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Abstract

Increase digitalization is the need of every business to sustain and grow in this competitive
environment. Many businesses either big or small strive for online appearances due to its cost
effective and easy approachable nature to customers. Rural craft now a day is also making its
space in the digital social media platform and pottery is one such rural craft. To deal with
challenges of competition and lack of market structure, social media presence is what marks
solution to its entire problem concerning marketability through online advertisement,
promotion through videos & news links and online campaigns for awareness about product &
its benefits. This solution can be practically implemented only if artisans of this rural craft opt
for social media platforms. Opting social media brings many challenges especially when
artisans lack income & education needed to transform its business from offline to online. Along
with artisans’ capability, other factors such as perceived complexity in adoption, infrastructure
facilities, government support, competition and cost of technology are also influencing
adoption of social media platform.
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1. Introduction

Handicraft industry contribution in the individuals and national economy is found in times of
unemployment and poverty where the craft skills lays path for both primary employment in
undeveloped areas where there is low agriculture productivity or no other alternative for
earning livelihood & in situation of forced migration due to war and secondary employment
during slack season of agriculture & a part time activity to earn more for household. In nations
economy, it also leads to foreign earning through export (Terry, 1999). Handicraft also
contributes towards export earnings. But technological advancement has paved challenge of
survival and that has made adoption of new technology essential to stay in competition (Yadav
& Mahara, 2019). Presently, with the pace of time artisans skills got obsolete with low
education and weak marketing power (Dash & Mishra, 2021). Availability of product due to
unawareness about product resulting from lack of proper advertisement is one of the reason
impacting demand of pottery product (Nortey et al., 2018). Replacement of traditional pots by
the modern vessels is hitting the demand of product, making it limited to seasons and festivals
(Kayamba & Kwesiga, 2016). Pottery is produced generationally by the potters for both
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personal as well as professional need in rural parts of the country and are sold in either local
market or to the wholesalers (Hossain et al., 2022). Artisans perform personal selling to search
customers or rely on traders or other agencies for sale of produce as the market lacks proper
structure due to unorganized nature (Regon, 2019). Modification is what need to meet the
changing scenario of the market of pottery products (Shah & Patel, 2017). Adoption of
marketing principle is the need of the hour for victory of any organisation. Therefore, potters
of Nigeria are making practical approach of marketing concept in their business by being
customer centric in terms of producing goods, positioning product based on demand and
targeting potential customers by approaching those that augments market share & profit (Areo,
2014a). It’s the positive relationship between online marketing efforts and sales that is making
many businesses endeavor for online appearance (Mondira, 2022).With adoption of
technology, business functioning changes with change in communication as technology
adoption reduces digital divide (Stoica et al., 2014). Since, pottery products are facing harsh
competition from industry made products; therefore, public awareness about these products is
needed to beat the competition (Mishra & Mansuri, 2016). Pottery face inflexible market access
which is suggested to be solved using online marketing technique to ensure wider reach and
promotion of pottery products (Ismail et al., 2020).

1.1. Pottery& Pottery Artisans:

Pottery is an ancient handicraft that roots its origin from earliest time of human civilization
(Kasemi, 2014). Object made out of clay that takes the form of clay pot called Pala (a small
bowl), gagri, surahi and ghyampo clay pots for collecting & storing water, flowering pot,
makal, heater, handi, khutrukke, etc and serves different cultural, religious, decorative or
household needs are termed as Pottery (Shrestha, 2018). Producers of earthen made products
“Pottery” are termed as “potters”. Artisans of Gorakhpur are mostly males and have low
literacy till higher secondary & low income (Yadav et al., 2022). In Maregam Village of Tidore
Islands City, potters are usually women that produce pottery of various skills & shapes using
composition of black sand & red soil (Kusrini & Hasmawati, 2020). Pottery artisans create
both glazed and unglazed products which can be either wheel made or handmade relaying on
the learnt technique they carry traditionally (Singh, 2022b). Handicraft of different
geographical boundaries carries different shape, texture, color & shade (Pramanik et al., 2021).
Brownish red clay made baked with earthen colour called “Terracotta” made products are
produced by potters in states of Tamil Nadu, Rajasthan, Gujarat, Madhya Pradesh, West Bengal
and Assam (Dutta, 2014). In different geographical areas of Rajasthan different potteries are
produced namely, Pokhran Pottery with white & red color in Pokhran Unglazed Kagzi pottery
of Alwar which has biscuit like color, Golden finish pottery of Bikaner, Unglazed grayish black
color pottery in Madhopur and Blue colored white painted glazed pottery of Jaipur (Singh,
2022a). Artisans produce products of different designs filling different needs of cooking,
serving, decoration, etc (Tangvah & Marak, 2015). Potters also produce for serving need of
storage, transportation, baking, toasting, steaming & representing cultural significance (Sirika,
2009). Artisan produces varieties of products such as utility products like pen stand, terracotta
water filter, candle stand, ashtray, container, etc, decorative like flower vase, animal figurines
like horse, rhino, etc, cultural goods like goddess idols, sarai, etc and other products of need
like pitcher, jars, earthen utensils, water containers, etc made out of terracotta (Sarma, 2018).
Creative mugs, pen holder, lampshade, trophy & table lamp are contemporary products made
with different designs & decoration are also prepared by potters (Olalere, 2019). Traditionally
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produced pottery product differs individually & culturally and still continues to be vital source
of employment (Areo, 2014b). Substitute product due to their sustainability & low cost
captured the demand of pottery product and as a result potters are switching to other jobs that
fetch them good return (Palit & Dey, 2022). Increase competition from substitutes has lead to
decrease in demand of product which is responsible for declining income of the pottery artisans
(Sen & Bhattacharjee, 2021). The socio-economic condition of potters is decaying on grounds
of insufficient income & low education from this occupation (Haloi, 2017).

1.2. Social Media &Social Media Platform:

Social media is a web-based communication tool, where people interact and exchange
information & opinions (Kohli & Trar, 2022). Social networking, Blog, Microblogs, Vlogs &
video sharing sites and Wikis are common types of social media platforms, but however,
currently, term social media and social networking sites are used identically (India.Gov, 2012).
Social media as an internet-based program via social networking sites connect users to
communicate thoughts, knowledge, past experience, news facts and enables customers to
publicly express their views about products & services (Regimae et al., 2021). Increase use of
internet and growing popularity of social networking sites such as facebook, youtube,
instagram, whatsapp has connected consumers with product they want to learn or shop (Deepa
& Priya, 2021). The diversity of social media users is making retailers and marketers to reach
consumers and the shopping services offered makes consumers learn about their products and
shop for it on social networks (Paquette, 2013). With transition in society, to meet the dynamic
needs of consumers, marketing adapts into a newer form and social media marketing, a type of
digital marketing is one of them, which shares valuable content with company's potential &
prospective customers (Meslat, 2018). Consumer access those social media platforms that are
user friendly and socially popular, businesses gather insights through communication from
such platforms and enhance their performances through improve product & identified
opportunities. Thus, social media mediates between perceived ease of use & market
performance and perceived relative advantage & market performance (Santoso et al., 2020).
Thus, social media as a real time marketing tool provides target market feedback which aids in
reframing strategies and enhance sale of product (Achmadi et al., 2023).

2. Objective of the Study:

1. To study technology adoption by pottery artisans using TOE framework.
3. Literature Review:

a). Social Media & Pottery:

The rapid technological advancement in different spheres of life and shifting marketing
activities with increase online shopping habits among consumers has made use of digital
technology important to promote product and ensure wider reach. In the pottery industry of
Paseban Village, social media & marketplace was found to have significant influence on market
segment expansion of this creative industry (Wibowo et al., 2023a). For Handicraft industry to
regain its market, government &Nongovernment Organisation (NGOs) are organizing fairs &
exhibitions. Social media due to its interactive & communicative feature is also used by
handicraft producers to share information about product, advertise it & sell them to potential
handicraft customers and mark its global reach (Guha et al., 2021). Social media has redefined
business communication and the craft designers are increasingly using platforms like facebook,
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Instagram, etc. to communicate with their customers (Yuexin, 2017). Many small & micro
enterprises (SMEs) for their business activities prefer social media platforms like facebook,
Linkedin, Twitter, Youtube& Instagram where they perform activities of advertisement,
visibility through promotion, etc (Cesaroni & Consoli, 2015). The Handicraft business actors
of Kendari city, to market their product preferred instagram due to its unique features of feeds,
ads, shares, likes, direct messaging & search bars, which makes consumer easier to search the
product it is looking for (Hartini, 2022). Many artisans of Sri Lanka used social media
platforms to establish their online presence and found social media as a cost-effective tool to
create awareness about their art and using collaborations & connections they generate new
ideas (Hafsa et al., 2023). Adoption of social media platforms by artisans of Northern Nigeria
made sharing samples & designs and interaction with customers easier which further brought
modification in design & product itself (Suleiman, 2021). The artisans of Moroccan craft opine
social media as a primary communication tool which make target population easy to reach and
that too inexpensively. The study defines facebook a social media platform as the most
impacting promotion of Moroccon craft (Hammou et al., 2020). The handicraft business of
Thua Thien Hue province and of Vietnam advocated the use of social media marketing as the
most preferred digital marketing strategy of handicraft business. The respondents in the
questionnaire survey mostly prefer facebook and perform online advertising to reach target
customers (Vaculcikova et al., 2020a). The Baduy craftsmen of Banten have also started
accessing social media to upload their craft product online whereas some people of the
community prefer third party like tour agents, freelance youtubers, bloggers & visitors to
promote handicraft product as a sales agent via social media platforms (Mulia, 2021).The
potters of Britain during pandemic used social media like YouTube Live for learning pottery
skills and Instagram (another social media platform) to connect with potter communities online
where they share their work by posting images & interact by liking & commenting other potters
post. Some potters also advertised their product, develop consumer base for their wares and
sold their art work to earn employability & income which encouraged them to continue their
art work (O’Brien, 2023b). O’Brien (2023a) in her another article, “COVID, clay, and the
digital: The role of digital media in pottery skill development during the COVID-19 pandemic
in Britain” defines the same scenario where due to resultant lockdown, workshops & studios
no longer where able to serve the learning & practicing needs of potters. It's the social media
that filled the gap through online tutorials and community feedback. The Binoh pottery of
Ubung village, confronted problem of lack of marketing strategy as it still relied on
conventional marketing and the scenario of Covid 19 made sales exacerbated. Therefore, the
potters introduced digital marketing strategy where they used social media to establish
consumer network that connected potential buyers and increased sales during pandemic
(Darma et al., 2022). Decrease sales turnover due to outbreak of pandemic has shifted pottery
craftsmen to online selling. Using social media, craftsmen promote and offer products with
different specification, quality and price to consumers (Oktarianti et al., 2022).

b). TOE Framework & Technology adoption:

TOE framework developed in 1990 is used by several authors in different studies to understand
IT adoption by different firms (Oliveira & Martins, 2011). To understand implementation and
adoption of technology, TOE framework has been used to describe technological readiness,
organizations traits & environment influence in use of social media by MSME of Indonesia
(Izaak et al., 2022). Pradifera et al., (2022b) conducted a descriptive study to understand the
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effect of TOE model on use of social media by MSEs of Indonesia. Effendi et al., (2020) used
TOE model to understand behavioral intention of SMEs in adopting social media for marketing
of their products and using AMOS SEM analysed that factors of technological context,
organizational context and environmental context impacts social media awareness of SMEs of
Indonesia which in turn lead to intention to adopt social media. Abed, (2020) to study social
commerce adoption by SMEs of Saudi Arabia, TOE framework was used and its factors were
analysed using AMOS SEM. Bagale, (2014) examines organizational factors both within and
outside the organisation using TOE framework to explain implementation of e-commerce by
MSME and also relationship between factors defined in framework. Ahmed, (2020) in his
study, “Technology organization environment framework in cloud computing” has done
systematic literature review to study adoption of cloud computing technology by Bangladeshi
SMEs using TOE framework. Awa et al., (2016) used TOE framework to study adoption of
ERP software by SME:s in the city of Port Harcourt, Nigeria and tested the model using logistic
regression which came up with result of adoption being more technology driven than
organizational and environmental. Likewise, many researchers used TOE in different industries
to understand adoption of different technology in their respective research.

4. Research Methodology:

The present is descriptive in nature and is based on literatures collected from various sources.
To study the social media adoption by pottery artisans, TOE framework is used for analysis,
which is derived from the study of Ali Abbasi et al., (2022) who in his research article
“Determinants of SME’s Social Media Marketing Adoption: Competitive Industry as a
Moderator” described use of TOE (Technology, Organisation & Environment) framework to
gather an insight about what factors influences adoption of social media as a marketing tool in
Malaysian SMEs. These factors as a predicting tool are defined as not the exact influencers in
the study because of the variability in research topic and size of the industry. Therefore, in our
study we have taken factors for our research from this above defined Malaysian research on
SMEs social media adoption, other studies of synonymous research and based on the
characteristics of Pottery industry of Madhya Pradesh.

From the TOE (Technology, Organisation & Environment) framework, Technological factors
of perceived relative advantage, perceived complexity & perceived cost is taken in the study.
But since, pottery is an unorganised sector of Indian economy where the human resource is
defined as artisans, therefore the concept of top management and employee capability is
replaced by statutory support and artisan capability respectively in our study. Availability of
financial resources is also taken here for studying organisation factor. From the environment
factor only perceived competitive pressure is taken from the framework for this study. The
variable competition and perceived competitive pressure are similar in sense that both consider
how adoption of social media by competitors is influencing pottery market.

5. TOE framework:

Lippert & Govindarajulu, (2006) in their research have described that technological,
organizational & environmental factors or TOE factors influences decision of adoption of
technology in any business.

a). Technological factor:
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In marketing context, technology as a medium of propagation of final produce to its ultimate
prospects positively holds benefit of reaching new customers, automation follow up, etc and
negatively it can be difficult & expensive to adopt with changing technique (Jain & Yadav,
2017). Therefore, available technology, its characteristics (Arpaci et al., 2012) and variables
that influences adoption of new technology (Kuusisto, 2017) comes under technological factor.

i) Perceived relative advantage;

Perceived relative advantage is defined by Tanye, (2016) as how much the new technology will
be beneficial than the old technique defines the relative advantage which is determined by
comparing benefit of it with the cost incurred in adopting the innovation or new technology.
Nekatibeb, (2012) has compared social media with traditional offline media. Reaching
customers through socialization &engagement via interaction & community building at
minimum budget and gathering real time feedback of customer through its marketing mix of
platform, people, participation & promotion is easier through social media platform than the
traditional media.

ii) Perceived Complexity;

Complexity is defined as an antonym of perceived ease of use which is about being easy to
understand and use (Al-Jabri & Sohail, 2012). Mndzebele, (2013) opines adoption of IT tools
being related to perceived complexity. Technology which is more convenient & easier to
operate is probably adopted. Selamat & Jaffar, (2010) using regression coefficient found that
perceived complexity is negatively related to use of computer. Ilona et al., (2019) measured
relation between social media adoption & technology and found that social media adopters of
SMEs of Indonesia prefer the platform as it is easy to use and process current business activities
with its various stakeholders.

iii) Perceived Cost:

Gobin- et al., (2017) defines cost as a major factor that impacts SMEs decision to invest in
adoption of technology. Iacurci, (2021) highlights the definition of cost as an expense of
adopting social media and through linear regression analysis derived significant relation
between cost and intention & usage of social media. The research also derived the possibility
that small size of SME and income in relation to cost of marketing products & services and
communicating customers, significantly impacts social media adoption. SMEs of Southern
Jakarta consider cost of reaching customers via social media less than the traditional media.
Therefore, using descriptive research method & purposive sampling technique, the study
investigated relationship between cost effectiveness and usage of social media by SMEs of
Southern Jakarta and found that cost effectiveness has no impact on usage of social media by
SME:s of Southern Jakarta (Yulisa et al., 2022).

b). Organisational factor:

Organisational factors have greatest and positive impact than other factors of TOE framework
on usage of social media by SMEs of Indonesia (Noviaristanti et al., 2023). Resistance to adopt
social media by SMEs is measured in terms of organizational readiness (in terms of resources),
management support & knowledge about social media technology of SME owners. Using PLS-
SEM it was found that lack of these factors negatively impacts adoption of social media
(Sugandini et al., 2020).
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i) Top Management Support:

Lina & Suwarni, (2022) advocated positive impact of top management support on technology
adoption of SMEs. To understand the influence of top management support on social media
usage, Pradifera et al., (2022a) conducted a descriptive research study and concluded its impact
as it’s the management decision, resources allocation and use of competent workforce that
affects adoption as well as usage of social media. In case of pottery business, the industry is
unorganized in nature, therefore, its activities of training, technology adoption, marketing, etc,
is taken care by government bodies (such as KVIC). KVIC under the aegis of ministry of
MSME, Government of India, provides support to promote and develop through activities of
technology support, research & development, financial assistance, marketing, etc, to village
industry and pottery is of the village industry (Ministry of Micro Small and Medium
Enterprises, 2023).

ii) Artisan Capabilities:

Davelaar, (2002) has defined capabilities from perspective of Chambers which connects it to
livelihood & wellbeing and covers education, training, development of profession / practice
that would result in sustainability & expansion. Artisan capability is described through case
study of women artisans as acquisition of skills related to work performance, using technology,
decision making and educating through proper training (Littrell & Dickson, 2002).

Employee capabilities is the reflection of knowledge, skills, experience, abilities, that an
individual possess and that helps in achievement (Bontis & Serenko, 2007). Looking from
Human resource perspective, Artisan capabilities can also be similarly defined as what an
artisan possess in terms of education, skills, experience, etc, to perform his/ her job.

Maduku et al., (2016b) through literature studies derived that an organisation or industry to
adopt any modern technology for marketing must have competent staff or human resource. The
study also came up with finding which states positive relationship between employee capability
and adoption of mobile marketing.

iii) Availability of financial resources:

In adopting any technology, finance availability plays a major role (Kim & Garrison, 2010).
Lack of finance constraints technology adoption (Fatmawati & Bebasari, 2023). Whereas,
Maduku et al., (2016a) in his study has concluded with his finding stating availability of
financial resources does not impact adoption of new technology.

¢). Environmental factor:

It's the environment in which a business operates, makes & impacts adoption of new
technology (Rahman et al., 2020b). (Alsharji, 2018) using mediation analysis, tested the effect
of business environment on social media adoption and found the result statistically significant.
(Chiu et al., 2017) opines through their reviews that environmental factors like competitive
pressure and government steps of policies & initiatives influences adoption of technology.
(Rawash, 2021) reports significant relationship between government support in the form of
funding and adoption of technology but competitive pressure has nothing to do with adoption.

i). Infrastructure need:

Copyright © The Author, 2025 (www.ijsmr.in)




197 | International Journal of Scientific and Management Research 8(6) 190-209

All those resources that facilitates IT services are termed as Infrastructure needs of I'T which
includes network resources, data centers, facilities, etc (Lakhwani et al., 2020). (Tran, 2020)
reported lack of IT infrastructure to communicate Vietnamese handicraft organisations located
in rural areas during survey. There is a growth of smartphone technology but infrastructure
constraints of internet availability, its speed, quality and cost negatively impacts adoption of
internet-based technology (Mthembu et al., 2018).

ii) Influence of government initiatives:

Internet diffusion due to government initiatives in developed nations has brought positive result
in different sectors of the economy but in developing nations, lack of government support in
terms of poor policies and investment support in IT sector has obstruct growth in IT based
services (Ejiaku, 2014). Alamro & Tarawneh, (2011) highlighted government role as less and
insubstantial in influencing adoption of technology.

iii) Competitive pressure:

(Mahliza, 2019) opines impacts of competitive pressure on technology adoption and
highlighted that increase consumer habit to shop online made many companies switch to online
platforms and as a result competitive pressure to reach and serve more & more customers
resulted in adoption of new technology.

Analysing technology adoption by pottery artisans using TOE framework:

TOE framework | Technology adoption by pottery artisans
variables

1). Social media as a marketing tool offers benefit of interacting
with consumers, especially art lovers and of selling & value
i) Perceived  relative | addition to the art with easy reach ability of limited time &
advantage; space (Vilhunen & Viinidnen, 2024). The art practitioners
who were previously limited to their boundaries gained access

a). Technological factor:

to large population especially those residing in remote areas.
Artisans for their sale now don't have to rely on middlemen or
other parties, they could display their products online at
reasonably lower cost (Anurag, 2019).In comparison to
traditional means of marketing, social media sites at less
economic cost helps in creating awareness, increase sales,
attracts & engages more customers and promotes product to
consumers at large (Jones et al., 2015).

ii)Perceived Complexity; | ii). Social media education in terms of required skills &
knowledge to operate and its utilization decides adoption of the
technology for business & entrepreneurial purpose (Hanifah &
Lun, 2024). Mondal, (2025) in her study found that level of
factors such as literacy level, technical complexities and lack of
digital education significantly impacts digital platform in
business use by women artisans of craft and accordingly they
would suggest to others, whether to use it or not. Potters of
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Kemangsen village were used to sell pottery products offline
but as a result of education through provided by the author in
the study under community socialization process, potters were
trained to learn promotion of products by uploading images of
their product, learn new ways of safe packaging and providing
information for customers outreach. This created advantage to
potters in the form of increase sales and large customer reach
(Nefrida Jandini et al., 2024). Alvira et al., (2022) opined that
digital marketing through social media has increased number of
customers and improved product quality of handmade products.

ii1) Perceived Cost:

iii). The low cost & flexibility of technology has made
reachability of indigenous cultural artifacts digitally (Burri,
2010). But reduce cost of communication and marketing results
in preference of digital medium in marketing of craft villages
(Nguyen, 2019).Thus, if the perceived cost or the cost of
adoption of social media is high, there is a less chance of
adoption (Rahman et al., 2020a).

b). Organisational
factor:

i)  Top Management
Support:

i). Effected by the digital transformation, Thai government
through its agency supported Thai handicraft products like
pottery in the form of skill development to produce standard &
quality products and market expansion through access to online
channels (Wongpathomcumnerd, 2023). Indian government
has also made much effort through schemes, initiatives, policies
and incentives to support and promote handicraft industry
(Majeed et al., 2023). According to the guideline for National
Handicrafts Development Programmes (NHDP), to promote the
handicraft products, marketing efforts through digital platforms
such as social media shall be done to aware, promote &
publicise handicraft product and for such marketing activities,
financial assistance of INR 2 crore will be provided to the
concern  department(Office of the Development
Commissioner (Handicrafts), 2021). In the same way,
Government of India through its agency (KVIC) formulated
various schemes & training programmes for upliftment of clay
workers, among them is the organizing of “National Pottery
festival”, where promotion of pottery will be done through
social media platform also and for this the financial assistance
of INR 6 lakh is proposed by the government. The festival will
include activities such as training pottery artisans to enhance
quality & design of products via workshops, promotion of
pottery products, creating awareness about pottery & providing
hands on experience to people who are interested in pottery
making (Khadi and Village Industries Commission, 2016).
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i1) Artisan Capabilities:

i1).Maximum pottery artisans were found to be illiterate or has
education less than secondary level (Jakhar, 2024). Maharshi
& Bishnoi, (2024) also reported low formal education among
artisans. As a result of low education and vocational training,
artisans lack ability to compete in frequently changing market.

1i1) Availability of

financial resources

ii1). Availability of financial resource is one of the hurdle
identified by Sisodia & Rastogi, (2024) in their study. Problem
of finance obstructs use of social media in business and deprive
artisans in taking advantage of social media against rising
competition. Low income from occupation and lack of financial
assistance & financial resources is faced by the rural artisans
such as potters (Narendra, 2022).

c). Environmental
factor:

1). Infrastructure need:

1). Triplett, (2024) has defined technological infrastructure as
one of the reasons impacting adoption of technology by small
businesses in rural areas.Infrastructural gaps of poor internet
connectivity, poor network availability, frequent power
shortage & less access to smartphone along with lack of digital
literacy blocks implementation of social media marketing
strategy in rural areas (Kumar & Shadab, 2024).

i) Influence of

government initiatives:

ii). Social media platform is majorly used as a medium for
digital marketing but the absence of government incentives
affects adoption of digital marketing practices by SMEs of rural
areas (Bem et al., 2023).

ii1) Competitive pressure:

ii1). Kussujaniatun et al., (2022) found that majority of the
pottery craftsmen prefer social media as an effective marketing
tool and a medium to get competitive advantage through use of
its attributes that facilitates flow of product information via
images, documents, videos, online opinions, etc. Many pottery
business people are not using digital technology for promoting
& expanding their business as a result they leg behind their
competitors, thus the study suggest use of digital technology to
stay in competition (Wibowo et al., 2023b).

6. Discussion of the study:

Development of social media as a marketing platform saves cost and time, but to exploit the
platform a business needs resources, skills, finance and logistic support to convert online effort
into sales. Pottery industry presently is facing challenges of market reach ability and social
media thus can be an effective tool for overcoming the gap. This statement can be well
supported by the words of Kapoor, (2023) which stated that small businesses like pottery, art
& craft, etc., today is facing market competition from industry made products, social media
through its user-friendly nature of being convenient & accessible can lead to benefit of
connectivity to promote product and target larger audience through advertisement at low cost.
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But as stated above, using social media needs resources in terms of infrastructure, logistic, skill
& finance and pottery business is mainly situated in rural areas and is facing these challenges.
This statement is well evidence from the challenges stated by various authors. Kesaboina,
(2022) reported poor condition of Terracotta women artisans in use of digital technology.
Artisans are deprived of benefits offered and therefore, lack idea about online marketing & rely
on traditional marketing means. Majority of the artisans belong to low-income group and have
unsound financial situation (Gangopadhyay & Sen, 2019). Vaculc¢ikova et al., (2020b) opined
infrastructure as one of the necessities for digital marketing.

Thus, government assistance is needed to solve this problem and make social media adoption
successful. Here, it supports the statement that government assistance is required to resource
and train artisans.Various government schemes are implemented for traditional potters but due
to unawareness, artisans are unable to take benefit of it (Deepak, 2019). Therefore, Farozan &
Kumari, (2024) recommends introduction of regulatory body that would monitor & guide work
of government agencies involved.

7. Conclusion & Future Recommendations:

Implementation of digital tools such as social media platforms has become important for
survival of business in increase competitive era. Handicraft products such as pottery are losing
its market and therefore; to gain its lost market, require campaigning & promotion through
social media platforms which has large consumer presence. But its adoption is influenced by
various factors but the study considers technological, organizational & environmental factors.
Social media platforms have benefits of reaching large number of consumers at less cost but
due to low income from pottery business and low education, potters find it difficult to adopt
social media platform for marketing. Apart from artisans lacking capabilities in terms of
education & skill, other factors such as infrastructure, availability of financial resources,
benefits of government support, perceived complexity in using social media platform and
competitive pressure arising out of presence of substitute is also impacting adoption of social
media platform by pottery artisans.
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