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Abstract. This paper aims to identify digital marketing elements, to analyze and to study the industry’s 

degree of knowledge regarding digital marketing, as well as the degree of use of digital technology in the 

marketing mix of small and medium enterprises(SME’s) in Romania. First of all, the basic concepts of digital 

marketing will be defined and analyzed: e-bussines, e-commerce and e-marketing, and then, in order to 

identify the degree of knowledge of these elements as well as the degree of use in the promotion process, a 

statistical research was carried out which had the following objectives: to determine the degree to which SMEs 

in Romania know the concepts of digital marketing; to identify whether these organizations have developed 

digital marketing strategies; to identify whether there are people or groups of people who are responsible for 

digital marketing activities at the organization level. 

1. Introduction 

We are witnessing today, in a world based on real-time 

communications, the emergence of new challenges that 

benefit some and disadvantage others. Thus, the 

information society, one of the most important factors of 

the business environment, has made it possible, through 

digital marketing, for real mutations to appear in everyday 

life that we would not even have thought about a few years 

ago. 

In a dynamic world marked by rapid technological and 

economic change, SME’s have to adapt and seek new 

ways to improve their business [1]. While customer 

requests are on the rise, companies are forced to do more 

with the same or even fewer resources. 

Micro, small and medium-sized enterprises (SME) 

play an important role in today’s society and economy, 

since they represent 99% of all enterprises in the 

European Union (EU) [2].  

They have always been a central pillar of  economic 

and social life of any country, underpinning the 

development of the economy and making a major 

contribution to growth and job creation. The innovative 

potential, dynamism, flexibility, adaptability and mobility 

are some of the characteristics that SMEs have and which 

are considered essential for the development of the 

economy of any country. Starting from these things, and 

wishing to build a strong economy, the European Union 

aims to strengthen the entrepreneurial spirit and create 

conditions for the development of innovative practices 

that ultimately increase the performance of SMEs [3]. 

Marketing and marketing specialists, today need to be 

open minded and to interlink their efforts with those of 

their IT colleagues to create profitable synergys that help  

improve the implementation of marketing strategies and 

to reward efforts in this regard by obtaining the necesary 

feedback in real time in order to establish future directions 

[4]. 

The elements behind this study stem from the 

companie’s confusion about the differences between 

concepts of : digital marketing, e-marketing, e-business 

and e-commerce. Often, those terms overlap, but 

marketing specialists share the oppinion that the term 

digital marketing is more comprehensive and its scope of 

application includes e-business elements (IT 

infrastructure through which the organization's business 

strategy is implemented), e-commerce (purchasing and 

selling) and e-marketing (efforts to promote and sell 

services on the Internet). 

Based on the literature there are clear research  gaps in 

the field of E-Marketing especially in the areas of E-

Marketing  performance  as  well  as  E-Marketing  

adoption  in  Small  Business  enterprises  (SBEs).  To  fill  

such gaps , there is a need for conducting more research 

to investigate the relationship between implementing E-

Marketing and SMEs performance [5]. 

In the paper of [6] results suggest that e-business use 

emerges from technological and internal organizational 

resources rather than from external pressure. In addition, 

results show that e-business use contributes positively to 

firm performance through organizational innovation. 

SME has bright future when they can take an 

advantage of information technology [7]. Beside cost 

reducing, they can reach wider market share. E-commerce 

is one of the solution to promote SME products. It was not 

enough to implement ecommerce without consider the 

success factor [8]. 

Starting from this information, the present paper aims 

to identify the current level of penetration and the degree 

of knowledge of the digital marketing elements as well as 
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the degree of use of digital technology in the promotion 

process carried out in SMEs in Romania, as we consider 

that these elements can lead to increasing organizational 

performance . 

2. Methodology 

The main research method used was the survey, and the 

main  research tool, the questionnaire. Several types of 

closed questions, as well as appreciation scales, were used 

to design the questionnaire. 

The most costly and most prone to error is the 

information gathering stage. In the case of investigations, 

there are four types of problems that we certainly took into 

consideration, namely: they do not answer honestly, they 

are hard to get by, they are dishonest  and they do not 

respond at all. 

To obtain the raw data, research based on the 

questionnaire was used. The tool used was the online 

questionnaire, considering it to be more appropriate to the 

subject of the paper, it is easy to manage and complete, 

cost management is reduced compared to other survey 

tools, the advantage of overcoming spatial and temporal 

areas [9]. In addition to these advantages, the on-line 

questionnaire also has some limitations: it is a self-

administered questionnaire because additional 

explanations may be needed on how to fill in the 

questions, managing the online questionnaire can not be 

controlled and supervised by an interviewer and due to the 

lack of the interviewer, abandonment of the questionnaire 

completion can be recorded. 

The questionnaire was designed and designed to meet 

the proposed objectives. For the final form of the 

questionnaire, a small group of specialists, both in digital 

marketing and in statistical surveys, was consulted 

resulting in several improvement loops, until the final 

form was sent to the respondents. This final form of the 

questionnaire contains a total of 32 questions, but in this 

paper only the answers from some of them are used, as the 

rest will be the subject of another research. 

In order to draw the appropriate conclusions, in the 

information analysis step, the collected data will be 

analysed using the IBM-SPSS program, dedicated to  

statistical study. 

3. Results 

As stated before, the questionnaire was sent directly by 

the team members to small and medium size romanian 

companies and the rate of response was above 

expectations. Small companies with less than 9 employees 

and a turnover of less than 2 million Euro account for  

48.6% of all the completed questionnaires. The other half 

of the responses is divided among small enterprises with 

no more than 49 employees that account for 22.9% of 

answers, medium enterptises with no more than 249 

employees that account for 25.7% of all respondents and 

non-proffit organizations that represent only 2.9% off our 

sample. 

When analysing the business sectors of the respondent 

companies we can see that the best represented sector is 

IT&C accounting for 20% of the companies while 

construction and commerce account for 11.4% of 

respondents each. All other sectors represent less than 

10% of the sample and are not especially mentioned. The 

fact that more than 30% of the respondent companies 

come from IT&C and commerce that are two fields that 

should heavily rely on digital marketing as the main 

channel for promoting their products should be 

considered when analysing the overall results. 

A very important metric for our study consists of the 

age of the company, as we expect that younger companies 

will use digital marketing to a more extended degree than 

the well established older competitors. This is due to the 

fact that younger companies ten to be entrepreneurial, 

dynamic and have smaller marketing budgets. On the 

other hand, older companies tend to have larger marketing 

budgets and this allows them to have a strong online 

presence and also a larger number of years of presence in 

the market should allow them the time to consolidate their 

online footprint. In our sample 34.3% of the respondent 

companies were formed between 2000 and 2009 and have 

been on the market for more than 10 years. Only 20% of 

them were formed in the recent years, starting with 2010 

and the other categories are made up by companies that 

were set up between 1990 and 1999 and account for 

21.9% of the sample while companies with more than 30 

years in the market account for 23.9% of respondents.  

Then we asked the respondents to asses their online 

presence on a scale from 1 to 5. As expected we found a 

relatively strong online presence with more than 50%  of 

the companies evaluating their online presence with 4 and 

5. 19.4% of all companies said that they have a medium 

presence online while the other 30.5% a low one. 

Investigating further we found that out of the 50% of 

companies that assessed their online presence as high, the 

larger part were older companies, established before 

1990.  This category accounted for 38.9% of the 

respondents while only 5.6% of them were companies 

established after 2010 as shown in Fig.1. 

 

Fig.1. Companies with strong online presence 

 Even if it was expected than younger companies 

would be more inclined to using modern digital marketing 

tools, it is clear that in the case of well established 

companies the extra time and the availability of founding 

had a larger influence on the use of digital marketing.  

On the other side, among companies that reported a 

low online presence, 44.4% were companies established 

after 2010 and 33.1% were companies established 
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between 2000 and 2009. Of the companies that reported a 

low online presence only 10% were established prior to 

1990. 

In Fig.2. we can see that companies established before 

200 have reported a better online presence than the 

younger competitors that reported only a medium and 

weak position.  

When asking about the existence of a digital 

marketing strategy in the company, 40% of the 

respondents answered that they don`t have a digital 

marketing strategy implemented and among them 53% 

said that such a strategy will be developed and 

implemented. Out of the companies that reported not 

having a digital marketing strategy, 57.3% are young 

companies established after the year 2000.  
Most of the copanies in the sample, 71.4%, reported to 

have one or more employees that are responsable for 

digital marketing activities. The rest of 21.4% use 

outsourcing in order to coordinate the digital marketing 

activity and 7.1% do not have anyone responsable for this 

type of activity. Out of all the companies 35.7% reported 

to employ a person responsable for all types of activities 

(e-business, e-commerce and e-marketing), 28.6% only 

have a person responsable for e-marketing activities and 

7.1% of them have a person responsable for e-commerce 

activities.  
When asked how familiar the marketing manager is 

with the terms of ebusiness, e-commerce and e-marketing 

we found that most of them knew what e-commerce and 

e-marketing mean. In the case of e-marketing, 57.3% of 

the respondents said they are familiar or very familiar 

with the term while only 17.2% admitting to having 

limited knowledge of the meaning of the term. In the case 

of e-commerce 53.6% of managers reported a good and 

very good understanding of the term meaning and 21.3% 

reported being less familiar with the term. Regarding e-

business, the level of knowledge reported by managers is 

lower than for the other two terms. Only 46.4% of them 

reported to be familiar or very familiar with the meaning 

of e-business, while 3.6% of them admitted to have never 

heard of the term.  

 

Fig.2. Distribution of companies by online presence 

Out of the managers that reported a strong knowledge 

of the three terms of e-business, e-commerce and e-

marketing, 21% reported a medium online presence and 

not having a digital marketing strategy in place but willing 

to implement one in the next year. In all those cases the 

answers came from young companies established after 

2010 and we can assume that the lack of time or a tight 

marketing budget are the factors affecting their moderate 

usage of modern digital marketing techniques. 

When asked if there is any difference between the 

meaning of the terms ebusiness, e-commerce and e-

marketing, 75% of the managers reported they consider 

that there are differences between the three terms and 25% 

of them admitted to not know if there are differences. All 

of the 25% of the managers that did not know wether there 

are differences among the three termms, also reported to 

be less familiar or have medium knowledege about each 

of the terms.   

In order to asses the degree of penetration of new 

digital marketing techniques within the companies we 

asked the managers witch of the digital marketing 

components ( PPC campaigns; Social Media campaigns; 

Display Advertising; SEO; Content Marketing; E-Mail 

Marketing; Website; Mobile…) ranks the first when 

ordered by budget. Not surprisingly, almost 43% of the 

respondents said that website maintenance and 

improvement have the largest budget out of all digital 

marketing components. Other three components came at 

closed results.  PPC campaigns have the largest budget in 

the case of 14,3% of the respondents and for 13,9% and 

13,4% of them, Social Media campaigns and Display 

Advertising campaigns rank the first  in terms of money 

spent by the company for digital marketing. 

4. Conclusions 

Our study’s main goal was to to identify the main digital 

marketing elements and to study and analyze the 

industry’s degree of knowledge regarding digital 

marketing, as well as the degree of use of digital 

technology in the marketing mix of SMEs in Romania.  

For this purpose we used a questionnaire that was sent to 

a large number of companies and the results were 

analysed by the team in order to draw conclusions on the 

main factors that influence the use and adoption of digital 

marketing techniques. 

We aimed at profiling the companies that regularly use 

digital marketing elements in promoting their products 

and at understanding what are the key characteristics of 

those firms. 

We found out that digital marketing is a fairly new 

concept for the Romanian managers and that only around 

53% of them are familiarized with terms from digital 

marketing. Surprisingly, 21% of the managers that 

reported a strong knowledge of the three terms of e-

business, e-commerce and e-marketing and understood 

the importance of on-line presence, also reported a 

medium online presence and not having a digital 

marketing strategy in place in their companies. When 

asked if there is any difference between the meaning of 

the terms ebusiness, e-commerce and e-marketing, 25% 

of the respondents admitted to not know if there are 

differences.  

We found out that more than 50% of the companies 

consider to have a relatively strong online presence and 

out of them the larger part were older companies, 
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established before 1990.  The older companies made up 

for around 39 % of the high online presence respondents. 

Those findings tell us that even if it was expected that 

younger companies would be the category that used 

modern digital marketing tools the most, it is clear that in 

the case of well established companies the extra time and 

the availability of founding had a larger influence on the 

use of digital marketing techniques.  

In order to strengthen our conclusion on the limited 

penetration of digital marketing techniques in Romanian 

SMEs, the main focus in terms of allocation of funds in 

those companies is the maintenance and improvement of 

website and not the newest and more sophisticated 

categories of mobile marketing or content marketing. 
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