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Abstract 

This paper examines whether digital competence and organisational readiness independently explain 

social-media marketing effectiveness among Indian micro and small enterprises (MSEs), and develops an 

empirically disciplined integrated model for future testing. The analysis is based on the N=400 survey 

dataset reported in the supplied study the empirical analysis. Digital competence was measured with a 

four-item scale (Cronbach's α=.979), while organisational readiness was represented through competitive 

pressure (α=.985) and innovation orientation (α=.980). Mean digital competence was 3.00 (SD=.80), 

competitive pressure 3.00 (SD=.84), and innovation orientation 2.99 (SD=.81). Neither digital competence 

nor readiness showed a significant relationship with customer engagement, brand loyalty or business 

performance. Regression models for digital competence explained essentially no variance in the three 

outcomes (R²≈0); readiness models explained only .1% to .7% and were also non-significant. These 

findings challenge capability narratives that equate possession of digital skills or readiness with 

performance. The paper argues that competence and readiness should be understood as enabling conditions 

whose value becomes visible when connected to specific SMM practices and relational mechanisms. 

Building on the Resource-Based View, Relationship Marketing Theory and Dynamic Capabilities Theory, 

the paper develops a conditional pathway in which SMM practices provide inputs, customer engagement 

represents the relational mechanism, brand loyalty captures cumulative customer value, and business 

performance is the distal outcome. The paper concludes with a testable agenda using SEM, moderated 

mediation and longitudinal data. 

 

Keywords: digital competence; organisational readiness; social media marketing; micro and small 

enterprises; customer engagement; brand loyalty; business performance. 

 

1. Introduction 

Digital transformation literature frequently treats digital capability as a source of competitive advantage. 

In principle, a firm that can manage platforms, analyse data, create content and respond to customers 

should be better positioned to benefit from social media. Yet capability is not the same as outcome. A 

business may possess basic digital skills while lacking a coherent marketing strategy; it may face 
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competitive pressure without having the resources to respond; or it may be innovative in principle but 

inconsistent in execution. 

This distinction is especially relevant for Indian MSEs. The study from which this paper is developed 

positions SMM as a strategic resource and identifies digital competence and organisational readiness as 

potential moderators. the theoretical framework integrates the Resource-Based View (RBV), Relationship 

Marketing Theory and Dynamic Capabilities Theory: RBV explains the value of internal resources, 

relationship marketing explains interaction and commitment, and dynamic capabilities explain adaptation 

under changing digital conditions. The empirical the empirical analysis, however, reports a more cautious 

result: competence and readiness do not independently predict the studied outcomes. 

This paper uses that tension as its central research problem. Instead of forcing the data into the expected 

positive narrative, it asks: Why might a theoretically relevant capability fail to produce a direct statistical 

effect? The answer developed here is that competence and readiness are better conceptualised as 

conditional resources. They create the potential to use SMM effectively, but the realised outcome depends 

on how firms deploy specific practices and how customers respond. 

The paper has two purposes. First, it reports the direct empirical tests for digital competence and 

organisational readiness. Second, it converts the study's integrative conceptual model into a publishable 

theoretical proposition that can be tested in a future SEM or moderated-mediation design. This distinction 

is essential: the integrated pathway is not presented as statistically established by the current dataset. 

 

2. Research Objectives 

 To examine the influence of digital competence on the effectiveness of SMM. 

 To evaluate the role of organisational readiness, represented by competitive pressure and innovation 

orientation, in SMM effectiveness. 

 To develop an empirically informed integrated conceptual model for effective SMM utilisation by 

MSEs. 

 

3. Theoretical Foundations 

3.1 Resource-Based View 

RBV proposes that firm resources and capabilities can become sources of sustained advantage when they 

are valuable, rare, difficult to imitate and appropriately organised (Barney, 1991). In the SMM context, 

digital skills, platform knowledge, content capabilities and analytics competence can be viewed as 

organisational resources. However, RBV does not imply that every resource produces an immediate 

performance effect. Value depends on deployment and complementarity. 

3.2 Relationship Marketing Theory 

Relationship marketing shifts attention from individual transactions toward the development and 

maintenance of relationships. Morgan and Hunt (1994) emphasised commitment and trust as central 

mechanisms in successful relational exchange. In social media settings, this logic suggests that the value 

of digital capability should ultimately be visible through more meaningful interaction, trust, engagement 

and loyalty rather than through technical proficiency alone. 

3.3 Dynamic Capabilities Theory 

Dynamic Capabilities Theory explains how firms sense opportunities, seize them and reconfigure 

resources in changing environments (Teece, 2007). Social platforms are particularly dynamic because 

algorithms, formats, customer expectations and technologies change continuously. Digital competence 
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can therefore be interpreted as an enabling micro-foundation, while organisational readiness reflects the 

firm's capacity and willingness to mobilise resources. The theory predicts that capabilities matter most 

when firms translate them into adaptive action. 

3.4 Why direct capability effects may be weak 

The three theories converge on a critical proposition: capability is relational and contextual. A highly 

competent firm can still post irrelevant content; an innovative firm can still fail to respond to customers; 

and a business facing strong competitive pressure can respond by increasing activity without improving 

value. Consequently, the absence of a direct competence or readiness effect is theoretically plausible. It 

may indicate that the capability operates through interaction with SMM practices rather than as an 

independent predictor. 

 
Figure 1. Integrated pathway derived from the integrated framework. Dashed arrows indicate 

future conditional tests; they are not estimated effects in the current analysis. 

 

 
4. Literature Review 

Research on SME digitalisation generally supports the strategic relevance of social media but also reports 

heterogeneous outcomes. Chatterjee and Kar (2020), using Indian SME data, found that social-media 

adoption can improve business outcomes, including sales and customer connections. Odoom et al. (2017) 

showed that the motivations and benefits of social-media usage vary across SME types. Urban and 

Maphathe (2021) reported positive relationships between social-media platform use and customer 

engagement among South African SMEs. More recent evidence demonstrates that customer engagement 

itself does not automatically forecast revenue; the relationship depends on the way social networks are 

managed and integrated with other digital marketing activities (Pérez-Curiel, 2024). 
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Customer engagement is particularly relevant as a mechanism. Hollebeek et al. (2014) conceptualise 

engagement through cognitive, emotional and behavioural dimensions, while recent work on small firms 

continues to highlight the role of customer-centric processes in converting social-media use into 

performance. A 2023 study of small businesses in South Africa, for example, found that social-media use 

influenced firm performance through customer–firm relationship strength, customer orientation and co-

creation rather than through a simplistic direct pathway. This supports the study's process orientation. 

The literature therefore supports a distinction between resources, mechanisms and outcomes. Digital 

competence and organisational readiness belong primarily to the capability layer; SMM practices belong 

to the action layer; customer engagement and brand loyalty belong to the relational mechanism layer; and 

business performance belongs to the outcome layer. The current paper argues that empirical models should 

preserve this architecture rather than collapse all constructs into one direct-effects equation. 

4.1 Analytical propositions for the capability model 

The empirical objectives can be converted into a set of capability propositions. P1 states that higher digital 

competence should strengthen SMM effectiveness. P2 states that competitive pressure should increase the 

firm's capacity to extract value from SMM. P3 states that innovation orientation should improve the 

effectiveness of SMM. P4 states that customer engagement should operate as a relational mechanism 

between SMM practices and brand loyalty, while P5 states that brand loyalty should connect customer 

relationships with business performance. P6 states that digital competence and organisational readiness 

should condition the strength of these pathways. 

The current data directly test P1–P3 only through direct effects and do not estimate P4–P6 as mediation 

or moderation. This distinction is methodologically important. A publishable contribution should not 

claim a mediated or moderated effect that has not been statistically estimated. Instead, the present paper 

uses the null direct effects to justify a more precise future model. 

4.2 Measurement architecture for future structural modelling 

The measurement structure can be strengthened by separating reflective outcomes from formative activity 

indicators. Customer engagement, brand loyalty and business performance are represented in the current 

dataset by highly reliable multi-item scales. SMM practices, in contrast, combine budget, time, frequency, 

platform breadth and adoption intensity. These indicators may not be interchangeable manifestations of 

one latent trait; increasing budget is not necessarily the same phenomenon as increasing platform diversity. 

A future SEM design should therefore test whether SMM is better represented as a higher-order construct 

or as several distinct exogenous dimensions. 

The unusually high Cronbach's alpha values reported for the outcome constructs also suggest the need for 

discriminant-validity testing. Alpha values above .98 indicate strong internal consistency, but they can 

also arise when items are highly similar. Future studies should report composite reliability, average 

variance extracted, heterotrait–monotrait ratios and cross-loadings or equivalent diagnostics. This would 

strengthen the measurement foundation before testing structural paths. 

 

5. Methodology 

5.1 Design and sample 

The analysis uses the same cross-sectional survey dataset as the study. The final working sample is N=400 

MSE respondents. the empirical analysis reports that SPSS v25 was used after data cleaning and listwise 

deletion. The study is based on organisational perceptions rather than audited financial records; therefore, 

performance results should be interpreted as perceived business performance. 
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5.2 Measurement quality 

Construct Items α Mean SD 

Digital competence 4 0.979 3.00 0.80 

Competitive pressure 4 0.985 3.00 0.84 

Innovation orientation 4 0.980 2.99 0.81 

Customer engagement 6 0.990 2.99 0.83 

Brand loyalty 5 0.986 2.99 0.84 

Business performance 5 0.987 3.00 0.85 

 

The scales demonstrate excellent internal consistency. This is useful but also warrants caution: very high 

alpha values can indicate substantial item overlap. Future validation should therefore include composite 

reliability, average variance extracted and discriminant-validity diagnostics in a structural model. 

5.3 Analytical strategy 

Objective 3 was evaluated using reliability analysis, descriptive statistics, independent-samples t-tests, 

correlations and regression. Objective 4 was examined through reliability, descriptive statistics, 

correlations and multiple regression using competitive pressure and innovation orientation as predictors. 

Objective 5 was addressed through an integrative conceptual synthesis because the current chapter does 

not report a mediation/moderation model estimated through SEM or PROCESS. Accordingly, this paper 

does not claim that the integrated pathway has been statistically validated. 

 

6. Results 

6.1 Digital competence 

 

Outcome t (high vs low 

competence) 

df p Correlation 

with 

competence 

Regression R² 

Customer 

engagement 
0.316 398 .752 

r=-.008, 

p=.872 
.000 

Brand loyalty -1.249 398 .212 r=.047, p=.352 .002 

Business 

performance 
0.509 398 .611 

r=-.008, 

p=.878 
.000 

 

The evidence is remarkably consistent. High- and low-competence groups do not differ significantly on 

any outcome. Correlations are near zero, and the regression models explain virtually no variance. The 

coefficient for engagement is β=-.009 (p=.872), for brand loyalty β=-.027 (p=.352), and for business 

performance β=-.009 (p=.878). Thus, digital competence should not be interpreted as a direct predictor in 

this dataset. 
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6.2 Organisational readiness 

Outcome R² F p β 

Competitive 

pressure 

β 

Innovation 

orientation 

Decision 

Customer 

engagement 
.002 .467 .627 -.089 -.150 

Not 

significant 

Brand 

loyalty 
.001 .181 .835 -.072 -.116 

Not 

significant 

Business 

performance 
.007 1.347 .261 -.040 -.041 

Not 

significant 

 

Competitive pressure and innovation orientation are highly reliable constructs but have negligible 

explanatory power. Their means are close to the scale midpoint, suggesting that the sample does not exhibit 

a strong readiness signal in either direction. More importantly, neither predictor significantly explains 

engagement, loyalty or performance. 

 
Figure 2. Summary of explanatory strength in the direct-effect tests. 
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6.3 Integrative synthesis 

 
The direct-effect evidence suggests that no single capability variable is sufficient to explain SMM 

effectiveness. This conclusion is compatible with the study synthesis, which proposes that practices supply 

resources, competence determines how resources are used, readiness creates motivation and engagement 

acts as a mechanism linking practices to outcomes. The conceptual sequence is therefore more defensible 

than a model in which competence or readiness is expected to produce performance by itself. 

6.4 Alternative explanation: restricted variance 

One methodological explanation for the null capability effects is restricted variance. Digital competence 

has a mean of 3.00 with a standard deviation of .80, while competitive pressure and innovation orientation 

are also concentrated close to the midpoint. When respondents cluster around the centre of a scale, 

statistical models have less variation available to explain differences in outcomes. Future studies should 

therefore use broader measurement ranges, behavioural indicators and objective capability assessments. 

A second explanation is common-method structure. The same respondents assessed capability and 

outcomes, which can sometimes inflate relationships; however, the present results are so weak that 

common-method inflation is not evident in the direct effects. This strengthens the interpretation that the 

measured constructs are not simply interchangeable perceptions. Nevertheless, multi-source designs 

remain preferable. 

6.5 The role of scale reliability in interpreting null findings 

The reliability results deserve attention because they establish that the null effects are not obviously 

attributable to unstable scales. Digital competence α=.979, competitive pressure α=.985 and innovation 

orientation α=.980 indicate very strong internal consistency. Customer engagement, brand loyalty and 

business performance also exceed .98. Reliability therefore provides a solid measurement base for the 

direct-effect analysis, although future studies should supplement alpha with validity diagnostics. 

 

7. Discussion 

The null effect of digital competence is theoretically informative. In capability-based theories, resources 

generate advantage when they are valuable and deployed effectively. A baseline level of digital 

competence may have become sufficiently common among MSEs that it no longer differentiates firms. If 
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most firms possess basic platform knowledge, then variance in competence may not explain variance in 

outcomes. Instead, higher-order capabilities—content strategy, analytics interpretation, experimentation, 

customer-response routines and integration across channels—may be the differentiating resources. 

The readiness findings can be interpreted similarly. Competitive pressure may motivate adoption but does 

not specify what a firm should do after adoption. Innovation orientation may encourage experimentation 

but does not guarantee that experiments are relevant to customers. Readiness therefore appears to be an 

antecedent of action rather than a substitute for action. This interpretation is consistent with Dynamic 

Capabilities Theory: sensing pressure or opportunity is not equivalent to successfully seizing it. 

The findings also reinforce Relationship Marketing Theory. Social media effectiveness is ultimately 

realised through customer interaction. Technical competence becomes valuable when it produces timely 

responses, relevant information, trust and continuity. If capability is measured without examining the 

relational processes through which it is enacted, its statistical association with outcomes may appear weak. 

The paper's integrated proposition therefore follows a conditional logic. SMM practices are the observable 

strategic inputs; customer engagement is the first relational mechanism; brand loyalty captures cumulative 

relational value; and business performance is the downstream organisational outcome. Digital competence 

and organisational readiness are boundary conditions. The current evidence does not establish the full 

pathway, but it provides a strong empirical rationale for testing it. 

7.1 Why the capability variables may show null direct effects 

The first explanation is capability commonality. If most MSEs possess basic digital competence, the 

variable has limited discriminatory power. The second explanation is capability enactment. Skills do not 

create value until they are embedded in routines such as content planning, customer listening, 

experimentation and analytics. The third explanation is complementarity. Digital competence may have 

greater value when combined with adequate time, relevant content, managerial support and platform fit. 

The fourth explanation is timing: cross-sectional data capture a single point and may not reflect the 

cumulative process through which capability becomes performance. 

These explanations are consistent with the Dynamic Capabilities perspective. Sensing, seizing and 

transforming are not isolated possessions; they are processes. A firm can recognise a competitive threat 

without developing an effective response. Similarly, an owner may understand analytics but lack time to 

interpret them. Organisational readiness may therefore be a boundary condition that becomes visible only 

in interaction with specific practices. 

7.2 Linking capability to relationship formation 

Relationship Marketing Theory provides a second explanation for the null direct effects. Customers do 

not become loyal because a firm possesses digital competence. Loyalty emerges through repeated 

exchanges in which customers experience reliability, responsiveness, relevance and trust. Digital 

competence is valuable because it can improve those exchanges. The correct theoretical sequence is 

therefore capability → practice quality → engagement → relational value → loyalty → performance, 

rather than competence → performance. 

This sequence also explains why the study positions customer engagement between SMM and downstream 

outcomes. Engagement represents a customer-side response to firm-side activity. Brand loyalty represents 

accumulated relational value. Business performance is further downstream and can reflect several other 

influences, including product quality, price, service, competition and operational capability. A direct 

regression from competence to performance is consequently a demanding test and may reasonably yield 

a null result. 
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7.3 Integrated interpretation of the empirical findings 

Taken together, the three capability tests produce a consistent message. SMM practices, digital 

competence and organisational readiness each have limited explanatory power when isolated. This does 

not mean that they are irrelevant. Instead, the pattern suggests that social-media effectiveness is 

configurational: several conditions must operate together. Practices create opportunities, competence 

enables execution, readiness creates the organisational environment, engagement captures customer 

response and loyalty consolidates the relationship. 

This interpretation offers a stronger contribution than a generic statement that “digitalisation improves 

performance.” It explains why the same technology can produce different outcomes across firms. Two 

MSEs may use the same platform, but one may respond rapidly, personalise communication, analyse 

customer behaviour and learn from feedback, while the other may only publish promotional messages. 

Their technological access is similar, but their capability configuration is different. 

7.4 Why readiness may not translate into performance 

Competitive pressure is external. It can signal that competitors are becoming more visible or responsive 

online, but it cannot determine the firm's strategic response. Innovation orientation is internal. It can create 

willingness to try new methods, but willingness does not guarantee disciplined experimentation. The two 

readiness dimensions may therefore be antecedents of resource mobilisation rather than direct 

determinants of customer outcomes. 

This interpretation has practical relevance. A government programme that increases awareness of 

competitive digital pressure may not improve performance unless firms also receive help in content 

creation, analytics and customer management. Similarly, innovation workshops may have limited 

commercial effect unless they are connected to measurable customer problems. Readiness should be 

converted into routines. 

7.5 Capability complementarity as the central theoretical proposition 

The strongest synthesis from the present findings is a complementarity proposition: digital competence, 

organisational readiness and SMM practices should create value jointly rather than independently. In RBV 

terms, complementary resources can be more valuable than isolated resources. In dynamic-capabilities 

terms, sensing, seizing and transforming must operate as a sequence. In relationship-marketing terms, firm 

capability becomes commercially meaningful only when it improves the quality of exchange with 

customers. 

This complementarity proposition can explain why the isolated regressions are weak while the integrated 

framework remains theoretically useful. It also creates a clear empirical agenda. Future researchers should 

estimate interaction terms and conditional indirect effects rather than repeatedly testing only main effects. 

 

8. Theoretical Contributions 

 Capability–outcome separation: the study demonstrates why competence and readiness should not be 

treated as automatic performance generators. 

 Process orientation: the findings support models in which SMM activity is converted into outcomes 

through customer-facing mechanisms. 

 Context sensitivity: Indian MSEs may show a capability saturation effect in which basic digital 

competence is widespread but higher-order digital routines remain differentiated. 

 Methodological refinement: future work should test conditional effects using SEM, moderated 

mediation and longitudinal designs rather than relying only on direct regressions. 
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8.1 Proposed moderated-mediation research design 

 
A future empirical study can test the integrated framework using a two-stage structural model. In the first 

stage, SMM practices would predict customer engagement. In the second stage, engagement would predict 

brand loyalty, which would predict business performance. Digital competence could moderate the first-

stage relationship, while organisational readiness could moderate the engagement-to-loyalty and loyalty-

to-performance relationships. The indirect effect would then be evaluated using bootstrapped confidence 

intervals. 

A longitudinal design would be preferable because the proposed model is sequential. Data collected at one 

point cannot establish whether engagement precedes loyalty or whether better-performing firms simply 

invest more in social media. Time-separated measurement would reduce common-method concerns and 

allow researchers to test whether improvements in digital routines precede improvements in customer and 

business outcomes. 

8.2 Measurement implications for future studies 

Future studies should distinguish between digital competence as knowledge, digital competence as 

behaviour and digital competence as organisational routine. Knowledge can be measured through 

perceived skill; behaviour through actual use of analytics, content tools and platform functions; routine 

through documented processes for planning, monitoring and learning. Organisational readiness can 

similarly be expanded to include leadership support, resource availability, employee involvement, 

infrastructure and change capacity. These richer measures may reveal effects that the compact scales in 

the current dataset cannot capture. 

8.3 Implications for scholars 

The paper encourages scholars to avoid interpreting a non-significant main effect as evidence that a 

construct is irrelevant. In digital marketing, technologies are often enabling infrastructures rather than 

independent causes. Their value may emerge through combinations, sequences and contingencies. This 

perspective can improve theory development by aligning measurement with the process through which 

digital resources are actually converted into customer and firm outcomes. 

The paper also demonstrates the value of separating what the data show from what the conceptual 

framework proposes. The supplied dataset supports the conclusion that competence and readiness did not 

independently predict the three outcomes. It does not support a statistical claim of mediation or 

moderation. Explicitly maintaining this boundary improves reproducibility and protects the manuscript 

from overstatement. 

Table 1. Visual evidence dashboard — direct effects reported in the manuscript 

 

Table 2. Publication-style evidence summary 

Construct / test Outcome β p R² 

Digital 

competence 

Customer 

engagement 
-.009 .872 .000 
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Digital 

competence 
Brand loyalty -.027 .352 .002 

Digital 

competence 

Business 

performance 
-.009 .878 .000 

Readiness: 

competitive 

pressure 

Customer 

engagement 
-.089 .627 .002 

Readiness: 

innovation 

orientation 

Customer 

engagement 
-.150 .627 .002 

Readiness: 

competitive 

pressure 

Brand loyalty -.072 .835 .001 

Readiness: 

innovation 

orientation 

Brand loyalty -.116 .835 .001 

Readiness: 

competitive 

pressure 

Business 

performance 
-.040 .261 .007 

Readiness: 

innovation 

orientation 

Business 

performance 
-.041 .261 .007 

Construct Outcome β p R² 

Digital 

competence 

Engagement −.009 .872 .000 

Digital 

competence 

Brand loyalty −.027 .352 .002 

Digital 

competence 

Performance −.009 .878 .000 

Competitive 

pressure 

Engagement −.089 .627 .002 

Innovation 

orientation 

Engagement −.150 .627 .002 

Competitive 

pressure 

Brand loyalty −.072 .835 .001 

Innovation 

orientation 

Brand loyalty −.116 .835 .001 

Competitive 

pressure 

Performance −.040 .261 .007 

Innovation 

orientation 

Performance −.041 .261 .007 
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8.4 Publication-oriented contribution statement 

The distinctive contribution of this manuscript is not that digital competence or readiness is universally 

unimportant. Rather, the evidence demonstrates that their direct explanatory power is weak in this 

particular MSE sample. This boundary condition is useful because it encourages researchers to test how 

capabilities are activated. The resulting framework integrates three theoretical perspectives with a 

measurable empirical sequence and identifies a clear next step: test the conditional pathway with SEM or 

PROCESS using longitudinal or multi-source data. 

 

9. Managerial Implications 

 Treat competence as a platform for execution, not an outcome. Training should progress from basic 

platform use to analytics, experimentation, content design and customer-response management. 

 Convert competitive pressure into routines. Managers should define what market signals trigger a 

change in content, platform selection or customer-service response. 

 Operationalise innovation. Innovation orientation should result in controlled experiments with clear 

metrics rather than general enthusiasm for new platforms. 

 Build an engagement loop: publish → observe → respond → learn → refine. This is more actionable 

than simply increasing the number of posts. 

 Use capability dashboards. Track skill maturity, response time, content performance, repeat 

interactions and conversion alongside financial indicators. 

9.1 A managerial capability ladder 

 
The findings suggest a practical maturity ladder for MSEs. Level 1 is access: the firm has accounts and 

basic digital skills. Level 2 is activity: the firm posts and interacts with some regularity. Level 3 is 

management: the firm plans content, monitors responses and uses platform analytics. Level 4 is 

integration: social media is connected with customer service, sales, payments and retention activities. 

Level 5 is adaptation: the firm experiments, learns and reallocates resources based on evidence. The 

current competence and readiness measures are closer to Levels 1–2; the performance value is likely to 

emerge more clearly at Levels 3–5. 

 Level 1 — Access: platform presence and basic digital literacy. 

 Level 2 — Activity: regular posting and routine customer response. 

 Level 3 — Management: planned content, analytics and performance tracking. 

 Level 4 — Integration: social media linked to service, sales and customer-retention processes. 

 Level 5 — Adaptation: continuous experimentation, learning and resource reconfiguration. 

9.2 Practical framework: Capability-to-value chain 

The proposed capability-to-value chain contains six stages: capability, practice, interaction, relationship, 

loyalty and performance. Capability refers to the knowledge and readiness required to act. Practice refers 

to what the firm actually does on social media. Interaction refers to customer response and firm 
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responsiveness. Relationship captures trust, familiarity and commitment. Loyalty reflects repeat behaviour 

and advocacy. Performance captures business outcomes. A failure at any stage can weaken the final result. 

 Capability → Can the firm use digital tools effectively? 

 Practice → Does it execute relevant and consistent SMM activities? 

 Interaction → Does the activity generate meaningful customer response? 

 Relationship → Does interaction build trust and familiarity? 

 Loyalty → Do customers return, recommend and remain less price-sensitive? 

 Performance → Do these relationships improve measurable business outcomes? 

 

10. Implications for Policy and Enterprise Support 

Digitalisation programmes for MSEs should move beyond connectivity and account creation toward 

capability development. Training should integrate content strategy, customer analytics, digital safety, 

platform selection and measurement. Support programmes can also encourage peer learning and shared 

digital services for firms that cannot maintain specialist marketing staff. The findings imply that readiness 

interventions alone are unlikely to generate outcomes unless they are paired with practical SMM routines. 

 

11. Limitations and Future Research 

The study is cross-sectional and based on self-reported organisational perceptions. The current direct-

effect tests do not establish mediation or moderation. The operationalisation of readiness through 

competitive pressure and innovation orientation may also capture only part of organisational preparedness. 

Future studies should use multi-source data, objective platform metrics and longitudinal outcomes. A 

structural model should test SMM practices → engagement → loyalty → performance, with digital 

competence and readiness as moderators. Hayes PROCESS or SEM can estimate conditional indirect 

effects, while longitudinal data can improve causal inference. 

11.1 Research agenda for Indian MSE digitalisation 

Future studies should compare micro and small enterprises separately, because resource structures and 

owner-manager involvement may differ. Industry-specific models are also warranted because customer 

interaction cycles vary substantially between food, apparel, home products and services. Platform-level 

analysis should distinguish Facebook, Instagram, YouTube, LinkedIn and messaging platforms rather than 

treating social media as a homogeneous environment. Finally, objective measures such as response time, 

engagement rate, lead conversion, repeat purchase and revenue growth should complement perceptual 

scales. 

 

12. Conclusion 

The central lesson of this study is that digital capability is valuable only when activated through 

appropriate practices and customer-facing routines. Neither digital competence nor organisational 

readiness independently explains engagement, loyalty or performance in the present sample. Rather than 

weakening the theoretical model, this result helps refine it: capabilities should be treated as conditions that 

shape the effectiveness of action, not as substitutes for action. For Indian MSEs, the strategic challenge is 

therefore not simply to become digital, but to become capable of converting digital resources into sustained 

customer relationships and measurable business value. 

http://www.ijfmr.com/
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