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RESEARCH ARTICLE

Analyzing Legal and Economic Barriers Faced by
Handicraft Enterprises in E-commerce Adoption:
Evidence From Uttar Pradesh, India

Sandhya Dwivedi*, Jaya Prakash Pradhan

Department of Studies in Economics and Planning (DSEP), School of Social Sciences (SSS), Central University of Gujarat, Sector-29,
Gandhinagar-382029, Gujarat, India

Abstract

In recent years, the rise of e-commerce has revolutionized the way businesses operate across various sectors. Hand-
icraft enterprises, too, have experienced tremendous growth through the adoption of e-commerce platforms. Through
this study, we tried to achieve research objectives and shed light on the specific barriers/challenges that handicraft
enterprises faces when it comes to adopting e-commerce and how it has impacted their market access. Barriers such as
lack of awareness about IPRs, limited access to technology, data privacy & security, internet infrastructure, and inad-
equate skills play significant roles in hindering e-commerce adoption. Through the utilization of a framework for
understanding barriers/challenges, the study aims to develop a comprehensive understanding of the barriers hindering
e-commerce adoption in the handicraft industry. Primary data was collected from 545 samples located in different
districts of Uttar-Pradesh during field visits through a structured schedule by using random sampling method. The study
employed the statistical software package SPSS version-26 to analyze and summarize the obtained results. The data
collection process involved using a 5-point Likert scale, where participants were asked to rate their responses from 1
(strongly disagree) to 5 (strongly agree). This scale allowed for an assessment of the participants' level of agreement or
disagreement with certain statements. The analysis of the research findings involved various statistical techniques such
as frequency analysis, cross tabulation. The data revealed that, how the several handicraft enterprises left in adopting the
e-commerce due to various legal and economic barrier they face and how the number have significantly reduced from
adopted to non-adopted handicraft enterprises, and due to these barriers, their market access is also got limited to local
level only. 69% of handicraft enterprises respondents had different levels of knowledge about e-commerce, 26.6% of
enterprises accepted that they did not possess any kind of knowledge, and 4.4% had some knowledge about it. Further, it
can be seen that the numbers have significantly reduced, from 51.9% of those who have adopted e-commerce to 48.1% of
those who have not. Overcoming these barriers required education and awareness, infrastructure development, gov-
ernment support, and addressing cost and trust concerns to enable SMEs to fully embrace e-commerce.

Keywords: Legal and economic barrier, E-commerce adoption, Handicraft enterprises (H.E.), Micro, small, and medium
enterprises (MSMEs), Uttar Pradesh (U.P.), India

1. Introduction

S ince the dawn of time, the charisma and
vibrancy of Indian handicrafts have fascinated

worldwide. India's traditional handicrafts serve as a
window into our country's rich heritage and unique
culture (Misra, Srivastava, & Misra, 2006). The
Development Commissioner, Handicrafts, Ministry

of Textiles is responsible for defining handicrafts for
the Government of India (GoI). According to the
ministry's website, “Handicrafts are generally char-
acterized as products manufactured by hand,
frequently using rudimentary tools, and are typi-
cally creative and/or traditional in nature. They
serve as decorative and functional items as well”.
Additionally, they carry the heritage of homeland,
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history, culture, and beautiful craftsmanship. Up
until the beginning of the industrial revolution in
the 19th century, artisans were highly valued and
compensated. The Indian government has put in
place a number of initiatives to safeguard the
handicraft industry because modernization has
continued to have an impact on artisans. The rise of
technology then had a big impact on the demise of
handcrafted goods. The Indian handicrafts industry
was at risk of extinction because machine-made
goods were less expensive than handcrafted goods
(Roy, 1998).
Critically, Indian handicrafts have made a signif-

icant contribution that cannot be ignored today. The
handicraft businesses are mostly connected to the
decentralized and unorganized sector of the Indian
economy. From generation to generation, the
handicraft micro, small, and medium enterprises
(MSMEs) have provided employment to a large
number of artisans (Basu, 1995; Belk & Groves, 1999;
Oakes, 1995). Market size and growth of the Indian
handicraft industry are estimated to reach $5.22
billion by 2024 due to increased e-commerce adop-
tion (IBEF, 2023). Rural artisans' empowerment de-
pends on various e-commerce platforms that have
collaborated with rural artisans to promote their
products, resulting in an upliftment of over 2.5
million artisans in India (Ministry of Textiles, India).
Moreover, handicraft enterprises are not just an
important part of the economy but also contribute to
preserving the cultural heritage of a nation. In times
of crisis and economic downturn, handicraft enter-
prises provide a lifeline to many individuals and
communities. However, handicraft micro, small,
and medium enterprises (MSMEs) face numerous
obstacles when it comes to selling their products in
national and international markets. Financial bur-
dens can prevent these businesses from reaching
their full potential, while the unavailability of online
selling platforms further limits their consumer base.
However, there is a solution to this predicament,
and that is the adoption of e-commerce platforms.
“E-commerce” can be defined by various scholars as
“the successful exchange of information using the
electronic network, the internet, mobile, or digital
technologies,” (Reedy, Schullo, and Zimmerman,
2004). “E-commerce” is the word used to describe
the exchange of goods and services through the
internet and with the help of computer technology
(Greenstein & Feinman, 1999). World Trade Orga-
nization's (WTO) definition of e-commerce: “the
production, distribution, marketing, sale, or delivery
of goods and services via electronic means”. By
embracing e-commerce, these enterprises can
bypass traditional limitations and gain access to a

larger pool of consumers. With the click of a button,
they can transcend geographical boundaries and
make their products available to customers far and
wide. This is particularly crucial during times like
the pandemic, where COVID-19 has restricted
physical interactions and reduced foot traffic in
brick-and-mortar stores. However, despite its po-
tential and several benefits handicraft enterprises
realizes, there are several barriers and challenges
they face while adopting e-commerce. This study
has its own significance in understanding the
adoption of e-commerce by these enterprises and
can provide valuable insights into their growth and
competitiveness in the digital era. The adoption of
e-commerce can open up new avenues for handi-
craft enterprises, allowing them to reach a global
audience and expand their markets beyond tradi-
tional boundaries. With the rise of digital platforms,
the study can shed light on the extent to which these
enterprises have embraced online platforms,
enabling them to showcase and sell their unique
products to a wider customer base. By examining
the barriers/challenges faced by enterprises during
their e-commerce adoption journey, policymakers
and industry experts can develop strategies to
overcome these obstacles and provide suitable
support mechanisms.
The article will start from part-I, talking about the

importance of handicrafts and e-commerce adop-
tion from Indian perspectives. Part-II gives a brief
about barriers to e-commerce adoption faced by
enterprises in developing countries and in Uttar
Pradesh (U.P.), research questions and objectives,
and methodology. Results and analysis will be in
part-III. Part-IV is about significance of the study,
Part-V is about the limitations of the study, parts VI
and VII are about conclusions and recommenda-
tions respectively.

2. Literature review

Barriers to e-commerce adoption faced by enter-
prises in developing countries can be manifold. In
today's fast-paced world, the use of smartphones
has become incredibly easy and accessible to
everyone. This has revolutionized the way busi-
nesses operate and market their products, especially
through social media platforms. Handicraft enter-
prises, however, are only beginning to recognize the
advantages offered by Internet technologies.
Despite this realization, they often face numerous
barriers like lack of technical knowledge and unfa-
miliarity with new media technologies that hinder
their adoption of these technologies (Holmes,
McLean, & Green, 2012). One of the primary
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challenges is the lack of adequate infrastructure,
such as a reliable internet connection and a robust
logistics network (Alam, Khatibi, Ismail, & Ahmad,
2005; Alyoubi, 2015; Ariansyah, Sirait, Nugroho, &
Suryanegara, 2021; Lawrence & Tar, 2010; White
et al., 2014). Many parts of developing countries still
struggle with limited access to the internet, making
it difficult for businesses to effectively engage in e-
commerce activities. Another barrier is the limited
digital literacy among the population, which ham-
pers the adoption of e-commerce by enterprises
(Iddris, 2012; Kapurubandara & Lawson, 2006;
Simpson & Docherty, 2004; Zaied, 2012).

2.1. Previous studies on e-commerce adoption barriers

Various sources of literature show that these
barriers continued to be a prevalent issue in the
early stages of e-commerce adoption by small and
medium-sized enterprises. Studies conducted in the
late 1990s highlighted the importance of factors such
as awareness and education, market size, infra-
structure, legal frameworks, and government sup-
port in determining the success of e-commerce
implementation. The findings of El-Nawawy and
Ismail (1999) in Egypt specifically pointed to the
significance of these factors in hindering SMEs from
embracing online business practices. As technology
and digital platforms continue to evolve, addressing
these barriers remains a critical aspect of promoting
widespread adoption and diffusion of e-commerce
among SMEs globally. The study conducted by
Cloete et al. (2002) on SME adoption of e-commerce
in South Africa revealed various factors that hinder
the adoption of e-commerce in MSEs. These factors
include the lack of information options, insufficient
time to investigate options, limited access to com-
puters, hardware, and software, as well as a limited
understanding of e-commerce models and meth-
odologies. These challenges highlight the barriers
that SMEs face in embracing digital technologies for
business growth and expansion. Addressing these
constraints is crucial for SMEs to harness the ben-
efits of e-commerce and stay competitive in the
increasingly digital marketplace. In 2004, Chen and
Kaynak, Tatoglu, & Kula (2005) conducted a study to
investigate the factors contributing to the slow
adoption of electronic commerce among Small and
Medium Enterprises (SMEs) in Taiwan. The
research revealed that financial constraints and
apprehension about the availability of IT pro-
fessionals were the most significant barriers hin-
dering SMEs from embracing e-commerce. Many
SMEs in Taiwan struggled with limited resources,
making it difficult for them to invest in the necessary

technology and infrastructure required for success-
ful e-commerce implementation. Additionally, con-
cerns about the availability of skilled IT staff further
deterred SMEs from fully embracing electronic
commerce as a means to enhance their business
operations and reach a wider customer base.

2.2. Barriers to e-commerce adoption faced by
enterprises in developing countries

In developing countries, there may be a significant
portion of the population that lacks the necessary
skills and knowledge to navigate online platforms
and conduct online transactions. This can pose a
significant challenge for businesses wishing to reach
a wider customer base through e-commerce.
Additionally, trust and security issues often

hinder e-commerce adoption in developing coun-
tries (Amornkitvikai & Lee, 2020; Kabanda & Brown,
2015; Kidane & Sharma, 2016). Consumers are often
skeptical about online transactions due to concerns
about fraud, data privacy, and the reliability of on-
line retailers. The lack of a robust regulatory envi-
ronment and consumer protection laws can further
exacerbate these concerns, leading to a reluctance
among enterprises to fully embrace e-commerce
(Ahmed & Hasan, 2016; Ariansyah et al., 2021;
Lawrence & Tar, 2010; Mohammed, Almsafir, &
Alnaser, 2013). Furthermore, financial limitations
and difficulties in accessing capital can also act as
barriers to e-commerce adoption (Eddy, 2020; Fry-
nas, 2002; Kshetri, 2007; Kumar et al., 2018). Many
enterprises in developing countries face challenges
in securing the necessary funds to develop and
maintain an e-commerce platform. Limited access to
financial services, high transaction costs, and strin-
gent banking regulations can all impede the growth
of e-commerce in these regions.
Many small business owners were unfamiliar with

the concept of e-commerce and its potential benefits
(Iddris, 2012; Kapurubandara & Lawson, 2006;
Simpson & Docherty, 2004; Zaied, 2012). This lack of
knowledge hindered their ability to see the value and
potential opportunities that e-commerce could bring
to their businesses. Additionally, the limited under-
standing of how to effectively integrate e-commerce
into their existing business models was a significant
challenge. Another barrier was the size of the mar-
ket. SMEs often operate in niche or local markets,
and they may not have seen a significant demand for
their products or services online. This perceived lack
of market potential discouraged SMEs from invest-
ing in e-commerce platforms and infrastructure.
Furthermore, inadequate e-commerce infrastruc-

ture and telecommunications infrastructure were
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significant barriers (Iddris, 2012; James & David,
2014; Lawrence & Tar, 2010; Rakhmanov, 2009). The
lack of a robust legal system and government sup-
port also impacted e-commerce adoption as SMEs
faced uncertainties surrounding legal and regulatory
frameworks for online business transactions. Many
SMEs had limited financial resources and could not
afford the high costs associated with implementing
and maintaining e-commerce platforms.
Additionally, the lack of affordable and accessible

payment options for online transactions poses
challenges for SMEs (Amornkitvikai, Tham, Harvie,
& Buachoom, 2022; Eddy, 2020; Frynas, 2002; Kumar
et al., 2018). Chitura, Mupemhi, Dube, and Bolong-
kikit (2008) identified the need for a high degree of
human interaction in SME markets as a significant
barrier. In 2007, Kshetri categorized e-commerce
barriers into three categories: economic barriers,
sociopolitical barriers, and cognitive barriers. Their
study identified the factors that led to e-commerce
adoption, the types of technologies adopted and
used, as well as the services provided with these
technologies. In another study by Alshehri and
Drew (2010), the e-readiness of Saudi citizens was
examined to identify the challenges and barriers
impacting the adoption of e-government services in
Saudi society. These barriers were classified into
five categories: technical, organizational, social,
management support, and financial.

2.3. Barriers to e-commerce adoption faced by
enterprises in Uttar Pradesh

Handicraft enterprises in Uttar Pradesh face
several legal and economic barriers when it comes
to the adoption of e-commerce. One of the primary
hurdles is the Lack of proper cyber laws and literacy
among artisans (Kapurubandara & Lawson, 2007;
Lawrence & Tar, 2010). Many artisans in rural areas
are not familiar with cyber laws, the internet, or
online platforms, making it challenging for them to
embrace e-commerce. Another significant barrier is
the limited access to reliable and affordable internet
connections in rural areas (Iddris, 2012; James &
David, 2014). Due to inadequate internet penetra-
tion, handicraft enterprises struggle to effectively
connect with potential customers and showcase
their products online. This lack of connectivity
hampers their ability to compete in a global market
and restricts their reach to local customers only.
Additionally, the e-commerce environment requires
a robust logistics and payment system (Ahmed &
Hasan, 2016; Ariansyah et al., 2021; Mohammed
et al., 2013). However, many handicraft enterprises
lack the necessary logistics and payment

infrastructure to efficiently manage online sales.
This includes issues such as secure payment gate-
ways, reliable shipping partners, and packaging
solutions that meet international standards. Without
these essential components, handicraft enterprises
find it challenging to ensure smooth transactions
and timely product delivery, making e-commerce
adoption a daunting task.
Moreover, a lack of understanding of e-commerce

standards and lack of Compliance with labor laws
and regulations often pose a significant obstacle for
enterprises (Lawrence & Tar, 2010; Rehman & Alam,
2016; Zaied, 2012). Most e-commerce platforms,
especially those catering to global customers, pri-
marily have some standards. These standards limit
the exposure of handicraft enterprises and restrict
their ability to effectively market their products to a
wider audience. Furthermore, enterprises often face
a lack of awareness about IPRs and the cost and
complexity of the registration process for e-com-
merce adoption (Vajjhala & Thandekkattu, 2017).
Many remain skeptical about the security and reli-
ability of online platforms, preferring traditional
methods of selling their handicrafts. The absence of
proper training and awareness programs prevents
them from understanding the lucrative opportu-
nities that e-commerce can offer, hindering their
willingness to adapt.

3. Research questions

Based on a detailed survey of the literature on
barriers to e-commerce adoption, the following
questions are advanced for systematic investigation:
RQ-1: What are the nature and business charac-

teristics of handicraft enterprises in Uttar-Pradesh?
RQ-2: What are the key legal and regulatory bar-

riers/challenges affecting adoption or non-adoption
of e-commerce in selected handicraft enterprises in
Uttar-Pradesh?
RQ-3: What is the impact of legal and economic

barriers on the current status of handicraft enter-
prises in Uttar-Pradesh?

4. Research objectives

Objective-1: To explain the nature and business
characteristics of handicraft enterprises in Uttar-
Pradesh.
Objective-2: To identify the key legal, regulatory

and economic barriers/challenges affecting the
adoption or non-adoption of e-commerce in
selected handicrafts Enterprises in Uttar-Pradesh.
Objective-3: To empirically analyze the impact of

legal and economic barriers on the current status of
handicraft enterprises in Uttar-Pradesh.
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5. Data and methodology

The main aim of this article is to address the
research objectives. To effectively fulfill these ob-
jectives and accomplish the overall goal, a compre-
hensive approach was taken. Firstly, a framework
for understanding the barriers to e-commerce
adoption by handicraft enterprises was developed
based on existing literature. This framework served
as a guideline to systematically identify and analyze
the various challenges that impede the adoption of
e-commerce in the handicraft industry. Addition-
ally, a detailed research schedule was developed to
facilitate the collection of the necessary information
from 545 samples for this study to obtain valuable
insights. Areas of study cover mainly twelve districts
of Uttar Pradesh which are selected from 4 zones, 18
divisions, 18 headquarters, and 75 districts of Uttar
Pradesh Primary data was collected from CEO's,
founders, managers, owners, individual proprietors
etc., of various handicraft enterprises located in
different districts of Uttar-Pradesh during field visits
through a structured schedule designed for the
purpose. Handicraft enterprises were targeted by
using random sampling method whether they have
adopted or not adopted the e-commerce or have
their own websites. For determining the sample
size, secondary data from the Economic Census
(2013e2014) was used to get the population size for
the study. All the sources of data are acknowledged.
The study employed the statistical software package
SPSS version 26 to analyze and summarize the ob-
tained results. The data collection process involved
using a 5-point Likert scale, where participants were
asked to rate their responses from 1 (strongly
disagree) to 5 (strongly agree). This scale allowed for
an assessment of the participants' level of agreement
or disagreement with certain statements. The anal-
ysis of the research findings involved various
statistical techniques such as frequency analysis,
cross-tabulation, and correlation analysis.

6. Significance of the study

Uttar Pradesh is known for its rich and diverse
handicraft industry, which contributes significantly to
the state's economy.Understanding the adoption of e-
commerce by these enterprises can provide valuable
insights into their growth and competitiveness in the
digital era. The adoption of e-commerce can open up
new avenues for handicraft enterprises, allowing
them to reach a global audience and expand their
markets beyond traditional boundaries. With the rise
of digital platforms, the study can shed light on the
extent to which these enterprises have embraced

online platforms, enabling them to showcase and sell
their unique products to a wider customer base. By
examining the barriers/challenges faced by enter-
prises during their e-commerce adoption journey,
policymakers and industry experts can develop stra-
tegies to overcome these obstacles and provide suit-
able support mechanisms.

7. Conceptual framework for E-commerce
adoption barriers

The adoption of e-commerce by handicraft enter-
prises is influenced by various barriers. To identify
these barriers, a thorough investigation is necessary.
Previous research on the topic has already high-
lighted significant barriers related to ICT and e-
commerce adoption in SMEs. Drawing from the
available literature and interviews of the owners and
manager of the handicraft enterprises at the time of
the pilot survey, a collection of thirteen (13) barriers to
e-commerce adoption was compiled. To ensure the
accuracy of the findings, interviews were conducted
with experts and professionals from the relevantfield.
Their valuable insights were used to categorize

the barriers into two distinct categories/groups, as
depicted in the conceptual framework presented in
Fig. 1.
The unanimous agreement among all interviewees

regarding the grouping of the barriers adds credi-
bility to the framework. This conceptual framework
serves as a guide for understanding the various
barriers that handicraft enterprises face. By exam-
ining and analyzing these barriers, organizations can
develop strategies and solutions to overcome them.
Ultimately, this will facilitate the successful integra-
tion of e-commerce into the operations of handicraft
enterprises, leading to their growth and competi-
tiveness in the digital marketplace.

8. Analysis & findings

Now, we will discuss the findings of the survey
schedule, designed to fulfill the objectives. The
survey schedule has two sections: the first section
covers demographic characteristics, and the second
section focuses on the ethical, legal, regulatory, and
economic barriers and challenges of e-commerce
adoption by handicraft enterprises in selected dis-
tricts of Uttar Pradesh.

8.1. Demographic characteristics

Table 1 shows the frequency distribution and
percentage of Demographic Characteristics of
handicraft enterprises in Uttar Pradesh.
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Fig. 1. Conceptual framework for barrier of e-commerce adoption by handicraft enterprises.

Table 1. Demographic characteristics of handicraft enterprises in Uttar Pradesh.

Demographic characteristics Frequency %

Gender Male 398 73.0
Female 147 27.0

Area Rural 95 17.4
Urban 365 67.0
Semi-Urban 85 15.6

Academic qualifications Primary (1e5) 2 0.4
Secondary (6e10) 23 4.2
Senior Secondary (11e12) 173 31.7
Diploma 96 17.6
UG 198 36.3
PG 53 9.7

Handicraft enterprise size Less than 10 employees (Micro) 388 71.2
10-49 employees (Small) 110 20.2
50-249 employees (Medium) 37 6.8
More than 249 employees (Large) 10 1.8

Job title Director/CEO/Chairman 35 6.4
Owner 198 36.3
Managing Director 7 1.3
Manager 66 12.1
Sole Proprietor 142 26.1
Business Partner 41 7.5
Founder 56 10.3

Handicraft enterprise/business type Manufacture/Producer 407 74.7
Distributor/Channel Partner 30 5.5
Wholesaler 166 30.5
Dealer 60 11.0
Supplier 51 9.4
Retailer 137 25.1
Exporter 87 16.0
Manufacturer/Producer 407 74.7

No. of years in business 0e5 years 33 6.1
6e10 years 64 11.7
11e15 years 106 19.4
16e20 years 149 27.3
More than 20 years 193 35.4

Source: Author's own calculation from the primary survey, 2023
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8.1.1. Gender
The gender of the respondents in the study on

e-commerce adoption by handicraft enterprises in
Uttar Pradesh varied, but it was predominantlymale.
There were a few female respondents, approximately
27%, who were actively involved in handicraft
enterprises, the majority of participants were men
which is 73%. Thismay be attributed to various socio-
cultural factors, such as traditional gender roles and
limited opportunities for women to engage in
entrepreneurial activities in certain regions.

8.1.2. Area
Handicraft enterprises in Uttar Pradesh are pri-

marily located in both urban and rural areas, with
few in semi-urban locations. 67% of handicraft en-
terprises are found in urban areas. These urban
areas provide artisans with better infrastructure,
access to markets, and a skilled labor force. Addi-
tionally, the presence of tourists and an established
retail market in these areas boosts sales and show-
cases the unique handicrafts of Uttar Pradesh to
national and international buyers. In contrast, 17.4%
of handicraft enterprises are found in rural areas of
Uttar Pradesh and enterprises in these rural areas
often work from their homes or in small workshops,
employing traditional techniques passed down
through generations. On the other hand, 15.6%
handicraft enterprises are found in semi-urban
areas these areas benefit from their proximity to the
urban markets and have a mix of both traditional
handicraft and modern art forms.

8.1.3. Academic qualifications
A notable segment of the respondents possessed

higher educational qualifications, including degrees
at the undergraduate (approximately 36.3%) and
postgraduate (approximately 9.7%) levels. These
individuals demonstrated a deep understanding of
business concepts and possessed the necessary
skills to navigate the digital landscape. Additionally,
a considerable number of respondents had
completed senior secondary education (approxi-
mately 31.7%) or vocational courses/or diplomas
(approximately 17.6%) focused on specific crafts or
technical skills. While their academic qualifications
might not have been as extensive, their practical
knowledge and skill sets related to handicraft pro-
duction were invaluable. A smaller subset of the
respondents possessed minimal formal education
like Primary (approximately 0.4%) and secondary
(approximately 4.2%), without any specific academic
qualifications. However, they showcased an acute
entrepreneurial spirit and a firm grasp of the po-
tential benefits of e-commerce adoption.

8.1.4. Handicraft enterprise size
Handicraft enterprises can be classified into

micro, small, medium, and large categories based
on their size and scale of operations. Approximately
71.2% are micro-enterprises, which are the smallest
in terms of size, typically having less than 10 em-
ployees and low investment capital. These enter-
prises are often operated by individual craftspeople
or small groups, producing handicrafts on a small
scale. Due to their limited resources, micro-enter-
prises face challenges in adopting e-commerce
platforms, such as lack of technical expertise and
limited access to internet connectivity. On the other
hand, approximately 20.2% are small enterprises,
exhibit slightly larger operations and can employ
10e49 employees. These enterprises have a higher
investment capacity and better access to resources.
As a result, they are more likely to consider e-
commerce adoption to expand their market reach
and increase sales. However, small enterprises may
still face challenges in terms of competition with
larger players and adapting to digital platforms.
Approximately 6.8% are medium enterprises, which
fall into a middle-ground category, having 50e249
employees and larger production capacities than
small enterprises. These enterprises have the po-
tential to leverage e-commerce platforms effectively,
allowing them to penetrate wider markets and reach
a larger customer base. Approximately 1.8% are
large enterprises, that are the largest in terms of size
having more than 249 employees, having significant
market presence and substantial investment capa-
bilities. They possess well-established supply
chains, large production units, and extensive mar-
keting networks.

8.1.5. Job title
Job designations encompass a diverse array of

responsibilities, reflecting the individuals' unique
roles and contributions. Firstly, the owner contrib-
utes 36.3%, representing the individual who has
invested capital and resources into establishing the
handicraft enterprise. 26.1% of the handicraft en-
terprise may operate as a sole proprietorship, where
the owner and manager are the same individual.
Managers contribute 12.1% as the linchpin between
the owner and the remaining workforce. The man-
agers' expertise and leadership skills play a vital role
in determining the enterprise's ability to adapt to
the evolving e-commerce landscape. While, the
chairman contributes 6.4%. They provide strategic
guidance, play a supervisory role, and contribute
their expertise to the enterprise's decision-making
process. Managing director and Managers contrib-
utes 1.3% and 12.1% respectively. They possess
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the entrepreneurial acumen to identify market
gaps, envision unique products, and navigate the
challenges of the industry. Lastly, the founder
(approximately 10.3%) holds immense significance
in the context of e-commerce adoption by handicraft
enterprises. Founders are the visionary individuals
who conceptualize and establish the enterprise.
Founders often drive the enterprise's innovation
initiatives, creating a distinctive brand identity that
sets them apart from competitors.

8.1.6. Handicraft enterprise/business type
Different types of businesses play crucial roles.

74.7% of Manufacturers/producers form the back-
bone of this sector, as they produce handmade goods
with meticulous attention to detail and craftsman-
ship. 5.5% of Distributors/channel partners play a
vital role in this industry by bridging the gap between
manufacturers and end consumers. They procure
handicrafts from various manufacturing units and
supply them to different channels in the market.
30.5% of Wholesalers are significant players in the

supply chain, serving as intermediaries between
manufacturers and retailers. 11% of dealers operate
on a smaller scale, specializing in specific handi-
crafts or categories. They purchase products
directly from wholesalers or manufacturers and sell
them to retailers or end consumers. 9.4% of sup-
pliers in this sector play a crucial role in ensuring
the continuous availability of raw materials,
equipment, and resources required for handicraft
production. 25.1% of retailers play a significant role
in connecting consumers with the vast array of
handicrafts. They operate physical stores, online
platforms, or a combination of both. Retailers
showcase and sell handicrafts directly to end con-
sumers. 16% of exporters focus on expanding the
reach of Uttar Pradesh's handicrafts beyond na-
tional borders. They identify international markets,
negotiate with buyers, and coordinate the logistics
involved in shipping handicrafts abroad. Exporters
play a crucial role in promoting the cultural heri-
tage and artistic expertise of Uttar Pradesh's arti-
sans on a global scale.

8.1.7. Number of years in business
It acts as a crucial determinant of whether or not

handicraft enterprises opt for e-commerce as a sales
channel. Approximately 35.4% handicraft enter-
prises with more than 20-years in business, with an
extensive history in the handicraft industry often
possess traditional business practices and are
deeply rooted in conventional methods of sales and
distribution. On the other hand, relatively new
handicraft enterprises, with fewer years in business,

i.e., 6.1% with 0e5 years in business and 11.7% with
6e10 years in business are often more open to and
inclined towards e-commerce adoption. However,
the correlation between the number of years in
business and e-commerce adoption is not limited to
these two extreme ends of the spectrum. The study
also recognizes the existence of a middle ground
where enterprises with moderate years i.e., 16e20
years in business showcase a varying degree of e-
commerce interest. This can be attributed to a
multitude of factors, such as the age demographics
of the entrepreneur, their degree of exposure to
digital platforms, and their willingness to adapt to
evolving market trends.

8.2. Barriers of handicraft enterprises in
e-commerce adoption

The Table 2 presents the results of a 5-point Likert
scale analysis conducted on the barriers/challenges
faced by handicraft enterprises The analysis cate-
gorizes the barriers into different categories/groups,
including ethical, legal & regulatory barriers, and
economic barriers. The table provides a breakdown
of these barriers/challenges, along with their cor-
responding scale percentages. The Likert scale
analysis of barriers/challenges faced by handicraft
enterprises reveals the varying degrees of agree-
ment or disagreement among respondents. These
findings provide valuable insights into the specific
challenges that need to be addressed to facilitate
greater e-commerce adoption in the handicraft
sector in Uttar Pradesh.

8.2.1. Ethical, legal & regulatory barriers
The first head of Table 2 presents the Likert Scale

analysis of the Ethical, Legal & Regulatory barriers/
challenges faced by handicraft enterprises.
Regarding the lack of proper cyber laws, 10.98%

of the respondents strongly disagree with this
barrier, while 4.67% disagree, 5.61% remain
neutral, 9.35% agree, and the majority of 69.39%
strongly agree that this is a challenge hindering
their adoption of e-commerce. This suggests that a
significant portion of handicraft enterprises in
Uttar Pradesh perceive the absence of solid cyber
laws as a major obstacle. This is one such signifi-
cant barrier that specifically addresses the concerns
and challenges of e-commerce. Without specific
legislation in place, handicraft enterprises face
difficulties in protecting their intellectual property
rights, safeguarding customer data, and resolving
disputes that arise in online transactions.
The lack of understanding of e-commerce stan-

dards also presents a substantial challenge, with
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only 11.21% strongly disagreeing, 4.44% disagree-
ing, 10.98% being neutral, 25.47% agreeing, and
47.90% strongly agreeing with this barrier. These
results indicate that a majority of the respondents
recognize their lack of familiarity with e-commerce
standards as a significant deterrent to their uptake
of online selling platforms. Many handicraft busi-
nesses do not have the necessary knowledge/re-
sources to ensure compliance with industry
standards for online transactions. This lack of un-
derstanding leads to issues such as insecure pay-
ment gateways, inadequate data protection
measures, and poor user experience, all of which
can negatively impact the credibility of the enter-
prise and hinder customer trust and satisfaction.
Moreover, the absence of simple e-commerce

procedures and guidelines is identified as another
barrier, with 8.41% strongly disagreeing, 41.36%
agreeing, and 35.05% strongly agreeing. This data
highlights that the respondents perceive the
complexity of e-commerce procedures and guide-
lines as a significant challenge in their adoption
efforts. The lack or absence of clear procedural
guidelines makes it difficult for these enterprises
to navigate the complex process of setting up and
managing e-commerce platforms. This lack of
guidance can result in inefficient online

operations, delayed order processing, and
customer dissatisfaction.
Another legal barrier identified is the Online

Marketplace Regulations. Only 1.98% strongly dis-
agreed, while 7.23% disagreed, 43.33% agreed with
this statement. This indicates that a substantial
proportion of H.E. are concerned about the lack of
Online Marketplace Regulations, potentially hin-
dering their adoption of e-commerce. While 6.50%
of respondents remained neutral about the barrier,
40.96% strongly agreed with the statement.
The next legal and regulatory barrier identified is

Lack of awareness about IPRs and the cost and
complexity of the registration process This barrier
received the highest agreement rating, with 55.64%
of respondents stating that they agree with this
statement. Only 2.34% strongly disagreed, while
4.26% disagreed, 27.87% strongly agreed, and 9.89
remained neutral on it. This suggests that a majority
of handicraft enterprises in Uttar Pradesh facing
challenges in terms of a lack of awareness about
IPRs and the cost and complexity of the registration
process, which could potentially hamper their
e-commerce adoption efforts.
Lack of Intellectual Property Rights (IPR) Protec-

tion is also considered as the next legal and regu-
latory barrier. The majority of respondents (37.56%)

Table 2. Likert scale analysis of barriers/challenges of E-commerce adoption by handicraft enterprises in Uttar Pradesh.

S. No. Heads Barriers/Challenges Scale of Opinion (in %)

Strongly
disagree (1)

Disagree (2) Neutral (3) Agree (4) Strongly
agree (5)

1. Ethical, legal &
regulatory barriers

Lack of proper cyber laws 10.98 4.67 5.61 9.35 69.39
2. Lack of understanding of

e-commerce standards
11.21 4.44 10.98 25.47 47.90

3. Lack of simple e-commerce pro-
cedures and guidelines

8.41 4.21 10.98 41.36 35.05

4. Online Marketplace Regulations 1.98 7.23 6.50 43.33 40.96
5. Lack of awareness about IPRs

and the cost and complexity of
the registration process

2.34 4.26 9.89 55.64 27.87

6. Lack of IPR Protection 29.05 16.35 6.56 37.56 10.48
7. Lack of data privacy and Internet

security
3.61 6.89 5.56 46.32 37.62

8. Lack of Compliance with Labor
Laws and Regulations

10.89 6.56 4.32 32.96 45.27

9. Economic barriers Insufficient robust logistic
infrastructure

4.44 2.34 16.59 37.15 39.49

10. Lack of confidence of customers
for payment and tax-related
issues

5.61 2.10 16.12 35.51 40.65

11. Insufficiency in meeting the cost
of e-commerce adoption due to
small-scale

6.54 25.70 8.88 16.12 42.76

12. Poor payment systems 6.54 1.64 11.45 27.80 52.57
13. Limited access to reliable and

affordable internet connection
5.61 14.49 8.64 35.75 35.51

Source: Author's own calculation from the primary survey, 2023
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agreed with this statement, while 16.35% disagreed,
10.48% strongly agreed, and 6.56% remained
neutral. This suggests that a significant number of
handicraft enterprises in Uttar Pradesh facing limi-
tations in terms of Lack of IPR Protection, which is
impacting their ability to adopt e-commerce.
Another technological barrier identified is the lack

of data privacy and internet security. Only 3.61%
strongly disagreed and 6.89% disagreed, while
46.32% agreed with this statement. This indicates
that a substantial proportion of handicraft enter-
prises are concerned about the lack of privacy and
internet security, potentially hindering their adop-
tion of e-commerce. While 5.56% of respondents
remained neutral about the barrier, 37.62% strongly
agreed with the statement.
Lack of Compliance with Labor Laws and Regu-

lations is another technological barrier identified.
Only 6.56% disagreed and 10.89% strongly dis-
agreed with the statement, while 32.96% agreed, and
45.27% strongly agreed with this statement. This
indicates that for a considerable proportion of
handicraft enterprises, limited access to reliable and
affordable internet connections is not a significant
obstacle.

8.2.2. Economic barriers
The second head of Table 2 presents the Likert

Scale analysis of the Economic barriers and chal-
lenges faced by handicraft enterprises in the adop-
tion of e-commerce in Uttar Pradesh.
Economic barriers can hinder the growth and

success of e-commerce, which encompasses multiple
challenges. One such challenge is the insufficient
robust logistic infrastructure, with 4.44% of re-
spondents strongly disagreeing and 39.49% strongly
agreeing that this is a barrier. This means that there
may be challenges in efficiently transporting goods
from sellers to buyers, resulting in delays and higher
costs. This is acting as a hindrance to the overall
efficiency of e-commerce operations.
Another barrier is the lack of confidence of cus-

tomers in payment and tax-related issues, with
5.61% strongly disagreeing and 40.65% strongly
agreeing with this statement. This can make cus-
tomers hesitant to make online purchases, as they
may be worried about the security of their payments
or the transparency of taxes. This lack of confidence
hinders the growth of e-commerce as customers may
choose to stick with traditional brick-and-mortar
stores.
The next challenge is the insufficiency in meeting

the cost of e-commerce adoption due to its small
scale. Here, 6.54% strongly disagree, 42.76%
strongly agree, and the rest fall in between. This

indicates that a significant portion of the re-
spondents recognize the financial constraints faced
by handicraft enterprises. Small businesses that
want to adopt e-commerce are struggling to meet
the initial costs associated with setting up an online
platform and implementing the necessary techno-
logical infrastructure. This prevents them from fully
embracing e-commerce and benefiting from the
opportunities it offers.
Lastly, poor payment systems are identified as a

barrier, with 6.54% strongly disagreeing and 52.57%
strongly agreeing. This suggests that a majority of the
respondents perceive the existing payment systems
as a hindrance to e-commerce adoption. If the pay-
ment systems available are unreliable or inefficient, it
leads to frustration for both buyers and sellers. This
discourages customers from making online pur-
chases and hinders the growth of e-commerce.
Limited access to reliable and affordable internet
connections is the final economic barrier identified.
While 35.75% of respondents agreed with this state-
ment, 14.49% strongly disagreed. This indicates that
for a considerable proportion of handicraft enter-
prises, limited access to reliable and affordable
internet connections is not a significant obstacle.

8.3. Impact of barriers on e-commerce adoption by
handicraft enterprises

In this section, Table 3 provides a comprehensive
overview of the impact of barriers on e-commerce
adoption by handicraft enterprises across four key
areas: having knowledge about e-commerce, e-
commerce adoption, present status, and market ac-
cess. The data presented in this table sheds light on
the challenges faced by handicraft enterprises in
adopting e-commerce as a business strategy, and
the barriers that hinder their ability to fully utilize
online platforms for selling their products. By
analyzing the results on these four heads, policy-
makers and industry stakeholders can gain valuable

Table 3. Impact of barriers on e-commerce adoption by handicraft en-
terprises in Uttar Pradesh.

Impact of Barriers Frequency %

Having knowledge
about e-commerce

Yes 376 69.0
No 145 26.6
Somewhat 24 4.4

E-commerce adopted Yes 283 51.9
No 262 48.1

Present status Yes, Still using 208 38.2
No, Left 337 61.8

Market access Local 538 98.7
National 272 49.9
International 61 11.2

Source: Author's own calculation from the primary survey, 2023
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insights into the factors that are influencing the
adoption of e-commerce by handicraft enterprises
and develop targeted interventions to support their
transition to online marketplaces.

8.3.1. Having knowledge about e-commerce
The study examines how varying levels of

knowledge influence the efficiency and effectiveness
of these enterprises in adopting and utilizing e-
commerce platforms. Approximately, 69% said Yes,
having knowledge about e-commerce is highly
beneficial in today's digital age. Those who possess
knowledge about e-commerce are well aware of the
various platforms and technologies available, such
as online marketplaces, payment gateways, and
digital marketing strategies. They understand the
significance of customer engagement, effective
product listings, and seamless transactions within
the online realm. On the other hand, 26.6% of re-
spondents who lack knowledge about e-commerce
are finding themselves at a disadvantage. Without
understanding the basics of e-commerce, they are
struggling to grasp the potential opportunities it
offers. They are unfamiliar with the numerous on-
line platforms and methods available, hindering
their ability to expand their business beyond phys-
ical limitations. However, there is a category of in-
dividuals who fall in between these two extremes.
4.4% of respondents have some knowledge about e-
commerce, albeit limited. They have a basic un-
derstanding of online selling platforms and the
importance of establishing an online presence.
These enterprises are not maximizing the full po-
tential of e-commerce, but they have the capacity to
continuously learn and adapt to new concepts and
technologies. With some effort, they can gradually
enhance their understanding and leverage e-com-
merce to optimize their business operations.

8.3.2. Enterprises ever adopted E-commerce
The study on e-commerce adoption by handicraft

enterprises in Uttar Pradesh reveals that a signifi-
cant number of enterprises (approximately 51.9%)
have indeed embraced the concept of e-commerce.
The research conducted indicates that the majority
of handicraft enterprises in Uttar Pradesh have
recognized the potential benefits that e-commerce
can offer, leading them to incorporate this technol-
ogy into their business operations. 48.1% of enter-
prises have never adopted e-commerce as a tool or
channel for selling their handmade products.

8.3.3. Present status
Of those handicraft enterprises that have

embraced the concept of e-commerce, out of them

approximately 38.2% are still using e-commerce for
their business and 61.8% of them have left to
embrace e-commerce. Behind this, several reasons
were uncovered as to why businesses decided to
leave or depart from the e-commerce industry. One
of the primary reasons contributing to this decision
was the legal and regulatory barriers that put pres-
sure on businesses and are imposed by the e-com-
merce platforms themselves. These platforms often
set stringent rules, regulations, and performance
metrics that handicraft enterprises are struggling to
meet. This puts immense pressure on businesses to
continuously improve their operations, maintain
high-quality standards, and constantly innovate
their products. Many smaller enterprises, unable to
cope with these demands, made the choice to exit
the e-commerce industry. Another pivotal reason for
leaving the e-commerce business was the economic
barrier, which decides enterprises’ inability to fulfill
the supply of products on time. Handicraft enter-
prises faced challenges in managing inventory,
production, and shipping processes effectively,
leading to delays in product delivery. This not only
tarnished their reputation but also resulted in
customer dissatisfaction and increased refund re-
quests. Frustrated by these issues, many businesses
decided to withdraw from the e-commerce sector.
Furthermore, the ethical barrier treats as a signifi-
cant fear among handicraft enterprises was the po-
tential for their designs to get copied. E-commerce
platforms often expose businesses to a global mar-
ket, making it easier for competitors or unauthorized
third parties to replicate unique designs. This threat
to intellectual property rights instilled fear in many
enterprises, as they were concerned about losing
their competitive edge and seeing their designs
proliferate without due credit or compensation.

8.3.4. Market access
The market access of handicraft enterprises at the

local, national, and international levels is a critical
aspect of studying the impact of barriers on e-
commerce adoption. Handicraft enterprises play a
significant role in the cultural and economic devel-
opment of the region, and their market access is
crucial for their sustainability and growth. At the
local level, 98.7% of handicraft enterprises primarily
rely on traditional channels such as local markets
and word-of-mouth to sell their products. This
limited market access restricts their reach to a na-
tional customer base, compromising their potential
for higher sales and profitability. On a national
level, 49.9% of handicraft enterprises face the chal-
lenge of competing with larger enterprises and
established brands. The adoption of e-commerce
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can help bridge this gap by enabling these smaller
enterprises to showcase their unique products to a
national audience. Through online platforms, cus-
tomers from different parts of the country can
explore and purchase these handicrafts, providing
enterprises with wider market access. Furthermore,
international market access is crucial for the growth
and expansion of handicraft enterprises (approxi-
mately 11.2%). It allows them to tap into a global
customer base, showcasing their traditional crafts-
manship to the world. However, international
market access comes with various challenges such
as language barriers, shipping logistics, and cultural
differences. E-commerce provides a solution to
these challenges by offering a platform connects the
handicraft enterprises directly with international
customers, eliminating the need for intermediaries.
Overall, we can interpret from Table 3 that 69% of

handicraft enterprises respondents had different
levels of knowledge about e-commerce, 26.6% of
enterprises accepted that they did not possess any
kind of knowledge, and 4.4% had some knowledge
about it. Further, it can be seen that the numbers
have significantly reduced, from 51.9% of those who
have adopted e-commerce to 48.1% of those who
have not. Interestingly, if we notice the present sta-
tus of enterprises still using e-commerce as an online
business option, then it has significantly reduced to
38.2%, and the number of non-adopters that have
left it has significantly increased from 48.1% to
61.8%. This impacts handicraft enterprises in their
market access, which shows that 98.7% of enterprises
have local access to market their products, while
49.9% of enterprises have national-level access, and
only 11.2% have international market access due to
the non-adoption of e-commerce because of several
legal and economic barriers enterprises face when it
comes to the adoption process.

9. Conclusion, discussion and
recommendation

The barriers to e-commerce adoption in SMEs
highlight the complex challenges they faced in
transitioning to online business models. We can
interpret from the analyzed data that 69% of handi-
craft enterprises respondents had different levels of
knowledge about e-commerce, 26.6% of enterprises
accepted that they did not possess any kind of
knowledge, and 4.4% had some knowledge about it.
Further, it can be seen that the numbers have
significantly reduced, from 51.9% of those who have
adopted e-commerce to 48.1% of those who have
not. Interestingly, if we notice the present status of
enterprises still using e-commerce as an online

business option, then it has significantly reduced to
38.2%, and the number of non-adopters that have
left it has significantly increased from 48.1% to
61.8%. This impacts handicraft enterprises in their
market access, which shows that 98.7% of enterprises
have local access to market their products, while
49.9% of enterprises have national-level access, and
only 11.2% have international market access due to
the non-adoption of e-commerce because of several
legal and economic barriers enterprises face when it
comes to the adoption process.
Earlier studies have focused on the factors that

affect enterprises in the adoption of e-commerce
and the barriers and challenges they face in the
adoption process. Previous studies have shown that
the lack of proper cyber laws and literacy among
artisans is a major obstacle for SMEs looking to
succeed in the digital economy. Trust and security
issues further complicate matters, making it difficult
for these businesses to fully embrace e-commerce.
Research from the late 1990s emphasized the
importance of factors such as awareness, education,
market size, infrastructure, legal frameworks, and
government support in determining the success of
e-commerce implementation. Challenges such as
limited access to information, lack of time to explore
options, and a limited understanding of e-com-
merce models and methodologies highlight the
barriers that SMEs face in leveraging digital tech-
nologies for business growth and expansion. It is
crucial for governments and organizations to
address these challenges and provide the necessary
support for SMEs to thrive in the digital age.
However, this study is more concerned with the

reasons handicraft enterprises left the online
marketplace after they adopted it. The data revealed
that how the several handicraft enterprises left
adopting e-commerce due to various legal and
economic barriers they face and how the number
has significantly reduced from adopted to non-
adopted handicraft enterprises, due to these bar-
riers, their market access is also limited to local level
only. Overcoming these barriers required education
and awareness, infrastructure development, gov-
ernment support, and addressing cost and trust
concerns to enable SMEs to fully embrace e-com-
merce. Overall, while e-commerce holds tremen-
dous potential for enterprises in developing
countries, numerous barriers need to be addressed
to facilitate its widespread adoption. Governments,
organizations, and other stakeholders must work
together to bridge the digital divide, increase digital
literacy, enhance trust and security measures,
improve financial inclusivity, and encourage a cul-
tural shift towards embracing e-commerce. By
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supporting these enterprises with different pro-
grams and policies at both the state and central
levels, the government not only helps generate
more employment opportunities but also ensures
the survival of ancient crafts and skills. It can do so
by creating a favorable business environment
through policies and regulations that are conducive
to its growth. Financial support, tax incentives, and
subsidies can help alleviate the financial burden on
these small-scale enterprises. Moreover, the gov-
ernment can provide training programs and work-
shops to enhance the skills ensuring the quality and
competitiveness of their products.

10. Limitations of the study

The current research has primarily focused on the
during-adoption barriers and post-adoption bene-
fits faced by handicraft enterprises in Uttar Pradesh,
without thoroughly examining the potential risks
associated with it. The study has not delved deeper
into issues such as cybersecurity threats, online
payment frauds, or counterfeit products. These risks
can significantly impact the trust and reputation of
handicraft enterprises, ultimately affecting their e-
commerce adoption decisions. Lastly, the study has
lacked a comparative analysis with non-handicraft
enterprises or other industries/enterprises. By
comparing e-commerce adoption patterns across
various sectors, a better understanding of the
unique challenges faced by handicraft enterprises
could have been acquired.

Ethics information

This research paper meticulously follows all the
guidelines and principles to ensure the integrity and
transparency of the publication process. It is
committed to upholding the confidentiality of the
respondents of the survey and strictly adheres to all
ethical guidelines in order to maintain the trust of
the readers. By following these ethical standards,
the research paper demonstrates a deep commit-
ment to conducting research in a responsible and
trustworthy manner. This ensures that the results
presented are reliable and credible, ultimately
contributing to the advancement of knowledge in
the field.

Funding

This research did not receive any specific grant
from funding agencies in the public, commercial, or
not-for-profit sectors. Hence, there is no primary
funders and grant IDs for this research.

Conflict of interest

The authors declare that they have no known
competing financial interests or personal relation-
ships that could have appeared to influence the
work reported in this paper.

References

Ahmed, J. U., & Hasan, H. (2016). Barriers to e-commerce adop-
tion in Syria: An empirical detection. World Journal of Business
and Management, 2(1), 41.

Alam, S. S., Khatibi, A., Ismail, H., & Ahmad, I. (2005). Perceived
benefits of e-commerce adoption in the electronic
manufacturing companies in Malaysia. Journal of Social Sci-
ences, 1(3), 188e193.

Alshehri, M., & Drew, S. (2010). Challenges of e-government
services adoption in Saudi Arabia from an e-ready citizen
perspective, University of Tasmania. World Academy of Science,
Engineering and Technology, 66, 2010.

Alyoubi, A. A. (2015). E-commerce in developing countries and
how to develop them during the introduction of modern
systems. Procedia Computer Science, 65, 479e483.

Amornkitvikai, Y., & Lee, C. (2020). Determinants of E-commerce
adoption and utilisation by SMEs in Thailand. ISEAS Yusof Ishak
Institute No. 2020 e 01.

Amornkitvikai, Y., Tham, S. Y., Harvie, C., & Buachoom, W. W.
(2022). Barriers and factors affecting the e-commerce sustain-
ability of Thai micro-, small-and medium-sized enterprises
(MSMEs). Sustainability, 14(14), 8476.

Ariansyah, K., Sirait, E. R. E., Nugroho, B. A., & Suryanegara, M.
(2021). Drivers of and barriers to e-commerce adoption in
Indonesia: Individuals' perspectives and the implications.
Telecommunications Policy, 45(8), Article 102219.

Basu, K. (1995). Marketing developing society crafts: A framework
for analysis and change. Marketing in a Multicultural World,
257e298.

Belk, R. W., & Groves, R. (1999). Marketing and the multiple
meanings of Australian aboriginal art. Journal of Macro-
marketing, 19(1), 20e33.

Chitura, T., Mupemhi, S., Dube, T., & Bolongkikit, J. (2008). Bar-
riers to electronic commerce adoption in small and medium
enterprises: A critical literature review. Journal of Internet
Banking and Commerce, 13(2), 1.

Cloete, E., Courtney, S., & Fintz, J. (2002). small businesses’
acceptance and adoption of e-commerce in the Western-Cape
Province of South-Africa. The Electronic Journal of Information
Systems in Developing Countries, 10(1), 1e13.

Eddy, M. (2020). Factors affecting adoption and implementation of
E-commerce by SMEs in Tanzania: The case study of Kinondoni
district (Doctoral dissertation, Mzumbe University). COSTECH
integrated Repository. http://hdl.handle.net/11192/4476.

El-Nawawy, M. A., & Ismail, M. M. (1999, June). Overcoming
deterrents and impediments to electronic commerce in light of
globalisation: the case of Egypt. In , Vol. 99. 9th Annual Con-
ference of the Internet Society. INET.

Frynas, J. G. (2002). The limits of globalizationelegal and poli-
tical issues in e-commerce. Management Decision, 40(9),
871e880.

Greenstein, M., & Feinman, T. M. (1999). Electronic commerce: Se-
curity risk management and control. McGraw-Hill Higher Edu-
cation. Aviation for Computer Machinery (ACM).

Holmes, K., McLean, R., & Green, G. (2012). Crafting a future
online: A study of how independent craftspeople adopt social
media and web technologies. Journal of Systems and Information
Technology, 14(2), 142e154.

Iddris, F. (2012). Adoption of E-Commerce solutions in small and
medium-sized enterprises in Ghana. European Journal of Busi-
ness and Management, 4(10), 48e57.

ARAB ECONOMIC AND BUSINESS JOURNAL 2024;16:65e78 77

http://hdl.handle.net/11192/4476


James, N. K., & David, M. A. (2014). The magnitude of barriers
facing e-commerce businesses in Kenya. Journal of Internet and
Information Systems, 4(1), 12e27.

Kabanda, S. K., & Brown, I. (2015). E-commerce enablers and
barriers in Tanzanian small and medium enterprises. The
Electronic Journal on Information Systems in Developing Countries,
67(1), 1e24.

Kapurubandara, M., & Lawson, R. (2006). Barriers to adopting
ICT and e-commerce with SMEs in developing countries: An
exploratory study in Sri Lanka. University of Western Sydney,
Australia, 82(1), 2005e2016.

Kapurubandara, M., & Lawson, R. (2007). SMEs in developing
countries need support to address the challenges of adopting
e-commerce technologies. 20th Bled e-Conference e-
Mergence: Merging and Emerging Technologies. Processes,
and Institutions, 1e15.

Kaynak, E., Tatoglu, E., & Kula, V. (2005). An analysis of the
factors affecting the adoption of electronic commerce by
SMEs: Evidence from an emerging market. International Mar-
keting Review, 22(6), 623e640.

Kidane, T. T., & Sharma, R. R. K. (2016, March). Factors affecting
consumers' purchasing decision through ECommerce. Pro-
ceedings of the 2016 international conference on industrial engi-
neering and operations management Kuala Lumpur, Malaysia,
8(10), 159e165.

Kshetri, N. (2007). Barriers to e-commerce and competitive busi-
ness models in developing countries: A case study. Electronic
Commerce Research and Applications, 6(4), 443e452.

Kumar, N., Anusara, J., Hossin, M. A., Sarkar, M. K.,
Chanthamith, B., Shah, S., et al. (2018). Challenges and
opportunities of e-commerce in India: Pathway for sustainable
e-commerce. International Journal of Engineering Business
Management, 2, 13e21.

Lawrence, J. E., & Tar, U. A. (2010). Barriers to e-commerce in
developing countries. Information, Society and Justice Journal,
3(1), 23e35.

Misra, G., Srivastava, A. K., & Misra, I. (2006). Culture and facets
of creativity. In The international handbook of creativity (pp.
421e455). Cambridge University Press.

Mohammed, J. A., Almsafir, M. K., & Alnaser, A. S. M. (2013). The
factors that affect E-commerce adoption in small and medium
enterprise’: A. Australian Journal of Basic and Applied Sciences,
7(10), 406e412.

Oakes, J. (1995). Climate and cultural barriers to northern eco-
nomic development: A case study from Broughton Island,
NWT, Canada. Climate Research, 5(1), 91e98.

Rakhmanov, E. (2009, November). The barriers affecting e-gov-
ernment development in Uzbekistan. In 2009 Fourth interna-
tional conference on computer sciences and convergence information
technology (pp. 1474e1480). IEEE. https://doi.org/10.1109/
ICCIT.2009.249.

Reedy, J., Schullo, S., & Zimmerman, K. (2004). Electronic market-
ing. USA: The Dryden Press.

Rehman, S. U., & Alam, R. (2016). A study of barriers to e-com-
merce adoption among SMEs in Malaysia. University of Modern
Sciences, 1(1), 45e58.

Roy, T. (1998). Indian handlooms in the 20th century. Jahrbuch für
Wirtschaftsgeschichte/Economic History Yearbook, 39(2), 129e150.

Simpson, M., & Docherty, A. J. (2004). E-commerce adoption
support and advice for UK SMEs. Journal of Small Business and
Enterprise Development, 11(3), 315e328.

Vajjhala, N. R., & Thandekkattu, S. G. (2017). Potential and bar-
riers to adoption of B2B E-commerce in SMES in transition
economies: Case of Albania. Management (18544223), 12(2).

White, G. R., Afolayan, A., & Plant, E. (2014). Challenges to the
adoption of e-commerce technology for supply chain man-
agement in a developing economy: A focus on Nigerian SMEs.
E-commerce platform acceptance: Suppliers, retailers, and con-
sumers (pp. 23e39). Springer.

Zaied, A. N. H. (2012). Barriers to e-commerce adoption in
Egyptian SMEs. International Journal of Information Engineering
and Electronic Business, 4(3), 9.

78 ARAB ECONOMIC AND BUSINESS JOURNAL 2024;16:65e78

https://doi.org/10.1109/ICCIT.2009.249
https://doi.org/10.1109/ICCIT.2009.249

	Analyzing Legal and Economic Barriers Faced by Handicraft Enterprises in E-commerce Adoption: Evidence From Uttar Pradesh, India
	Recommended Citation

	Analyzing Legal and Economic Barriers Faced by Handicraft Enterprises in E-commerce Adoption: Evidence From Uttar Pradesh, India
	Cover Page Footnote

	Analyzing Legal and Economic Barriers Faced by Handicraft Enterprises in E-commerce Adoption: Evidence From Uttar Pradesh,  ...
	1. Introduction
	2. Literature review
	2.1. Previous studies on e-commerce adoption barriers
	2.2. Barriers to e-commerce adoption faced by enterprises in developing countries
	2.3. Barriers to e-commerce adoption faced by enterprises in Uttar Pradesh

	3. Research questions
	4. Research objectives
	5. Data and methodology
	6. Significance of the study
	7. Conceptual framework for E-commerce adoption barriers
	8. Analysis & findings
	8.1. Demographic characteristics
	8.1.1. Gender
	8.1.2. Area
	8.1.3. Academic qualifications
	8.1.4. Handicraft enterprise size
	8.1.5. Job title
	8.1.6. Handicraft enterprise/business type
	8.1.7. Number of years in business

	8.2. Barriers of handicraft enterprises in e-commerce adoption
	8.2.1. Ethical, legal & regulatory barriers
	8.2.2. Economic barriers

	8.3. Impact of barriers on e-commerce adoption by handicraft enterprises
	8.3.1. Having knowledge about e-commerce
	8.3.2. Enterprises ever adopted E-commerce
	8.3.3. Present status
	8.3.4. Market access


	9. Conclusion, discussion and recommendation
	10. Limitations of the study
	Ethics information
	Funding
	Conflict of interest
	Conflict of interest
	References


