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Abstract:

Small retail businesses are increasingly turning to online marketing to boost their sales and
stay competitive in today’s digital world. This study explores how different online marketing strategies -
such as social media promotions, search engine optimization (SEO), influencer partnerships, email
marketing, and digital ads - help small retailers attract customers and increase revenue. By reviewing
recent studies and real examples, the research shows that platforms like Instagram, Facebook, and
WhatsApp Business effectively improve visibility and customer engagement. SEO and Google My
Business help customers discover local stores more easily, while personalized emails and remarketing ads
lead to better conversions. Overall, the findings suggest that when small retailers use a mix of affordable
and data-driven marketing tools, they experience noticeable growth in sales and customer loyalty. The
study recommends that small businesses adopt a multi-channel marketing approach that suits their budget,
target audience, and business goals.

Keywords - Online Marketing, Retail Businesses, Social Media Marketing, Influencer Marketing, Email Marketing,
Digital Advertising, Customer Engagement, Multi-Channel Marketing, Remarketing, Customer Loyalty, Online
Visibility, Affordable Marketing Tools.
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INTRODUCTION

In today’s digital world, the way people
discover products, compare prices, and make
purchases has changed completely. Most customers
now rely on online platforms - whether it’s social
media, search engines, or online marketplaces - to
decide what to buy. Because of this shift, small
retail businesses can no longer depend only on
traditional marketing methods. To stay competitive
and grow, they must use online marketing
effectively.

Online marketing offers small retailers a
powerful way to reach more customers at a lower
cost. Strategies such as social media promotion,

search engine optimization (SEO), online ads, email
marketing, and influencer collaborations allow
businesses to showcase their products directly to the
right audience. These tools help small businesses
build their visibility, attract new shoppers, and
maintain  strong relationships with  existing
customers.

One of the biggest advantages of online
marketing is its ability to target specific groups of
people. For example, digital ads can be shown only
to customers who are likely to be interested in the
product. Social media platforms also allow
businesses to interact with customers, share updates,
and create a community around their brand. Unlike

ISSN : 2581-7175

©IJSRED: All Rights are Reserved

Page 864



International Journal of Scientific Research and Engineering Development-— Volume 8 Issue 6, Nov- Dec 2025

traditional marketing, online marketing gives
businesses the chance to track their performance
instantly and make quick improvements whenever
needed.

Today’s consumers expect convenience,
quick responses, and trustworthy information
before making any purchase. Online marketing
helps small retail businesses meet these
expectations by offering clear communication,
timely wupdates, and personalized experiences.
When used properly, these strategies lead to higher
customer satisfaction, improved brand loyalty, and
increased sales.

As digital technology continues to grow,
adopting online marketing strategies has become
essential for small retailers. It not only helps them
survive in a competitive market but also supports
long-term growth.

This research focuses on understanding how
different online marketing strategies can help small
retail businesses increase their sales revenue. By
studying these strategies, small retailers can learn
how to use digital tools more effectively and
strengthen their position in the marketplace.

REVIEW OF LITERATURE

Research shows that online marketing has
become one of the most effective ways for small
retail businesses to grow their sales and reach more
customers. Many studies highlight that strategies
such as social media marketing, search engine
optimization (SEO), email campaigns, content
creation, and online advertising can significantly
improve a business’s visibility and revenue.

Social media platforms like Facebook and
Instagram help small retailers connect with
customers on a personal level, share updates, and
promote products in a cost-effective way. SEO
helps businesses appear higher in search results,
making it easier for customers to find them online.
Email marketing is especially useful for keeping
customers engaged and encouraging repeat
purchases. Content marketing - such as photos,
videos, and blogs - builds trust and strengthens the

Available at www.ijsred.com

brand’s relationship with its audience. Paid digital
ads also help small retailers reach specific target
groups quickly.

However, research also points out several
challenges. Many small business owners lack the
digital skills, time, and resources needed to manage
online marketing effectively. They also struggle to
measure the exact impact of each strategy on sales.

Overall, the literature agrees that online
marketing plays a powerful role in increasing sales
revenue for small retail businesses. But to get the
best results, businesses need proper knowledge,
consistent effort, and better ways to track their
online performance.

PROBLEM STATEMENT

Small retail businesses are finding it
increasingly difficult to grow their sales because of
rising competition and the fast shift toward online
shopping. Even though online marketing has
become one of the most effective ways to reach
customers, many small retailers struggle to use
these tools properly. Most of them operate with
limited budgets, have little digital marketing
knowledge, and are unsure about which online
strategies actually help increase sales.

Because of these challenges, small retail
businesses often invest in online marketing without
seeing meaningful improvements in their sales
revenues. This creates an important need to identify
which online marketing strategies truly work for
small retailers and how they can use these strategies
in a simple, affordable, and effective way.

RESEARCH OBJECTIVES

1. To identify the most commonly used online
marketing  strategies by small retail
businesses.

2. To examine how these online marketing
strategies influence sales growth and overall
revenue.

3. To evaluate the effectiveness of different
digital tools - such as social media, email
marketing, and online advertising - in
attracting and retaining customers.
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4. To analyze the challenges small retail
businesses face while implementing online
marketing strategies.

5. To recommend practical and cost-effective
online marketing approaches that can help
small retail businesses increase their sales
revenues.

RESEARCH HYPOTHESES
These are suitable for statistical testing (t-
test, regression, correlation, etc.):

1. HI: There is a significant positive relationship
between online marketing strategies and sales
revenues of small retail businesses.

2. H2: There is a significant positive correlation
between social media marketing and sales
revenue.

3. H3: SEO efforts have a significant positive
effect on sales revenue.

4. H4: Paid online advertising
predicts sales revenue.

5. HS5: Email marketing frequency is positively
associated with sales revenue.

6. H6: Content marketing quality significantly
influences sales revenue.

CONCEPTUAL METHODOLOGY

significantly

This study adopts a conceptual methodology
that explains how online marketing strategies
contribute to increased sales revenue among small
retail businesses. The model positions online
marketing strategies - such as social media
marketing, SEO, influencer marketing, email
marketing, digital advertising, and website
optimization - as the independent variables. These
strategies are expected to influence a set of
mediating variables, including brand awareness,
customer engagement, customer trust, online store
traffic, purchase intention, and customer loyalty.

These mediators function as the behavioural
and perceptual mechanisms through which digital
marketing efforts shape consumer decision-making.
The final outcome, or dependent variable, is sales
revenue, reflected through higher customer visits,
improved conversion rates, and increased monthly
or annual sales.
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The methodology therefore follows a clear
IV-MV-DV pathway, where online marketing
strategies enhance customer-related mediators,
which in turn drive measurable improvements in
sales performance. This framework provides a
structured basis for analysing the indirect impact of
digital marketing on the financial outcomes of small
retail businesses.

ONLINE MARKETING FRAMEWORK FOR
SMALL RETAIL BUSINESS SALES

ONLINE MARKETING STRATEGIES

+ Social Media Marketing

+ Search Engine Optimization (SEQ)

+ Email Marketing

+ Influencer Marketing

= Digital Advertising

* Website & E-commercie Optimization

* WhatsApp/Direct Messaging Marketing

« Personalized Advertisements &
Targeted Promotions

1

MEDIATING VARIABLES (MVs)
(Consumer-Side Perceptions & Responses)
+ Brand Awareness
* Customer

= Engagement

+ Customer Trust

1
SALES PERFORMANCE (DV)

(Sales Performance Qutcomes
= Higher Customer Visits
« Increased Conversion Rates
« Increased Monthly / Annual Sales revenue

* Customer Trust

* Online Store Traffic

= Customer Retention
& Loyalty

ANALYSIS
Table 1. Demographic  Characteristics  of
Respondents (N = 67)
Variable Category | Frequency | Percentage
) (%)
Age 18-21 55 82.09
22-25 7 10.45
Above 25 5 7.46
Gender Male 40 59.70
Female 27 40.30
Shop From Yes 57 85.07
Small Retail No 10 14.93
Businesses
Online Daily 4 5.97
Shopping Weekly 18 26.87
Frequency Monthly 27 40.30
Rarely 18 26.87
Interpretation

Most respondents belong to the 18-21 age
group (82.09%), with a balanced gender
distribution slightly tilted toward males (59.70%).
A very high proportion of respondents shop from
small retail businesses (85.07%), indicating strong
familiarity with the sector. Online shopping
behavior is largely monthly (40.30%) or weekly
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(26.87%), suggesting regular online purchasing
habits among the sample.

Table 2; Descriptive Statistics for Independent
Variables (N = 67)
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Interpretation

All independent variables show strong,
positive, and statistically significant correlations
with one another (r = .59 to .73). This indicates that
greater awareness, stronger online buying influence,

Independent Variable | Mean | Standard higher perceived effectiveness, positive
Iv) M) Deviation (SD) preferences/trust, and better
Awareness 349 074 C(‘)mmu‘nication/pe‘rsonalizatign are inte‘:rconnected
dimensions of online marketing perceptions among

Buying Behaviour | 3.53 0.77 consumers.
Influence

. . Table 4. Model Summary Regression: Predicting
Perceived Effectiveness 3.55 0.79 Purchase Intention (DV) from IVs N = 67
Preferences / Trust 3.48 0.82 Statistic | Coefficie | Adjusted F- p-value

— nt of R2 statistic
Communication & 3.49 0.80 Determi
Personalization nation
Interpretation (R?)
The descriptive analysis shows that all | yalue 0.974 0.972 463.78 | <.001
independent variables fall within a moderately high
range (M = 3.48-3.55). Respondents demonstrate | Degrees N/A N/A | FG, 61) p
consistent agreement regarding awareness of online of <.001
. X . . . Freedom

marketing, influence of online buying behaviour, /
perceived effectiveness, trust/preferences, and P
communication/personalization efforts of small
retailers.  Standard deviations indicate stable Interpretation

response patterns with relatively low variability
across respondents.

Table 3. Correlation Matrix for Independent
Variables (N = 67)

The model explains 97.4% of the variance
in Purchase Intention, with an adjusted R? of 97.2%.
The F-statistic is 463.78, indicating the model is
statistically significant (p < .001). This shows the
set of independent variables together provide a

Note. p < .01 (two-tailed).

Variable 1 2 3 4 5 strong prediction of Purchase Intention.
Awareness - ‘*68* ‘*64* ‘*5 9% ‘*61* Table 5. Regression Coefficients (Unstandardized)
Predict | B SEB t p 95 %
Buying 68% | - 72% | .66% | .70% | or C1
Behaviour * * * *
Influence Constant |, 612 [ 0,093 [-0.13 | .89 ['8‘}%
Perceived .64% | [72* - 69*% | T1*
Effectiveness | * * * * Awaren | 00> | 0,043 |-006 | 96| 098
€ess 0.08]
Preferences /| .59*% | .66* | .69*% | - J73* .
Trust * * * * Buying
Behavio [0.36
Communicatio | .61* | .70* | .71* | .73* - ur 0.448 0.042 110.55 |< .001 0' 53]’
n & | * * * * Influenc )
Personalization €
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Perceive

d [-0.09,

Effectiv 0.006 0.048 | 0.12 91 0.10]

€ness

Preferen [0.35

ces /| 0.427 0.037 [11.66 (< .001 ol
0.50]

Trust

Commu

nication

/ 0.129| 0.026 | 4.98 |<.001| 098
0.18]

Personal

ization

Significance: =~ Buying  Behaviour  Influence,

Preferences/Trust, and

Communication/Personalization are statistically

significant positive predictors of Purchase Intention
(p < .001). Awareness and Perceived Effectiveness
are not significant in this model.

SUMMARY OF FINDINGS

The study examined how five independent
variables - Awareness, Buying Behaviour Influence,
Perceived Effectiveness of Online Marketing,

Preferences/Trust, and Communication &
Personalization - shape consumers’ Purchase
Intention  toward small retail businesses.
Descriptive analysis showed moderate-to-high
mean scores (M = 3.48-3.55), indicating a
generally positive orientation toward online

marketing strategies. Reliability values (o = .76-.88)
confirmed strong internal consistency across all
constructs. Correlation analysis revealed strong
positive associations between the independent
variables (r = .59 to .73, p < .01), indicating that
these marketing-related perceptions move together
and reinforce each other. Regression results
demonstrated that Buying Behaviour Influence (f =
0.4476, p < .001), Preferences/Trust (f = 0.4274, p
<.001), and Communication & Personalization ( =
0.1286, p < .001) significantly predict Purchase
Intention, while Awareness and Perceived
Effectiveness did not show significant direct
influence. The model explained 97.4% of the
variance in Purchase Intention (R? = 0.974),
confirming strong predictive strength. From a
hypothesis  standpoint, findings support the
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hypotheses linking Buying Behaviour,
Preferences/Trust, and Communication &
Personalization to Purchase Intention, while the
hypotheses for Awareness and Perceived
Effectiveness were not supported in the regression
model.

IMPLICATIONS OF THE STUDY

The results provide meaningful insights for
small retail businesses seeking to enhance sales
through online marketing. The significant influence
of Buying Behaviour factors suggests that
consumers are likely to make purchase decisions
when marketing messages, visuals, reviews, and
promotional cues effectively shape their perception.
High significance of Preferences and Trust implies
that credibility-building elements such as reviews,
transparency, and product authenticity play a
critical role in driving purchase intention.
Communication and Personalization also emerged
as powerful predictors, indicating that personalized
updates, WhatsApp messages, email alerts, and
targeted ads substantially increase consumer
engagement and conversion likelihood. The non-
significant effect of general Awareness and
Perceived Effectiveness reveals that simply
knowing about marketing strategies is not enough;
consumers must feel personally engaged and
emotionally connected for intention to translate into
action. Retailers, therefore, must prioritize
interactive content, trust-building strategies, and
communication-driven personalization to achieve
higher sales outcomes.

CONCLUSION

The study concludes that online marketing
strategies can meaningfully shape consumer
purchase intention in the context of small retail
businesses, but their effectiveness depends on the
degree of personalization, perceived trust, and
influence on buying behavior. While awareness of
digital marketing is widespread among consumers,
it does not directly convert into purchase intention
unless supported by persuasive, emotionally
engaging, and trustworthy content. The results
highlight that purchase intention is largely

ISSN : 2581-7175

©IJSRED: All Rights are Reserved

Page 868



International Journal of Scientific Research and Engineering Development-— Volume 8 Issue 6, Nov- Dec 2025

determined by how consumers emotionally interpret
online promotions, how much trust they develop
through reviews and transparency, and how
effectively small retailers communicate with them
through multiple digital touchpoints. Therefore,
small businesses aiming to strengthen their digital
presence must shift from general promotional
strategies toward targeted, trust-building, value-
driven communication that directly influences
consumer buying behavior.

DIRECTIONS FOR FUTURE RESEARCH

Future studies may explore larger and more
diverse samples across regions and age groups to
improve generalizability. Additional variables such
as brand loyalty, website quality, perceived risk, or
user experience (UX/UI) can be integrated to
explore deeper behavioral mechanisms influencing
online purchase decisions. Longitudinal studies can
help track how consumer intention evolves over
time as small retailers adopt more advanced digital
tools such as Al-driven personalization, chatbots,
and  automated  recommendation  systems.
Qualitative studies may further uncover emotional,

psychological, or cultural dimensions that
quantitative  models cannot fully capture.
Researchers may also examine comparative

effectiveness of different digital platforms - such as

Instagram vs. WhatsApp or influencer marketing vs.

user-generated content - to provide platform-
specific strategy insights for small retail businesses.
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