( IJARSCT

xx International Journal of Advanced Research in Science, Communication and Technology \

IJARSCT International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal

ISSN: 2581-9429 Volume 6, Issue 12, June 2026 Impact Factor: 8.2
A Review of E-Marketing Awareness and Digital
Marketing Knowledge among Rural

Entrepreneurs

Pooja Tiwari' and Dr. Abdul Khalid®
'Research Scholar, Department of Management
?Associate Professor, Department of Management
Vikrant University, Gwalior, M.P

Abstract: Electronic marketing (e-marketing) and digital marketing have become important
instruments for business development, customer engagement, market expansion, and entrepreneurial
sustainability. For rural entrepreneurs, digital technologies offer opportunities to overcome
geographical barriers, connect directly with customers, promote locally produced goods, and
participate in wider domestic and international markets. However, the successful adoption of digital
marketing depends on entrepreneurs’ awareness, knowledge, technological capabilities, financial
resources, and access to reliable internet services..
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I. INTRODUCTION
Digital marketing has transformed how businesses communicate with customers, advertise products, develop brands,
and compete in changing markets. Unlike traditional marketing methods, which often depend on physical distribution
networks, printed advertisements, local intermediaries, and face-to-face interactions, digital marketing enables
businesses to communicate with customers through websites, social networking platforms, mobile applications, search
engines, email, and online marketplaces. These developments are particularly relevant for rural entrepreneurs, who
frequently operate with limited financial resources, smaller customer bases, restricted market access, and comparatively
fewer opportunities for conventional promotion.
Rural entrepreneurship plays an important role in employment generation, income diversification, local resource
utilization, and regional economic development. Rural businesses include agricultural enterprises, handicraft producers,
self-help group enterprises, food-processing units, small retailers, tailoring businesses, home-based producers, and
other micro and small enterprises. Although these businesses may offer valuable products and services, their
commercial growth can be restricted by geographical isolation, inadequate distribution systems, limited brand
recognition, and dependence on local customers. Digital marketing can help address some of these constraints by
connecting rural businesses with customers beyond their immediate communities.
E-marketing generally refers to marketing activities conducted through electronic networks and digital communication
technologies. Digital marketing is a closely related term that emphasizes the use of digital channels, platforms, data,
and tools to attract, engage, and retain customers. Both concepts involve the promotion of products and services
through electronic means, although the terminology and scope can vary across academic and professional contexts. For
rural entrepreneurs, understanding these concepts is not limited to knowing how to operate a smartphone or create a
social media account. It also includes the ability to identify target customers, develop suitable promotional content,
communicate product value, evaluate customer responses, protect business information, and measure marketing
outcomes.

Copyright to IJARSCT DOI: 10.48175/568 140

www.ijarsct.co.in

| 2581-9429 |8
t\ 1JARSCT /3
& <




(/ IJARSCT

xx International Journal of Advanced Research in Science, Communication and Technology 1\
IJARSCT International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal

ISSN: 2581-9429 Volume 6, Issue 12, June 2026 Impact Factor: 8.2

E-marketing awareness refers to an entrepreneur’s understanding of available digital marketing opportunities, their
potential benefits, and the basic procedures involved in using them. Digital marketing knowledge is broader because it
includes practical and strategic competence in selecting platforms, creating content, managing online interactions,
interpreting performance indicators, and making informed marketing decisions. An entrepreneur may be aware that
social media can promote products but may not know how to design an effective campaign, target suitable customers,
or evaluate whether the campaign generates sales.

The distinction between awareness and knowledge is therefore central to understanding digital adoption among rural
entrepreneurs. Awareness can encourage initial interest, whereas practical knowledge helps transform that interest into
meaningful business activities. Inadequate knowledge may result in irregular posting, ineffective advertisements, poor
customer communication, and underutilization of digital tools. Consequently, research on rural digital entrepreneurship
should examine not only access to technology but also the quality of entrepreneurs’ understanding and their ability to
apply digital marketing techniques.

The Indian rural context provides a significant setting for this discussion because rural enterprises operate across
diverse linguistic, educational, economic, and infrastructural conditions. Digital public infrastructure, mobile
connectivity, online commerce, and digital payment systems can create opportunities for smaller businesses, but the
benefits are not distributed automatically or equally. Entrepreneurs require appropriate training, trustworthy platforms,
customer confidence, and reliable support systems to translate technological access into business outcomes. This
review therefore examines the relationship between digital marketing awareness, practical knowledge, barriers to
adoption, and the sustainable development of rural enterprises. Another important theme is the relationship between
digital literacy and entrepreneurial development.

Digital literacy includes the ability to access information, use online services, communicate through digital platforms,
evaluate information critically, and protect personal or business data. Rural entrepreneurs with stronger digital skills
may be better positioned to create online product listings, communicate with customers, compare market prices, and
use digital payment systems. Nevertheless, literacy alone is insufficient when entrepreneurs lack reliable connectivity,
affordable devices, product photography skills, suitable delivery arrangements, or the financial capacity to invest in
promotional campaigns.
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SOCIAL MEDIA MARKETING

Platforms such as Facebook, Instagram, and YouTube allow rural entrepreneurs to display products, share
demonstrations, announce offers, and communicate with customers. Knowledge of audience selection, content
preparation, posting frequency, and customer engagement can improve the usefulness of these platforms. Social media
awareness is relatively easy to develop, but effective business use requires consistent planning and performance
evaluation.

MOBILE AND MESSAGING MARKETING

Mobile marketing enables entrepreneurs to share product catalogues, respond to enquiries, communicate prices, and
provide order updates. Messaging applications and business profiles can be especially useful for enterprises that operate
from homes, local shops, or small production units. Entrepreneurs must understand consent, customer privacy,

professional communication, and the risks of unsolicited promotional messages.

E-COMMERCE AND ONLINE MARKETPLACES

Online marketplaces enable rural producers to present goods to customers beyond their immediate geographical areas.
Digital marketing knowledge in this area includes product descriptions, photography, pricing, inventory management,
order fulfilment, customer reviews, and return policies. Entrepreneurs must also understand platform fees, delivery
costs, and the requirements for maintaining product quality.
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SEARCH ENGINE OPTIMIZATION AND ONLINE VISIBILITY

Search engine optimization (SEO) helps businesses improve the visibility of their websites and online content in
relevant search results. Rural entrepreneurs can benefit from accurate business information, location-specific
descriptions, useful content, and suitable keywords in local languages. Although SEO may be less familiar than
messaging or social media, it can support long-term discoverability.

DIGITAL PAYMENTS AND CUSTOMER RELATIONSHIP MANAGEMENT

Digital payments can make transactions more convenient and support customer confidence when implemented
securely. Customer relationship management involves maintaining appropriate customer records, responding to
feedback, and encouraging repeat purchases. Entrepreneurs need basic knowledge of transaction verification, fraud
prevention, data privacy, and the responsible handling of customer information.

COMPARATIVE TABLE OF DIGITAL MARKETING TOOLS AND REQUIRED KNOWLEDGE
Table 1 presents a conceptual comparison of the main digital marketing tools relevant to rural entrepreneurs. It is an
analytical framework developed for this review, rather than a table of newly collected survey results.
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Table 1. Digital Marketing Tools, Awareness Requirements, and Business Applications

Digital marketing | Required awareness and . .
g g q Potential benefits Major challenges

tool knowledge
Social media | Content  creation,  audience | Brand visibility and | Limited skills and
marketing selection, engagement, analytics customer interaction inconsistent content

. . Business profiles, catalogues, | Direct communication and | Privacy  concerns  and
Mobile messaging . . e .

customer communication order enquiries unsolicited messaging

E-commerce Product listing, pricing, | Wider geographical market | Platform fees, delivery,

platforms inventory, logistics access and returns
Search engine | Keywords, local search, business | Improved online | Technical complexity and
optimization information discoverability time requirements

Digital advertising

Audience targeting,
campaign metrics

budgets,

Targeted promotion and
measurable reach

Financial risk and limited
campaign knowledge

branding

information, brand identity

. . Contact management, campaign | Customer retention and | Limited mailing lists and
Email marketing . . . .
design, consent promotional updates technical familiarity
.. Transaction verification and fraud | Convenient transactions | Fraud risks and low digital
Digital payments . .
prevention and record keeping confidence
Customer relationship | Customer records, feedback, | Repeat  business and | Data management and
management follow-up stronger relationships privacy issues
. . Product demonstrations, | Product understanding and | Production  skills  and
Video marketing . . . ..
storytelling, editing wider engagement connectivity
Website and online | Website management, product | Professional presence and | Cost, maintenance, and

direct enquiries

technical support

Source: Author’s conceptual synthesis informed by OECD (2021) and the literature on digital marketing adoption
among rural enterprises.

The comparison shows that rural entrepreneurs do not need to master every digital marketing tool simultaneously. The
appropriate starting point depends on the nature of the enterprise, target customers, available resources, and existing
digital skills. For example, a home-based food producer may initially benefit from a messaging-based catalogue and
local social media promotion, whereas a handicraft producer targeting customers in other states may require online
marketplace registration, professional product photography, and reliable delivery arrangements.

FACTORS INFLUENCING E-MARKETING AWARENESS AMONG RURAL ENTREPRENEURS
E-marketing awareness and digital marketing knowledge are influenced by several interconnected factors. These
factors determine whether rural entrepreneurs understand digital opportunities, develop practical skills, and incorporate
digital tools into their business activities.

Educational background and digital literacy: Education can influence an entrepreneur’s ability to understand online
information, operate digital applications, evaluate promotional messages, and interpret basic performance data.
However, formal education does not necessarily guarantee digital marketing competence. Practical exposure,
confidence, and continuous learning are equally important.

Age and business experience: Entrepreneurs with different age groups and professional backgrounds may have
different levels of familiarity with digital technologies. Experienced entrepreneurs may possess strong product and
customer knowledge but require support in adopting newer platforms. Younger entrepreneurs may be more familiar
with social media but may still need training in budgeting, customer segmentation, and marketing analytics. These
relationships should be examined empirically rather than assumed.

Internet connectivity and technological infrastructure: Reliable and affordable internet access is essential for uploading
product images, communicating with customers, processing orders, and managing online promotions. Rural areas with
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inconsistent connectivity may face additional difficulties in maintaining digital business activities. The OECD
identifies infrastructure and skills shortages as continuing barriers to the digital transformation of smaller enterprises.
Financial resources: Limited capital can prevent entrepreneurs from purchasing suitable devices, developing websites,
hiring digital marketing professionals, or investing in paid advertisements. Free or low-cost platforms may reduce
initial expenses, but entrepreneurs still need to consider time, delivery, packaging, connectivity, and customer service
costs.

Training and institutional support: Workshops, business-development programmes, local entrepreneurship centres,
educational institutions, and self-help groups can provide practical guidance. Training is likely to be more useful when
it includes demonstrations, supervised exercises, and follow-up assistance instead of focusing exclusively on theoretical
explanations.

Perceived usefulness and trust: Entrepreneurs are more likely to adopt digital marketing when they believe it can attract
customers, improve communication, or increase sales. Concerns about online fraud, misleading advertisements,
customer complaints, and uncertain returns may reduce willingness to participate. Demonstrating practical results and
teaching safe digital practices can help address these concerns.

BENEFITS OF DIGITAL MARKETING FOR RURAL ENTERPRISES

Digital marketing can create several opportunities for rural businesses when the selected tools match their needs and
capabilities.

Expanded market access: Online channels can connect rural entrepreneurs with customers outside their villages and
local markets.

Cost-effective promotion: Organic social media posts, messaging catalogues, and customer referrals can provide
promotional opportunities without requiring large advertising budgets.

Improved customer relationships: Direct communication allows entrepreneurs to respond to enquiries, collect feedback,
and provide order updates.

Product differentiation: Photographs, videos, product stories, and descriptions can communicate the cultural,
handmade, regional, or sustainable characteristics of rural products.

Better market information: Customer interactions, reviews, and online enquiries can help entrepreneurs understand
customer preferences and identify potential demand.

Business resilience: Multiple customer acquisition channels can reduce excessive dependence on a single local market,
although online participation also creates new operational and technological risks.

Support for women-led enterprises: Digital platforms may create opportunities for home-based businesses and self-help
group enterprises to reach customers without requiring a conventional storefront, provided that women have access to
devices, connectivity, training, and control over business income.

These benefits are potential outcomes, not guaranteed results. Business performance also depends on product quality,
pricing, fulfilment capacity, customer trust, competition, and the consistency of marketing activities.

CHALLENGES IN DIGITAL MARKETING ADOPTION
Despite its advantages, digital marketing adoption among rural entrepreneurs may be limited by a combination of
individual, technological, financial, and institutional barriers.

Table 2. Major Barriers and Suggested Interventions

Identified barrier Possible consequence Recommended intervention
Difficult i keti

Low digital literacy ' 1.cu .y using farketing Practical, beginner-level digital training
applications

. .. Int ted icati d ..

Poor internet connectivity [errupte commumeation an Improved rural connectivity and affordable data
delayed uploads

Language barriers Difficulty understanding tools and | Training and interfaces in local languages
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instructions

Limited financial resources

Inability to invest in advertising and

Low-cost tools and accessible business support

equipment
. Fear of fraud and misuse of | Training in account security and transaction
Cybersecurity concerns . . . .
information verification

Limited marketing strategy

Irregular posting and weak customer
engagement

Simple content calendars and marketing plans

Logistics and delivery | Delayed orders and customer | Local delivery partnerships and fulfilment

problems dissatisfaction support

Lack  of  performance . . Basic training in enquiries, conversions, and
Unclear marketing effectiveness .

measurement sales tracking

Low customer trust

Hesitation to purchase online

Transparent pricing, genuine images, reviews,
and clear policies

Inadequate institutional

support

Slow adoption and limited

troubleshooting

Continued mentoring and local business

assistance

Source: Author’s synthesis of the identified adoption barriers and recommendations in the SME digitalization literature.
The barriers frequently reinforce one another. For example, limited digital knowledge may increase fear of online
fraud, while unreliable internet access can discourage entrepreneurs from practicing newly acquired skills. Similarly, an
entrepreneur who cannot fulfil online orders reliably may discontinue digital marketing even after receiving training.
Therefore, isolated interventions are unlikely to address every obstacle. Effective support should combine digital
literacy, infrastructure, business mentoring, and practical assistance.

II. CONCLUSION

E-marketing awareness and digital marketing knowledge are important components of rural entrepreneurial
development in an increasingly connected economy. Digital platforms offer rural entrepreneurs opportunities to
promote products, engage customers, access wider markets, and improve business visibility. However, these
opportunities cannot be fully realized through technology access alone. Entrepreneurs also require practical knowledge,
reliable connectivity, financial resources, appropriate marketing strategies, and confidence in conducting business
online.

The review distinguishes awareness from knowledge, adoption, and business outcomes, demonstrating why these
dimensions should be evaluated separately. It also identifies education, digital literacy, training, infrastructure,
perceived usefulness, and institutional support as important areas for investigation. Digital marketing interventions
should be affordable, locally relevant, practical, and supported by ongoing mentoring. By integrating technological
access with skill development and sound business practices, stakeholders can help rural entrepreneurs participate more
effectively in digital markets. Future empirical research should test the proposed framework, examine differences
among rural business groups, and determine whether improvements in digital marketing competence translate into
sustained business growth.

REFERENCES
1. Chaffey, D., & Ellis-Chadwick, F. (2019). Digital Marketing (7th ed.). Pearson.
2. Hussain, Z., & Das, D. (2026). Digital marketing adoption in rural India: A review with special reference to
Balasore District, Odisha. Innovative Research Thoughts, 12(2).
3. Kaur, A. (2026). Digital literacy and rural entrepreneurship development in India: A mixed-method study.
Journal of Global Economy, 22(3).
4. Mendhkar, V. A., & Pokharkar, A. (2026). Adoption of digital marketing by rural entrepreneurs: Trends,
barriers, and impact. Zenodo.
Copyright to IJARSCT
www.ijarsct.co.in

DOI: 10.48175/568 146

| 2581-9429 |8
t\ 1JARSCT /3
& <




O IJARSCT

Xx International Journal of Advanced Research in Science, Communication and Technology 1\
IJARSCT International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal

ISSN: 2581-9429 Volume 6, Issue 12, June 2026 Impact Factor: 8.2

5. OECD. (2021). The Digital Transformation of SMEs. OECD Studies on SMEs and Entrepreneurship. OECD
Publishing.

6. Sio, N., Aind, J., & Kumar, A. (2026). Digital marketing awareness among rural entrepreneurs of Jharkhand:
A case study of Ranchi District. International Journal for Research in Applied Science and Engineering
Technology.

7. Tiwari, P. (2026). Understanding digital tools awareness, adoption challenges, and growth opportunities in
rural entrepreneurship. International Journal of Drug Delivery Technology, 16(15s), 72—80.

Copyright to IJARSCT DOI: 10.48175/568 147

www.ijarsct.co.in o g

&\ IJARSCT /¥
& 55




