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1. Introduction 

 

Digital marketing is a form of direct marketing which links consumers with sellers electronically using interactive 

technologies like emails, websites, online forums, news groups, interactive television and mobile communications (Kotler and 

Armstrong, 2009).  

 

The term Digital marketing was used first in the 1990‘s. The digital age took off with the coming of the internet and the 

development of the web 1.0 platform. The web 1.0 platform allowed users to find the information they wanted, but did not allow 

them to share this information over the web. Up until then, marketers worldwide were still unsure of the digital platform. They 

were not sure if their strategies would work since the internet had not yet seen widespread deployment.  

 

When digital marketing was first introduced to the Kenyan market it was a foreign concept and people were a bit skeptical of 

it. Also Kenya being a third world country it took a while for such concepts to be accepted and used because of the technological 

challenges involved with it. As time went by and people became more exposed to this new concept people became more 

comfortable in using this platforms to better communicate and understand their consumers better. At the moment it goes without 

saying that digital marketing is on a roll in Kenya. Every brand is officially on the digital bandwagon, eager to reap the spoils of 

the tantalizing promise of digital marketing in Kenya. What most attracts the Kenyan businesses about digital marketing is the 

ability to reach the right prospect or customer at the right time with the right offer at a fraction of the cost of using traditional 

marketing channels. Every brand at the moment wants in on the digital marketing game (Waweru, 2017). 

 

An important factor in the growth of SME's is sales which in turn generate revenues. This can be attained by marketing their 

products and services so as to create awareness and make their products and services preferred as compared to that of competitors. 

Therefore, depending on resource availability, the size and life-cycle stage of a company, marketing objectives will differ hence 

different marketing strategies will be employed at the different stages. 

 

Digital marketing offers many advantages when compared to traditional media channels. Internet marketing strategies may 

improve operational efficiency, marketing effectiveness, customer relationships, and a firm’s performance when properly 

implemented (Dlodlo and Mafini, 2014; Eid and El-Kasswawy, 2012). Parrott et al. (2010) pointed out that , unlike traditional 

methods, online marketing also allows marketers to see in real time what is or is not working for their business online and thus 

they can adapt very quickly to do away with what is hindering their success so that they can improve the results.  
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Online marketing should be based on the consumer’s abilities to select and choose in the interaction with the multiple brands 

over the Internet, thus SMEs need to understand target marketing (Gilmore et al., 2007). This means that SMEs need to know and 

understand how websites build and keep audiences, and acquiring deeper insights into online consumers and their media, and 

buying patterns (Eid and El-Kassrawy, 2012). In addition, SMEs need to understand how new technologies and broadband 

adoption has enabled advertisers to make enormous creative leaps and create landmark campaigns (Harrigan et al., 2012; 

O’Donnell, 2011). 

 

Many small and medium enterprises are usually in the growth stage of the life cycle and at this stage customer attraction and 

retention are the most important and therefore they must have a marketing objective of having effective reach to customers. The 

word of mouth has helped small business for a long time over the years but with the introduction of digital marketing and 

adoptions of broadband this has change how people do marketing for the small businesses (Vargo & Lusch 2012). This shift has 

been enabled by innovations in technology, new marketing channels, and constant media environment changes (Bilha, 2016). 

 

According to the Communications Authority of Kenya (CAK) (2018) report, the number of internet users in Kenya grew from 

by the end of September 2018, the total number of active Internet/data subscriptions stood at 42.2 million up from 41.1 million 

subscriptions reported end of June 2018 marking a growth of 2.7 percent. These statistics show a great potential in customer reach 

by marketers through digital means. 

 

2. Research Problem 

 

Previous studies had tended to focus more on the developed world (Shideler & Badasyan, 2012).Evidence showed that 

cultural, social, economic and environmental aspects of each country did influence the link between digital marketing and SME’s 

(Jarvinen et al 2012). (Jagongo & Kinyua 2013) agreed that the findings of foreign firms could not represent the universe of 

companies nor could findings be generalized to other countries. Furthermore, first world countries in places like Europe, America 

and part of Asia have dwelt more on digital marketing making SME’s based in this countries very successful as opposed to 

developing countries.  

 

Kenya has been exposed to global competition with the liberalization of the East African regional markets that is key in 

ensuring SME’s growth to uplift the living standard of people. The other world  markets  from developed countries like China, 

Korea, Japan, USA and Russia have ensured that they compete and sustain their SME’S which have recorded their significant 

growth and other competitive strategies as they pursue to achieve competitive advantage over the developing countries(Njau & 

Karugu, 2014). 

 

From Kenya’s perspective, the situation was brought about by a combination of issues including illiteracy and the pace of 

innovation in the Global market that led to slow growth and collapses even before take-off (Omondi, 2017).  SME’s are under 

stifling bureaucracy, political interference, and rampant corruption among operators from the market, low employee morale and 

financial mismanagement (Ochieng, 2016). These problems persist to some extent, but of greater concern is that Kenya currently 

suffers from slow adoptions of current technological changes and advancements. Globally, the current focus for the government 

and the SME’s is to improve efficiency, sustainability and survivals. After coming to power in 2013, the government took 

immediate steps to reform SME’s and cut unnecessary bureaucracy and red tape, largely in response to calls from its hinterland 

Global platforms to improve services offered  (Wanjiku ,2014).  

 

Kenya has strategic importance far beyond its borders. As the largest economy in the East African region, it is the main hope 

for the upcoming generation not only for Kenya but also to countries of the East African Community (EAC), the Democratic 

Republic of Congo (DRC), Southern Sudan and southern Ethiopia. Inefficiency and recessions due to economic sabotage, 

corruption and constraints on capacity are threatening the growth of Kenya and its neighbours. It is a problem which is set to get 

worse very quickly unless decisive action is taken now (Macharia, 2009). 

 

 According to interviews with key Stakeholders, the problem is associated with a growing emphasis on productivity and the 

management’s focus on increasing through put with little attention to the enhancement of internal operations capacity 

(Onyango,2016).This study therefore is intended to empirically determine how website traffic, online campaigns, traffic source 

and social media monitoring influence digital marketing in Kenya. 
 

3. Study Objective 

 

The specific objective of the study was to investigate the influence of social media monitoring on digital marketing of Small 

and Medium Enterprises (SMEs) in Kenya. 

 

4. Review of Literature 

 

4.1 Theoretical Framework 
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Fox and Bayat (2010) noted that a theoretical framework is the application of a set of concepts drawn from one and the same 

theory to offer an explanation of an event or shed some light on a particular research problem. 

 

4.1.1 Network/ social network Theory 

 

This theory was founded by Wasserman and Faust in the mid-nineties. Social network is a social structure made up of a set of 

social actors (such as individuals or organizations), sets of dyadic ties, and other social interactions between actors. The social 

network perspective provides a set of methods for analyzing the structure of whole social entities as well as a variety of theories 

explaining the patterns observed in these structures. The study of these structures uses social network analysis to identify local and 

global patterns, locate influential entities, and examine network dynamics. Social networks and the analysis of them is an 

inherently interdisciplinary academic field which emerged from social psychology, sociology, statistics, and graph theory 

(Olonde, 2017). 

 

Network theory analyses all types of relationship, whether it is between people, animals or things. Social network analysis is 

an overlapping used for learning about patterns that manifest within social networks and their influence on behaviour. Digital 

marketing channels are important in this respect since they allow marketers to listen and understand what it is said by consumers 

and also enable them to take advantage of the power of influential users so as to be able to spread the messages to other people in 

their networks. Researches indicate that the very powerful uses are those are those with the most impact across a number of 

differentiated networks (Olonde, 2017). 

 

4.2 Discussion of Key Study Variables 

 

4.2.1 Social Media Monitoring 
 

Social media is a huge component of a SME’s inbound marketing strategy, it allows the SME’s to engage and share content 

with their consumers regarding their products and service. The Social Interaction measures the effectiveness of a social media 

campaigns at fostering positive engagement. Key interactions can play a pivotal role in a post or story going viral, so it is very 

important to ensure that the SME’s are nourishing the right types of interactions. As well, a strong social media measurement 

strategy will map these interactions to other marketing goals, such as website conversions or new wins. SME’s must also 

remember  that communication between an audience member and the brand's social profile should be treated with the utmost care 

and the SME’s should always have their eyes on their social profile ready to sale their products, handle complaints and attract new 

and retain old customers (Rameshwar, 2015). 

 

4.2.2 Digital Marketing 
 

Various concepts and definitions have been brought out in previous studies with regards to digital marketing. One definition 

according to (Onyango, 2016) is that it is marketing that utilizes electronic devices (computers) such as personal computers, 

smartphones, cellphones, and game consoles to involve the stakeholders to be part of the process. Digital marketing techniques 

have the ability copying many marketing communications aspects and traditional media channels and, in so doing, they are able to 

extend the marketing mix. Digital campaigns are more specific and are an element of the marketing communication mix. 

However, the boundaries are blurred since digital technology is not only a way of communication but it is also a technique of 

distribution. The flexibility provided by the technology implies that it is highly complex (Jobber & Ellis-Chadwick, 2013). 

 

Also, digital technologies are being more and more significant in defining many economic activity sectors. Because of the high 

interconnectivity levels, the internet has been compared to the wheel and the airplane in terms of its ability to impact the future 

business and society development. The internet, consequently, has given many companies an incentive to rethink the role of 

technology, and findings already indicate the extent of its global impact (Jobber & Ellis-Chadwick, 2013). Digital channels are 

also able to provide ways and means to personalize the media content; through the use of digital channels, customers are able to 

create or shape the form of brand communication, such as through stating their channel and content preference. 

 

Digital technology is therefore seen to impact on business models, the type of marketing tools and media which all 

communication agencies must be able to deliver. There has, therefore, been a major move away from previously traditional 

communication tools and media and businesses are looking for ways in which service providers are able to adequately articulate 

their digital marketing plans (Singh, 2011). 

 

5. Research Methodology 

 

Descriptive research design was adopted for the study. A descriptive survey is designed to ensure complete description of a 

situation making sure that there is minimum bias in the collection of data and to reduce error in interpreting the data collected 

(Cooper and Schindler, 2013).This tool is preferred because it will bring a representative picture of the total population in the 

targeted group.  

 

https://en.wikipedia.org/wiki/Social_structure
https://en.wikipedia.org/wiki/Social
https://en.wikipedia.org/wiki/Dyad_(sociology)
https://en.wikipedia.org/wiki/Social_relation
https://en.wikipedia.org/wiki/Social_network_analysis
https://en.wikipedia.org/wiki/Interdisciplinarity
https://en.wikipedia.org/wiki/Social_psychology
https://en.wikipedia.org/wiki/Sociology
https://en.wikipedia.org/wiki/Statistics
https://en.wikipedia.org/wiki/Graph_theory
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The target population was 200 SMEs from which a sample of 133 was selected to be part of the sample size using Neyman’s 

formula. From the sample size only 95 responded and data collected was analyzed based on them. The study adopted stratified 

sampling technique to select the sample size from the different sectors where the SMEs operate. When the population is grouped 

to strata, its measurement becomes more manageable and cheaper (Choguil, 2016). 

 

6. Data Analysis and Results 

 

6.1. Descriptive Statistics 

 

6.1.1 Social Media Monitoring 

 

The objective of the study was to investigate the influence of social media monitoring on digital marketing of SMEs in Kenya. 

The statement that social media is easy to use for digital marketing had a mean score of 2.74 and a standard deviation of 1.265. 

The statement that social media is affordable for the SMEs had a mean score of 4.29 and a standard deviation of 1.020. The 

statement that social media creates a way for the SMEs to interact with the customers had a mean score of 3.34 and a standard 

deviation of 1.426. The statement that social media can help discover new markets for an SME had a mean score of 3.14 and a 

standard deviation of 1.426. The statement that social media accounts for SMEs can be used as tools to collect data from 

customers had a mean score of 3.53 and a standard deviation of 1.375 as shown in Table 1. 

 

Table 1 Social Media Monitoring 

Opinion Statement N Mean 

Std. 

Deviation 

Social media is easy to use for digital marketing 95 2.74 1.265 

social media is affordable for the SME’s 95 4.29 1.020 

Social media creates a way for the SME’s to interact with the 

consumers 
95 3.34 1.426 

Social media can help discover new markets for an SME 95 3.14 1.426 

Social media accounts for SME’s can be used as tools to collect 

data from customers. 
95 3.53 1.375 

Valid N (listwise) 95   

6.1.2 Digital Marketing 
 

The statement in agreement that digital marketing is more affordable than other marketing forms had a mean score of 4.00 and 

a standard deviation of 1.384. The statement that digital marketing can reach wide geographic areas had a mean score of 3.49 and 

a standard deviation of 1.529. The statement that digital marketing is the most accepted form of marketing in SMEs in Kenya had 

a mean score of 3.48 and a standard deviation of 1.584. The statement that digital marketing can help SMEs interact faster with 

consumers had a mean score of 3.69 and a standard deviation of 1.407. The statement that digital marketing is able to help SME’s 

in Kenya be more competitive with each other had a mean score of 3.87 and a standard deviation of 1.328 as shown in Table 1. 

 

Table 1 Digital Marketing 

Opinion Statement N Mean 

Std. 

Deviation 

Digital marketing is more affordable than other marketing 

forms 
95 4.00 1.384 

Digital marketing is able to reach wide geographic areas 95 3.49 1.529 

Digital marketing is the most accepted form of marketing in 

SME’s in Kenya 
95 3.48 1.584 

Digital marketing is able to help SME’s interact faster with 

consumers 
95 3.69 1.407 

Digital marketing is able to help SME’s in Kenya be more 

competitive with each other 
95 3.87 1.328 

Valid N (listwise) 95   

 

6.2 Inferential Statistics 

 

6.2.1 Correlation Analysis 

 

Pearson Bivariate correlation coefficient was used to compute the correlation between the dependent variable (Digital 

Marketing) and the independent variable (Social Media Monitoring). According to Sekaran, (2015), this relationship is assumed to 

be linear and the correlation coefficient ranges from -1.0 (perfect negative correlation) to +1.0 (perfect positive relationship). The 
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correlation coefficient was calculated to determine the strength of the relationship between dependent and independent variables 

(Kothari & Gang, 2014). 

 

Table 3 Pearson Correlation 

 

        Digital 

Marketing 

             Social Media  

             Monitoring 

Digital 

Marketing 

 1  

   

 95  

Social 

Media 

Monitoring 

 .321
**

 1 

 .002  

 95 95 

    

In trying to show the relationship between the study variables and their findings, the study used the Karl Pearson’s coefficient 

of correlation (r). This is as shown in Table 3 above. According to the findings, it was clear that there was a positive correlation 

between the independent variable, social media monitoring and the dependent variable digital marketing. The analysis indicates 

the coefficient of correlation, r equal to 0.321 for social media monitoring.  

 

6.2.2 Regression Analysis 

 

A multiple regression analysis was conducted as shown in Table 4 to determine the relationship between digital marketing in 

Small and medium enterprises in Kenya and social media monitoring.  

 

Table 4 Regression Coefficients 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 45.154 5.534  8.160 .000 

Social Media 

Monitoring 
.921 .249 .335 3.700 .000 

a. Dependent Variable: Digital Marketing 

 

The regression equation was: 

 

Y = 45.154 + 0.921X4 

 

Where; 

Y = the dependent variable (Digital Marketing)  

X4 = Social Media Monitoring 

 

The regression equation above established that taking all factors into account (Digital Marketing in SMEs) constant at zero 

digital marketing of SMEs will be 45.154. The findings presented also showed that a unit increase in social media monitoring 

would lead to 0.921 increase the scores of digital marketing of SMEs in Kenya. 

 

This therefore implies that social media monitoring has a positive relationship with digital marketing in SMEs with social 

media monitoring contributing most to the dependent variable, digital marketing with coefficients statistically significant since the 

p-value is less than the acceptable alpha level of 0.05.  

 

After testing the hypothesis by comparing the scores of calculated t-value and critical t, the calculated t-values was 3.700 for 

social media monitoring, which is greater than the critical t36-(0.05) = 2.0. Thus, the study rejected the null hypothesis that social 

media monitoring has no significant influence on digital marketing in SME’s in Kenya. Therefore, the study results show that social 

media monitoring has a significant effect on digital marketing in SMEs in Kenya. 

 

7. Conclusions and Recommendations 

 

From the research findings, the study concluded social media monitoring studied has a significant effect on digital marketing 

of SMEs in Kenya as indicated by the strong coefficient of correlation and a p-value which is less than 0.05. The overall effect of 

the analyzed factors was very high as indicated by the coefficient of determination. The overall P-value of 0.00 which is less than 

0.05 (5%) is an indication of relevance of the studied variables, significant at the calculated 95% level of significance. This 

implies that the studied independent variables namely social media monitoring, has significant effect on digital marketing of 

SMEs in Kenya. 
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The study recommended that social media monitoring should be continuous and improved to sustain online campaigns for the 

small and medium enterprises (SMEs) in Kenya. 
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