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Abstract The purpose of this study is to investigate the digital media strategies for small business branding. To
understand the effective strategies for promoting small business through digital content marketing, we conducted
in-depth interview with small business managers. The results of in-depth interview revealed that it is critical for
small businesses to start creating and including video marketing as part of their entire content strategy. Especially,
small business managers considered that video that provides rich media content can boost consumer engagement and
increase the time spent on a branded contents. From a managerial perspective, this study provides guide on what
small businesses should consider when developing and implementing digital strategies. For future research, this study
provides the guide to investigate the effects of digital contents on the brand equity of small business.
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Table 1. In—depth interviewees

Operating
Subject Field Detail Business period
(Year)
SMET L|V|ng electronlqs for cqmpanlon 5
Electronical animal drying
SME2 lemg automobile accessories 5
Electronical
Book .
SME3 oublishing Publishing 1
SME4 Music gopds Musical |'nstrument ' 6
and services manufacturing & repair
Household , ,
SME5 q000s Paper toy production design| 1 and half
SMES Household LED lamp design and sales| 2 and half
goods
SME7 B:gs Fashlon Bags design and sales 5
ccessories
SMES Ticket Bpoklng Event-specific open 2 and half
Service platform
Meeting ’ )
SMEQ contact service Offline meeting platform 3
SME10 Specialty Bio Oral vaccine for fisheries 4
Products
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