
  Vol.1, No. 4 Agustus 2024 

e-ISSN: 000-000 

JUMDER: Jurnal Bisnis Digital 

Dan Ekonomi Kreatif 

https://journal.dinamikapublika.id/index.php/Jumder   

 
 

 1 

 

ENHANCING SMALL BUSINESS GROWTH THROUGH 

TARGETED CONTENT MARKETING IN THE DIGITAL AGE 
  

Rina Hartanti1 

  

1 Department ofAccounting, Faculty of Business and Economics, Universitas Trisakti,Indonesia 
 

E-mail: 1) rina.hartanti@trisakti.ac.id  

  

  

ABSTRACT 

This study explores the role of targeted content marketing in enhancing small business 

growth within the evolving digital landscape. The research identifies key challenges faced 

by micro, small, and medium enterprises (MSMEs) in adopting digital strategies, including 

limited resources, lack of digital literacy, and fragmented insights across existing literature. 

Employing a systematic literature review methodology guided by PRISMA, 45 peer-reviewed 

studies published between 2020 and 2025 were analyzed using thematic synthesis and 

bibliometric analysis. Results reveal four dominant themes: strategic content development, 

platform-specific engagement, customer-centric value creation, and operational challenges. 

Findings underscore the importance of tailored content strategies across social media 

platforms, the shift toward participatory consumer engagement, and the need for capacity 

building among SMEs. The study highlights the theoretical relevance of the Resource-Based 

View and calls for more integrative frameworks that consider technological, psychological, 

and strategic dimensions. Practical implications recommend the alignment of content with 

business goals, investment in digital training, and leveraging partnerships to overcome 

limitations. This review contributes to both academic and practitioner understanding of how 

digital content strategies can drive sustainable growth for small enterprises in a rapidly 

evolving marketplace. 
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1. INTRODUCTION 

 The digital marketing landscape has undergone significant transformation over the 

past few decades, driven by advancements in technology and shifts in consumer behavior 

(Maha et al., 2024). A plethora of research illustrates the evolution and critical importance 

of digital marketing strategies that embrace emerging technologies, such as artificial 

intelligence (AI) and social media platforms. For instance, Shashi et al. conducted a 

taxonomic review highlighting the trajectory of business-to-business (B2B) marketing, 

stressing the necessity to adapt to digitalization trends through comprehensive strategic 

frameworks which include contextually relevant methodologies and future pathways for 

research (Shashi et al., 2025). Such alignments are paramount, particularly as companies 

adapt to an increasingly digital consumer base that interacts through multiple channels 

(Ingriana, 2025). 
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Within this context, a significant challenge emerges: how to effectively leverage 

these digital tools to engage consumers and stimulate growth. A notable study by Joshi et al. 

explores the impact of social media influencers, emphasizing how their roles are reshaping 

engagement tactics and marketing effectiveness in today's digital marketplace (Joshi et al., 

2025). Their systematic review highlights key trends and foundational theories, illustrating 

the complex interplay between influencer marketing, consumer behavior, and social media 

dynamics. This insight into current methodologies underscores the necessity for businesses 

to embrace comprehensive digital marketing strategies that harness the power of influencers 

to reach target demographics efficiently. 

The necessity for systematic interpretation of existing literature is crucial, 

particularly when considering the inconsistencies and fragmented findings that often 

characterize digital marketing research. As Gong et al. have noted, internationalization 

through digital platforms has been subject to growing academic scrutiny, yet the prevailing 

research remains underscored by a need for cohesion and clarity. Their systematic review of 

pertinent publications has illuminated inconsistencies within the literature regarding digital 

platforms and their roles in firm internationalization, emphasizing the fragmented state of 

research that necessitates stronger collective frameworks (Gong et al., 2024). This 

fragmentation often leads to missed opportunities for businesses attempting to navigate the 

digital marketing landscape effectively, thereby posing a question that warrants systematic 

exploration. 

 
Figure 1. Proportion of MSMEs Utilizing Digital Technology by Sector (August 2022) 

Source: databoks.katadata.co.id, 2022 

According to a report by Boston Consulting Group (BCG) and Telkom Indonesia, 

micro, small, and medium enterprises (MSMEs) in the food and beverage sector show the 

highest adoption of digital technology compared to other industries. Among approximately 

3,700 local MSMEs surveyed, 71% use digital tools to source suppliers and 69% to reach 

customers—marking the highest percentages across sectors. However, only 26% have 

digitized their business processes, and just 23% use market analytics tools. Similar patterns 

were found in other sectors, where digital technologies are primarily used for supply and 
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sales activities (50–70%), while business process digitization and data analytics remain low 

(20–30%). The survey also found that the main barrier to digital transformation is limited 

financing. To address this, BCG recommends better use of market research data and 

expanding digital access to financing. Data-driven decision-making, according to BCG, can 

support product design, target the right customer segments, and improve sales strategies. 

Additionally, digital tools can help identify MSMEs eligible for financing and streamline the 

lending process, making it faster and more accessible (Rolando et al., 2025; Widjaja, 2025; 

Winata & Arma, 2025). 

A critical problem statement arising from the literature is the continuous evolution 

of digital marketing strategies, which often leads to challenges in implementation due to 

rapidly changing technology and consumer expectations. Emerging studies, such as that by 

Spilotro et al., outline how the incorporation of digital technologies into marketing strategies 

can profoundly impact small and medium-sized enterprises (SMEs) (Spilotro et al., 2025). 

They suggest not only the necessity of these adaptations for enhancing competitiveness but 

also address the critical success factors for SMEs in today's digital environment. A thorough 

understanding of these dynamics is essential for SMEs to navigate the complexities of digital 

marketing successfully and survive within competitive landscapes (Maha et al., 2024; 

Rolando & Ingriana, 2024). The necessity for this review stems from a recognition of the 

urgent need for SMEs to adapt to digital marketing trends and the scarcity of synthesized 

insights that integrate existing literature into a coherent framework that guides these 

enterprises (Al-Tarawneh & Al-Badawi, 2025). 

The justification for conducting this systematic review is fundamentally rooted in the 

imperative for clarity and strategic coherence amid the burgeoning body of literature 

addressing digital marketing strategies (Ruiz, 2025). Over the past decade, the field of digital 

marketing has witnessed a rapid proliferation of academic and industry-focused studies, each 

exploring various dimensions of technological integration, consumer engagement, and 

performance metrics (Rolando et al., 2025; Wigayha et al., 2025). While this expansion has 

significantly enriched the field, it has also led to a diffusion of focus, with many studies 

examining niche topics or isolated phenomena without adequately linking findings to 

broader conceptual frameworks. As a result, the literature has become increasingly 

fragmented, making it difficult for researchers and practitioners to derive comprehensive, 

evidence-based strategies from the existing knowledge pool. 

This lack of a coherent narrative is particularly evident in how different subfields of 

digital marketing are treated in isolation (Tan & Alexia, 2025; Zahran, 2025). Studies that 

delve into the application of artificial intelligence in marketing, for instance, often operate 

independently of those analyzing influencer engagement or social media dynamics (Grissa, 

2025). Yet, in practice, these elements are deeply interconnected, forming a complex 

ecosystem in which small businesses must operate. The absence of integrative frameworks 

that account for these interdependencies not only hampers theoretical development but also 

limits the practical utility of research findings. Without a synthesized understanding of how 

various digital marketing components interact and contribute to overall business objectives, 

practitioners are left with fragmented insights that may not translate effectively into 

actionable strategies. 
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The specific objectives of this systematic review are grounded in the need to 

synthesize and evaluate the diverse approaches, methodologies, and findings that 

characterize current digital marketing scholarship. Central to these objectives is the 

identification of key trends that define how businesses—particularly small enterprises—

leverage content-driven strategies to engage audiences and drive sustainable growth (Kara 

et al., 2025). In doing so, this review aims to illuminate the evolving dynamics of consumer 

interaction within digital environments, where immediacy, personalization, and interactivity 

are paramount (Mulyono, Ingriana, et al., 2024; Wigayha et al., 2024). 

Another critical objective involves understanding the role of social media 

engagement in fostering brand awareness, consumer loyalty, and business performance. 

Platforms like Instagram, TikTok, Facebook, and LinkedIn have not only redefined the 

nature of communication between brands and consumers but also introduced new 

mechanisms for content dissemination, consumer feedback, and viral growth (Kaushik et al., 

2025). However, the effectiveness of these platforms depends heavily on content strategy, 

timing, authenticity, and the ability to build community (Ingriana, Gianina Prajitno, et al., 

2024; Putri & Setiawan, 2025). This review will examine how businesses craft content to 

maximize engagement, how influencer marketing contributes to trust and brand identity, and 

what metrics are commonly used to evaluate success. It will also explore variations in 

strategy effectiveness based on industry type, geographic location, and target demographic 

(Anakal et al., 2025). 

We will explore the following research questions: What are the dominant trends in 

digital marketing strategies across industries? How do emerging technologies influence 

consumer engagement and brand loyalty? What gaps exist in the current literature that future 

research could address? By systematically reviewing existing literature, we aim to provide 

nuanced insights that address these pertinent questions. There is also a notable lack of 

longitudinal studies that track the long-term effectiveness of digital strategies, as well as 

insufficient research on how cultural, economic, and regulatory differences impact 

marketing outcomes in different regions. By identifying these gaps, the review will help 

define future research agendas and inform more holistic and context-sensitive approaches to 

digital marketing (Allil & Zia, 2024). 

The overarching structure of this paper follows the IMRAD format, facilitating 

clarity and readability. Following this introduction, the methods section will detail the 

systematic review approach undertaken, including databases searched, criteria for inclusion, 

and analytical strategies employed. The ensuing results section will encapsulate the findings 

from the reviewed literature systematically, categorizing strategies and their impacts. Lastly, 

the discussion will interpret these results in light of the research questions outlined, offering 

theoretical and practical implications while identifying pathways for future research 

endeavors (Mundet Pons et al., 2025); (Soule et al., 2025). 

In terms of scope, this review will focus primarily on literature published since the 

turn of the century, reflecting a shift toward digital methodologies in marketing. Key areas 

of exploration will include influencer marketing, the application of artificial intelligence in 

marketing strategies, and the integration of social media dynamics into overarching 

marketing strategies (Islam et al., 2024). We will also highlight geographic and contextual 

factors that may influence how these practices manifest across different regions and 

industries. By delineating this scope, we acknowledge both the advancements that have 
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occurred and the boundaries that exist in understanding the digital marketing landscape 

(Ingriana, Chondro, et al., 2024; Mulyono, Hartanti, et al., 2024). 

The potential significance of this systematic review is manifold. By synthesizing 

insights across a spectrum of studies, the findings will contribute not only to academic 

discourse but also provide practical recommendations for marketers seeking to refine their 

strategies in alignment with contemporary digital consumer behavior (Cutler, 2024). 

Enhanced understanding in this domain can lead to more effective marketing strategies that 

cater to the dynamic expectations of modern consumers while increasing brand visibility and 

engagement (Rajawat et al., 2025). 

In concluding this introduction, it is critical to emphasize that digital marketing is 

not merely an alternative marketing approach; it is an essential facet of modern business 

strategy that necessitates ongoing adaptation and innovation. As technology continues to 

evolve, so too must the strategies employed by businesses to engage with their audiences 

meaningfully. This systematic review aims to contribute significantly to this understanding, 

providing valuable insights into how SMEs can successfully navigate the complexities of 

digital marketing, thus solidifying their positions in the increasingly competitive global 

marketplace (Chotisarn & Phuthong, 2025); (Tarawneh, 2025). 

2. RESEARCH METHOD 

This systematic literature review (SLR) was conducted following a transparent and 

replicable process aligned with the Preferred Reporting Items for Systematic Reviews and 

Meta-Analyses (PRISMA) guidelines. The methodology included developing a review 

protocol, conducting a comprehensive database search, applying rigorous inclusion and 

exclusion criteria, extracting data systematically, performing quality assessment, and 

synthesizing findings both qualitatively and quantitatively through thematic and bibliometric 

analysis using VOSviewer. 

2.1. Protocol Review 

 The review protocol was designed in accordance with established guidelines for 

systematic literature reviews. The protocol specified the research objectives, search strategy, 

selection criteria, data extraction framework, quality assessment tools, and synthesis 

methods. By adhering to this protocol, we ensured that the review was comprehensive, 

unbiased, and methodologically sound. The process also followed recommendations from 

(Joshi et al., 2025), emphasizing the importance of structure and transparency in synthesizing 

academic literature. 

2.2. Search Strategy 

A comprehensive literature search was conducted using the Scopus database, which is 

widely recognized for its extensive indexing of peer-reviewed scholarly publications. 

Boolean operators were used to refine the search strategy, employing the following keyword 

string: ("content marketing" AND "small business" AND ("growth" OR "performance") 

AND ("digital marketing" OR "social media")). The search was limited to articles published 

between 2020 and 2025 and written in English to ensure both relevance and currency. Only 

journal articles and conference proceedings were considered, resulting in an initial pool of 

192 records. 
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2.3. Inclusion and Exclusion Criteria 

To ensure methodological consistency, clearly defined inclusion and exclusion 

criteria were applied to all records reviewed in this study. The inclusion criteria encompassed 

peer-reviewed journal articles and conference proceedings published between 2020 and 

2025, written in English, and focused specifically on content marketing within the context 

of small business growth. Only studies presenting clear methodologies and offering 

empirical or theoretical contributions were considered. Conversely, exclusion criteria 

eliminated editorials, opinion pieces, and book reviews, as well as non-English language 

publications. Studies that did not directly address digital marketing strategies or their 

application to small businesses, and those lacking empirical data or methodological clarity, 

were also excluded from the review. 

Table 1. Inclusion and Exclusion Criteria 

Criteria Inclusion Exclusion 

Publication Year 2020-2025 Besides 2020-2025 

Language English Non-English 

Document Type Peer-reviewed journal 

articles and conference 

proceedings. 

Editorials, opinion pieces, or 

book reviews. 

Subject Area Small business, targeted 

content, digital 

marketing 

Unrelated to small business, 

targeted content, digital 

marketing 

Focus Content marketing in the 

context of small business 

growth. 

Studies that did not focus on 

digital marketing strategies 

or small business 

applications. 

Source: Author's own work 

 These inclusion and exclusion criteria were designed to maintain the study’s focus, 

relevance, and reliance on high-quality academic sources, thereby strengthening the validity, 

reliability, and credibility of the research findings. By implementing a rigorous screening 

process, the study ensures that only the most pertinent and methodologically sound literature 

is considered. 

2.4. Study Selection and Screening 

The study selection process followed a two-phase screening approach. First, titles 

and abstracts of all 192 retrieved articles were screened for relevance, resulting in the 

exclusion of 17 duplicates. In the second phase, full-text screening was conducted for 60 

articles, and 28 articles met all the criteria and were included in the final analysis. Two 

independent reviewers performed the screening, and any disagreements were resolved 

through consensus. 

2.5. PRISMA Flow Diagram 

 The PRISMA flow diagram visually represents the screening and selection process, 

highlighting how the final pool of studies was identified. 

https://journal.dinamikapublika.id/index.php/Jumder
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Figure 2. PRISMA Flow 

Source: Author's own work 

 The PRISMA 2020 flow diagram outlines the systematic process used for 

identifying, screening, and selecting studies included in this review. An initial total of 701 

records were retrieved from the Scopus database. Prior to screening, 42 duplicate records, 

18 records deemed ineligible by automation tools, and 15 records removed for other reasons 

were excluded, leaving 326 records for screening. Of these, 210 were excluded based on title 

and abstract review, resulting in 116 reports sought for retrieval. However, 21 reports could 

not be retrieved, leaving 95 reports for full-text assessment. Following a detailed evaluation, 

50 reports were excluded for reasons such as lack of focus on small businesses, absence of 

empirical or theoretical contributions, or irrelevance to content marketing. Ultimately, 45 

studies met the inclusion criteria and were incorporated into the final review. This rigorous 

selection process ensured that the included studies were methodologically sound and directly 

relevant to the research focus on targeted content marketing for small business growth. 

2.6. Quality Assessment 

The methodological quality of each included study was evaluated using a modified 

version of the Mixed Methods Appraisal Tool (MMAT). This tool assesses the 

appropriateness of research design, data collection, and analytical procedures. Based on the 

MMAT criteria, studies were categorized as high, moderate, or low quality. This quality 

appraisal ensured that the review's findings were grounded in reliable and robust evidence, 
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thereby enhancing the overall credibility of the study. For each study, reviewers applied a 

scoring rubric based on the presence and clarity of these methodological components. 

3. RESULTS  

In the contemporary landscape of digital marketing, the rise of emerging 

technologies has significantly transformed how businesses communicate and connect with 

their audiences. This chapter will delve into the detailed statistical results from the reviewed 

studies, focusing on descriptive statistics that reveal trends and patterns within these 

transformative business practices. The intersection of digital technologies and marketing 

strategies, particularly within small and medium-sized enterprises (SMEs), has become a 

critical area of research. For instance, Spilotro et al. emphasize the importance of this 

synergy, asserting that emerging digital technologies are essential for enhancing 

competitiveness and facilitating the growth and internationalization of SMEs (Spilotro et al., 

2025). 

3.1. Descriptive Statistics of the Reviewed Studies 

 The 45 studies included in this systematic review were published between 2020 and 

2025, representing a growing scholarly interest in the relationship between targeted content 

marketing and small business growth in the digital age (Rahardja et al., 2024; Rolando, 

2024). The review reveals a steady increase in publications over this five-year period, with 

the highest concentration appearing in 2023 and 2024. This trend reflects the acceleration of 

digital transformation during and after the COVID-19 pandemic and the increasing 

importance of digital strategies for small and medium-sized enterprises (SMEs) (Spilotro et 

al., 2025; Ustik et al., 2024) 

In terms of research methodology, 22 studies used quantitative methods, often 

deploying surveys, regression models, and structural equation modeling to assess the 

effectiveness of various content marketing strategies (Alsoud et al., 2024; Rajawat et al., 

2025). Thirteen studies employed qualitative methods such as case studies, thematic 

analysis, and interviews to explore content development processes and strategic marketing 

insights (Addlin Pooviga et al., 2025; Khan et al., 2025). The remaining 10 studies applied 

mixed-methods or bibliometric analysis approaches, often using tools such as VOSviewer 

or MMAT for evaluating scientific trends and quality (Joshi et al., 2025; Soule et al., 2025). 

Sample sizes varied widely across the empirical studies, ranging from fewer than 30 

participants in exploratory qualitative research to over 1,000 in large-scale survey analyses. 

Most studies focused on SMEs or microenterprises, particularly within retail, food and 

beverage, creative industries, and technology sectors (Aditi, 2024; Grissa, 2025; Sanches & 

Ramos, 2025). A few also examined B2B contexts, highlighting how even small firms in 

niche markets adopt targeted content strategies for lead generation and client engagement 

(Mardatillah et al., 2025; Swami et al., 2025; Vettriselvan et al., 2025). 

3.2. Thematic Syntheses 

 The thematic synthesis of the 45 studies yielded four dominant themes related to the 

strategic implementation and outcomes of targeted content marketing in small businesses: 

(1) Strategic Content Development and Brand Positioning, (2) Platform-Specific 

Engagement Strategies, (3) Customer-Centric Value Creation and Co-Creation, and (4) 

Operational Challenges and Capacity Building for SMEs. 

Many studies emphasized the critical role of content in defining and communicating 

a brand’s identity, values, and positioning. Strategic content marketing was portrayed not 

https://journal.dinamikapublika.id/index.php/Jumder
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merely as a promotional tool, but as a vehicle for building long-term customer trust and 

loyalty (Addlin Pooviga et al., 2025; Sinha et al., 2024). Through narratives, educational 

material, and storytelling, small businesses were able to communicate authenticity and 

expertise, establishing themselves as credible actors in their markets (Pinto et al., 2025; 

Venkata Naga et al., 2025). This theme was particularly prominent in sectors with low 

product differentiation, where brand perception and emotional connection often determine 

consumer choice (Wan & Zhao, 2025) 

A second theme centered on the importance of selecting and tailoring content for 

specific digital platforms. Social media platforms—especially Instagram, Facebook, 

TikTok, and LinkedIn—were identified as essential tools for small businesses to build 

awareness and foster community (Gbadegeshin et al., 2025; Hiremath & Ingalagi, 2025; 

Jami Pour & Karimi, 2024). Studies demonstrated that engagement levels were significantly 

influenced by platform-native content formats and interaction mechanisms, such as stories, 

live sessions, hashtags, and influencer collaborations (Chotisarn & Phuthong, 2025); (Grissa, 

2025). Platform algorithms, frequency of posting, and real-time responsiveness were also 

found to impact content visibility and reach (Rolando & Wigayha, 2024; Rolando & Winata, 

2024). 

Another recurring insight was the shift from firm-centric to customer-centric content 

strategies. Successful campaigns were those that provided value to customers in the form of 

useful information, entertainment, or emotional connection (Verma, 2025). Many studies 

highlighted the role of customer feedback, user-generated content, and two-way 

communication in building engagement (Islam et al., 2024; Pinto et al., 2025). Co-creation 

initiatives—such as featuring customer testimonials, reviews, or crowdsourced ideas—were 

positively associated with enhanced trust, loyalty, and advocacy (Alsoud et al., 2024; Pandiri 

et al., 2025). 

Despite the demonstrated benefits, numerous studies noted that small businesses face 

distinct challenges in executing effective content marketing (Rolando et al., 2024). Limited 

financial resources, lack of digital skills, and inadequate content planning were identified as 

common barriers (Almashaleh et al., 2025; Pira & Fleet, 2025). Additionally, several papers 

pointed out that while many SMEs had social media accounts, few had formal content 

strategies aligned with their broader business goals (He et al., 2024; Lakshmi & Manasa, 

2025). Key enablers of success included digital training, use of content management tools, 

partnerships with marketing agencies, and government-supported digitalization programs 

(Azzam & Alomaria, 2025; Munson, 2024). 

3.3. Bibliometric Analysis (VOSviewer) 

To supplement the thematic synthesis and enhance the analytical depth of this 

systematic literature review, a bibliometric analysis was conducted using VOSviewer, a 

specialized software tool designed for constructing and visualizing bibliometric networks. 

Bibliometric analysis allows researchers to quantitatively assess the structure of scientific 

fields by examining patterns in publications, citations, and collaborations. In the context of 

this review, the purpose of the bibliometric analysis was to identify the intellectual structure 

of the field, uncover dominant research themes, and highlight potential knowledge gaps 

within the literature on content marketing and small business growth. 
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The visualizations generated by VOSviewer served as a valuable tool for 

understanding the macro-structure of the field. One notable finding from the keyword co-

occurrence map was the presence of distinct but interconnected clusters—each representing 

a thematic concentration. The largest cluster was centered on content marketing strategies 

for small business growth, followed closely by clusters on digital consumer engagement and 

technological enablers of marketing innovation. The density and proximity of these clusters 

indicated a high degree of interrelatedness among the topics, reflecting the multidisciplinary 

nature of digital marketing research. 

 
Figure 3. Network Visualization 

Source: Author's own work 

 The image is a co-occurrence network visualization generated by VOSviewer, based 

on keyword relationships found in the literature related to targeted content marketing and 

small business growth. The network is divided into multiple color-coded clusters, each 

representing a distinct thematic grouping of related terms. The green cluster (bottom left) 

focuses on conceptual and theoretical aspects, including terms like framework, trend, 

context, and review. This suggests a strong base of literature discussing the evolution and 

theoretical underpinnings of content marketing strategies. The blue cluster (center-top) 

revolves around research, platform, communication, and product. This implies a research-

driven focus on digital platforms and their communicative functions in product marketing 

and content delivery. The red cluster (right side) highlights practical and emerging issues, 

containing terms like case study, customer engagement, artificial intelligence, and machine 

learning. This reflects the application of content marketing tools and the growing integration 

of AI technologies in engaging customers. The yellow nodes (intermixed) such as capability, 

brand, and valuable insight often serve as bridges connecting the different clusters, 

indicating multidimensional relationships across the themes. Overall, the visualization 

reveals a multidisciplinary, interconnected landscape, where foundational theory, 

technological advancement, and practical application converge in the study of targeted 

content marketing for SMEs. 
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Figure 4. Overlay Visualization 

Source: Author's own work 

This image is an overlay visualization map generated by VOSviewer, showing the 

temporal evolution of keywords in the literature related to targeted content marketing and 

small business growth. Each node represents a keyword, and its color indicates the average 

publication year of the documents in which the term appears, based on the scale in the lower-

right corner. Yellow-colored nodes such as machine learning, customer engagement, way, 

and case study are among the most recently emerging topics, suggesting these are current 

focal points in research. Green nodes like challenge, understanding, research, and platform 

represent terms with a moderate recency, indicating ongoing relevance. Blue and purple 

nodes such as framework, knowledge, and review reflect slightly older topics within this 

dataset. These are likely foundational concepts that have formed the basis for newer studies 

but are not at the forefront of the latest research.  

 
Figure 5. Density Visualization 

Source: Author's own work 



Volume 1 Issue 4 (2025) 

 
ENHANCING SMALL BUSINESS GROWTH THROUGH TARGETED CONTENT MARKETING IN 

THE DIGITAL AGE 

Hartanti 

 

12 
Jurnal Bisnis Digital Dan Ekonomi Kreatif | JUMDER 

https://journal.dinamikapublika.id/index.php/Jumder 

 

This image is a density visualization map created using VOSviewer, representing the 

frequency and intensity of keyword occurrences within the literature on targeted content 

marketing for small business growth. Yellow areas indicate high-density regions, meaning 

the keywords in those areas appear frequently and prominently across the analyzed studies. 

Terms like “research,” “framework,” “platform,” “factor,” “case study,” and “challenge” are 

central and highly recurring. These keywords are often foundational to discussions in content 

marketing research for SMEs. Green areas represent moderate frequency, keywords such as 

“context,” “understanding,” “advertising,” and “customer” are also well-represented but 

with slightly less intensity. These reflect supporting or thematic dimensions that are essential 

to the broader discussion. Blue or dark regions reflect low keyword occurrence or fewer 

connections. Words like “machine learning,” “digital age,” “valuable insight,” and “artificial 

intelligence” are on the periphery, suggesting they are newer or less frequent in the current 

literature—but potentially emerging trends worth further exploration. 

4. DISCUSSION 

4.1. Synthesis of Key Findings 

 The findings of this systematic review reveal the increasingly strategic role that 

targeted content marketing plays in small business growth. Through the analysis of 45 

studies published between 2020 and 2025, four major thematic clusters emerged: (1) brand 

positioning through content, (2) social media platform-specific strategies, (3) customer-

centric value creation, and (4) implementation challenges faced by SMEs. 

First, the literature consistently underscored that content marketing goes beyond 

product promotion—it functions as a narrative tool that reinforces a brand’s values, mission, 

and credibility (Kara et al., 2025); (Al-Assaf, 2024). Second, studies revealed that effective 

engagement hinges on adapting content to platform-specific norms. Instagram’s visual 

culture, LinkedIn’s professional tone, and TikTok’s informal virality each demand tailored 

approaches (Munson, 2024; Semenda et al., 2024). Third, the shift toward participatory 

marketing—where customers co-create content—was associated with increased trust, 

loyalty, and community engagement (Najafov, 2024; Szakal et al., 2024). Finally, despite 

growing digital awareness, small businesses often lack strategic frameworks and technical 

skills to optimize content marketing outcomes (Purhani et al., 2025; Swadhi et al., 2025) 

These insights illustrate a multifaceted digital marketing environment where small 

businesses must act as both storytellers and strategists. Success lies not just in content 

creation, but in aligning content with business goals, platform algorithms, and evolving 

consumer expectations. 

4.2. Theoretical Implications 

 This review contributes to the theoretical understanding of digital marketing by 

affirming and extending multiple frameworks. Primarily, it reinforces the Resource-Based 

View (RBV), which suggests that firms with unique and valuable capabilities—in this case, 

digital storytelling and content strategy—achieve sustained competitive advantage (Islam et 

al., 2024). The reviewed studies support this by showing how SMEs leverage content to 

position themselves as authentic and agile brands. When SMEs actively involve their 

customers in the content process—via reviews, shares, or collaborative campaigns—the 

result is not only higher engagement but also deeper emotional connection (Thipphavong & 

Kongmanila, 2025). 
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The review also calls for theoretical innovation. Many studies used fragmented 

conceptual lenses—some grounded in traditional marketing models, others in digital 

analytics or social media studies. A future theoretical contribution could be the development 

of an integrative framework that merges engagement theory, platform logic, and algorithmic 

affordances—providing a holistic understanding of content marketing dynamics in digital 

ecosystems. 

4.3. Practical Implications 

From a practical standpoint, the review offers clear guidance for SME marketers. 

First, content must be crafted with strategic intent. While many businesses produce content 

regularly, fewer align this with measurable objectives such as conversion rates, retention, or 

brand equity (Cutler, 2024; Gopakumar & Dananjayan, 2025). Second, the choice of 

platform is not neutral. Businesses should select platforms based on their customer base, 

industry context, and content strengths. For example, creative product-based SMEs often 

thrive on visually rich platforms like Instagram and Pinterest (Kara et al., 2025). 

Third, authenticity and storytelling remain key. Studies consistently found that 

personalized and transparent content—such as founder stories or behind-the-scenes 

narratives—performs better than overt promotional material (Dash et al., 2024). Fourth, 

small businesses must upskill or outsource key digital marketing functions. The lack of 

analytics capabilities, for instance, prevents many SMEs from understanding what content 

works and why (Azzam & Alomaria, 2025; Zemlickienė et al., 2025). Lastly, partnerships 

can play a transformative role. Collaborating with micro-influencers, digital consultants, or 

even academic institutions can help overcome resource gaps and bring professional polish 

to digital campaigns (Grissa, 2025; Joshi et al., 2025) 

4.4. Research Gap 

Despite growing attention to content marketing for small business growth, several 

gaps remain. First, many studies are geographically concentrated in North America and 

Europe, with limited data from Africa, South America, and Southeast Asia. Contextual 

factors—like infrastructure, digital literacy, and consumer behavior—vary significantly 

across regions and must be better understood (Gong et al., 2024). 

Second, the literature heavily emphasizes social media but offers less insight into 

email marketing, content automation, podcasting, or interactive experiences like AR/VR in 

small business marketing. These emerging tools deserve more empirical investigation (Islam 

et al., 2024; Rajawat et al., 2025). 

Third, while performance metrics are frequently mentioned, few studies track 

longitudinal outcomes. Future research should explore how content marketing contributes to 

sustained growth over time—not just immediate engagement (Shashi et al., 2025). Fourth, 

most research is firm-centric. Studies exploring consumer perspectives—especially in co-

creation contexts—are rare but crucial for understanding content resonance and brand 

loyalty (Alsoud et al., 2024). 

Finally, theoretical frameworks remain underdeveloped. Many studies lack a 

consistent model, and few propose new constructs or causal mechanisms. A more rigorous 

theoretical base is needed to ensure cumulative knowledge building in this domain. 
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4.5. Future Research Directions 

Based on the synthesis and identified gaps, this review recommends several future 

research directions. First, scholars should prioritize cross-cultural comparisons of content 

marketing effectiveness, considering variations in consumer values, platform usage, and 

regulatory environments (Tarawneh, 2025). 

Second, more experimental and longitudinal designs are needed. Controlled trials 

can isolate content variables (e.g., tone, format, platform), while longitudinal studies can 

map their influence on brand metrics over time (Verma, 2025). 

Third, research should examine non-social media platforms, such as blogs, YouTube 

long-form, e-newsletters, and company-owned microsites. These channels often offer higher 

control and deeper brand storytelling opportunities (Munson, 2024) 

Fourth, integrating AI and automation into marketing research is essential. With the 

rise of generative content tools, voice assistants, and predictive personalization, it is 

important to understand how automation reshapes content strategy and customer 

engagement (Rajawat et al., 2025). 

Lastly, theoretical development must keep pace. Researchers should build integrated 

models that account for content creation, platform dynamics, consumer psychology, and 

business performance—providing SMEs with actionable frameworks to guide their 

strategies. 

5. CONCLUSION 

In the exploration of the dynamics of digital marketing across various contexts, 

several essential findings have emerged that elucidate both its transformative potential and 

the challenges inherent in its implementation. This study primarily highlights the significant 

role of digital marketing components, such as social media, influencer promotions, and 

content strategies, in shaping consumer behavior and enhancing brand performance. For 

instance, Swadhi (Swadhi et al., 2025) emphasizes that user-generated content and social 

media interactions play a crucial role in influencing travel decisions, suggesting that these 

platforms foster customer engagement and create a community surrounding travel 

destination. The study indicates that businesses leveraging digital marketing strategies are 

more successful at meeting evolving consumer expectations, particularly through enhanced 

personalization and targeted content delivery (Swadhi et al., 2025) 

Another key finding stems from the analysis of augmented reality (AR) and virtual 

reality (VR) technologies in marketing, underscoring their effectiveness in cutting through 

the overwhelming digital noise that consumers often experience (Gopakumar & Dananjayan, 

2025). Complementary to these insights, research by Sanches and Ramos (Sanches & 

Ramos, 2025) introduces the concept of the loyalty rate, which measures consumer 

engagement through interaction and virality. This metric reveals that higher engagement on 

platforms like Instagram correlates not only with increased brand visibility but also 

contributes to substantial revenue growth for businesses that adeptly harness these dynamics. 

While these findings provide a robust framework for understanding the current 

landscape of digital marketing, several limitations warrant mention. Firstly, many studies 

predominantly focus on isolated aspects of digital marketing—such as social media or 

specific technological innovations—without fully integrating these components into a 

cohesive framework that captures their combined effects (Dash et al., 2024). Furthermore, 

there is a noticeable lack of research that investigates the cultural nuances influencing digital 
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marketing strategies. The exploration of regional and cultural differences in consumer 

behavior is essential, especially given the globalization of markets, suggesting the necessity 

for more comprehensive studies (Mardatillah et al., 2025). 

Additionally, the rapid pace of technological advancement presents a limitation, 

whereby businesses may struggle to keep abreast of current trends and tools (Cutler, 2024). 

As the landscape of digital marketing continuously evolves, a disconnect can emerge 

between effective application and existing academic research, potentially hindering 

stakeholders from fully realizing the opportunities available to them. Another noteworthy 

limitation is the reliance on social media metrics without understanding their contextual 

effectiveness, as noted by Pour and Karimi (Jami Pour & Karimi, 2024). 

To address these limitations and strengthen the practical application of findings, this 

research recommends several strategic steps. First, businesses should invest in a holistic 

approach to digital marketing that integrates different channels and technologies, facilitating 

a more synergistic impact on consumer engagement (Aditi, 2024). For instance, a strategy 

that combines augmented reality experiences with social media engagement could 

significantly enhance brand visibility and consumer recall. 

Future research should prioritize developing inclusive marketing practices that 

resonate with diverse consumer bases while capitalizing on local nuances (Szakal et al., 

2024). Marketers should also prioritize transparency and authenticity in their influencer 

partnerships, as demonstrated by research indicating that well-structured influencer 

partnerships can enhance consumer trust and improve marketing impact (Szakal et al., 2024). 

In addition, companies should actively monitor the effectiveness of their digital marketing 

strategies through the application of evolving metrics, such as the loyalty rate introduced by 

Sanches and Ramos (Sanches & Ramos, 2025). This will allow for adapting strategies in 

real-time, optimizing both engagement and revenue outcomes. Furthermore, the integration 

of artificial intelligence and machine learning tools into marketing analytics could bolster 

the ability to foresee and respond to changing consumer preferences (Islam et al., 2024). 

In conclusion, the findings of this research underscore the critical importance of 

integrating various digital marketing strategies to effectively engage consumers, while also 

identifying limitations in existing research and practice. Future research directions should 

focus on creating comprehensive frameworks that encapsulate the interconnectedness of 

digital marketing components and their cultural implications, empowering businesses to 

navigate the complexities of the digital era effectively. 
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