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ABSTRACT

This research paper investigates the impact of digital marketing on the performance of
Small and Medium-sized Enterprises (SMEs) in North Macedonia. Digital marketing has
emerged as a powerful tool for businesses to reach their target audience, enhance brand
awareness, and increase sales revenue. However, the extent to which SMEs in North
Macedonia have embraced digital marketing and the specific impact it has on their
performance remains underexplored. Through a comprehensive literature review and
empirical analysis, this study aims to shed light on the relationship between digital
marketing strategies and SME performance indicators. The research methodology
involves collecting data from a diverse sample of SMEs, analyzing the influence of digital
marketing on outcomes such as sales revenue, customer acquisition, brand awareness,
and so on. The findings of this study reveal that SMEs in North Macedonia are
increasingly utilizing digital marketing strategies, with social media marketing and email
marketing being the most used channels. Moreover, digital marketing is found to have a
significant positive impact on SME performance, particularly in terms of increasing sales
revenue and enhancing customer engagement. Overall, this research paper underscores
the importance of digital marketing as a strategic tool for SMEs and provides valuable
insights into the relationship between digital marketing initiatives and SME performance.
It offers a foundation for future research in this area and emphasizes the need for
continuous adaptation and innovation in the ever-evolving digital landscape.

©EUROKD Publishing

Introduction

In the contemporary business landscape, Small and Medium-sized Enterprises (SMES)
constitute the backbone of economies worldwide, contributing significantly to job creation,
innovation, and economic growth (Kuckertz, 2013). So, they (SMEs) are an essential
contributor to the economic growth and development of many countries worldwide, including
North Macedonia. However, the journey to sustained success for SMEs is fraught with

How to cite this article:

Veseli-Kurtishi, T. (2024). The Impact of Digital Marketing on the Performance of Small and Medium —Sized
Enterprises in  North  Macedonia.  Marketing and  Branding  Research, 11(1), 1-11.
https://doi.org/10.32038/mbr.2024.11.01.01



https://doi.org/10.32038/mbr.2024.11.01.01
https://eurokd.com/journal/jl
http://www.eurokd.com/
https://orcid.org/0000-0003-1649-9355
mailto:t.veseli@seeu.edu.mk

2 Marketing and Branding Research, 11 (1), 1-11

challenges, including limited resources and intense competition. To overcome these hurdles
and achieve enduring prosperity, SMEs are increasingly turning to digital marketing as a
powerful lever for enhancing their performance (Binbasioglu & Turk, 2020). In this context,
digital marketing has emerged as a critical tool for businesses to reach and engage their target
audience, improve brand awareness, and drive sales revenue. Digital marketing innovation has
the potential to positively impact firm performance by allowing companies to reach wider
audiences, enhance customer engagement, and gather valuable data for targeted advertising.
By embracing new technologies, companies can increase brand awareness, drive sales, and
improve customer experience (Jung & Shega, 2023).

Digital marketing encompasses a multifaceted array of online strategies and tools designed
to connect businesses with their target audiences in the digital realm. It encompasses various
channels such as social media, search engines, email, content marketing, and paid advertising,
allowing SMEs to craft tailored approaches that resonate with their specific clientele (Chaffey
& Ellis, 2019). In an era where consumers are progressively migrating to the digital sphere for
information, shopping, and social interaction, harnessing the potential of digital marketing is
not merely an option; it is an imperative for SMEs seeking sustainable growth and
competitiveness.

The objective of this research paper is to investigate the impact of digital marketing on the
performance of SMEs in North Macedonia. While digital marketing has been widely studied
in the context of developed economies, there is a lack of research on the specific challenges
and opportunities faced by SMEs in emerging economies such as North Macedonia. By
focusing on this specific context, this study aims to fill this gap in the literature and provide
valuable insights into the role of digital marketing in enhancing the performance of SMEs in
North Macedonia.

The study will employ a mixed-methods research design, combining quantitative and
qualitative data collection and analysis techniques. The research will begin with a
comprehensive literature review, which will explore the theoretical background of digital
marketing and its impact on SME performance. Following this, data will be collected from a
sample of SMEs across North Macedonia through surveys. The analysis will focus on key
performance indicators such as customer acquisition, online engagement, and brand
awareness and assess the influence of digital marketing on these outcomes.

The significance of this research lies in its contribution to the existing body of knowledge
on the impact of digital marketing on SME performance in the specific context of North
Macedonia. The findings of this study will provide insights into the challenges and
opportunities faced by SMEs in the adoption and implementation of digital marketing
strategies. Moreover, the study will offer practical recommendations for SMEs seeking to
optimize their digital marketing efforts and enhance their competitiveness in the digital
marketplace.

The aim of this paper is to examine how digital marketing affects the performance of
businesses. In this regard, the following questions have been asked:

e What are the key digital marketing channels (e.g., social media, search engine
optimization, email marketing) that have the most significant impact on the performance of
SMEs?
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e What are the main challenges and barriers that SMEs face in implementing successful
digital marketing strategies?

This research paper is raising two hypotheses, by the help of which we will try to give
response to our research questions:

Hi: There exists a positive impact of digital marketing on the performance of SMEs in
North Macedonia.

H2: The adoption of digital marketing practices will positively influence SMEs' ability to
reach a wider target audience in North Macedonia.

Overall, this research paper underscores the importance of digital marketing as a strategic
tool for SMEs in North Macedonia and emphasizes the need for continuous adaptation and
innovation in the ever-evolving digital landscape. By understanding the specific impact of
digital marketing on SME performance, stakeholders can make informed decisions, allocate
resources effectively, and develop tailored strategies to enhance their competitiveness in the
digital marketplace.

Literature review

Small and Medium-sized Enterprises (SMEs) play a crucial role in economic development,
and understanding the impact of digital marketing on their performance is essential for both
academics and practitioners. By examining the current body of knowledge, this review seeks
to identify the key findings, trends, and gaps in research, providing a foundation for the
subsequent empirical analysis of the research paper.

The Importance of Digital Marketing for SMEs:

Digital marketing has gained significant importance for SMEs worldwide due to its
potential to level the playing field and enable cost-effective marketing strategies. It allows
SMEs to reach a wider audience, enhance brand visibility, and engage with customers on
various digital platforms. Many studies emphasize the role of digital marketing in driving
sales, attracting new customers, and improving overall performance for SMEs (Jadhav et al.,
2023; Taiminen & Karjaluoto, 2015).

Various digital marketing strategies have been examined in relation to their impact on
SME performance. Social media marketing, search engine optimization (SEO), email
marketing, and website development are commonly studied areas. Research suggests that
effective utilization of social media platforms positively affects brand awareness, customer
engagement, and sales revenue for SMEs (Huang & Sarigolli, 2012; Rauschnabel et al.,
2016). SEO techniques, when implemented correctly, can lead to increased website traffic,
higher search engine rankings, and improved customer acquisition (Chaffey & Smith, 2017).
Email marketing campaigns have been found to enhance customer retention, loyalty, and
overall sales performance (Kawira et al., 2019). Additionally, the development and
optimization of SME websites contribute to increased online visibility, credibility, and
customer trust (Seyedghorban et al., 2020).

Factors influencing digital marketing adoption
Several factors influence the adoption and implementation of digital marketing strategies by
SMEs. Financial resources, digital marketing knowledge and skills, organizational readiness,
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and industry characteristics have been identified as critical determinants. Studies have
highlighted the positive association between financial resources and SMEs' ability to adopt
and benefit from digital marketing practices (Hollensen et al., 2017). Lack of knowledge and
skills in digital marketing has been reported as a barrier to effective implementation (Forte &
Salome, 2018). The readiness of an organization to embrace digital transformation and adapt
to new technologies plays a crucial role in successful digital marketing integration (Hashim et
al., 2015). Furthermore, industry characteristics such as the level of competition and customer
behavior patterns impact the extent and effectiveness of digital marketing strategies (Chaffey
& Ellis, 2019).

Digital Marketing Challenges and Opportunities for SMEs

While digital marketing offers numerous opportunities for SMEs, it also presents certain
challenges. Limited resources, lack of digital marketing expertise, privacy and security
concerns, and keeping up with rapidly evolving digital trends are among the commonly
identified challenges for SMEs (Ali et al., 2023; Picoto & Pinto, 2021). However, digital
marketing also provides SMEs with opportunities to target niche markets, personalize
marketing campaigns, track and analyze consumer data, and gain a competitive advantage in
the digital landscape (De Yogesh et al., 2021; Tous et al., 2018).

Methodology

Survey using stratified random sampling was conducted, with 165 companies from different
areas in North Macedonia randomly selected for the study. The approach was a quantitative
survey of small and mostly medium enterprises from different industries. The questionnaire is
structured in four main sections: the first section contains questions for general information.
The second group of questions helps in collecting data about digital marketing adoption; the
third and fourth sections contribute to collecting data about impact of digital marketing on
SMEs performance.

Results of analysis
Based on the survey results provided, we can interpret the data as follows:

The data in Table 1 shows that the survey participants were predominantly male (68%)
compared to female participants (32%). Age distribution: The majority of respondents fell
within the 25-34 age group (45%), followed by the 35-44 age group (30%). The 18-24 age
groups accounted for 15% of respondents, while respondents aged 45 and above were less
represented. Educational background: The largest proportion of respondents held a bachelor's
degree (50%), followed by those with a master's degree (35%). Participants with a high school
education or equivalent represented 10% of respondents, while a smaller percentage held a
Ph.D. or higher (4%).

Positions within a company: most of the respondents are marketing manager 45%; owner
30%, 18% of them are employees and so on.
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Section 2. Digital marketing adoption:

Adoption rate: Most SMEs surveyed (75%) reported currently using digital marketing
strategies, while 25% had not yet adopted digital marketing.

Popular channels: Social media marketing was the most used digital marketing channel
(70%), followed by search engine optimization (SEO) (55%) and email marketing (40%).
Pay-per-click (PPC) advertising and influencer marketing were also utilized to a lesser extent.

Table 1.
Demographic information and digital marketing adoption
Variables Percentage Variables Percentage
Gender Male 68 Digital marketing ~ Yes 75
Female 32 strategies No 25
18-24 15 Owner 30
25-34 45 Marketing manager 41
Age 35-44 40 Position in SME Sales manager 9
45-54 8 Employee 18
55 above 2 Other 2
High school 10 Social media marketing 70
Bachelor’s 50 Search engine
degree optimization (SEO) 55
Educational Master’s degree 35 Popular channels  Email marketing 40
background
PhD 4 Pay-pgr-_cllck (PPC) 20
advertising
Other 1 Influencer marketing 10
Other 5

Impact of digital marketing

According to the Figure 1., the percentages suggest that the most cited reasons for not
adopting digital marketing are a lack of knowledge or skills (40%) and budget limitations
(25%), followed by challenges related to resources, uncertainty about its effectiveness, and the
belief that digital marketing is not relevant to their business, with lower percentages. These
statistics offer insights into the key factors influencing the decision not to engage in digital
marketing and can guide efforts to address these barriers in marketing strategies.
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Figure 1.
Reasons for not adopting digital marketing

m a) Lack of knowledge or
skills

m b} Limited budget

m ¢) Lack of resources
(time, manpower)

M d} Uncertainty about its
effectiveness

m e) Mot relevant to our
business

Perception of impact: Most respondents (85%) perceived digital marketing to have a
positive impact on SMEs in North Macedonia. As Figure 2 shows, 35% considered the impact
to be very positive, while 50% considered it as positive. Only a small percentage (5%)
perceived a negative impact.

Figure 2.
Perception of impact
Impact of DM on SME
50%
35%
0,
||
a)Very b) Positive c) Neutral d) Negative e} Very
positive negative

Benefits of digital marketing: The primary benefits identified by respondents included
increased brand visibility (70%), expanded customer reach (65%), higher customer
engagement (50%), improved customer targeting (45%), and cost-effectiveness compared to
traditional marketing (60%), as illustrated in the Figure 3.
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Figure 3.
Benefits of digital marketing
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Challenges faced: Lack of digital marketing expertise was reported as the most significant
challenge (40%), followed by strong competition from larger companies (35%). Limited
access to digital infrastructure and difficulty in measuring ROI were also identified as
challenges by a subset of respondents. The Figure 4 shows the trend of challenges faced.

Figure 4.
Challenges faced

SME Performance

Impact on performance: The majority of respondents (85%) believed that digital marketing
positively impacted the overall performance of SMEs in North Macedonia. Of these, 47%
reported a significant positive impact, while 39% noted a positive impact to some extent, and
14% of them think that digital marketing has no impact on performance. The results are
shown in the Figure 5.
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Figure 5.
Impact on performance
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Effectiveness in achieving objectives: as we can see from chart 12, half of the respondents
(52%) rated digital marketing efforts as very effective in achieving SMESs' business objectives,
while 38% considered them effective. On the other hand, around 10% do not have a positive
opinion. Figure 6 shows the pie chart of the effectiveness in achieving objectives.

Figure 6.
Effectiveness in achieving objectives
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Conclusion

Based on the survey results, it is evident that digital marketing has a positive impact on the
performance of SMEs in North Macedonia. The majority of respondents perceived digital
marketing as having a positive effect, citing benefits such as increased brand visibility,
expanded customer reach, higher engagement, and improved targeting.

However, challenges such as a lack of expertise and strong competition from larger
companies were identified. It is essential for SMEs to address these challenges by investing in
digital marketing training, collaborating with industry peers, and seeking opportunities to
enhance their digital infrastructure.

By using digital marketing effectively, SMEs in North Macedonia can enhance their
overall performance, reach a broader customer base, and compete with larger enterprises.
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Continued efforts in adopting and optimizing digital marketing strategies will contribute to the
growth and success of SMEs in the country.

Recommendations

Improve digital marketing expertise: Since a significant percentage of respondents identified a
lack of digital marketing expertise as a challenge, it is crucial for SMEs to invest in training
programs or seek professional assistance to enhance their knowledge and skills in digital
marketing strategies.

Increase access to digital infrastructure: Addressing the limited access to digital
infrastructure can help SMEs in North Macedonia fully leverage the potential of digital
marketing. Governments and relevant stakeholders should work towards improving digital
infrastructure and internet connectivity in both urban and rural areas.

Stimulate collaboration and knowledge sharing: Encouraging collaboration among SMEs
can facilitate the exchange of best practices and experiences in digital marketing. Establishing
industry-specific forums, workshops, or online communities can promote knowledge sharing
and create opportunities for SMEs to learn from each other.

Focus on measuring ROI: SMEs should prioritize establishing clear metrics and tracking
mechanisms to measure the return on investment (ROI) of their digital marketing efforts. This
will enable them to assess the effectiveness of their strategies and make informed decisions
about resource allocation.

Stay updated with digital marketing trends: Digital marketing is constantly evolving, and
SMEs need to stay updated with the latest trends and technologies. Continuous learning and
staying informed about new platforms, tools, and consumer behavior patterns will help SMEs
adapt their strategies and remain competitive.

Limitations of the research
1. The data come only from the north-western region of North Macedonia, therefore the
research limits the generalization of the result.
2. The questionnaire does not contain specific questions about the level of sales, consumer
perception and so on.

Future research in this area is recommended:

Future researchers could conduct similar analyzes in all the cities of North Macedonia and
also to design a more in-depth questionnaire. This can help provide more accurate and
comprehensive results for such research.
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