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The Usage of Electronic Marketing to Enhance the Competitiveness of
Small Business Entrepreneurs
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Abstract

Electronic marketing had a role and significance as well as impacts on businesses operations both in the
present and future the prospective. Small business entrepreneurs, marketers should consider and use channels of
distribution through electronic marketing, management marketing strategies and marketing activities to meet
customers’ needs, lifestyle and used of electronic marketing tools to reach their customers will be able to create
competitive advantage, the effectiveness of sales and profitability. In addition, electronic marketing also leads to the
marketing opportunities and enhances their ability to increase sales products and services to the international

marketing or global marketing, of which electronic marketing is such a key success factor.
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