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ABSTRACT

This research aims to investigate the evolution of digital marketing strategies for Small and Medium
Enterprises (SMEs), with a focus on the use of social media and e-commerce. The research method used
involves searching and evaluating relevant literature using reputable international databases, applying
the PRISMA method to organize a systematic search and article selection process. The research results
highlight the importance of innovation in business models, use of technology and data, and risk
management in the context of digital marketing for SMEs. The implication of this research is to provide
valuable insights for business practitioners and related stakeholders in developing more effective and
adaptive digital marketing strategies for SMEs.
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ABSTRAK

Penelitian ini bertujuan untuk menyelidiki evolusi strategi pemasaran digital bagi Usaha Kecil dan
Menengah (UKM), dengan fokus pada pemanfaatan media sosial dan e-commerce. Metode penelitian
yang digunakan melibatkan pencarian dan evaluasi literatur yang relevan menggunakan database
internasional bereputasi, dengan menerapkan metode PRISMA untuk menyusun proses pencarian dan
seleksi artikel secara sistematis. Hasil penelitian menyoroti pentingnya inovasi dalam model bisnis,
pemanfaatan teknologi dan data, serta manajemen risiko dalam konteks pemasaran digital bagi UKM.
Implikasi penelitian ini adalah memberikan wawasan yang berharga bagi praktisi bisnis dan pemangku
kepentingan terkait dalam mengembangkan strategi pemasaran digital yang lebih efektif dan adaptif
bagi UKM.

Kata Kunci: Strategi Pemasaran Digital, Usaha Kecil dan Menengah, Media Sosial, E-commerce

1. Introduction

Digital marketing strategies are essential for the growth and sustainability of Small and
Medium Enterprises (SMEs). Utilizing social media and e-commerce is crucial for SMEs to
enhance their competitiveness and reach a wider audience. Research indicates that the
adoption of e-commerce in SMEs is influenced by factors such as technological preparedness,
trust, entrepreneurial competencies, and environmental and technological factors
(Madzvamuse, 2024; Hussain et al., 2022; Akbar et al., 2022). These factors not only impact the
adoption of e-commerce but also significantly influence the overall performance of SMEs
(Hussain et al., 2022; Akbar et al., 2022).

Furthermore, the use of e-commerce platforms can help SMEs reduce marketing costs,
increase sales, and improve international competitiveness (Madzvamuse, 2024; Wen, 2023).
E-commerce adoption involves aspects beyond technology, including perceived price fairness,
customer satisfaction, trust, and loyalty, which are critical for the success of digital marketing
strategies (Hride et al., 2021). Additionally, e-commerce can drive SMEs to respond to market
changes and enhance their market innovation capabilities (Gu, 2022).
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In the realm of digital marketing, social media platforms and influencer marketing also
play a significant role. Strategies such as developing digital assets, boosting website visits,
optimizing social media accounts, engaging in active email marketing, and sending broadcast
messages are essential for SMEs to effectively connect with their target audience (Rajab, 2021).
Moreover, the adoption of e-commerce and digital marketing strategies has been identified as
crucial for SMEs to navigate challenging times like the COVID-19 pandemic (Mariana et al.,
2023; Rachmawati et al. (2021). In conclusion, research emphasizes that SMEs must carefully
craft their e-commerce strategies, ensure technological readiness, establish customer trust,
and leverage social media and influencer marketing to enhance their digital presence and
competitiveness in the market (Madzvamuse, 2024; Hussain et al., 2022; Wen, 2023; Hride et
al., 2021; Gu, 2022; Rajab, 2021; Rachmawati et al., 2021).

Digital marketing has become a crucial component of business strategies in the
contemporary digital age, utilizing various digital platforms and technologies to enhance brand
visibility, promote products, and achieve marketing objectives. For small and medium-sized
enterprises (SMEs), digital marketing is particularly relevant as it enables them to effectively
compete in a digitally interconnected marketplace. However, SMEs face challenges in
implementing successful digital marketing strategies due to limited resources and expertise,
compounded by the dynamic business landscape characterized by evolving consumer
behaviors and technological trends.

Research indicates a significant gap in understanding the evolution of digital marketing
strategies tailored for SMEs, with existing studies often focusing on larger corporations or
overlooking SME-specific considerations. Moreover, there is a lack of comprehensive research
exploring the integrated impact of social media and e-commerce on digital marketing strategies
for SMEs. While digital and social media marketing can empower smaller companies to
enhance brand recognition and compete with larger rivals, the importance of digital marketing
capabilities in influencing the market performance of SMEs has been emphasized.

The rapidly changing digital environment highlights the importance of organizational
adaptability and growth strategies for rural SMEs, emphasizing the need for digital orientation
and organizational ambidexterity. Despite the increasing prominence of digital marketing,
particularly in multichannel marketing strategies, there is a knowledge gap regarding the
specific influences of digital technology, literacy, and marketing on SME performance. Notably,
the adoption of digital marketing by SMEs lags behind that of larger corporations in leveraging
the benefits of the Fourth Industrial Revolution.

Digital marketing not only enables cost-effective communication and consumer
engagement but also enhances organizational flexibility and market reach for SMEs. The
integration of Al capabilities and strategic decision-making frameworks can further enhance
market competitiveness and operational efficiency for SMEs. Additionally, the utilization of
digital-based marketing strategies has proven instrumental in enabling retail and food and
beverage SMEs to navigate challenges, such as those posed by the COVID-19 pandemic. In
conclusion, while digital marketing offers significant opportunities for SMEs to thrive in the
digital landscape, addressing the challenges of resource constraints, technological
advancements, and evolving consumer preferences is essential for SMEs to fully leverage the
potential of digital marketing strategies and sustain competitiveness.

Therefore, the main aim of this research is to investigate the evolution of digital
marketing strategies for SMEs, with particular emphasis on the use of social media and
e-commerce. This research aims to provide a better understanding of how SMEs adopt and
implement their digital marketing strategies, as well as analyze the impact of the use of social
media and e-commerce on the success of their digital marketing strategies.

The research question of this study is: "What is the evolution of digital marketing
strategies for small and medium businesses, especially in terms of utilizing social media and
e-commerce?"
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The novelty of this research lies in its specific focus on SMEs and the integration of
social media and e-commerce in their digital marketing strategies. This research is expected to
provide valuable insights for business stakeholders, marketing practitioners and researchers to
increase understanding of digital marketing strategies for SMEs as well as provide practical
recommendations to increase their digital marketing success.

2. Research Methods

The research method used in this study involves structured and systematic steps to
collect and evaluate relevant literature in the field of digital marketing strategies for small and
medium businesses.

First, in the article collection stage, we conducted searches in several reputable
international databases, including Scopus, Web of Science, and Google Scholar. The selection of
this database was based on its reputation for providing access to leading scientific journals
covering various disciplines related to digital marketing and SMEs. We used relevant keywords
to expand our search scope, such as "digital marketing", "small and medium enterprises",
"social media", and "e-commerce". The use of appropriate keywords helps us to identify the
articles that are most relevant to our research topic. Next, we determined the total number of
articles found through the initial search. This step allows us to estimate how extensive the
available literature is in our research domain.

Inclusion and exclusion criteria were then applied to select relevant articles. Our
inclusion criteria included articles published in English, primary research articles, and articles
that specifically discussed digital marketing strategies for SMEs with a focus on social media
and e-commerce. Our exclusion criteria included editorial articles, theoretical reviews, and
articles that were not relevant to the research topic.

To organize the process of searching and selecting articles systematically, we applied
the PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) method.
This method provides a clear framework for reporting the stages of systematic research,
including identification, assessment, and synthesis of relevant literature. By following these
steps, we can ensure that our research is conducted in a structured and methodical manner,
allowing us to collect the most relevant and high-quality literature for subsequent analysis.

3. Results and Discussion

3.1. Evolution of Digital Marketing Strategy

Digital marketing strategies have evolved significantly over time, transitioning from a
focus on websites and email marketing to a more complex landscape that includes social
media, search engines, digital content, and various online platforms (Dsouza & Panakaje, 2023).
This evolution has been driven by technological advancements and changes in consumer
behavior, with digitalization playing a crucial role in establishing competitive advantages and
developing new business models (Andersen et al., 2021). Small and medium-sized enterprises
(SMEs) are particularly impacted by these changes, as they often have limited resources and
unique challenges in adopting effective digital marketing strategies (Albats et al., 2021).

To stay competitive, SMEs need to transform their business models and continuously
innovate (Pucihar et al., 2019). Business model innovation (BMI) is essential for SMEs to sustain
competitiveness in the digital economy (Pucihar et al., 2019). Additionally, open innovation
processes can facilitate business model innovation in SMEs, enabling them to adapt to
changing market dynamics (Albats et al., 2021). Moreover, the utilization of digital marketing
not only enhances the presentation of product quality but also influences purchase decisions,
highlighting the importance of strategic digital marketing for SMEs (Purnamasari, 2024).

Understanding important trends in digital marketing, such as social media use,
e-commerce technology, content personalization, and performance measurement, is crucial for
SMEs to allocate their resources effectively and enhance the success of their digital marketing
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strategies (Dsouza & Panakaje, 2023). Digital marketing platforms like e-commerce and social
media are readily accepted by MSMEs, indicating their readiness to adopt these technologies
for business progress in the digital era (Wahyudin et al.,, 2022). Furthermore, the role of
technology and data analytics is emphasized in shaping effective digital marketing strategies,
underlining the significance of leveraging technology for marketing success (Kvasova, 2023).

In conclusion, the evolution of digital marketing strategies presents both challenges
and opportunities for SMEs. By embracing digitalization, continuously innovating their business
models, and leveraging the latest technologies in their marketing efforts, SMEs can enhance
their competitiveness and achieve success in the dynamic digital landscape.

3.2. The Role of Social Media in Digital Marketing Strategy

Social media has become an essential element in digital marketing strategies, providing
direct interactions with audiences, expanding brand reach, and enhancing consumer
engagement. Brands utilize social media platforms to communicate with their audiences, share
content, drive engagement, and foster lasting relationships (Gbandi & lyamu, 2022). The
adoption of social media has significantly assisted small and medium enterprises (SMEs) in
overcoming challenges and achieving marketing objectives (Effendi et al., 2020). Social media
enables SMEs to extend their reach, boost brand awareness, enhance consumer engagement,
and drive sales (Salam et al., 2021). However, SMEs may face obstacles such as managing
online reputation, addressing negative feedback, and garnering substantial audience
engagement (Salam et al., 2021).

Research indicates that social media marketing is transformative for SMEs, enabling
direct connections with customers through platforms like Facebook and Instagram (Abbasi et
al., 2022). Leveraging social media allows SMEs to access a vast market, influence consumer
purchasing decisions, increase sales, and expand market share (Shauri et al., 2023). Moreover,
the effective adoption and maintenance of digital and social media marketing strategies can
help SMEs attract more customers, enhance customer engagement, and raise brand awareness
among a broader demographic (Malesev & Cherry, 2021).

The use of social media by SMEs presents challenges but also offers significant
benefits. Social media platforms serve various functions for SMEs, including market research,
customer acquisition, marketing, and customer support (Goel & Donaldson, 2021). By
embracing social media, SMEs can engage stakeholders economically and effectively, enhancing
their performance and market presence (Muna et al., 2022). Information and communication
technologies provide a solid foundation for SMEs to effectively leverage social media in their
marketing strategies (Belas et al., 2021).

In conclusion, social media plays a pivotal role in the success of digital marketing for
SMEs. By strategically utilizing social media platforms, SMEs can overcome challenges, expand
their market reach, boost brand awareness, drive engagement, and increase sales.
Understanding the dynamics of social media adoption and leveraging its potential can
empower SMEs to thrive in the digital marketing landscape.

3.3. The Role of E-commerce in Digital Marketing Strategy

E-commerce has transformed digital marketing strategies by providing companies with
new avenues to reach and engage with consumers. Through e-commerce platforms, businesses
can enhance their distribution channels, promote products and services more effectively,
adjust pricing strategies dynamically, and improve customer service interactions (Liu & Zhang,
2022). The shift to e-commerce has also opened up opportunities for marketing innovation,
such as personalized product offerings, leveraging consumer data for targeted marketing, and
exploring new business models (Tzavlopoulos et al., 2019).

For small and medium enterprises (SMEs), the adoption of e-commerce can have a
significant impact on their digital marketing performance. Utilizing e-commerce can lead to
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increased sales, expanded market share, and enhanced customer loyalty for SMEs (Parvin et
al.,, 2021). However, SMEs may face challenges in implementing e-commerce, including the
need for adequate technological infrastructure, ensuring the security of online transactions,
and competing with larger corporations (Parvin et al.,, 2021). Despite these challenges,
embracing e-commerce can improve operational efficiency, reduce marketing costs, and
ultimately boost net profits for SMEs (Parvin et al., 2021).

Customer trust and loyalty play a crucial role in the success of e-commerce ventures.
Establishing trust with consumers can lead to long-term relationships and repeat business,
contributing to sustained profitability (Aslam et al., 2019). Moreover, enhancing customer
satisfaction and loyalty through e-commerce innovation and service quality can create a
competitive advantage for companies in the dynamic digital market (Rahman et al., 2022). By
focusing on factors like ease of use, perceived value, and service quality, businesses can build
trust, drive customer engagement, and foster loyalty in the e-commerce landscape (Marso,
2022).

In conclusion, e-commerce has transformed the way companies approach digital
marketing, offering new possibilities for reaching and engaging customers. For SMEs, the
adoption of e-commerce can lead to improved marketing performance, increased customer
loyalty, and enhanced profitability. By prioritizing customer trust, satisfaction, and loyalty
through e-commerce innovation and service quality, businesses can establish a strong
competitive position in the digital marketplace.

3.4. Integrated Analysis of Social Media and E-commerce

Integrating social media and e-commerce in digital marketing strategies has become a
significant area of interest for researchers. The combination of social media and e-commerce
offers companies a powerful tool to expand their reach, enhance engagement with consumers,
and drive conversions (Appel et al.,, 2019). Social media provides a platform for interactive
communication, enabling marketers to engage with their target audience effectively (Appel et
al.,, 2019). On the other hand, e-commerce facilitates transactions through electronic means,
allowing businesses to sell goods and services online (Chawla & Kumar, 2021).

Research has shown that digital marketing involves various internet platforms,
including e-commerce and social media, to introduce products to potential customers and
attract new consumers (Udayana, 2024). The integration of social media and e-commerce has
given rise to social commerce, where social media platforms are utilized for e-commerce
activities (Andon & Annuar, 2023). This integration not only promotes products but also
facilitates commercial transactions, leading to the emergence of a new paradigm known as
s-commerce ("undefined", 2023).

While there are clear advantages to integrating social media and e-commerce, such as
increased consumer engagement, cost savings, and higher sales (Adistia & Sanaji, 2022),
challenges also exist. These challenges include technical complexities, the need for
interdepartmental coordination, and effective risk management (Appel et al., 2019).
Understanding both the benefits and challenges is crucial for companies looking to implement
an integrated approach successfully in their digital marketing strategies.

In conclusion, the integration of social media and e-commerce offers companies a
potent tool to enhance their marketing efforts. By leveraging social media for engagement and
e-commerce for transactions, businesses can effectively reach their target audience, drive
sales, and foster customer loyalty. However, companies must also navigate challenges such as
technical complexities and coordination issues to fully realize the benefits of this integrated
approach.
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4. Conclusions

Digital marketing strategies have undergone a significant evolution from the use of
websites and email marketing to the use of social media platforms and e-commerce. These
changes have impacted companies, especially small and medium-sized businesses (SMEs),
which often have limited resources and unique challenges in adopting effective digital
marketing strategies. However, by understanding important trends in digital marketing, such as
the use of social media and e-commerce technology, SMBs can allocate their resources
effectively and increase the success of their digital marketing strategies.

A better understanding of the evolution of digital marketing strategies, the role of
social media, e-commerce, and their integration has important implications for business
practitioners, especially for SMEs. This research highlights the importance of innovation in
business models, use of technology and data, and risk management in the context of digital
marketing. By understanding these implications, SMEs can develop more effective and adaptive
digital marketing strategies.

Although this research provides valuable insight into digital marketing strategies for
SMEs, several limitations need to be acknowledged. First, the focus of this research is primarily
on the literature available in a particular database, and further research could expand the
scope of the literature used. In addition, this research is also limited to an analysis of published
literature, so more in-depth primary research can provide additional insights.

To address this research limitation, future research could delve deeper into digital
marketing strategies specific to certain industries or different geographic contexts. Additionally,
research could explore in more depth the influence of external factors, such as regulatory
changes or consumer trends, on digital marketing strategies for SMEs. Additionally, empirical
studies involving surveys or interviews with business stakeholders can provide richer insights
into the implementation of digital marketing strategies in the field.
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