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The past few decades have seen the rise of the digital revolution, from mobile phones to social media the digital medium has found new ways to grab the attention of society. This study investigated how the digital medium revolutionized marketing for SMEs. Investigation what resources are available to SMEs and how they have adapted to using them. The main aim was to investigate extent in which SMEs have incorporated the digital medium and how it has revolutionized marketing. To do this the researcher developed a research methodology to pave the way for the primary investigation. After analysing both the primary and secondary research the main findings for the study helped answer the research topic. The findings accurately highlighted how the digital medium has helped SMEs revolutionize marketing for SMEs. 
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[bookmark: _Toc69738488]Chapter 1: Introduction 

1.1 [bookmark: _Toc69738489]Introduction

This chapter sets out to provide a strong background and rational of the chosen topic, as well as setting a clear aim and objectives for the study. This chapter will also be the foundation of the study and include a brief look at the research methodology. Finally, the chapter will provide an outline for the structure of the study to follow. 
[bookmark: _Toc69738490]1.2 Background & Rationale 

Kiani (1998) Describes language as mankind’s greatest invention. An invention contributed to by all kinds of people over a significant time period. Language is the key to communication and language allows people to communicate feelings, thoughts, and information. During the past three decades, communication has been developed in an unprecedented manner through the use of the digital medium. The digital medium allows individuals to instantly connect and communicate worldwide at any time. 6th August 1991 represents the birth of the WWW as we know it today, Sir Tim Berners-Lee while working at CERN published the first-ever website. (Nix, 2018) This was the beginning of the web as a publicly available service on the internet. 

[bookmark: _Hlk69528028]Ever since the first website was published technology has been developing at a rapid pace, innovation throughout the technological industry in continuously finding ways to connect individuals to the internet. Today, individuals can access the internet through multiple platforms including smartphones, laptops, computers, televisions, and even smart watches. Research carried out by the office for national statistics found that as of 2020, 96% of UK households have access to the internet, a substantial increase from just 57% in 2006. (Prescott, 2020) As the internet becomes more accessible it is no surprise that the eCommerce market has become one of the fastest growing markets worldwide. 2020 saw an increase of 18% in the UK eCommerce market which contributed to a worldwide market growth of 26% ("E-commerce Market Analysis", 2020) 

The successful advancements throughout the technology industries have initiated the emergence of the digital economy sometimes referred to as the ‘new economy’. All businesses from small sole traders to global giants are aiming to adapt and take advantage of new methods to promote, market and connect with customers. The digital sector contributed £149 billion to the UK economy in 2018, growth in this sector is nearly six times larger than growth across the economy as a whole (Department for Digital, Culture, Media, and Sport, 2018) 

As of 2020, SMEs accounted for 99.9% of the UK’s private sector business population, with approximately 5.97 million businesses. SMEs are responsible for 61% of total employment within the private sector (Department for Business, Energy & Industrial Strategy, 2020) Evidently, SME’s play a major role within the UK economy, therefore it is vital that they can adapt and develop the appropriate skills to stay contemporary. 

[bookmark: _Hlk69535034]Porter (2001) Suggests businesses no longer have the choice and must make use of digital marketing if they wish to stay competitive, insisting the only question is how to deploy it. Previous research carried out by the Department for Business Innovation & Skills (2015) investigated the digital capabilities in SMEs, concluding that SMEs are not making the most of opportunities available to them through digital means. There is a lack of current research regarding the topic, therefore the researcher has been incentivized to further investigate SMEs to see what, if any progress has been made. 

The progression of the digital medium and the ‘new economy’ has also encouraged the researcher to investigate how these developments affect SME’s. In particular how SME’s can adapt and benefit from using the digital medium within their business, focusing primarily on digital marketing. The researcher also intends to investigate the differences of digital strategies between SME’s and larger businesses. The investigation has been given the working title of “How the Digital Medium has Revolutionized Marketing for Small to Medium Enterprises” The title provides insight and demonstrates the intention of the investigation. 
[bookmark: _Toc69738491]1.3 Aim & Objectives 
[bookmark: _Toc69738492]1.3.1 Aim

[bookmark: _Hlk69739487]To explore the extent in which SMEs have incorporated the digital medium and how it has revolutionized marketing. 
1.3.2 [bookmark: _Toc69738493]Objectives 

1. [bookmark: _Hlk69627992]To critically analyse literature in relation to the development of the digital medium and digital marketing 

2. To explore current resources available to SMEs for marketing through the digital medium 

3. To Investigate the challenges for SMEs when developing digital marketing strategies

4. [bookmark: _Hlk69422939][bookmark: _Hlk69627709]To select a suitable research approach to carry out an investigation looking at how SMEs today, are utilizing digital methods within their businesses. Focusing primarily on digital marketing.  

5. [bookmark: _Hlk69656246]To present the evidence from the primary research clearly, ready for analysis against the secondary research 

6. To explore possible direction for future investigations, providing recommendations and explaining limitations of current study 
[bookmark: _Toc69738494]1.5 Research methodology 

The researcher has provisionally chosen a mixed methods research approach for the study. Mixed methods refer to a methodology of research that mixes quantitative and qualitative data within a single investigation. The research will be conducted using a questionnaire which will include both closed and open-ended questions. Further justification and description will follow in chapter three. 
[bookmark: _Toc69738495]1.6 Research structure 

To achieve the goals set in the aim and objectives, the research will consist of five chapters. Chapter one being the introductory chapter, this chapter has introduced the topic, provided a clear background and rationale for the research as well as setting the aim and objectives for the study. 
Chapter two is the literature review, regarding the topics of the digital medium and digital marketing in relation to SMEs. The literature review will provide greater understanding of the topic as a whole and can be used for analysis against the primary research. 

Chapter three is methodology; this chapter will identify analyse and justify the research methods to be used in the investigation. Also, to describe the application of the chosen methods.
 
Chapter four will be for the presentation and analysis of findings from the primary research. The clear presentation of finding will give way for the discussion and analysis.

Chapter five is the discussion. The findings from the previous chapter will be discussed in comparison to the secondary research found in chapter two. The analysis will also identify and evaluate the finding to the objectives of the research. 

Chapter six will conclude the study, providing a summary of key findings. The final chapter will also explore the implications and limitations of the study and well as providing recommendations and direction for future research.  



























[bookmark: _Toc69738496]Chapter 2: Literature Review 

[bookmark: _Toc69738497]2.1 Introduction

The Purpose of this chapter is to investigate current literature relevant to the topic of this study. To gather both theoretical and statistical data to be used as a guide for the primary research, and to be used as analysis in comparison with the primary investigation. 

This chapter sets out to achieve goals set in objectives one, two and three. 
To critically analyse literature in relation to the development of the digital medium and digital marketing

To explore current resources available to SMEs for marketing through the digital medium
To Investigate the challenges for SMEs when developing digital marketing strategies
[bookmark: _Toc69738498]2.2 The Digital Medium 

The digital medium has been broadly defined as “A physical way of storing media or archiving it”. ("What is Digital Medium", 2021) This refers to the storage of digitalized data, graphics, audio, and video.  Anything stored within the digital medium can be transmitted and shared via the internet or through computer networks.  

McMullen (2017) developed the theory of foundation technologies, to generate a new understanding of online platforms as digital mediums. The framework of this theory addresses relationships between old and new mediums. The relationship is commonly found to be the founding technologies that allows the mediums to exist. The digital mediums are simply an extension of the present mediums. The introduction of digital foundation technologies allows new categories of mediums to emerge. The digital medium has excelled with the progress of digital technologies, online platforms have been developed, adopted, and shaped by society. The foundation technology where the digital medium has emerged from is the internet and global network of digital computers. 

Global digital growth has formed a pathway for the online platforms through the digital medium to excel. Chaffey (2021) provides research into global digital growth from the year 2020 through 2021. Over this short time internet usage surged by 316 million users, while unique mobile phone users grew by 93 million. Figure 2.1 below, demonstrates the extent to which the digital medium has been adopted into society. 
[bookmark: _Hlk69262031][image: Global internet users]Figure 2.1: Global Digital Growth (Chaffey, 2021) 
[bookmark: _Toc69738499]2.3 Marketing Through the Digital Medium 

The past decade has accounted for possibly the largest transition in communications and interactions between humans. Significant changes to habits and interaction have occurred because of online developments. Real-world social relationships have been migrated to the virtual world, resulting in online communities that bring people together from across the globe. (Tiago & Veríssimo, 2014) As more real-world interactions migrate to the digital world, business adapt and follow the social trends. 
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[bookmark: _Hlk69262072]

Figure 2.2: Marketing Spend by Media Type (Goodman, 2014)
Figure 2.2 displays the percentage of advertising spend by media type from four regions in 2015. Approximately 8 billion pounds was spent on digital marketing in the UK throughout 2015, equating to 50% of the total marketing spend across all mediums. (Goodman, 2014) The decline in television marketing is a result of businesses channelling funds into digital marketing. 

Taiminen & Karjaluoto (2015) define digital marketing as a new marketing approach, as opposed to traditional marketing boosted with the use of digital elements. Furtherly suggestion that digital marketing holds unique dynamics and characteristics. Digital channels can be separated into two classes. One-way communication channels and two-way communication channels. 

One-way communication is commonly used to inform the audience, information, and communications flow one way from the sender to recipient while nothing is returned. Websites and e-mail are prime example of one-way digital channels, websites are the digital home of a business where vast amounts of information is found. E-mail, although intended as two-way channel is more commonly used by businesses as a one-way channel to deliver newsletters or advertisements. (Taiminen et al., 2015) 

Two-way communication is a strategy developed from the use of social media. Petronzio (2013) describes the strategy as a way for businesses to engage with consumers instead of broadcasting. Participating in two-way communications allows businesses to portray a human like quality and build relationships. Taiminen et al, (2015) suggests social media audiences are less likely to expect sales pitches but prefer real information generated by conversations around the business. 

For the purpose of this study the researcher has decided to focus on three online platforms within the digital medium, including social media, e-mails, and websites to evaluate the benefits offered to SMEs and how the use of these resources has revolutionized digital marketing. 


[bookmark: _Toc69738500]2.3.1 Social Media 

[image: COTD_7.27_02]Dutot & Bergeron (2016) and Mount and Martinez (2014) define social media as a set of online tools. Publicly accessible tools best used for idea sharing, content creation and editing and building relationships though interactions and collaborations. Figure 2.1 shows that an additional 490 million members joined social media platforms between January 2020 and January 2021. 
 Figure 2.3 Social media platforms active monthly users (Dunn, 2017)

Newberry (2018) states that using social media within business is no longer optional, its an essential tool to reach customers and grow your brand. Newberry (2018) Also highlighted some of the key benefits of social media as an opportunity to increase brand awareness, humanize your brand generate leads and sales. 

Data from figure 2.3 puts into perspective the huge number of people using social media platforms, naturally with millions of active users it is the obvious place to increase brand awareness. Brand awareness refers to people’s ability to recall and recognize your business (Walgrove, 2019) improving brand awareness can have a knock-on effect through the business and subconsciously improve alternative aspects of the business. 
Humanizing the brand, is process often associated with the two-way communication process mentioned above. The two-way communication strategy is a relatively new approach to marketing. Taiminen et al, (2015) suggests social media users respond more positively when a two-way connection is formed, engaging with customers in this format allows the business to better understand customer needs and identify customer expectations. (Bhargava, 2019)

Social Media Marketing is widely used by businesses because it represents a cost-effective marketing solution. The Social Media Marketing weapons can be used largely for free and very easily, in comparison with other promotional tools.  (Karimi & Naghibi, 2015)

A report conducted by Hudspot (2012) concluded that 94% of SMEs state they are using social media for marketing purposes, while only 63% think that marketing through social media has been effective. Mercer (2014) concluded that Facebook was the most popular social media platform used by SMEs. 
[bookmark: _Toc69738501]2.3.2 Email 

Email stands for electronic mail, Berghel (1997) states that emails are messages distributed by electronic means from one user to another via a network. Emails are a two-way communication network. The ability to communicate worldwide at the click of a button at any time has become the new normal. More efficient communication creates better opportunities for interaction.  Emails can be used in a variety of ways for business, internally and externally. Internally, they can be used as an effective method of communication between departments and staff. However, for the purpose of this study greater focus will be emphasized on how emails are used externally for marketing purposes. 

Externally, emails are an important asset to any business for communication purposes. A convenient two-way communication method where businesses can engage with customers effectively. Turner & Reinsch (2007) found that approximately 55% of people open emails immediately or soon after they arrive regardless of what they are doing at the time. Email allows communications to be carried out at one’s own convenience. 

In the respect of marketing, emails are regularly used as a one-way communication method, business utilize this tool to send newsletter and marketing material. Emails are opened at the convenience of the recipient therefore, engaging potential customers this way does not pose any inconvenience on them, or cause any disruption. 

[bookmark: _Hlk69516901]
[image: Chart, funnel chart

Description automatically generated]Figure 2.4 Top online marketing channels in the UK (Brynley-Jones, 2015)

Email has been ranked as the top digital marketing tool (figure 2.4) Chaffey & Smith (2013) Identifies the relatively low deployment cost and the speed and efficiency as key factors influencing the position as a top marketing channel. 

A study conducted by the DMA shows that email marketing is a vital tool to businesses, with 89% of participants stating that this tool is very important to the business. Interestingly, for over one third of participants email marketing accounted for over half of all digital business revenue. Holovach (2021) found that marketing and advertising emails influence the buying decision of customers 50.7% of the time. Also, that 85% of the time, email marketing is used for generating leads. 

In addition to marketing, emails provide the ability to quickly respond to and customer issues that arise. Being proactive is an essential trait to any business and a good way to add value. Adding value to a customer’s experience makes retention of their business more likely. (Mercia, 2014)
[bookmark: _Toc69738502]2.2.3 Website 

The final platform to be covered within this analysis are websites. Websites are a collection of pages hosted on the internet under a unique domain name, the website is often referred to has the digital home of a business. Websites commonly hold a vast amount of information regarding the business such as details, location, services offered, products, images, and contact information. Websites can also be further developed for use of e-commerce, allowing businesses to complete transactions such as sales and purchases electronically. 

Porter (2001) suggests businesses have no choice but to engage in ecommerce if they want to grow and be competitive. the growth of e-commerce as the single biggest opportunity and threat facing almost every industry. (Achrol & Kotler, 1999) Pugsley (2013) says the effectiveness of a website relies upon the quality of the design and content. Also, the use of content has become one of the leading growth areas for marketing. 

Boyle & Alwitt (1999) stats that the use of email in conjunction with websites leads to a stronger relationship with customers, because digital interactions with customers is often preferred over traditional media outlets. Websites are no longer used as a stand-alone digital tool, websites and social media pages are often linked to each other allowing traffic to and from. 
A survey of 10,000 UK small businesses found that owners are now more aware of the role that the digital medium plays. It found that 81% of businesses surveyed are running their own websites. The study further uncovered that of these businesses around 80% of the websites lack the required design and quality to make an impact. (Karibian, 2013) The websites are awkward to navigate and contain minimum content, the websites do not offer any reassurance to the customer and can have the opposite effect of the intended purpose. 

[bookmark: _Hlk69700893] The most profitable and visible segments of the e-commerce market are B2B and B2C (“E-commerce, 2020) B2B refers to business is conducted between two business whereas, B2C refers to business between business and customers. 2020 saw an increase of 18% in the UK eCommerce market which contributed to a worldwide market growth of 26% ("E-commerce Market Analysis", 2020) 

E-commerce demand continues to grow year on year, as of 2020 the most popular market for ecommerce was clothing and sporting goods with 55% share, the second most popular market for ecommerce sales was fast food, catering services and deliveries from restaurants holding 35% share. 
[bookmark: _Toc69738503]2.3 Summary of Findings from SME survey 

This section will summarize they key findings from the study carried out by the Department of Business Innovation and Skills in 2015, researching the digital capabilities of SMEs. The results from this study will be taken into consideration when carrying out the primary research. The report emphasises the important role of the digital economy plays as part of the overall economy and the importance of SME contributions. 
The key findings of the report are as follows:
· 98% of SMEs use the internet.
· 75% of SMEs use the internet primarily for engaging with customers, online banking. and ordering supplies.
· 64% of small business and 94% of medium sized businesses have their own websites.  
· 27% of SMEs with websites outsource the maintenance and upkeep of website.
· 11% of SMEs have developed e-commerce systems on their website.
· Only 21 per cent of SMEs have ever received advice on improving their digital capabilities (47 per cent of medium-sized businesses. 
[bookmark: _Hlk69658160](Department for Business Innovation & Skills, 2015)
[bookmark: _Toc69738504]2.4 Digital Strategies 

A digital marketing strategy is a plan set out by the business outlining how the business will achieve it marketing goals through online channels. Becker & Schmid (2020) state that for companies to tap into their full value-creation potential in times of digitalization, they need a clearly defined strategic orientation. Business use all kinds of digital strategies with the aim of maximising value. Two further strategies that will be analysed further in this study include PPC and video marketing. 

The PPC digital strategy refers to pay-per-click, a strategy where businesses pay a fee every time one of their ads is clicked on. PPC offer businesses the possibility to ‘buy’ visits to the website. (WebFx, 2019) Search engine advertising is a popular form of PPC, It allows advertisers to bid for ad placement in a search engine's sponsored links when someone searches on a keyword that is related to their business offering (WordStream, 2020). A study conducted by Olbrich & Schultz (2014) investigated the relationship between print marketing and search engine advertising, and the effectiveness of search engine advertising. The study concludes that the effectiveness of search engine marketing relies heavily on the budget and the detail of keywords. Regarding the relationship between print and search engine advertising it was concluded that print advertising did not directly affect the number of advertisements impressions produced by the search engine. However, there was an indirect relationship between print advertising and the number of conversions indicating that e-commerce marketers cannot ignore the traditional advertising methods and focus only on SEM. (Kritzinger & Weideman, 2015)

The Video marketing strategy is the use of videos to promote and market the business, it is often to create and increase engagement of the businesses digital and social channels.  video marketing is perceived as one of the biggest opportunities to attract new customers in a real and authentic way. (Bortone and Shankman, 2017). Sedej (2019) states that video marketing creates opportunities for business to connect with the audiences emotionally and allows them to connect directly with customers. 

Historically, video marketing was a medium reserved for larger businesses with more generous marketing budgets. However, Wyzowl (2019) concludes that today, video is a marketing strategy not only for big companies, but also SMEs. Through research it was shown that 87% of businesses now utilize video as a marketing tool. 
[bookmark: _Toc69738505]2.5 Challenges Face: SMEs vs Large businesses 

Throughout this study, the researcher has delved into a variety of digital resources and digital strategies that are available to be utilized by SMEs. To conclude this chapter of the study, the researcher aims to identify different challenges that SMEs might face when developing digital marketing strategies and using the digital medium, in comparison of a larger business. 
The biggest challenge for SMEs when it comes to executing digital strategies is lack of resources. Research suggests that SMEs spend around 7-8% of revenues on marketing (Hughes, 2019) compared to around 12% for larger businesses. (Leone, 2020). The two marketing budgets seem to be relatively similar on first inspection. However, evidence shows (Figure 2.5) that 12% of a larger business’s revenue is considerably more than 7-8% of that from SMEs.

[image: Small businesses account for over 99.9% of businesses, whilst accounting for 48% of employment and 37% of turnover  ]
[bookmark: _Hlk69606777][bookmark: _Hlk69607489]Figure 2.5 Contribution of different sized businesses to total business population, employment, and turnover, start of 2019 (Department for Business, Energy & Industrial Strategy, 2019)
A report from the Department for Business Energy & Industrial Strategy (2019) shows that the 0.1% of large businesses shown in figure 2.5 equate to 7,700 business, compared to the 99.3% of Small businesses which equates to 5.8 million. Although large business only makes up 0.1% of the business population, they generate 47.8% of turnover. Demonstrating a significant difference in budget allocated to marketing. 

The next challenges faced by SMEs is again to people and manpower and knowledge, of the 5.8 million SME business population, 4.4 million of those business have no employees. (Department for Business, Energy & Industrial Strategy, 2019) The majority of SMEs are one-man operations, where a large business has whole departments working solely on marketing the small business owner either must pay and outsource the marketing or allocate time themselves to work on marketing. Lack of knowledge and understanding could also be an issue in these cases because the business owner is already stretched managing all aspects of the business if the owner does not have time to learn understand and execute marketing strategies it will often result in poor design and quality. 

Another challenge facing SMEs is the continuous need for producing and developing marketing content, to compete with large businesses digital content need to be posted regularly. The process of developing and creating digital content can be time consuming especially if businesses are hoping to utilize video marketing. As well as filming content for videos, further editing is required to achieve higher quality content. Relating back to knowledge, video editing is a complex skill which not all business owners possess. 























[bookmark: _Toc69738506]Chapter 3: Research Methodology 

[bookmark: _Toc69738507]3.1 Introduction

The purpose of this chapter is to review and establish a suitable research methodology to be used at a later stage for the primary investigation. This chapter sets out to achieve the goal set out in objective four. 

“To select a suitable research approach to carry out an investigation looking at how SMEs today, are utilizing digital methods within their businesses. Focusing primarily on digital marketing.” 
[bookmark: _Toc69738508]3.2 Research Onion

The research onion, developed by Saunders et al, (2016) is a tool used to aid the development of a research methodology. Working through ‘onion’ like layers facing a range of choices that progress from high level and philosophical to tactical and practice in nature. (Crossley & Jansen, 2021) The tool helps generate an in depth understanding towards the process of carrying out the research.  
[image: Understanding the Research Onion | Writing Guides | 15 Writers]
[bookmark: _Hlk69424139]Figure 3.1: The Research Onion (Saunders et al., 2016)

[bookmark: _Toc69738509]3.2.1 Philosophy 

The research onion begins with philosophical approach. Two areas of philosophy include ontology, where focus is emphasized on beliefs about reality, and epistemology, which focuses on how knowledge is gained. (Scotland, 2012)

This study follows the epistemological approach of interpretivism. Interpretivism factors human interest into the research study and recognises differences between people.  Bhattacherjee (2012) states that, despite interpretivist research usually obtaining qualitative data, quantitative data can increase precision and provide a clearer understanding. 
[bookmark: _Toc69738510]3.2.2 Approaches 

The second layer of the research onion relates to the research approaches, the two approaches are deductive and inductive. The deductive approach is often concerned with developing a hypothesis (or hypotheses) based on existing theory, and then designing a research strategy to test the hypothesis (Wilson, 2010) A deductive approach is more advantageous when there is a wealth of literature to review. A hypothesis can be made from the review and then hypothesis is put to the test by confronting it with observations that either lead to a confirmation or a rejection of the hypothesis (Snieder & Larner, 2009) 

The inductive approach is more regularly used when there is little research available on the topic. The researcher would then move in the opposite direction from research question to observation and description to analysis before finally getting on to theory. (Wilson, 2010) 

It has been decided that the deductive approach is best suited to this study, from conducting secondary research is it clear that there is a wealth of literature available on the topic. A hypothesis will be made and tested against the primary data. 
[bookmark: _Toc69738511]3.2.3 Strategies 

The third layer to the research onion is the research strategy. The strategy relates to the way the researcher plans to gather data. There a several possibilities for data collection including experiments, case study or action research. However, for this study it has been concluded that a survey is best suited. The survey is often used in relation to the deductive approach, with the ability to collect large volumes of data. DeFranzo (2020) describes surveys as a powerful tool. Firstly, the flexibility of the survey means that it is possible to reach a wider audience of respondents. Secondly, the dependability of the data. Respondents who take part in anonymous surveys are more likely to give more accurate and truthful answers because of anonymity. 
[bookmark: _Toc69738512]3.2.4 Research Choices 

The next layer to the research onion is research choices, this relates to the choice between conducting quantitative and qualitative research. The mono-method is used when the researcher collects only one of quantitative and qualitative data. The multi-method is used when both quantitative and qualitative data is collected but the analysis of the data is conducted using only one perspective. Lastly, the mixed methods consist of both quantitative and qualitative data collection with the researcher intending to use both in the study. 

Mander (2017) states that quantitative data can be more objective and accurate as a result of the fewer variables involved, and that efficiency is incomparable. The most notable drawback from quantitative data collection is the lack of detail. Results are based on numerical responses and offer less insight into thoughts and behaviours. 
Qualitative research is dependant on depth and detail.  It encourages discussion: When people expand on why they feel or act a certain way, it can introduce new topic areas not previously considered. (Mander, 2017) 

The researcher has opted for a mixed methods research approach. The researcher intends to keep the majority of the research questions in the survey quantitative but decided to include a minority of qualitative questions. The additional qualitative research will compliment the quantitative research and provide greater depth and detail to the data. 
[bookmark: _Toc69738513]2.3.5 Time Horizon

The fifth section of research onion relates to the timeframe of the research. Saunders research onion provides two options for research timeframe. The first being longitudinal, Saunders (2006) defines the longitudinal timeframe as research that studies events and behaviours over a longer time.

The second timeframe, and the approach that will be used in the study is cross-sectional. A Cross sectional timeframe relates to research being conducted in a short period of item providing a snapshot view of the research. The cross-sectional timeframe is often used in conjunction with quantitative research and surveys. 

Within this study, the surveys will all be distributed at the same time and are expected to be completed within days, meaning the data will reflect a snapshot of that small time period. 
[bookmark: _Toc69738514]3.2.6 Techniques and Procedures  

[bookmark: _Toc69738515]3.2.6.1 Sample Group 

Collis & Hussey (2013) suggest the sample group should best represent the wider audience. The aim of the primary research was to find out information in relation to small and medium sized businesses, therefore it was decided that the most appropriate audience was owners and managers of SMEs. 

Pearson and Mundfrom (2010) & Delice (2018) recommend the sample for statistical analysis consist of 100 participants. As a mixed methods approach was used the target number of participants was slightly less. 

Voluntary sampling was used to recruit participants. Voluntary sampling is requiring participants who volunteer to participate in the questionnaire (Murairwa, 2015) The survey was distributed in two ways, firstly the survey was posted into a group for SME business owners where members were invited to participate. Secondly, and at the same time the survey was distributed to several SMEs through Facebook inviting participation. 
[bookmark: _Toc69738516]3.2.6.2 Questionnaire 

A questionnaire was identified as the chose strategic approach to data collection. The questionnaire (see appendix A) was considered best suited for statistical data collection. The questions were chosen with the aim of generating data that could be analysed in conjunction with the secondary research. The questions varied, some required the participants to select multiple choice, some required the participants to supply data and some required explanations and descriptions.   
An awareness was afforded to the possibility of bias, to reduce the chances of bias results the researcher approved the questions with a second persons. The researcher wanted to ensure that the wording of questions was fair and that all the questions were presented clearly. 
[bookmark: _Toc69738517]3.2.6.3 Ethics 

Ethical considerations were a priority for the researcher, before carrying out any research a full ethics form was submitted and accepted by the university. All participants, before conducting the questionnaire had to read a disclaimer (see appendix B) and acknowledge their understanding. Participants were informed that they may withdraw from participating at any time before, during and after if they so wished. Contact details for the researcher were also provided encouraging participants to raise any questions or concerns. 
[bookmark: _Toc69738518]3.3 Secondary Research 

The researcher felt it was necessary to provide clarification and meaning with regard to some of the topics being discussed. The secondary research process involved sourcing and reading a large selection of articles, journals, academic papers, books, and past studies. 

The researcher avoided the use of any copyrighted material and provided references when needed. To reduce the possibility of errors throughout the research, the researcher aimed to use reputable sources. The majority of sources were found through the use of University of wales trinity St David’s online library and Google scholar. The researcher used a mixture of theoretical and statistical data with the view of later analysing it against the primary investigation. 










[bookmark: _Toc69738519]Chapter 4: Findings & Analysis 

[bookmark: _Toc69738520]4.1 Introduction 

The purpose of this chapter will to be clearly present and analyse the primary data collected. The quantitative data will be presented in the forms of tables charts or graphs, and the qualitative data will be presented in table format. A total of 80 participants participated in the survey completing all quantitative questions, of these 80 participants only 20 took part in the qualitative questions. A response rate of 25%.

To provide an in-depth analysis of the data, the researcher has used the IBM SPSS soft wear to create multiple cross tabulations. This software has been used to inspect the data further with the aim of finding relationships and correlations in the data. Regarding the qualitative data, analysis will look for emerging themes from the responses. 

	Finally, this chapter sets out to achieve the goals set out in objective 5:
“To present the evidence from the primary research clearly, ready for analysis against the secondary research”.
[bookmark: _Toc69738521]4.2 Hypothesis 

From reviewing the secondary research, the researcher hypothesises that:

[bookmark: _Hlk69707550]The number of SMEs using social media platforms, websites and ecommerce will significantly increase in comparison to the Department for Business Innovation & Skills (2015) findings, with Facebook being the most popular choice of social media platform for SMEs. The researcher expects to find that more SMEs are utilizing the email digital marketing strategy. 
[bookmark: _Toc69738522]4.3 Questionnaire results 
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Description automatically generated]Question 1: How many people does the business employ?
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SMEs are divided into two categories, small and medium sized businesses. The researcher decided that for the benefit of analysis it would be advantageous to be able to pair results with the size of the business. From a total of 80 participants, 58 (72.5%) belonged to the small business category while 22 (27.5%) belonged to medium sized businesses. 

Question 2: What social media platforms are used by the business?



The chart represents the different social media platforms that are used by the business, Facebook was by far the most popular platform with 78 out of 80 (97.5%) participants it is used within their business. Instagram was the second most popular platform used by SMEs with 50 out of 80 (62.5%) stating they use it. Closely followed by Tiktok, with 49 out of 80 (61.3%) participants stating it is used. Twitter fell to the bottom of the pile with only 19 participants (23.8%) saying it is used within the business. 

Question 3: What Does the business use social media for?
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Question three was used to find out what businesses used their social media pages for. All participants bar one (98.8%) stated that they use social media for promotions and marketing and engaging with customers. 
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Description automatically generated][image: ]Question 4: Are digital marketing activities outsourced or done in house?
Question four found that 63 out of 80 participants (78.8%) currently do all digital marketing activities in house. 14 out of 80 participants (17.5%) stated that they outsource their digital marketing and 3 participants (3.8%) stated that their digital marketing was a combination of both in-house and outsourced. 

Question 5: Does the business have its own website?
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The results show that 76 out of 80 participants (95%) said the business does have its own website, compared with 4 out of 80 participants (5%) who say the business does not have a website. 

Question 6: Does the business sell products through the digital medium? (Through website or Third-party platforms ect
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Description automatically generated]The results show that 71.3% of participants said that yes, they do sell products online. 28.7% said they currently do not sell products through the digital medium. 

Question 7: Does the business use E-mail marketing strategies?
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The survey concluded that out of 80 participants, only 27.5% of businesses use emails as a marketing strategy. 48.8% of businesses state they do not use the email marketing strategy and 23.8% stated they do not currently use it but are interested in using it as a marketing strategy in the future. 

Question 8: To what extent do you agree with the following statement “Digital Marketing has contributed to an increase in sales”.
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When asked if the thought digital marketing contributed to an increase in sales, 32.5% of respondents stated that they strongly agree with this statement, and 50% stated that they somewhat agree. 13.8% responded that they were unsure and neither agreed nor disagreed. Finally, the last 3.8% stated that they either disagree or strongly disagree. 

Question 9: To what extent do you agree with the following statement “All of our marketing will be done digitally in the near future”.
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When asked if all the business marketing will be done digitally in the near future, not a single respondent disagreed with this statement. 6.3% stated that they were unsure, but the large majority 76.3% agreed with the statement. 17.5% said that they strongly agree that all their marketing will be conducted digitally in the near future. 

Question 10: To what extent do you agree with the following statement “Digital Marketing Benefits Large businesses more than Small to Medium sized businesses”. 
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This question divided opinions more than any other, when asked if they thought digital marketing benefits large businesses more than SMEs, 32.5% of participants revealed they either disagreed or strongly disagreed. In comparison, 47.6% revealed they either agreed or strongly agreed with this statement. The remaining 20% were unsure and neither agreed nor disagreed. 

Question 11: How would you describe the difficulties in developing a marketing strategy as a small to medium sized business?
	Question
	Answers

	How would you describe the difficulties in developing a marketing strategy as a small to medium sized business?
	· Reaching people
· Cost & knowledge
· Lack of knowledge on the subject
· Lack of time due to not a lot of staff
· Difficulties include standing out and developing a brand in the way big companies like McDonalds can.
· Often overshadowed by bigger corporations which can spend a greater budget and use expertise to target customers.
· Difficulties faces include knowledge, time, and costs.
· It’s hard to execute new strategies because of limited knowledge of the subject.
· As a small business owner, I find it difficult to understand how to put together a good marketing strategy. To do this I would likely have to pay and outsource the work, but costs involved is off putting.
· Struggle because of limited understanding and resources
· Find it hard to compete with larger businesses. 
· I find it difficult to put a marketing strategy together because I find it hard to understand everything involved in the process. 
· Lack of resources
· Not much time as a small business with small workforce
· Time and cost


[bookmark: _Hlk69681867]Table 4.1 Question 11 Primary Research
Question eleven is the first of two questions set out to gather qualitative data. The results have been put into a table where responses can be analysed to find different emerging themes. 
Upon analysis of the feedback, two themes that regularly occur have been identified. The theme that emerged the most was knowledge and understanding. This was described as a difficulty 8 times. Digital technology and marketing are a relatively new concept, and some small business owners are finding it difficult to adapt to new methods. 
The next theme that was regularly seen in the results was high costs and resources. This theme emerged seven times within the analysis. The difficulty with resources down to both time and manpower. Combining this with the costs, business owners consider these factors one of the main difficulties. 
Question 12: Do you believe it is important for SMEs to have a strong digital identity? and why?
	Question
	Answers

	Do you believe it is important for SMEs to have a strong digital identity? and why?
	· Yes, because they need to reach a younger generation.
· yes - this is the digital age.
· Yes, can help to increase sales and revenue.
· Technology plays a big role and is the future.
· Yes and No, digital identity does help reach the wider community, but a lot of trade also depends on traditional factors such as location and passing trade.
· Yes, because the economy is moving to became fully digital, in cities Deliveroo and uber eats are popular and make up a large proportion of our orders.
· Yes, digital identity is important because of the popularity around the internet and social media.
· Yes, the economy is becoming more digital, so it is important to stay contemporary.
· Yes, the next generation is more digitally focused, therefore it is important to stay current. 
· Yes, because of the popularity surrounding social media and technology.
· Yes, the economy is becoming increasingly digital, it is important to adapt to trends,
· Yes, everything is society is changing to become more digital.
· Yes, adapting to trends and changes is part of business.
· Yes, a good digital identity. 
· Yes, having a strong digital identify is important because of the popularity of social media. 


[bookmark: _Hlk69688072]Table 4.2 Question 12 Primary Research
The second question for qualitative analysis found that, all participants bar one stated that yes, having a strong digital identity is important. Some of the stronger themes as to why were identified as, the popularity surrounding social media and digital technologies. Businesses feel it is important to have a strong presence. Secondly, adapting to market trend and staying contemporary was another theme. 
The one participant who was undecided, thought that their business was more reliant on the local community and passing trade, therefore not as interested in holding a strong digital identity. 




[bookmark: _Toc69738523]4. Cross Tabulation Analysis 

This section will provide further analysis of some of the questions, using the cross-tabulation function on SPSS the researcher aims to identify trends and relationships from the research. 
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The researcher wanted to see if the size of business had any correlation with how the business chosen to do its marketing. To do this the researcher used the cross-tabulation function as seen above. From reviewing the data, it was found that all small that all but one small business with up to 49 employees carried out their own marketing activities in-house, the other small business used both in-house and outsourcing for its marketing. For medium sized businesses, with employees of 50-249 the majority outsourced all their marketing activities. These results indicate that the bigger the business is the more likely it is for marketing to be outsourced. 
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The second cross tabulation analysis wanted to investigate the relationship between business size and email marketing strategy. The data concluded that 20 out of 22 medium sized businesses are using email marketing as a strategy. For small businesses it was found that only 2 out of 58 businesses used the email marketing strategy. However, a further 18 stated that they do nut currently use it but would like to in the future. 38 small business from the research stated they do not use emails as a marketing strategy. 
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The research shows that the majority of small businesses, 45 out of 58 either agreed or strongly agreed with the statement “digital marketing has contributed to an increase in sales”. 10 business were unsure and only 3 small businesses disagreed or strongly disagreed with the statement. 
[image: ]As for medium sized businesses, they were more decisive with their opinions. 21 out of 22 medium sized businesses agreed or strongly agreed with the statement. 1 business was unsure, and no medium sized business disagreed with the statement. 

The final cross tabulation analysis investigates the statement “Digital marketing benefits larger businesses more than small to medium sized business” against the business size. In this case it was found that small and medium sized businesses did not hold the same opinion. 60% of small business agreed that larger businesses receive more benefits from digital marketing, compared to only 13% of medium sized businesses. 72% of medium sized business disagreed with the statement compared to 13% of small businesses. The remaining businesses were unsure. 
To conclude this section the researcher felt it would be beneficial for the study to see the results from the data from the viewpoint of both the small business and the medium sized business. The researcher picked key questions for cross tabulation analysis to get separate results from either size business.




[bookmark: _Toc69738524]Chapter 6: Discussion

[bookmark: _Toc69738525]6.1 Introduction

The primary and secondary research for this study has now been completed, the primary evidence has been presented and analysed. The next step is to use the analysis and compare with findings in chapter two. The researcher will explore whether the findings in chapter four corroborate or refute the secondary data. 
[bookmark: _Toc69738526]6.2 Discussion

To begin, the researcher will compare the findings from the Department for Business Innovation & Skills (2015) repot against similar findings from the primary investigation. Firstly, the report concluded that 98% of SMEs use the internet. The primary investigation found that 95% of SMEs have websites. Both sets of data conclude that a large majority of SMEs do have a website and use of the internet. However, as the primary research was carried out six years after findings of the secondary research, the researcher would have expected the number to rise. The researcher believes that both accounts are accurate, but the secondary research has a sample size of 808 business, compared to the primary research where the sample size was 80. Therefore, this leads the researched to predict that if the primary research has a similar sample size of 808 the percentage would have in fact been greater. 

From the same study, it was found that 75% of SMEs use the internet for engaging with customers. The primary research suggest that considerably more SMEs now use the internet for engaging with customers. 98.8% of participants now state they use the internet and social media for both engaging with customers and advertising their products. As displayed in figure 2.1 there were an additional 490 million users to social media platforms over the year. It is great to hear that more SMEs are now trying to utilize these platforms and engage with their customers. 
The primary and secondary research both showed that Facebook is the most popular social media platform used. The primary research found that over 97% of SME are using the platform. In comparison the secondary data highlighted Facebook as the most used social media site with over 2000 million users.

The 2015 study revealed that only 11% of SMEs had a developed ecommerce system in place. As stated by Michael Porter, business must partake in ecommerce if they wish to stay successful (Porter, 2001) the ecommerce market grew by 26% in the year 2020 ("E-commerce Market Analysis", 2020) six years on from the original study, primary research suggested that 71% of SMEs now have a developed ecommerce system in place. The ecommerce market has skyrocketed over the period of six years between the studies, and SMEs are now benefitting massively from using ecommerce. The significant increase of ecommerce correlates with the increase of SMEs having their own website. The 2015 study shows only 64% of SMEs have a website compared to the present study which shows 95% of SMEs currently have their own website. This relationship is to be expected, and the researcher predicts that the use of websites and ecommerce will grow in parallel in the future. 

The findings form the secondary research show that email marketing was the top online marketing channel in the UK as of 2015, it also concluded that 89% of business say that email marketing is an important tool within their business. The primary research regarding emails was further analysed using the cross-tabulation tool, this was to separate the results of small and medium sized businesses. The investigation regarding medium sized businesses corroborates the secondary research as 90% stated they do use email marketing, in fact only two medium sized business stated they do not use it at all. One of those businesses also stated they would like to use it in the future.  Interestingly, only 3% of small businesses surveyed said they currently use email marketing. 38% stated they did not use it and the remaining 31% stated they do not currently use it but were interested in using it in the near future. 

To understand why small businesses were not utilizing the email marketing strategy, it is useful to consider the results from question eleven.  Question eleven raised the question of what difficulties are faced when developing a marketing strategy, the common themes that emerged included knowledge & understanding and costs and resources. These themes correlate with finding from Hughes (2019) where it was suggested that only low budgets are set aside for marketing in SMEs and the Department of business energy & industrial strategy (2015) where it was found that over four million small businesses have no employees. Clearly, small businesses are finding it difficult to produce and execute marketing strategies due to knowledge and small budgets. 

Through the use of the cross-tabulation analysis function it was found that small and medium sized business disagreed whether digital marketing benefitted larger businesses more than SMEs. 68% of small businesses agreed to the fact digital marketing does benefit large businesses more, compared to 72% of medium sized businesses who went the opposite way and disagreed. The researcher believes that is a result of small businesses not using digital marketing as much and find it somewhat difficult to understand compared to medium sized businesses whom the majority of are using it. Due to the struggles small businesses are facing it is clear that they are more likely to think large businesses benefit more. Medium sized businesses who use digital marketing regularly and seem to have good understanding of the subject are likely to think they benefit just as much as any other business. 

The researcher hypothesised that:
 “The number of SMEs using social media platforms, websites and ecommerce will significantly increase in comparison to the Department for Business Innovation & Skills (2015) findings, with Facebook being the most popular choice of social media platform for SMEs. The researcher expects to find that more SMEs are utilizing the email digital marketing strategy”.

For the majority, the hypothesis turned out to be correct. The number of SMEs using ecommerce and websites did increase significantly from the study in 2015. Also, Facebook has maintained its superiority as the most used social media platform. The researcher was surprised to find out that very little small businesses were using the email marketing strategy. After the praise surround the email marketing strategy the researcher expected more small businesses to utilize it. However, it was still a marketing strategy favour by the medium sized businesses. 











[bookmark: _Toc69738527]Chapter 6: Conclusion 


To conclude this study the researcher has decided to revisit some of the key facts highlighted within the study, before moving on to address the research question, limitations, direction for further study and recommendations. 

The key facts from the study are the global digital growth figures from chapter two, these figures include 316 million additional internet users and 430 million additional social media users from 2020 to 2021. The growth of the digital medium and digital marketing is solely reliant on new users. Business follows the consumers, if users stayed away from digital medium and platforms then businesses of any size would have no reason to invest in digital marketing. 

The second key finding the share of ad spend by media type present in chapter two. The digital medium is relatively new compared to traditional mediums. The rapid growth has already led to it being at the top of the advertisement spend list. Businesses prefer the digital medium for marketing because of the access it provides to consumers, and the feedback that is generated. 

The next key finding addresses the main question of how the digital medium has revolutionized marketing for SMEs? Both the primary and secondary research demonstrated the importance of social media showing 97% to 98% of businesses now have a social page. 

The final significant finding was the difference of approach between small and medium sized business to marketing strategies. Digital marketing has advanced rapidly opening new doors for businesses providing greater access. Unfortunately, the rapid growth of new digital strategies does not allow enough time for small business owners to learn and understand the strategy. This was evident with the email marketing strategy; small business owners were keen to use the strategy in the near future but felt their current understanding was not useful enough. 

The main question of the study was ‘How the digital medium has revolutionized marketing for SMEs’.
The literature review within this study has consistently highlighted and promoted the benefits the digital medium has provided businesses. Considering all the journals, articles, books, websites, and past studies the researcher has no doubt that future for the digital medium is bright. Always finding new ways to improve connectivity and increase accessibility the digital medium. 

As the study progresses the researcher did recognise some limitations of the research. As a mixed methods approach was used the questionnaire limited the quality of the qualitative data collected. The researcher now believes that it would have benefited the study collect the quantitative and qualitative research separately. The use of questionnaire is excellent for quantitative. However, the qualitative research would have benefitted from the use of interviews. Interviews provide greater depth and freedom to take the research in new directions. 

The researcher believes that bar this limitation, the study did achieve the aim and objectives and provided plenty of information and data to answer the research question. 
[bookmark: _Toc69738528]6.1 Direction for Future Studies

If the study topic were to be researched further, the researcher would advise to focus primarily on a qualitative study. There is a vast amount of statistical data available regarding the topic so focusing on the qualitative side and gathering in depth explanations for decisions would provide greater context for the results. 

[bookmark: _Toc69738529]6.2 Recommendations for SMEs 

The digital medium is continuing to grow year on year, to take advantage of it, it is recommended that all SMEs should create a marketing strategy for the businesses. A good marketing strategy can lead to increase in sales and building better customer relationships. 

It is recommended that small business owners who think their understanding of digital marketing is non-sufficient, invest in training to develop these skills. Everything is becoming more digital therefore a sound understanding of the subject will be advantageous. 

Lastly, it is recommended that businesses utilize the tool that is ecommerce. Ecommerce is growing year on year and trends suggest that ecommerce is becoming the preferred buying method. 

Following these recommendations will add value to the business and help it become a sustainable business in the digital economy. 
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