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Abstract

Digitalization has transformed business operations, prompting startups to develop innovative services
that help customers enhance their businesses. However, the rise of technology and customer awareness
necessitates that firms understand customer expectations before creating value. This study highlights the
pivotal role of digital marketing in driving small business effectiveness and digital transformation,
leading to stronger economic outcomes and expanded market presence. Engaging customers on digital
channels enables businesses to understand preferences, create better experiences, and adopt smarter
selling practices. Digital marketing is recognized as an effective tool for acquiring, sustaining, and
building customer relationships, with platforms such as websites, industry-specific outlets, and forums
being particularly beneficial for startups. The study concludes that dynamic environmental factors do
not moderate the relationship between digital marketing strategies and small business performance,
underscoring the importance of strategic utilization by entrepreneurs to achieve growth and success.

Keyword: Digital marketing strategy, Small and medium enterprises (SME), Small business, Digital
transformation, Customer relationships, E-commerce.

1. INTRODUCTION

A. Background

Business divisions in India's digital marketing industry are almost common.
Tracking orders and transactions, online banking, payment systems, and content
management are a few applications of electronic marketing [1]. Promoting goods
and services via the Internet and online-based digital devices, including desktop
computers, smartphones, and other digital media and platforms, is known as digital
marketing [2]. Using a combination of search engine optimisation (SEO), search
engine marketing (SEM), content marketing, influencer marketing, content
automation, campaign marketing, data-driven marketing, e-commerce marketing,
social media marketing, social media optimisation, e-mail direct marketing, display
advertising, e-books, optical discs, and games, digital marketing companies have
become more prevalent as people use digital devices more frequently rather than
going to physical stores [3]. Digital marketing includes non-internet outlets that
include digital media, such television, mobile phones (SMS and MMS), and cell
ring tones for callback and on-hold. The growth of digital marketing into non-
internet outlets sets it apart from online advertising [4].

All consumers and businesses worldwide are now prospective customers and
suppliers since digital marketing has the ability to transcend geophysical barriers
[5]. It is well known for making it possible for businesses to interact and trade at
any time and location [6]. India's digital marketing industry is now expanding
quickly. Digital marketing is expected to grow significantly in a country with a fast
rising economy. Advertising and marketing are greatly impacted by the growth of
the digital marketing trend [7]. According to a Forrester analysis, India was
expected to grow at the fastest pace in the Asia-Pacific market between 2012 and
2016, with an estimated 57% growth rate. By 2018, 1.61% of the world's GDP came
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from India's e-commerce industry, which has grown at an
astounding pace. The driving factors behind e-commerce are
as follows. This article primarily focusses on the
fundamental understanding of digital marketing, how it
benefits modern businesses, and, using examples, examines
current difficulties

WEBSITE TRAFFIC ANALYTICS

ANALYTICS

EMAIL
MARKETING R
SOCIAL <
NETWORK ‘s
)

U WEBSITE

Figure 1 Digital marketing services [8]

B. Importance of small businesses

Even though they are little, small businesses contribute
to the nation's economic development by making money.
Small companies are partnerships, sole proprietorships, and
corporations with fewer employees. Car dealerships, grocery
stores, bakeries, event coordinators, translation services, and
many more are examples of small enterprises [9]. By reading
the following, one might comprehend the significance of
small enterprises. The creation of jobs per unit of capital is
the main benefit of small businesses. People who are idle for
a certain amount of time each year have the opportunity to
work for these tiny firms [10]. The perception of India as a
country that seeks jobs rather than one that creates them is
further altered by this. Small businesses don't need as much
money as bigger ones. It implies that using little money
might provide excellent results. Small business is
appropriate in a location like India where capital creation is
minimal [11]. Because they are tiny, these enterprises can
readily adjust to changing conditions. It encourages
adaptability. In contrast to larger companies, these
companies may readily alter their working methods with
little damage [12]. Large companies failed to recognise the
talent that small enterprises bring in. Utilisation of local
resources and expertise is maximised. In general, these big
companies rely on smaller companies to do their tasks [13].
Large enterprises need raw materials and replacement
components, which are produced by small firms. Small

companies are able to better serve their clients since they
have direct touch with them. Technical skills and handicrafts
are promoted by small businesses [14]. By exporting their
goods, these companies generate foreign cash. Economic
power is not concentrated in a small number of hands since
it is distributed throughout several industries. These
companies encourage a fairer allocation of the nation's
revenue. Locals' lives are improved by small companies
since they provide them a source of income [15].

C. Evolution of Digital Marketing

With the advent of server/client architecture and the
increasing popularity of personal computers, the phrase
"digital marketing" was coined in the 1990s. CRM apps
became a crucial part of marketing technology. Vendors
were compelled by the fierce competition to provide new
services, such marketing, sales, and service applications, to
their software. Digital marketing is also known as web
marketing, internet marketing, and online marketing. The
phrase "Digital Marketing” has become more well-known
over time. Digital marketing is still widely employed in the
United States. Web marketing is another name for digital
marketing in Italy. The phrase "digital marketing,” in
particular, has gained the highest use globally since 2013.
Approximately 4.5 trillion online commercials were
delivered yearly in 2010, a 48% increase in digital
advertising revenue. A growing portion of advertising is
done by companies who employ "Online Behavioural
Advertising (OBA)" to attract certain internet users, yet
OBA also raises concerns about consumer privacy and data
security. There are more things we may discover about
digital marketing than Only individual efforts and a select
few organisations, such as Web Marketing Strategies
(WMS), are responsible for e-commerce. Digital media
allows brands to interact with customers and promotes
individualised use of their products.

D. Importance of digital marketing for small business

Moving on to the most interesting part, which is the
primary advantages of digital marketing for small businesses
[10]. The key arguments that might convince to use this
effective business tool.

1. Provide Equal Opportunities for Everyone

The size of the business is irrelevant. Everyone has
access to SMB digital marketing. Even if still have a tight
budget, small business owner can still do it. Using a variety
of tactics, even a tiny firm may readily reach its target
audience. Everyone is on an equal footing in the world of
digital marketing. Here, small firms may use a variety of
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marketing techniques and methods to compete with larger
corporations. With the vast array of digital marketing
techniques available, pick the one that best fits company's
requirements and, most importantly, financial constraints.

2. Target the Right Audience
Over 4 billion people use the internet, and the majority

of them use smartphones, as previously discussed. As of
right now, every social networking site offers a vast network
of prospective customers who may be considering goods or
services. All has to do is use effective marketing techniques
and eye-catching internet advertisements to locate them. The
following targeting techniques may be used in the small
business's digital marketing plan to reach the proper
audience:

e Facebook custom audiences and retargeting

e Google ads
e  Search Engine Optimization

e LinkedIn for keyword research

E. Challenges Faced by Small Businesses

A common desire of Australians is to start a modest
company and grow an idea or passion into something larger.
Although it's not always easy, being the boss of oneself and
starting something from scratch can be very fulfilling [3].
Small company ownership may also be quite difficult,
requiring a great deal of sacrifice and hard work in addition
to money, preparation, and good fortune. Being prepared is
the greatest approach to guarantee company success and
prevent being one of the 60% of companies that close within
the first three years [16]. The most typical issues that
company owners encounter that should be aware of were
covered in order to assist with this:

1. Limited access to cash for financial growth: Every
company requires money to start off, but even with a
brilliant concept, getting finance may sometimes be
challenging. Many individuals face the challenge of
having a low credit score, which may make it
challenging to get a loan from a lender or bank when
combined with an untested business plan and financial
history.

2. Lack of business plan: When launching a new
company, it may be tempting to dive right in,
but refrain from making any choices until creating a
solid and well-considered business plan. If few human
resources to begin with, this will help stay on course
get caught up in the day-to-day operations. It will also
offer a framework for how will conduct the company.

Consider the process and how will handle crucial tasks
like cash flow management, collaborating with
customers and suppliers, employee training, and
continuously delivering high-quality services or goods.
You will be more equipped to handle the larger picture,
evaluate company against the competition, and be
ready for a variety of situations if have a plan in place
from the start.

. Problems with cashflow: Company's owner must

consider how will manage cash flow in addition to the
capital finance required to launch firm. This will allow
Company's owner to keep up with costs like salaries
and overhead. Every company requires revenue to stay
afloat, therefore it's essential to have a system in order
to make certain invoices are paid on time to avoid being
in a precarious financial situation and unable to make
ends meet.

Having trouble standing out in the market: When it
comes to competition, other well-established
companies in that industry may give more trouble than
just the possibility of losing talented employees. They
might entice the customers away as well. That's why
it's essential to think hard and explicitly about what the
business provides that sets it apart. Company run the
danger of losing target audience if don't have a
distinctive selling proposition backed by a solid
marketing and advertising plan.

. Pivoting to a new business model: Many company

owners learnt during the recent epidemic that may need
to shift course when things drastically change.
Companies may need to operate in a different manner,
provide a new service or product, or even operate in a
different sector. It can mean it's time to move the
company online or come up with a new strategy for
reaching customers. In any case, it's important to be
adaptable and prepared for everything.

. Overreliance on a small stable of customers: Any

company may benefit greatly from having loyal, steady
clients, but relying too much on them might backfire if
they abruptly stop doing business. It's critical to
continuously seek out methods to innovate and
diversify the company, even with little personnel and
resources, in order to consistently draw in new
customers and provide novel goods and services.

Lack of understanding in financial management:
Because most new company owners lack experience
with bookkeeping or accounting, managing funds may
be stressful and time-consuming. Keeping track of
your paperwork is vital, particularly when it comes to
paying taxes, but it may also divert the focus from other
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critical business tasks, such as growing product
listings, concentrating on business higher-value
product offers, and strengthening relationships with
customers.

F. Key Digital Small
Businesses
There are many tools and strategies available in the wide
world of digital marketing to meet unique requirements [17].

Here is an overview of some common kinds:

Marketing Strategies for

1. Search Engine Optimization (SEO): This entails
optimising website and content for relevant keywords
in order to raise ranking in "search engine results pages
(SERPs)".

2. Social Media Marketing: Facebook, Instagram,
LinkedIn, and other social media sites provide strong
tools for connecting with target market, increasing
brand recognition, and increasing website traffic.

3. Content Marketing: By producing and disseminating
insightful, useful information (like blog entries,
infographics, or videos), this become recognised as an
authoritative leader in sector of expertise. Through
engagement and attraction, this material turns
prospective buyers into devoted brand ambassadors.

4. Pay-Per-Click  (PPC)  Advertising:  Targeted
advertisements can be generated through platforms
such as Google Ads and social media advertising,
which analyse demographics, interests, and online
behaviour to target a particular audience.

5. Email Marketing: Creating an email list enables
business to maintain contact with current clientele,
nurture prospects, and advertise exclusive deals. A
strong technique for increasing revenue and cultivating
client loyalty is email marketing.

6. Influencer Marketing: promoting the company and
products by collaborating with social media
influencers that have a sizable and active following in
companies target market.

2. LITERATURE REVIEW

(Deku et al.,, 2024) [18] Examine the thorough
conceptualisation of how digital marketing and its
implementation boost SMEs' productivity. Additionally,
look into how SMES' productivity in emerging markets
(EMs) is affected by technological orientation, CRM, and
digital marketing. According to this research, SMEs'
business management performance in EMs is favourably
impacted by the conception and implementation of digital
marketing. Additionally, the association between digital

marketing and the company success of SMEs shows a
beneficial moderating influence of dynamism. This study
suggests goals for future research streams in both established
and developing nations, with a specific emphasis on SMEs
from Ghana's Greater Accra and Ashanti areas as an EM. In
order to maximise profit, the results advise SMEs to build
strong customer connections, technical focus, and customer
relationship management skills in EMs.

(Naik et al., 2024) [19] discover the best digital
marketing methods for Indian startup businesses. This
research synthesises theoretical ideas on digital marketing,
startup problems, and the Indian consumer environment to
provide practical advice for entrepreneurs looking to
optimise their digital marketing. It also examines the
particular obstacles Indian entrepreneurs confront, such as
limited financial resources, high rivalry, various customer
sectors, and constantly changing technological trends. This
research aligns digital marketing strategies with startup
needs and constraints to help entrepreneurs and marketing
professionals increase "online visibility, brand awareness,
customer engagement, and revenue". This theoretical
research article adds to digital marketing strategy expertise
by examining its use in Indian startups. The research
attempts to bridge theory and practice to provide
entrepreneurs with the insights and tactics they need to
succeed in the ever-changing digital economy.

(Mushi, 2024) [20] In this article, the interconnectedness
of digital marketing strategies—including "SEO, content
marketing, social media marketing, email marketing,
influencer marketing, paid advertising, and data analysis"—
as well as the performance of Tanzanian SMEs—which
includes a number of factors like market share, sales growth,
and market development—are examined. The study's
findings show a strong relationship between the components
of SMEs' performance in Mbeya City and digital marketing
methods. According to the report, there were no discernible
moderating effects of the dynamic environment on SME
performance or digital marketing techniques. The
importance of using digital marketing methods correctly for
enterprises is emphasised in the essay.

(Armiani, 2024) [21] Examine how digital marketing
tactics for SMEs have changed over time, paying particular
attention to e-commerce and social media usage. Using
reliable worldwide databases, the research methodology
entails locating and assessing relevant material. The
PRISMA approach is then used to arrange a methodical
search and article selection procedure. The findings of the
study emphasise the significance of risk management,
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technology and data utilisation, and business model
innovation in the framework of digital marketing for SMEs.
The study's implications are that it will help business
professionals and associated stakeholders create digital
marketing strategies for SMEs that are more flexible and
successful.

(Salhab, 2024) [22] studied how email, social media, and
internet advertising affect "small and medium-sized
companies (SMCs)" operational results in a period of
changing norms. Researchers used a cross-sectional survey.
The study's assumptions were tested using multiple linear
regression and SPSS 23. The research found that social
media marketing, online advertising, and email marketing
improved performance throughout the new average period.
The research recommended that SMCs use search engine,
display, and website advertising, social media platforms like
Facebook, Instagram, and WhatsApp, and email marketing
tools like welcome emails, newsletters, and dedicated email
promotions to boost sales and marketing. Additionally, the
report suggests additional research that potential academics
may find useful.

(Sharabati et al., 2024) [23] examines how digital
marketing tactics such as "online advertising, social media
marketing, SEO, and digital customer engagement™ affect
SMEs. Another study examined how digital transformation
mediates the link among digital marketing and company
performance. The findings showed that digital marketing
drives digital transformation in SMEs, improving economic
performance and market share. Businesses may improve
goods and services and sell smarter by engaging consumers
on digital platforms to discover their preferences.
Practitioners get applicable insights and actual data on how
SMEs may plan digital marketing adoption. It also advises
governments on promotion of digital innovation and
financial and technical support for SMEs in this crucial field.

(Yendra et al., 2024) [24] discuss the difficulties local
companies have using digital marketing tactics and
technologies to get a competitive edge and long-term
success in a digital-first world. By improving
communication and satisfaction via email and social media,
digital marketing dramatically increases consumer
involvement. through targeted advertising and enhanced
internet presence via SEO, it boosts sales and income.
Additionally, by facilitating the distribution of continuous
and interesting information, digital marketing enhances
brand identities. Managing complicated technologies and
constantly adapting to digital developments are challenges

that underscore the need of strategic planning and lifelong
learning.

(Gulati & Grover, 2024) [25] This research examines the
digital marketing tactics of many lower-middle firms and
their competitive advantages. Promotional media
innovations for SMEs could reduce financial restrictions and
help them respond to digital developments. Small firms may
expand from local to worldwide markets using "SEO, social
media, and other digital methods". They may reach new
consumers and generate leads with this chance. Small firms
with limited financial and resource resources benefit from
connecting with more prospective clients. Digital marketing
helps them grow their consumer base cheaply. Small
companies may track website traffic, leads, sales
conversions, and ROI using internet marketing. This data is
essential for determining successful and unsuccessful
platforms and initiatives. Resources may be moved across
channels and tactics altered often to optimise expenditure
and remove inefficiency. Digital marketing outcomes help
small firms make informed marketing choices. Data and
analytics allow smart decisions.

(Rizvanovié¢ et al., 2023) [26] Digital marketing now
mediates between efficient digital contact, data
interpretation possibilities, and corporate development,
expanding its effect potential to address growth difficulties.
Startups have limited funds and deal with "customer
engagement, retention, and other growth difficulties".
Digital marketing tools' cheap investment and dynamic
features may enable positive digital interactions that spur
development. These links demonstrate a wider digital
marketing effect on marketing and sales, including product
& market testing, customer involvement, and partnership
creation. Also, compare "B2B and B2C digital
marketing" use and explain how new technologies affect it.
Digital marketing-supported start-up growth drivers are
identified by linking its expanded influence, start-up
obstacles, and growth regions.

(B.S. et al.,, 2023) [27] examine how online/digital
marketing impacts small businesses. Checking ambiance's
social media efforts to determine how to reach the target
audience. Small businesses' platforms and technology must
also be identified. Web marketing-using organisations are
productive. We want to see whether our marketing methods
are reaching as many customers as possible since new
technology is extending the target population. We can
identify which social media and email approach works best
for our organisation by surveying users. A survey that
emphasises both email and social media use will help us
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evaluate which strategy works best for our target population.
Our consumer is diverse, therefore enquiring where they
want to see a company's marketing is ideal for ambiance and
other small businesses.

(Tripathi & Mishra, 2023) [8] The world is becoming digital,
including marketing. As technology advances, so does
digital marketing. Digital marketing has profited most from
the fast growth of internet users since it relies on the internet.

Consumers are increasingly choosing digital marketing over
conventional marketing. Digital marketing's influence on
consumers and marketers is the focus of this review study.
Differences between conventional and digital marketing,
pros, disadvantages, and significance of digital marketing
nowadays. India's growing digital economy shows that
digitisation is developing swiftly. E-commerce sites sell all
goods and services online.

Ad Spending
[
I
a I
—
L] .

Figure 2 Advertising expenditures on digital marketing

(MAHETA & RAMI, 2023) [28] This report highlights
digital marketing's adoption and development in India and
how to utilise it wisely to boost sales. Digital channels keep
increasing, accelerating transformation. Indians spend more
time on social media and the internet. Social media is a
major driver of digital marketing growth, as 467 million
Indians use social media and 658 million utilise the internet.
India has the largest Facebook audience in 2022 with 239.65
million users. The fast-growing Indian digital market shows
that digitisation is happening fast. E-commerce websites
provide all products and services online nowadays. More
ecommerce websites. This report studies digital marketing
growth and trend in India.

(Maithil et al., 2023) [29] Examine the importance of
digital marketing and its impact on new businesses' ability
to compete. Additional study would examine if digital
marketing can significantly impact startup growth, improve
brand awareness, increase customer loyalty, and fortify
customer connections. The study used a qualitative
approach, and the main technique for gathering data was

conducting semi-structured interviews with five startup
companies. Secondary data for the study was also gathered
from websites, peer-reviewed papers, and articles. Digital
marketing is acknowledged as an innovative and effective
method of acquiring, maintaining, and building connections
with customers, according to the study's findings. Websites,
industry-specific outlets, and forums are examples of online
channels and platforms that have been shown to be the most
advantageous for entrepreneurs.

CONCLUSION

In conclusion, this study highlights the critical role of
digital marketing in enhancing the effectiveness and market
presence of small business. Digital marketing serves as a
catalyst for digital transformation, driving economic growth
and expanding market reach. By leveraging digital channels
to understand customer behavior and preferences,
businesses can create better experiences, improve products,
and adopt smarter selling practices. Key benefits include
increased customer engagement through social media and
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email platforms, higher sales and revenue via targeted
advertising, and stronger brand identities through consistent
and engaging content. Digital marketing also offers small
businesses a cost-effective way to connect with a broader
audience, monitor key performance metrics, and optimize
return on investment. However, challenges such as the need
for continuous adaptation to digital trends and managing
complex tools underscore the importance of strategic
planning and ongoing learning. Additionally, social media
and email usage can provide insights into the most effective
strategies for reaching diverse target demographics. Finally,
while dynamic environmental factors showed no moderation
effects, the study reinforces the necessity for entrepreneurs
to effectively utilize digital marketing strategies to achieve
sustained growth and success.
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