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Chapter 1: Introduction
1.1 Definitions of Key Terms
In this study, the term marketing strategy refers to the comprehensive plan of actions and decisions that a business undertakes to promote its products or services, with the aim of achieving its organisational goals effectively. It encompasses the deliberate choices made regarding target markets, value propositions, communication channels, and resource allocation to optimise market reach and competitive advantage (Kotler, 1991). The marketing mix, widely known as the 4Ps—product, price, promotion, and place—serves as a foundational framework guiding the development and implementation of marketing strategies. These components work interactively to meet the specific needs of the target market and influence consumer behaviour (Kotler, 1991).
Turnover in the retail context is defined as the total monetary value of merchandise sold within a specific period, such as monthly, quarterly, or annually. It is a key indicator of business performance, reflecting the business's ability to generate revenue from sales activities (Hanssens and Pauwels, 2016). Retail stores are primarily engaged in selling merchandise to meet personal or household needs, and these can operate through physical storefronts or via online platforms (Maçada et al., 2012). Online marketing, a subset of digital marketing, involves marketing activities conducted through electronic channels such as social media, search engines, email campaigns, and digital advertisements. These channels facilitate direct engagement with consumers, enabling targeted messaging, real-time feedback, and measurable outcomes (Chen and Holsapple, 2013).
1.2 Background of the Study
The significance of marketing in retail businesses stems from its fundamental role in reaching consumers, creating brand awareness, and persuading purchase decisions. Effective marketing strategies are vital for attracting and retaining customers, especially in highly competitive environments where consumer preferences change rapidly (Baines et al., 2017). Over recent years, the exponential growth of online shopping has shifted the landscape of retail marketing. Retailers increasingly rely on digital channels such as social media marketing, search engine optimisation (SEO), email marketing, and content creation to engage consumers and drive sales (Constantin and Blaga, 2023). Despite the rise of online marketing, offline or traditional marketing methods continue to be relevant, particularly for small and medium-sized enterprises (SMEs) operating physical stores. Many retail owners believe that increased marketing efforts directly correlate with higher sales; however, empirical evidence establishing a clear causal relationship—particularly in the short term—is limited. Most business owners tend to rely on gut feeling or anecdotal evidence rather than data-driven insights when making marketing decisions. This situation underscores the need for rigorous research to determine which marketing strategies effectively influence retail turnover, especially at the SME level, where resource constraints and operational limitations are more pronounced.
1.3 Problem Statement
While marketing is widely recognised as a critical driver of growth, competitiveness, and sustainability, its precise impact on retail turnover remains poorly understood, especially for small and medium-sized retail stores. Extant research demonstrates that marketing activities can positively influence sales, profitability, and organisational performance (Kienzler and Kowalkowski, 2017; Porto et al., 2017). However, the majority of these studies focus on large corporations or online retail platforms, leaving a significant gap in understanding how marketing strategies translate into performance outcomes for small and brick-and-mortar retail outlets. Moreover, the effect of digital marketing tactics, such as social media campaigns, search engine visibility, and email marketing, on offline sales and turnover is often not explicitly measured or understood. Business owners frequently make marketing investments without clear evidence of their return on investment, leading to inefficient resource use. This research aims to fill this gap by systematically examining how different marketing strategies—both traditional and digital—affect the turnover of small and medium retail stores, providing actionable insights for practitioners.
1.4 Research Aim
The overarching aim of this dissertation is to critically examine the existing academic evidence concerning how various marketing strategies influence the turnover of retail shops through a comprehensive systematic review.
1.5 Research Objectives
To achieve this aim, the study has outlined several specific objectives. First, it seeks to systematically identify and review empirical studies relevant to marketing strategies within the retail sector, particularly focusing on small and medium-sized enterprises. Second, it aims to critically analyse how different marketing strategies—including digital marketing, pricing, promotions, and product assortment—impact retail turnover. Third, it intends to uncover gaps, limitations, and inconsistencies within the current literature, and to provide evidence-based recommendations for enhancing retail performance through strategic marketing efforts. These objectives will guide the review process and ensure that the research remains focused and comprehensive.
1.6 Research Questions
The research seeks to address several key questions. Firstly, which marketing strategies have been empirically identified as influential on retail shop turnover? Secondly, how do digital marketing, pricing strategies, promotional activities, and product assortment affect retail turnover according to existing studies? Thirdly, what are the main gaps, limitations, and inconsistencies in the current literature regarding the relationship between marketing strategies and retail performance? Answering these questions will enable a nuanced understanding of the complex dynamics at play.
1.7 Research Goals
The primary goal of this study is to synthesise the most prevalent marketing strategies used in small and medium retail businesses and to evaluate their impact on turnover. Additionally, the research aims to identify the marketing channels—digital versus traditional—that offer the most significant benefits for retail performance. The insights derived from this analysis will serve to inform practitioners, helping them to prioritise effective marketing tactics and allocate resources more efficiently to generate sustainable growth.
1.8 Significance of the Study
This study contributes to academic literature by providing a systematic review of the relationship between marketing strategies and retail performance in SMEs. It offers practical insights for business owners, marketing managers, policymakers, and other stakeholders interested in improving retail turnover and competitiveness. Understanding which marketing tactics are most effective helps practitioners make informed decisions about resource allocation, campaign design, and strategic planning. Furthermore, this research aims to fill existing gaps by focusing specifically on small and medium retail stores, an area that has received comparatively less attention in the literature. The findings can also serve as a foundation for future research and policy development aimed at supporting SME retail growth in diverse economic contexts.
1.9 Scope of the Study
This dissertation concentrates on small and medium-sized retail stores operating through physical storefronts within a specific local area. It excludes online-only stores, as the focus is on understanding the influence of marketing strategies on physical store turnover. Data for this study will be gathered exclusively from secondary sources—peer-reviewed academic journal articles and scholarly publications—published between 2014 and 2025. The research design follows a qualitative case study approach, synthesising existing empirical findings rather than collecting primary data. Due to the geographical and sector-specific focus, the results are intended to be illustrative rather than universally generalisable, offering insights relevant to similar retail environments.
1.10 Dissertation Structure
The structure of this dissertation is designed to systematically address the research aim. It begins with the introduction (Chapter 1), establishing the background, problem statement, and research framework. Chapter 2 offers an extensive literature review, discussing relevant theories, empirical findings, and identified gaps in current research. Chapter 3 details the methodological approach, including the search strategy, inclusion criteria, screening process, and analytical techniques. Chapter 4 presents the findings from the systematic review, organised thematically into key areas such as digital marketing, pricing strategies, promotions, and product assortment, with critical evaluation of the evidence. Finally, Chapter 5 synthesises the findings, discusses their implications, and provides practical recommendations, along with suggestions for future research avenues.






















Chapter 2: Literature Review
2.1 Introduction
The purpose of this literature review is to synthesise existing scholarly research concerning the relationship between marketing strategies and retail performance, particularly focusing on small and medium-sized enterprises (SMEs). This review aims to critically evaluate the evidence on how different marketing strategies—ranging from traditional to digital—affect retail store turnover and performance outcomes. It also seeks to identify gaps, limitations, and future avenues for research, providing a comprehensive foundation for the subsequent analysis.
2.2 Marketing Theory Behind Business Performance
Classical marketing theory primarily revolves around the marketing mix, famously known as the 4Ps—product, price, promotion, and place—as introduced by Kotler (1991). This framework emphasizes the importance of aligning these elements with consumer needs and preferences to optimise market positioning and sales. However, contemporary marketing thought extends beyond this, incorporating resource-based views (RBV) and dynamic capabilities approaches. These theories suggest that sustainable competitive advantage is achieved not merely by adopting the right mix but by leveraging unique organisational resources such as brand equity, customer loyalty, and innovative capabilities (Sair et al., 2023). The RBV posits that firms with valuable, rare, inimitable, and non-substitutable resources—like strong branding or digital marketing skills—are better positioned to outperform competitors (Mishra, 2025). Complementing this, the diffusion of innovation theory describes how early adoption of new marketing channels and technologies can confer first-mover advantages, enabling firms to capture market share and increase sales before rivals (Caraballo Payares et al., 2024). These theoretical perspectives provide a robust foundation to understand how marketing capabilities influence business performance.
2.3 Marketing Performance Among SMEs
Empirical studies indicate that effective marketing strategies significantly impact various performance metrics, including sales volume, market share, customer satisfaction, and brand loyalty (Rahmadhani et al., 2024). Small and medium-sized firms can shape their competitive positioning through targeted segmentation, positioning, and tailored marketing mixes, which help them build relational capital—trust and commitment—leading to sustained growth (Al Samirae et al., 2020). Research focusing on SMEs in different regions consistently shows that a well-executed marketing strategy enhances not only immediate sales but also long-term customer retention and loyalty. For example, a study in Jordan demonstrated that SMEs with a thorough understanding of their marketing mix experienced improved sales performance and greater customer loyalty, which translated into increased turnover (Al Samirae et al., 2020). The capacity to innovate in product and process, combined with strategic marketing, further enhances competitive advantage and growth stability (Sair et al., 2023). Such findings underscore the importance of strategic marketing alignment in driving retail performance at the SME level.
2.4 Emergence of Digital Marketing in SMEs
The advent of digital marketing has revolutionised how SMEs reach consumers and compete in the marketplace. Digital channels such as social media, search engine optimisation (SEO), email marketing, influencer collaborations, and content marketing have made marketing more accessible and cost-effective for smaller firms (Caraballo Payares et al., 2024). Digital marketing enables SMEs to extend their reach beyond local boundaries, improve brand visibility, and engage with consumers in real-time. Studies from Colombia and Nepal have shown that SMEs adopting digital tools experienced significant growth in profits, market access, and customer engagement (Dhungana, 2024; Caraballo Payares et al., 2024). However, despite these benefits, many SMEs face challenges in digital adoption, including limited budgets, lack of technical expertise, and infrastructural constraints, particularly in rural or less developed regions (Nyoman et al., 2023). These barriers often limit the effectiveness of digital marketing efforts and highlight the importance of capacity building and strategic planning.
2.5 Digital Marketing Impact on Revenue Growth and Profitability
Research indicates a strong positive correlation between digital marketing practices and improved revenue, profitability, and brand equity. For example, a study in the Philippines found that social media, SEO, and mobile marketing significantly contributed to revenue growth and customer acquisition (Chan, 2025). In Indonesia, firms employing customer profitability analysis and digital segmentation reported better long-term financial outcomes, which directly influenced turnover (Agus et al., 2024). Digital marketing enhances the ability to track consumer behaviour, measure campaign effectiveness, and optimise resource allocation, which collectively improve organisational performance (Nga and Khoi, 2024). Nonetheless, establishing causality remains a challenge in many studies due to methodological limitations, such as reliance on cross-sectional data or self-reported performance metrics, which can inflate the perceived impact of digital efforts (Hanssens and Pauwels, 2016). Despite this, the overall consensus affirms that digital marketing is a potent driver of retail performance when integrated into a broader strategic framework.
2.6 Challenges of Digital Marketing Adoption
While the benefits of digital marketing are widely acknowledged, SMEs often face numerous obstacles in implementation. Limited financial resources restrict investments in technology and personnel training, resulting in suboptimal campaign execution. Additionally, a lack of expertise in analytics and data interpretation hampers the ability to assess campaign performance accurately (Nyoman et al., 2023). Technological infrastructure deficits, especially in rural areas, further hinder digital adoption. Rapid changes in social media algorithms and online consumer behaviour require continuous learning and adaptation, which many small businesses find daunting (Gabelaia and Tchelidze, 2022). Overcoming these challenges necessitates supportive policies, capacity-building initiatives, and accessible training programs that empower SMEs to leverage digital tools effectively.
2.7 The Role of Innovation and Technology Integration
The integration of innovation and digital technologies enhances marketing capabilities, enabling SMEs to personalise customer experiences, optimise marketing budgets, and develop differentiated offerings (Oro et al., 2024). Technologies such as artificial intelligence (AI), machine learning, and data analytics facilitate predictive insights into consumer preferences and demand patterns, supporting more targeted marketing strategies (Mishra, 2025). Such digital innovations foster sustainable competitive advantages and long-term performance improvements (Nga and Khoi, 2024). For example, personalised marketing campaigns based on consumer data can increase engagement, loyalty, and ultimately, turnover.
2.8 Global Perspectives on Digital Marketing and SMEs
Research across diverse geographic regions demonstrates that SMEs embracing digital marketing are more resilient during times of economic turmoil or crises. For instance, studies from Tanzania and Brazil show that SMEs leveraging SEO and content marketing outperform competitors in sales and market share (Mushi, 2024; Oro et al., 2024). During the COVID-19 pandemic, firms that adopted digital channels were able to sustain income streams and adapt quickly to changing consumer behaviour (Oklander et al., 2024). These findings reinforce the importance of digital marketing as a strategic tool for SME resilience and growth, especially in volatile environments.
2.9 Gaps in Literature
Despite the growing body of research on digital marketing, several gaps remain. Many studies focus on large corporations or specific sectors, leaving a dearth of insights into SME retail contexts. Furthermore, much of the existing literature relies on cross-sectional data, limiting understanding of long-term effects and causality between marketing strategies and turnover. The inconsistency in performance measurement—ranging from sales and revenue to brand awareness and customer engagement—complicates cross-study comparisons. Additionally, socio-economic factors such as digital literacy, infrastructural development, and regional disparities are underexplored in relation to their moderating effects on digital marketing effectiveness (Snyder, 2019). Addressing these gaps requires longitudinal, retail-specific research that considers contextual variables and evaluates the return on investment more precisely.
2.10 Conclusion
Overall, the literature affirms that digital marketing is a powerful enabler of retail performance in SMEs, especially when integrated with broader organisational capabilities and customer-centric strategies. It enhances visibility, engagement, and sales, but its effectiveness remains contingent on contextual factors such as resource availability, technological infrastructure, and managerial competence. Future research should refine measurement techniques, adopt longitudinal designs, and explore sector-specific effects to deepen understanding of how digital marketing influences retail turnover over time.




















Chapter 3: Methodology
3.1 Introduction
This chapter outlines the methodological approach adopted for this systematic literature review (SLR). The primary aim of this research is to synthesize existing scholarly work regarding the impact of marketing strategies on retail store performance, specifically focusing on small and medium-sized enterprises (SMEs). Given the nature of the research, which aims to collate, evaluate, and interpret secondary data from a broad range of sources, a qualitative systematic review approach has been deemed most appropriate. This methodology enables the researcher to comprehensively analyse existing studies, identify patterns, gaps, and inconsistencies, and draw meaningful conclusions that inform both academic understanding and practical application.
3.2 Research Philosophy
The philosophical underpinning of this research is rooted in pragmatism. Pragmatism emphasizes practical outcomes and the utility of knowledge, facilitating the integration of different methods and types of evidence. This philosophy aligns with the review's aim to gather diverse research findings to produce actionable insights. It allows for flexibility in sourcing and analysing both qualitative and quantitative studies, ensuring that the review captures the breadth and depth of existing literature on marketing strategies and retail performance. This approach is particularly suitable for applied research in business contexts, where multiple perspectives and types of evidence are valuable (Morgan, 2014).
3.3 Research Approach
The approach adopted for this review is inductive, meaning that it begins with an open-minded exploration of the literature, allowing themes, patterns, and relationships to emerge from the data rather than testing predefined hypotheses. This approach facilitates a comprehensive understanding of how marketing strategies influence retail turnover across various contexts and methodological designs. By synthesising findings from diverse sources, the review aims to develop nuanced insights into the complex interplay between marketing tactics and retail performance outcomes.
3.4 Research Design
This review follows a systematic process guided by the Preferred Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA) framework (Page et al., 2021). The PRISMA guidelines ensure transparency, reproducibility, and minimization of bias throughout the review process. The design involves several stages: formulating research questions, establishing inclusion and exclusion criteria, conducting a comprehensive search of relevant databases, screening and selecting studies, extracting pertinent data, and synthesising findings thematically. Given the heterogeneity of the studies in terms of methodology, context, and performance measures, a narrative and thematic synthesis approach has been employed. This allows for the integration of qualitative insights and the identification of overarching themes across the literature, providing a rich understanding of the current state of knowledge.
3.5 Search Strategy
The search strategy was designed to ensure comprehensive coverage of relevant literature. Multiple academic databases—including Scopus, Web of Science, ScienceDirect, Emerald Insight, Taylor & Francis, and Google Scholar—were used to identify peer-reviewed articles. Keywords and phrases such as “marketing strategy,” “retail store,” “turnover,” “digital marketing,” “pricing,” “promotions,” and “product assortment” were employed. Boolean operators like AND, OR, and NOT were used to refine searches. The search was limited to publications from 2014 to 2025 to focus on recent developments and emerging trends. Additionally, backward and forward citation tracking was conducted to identify relevant studies that may not have appeared in initial searches. This comprehensive search process aimed to minimise publication bias and maximise the breadth of relevant evidence.
3.6 Inclusion and Exclusion Criteria
To ensure relevance and quality, strict inclusion and exclusion criteria were established. Studies were included if they were peer-reviewed journal articles published within the specified timeframe, focused explicitly on SMEs or retail stores, and examined marketing strategies as a primary variable influencing performance outcomes, especially turnover or sales. The studies had to report empirical data, either qualitative or quantitative, and be written in English. Conceptual papers, grey literature, and studies focusing on large corporations or other sectors unrelated to retail were excluded. This selection process aimed to gather robust, relevant evidence that directly informs the research questions.
3.7 Screening Process
The screening process adhered to the PRISMA flow diagram. Initially, search results were deduplicated to remove overlapping records. Titles and abstracts were then screened independently by the researcher to eliminate obviously irrelevant studies. Full-text reviews followed to confirm eligibility based on the inclusion criteria. Discrepancies were resolved through discussion and consensus. This systematic screening ensured that only studies meeting all inclusion criteria were incorporated into the review, thus maintaining methodological rigor and reducing bias.
3.8 Data Extraction
Data extraction was carried out using a structured template designed to capture relevant information uniformly across studies. Extracted data included the authors’ names, publication year, geographical context, retail type, research design, sample size, marketing strategies examined, performance measures used (such as sales, revenue, or turnover), key findings, and identified limitations. This comprehensive extraction facilitated comparison, contrast, and synthesis of evidence, enabling the identification of recurring themes and patterns.
3.9 Data Synthesis
Given the heterogeneity in research designs, contexts, and outcome measures, a narrative synthesis approach was adopted. Studies were grouped into thematic categories based on the marketing strategies they investigated, such as digital marketing, pricing, promotions, and product assortment. Within each theme, findings were critically analysed to identify consistencies, contradictions, and gaps. This approach allowed the researcher to develop a cohesive understanding of how different strategies influence retail performance, especially turnover, across diverse settings.
3.10 Ethical Considerations
As this review relies solely on secondary data from publicly available peer-reviewed sources, ethical considerations are minimal. However, it remains vital to ensure proper citation and referencing of all sources to uphold academic integrity. Plagiarism and misrepresentation are strictly avoided. Transparency in the review process and accurate attribution of ideas and data are essential to maintain credibility and adhere to academic standards.
3.11 Methodological Limitations
While systematic reviews offer comprehensive insights, they are limited by the quality and scope of existing studies. Publication bias may influence the findings, favouring studies with positive results. The restriction to English-language articles potentially excludes relevant research published in other languages. Heterogeneity in research methods, measurement instruments, and performance metrics complicates direct comparisons and synthesis. Furthermore, most studies employ cross-sectional data, which limits the ability to infer causality between marketing strategies and performance outcomes. Recognising these limitations is crucial for contextualising the review’s findings and for guiding future research directions.
3.12 Chapter Summary
This chapter has outlined the systematic approach employed in this review, detailing the search strategy, inclusion criteria, screening process, data extraction, and synthesis methods. The adopted methodology ensures transparency, reproducibility, and academic rigor, providing a solid foundation for the subsequent presentation of findings. The next chapter will present the synthesized results, organised around key themes identified during the review process.

























Chapter 4: Findings and Critical Analysis
4.1 Introduction
This chapter presents the key findings from the systematic review of literature related to the impact of marketing strategies on retail store performance, with a particular focus on small and medium-sized enterprises (SMEs). The evidence has been organised thematically into major strategic areas: digital marketing, pricing strategies, promotional activities, and product assortment. Each theme is critically analysed to identify consistent patterns, conflicting findings, and gaps. The synthesis aims to provide a comprehensive understanding of how marketing strategies influence retail turnover and to evaluate the strength of the existing evidence base.
4.2 Digital Marketing Strategies and Retail Performance
The literature overwhelmingly indicates that digital marketing has become a vital component of retail strategy, especially for SMEs seeking to expand their reach and improve performance metrics such as sales and turnover. Numerous studies demonstrate that social media marketing, search engine optimisation (SEO), email marketing, and content marketing have contributed significantly to increased customer engagement, brand visibility, and ultimately sales growth. For example, research from Colombia and Nepal indicates that SMEs adopting digital marketing tools experienced higher profit margins and expanded market access (Dhungana, 2024; Caraballo Payares et al., 2024). These studies emphasize that digital channels enable small retailers to compete with larger firms by offering targeted, cost-effective marketing options.
However, despite the positive findings, some studies highlight barriers to digital marketing adoption among SMEs. Limited financial resources, lack of technological expertise, and infrastructural deficiencies, particularly in rural or less developed regions, hinder the effective implementation of digital strategies (Nyoman et al., 2023). Moreover, rapid changes in social media algorithms and consumer online behaviour require continuous adaptation, which many small businesses find challenging. These factors can diminish the potential impact of digital marketing efforts, leading to inconsistent or limited improvements in turnover.
Critically, while the majority of studies point to a positive correlation between digital marketing and performance metrics, causality is less well established. Many studies employ cross-sectional designs, which cannot definitively determine whether digital marketing causes increased sales or simply correlates with other factors such as firm size or market environment. Nonetheless, the consensus remains that strategic digital marketing—when implemented effectively—can serve as a significant driver of retail performance in SMEs.
4.3 Impact of Pricing Strategies
Pricing strategies are another key component influencing retail store performance. The reviewed literature indicates that competitive and value-based pricing approaches can significantly enhance turnover, especially when aligned with customer perceptions of value and quality. For example, studies from various regions reveal that SMEs employing dynamic pricing, discounts, and price matching tend to see higher sales volumes and improved turnover figures (Rahmadhani et al., 2024). Furthermore, research highlights that transparent and fair pricing enhances customer trust and loyalty, which are critical factors in sustaining long-term revenue growth.
However, some conflicting findings suggest that aggressive discounting can erode profit margins and diminish perceived product value, potentially harming long-term sustainability. The effectiveness of pricing strategies appears to be context-dependent, influenced by factors such as industry type, competitive landscape, and consumer preferences. For instance, in highly price-sensitive markets, discounts may boost short-term sales but could undermine brand positioning if overused.
Critically, many studies call for a balanced approach, integrating pricing strategies with broader marketing efforts such as promotion and product differentiation. The evidence suggests that SMEs that adopt a strategic, data-driven approach to pricing—considering factors like elasticity, competitor pricing, and customer segmentation—are better positioned to optimise turnover without sacrificing profitability.
4.4 Promotional Activities and Customer Engagement
Promotions, including discounts, loyalty programs, and advertising campaigns, consistently feature as influential factors in enhancing retail sales and turnover. Several studies demonstrate that well-designed promotional activities can stimulate demand, attract new customers, and encourage repeat purchases (Porto et al., 2017). For example, targeted promotions during peak shopping seasons or local events have been shown to yield measurable increases in sales volume for SMEs.
Nevertheless, some research warns against over-reliance on promotions, which can erode profit margins and diminish perceived value. The timing, frequency, and content of promotional campaigns are crucial determinants of their effectiveness. Promotions that are too frequent or perceived as insincere may lead to customer distrust and brand dilution. Conversely, strategic promotions linked to customer loyalty initiatives can foster long-term relationships and sustained turnover growth.
Critically, the effectiveness of promotional strategies appears to be moderated by factors such as customer segmentation, communication channels, and the overall brand positioning of the retail store. SMEs that tailor promotional activities based on customer preferences and behaviour tend to experience better performance outcomes.
4.5 Product Assortment and Customer Satisfaction
An often-underestimated aspect of marketing strategy pertains to product assortment and its influence on customer satisfaction and sales. Studies reveal that a diverse and relevant product mix enhances the shopping experience, encourages repeat visits, and increases sales volume. SMEs that regularly update their product offerings to match consumer trends and preferences tend to enjoy higher turnover.
However, excessive product variety without proper inventory management can lead to increased costs and operational inefficiencies, negatively affecting profitability. Conversely, a narrow but carefully curated product assortment can foster a strong brand identity and customer loyalty, leading to steady performance. The literature suggests that aligning product assortment with target customer segments is critical for optimising turnover.
Critically, most studies acknowledge that product strategy should be integrated with marketing communication efforts. For instance, promoting exclusive or limited-edition products can generate buzz and drive sales, particularly when supported by targeted marketing campaigns.
4.6 Critical Evaluation of Evidence
Overall, the reviewed studies affirm that marketing strategies—digital or traditional—have a significant influence on retail performance and turnover. The strength of the evidence varies, with many studies employing cross-sectional surveys, case studies, and longitudinal data. While the majority demonstrate positive associations, causality remains difficult to establish definitively, especially given the confounding factors such as firm size, location, and industry sector.
Furthermore, a notable limitation across the evidence base is the inconsistency in performance measures. Some studies focus on sales volume, others on revenue or profit margins, making direct comparisons challenging. Additionally, regional and sectoral differences influence the applicability of findings, suggesting that context-specific factors must be considered when interpreting results.
Despite these limitations, the overarching consensus indicates that a strategic, integrated approach to marketing—balancing digital innovation, pricing, promotions, and product management—is essential for SMEs seeking to improve their turnover and overall performance. Future research should focus on longitudinal designs, causality testing, and context-specific analyses to deepen understanding.





























Chapter 5: Discussion, Conclusions, and Recommendations
5.1 Introduction
This chapter offers a comprehensive synthesis of the key findings derived from the systematic review of literature concerning how marketing strategies influence retail store performance, with a focus on small and medium-sized enterprises (SMEs). The discussion interprets the evidence, explores its implications for practitioners and academics, and critically evaluates the strengths and limitations within the current body of research. Furthermore, this chapter provides actionable recommendations for retail practitioners, policymakers, and future researchers, aiming to foster more effective marketing practices and scholarly inquiry.
5.2 Synthesis of Key Findings
The review reveals that marketing strategies—spanning digital marketing, pricing, promotional activities, and product assortment—play a pivotal role in shaping retail performance and turnover. Among these, digital marketing has emerged as a transformative force, especially for SMEs seeking to expand their customer base and compete in increasingly digitalised markets. The evidence indicates that social media marketing, search engine optimisation, email campaigns, and content marketing are effective tools for increasing brand visibility and customer engagement. For example, studies from Colombia and Nepal demonstrate that SMEs leveraging digital channels reported higher sales and profit margins (Dhungana, 2024; Caraballo Payares et al., 2024). These findings suggest that digital marketing, when executed strategically, can significantly contribute to increasing retail turnover.
However, it is important to acknowledge that successful digital marketing implementation is often constrained by resource limitations. Many SMEs lack the financial capacity, technological infrastructure, or skilled personnel necessary to exploit digital channels fully. These barriers can limit the effectiveness of digital strategies, leading to inconsistent results across different contexts. Moreover, rapid technological changes and evolving consumer preferences require ongoing adaptation, which presents an additional challenge for resource-limited SMEs (Nyoman et al., 2023). Despite these challenges, the consensus remains that digital marketing, when tailored to the firm's capabilities and customer needs, can serve as a critical growth driver.
Pricing strategies also emerged as a crucial factor influencing retail turnover. Studies reveal that competitive, value-based, and dynamic pricing approaches can boost sales volume, especially when aligned with consumer perceptions of fairness and quality. For instance, research indicates that SMEs adopting flexible pricing models, such as discounts during peak seasons or loyalty-based pricing, tend to experience higher sales and improved revenue (Rahmadhani et al., 2024). However, some findings warn against aggressive discounting, which can erode profit margins and damage brand perception if overused. The effectiveness of pricing strategies is context-dependent and influenced by factors like industry type, local market conditions, and consumer behaviour. Therefore, SMEs should employ data-driven pricing models, integrating market research and customer insights to optimise turnover without compromising profitability.
Promotional activities, including discounts, loyalty programs, and advertising campaigns, are consistently linked to increased sales. Well-designed promotions can stimulate demand, attract new customers, and foster repeat business. Several studies demonstrate that targeted promotions during seasonal peaks or special events generate measurable increases in sales volume (Porto et al., 2017). However, the literature also warns that over-reliance on promotions may lead to diminishing returns and erode profit margins if not managed carefully. Promotions must be aligned with overall branding and marketing objectives, ensuring they create value and foster long-term customer loyalty rather than short-term sales spikes.
Product assortment strategy—carefully selecting and managing the range of products offered—also influences retail performance. Studies suggest that a relevant and diverse product mix tailored to target customer segments enhances customer satisfaction and increases the likelihood of repeat purchases. SMEs that adapt their product offerings to changing consumer trends and preferences tend to outperform competitors in sales and customer loyalty (Sair et al., 2023). However, excessive variety can lead to operational inefficiencies and inventory costs, which may negatively impact profitability if not managed properly. The key takeaway is that aligning product assortment with marketing and customer engagement strategies is essential for boosting turnover.
5.3 The Interrelation of Strategies and Their Combined Impact
While each marketing strategy—digital marketing, pricing, promotions, and product assortment—has its standalone benefits, their combined implementation produces a synergistic effect that optimises retail performance. For instance, digital channels can amplify promotional campaigns, while strategic pricing supports promotional offers and product positioning. The integration of these strategies enables SMEs to create a cohesive brand narrative, differentiate themselves from competitors, and foster stronger consumer relationships. The literature underscores that isolated strategy implementation is less effective than a comprehensive, integrated marketing approach.
Furthermore, the importance of aligning marketing strategies with the specific context of the retail environment cannot be overstated. Factors such as geographic location, target demographic, industry sector, and technological infrastructure influence the optimal mix of strategies. SMEs operating in rural areas with limited digital infrastructure may need to focus more on traditional marketing channels, while urban retailers might leverage digital channels more intensively. Recognition of these contextual factors is vital for tailoring effective marketing strategies that directly impact turnover.
5.4 Practical Implications for Retail Practitioners
For retail practitioners, the evidence underscores the necessity of adopting a strategic, integrated approach to marketing. SMEs should prioritise digital marketing initiatives, such as establishing a strong social media presence and investing in local SEO, to enhance visibility and engagement. However, digital efforts must be complemented by competitive pricing, targeted promotions, and relevant product offerings. A balanced approach ensures that marketing efforts reinforce each other, leading to sustained increases in sales and turnover.
Practitioners should also invest in developing their digital capabilities and technological infrastructure. Training staff, adopting affordable digital tools, and leveraging partnerships with local support agencies can help overcome resource constraints. Regular monitoring and evaluation of marketing activities using performance metrics like sales data, customer feedback, and digital analytics are essential for refining strategies and ensuring they deliver desired outcomes.
Additionally, SMEs should focus on customer-centric strategies—understanding customer needs and preferences—when designing marketing activities. Personalised communication, loyalty programmes, and tailored product offerings foster customer loyalty, which is crucial for long-term success.
5.5 Policy and Support Recommendations
Policymakers and industry support agencies have a vital role in creating an enabling environment for SME marketing success. Developing accessible training programmes on digital marketing, providing affordable digital infrastructure, and facilitating collaborations between SMEs and technology providers can significantly lower entry barriers. Governments can also offer financial incentives or grants for SMEs investing in digital tools and marketing capabilities, fostering wider adoption and innovation.
Furthermore, regional development agencies should consider sector-specific strategies, recognising that different retail segments may require tailored marketing support. For example, local markets, fashion retailers, or food outlets may benefit from customised marketing workshops, mentorship programmes, and resource-sharing platforms.
5.6 Limitations of the Current Evidence
Despite the valuable insights, the review reveals several limitations within the existing literature. Most studies rely on cross-sectional data, which limits the ability to establish causality between marketing strategies and performance outcomes such as turnover. Longitudinal research is needed to understand the sustained effects of marketing investments over time. Additionally, performance metrics vary across studies, hampering direct comparisons; standardisation of measurement approaches would enhance the rigor of future research.
The geographic and sectoral diversity of current studies means findings may not be universally applicable. Socio-economic and infrastructural factors, which significantly influence marketing effectiveness, are underexplored. Moreover, many studies do not adequately consider moderating variables such as managerial expertise, technological readiness, or regional market conditions, which are critical for contextualising results.
5.7 Recommendations for Future Research
Future research should focus on longitudinal, causality-driven studies that track the impact of specific marketing strategies on retail turnover over extended periods. Such studies would provide deeper insights into the sustainability and long-term benefits of various strategies. Researchers should also aim to standardise performance measurement metrics, facilitating cross-study comparisons and meta-analyses.
Another promising avenue is exploring the moderating effects of socio-economic, infrastructural, and managerial factors, particularly in diverse regional and sectoral contexts. Sector-specific case studies and experimental designs could provide granular insights into what strategies work best under specific conditions. Furthermore, integrating consumer behaviour analytics with marketing strategy research can offer more nuanced insights into the mechanisms driving performance improvements.
5.8 Conclusion
In conclusion, the review affirms that well-designed, integrated marketing strategies—especially digital marketing, pricing, promotions, and product management—are fundamental to enhancing retail store turnover. While current evidence demonstrates their importance, addressing existing limitations through rigorous, longitudinal, and context-aware research will strengthen the understanding of causal relationships and optimal practices. Practitioners must focus on strategic alignment, resource development, and customer-centricity to harness the full potential of marketing efforts. Policymakers can support this process by fostering an enabling environment that promotes digital adoption and innovation among SMEs. By doing so, they will contribute to building resilient, competitive, and sustainable retail businesses capable of thriving in a dynamic marketplace.
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