
SOCIAL MARKETING 
FOR SMALL BUSINESSES





SOCIAL MARKETING 
FOR SMALL BUSINESSES 

  



SOCIAL MARKETING FOR SMALL BUSINESSES  

ii EC-14-244.E 

 
Abstract for trade information services 

ID=43090 2014 F-13.06.02 SOC 

International Trade Centre (ITC) 
Social Marketing for Small Businesses 
Geneva: ITC, 2014. xii, 87 pages (Technical paper)  
Doc. No. EC-14-244.E  

The publication explaining how social media are profoundly transforming marketing practices and why this 
matters for Small and medium-sized enterprises (SMEs) in developing countries - provides background 
information on the origins of social media; reviews main tools and methods such as blogging, social 
networks including Facebook, LinkedIn, Twitter and Google+, and content sharing methods; discusses 
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