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Abstract - This study explored the transformative potential of blockchain and Information Technology (IT) within digital
marketing, framed by the Triple Helix Model of collaboration among academia, industry, and government. Utilizing a sample
of 145 respondents from lIringa Municipal, Tanzania, the research examined key indicators such as awareness and
understanding of blockchain, perceptions of its impact on marketing efficiency, trust and transparency in blockchain-based
marketing, data privacy concerns, and collaboration dynamics in the Triple Helix model. The findings revealed a moderate
level of familiarity with blockchain concepts, significant concerns regarding data privacy, and varying perceptions of the
effectiveness of government regulations. In general, the study highlighted the challenges and opportunities blockchain presents
in enhancing marketing practices. It emphasized the importance of collaborative efforts to drive innovation and address
regulatory hurdles. These insights contribute to a deeper understanding of how blockchain and IT can reshape marketing

strategies in a rapidly evolving digital landscape.
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1. Introduction

In recent years, the rapid advancement of technology has
driven profound changes in the marketing landscape, pushing
businesses to innovate beyond traditional methods.
Integrating  blockchain  technology and Information
Technology (IT) has emerged as a transformative force in
digital marketing, offering new ways to enhance
transparency, data security, and consumer trust. This shift,
particularly in the Triple Helix model, which involves
collaboration  between universities, industries, and
governments, represents a significant evolution in how
marketing strategies are developed and executed. By
leveraging blockchain’s decentralized and secure nature,
organizations can address the growing concerns over data
privacy and accountability while IT advancements further
streamline marketing processes. When implemented within
the Triple Helix framework, this study explores how these
technologies reshape the digital marketing environment,
providing a foundation for more trustworthy, transparent, and
efficient marketing practices.Initially — developed for
cryptocurrencies, blockchain technology has gained
significant traction due to its potential applications beyond
finance [1]. Its decentralized nature ensures data
transparency, security, and immutability, making it ideal for

disrupting industries that rely on trust, efficiency, and
traceability [2]. Blockchain's unique features, such as privacy
and decentralization, benefit various fields, including the
Internet of Things, energy, finance, healthcare, and
government [1]. The technology enabled increased
efficiency, enhanced traceability, and reduced costs across
different industrial sectors [2]. Notably, the emergence of
decentralized applications (DApps) further expanded
blockchain's potential, offering highly transparent and
censorship-resistant solutions [3]. Despite challenges like
scalability and security, blockchain continued to evolve, with
platforms like Hyperledger Besu implementing smart
contracts to automate processes and reduce manual
intervention [4]. In Tanzania, blockchain could enhance
healthcare record management, land registration systems, and
banking security [5]. However, awareness and adoption
remained low, with only 25.3% of procurement experts
familiar with blockchain applications in supply chain
operations [6]. Globally, blockchain technology has
applications in various sectors, including finance, insurance,
supply chain management, energy, and healthcare [7]. In the
architecture, engineering, and construction industry,
blockchain integration with Building Information Modeling
(BIM) processes could improve data management, security,
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and collaboration [8]. Despite its potential, blockchain faces
challenges in scalability, security, and regulation [7].
Integrating blockchain technology in digital marketing has
shown significant potential for enhancing transparency, trust,
and security. Studies have explored various applications,
including decentralized advertising, tokenized rewards, and
supply chain transparency [9, 10]. Blockchain's ability to
ensure data integrity and eliminate intermediaries has been
found to increase consumer trust and simplify marketing
processes [10]. Research has demonstrated blockchain's
effectiveness in reducing ad fraud, improving customer
engagement, and transforming marketing analytics [11, 12].
Specific use cases such as rewarding web users for
interactions, compensating content creators, and securing
user data have been identified as promising areas for
innovation [9]. However, challenges remain, including the
need for regulatory frameworks to address data privacy
concerns and promote interoperability [12].

Blockchain technology presents a transformative
opportunity for the digital marketing sector, offering
enhanced transparency and trust in campaign management.
The technology's ability to combat ad fraud, verify ad
impressions, and ensure data integrity was highlighted [13].
Blockchain also enabled the creation of customer-oriented
platforms, improving interactions between consumers and
businesses [9]. The studies emphasized blockchain's potential
to eliminate intermediaries, making marketing processes
more efficient and cost-effective [10]. However, scalability,
speed, and interoperability must be addressed for widespread
adoption [14]. Overall, blockchain demonstrated significant
promise in reshaping digital marketing practices. Recent
studies have explored the potential of blockchain technology
in revolutionizing marketing practices. Blockchain can
enhance customer-centric marketing by facilitating secure,
verified transactions and improving data analytics [15]. It
offers benefits such as combating click fraud, reinforcing
trust and transparency, and enabling creative loyalty
programs [16]. Blockchain-enabled marketing analytics can
improve campaign transparency and effectiveness,
addressing challenges in conventional marketing analytics
[12].

The technology has shown relevance in various
marketing aspects, particularly in supply chain management
and internal operations [17]. These advancements allow
marketers to target consumers more effectively, penetrate
existing markets, and create new online marketplaces [16].
However, adopting blockchain in marketing also raises
concerns about data privacy and the need for regulatory
frameworks to manage these issues [12]. In Tanzania,
blockchain and artificial intelligence significantly influenced
SME marketing practices, highlighting the potential for
enhanced customer experiences and business growth [18].
Data-driven  technologies, including blockchain and
programmatic advertising, were found to facilitate customer-
centric marketing by enabling secure transactions and
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targeted advertising [15]. The adoption of Industry 4.0
technologies, such as 10T, cloud computing, and big data
analytics, was identified as crucial for integrating supply
chain  management and marketing processes [19].
Blockchain's application in marketing addressed challenges
related to big data, privacy, and fraud, with research streams
focusing on e-commerce, data analytics, and security [20].
These studies collectively emphasized the transformative
potential of blockchain and associated technologies in
revolutionizing  marketing  strategies and  customer
engagement.

Information Technology (IT) was crucial in enhancing
marketing efforts and supply chain resilience through various
technologies. IT integration in marketing strategies enabled
businesses to leverage digital platforms, social media, and
data analytics for personalized customer engagement and
competitive advantage [21]. In international marketing, IT
reshaped traditional strategies and opened new opportunities
for global expansion [22]. The Internet of Things (loT) and
blockchain technologies addressed privacy concerns in smart
marketing systems while harnessing big data for improved
decision-making [23]. In supply chain management, IT tools
like Artificial Intelligence (Al), loT, and blockchain enhance
resilience by providing real-time visibility, predictive
analytics, and secure information sharing. Digital platforms
and cloud-based solutions fostered collaboration and agility,
enabling organizations to respond swiftly to disruptions and
uncertainties in the global business environment [24].

IT played a crucial role in enhancing marketing efforts
and business competitiveness in Tanzania. IT resources,
human skills, and industry-specific knowledge significantly
influence firms' capabilities and competitive advantage in the
tourism sector [25]. For Small and Medium Enterprises
(SMEs), integrating blockchain and artificial intelligence
technologies substantially impacted marketing strategies,
improving customer experiences and driving business growth
[18]. IT usage in SMEs facilitated market accessibility,
increased profitability, and expanded marketing coverage,
although only a small percentage of businesses utilized IT for
marketing campaigns [26].

On a broader scale, IT transformed international
marketing practices by reshaping traditional strategies and
creating new business opportunities worldwide [27]. These
findings underscore the importance of IT in enabling
blockchain-based solutions and leveraging data analytics to
enhance marketing efforts in Tanzania.The Triple Helix
model, focusing on collaboration among academia, industry,
and government, has been widely studied for its role in
driving innovation and knowledge-based development.
Research has shown that this collaboration can foster the
adoption of new technologies, including Industry 4.0 and
blockchain [28]. The model emphasizes the enhanced role of
universities in the transition to a knowledge-based society
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[29] and highlights the importance of knowledge
capitalization and innovation [30]. Studies have explored the
current state of the Triple Helix model, identifying potential
weaknesses and proposing new frameworks to strengthen
collaboration [31]. The model's explanatory power has been
enhanced by integrating various social science concepts, and
its application has expanded to multiple disciplines [29].

Researchers have also proposed region-specific Triple
Helix models to address local economic challenges and
promote technology adoption [28]. In emerging economies,
new technology-based firms leverage Triple Helix
collaborations to overcome resource constraints and
accelerate early internationalization [32]. However,
challenges remain in implementing effective Triple Helix
collaborations,  including  clearer role  definitions,
strengthened  partnerships  between higher education
institutions and the private sector, and improved research
commercialization [31]. To maximize the benefits of the
Triple Helix model, it is essential to continuously realign
strategies to meet the changing needs of network actors and
foster a virtuous cycle of innovation adoption and
valorization [28, 31].

The problem addressed in this study stemmed from the
growing challenges in digital marketing, particularly
concerning transparency, data privacy, and consumer trust.
Traditional marketing approaches have struggled to keep
pace with the increasing demand for secure and transparent
interactions between consumers and brands, leading to a trust
deficit in digital platforms. Despite the innovation potential,
the lack of integration between blockchain technology and
information technology within the Triple Helix framework
has limited the capacity for collaboration between academia,
industry, and government. This study explored how
blockchain and IT could reshape digital marketing practices
to overcome these challenges, fostering greater trust and
accountability.

The study's objective was to investigate how blockchain
technology and information technology, within the context of
the Triple Helix model, could transform digital marketing
strategies. It aimed to identify the potential benefits of
integrating these technologies to enhance transparency,
improve data security, and build consumer trust in digital
marketing practices. By examining the interplay between
academia, industry, and government, the study sought to
provide insights into innovative approaches that could
address existing challenges in the digital marketing
landscape. The study's main contribution was that it provided
a comprehensive analysis of how blockchain and information
technology, within the framework of the Triple Helix model,
reshaped digital marketing strategies. It offered valuable
insights into the potential of blockchain to enhance
transparency, accountability, and consumer trust in
marketing while also addressing critical challenges such as
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data privacy and scalability. By integrating perspectives from
academia, industry, and government, the study advanced
understanding of how these sectors could collaborate to drive
innovation and create more secure and efficient marketing
ecosystems.The remaining part of the paper is organized as
follows: Methodology is presented in Section 2, results and
discussion of the study are presented in Section 3, and the
conclusion and recommendations are in Section 4.

2. Methodology

The study's methodology employed a mixed-methods
approach, combining quantitative and qualitative data
collection techniques to analyse blockchain comprehensively
and IT's impact on digital marketing in a Triple Helix
context. The study's sample size consisted of 145
participants, selected through a purposive sampling method
to ensure representation from academia, industry, and
government sectors. Data were gathered using structured
questionnaires and in-depth interviews. The questionnaires
were designed to capture participants’ awareness,
perceptions, and experiences related to blockchain
technology in marketing, while the interviews offered deeper
insights into the challenges and opportunities blockchain
presented. Quantitative data were analyzed using descriptive
statistics, and qualitative data were thematically analyzed to
identify key patterns and themes. The methodology ensured a
balanced perspective from all three sectors of the Triple
Helix model, providing a holistic understanding of the role of
blockchain and IT in reshaping digital marketing strategies.

3. Results and Discussion

The results and discussion section provided an in-depth
analysis of the findings from the study, highlighting the
significant insights gathered from the respondents regarding
the impact of blockchain and IT on digital marketing
strategies within the Triple Helix framework. The data
revealed a range of perspectives on how these technologies
reshaped marketing practices, addressed key challenges, and
created new opportunities for collaboration among academia,
industry, and government. By analyzing both quantitative
and qualitative responses, the section aimed to draw
meaningful conclusions that contribute to the ongoing
discourse on the evolving landscape of digital marketing.

3.1. Demographic Information of the Respondents

The study involved a diverse sample of 145 respondents
from Iringa Municipal, Tanzania. Demographic information
collected included age, gender, education level, occupation,
and industry or sector. This diverse sample provided a
broadrepresentation of the local population, allowing for a
comprehensive analysis of the impact of blockchain and IT
on digital marketing in the region. By examining various
occupations and sectors, the study aimed to uncover insights
into how different groups perceived and engaged with these
technologies in the marketing landscape.
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3.1.1. Age of the Respondents

The age distribution of respondents in the study, as
shown in Table 1, highlighted various perspectives. The
largest group, comprising 50 individuals aged 25-34 years,
represented approximately 34.5% of the sample. This
demographic was particularly engaged with the implications
of blockchain technology and digital marketing, often
reflecting a blend of familiarity with digital tools and a
strong interest in emerging technologies. Respondents in this
age bracket noted their readiness to adapt to new marketing
strategies driven by advancements in  blockchain,
emphasizing their belief in the potential for increased
efficiency and transparency in digital marketing practices.

Following closely, the group of respondents aged 35-44
years accounted for 24.1% of the sample, totaling 35
individuals. This group brought valuable insights drawn from
their professional experiences, with many highlighting the
challenges and opportunities they perceived in integrating
blockchain into existing marketing frameworks. Their
discussions often centered around the need for education and
training to fully leverage the benefits of blockchain
technology, suggesting that while they recognized its
potential, they also felt the need for greater clarity on its
practical applications. The younger demographic of 18-24
years, although the smallest group with 20 respondents
(13.8%), expressed a keen enthusiasm for blockchain’s role
in shaping future marketing landscapes. They demonstrated
an awareness of contemporary digital trends and a desire to
be at the forefront of technological advancements.
Conversely, the group aged 45 years and above, representing
27.6% of the respondents with 40 individuals, exhibited a
mix of skepticism and cautious optimism. Many shared their
concerns regarding data privacy and security, reflecting their
experiences with past technological shifts. Overall, the age
distribution provided a rich tapestry of views, illustrating

how varying experiences and perspectives influenced the
understanding and expectations surrounding blockchain in
marketing.

3.1.2. Gender of the Respondents

The gender distribution among respondents in the study,
as per table 1, indicated a predominance of male participants,
who comprised 55.2% of the sample, totaling 80 individuals.
This significant representation provided insights into men's
perspectives regarding blockchain technology and its
implications for digital marketing. Many male respondents
expressed a strong familiarity with digital tools and
technologies, often discussing their experiences in the
industry and how they perceived blockchain as a
transformative force in marketing strategies.

They highlighted the potential for enhanced data
security and efficiency, emphasizing the advantages of
blockchain in building consumer trust.Female respondents
accounted for 44.8% of the sample, totaling 65 individuals.
This group brought diverse insights and experiences, often
highlighting different concerns and expectations regarding
blockchain technology. Female respondents frequently
underscored the importance of ethical considerations in
digital marketing, particularly in relation to data privacy and
security. Many expressed a desire for more inclusive
discussions around blockchain applications, emphasizing the
need for gender representation in the technology sector. They
pointed out that while they recognized the potential benefits
of blockchain, they also felt it was crucial to address the
ethical implications and ensure that technological
advancements served a broader audience. The gender
distribution revealed valuable contrasts in perspectives, with
male respondents leaning more towards the technical
advantages of blockchain, while female respondents
emphasized ethical considerations and inclusivity.

Table 1. Demographic information of the respondents

Demographic Variable Category Frequency Percentage (%)
Age 18-24 years 20 13.8
25-34 years 50 34.5
35-44 years 35 24.1
45 years and above 40 217.6
Gender Male 80 55.2
Female 65 44.8
Education Level Advanced Level or Below 25 17.2
Diploma/Certificate 35 24.1
Bachelor’s Degree 55 37.9
Postgraduate Degree 30 20.7
Occupation Marketing 40 217.6
IT/Tech 35 24.1
Finance 30 20.7
Other 40 27.6
Industry/Sector Government 35 24.2
Academia 45 31.0
Industry (Private Sector) 65 44.8
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This gendered lens enriched the study, underscoring the
importance of diverse viewpoints in understanding the
multifaceted impact of blockchain and IT on digital
marketing. The findings suggested that a more balanced
representation of genders could lead to more comprehensive
and effective marketing strategies in the evolving digital
landscape.

3.1.3. Education Level of the Respondents

The educational background of the respondents provided
a rich context for analyzing their perspectives on blockchain
technology and its implications for digital marketing.
According to table 1, among the participants, 25 individuals,
accounting for 17.2%, had completed their education at the
Advanced Level or below. This group often expressed a
foundational understanding of technology but desired more
information on advanced concepts like blockchain. Their
feedback highlighted a knowledge gap that could hinder their
engagement with digital marketing strategies leveraging
blockchain technology.The next segment of respondents,
comprising 35 individuals (24.1%), held a diploma or
certificate.

This group demonstrated a moderate level of technical
knowledge and practical skills related to marketing. They
frequently discussed how their educational experiences had
introduced them to various digital tools and platforms.
However, many expressed uncertainty about blockchain's
specific applications in marketing. They recognized its
potential but were eager to learn how to integrate it into their
existing marketing practices.The largest group in the study
consisted of 55 respondents, representing 37.9%, who held a
Bachelor’s Degree. This cohort exhibited a higher level of
familiarity with blockchain concepts and their implications
for marketing.

Many respondents in this category articulated detailed
insights about how blockchain could enhance data
transparency and consumer trust in marketing initiatives.
Their educational background equipped them with the
analytical skills to assess blockchain adoption's benefits and
challenges critically.Lastly, 30 respondents, or 20.7%, had
obtained a Postgraduate Degree. This group displayed a
sophisticated understanding of blockchain technology and its
strategic applications in digital marketing. They often
discussed complex ideas such as smart contracts and
decentralized systems, emphasizing the transformative
potential of blockchain in reshaping marketing strategies.
Many respondents also highlighted the importance of
aligning blockchain implementation with current regulatory
frameworks to ensure compliance and build consumer
confidence. The varied educational backgrounds of the
respondents enriched the study by providing a spectrum of
insights, illustrating how varying levels of education
influenced their perceptions and understanding of blockchain
technology in the context of digital marketing.
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3.1.4. Occupation of the Respondents

The occupation of the respondents, as shown in Table 1,
played a significant role in shaping their insights regarding
blockchain technology and its impact on digital marketing
strategies. Among the participants, 40 individuals identified
as working in marketing, accounting for 27.6% of the
sample. This group expressed a strong interest in
understanding how blockchain could enhance marketing
practices, particularly in improving data transparency and
consumer trust. Many marketing professionals articulated the
need for innovative solutions to combat data privacy
concerns and fraud in digital advertising. Their discussions
often revolved around the potential of blockchain to create
more accountable and efficient marketing campaigns. In
addition to the marketing professionals, 35 respondents,
representing 24.1%, were employed in the IT or tech sector.
This group brought a technical perspective to the discussions
about blockchain, often highlighting its foundational
principles, such as decentralization and immutability. Their
familiarity with technological concepts allowed them to
engage deeply with the potential applications of blockchain
in marketing. Many IT professionals underlined the
importance of interoperability between blockchain systems
and existing marketing platforms, emphasizing that
successful implementation would require collaboration
between marketing and technology teams. Their insights
indicated recognising the challenges and opportunities when
integrating new technologies into established practices.
Another significant segment of the respondents comprised 30
individuals from the finance sector, making up 20.7% of the
sample.

These participants offered a unique viewpoint, often
relating their experiences with blockchain in the context of
financial transactions and regulatory compliance. Their
concerns about the implications of blockchain for consumer
data security and privacy were particularly pronounced.
Many in this group expressed that a deeper understanding of
blockchain's capabilities was fundamental for leveraging its
advantages in finance-related marketing initiatives, such as
targeted advertising and consumer engagement strategies.
Finally, 40 respondents, or 27.6%, fell into the “other”
category, which included various professions ranging from
educators to entrepreneurs. This group provided varied
perspectives on the intersection of blockchain technology
and marketing, reflecting various experiences and insights.
Some expressed skepticism about the practicality of
blockchain in marketing, questioning whether the potential
benefits outweighed the complexities involved in its
implementation.  Others  viewed blockchain as a
transformative technology that could disrupt traditional
marketing models and enhance customer relationships. In
general, the diverse occupational backgrounds of the
respondents enriched the study by presenting a multifaceted
view of how blockchain technology could reshape digital
marketing practices across different sectors.
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3.1.5. Industry/Sector of the Respondents

The study included respondents from various industries
and sectors, highlighting the diverse perspectives within the
framework of the triple helix model. As illustrated in Table
1, among the 145 participants, 65 respondents, accounting
for 44.8%, identified themselves as working in the private
sector. This substantial representation underscored the
critical role of industry stakeholders in shaping and adopting
blockchain and IT innovations in digital marketing.
Participants from the private sector expressed strong interest
in how these technologies could enhance operational
efficiency and marketing strategies, reflecting a keen
awareness of the potential competitive advantages offered by
blockchain.

In contrast, the academic sector contributed 45
respondents, representing 31.0% of the sample. These
participants were primarily engaged in research and
educational roles, and their insights emphasized the
importance of integrating emerging technologies into
curricula and research initiatives. They articulated a vision
for blockchain as a transformative force, particularly in data
transparency and accountability within marketing practices.
Their responses often highlighted the need for a collaborative
approach between academia and industry to foster innovation
and prepare future professionals for the evolving digital
landscape. Lastly, 35 respondents, or 24.1%, represented
government sectors.

Their perspectives were particularly focused on
regulatory frameworks and policy implications surrounding
the adoption of blockchain technologies. Government
representatives expressed concerns about the necessity for
clear regulations to protect consumer rights and encourage
innovation.

They noted the importance of aligning public policy
with technological advancements to create a supportive
environment for blockchain initiatives. The varied sectoral
representation in the study provided a well-rounded
understanding of the challenges and opportunities that
blockchain and IT present in reshaping digital marketing
practices.

3.2. Awareness and Understanding of Blockchain and IT in
Marketing

The study assessed respondents’ awareness and
understanding of blockchain and its marketing through three
key sub-indicators: familiarity with blockchain concepts,
understanding of its applications in marketing, and
knowledge of blockchain’s marketing use cases.
Respondents were asked about their familiarity with
foundational blockchain concepts such as decentralization
and smart contracts, their understanding of how it is applied
in marketing, and their awareness of specific blockchain use
cases. This evaluation provided valuable insights into the
participants' overall knowledge.

Awareness and Understanding of Blockchain and IT in Marketing
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Fig. 1 The awareness and understanding of blockchain and IT in marketing sub-indicators
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3.2.1. Familiarity with Blockchain Concepts

In the study, according to Figure 1, participants were
asked about their Familiarity with Blockchain Concepts, and
the responses varied significantly across different levels of
understanding. A substantial portion of respondents, 45
participants (31%), indicated they were very familiar with
blockchain principles such as decentralization, immutability,
and smart contracts.

These individuals demonstrated a high level of comfort
with the technology, often mentioning how they had been
exposed to blockchain through academic research or
professional applications. One respondent explained:

"...I have been involved in projects where we explored
blockchain for secure data management, which gave me a
deep understanding of how decentralized systems work..."

The largest group, comprising 70 respondents (48%),
were somewhat familiar with blockchain concepts. These
participants were generally aware of the technology,
particularly its potential applications, but acknowledged that
they lacked a deep, technical understanding. Many in this
group stated that they had encountered blockchain in
discussions related to IT or finance but had not worked with
it directly. One participant noted:

"... | have read about blockchain and understand its
basics, but | have not had hands-on experience using it. |
know about decentralization and smart contracts, but | do
not fully grasp how they work in practice...”

Finally, 30 respondents (21%) reported being unfamiliar
with blockchain. These participants often cited that they had
heard the term "blockchain™ in passing but did not fully
understand its meaning or potential applications. Several of
them expressed a desire to learn more but felt that
blockchain's technical jargon made it difficult for non-
specialists to engage. One respondent shared:

"... | have seen blockchain mentioned in articles, but
honestly, | do not know much about it. It seems too complex,
and | have not found a straightforward explanation that
makes sense to me..."

The varying levels of familiarity across the sample
reflected the broader state of blockchain awareness in the
industry, highlighting both the progress made in
understanding and the significant knowledge gaps that still
exist.

3.2.2. Understanding of IT Applications in Marketing

In the study, respondents shared diverse perspectives
regarding their Understanding of IT Applications in
Marketing, revealing different levels of familiarity and
expertise. As per Figure 1, 40 participants (27.6%)
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demonstrated a high understanding of how IT solutions, such
as data analytics and artificial intelligence, are leveraged in
digital marketing. These respondents deeply understood how
technology could be integrated into marketing strategies to
enhance customer engagement, optimize ad targeting, and
improve overall campaign effectiveness. Many of them had
firsthand experience working with IT systems in marketing,
with one respondent explaining:

"... We have been using Al-driven tools for years to
analyze customer behavior and personalize ads. It has been
a game-changer for how we approach our campaigns..."

A majority of the respondents, 75 participants (51.7%),
reported having a moderate understanding of IT applications
in marketing. These individuals understood the essential
functions of IT tools in the marketing landscape, such as
using customer data to improve targeting or employing
analytics for performance measurement. However, their
knowledge was not as advanced or detailed. They were
familiar with the potential of these technologies but had less
practical experience implementing them. As one respondent
remarked:

"... | am aware of how IT tools like CRM systems or
data analytics platforms can improve our marketing efforts,
but | have mostly been exposed to them through workshops
or industry events rather than using them directly..."

On the other hand, 30 respondents (20.7%) reported
having a low understanding of IT applications in marketing.
These participants struggled to grasp the full scope of how
technology could be utilized in modern marketing practices.
Many admitted that while they had heard of terms like Al or
data analytics, they did not fully understand how these tools
worked or how they could be applied to enhance marketing
strategies. One respondent reflected:

”... | have heard a lot about Al and data being used in
marketing, but I have not had the chance to explore it much.
There is a big gap between what is possible and what |
know..."

The differences in understanding revealed a broader
trend in the industry where, despite growing exposure to
advanced IT tools, significant disparities still existed in terms
of how well individuals and organizations could apply these
technologies to marketing. The study highlighted the need
for further education and training to bridge these knowledge
gaps, particularly as IT reshapes the digital marketing
landscape.

3.2.3. Knowledge of Blockchain’s Marketing Use Cases

In the study, respondents, according to Figure 1,
expressed varying levels of Knowledge of Blockchain’s
Marketing Use Cases, reflecting a spectrum of awareness
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regarding how blockchain technology could be applied to
marketing practices. 55 participants (37.9%) demonstrated
high awareness and deep understanding of specific use cases,
such as smart contracts for ad buys, supply chain
transparency, and consumer data privacy.

These respondents were well-versed in blockchain's
potential to revolutionize marketing, particularly in providing
transparency and accountability. One respondent noted:

... We have started using blockchain to track our
advertising spend, drastically improving our transparency
with clients. Now, they can see exactly where every dollar
goes in real-time..."”

The largest group, 65 respondents (44.8%), indicated
moderate awareness of blockchain’s applications in
marketing. These participants understood some aspects of
how blockchain could be integrated into marketing strategies,
but their knowledge was more surface-level and less detailed
than those with high awareness. They were familiar with the
technology but had limited direct experience or involvement.
As one respondent shared:

"... | have heard about blockchain’s use in loyalty
programs and data protection, but we have not fully
implemented it in our marketing strategies yet. It sounds
promising, but it is still somewhat theoretical for us at this
stage..."

In contrast, 25 respondents (17.2%) were unaware of
blockchain’s marketing use cases. These individuals had
minimal exposure to how blockchain could enhance
marketing efforts, and many were unfamiliar with the
specific applications discussed by other participants. Some
struggled to see how blockchain could play a significant role
in marketing, with one respondent admitting:

"...honestly, I do not know much about blockchain. |
have heard about it in finance but did not realize it could be
useful for marketing. It still feels like something out of reach
forus..."

The results highlighted a clear divide in the knowledge
base regarding blockchain’s potential in marketing, with a
significant portion of respondents still grappling with
understanding its full implications.

The study suggested that while interest in blockchain
technology was growing, practical awareness and
implementation in marketing remained limited, particularly
for smaller businesses or those without the resources to
explore emerging technologies fully. These findings
underscored the importance of continued education and
demonstration of blockchain’s tangible benefits to bridge the
awareness gap.
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3.3. Perceptions of Blockchain's Impact on Marketing
Efficiency

The study assessed respondents' Perceptions of
Blockchain's Impact on Marketing Efficiency, focusing on
Perceived Efficiency Gains, Perceived Challenges in
Adoption, and the Impact on Marketing Campaigns.

Participants shared their views on how blockchain
technology had streamlined marketing processes, improved
campaign outcomes, and highlighted the challenges they
encountered during implementation. The responses provided
insight into the benefits and barriers of integrating
blockchain into marketing strategies.

3.3.1. Perceived Efficiency Gains

As per Figure 2, the respondents overwhelmingly
expressed a positive view regarding the Perceived Efficiency
Gains associated with blockchain technology in marketing. A
significant portion of the participants, specifically 55,
strongly agreed that blockchain could enhance operational
efficiency. They noted that its capabilities in automating
processes and improving data management could lead to

substantial time and cost savings. One respondent
emphasized this point by stating:
“...Blockchain offers a way to streamline our

operations. The ability to automate contracts through smart
contracts means we spend less time on manual tasks and can
focus on strategic initiatives...”’

In addition to those who strongly agreed, 65 participants
somewhat agreed that blockchain could driveefficiency
within their marketing strategies. Many acknowledged the
technology's potential to reduce redundancies and eliminate
intermediaries in advertising processes. A respondent
reflected on this, saying:

“...By using blockchain, we could eliminate many
middlemen involved in ad buying. This not only saves money
but also speeds up the entire process. We can allocate
resources more effectively...”

However, a group of 25 respondents remained neutral or
disagreed with the efficiency gains of blockchain. Their
skepticism often stemmed from concerns about the initial
implementation challenges and the learning curve of
adopting new technologies. One individual shared:

“...While I see the potential in theory, the reality of
integrating blockchain into our existing systems seems
daunting. We are still figuring out our current processes, so |
am unsure if this will make things easier...”

This mixture of enthusiasm and caution highlighted the
diverse perceptions surrounding blockchain's efficiency in
marketing.
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Perceptions of Blockchain's Impact on Marketing Efficiency
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Fig. 2 The perceptions of Blockchain's impact on marketing efficiency sub-indicators

3.3.2. Perceived Challenges in Adoption

The study revealed that respondents’ perceived
challenges in adopting blockchain technology in marketing
were a major concern. According to figure 2, a significant
portion, comprising 60 participants, identified substantial
barriers that hindered their organizations from fully
embracing blockchain solutions. Many articulated that these

challenges encompassed technological hurdles and
organizational inertia. One respondent explained:
“...the technical aspects of blockchain can be

overwhelming. For instance, the need for interoperability
with existing systems is a significant hurdle. If we cannot
integrate it smoothly, it becomes more of a burden than a
benefit...”

In addition to those who saw significant challenges, 70
respondents noted that they encountered some challenges in
the adoption process. They often cited issues related to their
teams' lack of understanding and expertise as critical
obstacles. A participant remarked:

“...while we recognize the potential benefits, the
knowledge gap is a major issue. Our team needs training to
understand how blockchain works and how to implement it
effectively. Without that, we cannot make informed
decisions...”

Several others echoed this sentiment and stressed the
importance of education and skill development as
prerequisites for adoption. Conversely, a smaller group of 15
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respondents expressed that they faced few challenges
regarding blockchain adoption. They generally belonged to
organizations that had already invested in training or had
prior experience with emerging technologies. One of these
respondents shared:

“...our company is quite tech-savvy and has a culture of
innovation. We have already started experimenting with
blockchain in some projects, and while there are challenges,
they feel manageable because we have the right resources
and support...”

This division in opinions highlighted the complexity of
blockchain adoption and the varying degrees of readiness
among organizations in the marketing sector.

3.3.3. Impact on Marketing Campaigns

The study found that the Impact on Marketing
Campaigns through the implementation of blockchain and IT
was perceived as largely beneficial by the respondents. As
per Figure 2, of the participants, 50 expressed that they
experienced a very positive impact from using these
technologies in their marketing efforts. Many highlighted
how blockchain enabled greater transparency and trust in
their campaigns. One respondent articulated:

“...when we integrated blockchain into our marketing
strategy, we could track every interaction and transaction.
This level of transparency built trust with our customers and
allowed us to optimize our campaigns in real-time. It
changed the way we approached marketing altogether...”
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Data Privacy Concerns in Blockchain-Based Marketing
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Fig. 3 The data privacy concerns in blockchain-based marketing sub-indicators

In addition to those who reported a positive impact, 70
respondents noted that they felt the impact was somewhat
positive. These participants acknowledged the benefits but
pointed out that challenges remained in fully realizing the
potential of blockchain. A marketer stated:

“...while we saw improvements in customer engagement
and targeting, it was not without hiccups. There were
technical difficulties in implementation, and we had to
navigate regulatory considerations. Still, the overall
direction felt promising, and we could see tangible benefits
in campaign effectiveness...”

On the other hand, 25 respondents indicated that they
observed no significant impact on their marketing
campaigns. Many of these individuals were from
organizations without fully adopted blockchain solutions or
were still in the exploratory phase. One of these respondents
shared:

“...we are still trying to figure out how blockchain fits
into our strategy. As of now, it has not made any noticeable
difference in our campaigns. We are aware of its potential,
but we are not there yet...”

This range of perceptions illustrated the varied stages of
blockchain integration in marketing and organisations'
differing experiences as they navigated this transformative
landscape.
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3.4. Data Privacy Concerns in Blockchain-Based
Marketing

The Data Privacy Concerns in Blockchain-Based
Marketing indicator provided critical insights into
respondents’ apprehensions regarding using blockchain
technology in marketing practices. The analysis focused on
three sub-indicators: Concerns about data misuse, concerns
Regarding data regulations compliance, and perceived
control over personal data. Respondents expressed
significant worries about the potential for unauthorized
access and misuse of their personal data, even with

blockchain's touted security features.

3.4.1. Concerns About Data Misuse

In exploring the Concerns About Data Misuse, the study,
according to figure 3, revealed that a significant majority of
respondents expressed serious apprehensions regarding
handling their personal data within blockchain-based
marketing frameworks. Specifically, 60 respondents, or
about 41.4%, indicated they were very concerned about the
potential for data misuse. Many emphasized their fears about
how their information might be exploited, with one
respondent stating:

"...even though blockchain is supposed to be secure, |
worry about who has access to my data and how they might
use it against me..."

This sentiment was echoed by another participant who noted:
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"...the idea of companies using my data without my
explicit consent is terrifying; | want to feel safe knowing my
personal information is protected...”

Additionally, 55 respondents, accounting for 37.9%,
reported being somewhat concerned about data misuse.
These respondents often cited specific instances in the past
where their data had been mishandled or where they had
encountered privacy breaches in other platforms. One
individual remarked:

"... | have heard stories of data leaks from reputable
companies, so how can | trust that blockchain will be
different? I still have my doubts..."

In contrast, only 30 respondents, or 20.7%, indicated
that they were not concerned about data misuse, suggesting a
relatively small portion of the sample felt assured about the
privacy protections offered by blockchain technology.

The findings highlighted a pervasive anxiety regarding data
misuse that could significantly impact consumer trust in
blockchain applications for marketing.

3.4.2. Concerns Regarding Data Regulations Compliance

In the study shown in Figure 3, respondents conveyed
mixed perceptions regarding the adequacy of data regulation
compliance in blockchain-based marketing. Out of the total
participants, 40 considered current regulations adequate.
These respondents expressed a sense of reassurance that
existing frameworks, such as the General Data Protection
Regulation (GDPR), offered sufficient protection for
consumers. One participant remarked:

"...I believe that the regulations in place are quite
strong. They help ensure that companies handle personal
data responsibly. If they fail to comply, there are
consequences, which I think is a good deterrent..."

On the other hand, a significant group of 65 respondents
viewed the compliance measures as somewhat adequate.
While they recognized the efforts made by regulators, they
felt that gaps still needed to be addressed. One respondent
articulated this sentiment by stating:

"...the regulations are a step in the right direction, but 1
think they often lag behind technological advancements.
Blockchain is so new, and while the intent is there, | worry
that enforcement is not keeping up with the pace of
innovation..."

This opinion highlighted a prevalent concern about the
dynamic nature of technology and the need for regulations to
evolve correspondingly. In contrast, 40 respondents felt that
the existing compliance frameworks were inadequate. They
raised alarms about the potential for companies to exploit
loopholes or inadequacies in current regulations. One
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participant asserted:

"...the regulations seem outdated to me. Blockchain
technology is complicated, and | fear many marketers will
find ways around the rules, leaving consumers
unprotected..."

This concern accentuated a broader skepticism about the
effectiveness of regulatory measures in safeguarding
consumer interests in an increasingly complex digital
landscape. The findings revealed a range of opinions on
regulatory adequacy, reflecting a collective desire for more
robust and adaptive frameworks to govern data use in
blockchain marketing.

3.4.3. Perceived Control over Personal Data

In the study, respondents exhibited varying degrees of
perception regarding their control over personal data within
blockchain-based marketing frameworks. As shown in
Figure 3, a notable segment of 50 participants strongly
agreed that blockchain technology provided them with
enhanced control over their personal information. These
respondents emphasized that the decentralized nature of
blockchain offered a sense of empowerment. One participant
stated:

"...d truly feel like blockchain gives me the reins over my
data. With the ability to manage permissions and see who
accesses my information, 1 am more aware and in control
than ever before..."

This reaction highlighted the optimism that many felt
about the potential for blockchain to change the dynamics of
data ownership. Conversely, a larger group of 70 respondents
expressed a somewhat favorable view, agreeing that
blockchain could facilitate control over personal data but
with reservations. Many in this category acknowledged the
advantages of blockchain, yet they raised concerns about
practical implementation. One individual noted:

"...while I understand that blockchain is designed to
give us more control, | still worry about how user-friendly
these systems are. It is one thing to say we can control our
data, but if the tools are too complex, many people will be
unable to utilize them effectively..."

This insight revealed a nuanced understanding that

usability remained a critical factor in realizing these benefits
despite the promise of increased control.
A smaller group of 25 respondents disagreed that blockchain
significantly enhances personal data control. These
individuals voiced skepticism about the actual effectiveness
of blockchain in providing genuine control. One participant
remarked:

"...I think it is a great concept, but | do not believe it
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fully delivers. Just because | can see where my data is going
does not mean | have real control over it. Companies can
still find ways to use my data without my explicit consent..."

This viewpoint accentuated a broader apprehension that,
despite the technological advancements, the foundational
issues related to data privacy and consent remained
unresolved. Generally, the responses highlighted a range of
beliefs about personal data control in the blockchain context,
emphasising optimism and skepticism regarding the
technology's potential to empower users.

3.5. Trust
Marketing

The study examined the indicators of trust and
transparency in blockchain-based marketing, focusing on
how respondents perceived blockchain's role in consumer
data protection, its transparency levels, and the
trustworthiness of IT security measures supporting these
technologies. Participants reflected on their experiences and
attitudes, revealing a complex landscape of trust influenced
by their understanding of blockchain's capabilities.

and Transparency in Blockchain-Based

This exploration illuminated the varying degrees of
confidence among respondents regarding the efficacy of
blockchain in safeguarding consumer data, the transparency
of marketing practices, and the reliability of associated IT
security protocols.

3.5.1. Trust in Blockchain for Consumer Data Protection
The study, as per Figure 4, revealed varying levels of
trust in blockchain technology for consumer data protection
among respondents. A significant portion of participants,
numbering 65, expressed high trust in blockchain's ability to

safeguard personal information, citing its decentralized
nature as a key factor. Many noted that the transparency
inherent in blockchain technology offered reassurance, with
one respondent mentioning:

“...the fact that transactions are recorded on a public
ledger means there is less room for manipulation, which
boosts my confidence in how my data is handled...”

In contrast, 55 respondents conveyed moderate trust,
indicating that while they recognized the potential benefits of
blockchain, they remained cautious. They often highlighted
concerns regarding the maturity of the technology and its
practical implementation. One interviewee remarked:

“...d see the promise of blockchain for data protection,
but I also worry about how it is implemented in real-world
scenarios. There are still many unknowns...”

Lastly, a smaller group of 25 respondents reported low
trust in blockchain for consumer data protection. This
skepticism was often rooted in their experiences with
existing data breaches and a general wariness of new
technologies. One participant articulated this apprehension,
stating:

“...just because a technology is new and innovative does
not mean it is secure. We have seen too many cases where
companies promise security but fail to deliver...”

These insights painted a slightly different picture of trust
in blockchain, revealing that while many recognized its
potential, there remained significant reservations among
others.

Trust and Transparency in Blockchain-Based Marketing
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Fig. 4 The trust and transparency in blockchain-based marketing sub indicators
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3.5.2. Perception of Increased Transparency

As indicated in Figure 4, the study uncovered a range of
perceptions regarding the increased transparency associated
with blockchain technology in marketing. A substantial
segment of respondents, comprising 60 individuals,
expressed a very positive outlook on how blockchain could
enhance transparency in marketing practices. Many
participants emphasized that the immutable nature of
blockchain records played a critical role in fostering trust
among consumers and businesses alike. One respondent
remarked:

“...with blockchain, every transaction is traceable and
verifiable. This level of transparency allows consumers to
see exactly how their data is being used, which is incredibly
reassuring in today’s digital landscape...”

In contrast, 70 respondents conveyed a somewhat
positive perception, acknowledging blockchain's potential
benefits while highlighting its limitations. These respondents
recognized that while blockchain could improve
transparency, its effectiveness largely depended on the
willingness of companies to adopt and implement the
technology transparently. As one participant noted:

“...1 appreciate the concept of blockchain and see how it
can potentially enhance transparency. However, the reality
is that not all companies are committed to utilizing it
effectively. It really depends on their willingness to
change...”

Finally, 15 respondents indicated that they perceived no
impact on transparency from blockchain technology. This
group often expressed skepticism about the practical
implementation of blockchain and questioned whether it
would genuinely lead to increased transparency in marketing.
One interviewee stated:

“...I do not see how just using blockchain will change
anything. Companies can still find ways to hide information,
and | am not convinced that just having a new technology
will solve the existing transparency problems...”

These varying perceptions stressed the complex
relationship between blockchain and marketing transparency,
highlighting the respondents' optimism and scepticism.

3.5.3. Trust in IT Security Measures

As indicated in Figure 4, the respondents exhibited a
range of trust levels in IT security measures supporting
blockchain technology within marketing. A noteworthy
portion of the participants, specifically 50 individuals,
indicated high trust in these measures. Many of these
respondents articulated a strong belief in the robustness of IT
security protocols associated with blockchain. One
participant expressed:
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“...I have great confidence in the security features of
blockchain technology. The encryption and secure data
exchange processes give me a sense of safety when
interacting with brands that utilize it. It feels like a
significant step up from traditional marketing methods..."”

In contrast, 65 respondents reported a moderate level of
trust. These individuals acknowledged the potential of IT
security measures to enhance data protection but expressed
reservations about their effectiveness in practice. One
respondent highlighted this ambivalence, stating:

“..while I appreciate blockchain's technological
advancements and security features, | think there are still
vulnerabilities. | have moderate trust because | have seen
how quickly technology can evolve and the methods that
hackers use to exploit systems. It is a constant battle...”

This insight reflected a cautious optimism, suggesting
that while the security measures were commendable, they
were not infallible. On the other hand, 30 respondents
conveyed low trust in IT security measures related to
blockchain. This group often cited concerns about the
evolving nature of cyber threats and the possibility of
inadequate security protocols. A respondent noted:

“...honestly, I do not feel completely secure with IT
security measures in blockchain marketing. There have been
too many data breaches in recent years, and just because a
company claims to use blockchain does not mean they are
immune to attacks. | need more assurance before | can trust

it fully...”

This skepticism highlighted a broader anxiety regarding
data security in the digital age, highlighting the need for
continual advancements in IT security measures to build
consumer trust.

3.6. Challenges and Opportunities in Implementing
Blockchain in Marketing
The study revealed significant insights into the

challenges and opportunities of implementing blockchain in
marketing.  Participants  discussed  various technical
challenges, including scalability and interoperability issues,
as well as regulatory and legal hurdles that could hinder
adoption. Despite these obstacles, many respondents also
highlighted the innovation potential that blockchain
technology could bring to the marketing landscape.

3.6.1. Technical Challenges

In exploring the technical challenges associated with
implementing blockchain in marketing, respondents, as per
figure 5, shared a range of concerns that illuminated the
complexities involved. A notable number of participants,
approximately 55, expressed significant challenges,
emphasizing issues related to scalability and interoperability.
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One respondent articulated:

“...the scalability of blockchain is a major hurdle. As
more users engage with the system, maintaining performance
and speed becomes increasingly difficult...”

This response resonated with others, who noted that
existing infrastructures often struggled to integrate with new
blockchain solutions. Additionally, about 70 respondents
indicated they faced challenges, particularly concerning the
technical skills required for effective implementation. A
participant remarked:

“...the technical expertise needed to manage blockchain
projects is not always available in-house, complicating the
adoption process. Companies must either invest heavily in
training or seek external consultants...”

This lack of skilled personnel was seen as a barrier to
leveraging blockchain's  full potential in  marketing
strategies.Despite these significant concerns, there were also
voices among the 20 respondents who indicated few
challenges. These individuals highlighted instances where
organizations had successfully navigated technical barriers.
One respondent pointed out:

“..some companies have implemented blockchain
effectively by collaborating with tech partners specialising in

these solutions. Their experiences suggest that with the right
partnerships, the technical challenges can be managed more

effectively...”
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This blend of perspectives provided a nuanced view of
the landscape, illustrating the formidable obstacles and the
pathways to overcoming them.

3.6.2. Regulatory and Legal Challenges

When examining the regulatory and legal challenges
associated with blockchain in marketing, the insights
gathered from respondents, as per Figure 5, revealed a
landscape fraught with complexities and uncertainties. A
substantial portion of the participants, numbering 60,
identified significant challenges, particularly regarding
compliance with existing regulations. One respondent
expressed frustration, stating:

“...navigating the regulatory environment is like
walking through a minefield. Each country has different
laws, and marketing teams struggle to ensure compliance
while trying to innovate...”

This confusion was echoed by others who noted that the
evolving nature of regulations made it difficult to establish a
clear operational framework.Moreover, 70 respondents
reported some challenges, highlighting the need for clarity
and consistency in regulatory guidance. One participant
remarked:

“...It feels like we are constantly adapting to new rules,
but the framework for blockchain is still in its infancy. There
is a lack of clear directives from regulatory bodies, which
creates a cautious atmosphere where companies are hesitant
to invest in blockchain technologies fully...”

Challenges and Opportunities in Implementing Blockchain in Marketing

Low
Potential

Moderate
Potential

Few
Challenges

High
Potential

Opportunities for Innovation

Fig. 5 The challenges and opportunities in implementing blockchain in marketing
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This hesitation to fully embrace blockchain innovations
stemmed from fears of potential legal repercussions, leading
to slower adoption rates in marketing practices. Conversely,
a small group of 15 respondents noted that they faced few
challenges regarding regulation. These individuals
highlighted instances of proactive engagement with
regulators and suggested that early adopters had found ways
to navigate the legal landscape effectively. One respondent
commented:

“...we took the initiative to consult with legal experts
and even engaged with regulators early on. This approach
helped us understand what was needed to comply and
ultimately facilitated smoother implementation...”

This mix of views illustrated a complex regulatory
environment where proactive strategies could mitigate
challenges, but significant hurdles remained for many
organizations seeking to harness blockchain's capabilities in
marketing.

3.6.3. Opportunities for Innovation

In exploring the opportunities for innovation presented
by blockchain in marketing, respondents, according to Figure
5, shared a range of insights that highlighted a dynamic
landscape brimming with potential. A significant number of
participants, totaling 65, firmly believed in blockchain
technology's high innovation potential. One respondent
articulated this sentiment, stating:

“...blockchain has the power to transform how we
approach marketing completely. Its ability to enhance
transparency and streamline transactions opens up avenues
for new business models that were previously
unimaginable...”

This enthusiasm was prevalent among those who
recognized the technology's capacity to foster more direct
relationships between brands and consumers. Additionally,
60 respondents acknowledged a moderate potential for
innovation, indicating a cautious yet optimistic outlook.
These participants noted that while the possibilities were
promising, challenges remained. One interviewee pointed
out:

“...yes, there are innovative applications out there, but
they require a significant shift in mindset and infrastructure.
Companies need to be willing to invest in new technologies
and rethink their marketing strategies...”

This perspective emphasized that innovation was not
solely a function of technology; it also hinged on
organizational readiness and adaptability. In contrast, a
smaller group of 20 respondents indicated low potential for
blockchain innovation. Their skepticism stemmed from
concerns about the practicality and scalability of
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implementing blockchain solutions in marketing. One
respondent reflected on this hesitance, saying:

“...I just do not see how this will work on a large scale.
The technology is still maturing, and many companies
struggle to grasp its benefits. Until more evidence of success,
I am not convinced it will be a game-changer...”

This diversity of opinions illustrated the varying levels
of optimism regarding blockchain’s role in driving
innovation within the marketing landscape, revealing both
the excitement and the apprehension that characterized this
emerging field.

3.7. Collaboration within the Triple Helix Model

The study examined the collaboration within the Triple
Helix Model, focusing on the interplay between academia,
industry, and government in fostering innovation through
blockchain technology in marketing. Respondents discussed
the effectiveness of partnerships that bridged theoretical
knowledge and practical application, emphasizing the
importance of collaboration between academia and industry.
They also highlighted the government's role in regulating and
promoting blockchain initiatives and the significance of joint
efforts aimed at driving innovation. This comprehensive
exploration provided insights into how these sectors worked
together to navigate challenges and leverage opportunities
within the evolving marketing landscape.

3.7.1. Collaboration between Academia and Industry

As per Figure 6, the respondents reflected on the nature
of collaboration between academia and industry in the
context of blockchain and IT in marketing, providing a
nuanced understanding of their interactions. A significant
portion of participants, representing 55 individuals, noted
strong collaboration between the two sectors. They
highlighted various initiatives where academic institutions
partnered with industry players to develop practical
solutions. One respondent remarked:

“...the partnership between universities and businesses
has been instrumental in creating projects that advance
academic research and address real-world marketing
challenges. This synergy fosters innovation that benefits both
sectors...”

However, 70 respondents acknowledged that while some
collaboration existed, it often lacked depth and consistency.
They pointed out that not all academic insights translated
effectively into industry practices. As one participant
explained:

“...while there are instances of collaboration, it tends to
be sporadic and often focuses on specific projects rather
than a sustained partnership. This limits the potential for
long-term innovation...”
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Fig. 6 The Collaboration within the Triple Helix Model sub indicators

Additionally, 20 individuals expressed concerns about
the little collaboration, suggesting that the disconnect
between theory and practice could hinder advancements in
blockchain applications for marketing. A respondent
articulated this concern, stating:

“... there is a noticeable gap; many academics are
focused on theoretical frameworks while industry
professionals need practical, actionable insights. Bridging
this gap is crucial for realizing the full potential of
blockchain in marketing...”

The insights gathered from respondents painted a
complex picture of the current state of collaboration between
academia and industry, revealing both promising
partnerships and significant opportunities for improvement.

3.7.2. Government's Role in Regulation and Promotion

The respondents provided varied perspectives on the
government's role in regulating and promoting blockchain
and IT within the marketing sector. According to Figure 6, a
substantial number of participants, totaling 60 individuals,
characterized government efforts as very effective. They
highlighted specific initiatives that showcased the
government's commitment to fostering innovation and
creating a conducive environment for blockchain adoption.
One respondent remarked:

“..the government has actively engaged with
stakeholders to establish frameworks that encourage
investment and ensure that regulations keep pace with
technological advancements. This proactive approach has
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been crucial in building trust within the industry...”

Conversely, 55 respondents expressed that while
government efforts were somewhat effective, areas still need
improvement. They acknowledged initiatives promoting
blockchain but noted inconsistencies in enforcement and
regulatory clarity. A participant noted:

“...while the policies have good intentions, the lack of
clear guidelines often creates confusion among businesses.
Companies want to comply, but the regulatory landscape is
sometimes ambiguous, leading to uncertainty in their
operations...”

Additionally, 30 respondents felt the government’s role
was ineffective, citing a lack of engagement and support.

These participants expressed frustration over what they
perceived as slow responses to the evolving needs of the
industry. One individual articulated this sentiment by stating:

“...there seems to be a disconnect between the
government and the tech sector. Without timely and relevant

regulations, it becomes challenging for businesses to
navigate the complexities of implementing blockchain
effectively...”

In general, the insights from the respondents highlighted
a range of views on the government's regulatory and
promotional efforts, illustrating both recognition of positive
actions and critical gaps that need to be addressed to enhance
the blockchain landscape in marketing.
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3.7.3. Joint Efforts for Innovation

The analysis of joint efforts for innovation within the
framework of the Triple Helix model, as per Figure 6,
revealed a range of collaboration experiences among the
respondents. A notable 65 participants reported high levels of
collaboration, expressing enthusiasm about the synergies
formed between academia, industry, and government. Many
of these respondents emphasized the value of such
partnerships in driving innovation. One respondent stated:
“..the collaboration between universities and
businesses has been a game-changer. We have seen projects
that leverage academic research and industry needs,
resulting in real-world applications that benefit everyone
involved...”

This sentiment highlighted the belief that such alliances
foster an environment conducive to innovation and problem-
solving. Conversely, 60 respondents indicated moderate
collaboration, recognizing existing partnerships  but
highlighting areas where improvements could be made.
These individuals acknowledged the potential of joint efforts
but often noted that more structured frameworks could
enhance the effectiveness of these collaborations. One
participant remarked:

“...while we have made progress in partnering with
local universities, there are still many silos. It often feels like
we are not fully utilizing the resources and expertise. More
strategic alignment could lead to even better outcomes...”

This perception reflected a desire for deeper integration
and more consistent stakeholder communication.In contrast,
20 respondents reported low levels of collaboration,
expressing concerns about the lack of engagement across the
three sectors. These individuals felt that opportunities for
innovation were being missed due to insufficient dialogue
and cooperation. A participant lamented:

“.. It is frustrating to see so much potential left
untapped. Innovative ideas are circulating, but without a
cohesive effort among government, academia, and industry,
they often remain just that ideas...”

This comment highlighted the critical need for fostering
a culture of collaboration to ensure that innovative concepts
could be translated into practical applications. Generally, the
insights gathered from the interviews illustrated the varying
degrees of collaboration experienced by participants, with
many recognizing the benefits of strong partnerships and
calling for enhanced efforts to facilitate joint innovation
initiatives.

158

4. Conclusion and Recommendations

The study demonstrated that blockchain and information
technology (IT) are significantly reshaping digital marketing
practices within the framework of the Triple Helix model.
The findings highlighted a growing awareness among
participants regarding the potential benefits of blockchain,
such as increased efficiency, enhanced data security, and
greater transparency. Many respondents expressed a positive
outlook on how these technologies could improve marketing
strategies and consumer engagement.

However, the study also revealed substantial concerns,
particularly regarding data privacy and the regulatory
landscape, indicating that while there is optimism about
innovation, critical challenges must be addressed to harness
the potential of blockchain fully and IT in marketing.
Moreover, the collaborative dynamics among academia,
industry, and government emerged as a key factor
influencing the success of blockchain adoption in marketing.
Respondents' varying levels of collaboration emphasized the
need for stronger partnerships to foster innovation.
Participants highlighted that effective communication and
joint efforts could lead to more successful implementation of
blockchain solutions.

The study underlined the importance of addressing both
the opportunities and challenges presented by blockchain and
IT in digital marketing, advocating for a coordinated
approach among stakeholders to navigate the complexities of
this evolving landscape. Based on the study's findings, it is
recommended that stakeholders in the marketing sector
actively engage in collaborative initiatives involving
academia, industry, and government to facilitate the adoption
of blockchain and IT solutions. Additionally, efforts should
be made to enhance education and training programs focused
on blockchain technologies, ensuring that marketing
professionals are well-equipped to leverage these tools
effectively. Addressing data privacy concerns through clear
regulatory frameworks and transparent communication will
also be crucial in building consumer trust and maximizing
the potential of blockchain in marketing strategies.

Acknowledgments
I want to thank Juma Mdimu Rugina from Ruaha
Catholic University (RUCU) for his support during the
preparation of this manuscript and Ruaha Catholic
University management and staff for the encouragement
they gave us during data collection, analysis and
interpretation. Also, | would like to thank my family,
especially my kids (Neema, Nelson, Nelvin, Nelvis and
Angel Lusekelo Kibona), for always being there when |
needed them.



Lusekelo Kibona / 1JRES, 11(6), 142-160, 2024

References

(1]
(2]
(3]
(4]

(5]
(6]

(7]

(8]
(9]
[10]
[11]
[12]

[13]

[14]
[15]
[16]
[17]

[18]

[19]
[20]

[21]

[22]

[23]

Joe Abou Jaoude and Raafat George Saade, “Blockchain Applications—Usage in Different Domains,” IEEE Access, vol. 7, pp. 45360-
45381, 2019. [CrossRef] [Google Scholar] [Publisher Link]
Jameela Al-Jaroodi, and Nader Mohamed, “Blockchain in Industries: A Survey,” IEEE Access, vol. 7, pp. 36500-36515, 2019.
[CrossRef] [Google Scholar] [Publisher Link]
Mamokgethi Phakeng, and Wole Soyinka, “Revolutionizing Technologies: Exploring the Potential of Blockchain and DApps,”
International Journal of Research Publication and Reviews, vol. 4, no.5, pp. 1467-1471, 2023. [Google Scholar] [Publisher Link]
M. Raisul Hasan Shahrukh, M. Tabassinur Rahman, and Nafees Mansoor, “A New Paradigm in Blockchain-Based Financial Aid
Distribution,” Proceedings of World Conference on Information Systems for Business Management, Singapore, pp. 137-146, 2023.
[CrossRef] [Google Scholar] [Publisher Link]
Jesca Mhoja Nkwabi, “A Review of the Significance of Block Chain Technology in Tanzania,” European Journal of Business and
Management, vol. 13, no. 6, 2021. [CrossRef] [Google Scholar] [Publisher Link]
Barnabas Maagi, “Applicability of Blockchain Technology in Improving Efficiency in Supply Chain Operations in Public Procurement
in Tanzania,” International Journal of Research in Business and Social Science (2147-4478), vol. 12, no. 9, pp. 91-98, 2023. [CrossRef]
[Google Scholar] [Publisher Link]
Wajde Baiod, Janet Light, and Aniket Mahanti, “Blockchain Technology and its Applications across Multiple Domains: A Survey,”
Journal of International Technology and Information Management, vol. 29, no. 4, pp. 78-119, 2021. [CrossRef] [Google Scholar]
[Publisher Link]
Nawari O. Nawari, and Shriraam Ravindran, “Blockchain Technology and BIM Process: Review and Potential Applications,” Journal
of Information Technology in Construction, vol. 24, 2019. [Google Scholar] [Publisher Link]
Valerio Stallone et al., “Enhancing Digital Advertising with Blockchain Technology,” Journal of Interactive Marketing, vol. 59, no. 1,
pp. 76-98, 2024. [CrossRef] [Google Scholar] [Publisher Link]
Nico Djundharto Djajasinga et al., “Blockchain Technology in the Digital Marketing Sector,” Scientific Journal of Management,
Economics, & Accounting (MEA), vol. 6, no. 3, pp. 2043-2054, 2022. [Google Scholar] [Publisher Link]
Bernardus Franco Maseke, “Enhancing Marketing Transparency and Trust through Blockchain Technology,” South Asian Journal of
Social Studies and Economics, vol. 21, no. 3, pp. 83-92, 2024. [CrossRef] [Google Scholar] [Publisher Link]
Md Abul Khair, “Blockchain-Enabled Marketing Analytics for Enhanced Campaign Transparency,” American Journal of Trade and
Policy, vol. 10, no. 2, pp. 65-76, 2023. [CrossRef] [Google Scholar] [Publisher Link]
Bharati Rathore, “Blockchain Revolutionizing Marketing: Harnessing the Power of Distributed Ledgers for Transparent, Secure, and
Efficient Marketing Practices,” International Journal of New Media Studies: International Peer Reviewed Scholarly Indexed Journal,
vol. 6, no. 2, pp. 34-42, 2019. [Google Scholar] [Publisher Link]
Taher M. Al-Ahwal, Dusan Mladenovi¢, and Ahad ZareRavasan, “Blockchain Implications for Marketing; A Review and an Empirical
Analysis,” Journal of Information Technology Management, vol. 14, pp. 83-106, 2022. [CrossRef] [Google Scholar] [Publisher Link]
Mark Anthony Camilleri, “The Use of Data-Driven Technologies for Customer-Centric Marketing,” International Journal of Big Data
Management, vol. 1, no. 1, pp. 50-63, 2020. [CrossRef] [Google Scholar] [Publisher Link]
Abderahman Rejeb, John G. Keogh, and Horst Treiblmaier, “How Blockchain Technology Can Benefit Marketing: Six Pending
Research Areas,” Frontiers in Blockchain, vol. 3, no. 3, pp. 1-12, 2020. [CrossRef] [Google Scholar] [Publisher Link]
Catarina Lemos et al., “Stick or Twist-The Rise of Blockchain Applications in Marketing Management,” Sustainability, vol. 14, no. 7,
pp. 1-16, 2022. [CrossRef] [Google Scholar] [Publisher Link]
Amiri Mdoe, Amitabh Mishra, and Md. Motahar Hossain, “How Blockchain and Artificial Intelligence are Changing SME Marketing
Strategies,” International Conference on Advanced Computing and Communication Technologies (ICACCTech), Banur, India, pp. 194-
200, 2023. [CrossRef] [Google Scholar] [Publisher Link]
C. Santos et al., “Towards Industry 4.0: an Overview of European Strategic Roadmaps,” Procedia Manufacturing, vol. 13, pp. 972-979,
2017. [CrossRef] [Google Scholar] [Publisher Link]
Deepa Jain et al., “How Is Blockchain Used in Marketing: A Review and Research Agenda,” International Journal of Information
Management Data Insights, vol. 1, no. 2, 2021. [CrossRef] [Google Scholar] [Publisher Link]
Siti Mariam, “Building Competitive Advantage Through Information Technology Integration in Marketing and Branding Management
Strategies,” Golden Ratio of Mapping Idea and Literature Format, vol. 4, no. 2, pp. 111-139, 2024. [CrossRef] [Google Scholar]
[Publisher Link]
Lisa Z. Song, and Michael Song, “The role of Information Technologies in Enhancing R&D-Marketing Integration: An Empirical
Investigation,” Journal of Product Innovation Management, vol. 27, no. 3, pp. 382-401, 2010. [CrossRef] [Google Scholar] [Publisher
Link]
Alireza Aliahmadi, Hamed Nozari, and Javid Ghahremani-Nahr, “A Framework for Iot and Blockchain Based on Marketing Systems
with An Emphasis on Big Data Analysis,” International Journal of Innovation in Marketing Elements, vol. 2, no. 1, pp. 25-34, 2022.

159


https://doi.org/10.1109/ACCESS.2019.2902501
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Blockchain+applications%E2%80%93usage+in+different+domains&btnG=
https://ieeexplore.ieee.org/document/8656511
https://doi.org/10.1109/ACCESS.2019.2903554
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Blockchain+in+industries%3A+A+survey&btnG=
https://ieeexplore.ieee.org/document/8662573
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Revolutionizing+Technologies%3A+Exploring+the+Potential+of+Blockchain+and+DApps&btnG=
https://www.ijrpr.com/archive.php?volume=4&issue=5
https://doi.org/10.1007/978-981-99-8349-0_12
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=A+New+Paradigm+in+Blockchain-Based+Financial+Aid+Distribution&btnG=
https://link.springer.com/chapter/10.1007/978-981-99-8349-0_12
10.7176/EJBM/13-16-01
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=A+Review+of+the+Significance+of+Block+Chain+Technology+in+Tanzania&btnG=
https://www.iiste.org/Journals/index.php/EJBM/article/view/56982
https://doi.org/10.20525/ijrbs.v12i9.2995
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Applicability+of+blockchain+technology+in+improving+efficiency+in+supply+chain+operations+in+public+procurement+in+Tanzania&btnG=
https://www.ssbfnet.com/ojs/index.php/ijrbs/article/view/2995
https://doi.org/10.58729/1941-6679.1482
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Blockchain+technology+and+its+applications+across+multiple+domains%3A+A+survey&btnG=
https://scholarworks.lib.csusb.edu/jitim/vol29/iss4/4/
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Blockchain+technology+and+BIM+process%3A+review+and+potential+applications&btnG=
https://www.itcon.org/paper/2019/12
https://doi.org/10.1177/10949968231185543
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Enhancing+digital+advertising+with+blockchain+technology&btnG=
https://journals.sagepub.com/doi/10.1177/10949968231185543
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Blockchain+Technology+in+the+Digital+Marketing+Sector&btnG=
https://d1wqtxts1xzle7.cloudfront.net/112447416/1284-libre.pdf?1710524536=&response-content-disposition=inline%3B+filename%3DBlockchain_Technology_in_the_Digital_Mar.pdf&Expires=1732955976&Signature=VlLOLilvi5Y7Mpj-1W17Z1oX9N1QYlMn~2ZKZ3PD4U7RZlNY~M2Vq0RdN-C2Ks5g6DOAKOULLGcFRSujzQLZWoddXfMJg6J35tsaq1obvCLqM7qK6VgKsi7us~XuKRCrTKVqdd8OhOcrg7IV6zk3rJtVDvFeaBt4okx50jnf4yd33iMJnvluojZebti6iCmVNwXmOt~U1uCf6iKQjNZ~8ZUZnXYOvzVV5445C6fxhlc3W6ruYsKMBNmyG3ZmdwAlRqick~KrSjakCWxja5SEAM999jwoplld0JRaQJFD8fhrm36bZE5EAAi86CmuGx9fVoqe9jUO~RxntKQBf7TK3Q__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://doi.org/10.9734/sajsse/2024/v21i3786
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=Enhancing+Marketing+Transparency+and+Trust+through+Blockchain+Technology&btnG=
https://journalsajsse.com/index.php/SAJSSE/article/view/786
https://doi.org/10.18034/ajtp.v10i2.701
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=Blockchain-Enabled+Marketing+Analytics+for+Enhanced+Campaign+Transparency&btnG=
https://abc.us.org/ojs/index.php/ajtp/article/view/701
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=Blockchain+Revolutionizing+Marketing%3A+Harnessing+the+Power+of+Distributed+Ledgers+for+Transparent%2C+Secure%2C+and+Efficient+Marketing+Practices&btnG=
https://ijnms.com/index.php/ijnms/article/view/123
https://doi.org/10.22059/jitm.2022.87843
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=Blockchain+implications+for+marketing%3B+a+review+and+an+empirical+Analysis&btnG=
https://jitm.ut.ac.ir/article_87843.html
https://doi.org/10.1504/IJBDM.2020.106876
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=The+use+of+data-driven+technologies+for+customer-centric+marketing&btnG=
https://www.inderscienceonline.com/doi/abs/10.1504/IJBDM.2020.106876
https://doi.org/10.3389/fbloc.2020.00003
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=How+blockchain+technology+can+benefit+marketing%3A+Six+pending+research+areas&btnG=
https://www.frontiersin.org/journals/blockchain/articles/10.3389/fbloc.2020.00003/full
https://doi.org/10.3390/su14074172
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=Stick+or+twist%E2%80%94the+rise+of+blockchain+applications+in+marketing+management&btnG=
https://www.mdpi.com/2071-1050/14/7/4172
https://doi.org/10.1109/ICACCTech61146.2023.00039
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=How+Blockchain+and+Artificial+Intelligence+are+Changing+SME+Marketing+Strategies&btnG=
https://ieeexplore.ieee.org/document/10441702
https://doi.org/10.1016/j.promfg.2017.09.093
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=Towards+Industry+4.0%3A+an+overview+of+European+strategic+roadmaps&btnG=
https://www.sciencedirect.com/science/article/pii/S235197891730728X?via%3Dihub
https://doi.org/10.1016/j.jjimei.2021.100044
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=How+is+blockchain+used+in+marketing%3A+A+review+and+research+agenda&btnG=
https://www.sciencedirect.com/science/article/pii/S2667096821000379?via%3Dihub
https://doi.org/10.52970/grmilf.v4i2.356
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=Building+Competitive+Advantage+Through+Information+Technology+Integration+in+Marketing+and+Branding+Management+Strategies&btnG=
https://www.goldenratio.id/index.php/grmilf/article/view/356
https://doi.org/10.1111/j.1540-5885.2010.00723.x
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=The+role+of+information+technologies+in+enhancing+R%26D%E2%80%93marketing+integration%3A+An+empirical+investigation&btnG=
https://onlinelibrary.wiley.com/doi/10.1111/j.1540-5885.2010.00723.x
https://onlinelibrary.wiley.com/doi/10.1111/j.1540-5885.2010.00723.x

[24]
[25]

[26]

[27]

[28]
[29]
[30]

[31]

[32]

Lusekelo Kibona / 1JRES, 11(6), 142-160, 2024

[CrossRef] [Google Scholar] [Publisher Link]

Akoh Atadoga et al., “The Role of IT In Enhancing Supply Chain Resilience: A Global Review,” International Journal of Management
and Entrepreneurship Research, vol. 6, no. 2, pp. 336-351, 2024. [CrossRef] [Google Scholar] [Publisher Link]

Tumsifu Elly, and Hakan Boter, “Increasing the Competitive Strengths of Tanzanian Tourism Firms-The Strategic Role of Information
Technology,” Business Management Review, vol. 14, no. 1, pp. 41-57, 2016. [Google Scholar] [Publisher Link]

Anthony Nyangarika, and Zacharia Joseph Ngasa, “Role of ICT Usage in Market Accessibility of Small Business Enterprises in
Tanzania,” International Journal of Advance Research and Innovative Ideas in Education, vol. 6, no. 3, pp. 202-210, 2020. [Google
Scholar] [Publisher Link]

Ruey-Jer “Bryan” Jean, Rudolf R. Sinkovics, and Daekwan Kim, “Information Technology and Organizational Performance Within
International Business to Business Relationships: A Review and an Integrated Conceptual Framework,” International Marketing
Review, vol. 25, no. 5, pp. 563-583, 2008. [CrossRef] [Google Scholar] [Publisher Link]

Niccolo Testi, “A Triple Helix Model for The Diffusion of Industry 4.0 Technologies in Firms in the Marche Region,” Open Research
Europe, vol. 3, no. 89, pp. 1-20, 2023. [CrossRef] [Google Scholar] [Publisher Link]

Yuzhuo Cai, and Henry Etzkowitz, “Theorizing the Triple Helix Model: Past, Present, and Future,” Triple Helix, vol. 7, no. 2-3, pp.
189-226, 2020. [CrossRef] [Google Scholar] [Publisher Link]

Ramesh Raj Kunwar, and Nimesh Ulak, “Understanding the Triple Helix Model and Capitalization of Knowledge,” Journal of APF
Command and Staff College, vol. 6, no. 01, pp. 1-34, 2023. [CrossRef] [Google Scholar] [Publisher Link]

Wanjiru Gachie, “Higher Education Institutions, Private Sector and Government Collaboration for Innovation Within the Framework of
the Triple Helix Model,” African Journal of Science, Technology, Innovation and Development, vol. 12, no. 2, pp. 203-215, 2020.
[CrossRef] [Google Scholar] [Publisher Link]

Hugo Baier-Fuentes, Maribel Guerrero, and José Ernesto Amords, “Does Triple Helix Collaboration Matter for the Early
Internationalisation of Technology-Based Firms in Emerging Economies?” Technological Forecasting and Social Change, vol. 163,
2021. [CrossRef] [Google Scholar] [Publisher Link]

160


https://doi.org/10.59615/ijime.2.1.25
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=A+framework+for+IoT+and+Blockchain+based+on+marketing+systems+with+an+emphasis+on+big+data+analysis&btnG=
https://ijime.ir/index.php/ijime/article/view/14
https://doi.org/10.51594/ijmer.v6i2.774
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=The+role+of+IT+in+enhancing+supply+chain+resilience%3A+a+global+review&btnG=
https://fepbl.com/index.php/ijmer/article/view/774
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=Increasing+the+competitive+strengths+of+Tanzanian+tourism+firms-the+strategic+role+of+information+technology&btnG=
https://journals.udsm.ac.tz/index.php/bmr/article/view/49
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=Role+of+ICT+usage+in+market+accessibility+of+small+business+enterprises+in+Tanzania&btnG=
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=Role+of+ICT+usage+in+market+accessibility+of+small+business+enterprises+in+Tanzania&btnG=
https://ijariie.com/FormDetails.aspx?MenuScriptId=180807
https://doi.org/10.1108/02651330810904099
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=Information+technology+and+organizational+performance+within+international+business+to+business+relationships%3A+a+review+and+an+integrated+conceptual+framework&btnG=
https://www.emerald.com/insight/content/doi/10.1108/02651330810904099/full/html
https://doi.org/10.12688/openreseurope.15706.2
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=A+triple+helix+model+for+the+diffusion+of+Industry+4.0+technologies+in+firms+in+the+Marche+Region&btnG=
https://open-research-europe.ec.europa.eu/articles/3-89/v2
https://doi.org/10.1163/21971927-bja10003
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=Theorizing+the+Triple+Helix+model%3A+Past%2C+present%2C+and+future&btnG=
https://brill.com/view/journals/thj/7/2-3/article-p189_4.xml
https://doi.org/10.3126/japfcsc.v6i01.57573
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=Understanding+the+Triple+Helix+Model+and+capitalization+of+knowledge&btnG=
https://www.nepjol.info/index.php/JAPFCSC/article/view/57573
https://doi.org/10.1080/20421338.2019.1631120
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=Higher+education+institutions%2C+private+sector+and+government+collaboration+for+innovation+within+the+framework+of+the+Triple+Helix+Model&btnG=
https://www.tandfonline.com/doi/full/10.1080/20421338.2019.1631120
https://doi.org/10.1016/j.techfore.2020.120439
https://scholar.google.co.in/scholar?hl=en&as_sdt=0%2C5&as_vis=1&q=Does+triple+helix+collaboration+matter+for+the+early+internationalisation+of+technology-based+firms+in+emerging+Economies%3F&btnG=
https://www.sciencedirect.com/science/article/abs/pii/S0040162520312658?via%3Dihub

