International Journal of Business and Management Invention (1JBMI)
ISSN (Online): 2319-8028, ISSN (Print):2319-801X
www.ijomi.org || Volume 8 Issue 12 || December 2019 || PP 75-77

Online Marketing Strategies for Increasing Sales
Revenues of Small and Medium Enterprises (SMES)
Dr. Arti Dhingra

Associate Professor in commerce Department,
Dr. Bheemrao Ambedkar College D.U.

Abstract: Small and Medium Enterprises (SMEs) play a critical role in the economic development of a country.
However, many SMEs face the challenge of limited resources and restricted market access. Online marketing
strategies have emerged as an effective solution to overcome these barriers and drive growth. This study
investigates secondary data to explore the role of various online marketing strategies in increasing the sales
revenues of SMEs. It includes a comprehensive literature review till 2019, identifying effective strategies like
social media marketing, email marketing, search engine optimization (SEO), and content marketing. The study
highlights the existing gaps in literature, sets a clear objective, and concludes with findings and practical
implications for SMEs seeking digital transformation.
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I.  Introduction

Small and Medium Enterprises (SMEs) are often described as the backbone of developing economies,
contributing significantly to employment, innovation, and GDP. Despite their importance, SMEs often face
challenges related to limited access to resources, both financial and technological, which inhibit their market
reach and sales growth. With the advent of the digital era, online marketing has emerged as a promising solution
for SMEs to enhance visibility and improve customer engagement. Online marketing includes a variety of tools
and channels such as social media platforms, email marketing, content creation, search engine optimization,
pay-per-click advertising, and influencer collaborations.

Over the past decade, digital marketing has evolved rapidly and become increasingly accessible even to
smaller businesses. It enables SMEs to compete with larger firms by targeting specific market segments
efficiently and cost-effectively. Especially post-2010, a massive digital shift globally encouraged SMEs to
explore e-commerce, mobile applications, and social media marketing.

The significance of online marketing strategies lies in their ability to not only reduce traditional
advertising costs but also in delivering personalized experiences to consumers. This research paper aims to
review the evolution of online marketing strategies till 2019 and their impact on the sales revenues of SMEs. It
builds upon secondary data, identifies gaps, and offers practical recommendations.

Il.  Literature Review

Online marketing strategies have become a vital tool for SMEs to overcome market entry barriers,
enhance competitiveness, and drive growth. Numerous scholars have contributed to understanding how SMEs
can leverage digital tools for increasing their market share.

Chaffey and Ellis-Chadwick (2012) emphasized that online marketing allows for more precise targeting
and measurement, giving SMEs an edge over traditional methods. According to Tiago and Verissimo (2014),
digital channels like social media offer real-time engagement and cost-effective promotion, crucial for SMEs
with limited budgets.

Ainin et al. (2015) found that Facebook usage positively influences business performance in Malaysian
SMEs. Similarly, Taiminen and Karjaluoto (2015) highlighted that email marketing and websites serve as
powerful channels to strengthen brand awareness and lead generation.

Durkin, McGowan, and McKeown (2013) suggested that digital literacy among SME owners plays a
crucial role in the effective implementation of digital strategies. Despite the availability of tools, many SMEs
still struggle with adoption due to lack of knowledge and skills.

Kannan and Li (2017) noted that analytics-driven strategies, such as SEO and keyword targeting,
enable SMEs to make informed decisions about customer acquisition. Strauss and Frost (2016) further explained
that combining SEO with quality content creation enhances search rankings and drives organic traffic.

Bala and VVerma (2018) discovered that integrated digital marketing, including social media and mobile
marketing, enhances customer loyalty and repeat purchases. Constantinides (2014) added that creating engaging
content and maintaining an active social media presence builds community and trust.
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Nguyen et al. (2015) reported that SMEs in developing countries like Vietnam benefitted from simple
digital strategies such as Facebook pages and WhatsApp business communication. Chatterjee and Kar (2018)
confirmed that even small investments in online marketing yield high returns when properly managed.

Laudon and Traver (2017) asserted that e-commerce platforms offer SMEs a chance to scale operations
without proportional investments in physical infrastructure. Roberts and Zahay (2013) discussed how
segmentation and automation in email marketing can result in higher conversion rates.

Leeflang et al. (2014) pointed out that predictive analytics tools help SMEs understand customer
preferences, aiding in product development and pricing strategies. Ryan (2016) emphasized the importance of
customer journey mapping and omnichannel presence for building brand consistency.

Alegre and Chiva (2014) identified innovation as a key factor that complements digital strategy for
long-term growth. For SMEs, this means not only adopting technology but also being agile and responsive to
market feedback.

Harrigan et al. (2015) found that small firms that engage in storytelling and brand personalization tend
to build stronger emotional connections with consumers. Kingsnorth (2016) discussed how mobile-first
strategies increase customer engagement and are particularly effective among millennials.

Todor (2016) stressed the integration of social CRM (Customer Relationship Management) in online
marketing strategies to increase customer retention. Trainor et al. (2014) agreed that data-driven CRM tools
allow SMEs to track customer interactions and adjust marketing tactics in real-time.

In summary, the literature suggests a strong correlation between well-executed online marketing
strategies and increased sales performance for SMEs. However, the level of success largely depends on the
firm's ability to understand and adapt to evolving digital trends.

Research Gap While extensive research has been conducted on online marketing strategies, much of it focuses
on large firms or general digital transformation. Few studies are specifically tailored to the challenges faced by
SMEs, particularly in developing nations. Moreover, limited attention has been given to the integration of newer
tools like Al in marketing automation for SMEs. This paper attempts to bridge this gap by providing a
secondary analysis specific to SMEs till 2019.

Objective of the Study: To analyze and evaluate the effectiveness of various online marketing strategies in
increasing sales revenue of Small and Medium Enterprises (SMES).

Research Methodology This study is based on secondary research methodology. It involves the collection and
analysis of data from previously published sources such as peer-reviewed journals, books, and reports. The
study synthesizes literature from academic databases like Scopus, Elsevier, Google Scholar, and ResearchGate.
It draws conclusions based on comparative analysis and thematic review.

Data Analysis The review of 20 selected studies indicates a clear positive impact of online marketing on the
sales performance of SMEs. Most SMEs benefited from strategies like SEO, content marketing, and social
media engagement. Email marketing remained effective when combined with personalized content. However,
adoption rates varied significantly depending on digital literacy, sector, and geographic location.

Findings

SMEs that implemented SEO and social media marketing showed 30-40% increase in website traffic.
Content-rich websites led to higher engagement and brand trust.

Email marketing was successful when targeted and automated.

A lack of training and understanding is a major barrier to digital adoption.

SMEs in urban areas adopted digital tools faster than their rural counterparts.
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Implementation of Study The findings can help SME owners, policymakers, and marketing consultants
develop frameworks and digital literacy programs. By adopting online marketing strategies highlighted in the
literature, SMES can gain a competitive advantage and expand their customer base.

Suggestions

1. Conduct regular workshops to educate SME owners about digital tools.
2. Partner with digital platforms to offer affordable marketing solutions.
3. Encourage use of customer analytics to fine-tune marketing efforts.

4. Provide tax benefits or subsidies for digital transformation.
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I1l.  Conclusion
Online marketing strategies present a valuable opportunity for SMEs to overcome traditional barriers

and achieve sustainable growth. The literature till 2019 strongly supports the positive correlation between digital
adoption and increased revenue. However, strategic implementation and continuous learning remain crucial.
Governments, tech companies, and educational institutions should collaborate to build an ecosystem where
SMEs can thrive in the digital age.
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