How small businesses can benefit from online marketing.
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Introduction

The researcher wanted to find out what problems and concerns small business-
es had in relation to marketing their business online. He was interested to find
out what methods small businesses currently use, both online and offline, and
the success rates of these. The researcher was interested in helping more small
businesses experience the benefits of promoting themselves through online
marketing.

This interest came about from working for an online marketing business, along
with completing freelance projects for small businesses.

Background

This research was split into two sections. Initially a questionnaire was used to
discover the use of online marketing by small businesses throughout the Unit-
ed Kingdom. This was based upon a study into Bed and Breakfasts and Small
Inns in Canada and the United States where Lituchy and Rail (2000) looked into
business’ opinions of the internet. The research was based on a number of
guantitative questions about if the business used the internet and about their
use of the internet, as well as qualitative questions on what advantages and
disadvantages the businesses associated with the internet.

Secondly, case studies were carried out with 4 small businesses to assess the
success of different online marketing methods. This section updated McCue’s
study (1998) where they set up websites for 15 businesses and studied them
for two years.

Both previous studies were updated, using newer academic material, and fo-
cused on the use of a traditional website, social media and mobile internet.
These three sections were analysed against the following definition of online
marketing:

"Online marketing is the process of using internet based technologies to en-
hance marketing strategies which both attract and retain customers" (Chaffey
2006).

Objectives

The primary objectives of this project were to:
e Gaininsight into how small businesses can benefit from online marketing.

o Discover the current usage of online marketing compared to traditional
methods.

o Find out what benefits and problems small businesses find or associate
with marketing their business online.

o To focus the investigation on the use of a traditional website, social net-
working websites and mobile internet.

From this the following were to be supplied:
e Areport of up to 75 pages which documented the research.

e« Toturn the research into a short online marketing guide, which could be
supplied to small businesses to build their understanding of online mar-
keting methods.

o To create a poster to summarise the report for assessment purposes.
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Small business questionnaire

The survey of small businesses use of online marketing found that small busi-
nesses are still less likely to have a website than a medium or large business,
but that the adoption rate of a website is steadily increasing from the last pub-
lished Government figures.

Initial expectations of a website had widely been met by most respondents,
with all but 2 businesses still receiving a worthwhile benefit from it.

The adoption rate of social media has already overtaken that of a website for
small businesses, with the largest acknowledged issue being the level of time
which needs to be dedicated to it. Respondents liked how it allowed them to
network online and generate word of mouth recommendations.

Mobile internet has the lowest adoption rate with most respondents not know-
ing what it is. For those who did use it the benefits appeared minimal but those
who understood what it were looking to introduce it within the future.
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Figure 1: Left: In which region of the UK is the business primarily based?

Figure 2: Right: How old is the business?
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Case studies

The results from the case studies show that a website can help generate inter-
est in the services offered by a business, without a consumer’s prior knowledge
of the business, but for most small businesses a website serves as a central in-
formation point which can help add credibility to a business.

The findings from the social media section are consistent with the small busi-
ness survey. The use of social media can be very time consuming, but when a
strategy is in place and the business maintains its involvement, it can be a pow-
erful marketing tool.

The use of mobile internet to market a business is very much in its early stages.
While participants did see the benefits it could bring, consumers would first
need to learn how to fully use the functions available before it would become
suitable for most small businesses to use.
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Figure 3: Left: How did you initially hear about Paula’s Beauty?

Figure 4: right: Which of the following places have you accessed for infor-
mation on Paula’s Beauty?

Key Findings

The following are the key findings from this research:
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o Small businesses are in general more confident using traditional methods and therefore expe-

rience greater benefits from them. For participating businesses, word of mouth was the most

powerful method of marketing. However, many acknowledged that online marketing rein-

forces and at times was vital to their traditional marketing.

o Adoption rate of websites has increased inline with existing figures.

e Businesses are mostly satisfied with their website, with their initial expectations not always

being met. More respondents were satisfied that their website had met their initial require-

ments compared to the previous studies (McCue, 1998 and Lituchy and Rail, 2000).

o Respondents were still facing difficulties in updating their website. This showed little improve-
ment from Lituchy and Rail’s study (2000).

e« Use of social media can be very beneficial, but it does require a suitable plan and it will be

time consuming.

e While mobile internet could bring benefits, most small businesses are unsure of what it is or

how it could be implemented. Consumers did not show high levels of involvement with mo-

bile internet as a marketing medium. Mobile internet may be more beneficial in the future.

Conclusion

This project has successfully met the initial objectives, by getting a detailed response from 42

small businesses from the questionnaires, and a further 4 responses via the case studies. The

guestionnaire has helped discover the use of online marketing across the UK, with the case stud-

ies allowing for a more detailed implementation and tracking of marketing methods.

Mobile intfemet is where mobile phones are used
1o access the intemet.

If you have an iPhone, or similar smart phone, then
chances are you have already used it

Mobile intemet is unlikely to have much of an
impact on your business, at least for the time being.

While there are ways in which mobile intemet

can be used fo promote your business, you are
unlikely to see much benefit from using them.

This is because most consumers do not
understand how to use mobile intemet technologies.

If you're keen on being an early adopter, then you
could use QR codes with a mobile friendly website.

QR Codes allow smart phone users to quickly
access your website. 'E

=
If you have a smart phone, ELF
search ‘barcode reader’ on your -
app store. Load the app up and E

take a photo of this bar code.

Youl'l quickly be sent to the author of this
guides website.

You can create them for free at: www.bitly
Then place them on adverts, posters or flyers,
50 that prospective customers can quickly
visit your business’ website for more
information! Bitly will even count how many
people click on your QR code.

QR codes are very new fo the UK and at the
moment, most consumers are unaware of what
they are.

If your target market is computer geeks theyre
perfect, other wise it may be worth waiting.

If you want 1o target customners who access
your website through a smart phone, its
important that if's easy to browse. A mobile

friendly website is just thatl /ﬂ

You might find that your c =
current website is easy to
use on a mobile phone, bu
if not then you may want t

upgrade 1o a mobile friendly
website.

A mobile friendly website is
set up fo work on the smaller
screens that mobile phones
have. This makes browsing
them a lot easier.

If your website uses Wordpress, then you can install

the Wordpress Mobile Pack for free. Otherwise
might want to speak to your website designer for
advice.
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QR codes are best used in conjunction with @ mobile

friendly website.

About the research

The guide is based upon a final year
University project, where 42 small businesses
completed an in depth questionnaire about
their online marketing.

A further 4 small businesses took part in a
case study o trial the three types of online
marketing covered by

this guide. ﬂ
: -
This research was 8
undertaken by '& 1
Thomas Etherington. —~ v A |
Good Luck!
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About this guide

This guide offers advice and ways in which
small businesses can use the intemet to promote
their business. This guide is based upon
research involving 46 small businesses who
each shared their advice and guidance on how
they used online marketing.

This isn't a step-fo-step technical guide, S0 you
may need help fo use these methods. If's just
meant to build your confidence in using online
marketing

This guide focuses on:

1) Websites
2) Social Media

1) Websites

A website is a great way to increase your
businesses credibility while serving as a central
information point for prospective customers.

A website can be a way for new customer to
discover your business - although without good
search engine optimisation this may be less likely!
Will it benefit my business?

94% of the questionnaire respondents used

for this guide said that @ website did benefit them,
although only 76% said it had met their initial
expectation!

What problems might | face?

\When you have a website set up be sure o find MR
out how it can be updated. You might be able to 3

do this yourself or it might be something you are
reliant on your website designer for. Struggling to
make updates was the biggest issue faced by
those who gave their advice for this guide.

The small businesses questioned also faced other
technical issues - so be sure fo frust your suppliers!

Finally, how are visitors going to find your website?
Many small businesses expressed difficulties in
becoming listed in search engines and receiving a
lower number of visitors than they expected.

What does it cost?

The cost will vary depending on what you go

for, but the businesses involved with this guide
paid the following:

Aninitial cost of between

O b ofotad®
Annual costs of between
oo [

Fantastic! What shall | do now? X ¥
Most small businesses used a third party website
developer, but there are services such as
GBBO.co.uk which offer a free website to small
businesses in the UK.

8o~ most popular are:

2) Social media

Social media is the name given fo websites,
like Facebook, Twitter and YouTube which
allow visifors fo interact.

You'll definitely /ike 1o try this!

Whatcanitdo?

You can use social media to build and sustain
your business relationships, as well as fo help
increase word of mouth recormmendations.
What problems might | face?

Social media can be very time consuming, so
it is important to schedule time for it fo be
used. You certainly can't just set it up and
leave it alone!

To get the most out of social media you'll need a
sfrong strategy. Make sure that your

objectives are realistic and that you don't loose
focus 100 quickly.
What does it cost?

It's free o sign up to
most social networks.

If you need outside help
1o get set up then you - .
may need to pay for this. s ‘
Great! Howdo | signup? E

There are lots of different =

social media websites fo 3 -
choose from. Some of the -

facebook.com/pages/create.php ‘ﬁ
twitter.com — o
linkedincom/reg/join

Figure 5: Online marketing guide (full version available separately).
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