Research Objectives
This study is guided by the following specific objectives:
1. Examine the trajectory of digital marketing adoption
among electricity payment retail companies within
the IBEDC franchise area from 2015 to 2025.

2. Analyse the volume, value, and efficiency of
fintech-mediated electricity payment transactions
across five periodisation phases.

3. Assess the relationship between specific digital
marketing strategies and measurable customer
patronage outcomes.

4. Avaluate the revenue impact of digital channel
adoption on electricity payment retailers and the
IBEDC collection ecosystem.

5. Propose a Digital Patronage Intensity Index (DPII)
as a replicable measurement instrument for DisCo
retail analytics.

6. Offer practical recommendations for digital
marketing strategy deployment among electricity
payment retailers in emerging African power
markets.

Conceptual Definitions
1. Digital Marketing in Emerging Markets

Digital marketing encompasses the promotion of products and
services through digital channels including search engines,
social media platforms, email, mobile applications, and web-
based advertising (Chaffey & Ellis-Chadwick, 2022). In
emerging market contexts, the application of digital marketing
is shaped by infrastructure constraints, mobile-first consumer
behaviour, and the rapid penetration of affordable
smartphones and mobile data. Kannan (2017) argues that
digital marketing in emerging economies is best understood
through the lens of platform-mediated value creation, where
the quality of the underlying digital infrastructure determines
both the reach and conversion efficiency of marketing
communications.

In sub-Saharan Africa specifically, the mobile money
revolution catalysed by M-Pesa in Kenya (Mas & Radcliffe,
2010) has produced comparable digital financial ecosystems
across the continent. In Nigeria, the CBN's financial inclusion
strategy—operationalised through the National Financial
Inclusion Strategy (NFIS) of 2012 and its 2018 and 2022
revisions—established targets for transaction account
penetration, mobile money adoption, and agent banking
coverage that directly shaped the digital marketing
environment within which electricity payment retailers
operate (CBN, 2022). By 2024, Nigeria had over 153 million
active mobile subscribers and approximately 67 million
registered mobile money users (NCC, 2024), providing
payment retailers with an unprecedented addressable digital
audience.

2. Customer Patronage Behaviour and the Electricity

Retail Context
Customer patronage—defined as the consistent and repeated
selection of a particular service provider or retail channel—is
a multidimensional construct shaped by convenience, trust,
price perception, service quality, and social influence (Turley
& Milliman, 2000). In the electricity retail context, patronage
takes on additional dimensions tied to the regulatory structure
of vending: because metered electricity consumers in Nigeria
must recharge prepaid meters through licensed vending
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points, the choice of vending channel (bank branch, POS
agent, mobile app, USSD, or web portal) functions as a proxy
for patronage behaviour.

Adeyemi and Okonkwo (2021) found in a study of Lagos-
based  electricity = consumers  that  convenience—
operationalised as proximity to a vending point and speed of
token delivery—was the dominant driver of channel selection,
accounting for 41% of variance in patronage decisions. This
finding aligns with Nnaji et al. (2019) who documented that
among IBEDC consumers in Ibadan, the shift from physical
vending to mobile USSD channels between 2017 and 2019
was primarily driven by queue avoidance rather than by active
marketing persuasion, suggesting that demand-pull factors
complement supply-push digital marketing in the electricity
retail context.

3. Fintech Adoption in Nigeria's Payment Ecosystem

The growth of Nigeria's fintech sector has been extensively
documented. Nwosu et al. (2023) noted that Nigeria processed
NGN 159.3 trillion in digital payments in 2022, representing a
compound annual growth rate of 38% from 2017, supported
by infrastructure investments from NIBSS, the Nigeria
Interbank Settlement System, and the CBN's regulatory
enablement of payment service banks (PSBs) and super-
agents. Within the electricity sector, NIBSS data for 2023
indicated that electricity-related bill payments constituted
approximately 12.7% of all utility bill transactions by volume,
with mobile payments accounting for 54% of electricity
payment transactions compared to 18% in 2017.

Okafor and Emeka (2022) examined the role of Interswitch's
Quickteller platform in electricity vending across four DisCos,
finding that transaction conversion rates for digital vending
increased from 61% in 2018 to 89% in 2021 following the
introduction of saved meter number features and one-tap
recharge functionality—indicating the critical role of user
experience design as a digital marketing enabler.

4. Marketing Strategy and Competitive Positioning in

Regulated Markets
Porter (1985) established that competitive advantage in
regulated industries derives from the ability to serve defined
customer segments at lower cost or with differentiated value.
In the electricity vending context, payment retailers operate
within a price-regulated environment where the unit cost of
electricity tokens is standardised by NERC, leaving service
quality, convenience, accessibility, and digital experience as
the primary axes of differentiation. Kotler and Keller (2016)
frame this as a service quality competition, where intangible
attributes—reliability, response time, agent competence, and
digital channel usability—determine patronage outcomes.

Theoretical Framework

Davis (1989) proposed the Technology Acceptance Model to
explain individual adoption of information technology,
anchoring behavioural intention to use on two core constructs:
perceived ease of use (PEOU) and perceived usefulness (PU).
Venkatesh and Davis (2000) extended TAM to TAM2,
incorporating subjective norms and job relevance as
additional determinants of adoption. In the context of

electricity payment retail, TAM provides a robust explanatory
lens: customers adopt digital payment channels when they
perceive such channels as useful (reducing time, cost, and
physical displacement associated with token acquisition) and
easy to use (requiring minimal technical proficiency).

The application of TAM to the IBEDC context acknowledges
that the majority of consumers within the franchise area are
low-to-middle income households for whom the barrier of
digital literacy is significant. Digital marketing strategies that
reduce  perceived  complexity—through  USSD-based
transactions requiring only a feature phone, agent-assisted
POS recharging, or WhatsApp-based customer support—
function as practical manifestations of TAM's PEOU
construct applied to patronage acquisition.

Rogers (2003) explained the Diffusion of Innovation Theory
(DOI) which is characterised innovation adoption as a
sequential process across social systems, with adopters
distributed across five categories: innovators, early adopters,
early majority, late majority, and laggards. Each category
displays distinct behavioural patterns and responds to
different marketing stimuli. Applied to the electricity payment
retail sector, DOI theory explains the observed trajectory of
digital channel adoption from 2015 to 2025: the early
adoption of web portals by urban, banked consumers (2015-
2017); the early majority shift to USSD and mobile apps
driven by NCC smartphone penetration (2018-2021); and the
late majority inclusion through agent banking expansion and
POS terminal proliferation (2022—2025).

Integrated Framework: Digital Patronage Intensity Index
(DPI1)

Synthesising TAM and DOI, this study proposes a Digital
Patronage Intensity Index (DPIl) for electricity payment
retailers, operationalised as:

DPII = (DCt x Rv x Cf) / (Churn x Access_Gap)

Where DCt = digital channel transaction volume in period t;
Rv = revenue per digital transaction; Cf = customer frequency
score (repeat transactions per customer per quarter); Churn =
quarterly customer attrition rate; and Access_Gap =
proportion of franchise area without active digital access. A
higher DPIl score indicates a more effective digital
marketing-to-patronage conversion environment. The index is
benchmarked quarterly and enables longitudinal comparison
across DisCo franchise areas.

Methodology

This study adopts a concurrent mixed-method case study
research design (Yin, 2018) in which quantitative transaction
data analysis is conducted in parallel with qualitative
examination of marketing strategy documentation, regulatory
filings, and key informant narratives. The case study unit is
the IBEDC electricity —payment retail ecosystem,
encompassing IBEDC itself, its licensed vending agents,
fintech payment aggregators, and the end consumer base. The
eleven-year longitudinal scope (2015-2025) enables detection
of temporal patterns in digital marketing adoption and
corresponding patronage shifts.
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Primary quantitative data on electricity payment transactions
were extracted from the following credible sources: ()
NIBSS Annual Electronic Payments Reports (2015-2024); (b)
CBN Financial Stability Reports and Payment System Vision
2025 assessments; (c) NERC Annual Reports and Market
Operations data (2015-2024); (d) Interswitch Group
Sustainability and Transaction Reports; (e) Flutterwave
Annual Transaction Summaries; (f) IBEDC customer and
revenue data from its NERC-submitted Annual Performance
Reports; and (g) interviews with seven senior marketing and
technology officers at IBEDC-licensed payment retail
companies conducted between October and December 2024.

Quantitative data were analysed using descriptive statistics,
trend analysis, and regression modelling. A multiple
regression model was estimated with customer patronage
(measured as quarterly transaction frequency per registered
customer) as the dependent variable and digital marketing

Transactions Value (NGN
(M) B)
2015 4.2 28.6
2016 5.8 41.3
2017 8.1 67.9
2018 124 1225
2019 17.6 195.4
2020 22.3 264.8
2021 28.9 387.1
2022 35.6 524.7
2023 41.8 712.3
2024 48.7 963.8
2025* 9.1 214.2

Table 1: Fintech Electricity Payment Transactions — IBEDC Franchise Area (2015-2025)

adoption index scores, channel diversity, USSD penetration
rates, and social media marketing expenditure as independent
variables. Qualitative data from key informant interviews
were subjected to thematic analysis following Braun and
Clarke's (2006) six-phase framework, yielding five primary
themes aligned with the study objectives.

All primary data collection was conducted with the informed
consent of participants. Commercial transaction data used in
the study are aggregated at the market level and do not
disclose individual consumer identities. The study complies
with the Nigeria Data Protection Regulation (NDPR) 2019
and the Data Protection Act 2023.

Findings and Data Analysis

Table 1 below presents the aggregated fintech-mediated
electricity payment transaction data for the IBEDC franchise
area across the eleven-year study period, reconstructed from
NIBSS and NERC data.

Digital Share | Avg. Transaction YoY Growth
(%) (NGN) (%)
9.1 6,810 —
124 7,121 +38.1
17.8 8,383 +39.7
26.3 9,879 +53.1
34.7 11,102 +41.9
46.2 11,876 +26.7
57.4 13,394 +29.6
66.8 14,739 +23.2
74.5 17,040 +17.4
81.9 19,792 +16.5
87.3 23,538 +9.1 (Q1)

Note: 2025 data covers Q1 only. Values in 2022—-2025 reflect nominal naira amounts; real value growth lower due to inflation.

The data reveals a compound annual growth rate (CAGR) of
36.8% in transaction volume across the full period, with
digital channel share rising from a baseline of 9.1% in 2015 to
87.3% in Q1 2025. This trajectory reflects the convergence of
infrastructure expansion, regulatory enablement, and active
digital marketing by payment retail companies. The average
transaction value grew from NGN 6,810 in 2015 to NGN
23,538 in 2025, reflecting both nominal inflation effects and
the progressive migration of higher-value customers from
cash to digital channels.

Five-Phase Periodisation Analysis

Phase I: Infrastructure Seeding (2015-2017)

During the initial phase, digital marketing adoption among
electricity payment retailers was nascent and largely reactive.
The primary digital interface was the IBEDC web portal,
which accounted for approximately 6.3% of total vending
transactions by 2017. Retailers primarily relied on physical
signage, community radio announcements, and informal
word-of-mouth marketing. Transaction volumes grew from
4.2 million to 8.1 million transactions, driven more by the
general growth of the prepaid meter base than by deliberate
digital marketing effort.
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Phase Il: USSD and Mobile Banking Emergence (2018—
2019)

Phase Il witnessed the activation of USSD electricity payment
codes by major commercial banks under the CBN's directive
on USsSD banking (CBN Circular
BSD/DIR/GEN/LAB/09/008, 2017). IBEDC payment
retailers who adopted digital marketing strategies—
particularly SMS campaigns with embedded USSD codes,
Facebook community group advertising, and social media
influencer partnerships—reported patronage frequency gains
of 22-31% relative to non-adopters in the same franchise sub-
zones. Transaction volumes reached 17.6 million by 2019,
with the digital share crossing the one-third threshold.

Phase I11: COVID-19 Acceleration (2020-2021)

The COVID-19 pandemic and associated National Movement
Restrictions of March—-June 2020 produced a structural
disruption in consumer behaviour that permanently elevated
digital channel usage for electricity payment. Physical
vending point closures during lockdown forced a rapid
adoption of USSD, mobile banking apps, and web portals
among previously reluctant consumer segments. IBEDC
introduced WhatsApp-based customer engagement in 2020,
enabling real-time query resolution, balance checking, and
referral voucher distribution. Phase Il data shows a jump in
digital share from 34.7% in 2019 to 46.2% in 2020 and 57.4%
in 2021—the steepest two-year transition in the study period.

Phase 1V: Agent Banking Expansion and SBT Tariff
Adjustment (2022-2023)

Phase IV coincided with the CBN's formal licensing of
Mobile Money Operators (MMOSs) and the rapid expansion of
agent banking networks under organisations such as OPay,

Channel Txn Share Txn Share
2021 2024
USSD Banking 28.4% 24.1%
Mobile App 14.2% 22.7%
Agent/POS Banking 8.6% 21.3%
Web Portal 5.8% 8.9%
Bank 0.4% 10.9%

Transfer/NIBSS

Table 2 illustrates a notable shift in channel mix between
2021 and 2024. While USSD banking remained the single
largest channel by volume in 2024, its share declined as
mobile app transactions grew from 14.2% to 22.7%, reflecting
the impact of smartphone penetration improvements and
retailer-specific app marketing. Agent and POS banking grew
substantially—from 8.6% to 21.3%—driven by the
proliferation of agent networks. Mobile applications delivered
the lowest churn rates (5.4%), likely because app-based
engagement enables push notification re-engagement
marketing unavailable through USSD channels.

Table 2: Digital Channel Efficiency Metrics — IBEDC Area (2021-2024)

PalmPay, and Moniepoint within the IBEDC franchise area.
By year-end 2023, an estimated 48,700 active POS and agent
banking terminals were operational in Oyo, Osun, and Ogun
states alone (CBN Agent Banking Report, 2023). Payment
retailers who integrated their vending systems with agent
networks through application programming interface (API)
partnerships recorded a 47% improvement in new customer
acquisition rates. The simultaneous introduction of NERC's
Service-Based Tariff in 2020 (operationalised through 2022
Eligible ~ Customer  provisions) created  marketing
communication opportunities for retailers to differentiate their
services by supply quality tier, enabling targeted digital
campaigns to Band A and Band B customers.

Phase V: Al-Driven Personalisation and Loyalty
Programmes (2024-2025)

By 2024, the most advanced electricity payment retail
companies within the IBEDC ecosystem had deployed
customer data platforms (CDPs) capable of segmenting their
customer bases by payment frequency, meter type, geographic
zone, and average monthly consumption. These retailers
launched personalised digital marketing campaigns—
delivered via SMS, WhatsApp Business, and push
notifications—that offered loyalty rewards (airtime bundles,
data vouchers, or token discounts) to customers who reached
defined recharge thresholds. Field data from four participating
retailers revealed that loyalty programme participants
exhibited a 34% higher quarterly transaction frequency and a
27% lower quarterly churn rate compared to the non-loyalty
control group.

Channel Efficiency Analysis

Avg. Cost/Txn Token Delivery Churn Rate
(NGN) (sec) (%)
95 12 8.2
65 8 5.4
140 45 6.8
55 9 9.1
80 22 7.3

Revenue Impact Assessment

The revenue impact of digital marketing adoption was
assessed at three levels: the IBEDC collection ecosystem
(total vending revenue), the payment retailer intermediary
level (commission income), and the end-consumer level
(transaction cost savings relative to physical vending).
Analysis of IBEDC Annual Performance Reports submitted to
NERC indicates that total electricity vending revenue from the
franchise area grew from NGN 28.6 billion in 2015 to NGN
963.8 billion in 2024, a 33.7-fold nominal increase. Adjusting
for the cumulative consumer price inflation of approximately
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1,240% over the same period (National Bureau of Statistics,
2024), the real revenue growth represents approximately 2.6-
fold improvement, concentrated primarily in the post-COVID
digital acceleration phases.

At the retailer intermediary level, commission income from
digital transactions—typically ranging from 0.15% to 0.75%
of transaction value under NERC-regulated vending agent

agreements—grew proportionally with digital transaction
values. Retailers who invested in active digital marketing
reported average commission incomes 2.1 times higher than
passive retailers (those who did not deploy structured digital
marketing campaigns), based on structured interviews with a
sample of twelve registered vending agents.

Regression Analysis: Digital Marketing Adoption and Patronage

Table 3: Multiple Regression Results — Predictors of Customer Patronage

Variable B Coefficient

Digital Marketing Adoption 0.63
Index

Channel Diversity Score 0.29
USSD Penetration Rate 0.18
Social Media Marketing 0.14
Spend

Agent Network Coverage 0.22
Loyalty Programme 0.31

Participation

Macroeconomic Volatility -0.09
(control)

Std. Error t-statistic
0.071 8.87 <0.001
0.058 5.00 <0.001
0.043 4.19 <0.001
0.052 2.69 0.008
0.049 4.49 <0.001
0.064 4.84 < 0.001
0.037 —2.43 0.016

Note: R2 = 0.71; Adjusted R? = 0.68; F(7, 124) = 43.12; p < 0.001. *p < 0.05; **p < 0.01; ***p < 0.001.

The regression model explains 71% of variance in customer
patronage scores (Rz = 0.71). Digital marketing adoption
index was the strongest positive predictor (B = 0.63, p <
0.001), followed by loyalty programme participation (B =
0.31, p < 0.001) and channel diversity (B = 0.29, p < 0.001).
Macroeconomic volatility exerted a modest negative effect (B
= —0.09, p < 0.05), confirming that exchange rate instability
and inflation suppress patronage but do not neutralise the
positive effects of digital marketing investment. These
findings provide robust empirical support for the central thesis
of this paper.

Discussion
1. Marketing Strategy Implications

The findings of this study carry important implications for the
marketing strategy of electricity payment retail companies
within regulated distribution franchise areas. The strong
predictive power of the Digital Marketing Adoption Index (B
= 0.63) confirms that systematic, channel-diverse digital
marketing—rather than opportunistic social media posting or
passive web presence—is the decisive variable separating
high-patronage retailers from low-patronage counterparts.
This aligns with the TAM proposition that perceived
usefulness, communicated through deliberate marketing
action, drives adoption and sustains patronage.

The specific marketing strategy components that emerged
from qualitative interviews as most impactful included: (a)

SMS and USSD push campaigns timed to payroll cycles
(27th-3rd of each month), which produced 34% higher click-
to-transaction conversion rates than non-timed campaigns; (b)
WhatsApp Business broadcast lists for meter balance alerts
and recharge reminders, which reduced churn by an average
19% among participating retailers; (c) Facebook and
Instagram geo-targeted advertising to residential communities
within 10 kilometres of physical agent points, which produced
cost-per-acquisition rates 41% lower than radio-based
equivalents; and (d) referral incentive programmes in which
existing customers were rewarded with airtime credits for
each new verified customer enrolled.

2. Technology Leadership in the DisCo Ecosystem
IBEDC's strategic decisions on technology partnerships
profoundly shaped the digital marketing environment for its
payment retailers. The company's 2019 implementation of the
IBEDC Vendor Management System—a centralised API
gateway enabling real-time transaction routing across multiple
fintech aggregators including Interswitch, eTranzact, and
Remita—created the technical foundation for the multi-
channel patronage environment documented in this study.
DisCos that invest in open API infrastructure effectively
empower their retail agent networks to build digital marketing
capabilities on stable transactional rails, a lesson with
applicability beyond Nigeria.

Technology leadership, as documented by the key informants,
was not confined to infrastructure investment. It also
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manifested in data governance: retailers who maintained
structured customer data registers—capturing meter numbers,
payment history, preferred channels, and geographic zones—
were significantly more capable of executing personalised
digital marketing campaigns. This finding reinforces the
argument advanced by Kumar and Reinartz (2018) that
customer lifetime value management is fundamentally a data
management competence before it is a marketing execution
competence.

3. Market Positioning in a Regulated Environment

In a context where electricity token prices are standardised
and supply quality is determined by IBEDC's infrastructure
rather than the retailer, the competitive positioning strategies
available to payment retailers are constrained to service
dimensions: channel accessibility, transaction speed, customer
support responsiveness, and loyalty programme value. The
findings of this study suggest that retailers who positioned
themselves as digital-first service providers—communicating
this positioning through consistent social media content, app
store presence, and agent branding standards—captured
disproportionate shares of new customer registrations during
the Phase IV and Phase V periods.

This competitive positioning dynamic reflects Porter's (1985)
differentiation strategy applied to a near-commodity retail
context: where price and product are fixed by regulation, the
differentiation axis shifts to experience and access. Digital
marketing is the primary instrument through which this
differentiation is communicated and sustained.

4. Lessons from Real-Life Cases

Three case vignettes from the field research illustrate the
practical dimensions of the findings. The first case involves
PowerVend Nigeria Limited, a registered IBEDC vending
agent based in Ibadan's Oluyole district, which launched a
WhatsApp Business account in January 2021 with a curated
broadcast list of 4,300 registered customers. By December
2023, the broadcast list had grown to 22,700 contacts, and the
retailer attributed 38% of its quarterly transaction volume to
WhatsApp-initiated recharges, having invested less than NGN
250,000 annually in the channel. The second case features
BrightToken Services Limited in Osogbo, Osun State, which
partnered with OPay's super-agent network in 2022 to extend
its vending footprint to 34 OPay terminal operators. The
partnership resulted in a 214% increase in transaction volume
within 18 months without a proportionate increase in direct
marketing  expenditure—demonstrating  the  patronage
amplification effect of agent network integration.

The third case concerns E-Power Retail Hub in llorin, Kwara
State, which launched a structured loyalty programme in Q2
2023 offering cumulative airtime rewards at NGN 5,000,
NGN 10,000, and NGN 20,000 recharge thresholds. Within
two quarters, the programme enrolled 6,200 active loyalty
customers, who exhibited a mean quarterly recharge
frequency of 4.7 transactions compared to 2.9 transactions for
non-enrolled  customers—closely  consistent  with  the
aggregate regression finding on loyalty programme
participation (f = 0.31).

Contributions to Knowledge and Practice

This study makes several distinct contributions to knowledge
and practice in digital marketing, energy management, and
emerging market business strategy.

Theoretically, the paper advances the integrated application of
TAM and DOI theory to the electricity retail sector,
demonstrating that the two frameworks are complementary in
explaining multi-phase adoption trajectories. The proposed
Digital Patronage Intensity Index (DPII) constitutes a novel
measurement instrument that has not previously appeared in
the energy marketing literature and offers an actionable tool
for DisCo analysts, payment retailers, and regulatory
economists.

Empirically, the construction of an eleven-year longitudinal
fintech transaction dataset for the IBEDC franchise area
addresses a significant data gap in the Nigerian power sector
literature. The five-phase periodisation framework provides a
replicable analytical scaffold applicable to other DisCo
franchise areas and to comparable regulated retail utility
contexts in Ghana, Kenya, Tanzania, and South Africa.

Practically, the study provides electricity payment retailers
with evidence-based guidance on which digital marketing
strategies deliver the highest patronage returns per naira of
investment. The finding that WhatsApp Business broadcast
marketing, loyalty programme design, and agent network API
integration generate the highest marginal patronage gains
offers actionable strategic direction for retail marketing
managers.

Conclusion

This paper has examined the relationship between digital
marketing adoption and customer patronage among electricity
payment retail companies operating within the IBEDC
franchise area across an eleven-year longitudinal period from
2015 to 2025. The evidence assembled from fintech
transaction datasets, NERC regulatory filings, NIBSS
payment industry reports, and primary field research
converges on a clear and robust conclusion: structured, multi-
channel digital marketing adoption is a statistically significant
and practically meaningful driver of customer patronage in the
electricity payment retail context.

Transaction volumes within the IBEDC ecosystem grew from
4.2 million to over 48.7 million annually over the study
period, with digital channel share rising from 9.1% to over
81.9%. This transformation was not merely infrastructure-
driven; it was marketing-mediated. Retailers who invested
systematically in digital marketing capabilities—building
customer data assets, deploying WhatsApp and SMS
engagement channels, partnering with agent networks, and
launching  structured  loyalty = programmes—captured
disproportionate market shares and exhibited substantially
lower customer churn rates.

The study's findings have implications beyond the IBEDC
franchise area and beyond Nigeria. As electricity distribution
markets across sub-Saharan Africa progressively deregulate,
the question of how to compete effectively within regulated

*Corresponding Author: Godwin Orakpowenri Orovwiroro,.

This work is licensed under a Creative Commons Attribution-NonCommercial 4.0 International License.

@ ® @:prright 2026 GSAR Publishers All Rights Reserved

Page 17



Global Scientific and Academic Research Journal of Economics, Business and Management ISSN: 2583-5645 (Online)

retail environments through digital marketing will become
increasingly central to the strategic agendas of DisCos,
payment retailers, and fintech platform operators alike. The
DPIl framework and the five-phase periodisation model
offered in this paper provide practical analytical tools for
navigating that competitive landscape.

Recommendations
1. For Electricity Payment Retail Companies
Based on the findings, the following recommendations are
offered:
* Invest in customer data infrastructure: Build
structured customer databases capturing meter

The National Identity Management Commission
(NIMC) should accelerate its digital identity
verification APl to enable seamless Know Your
Customer (KYC) compliance for new electricity
payment retail customer registrations.
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