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Chapter 1: Introduction  

1.1 Background of the study  

Small and medium-sized organizations have a crucial part in boosting economic development and 

developing continuous innovation across international markets. Moreover, SMEs have 

encountered more structural challenges and resource limitation that can reduce their market 

competitiveness in the recent digitalized environment.  The advancement of digital marketing 

includes potential opportunities for SMEs to mitigate challenges and increase audience 

engagement more effectively. On the other hand, digital marketing include many strategies like 

social media involvement, content development and data analytics that allow SMEs to gain a larger 

audience at lower cost. In the post pandemic era, digital marketing is considered as the major 

determinant of gaining long-term competitive advantages where online audience behavior highly 

impacts buying decisions (Van Hoang et al., 2025). However, SMEs have faced challenges in order 

to apply digital marketing strategy due to limited financial and insufficient planning. The study 

will address how digital marketing tools can increase SMEs capability to gain market competition 

through value creation and consumer loyalty (Ausat, 2025).  In addition to this, it will explore the 

advantages and challenges faced by different SMEs while integrating advanced digital 

technologies into operational system. Through applying mixed-method strategy, it will offer a 

better and comprehensive analysis regarding the strategic necessity of innovative digital marketing 

in order to improve SMEs’ market competitiveness. 

1.2 Research Rationale 

The significance of this study will rely on the application of digital marketing as the strong market 

competitiveness for SMEs in the international economy. In the digital marketplace, SMEs need to 

emphasize on changing customer choices and technical disruption to more viable. On the other 

hand, traditional marketing is not highly sufficient to acquire digital-driven customers ((Van 

Hoang et al., 2025). However, many SMEs have faced issues to implement efficient digital 

marketing tactics for not having sufficient budget plan, limited skills and lack of effective 

framework. This research will mitigate gap between advanced digital marketing theories and 

proper SMEs initiatives through analyzing the contribution of digital innovation to sustainable 

market competitiveness (Ausat, 2025). On the basis of “Resource-Based View”, digital marketing 



abilities are effectively conceptualized as essential assets which are “unique, valuable, and difficult 

to replicate”. Moreover the “Dynamic Capabilities Theory” has suggested that SMEs use advanced 

digital tools to increase more adaptability, market positioning in the rapidly emerging digital 

market landscape.    



1.3 Research aim and Objectives 

Aim  

The aim of this research work is to address how small and medium-sized enterprises develop and 

sustain market competitiveness through effective application of digital marketing plans.  

Objectives: 

● To critically evaluate the connection between digital marketing applications and highly 

competitive advantages in SMEs. 

● To analyze key digital marketing methods and tools that contribute to market 

differentiation and business growth  

● To address SMEs’ perception of potential opportunities and challenges in applying digital 

marketing strategies. 

● To recommend effective strategies for SMEs to apply digital marketing for ensuring long-

term market competitiveness. 

Research Question  

● What is the connection between digital marketing applications and highly competitive 

advantages in SMEs? 

● What are key digital marketing methods and tools that contribute to market differentiation 

and business growth? 

● What are SMEs’ perception of potential opportunities and challenges in applying digital 

marketing strategies? 

● What are effective strategies for SMEs to apply digital marketing for ensuring long-term 

market competitiveness? 

 

Chapter 2: Methodology  

2.1 Research Philosophy and Research Approach  

This study will follow “pragmatic philosophy” which is the combined method of quantitative and 

qualitative insights to identify the research questions more effectively. This philosophy is relevant 

for this study as this topic developing long-term competitive advantages through applying digital 

marketing which needs an understanding of measurable results and contextual insight. As stated 



by Imran, (2024) “pragmatic philosophy” enables to choose methods answers to research questions 

rather than being limited by positivist or interpretivist philosophy. 

This study will apply “deductive approach” which starts with existing relevant theories like 

“Resource-based View” and “Dynamic Capabilities Theory” to incorporate hypotheses regarding 

the impact of digital marketing on long-term competitive advantages (Kumar and Ujire, 2024). 

The deductive approach will help the researcher in testing theoretical proposition by applying 

empirical data which can increase reliability and proper validity. In this way, this particular 

research approach is relevant as the research will be developed on the basis of strong theoretical 

aspects rather than generating new and relevant theories.  

2.2 Research Design and Research Strategy  

The mixed-method design will be applied in this study. The research will effectively analyze 

collected secondary data from peer-reviewed journals, reports and previous empirical researches 

to develop proper theoretical fundamental aspects (Nair et al., 2024). The primary data and 

information will be gathered through conducting online survey which targets SMEs, digital 

marketing managers and digital strategist across different sectors. The survey will be used by 

applying structured questionnaire which includes closed ended and Likert-scale questions for 

capturing diverse perception and issues related to advanced digital marketing. Quantitative data 

will be included to adapt statistical analysis while qualitative data will evolve interpretation. 

2.3 Sampling Size 

The targeted population will consist of SMEs which operate in diverse sectors like retail, 

hospitality and other professions. However, the “non-probability purposive sampling” will be 

applied to assure survey participants having relevant and important experiences in the field of 

digital marketing (Tajik, Golzar  and Noor, 2024).  The aim of conducting the survey will gather 

relevant responses from 80 SME participants across various sectors. 

2.4 Data Collection 

 Data will be gathered through an “online Google Forms” distributed through LinkedIn and SME 

associations. The survey questionnaire will consist of demographic information, different types of 

digital marketing, perceived advantages and potential issues along with effect of digital marketing 



on product sale, strong brand recognition and staff retention. On the other hand, secondary data 

will enrich research findings which offers contexts and validation for the primary outcomes.  

2.5 Data Analysis  

Quantitative data will be effectively analyzed through applying more descriptive statistics and 

effective correlation analysis by using SPSS. It will be helpful to address connections between 

advanced digital marketing initiatives and long-term market competitiveness. In this context, 

graphical representation like bar chart and frequency table will be applied to effectively visualize 

major research findings. On the other hand, qualitative data from the open-ended survey question 

will be properly analyzed by using thematic coding to address relevant emerging theme in digital 

marketing strategies within SMEs.  In order to assure reliability, the survey instrument will be 

effectively pilot-tested within five SME participants. On the other hand, “construct validity” will 

be developed through making alignment among different literature papers. In this way, it can 

ensure variable highlighting theoretical aspects related to digital marketing strategies along with 

competitive advantages. However, mixed method approach of integrating both primary and 

secondary data will increase the credibility.  

  



Chapter 3: Literature Review  

3.1 Approaches of competitive advantages  

As discussed by Safitri and Komaryatin, (2025), Competitive advantages are considered as the 

capability to manage strategic performance compared to other market competitors through offering 

specific value. In the context of SME, advantages are gained based on continuous innovation, 

consumer focus and proper operational flexibilities. According to “Resource-Based View (RBV)”, 

it has been highlighted that the internal capabilities like brand equity and knowledge, technical 

abilities are considered as strategic resources (Ausat, 2025). When applied to advance digital 

marketing, these essential resources involve digital literacies, advanced data analytical skills and 

content development abilities that enable diverse SMEs to incorporate strong brand differentiation 

and consumer preferences.  

3.2 Digital Marketing as the strategic tool 

As per Safitri and Komaryatin, (2025), digital marketing refers to the application of advanced 

digital technologies to effectively promote, manage transparent communication and deliver 

products to consumers through advanced digital platforms. In this context, key components include 

different social media branding, search engine optimization (SEO), online advertising and data 

analytics. The study of Mahendra, et al., (2025) highlights that advanced digital marketing can 

allow SMEs to effectively target customers more efficiently, track performances and incorporate 

personalized brand communication which are essential components to improve consumer 

experiences and brand loyalty. From the perspective of “Porter’s Value Chain theory”, digital 

marketing increases both primary such as product sale, consumer service and supportive activities 

such as technology and advanced infrastructure which improves the overall delivery. Another 

study demonstrated that SMEs effectively adopt advanced digital marketing tactics which are 

essential to achieve high brand visibility, better customer engagement and strong consumer 

connection.  

 



3.3 Potential opportunities and challenges to implement digital branding methods  

According to Arista, Hermawan and Sukmono, (2025), one of the most significant advantages of 

digital marketing is “cost-effectiveness”. However, digital channels like social media platforms, 

search engine optimization (SEO) enable them to gain a larger audience base with relatively less 

expenditure. As stated by Mahendra, et al., (2025), advanced digital marketing increases ‘market 

accessibility” which allows small organizations to effectively compete internationally without any 

large-scale physical brand presence. The study of Safitri and Komaryatin, (2025) discussed that 

digital platforms offer SMEs with advanced “real-time data analytics” that can improve the 

decision-making process and effective performance monitoring system. These analytics allow 

organizations to effectively measure “return on investment (ROI)” and personalize consumer 

experiences. Based on “Dynamic Capabilities theory”, the application of advanced digital 

marketing can increase SME’s capability to adapt market changes and acquire emerging potential 

opportunities.  

According to Ijomah et al., (2024) limited financial resources is the significant challenge which 

prevents small organizations from investing in tools and adapting the process of hiring specialized 

global talent. However, technical and infrastructural issues like insufficient broadband 

connectivity and cybersecurity challenges in developing business markets. The “Technology–

Organization–Environment (TOE) framework” reflects that digital adoption relies on 

technological availability along with organizational readiness and ecological challenges. In this 

way, digital marketing provides SMEs potential opportunities for global audience reach, audience 

involvement and cost efficiencies. However, these advantages are required to mitigate challenges 

like skill, sufficient resources and proper integration.  

3.4 Strategies for SMEs to apply digital marketing for ensuring long-term market 

competitiveness 

According to Loku and Havolli, (2024), applying “Omni channel approach” that includes social 

media platforms, SEO and content marketing assures effective brand identity and increases 

audience reach. Higher quality and value-driven content marketing can assist SMEs to incorporate 

thought leadership and gain organic traffic. Relationship marketing based on “Commitment-Trust 

Theory” focuses on long-term brand involvement over transactional exchange. However, SMEs 

can develop more credibility and brand loyalty through storytelling and social proof. The study of 



Ijomah et al., (2024), discussed that advanced data analytics allow SEMs to effectively monitor 

consumer journey and improve personalized brand campaigns which aligns with “Consumer 

Relationship Management (CRM)”. Moreover, predictive analytics can be applied to effectively 

guide product recommendations and enhance conversion rate. Different social media platforms are 

important for SMEs to develop strong community engagement. In this context, making 

collaboration with micro-influencer can increase authenticity and brand relatability especially in 

niche business markets. The study of Al Koliby et al., (2024) stated that training programs are 

important to mitigate the digital skill gap. It is necessary for SMEs to invest in staff upskilling 

through developing digital literacy and partnership with technological organizations that enhance 

innovation capacities.  

3.5 Literature gap  

Many studies examined the significance of applying digital marketing in organizational 

performance, major existing papers emphasize on large global organizations or developed 

economies. Investigation on SMEs especially in emerging or resource-driven contexts remains 

limited. However there is lack of empirical evidence related to particular digital marketing abilities 

like data analytics, social media involvement and content development for measuring different 

forms of market competitive advantages like brand differentiation, consumer loyalty and 

continuous innovation (Sharabati et al., 2024). Moreover, existing studies do not investigate how 

essential internal resources and external digital ecosystems have interacted to sustain long-term 

market competition in SMEs. The “Technology–Organization–Environment (TOE)” framework 

is applied to effectively explain digital adoption but is not able to capture how advanced digital 

capability evolves into long-term strategic assets. This potential gap reflects “mixed-method 

approach” which combines theoretical aspects and empirical evidences to analyse SMEs in terms 

of digital marketing into sustainable market competitiveness.  

3.6 Theoretical Framework  

The “Resource-based View (RBV)” is used to focus on managing competitiveness through using 

essential resources which are “valuable, rare and inimitable and non-substitute”. Within applying 

this theory, “digital marketing competencies” like data analytics, attractive brand storytelling are 

considered as strategic factors to increase brand value, operational efficiencies. Moreover, in a 



fast-changing digital marketing environment, sustaining advantages needs proper adaptability (Al 

Koliby et al., 2024). The “Dynamic Capabilities Theory” is complemented by a “Resource-based 

view” through focusing on organizational abilities to capture potential opportunities, adapt digital 

innovation and reconfigure essential internal resources. Through integrating such theories, the 

framework has conceptualized how SMEs develop and manage competitive advantages through 

following continuous learning methods, digital adaptation and important resource renewal.  

4. Research Limitations  

Potential research limitations include less sample size, bias responses due to collecting data 

through online surveys. On the other hand, time and resource constraints may decrease information 

generalizability. Moreover, integration of secondary and primary data findings will be beneficial 

to reduce such specific limitations more effectively.  

5. Research Ethics  

This particular research will follow the right ethical standards. Participants will be required to be 

informed about the research aim along with their confidentiality of given responses. In addition to 

this, any kind of identifiable information will be collected without proper consent. However, this 

study will adhere to GDPR and institutional ethical guidance which assure data anonymity and 

secure collected data storage. Participants will have the scope to withdraw at any specific stage 

without any kind of penalty.  Moreover, the survey will consist of a proper consent statement which 

can confirm right ethical compliances and transparency during the overall process.  

6. Timeline  

Key activities 

and stages  

Week 1  Week 2 

to 5 

Week 5  

to 8  

Week 8 

to 10  

Week 

10 to 12  

Week 

12 to 15  

Week 

16  

Selecting the 

research topic 

       

Introduction         

Working on 

literature review  

       



Research 

method  

       

Making survey 

question  

       

Collecting 

relevant data  

       

Data analysis         

Data 

interpretation  

       

Conclusion and 

recommendation  

       

Final 

dissertation 

submission  

       

 

7. Conclusion  

It has been concluded that this research will underscore that the digital marketing is considered as 

the important tool for SMEs to develop and sustain competitive advantages in the dynamic 

business market environment. Through applying methods like social media platform engagement, 

SEO and data analytics, SMEs increase its brand visibility, consumer trust and expand its marker 

reach in a more cost-effective manner. Moreover, effective application needs mitigating issues 

such as limited financial resources, digital abilities and data privacy. The results of this study will 

combine digital branding methods with effective business planning which allow different SMEs 

to understand changing market dynamics and customer choices. Moreover, applying innovation-

driven and customer-centric tactics will be applied to adapt continuous development in the highly 

competitive digital business landscape. Moreover, this research will offer insights for stakeholders 

and policymakers that can assist SMEs to adapt advanced digital marketing and more resilience in 

the rapidly changing international economy.     
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