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ABSTRACT

The use of modern marketing strategies for small and medium-sized enterprises (SMESs) is an important
factor that can contribute to strengthening entrepreneurial activity, qualitative structural changes to SMEs,
and ensuring business sustainability and stability. The digital revolution and technologies open up new
opportunities for the business sector, improving the quality of communication with customers, while digital
marketing (DM) is an important tool that can ensure the competitiveness and effectiveness of actions taken to
promote products and services. This article presents the results of a qualitative study of the perception and
practice of SMEs in the field of DM conducted by the author in 2019. Twenty entrepreneurs — SME owners in
Chisinau were interviewed. The analysis also includes a case study of the BRAVO-MOTORS company practice.
The theoretical and conceptual framework of the study is comprised of modern marketing theory, Resource-
Based View approach (Wernerelt B.) and Theory of dynamic capabilities (Teece et al.). The results of the study
showed that SMEs do not pay due attention to digitalization of business processes, data collection and analysis,
optimization of work processes and monitoring of key indicators. The role and importance of developing a
marketing strategy is in many cases underestimated, and marketing activities are limited to the use of individual
marketing elements only. There is a low level of competence of entrepreneurs in the field of marketing, especially
regarding modern marketing tactics and strategies, as well as the lack of an integrated approach to the strategy
of promotion and development of the company.
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Utilizarea strategiilor moderne de marketing de intreprinderile mici si mijlocii (IMM) prezintd un factor
important care poate contribui la consolidarea activitdtii de antreprenoriat, la modificdri structurale calitative
ale IMM-urilor, la durabilitatea si stabilitatea afacerii. Revolutia digitald si tehnologia oferd oportunitdti noi
pentru sectorul de antreprenoriat prin imbundtdtirea calitdtii de comunicare cu clientii, iar marketingul digital
(MD) este un instrument important ce poate asigura cresterea competitivitdtii si eficientii actiunilor intreprinse
pentru promovarea produselor si serviciilor. In acest articol sunt prezentate rezultatele cercetqrii calitative
privind perceptiile si practicile IMM in domeniul MD, realizat de cdtre autor in anul 2019. Au fost intervievati
20 de antreprenori - proprietari ai IMM-urilor cu sediul in mun.Chisindu. Analiza include, de asemeneaq, un
studiu de caz al practicii companiei BRAVO-MOTORS SRL. Baza teoretico-conceptuald a cercetdrii au constituit
teoria contemporand a marketingului, abordarea bazatd pe resurse (Resource-Based View, Wernerelt B.),
teoria capacitdtilor dinamice (Theory of dynamic capabilities, Teece et al). Rezultatele cercetdrii au
demonstrat cd IMM nu acordd o atentie cuvenitd digitalizdrii proceselor de afaceri, colectdrii si analizei datelor,
optimizdrii proceselor de muncd si controlului indicatorilor cheie. Rolul si importanta dezvoltdrii unei strategii
de marketing in multe cazuri sunt subestimate, activitdtile de marketing limitdndu-se la utilizarea doar a unor
elemente de marketing. S-a constatat un nivel scdzut de competentd a antreprenorilor in domeniul
marketingului, in special privind tacticile si strategiile de marketing modern, precum si lipsa unei aborddri
integrate a strategiei de promovare si dezvoltare a companiei.

Cuvinte-cheie: marketing digital, intreprinderi mici si mijlocii.

Hcnosb3o8aHue cospemMeHHbIX MapKemuH208blx cmpameaull 0151 MA/bIX U CPeOHUX npeonpusimull
(MCII) sensemcsi  eaxcHbIM — HaKMoOpoM, CnNOCO6CMEYIOWUM — YKPENnaeHurw npeonpuHUMamebekoll
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AKMUBHOCMU, KA4€CMBEHHbIM CMPYKMypHbiM UusmeHeHustm  MCII, obecneveHuro ycmotMugocmu u
cmabuibHocmu 6u3Heca. Llugpposas pesosoyusi U mexHO/I02uU OMKPBLIBAOM HOBble 803MONCHOCMU 015
npednpuHUMamebCKo20 CeKmMopa, Y/y4uasl KaHecmeso c8s3U ¢ KAueHmamu, a dudxcuman-mapkemume (M)
516/15emcsl  8ANHCHbIM  UHCMPYMEHMOM, KOmopblll Moxcem obecnevyumb KOHKYPEeHMOCnoCo6HOCmb U
sgppekmusHocmb delicmautl, npednpuHuMaeMbvlx 015 npodsuiceHUs npodykyuu u ycaye. B danHotl cmamve
npedcmas.ieHbl pe3y1bmambl Ka4ecmaeHHo20 uccaedosanust eocnpusimusi u npakmuku MCII e o6aacmu /M,
nposedeHHoz20 asmopom & 2019 20dy. bbLi1o npounmepsviouposaro 20 npednpuHumameseli - eaadesvyes MCIT
8 2. Kuwunese. Hccaedosanue makiice eKkarouaem aHaauz npakmuku komnaHuu BRAVO-MOTORS. Teopemuko-
KOHYenmyaabHoll 0CHOBOT UCC/1eJ08AHUSI NOCAYHCUAU COBPEMEHHASI MEOPUS MAPKEMUH2A, PECYPCHBbIU nodxo0
(Resource-Based View, Wernerelt B.), meopusi dunamuueckux cnocobHocmeli (Theory of dynamic capabilities,
Teece et al). Pesyabmambl ucciaedogaHuss nokazaau, umo MCII He ydessitom O0O0/X#CHO20 BHUMAHUS
yugposuayuu 6UsHec-npoyeccos, c6opy U aHau3y 0aHHbIX, ONMUMU3AYUU pabOYUX NPOYecco8 U KOHMpPOHo
K/ouesblx nokazamesell. Posb u eaxcHocmb paspabomku MapkemuH2080U cmpamezuu 80 MHO2UX C/AyYAsIX
HedooyeHU8arMmcs,, a MapKkemuH208as1 0esime/ibHOCMb 02PAHUMUBAEMCS] UCNO.1b308AHUEM JUUb OMOe/IbHbIX
MapKemuH208bIx 3/1eMmeHmos. Habarodaemes: HU3Kuill yposeHb KomnemeHmHocmu npednpuHumamesetl 8
obaiacmu mapkemuHaa, 0COGEHHO KACArOWUXCSl COBPEMEHHbIX MAPKEMUH208bIX MAKMUK U cmpameauti, a
makice omcymcmesue KOMN/AEKCHO20 No0xo0a 8 cmpamezuu NPoo8UNHCEHUS U pa3sumulst KOMNaHUu.
Knwueesie ciosa: dudxcuman-mapkemuHs, Masble U cpedHue npednpusimusi.

RESEARCH PROBLEM

Although the development Strategy of small and medium-sized enterprises sector for the years 2012-
2020 aim to move from economic development model based on consumption, to a new one based on export,
investment and innovation-oriented paradigm, of the political desire for European integration and of the
global economic trends, so far, this has not been achieved at the expected level. Despite the overall creation
of a more favorable environment for the entrepreneurial activity, the specific aspects regarding the capacity
of the SMEs themselves to develop and strengthen their managerial and marketing activity enjoy very little
of the policy makers attention.

In recent years, the competition among SMEs in the Republic of Moldova has increased considerably,
this fact, to a large extent, being determined by the small retail market, as well as reduced opportunities to
enter the international market. The statistics on SMEs show a considerable number of companies that stop
their activity due to bankruptcy (BNS 2019).

From the perspective of the development of SMEs in the Republic of Moldova, in the short term, we
can see the existence of multiple problems related to the insufficiency of the financial sources and qualified
staff, fluctuation of the cadres, accounting and taxation, administrative barriers, etc. However, in the long
term, the priority belongs to the requirements of the market, namely to strengthen the competitive
capacities of small and medium-sized businesses, to integrate into the European space by using efficient
marketing tools, especially the digital one.

The existing challenges show that an important objective for SMEs is to strengthen their
competitiveness. In this context, the selection of marketing methods and techniques for improving the
degree of competitiveness and further development of SME constitute an important objective of their
activity. Marketing development may contribute to the entrepreneurship activity's consolidation, qualitative
structural changes of the SMEs, as well as the sustainability and stability of the business.

The digital revolution and technology offer important opportunities for the entrepreneurship sector
by improving the quality of communication with customers, being the premise for increasing the
competitiveness and efficiency of the actions taken to promote products and services. People can follow the
offers anywhere, anytime, in a flexible and individualized context that is permanently accessible. Currently,
digital technologies are a determinative for the business development and competitiveness of the company,
and existing research shows that digital technology determines the growth of SMEs, through innovation and
management capacity (Foroudi et al. 2017). In addition, digital marketing supports activities to increase the
number of clients and to maintain them as permanent clients (Anekcanaposckui, KazanbkoBa 2015). Thus,
DM allows companies to get closer to potential customers (Kannan & Li 2017).

DM is a general term for the marketing of products and services, through digital channels for attracting
and retaining customers, being customized and measurable through digital technologies, including web, e-

No.1/2020



66 Theoretical and scientifical journal

mail, databases, mobile and digital phones. DM contribute to achieve marketing objectives through applying
digital technologies and media (Chaffey 2016). DM is “an adaptive, technology-enabled process by which
firms collaborate with customers and partners to jointly create, communicate, deliver, and sustain value for
all stakeholders” (Kannan and Hongshuang 2017).

Often there is no distinction between DM and Internet marketing, although they differ significantly.
DM incorporates Internet marketing, but is not limited to the Internet. For example, Internet marketing
includes SEO, SEM, SMM, Web browsing, advertisement context and other channels that are available to the
user only on the internet, while DM includes all of the above plus advertising and promotion through any
digital medium outside the network. So, DM involves digital communication that is done both online and
offline. Obviously, the advertisement in newspapers, flyers, classic TV and panels do not have the tangency
with digital marketing. A panel with a QR code with a link to a web site is already the DM.

The main tools of the DM are: Digital Television and online radio; Advertising in online messengers,
applications and games; SEO and SEM - search engine marketing; SMS and MMS delivery; SMM - Social
Media Marketing - promotion in social networks; Contextual advertising, banner ads and tizzer ads;
Messengers on the official site (JivoSite, Smartsupp); Email marketing; Referral Marketing; VBM - Video
Broadcast Marketing; Influences - collaboration with opinion leaders.

RESEARCH GAP AND POSITIONING

Most of researchers agreed that marketing plays a vital role in SMEs success, and helps them stay
competitive, influence of marketing as a function of business needs to increase (Wymbs 2011). Entrepreneurial
marketing uses networking to build and support marketing activity is based on the use and development of
marketing management competencies and tries to be innovative where it can (Gilmore 2011).

Nowadays SME couldn't afford to avoid an online presence. Digital technology increases the ability to
respond positively to customer needs and, at the same time, improves customer-side operations. It has been
illustrated that the use of DM brings important benefits to companies, despite a small area of market. DM
focuses on the consumers and businesses and increase efficiencies by reducing costs (Gilmore and Carson,
2018; Anekcanaposckuii C.B, Kazanbkosa 2015).

The marketing development of SMEs is based on the life cycle of the company, four stages in its
evolution being highlighted: initiating the marketing activity; reactive sales; DIY (do it yourself) marketing
approach and proactive integrated marketing (Gilmore 2011). In the initial phase, the marketing activity is
reduced to the determination of the optimal functional characteristics of the product, the price and the
delivery conditions. At this stage, clients are usually close to the owner of the company people or the persons
involved in the business. Increasing the number of new customers and sales in the second stage forces the
company to apply formalized marketing procedures and to expand its range of marketing tools used to
inform new customers about the company's offer. In the third stage, there is a growing need to pay special
attention to marketing and to increase the budget for the marketing activity. The particularity of marketing
at this stage will be completely determined by the attitude of the business owner towards marketing.
Therefore, success, as well as failure, will depend entirely on the business owner (Gilmore, Carson 2018).
Finally, if the company continues to grow (fourth stage of development), it will be necessary to use proactive
integrated marketing or professional marketing.

The study of marketing in new SMEs has shown that they are based on marketing concepts to a very
small extent, they consider the needs and desires of consumers and their subsequent satisfaction compared
to other types of companies (Gilmore 2011). Many highly successful enterprises have never had a formal
marketing strategy. Instead, they stumble on their business formula and evolve it to suit market conditions.
In many cases, SMEs are change oriented only because their business and existing market is small and so
they have to grow to survive or remain profitable, meaning that change is unavoidable. SME owner-manager
business decision making can be both opportunistic and reactive to environmental changes and is often
incremental rather than risk oriented. T (Gilmore and Carson 2018).

Previous research has shown that SMEs don’t use the full potential of the new digital tools and are
therefore not deriving the benefits from the opportunities they provide (Taiminen and Heikki 2015).
Although DM is a cost-effective, creating awareness and purchase intentions, many companies still find it
challenging adopting DM as a marketing strategy (lankova et al. 2019; Andersson and Wikstrom 2017; Alves
et al. 2016; Siamagka et al. 2015). DM is still a quite new and technically difficult area to understand and
implementation can be challenging for companies that lack resources or knowledge.
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Researches conducted in post-transitional countries show that most SMEs are characterized by
"spontaneous” or "intuitive" marketing, proposing as a possible solution the development of marketing
consulting services. The process to engage small business owners’ in marketing activities is unplanned,
informal, and employed with a bottom-up approach. Moreover, the implementation of different marketing
activities is reactive in nature due to the dynamic business environment. Experts argue that customer
awareness contributes to increased marketing efficiency, customer loyalty and cost optimization. An
individual approach helps cross-communication, communication, and marketing effectiveness analysis
(AnexcannpoBckuii, KazanbkoBa 2015; Cugopuyk 2016; Xanukos 2018).

The study realized in Romania emphasizes the importance of online presence and use of DM. In base
of a case study are detailed all the steps taken by the SMEs in the process of assuring an online presence. The
study shows wide opportunities for extracting, manipulation and analysis of data using digital platforms and
DM (Pistol etal 2016).

In the Republic of Moldova, DM is insulfficiently studied in SMEs. Existing research shows that majority
of SMEs do not carry out any marketing activities (Magenta consulting 2017). In many cases, this situation
is determined by misunderstanding the importance of marketing by the owners-managers of SMEs,
considering that not all of them possess entrepreneurial capacities and a good part of them are "self-
employed".

Based on the above, we conclude that despite the various research interest, the knowledge about the
ways in which SMEs actually undertake DM activities and what type of problems they face implementing
DM remain limited.

THEORETICAL BACKGROUND

The research of SME practices in the field of digital marketing is based on several theoretical-
conceptual approaches regarding the concept of marketing, the role of marketing in managerial activity.

The modern theory of marketing represents marketing activity as aimed at achieving the goals of the
enterprise and ensuring its competitiveness. In conditions when it becomes impossible for the manager to
accurately calculate the results of his activities, the marketing complex, with its own set of controlled
variables, factors and tools, is used by the enterprise as a protective, responsive reaction to the created
economic conditions of uncertainty and risk.

Market orientations conceptual approach emphasizes that the behavior of the firm revolves around
that of the market. It is a set of behaviors and processes related to a continuous assessment environment
(Matsuno etal. 2002).

A Resource-Based View (RBV) is a strategic management theory that helps assess how a firm’s
resources affect its financial performance. The Resource-Based View suggests that each organization
possesses a distinctive set of resources and capabilities that help explain the variance in firm performance
over time. The RBV focuses on internal strategic resources that align with the company’s strategic intent and
serve as the basis of competitive advantage. The underlying assumption of the RBV is that resources and
capabilities possessed by firms are heterogeneous and imperfectly transferable (Wernerelt 1984).

Theory of dynamic capabilities. Dynamic capabilities theory examines a firm'’s ability to achieve and
sustain a competitive advantage in a changing environment through reconfiguration and integration of its
resources and capabilities (Teece at al 1997). DCT assumes that organizations with greater dynamic
capabilities will outperform firms with fewer dynamic capabilities. The dynamic capabilities can lead to
better organizational performance; however, companies achieve competitive advantage, not through the
existence of dynamic capabilities but through their application and usage (Nedzinskas et al. 2013).

PORPOISE OF THE STUDY

Analysis of SME perceptions and practices in the field of digital marketing, highlighting strong and
weak parties, elaborating proposals to improve the situation.

Data and methods. In order to study the knowledge, attitudes and practices of SMEs in the use of
digital marketing in 2019, a qualitative sociological study was conducted, based on the semi-formalized
interview method. Twenty entrepreneurs - owners of SMEs based in Chisinau with the number of workers
from 5 to 15 were interviewed; the level of education of entrepreneurs: high; domain of activities: sales,
software development, services, agriculture, advertising areas of activity.

A case study was also carried out based on the BRAVO-MOTORS small company (number of employees
- 6 persons, duration of activity - 10 years), which specializes in car repairs and sales of auto parts.
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The main research questions were: What is the level of digitalization of SMEs? What are the main
marketing strategies of entrepreneurs? What digital marketing tools are used by entrepreneurs?

A database on the Microsoft Access platform was developed for data collection and analysis. This
approach also presents a variant of digitizing the process, offering the possibility of registering the data
directly into the database and further analysis.

MAIN RESULTS

Currently SMEs need information technologies for efficient functioning and continuous development.
Thus, an important component of the SMEs’ activity is the need to store and exchange information, automate
accounting and other business processes. Performing these tasks leads to optimization and minimization of
the company’s transaction costs. A unique information system is required to integrate business applications
into company's management, which includes:

1) End-to-end automation of all the main business processes of a trading company

2) Inventory automation and warehouse operations, direct data entry from online cash registers

3) Inventory management automation, supply chains, logistics and transport

4) Financial management, budgeting automation, financial analytics

5) Personnel performance management automatization

6) Customer relationship management automatization

7) Cloud office applications and cloud services for work organization of geographically distributed
personnel

8) Cloud communication services and virtual call centers

9) Accounting, tax and statistical accounting automation

10) Automation of the exchange of electronic documents and data with contractors and supervisory
authorities.

The digitalization of processes within the SME presents an important premise for the development
and implementation of the DM. The results of the research show that only 3 respondents out of 20 of those
interviewed appreciate their level of digitalization of SMEs at a high level and another 4 - at medium level.
Some of the entrepreneurs could not evaluate the situation in the field of their company’s digitalization (8
persons). 4 respondents consider that the level of digitalization of the company is at a low level. It is
remarkable that the proportion of entrepreneurs who evaluated the level of digitalization of the enterprise
as low and those who could not answer this question coincides with the proportion of companies that so far
carry operational records without the use of specialized software such as CRM or ERP (figure 1).

Hard to
answer; Accounting
8 on paper;

Medium
level;
5

13

Fig. 1. Self-assessment of the company's digitalization degree (pers.)
Source: Own qualitative study, 2019.
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The research results showed that within the studied SMEs in most cases the marketing is the
responsibility of the team members and / or the manager / owner. It means, the managers know best the
particularities of the business and their niche activity. This approach of dealing with marketing on their
own has both a positive and a negative aspect. On the one hand, any additional activity consumes extra
time, respectively, no other important activities are performed. Involvement in all activities negatively
influences the execution of the main activities as well as the quality of services and products offered by
the company. On the other hand, no business can operate without promotion (figure 2).

—— Don't know; 0

Team
members;
5

Figure 2. Staff involved in marketing activities (pers.)
Source: Own qualitative study, 2019.

An important aspect of the marketing activity presents the collection, systematization and analysis
of the information regarding different aspects of the marketing activity. Obviously, most SMEs in the
country do not have the financial resources to carry out or order marketing researches. An importantissue
arising from these is the ability of SMEs to analyze available information, collected by themselves, which
should be the basis of managerial decisions. Respectively, the main sources of information are the internal
ones: documents that record the sales and the revenues; customer requests; payment invoices;
documents for returning the goods; customer complaints; financial reports etc.

The lack or availability of the tools required for data analysis does not always correlate with their
use. In the study, the majority of the entrepreneurs stated that they analyze the structure of the customers
and the sources of conversions. But after specifying the answers it was found that in most cases it is not
about digital analysis, which is, concrete figures, but only estimates based on individual experience. As a
result, we can see that a good part of the entrepreneurs do not carry out the necessary analyzes and do
not have the necessary tools for this process (figure 3).

B Yes
® No

B Would like to, but they don't
have enough tools

Figure 3. Distribution of answers regarding the analysis of customer
structure and conversion sources (pers.)
Source: Own qualitative stud, 20109.
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The biggest problem faced by SMEs in 2018 was the perception of marketing tactics and
contemporary trends in promoting products and services. At the same time, there is a concern about
maintaining customers and attracting them repeatedly to use the products / services provided by
companies. According to the self-assessments of the respondents, the SMEs in which they operate did
not take the marketing seriously (figure 4).

18

16

14 -
12 A
10 -

Perception of marketing  Maintaining and attracting Very few were concerned
tactics and trends customers repeatedly with marketing

S N B~ O

Figure 4. Marketing problems that entrepreneurs face (pers.)
Source: Own qualitative study, 2019.

Most of the studied companies have their own websites (2/3). This fact shows us that
entrepreneurs understand the importance of their presence in the web and having their own
independent platform in Internet space. However, most of them do not systematically promote
websites and they remain invisible to potential consumers/customers. Any business requires
promotion but unpromoted websites remain invisible for potential customers and are thus useless.
Therefore, this digital marketing tool can be considered as not being used effectively and does not
exercise the function of attracting customers and increasing profit.

To get higher search engine rankings websites need to be promoted using SEF, SEO and SEM
technologies. In combination with relevant and unique content with a friendly interface, such a site
can in the short term be ranked in the search results page list.

Search engine optimization (SEO) is the process of making a website rank for desirable
keywords in order to bring in search traffic. SEO targets the factors search engines use to rank pages,
including: site technical factors such as HTML titles, HTML tags, keywords, links, image alt text,
website organization (everything from the sitemap to any redirects) and other factors help search
engines determine what the site is about; Content quality and quantity; reputation: if your domain
ranks well, and has links to other respected domains, it’s easier to make individual pages rank; local
factors (small businesses can rank higher in local searches. SEO helps search engines recognize a
website as a local business).

However, SEF, SEO and SEM services are very expensive and decisions on such expenses must be
made correctly. The promotion of the websites of companies of different sizes does not differ. So,
promoting a website for a small company will cost as much as it does for a large company. In the Internet
space all the sites are equal in competitiveness, the inequality only appears in the technical performance
and the level of preparation for SEF and SEO. The budget of small businesses can’t compare with the
budgets of large companies and sometimes occupies a fairly large share of the SME profit.

So, even if online becomes very attractive for entrepreneurs, several regional characteristics of
our country must be taken into account.

Case study. For Moldova, the main search engine for goods and merchandise for sale and
purchase purposes is the 999.md platform. This means that a relevant online business-specific tool
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must be chosen. For example, during a period in the Republic of Moldova there were top SEO projects
and several entrepreneurs invested their time and money in developing online commerce, which
ultimately did not redeem themselves. For example, the BRAVO-MOTORS company invested 1000
euros and over 2500 working hours for the development of its own online trading platform. In the
first 12 months of promotion, the company managed to appear on the top positions on the Page with
the Google search engine results on high frequency search requests as "tires" and "car batteries", but
this fact did not positively influence the sales volume of the company. on the categories indicated
above. This situation changed only once, when in 2014 the 999.md platform did not function normally
for 2 weeks and the traffic on the company website and the demand for products promoted through
the official website of the company increased 5 times. After 999.md started operating as usual, the
indicators dropped again. So, presence in what we call ,search engines” is important, but it is not
always a key to success. Thus, for different areas different approaches for offering data for search
requests should be applied.

Presence on digital maps. Only half of the interviewed respondents found that their company
is present on the digital map. This phenomenon can be explained in two ways - either half of the
businesses do not have offline offices, or they do not consider the presence on the maps as an
important criterion.

Video content. In recent years there has been a trend of increasing video publications. Here we
can indicate that SMEs feel and adapt quickly to market trends and requirements. Out of 20
entrepreneurs interviewed 18 declared that they have regular video feeds. Thus, modern
technologies and powerful electronic devices widely accessible offer the possibility of any individual
to deal with filming, news and organizing their own video channel.

Summarizing the results of the qualitative study, we find that although the entrepreneurs are
aware of the importance of the DM and the facilities offered by it, the marketing activities of the SME
have a spontaneous, unorganized character and, to a large extent, depend on the skills of the owner
in the IT and marketing fields. Most entrepreneurs do not collect and analyze statistics, they do not
have a well-established marketing strategy.

At the same time, the study shows that the entrepreneurs - the owners of the SMEs face certain
difficulties in incorporating the general marketing methods and procedures, as well as the digital
marketing, in the activity of their enterprises. One of the main problems is that the marketing of SMEs,
in most cases, is spontaneous. Limited resources and insufficient experience in studying the situation
on the market determines that the marketing within the SMEs is executed by the owner and rarely
selects the specialists in the field.

For many companies, especially SMEs at the consolidation stage, making the right marketing
decision is very difficult, which influences the rate of revenue growth and the position of the SME on
the market (business sustainability).

The specificity of marketing, including the digital one, in SMEs is determined by two main
factors. First, by contacting SMEs, the client is in close action with the manager and business owner,
which is not characteristic of large companies. This fact determines the availability of direct feedback
from consumers of goods and services, allowing immediate decision-making for the current activity,
compared to large companies, where the adoption of most decisions goes through a long negotiation
phase. Mobility in decision-making when working with consumers has the advantage of small
businesses, but the price of incorrect decision is higher.

Secondly, an important factor that determines the advantage of SMEs is the ability to constantly
change and adapt quickly to new market requirements and conditions. Continuous competition for
survival, proximity and dependence on buyers and suppliers, the need to constantly think about
reducing costs and others does not leave the possibility that a small business is not concerned about
its development. As a result, the issue of constant innovation, use and modification of marketing tools
when working with consumers becomes a matter of "life and death" for SMEs. To a large extent this
differentiates small businesses from large enterprises, where the implementation of any innovation
almost always turns into a long-term process.

At the same time, most of the SMEs in the Republic of Moldova do not work online now.
Customers visiting a store or office are more likely to use the "door" or phone to complete a purchase.
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Obviously, digital marketing can help a business grow, find new customers in the un-covered market
segments.

The research shows that within the strategies that can be approached in the digital
environment, it must start from defining the goals of the organization, established according to
marketing research to identify the categories of consumers. Of a particular importance for the success
of the business is the strategic vision of the entrepreneur, the development of the general strategy
and the short and long-term marketing strategy, the identification of the specialized niches, etc.

CONCLUSIONS AND RECOMMENDATIONS

The results of the study showed that entrepreneurs do not pay serious attention to
digitalization of business processes, data collection and analysis, optimization of work processes and
control of key indicators. As a result, management decisions are made intuitively.

Many entrepreneurs continue to underestimate the role and importance of marketing and are
limited to using only individual elements of marketing or, at best, its individual complexes. This means
that the adoption and implementation of management decisions is carried out without marketing
justification, which jeopardizes the stability and long-term business. Underestimation of the
importance of marketing activities creates a significant risk, generates unreasonable solutions

Due to the lack of marketing strategy and resources the owners of SMEs tend to favor marketing
activities that generate immediate or short-term results. SMEs are generally inclined to use
traditional technologies instead of the updated ones, which are also cheap and easy to use, they do
not use the full potential of the new digital tools, and so are not deriving benefit from the
opportunities they provide.

The main problems identified based on the sociological study carried out, in the marketing
activities of SMEs in the Republic of Moldova are the following:

* Low level of competence of entrepreneurs in the field of marketing

« Lack of data collection and analysis tools

» The impossibility of a qualitative evaluation of the marketing activities without an analytical
database based on statistical data

e Lack of understanding of modern marketing tactics and strategies

* The use of DM technologies in a classical way, without analyzing the efficiency.

¢ Lack of quality management.

¢ Lack of managing the company's image on the Internet.

 Lack of an integrated approach to the company's promotion and development strategy.

Some of these problems are quite difficult to solve at the level of individual SMEs, which
indicates the need to make changes to existing forms of support for small and medium-sized
businesses at the institutional level. It is worth paying attention to the development of marketing
support for SMEs, especially at the stage of formation.

Based on the study conducted, some recommendations for improving the marketing are
proposed, including the DM strategies within the SME.

¢ SMEs need to pay greater attention to the digitalization of internal processes and the
implementation of software as a basis.

o It is necessary to identify the profile of the target audience, the most efficient communication
channels and the most promising business segments based on statistical (analytical) data.

¢ Increased competence of entrepreneurs in the field of marketing.

¢ The use of DM technologies, taking into account the technical capabilities of collecting the
information they offer.

» Correct targeting, which does not aim at wide coverage, but at a higher quality point and
quality.

* Develop a short-term and long-term strategy to promote the SME, its products and services.

* Comprehensive and consistent use of different communication channels.

* Managing the company's image on the Internet through Feedback.

Marketing trainings may help small business owners understand the importance of DM and
increase their capabilities in using various tools.
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