
International Journal of Research Publication and Reviews, Vol (6), Issue (6), June (2025) Page – 6027-6028 

 

International Journal of Research Publication and Reviews 

 

Journal homepage: www.ijrpr.com  ISSN 2582-7421 

 

Digital Marketing Strategies for Enhancing Sales Performance in Indian 

Small Retail Businesses 

Siddhant Singh  

School of Business, Galgotias University 

Email: thakursiddhantsingh89@gmail.com 

ABSTRACT : 

This study explores the impact of digital marketing strategies—namely SEO, social media, content marketing, and email marketing—on small retail businesses in 

the Delhi-NCR region. Using a mixed-method approach, it integrates qualitative interviews and a structured survey involving 150 retailers. The analysis includes 

Pearson correlation, regression modeling, and thematic insights from NVivo. Results show significant positive correlations between digital tool usage and revenue 

growth, particularly through integrated multichannel strategies. The study bridges a critical gap in small business marketing literature by focusing on resource-

constrained enterprises in emerging economies. Findings highlight that, when implemented with basic digital literacy and analytics, digital marketing serves as a 

low-cost, high-return mechanism for customer engagement, retention, and sales growth. The paper concludes with actionable recommendations and a framework 

to support SMEs in their digital transformation journeys. 
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1. Introduction 

Small retail businesses play a vital role in India's economy but are increasingly pressured by the rise of e-commerce and digital-first brands. The COVID-

19 pandemic further pushed retailers to adopt online tools. This paper examines the extent to which digital strategies help small businesses improve sales 

and customer engagement. It aims to provide empirical clarity on tool effectiveness, barriers to implementation, and sector-specific usage trends. 

2. Literature Review 

Previous studies (e.g., Chaffey & Ellis-Chadwick, 2019; Ryan, 2016) highlight SEO and email marketing as cost-effective approaches for small firms. In 

India, the Digital India program and rising smartphone usage have improved digital access. However, many SMEs lack formal tra ining, struggle with 

content creation, and find performance measurement difficult. Gaps exist in literature focusing on emerging markets and small-scale enterprises' real-

world practices. 

3. Research Methodology 

This study used a sequential mixed-methods approach. First, 10 qualitative interviews were conducted across sectors. Insights shaped a structured survey 

distributed to 200 retailers, with 150 valid responses. Stratified sampling ensured diversity. Quantitative data were analyzed using SPSS (v26) for 

descriptive stats, correlation (Pearson's r), and regression modeling. Reliability was assessed using Cronbach's alpha (α = 0.81). NVivo supported 

qualitative coding. 

4. Results 

Survey data indicate that 90% use social media (WhatsApp, Instagram), 68% email marketing, and 60% content marketing. Regression results show 

email marketing (β=0.45), SEO (β=0.37), and social media (β=0.29) significantly predict revenue growth (R² = 0.68, p < 0.05). Businesses using 3+ tools 

reported 18–25% growth vs. 6–10% in single-tool users. Qualitative insights emphasized ease of WhatsApp, ROI from email, and frustration with paid 

ad unpredictability. 
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5. Discussion 

The findings affirm global research suggesting multichannel digital marketing enhances performance. However, adoption in India is uneven due to low 

digital skills and tool confusion. WhatsApp’s dominance suggests mobile-first strategies are crucial. Compared to Western SMEs, Indian firms lag in 

automation and analytics adoption but exhibit strong intent to improve. Results highlight the need for targeted training and simplified platforms. 

6. Managerial Implications 

Managers should prioritize integrated digital strategies with focus on mobile platforms, local SEO, and customer retention via email. Using low-cost tools 

like Mailchimp, Canva, and Google My Business can reduce operational costs. Embedding analytics in decision-making will help SMEs optimize 

performance and track ROI. Peer learning, upskilling, and local partnerships are critical. 

7. Limitations and Future Research 

Limitations include geographic focus on Delhi-NCR and reliance on self-reported data. Future studies should adopt longitudinal designs and assess 

sectoral differences in other regions. Research could explore emerging tools like AI chatbots and voice search. Examining consumer behavior in response 

to SME digital presence can offer deeper insights. 

8. Conclusion 

Digital marketing enables Indian SMEs to grow sustainably, even with limited resources. Multichannel adoption, especially combining SEO, email, and 

social engagement, improves revenue and customer loyalty. With structured training and affordable tools, small businesses can thrive in the digital era. 
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