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I. TECHNOLOGICAL FACTORS 

1.1 Internet Availability 

Internet connectivity is the basic requirement for adopting 
e-marketing in rural enterprises. Without stable and 

affordable internet access, entrepreneurs cannot use social 
media, online marketplaces, or digital payment systems 
effectively. In many rural areas, network issues slow down 
digital adoption. When broadband and mobile data services 
improve, businesses gain confidence in using online 

platforms. Reliable internet increases communication speed, 
customer interaction, and transaction efficiency. 

The statistical model is developed to examine the 

relationship between: 

• Independent Variable (X): E-Marketing Adoption 
Level 

• Dependent Variables (Y): 

o Sales Growth 
o Customer Reach Expansion 

 

Regression analysis is used to measure how strongly e-
marketing adoption influences business performance.  

1.2 Smartphone Accessibility 

Smartphones are the primary devices used for digital 

marketing in rural areas.  
 

Affordable smartphones enable entrepreneurs to manage 
WhatsApp Business accounts, social media pages, and 
online advertisements. As smartphone prices decrease, 
adoption rates increase among small enterprises. Mobile 

applications are easy to operate and require minimal 
technical knowledge. Therefore, smartphone penetration 
plays a crucial role in expanding digital marketing practices. 
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1.3 Digital Platform Availability 

Access to user-friendly platforms such as WhatsApp, 

Facebook Marketplace, and Instagram helps rural 
entrepreneurs promote products easily. These platforms 
allow image sharing, product catalogs, and direct customer 
communication. Many platforms are free, reducing 
marketing costs. Online marketplaces also help rural 
producers connect with urban buyers. Availability of diverse 

digital tools enhances marketing efficiency and visibility. 

1.4 Perceived Ease of Use 

Entrepreneurs are more likely to adopt e-marketing if they 
believe the system is simple and understandable. 
Complicated technology discourages rural users with limited 
technical knowledge. When platforms provide simple 

interfaces in regional languages, adoption improves. Ease of 
use reduces fear and hesitation toward digital tools. 
Therefore, simplicity and user-friendliness directly influence 
adoption decisions. 

1.5 Perceived Usefulness 

If rural entrepreneurs believe that e-marketing increases 

sales and customer reach, they are more willing to adopt it. 
Perceived usefulness motivates investment in digital tools.  

When businesses observe visible benefits such as higher 
inquiries or orders, confidence grows. Practical outcomes 

like improved revenue strengthen continued usage. Hence, 
usefulness perception is a strong predictor of adoption. 

II.   ORGANIZATIONAL FACTORS 

2.1 Owner’s Digital Literacy 

Digital knowledge of the business owner significantly 
affects adoption decisions. Entrepreneurs who understand 
social media, online payments, and digital communication 
adopt faster. Lack of digital skills creates dependency on 

others. Training programs and workshops improve digital 
literacy. Skilled entrepreneurs can manage online 
promotions independently, increasing efficiency. 

2.2 Financial Resources 

Although many digital platforms are low-cost, some 
require paid advertisements and internet expenses. 

Enterprises with better financial stability can invest in digital 
marketing campaigns. Limited financial capacity may 
restrict consistent online promotion. However, compared to 
traditional marketing, e-marketing is more affordable. 
Financial readiness increases long-term sustainability of 
adoption. 

2.3 Business Size
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Larger small enterprises often adopt digital marketing 
earlier than micro units. Bigger firms have more employees 

and resources to manage online activities. Micro enterprises 
may hesitate due to risk perception. However, even very 
small units benefit from mobile-based promotion. Business 
scale influences the speed but not the possibility of adoption. 

2.4 Management Support 

Positive attitude of the business owner or manager plays 

a key role in innovation adoption. If management supports 
digital transformation, employees cooperate more 
effectively. Leadership encourages experimentation with 
new marketing methods. Resistance from owners slows 
technological change. Supportive management culture 
strengthens digital adoption. 

III. LITERATURE REVIEW (EXPANDED) 

Previous studies indicate that digital marketing improves 

business performance in small enterprises. Researchers have 

found that: 

• Social media marketing increases brand awareness. 

• Mobile-based communication improves customer 
engagement. 

• Digital platforms reduce marketing costs compared to 
traditional media. 

Studies based on the Technology Acceptance Model 

(TAM) show that perceived usefulness and ease of use 
strongly influence adoption decisions. Diffusion of 
Innovation theory suggests that rural entrepreneurs adopt 
digital tools after observing successful examples in nearby 
communities. 

However, limited research specifically focuses on rural 

micro enterprises. This study fills that gap by analyzing 
primary data from rural entrepreneurs. 

IV. RESEARCH OBJECTIVES (EXPANDED) 

The major objectives of this study are: 

1. To examine the level of mobile marketing adoption 

among rural enterprises. 

2. To analyze the impact of mobile marketing on sales 

growth. 

3. To evaluate the effect of mobile marketing on customer 

reach expansion. 

4. To identify key factors influencing adoption. 

5. To provide policy recommendations for improving 

rural digital marketing practices. 

These objectives guide the statistical analysis and 
hypothesis testing. 

V.  ENVIRONMENTAL FACTORS 

5.1 Government Support 

Government initiatives such as Digital India promote 

rural digital infrastructure and awareness. Training programs 
and financial schemes encourage entrepreneurs to adopt 
technology. Policy support reduces adoption barriers. 
Subsidies and digital literacy missions enhance 
participation. Government backing accelerates rural digital 
transformation. 

5.2 Competitive Pressure 

When competitors start using social media and online 
marketing, other enterprises feel pressure to follow. 
Competitive markets encourage innovation. Businesses fear 
losing customers if they remain offline. Observing 
competitors’ success increases motivation to adopt. 

Competitive pressure therefore acts as an external driving 
force.
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5.3 Customer Demand 

Modern consumers expect businesses to be available 

online. Customers prefer digital communication, online 
payments, and quick responses. Rural enterprises must adapt 
to changing consumer behavior. Meeting customer 
expectations increases satisfaction and loyalty. Customer 
demand strongly influences digital marketing adoption. 

5.4 Market Expansion Opportunities 

E-marketing allows rural enterprises to reach customers 
beyond local village markets. Entrepreneurs can connect 
with district, state, or national buyers. Online platforms 
remove geographical barriers. Expansion opportunities 
increase revenue potential. Market growth motivates 
businesses to adopt digital marketing tools. 

VI. RESEARCH METHODOLOGY (EXPANDED) 

The study uses a descriptive and analytical research design. 

Data Collection 

Primary data was collected through structured 
questionnaires from 100 rural micro and small enterprises. 

Sampling Method 

Convenience sampling was used due to accessibility of 

respondents. 

Tools Used 

• Correlation analysis 

• Regression analysis 

• ANOVA test 

The questionnaire included Likert-scale questions 
measuring adoption level, sales growth, and customer 

expansion. 

VII.  DATA ANALYSIS AND INTERPRETATION 

7.1 Correlation Findings 

The correlation coefficient between e-marketing adoption 
and sales growth was 0.68. This indicates a strong positive 
relationship. It means that as adoption increases, sales also 
increase significantly. 

Similarly, correlation between adoption and customer 

reach was 0.74, which shows an even stronger relationship. 
These results confirm that mobile marketing plays a 

significant role in business performance improvement . 

7.2 Regression Findings 

Regression analysis showed: 

Sales Growth = 5.2 + 3.5 (Adoption Level) 

This means that every 1-unit increase in adoption 

increases sales growth by 3.5%. 
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Customer Reach = 7.8 + 4.1 (Adoption Level) 

This means that higher adoption significantly expands 

customer base. 

R² values indicate that: 

• 46% of variation in sales is explained by adoption. 

• 55% of variation in customer reach is explained by 
adoption. 

This proves strong explanatory power of the model. 

VIII.  DISCUSSION OF FINDINGS 

The results clearly indicate that mobile marketing 
adoption positively impacts rural enterprise growth. 
Enterprises that actively use WhatsApp Business, Facebook 
promotion, and online advertising experience higher sales 

and customer expansion. 
Digital literacy and financial capacity further strengthen 

the impact. Entrepreneurs who understand digital tools can 
better utilize marketing platforms. Financially stable 
enterprises can invest in paid advertisements and 
promotional campaigns. 

Government initiatives supporting digital infrastructure 
also contribute indirectly by improving internet accessibility. 

Overall, mobile marketing reduces geographical 
limitations and helps rural enterprises compete with urban 
businesses. 

IX. IMPLICATIONS OF THE STUDY 

Practical Implications 

• Rural entrepreneurs should adopt mobile marketing 
for business expansion. 

• Training programs should focus on digital literacy 
improvement. 

Policy Implications 

• Government should strengthen rural internet 
infrastructure. 

• Digital training centers should be established in 
villages. 

• Financial assistance for digital tools should be 
provided. 

X.  LIMITATIONS OF THE STUDY 

• Limited sample size (100 enterprises). 

• Study restricted to selected rural areas. 

• Self-reported data may contain response bias. 

Future research can include larger samples and comparative 

state-level analysis. 

XI. ADOPTION STAGES 

11.1 Awareness Stage 

In this stage, entrepreneurs first learn about digital 
marketing tools. Awareness may come through training 
programs or observing others. Information sharing increases 
interest. Without awareness, adoption cannot begin. This 
stage forms the foundation of digital transformation. 

11.2 Interest Stage 

After awareness, entrepreneurs develop curiosity about 
benefits. They begin gathering information about cost and 
effectiveness. Positive feedback from peers increases 
interest. Fear and uncertainty may still exist. Interest 
gradually converts into evaluation. 

11.3 Evaluation Stage 

Entrepreneurs compare advantages and risks before 
adoption. They assess affordability and technical 
requirements. Risk perception influences final decisions. 
Cost-benefit analysis is performed informally. Evaluation 
determines whether trial will begin. 

11.4 Trial Stage 

In this stage, limited use of digital tools begins. For 
example, creating a WhatsApp Business profile or Facebook 
page. Trial reduces uncertainty. Entrepreneurs observe initial 
results. Positive outcomes encourage full adoption. 

11.5 Full Adoption Stage 

Businesses regularly use multiple digital platforms. 

Online marketing becomes part of daily operations. 
Customer interaction increases significantly. Digital strategy 
becomes structured and consistent. Full adoption leads to 
measurable business growth. 

XII. CONCLUSION 

The study concludes that mobile marketing significantly 
contributes to the growth of rural micro and small 
enterprises. Statistical analysis confirms strong positive 

relationships between adoption and business performance. 

Enterprises adopting digital marketing experience:  

• Increased sales revenue 

• Expanded customer base 

• Improved competitiveness 

• Sustainable growth 

REFERENCES 

[1] Therefore, mobile marketing is not just an optional tool but a 

necessary strategy for rural enterprise development in the digital era. 



 
International Journal of Recent Development in Engineering and Technology 

Website: www.ijrdet.com (ISSN 2347-6435 (Online) Volume 15, Issue 07, July 2026) 

576 

[2] Fred Davis (1989). Perceived usefulness, perceived ease of use, and 

user acceptance of information technology. MIS Quarterly, 13(3), 

319–340. 

[3] Everett Rogers (2003). Diffusion of Innovations (5th ed.). Free Press. 

[4] Louis Tornatzky, & Mitchell Fleischer (1990). The Processes of 

Technological Innovation. Lexington Books. 

[5] Philip Kotler, & Kevin Lane Keller (2016). Marketing Management 

(15th ed.). Pearson Education. 

[6] Dave Chaffey, & Ellis-Chadwick, F. (2019). Digital Marketing (7th 

ed.). Pearson. 

[7] Ministry of Micro, Small and Medium Enterprises (2022). Annual 

Report 2021–22. Government of India. 

 

 


