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This study examines the relationship between the performance of small 
and medium-sized businesses (SMEs) in the furniture manufacturing 
industry in Johor, Malaysia, and their digital marketing adoption. The 
foundation of Malaysia's economy is made up of SMEs, and the furniture 
sector makes a substantial export contribution. However, obstacles to 
their development and competitiveness include poor digital adoption, 
antiquated marketing techniques, and resource limitations. The study 
aims to analyze the SMEs' performances, determine the extent of digital 
marketing adoption, and investigate the relationships between them. 
The study uses a quantitative methodology and surveys furniture 
manufacturing SME stakeholders to offer practical advice to 
entrepreneurs and policymakers on how to improve SMEs' 
performances through successful digital marketing tactics, promoting 
innovation, and local economic development. 
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1. Introduction 

Companies are classified as small or medium-sized if their assets, turnover or number of employees are below a 
certain threshold. The manufacturing sector in Malaysia must not have more than 200 full-time employees or 
turnover must not exceed RM50 million (Staff, 2023). According to OECD (2022), SMEs comprised a total of 
1,151,399 enterprises and 48% of the country's labour force was employed in these enterprises in 2020. 5.1% of 
these SMEs were in the manufacturing industry. In Malaysia, there are 1,890 registered SMEs manufacturing 
furniture under these industries (Ali, 2024). Small and medium enterprises (SMEs), which account for about 85% 
of all registered furniture manufacturing companies in the nation, dominate the furniture sector. Within 
Malaysia's wood-based economy, furniture manufacturing is the fastest-growing sub-sector, contributing about 
1.1% to the country's GDP (Ratnasingam et al., 2020). 

According to Emeritus (2024), a detailed plan that describes how companies will use digital platforms, 
channels, and technologies to achieve their marketing objectives is called a digital marketing strategy. People 
rarely read newspapers and magazines these days, perhaps because they can easily get the latest information on 
pop culture trends and news online. Consequently, many businesses are now turning to digital marketing instead 
of their old, traditional marketing methods (UOW Malaysia, 2022). In 2024, a preference for certain social media 
platforms, a high level of internet adoption, and a diverse spectrum of online usage are characteristics of the digital 
marketing trend in Malaysia (Avenu, 2024). At the beginning of 2024, there were 33.59 million internet users in 
Malaysia, with an internet penetration of 97.4%. This shows how much the country has embraced and utilized the 
digital world. In January 2024, 28.68 million people in Malaysia used social media, which is 83.1% of the country's 
total population (Kemp, 2024). 
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Adam et al. (2021) discuss the difficulties faced by Malaysian SMEs (small and medium-sized enterprises) 
during the COVID-19 pandemic, including outdated marketing techniques. Due to the disruption of operations and 
supply chain caused by the extended MCO, conventional marketing techniques were useless. It was difficult for 
SMEs to connect with customers if they relied solely on conventional techniques such as print ads and 
commercials. Traditional marketing is losing its competitive edge, and small and medium-sized enterprises 
(SMEs) need to embrace digital technologies to survive in the current climate. Furthermore, it is equally important 
to understand the adoption rate of digital marketing among small businesses. Contrary to expectations, the 
percentage of Malaysian SMEs that have successfully adopted internet marketing is only 19.7% (Nordin et al., 
2023). According to Idris (2021), small and medium entrepreneurs often face the problem that customers are not 
aware of their offerings when they first start their business. The majority promote their goods exclusively within 
the confines of their business. Especially during the COVID-19 crisis, when consumers are moving from traditional 
to online purchasing behaviour, this type of activity leads to their items becoming outdated. Some SMEs are 
struggling to adapt to the changing buying habits of their customers. 

Khai et al. (2020) highlight that during the MCO era, many SMEs struggled to establish work-from-home rules 
because they were lack of digitalization and could not take advantage of the e-commerce opportunities that arose 
during the pandemic. This was often because the owners or founders did not recognize the importance and value 
of technology, especially for borderless commerce. Although sometimes overlooked, serious games that utilize 
digital technologies for learning can potentially improve SMEs' knowledge and skills. Furthermore, one of the 
issues SMEs currently struggle with is engagement in digitalization. Large companies can usually muster the 
resources required for digitalization. However, the challenge is to address the lack of resources and expertise in 
infrastructure and technology, human capital, information security concerns, top management commitment, and 
resistance to change to enable SMEs to participate in the Internet agenda (Wen & Atan, 2021). In addition, more 
than 50% of Malaysians fully utilize their smartphones to access the Internet. Due to these internet access 
capabilities, many things have undoubtedly changed from analog to digital or online. Therefore, even though most 
small businesses do not pay enough attention to digitizing their business operations, SMEs must continue to work 
effectively to be competitive in the market and engage with Industry 4.0. Digital marketing strategies play a crucial 
role in this regard. Unlike other countries, only 29% of Malaysian SMEs have a website, and only 32% use 
digitalization for business activities (Hasbolah et al., 2022). 

Tajudin et al. (2021) discusses the problems of customer shortage faced by micro-entrepreneurs in Malaysia 
due to the Movement Control Order (MCO). The restriction of freedom of movement led to a sharp decline in 
business activities. The decline in customers even affected essential businesses, while some managed to adapt by 
offering services in their stores or shopping online. According to Razak et al. (2018), SMEs in Malaysia also struggle 
to build marketing networks and lack knowledge about the available platforms for marketing. The main problems 
faced by small and medium enterprises (SMEs) in Malaysia include unfamiliarity with branding, exporting, 
marketing strategies and customer loyalty, as well as the lack of strong relationships with domestic and foreign 
companies. SMEs' inability to reach the target market and their lack of experience in managing customer 
relationships have also made it difficult for them to retain potential customers (Lim & Teoh, 2021). The branding 
problems of SMEs also include inferior goods and services, weak marketing network, lack of accreditation, poor 
plan, and inadequate advertising (Rani et al., 2022). 

In addition to limited technology resources, SMEs often struggle with financing and resource constraints such 
as finance operations, marketing the product, and providing sufficient funds for staff training. The situation is 
similar to that of SME financing, especially for developing and marketing their product. SMEs need sufficient 
funding to compete in the current highly competitive business climate. For the industry to remain highly 
competitive, research must be conducted regularly to meet customer demands (Raihana et al., 2017). In addition, 
small and medium-sized enterprises only have average sales and lower market shares due to financing 
restrictions. Therefore, SMEs cannot engage in marketing, advertising, research and development, appealing 
packaging, etc. SMEs usually have less capital and insufficient financial resources, so they sell their goods nearby. 
They must pay more for transportation costs to reach customers who live far away (Faizal et al., 2019). 

Therefore, to achieve the research objectives the level of digital marketing adoption among SMEs in the 
furniture manufacturing sector and the level of SMEs' performances in the furniture manufacturing sector in 
Johor, Malaysia are identified. Furthermore, the relationship between digital marketing adoption and SMEs' 
performances in the furniture manufacturing sector in Johor, Malaysia is studied. 

2. Literature Review 

The definition of Small and Medium Enterprises (SMEs) in Malaysia has been updated to reflect higher thresholds 
for turnover and employment in the manufacturing and services sectors. Under the revised definition, a business 
falls into the SME category if its turnover is below RM50 million or if it employs less than 200 full-time employees 
in manufacturing, or if its turnover is below RM20 million or if it employs less than 75 full-time employees in 
services and other sectors (Whah & Lim, 2021). Despite challenges like the COVID-19 crisis impacting SME 
employment, these businesses play a significant role in Malaysia's economy, contributing 38.3% to the GDP in 
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2018 (Kamarolzaman et al., 2023). SMEs are recognized as vital drivers of economic growth and job creation, with 
907,000 registered SME owners in 2020 (Fadzil & Rashid, 2022). However, access to funding remains crucial, with 
personal loans, loans from friends and family, and support from government programs being the primary sources 
of financial assistance for SMEs (Ali et al., 2022). 

2.1 Furniture Manufacturing SMEs 

Ratnasingam et al. (2021) highlight the pivotal role of small and medium enterprises (SMEs) in propelling the 
growth of Malaysia's furniture sector. SMEs form the backbone of this labor-intensive industry, providing the 
necessary flexibility in design and production demanded by the global market. Despite Malaysia's status as a top 
furniture exporter, the sector faces challenges such as stagnant growth rates and limited innovation, leading to 
low competitiveness internationally (Yi et al., 2021). Nevertheless, the industry remains a significant contributor 
to Malaysia's economy, employing thousands and generating billions in foreign exchange annually (Ratnasingam 
et al., 2018). However, the onset of the COVID-19 pandemic has exacerbated challenges for SMEs, disrupting 
supply chains and financial stability. Addressing these issues necessitates exploring new avenues such as internet 
distribution channels to enhance market share and resilience (Hasin et al., 2021; Ratnasingam et al., 2023). 

2.2 Digital Marketing  

Digital marketing, as described by Bala & Verma (2018), is the utilization of technology to bolster marketing 
efforts with the goal of comprehensively understanding customer needs and preferences. This approach is 
particularly recognized in developed economies, where companies integrate traditional marketing tactics with 
online platforms to better serve their clientele. Kannan & Alice (2017) emphasize that in modern digital 
landscapes, value is crafted through customization facilitated by digital tools, fostering innovative customer 
experiences and interactions. Dastane (2020) highlights how digital marketing has transformed the marketing 
paradigm, supplanted traditional methods and enabled more effective customer engagement in the era of e-
commerce. Moreover, Wu et al. (2024) underscore the strategic importance of digital marketing in harnessing 
digital technologies to glean insights into consumer behaviour and market trends, facilitating informed business 
decisions. Ultimately, digital marketing encompasses a spectrum of practices across various digital channels, 
originating from website development to targeted advertising, leveraging the internet as a pivotal platform for 
commerce (Minculete & Olar, 2018). 

2.3 Digital marketing adoption among SMEs in the furniture manufacturing sector 

The furniture industry, traditionally reliant on physical showrooms and trade fairs, saw a significant shift towards 
digital marketing strategies, catalyzed further by the COVID-19 pandemic. Even before the pandemic, large 
manufacturers were leveraging digital marketing, but the crisis forced smaller players to follow suit. The 
cancellation of major events like the Malaysian International Furniture Fair (MIFF) and EFE in 2020 prompted 
furniture manufacturers to explore alternative marketing avenues. 

Digital marketing became a lifeline for these manufacturers, facilitated by governmental support. This shift 
can be observed across various digital marketing strategies. Search Engine Optimization (SEO) and Search Engine 
Marketing (SEM) became crucial for enhancing online visibility and driving traffic (Noviana & Darma, 2020). 
Content Marketing emerged to engage and inform potential customers, utilizing platforms like blogs and social 
media (Noviana & Darma, 2020). Meanwhile, Affiliate Marketing offered opportunities for collaboration and 
expanding reach through partnerships (Noviana & Darma, 2020). Social Media Marketing (SMM) played a pivotal 
role in brand promotion and lead generation, with platforms like Facebook, Twitter, and Instagram serving as key 
channels (Desai, 2019). Pay-Per-Click (PPC) advertising facilitated targeted outreach and increased website traffic 
through platforms like Google AdWords and social media ads (Desai, 2019). 

Marketing Automation streamlined repetitive tasks, including email newsletters and lead nurturing, 
enhancing efficiency (Desai, 2019). Native Advertising seamlessly integrated promotional content with non-paid 
material, ensuring a native user experience (Desai, 2019). Display Advertising utilized visual elements to build 
brand recognition and drive conversions (Putri, 2021). Email Marketing remained effective for regular 
communication and customer engagement, with businesses leveraging subscriber lists for targeted campaigns 
(Montoya, 2023). Website Marketing focused on optimizing websites to attract and retain customers throughout 
the purchasing journey (Gezu, 2024). Online Public Relations (Online PR) became essential for maintaining brand 
reputation and fostering online engagement (Bala & Verma, 2018). Lastly, Web Analytics provided invaluable 
insights into online business activities, aiding marketers in understanding customer behaviour and optimizing 
strategies for improved ROI and conversions (Bala & Verma, 2018). Through these diverse digital marketing 
avenues, furniture manufacturers adapted to the new normal, ensuring their continued relevance and growth in 
an increasingly digital landscape. 

2.4 SMEs' performances in the furniture manufacturing sector 
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Digital marketing significantly influences the performance of small and medium-sized enterprises (SMEs) in the 
new century, particularly in countries like Malaysia, where the government supports ICT integration. This shift 
began in the 1990s, transforming business operations and marketing strategies. Digital marketing offers five key 
benefits: reducing marketing costs, ensuring company revenues, providing equitable opportunities, fostering 
business growth, and enhancing customer trust and loyalty. It is cost-effective, allowing firms to reach vast 
audiences with minimal capital (Madan, 2021). Digital marketing supports traditional marketing principles, 
driving sales and customer satisfaction (Veleva & Tsvetanova, 2020). It levels the playing field for businesses of 
all sizes, enabling SMEs to compete fairly and efficiently (Nguyen et al., 2020). Effective digital marketing is crucial 
for business growth, helping companies stand out in a competitive digital landscape (Victoriani et al., 2024). It 
also enhances customer engagement, allowing marketers to understand consumer needs better and build trust 
through targeted and authentic advertisements (Moncey, 2020). 

2.5 Relationship between digital marketing adoption and SMEs' performances in the 
furniture manufacturing sector 

The performance of small and medium-sized businesses (SMEs) in the furniture manufacturing industry is greatly 
impacted by the use of digital marketing. Although the majority of the literature currently available on digital 
marketing is on large corporations, studies show that SMEs are increasingly realising the advantages of digital 
marketing, especially in highly competitive industries like furniture manufacturing (Ritz et al., 2019; Gao et al., 
2023).   

Adoption of digital marketing helps SMEs get past the drawbacks of traditional marketing, increasing their 
capacity to enter larger, global markets. SMEs are better positioned to increase product sales, market penetration, 
and brand awareness when they employ tactics like social media, search engine optimisation (SEO), and data-
driven marketing (Chaffey & Chadwick, 2024). However, well-defined marketing objectives are necessary for 
successful implementation. SMEs that prioritise customer advocacy, brand awareness, and brand building 
typically beat those that only concentrate on sales-oriented strategies (Malesev & Cherry, 2021).   

SMEs still face several obstacles to adopting digital marketing, despite its benefits. Inadequate IT 
infrastructure, scarce resources, and a shortage of qualified staff are among the difficulties (Thaha et al., 2021). 
For example, in Malaysia's value-added wood products industry, 96% of companies stated that a major barrier to 
the implementation of digital marketing was a lack of skilled personnel (Ratnasingam et al., 2021). Furthermore, 
despite their recognition of the significance of digital marketing, many SMEs are unsure of how to properly utilise 
it due to the fast advancement of technology. 

In conclusion, the implementation of digital marketing gives SMEs in the furniture manufacturing industry a 
competitive edge, allowing them to improve performance and reach a wider audience. However, in order for SMEs 
to effectively profit from digital marketing, they must overcome skill shortages, resource limitations, and 
technology concerns. 

3. Research Methodology 

3.1 Research Design 

A quantitative research technique that deals with quantifying and analyzing variables is used to gain insights. It 
involves the use of statistical methods to analyze numerical data to provide answers to the questions of who, what, 
where, when, how many, and how. Explaining a problem or event by collecting numerical data and analyzing it 
using mathematical techniques, especially statistics, is also known as quantitative research methods (Apuke, 
2017). The researcher has used a quantitative approach (survey) to collect the research data. The questionnaire 
was distributed online in the form of a survey with questions rated on a scale of 1 to 5 to determine the 
respondents' level of agreement. At the end of the study, the report can provide evidence for the research 
questions. A correlation analysis was also conducted between the independent and dependent variables of the 
study. 

The scope of the research is confined to furniture manufacturing SMEs in Johor, providing a targeted and 
detailed analysis of this specific market segment. Moreover, Johor was chosen for the study because furniture 
manufacturing in Johor plays a critical role in contributing to Malaysia's exports of wood products, accounting for 
60 percent of the export value (Malaysian Investment Development Authority, 2024). The study targets company 
owners, marketing managers, marketing executives, or marketing assistants in small and medium enterprises 
from the furniture industries in Johor, Malaysia. This study utilizes quantitative methods to ensure a smooth flow. 
The researchers will distribute the questionnaires to company owners, marketing managers, marketing 
executives, or marketing assistants through survey forms. 

3.2 Research Population and Sample 
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A sample is the selection of a subset of the population for further investigation, where the population can be 
defined as all individuals or objects one is trying to capture (Rahi, 2017). Therefore, furniture manufacturing SMEs 
in Johor, Malaysia, are the target population of this research. Johore Furniture Manufacturers and Traders 
Association (JFA) has around 700 members (JFA, 2024). According to Krejcie & Morgan (1970) as shown in Table 
1, the sample size for this study is 248 furniture manufacturing SMEs in Johor, Malaysia. 

Table 1 Determining sample size method Krejcie and Morgan (1970) 

 

3.3 Sampling Method 

In this research, a convenience sampling method was used in this study. According to Sullivan (2012), convenience 
sampling is the technique of gathering data from a study population that the researcher can easily access. 
Convenience sampling is a sampling method that necessitates the researchers asking people to participate, as 
opposed to probability sampling. Convenience sampling may be used in practically any research since it allows 
researchers to use a sample that is easily accessible and readily available. Because of the differences in the target 
group, this sampling strategy allows the researcher to complete interviews or get responses cost-effectively, 
although it may also be criticized for selection bias. 

3.4 Data Collection 

Data collection is the act of systematically collecting and measuring information about variables to enable the 
answering of predetermined research questions, the testing of hypotheses, and the evaluation of results (Kabir, 
2016). For research, data is collected from both primary and secondary data. 

3.4.1 Primary Data 

Kabir (2016) defines primary data as first-hand information. The original, more trustworthy, accurate, and 
unbiased data has not yet been published. The four primary sources are individuals, focus groups, panels, and 
non-intrusive techniques. The researcher has used individual primary sources such as questionnaires. The 
researcher distributes the questionnaire to the owners of small and medium furniture manufacturing companies, 
marketing managers, marketing managers, or marketing assistants through an online form (Google Form). 
Subsequently, the data obtained will be analyzed using the statistical analysis technique of the Statistical Packaged 
for Social Science (SPSS) application, and the results will be extracted for further discussion in later chapters. 

3.5 Pilot Study 

A pilot study, as described by Ismail et al. (2018), precedes a final research study, serving to test procedures and 
gauge potential success. It helps refine research questions, determine effective approaches, and estimate resource 
needs. Through pilot testing, researchers identify and address issues like questionnaire comprehension and 
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validity. Data cleaning and reliability analysis ensure questionnaire suitability. Cronbach's alpha coefficient values 
above 0.70 signify acceptance for the study's items. 

3.6 Research Instrument 

The instrument used to collect data from the respondents is the questionnaire, which consists of several questions 
and using a five-point Likert scale of 1 to 5 to determine the respondents' level of agreement. The questionnaire 
consists of three parts: Part A, B and C as shown in Table 2. 

Table 2 Construct Measurement Table 

Section Variables Measurement Scale of 
Measurement 

References 

A Demographics of the 
respondent 

Nominal and 
Ratio 

- - 

Independent Variable 

B Digital Marketing Adoption  Nominal 5-point Likert 
Scale 

(Dharmappa, 
2019) 

Dependent Variable 

C SMEs' Performances  Nominal 5-point Likert 
Scale 

(Salayi, 2020) 

 

3.7 Data Analysis 

After the respondents completed the questionnaire, the researcher uses SPSS to analyse the data obtained from 
the questionnaire. Researchers can use SPSS, a program that helps with data analysis and the creation of tables 
and graphs. To enable a better understanding of the data obtained by the researcher from the target respondents 
for this research study, SPSS tables will be used. 

3.7.1 Reliability Analysis 

The value of Cronbach’s Alpha as shown in Table 3 has been used to determine the reliability or internal 
consistency of the data in this study. In theory, Cronbach's Alpha values should range from 0 to 1, however, it can 
potentially have a negative value, indicating inaccurate data. A Cronbach's alpha of 0.70 or higher is generally 
considered to be an acceptable value, 0.80 or higher is considered a good value, and 0.90 or higher is considered 
an excellent value. 

Table 3 Cronbach’s Alpha 

Cronbach’s Alpha Internal Consistency 

α ≥ 0.90 Excellent 

0.80 ≤ α <0.89 Good 

0.70 ≤ α <0.79 Acceptable 

0.60 ≤ α <0.69 Moderately acceptable 

0.50 ≤ α <0.59 Poor 

α < 0.50 Unacceptable 

 

3.7.2 Descriptive Analysis 

Table 4 shows the level of mean measurement. The measures of central tendency (mean, median, mode), 
dispersion (range, standard deviation, variance, minimum and maximum), as well as kurtosis and skewness are 
all determined using descriptive analysis. Continuous variables are best described using this method (McLaughlin 
Library, 2022). 

Table 4 Level of Mean Measurement 

Mean Level 

1.00-2.33 Low 

2.34-3.67 Medium 

3.68-5.00 High 
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3.7.3 Spearman’s Correlation Analysis 

The Spearman correlation analysis is the correlation coefficient, which has values ranging from -1 to +1, and is the 
final product of a correlation analysis as shown in Table 5. When two variables are perfectly related in a positive 
way, the correlation coefficient is +1; when two variables are perfectly related in a negative way, the correlation 
coefficient is -1; and when there is no linear relationship between the two variables under study, the correlation 
coefficient is zero (Gogtay & Thatte, 2017). 

Table 5 Rules of Thumb 

Coefficient Range Strength of Association 

0.91 to 1.00 (-0.91 to -1.00) Very Strong 

0.71 to 0.90 (-0.71 to -0.90) Strong 

0.51 to 0.70 (-0.51 to -0.70) Moderate 

0.31 to 0.50 (-0.31 to 0.50) Weak 

0.00 to 0.30 (0.00 to -0.30) None 

 

3.8 Research Flow Chart 

A full research study must include the research technique as a crucial element. There are several stages in the 
research process flowchart. The initial stage in the research procedure was developing a study title about the 
relationship between digital marketing adoption and SMEs' performances in the furniture manufacturing sector 
in Johor, Malaysia. In the next step, create the problem statement relevant to the topic and provide research 
questions and objectives. After that, the researcher needs to conduct a literature review of previous studies. Next, 
the online survey is given to the targeted respondents of the research. Data analysis will use SPSS to get the 
research data. Lastly, the researcher will conduct the results and conclusion. Below is the flow chart of the 
research: 

 

Fig. 1 Flow chart of this study 

4. Data Analysis and Findings 

4.1 Survey Return Rate 

The study's respondents are the owners, marketing managers, marketing executives, or marketing assistants from 
small and medium-sized furniture manufacturing companies located in Johor, Malaysia. In all, 248 individuals 
were requested to answer questions in the study's questionnaire. However, only 151 responders provided the 
answers to all the questions. As a result, the study's response rate is 60.9%. Table 6 shows the response rate of 
respondents to the questionnaire. 
 

Table 6 Survey return rate 

Population Sample Size Questionnaires Distributed Return Questionnaires Percentage (%) 

700 248 248 151 60.9% 

Develop Research Title

Problem Statement

Research Questions and 
Objectives

Literature Review

Research Design

Data Collection

Data Analyzing

Result and Conclusion
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4.2 Reliability Analysis of the Study 

4.2.1 Pilot Test for the Study 

Table 7 shows the reliability of the pilot test for this study. Cronbach’s Alpha value of digital marketing adoption 
is 0.979, while the value of SMEs’ performances is 0.989. Both variables have excellent Cronbach's Alpha values. 
As a result, the outcome was trustworthy and acceptable. 

Table 7 Pilot test for the study 

Variable Cronbach’s Alpha Number of Items in Scale Number of Respondents 

Digital Marketing Adoption 0.979 13 30 

SMEs’ Performances 0.989 25 30 

 

4.2.2 Reliability Test for the Actual Study 

Table 8 indicates the actual reliability test of this study. The Cronbach’s Alpha value for digital marketing adoption 
is 0.954, while the Cronbach’s Alpha value for SMEs’ Performances is 0.988. The Cronbach's Alpha results for both 
variables are excellent. The outcome was both acceptable and appropriate. 

Table 8 Reliability test for the actual study 

Variable Cronbach’s Alpha Number of Items in Scale Number of Respondents 

Digital Marketing Adoption 0.954 13 151 

SMEs’ Performances 0.988 25 151 

 

4.3 Demographic Analysis 

4.3.1 Gender of Respondents 

The number of respondents who have been classified by gender is displayed in Table 9. In this research, 73 of 
them are male and 78 are female, representing 48.3% and 51.7% respectively. Thus, it shows that more women 
than men took part in this survey as responders. 

Table 9 Gender of Respondents 

Gender Frequency Percentage (%) 

Male 73 48.3 

Female 78 51.7 

Total 151 100 

 

4.3.2 Age of Respondents 

The frequency and percentage of age are displayed in Table 10. 151 respondents in all were divided into four age 
groups for this study: 18–20 years old, 21–25 years old, 26–30 years old, and 30 years old and above. 33.8% of 
respondents, or 51 people, are between the ages of 26 and 30. The next largest group of respondents are between 
the ages of 21 and 25 and 30 and older, who have 47 and 44 respondents, respectively. There were just nine 
responders who were between the ages of 18 and 20. 

Table 10 Age of Respondents 

Age Frequency Percentage (%) 

18-20 9 6% 

21-25 47 31.1% 

26-30 51 33.8% 

30 and above 44 29.1% 

Total 151 100 

 

4.3.3 Current Designation of Respondents 
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Table 11 shows the current designation of respondents. According to Table 11, with 80 responses, marketing 
executives have the largest number of responders, followed by marketing assistants with 34 and marketing 
managers with 26 as well. Lastly, just 11 of the respondents are business owners. 

Table 11 Current Designation of Respondents 

Current Designation Frequency Percentage (%) 

Company Owners 11 7.3% 

Marketing Managers 26 17.2% 

Marketing Executives 80 53% 

Marketing Assistants 34 22.5% 

Total 151 100 

 

4.3.4 Range of the Marketing Budget of the Furniture Manufacturing Company that was 
spent in 2023 

Table 12 shows the range of the marketing budget of the furniture manufacturing company that was spent in 
2023. Most participants in this study (43.7%) had a marketing budget of between RM15000 and RM50000, while 
41.1% had a marketing budget of RM50000 or more. In addition, 15% of those surveyed had a marketing budget 
between RM5000 and RM15000. Just 5.3% of those surveyed had a marketing budget between RM1000 and 
RM5000. 

Table 12 Range of the marketing budget of the furniture manufacturing company that was spent in 2023 

Range of the marketing budget of the furniture manufacturing company that 
was spent in 2023 

Frequency Percentage (%) 

RM1000-RM5000 8 5.3% 

RM5000-RM15000 15 9.9% 

RM15000-RM50000 66 43.7% 

RM50000 and above 62 41.1% 

Total 151 100 

 

4.3.5 Current Digital Marketing Strategies for the Furniture Manufacturing Company 

Table 13 shows the frequency and percentage of defined digital marketing strategies for the furniture 
manufacturing company at present. In this research, 147 respondents admit that they already have a defined 
digital marketing strategy in their furniture manufacturing company at present (97.4%), but 4 respondents do not 
have a defined digital marketing strategy in their furniture manufacturing company (2.6%). 

Table 13 Current digital marketing strategies for the furniture manufacturing company 

Current digital marketing strategies for the furniture manufacturing company Frequency Percentage (%) 

Yes 147 97.4% 

No 4 2.6% 

Total 151 100 

 

4.4 Descriptive Analysis of the Level of Digital Marketing Adoption among SMEs in the 
Furniture Manufacturing Sector in Johor, Malaysia 

With the highest mean score of 4.8477 and the lowest standard deviation (0.39578), social media marketing 
(SMM) is widely and consistently adopted by firms, as shown in Table 14. With corresponding mean ratings of 
4.4834 and 4.2914, Website Marketing and Marketing Automation both scores highly, demonstrating their crucial 
significance in modern marketing strategies. Email marketing (2.8609) and content marketing (3.6424) have 
medium adoption levels. Although these technologies continue to be useful, their greater standard deviation of 
utilization points to possible obstacles such as a lack of resources or a misaligned strategy. The standard deviation 
of 1.12797 and the overall average score of 4.0321 highlight how important digital marketing is for gaining a 
competitive edge and indicate a typically high level of adoption. 
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Table 14 The Mean, Standard Deviation, and Mean Measurement of the level of digital marketing adoption 
among SMEs in the furniture manufacturing sector in Johor, Malaysia 

No. Item Mean Std. Deviation Level 

1. Search Engine Optimization (SEO) 3.9007 1.32038 High 

2. Search Engine Marketing (SEM) 4.0331 1.28279 High 

3. Content Marketing 3.6424 1.28242 Medium 

4. Affiliate Marketing 4.0000 1.29099 High 

5. Social Media Marketing (SMM) 4.8477 0.39578 High 

6. Pay-Per-Click (PPC) 3.8212 1.32708 High 

7. Marketing Automation 4.2914 1.08683 High 

8. Native Advertising 4.0199 1.20261 High 

9. Display Advertising 4.2781 1.07181 High 

10. Email Marketing 2.8609 1.43313 Medium 

11. Website Marketing 4.4834 0.92271 High 

12. Online Public Relations (Online PR) 4.2185 0.98586 High 

13. Web Analytics 4.0199 1.06126 High 

 

4.5 Descriptive Analysis of the Level of SMEs' Performances in the Furniture 
Manufacturing Sector in Johor, Malaysia 

In Table 15, the highest mean value, 4.5298, indicates that "reducing the cost of marketing" is a critical component 
of SMEs' performance in Johor, Malaysia's furniture manufacturing sector. This demonstrates that SMEs in this 
sector place a high priority on and gain a great deal from tactics that successfully lower marketing costs, which 
might raise profitability and operational effectiveness. With an overall average mean of 4.4230 and a standard 
deviation of 0.76282, respondents generally have a very good and high opinion of how digital marketing affects 
SMEs' success. 

Table 15 The Mean, Standard Deviation, and Mean Measurement of the level of SMEs' performances in the 
furniture manufacturing sector in Johor, Malaysia (Major SMEs’ performances) 

No. Item Mean Std. Deviation Level 

1. Reducing The Cost of Marketing 4.5298 0.65045 High 

2. Guaranteeing Company Revenues 4.3669 0.79604 High 

3. Accessing Equitable and Varied Opportunities 4.4026 0.81859 High 

4. Fostering Business Growth 4.3152 0.90384 High 

5. Enhancing Customer Trust and Loyalty 4.5007 0.64516 High 

 

4.6 Spearman’s Correlation Analysis of the Study 

The Spearman's correlation between SMEs' performance and digital marketing adoption is displayed in Table 16 
and Figure 2. According to the results in Table 16, Spearman's rho correlation coefficient at p = 0.516 has a 
significant value of 0.000, indicating that p < 0.01. It shows that digital marketing adoption has a positive and 
moderate relationship with SMEs' performances. This shows that the hypothesis of this study was accepted, that 
digital marketing adoption is positively related to SMEs' performances 
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Table 16 Spearman’s Correlation Analysis for the relationship between digital marketing adoption and SMEs' 
performances in the furniture manufacturing sector in Johor, Malaysia 

 Digital Marketing 
Adoption 

SMEs' Performances 

Spearman’s rho Digital Marketing 
Adoption 

Correlation 
Coefficient 

1.000 .516** 

Sig. (2 tailed) . .000 

N 151 151 

SMEs' Performances Correlation 
Coefficient 

.516** 1.000 

Sig. (2 tailed) .000 . 

N 151 151 

 
The scatter plot in Fig. 2 examines the relationship between digital marketing adoption and SMEs' 

performances in the furniture manufacturing sector in Johor, Malaysia. The plot shows a positive linear 
relationship, as indicated by the upward-sloping trend line. This suggests that higher levels of digital marketing 
adoption are associated with better SME performance. The R² value is 0.32, indicating that approximately 32% of 
the variance in SME performance can be explained by the level of digital marketing adoption. While this reflects a 
moderate correlation, other factors may also affect SME performance. The points are somewhat scattered around 
the trend line, showing the variation in the data. There is a group of SMEs with high-performance scores (above 
100), but their digital marketing adoption levels also vary. The equation (y = 7.46 + 0.41x) suggests that for every 
one-unit improvement in SME performance, digital marketing adoption increases by approximately 0.41 units on 
average. The plot demonstrates a positive correlation between digital marketing adoption and SME performance 
in this industry, highlighting the potential importance of digital strategy to business success. However, the 
moderate R² value suggests that factors other than digital marketing adoption significantly affect SME 
performance. 

 

Fig. 2 Spearman’s correlation analysis for the relationship between digital marketing adoption and SMEs' 
performances in the furniture manufacturing sector in Johor, Malaysia. 

5. Conclusion 

The purpose of the study was to determine how widely SMEs in Johor, Malaysia's furniture manufacturing 
industry were using digital marketing. As shown in Table 2.5 of Chapter 4, the results showed a high degree of 
acceptance of digital marketing. This high degree of adoption highlights how important digital marketing is for 
giving businesses a competitive edge and overcoming the drawbacks of traditional marketing.  The study supports 
earlier studies showing that SMEs are increasingly using digital marketing to compete with bigger businesses and 
access international markets, especially in industries like furniture manufacture (Chaffey & Chadwick, 2024). The 
idea that the pandemic greatly hastened the use of digital marketing and allowed companies of all sizes to continue 
promoting during difficult times is further supported by research by Ratnasingam et al. (2021).  Search engines, 
social media, and other online platforms are used by these SMEs' digital marketing tactics to collect data and 
interact with consumers. The transformational influence of the Internet as a commercial platform is shown in the 
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expedited commerce procedures enjoyed by businesses with high adoption rates of digital marketing (Dastane, 
2020).  

The purpose of the study was to investigate the performance levels of small and medium-sized businesses 
(SMEs) in Johor, Malaysia's furniture manufacturing industry. According to the Level of Mean Measurement study, 
the results show that SMEs in this industry perform well. The influence that digital marketing has on improving 
SME performance was strongly perceived by the respondents. The findings are consistent with other research 
showing that digital marketing is a cheap and efficient way for companies to connect with big audiences. For 
example, Madan (2021) highlighted how digital marketing tactics are affordable, allowing companies to reach a 
wider audience with less money. In a similar vein, Veleva and Tsvetanova's (2020) study highlighted how digital 
marketing enhances sales income, customer happiness, and profitability, hence complementing traditional 
marketing strategies. Nguyen et al. (2020) provided additional support for this study by pointing out that digital 
marketing gives firms equal possibilities and aids SMEs in increasing performance and efficiency. In a competitive, 
digitally linked world, Victoriani et al. (2024) emphasised its function in promoting corporate success by 
enhancing consumer interaction, visibility, and sustainable development. Furthermore, via efficient pre-sale and 
post-sale services, digital marketing transforms brand perception and improves consumer experiences, as 
demonstrated by Moncey (2020). 

The performance of small and medium-sized businesses (SMEs) in the furniture manufacturing industry in 
Johor, Malaysia, is examined in connection to the use of digital marketing as the third study aim. Supporting the 
idea that digital marketing adoption improves SME performance, Spearman's correlation analysis, as shown in Fig 
2, shows a positive and moderate association between digital marketing adoption and SMEs' performance. The 
results are consistent with earlier research showing that SMEs are more likely to embrace digital marketing when 
it provides benefits above conventional approaches and fits in with their IT infrastructure and business culture. 
Despite this, many SME owners are frequently ignorant of how to completely utilise digital marketing for business 
growth due to the quick improvements in technology (Thaha et al., 2021). With companies adopting tactics like 
data science and Internet marketing to boost sales, brand recognition, and market penetration, digital marketing 
is seen as a tool that may enhance profits, which is in line with earlier studies like Suroso & Rafinda (2021) (Gao 
et al., 2023). In contrast to major organisations, which can afford to recruit outside experts for complex digital 
marketing strategies, small firms frequently experience difficulties because they lack the necessary resources and 
skills (Ritz et al., 2019). Despite the change from conventional to digital channels brought on by the pandemic, 
digital marketing is still underutilised in Malaysia's value-added wood product industry. The industry's price-
based competitiveness, which restricts the cost of sophisticated marketing activities, and a shortage of qualified 
digital marketing specialists are two major obstacles (Ratnasingam et al., 2021). Additionally, although digital 
marketing can be more effective and less expensive than traditional techniques, its success relies on well-defined 
marketing goals. Research indicates that companies that prioritise customer loyalty, brand quality, and awareness 
outperform those that only prioritise sales and earnings (Malesev & Cherry, 2021). This emphasises how crucial 
it is for SMEs to have focused marketing plans in order to maximise their marketing initiatives and results. 

The performance of SMEs in the furniture manufacturing industry in Johor is examined in this study in relation 
to the use of digital marketing. Improvements in cost reduction, revenue, market potential, growth, and customer 
trust are all shown to have a positive and moderate link. Notwithstanding drawbacks such as a small sample size 
and a narrow regional focus, the results highlight how crucial internet marketing is becoming for SMEs. For more 
generalisability, future research should increase the sample size and enhance the questionnaire design. 
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