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The digital marketing environment is changing rapidly, and, for
micro-enterprises, digital marketing is currently a vitally impor-
tant opportunity. Attracting customers, engaging customers’ in-
terest and participation, retaining customers, learning customers’
preferences and relating to customers are key strategies in build-
ing strong customer relationships. However, many enterprises
ignore longer-term aspects of managing customer relationships.
The study sought to contribute to a more in-depth understand-
ing of micro-enterprises’ current strategies in terms of new dig-
ital marketing tools that foster stronger customer relationships.
Based on interviews of two digital marketing service providers,
this paper describes how their micro-enterprise clients use digital
marketing tools through the five elements of building customer
relationships. The findings highlight the importance of a practi-
cal understanding of digital marketing tools, as the digital mar-
keting environment changes rapidly. The human capital and dig-
ital tool knowledge of micro-enterprises’ owner-managers have
a great impact on these firms’ digital marketing and, ultimately,
their success.
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Introduction

Digital marketing creates opportunities to develop successful busi-
nesses in a way that previously was not possible for small companies
(Eid and El-Gohary 2013), and is becoming an increasingly impor-
tant source of competitive advantage in both business-to-business
and business-to-consumer markets (Leeflang et al. 2014). The ex-
isting literature shows that digitalisation in all its variations is con-
nected to small businesses’ growth, performance and competitive-
ness (Taiminen and Karjaluoto 2015). This study focuses on micro-
enterprises, which are defined as ‘enterprises which employ fewer
than 10 persons and whose annual turnover and/or annual balance
sheet total does not exceed two million Euros’ (European Com-
mission 2003). Micro-enterprises are an extremely heterogeneous
group, so this concept can include, among other formats, start-up
companies, family businesses and self-employed managers with
one or more employees (Devins et al. 2005). Micro-enterprises are
characterized by a paucity of resources and expertise (Barnes et al.
2012).

Gilmore, Gallagher, and Henry (2007) state that communication
through the Internet provides an opportunity for companies that
have limited capital to succeed as international marketers in the
early stages of their development. According to Bordonaba-Juste,
Lucia-Palacios, and Polo-Redondo (2012) and Lipiäinen (2014), the
one of the main aspects that influence the use of e-business is size;
micro-enterprises utilize digital tools less likely than larger firms do.
Moreover, marketing in small companies is different than in larger
organisations, and researchers assert that company size must be
taken into account in marketing planning (Gilmore et al. 2007). For
example, owner-managers’ human capital is an important factor in
small and medium-sized enterprises’ digital marketing, including
their marketing manager’s knowledge of digital channel alternatives
(Taiminen and Karjaluoto 2015). Clark and Douglas (2014) state that
the role of human capital in the micro-enterprises’ growth can be
even greater than in small companies. Hereby micro-enterprises’
owner-managers’ or solo-entrepreneurs’ personal objectives and
characters are essential elements in utilizing digital marketing tools
(Clark and Douglas 2014).

Given that micro-enterprises’ significance to economic growth
and employment is undisputed; the micro-enterprise sector appears
to be a pivotal feature of successful economies (Sinisammal et al.
2014; Yrityskatsaus 2014). However, most digital marketing and e-

172 management · volume 12



Micro-Enterprises’ Digital Marketing Tools

business adoption studies have focused on larger companies, and,
thus, little research focused on micro-enterprises exists in this area
(Donnelly et al. 2015; Bordonaba-Juste, Lucia-Palacios, and Polo-
Redondo 2012). In addition, the digital marketing environment is
changing rapidly, so earlier studies related to this topic might not
be valid anymore. This study focuses on the utilisation of digital
marketing tools from micro-enterprises’ viewpoint and, in partic-
ular, practical aspects of this strategy. These tools were examined
through key elements of building customer relationships, which are
crucial to understanding digital marketing and its impacts on strong
customer relationships. It is important for companies emphasize on
digital customer relationships management, interaction and devel-
opment (Sinisalo and Karjaluoto 2007; Tiago and Verissimo 2016;
Kierzkowski et al. 1996) and it seems that research is lacking related
to the phenomenon in the context of micro-enterprises. The aim of
the paper is to get new understanding about micro-enterprises digi-
tal marketing tools for building customer relationships. Thus, the re-
search question explored was as follows: How do micro-enterprises
utilise digital marketing tools to build customer relationships?

New digital marketing tools can be examined through how they af-
fect the five key aspects of customer relationship development that
Kierzkowski et al. (1996) include in their digital marketing model.
These elements are attracting customers, engaging customers’ inter-
est and participation, retaining customers, learning customers’ pref-
erences and relating to customers (Kierzkowski et al. 1996). These
five strategies served as the basis of the preliminary framework (see
figure 1) of the present digital marketing study. The digital marketing
tools found to be potentially useful for micro-enterprises are pre-
sented in the centre of figure 1. These tools were examined individ-
ually from the perspective of each element. Thus, the present study
sought to update and extend the above-cited digital marketing model
developed by Kierzkowski et al. (1996) in order to reflect the micro-
enterprise context.

Digital Marketing Tools That Build Customer Relationships

Competitive markets are becoming more complicated, including that
customer interfaces are far broader than conventional marketing
models assume (Grönroos 2009). The proposed model in figure 1
shows the distinct phases of building customer relationships through
digital marketing, with each element containing many different fac-
tors that companies have to consider. In the present study, digital
marketing refers to ‘the practice of promoting products and services
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figure 1

Digital Marketing
Tools That Build
Customer
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using digital distribution channels via computers, mobile phones,
smart phones or other digital devices’ (Smith 2012, 86).

building customer relationships

The digital marketing model’s first element, attracting customers,
covers how companies can persuade customers to, for example, visit
their website. One of the most beneficial tool in applying this strategy
is search engine optimisation (Teo 2005). The next element, engaging
customers’ interest and participation, has the objective of promoting
interactions and transactions after customers have been persuaded
to visit the website. For example, content marketing and e-commerce
can be used as instruments to create interest in engaging in sales
transactions and newsletter subscriptions (Teo 2005).

The third element, retaining customers, focuses on getting cus-
tomers to return to company websites. Constant maintenance of
communication is necessary when building customer relationships,
and continuous utilisation of resources is essential in digital mar-
keting (Kierzkowski et al. 1996). Learning customer preferences in-
volves collecting information on present and potential customers
with, for example, online surveys. Providing customised products
and services can generate unique feelings among customers. How-
ever, many companies still consider collecting information about
customer preferences difficult and expensive (Teo 2005).
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Relating to customers means individualised communication, which
is a key strategy in providing superior value to customers. This fifth
element is critical since, on many occasions, it is required as digi-
tal marketing’s starting point to enhance existing business activities
(Kierzkowski et al. 1996). However, companies may lack informa-
tion on, and knowledge of, customer preferences – on which they
could base their customised strategies. E-mail is an example of one
of the fifth element’s digital tools (Teo 2005). The digital marketing
tools potentially appropriate for micro-enterprises are described in
the next section in greater detail in relation to the above customer
relationship elements.

digital marketing tools

Creating an appropriate website is required for successful digital
marketing (Rahimnia and Hassanzadeh 2013). Eid and El-Gohary
(2013) state that websites as a digital tool contain opportunities to
reach many markets rapidly and economically. Content marketing
has also become one of the most crucial strategies for companies
that want to maximise profit by advertising products and services
in competitive and constricted markets (Rahimnia and Hassanzadeh
2013). Website and content marketing appear to influence two ele-
ments of building customer relationships: engaging customers’ in-
terest and participation and retaining customers. The active and
constant renewal and dynamic development of website content are
crucial strategies since consumers do not return to websites without
a reason (Teo 2005).

Search engine marketing is an extremely beneficial tool for attract-
ing customers to websites (Teo 2005). This tool exploits Internet
search engines to lead consumers to selected websites (Rangaswamy,
Giles, and Seres 2009). Search engine marketing can be divided into
two different search engine strategies: optimisation and advertising.
In search engine advertising, companies pay search engines to in-
clude links to their website. In search engine optimisation, compa-
nies work to raise their websites as high as possible in the search
engine’s organic results (Dou et al. 2010). Taiminen and Karjaluoto
(2015) state that search engine marketing is one of the most useful
tools for small and medium-sized companies, so this could also be
assumed to be true for micro-enterprises.

Kaplan and Haenlein (2010) define social media as ‘a group of
Internet-based applications that are built on the ideological foun-
dations of Web 2.0, which allows the creation and exchange of user-
generated content.’ Social media enables more effective direct con-
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nection and communication at the right time at a relatively small ex-
pense, which is more effective than traditional tools are (Kaplan and
Haenlein 2010). It can help small businesses to communicate cost
effectively with customers on a global scale (Jones, Borgman, and
Ulusoy 2015). McCann and Barlow (2015) noted that better commu-
nication and marketing of products/services is one of the main ben-
efits identified from the use of social media among the small busi-
ness. As an outcome, social media is perceived as performing a cen-
tral role in current companies’ marketing and business undertakings
(Atanassova and Clark 2015; Kirtiş and Karahan 2011). Social media
as a digital tool can be utilised to strengthen most of the five relation-
ship elements. Blogging is a part of social media in which companies
retain a relatively high level of control, as blogs are usually located
on company websites. With blogs, companies can create meaningful
content and influence two elements: engaging customers’ interest
and participation and retaining customers (Taiminen and Karjalu-
oto 2015). One great advantage of Facebook is customers’ ability to
communicate directly with companies about their needs. Via Face-
book, companies can learn about their customers, which contributes
to learning customer preferences, as well as relating to these cus-
tomers (Hanson, Wrangmo, and Soilen 2013). Taiminen and Karjalu-
oto (2015) mention that Facebook is a useful tool in getting customers
to commit, which refers to the third element, retaining customers.
Facebook is also used in interactive communication with potential
customers, which relates to the first element, attracting customers
(Valos et al. 2016).

Successful e-mail marketing can help companies to collect cus-
tomer feedback easily and create and introduce advertisements of
new products and services, while increasing communication be-
tween companies and customers (Dehkordi et al. 2012). According to
Simmons (2007), e-mails can facilitate brand encounters and deepen
relationships with loyal customers. Companies seek to customise
their communication according to individual preferences, and e-mail
marketing offers opportunities to customise and individualise com-
munication (Merisavo and Raulas 2004). With e-mails, companies
can influence several elements: retaining customers, learning their
preferences and relating to them (Dehkordi et al. 2012). This tool
can also be used to guide customers to websites, which is a part of
the first element (Simmons 2007).

Wilson and Abel (2002) define e-commerce as ‘the use of electronic
media such as the Internet to transact businesses. This tool enables
companies to sell products, services and information online (Wil-
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son and Abel 2002). The advantages of e-commerce are, for exam-
ple, more fluent business processes, more developed customer ser-
vices and decreased expenses in marketing and purchase transac-
tions (Jahanshahi, Zhang, and Brem 2013). E-commerce is a crucial
part of the second element of building customer relationships since
the objective of attracting customers’ interest and participation is to
achieve interactions or business transactions after customers have
been enticed to websites (Teo 2005).

Pelau and Zegreanu (2010) state that mobile marketing strength-
ens traditional communication tools by achieving better results. Mo-
bile phone is a pivotal commodity nowadays and the increasing
number of smart phones have created remarkably wider opportu-
nities to companies to reach and serve consumers and to interact
with them (Persaud and Azhar 2012). Mobile marketing is an inter-
active channel, which provides direct and personal communication,
and thus, according to Xu, Liao, and Li (2008), allows companies to
develop even deeper customer relationships. The channel is not re-
liant of time and place and hereby it creates an opportunity to target
consumers accurately (Persaud and Azhar 2012).

The usage of social networks such as Facebook and YouTube cre-
ates a crucial opportunity to integrate and expand companies’ mar-
keting strategy with mobile marketing strategy. Smart phones have
ability to combine for example Bluetooth, location based marketing
and other technologies to provide superior customer experiences.
Companies have opportunity to serve customers by using versatile
media content such as text, voice and videos, but also various appli-
cations. Mobile marketing is relatively easy and inexpensive way to
reach consumers (Persaud and Azhar 2012). Watson, McCarthy, and
Rowley (2013) verify that mobile marketing as a channel supports
many interactive activities in a cost-effective way.

Methodology

The present study sought to contribute to a more in-depth under-
standing of micro-enterprises’ current utilisation of digital market-
ing tools when building customer relationships. To achieve this ob-
jective, the empirical study was conducted as a case study (Stake
1995; 2000; Yin 2003). More specifically, the research was based on
a collective case study (Stake 1995) since case studies can integrate
a deeper and more reflective understanding of organisations (Rend-
torff 2015). This method involves theory construction and satisfies
the need to understand real-life phenomena (Riege 2003). In the
case selection, authors chose two digital marketing service providers
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that have broad perspective about the phenomena. Study utilizes in-
strumental case study approach to provide insight into an issue. In
instrumental case study, case serves to help to understand phenom-
ena or relationships within it. Often an issue question is of more
interest to the researcher than is the case. When use more than one
instrumental cases, the work can call as collective case study (Stake
1995).

The data collection was conducted through explorative theme in-
terviews. Interviews constitute a flexible research method that is jus-
tified when conversations are needed to address the research ques-
tion in a broader context (Hirsjärvi and Hurme 2008, 35). Theme
interviews require carefully prepared questions that are used con-
sistently and systematically within the bounds of verified themes
(Qu and Dumay 2011). The research goal necessarily determines
the number of interviewees (Hirsjärvi and Hurme 2008, 58–9), so, in
the present study, two interviews were conducted, and the questions
and themes were developed based on the preliminary framework
described previously. These themes were the five elements of build-
ing customer relationships, as well as micro-enterprises and their
perspective on digital marketing.

The interviews were conducted in March and November 2016. One
interviewee (Interviewee X) is a digital marketing expert of a com-
pany that provides digital marketing services for micro-enterprises,
among other types of firms. Interviewee X has had broad experience
in the current state of digital tool utilisation in micro-enterprises.
The other interviewee (Interviewee Z) is a private corporate consul-
tant who specialises in helping solo-entrepreneurs to increase sales
and conduct digital marketing. A full 95 percent of Interviewee Z’s
customers are micro-enterprises, so this participant brought a par-
ticularly extensive knowledge of solo-entrepreneurs’ current prac-
tices to this study. The in-depth interviews were conducted by the
first author, and the recorded data was transcribed. The interview
transcripts were analysed according to the themes, and the quota-
tions in the results section below were directly extracted from the
interviews.

Results

According to interviewee X, owner-manager’s human capital is es-
sential to micro-enterprises. If the entrepreneur has knowledge of
the digital tool alternatives and how they can be utilized, positive
impact can be accomplished. Interviewee Z mentions also flexibility
as micro-enterprises’ positive aspect. In addition both interviewees
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state the resource problems and the lack of know-how in micro-
enterprises’ are negative factors and that most of the time is cantered
in the core business.

According to interviewee X micro-enterprises understand the im-
portance of the first element, attracting customers, and they invest
in it with different weights. Interviewee Z notices that also smaller
micro-enterprises, solo-entrepreneurs, invest in it relatively much
compared to other elements. For example, Facebook is relatively
well-known digital tool, which is exploited among micro-enterprises
independently.

Especially for example Facebook, they (micro-enterprises) have
took it in their business more or less, either that they have with
their own profiles pointed out, where they operate. [Interviewee
X]

Search engine marketing and analytics tools are the most cost-
efficient and applicable digital tools to micro-enterprises according
to the interviews. Interviewee Z adds also blogs, videos and e-mail,
but states that micro-enterprises do not utilize e-mail efficiently
enough and the execution is generally done unsuccessfully,

In developing the second element, engaging customer interest and
participation, the interviewees emphasized the significance of web-
sites especially for micro-enterprises. According to the interviewee
X, micro-companies recognize the importance of the element, but
interviewee Z states that it is common that solo-entrepreneurs have
only their contact information in their website.

The recognized tools in the preliminary framework for the second
element were blogs, content marketing, website and e-commerce.
According to the interviews, other tools utilized by micro-enterprises
are videos, which are published in YouTube, search engine optimiza-
tion and e-mail. Interviewees explained that e-commerce is not very
common digital tool among micro-enterprises excluding companies,
which businesses’ focus purely on e-commerce.

At the third element, retaining customers, the interviewee X would
separate micro-enterprises that have operated longer and younger
companies, start-ups. Micro-enterprises that have operated longer
understand the importance.

We have to separate long-operated micro-enterprises and then
this kind of start-ups, which do not have that much customer
base. Especially those, who have history [. . .] are ready to put
resources on it. [Interviewee X]

Potential tools recognized in the theoretical framework were blogs,
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Facebook, content marketing, e-mail and website. Interviewee Z
states that in many cases understanding content marketing as a
whole is missing. According to the interviewee X, micro-enterprises
also utilize intranet, where part of a website is not available for ev-
eryone.

As in the previous element, also in learning customer preferences,
both interviewees suggested separation among micro-enterprises.
Companies that have operated longer invest and understand the im-
portance of the element more profound. The interviewee X added
that micro-enterprises are all the time more interested of autom-
atization in order to figure out, in which products the customers
have been acquainted on the website. Hereby customers can be ap-
proached through specific product.

All the time we are going towards that the companies try like to
know customers secretly. [Interviewee X]

According to the interviewee X, companies cannot only utilize dig-
ital marketing in learning customers’ preferences – the element goes
deeper into personal level. Surveys through e-mails and Facebook in
learning about customers are rarely utilized.

According to the interview the fifth element, relating to customers,
is an element that is often left behind in micro-enterprises.

Those (entrepreneurs) that have understood the situation, they
try to give personal service, but in digital form too little; we are
talking about 10 percent. There is not yet understanding that
customers could be served there. It is not understood to utilize
communication with the customers. [Interviewee Z]

Recognized tools in the theoretical framework were Facebook and
e-mail. According to the interviewee X a used tool among micro-
enterprises is also intranet. Interviewee Z points out also social me-
dia’s power, particularly Facebook’s.

The significance of mobile marketing is enormous for all com-
panies, also for micro-enterprises, according to the interviewee X.
Nowadays, companies do not perform marketing, which is not com-
patible to mobile marketing. According to interviewee, companies
started to pay attention to mobile marketing in 2013 and the channel
has had a great role ever since. Mobile marketing became popular,
when making of a responsive website became cost effective.

Discussion

Our study’s prior target was to increase knowledge of micro-enterpri-
ses’ current utilization of new digital marketing tools in building
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table 1 Digital Marketing Tools for Micro-Enterprises in Building Customer
Relationships

Category Theoretically recognised
digital tools

Utilised digital tools

Attract customers Facebook
Search engine Marketing
E-mail

Facebook
Search engine Marketing
E-mail
Blog
Video
Analytics tools

Engage customers’
interest and
participation

Blog
Content marketing
Website
E-commerce

Blog
Content marketing
Website
Video
Search engine optimisation
E-mail

Retain customers Blog
Facebook
Content marketing
E-mail
Website

Blog
Facebook
Content marketing
E-mail
Website
Intranet

Learn customer
preferences

Facebook
E-mail

Analytics tools

Relate to customers Facebook
E-mail

Facebook
E-mail
Intranet

their customer relationships. To answer research questions, the
new digital marketing tools were examined through five elements
of building customer relationships.

Our framework on micro-enterprises’ digital marketing tools in
building customer relationships is a new approach in discussion
on digital marketing tools. Also micro-enterprises’ owner-managers’
human capital and its’ effect on digital marketing is valuable view-
point to scientific conversations. Micro-enterprises’ digital market-
ing is managerially and societally current issue, which has been
underexplored so far. Our case study offers perspective for micro-
enterprises about practical digital marketing tools in different ele-
ments of building customer relationships. Empirical results showed
that entrepreneur’s personal features affect whether the enterprise
will utilize digital tools and if the enterprise will co-operate with
marketing companies.

In the theoretical framework (table 1), digital marketing tools
for micro-enterprises are presented under the elements of build-
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ing customer relationships. Empirical results showed that micro-
enterprises invest relatively extensively to the first element, attract-
ing customers. The interviews supported partly the earlier knowl-
edge as Facebook, search engine marketing and e-mail were recog-
nized as potential tools in developing the element. However, empiri-
cal results added also new digital tools such as blogs, videos and an-
alytics tools to the element. Hauser (2007) emphasizes that analytics
tools should became companies’ standard tool in digital marketing
as the tool demands companies to utilize data in order to understand
customers in their every lifecycle phase. In 21st century, immediate
interactive marketing demands utilization of customer information
so that personal customer relationships can be built in acquiring
new customers (Hauser 2007). According to Waters and Jones (2011)
videos strengthen the idea of companies’ products and services, give
personality to the organization and most of all build brand. Feguson
(2008) continues that wide spectrum of organizations are going to-
wards social media, such as YouTube, in order to spread news and
videos.

Also in the second element, engaging customers’ interest and par-
ticipation, earlier literature and empirical results partly support each
other. Empirical results showed that in general, micro-enterprises
understand the importance of the element and they invest in it, but
especially solo-entrepreneurs lacking invest on it. Common tools be-
tween earlier knowledge and empirical results were blogs, content
marketing and website, which indicate that these tools are still rele-
vant. Empirical results showed that micro-enterprises also use cur-
rently videos, search engine optimization and e-mail. Nevertheless,
e-commerce, which was recognized as applicable tool in theoreti-
cal framework, was not mentioned in empirical results. According
to the interviewees one reason is that micro-enterprises’ are lacking
resources and Jahanshahi et al. (2013) write that one disadvantage
of e-commerce is high costs of user support.

Blogs, Facebook, content marketing, e-mail and website were rec-
ognized earlier as potential tools for micro-enterprises in the third
element, retaining customers, and digital tools are also utilized in the
companies. The empirical material completed the earlier knowledge
with intranet. Intranet can be defined as dynamic and personalized
gate in network, which belongs exclusively to the company. With in-
tranet companies have opportunity to face the customers’ informa-
tion needs (Neill and Richard 2010). According to the empirical re-
sults, long-operated micro-enterprises invest more and understand
the importance of the element compared to start-ups.
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In learning customer preferences, theoretically recognized digital
tools for micro-enterprises were Facebook and e-mail. Contrary, em-
pirical material showed that micro-enterprises utilize only analytics
tools in the element. Micro-enterprises do not usually utilize analyt-
ics tools without external help because the tools require knowledge
of developing the database and controlling the quality of information
(Hauser 2007).

According to Dehkordi et al. (2012), e-mail marketing helps com-
panies to get feedback from customers easily. However, empirical
results showed that analytics tools have a greater role in learning
customer preferences – e-mail is not no longer current tool in the
element. Hauser (2007) says that analytics tools are crucial partic-
ularly in retaining current, the most profitable customers. Hanson,
Wrangmo, and Soilen (2013) state that one of the greatest benefit in
Facebook is customers’ opportunity to communicate with companies
of their need and wants. According to the empirical results, com-
panies are trying to get information about customers without cus-
tomers’ knowledge. Generally, micro-enterprises utilize relatively
little digital tools in the fourth element.

In theoretical part, e-mail and Facebook were recognized as ap-
plicable digital tools in relating to customers. Empirical results sup-
ported the theoretical part, as micro-enterprises utilize e-mail and
Facebook in developing the element. Merisavo and Raulas (2004)
have written earlier that e-mail marketing should concentrate to
deepen the relationships with loyal customers and the e-mail com-
munication should be built based on individual preferences. This can
be achieved by using e-mail in development of the element. In ad-
dition, intranet was in empirical results the most cost-efficient and
applicable tool for the element: intranet can be called as personal-
ized tool (Neill and Richard 2010). Micro-enterprises do not invest
much to the element in question. In addition, the quality of mobile
sites affect greatly consumers’ attitude towards the brand (Watson et
al. 2013).

To conclude, micro-enterprises have a wide range of opportunities
to utilise digital marketing tools, and companies that use market-
ing services exploit tools relatively extensively based on the present
study’s findings. Nevertheless, solo-entrepreneurs appear to neglect
a long-term focus on digital marketing tools even though they have
many opportunities to benefit from digitalisation. Micro-enterprises
have to take into account that their owner-managers’ human capital
and knowledge of these tools have a great impact on digital market-
ing and its success. Different digital tools have different impacts on
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companies’ digital marketing objectives. Micro-enterprises need to
consider how they can use different digital tools in order to build
their customer relationships more efficiently. Micro-enterprises also
should concentrate on ensuring that all their digital tools are inte-
grated with each other and that their marketing strategy is system-
atic, persistent and compatible to mobile marketing.

One of the most important digital tools for micro-enterprises,
based on the present research’s results, is website, as micro-enter-
prises do not generally have a separate sales department. In addi-
tion, content marketing is cost-effective and valued highly, while e-
mail appears to be the most commonly used tool in all five customer
relationship elements. Thus, e-mail can be considered a versatile
tool. Micro-enterprises need to emphasise learning customer pref-
erences and relating to customers, as the significance of these ele-
ments is usually not adequately understood. In other words, micro-
enterprises focus, in general, more on acquiring customers, and
these firms do not put enough stress on committing to customers
and retaining their loyalty.

We are acknowledged that study has some limitations, primar-
ily about generalizing the findings of instrumental cases regarding
the heterogeneous group of micro-enterprises. The small number
of cases limits generalizations from this study’s findings. Moreover,
some of the findings may be case-specific or context-specific. There-
fore, the findings of the study cannot be directly generalised to other
micro-enterprises or business contexts and depend on the time of
the data collection. Thus, in the future studies more empirical data
should be collected to able to confirm the findings presented in this
study. However, the results offer preliminary insights for facilitating
future studies. We are aware that mobile strategy is a key aspect of
digital marketing (Lamberton and Stephen 2016). In addition, re-
sponsive design of websites, addressing communities on social me-
dia (Kaplan and Haenlein 2011) and viral marketing (Kaplan and
Haenlein 2011; Hinz et al. 2011) are all relevant aspects of digital
marketing which we have not been discussed much in our study.
Thus, in the future studies these aspects of digital marketing could
be discussed in way that is more detailed. In addition, this study has
not discussed newer state-of-the art platforms such as Snapchat,
Instagram or Pinterest which have emerged in the situation when
consumers are ‘constantly connected’ through their mobile phones
and which has changed their roles from consumer to acting also ad-
vertiser and promoter (Lamberton and Stephen 2016). This changed
situation offers new business potential for micro-enterprises and
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should be investigated in the future studies. Moreover, studying the
phenomenon in business-to-consumer and business-to-business
contexts would bring new angle to the discussion of digital mar-
keting tools for building customer relationships.
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