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Abstract 6 

The objective of this research is to analyze the interrelationships between digital marketing and 7 

service quality, digital marketing and sales performance, service quality and sales performance, as 8 

well as the mediating role of service quality in linking digital marketing to sales performance. This 9 

investigation adopted a quantitative research approach, structured around the research design, 10 

participants, data collection procedures, and analytical techniques. The study focused on 100 small 11 

and medium-sized enterprises (MSMEs) located in machakos town, kenya. Respondents were 12 

MSME managers selected through simple random sampling to ensure fairness and 13 

representativeness. Data was collected using an online questionnaire. The instrument was designed 14 

with a five-point Likert scale, ranging from strongly disagree (1) to strongly agree (5), allowing 15 

respondents to express levels of agreement or disagreement with the given statements. The responses 16 

were processed using the Partial Least Squares (PLS) method. The results indicate that: Digital 17 

marketing positively influences service quality, Digital marketing significantly enhances sales 18 

performance, Service quality has a positive impact on sales performance and Digital marketing 19 

indirectly strengthens sales performance through the mediating role of service quality in the digital 20 

environment. 21 
 22 

1.0.Introduction 23 
 24 

In the current era of the Fourth Industrial Revolution and rapid digital transformation, information 25 

technology continues to advance at an unprecedented pace. In Kenya, small and medium-sized 26 

enterprises (SMEs) constitute the backbone of the economy, accounting for approximately 98% of all 27 

businesses (Kenya Private Sector Alliance [KEPSA], 2024). They contribute between 30% and 40% 28 

of the country’s gross domestic product (GDP) and play a vital role in supporting national economic 29 

growth (Kenya Bankers Association [KBA], 2022; United Nations Development Programme 30 

[UNDP], 2022). Kenya is home to more than 7.4 million micro, small, and medium enterprises 31 

(MSMEs), which collectively employ about 14.9 million people, representing nearly 80% of the 32 

national workforce (UNDP, 2022). These enterprises operate across multiple sectors—ranging from 33 

agriculture and retail trade to services and light manufacturing—making them indispensable to 34 

Kenya’s socio-economic development. 35 
 36 

With the growing number of enterprises, competition in the MSME sector has become increasingly 37 

intense. Recent studies underscore that the adoption of digital technologies—particularly social 38 

media platforms, mobile applications, and e-commerce—offers SMEs a competitive edge by 39 

widening their market reach, improving customer interaction, and enhancing profitability (Ndung’u 40 

& Signé, 2020; UNCTAD, 2022; KBA, 2022). This transformation has been supported by deep 41 

mobile and internet penetration. According to the Communications Authority of Kenya (CAK, 2023), 42 

internet usage reached more than 71% penetration, with over 65 million mobile subscriptions, many 43 

of them internet-enabled. In parallel, e-commerce adoption has accelerated, with government policies 44 

such as the National E-commerce Strategy reinforcing the importance of digital platforms in SME 45 

growth (UNCTAD, 2022).46 



 

 

The increasing use of social media and messaging applications further expands opportunities for 

SMEs, as smartphones remain central to consumer engagement. Reports indicate that nearly 13 

million Kenyans are active social media users, with WhatsApp, Facebook, and Instagram ranking 

among the most widely used platforms (DataReportal, 2023). This widespread digital connectivity 

provides SMEs with unprecedented opportunities to enhance visibility, build brand awareness, and 

compete effectively in both domestic and international markets. 
 

In practice, many Kenyan SMEs have already integrated modern smartphones into their business 

operations, using them not only for communication through calls and SMS but also for marketing via 

social platforms (CAK, 2023). Empirical evidence shows that social media forms a crucial 

component of digital marketing, significantly influencing SME sales and performance (Asbari et al., 

2021; Affandi et al., 2020; Ndung’u & Signé, 2020). Moreover, online shopping has grown in 

prominence, particularly in the business-to-consumer (B2C) segment, where individual buyers 

directly transact with SMEs through digital platforms (Fahmi et al., 2021; UNCTAD, 2022). 
 

Digital marketing delivers multiple benefits to SMEs, including the ability to increase market share, 

raise brand visibility, generate customer engagement, reduce distribution and promotional costs, and 

strengthen customer relationship management (Saad & Alsheri, 2021). Unlike traditional offline 

methods such as brochures, radio, or television advertisements, e-marketing provides SMEs with 

greater interactivity, global reach, and cost efficiency (Bernarto et al., 2020). Social media, in 

particular, has become a powerful space for dialogue and business networking, enabling SMEs to 

convert online conversations into tangible economic outcomes (Lukman et al., 2021). 
 

Finally, research suggests that while product quality, pricing, and promotional strategies remain 

critical for business success, digital marketing—especially social media and search engine 

optimization (SEO)—plays a central role in driving sales growth among SMEs (Ismaya et al., 2020; 

Leu & Masri, 2021; Muafi et al., 2021). For Kenyan SMEs, innovation in digital adoption is no 

longer optional but a strategic necessity for survival and growth in an increasingly competitive 

marketplace. 
 

2.0. Research Methodology 
 

The research methodology was structured into four key components: research design, research 

subjects, data collection methods, and data analysis techniques. The study adopted a quantitative 

approach focusing on 100 SMEs operating in Machakos town, in Machakos County, Kenya. Primary 

data was collected through online questionnaires distributed to 100 SME managers in Machakos, 

selected using simple random sampling. The questionnaire was administered electronically, with 

each item designed on a five-point Likert scale: strongly agree (SA) scored as 5, agree (A) scored as 

4, neutral (N) scored as 3, disagree (D) scored as 2, and strongly disagree (SD) scored as 1. Data 

processing and analysis were conducted using Partial Least Squares (PLS) technique with the aid of 

SmartPLS version 3.0 software. 
 

As pointed by Hair et al. (2012), testing of a measurement model entails evaluating both convergent 

validity and discriminant validity to establish construct soundness. In this study, construct reliability 

was assessed using composite reliability and Cronbach’s alpha values, both widely accepted 

indicators of internal consistency. This methodological approach is adapted from prior works such as 

Asbari et al. (2021), Bernarto et al. (2020), Fahmi et al. (2020), Hartono and Maksum (2020), Ismaya 

et al. (2020), Priadana et al. (2021), Purwanto et al. (2021), Quddus et al. (2020), Yunarsih et al.



 

 

(2020), and Wanasida et al. (2021). Additionally, insights were drawn from Kenyan studies and 

policy reports, including Kithinji (2019) on SME financing in Machakos County, Mutuku and Njeru 

(2020) on innovation and competitiveness among SMEs in Kenya, and the Kenya National Bureau of 

Statistics (KNBS, 2020) Economic Survey, which provides baseline data on SME performance 

nationally. Furthermore, publications by the Central Bank of Kenya (CBK, 2021) and the Kenya 

Association of Manufacturers (KAM, 2022) guided the contextualization of SME dynamics within 

the Kenyan business environment. These combined sources strengthened the analytical framework, 

ensuring that the reliability and validity testing adopted in this study aligns with both international 

best practices and the realities of SMEs in Machakos County. 
 

If all indicators in the PLS model meet the thresholds of convergent validity, discriminant validity, 

and reliability testing, the results of the PLS analysis can be applied to evaluate the study hypotheses. 

In the convergent validity phase, the loading factor of each indicator is compared to its respective 

construct. Factor loadings of 0.5 or higher are considered adequate for explaining latent constructs, as 

suggested by Naushad (2021), Nugroho et al. (2020), and Nguyen et al. (2021). Accordingly, this 

study adopts a minimum threshold of 0.5 for loading factors, while Average Variance Extracted 

(AVE) values greater than 0.5 indicate satisfactory construct validity. Indicators with lower values 

were eliminated from the model during SmartPLS 3.0 processing, consistent with the 

recommendations of Hair et al. (2018). The results show that all indicators in this study achieved 

loading factors above 0.5 and AVE values above 0.5, thus satisfying the requirements for convergent 

validity. 
 

Discriminant validity testing was also conducted to ensure that each latent variable is conceptually 

distinct from others. Following Hair et al. (2017), discriminant validity is achieved when the square 

root of the AVE of each construct (diagonal values) exceeds its correlations with other constructs 

(off-diagonal values). In the Kenyan SME context, similar approaches have been applied in empirical 

research. For instance, Mutuku and Njeru (2020) confirmed discriminant validity when analyzing 

innovation and competitiveness among SMEs in Nairobi County, while Kithinji (2019) applied the 

same test when assessing financing constraints among SMEs in Machakos County. These studies 

demonstrate the robustness of PLS-SEM as an analytical technique in the Kenyan business 

environment, reinforcing its appropriateness for the present study. 
 

Based on the reviewed literature and empirical evidence from both international and Kenyan studies, 

a hypothetical model was constructed as follows: 
 

Digital Marketing (DM) Sales Performance (SP) 

 

Quality Service (QS) 

 

Figure: 1: Conceptual Model 
 

Drawing from the identified research gaps and prior empirical studies, the following hypotheses were 

formulated: 
 

i. H1: Digital Marketing (DM) positively influences Quality of Service (QS). ii. 

H2: Digital Marketing (DM) positively influences Sales Performance (SP). 

iii. H3: Quality of Service (QS) positively influences Sales Performance (SP).



 

 

iv. H4: Digital Marketing (DM) positively influences Sales Performance (SP) indirectly through 

the mediating effect of Quality of Service (QS). 
 

The digital marketing construct in this study is measured through four key variables. Transaction 

refers to the use of efficient promotional techniques that minimize both transaction costs and 

processing time, thereby enhancing overall marketing efficiency. Incentive Programs represent 

promotional activities designed to attract and retain customers by offering added value, which in turn 

strengthens the firm’s competitive advantage. Site Design captures the aesthetic and functional 

appeal of digital platforms, where a well-structured and visually engaging interface enhances the 

perceived value of the business. Finally, Interactivity reflects the two-way communication between 

the enterprise and its customers, enabling clear, timely, and effective information exchange that 

fosters stronger customer relationships. 
 

3.0. Findings and Discussions 
 

3.1. Outcomes of Psychometric Testing for Validity and Reliability of Indicators 
 

As stated by Hair et al. (2012), discriminant validity is established when the square root of the 

Average Variance Extracted (AVE) for each construct is greater than its correlation with other latent 

constructs. The results of the discriminant validity test presented in Table 1 indicate that all 

constructs in this study achieved AVE square root values that exceeded their correlations with other 

constructs. Similarly, the cross-loading analysis shows that each indicator loads more highly on its 

respective construct than on other constructs. These findings confirm that the model satisfies the 

requirements of discriminant validity. 
 

Comparable approaches have been employed in Kenyan studies. For example, Mutuku and Njeru 

(2020) applied AVE-based discriminant validity testing when examining innovation and 

competitiveness among SMEs in Nairobi, while Kithinji (2019) used a similar procedure in assessing 

financing constraints of SMEs in Machakos County. Likewise, Wambugu (2021) confirmed 

discriminant validity through cross-loading and Fornell-Larcker criteria when studying digital 

adoption among Kenyan SMEs. These local studies reinforce the robustness of the current findings, 

showing that the adopted measurement model is both statistically sound and contextually relevant to 

the SME sector in Kenya.



 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

FIG -3 – Convergent Validity Testing 
 
 
 
 
 
 
 
Based on the estimation results of the PLS model presented above, all indicators achieved loading 

factor values greater than 0.5, thereby meeting the threshold for convergent validity. Beyond the 

loading factors, convergent validity was also assessed using the Average Variance Extracted (AVE) 

values for each construct. In line with the criteria suggested by Hair et al. (2018), the AVE values 

obtained in this study were all above 0.5, confirming that the model satisfies the requirements of 

convergent validity. The detailed results for factor loadings, Cronbach’s alpha, composite reliability, 

and AVE for each construct are summarized in Table 1 and Figure 2. 
 

This validation process is consistent with prior African studies employing PLS-SEM. For example, 

Odoom and Mensah (2019) confirmed convergent validity in their study on digital marketing 

adoption among SMEs in Ghana, while Abubakar and Bala (2018) applied similar tests in their 

analysis of ICT integration and SME performance in Nigeria. Within the Kenyan context, Kithinji 

(2019) established convergent validity when examining financing constraints among SMEs in 

Machakos County, while Mutuku and Njeru (2020) reported comparable results in their investigation 

of innovation and competitiveness among Nairobi-based SMEs. More recently, Wambugu (2021)



 

 

validated AVE and composite reliability thresholds in his study of digital adoption among SMEs in 

Kiambu. Collectively, these African and local studies demonstrate that convergent validity testing 

using factor loadings and AVE remains a reliable approach for assessing measurement models in 

SME research. 
 

Table 1 
 

Cronbach's Alpha, Composite Reliability, and Average Variance Extracted (AVE) 

Cronbach's Alpha 

DM 0.980 

QS 0.982 

SP 0.90 

able 1 

rho A Composite Reliability (AVE) 

0.970 0.980 0.961 

0.987 0.986 0.985 

0.927 0.928 0.784 

 
Construct reliability was assessed using Cronbach’s alpha and composite reliability values for all 

constructs. According to Hair et al. (2018), a threshold of 0.7 or higher is recommended for both 

measures, indicating acceptable internal consistency. The results presented in Table 2 show that all 

constructs achieved Cronbach’s alpha and composite reliability values above 0.7, thereby meeting the 

minimum reliability requirement. 
 

Similar approaches have been applied in African and Kenyan studies. For instance, Odoom and 

Mensah (2019) reported Cronbach’s alpha values above 0.7 in their study on digital marketing 

adoption among SMEs in Ghana, while Abubakar and Bala (2018) applied the same threshold when 

examining ICT integration and SME performance in Nigeria. In Kenya, Kithinji (2019) confirmed 

the reliability of constructs using Cronbach’s alpha and composite reliability above 0.7 in his study 

on SME financing in Machakos County. Likewise, Mutuku and Njeru (2020) found consistent results 

when investigating innovation and competitiveness among Nairobi-based SMEs, and Wambugu 

(2021) applied similar reliability thresholds in research on digital adoption among SMEs in Kiambu. 

These studies collectively reinforce the validity of the current findings, demonstrating that the 

constructs used in this study are both reliable and contextually relevant within the African SME 

landscape. 
 
 
 

3.2. Construct Reliability Analysis 
 

According to Hair et al. (2018), construct reliability can be measured using Cronbach’s alpha and 

composite reliability values for each construct. A threshold of 0.7 or higher is recommended for both 

measures to indicate acceptable internal consistency (Asbari, 2020). The reliability test results 

presented in Table 1 show that all constructs in this study achieved Cronbach’s alpha and composite 

reliability values above 0.7, confirming that the constructs are reliable. 
 

Discriminant validity was further examined to ensure that each latent variable is conceptually distinct 

from the others. As noted by Hair et al. (2012), discriminant validity is established when the square 

root of the Average Variance Extracted (AVE) for each construct (diagonal values) is greater than its 

correlations with other constructs (off-diagonal values). The results of the discriminant validity test 

revealed that all constructs had AVE square root values exceeding their correlations with other latent



 

 

variables, as confirmed through the Fornell-Larcker criterion. This demonstrates that the model meets 

the standard for discriminant validity. 
 

These procedures are consistent with prior African and Kenyan studies. For example, Odoom and 

Mensah (2019) applied Cronbach’s alpha and AVE thresholds in their study on digital marketing 

adoption among Ghanaian SMEs, while Abubakar and Bala (2018) used similar measures when 

examining ICT adoption and SME performance in Nigeria. In Kenya, Kithinji (2019) applied 

Cronbach’s alpha and composite reliability tests above 0.7 when studying SME financing challenges 

in Machakos County. Similarly, Mutuku and Njeru (2020) confirmed discriminant validity using the 

Fornell-Larcker criterion in their research on SME innovation and competitiveness in Nairobi, and 

Wambugu (2021) applied reliability and validity testing in his study on digital adoption among SMEs 

in Kiambu. These studies reinforce the robustness of the current findings and demonstrate the 

applicability of PLS-SEM techniques within the African SME research context. 
 

Finally, the effect tests were conducted using the t-statistic within the Partial Least Squares (PLS) 

analysis framework, implemented in SmartPLS 3.0. Using the bootstrapping technique, the R² values 

and significance levels were obtained, as presented in the table below. 
 

Table 2 

R Square 
 

QS 

SP 

 
 
 

R Square 

0.098 

0.422 

 
 
 

R Square Adjusted 

0.095 

0.416 

Based on the results presented in Table 2, the R² value for Quality of Service is 0.098, indicating that 

9.8% of the variance in the quality service construct is explained by digital marketing. Similarly, the 

R² value for Sales Performance is 0.422, suggesting that 42.2% of the variance in sales performance is 

jointly explained by digital marketing and quality service. 
 

3.3. Hypotheses Testing 
 

According to Hair et al. (2012), hypothesis testing in PLS-SEM is carried out through the inner 

model assessment. This involves testing the significance of both direct and indirect effects, as well as 

estimating the magnitude of influence exerted by exogenous variables on endogenous variables. For 

instance, when examining the effect of transformational leadership on employee performance 

through a readiness-to-change mentality as a mediating variable, both direct and indirect effect tests 

are required. Hair et al. (2018) recommend that such effect tests be conducted using the t-statistic 

within the Partial Least Squares (PLS) analytical framework, implemented through SmartPLS 3.0 

software. Using the bootstrapping technique, the R² values and significance levels are generated, as 

summarized in Tables 2 and 3. 
 

Similar methodological approaches have been applied in African studies. Odoom and Mensah (2019) 

employed PLS-SEM with bootstrapping to test mediation effects in their research on digital 

marketing adoption and performance outcomes among SMEs in Ghana. Abubakar and Bala (2018) 

also used direct and indirect effect testing in a Nigerian study examining ICT adoption and SME 

growth. In the Kenyan context, Kithinji (2019) applied PLS-SEM to test the mediating role of 

financing access on SME performance in Machakos County, while Mutuku and Njeru (2020) utilized 

the bootstrapping approach to assess the influence of innovation on competitiveness among SMEs in 

Nairobi. More recently, Wambugu (2021) employed similar inner model testing procedures when



 

 

investigating digital adoption and firm performance among SMEs in Kiambu. These African and 

local studies reinforce the appropriateness of PLS-SEM in testing both direct and indirect effects, 

while also demonstrating the robustness of bootstrapping in generating reliable significance levels in 

SME research. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig -2- Hypotheses testing 
 

The results of hypothesis testing for all variables that have a direct effect are shown in Table 3 as 

follows, 
 
 
 
 
 
 
 
 
 

Table 3 
 

Hypothesis Result of the Structural Model



 

 

Hypothesis Standardized Path Coefficient (β) t-value P Value Test 

Result 

H1: DM → QS 0.412 

H2: DM → SP 0.031 

H3: QS → SP 0.0685 

4.305** 

11.592** 

9.40** 

0.000 Supported 

0.000 Supported 

0.000 Supported 

H4: DM → QS → SP 3.634** 0.000 Supported 
 

Note: **, p-value < 0.05. Significant at the 0.05 level. 
 

H1: Digital Marketing (DM) positively influences Quality of Service (QS). 
 

Data analysis by SmartPLS shows the result of the p value is significant p value is 0.000 < 0.050, and 

T value is 4.335 > 1.96 which means Digital marketing (DM) has significant effect on Quality 

service (QS). This means that an increase in Digital marketing (DM) will encourage Quality service 

(QS). and a decrease in Digital marketing (DM) will encourage a decrease in Quality service (QS). 

The results of this study are aligned with Pramono et al. (2021); Prameswari et al. (2020) and 

Praditya (2020) states that Digital marketing (DM) has significant effect on Quality service (QS). 
 

H2: Digital Marketing (DM) positively influences Sales Performance (SP). 
 

Data analysis by SmartPLS shows the result of the p value is significant p value is 0.000 < 0.050, and 

T value is 11.593 > 1.96 which means Digital marketing (DM) has significant effect on Sales 

performance (SP)This means that an increase in Digital marketing (DM) will encourage Sales 

performance (SP) and a decrease in Digital marketing (DM) will encourage a decrease in Sales 

performance (SP). The results of this study are aligned with Priadana et al. (2021); Purwanto et al. 

(2021) and Pham et al. (2021) states that Digital marketing (DM) has a significant effect on Sales 

performance (SP). 
 
 
 

H3: Quality of Service (QS) positively influences Sales Performance (SP). 
 

Data analysis by SmartPLS shows the result of the p value is significant p value is 0.000 < 0.050, and 

T value is 9.400 > 1.96 which means Quality service (QS) has a significant effect on Sales 

performance (SP). This means that an increase in Digital marketing (DM) will encourage Sales 

performance (SP) and a decrease in Quality service (QS) will encourage a decrease in Sales 

performance (SP). The results of this study are aligned with Quddus et al. (2020); Rahaman et al. 

(2021) and Singhdong et al. (2021) states that Quality service (QS) has significant effect on Sales 

performance (SP). 
 

H4: Digital Marketing (DM) positively influences Sales Performance (SP) indirectly through the 

mediating effect of Quality of Service (QS). 
 

Data analysis by SmartPLS shows the result of the p value is significant p value is 0.000 < 0.050, and 

T value is 3.633 > 1.96 which means Digital marketing (DM) has a significant effect on Sales 

performance (SP) through Quality service (QS). This means that an increase in Digital marketing 

(DM) will encourage Sales performance (SP) through Quality service (QS)and a decrease in Digital 

marketing (DM) will encourage a decrease in Sales performance (SP) through Quality service (QS).



 

 

The results of this study are aligned with Suheny et al. (2020); Syafri et al. (2021) and Tan et al. 

(2021) state that Digital marketing (DM) has significant effect on Sales performance (SP) through 

Quality service (QS). 
 

3.4 Discussion 
 

Yunarsih et al. (2020) and Wanasida et al. (2021) note that the most widely used social media 

platforms among MSMEs are Facebook, Twitter, and Instagram. For many enterprises, social media 

provides benefits such as facilitating direct communication with consumers, supporting marketing 

and advertising activities, recording customer needs, responding to consumer inquiries, aiding 

decision-making, and serving as an interactive forum. These functions enable businesses to showcase 

products and services in ways that positively impact performance. Similarly, Alzaam et al. (2021) 

and Amri et al. (2021) argue that internet marketing improves customer relationships, enhances 

promotional reach, and allows for efficient tracking of sales. 
 

African and Kenyan research echoes these findings. Odoom and Mensah (2019) highlight that 

Ghanaian SMEs leverage Facebook and WhatsApp to improve customer engagement and reduce 

marketing costs. In Nigeria, Abubakar and Bala (2018) found that SMEs using social media 

platforms recorded significant improvements in communication efficiency and market reach. 

Locally, Kithinji (2019) established that SMEs in Machakos County benefited from adopting digital 

platforms, especially WhatsApp and Facebook, which reduced transaction costs and enhanced 

visibility. Mutuku and Njeru (2020) reported that Nairobi SMEs applying digital marketing achieved 

higher competitiveness through faster customer feedback and more effective promotions, while 

Wambugu (2021) observed that SMEs in Kiambu improved sales performance through interactive 

online engagement. 
 

The efficiency dimension of digital marketing, often referred to as the transaction benefit (Affandi et 

al., 2020; Budi et al., 2020), shows how SMEs reduce conventional promotion expenses by relying 

on social media platforms. Kenyan SMEs illustrate this through low-cost WhatsApp group 

marketing, Facebook marketplace posts, and the integration of M-Pesa as a digital payment option. 

These platforms not only lower promotion costs but also increase time efficiency for both businesses 

and customers. As noted by Nugroho et al. (2020) and Nguyen et al. (2021), digital marketing 

enhances transaction efficiency, especially when integrated with mobile payment systems and online 

ordering applications. 
 

Digital platforms also improve information clarity and communication. Priadana et al. (2021), 

Setiawati et al. (2021), and Dharmayuni et al. (2021) argue that social media enables SMEs to 

present clear product and service details, allowing employees and entrepreneurs to optimize time 

spent on other operational tasks. Kenyan evidence supports this; Wambugu (2021) showed that 

SMEs using Facebook fan pages and Instagram shops communicated product features more 

effectively, which strengthened customer trust and streamlined sales processes. 
 

Furthermore, social media serves broader functions beyond marketing. Leu and Masri (2021) and 

Muafi et al. (2021) point out that it provides platforms for customer discussions, consumer surveys, 

distributor communication, and product showcasing. Purwanto et al. (2021) and Pham et al. (2021) 

emphasize that social media fosters innovation, expands market networks, and drives higher sales 

volumes. In Kenya, Njuguna and Moronge (2019) demonstrated that SMEs in Nairobi’s retail sector 

experienced sales growth after adopting Instagram and WhatsApp as primary marketing tools, while



 

 

Njoroge (2020) highlighted that agribusiness SMEs in Kiambu leveraged social media to connect 

directly with customers and distributors. 
 

Finally, the internet has transformed marketing by making company websites and online platforms 

accessible not only to large corporations but also to small enterprises (Ismaya et al., 2020; Quddus et 

al., 2020; Rahaman et al., 2021). Kenyan SMEs increasingly create affordable websites or rely on 

platforms such as Jumia and Kilimall to reach broader markets (Kithinji, 2019). Viral marketing, 

often referred to as internet word-of-mouth (Kotler, 2017), has also gained ground, with SMEs using 

Facebook and WhatsApp sharing to generate rapid product awareness at minimal cost. 
 

Overall, both international and African evidence demonstrates that digital marketing and social media 

adoption provide SMEs with cost efficiency, market expansion, improved customer engagement, and 

stronger sales performance. These findings are strongly aligned with the experiences of Kenyan 

SMEs, particularly in Machakos, Nairobi, and Kiambu counties 
 

4.0 Conclusion 
 

Based on the SmartPLS analysis, the findings indicate that digital marketing has a significant effect 

on service quality, sales performance, and also indirectly on sales performance through service 

quality. This suggests that service quality plays a mediating role between digital marketing and 

performance outcomes. Similar to findings by Ndiege et al. (2020) in Kenya and Abor & Quartey 

(2010) in Ghana, social media and digital platforms have increasingly become core enablers for SME 

competitiveness and market growth in Africa. 
 

In practice, SMEs in Kenya, Nigeria, and South Africa use social media platforms such as Facebook 

(FB), WhatsApp (WA), and Instagram (IG) as essential tools for business operations (Mugo & 

Njuguna, 2021). These platforms enable direct, real-time communication with customers and 

suppliers, often at very low cost, thereby enhancing relational marketing and responsiveness. 

WhatsApp, in particular, is widely used by micro and small businesses for instant communication and 

order processing because of its accessibility and affordability (Kabanda & Brown, 2017). 
 

The benefits reported by SMEs include cost-effective transactions, efficient promotion through image 

and video sharing, and constant information updates, all of which resonate with earlier studies on 

African digital entrepreneurship (Boateng, 2016). Importantly, many SMEs experience an increase in 

sales volume after embracing social media, consistent with studies on Tanzanian and Ugandan SMEs 

which found digital platforms to significantly expand market reach and customer engagement 

(Kiveu, Namusonge & Muathe, 2019). 
 

Therefore, SMEs are encouraged to optimize available technological developments by leveraging 

local innovations and social media platforms to enhance marketing effectiveness. For instance, 

integrating mobile money services such as M-Pesa in Kenya or MTN Mobile Money in Uganda into 

social media sales strategies ensures seamless transactions, thereby improving trust and efficiency. 

By creatively using these platforms to promote home-based industry products, SMEs can 

continuously improve their market presence, sales volume, and long-term sustainability. 
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