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ABSTRACT 

Small and medium scale enterprises (SMEs) play a vital role in contributing to economies of 

most nations around the world despite their level of the economic development. In Sri Lanka, 

majority of the enterprises are SMEs and they make a considerable contribution to the national 

income (GDP) as well as providing employment opportunities. Tourism in Sri Lanka is now 

one of the main foreign exchange earning sources, ranking at the third position for the national 

economy. Furthermore, the statistics indicate that more Sri Lankans are also depends heavily 

on Mobile, the internet & social media for day to day activities which means these trends gives 

more opportunities and avenues for the business on interacting with the consumers and 

promoting their brands. 

Even though the tourism SMEs can greatly benefited from integrating digital marketing to their 

businesses, unlike large organizations, many tourism SMEs have significant problems in 

identifying proper applications and strategies to use the full potential of these digital tools to 

benefit their businesses. Therefore, this study attempts to address the problem by identifying 

how different factors influence the effective integration of digital marketing strategies for 

competitive advantage in Sri Lanka Tourism SMEs. 

The study was empirical in nature and a multimethodology approach was followed to collect 

industrial interviews and a structured questionnaire which was distributed among the formal 

tourism SME firm. Target population for this study were the owners of formal tourism SMEs 

that are registered under SLTDA for western province of Sri Lanka and the sample size of 80 

was defined appropriate as there was no proper sampling framework to be identified and also 

satisfies the rule of thumb. A total of 87 responses were received during the process including 

four responses from larger firms and were disregard to arrive at 83 SME firm responses. The 

data was analysed comprehensively using SPSS and the study showed that the integration of 

digital marketing strategies among the studied tourism SMEs are not in satisfactory level. 

Further, it was identified that the firm specific and resource related factors positively influence 

the integration of digital marketing strategies and the tourism SMEs have a positive attitude 

towards the integration. Accordingly, this concludes that the tourism SMEs participated in this 

study are not strategically integrated the digital marketing channels to their advantage even 

though the required tools and infrastructure are already in place.  

Keywords: Digital marketing, Digital marketing Strategy, Integrated digital marketing 

communications, Tourism SMEs 
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