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ABSTRACT: Aim of this paper is exploring the influence of digital marketing strategies on the entrepreneurial
orientations of Turkish commercial banks. In the rapidly evolving financial landscape, the adoption of digital
marketing has become crucial for banks seeking to enhance their competitive edge and foster innovation. This study
utilized quantitative approach via conducting sociological survey and interpreting its results with descriptive statistics
analysis. The findings reveal that effective digital marketing strategies significantly enhance the entrepreneurial
orientation of Turkish commercial banks, leading to improved customer engagement, market responsiveness, and
overall organizational performance. This paper contributes to the understanding of how digital transformation can
empower financial institutions to adapt and thrive in a competitive environment, offering practical implications for
bank executives and policymakers aiming to leverage digital marketing for sustainable growth.

Keywords: digital marketing strategies, entrepreneurial orientations, commercial banks, digital
transformation, Turkish bank sector.
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DIJITAL PAZARLAMA STRATEJILERININ TURK TICARI
BANKALARININ GIRISIMCILIK YONELIMLERINE ETKISI

OZ: Bu makalenin amaci, dijital pazarlama stratejilerinin Tiirk ticari bankalarmin girisimei yonelimleri iizerindeki
etkisini arastirmaktir. Hizla gelisen finansal ortamda, dijital pazarlamanin benimsenmesi, rekabet avantajlarini
artirmak ve inovasyonu tesvik etmek isteyen bankalar i¢in ¢ok 6nemli hale gelmistir. Bu ¢alisma, sosyolojik anket
yiiriitmek ve sonuglarini tanimlayici istatistik analiziyle yorumlamak yoluyla nicel yaklagim kullanmigtir. Bulgular,
etkili dijital pazarlama stratejilerinin Tiirk ticari bankalarinin girisimei yonelimini 6nemli dl¢lide gelistirdigini,
miigteri katiliminin, pazar duyarliligmin ve genel kurumsal performansin iyilestirilmesine yol agtigini ortaya
koymaktadir. Bu makale, dijital doniisiimiin finansal kurumlarin rekabet¢i bir ortamda uyum saglamalarini ve
gelismelerini nasil saglayabileceginin anlagilmasina katkida bulunmakta ve siirdiiriilebilir biiylime igin dijital
pazarlamay1 kullanmay1 amaglayan banka yoneticileri ve politika yapicilar i¢in pratik ¢ikarimlar sunmaktadir.

Anahtar Kelimeler: dijital pazarlama stratejileri, girisimci yonelimler, ticari bankalar, dijital doniisiim, Tirk
bankacilik sektorti.
JelKodlan: L26, M30, M31

1. INTRODUCTION

The banking sector in Turkey has undergone significant transformations due to technological
advancements and changing consumer expectations. Digital marketing has emerged as a pivotal tool for
banks to engage with customers and promote their services. This research aims to investigate how digital
marketing practices impact the entrepreneurial orientation of Turkish commercial banks, focusing on three
key dimensions: innovation, pro-activity, and risk tolerance.

Digital marketing represents a range of strategies and tactics targeting audiences across digital media
and online platforms. In the last decade, digital marketing has become a subject of many studies focusing
on understanding the positive effects of digital marketing on entrepreneurial orientations (EO).
Entrepreneurial orientations include innovation, flexibility and sustainable business development. Business
seeks to achieve these orientations to improve its performance and excel in the competing business
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environment.

Entrepreneurial orientation is a widely studied construct in business research, representing the
entrepreneurial practices, philosophies, and behaviors of firms (Baker, 2021). It has been conceptualized
in two main ways: a unidimensional approach with three dimensions (innovativeness, risk-taking, and
proactiveness) and a multidimensional approach with five dimensions (adding autonomy and competitive
aggressiveness) (Chaffey, 2020). EO is considered an antecedent of firm growth, competitive advantage,
and superior performance, with research confirming a positive relationship between EO and firm
performance (Chaffey, 2020). Recent scholarship proposes a multilevel conceptualization of EO,
suggesting it manifests as an organizational attribute in three ways: top management style, organizational
configuration, and new entry initiatives (Wales, et al., 2020). This multilevel approach aims to reconcile
previous conceptualizations and provide a more comprehensive understanding of EO across different levels
of analysis (Wales, et al., 2020).

The present research problem stems from the limited knowledge and application of digital marketing
strategies in the entrepreneurial orientations of Turkish commercial banks, therefore research question of
this study is the following: Do digital marketing strategies have an impact on Turkish commercial banks'
entrepreneurial orientations?

2. LITERATURE REVIEW

2.1. Digital marketing strategies

2.1.1. Proactive Strategy.

Proactive strategy focuses on taking action to prevent competitors from entering the market or
reducing their influence, which may involve advanced technology or obtaining exclusive manufacturing or
branding rights (Elvis & Barasin, 2023). This approach involves consistently monitoring industry
orientations, staying attuned to customer feedback, and innovatively crafting campaigns and messages
resonating with target audience (Michael, 2023). Proactive marketing also functions as a tool for fostering
strong, lasting relationships with the customers and staying relevant in a constantly changing business
landscape (Ababneh, 2022).

Overall, proactive digital marketing strategies in commercial banks involve a combination of
technological innovation, data-driven decision-making, and internal organizational alignment. Banks that
successfully implement these strategies are better positioned to meet changing customer needs, improve
operational efficiency, and maintain a competitive edge in the digital era (Pulizzi, 2021).

2.1.2. Targeting Strategy.

Targeting marketing strategy focuses on accurately identifying and identifying target audiences, as
well as by analyzing the market, customer needs, demographic and behavioral data of target groups, and
then designing customized marketing campaigns for each category (Elvis & Barasin, 2023). The
organization divides the overall market into small parts to reduce the difference and variation between
customer aggregates and thus effectively target these markets by providing sustainable and appropriate
products for these and different groups (Michael, 2023). Targeted marketing strategy is akin to a focused
and data-driven approach where businesses identify a specific audience or demographic that is most likely
to benefit from their products or services (Barween, et al., 2022).

2.1.3. Attack Strategy.

The attack marketing strategy is akin to a tactical blitz on the battlefield of business. This approach
involves an aggressive, head-on stance where a company directly challenges its competitors to gain market
share, customer attention, or brand dominance. This strategy often includes a combination of competitive
pricing, strong advertising, and even controversial marketing campaigns to make a big impact (Belias &
Rossidis, 2023). This strategy can be a high-risk, high-reward strategy, as it may lead to intense rivalry and
backlash from competitors (Ababneh, 2022). Attack marketing strategy is a strategic approach that involves
competing intensively and aggressively against competitors in a given market with the aim of increasing
market share and improving the company's performance. This approach requires using a variety of tactics
and tools to win over competitors' customers or transfer them to the company's products or services (Elvis
& Barasin, 2023).
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2.2. Entrepreneurial Orientations

2.2.1. Creativity and Innovation.

Creative and entrepreneurial innovation represents a dynamic dimension in the realm of
entrepreneurship. It's about thinking beyond the conventional and coming up with groundbreaking ideas
that have the potential to disrupt markets (Thanasi-Boce, 2020). In this dimension, entrepreneurs are not
content with incremental changes but look to create entirely new paradigms (Bernoster, et al., 2020).
Creative innovations encompass not only technological advancements but also new business models,
marketing strategies, and organizational processes (Tidd & Bessant, 2018).

2.2.2. Proactive Dimension

The dimension of entrepreneurship known as "proactive” embodies a proactive approach to
identifying opportunities and taking calculated risks. Entrepreneurship within this dimension comprises
active seek out potential areas for business growth and development (Subramaniam & Shankar, 2020). This
dimension is characterized by curiosity and a willingness to explore uncharted territories, even before the
demand becomes evident (Bernoster, et al., 2020). Proactive entrepreneurs often the first movers in their
respective industries, gaining a competitive advantage by being ahead of the curve (Subramaniam &
Shankar, 2020). Their decision-making is influenced by a deep understanding of their target audience,
allowing them to deliver innovative solutions that meet customers' evolving needs. In essence, this
entrepreneurial dimension is about being the driver of change rather than reacting to it (Rauch, 2019).

2.2.3. Risk Tolerance

Risk tolerance, as an aspect of entrepreneurial orientation, has been extensively studied in the context
of business performance and decision-making. Entrepreneurial orientation is typically characterized by
innovativeness, proactiveness, and risk-taking (Subramaniam & Shankar, 2020). However, the relationship
between risk tolerance and entrepreneurial success is not straightforward and requires consideration of
various factors.

Another research has shown that risk aversion indirectly reduces entrepreneurial intention through
the determinants of planned behavior (Kaplan & McGourty, 2020). This suggests that risk tolerance may
play a crucial role in fostering entrepreneurial activities. However, the direct relationship between risk
aversion and entrepreneurial intention is not significant, indicating that other factors, such as attitude and
entrepreneurial skills, may be more influential in developing a strong entrepreneurial intention (Thanasi-
Boce, 2020).

Overall, while risk tolerance is an important component of entrepreneurial orientation, its impact on
business performance and success is complex and multifaceted. The literature suggests that risk tolerance
should be considered in conjunction with other factors, such as innovativeness, proactiveness, and strategic
networking, to fully understand its role in entrepreneurial success (Milovanovi¢, et al., 2023).

2.3. Research Hypothesis

Studies such as Ghoth (2021) and Tuten & Solomon (2021) analyzed the direct effects of social
media marketing on achieving entrepreneurial orientations. Social media marketing has been found to
increase brand awareness and contribute to promoting creative thinking and innovation within the
company. By extending our own research scope towards digital marketing in general and localizing the
research area down to the Republic of Turkey, we are proposing the research hypothesis:

H1: Digital marketing strategies in Turkish commercial banks provide significant impact at the
significance level of (0<0.05) on those banks’ entrepreneurial orientations.

3. METHODOLOGY

Commonly acknowledged digital marketing strategies and entrepreneurial orientations components
were atomized into measurement variables and were assessed through the survey performed. The research
adopted the questionnaire (see the Appendix) as a key tool for collecting field-related data and information.
The sample selected comprises 137 staff members from 10 largest commercial banks in Turkey: Akbank,
Arab Turkish Bank, Bank Ekspres, Bank Kapital, Bayindirbank, Citibank Turkey, Demirbank, Denizbank,
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Disbank and Egebank. Survey results were processed using descriptive statistical analysis. Digital
marketing variables were interpreted as actively influencing the entrepreneurial operations variables.
Cause-effect relationship was established through appropriate formulation of the variables: while digital
marketing variables represent deliberate strategies opted by a bank, entrepreneurial orientations variables
indicate observable characteristics.

The questionnaire was distributed to the employees across senior and middle management levels in
person. 21 unanswered forms were excluded. In order to secure the privacy of participants, questionnaire
forms were anonymous and could not be attributed to the person who filled them. Every survey participant
has signed the informed consent of publication. Figure 1 represents the relation between digital marketing
strategies and entrepreneurship operations established as the framework of this study.

Digital Marketing
e Targeting Strategy
e Attack Strategy
e Proactive Strategy

[ N

Entrepreneurial Orientations
e Proactive
e Creative and innovation
e Risk Tolerance

- v

Figure 1. Research framework (created by author).

4. RESULTS

The research findings were obtained through analysis of the questionnaire responses, with a view to
identifying the positive impact of digital marketing on the entrepreneurial orientations in the sample study
at a significant level (¢=0.05). Table 1 provides a summary of the assessment of various factors related to
digital marketing and entrepreneurial orientations.

Table 1. Means, standard deviations, and response levels for study dimensions (created by authors).

Variable Description Mean Std. Level

Cause: Digital Marketing

Scrupulous identifying the target

market for maximum benefit 3.83 11123 Medium
Using data and research to .
Targeting accurately identify the target audience 3.49 1.3456 Medium
Strategy Aiming the efforts on meeting the 3.60 1.0032 Medium
needs of customers in the target market ' '
_ Developing customized marketing 3.60 1.45908 Medium
strategies for each category of customers
Using an attack strategy to 299 1.9567 Weak
outperform competitors
Attack Strategy Investing in creative marketin
vesting 1 v Ing 3.20 1.1265 Medium

and promoting the services
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Using attack strategies to win

more customers and increase market 3.26 1.2991 Medium
spread
Embracing the concept of Attack .
marketing as one of main strategies 3.54 1.0254 Medium
Adopting proactive strategy for 386 1.4067 Medium
innovation and market excellence ' '
_ Investing in R&D to provide new 204 11789 Weak
. services before competitors
Strat Proactive Using forecasts and analyses to 383 1.4782 Medi
rategy excel in market orientations ' ' edium
Adopting proactive marketing
strategy as part of the comprehensive 2.49 1.0456 Weak
strategy
Effect: Entrepreneurial Orientations
Taking risks to exploit new
opportunities in the market, with a special 3.60 1.2856 Medium
focus on applying digital marketing ' '
strategies
Readiness to invest in advanced
risk projects that rely heavily on digital 2.87 1.0765 Weak

Risk Tolerance  technology for long-term gains
Striving to achieve excellence by
being proactive in adopting digital 3.00 1.2043 Medium
marketing technologies
Risk tolerance has lead to adopting
succesful innovations 2.94 1.3921 Weak

Adopting a digital marketing
strategy ~ contributes to  achieving
excellence in delivering solutions and
products according to customers' needs

Introducing services that meet
customers’ needs before they order them, 3.00 1.4332 Medium

Proactive with a special focus on digital innovations.

Embraced proactiveness became a
hallmark of the brand, while adapting to 2.80 1.3497 Weak
digital transformation

Striving to achieve excellence
through thinking, proactive action and 3.17 1.2211 Medium
modern technology

Achieved creativity and
innovation in every working aspect, and
guiding them towards innovative digital
marketing strategies

Creativity and creative design
become an essential part of attracting and
retaining customers by delivering
outstanding digital experiences

Encourage the adoption and
expression of creative ideas within the
organization, especially in the areas of
digital marketing.

Believe that creativity can
contribute to success and sustainability in 2.94 1.2797 Weak
the digital marketing world.

2.69 1.0356 Weak

3.63 1.1098 Medium

2.90 1.4913 Weak
Creative and
Innovation

3.60 1.1654 Medium

After performing the descriptive statistic analysis, it is concluded that research hypothesis “Digital
marketing strategies in Turkish commercial banks provide impact at the significance level of (0<0.05) on
those banks’ entrepreneurial orientations” is confirmed (Table 2).

Table 2. Results of the hypothesis testing (created by author).
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Model Summary ANOVA Coefficients
R R2 F Sig F* Variable B standard T SigT*
error
Targeting 287 .051 3.531 .000
Strategy
0.926 0.857 288.249 0.000 Attack .351 .019 2.374 .001
Strategy
Proactive 184 .024 5.119 .000
Strategy

Notes: The impact statistically significant at the level a < 0.05.

The correlation factor (R=.926) shows that Digital marketing affects the entrepreneurial orientations
of Turkish commercial banks. It also shows that the impact of the independent variable (digital marketing)
on strengthening banks' entrepreneurial orientations is statistically significant, with a calculated value
(288.249) and a level of importance (sig=.000) below .05. The determination coefficient (R2=657) shows
that variability in quantitative methods can account for 83.7% of variability in enhancing entrepreneurial
orientations.

Regression coefficients' values of sub-dimensional variable (digital marketing) are shown in the
table. The table shows that the value of the dimension target marketing strategy B was (.287) and that T's
calculated value was (3.531) at (.000). It is less than 0.05, which means that at the importance level (0<.05),
there is a significant positive impact. The table clearly shows that T's value has been calculated at this
dimension (2.374) at an important level (.001), below .05, indicating a significant positive impact at
(0<.05). B's value in the dimension Attack marketing strategywas equal to .351. The table shows that there
is a significant positive impact in the proactive marketing strategy dimension, with B (.184) and T (5.119)
at an important level (.000), below 0.05. where (0<0.05).

5. DISCUSSION

Our study results appear to align to Ghoth (2021), who stated that digital marketing plays an
influential role in the evolution of enterprises and their entrepreneurial orientations, and digital marketing
plays a major role in understanding the characteristics of the market and recognizing the desires of
customers, leading to accurate knowledge of how to formulate the strategies of the enterprise and ensure
its survival with the memory of customers while attracting new customers from its market analyses.
Furthermore, Yousaf, et al., (2018) indicated there is a positive relationship between digital marketing and
strategic business performance, and a positive relationship between e-marketing and e-trust. Al-Maalawani
(2020) claims that digital marketing has an impact on the company's competitive advantage, enabling to
achieve its entrepreneurial goals. Our results confirm the existing research outcomes, reinforcing them with
new data obtained.

6. CONCLUSION

The results show that Turkish commercial banks are influenced by digital marketing terms of
entrepreneurial orientations. However, variability in quantitative technologies (85.7%) can be explained by
the impact of (digital marketing), and the difference in entrepreneurial orientations. When all other factors
remain constant, the "target marketing strategy” area accounted for 57.3% of the variance in
"entrepreneurial orientations.” When all other factors remain constant, the area of " Attack marketing
strategy" accounted for 66.6% of the variance in "entrepreneurial orientations.” It has also been shown that
when all other factors remain constant, the area of "proactive marketing strategy"” explains 59.8% of the
variability in "entrepreneurial orientations."

Theoretical novelty of this study lies in the correlation analysis of digital marketing strategies and
entrepreneurship orientation approaches which can be applied in future research from other areas. Practical
novelty of this study comprises potential utility for the stakeholders from commercial banks in Turkey who
could use this study as guidance for digital marketing management. The study results can help the Turkish
commercial banks further excel in the dynamic and competitive digital marketing landscape and ensure
sustainable growth.
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The authors acknowledge this study is limited with reliance on the survey model which does not
exclude participants’ bias affecting the research data. Future studies in this area can provide new results
with adopting more robust research model.

In conclusion, digital marketing strategies have proved to play a crucial role in shaping the
entrepreneurial operations of commercial banks in Turkey. By embracing these strategies, banks can
enhance customer relationships, improve brand visibility, and drive innovation. However, they must also
address the associated challenges to fully leverage the benefits of digital marketing.

Ethics Statement: The authors declare that ethical rules were followed in all preparation processes of this
study. In case of detection of a contrary situation, all responsibility belongs to the authors.

Author Contributions: The author contributed to the study in all its sections. Ilkay Kéroglu contribution
rate: 100 %.

Conflict of Interest: There is no conflict of interest between the authors.

REFERENCES

Ababneh, S (2022). The impact of electronically transmitted word of mouth (e-WOM) on the marketing of
tourism services in Jordan: A case study of Jerash & Ajloun cities. GeoJournal of Tourism and
Geosites, 43(3), pp. 986-992. http://dx.doi.org/10.30892/gtg.43318-912

Al-Maalawani, L. (2020). The Effect of Entrepreneurial Marketing on the Competitive Advantage of SMC's
at the King Hussein Business Park, Middle East University: Amman, Jordan.

Baker, M. J. (2021). Digital Marketing Strategy: An Integrated Approach to Online Marketing, Kogan
Page: London, UK.

Barween, A., Muhammad, T., Iman, A., and Haitham, M (2022). The role of digital marketing channels on
consumer buying decisions through eWOM in the Jordanian markets. International Journal of
Data and Network Science, 6(4), pp. 1175-1186. http://dx.doi.org/10.5267/j.ijdns.2022.7.002

Belias, D., and Rossidis, | (2023). Digital Marketing: The Case of Digital Marketing Strategies on
Luxurious Hotels, University of Thessaly: Larissa, Greece.

Bernoster, 1., Mukerjee, J., and Thurik, R (2020). The role of affect in entrepreneurial orientation. Small
Business Economics, 54(1), pp. 235-256. https://doi.org/10.1007/s11187-018-0116-3

Chaffey, D. (2020). Digital Marketing: Strategy, Implementation, and Practice, Pearson Education:
Harlow, UK.

Elvis, 1., and Barasin, T. (2023). Digital Marketing Strategies and Service Performance. International
Academic Journal of Management and Marketing, 11(7), pp. 1-15.

Ghoth, G. A. (2021). E-Marketing and its Impact on Institutional Leadership: Field Study at Yemen's NGOs
in Sana'a, University of Science and Technology: Sana'a, Yemen.

Kaplan, J. M., and McGourty, J. (2020). Patterns of Entrepreneurship Management, 6th ed, John Wiley &
Sons, Inc: New Jersey, USA.

Michael, M. (2023). Effective Digital Marketing Strategies for Increased Engagement in Real Estate,
Trident University International: Cypress, USA.

Milovanovi¢, B., Fabi¢, M., and Vjekoslav, B. (2023). Strategic Approach to Configurational Analysis of
Entrepreneurial Orientation, Strategic Networking, and SME Performance within Emerging
Markets of Selected Southeast European Countries. Administrative Sciences, 13(2), 52.
https://doi.org/10.3390/admsci13020052

Pulizzi, J. (2021). The Content Inc. Model: How Entrepreneurs Use Content to Build Massive Audiences
and Create Radically Successful Businesses, McGraw-Hill: New York, USA.

Rauch, A. (2019). Opportunities and threats in reviewing entrepreneurship theory and practice.
Entrepreneurship Theory and Practice, 44(5), pp. 847-860.
https://doi.org/10.1177/1042258719879635

Istanbul Journal of Social Sciences and Humanities
September 2024 Volume:2 Issue:3

[16]


http://dx.doi.org/10.30892/gtg.43318-912
http://dx.doi.org/10.5267/j.ijdns.2022.7.002
https://doi.org/10.1007/s11187-018-0116-3
https://doi.org/10.3390/admsci13020052
https://doi.org/10.1177/1042258719879635

Istanbul Journal of Social Sciences and Humanities / Istanbul Sosyal ve Beseri Bilimler Dergisi
September 2024 Volume:2 Issue:3

Subramaniam, R., & Shankar, R. K. (2020), Three mindsets of entrepreneurial leaders. The Journal of
Entrepreneurship, 29(1), pp. 7-37. https://doi.org/10.1177/0971355719893498

Thanasi-Boce, M. (2020), Enhancing students’ entrepreneurial capacity through marketing simulation
games. Education + Training, 62(9), pp. 999-1013. https://doi.org/10.1108/ET-06-2019-0109

Tidd, J., and Bessant, J.R. (2018). Managing Innovation: Integrating Technological, Market and
Organizational Change, John Wiley & Sons: Hoboken, USA.

Tuten, T. L., and Solomon, M. R. (2021). Social Media Marketing, SAGE Publications: Thousand Oaks,
USA.

Wales, W. J., Covin, J. G., and Monsen, E. W. (2020). Entrepreneurial orientation: The necessity of a
multilevel conceptualization. Strategic Entrepreneurship Journal, 14(4), pp. 639-660.
https://doi.org/10.1002/sej.1344

Yousaf, Z., Sahar, N., Majid, A., and Rafiq, A. (2018). The effects of e-marketing orientation on strategic
business performance: Mediating role of e-trust. World Journal of Entrepreneurship, Management
and Sustainable Development, 14(3), pp. 309-320. https://doi.org/10.1108/WJEMSD-12-2017-
0109

Appendix: The questionnaire

Use the right column to indicate the extent of your agreement with the statements about your
bank indicated in the left column.

Estimated parameter Estimation: 1 - Strongly disagree; 2 - Disagree; 3 -
Neither agree nor disagree; 4 - Agree; 5 - Strongly
agree

Digital Marketing

Scrupulous identifying the target market for maximum benefit

Using data and research to accurately identify the target
audience

Aiming the efforts on meeting the needs of customers in the
target market

Developing customized marketing strategies for each category
of customers

Using an attack strategy to outperform competitors

Investing in creative marketing and promoting our services

Using attack strategies to win more customers and increase
market spread

Embracing the concept of Attack marketing as one of main
strategies

Adopting proactive strategy for innovation and market
excellence

Investing in R&D to provide new services before competitors

Using forecasts and analyses to excel in market orientations

Adopting proactive marketing strategy as part of the
comprehensive strategy

Entrepreneurial Orientations

Taking risks to exploit new opportunities in the market, with a
special focus on applying digital marketing strategies

Readiness to invest in advanced risk projects that rely heavily
on digital technology for long-term gains
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Striving to achieve excellence by being proactive in adopting
digital marketing technologies

Risk tolerance has lead to adopting succesful innovations

Adopting a digital marketing strategy contributes to achieving
excellence in delivering solutions and products according to
customers' needs.

Introducing services that meet customers’ needs before they
order them, with a special focus on digital innovations.

Embraced proactiveness became a hallmark of the brand,
while adapting to digital transformation

Striving to achieve excellence through thinking, proactive
action and modern technology.

Achieved creativity and innovation in every working aspect,
and guiding them towards innovative digital marketing
strategies

Creativity and creative design become an essential part of
attracting and retaining customers by delivering outstanding
digital experiences.

Encourage the adoption and expression of creative ideas within
the organization, especially in the areas of digital marketing.

Believe that creativity can contribute to success and
sustainability in the digital marketing world.

Istanbul Journal of Social Sciences and Humanities
September 2024 Volume:2 Issue:3

[18]





