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ANALYSING THE IMPACT OF DIGITAL MARKETING ACTIVITIES OF SMALL 

BUSINESS ENTERPRISES ON MARKET PERFORMANCE 

 

Abstract 

The study delved into the digital marketing activities of selected small business enterprises 

and tries to explore the impact on their business performance. With the emergence of digital 

technology and extreme growth in the marketing practices, every firm prefer to go with 

online branding and advertising. In the present scenario, the role of digital marketing is 

equally important and effective in small and medium scale businesses as it is for the well-

established businesses. The study follows the exploratory semi-structured interview approach 

to collect data from small and medium business enterprises. The first part of the study 

involves the investigation of current digital marketing practices of the selected firms such as 

search engine optimisation, online branding using social media platforms, usage of hashtag, 

listing in local business directories, online advertising spends and usage of other online 

platforms. The second part deals with the digital marketing analytics to know the effective 

digital marketing channel, the better conversion method and to decide which method can be 

used by the firms to target the audience, the way by which powerful conversion can be done, 

to generate the effective leads and to increase revenue. The study also addresses the question 

as to what extent the lead generations and conversions are comparatively much better than 

any other methods of marketing and advertising.  

Keywords: Analytics,Digital Marketing, Search Engine Optimisation, Social Media. 

1. Introduction 

Digital marketing is also known as “online marketing” or “web marketing”. It is the 

marketing of products or services by using internet on different gadgets and using non-

internet medium such as SMS, call back, ring tones etc., using mobile phones (Dave Chaffey, 

et al. 2006; Husson et al., 2013). Digital marketing becoming more efficient and inseparable 

from the technology as people are using digital devices more thanvisiting to the physical 

stores for shopping (Yi-Shun Wang &Tzung-I Tang, 2003; Edelman, 2010). Digital 

marketing includes search engine marketing (SEM), search engine optimization (SEO), e-

commerce marketing, content marketing, social media marketing etc.and many more methods 

which are being invented as the technology is growing day by day (Tikkanen et al., 2009; 

AbeerAlharbie, 2015). 

The origin of digital marketing can be traced in the historical events of the technological 

evolution. Earlier, consumer had little choices to skip the ad. They used to change the 

television channel or were forced to see the advertisement if they want to stay tuned. This 

was not the suitable option for marketers either. The irrelevant consumer groups were also 

exposed to the brand communication and it became inevitable for both the party (Lamberton 

& Stephen, 2016). Such practices imposed many problems for the companies. The first and 

the foremost problem was that it led to increase in cost for the company and the second 

problem was that they could not measure the impact on targeted segment (Peter, 2014).The 

final issue was that it added to advertising clutter for the consumer.Similarly, many experts 

opined that advertising either annoyed people or worked for the company (Jennifer Rowley, 

2016; Foroudi et al., 2017; Blackburn, 2016; Watson, 2006). But the fact is that more the 

advertisement is annoying it imposes more difficulty for the marketers to break through the 

clutter. The solution to such problems were meticulously addressed by digital marketing in its 

initial year of inception. The concept of internet was so stimulating for marketers not because 

of its ability to target focussed group but because of the reason to annoy few people.The 
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founding stone was first put forth by Ray Tomlinson in 1972 when he sent the first email 

which set the stage to share files using different machines but the most memorable year was 

1990 when the first search engine “ Archie” was launched. The term “Digital Marketing” was 

also first coined in 1990 (Shivendra Tiwari, 2018). This was the era (during 1998-2000) when 

marketers forgot the concept of user targeting and got into the practice of gainingextra 

income through banner ads on search engines and websites. These advertisement gain 

attention of the viewers to the extent that they get noticed by the viewer but advertisers were 

paying high charges for this low attention without measuring any performance. Meanwhile 

the concept of “Online word of mouth” gained popularity but still marketers were facing 

problem of reaching out to the target consumer. The launch of many sites such as Google, 

Traffick.com, AltaVista, Ask Jeeves etc., in the year 1998 and 1999 marked the fierce 

competition in the history of online marketing (Shivendra Tiwari, 2018). Every online site 

was trying to make its site stickier than the other. While other stuck to improve their web 

search technology, Google took the advantage of the situation and improved the quality of 

search results which resulted in lack of clutter on the pages and exit to many online 

companies due to lack of focus. Since then the online marketing has observed many 

innovations in the field of digital marketing (Fader & Winer, 2012). 

There are many benefits of digital marketing which allows marketers not only to show their 

product and services to the interested group, at the right place and the right time but also to 

measure the impact of their advertisement. Digital marketing provides the opportunity to 

know who clicks your ad through various devices such as smartphones, laptops, desktops and 

tablets. Digital marketing also provides the control over the digital campaign. Marketers can 

not only decide days, time, frequency, location and devices but also provide the control over 

the costs of the marketing budget (Verhoef& Leeflang, 2009). The marketers can choose how 

much to spend per day, per month on per ad and on the contrary marketers only pay when 

someone clicks their ad. This leads to the favourable action by consumer either they purchase 

the product or do something valuable for the business such as enquire about the product, 

download the app or put it in the wish list for future purchase.Thus, digital marketing offers 

plethora of benefits for both marketers as well as consumers and with such advancement in 

technology neither the consumer is annoyed nor the marketers. 

The distinguishing feature of the paper is that it shows the expediency ofdigital marketing 

tools in the improvement of business growth. Digital marketing has created level playing 

field for the companies (Kotler et al, 2018;Seema Gupta, 2018).The competencies are not 

limited to the better financed and well-established firms. Even the small businesses are 

reaping benefits from digital marketing tools due to its cost-efficient characteristics. The 

digital marketing provides equal opportunity for all types of marketers to promote their 

business online. Thus, the paper investigates the digital marketing practices of the firms and 

examines their impact on the business. In the present business scenario, the small and 

medium scale businesses are finding ways to generate leads through their online presence and 

by placing advertisement online. The digital marketing practices and the relevance of 

available tools are still not defined for the firms. The firms are facing difficulty to decide 

which media is suitable for their business and which strategy can increase the maximum 

conversion. The paper reveals the current practices of the firms and delves to know the 

effective digital marketing channel, to know the better conversion methods, which method 

can be usedwhich can easily target the audience and generate the effective leads and the way 

by which powerful conversion can be done and revenue can be increased. 

 

2. Literature Review 
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In order to progress to the next stage of development and to develop competencies, the firms 

have to develop capability to acquire knowledge and implement learning (Blackburn et al., 

2008, 2016). Firms are increasingly implementing the digital technology to respond to their 

customer (Walsh 2007).Day (2011) pointed out that the internet has widened the gap between 

the fast-evolving market and the firms’ capabilities to cope with such changes apart from the 

disintegration and rapid changes. Watson (2006) mentioned that the wide spread use of 

digital technology can be attributed to its cost-efficient feature which ultimately drives the 

sale and helps in providing information to the potential buyers.Foroudi et al. (2016) has also 

supported that the firms are progressively using digital technology to improve information 

delivery quality to the customers. The digital marketers are mainly focussing on the creating 

values through digital marketing strategies and sustaining those values (Edelman; 2010). 

Edelman (2010) mentioned search engine optimization as a popular marketing tool used to 

achieve highest ranking of our website and online content on the search engine result’s page 

through designing a website, using relevant keywords, creating links, directory submission 

etc. It provides ease to the people to find the organization’s content and improves visibility. 

The lead generation and conversion features of digital marketing are comparatively much 

better than other traditional methods of marketing and advertising as the digital campaign can 

be tweaked at any stage of the activity. He further added that consumer search for the 

solutions online using specific keywords (Edelman, 2010). Therefore, it becomes obligatory 

for the firms to include relevant keywords in their online content, website and pages to 

optimize the discoverability of the organization. Search engine optimization provide rewards 

to the organizations which gets successful in publishing quality content consistently 

(Manchanda, Dubé, Goh, &Chintagunta, 2006; Rutz& Bucklin, 2011; Rutz&Trusov, 

2011;Zenetti, Bijmolt, Leeflang, &Klapper, 2014). 

Tikkanen et al. (2009) has explained that social has made the information sharing extremely 

convenient through its online platforms. It provides many options to the organizations to 

connect with its target audience by creating business pages, building communities and 

developing social networks. Thus, it helps organization to provide and receive information 

from its customers (Tikkanen et al., 2009).AbeerAlharbie (2015) stated that social media 

marketing has changed the face of marketing and providing equal opportunities for marketers 

to reach customer efficiently thereby improving customer relationship, brand recall and sales 

compared to the traditional marketing campaigns which required much efforts and capital. 

This shift is attributed to the thrust of organization to deviate from traditional marketing 

practices to the new avenues shown by social media (Tikkanen et al., 2009; Leeflang et al., 

2014; AbeerAlharbie, 2015). In order to achieve brand loyalty and to gain positive word of 

mouth for their brand, many managers invest in social media to develop fan base of their 

brand (de Vries, Gensler, &Leeflang, 2012; Dholakia & Durham, 2010). As a result of this, 

brand manager loose control over the communication which they use to design brand 

strategies (Deighton, 2007; Fader, 2012; Moe &Schweidel, 2012). Reviews and ratings have 

become a key factor for the consumer before taking any decision (Godes& Silva, 2012; Kee, 

2008). On the contrary, this review and rating environment doesn’t gurantee risk free 

opportunities for the organization (Moe and Schweidel, 2012). Reviews and rating of the 

products also gain negative feedback from the users (Godes& Silva, 2012; Moe &Schweidel, 

2012; Moe &Trusov, 2011). Thus, social media empower customers by supporting each 

other’s decision through social interaction and circles which they found much more credible 

than company’s targeted advertisement and thereby increasing challenges for the companies 

(van Doorn et al., 2010). Social media facilitates the interaction among consumer by its 

unique features such as reviews, ratings, posts, blogs, discussion, etc. and consequently 

increases the customer insights about the products and services they consume which includes 
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how they seek information, collect it , analyse it and use for the purpose of decision making 

(Mayzlin&Yoganarasinhan, 2012; Onishi& Manchanda, 2012). 

3. Methodology 

As the previous literature has predominantly focussed on the digital revolution due to fast 

emergence of the technology, posed challenges for the marketers to analyse the digital 

impact. The current study identifies the metrics to evaluate the digital marketing efforts of the 

firms. It goes beyond the identification by analysing the impact of current digital marketing 

practices of small and medium scale firms on their businesses. The firms were selected based 

on their digital presence and willingness to implement changes on their platforms. Being the 

websites is the main sources of information, knowledge and identity of the company, is 

selected as one of the important tools for search engine optimization evaluation.Facebook is 

selected to evaluate the social media marketing efforts of the firms as it provides cost 

efficiency, reach and convenience for the marketer. The paid advertisements were also placed 

to know the impact on business. Mailchimp is selected to evaluate the personalized and 

customized digital marketing efforts of the firms in the form of email marketingon the 

targeted audience.The analytics metrics used for the evaluations are as follows: 

Table 1: Analytics Metrics  

Search Engine Optimization Email Marketing Social Media 

Users Opens Budget 

traffic sources Total opens Reach 

new users Clicks Impression 

sessions Total clicks Cost per result 

bounce rate from traffic 

sources 
Bounced 

Link clicks 

pages per sessions 

Unsubscribed 

average session duration 

goal conversion rate form 

different traffic sources, 

 

In addition, the potential solutions related to the digital marketing activities, scheduling 

contents, optimization and managerial implication are proposed.  This approach has provided 

improvement opportunities to the firms such as: 

 To fill the gap between the current marketing practices and digital marketing 

practices.  

 To find the gap between firms’ marketing capability to communicate and the available 

digital marketing sources to optimize the objectives. 

 To provide the ability to weak the campaign anytime with instant analytics tools. 

 To create the impact on the business. 

 

4. Result and Analysis 

The data was collected from the companies using their google analytics account and facebook 

analytics. Some of the activities such as on-page optimization which includes improving title 

tag and adding meta tag description were performed on the website of the selected 

companies. Facebooks ads were also placed to know the impact of social media marketing. In 

order toevaluate the personalized digital marketing efforts of the selected companies, mail 

chimp was used to reach out to the target customers. 
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The analysis is divided into two parts. The first part examines the unpaid efforts of the 

company where as the other part evaluates the paid efforts.Google analytics reports were used 

to analyse the search engine optimization performance of the companies which is unpaid 

efforts and it is divided into three parts such as acquisition report, behaviour report and 

conversion report. 

In the acquisition, the attention was primarily given to the traffic sources which includes 

direct traffic, organic traffic, referral traffic and social traffic. Apart from these other metrics 

such users, new users and sessions were also analysed.Direct refers to the visitors who reach 

directly to your website. Direct traffic can come from the sources such as typing URL 

directly into the browser or through bookmarks and clicking on the link provided in the 

email. Organic traffic means the traffic coming from search engine result page when a visitor 

types the keyword into the search engine which are relevant to the keywords mentioned in the 

website. Referral traffic includes the visitors who reaches to the website from the link 

embedded into another website or source. Social traffic means the traffic coming from social 

media.Sessions are usually referred as the group of interactions which takes place on the 

website within a span of 30 minutes. It includes anything which a user does on website such 

as clicking, downloading, purchasing etc., during those 30 minutes, will counted as one 

session.User denotes the number of visitors who were engaged for at least one session on the 

website and resemble how many people were visited the website.New users are first time 

visitors on the website. Similarly, in the behavioural report bounce rate of traffic source, 

pages per session and average session duration were considered for the analysis. Bounce rate 

means the rate at which the visitors leaves the page very early without accessing any other 

agewhich resemble that they couldn’t find what they were looking for.  

Pages per session is a good indicator of content quality which reveals average number of 

pages which were viewed during one single session on your website.Similarly, average 

session duration is the average amount of time spent by visitors in one session.  

Table 2: Google analytics report of three companies  

Acquisition 
Company 1 Company 2 Company 3 

Number Number Number 

Users  272 1316 2522 

Direct  144 404 684 

Social 64 60 110 

Organic Search 44 800 1140 

Referral 20 40 74 

New users  188 1220 1830 

Sessions  584 1540 2870 

 
   

Behaviour Percentage Percentage Percentage 

Bounce Rate 41.10% 78.70% 52.20% 

Direct  28.85% 82.57% 53.76% 

Social 70.83% 63.16% 24.13% 

Organic Search 63.64% 85.32% 82.18% 

Referral 85.71% 57.14% 16.25% 

Pages per session  5.05% 1.62% 3.10% 

Avg. Session Duration 0:09:31 0:01:23 0:07:23 

 
   

Conversion Percentage Percentage Percentage 

Goal Conversion Rate  9.35% 21.67% 15.58% 

Direct  28.57% 36.82% 18.73% 
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Social 21.05% 23.00% 9.40% 

Organic Search 6.42% 42.56% 38.16% 

Referral 5.50% 19.71% 21.48% 

The above table shows the higher traffic from direct, social and organic sources. The 

company has also observed the 188 news users and 584 sessions. The bounce rate for the 

social and referral appeared to be higher for company 1. The direct and social source also 

contributed in the goal conversion. In case of company 2, the direct and organic sources 

contributed significantly higher compare to other sources. The conversion and bounce rate 

have also been observed higher for the organic and direct sources. Similarly, the analytic 

report of company 3 signifies that direct and organic sources reported higher traffic whereas 

the goal conversion was higher for organic and referral source. The average session duration 

and pages per session were recorded higher for company 1 and company 3. The lower bounce 

rate, increase rate of pages per session and average session duration are good indicator of 

quality content of the company and highest level of engagement on website. It also resembles 

the good search engine optimization practices of the firm. 

Paid Advertisement: 

Facebook offers various options with its advertisement to fulfil your marketing objective such 

as brand awareness, reach, increasing website traffic, engagement, lead generations, 

conversions etc and also provide support to evaluate which can yield better result.With such 

purpose the advertisement was run through the facebook ads. 

Table 3: Facebook Advertisment-1 analysis  

Budget Rs. 40 daily 

Reach 1379 

Impression 1382 

Cost per result Rs 21.32 

Link clicks 3 

It can be seen from the above table that a very low budget was set for the facebook 

advertisement i.e., Rs. 40 daily to test its effectiveness. The advertisement yielded better 

result for the firm. The firm has achieved 1382 impressions and reached out to 1379 people 

with a cost per result of Rs. 21.32.  

 

Figure 1: A sample of screenshot of facebook advertisement-1 analytics 
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Figure 2: A sample of screenshot of facebook advertisement-1 analytics 

 

 

Table 4: Facebook Advertisment-2 analysis  

Budget Rs. 100 daily 

Reach 1801 

Impression 3340 

Cost per result Rs 83.39 

Link clicks 14 

It can be seen from the above table that a little higher budget was set for the facebook 

advertisement compared to the earlier advertisement i.e., Rs. 100 daily to test its 

effectiveness. The advertisement yielded better result for the firm. The firm has achieved 

3340 impressions and reached out to 1801 people by increasing a very small amount in the 

advertisement with a cost per result of Rs. 83.39. The firms have also observed a tremendous 

increase in the number of link clicks. 

 

Figure 3: A sample of screenshot of facebook advertisement-2 analytics 
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Personalized digital marketing efforts of the firms: 

Mailchimp is the marketing automation tool which help firms to evaluate the performance of 

their email marketing campaign. It shows the result of sent mail such as an open rate of the 

mail, click through rate, bounced rate, the unsubscribed or subscribed, and also provide 

reasons of unsubscribing for a campaign. 

Table 5: Mailchimp analytics 

Opens 302 

Total opens 411 

Clicks 10 

Total clicks 14 

Bounced 21 

Unsubscribed 29 

The above table shows the open rate of the mail sent to the targeted customers which received 

33.7% open rate, 1.1.% click rate, 3.35 unique opens and 21 bounced. 

Figure 3: A sample of screenshot of Mailchimp analytics 

 

5. Discussion and findings 

The study focusses on the digital marketing strategies of the small and medium scale 

businesses. Digital marketing strategies such as on-page optimization, off-page optimization, 

paid advertisement, social media marketing and personalized digital marketing were used to 

evaluate its impact on business. Some of activities were done on the company’s’ websitesuch 

as title tag, meta tags, description and keyword were added to improve the optimization and 

to evaluate the effectiveness.Off-page optimization were also used such as social 

bookmarking, ping submission, directory submission, blog commenting which includes 

commenting on bog posts related to the company products and services, blog creation etc. as 

it helps in online branding of the companies. In order to attract customers marketers should 

focus on engagement which can be achieved through meeting the visitor’s requirement, 

purpose of visit and creating highly engaging content. The regular evaluation of such 

activities provides an opportunity to the marketers to make necessary changes and improve 

performance. The analysis of the metrics such as sessions, pages per session, average session 

duration and bounce rate fulfils the objective of marketers to engage customers. 
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Pages per session is found to be a good indicator of visitor engagement. Similarly, a greater 

number of pages indicates that visitor was interested in your content and was engaged by 

exploring more. Therefore, marketers should try to keep their content catchy that will help to 

keep the visitor intact on website. In the above analysis, the bounce rate for the social and 

referral source of company 1 were found to be 70.83% and 85.71% which were higher but 

can be an important to know who the 30% and 15% were and why the stayed on the website. 

On the other contrary high bounce rate reveals that pages need evaluation for increasing 

conversion and optimization. The high bounce rate also indicates low average session 

duration. Thus, average session duration resembles the ability of marketers to keep visitor 

engage on the website. This metric helps in knowing how long visitors were staying on your 

website and therefore website attractiveness can be improved. The engaging content such as 

videos, images, chat function, relevant information and structure of the website i.e. 

navigation, internal links and flow can help in improving the overall experience for the 

visitors. In order to improve visibility, scheduling is very important for digital marketing in 

general and social media marketing in specific. Posting content with hashtag also improves 

the visibility and discoverability of the brand. 

6. Managerial Implications-Scheduling and Optimization 

Table 6: Content Schedule 

Platform Content Additional content Time 

Facebook  Photos of the project 

should be uploaded after 

completion. 

 Offerscan be provided on 

special occasions. 

 Tie-up offers with 

businesses can be shared. 

 Articles should be 

Sharedrelated to the 

solutions provided by your 

business. 

 Articles and posts should 

be shared across the 

facebook pages of other 

relevant groups & circles. 

 Images of special 

achievement, any event or 

occasion celebrations, 

festival celebrations, 

greetings should be shared 

with all members of the 

platform. 

 Paid advertisement can be 

placed as per the need. 

Content should be 

posted with hashtags 

and short description. 

 Should be done every 

time a project is 

completed. 

 Offers can be provided 

on monthly or 

quarterly basis. 

 Festive images, 

greeting and 

celebrations should be 

shared on all festivals 

and occasions. Weekly 

or monthly is 

preferred. 

 Content should be 

posted every time 

when there is an 

update. 

LinkedIn  Photos of the project 

should be uploaded after 

completion. 

 Offers should be provided 

on special occasions. 

Content should be 

posted with hashtags 

and short description. 

 Should be done every 

time a project is 

completed. 

 Offers can be provided 

on monthly or 
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 Tie-up offers with 

businesses can be shared. 

 Articles should be Shared 

related to the solutions 

provided by your business. 

 Articles and posts should 

be shared across the 

LinkedIn pages of other 

relevant groups & circles. 

 Join request can be sent to 

relevant business people 

and groups. There contacts 

can be explored for further 

tie-ups. 

 Images of special 

achievement, any event or 

occasion celebrations, 

festival celebrations, 

greetings should be shared 

with all members of the 

platform. 

 Paid advertisement can be 

placed as per the need. 

quarterly basis. 

 Festive images, 

greeting and 

celebrations should be 

shared on all festivals 

and occasions. Weekly 

or monthly is 

preferred. 

 Content should be 

posted every time 

when there is an 

update. 

YouTube  Educational videos can be 

uploaded related to the 

business. 

 Short video description of 

the business heads, 

departmental heads and 

special message of the 

management can be 

uploaded. 

 Videos showing business 

solutions can be uploaded. 

 Video reviews of 

customers can be added 

which will carry a good 

impact on potential 

customers. 

Videos should be 

posted with good 

keywords and 

relevant title; tags 

and short description 

are must. 

 Uploading monthly 

two videos is good to 

start with, then more 

videos can be posted 

as the time progresses. 

 

 

Website  Latest projects and events 

images can be uploaded 

after the competition of 

events and projects. 

 Regular blogs related to 

the business can be 

uploaded regularly. 

 Customer reviews can be 

updated after project 

completions. 

Content should be 

posted with relevant 

title tag and meta 

description tag. 

Keyword analysis 

should be done and 

business specific 

keywords should be 

selected before 

posting a content. 

 Should be done every 

time a project is 

completed. 

 Weekly blogs should 

be uploaded. 
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 Customer video of review 

can be added on the 

website. 

 Short description of the 

business heads, 

departmental heads and 

special message of the 

management in the form of 

video or contentshould be 

uploaded. 

Firms can move to other social media platforms such as Instagram and twitter once they get 

form hold on Facebook and LinkedIn. 

7. Conclusion 

Digital marketing is not a onetime process; it is an activity which has to be performed 

regularly. If firms do not regularly update content on website, social media, search engine 

and other platforms, crawlers will not be able to rank the business on result pages and firms 

may lose out the position which they have gained earlier on online platforms. For creating 

and maintaining online presence,a fresh and unique content with relevant keywords are 

must.Email marketing is an important personalized and customized digital marketing strategy 

to keep current customer in loop and also convert potential customers. Firms can also add 

“subscribe to us for updates” after having a good frequency of blog post on their 

website.With this strategy firms can collect email id and then can run an email campaign to 

generate more leads. A video reviews from their customers is a good way to show the 

authenticity of the quality of products and services, and it can alsobe uploaded to their 

YouTube channel and website. Thus, digital marketing is a process of scheduling engaging 

content consistently in an organized way to the relevant target groups to initiate expected 

response from them. 
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