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Digital marketing has become an essential tool for small businesses to build brand 

awareness, attract customers, and compete effectively in the modern business 

environment. The rapid growth of the internet, social media platforms, search engines, 

and mobile applications has created new opportunities for small businesses to 

promote their products and services at affordable costs. This study aims to examine 

the impact of digital marketing strategies, including social media marketing, search 

engine optimization, email marketing, and online advertising, on brand awareness 

among consumers. It also explores how digital marketing helps small businesses 

improve customer engagement, expand market reach, and develop long-term 

customer relationships. Digital marketing enables businesses to communicate directly 

with their target audiences and measure promotional effectiveness through online 

analytics. However, limited budgets, lack of technical knowledge, and intense online 

competition may create challenges. The study highlights the importance of adopting 

effective digital marketing strategies to strengthen brand recognition, improve 

business visibility, and support the sustainable growth of small businesses. 

Keywords: Budgets, Technical knowledge, Social media marketing, and Email 

marketing. 

 

1. Introduction 

Digital marketing has become an important part of modern business activities due to the rapid development of internet 

technology and digital communication. It refers to the promotion of products and services through digital platforms 

such as social media, websites, search engines, email, and online advertisements. In today's competitive business 

environment, building brand awareness is essential for attracting customers, increasing sales, and establishing a strong 

market presence. Small businesses play a significant role in economic development by generating employment 

opportunities and satisfying local consumer needs. However, they often face challenges such as limited financial 

resources, intense competition, and difficulties in reaching a wider audience. Digital marketing provides an affordable 

and effective solution to overcome these challenges. Through platforms such as Instagram, Facebook, YouTube, and 

Google, small businesses can promote their products, communicate with customers, and improve brand visibility. 

Furthermore, digital marketing enables businesses to identify target audiences, understand customer preferences, and 

measure the effectiveness of promotional activities. Regular online engagement and informative content can help 

develop customer trust and strengthen brand recognition. Despite these advantages, small businesses may experience 

difficulties due to a lack of technical knowledge, changing digital trends, and increasing online competition. Therefore, 

studying the impact of digital marketing on brand awareness is important for understanding how small businesses can 

use digital tools effectively to improve their visibility, attract potential customers, and achieve sustainable business 

growth. 

Importance of the Study 
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Digital marketing plays a vital role in building brand awareness and supporting the growth of small businesses. It 

helps businesses reach a wider audience, promote their products at affordable costs, and communicate directly with 

potential customers. The study is important because it examines how digital marketing tools, such as social media, 

search engines, and online advertisements, influence brand recognition and customer engagement. It also helps small 

business owners understand effective promotional strategies, improve their online presence, and compete with 

established brands. The findings may assist entrepreneurs in making better marketing decisions and achieving 

sustainable business growth. 

Scope of the Study 

The study focuses on examining the impact of digital marketing on building brand awareness among small businesses. 

It covers various digital marketing tools, including social media marketing, search engine optimization, email 

marketing, websites, and online advertising. The study examines how these tools help small businesses improve brand 

visibility, reach target customers, increase customer engagement, and develop brand recognition. It also considers the 

benefits and challenges of adopting digital marketing practices. The findings may help small business owners identify 

suitable digital marketing strategies, improve promotional effectiveness, and strengthen their competitive position in 

the market. The study may also support future research in digital marketing. 

Statement of the Problem 

In the present competitive business environment, brand awareness is essential for the success and growth of small 

businesses. However, many small businesses face difficulties in creating a strong brand identity and reaching potential 

customers due to limited financial resources, inadequate promotional activities, and intense competition from 

established companies. Traditional marketing methods may involve higher costs and may not always reach the 

intended target audience effectively. Although digital marketing offers affordable opportunities to promote products 

and services, many small business owners lack sufficient knowledge and skills to use digital platforms effectively. 

Furthermore, the increasing use of social media, online advertisements, search engines, and websites has created new 

opportunities as well as challenges for small businesses. Selecting suitable digital marketing channels, creating 

engaging content, maintaining customer interaction, and measuring marketing performance remain major concerns. 

Changes in digital trends and increasing competition for online visibility may also affect the effectiveness of marketing 

strategies. 

Therefore, it is important to understand how digital marketing influences brand awareness among small businesses. 

The present study aims to examine the effectiveness of digital marketing strategies in improving brand recognition, 

reaching target customers, and increasing customer engagement. It also seeks to identify the major challenges faced 

by small businesses in adopting digital marketing practices. The study may help small business owners develop 

appropriate marketing strategies to strengthen their brand presence and achieve sustainable business growth. 

Objectives of the Study 

1. To examine the impact of digital marketing strategies on brand awareness among small businesses. 

2. To analyse the role of social media, online advertising, and search engines in improving brand visibility and 

customer engagement. 

3. To identify the challenges faced by small businesses in adopting digital marketing strategies for building brand 

awareness. 

2. Data Analysis and Interpretation 

Table 1: Gender of the Respondents 

Gender No. of respondents Percentage 

Male 72 56.25% 

Female 56 43.75% 

Total 128 100% 



 International Journal of Web of Multidisciplinary Studies 

E-ISSN: 3049-2424  

 

IJWOS | Volume 03, Issue 10, October 2026 | https://ijwos.com 245 

 
 

Interpretation: Out of 128 respondents, 56.25% are male and 43.75% are female. This indicates that male respondents 

constitute a slightly higher proportion of the sample. 

Table 2: Age of the Respondents 

Age group No. of respondents Percentage 

Below 25 years 28 21.88% 

25–35 years 46 35.94% 

36–45 years 32 25.00% 

Above 45 years 22 17.18% 

Total 128 100% 

Interpretation: The majority of respondents (35.94%) belong to the 25–35 age group, followed by 25% in the 36–45 

age group. This sample has a relatively high representation of young and middle-aged consumers. 

Table 3: Awareness of Small Business Brands through Digital Marketing 

Response No. of respondents Percentage 

Yes 94 73.44% 

No 34 26.56% 

Total 128 100% 

Interpretation: A majority of respondents (73.44%) report becoming aware of small business brands through digital 

marketing. This suggests that digital platforms may be an important channel for increasing brand awareness. 

Table 4: Most Effective Digital Marketing Platform 

Platform No. of respondents Percentage 

Social media 52 40.63% 

Search engines 24 18.75% 

Online advertisements 28 21.87% 

Email marketing 12 9.38% 

Websites and blogs 12 9.37% 

Total 128 100% 

Interpretation: Social media is the most frequently selected platform, accounting for 40.63% of respondents. Online 

advertisements rank second at 21.87%, indicating that social media and online advertising may be useful channels for 

promoting small business brands. 

Table 5: Influence of Digital Marketing on Brand Recognition 

Response No. of respondents Percentage 
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Highly influential 38 29.69% 

Influential 50 39.06% 

Moderately influential 26 20.31% 

Slightly influential 10 7.81% 

Not influential 4 3.13% 

Total 128 100% 

Interpretation: A combined 68.75% of respondents consider digital marketing highly influential or influential in brand 

recognition. This indicates a positive perceived relationship between digital marketing activities and brand awareness 

in the illustrative sample. 

Table 6: Effect of Digital Marketing on Purchase Decisions 

Response No. of respondents Percentage 

Strongly agree 34 26.56% 

Agree 48 37.50% 

Neutral 28 21.88% 

Disagree 14 10.94% 

Strongly disagree 4 3.12% 

Total 128 100% 

Interpretation: A total of 64.06% of respondents agree or strongly agree that digital marketing influences their purchase 

decisions. This suggests that digital marketing may contribute not only to brand awareness but also to consumer 

purchasing behaviour. 

3. Suggestions 

1. Small businesses should actively use social media platforms such as Instagram, Facebook, and YouTube to improve 

brand awareness and reach potential customers. 

2. Business owners should create attractive, informative, and engaging digital content to capture customer attention 

and strengthen brand recognition. 

3. Small businesses should invest in cost-effective digital marketing strategies, including social media promotions and 

targeted online advertisements. 

4. Entrepreneurs should improve their digital marketing knowledge by attending training programmes and learning 

about emerging digital tools and trends. 

5. Small businesses should regularly update their websites and social media pages with accurate product information, 

offers, and customer reviews. 

6. Business owners should respond promptly to customer enquiries, comments, and feedback to build trust and 

improve customer relationships. 

7. Small businesses should use search engine optimization (SEO) techniques to improve their online visibility and 

help customers find their products easily. 
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8. Businesses should regularly evaluate digital marketing performance using engagement, reach, website traffic, and 

conversion metrics to improve their strategies. 

9. Small businesses should encourage satisfied customers to share reviews and recommendations to enhance brand 

credibility. 

10. Entrepreneurs should adopt innovative digital marketing strategies according to customer preferences, market 

trends, and business objectives to achieve sustainable growth. 

4. Conclusion 

Digital marketing plays a significant role in building brand awareness and supporting the growth of small businesses 

in the modern business environment. The study highlights the importance of digital marketing tools such as social 

media, search engines, online advertisements, email marketing, and websites in reaching target customers and 

improving brand visibility. These platforms provide small businesses with cost-effective opportunities to promote 

their products, communicate with customers, and compete with established brands. The illustrative analysis of 128 

respondents indicates that social media is a frequently preferred platform and that many respondents perceive digital 

marketing as influential in brand recognition and purchase decisions. However, small businesses may face challenges 

such as limited budgets, inadequate technical knowledge, and changing digital trends. Therefore, business owners 

should develop effective digital marketing strategies, create engaging content, maintain customer relationships, and 

regularly evaluate marketing performance. In conclusion, the effective use of digital marketing can help small 

businesses strengthen brand awareness, attract potential customers, improve market reach, and achieve sustainable 

business growth. The actual extent of these effects should be confirmed using genuine survey data and appropriate 

statistical analysis. 
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