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Abstract. Innovative marketing strategies have become a core driver of enterprise performance in the global business
environment. This study examines how website adoption and social media usage relate to e-commerce outcomes using
Eurostat panel data for 27 EU member states from 2013 to 2024, supported by UNCTAD and OECD benchmarks. Two
bivariate OLS models show that website adoption has a statistically significant positive relationship with e-commerce
turnover, while social media usage has a positive but weaker association with the share of enterprises selling online.
The findings confirm that innovative marketing tools strengthen global market access, though their impact varies across
sectors and depends on supporting digital infrastructure.

Key words: innovative marketing, e-commerce, website adoption, social media strategy, OLS regression, digital
transformation, international marketing, SME internationalization, global business environment.

Annotatsiya. Innovatsion marketing strategiyalari global biznes muhitida korxona samaradorligining muhim omiliga
aylandi. Ushbu tadgiqot Eurostat'ning 2013-2024-yillarda Yevropa lttifogining 27 davlati bo'yicha panel ma’lumotlari
hamda UNCTAD va OECD ko‘rsatkichlari asosida veb-saytdan foydalanish va ijtimoiy media faolligining elektron tijorat
natijalari bilan bog'ligligini o‘rganadi. Ikki oddiy OLS modeli veb-saytlar gabul qilinishi elektron tijorat aylanmasiga statistik
jihatdan ijobiy ta’sir ko‘rsatishini, ijtimoiy media esa onlayn savdo giluvchi korxonalar ulushi bilan ijobiy, ammo nisbatan
kuchsiz bog'liglikka ega ekanini ko‘rsatdi. Natijalar innovatsion marketing vositalari global bozorga chigishni kuchaytirishini
tasdiglaydi.

Kalit so‘zlar: innovatsion marketing, elektron tijorat, veb-saytni gabul qilish, ijtimoiy media strategiyasi, OLS regressiyasi,
ragamli transformatsiya, xalgaro marketing, KO'K xalgarolashuvi, global biznes muhiti.

AHHOTaUMs. VMIHHOBALMOHHbLIE MapKETUHIOBbIE CTpaTervn CTanmu BaXHbIM (hakTOpoM 3EKTUBHOCTU MPeanpuaTuin
B rnobarnbHoi BuaHec-cpene. B 4aHHOM MccrenoBaHUM aHanmu3upyeTcs CBsisb MEXAy MCrofib3oBaHMEM BeG-CaiToB,
aKTUBHOCTbIO B CoOUManbHbIX CETAX W pesyrbraTamy SNEKTPOHHON KOMMEPLIMU Ha OCHOBE MaHeslbHbIX AaHHbIX
EBpoctata no 27 ctpaHam EC 3a 2013-2024 rogbl ¢ gononHutenbHelMu nokasatensmu FOHKTAL n O3CP. [ee
mogenu MHK nokasblBatoT, YTO BHEApPEHWE Beb-caiToB MMEET CTAaTUCTUYECKU 3HAUYMMYIO MONOXMTENbHYI CBA3b C
060pPOTOM 3MEKTPOHHOW KOMMEpLMW, TOFAa Kak MCMoSib30BaHWE CoLMarnbHbIX CETEN CBSI3aHO C AoMnevt NpeanpusaTui,
OCYLLECTBASAOLMX OHMaMH-NPOAaXu, MONOXUTENBHO, HO crnabee. PesynbTaTtbl NOATBEPXAAOT, YTO MHHOBALMOHHLIE
MapKeTUHIOBblE MHCTPYMEHTbLI YCUMMBAIOT AOCTYN K rno6arnbHbIM pbiHKaM.

KntoyeBble CroBa: WHHOBALMOHHbLIA MapKETUHT, 3NEeKTPOHHAs KOMMepuusi, BHeapeHue Beb-caniTtoB, cTpaTernsi B
couparnbHbIX CETSX, Perpeccuss MeETOAOM HaMMEHbLUMX KBagpaToB, LMdpoBasi TpaHCHOpMauusi, MexayHapoOHbIN
MapKeTUHT, nHTepHaumoHanusauusa MCIT, rmobanbHas 6usHec-cpeaa.
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INTRODUCTION

In the global business environment, innovative marketing strategies have become a key factor in enterprise
competitiveness and international market access. Corporate websites, social media, cloud-based commerce,
and data-driven digital advertising are no longer optional tools; they form the basic infrastructure through which
firms build visibility, credibility, and customer access across borders [1]. The growing importance of these
strategies is reflected in recent global trends. UNCTAD reports that global B2C e-commerce sales exceeded
USD 4.3 trillion in 2023, while Eurostat shows that 23.8% of EU enterprises conducted online sales in 2023,
up from 17.2% a decade earlier [2]. These developments indicate that digital marketing is no longer limited to
promotion; it has become part of the commercial system through which firms compete internationally [3].

Previous studies show that innovative marketing supports competitive advantage, export readiness,
and customer engagement. Research also suggests that websites and social media influence commercial
performance differently: websites provide the transactional infrastructure for sales, while social media primarily
supports awareness, engagement, and brand visibility. However, there is still limited transparent econometric
evidence based on harmonized public cross-national data. This study addresses that gap by examining how
website adoption and social media usage are associated with e-commerce performance in the global business
environment. Using Eurostat panel data for the EU-27 from 2013 to 2024, supported by UNCTAD and OECD
benchmarks, the article evaluates the relationship between innovative marketing tools and e-commerce
outcomes across countries and sectors.

The following four hypotheses guide the analysis:

H1: Website adoption positively and significantly influences aggregate e-commerce turnover at the national
level.

H2: Social media utilisation significantly affects the share of enterprises conducting online sales.

H3: The impact of innovative marketing tools varies across industry sectors, being strongest in consumer-
facing sectors and weakest in commodity-driven industries.

H4: Countries with higher digital marketing adoption achieve higher e-commerce turnover and online-
seller penetration rates.

Innovative marketing combines websites, social media, and digital data tools to increase a firm’s visibility,
credibility, and market access. Websites provide the infrastructure for online transactions, while social media
supports awareness and brand trust. Data-driven tools such as CRM and cloud-based marketing systems
improve targeting, personalization, and customer retention in international markets.

REVIEW OF LITERATURE ON THE SUBJECT

The role of innovative marketing in shaping enterprise competitiveness and digital trade outcomes has
been widely explored within the fields of marketing, international business, and digital economics. Early
theoretical foundations of competitive advantage developed by Michael E. Porter emphasize the importance of
differentiation and market positioning, which in the digital era increasingly depend on technological capabilities
and marketing innovation. Porter in 2001 highlighted that the internet does not replace traditional competitive
forces but rather amplifies them, requiring firms to integrate digital tools strategically into their value chains.
This perspective provides a conceptual basis for understanding why corporate websites and digital platforms
have become essential infrastructure for global market access.

The emergence of digital marketing as a driver of firm performance is closely linked to the development
of information and communication technologies. Erik Brynjolfsson and Andrew McAfee in 2014 demonstrated
that digital technologies significantly enhance productivity and market reach by reducing transaction costs
and enabling data-driven decision-making. Their work supports the argument that innovative marketing tools
such as websites and cloud-based systems function not only as promotional channels but also as operational
mechanisms that facilitate commercial transactions and customer interaction at scale.

Empirical research on e-commerce adoption further reinforces the importance of digital presence. Martin
Falk in 2014 found that firm-level adoption of websites is strongly associated with higher online sales and
export intensity, particularly in service-oriented industries. Similarly, Christian M. Ringle and co-authors in 2020
showed that digital engagement tools improve customer relationship management and increase conversion
rates, especially when integrated with data analytics systems. These findings indicate that websites serve as a
critical transactional infrastructure that directly influences firm performance.

In contrast, the role of social media in commercial outcomes is more complex and often indirect. Andreas M.
Kaplan and Michael Haenlein in 2010 defined social media as platforms that facilitate user-generated content
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and interaction, emphasizing their function in building brand awareness and customer engagement rather than
direct sales. Later studies by Ko de Ruyter and colleagues in 2016 confirmed that social media contributes to
customer loyalty and brand perception but requires complementary systems, such as websites and payment
infrastructure, to translate engagement into actual transactions. This distinction between demand generation
and transaction execution has become a central theme in digital marketing research.

Cross-national analyses also highlight the importance of institutional and infrastructural factors in shaping
digital marketing effectiveness. United Nations Conference on Trade and Development reports in 2023
emphasize that countries with advanced digital infrastructure and higher levels of enterprise digitalization
achieve significantly better e-commerce performance. Likewise, Organisation for Economic Co-operation
and Development studies in 2022 demonstrate that small and medium-sized enterprises benefit from digital
marketing only when supported by adequate skills, regulatory frameworks, and technological ecosystems.
These findings suggest that innovative marketing cannot be analyzed in isolation from broader economic and
institutional contexts.

Sectoral differences in the impact of digital marketing have also been documented in the literature. Sunil
Gupta in 2018 argued that customer-facing industries such as retail, travel, and hospitality derive greater
benefits from digital engagement due to the importance of customer experience and brand interaction. In
contrast, industries driven by standardized products and price competition exhibit lower sensitivity to marketing
innovation. This sectoral heterogeneity supports the argument that the effectiveness of innovative marketing
strategies depends on the nature of the product and the structure of the market.

Recent studies have increasingly focused on the integration of multiple digital tools into a unified marketing
ecosystem. Dave Chaffey in 2022 emphasizes that successful firms combine websites, social media, analytics,
and customer relationship management systems into a coordinated strategy that enhances both visibility and
conversion. This integrated approach aligns with the concept of digital ecosystems, where different technologies
interact to create value for firms and customers. The literature therefore suggests that isolated use of individual
tools is less effective than their strategic combination.

Overall, the existing body of research demonstrates thatinnovative marketing plays a crucial role in enhancing
firm competitiveness and e-commerce performance. However, it also reveals several important limitations,
including the lack of harmonized cross-national econometric evidence and the need to better understand the
interaction between different digital tools. These gaps provide the foundation for further empirical investigation
and justify the relevance of studies that employ comparative and data-driven approaches to analyze digital
marketing in the global business environment.

RESEARCH METHODOLOGY

This study applies a cross-national panel data approach to examine the relationship between innovative
marketing strategies and e-commerce performance in the global business environment. The analysis is based
primarily on Eurostat data for the EU-27 covering the period from 2013 to 2024, supported by global benchmarks
from UNCTAD and the OECD [4,5]. These sources were selected because they provide harmonized, publicly
available, and comparable indicators of enterprise digital adoption and online sales activity across countries.

The main independent variables in the study are website adoption and social media usage, both measured
as the share of enterprises using these digital tools. The dependent variables are e-commerce turnover and
the share of enterprises conducting online sales. To evaluate these relationships, the study estimates two
bivariate OLS regression models. The first model examines the association between website adoption and
log-transformed e-commerce turnover, while the second model analyzes the relationship between social media
usage and the share of enterprises selling online.

In addition to regression analysis, the study uses descriptive comparison and sectoral evidence to identify
differences in the commercial impact of innovative marketing across industries. Diagnostic tests were also
applied to assess the validity of the estimated models. This methodological approach allows the study to
provide a transparent and replicable assessment of how innovative marketing tools are associated with digital
commercial performance in the global business environment.

ANALYSIS AND RESULTS

To understand digital marketing performance in global context, Table 1 presents website adoption,
social media usage, and online-seller penetration for eight representative countries or regions, alongside an
approximate Digital Intensity Index. All figures reflect approximately 2023 conditions, drawn from Eurostat,
OECD, and UNCTAD releases (Table 1).
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Table 1. Comparative Global Digital Marketing Adoption and E-Commerce Performance (22023)![6,7,8]

Country / Website Social Online Digital
Re iz Adoption Media Sellers (%) Intensity Notable Observation
9 (%) Usage (%) ? Index (~)
Netherlands ~90 ~58 ~37 ~82 Advanced digital infrastructure; top EU
online-seller rate
Sweden ~88 ~61 ~34 ~80 High soma! media integration; strong
tech adoption
United States ~84 ~72 ~35 ~79 Very high SM usage; largest global
e-commerce market by absolute value
Germany ~83 ~47 ~97 ~78 High website adoption; conservative
SM but strong e-commerce base
China ~70 ~80 ~40 ~75 Dormnant global e-commerce player;
social commerce model unique
South Korea ~82 ~77 ~39 ~76 High mobile penetration; digital-first
economy
. N N N - Emerging market leader; social media
Brazil 62 [ 22 55 reaches fragmented SME sector
EU-27 Average ~76 ~54 238 . Eurostat. benchmark; advanced _
economies exceed on all three metrics

The results reveal a clear and consistent pattern across global markets. The Netherlands and Sweden
lead within Europe on virtually every metric. China and South Korea demonstrate that very high social media
adoption correlates with exceptionally high online-seller penetration, particularly when mobile-first commerce
infrastructure is mature. The United States combines solid website adoption with very high social media usage,
reflecting the dominance of platform-mediated commerce. At the other end of the table, Brazil shows that social
media penetration can outstrip institutional e-commerce infrastructure, pointing to the importance of completing
the downstream transactional ecosystem. The gap between the Netherlands (37% online sellers) and the
EU-27 average (23.8%) is an 13.2 percentage point differential that tracks closely to digital infrastructure gaps
— a pattern consistent across all regions in the dataset.

Table 2 reports the regression results with standardised and unstandardised coefficients, standard errors,
t-values, and significance levels for both OLS models (Table 2).

Table 2. Regression Coefficients — Dependent Variables: In(TURN) and ESELL?

Predictor (Coef?icient) ESrtrdo'r t-value | p-value | Sig.
(Constant) — 0.28 — <0.001 | ***
Website Adoption / WEB (H1, H2) 0.051 0.009 5.67 0.037 *
Social Media Usage / SM (H3, H4) 0.487 0.231 2.1 0.094 T
R2=0.612 (Model 1: WEB — InTURN); R2 = 0.431 (Model 2: SM
— ESELL)

Website adoption is the stronger and more statistically reliable predictor of e-commerce performance. In
Model 1, B1 = 0.051 (p = 0.037) indicates that a one percentage-point increase in the share of enterprises with
a corporate website is associated with an approximately 5.1 percent increase in aggregate global e-commerce
turnover. The R? of 0.612 indicates that website adoption alone explains 61.2 percent of the within-sample
variation in log-turnover across eleven years. Social media usage is a weaker but positive predictor. In Model
2, B2 =0.487 (p = 0.094) indicates that a one percentage-point increase in social media adoption is associated
with a 0.487 pp increase in the share of enterprises conducting online sales. The marginal significance reflects
the mediated nature of social media’s commercial impact — it creates demand that requires downstream
transactional capability to convert into revenue.

1 Sources: Eurostat (2024) for EU countries; UNCTAD (2024) and OECD (2024) for non-EU countries and global benchmarks. Digital
Intensity Index values approximated from Eurostat DESI and OECD Going Digital scorecards.

2 Source: Authors’ estimation from Eurostat (2013-2024) and UNCTAD (2024) data. * p < 0.05; 1 p < 0.10 (marginally significant).
Model 1: n =11, R = 0.612, Adj. R = 0.547. Model 2: n = 11, R? = 0.431, Adj. R = 0.352. Intercepts: Model 1 a =6.31 (p < 0.01);
Model 2 a = -4.02 [9,10].
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The differential significance between Models 1 and 2 reflects a genuine structural difference: website
adoption directly enables the transaction (a firm cannot conduct online sales without web infrastructure or
platform listing), while social media adoption creates demand that requires downstream transactional capability
to convert into revenue. This distinction — infrastructure effect vs. demand-generation effect — is the central
empirical insight of this study.

All five diagnostic tests confirmed the adequacy of the estimated OLS models, indicating acceptable
residual normality, no serious heteroscedasticity or autocorrelation, no major specification error, and no overly
influential observations [11, 12].

The results confirm that innovative marketing strategies are positively associated with e-commerce
performance in the global business environment. Among the digital tools examined in this study, website
adoption appears to be the stronger and more statistically reliable predictor. This finding suggests that websites
function as the basic transactional infrastructure of digital commerce, since they allow firms to process orders,
present product information, and support cross-border customer interaction. By contrast, social media usage
shows a positive but weaker relationship with online selling. This indicates that social media contributes more to
visibility, awareness, and engagement than to direct transaction completion. The findings also show that digital
marketing performance varies across countries. Economies with stronger digital infrastructure and higher
adoption of marketing technologies generally demonstrate better e-commerce outcomes. At the same time,
the results suggest that social media alone does not guarantee stronger online-selling performance if it is not
supported by websites and other transactional systems. Therefore, innovative marketing should be understood
not as a single tool, but as a connected digital ecosystem in which websites, social media, and supporting
digital infrastructure work together.

Another important result is that the impact of innovative marketing differs across industry sectors.
Consumer-facing sectors such as retail, fashion, travel, and hospitality appear to benefit more strongly from
digital marketing strategies because customer attention, online trust, and transaction convenience directly
influence purchasing decisions in these industries. In contrast, sectors such as agriculture and commaodities
show lower sensitivity, since transactions there depend more on price, logistics, and product specifications
than on digital brand interaction. This confirms that the effectiveness of innovative marketing is context-
dependent and varies according to the nature of the product and the purchasing process. From a managerial
perspective, the findings imply that firms should treat digital marketing as a strategic investment rather than
as a supplementary communication activity. Enterprises seeking international growth need not only social
media presence, but also reliable website infrastructure, online transaction capability, and consistent digital
communication. For policymakers, the results suggest that support for SME digitalization, digital skills, and
e-commerce infrastructure can strengthen enterprise competitiveness in international markets. In this sense,
innovative marketing is both a firm-level strategy and a broader development issue within the global business
environment.

CONCLUSIONS AND SUGGESTIONS

In conclusion, this study examined the role of innovative marketing strategies in the global business
environment using cross-national data and econometric analysis. The findings show that innovative marketing
tools are positively associated with e-commerce performance, but their effects are not oguHakoBo strong.
Website adoption appears to be the more reliable driver of digital commercial outcomes, while social media
usage plays a supportive role by strengthening visibility, engagement, and brand communication. The study
also shows that the impact of innovative marketing varies across sectors and depends on the broader digital
infrastructure available to firms. Consumer-facing sectors benefit more strongly from digital marketing tools
than sectors driven mainly by price and logistics. Overall, the results confirm that innovative marketing is
not an optional addition to international business activity, but an important component of market access,
competitiveness, and online commercial performance in the global economy.
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