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Abstract 
The study investigates digital marketing usage in micro, small and medium-sized enterprises (MSMEs) of Assam along 
with the extent of digital marketing adoption and also explores the challenges of Digital Marketing Adoption. Digital 
marketing adoption is measured for a sample of 301 MSMEs located in two districts of Assam; India using a composite 
score arrived at by considering five parameters related to digital marketing adoption. MSMEs in Assam have not widely 
embraced digital marketing particularly the micro enterprises located in rural region, with their usage primarily 
restricted to email marketing and social media marketing and websites. Usage of social media platforms is popular 
amongst both urban MSMEs and rural MSMEs. However, the usage of mobile marketing, e-mail marketing and affiliate 
marketing has not taken off. Adoption behavior is similar for Small businesses belonging to Tourism sector in both 
districts. Level of adoption is more for service businesses com [pared to manufacturing units. Highest level of digital 
marketing adoption is seen amongst Medium enterprise of urban Kamrup. Lack of proper training and knowledge, 
security concerns, and unfamiliarity with legal practices are major hurdles identified. 

Keywords: Adoption Behavior, Assam, Challenges, Digital Marketing, MSMEs. 
 

Introduction
A rising trend that is drawing interest from many 

companies, particularly MSMEs, is digital 

marketing. Digital marketing is growing because 

businesses are focusing more on using the 

electronic or digital media to help their marketing. 

Subsequently, digital marketing is altering the 

ways in which businesses and customers interact, 

exchange information, make purchases, and make 

sales. The growing number of people using the 

internet, the accessibility of electronics like 

smartphones, and the utilization of social media 

platform have made a worthwhile consequence on 

consumer behaviour and experiences. This 

phenomenon has revealed how important it is for 

organizations to have an online presence in the 

modern world in order to realize the need for 

digital transformation and even to survive in this 

digital age. The introduction of digital marketing 

(DM) has completely transformed how companies 

interact with their clientele, especially micro, small 

and medium-sized firms (MSMEs). The growing 

ubiquity of electronic media, the internet, and 

social media platforms has made digital marketing 

an indispensable instrument for information 

exchange, communication, and business (1). Small 

and medium-sized businesses (SMEs) are essential 

for nation's overall economic development (2). 

Digital and social media marketing offer small and 

medium-sized businesses (SMEs) significant 

chances to enlarge & improve their market share. 

These strategies help draw in new clients, keep 

hold of current ones more successfully, improve 

the quality of services they provide, lower costs, 

forge stronger bonds with clients, and, in the end, 

improve and develop both internal and external 

communication (3). MSMEs are vital for the 

country’s economic growth as these industries 

contribute to the country's manufacturing output, 

boost foreign exchange profits, create jobs, export 

goods, and encourage balanced economic 

development (4). Therefore, there is room to 

investigate and study digital marketing adoption 

behaviour of MSMEs in Assam, the gateway to 

North-eastern part of India and its connectivity to 

Southeast Asia, makes its capital city Guwahati a 

major commercial hub. Our study pertains to the 

two major districts of Assam viz., Kamrup Rural 

and Kamrup Metro (Guwahati falls under Kamrup 

Metro). The Internet has created a wealth of 

options for businesses to use contemporary  
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digital marketing tools that enable them to 

advertise their goods through a variety of 

marketing channels. These options include a wide 

range of products, services, and prices (5). Digital 

marketing can be defined as an application built on 

digital technologies that create digital channels for 

marketing and achieving organizational objectives 

by exceeding competitors' offerings in meeting 

customer needs (6). Additionally, digital marketing 

is the application of promoting goods, services, 

knowledge, concepts through digital media (7).The 

launching of products or services into the 

international market, the recognition and 

comprehension of international standards, the use 

of e-commerce platforms for goods and services, 

the ability to target potential customers with 

pricing and product customization, and the 

acquisition of core competencies and skills 

necessary for global market positioning are just a 

few benefits that MSMEs can enjoy from having a 

fruitful marketing mix that incorporates internet 

marketing and e-commerce (8). Digital marketing 

encompasses various tools that are vital means of 

communication for businesses and customers (9). 

Businesses typically use the tools that are available 

to them based on what best suits their objectives 

and business model. When it comes to SMEs, email 

marketing is one of the most useful means 

available in digital marketing. CT aids in the 

effective execution of a organized and targeted 

promotion that can support business development 

and aid in customer retention for potential future 

benefits (10). Digital marketing is an appealing 

choice for small and medium-sized businesses 

(SMEs) with tight marketing budgets as it is more 

affordable, accessible, and offers cost efficiency 

when compared to traditional marketing channels 

like print, radio, and TV. It also allows SMEs to 

target the right customers. SMEs are still trailing 

behind in implementing these technologies, 

despite the opportunities that digital marketing 

and technology offer. Some are still in the early 

stages of adoption and haven't moved past email 

and basic informational websites yet (11). Digital 

marketing includes many means which are crucial 

communication procedures from both customers 

and companies’ perspectives (12). Business 

practices differ in embracing those means, 

depending on how it suits their purpose and their 

business model. E-mail marketing is one of the 

most commonly used tools amongst the tools that 

digital marketing offers. Social media is another 

tool that allows the creation and exchange of user-

generated content (13). Businesses now have more 

opportunities to use cutting-edge digital marketing 

tools to advertise their goods across a variety of 

marketing channels (14). Digital marketing 

includes different tools that are essential 

communication methods for both customers as 

well as for businesses. Companies tend to adopt 

those available tools depending upon what is best 

fit for their business model and their purpose (15). 

In India, there are limited studies that investigated 

digital marketing adoption (15). Digital marketing 

is still not a well-established concept in India, and 

there are only a few researches that tried to 

investigate digital marketing practices and digital 

marketing tools (16). The study on digital 

marketing adoption among Jordanian SMEs, found 

that digital marketing tools are not widely 

accepted and it is limited to email and social media 

(17). Studies on digital marketing in SMEs in the 

future can be expanded to study specific SME 

sectors, digital marketing tools outside SMM and 

website, as well as research locations that have 

rarely been previously researched (18). Micro 

businesses were more positive towards digital 

marketing adaptation than small businesses. This 

was found in the research which was conducted to 

understand the perspectives of small business 

towards digital marketing and to determine the 

strength of the relationship between the factors 

that affect their digital marketing adoption and 

digital marketing adaptation (19). This study 

addresses all these issues by considering (i) both 

manufacturing and services sector (ii) rural and 

urban location (iii) digital marketing tools other 

than website and SMM. According to Director, 

CRISIL “Despite their limitations, micro 

enterprises are not very far from small enterprises 

in digital adoption” (20). Given the scarce coverage 

of this segment, it would be very relevant to 

investigate the extent to which this is true for 

Assam. Further the economies of Kamrup rural and 

Kamrup Metro districts of Assam depend heavily 

on MSMEs. They make a substantial contribution 

to the state's GDP, entrepreneurship, and 

employment. Examining the use of digital 

marketing in these areas can shed light on the 

opportunities and difficulties these units 

encounter in the digital economy. Thus, our first 

objective is ‘to assess the digital marketing 
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adoption behaviour of MSMEs in two districts of 

Assam viz., Kamrup Metro and rural Kamrup with 

regard to their online presence and the 

level/extentof adoption’. Digital marketing 

adoption can improve the performance of MSMEs 

(21). But SMEs are lagging behind digital 

marketing adoption and are ineffective in 

developing and implementing online marketing 

strategies (22). The ability of SMEs to turn the 

positive effects of digital marketing into a strong 

digital marketing plan or structure is hindered by 

lack of technical capability (22). Utilization of 

social media such as Instagram and Facebook will 

finally be an alternative to micro enterprises in the 

post-pandemic times (23). Our study uses both a 

quantitative and qualitative approach which has 

not been found in this particular geographic 

context and has been addressed in our study. So 

the second objective is ‘to explore the challenges 

faced by MSMEs in digital marketing adoption’. 
 

Methodology 
The first phase of the research explored the level of 

digital marketing adoption among MSMEs and the 

tools adopted for digital marketing through an 

empirical study of 301 MSMEs located in rural and 

urban Assam. This study considers the MSMEs 

located in one of the major districts of Assam, viz., 

Kamrup Metro district and Kamrup Rural district. 

The qualitative approach used in the second phase 

sought to unearth the challenges faced by MSMEs 

in adopting digital marketing. Qualitative data has 

been gathered through semi-structured interviews 

with MSME owners/ promoters while quantitative 

data was generated through survey of the MSMEs. 

The study design is presented in Figure 1. For the 

first phase of data collection, ten experts’ viz., 

academicians and professionals with expertise in 

the fields of digital marketing and e-business 

examined the survey questions before they were 

administered to ensure there was no room for 

misinterpretation and that the questions 

appropriately addressed the study objectives. 

Thus, some adjustments were made in response to 

their recommendations. 30 MSMEs in Assam were 

chosen at random to participate in a pilot survey. 

The pilot study's results indicated that the 

questions were deemed reliable for use in the 

large-scale survey. 301businesses that are listed as 

MSMEs with the Ministry of Industry, Trade, and 

Supply, Assam received the questionnaire. The size 

of the sample is deemed sufficient for the analysis 

and is in line with the response rates as 

recommended (24). A profile of the sample is given 

in Table 1.  

     

Table 1: Sample Profile 

Business Enterprise Description Frequency Percentage 

Geographic Area Rural  125 42% 

Urban 176 58% 

Type Manufacturing 154 51% 

Services 147        49% 

Years of Existence 1 to 5 54 18% 

5 to 10 139 46% 

10 to 15 71        24% 

15 to 20 25   8% 

More than 20 12   4% 

Type of Ownership Proprietorship 174 58% 

Partnership 39 13% 

Company 88 29% 
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Figure 1: Conceptual Framework 

Amongst the sampled MSMEs, the digital 

marketing adoption practice was looked into from 

two points - the different DM tools adopted and the 

extent of adoption. The extent of adoption has been 

analysed based on five parameters viz., types of 

platforms, purpose for which these tools are used 

or their marketing strategy, number of DM tools 

adopted, frequency of use and, duration of use of 

DM tools. Three categories viz., (i) uses own 

platform i.e., having one's own website, and (ii) 

other platform, which refers to using digital 

platform of others, such as another person's 

website, App, or other channel and (iii) both own 

and others’ platform were used for the first 

parameter ‘Type of platform used’. The second 

parameter ‘Marketing Strategy/ Purpose of use’ 

has been categorized as (i)  boost brand awareness 

or product promotion,(ii) to receive orders, (iii) 

accept payments online, (iv)purchase and sell 

goods online (v) receive feedback online (with a 

score of one assigned to each item).The third 

parameter ‘Number of DM tools used’ includes DM 

tools - Email, blogs, SMM, mobile marketing, 

websites, affiliate marketing, and a score of one is 

assigned to every tool. While the parameter 

‘Frequency of use’ involves 3 categories (Never, 

Seldom, and Most frequently) and the parameter 

‘Duration of use’ involved 4 categories (0 to 1 year, 

2 to 5 years, 6 to 10 years, and more than 10 years). 

Table 2 presents the scores assigned to the 

response categories of the different parameters.

    
 

Table 2: Parameters used to Assess Level / Extent of Digital Marketing Adoption 

No. Parameter Categories Score 

1 Type of Platform Used None 0 

Others’ Platform 1 

Own Platform 2 

Both own and others 3 

2 Purpose of Use/ Marketing 

strategy 

Product promotion / boost brand awareness 1 

Receiving orders 1 

Accepting payment 1 

Purchase and sell goods online 1 

Receiving feedback 1 

3 Number of Tools Used E Mail 1 

Blog 1 
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Mobile Marketing 1 

SMM 1 

Website 1 

Affiliate marketing 1 

4 Frequency of Use Never 0 

Seldom 1 

Frequently 2 

5 Duration of Use 0-1 yr 1 

2-5 yrs 2 

6-10 yrs 3 

More than 10 yrs 4 

The total score for extent/ level of adoption has 

been arrived at by adding up the scores received 

for each parameter considered (Please refer Table 

2).  The scores so arrived at, for each sampled unit, 

have been then categorized as ‘Very Low’ (Scores 

1-4), Low (5-10), Moderate (11 - 16) and High (17-

20). 
 

Results 
The results related to the two objectives are 

discussed below. 

Adoption of Digital Marketing by 

MSMEs 
Online Presence  

With the aim to capture the present adoption of 

digital marketing tools amidst MSMEs in Assam, 

the respondents were asked to exhibit their use of 

the most prevalent digital marketing tools. The 

results viz., number of units and the percentages of 

units using each of the DM tools, are exhibited in 

Table 3. 
 

Table 3: Usage of Digital Marketing Tools  

Digital Marketing 

Tools  

Response Rural  Urban  Overall  

No. 

(i) 

% 

(ii) 

No. 

(iii) 

% 

(iv) 

No. No. 

(v) 

% 

(vi) 

Website Yes 65 31% 97 55% 162 54% 

No 60 69% 79 45% 139 46% 

E-mail Marketing Yes 58 46% 75 43% 133 44% 

No 67 54% 101 57% 168 56% 

Social Media 

Marketing 

Yes 109 85% 165 94% 274 91% 

No 16 15% 11 6% 70 9% 

Mobile Marketing Yes 52 42% 68 39% 120 40% 

No 73 58% 108 61% 181 60% 

Affiliate Marketing Yes 44 35% 54 31% 98 33% 

No 81 65% 122 69% 203 67% 

Table 3 depicts the online presence of the sampled 

enterprises. It reveals that most (54%) of the 

MSMEs have their own website  while a clear 

majority (77%) of businessesuse social media 

platforms such as Facebook, Instagram,YouTube, 

etc.However, the usage of mobile marketing, e-mail 

marketing and affiliate marketing are less popular 

(<50%)  tools  amongst the MSMEs in Assam as is 

evident from the column (vi) of Table 3. A 

comparison was made between MSMEs located in 

urban and rural areas in Kamrup district of Assam 

with respect to the usage of DM tools. As is evident 

from Table 3, more MSMEs (55%) located in the 

Kamrup (Metro) have websites compared to 

MSMEs in rural Kamrup (31%). Usage of social 

media platforms such as Facebook, Instagram, 

Youtube, etc. is popular amongst both urban 

MSMEs (94%) as well as rural MSMEs (85%). 

However, the usage of mobile marketing, e-mail 

marketing and affiliate marketing amongst MSMEs 

is yet to gain momentum in both rural and urban 

areas as evident from Table 3. Surprisingly, the 

percentage of MSMEs using these three tools is 

slightly higher than MSMEs in urban areas. Five 

hypotheses have been tested to assess whether 

there is any significant difference in the usage of 

DM tool amongst MSMEs in urban Kamrup district 

and MSMEs in rural Kamrup district.  Accordingly, 

z-test for proportions was done, the result of which 

is seen in Table 4.
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Table 4: Hypotheses Test Results    

Hypothesis p-Value Conclusion 

Ownership of Website is more amongst urban MSMEs than rural MSMEs 0.29 Rejected 

E-mail marketing use is more amongst urban MSMEs than rural MSMEs 0.74 Rejected 

Social media marketing use is more amongst urban MSMEs than rural MSMEs 0.025 Accepted 

Mobile marketing use is more amongst urban MSMEs than rural MSMEs 0.51 Rejected 

Affiliate Marketing use is more amongst urban MSMEs than rural MSMEs 0.795 Rejected 

As can be observed from Table 4, there is no 

significant difference in the adoption of the DM 

tools considered in our study amongst the two 

types of MSMEs based on their geographical 

location. However, the difference is significant in 

case of social media marketing adoption and more 

numbers of MSMEs in urban Kamrup (94%) has 

adopted this tool compared to the number of 

MSMEs in rural Kamrup (85%). 

Level / Extent of Digital Marketing Adoption 

As mentioned earlier in the Methodology section, 

five parameters viz., platform usage, strategy, 

number of digital marketing tools used, frequency 

of use and the number of years of use are used to 

gauge the extent of digital marketing adoption. The 

summated score for extent of adoption has been 

calculated based on the five parameters. These 

scores have then been categorized into 4 groups 

viz., very low level of adoption, low level of 

adoption, moderate level of adoption and high 

level of adoption. Tables 5 to 7 show the 

distribution of these scores of the 301 MSMEs 

considered in this study according to MSME type, 

nature of industry (manufacturing/service) and 

industry sector. The extent of adoption is also seen 

separately for MSMEs located in rural and urban 

areas. 

 

Table 5: Level of Digital Marketing Adoption amongst MSME Type 

 1-4 % 5-10 % 11-15 % 16-20 % 

Micro [134] 8 6% 65 49% 49 36% 12 9% 

Small [114] 0 0% 51 45% 51 45% 12 10% 

Medium [53] 0 0% 15 28% 17 32% 21 40% 

Total [301] 8 3% 131 44% 117 38% 45 15% 
 

Table 5 indicates that of the 301 units, 44% of them 

fall in the low adoption group as indicated by the 

scores 5-10, while 38% shows moderate adoption 

and 15% fall in the high adoption group. Thus, the 

extent of DM adoption is found to be low to 

moderate amongst all the MSMEs considered in 

this study. Further, an analysis of the MSMEs 

category-wise reveals that majority (55%) of the 

Micro enterprises fall in the very low to low 

adoption category (1-10 score); 90% of the small 

enterprises fall in the low (45%) to moderate 

(45%) category while 40% of the Medium 

enterprises fall in the high adoption category. This 

indicates that digital marketing adoption is more 

profound amongst Medium enterprises. Table 6 

reveals that the extent of DM adoption is more 

amongst service based MSMEs (59% - moderate to 

high) compared to their counterparts in 

manufacturing (49% - moderate to high). 

 

Table 6: Level of Digital Marketing Adoption in MSMEs Based on Nature of Industry 

Nature of Industry  1-4 % 5-10 % 11-15 % 16-20 % 

Manufacturing [154] 5 3% 69 48% 64 38% 16 11% 

Service [147] 3 1% 58 38% 66 45% 20 14% 
 

Table 7:  Level of Digital Marketing Adoption amongst MSME Based on Industry Sector 

 Scores 

Nature  

of   Industry 

1-4 

 

% 5-10 % 11-15 % 16-20 % 

Handloom &Textiles [79] 5 6% 35 44% 32 41% 7 9% 

Food Processing [61] 1 2% 28 46% 25 41% 7 11% 

Education [27] 1 4% 8 30% 16 59% 2 7% 

Printing [16] 0 0% 7 44% 7 44% 2 12% 
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Tourism [54] 0 0% 14 26% 24 44% 16 30% 

Healthcare [26] 0 0% 8 31% 11 42% 7 27% 

Others [38] 1 3% 24 63% 8 21% 5 13% 

Total=301 8 3% 124 41% 123 41% 46 15% 

A sector-wise analysis (Table 7) indicates that 

MSMEs in Tourism sector (30%) and healthcare 

(27%) sector have a  higher  level of adoption 

(Scores 16 to 20) compared to Handloom & 

Textiles (9%), Food Processing (11%), education 

(7%) and printing (12%). Moderate level of 

adoption (Scores – 11to15) is seen for MSMEs 

(59%) in the education sector. Whereas handloom 

& textiles (44%), food processing (46%) and 

printing (44%) businesses show a low level of 

adoption (Scores- 5to10). The extent of adoption is 

also seen separately for MSMEs located in rural 

and urban areas. Tables 8 to 10 shows the 

distribution of the scores [Very low (below 5), Low 

(5-10), Moderate (11 - 16) and High (17-20)] 

amongst urban MSMEs across types, industry and 

sectors of the extent of adoption.

 

Table 8: Enterprise-wise Digital Marketing Adoption Level in Kamrup (Metro) District 

Type of 

Enterprise 

V. Low 

(1-4) 

% Low 

(5-10) 

% Moderate 

(11-15) 

% High 

(16-20) 

% 

Micro [77] 3 7% 23 30% 39 52% 12 14% 

Small [63] 0 0% 28 44% 27 43% 8 13% 

Medium [36] 0 0% 11 31% 8 22% 17 47% 

Total =176 3 2% 62 35% 74 43% 37 20% 

Table 8 indicates that of the 176 units located in 

Kamrup Metro, 62% of them fall in the low 

adoption group as indicated by the scores 5-10, 

while 43% shows moderate adoption and 20% fall 

in the high adoption group. Further, an analysis of 

the MSMEs category-wise reveals that majority 

(52%) of the Micro enterprises fall in the moderate 

adoption category (11-15 score); 87% of the small 

enterprises fall in the low (44%) to moderate 

(43%) category while 47% of the Medium 

enterprises fall in the high adoption category. This 

indicates that extent of digital marketing adoption 

is very high amongst Medium enterprises. Table 9 

reveals that there is High (Scores – 16 to 20) 

adoption amongst service based MSMEs (27%) 

compared to their counterparts in manufacturing 

(16%). 48% of the manufacturing units have 

adopted DM moderately while 36% service units 

fall in the moderate adoption category. 

 

Table 9: Level of Digital Marketing Adoption Based on Nature of Industry amongst MSME in Kamrup Metro 

Nature of Industry V. Low 

(1-4) 

% Low 

(5-10) 

% Moderate 

(11-15) 

% High 

(16-20) 

% 

Manufacturing [90] 2 2% 31 34% 43 48% 14 16% 

Service [86] 1 1% 31 36% 31 36% 23 27% 

Total =176 3 2% 62 35% 74 43% 37 20% 
 

Table 10:  Level of Digital Marketing Adoption amongst MSME in Kamrup Metro Based on Industry 

Sector 

Sector V. Low 

(1-4) 

% Low 

(5-10) 

% Moderate 

(11-15) 

% High 

(16-20) 

% 

Handloom &Textiles 

[42] 

2 5% 16 38% 19 45% 5 12% 

Food Processing [37] 1 0% 13 36% 18 53% 5 11% 

Education [15] 0 0% 3 20% 11 73% 1 7% 

Printing [10] 0 0% 3 30% 5 50% 2 20% 

Tourism [30] 0 3% 8 26% 10 32% 12 39% 

Healthcare [15] 0 0% 3 37% 5 50% 7 13% 

Others [27] 0 0% 16 41% 6 44% 5 15% 

Total=176 3 2% 62 35% 74 42% 37 21% 
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A sector-wise analysis (Table 10) indicates that 

MSMEs in Tourism sector (39%) have a  higher  

level of adoption (Scores 16 to 20) compared to 

Handloom & Textiles (12%), Food Processing 

(11%), education (7%), printing (20%), healthcare 

(13%) and Others (15%). Moderate level of 

adoption (Scores – 11 to15) is seen for MSMEs in 

Handloom & Textiles (45%), education (73%), 

Food processing (53%), healthcare (50%) sectors. 

A table 11 to 13 shows the extent of adoption 

amongst rural MSMEs across types, industry and 

sectors.
 

Table 11: Enterprise-wise Digital Marketing Adoption Level in Kamrup Rural District 

 V. Low 

(1-4) 

% Low 

(5-10) 

% Moderate 

(11-15) 

% High 

(16-20) 

% 

Micro [57] 5 9% 42 61% 10 28% 1 2% 

Small [51] 0 0% 23 45% 24 43% 5 10% 

Medium [17] 0 0% 4 24% 7 41% 5 35% 

Total= 125 5 4%  62 50% 49 39% 9 7% 

Table 11 indicates that of the 125 units located in 

rural Kamrup, 50% of them fall in the low adoption 

group as indicated by the scores 5-10, while 39% 

shows moderate adoption and 7% fall in the high 

adoption group. Further, an analysis of the MSMEs 

category-wise reveals that majority (61%) of the 

Micro enterprises fall in the low adoption category 

(5-10 score); 88% of the small enterprises fall in 

the low (45%)  to moderate (43%) category while 

41% of the Medium enterprises fall in the 

moderate adoption category. However a high 

adoption (scores from 16 to) is seen amongst 

medium enterprises (35%) compared to a micro 

(2%) and small (10%) enterprises. This indicates 

that extent of digital marketing adoption is yet to 

pick up amongst micro and small enterprises.
 

Table 12: Level of Digital Marketing Adoption Based on Nature of Industry amongst MSME in Kamrup 

Rural District 

 

Industry 

V. Low 

(1-4) 

% Low 

(5-10) 

% Moderate 

(11-15) 

% High 

(16-20) 

% 

Manufacturing [64] 3 5% 37 58% 20 31% 4 6% 

Service [61] 2 3% 25 41% 29 48% 5 8% 
 

Table 13: Level of Digital Marketing Adoption Based on Industry Sector amongst MSMEs in Kamrup Rural 

District 

 

Sector 

V. Low 

(1-4) 

% Low 

(5-10) 

% Moderate 

(11-15) 

% High 

(16-20) 

% 

Handloom & Textiles [37] 3 8% 19 51% 13 35% 2 6% 

Food Processing [24]  0 0% 15 63% 7 29% 2 8% 

Education [12] 1 8% 5 42% 5 42% 1 8% 

Printing [6] 0 0% 4 67% 2 33% 0 0% 

Tourism [24] 0 0% 6 25% 14 58% 4 17% 

Healthcare [11] 0 0% 5 45% 6 55% 0 0% 

Others [11] 1 9% 8 73% 2 18% 0 0% 

Total = 125 5 4% 62 50% 49 39% 9 7% 

Table 12 reveals that adoption amongst service 

based MSMEs (56% has scores ranging from 

moderate to high) is higher than their counterparts 

in manufacturing (37% has scores ranging from 

moderate to high). This implies that manufacturing 

units have been slow in the adoption of digital 

marketing tools. A sector-wise analysis (Table 13) 

indicates that MSMEs in Tourism sector (17%) 

sector have a high  level of adoption (Scores 16 to 

20) compared to Handloom & Textiles (6%), Food 

Processing (8%), education (8%). Moderate to 

high level of adoption Scores (11 and above) reveal 

that the Tourism sector leads (75% of enterprises) 

followed by healthcare (55% of enterprises), 

Education (50%), Handloom & Textiles (41%), 

Food Processing (37%), Printing (33%) and other 

sectors (18%). Overall, only 46% of the rural 

MSMEs have shown moderate to high level of 

adoption. A summary of the findings is given in 

Table 14.
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Table 14: Summary of Level of Digital Marketing Adoption in Kamrup Metro and Kamrup Rural 

District Category Sub-Category Extent of Digital 

Marketing  Adoption 

Kamrup Metro 

 

MSME Type Micro  Moderate 

Small Low to Moderate 

Medium High 

Industry-wise Manufacturing Moderate to High 

Service Moderate to High 

Sector-wise Handloom & Textiles  Moderate 

Food Processing  Moderate 

Education  Moderate 

Printing   Low to Moderate 

Tourism  Moderate to High 

Healthcare  Moderate 

Others Low to Moderate 

Kamrup Rural MSME Type Micro Low 

Small Low to moderate 

Medium Moderate to High 

Industry-wise Manufacturing Low  

Service Moderate 

Sector-wise Handloom & Textiles  Low to Moderate 

Food Processing  Low 

Education  Low to Moderate 

Printing   Low 

Tourism  Moderate to High 

Healthcare  Low to Moderate 

Others Low 

As evident from Table 14, Digital Marketing 

adoption in urban Kamrup and rural Kamrup 

district is similar for small businesses belonging to 

Tourism sector. Level of adoption is more for 

service businesses in Rural Kamrup as compared 

to service businesses in urban Kamrup. If we 

compare based on the type of enterprise, the 

highest level of digital marketing adoption is seen 

amongst Medium enterprise of urban Kamrup.  

Challenges Faced in Adoption of Digital 

Marketing by MSMEs 

An attempt has been made to understand the 

challenges faced by MSMEs in adopting digital 

marketing. It is understood that innovation 

diffusion takes time. This is true in the case of 

digital marketing too. And especially so when it 

comes to small businesses, where resources are 

scarce. Thirty MSME managers/ owners were 

interviewed to find out about the challenges faced. 

The analysis of the interviews revealed that digital 

marketing has not taken off due to a number of 

challenges. Lack of management support was 

noted to be a challenge for some SMEs. Despite the 

digital marketing advantages, marketing and IT 

managers mostly claimed that the top 

management does not usually give priority to 

digital marketing. A few responses are indicated 

below. 

“One of the important things that stop us from 

utilizing digital marketing is the lack of proper 

knowledge as well as the understanding of the 

associated digital marketing channels”. 

“We have consulted with the top management 

regarding the digital marketing as our competitors 

are taking advantage of it, but our management is 

reluctant to shift from traditional marketing to 

Digital marketing” (manager of textile unit) 

“A few years back, we spent a huge amount of 

money in order to achieve higher customer reach; 

however, these are false earnings" (owner of food 

processing unit). 
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 “We are aware about the benefits of digital 

marketing, but the financial and budget constraints 

are hindering us from adopting digital marketing”. 

Based on the responses from the interviews, the 

challenges faced by the MSME managers/owners 

are listed below. 

● Lack of support from top management 

● Lack of Skilled Workforce 

● Lack of sufficient awareness  

● Lack of Financial resources 

● Lack of adequate technical resources 

● Lack of Trust/ Security concerns 

● Incompatible with the business model 
 

Discussion 
Our study assessed the digital marketing adoption 

level among MSMEs in the Kamrup district of 

Assam. While a larger number of respondents own 

informative websites, they hardly utilize digital 

marketing in their business activities (Table 3). 

Majority of the MSMEs (44%) are in the low 

adoption group,while 38% shows moderate 

adoption and a small number of units fall in the 

high adoption group (Table 5).Thus, the extent of 

DM adoption is found to be low to moderate 

amongst all the MSMEs considered (Table 14).The 

study also indicates that MSMEs in Assam have not 

widely embraced digital marketing particularly the 

micro enterprises located in rural region, with 

their usage primarily restricted to email marketing 

and social media marketing and websites (Tables 3 

and 14).  Challenges such as a lack of proper 

training and knowledge, concerns about security, 

and unfamiliarity with legal practices were 

identified as significant hurdles to digital 

marketing adoption among MSMEs in Assam. 

However, the respondents admitted the potential 

advantages of adopting digital marketing in their 

organizations. They felt that digital marketing 

could help minimize costs, save time, expand their 

market and market share, and facilitate the quick 

launch of new products. A few of the study's 

findings are consistent with related research 

conducted in other markets. For example, 

difficulties like financial limitations are common in 

nations like the UK, Malaysia, Italy, and the United 

States (25-28). Furthermore, there are factors 

unique to a given region (29, 30). Growing 

economies are more likely to experience problems 

like security and dependability issues (31, 32). The 

study findings can throw light on the status of 

adoption amongst the MSME units and the popular 

tools of digital marketing. This information can aid 

units to assess their status and find the gap 

between them and other units in their business 

sector as far as adoption of digital marketing tools 

is concerned. The Government of India has created 

platforms for MSMEs to come on board. Various 

schemes and measures have been undertaken to 

support MSMEs to take advantage of technology in 

this digital age. Our study findings can give insight 

to the challenges faced by MSMEs to adopt digital 

marketing tools. Based on the findings of this 

research the government agencies and concerned 

departments can plan future interventions to 

enable these units to understand and implement 

their digital marketing strategies. 
 

Conclusion 
While this research provides insights into the 

digital marketing adoption level among MSMEs in 

two major districts of Assam, however the sample 

size was restricted to 301 MSMEs only. This may 

limit the generalizability of the findings to a 

broader population. Future research can be carried 

out to aim for a larger and more diverse sample 

covering other states of the Northeast region of 

India. Moreover, the study utilized a cross-

sectional design, capturing data at a single point in 

time. This design limits the ability to establish 

causal relationships or observe changes in digital 

marketing adoption over time. Future research 

could employ longitudinal designs to assess the 

dynamics of digital marketing adoption and its 

impact on MSMEs performance. This research 

study focused primarily on email marketing and 

social media marketing as indicators of digital 

marketing adoption. However, there are other 

advanced tools such as search engine optimization, 

content marketing, and mobile advertising that 

were not extensively explored. Including a broader 

range of digital marketing tools would provide a 

more comprehensive understanding of MSMEs' 

digital marketing practices. To ensure successful 

adoption of digital marketing, MSMEs need to 

proactively include digital marketing in their 

business plans by allocating adequate budgets and 

investing in technologies that make it possible for 

its implementation. Addressing challenges related 

to training, security, and legal compliance is pivotal 

for MSMEs to overcome barriers and embrace 

digital marketing applications effectively and 

efficiently. The enterprises felt that digital 

marketing could help minimize costs, save time, 
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expand their market and market share, and 

facilitate the quick launch of new products. 

Although the government has come out with 

various schemes for upgrading the MSME sector, 

yet intervention from the government is still felt 

necessary for creating awareness and skill up-

gradation for technology use especially amongst 

the micro and small enterprises.  
 

Abbreviations 
DM:  Digital marketing, MSME: Micro, small and 

medium enterprises, SME:  Small and medium-

sized enterprises. 
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