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ABSTRACT

This study examines the barriers encountered by Micro, Small, and Medium Enterprises (MSMEs) in the Indian
pharmaceutical sector in adopting social media marketing through Meta Platforms, specifically Facebook and Instagram.
A mixed-methods research design was employed, comprising a structured survey administered to 120 pharmaceutical
MSMEs and semi-structured in-depth interviews conducted with a purposively selected sub-sample of 20 business
owners. Quantitative findings indicate that regulatory compliance is the most critical barrier (mean = 4.5, SD = 0.61),
followed by a lack of digital expertise (mean = 4.2, SD = 0.72), financial constraints (mean = 3.9, SD = 0.68), and data
privacy concerns (mean = 3.7, SD = (.74). Platform adoption is uneven: Facebook is used for marketing purposes by
72% of respondents, compared with 61% for Instagram and 54% for WhatsApp Business. Pearson correlation analysis
confirms statistically significant positive associations among all five identified barriers (p < 0.01), demonstrating that
these challenges are mutually reinforcing. Additionally, only 65% of respondents expressed confidence in managing
digital marketing campaigns independently. The study concludes that sector-specific regulatory constraints and a
persistent digital skills gap are the primary impediments to effective social media adoption, irrespective of the
availability of low-cost digital tools. Recommendations encompass targeted digital literacy programmes, streamlined
pharmaceutical advertising compliance guidelines, and the development of platform-specific support mechanisms
tailored to MSME needs.
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1. Introduction

The proliferation of digital communication technologies
has fundamentally transformed marketing practice, with
social media platforms emerging as one of the most
significant channels for business promotion and
customer engagement. Meta Platforms — principally
Facebook and Instagram — have provided
organisations with cost-effective access to global
audiences since the late 2000s. The utilisation of social
media marketing enables businesses to create
interactive content, target granular customer segments,
and measure campaign effectiveness through real-time

analytics. Prior research confirms that social media has
become an integral component of the contemporary
marketing mix, influencing consumer decision-making
and brand perception [1][2]. The relatively low cost and
broad accessibility of such platforms have rendered
them particularly attractive to small and medium-sized
enterprises seeking scalable, affordable marketing
solutions.

Micro, Small, and Medium Enterprises (MSMEs) play
a pivotal role in economic development, contributing
substantially to employment generation, technological
innovation, and gross domestic product formation.
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Within the pharmaceutical industry, MSMEs play a
critical role in ensuring the supply of affordable
medicines and supporting public health outcomes at the
community level. These enterprises, however, are
frequently constrained by limited capital, restricted
market access, and intensifying competitive pressures.
Social media platforms present an opportunity for
pharmaceutical MSMEs to mitigate some of these
structural disadvantages through low-cost marketing,
direct stakeholder communication, and enhanced brand
visibility. Empirical evidence suggests that social media
adoption can  meaningfully improve MSME
performance by augmenting brand exposure, deepening
customer engagement, and facilitating market
expansion [3][4].

Despite these potential benefits, social media marketing
adoption in the pharmaceutical MSME segment is
shaped by a distinctive set of industry-specific
constraints. The marketing of pharmaceutical products
is subject to stringent regulatory frameworks that
restrict promotional activities and impose exacting
standards of accuracy and ethical responsibility. Such
requirements curtail the operational flexibility available
to MSMEs when crafting and disseminating social
media content. Furthermore, persistent gaps in digital
literacy, the absence of formalised strategic planning,
and concerns over data privacy and misinformation
compound the adoption challenge. Recent scholarship
confirms that, despite rising rates of social media
uptake, a considerable proportion of MSMEs fail to
realise the full potential of these platforms owing to
persistent technological and organisational barriers
[5116].

Technology adoption behaviour has been extensively
theorised through models including Davis's [7]
Technology Acceptance Model (TAM), which
foregrounds perceived usefulness and ease of use as
primary determinants of adoption, and the Technology—
Organisation—Environment (TOE) framework proposed
by Tornatzky and Fleischer ([8], which adds
organisational readiness and environmental pressures as
explanatory dimensions. While both models offer
valuable conceptual scaffolding, they may not fully
capture the regulatory and ethical complexities inherent
in pharmaceutical marketing, pointing to a need for
sector-specific empirical investigation [9][10]. The
growing strategic importance of digital marketing,
combined with the critical economic role of
pharmaceutical MSMEs, makes a comprehensive

examination of Meta-based social media adoption
challenges both timely and necessary.

1.1 Research Objectives

This study is guided by the following objectives:

L. To identify and rank the principal barriers to
Meta-based social media marketing adoption among
pharmaceutical MSMEs in India.

2. To assess the extent and patterns of Facebook
and Instagram platform utilisation within this sector.
3. To examine the combined influence of

technological, organisational, and environmental factors
on adoption decisions.

4. To develop actionable recommendations for
improving the social media marketing effectiveness of
pharmaceutical MSMEs.

1.2 Problem Statement

Despite the rapid expansion of social media marketing,
its adoption and effective utilisation remain markedly
inconsistent among pharmaceutical MSMEs. While
Meta platforms such as Facebook and Instagram offer
comparatively affordable marketing infrastructure,
pharmaceutical MSMEs face substantial and
intersecting obstacles, including stringent regulatory
constraints governing the promotion of medicinal
products, persistent digital literacy and technical skills
deficits, limited budgets for content development and
campaign management, concerns over data security and
patient privacy, and difficulty in quantifying return on
investment (ROI). Consequently, most pharmaceutical
MSME:s are unable to leverage social media networks
comprehensively to enhance visibility, competitiveness,
and customer engagement in an increasingly digital
marketplace. This study provides an empirically
grounded analysis of these barriers and proposes
targeted strategies for their resolution.

2. Literature Review

Recent scholarship underscores the growing importance
of social media marketing as a driver of growth for
MSMEs, providing low-cost channels for product
promotion, customer interaction, and  brand
development. Research consistently demonstrates that
MSMEs engaging with social platforms achieve greater
visibility and stronger customer engagement relative to
those relying exclusively on traditional marketing
channels, particularly in  resource-constrained
environments [11][12]. Nonetheless, researchers
caution that the effectiveness of these strategies varies
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considerably depending on organisational capability,
strategic orientation, and industry context.

The role of Meta-owned social media platforms —
principally Facebook and Instagram — in shaping
digital marketing practice has attracted considerable
scholarly attention. These platforms provide superior
targeting capabilities, detailed analytics, and rich
interactive features that can enhance customer
engagement and improve marketing efficiency [13][14].
However, a body of critical research has raised
concerns about algorithmic opacity, escalating
advertising costs, and data privacy vulnerabilities as
factors that may undermine the long-term marketing
sustainability of smaller businesses [15].

Digital adoption among SMEs has been extensively
studied, with recurring obstacles including digital skills
deficits, inadequate technical infrastructure, budgetary
constraints, and resistance to technological change
[16][17]. While the Technology—Organisation—
Environment (TOE) framework [8] provides a useful
conceptual scaffolding for understanding adoption
behaviour, critics argue that it insufficiently accounts
for dynamic external forces such as platform
dependency and regulatory uncertainty. Moreover,
evidence suggests that even MSMEs that do adopt
social media often do so without a coherent strategic
framework, resulting in sub-optimal performance
outcomes.

The pharmaceutical industry presents a particularly
demanding regulatory and ethical environment for
marketing activities. Pharmaceutical enterprises must
navigate complex legal restrictions on product
promotion  while simultaneously adhering to
professional codes of ethics — conditions that
substantially constrain the extent to which social media
can be exploited as a marketing vehicle [18]. Concerns
about misinformation, patient safety, and the protection
of sensitive health data introduce additional layers of
complexity. Although a growing body of research
highlights the advantages of social media marketing for
SMEs, sector-specific constraints — particularly those
arising from pharmaceutical regulation — have
received comparatively limited empirical attention.
Emerging work is beginning to address this gap by
examining the influence of compliance requirements
and trust considerations on digital marketing adoption
within healthcare-adjacent markets [19].

Collectively, the literature indicates that while social
media marketing holds considerable promise for

MSMEs, its implementation in the pharmaceutical
sector involves a complex interaction of technological,
organisational, and regulatory factors that cannot be
adequately addressed through generic frameworks
alone.

2.1 Research Gap

Despite a growing body of literature affirming the
importance of social media marketing for MSMEs,
most existing studies focus on cross-industry
populations and do not account for the distinctive
constraints facing pharmaceutical firms. Specifically,
there is a paucity of empirical research examining how
regulatory compliance requirements, ethical
obligations, and data privacy concerns interact with
digital competencies to shape adoption behaviour on
Meta platforms within the pharmaceutical MSME
context. Furthermore, prevailing theoretical models —
including TAM [7] and TOE [8] — have not been
sufficiently adapted to accommodate the interplay
between platform dependency, regulatory compliance,
and organisational capability in this sector. This gap
warrants sector-specific empirical investigation that
integrates technological, regulatory, and organisational
dimensions within a unified analytical framework
[11][17][18].

3. Methodology

3.1 Research Design

This study employs a mixed-methods research design,
integrating quantitative and qualitative approaches to
achieve a comprehensive understanding of the barriers
to social media marketing adoption among
pharmaceutical MSMEs. The quantitative component
employs structured survey data to identify patterns and
measure the relative severity of adoption challenges,
while the qualitative component draws on semi-
structured interviews to elicit richer, contextualised
managerial perspectives and experiential insights.
Combining these methods enhances the validity and
reliability of findings through triangulation of multiple
data sources [20][21].

3.2 Ethical Considerations

Ethical clearance for this study was obtained from the
institutional research ethics committee prior to data
collection. All participants were provided with a written
participant information sheet and supplied informed
written consent before any data were collected.
Participation was entirely voluntary, and participants
were informed of their right to withdraw at any stage
without consequence. All data collected were
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anonymised and stored securely in accordance with
applicable data protection regulations. No personally
identifiable information is reported in this study.

3.3 Sample and Sampling Strategy

The target population comprised pharmaceutical
MSMEs registered in India and actively engaged in
digital marketing activities. A purposive sampling
strategy was employed to ensure adequate
representation of micro, small, and medium enterprises
as classified under the MSME Development Act (2006)
and the revised criteria notified in 2020. The final
sample consisted of 120 firms, a size consistent with
prior mixed-methods studies of SME digital adoption
that recommend a minimum of 100 responses for
reliable Likert-scale analysis [22]. Eligible respondents
included business owners, marketing managers, and
senior decision-makers with direct responsibility for
digital marketing operations. The sample distribution is
presented in Table 1.

Table 1: Sample Distribution by Firm Size

Number

Category of Firms Percentage
Mi

o 58 48%
Enterprises

11

Small 44 37%
Enterprises
Medium 18 15%
Enterprises
Total 120 100%

3.4 Data Collection

Primary data were gathered using two complementary
instruments: a structured questionnaire administered to
all 120 MSME respondents and semi-structured in-
depth interviews conducted with a purposively selected
sub-sample of 20 business owners. The questionnaire
incorporated five-point Likert-scale items (1 = strongly
disagree; 5 = strongly agree) to assess perceived
barriers across five dimensions: regulatory constraints,
digital expertise, financial limitations, data privacy
concerns, and ROI perception. Prior to full deployment,
the questionnaire was pilot-tested with 10 industry
practitioners not included in the main sample; minor
wording revisions were made based on their feedback.

The instrument demonstrated acceptable internal
consistency, with a Cronbach's alpha coefficient of
0.83, indicating reliable measurement across constructs
[22]. Interviews were conducted individually, audio-
recorded with participant consent, and subsequently
transcribed verbatim. Data collection was conducted
over a three-month period to ensure consistency and
completeness [20][21]. The data collection instruments
are summarised in Table 2.

Table 2: Data Collection Instruments

Instrument Purpose Type

Structured Measure perceived
questionnaire (n | barriers & adoption | Quantitative
=120) levels

Semi-structured | Explore managerial
interviews (n = | perceptions & | Qualitative
20) experiences

3.5 Demographic Profile of Respondents

Table 3 presents the demographic characteristics of the
surveyed pharmaceutical MSMEs in terms of firm size
and business experience. Micro enterprises constitute
the largest proportion of the sample (48%), followed by
small enterprises (37%) and medium enterprises (15%),
indicating that the study's findings are most directly
representative of smaller firms. Regarding business
experience, 42% of respondents reported fewer than
five years in operation, 36% between five and ten years,
and 22% more than ten years. This distribution suggests
a relatively nascent enterprise population, which may
have implications for the levels of digital marketing
maturity and organisational capability observed in the
sample.

Table 3: Demographic Profile of Respondents

Variable Category Count (n Percentage
=120)
Firm Size Micro 58 48%
Small 44 37%
Medium 18 15%
Bus1n§ss <5 years 50 42%
Experience
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5-10 years | 43 36%

> 10 years | 27 22%

3.6 Data Analysis

Quantitative data were analysed using IBM SPSS
Statistics (v.26). Descriptive statistics — including
means, standard deviations, and frequency distributions
— were computed for all key constructs. Pearson
correlation analysis was conducted to examine the
interrelationships among all five identified barrier
constructs. Microsoft Excel was used for supplementary
data visualisation. Qualitative interview data were
analysed through thematic analysis following the six-
stage process outlined by Braun and Clarke [23],
involving familiarisation, initial coding, theme
identification, theme review, theme definition, and
reporting. To establish inter-rater reliability, a second
independent coder analysed 25% of the transcripts; a
Cohen's kappa coefficient of 0.81 was achieved,
indicating strong agreement [24].

4. Conceptual Framework

Drawing on TAM [7] and the TOE framework [8], this
study proposes that the adoption of Meta-based social
media marketing by pharmaceutical MSMEs is a
function of individual perceptual factors (ease of use,
usefulness),  organisational-level  factors  (digital
capabilities, financial resources), and environmental
factors  (regulatory  constraints, data  privacy
obligations). Unique to the pharmaceutical context,
regulatory constraints operate both as an environmental
factor and as an amplifier of individual-level adoption
reluctance, creating a sector-specific dynamic not
adequately captured by either framework alone. The
five barrier constructs — regulatory constraints, lack of
digital expertise, financial limitations, data privacy
concerns, and low ROI perception — are positioned as
theoretically  grounded, empirically = measurable
manifestations of these multi-level influences on
adoption outcomes.

5. Critical Challenges in Meta-Based Social Media
Marketing Adoption

The adoption of Meta-based social media marketing by
pharmaceutical MSMEs is subject to several
interrelated and mutually reinforcing challenges. While
platforms such as Facebook and Instagram have
achieved significant penetration in the broader SME
landscape, pharmaceutical enterprises face a distinct

confluence of barriers that constrains effective
utilisation. These challenges are organised into five
principal categories, each examined in turn below.

5.1 Technological Barriers

Technological constraints represent a foundational
limitation on the capacity of pharmaceutical MSMEs to
utilise Meta-based social media marketing effectively.
Many such enterprises operate with ageing hardware,
underdeveloped digital infrastructure, and unreliable or
low-bandwidth internet connectivity, all of which
impair their ability to manage real-time campaigns.
Restricted access to advanced marketing tools —
including  programmatic  advertising  platforms,
performance analytics dashboards, and automated
content scheduling applications — further limits
operational efficiency. These deficiencies not only
compromise content quality and publication
consistency but also prevent MSMEs from exploiting
the data-driven capabilities of Meta platforms, thereby
undermining their competitive positioning in the digital
marketplace.

5.2 Lack of Digital Expertise

A conspicuous absence of technical proficiency and
digital marketing knowledge is a persistent challenge
among pharmaceutical MSME personnel. Business
owners and employees frequently lack foundational
competencies in audience segmentation, algorithmic
targeting, advertising optimisation, and campaign
performance analysis. This skills deficit results in
poorly constructed campaigns, inefficient budget
allocation, and an inability to extract actionable insights
from platform analytics. The consequent failure to
achieve anticipated marketing outcomes tends to
reinforce a cycle of underinvestment and scepticism
towards digital marketing tools, further depressing
adoption rates and limiting the strategic use of Meta
platforms.

5.3 Financial Limitations

Financial constraints constitute a significant structural
impediment to consistent and strategic social media
marketing investment by pharmaceutical MSMEs.
These enterprises typically operate on narrow margins,
making it difficult to allocate sustained resources to
paid advertising, professional content production, and
advanced digital tooling. The cost of remaining
competitive on Meta platforms has risen as advertising
inventory becomes more contested, particularly in
regulated industries with limited permissible content.
Uncertainty surrounding the attribution of ROI to
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specific  digital marketing expenditures further
discourages firms from making adequate or systematic
financial commitments, resulting in fragmented and
under-resourced marketing efforts.

5.4 Data Privacy Concerns

Data privacy is a particularly acute concern in the
pharmaceutical sector, where the handling of health-
related and personally sensitive information is subject
to stringent legal and ethical standards. Pharmaceutical
MSME:s are required to navigate complex and evolving
data protection legislation alongside the platform-
specific privacy policies of Meta, which can be difficult
to interpret and operationalise without dedicated legal
or compliance expertise. Concerns about data breaches,
the potential misuse of customer information, and the
risk of regulatory sanctions foster a cautious disposition
towards digital marketing adoption. Moreover,
successive changes to Meta's data policy — including
restrictions on health-related interest targeting — have
materially reduced the effectiveness of precision
advertising, limiting the marketing efficacy available to
pharmaceutical firms.

5.5 Low ROI Perception

Uncertainty surrounding the return on investment from
social media marketing constitutes a further deterrent to
adoption. Pharmaceutical MSMEs frequently struggle
to establish a clear causal link between digital campaign
expenditure and tangible sales outcomes, in part
because purchasing decisions in this sector are
influenced by a complex set of variables that extend
beyond individual marketing touchpoints. The absence
of robust attribution frameworks and clear performance
benchmarks perpetuates scepticism about the strategic
value of social media investment. This uncertainty
tends to produce either the complete avoidance of
digital marketing channels or engagement on a non-
strategic, experimental basis that fails to generate the
scale of impact necessary to justify continued
investment.

6. Results and Analysis

This section presents findings from both the
quantitative survey and the qualitative interviews
conducted with pharmaceutical MSME respondents.
Quantitative results are reported through descriptive
statistics (means, standard deviations), inter-construct
correlations, and platform adoption frequencies.
Qualitative themes are integrated to provide contextual
depth and interpretive nuance.

6.1 Major Challenges in Adoption

Table 4 presents the mean scores and standard
deviations for each of the five identified adoption
barriers, ranked in descending order of perceived
severity.

Table 4: Mean Scores and Standard Deviations —
Barriers to Adoption

Mean

Challenge (1-5) SD Rank
Regulatory 45 061 1
Constraints

Lack .of Digital 42 0.72 )
Expertise

Fi ial

ancta 3.9 068 | 3
Limitations

Data Privacy 37 0.74 4
Concerns

Low ~— ROLj 45 079 5
Perception

Note: Scores derived from a five-point Likert scale (1 =
not a barrier; 5 = major barrier). Cronbach's a = 0.83. n
=120.

Regulatory constraints recorded the highest mean score
M = 4.5, SD = 0.61), reflecting the considerable
compliance burden imposed on pharmaceutical
marketing activities. The lack of digital expertise
ranked second (M = 4.2, SD = 0.72), indicating
widespread deficiencies in the technical and analytical
skills required to operate effectively on Meta platforms.
Financial limitations (M = 3.9, SD = 0.68) and data
privacy concerns (M = 3.7, SD = 0.74) represent mid-
range barriers of meaningful practical significance.
Low ROI perception (M = 3.5, SD = 0.79), while
scoring relatively lower, remains a material disincentive
to sustained digital marketing investment.

6.2 Inter-Construct Correlations

Pearson correlation analysis revealed statistically
significant positive associations among all five barrier
constructs (p < 0.01), as shown in Table 5. The
strongest correlation was observed between regulatory
constraints and lack of expertise (r = 0.614), suggesting
that enterprises with limited digital capabilities are
simultaneously more susceptible to the demands of
regulatory compliance. The correlation between lack of
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expertise and financial limitations (r = 0.598) indicates
that these two barriers are closely linked, potentially
reflecting a broader pattern of organisational under-
resourcing. Low ROI perception demonstrated
moderate but significant correlations with financial
limitations (r = 0.512) and lack of expertise (r = 0.446),
confirming that perceived return uncertainty is
downstream of more fundamental capability and
resource gaps.

Table 5: Pearson Correlation Matrix — All Five
Adoption Barriers (n = 120)

@ ©)) “

Variabl = (1 5

e ana ile):g. !Expert .Financ Priva ;2)1
ise ial cy

(1)

gk 0.614*  0.529% | 0.487 0391

Ly 1.000 * *k *k

Constra

ints

2

Lack of | 0.614 0.598* | 0.431 | 0.446

Expertis ks 1 000 * ks ks

c

3)

o

Manct 15509 | 0.598* 0502  0.512

al . X 1.000 | - .

Limitati

ons

(4) Data

Privacy | 0.487 | 0.431% | 0.502% 0.378

Concer ks * * 1000 ks

ns

(5) Low

ROI 0391 | 0.446* | 0512* 0378

Percepti | ** & & e ’

on

** Correlation is significant at the 0.01 level (two-
tailed). (1) Regulatory Constraints; (2) Lack of
Expertise; (3) Financial Limitations; (4) Data Privacy
Concerns; (5) Low ROI Perception.

6.3 Platform Adoption Patterns

Table 6 presents the adoption rates and predominant use
modes for the three Meta-affiliated platforms examined
in this study.

Table 6: Platform Adoption Rates and Primary Use
Modes

Adoption
Platform Ratep (; %) Primary Use Mode
Brand ti &
Facebook 72% S e
awareness
Instagram 61% Visual product content
Wh?tsApp 549 Custome.r '
Business communication

Facebook records the highest adoption rate (72%),
consistent with its established position as the dominant
digital marketing platform among SMEs globally. Its
comparatively  intuitive  interface and  broad
demographic reach make it the default entry point for
pharmaceutical MSMEs pursuing digital marketing.
Instagram, adopted by 61% of respondents, is the
second most utilised platform; however, interview data
suggest that its more sophisticated visual content
requirements and younger demographic orientation
present additional challenges for many firms.
WhatsApp Business, adopted by 54% of respondents, is
employed primarily for direct customer communication
rather than strategic brand promotion, indicating limited
integration into broader digital marketing strategies.

6.4 Qualitative Findings

Thematic analysis of the 20 interview transcripts,
validated through inter-rater reliability testing (Cohen's
k = 0.81), yielded four overarching themes that
complemented and contextualised the quantitative
findings. First, respondents consistently described
regulatory compliance as an 'invisible ceiling' — a
structural constraint that limits not only what can be
communicated but also the willingness of MSMEs to
invest meaningfully in digital marketing. Second,
participants highlighted a pronounced confidence
deficit: even where basic platform knowledge existed,
many owners felt insufficiently equipped to execute
campaigns professionally without external assistance.
Third, financial precarity was described as cyclical:
constrained budgets produce low-quality campaigns;
low-quality campaigns generate poor returns; poor
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returns justify further budget reductions. Fourth, data
privacy concerns were notably heightened among
respondents with prior experience in regulated markets
outside India, suggesting that exposure to international
regulatory regimes amplifies privacy sensitivity.

6.5 Discussion

The findings of this study confirm that pharmaceutical
MSMEs face a multi-dimensional and interconnected
set of barriers to effective Meta-based social media
marketing adoption. The primacy of regulatory
constraints (M = 4.5) aligns with sector-specific
literature documenting the restrictive effects of
pharmaceutical advertising regulation on marketing
flexibility  [18][19]. The high inter-construct
correlations observed among all five barriers suggest
that these challenges are not independent phenomena
but rather symptoms of a broader organisational and
contextual vulnerability — a finding with significant
implications for intervention design.

The prominence of the expertise barrier (M = 4.2) is
consistent with TAM predictions [7], wherein perceived
ease of use — or, in this context, perceived difficulty of
use — exerts a substantial influence on adoption
decisions. The qualitative evidence reinforces this
finding, with many respondents articulating a lack of
confidence as a proximate cause of limited or non-
strategic platform use. This suggests that capability-
building interventions may have disproportionate
leverage in driving adoption improvement.

Financial constraints (M = 3.9) and data privacy
concerns (M = 3.7) represent additional structural
barriers that are unlikely to be resolved through
individual firm-level action alone, pointing to the need
for policy-level and platform-level interventions. The
relatively lower mean for low ROI perception (M =
3.5), and its moderate correlation with financial
limitations (r = 0.512) and expertise gaps (r = 0.446),
supports the view that measurement and attribution
uncertainty is a downstream consequence of more
fundamental barriers rather than a primary driver of
adoption reluctance.

7. Implications

The findings of this study generate targeted
implications for four distinct stakeholder groups.

7.1 For MSMEs

Pharmaceutical MSMEs should prioritise  the
development of  structured digital marketing
competencies through formalised training programmes
covering platform mechanics, content compliance,

campaign measurement, and performance optimisation.
Investment in digital capability development — even at
a modest scale — is likely to yield disproportionate
returns given the current depth of the skills gap.
Partnerships with digital marketing agencies or
cooperative arrangements with industry associations
may offer cost-effective routes to capability
enhancement for resource-constrained firms.

7.2 For Policymakers

Regulatory bodies should collaborate with industry
representatives to develop clear, accessible guidelines
for pharmaceutical digital marketing on social media
platforms. The prevailing ambiguity surrounding
permissible content on platforms such as Facebook and
Instagram creates unnecessary compliance friction that
disproportionately disadvantages smaller firms without
dedicated regulatory affairs functions. Simplified and
sector-specific compliance frameworks, supported by
practical guidance documentation, could meaningfully
lower the adoption threshold.

7.3 For Meta Platforms

There is a substantial opportunity for Meta to develop
pharmaceutical-sector-specific product offerings —
including compliance-aware advertising templates,
healthcare industry whitelists, and dedicated support
resources — that address the unique needs and
constraints of pharmaceutical MSMEs. Proactive
engagement with regulators and industry bodies to co-
design compliant advertising tools would not only
expand the addressable market but also support the
platform's broader trust and responsibility objectives.
7.4 For Researchers

This study underlines the need for theoretical
frameworks that integrate regulatory compliance,
platform dependency, and organisational capability
within a unified model of technology adoption. Future
research should develop and empirically validate
sector-specific extensions of TAM [7] and TOE [8] that
can accommodate the distinctive dynamics of
pharmaceutical digital marketing. Longitudinal and
cross-national comparative studies would further enrich
the evidence base.

8. Limitations

This study is subject to several limitations that should
inform the interpretation and generalisation of its
findings. First, the sample of 120 firms was drawn
using purposive sampling from a single national context
(India), limiting the geographic and cultural
generalisability of the results; future research
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employing probabilistic sampling across multiple
countries would strengthen external validity. Second,
the cross-sectional research design precludes causal
inference; the barriers identified reflect perceptions at a
specific point in time and may not capture the dynamic
evolution of digital marketing adoption. Third, self-
reported Likert-scale data are susceptible to social
desirability and common method biases; the use of
objective platform analytics data in future research
would complement the perceptual measures employed
here. Fourth, the study focuses exclusively on Meta
platforms and does not examine alternative social
media ecosystems such as LinkedIn or YouTube, which
may be strategically relevant for certain pharmaceutical
MSME segments. Fifth, as 48% of the sample
comprises micro enterprises, findings may more closely
reflect the challenges of the smallest firms than those of
medium-sized enterprises. Despite these limitations, the
study offers a substantive and empirically grounded
contribution to a significantly under-researched
phenomenon.

9. Conclusion

This study demonstrates that Meta-owned social media
platforms — principally Facebook and Instagram —
hold considerable potential as cost-effective and
targeted marketing channels for pharmaceutical
MSMEs. However, effective utilisation is substantially
constrained by a convergent set of regulatory, technical,
financial, and organisational barriers. Regulatory
compliance requirements constitute the most severe
impediment, followed closely by digital expertise gaps,
financial limitations, and data privacy concerns.
Critically, the significant inter-construct correlations
identified in this study indicate that these barriers are
mutually reinforcing, implying that piecemeal or single-
lever interventions are likely to be insufficient.
Addressing the digital marketing adoption challenge in
this sector demands coordinated action from
policymakers, platform providers, industry associations,
and the MSMEs themselves. Strengthening digital
capabilities, streamlining compliance processes, and
developing sector-specific platform support
mechanisms are identified as the most impactful
strategies for improving marketing performance and
competitive positioning within the digital economy.

9.1 Future Research Directions

Future research building on this study may productively
pursue the following directions:

. Longitudinal studies tracking changes in
adoption patterns and barrier severity over time as
regulatory frameworks and platform capabilities evolve.
. Cross-national comparative studies examining
how different regulatory environments shape adoption
behaviour in pharmaceutical MSMEs.

. Investigation of the role of Al-assisted
marketing tools and automation in reducing the
expertise and financial barriers identified in this study.

. Development and empirical validation of a
sector-specific technology adoption model integrating
regulatory compliance, platform dependency, and
digital capability constructs.

. Examination of the potential of big data
analytics and personalisation technologies in advancing
pharmaceutical digital marketing within ethical and
regulatory constraints.

References

[1] Kaplan, A. M., &Haenlein, M. (2010). Users of the
world, unite! The challenges and opportunities of social
media. Business Horizons, 53(1), 59-68.

[2] Mangold, W. G., &Faulds, D. J. (2009). Social
media: The new hybrid element of the promotion mix.
Business Horizons, 52(4), 357-365.

[3] Michaelidou, N., Siamagka, N. T.,
&Christodoulides, G. (2011). Usage, barriers and
measurement of social media marketing: An
exploratory investigation of small and medium B2B
brands. Industrial Marketing Management, 40(7),
1153-1159.

[4] Trainor, K. J., Andzulis, J. M., Rapp, A,
&Agnihotri, R. (2014). Social media technology usage
and customer relationship performance. Journal of
Business Research, 67(6), 1201-1208.

[5] Akar, E., &Topgu, B. (2011). An examination of the
factors influencing consumers' attitudes toward social
media marketing. Journal of Internet Commerce, 10(1),
35-67.

[6] Taneja, S., &Toombs, L. (2014). Putting a face on
small businesses: Visibility, viability, and sustainability
through social media. Journal of Small Business
Strategy, 24(1), 249-264.

[7] Davis, F. D. (1989). Perceived usefulness, perceived
ease of use, and user acceptance of information
technology. MIS Quarterly, 13(3), 319-340.

[8] Tornatzky, L. G., & Fleischer, M. (1990). The
processes of technological innovation. Lexington
Books.

IJDDT, Volume 16 Issue 42s, 2026

Page 104



Challenges in Meta-Based Social Media Marketing Adoption Among MSMEs in the Pharmaceutical Sector

[9] Kietzmann, J. H., Hermkens, K., McCarthy, L. P., &
Silvestre, B. S. (2011). Social media? Get serious!
Understanding the functional building blocks of social
media. Business Horizons, 54(3), 241-251.

[10] Hanna, R., Rohm, A., & Crittenden, V. L. (2011).
We're all connected: The power of the social media
ecosystem. Business Horizons, 54(3), 265-273.

[11] Dwivedi, Y. K., Ismagilova, E., Hughes, D. L.,
Carlson, J., Filieri, R., Jacobson, J., ... & Wang, Y.
(2021). Setting the future of digital and social media
marketing research:  Perspectives and research
propositions. International Journal of Information
Management, 59, 102168.

[12] Chatterjee, S., Kar, A. K., & Gupta, M. (2022).
Adoption of social media marketing for sustainable
business growth of SMEs. Journal of Business
Research, 142, 289-305.

[13] Li, F., &Larimo, J. (2022). Social media marketing
strategy and firm performance: The role of dynamic
capabilities. Journal of Business Research, 139, 368—
379.

[14] Kapoor, K. K., Tamilmani, K., Rana, N. P., Patil,
P., Dwivedi, Y. K., &Nerur, S. (2018). Advances in
social media research: Past, present and future.
Information Systems Frontiers, 20, 531-558.

[15] Kaur, P., Dhir, A., Tandon, A., Almotairi, M.,
&Alrasheedy, M. (2021). Privacy concerns and social
media marketing: A systematic review. Computers in
Human Behavior, 139, 107530.

[16] Nguyen, T. H., Nguyen, H. Q., & Nguyen, T. T.
(2024). Barriers to digital transformation in SMEs: A
systematic review. Journal of Small Business
Management, 62(1), 1-25.

[17] Verma, S., Sharma, R., Deb, S., &Maitra, D.
(2021). Artificial intelligence in marketing: Systematic
review and future research direction. Technological
Forecasting and Social Change, 175, 121184.

[18] Alalwan, A. A. (2018). Investigating the impact of
social media advertising features on customer purchase
intention.  International Journal of Information
Management, 42, 65-77.

[19] Singh, R., &Dhir, A. (2023). Digital marketing
challenges in healthcare SMEs: A systematic review.
International Journal of Information Management, 75,
102500.

[20] Creswell, J. W. (2014). Research design:
Qualitative, quantitative, and mixed methods
approaches (4th ed.). SAGE Publications.

[21] Saunders, M., Lewis, P., & Thornhill, A. (2019).
Research methods for business students (8th ed.).
Pearson.

[22] Hair, J. F., Black, W. C., Babin, B. J., & Anderson,
R. E. (2019). Multivariate data analysis (8th ed.).
Cengage Learning.

[23] Braun, V., & Clarke, V. (2006). Using thematic
analysis in psychology. Qualitative Research in
Psychology, 3(2), 77-101.

[24] Landis, J. R., & Koch, G. G. (1977). The
measurement of observer agreement for categorical
data. Biometrics, 33(1), 159-174.

[25] Sekaran, U., &Bougie, R. (2016). Research
methods for business: A skill-building approach (7th
ed.). Wiley.

IJDDT, Volume 16 Issue 42s, 2026

Page 105



