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Production and Marketing of Fruits and Vegetables

Santosh B, Wadkar

Abstract :

The study has been undertaken in Sangli and Kolhapur Districts with specific focus on selected Fruits and
Vepetables such as Mango, Grapes, Pomegranate, Banana, Sapota, Tomato, Fotato, Cauliflower, Chilll, Brinjal.
Generally it has seen that in case of less production demand is high and need less marketing and in case
production is high demand Is less requires more marketing, Over production require more marketing, less
production require less marketing, over production sometimes incur losses, less production reduces the chain
of middlemen, aver production gives unnecessary invitation to middlemen, middlemen exploit the producers
as well as consumer.

Study has been underizken (o see the scenarios of need of marketing of vepetables and fruits. Hypothesis put
1o test s, there is no significant relationship between production taken per acre in [ones and amount spent on
marketing. 400 sample farmers have been interviewed selected convenlenly using structured schedule to
collect the data. The data has been processed using Ms-Excel and SP35 for analysis and hypothesis testing,
Study Found that 88% samples are at opinion that the marketing needs when production Is more compared Lo
average. In case with Banana only the null hypothesis is rejected and alternative hypothesis i.e. Production
and marketing of freits and vegetables are having negative partlal co-relation in the sample area is accepied,
in case of vegetables the null hypothesis is accepted.

Keywords : Vegetable Marketing, Fruits Marketing, Sangli, Marketing of Fruits and Vegstables,

Introduction :

In a planned economic development transaction
of goods and services plays a very vilal role in
maintaining balance between production and
marketing. In fact marketing expands most rapidly
than either agricultural production or gross
national production in most developing countries.
Due to perishable nature and forces of demand
and supply the fruits and vegetables cannot

Santosh B. Wadkar

(MBA, M.Phil)

Assistant Professor,

Venkateshwara [nstitute of Management,
Peth, Tal-Walwa, Dist-5angli,
Maharashira, India - 415 407

provide assured returns to the farmers. The
dominance of middlemen could not give the
expected profit to the farmer and customers gets
it for with higher prices. The enthusiasm of
agriculiurist and customer is not conductive due
to middlemen. The strength of middlemen gives a
poor arrangement Lo farmers and the buyers.
Mediators control the market, yet don't Include
much esteem, The system wsed by the middlemean
does nol give Justice to producer and customers.

The quality and the brand of seeds. fertilizers,
pesticides etc. are used by the farmers without
seeking advice of the agriculture experts, This
causes over production and ultimately increases
the cost of marketing or inviting middlemen.

Production and Marketing of Fruits and Vegetables




Research Methodology:

Hypothesis put (o test are, there is no sigaificant
relationship between production laken per acre in
tomes and amount spent on marketing, Study lias
been undertaken to see the scenarios of need of
marketing of vegetables and fruits. Reguired data
has been collected using primary and secondary
data sources. Primary Data has collected from
farmers! producers, sellers, middlemen, customers
of frults and vegetables. The researcher has also
discussed with Reglonal Agriculture Officer,
Kalhapur, District Agricullure Officer, Kolhapur,
District Agriculture Officer, Sangli, Taluka
Apricultural officers of several talulas from
Kolhapur and Sanglh districis, Varlous Bazar
Samitis about the development, potential actual
farming government's economic support, their role
in marketing of such commaodities, ete. The
primary data has been collected through
questionnaire. Secondary Data has been obtained
by the researcher from the sources such as Census
of Kolhapur District, Census of Sangli District,
Gazette of Maharashira, Gazette of India. articles
published in news papers, from journals, from
Internet, reference books, research disseriations,
study reports completed by working group of
experts! NGOs, Governments, etc. The secondary
data has also been collected from the Government
Apriculture offices, i.e. 1) Regicnal Agriculture
Office, Kolhapur, if} District Statistical Office,
Kolhapur, iii} District Statistical Office. Sangll,
iv] District Agriculture Office, Kolhapur and
Sangli, v) Tahasil Agriculture Offices, Rolhapur
and Sangli districts, vi) Apeda.

Use of Excel spread sheet, SPSS has bring in use
for data feeding and analysis. Researcher has
fpcused on analysis in relation with production and
marketing of frults and vegetables in the study area.

For study following five fruits and five vegetables
have been taken. Fruits taken for study are,
Mango, Grapes. Pomegranate, Banana, Sapota.
Vegetables taken for study are Tomato, Potato,
Cauliflower, Chilli, Brinjal. The production has
been taken tones per acre and marketing has been
rated on the amount of expenses in rupees on
marketing activities.

Data Analysis:
The data collected has been arranged in tables and
presented, Testing of hypothesis is done using Karl

Pearson correlation coefficient.
Table 1 : Need of marketing when production

i5 lowy -
& Mumber of

. 1
Sr.| Particulars Respondanis Percenlage
I |¥es n ]
2 |Nao 363 0
3 | Total 400 L0

Source: (Field Survey)

The rescarcher has taken this auribute to check
the need of marketing when production is low.
Generally when the production is low; demand is
high and less marketing is needed,

Table 1 infer about need of marketing when
production Is less, It is clear thai 91% of the
producers said that there Is no need of marketing
when production is Jess and the remaining 09%
said that there Is a need of marketing.

From the above discussion it Is understood that
when production is less then demand is high and
when demand is high the efforts required to sell
are less Le. less usa of marketing is needed. The
minirum quantity of produce can be sold directly
in the market or the middlemen easily come (2
producer and purchases with higher price.

Table 2; Need of marketing when production is
more.

Mumber of

Sr. Particulars Respondents Percentage
1] Yes 353 BR
2 | No 47 12
1 | Toral 400 100

{Source: Field Survey)

The researcher has taken this attribute 1o check
the need of marketlng when production is high.
Generally when the production is high; demand is
low and more efforts for marketing are needed.

ETHOS Volume 10 No. 2 July-December 2017




Table 2 shows the need of marketing in case of
gver production. It Is clear that 88% af the
producers sald that there is a need of marketing
when production is over and the remaining 12%
said that there i5 no need of marketing.

From the above discussion It can be observed that
when production Is more than demand is less and
when demand is less the extra efforts are required
to sell the products. This can be followed by
making heavy promotion for marketing of
produce. In case of overpreduction the producer
cannod sale all the produce on his/her own. They

have to take the help of middlemen as a result of
this the producer purchase produce 2| low prices.
Thus the producer comes under fosses.

Hypaothesis testing:
Pearson correlation has been useid to last Lhe

hypothesis between production lones pEr acre and
marketing expenses.

Following table shows Pearson correlation
hatween production tones per acie and marketing

EXPEnses.

tones per acie anid markeling cxpenses.

Table 3: Pearson correlation between production
Correlations
Marketing cost Production In
Acre Hs tonos Acre
Marketing cost Acre Rs. Pearson 1 -010
Correlation _,
Sig. (2-tailed) B30 _ |
N 355 395 |
Production [n tones Acre Pearsan 010 I
Correlation
Sig, (2-tailed) B30
N 305 400

Source: (Complied by researchier]

Above (able number 3 shows, The correlation
coefficient ks -0.010 signifies very poar negailve
correlation which is notl significant since
significance at 2 (ailed is 0.850 reveals null
hypothesis is accepted and alternative hypothesis
i.e. Production and markeling of fruits and
vegetables are having negative partial co-refation
in the sample area is rejected.

Since study invelves live Fruits and five
vegetables, hypothess tested Independently for
sample fruits and vegelables s follows.

Pearson correlation between production lones per
acre and marketing expenses as per sample fruils

and vegetable.

Production and Marketing of Fruits and Vegelnhles




Following table shows Perrson correlation between p

as per the sample frults and vegetables.

Table 4 ; Pearson correlation between production lones per acre and

the sample fruits and vegetables,

roduction lones per acre and marketing gxpenses

marketing expenses as per

—

Sr{ Fruit Pearson | Sig(2- | N |5 Vegetables Pearson Sig (2- | N
Correlation | tailed) Correlation | tailed) | |

1| Mango 0.034 | 0838 | 39 | 1| Tomato 0.108 p.502 | dl

2| Grapes 0.019 0899 | 46 | 2 | Potato 0.136 0.414 | 38

3| Pomegranale 0.047 0.777 38 | 3 | Cauliflower -0.1B2 0297 | 35

_ | 4] Banama 0412|0007 | 41 | 4] Chilli -0.171 0.306 | 38

5 Sapola 0.043 {.804 35 | § | Brinjal 0.087 0.574 | 44
Source! (Compiled by researcher)

- Erom above table number 4 shows that in fruits 2 It s found it producers face the problems of
Mango, Crapes, pomegranate and Sapota shows low prices to dleLrprcll:luEEﬁl:lﬂ-:la]]}' when they
very weak positive correlation berween production ¢ell their produce to middlemen. the lf"ﬂh_lEl'“
tones per acre and markeling exXpenses. Wheroas of electricity, natural problems of ::ulle'-ltmn.
the significant negative correlation tave shown in The other problems Hke finance, scarcity of
case with Banana since the correlation eoefTicient proper markel, speds, fertilizers and water, etc.
is -.412 at 007 sig (2-tailed). Mo significant have been faced by the producers, The main
correlation Found in case of vegetables, With problem is exploitation by middlemen dot 1o
Tomato, Potato end Brinjal very weak pasitive which the producers do not get satisfactory
correlation found with production tones per acre prices. The problems of electricity and water
and marketing expenses and in case of i the summer season (March, April and May)
Cauliflower and Chilli very weak negative in Jath, Kavathemahankal and Khanapur taluka
correlation found, male it very difficolt sustain crop alive.

To conclude the discussion on this hypothesis it~ 3. ILIs sound that 91% of the producers say that
can be stated that in case with Banana only the there is no need of marketing when production
null hypothesls is rejected and alternative i |ess. When production is less then demand is

- hypothesis l.e. Froduction and marketing of frulls high and when demand is high the efforts
and vagelables are having negative partial co- required to sell are less Le. less use of marketing
relation in the sample area is accepted, And in case is required. The producers sell their products
of vegetables the null hypothesis 1s accepled. direcily in the markel or to the middlemen
Findings: pasily come to producer and purchase his
L. Tt is found that the variable cost has increased produce at higher price. Hence li 15 concluded

day by day, as a result, the cost of production that, "plenty production perishes the producer
of fruits and vegetables under study area has and vice-versa.
4. Tt is found that 88% of the producers are of the

also Increased. There is an increase in the cost
of fertilizers, pesticide/insecticides, labour
charges etc. in big proportion bat the selling
price of fruits and vegetables has not been
increasad in the same proportion. So the gap between
production cost and selling price has increased.

view that bumper production needs the
marketing. When production is maore than
demand is less and when demand Is less the
exira efforts are required to sell the products.
This can be followed by making heavy

11]
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promotion for mﬂl‘kﬂing of
cases the producers take the |
as a result of this the prody

produce at low prices,
suffer losses, £ find

produce, In such
elpof middlemen,
Cer purchases the
thus the producers

Sugpestions:
1. Tt is sugpest imi
cost asE Euel?da_:h?; t:-melmle R iy
aintain good health th
producers have to use | i oy
e ess fertillzers, pesticides/
cticides. They also have 1o use organic
farming. Family members of the producers
ilrmujd put |91e!r hands while ripening season.
the contribution of family laborers is high
productivity will be higher and the production
cost will be lower, Being family members they
do their work without any limit of time and their
Involvement is also considerable and effective.

. 1t is suppested that, the awareness programmes
should be organized from time to time Lo
provide knowledge of marketing regarding
market research, grading, advertising, branding
and positioning etc. and to protect the producers
from exploitation by middlemen. The Agriculfural
Produce Market Committee should organize
these types of programmes. The producers also
get marketing knowledge from varlous sources
like medla, government organizations and
agricultural organizations etc.

4. It Is found that the producers sell their produce
to middlemen because they cannol bear
transporiation eXpenses, they can avail of credil
facility from middlemen, they have scarcity of
human resources and large quantity of produce,
ete, The producers choose middlemen by
default not by choice. The middiemen take the
advaniage of these problems and purchase
produce at lower price and sell it (o customers
at higher price. Therefore it Is suggested thal

coducers should use the method of self sell in
the market Tor desirable benefit. This can be
done by community market like "Farmers
market” where there should be spansering,

organizing or promoting group invobved.

4. 1t is suggested that producers should do
processing ol their excess production like juices
of fruits, tomato paste, vegetable soup and
frozen ’-'Egulablﬁs. ete. The governmern should
provide finance or subsidy lor small-scale
processing units. [t converts perishable products
in to more durable processed products.
Producers should sell these processed products
In domestic market or export, It will also help
for employment generation,
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Ahstract :
The study has been undertaken in Sangli and Kolhapur Districts with specific focus on

selected Fruits and Vegetables such as Mango, Grapes, Pomegranate, Banana, Sapota, Temato,
Potato, Cauliflower, Chilli, Brinjal. The producers are unaware about marketing knowledge or
very few producers use these marketing practices. Lack of these knowledge leads o suffer losses
by petting less prices to their produces. The middlemen take the advantage of this unawarencss
and exploit the producers. So it necessary from producer’s side o acquire marketing knowledge
from various sources like media, government arganizations and agricultural organizations etc. it
results to increase the profit.

Study has been undertaken to see the scenarios of awareness of marketing of vegetables
and fruits. Hypothesis put to tesl is, The producers of fruits & vegetables are not aware of
marketing knowledge which leads to less price and demotivation of the producers. 400 sample
farmers have been interviewed selected conveniently using structured schedule to collect the
data. The data has been processed using Ms-Excel and SPSS for analysis and hypothesis testing.
Study found that aimost all producers arc unaware about marketing knowledge in the study ares.
there exists relation between knowledge of marketing and demotivation of samples. Lesser the
knowledge more is the demotivation. Gince value of v square is very less reveals that beyond
knowledge of marketing many more reasons are existed which need to be explore.

Having discussed this hypothesis in two pars it concludes thal null hypothesis is

accepted and alternative hypothesis is rejected.

1711 |Fage Copyright©2020Authors
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Keywords :Vegetable Marketing, Fruils Maorketing, Sangli, Marketing of Fruits and
Vegetables,
Introduction:

In India the agriculture plays a role of the main occupation provider. It is necessary to
adopt advanced scientific method of cultivation in order to improve the agriculiure. Due to
perishable nature and forces of demand and supply the fruits and vegetables cannot provide
assured returns to the farmers. The dominance of middlemen could not give the expecied profit
to the farmer and customers gets it for with higher prices. The enthusiasm of agriculturist and
customer is not conductive due to middiemen, Indian farmers commonly depend intensely on
middlemen especially in products like fruits and vegetables. The strength of middicmen gives a
poor arrangement to farmers and the buyers.

Low awareness about market, too many intermediaries, the faulty sale and distribution
procedure have become so complex thet producer do not know the right place and right time to
market the produce. There arc too many problems for producer; they totally depend on
middlemen, private traders and pre-harvest contractors. The present marketing system has many

problems which have direct impact on producer and farmer,
Research Methodology:

Hypothesis put to test is, The producers of fruits & vegetables are not aware of marketing
knowledge which leads to less price and demotivation to the producers. Study hasbeen
undertaken to see the scenarios of need ofmarketing of vegetables and fruits, Required datshas
been collected using primary and secondarydata sources. Primary Data has collected
fromfarmers’ producers, sellers, middlemen, customersof fruils and vegetables. The researcher
has alsodiscussed with Regional Agriculture Officer,Kelhapur, District Agriculiure Officer,
Kolhapur,District Agriculture Officer, Sangli, TalukaAgricullural officers of several talukas
fromKolhapur and Sangli districts, Various BazarSamitis about the development, potential
actualfarming governmenl's Economic support, their rolein marketing of such commaodities, etc.

Theprimary data has been collected throughquestionnaire. Secondary Data has been obtainedby

1712 | Page Copyright®2020Authors
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the rescarcher from the sources such as Censusof Kolhapur District, Census of Sangli

District,Gazette of Maharashtra, Garette of India. anticlespublished in news papers, from

journals, frominternet, reference books, research dissertations.stedy reports  completed by
working group ofexperts! NMGOs, Governments, ete. The secondarydata has also been collected
from the GovernmentAgriculture offices, ie. 1) Regional AgriculiureOffice, Kolhapur, i)
District Statistical Office,Kolhapur, iii) District Statistical OfTice, Sangliiv) District Agriculture
Office, Kolhapur andSangli, v) Tahasil Agriculture Offices, Kolhapurand Sangli districts, vi)
Apeda.

Use of Excel spread sheet, SPSS has bring in uvsefor data feeding and analysis.
Researcher hasfocused on analysis in relation with production andmarketing of fruits and
vegetables in the study area.For study following five fruits and five vegetableshave been taken.
Fruits taken for study are.Mango, Grapes, Pomegranate, Banana, Sapota.Vegetables taken for
study are Tomato, Potato, Cauliflower, Chilli, Brinjal.

Data Analysis:
The data collected has been arranged in tables and presented. Testing of hypothesis is

done using chi-square Eta.

Table No. 1 Knowledge! use of marketing practices

Sr. Viery
No. Particulars Mot at all | a litile | Rather | Much | much | Total
1 Grading 103 176 a4 23 4 400
(26%) | (44%) | (24%) | (06%) | (01%) | (100%)
2 Segmentation 154 145 31 42 -3 400
(39%) | (36%) | (13%) |(01%) | (02%) | (100%)
Target to 126 o8 I 54 15 a7 400
‘ 1 custamer (32%a) (25%) | (39%4) | (04%) | (02%) | (100%)
4 Positioning 321 52 23 02 02 400
(80%) - | (13%) | (06%) |(01%) | (01%%) | (100%%)
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b Branding 286 56 40 12 06 400
(72%) | (14%) | (10%) | (03%) | (02%) | (100%)
3 Advertising 12 36 23 0 0 400
(80%) | (14%) | (06%) | (0%&) | (0% | (100%)
7 Sell=sell 24| ag 21 32 16 400
(60%) | (23%) | (05%) |(OB%) | (04%) | (100%)
8 Competitors 243 50 56 28 12 400
Policy (61%) | (15%) | (14%) |(07%) | (03%) | (1008%)
B Sell at lean
marketing 300 27 20 28 25 400
9 period (75%) | (07%) | (05%) | (07%) | (06%) | (100%)
Market 345 30 10 08 07 A0
10 Research (6% (08%) | (03%:) | (02%) | (02%) | (100%)

(Source: Field survey)

The researcher has taken this variable to know the marketing knowledge of producers. If
the producer has less marketing knowledge then the middlemen take undue advantage and
exploit the producers.

Table No. 1 give information about knowledge of marketing to the producers. It is
observed that in case of grading 44% of the producers said that they have a little knowledge,
24% said not at all, 24% said rather, 06% said much knowledge and remaining 0% said that
they have very much knowledge about grading. In case of segmentation 39% of the producers
don't have knowledge aboul segmentation, 36% have little knowledge, 13% said rather, 02%
have very much knowledge and only 01% has much knowledge about segmentation. In case of
target to customer, 39% of the producer said rather, 32% said not &t all, 25% said a httle, 04%
said much and 02% said very much. 80% of the producers don’t have knowledge about

positioning, 13% have a little knowledge, 06% said rather, & 02% said much and very much
1714 |Page Copyright©2020Authors
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knowledge about positioning. In case of branding, 72% of the producer said that they don't have
knowledge about branding, 14% said a little, 10% said rather, 12% said much and remaining
2% said very much knowledge. 80% of the producer suid that they have nmot at all knowledge
about advertising, 14% said a linle, 06% said rather and no one said much and very much
knowledge about advertising. In case of self sell 60% of the producer don't use self sale
practices, % a little use, 0836 said much use, 05% said rather and remaining 04% said very much
use of self sell. 61% of the producers said not at all knowledge about competitor’s policy, 15%
said that they have a little knowledge, 14% said rather, 07% said much and 03% said very much
knowledge about competitors policy. 75% said that not at all, 07% said much and 2 little cach,
06% said very much and remaining 05% said rather use the technigue like sell at lean marketing
period. And in case of market research 86% of the producers don't know about market research,
08% have a little knowledge, 10% have rather and 02% have much and very much knowledge
about market research.

From the above analysis it is clear that, the producers are unaware about marketing
knowledge or very few producers use these marketing practices. Lack of these knowledge leads
to suffer losses by petting less prices to their produces. So, it is necessary to make awareness

about these practices in producers mind.

Table no. 2 Lack of marketing knowledge leads to less price

Sr. No. | Particulars | No. of respondents | Pereenlapge
1 Yes 374 L

2 Mo 026 06

3 Total 400 100

(Source: Field survey)
The researcher has taken this variable to check the result of lack of marketing knowledge

of producers. To get more profit and for fair trade practices the marketing knowledge is most
imporiant.,
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Table no. 2infer about lack of marketing knowledge leads Lo less price. 1t has foumd that,
94% of the producers said lack of marketing knowledpe leads Lo less price and remaining (6%
said that lack of marketing knowledge does not leads o less price.

The middlemen take the advantage of this unawareness and exploil the producers. 5o it
pecessary from producer’s side to acquire marketing knowledze from various sources like media,
government arganizalions and agricultural organizations ete. it resulls o increase the profil.
Hypothesis testing:

The producers of fruits & vegetables are not aware of marketing knowledge which leads to less

price and demotivation of the producers,

H1: The producers of fruits & vegetables are nol aware of marketing knowledge which leads to

less price and demativation of the producers.
For the sake of testing purpose two independent null hypotheses have been proposed as

follows.
HO: There is no significant association between marketing knowledge of producers of fruits and

vegetables and fewer prices they get for their produce.

Hypothesis tested using chi-square Eta

Tahle No. 3
Direetional Measures
Value
Mominal by | Eta | Knowledge of MKT Dependent 0.006
Interval _
Leads to less price Dependent 0.211

Ahove table reveals value of Eta is 0.006 and 0.211 which ig very poor shows that these

two variables Le. knowledge of marketing and less price are not associated.

Hence the null hypothesis is accepted and alternative hypothesis is rejected.
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The second hypathesis of the said major hypothesis hias been tested using regression as

follows.
Table No. 4Regression model summary of knowledge of murketing and demotivation of
samiples.
Model Summary
' - Model R R Square Adjusted R Square | Std. Error of the Estimate
I 0126 0.01a 0L 3 0.4545

a. Predictors; (Constant), Knowledge of MEKT
& which is very

Above table shows that value of r is 0,126 and that 1o of r square is 0.01
poor and statistically does not allow o proceed for further calculations still to facilitate further

study caleulation of ANOVA and regression cocfficients have been worked out as follows.

Table No. SAnova of knowledge of marketing and demotivation of samples.

~ ANOVA"
Model Sum ol df Mean F Sig.
Squares Square
1 Regressi 1.319 1319 [ 6.384 | 0.012°
on
Residual §2.229 398 0.207
Total B3.548 399
l
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a. Dependent Variable: Demativation Of Praducer

b. Predictors; (Constant}, Knowledge of MET

The table reveals fhat the model is significant since f test is significant with value of
significance is 0.012 at 1 df.

Table No. 6 Regression coefficients of knowledge of marketing and demotivation of

samples.
Coeflicienis”
Model Unstandardized Grandardized | Sig-
Coefficients Coefficients
B Sid. Error Beta

| | (Constant) 4442 0128 14,662 | 0.000

Knowledge of 0,190 0.073 0126 | -2.527 | 0012

MET
a, Dependent Yariable: Demetivation Of Producer

dependent varizble feed in L&

Above tuble shows that the constant is significant and i

knowledge of marketing is also significant since value of significant is 0.012. The distussion on
gwledge of marketing and demol ivation of

revedls that there exists relation between kn
value of r square is very Jess

ragressimn

samples. Lesser the knowledge more is the demotivation, Smce

reveals that beyond knowledge of marketing many more reasons ane existed which need to be

explore.

Having discussed this hypothesis in Iwo parts it concludes that mull hypothesis Is

accepted and allernative hypothesis is rejected.

Findings:
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. It Is found that, 44% of the producer said that they have a little nowledge and 24% said
that they have not all knowledge about grading of produce. In case ol scgmentation, 39% of the
producers don’t have knowledge and 36% have little knowledge. 3085 of the producer said
ather, 32% said not at all, 25% said o linle knowledge about target [0 customor. Aoz al the
producers don't have knowledge about positioning and 13% have a little knowledge. In case af
branding, 72% of the producer said that they don’t have knowladge and 14% said @ liltle
knowledge. 80% of the producer said that they have notat all knowledge shout advertising, 1%
said  litthe knowledge., In caze of self gell, 60% of the producser don't use selll sale practices and
23% a little use self sale practices. 61% of the producers sakd not at all knowledge aboul
- competitor's policy, 13% said that they have @ little lenowiledige. a5ug qufd that not at all O7%
=nid much and a littke sue the technique of sell ot lean marketing period, In case of markel
resenrch, 6% of the producers don't know aboul market research and D8% have n little
knowledge. 1t is also found thot almost all producers are unawans phout rmarketing knowledge in
ihe study Area.
2. It Is found that, according 1o 94% of the producers lack of marketing knowledges leads o
less price and 06% cald lack of merketing knowledgs does nol leads to less price. Im prescnt
geenario it is necessary Lo have morketing knowledges. Otherwise the producers sufer losses by
selling the produce middlemen and middhzmen undue the advantage and gxploit the producers.
3. It is found that #6% of the producers sell their produce 1o middlemen on the farm, 23% in
the market to middlemen, | 204 self sell in the market and only 01% use the agEri= tourism. 11 these
methods are divided in 10 knowledge of the market and ignornce of market knowledge, 69%% of
the producers have lack of market lenowledpe therefore they ke the help of middlamen and only
31 %4 have a little market enowledge. It is atso found that il the producers uses the methods like
farm =tall, self farm stall, and sell in the market, restaurant sales, pnd create value added products
then they get more benefits. The prices I the fruits and vepetables are high because ol the
negligible rolke of organlzed sector Le. eo-operative marketing. Hence, the middlemen ars getting
the adventape of this gituation and they are eprning high prodi.

Suggestions:

1719 |Pag= CopyrightS2020Authors



‘studies In Indign Plece Nomies
Care Journal) IS5N 23594-3114
/ fﬂﬁﬂ Vol-40-issue-27F-Fobruary-2020

1. It 15 sugpeste
BB d that government should make the producers aware about the various state

IE“'-:I and local level agriculiural organizations which are established 1o strengthen the
agriculture field with the help of information exchange, improving communication and
developing high agricultural output. Also they should provide up-to-date knowledge about
market condition, quantity of production, demand, market nature, marketing policies to be

adopted for particular product especially when production is over, and how Io eliminate
middlemen ete.

2. It is suggested that, the awareness programmes should be organized from time to time to

provide knowledge of marketing regarding market research, grading, advertising, branding and
positioning ete. and to protect the producers from exploitation by middlemen. The Agricultural
Proeduce Market Committee should organize these types of progrimmes, The producers also gel
marketing knowledpe from wvarious sources like media, government organizations and
agricultural organizations etc.

3 It is found that the producers sell their produce to middlemen on the farm as well as in the
market. The producers have lack af market knowledge therefore they teke the help of
middlemen. Therefore it is suggested that the farmers should take responsibilities including
undertaking administrative duties of the market, Making a stall on daily basis by rent. This
system provides many farmers with the opporiunity to sell their products at fuir price &
customers also get with remunerative price, [t is also suggested that the farmers having farm on
road sides should use the method of Farm stall. With the help of farm stall sales, farmers should
attract many customers and due to this transportation cost and the price of products will
decreased.
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“EFFECTIVENESS OF DISTRIBUTION CHANNELS OF FMOG: A

STUDY OF RURAL MARKETS OF WESTERN MAITARASHTRA™

ABSTRACT:

The raral market offers a big attracifon o markefers, i would be naive to think that any
company can enter the merkes withou! facing any problemns ard walk away with a vizable share.
Elnforiunately, it i not possible to fransplant suecessfil urlan mcirkeding siraiegies to rural
markers, namely, deep and intensive refailing and continuans consimer-pull generaifon through
exefvertising and promofions.

Distribution is the most imporiamt variable in the marketing plany of most consumer
goods mannfacturers, becanse managing sueh a massive soles and disiribution network is in
fiself @ huge task Thix paper covers problems faced by channel nrembers while distributing good
and services. Distribution chamiels play a pivotal rele in marketing by performing a number of

vital disiribution functions, Firms vely mosily on their mearkeling channely fo generale cuslomer

satisfaction and to achieve differentialion aver com pretition,
This paper focused on need 10 @eeess retailers in tovwns and larger villages and promote

producis there, so that the products that are purchased locally can reach smaller retail outlets in

villages. Consumer royalty can be to the brand or to the vetailer. It follows that the type of

conswmer loyalty exhibited by the target grong has implications Jor the marketer. The influence
of the retailer is perceived o be high in the rural markel.
KEYWORDS: Rural markeiing, Effectiveness of channel of distribution, problem perceived by

channel members, Satisfaction of channel members and riral constumers.
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1. INTRODUCTION:
The rural market offers a big attraction 1o marketers, it would be nafve to think that any

company can enter the markel without facing any problems and walk away with a sizable share.
Unfortunately, it 5 noi possible 10 transplant successful yrban marketing strategics o rural

markets, namely, deep and infensive refailing and continuous consumer-pull generation through

advertising and promotions,
The distribution network in India is characterized by a predominance of funily-owned

proprictary concemns. Urban areas have a variety of distribstion outlets, ranging from large
supermarkets and supersiores to the smaller reighborhood retail stores. In contrast, in villages,

small shops alone are the backbone of the local retail network.
There s # need to access refailers in towns and larger villoges and promote products

there, so that the products that are porchased locally can reach smaller retail outlets in villapes.
Consumer royalty can be to the brand or o the retailer. It follows that the type of consumer
lovalty exhibited by the target group has implications for the marketer. The influence of the

retailer is perceived 1o be high in the rural market.

2. OBJECTIVES OF THE STUDY:

1. To identify conventional approaches to reach Rural Maharashtea.
2. To find the problems perceived by channel members in distribution of Fast Moving

Consumer Goods to Rural Market in Maharashira.
3. To assess the level of satisfaction of rural consumers with regard to Fast Moving

Consumer Goods distribution system.

J. PROBLEM TO BE INVESTIGATED:
o To investigate the problems perceived by channel members in distribution of FMCG to

Rural
®  Market in Western Maharashtra,
® Toinvestigate payment terms.

* To examine problem of excessive lead time,
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o To investigate dearth of promotional schemes
# Toexsamine problem of discriminat on
o  To study the menace of Fake Products

® Tocxamine problem of lagk of cooperation and cohesiveness

4. SCOPE OF THE STUDY:
The study is limited to Western Maharashtea, Study area contains 3 distrcts s sty b
limited 10 selected FMUG companies’ distribution channel such as HEU iThndustan Unilever

Limited) and GOCPL (Godrej Consumer Prisduct imited b,

5. RESEARCH METHODOLOGY:
S.1 SAMPLING METHOI
Convenience Sampling Method has wsed for the collection of data from wvarkous
courees such as — Distrbutors, Super-Stockiest, Wholesalers, Stockiest, Retailers and

Consumers, Whole population s divided into diflerent strata - Consumers, Retailers,

Whalesalers and Distributors.

23 SAMPLE SIZE OF THE STUDY

Sr. Nu Sample Unit sample Size |
I Consumers oo
= % Retailers 60
3 Wholesalers i
4 [Distribstors i
T r 5 Total T

iSource: Primary data)

1648 |Fapc Copynght (& 2020Authars



.i'tud.ies in Indian Place Names ISSN 2304-3114
(UGC Care Journal) Vaol-40-ssue-27-Februang-2020

6. DATA ANALYSIS AND INTERPRETATION:
6.1 LEVEL OF SATISFACTION OF DISTRIBUTORS:
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Extent of Satisfction
Aftributes Delighted | More | Satisfied | Less | Disgust
Than Thin
Satisfied | Satishicd
1 | Mode of Payment ] 2 0 0 0
2 | Lead Time ] 0 ] 7 4
3 | Mode of Delivery 0 {} B k! 0
4 | Communication 0 i} 0 T 4
5 | Mo, of assortment 1] 7 4 i) a
6 | Cost 0 0 { 8 3
7 | Display of Product ] q 7 1] 0
8 | Covernge Partern 0 ] 0 8 3
9 | Execution of Fromo-Offer |0 ] 0 7 q
10 | Understanding of ] ] ] 8 3
channel’s Requirement
11 | Quality of sales — kit 4 7 a 0 i
12 | Credit Period ] 0 0 5 ]
13 | Action taken against 0 0 0 3 6
channel’s complaint
14 | Attitude of territory In- 0 5 6 0 i}
charpe
15 | Domain knowledge with 0 5 & 0 1]
territory In-charge

6.2 LEVEL OF SATISFACTION OF WHOLESALERS:
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Exient of SatlsGielion
Adtributes Delighted | More Satislied | Less Disgust
Than Than
Satislied Satished

[ | Mode of Payment 3 16 ] [0 0

2 | Lead Time 4 16 10 [0 0

3 | Mode of Delivery 3 16 Ll 10 0

4 | Communication 4 [& 10 11 0

5 | Mo. of assortment i |6 11 10 0

6 | Cost 3 lé 12 09 0

7 | Display of Product 3 l& 12 09 0

8 | Coverage Pattern 4 |6 [¥] 10 i

¢ | Execution of Promo-Offer | 3 16 i 10 o

10 | Understanding of 4 16 [ ] 0
channel’s Requirement

11 | Quality of sales — kit 3 16 Il 10 0

12 | Credit Pericd 3 Ia I 10 0

13 | Action taken against 4 16 10 10 0
channel’s complaint

14 | Attitude of territory In- 3 1] 2 09 i
charge

15 | Domain knowledge with 3 15 12 10 1]
territory In-charge
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6.3 LEVEL OF SATISFACTION OF RETAILERS:

Extent of Satisfaction
Aftributes | Delighted | More Satisfied | Less Disgust
Than Than
Satisfied Satisfied
1| Made of Payment 10 I 20 |} i
2 | Lead Time g ) 33 9 )
i i | Mode of Delivery 10 10 31 9 0
4 | Communication Q 10 32 9 ]
5 | No. of assortment 10 LG 31 9 0
6 | Cost 9 [0 30 Il 0
7 | Display of Product 10 10 30 10 0
8 | Coverage Pattern 7 12 32 9 0
9 | Execution of Promo-Offer | 10 10 31 q 0
10 | Understanding of 9 10 31 10 0
channel's Requirement
- 11 | Quality of sales — kit 1o 10 3l 9 0
12 | Credit Period 1] 10 3l ] 0
13 | Action taken against 9 L] 32 g o
channel’s complaint :
14 | Attitude of territory In- 10 10 30 10 ]
charge
15 | Domain knowledge with 10 11 30 9 0
territory In-charge
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6.4 LEVEL OF SATISFACTION OF CONSUMERS:

Food Items Toiletries Cosmetics
(") (%) (%)
A | Availability
1 | Highly Satisfied 54 ] i3
2 | Satisfied 46 T 67
3 | Meither satisfied nor 1] 30 0
Dissatisfied
4 | Dissatisfied i 0 0
5 | Highly Dissatishied 0 a 0
B | Range of Product
1 | Highly Satisfied 0 0 0
2 | Satisfied 9 13 I
5 | Meither satisfied nor 22 7 29
Dissatisfied
4 | Dissatisfied 69 B0 &0
5 | Highly Dissatisfied o 0 ]
C | Regularity of Supply
1 | Highly Satisfied 69 R0 a6
2 | Satisfied 9 L3 11
3 | Meither satisfied nor 22 7 23
Dissatisfied
4 | Dissatisfied 1] i)
5 | Highly Dissatisfied i) 0
D | Proximity of
Retailers
1 | Highly Satisfied a 4] 1]
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| Satisfied ) 80 6
Meither sotisfied nor [0 20 34
Drizsalisiied
4 | Dissatisfied i Y
5 | Highly Dissatisfied o
7. FINDINGS:
sent system of FMCG

e It is found that Majority of the distributors were satisfied with pre
factures are provided the

distribution in the rural market of Western Maharashira. Manu
carcher has observed that

FMCG products to the distributors as per their requirement, Res
their business relations and communication is very good. Manufactures are provided

FMCG products to the distributors in time. They have taken orders on phone and
rrated that summary of level of

provided these poods to the distributors. It is na
satisfaction of distributors are satisfied due to mode of payment, mode of delivery well
communication , promotion offer, quality of sales kit, attitude of territory in charge, issue

handled etc.
ith present system of FMCG

It is found that Majority of the whalesalers were satisfied w
Distributors are provided the

distribution in the rural market of Western Maharashtra.
nt. Researcher has observed that

FMCG products to the wholesalers as per their requireme
is very good. Distributors are provided

their business relations and communication
time. They have taken orders on phone and

FMCG products to the wholesalers in
provided these goods to the wholesalers. It is narrated that summary of level of

satisfaction of wholesalers are satisfied due to mode of payment, mode of delivery , well
communication , promotion offer, quality of sales kit, attitude of territory in charge, issue

handled ete.
It is found that Majority of the retailers were satisfied with present system of FMCG

distribution in the rural market of Western Maharashira. Wholesalers are provided the
FMCG products to the retailers as per their requirement. Researcher has observed that
their business relations and communication is very good. Wholesalers are provided

FMCG products to the retailers in time. They have taken orders on phone and provided
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[he;sff goods to the consumers, It is narrated that summary of level of satisfaction of
retailers are satisfied due to mode of payment, mode of delivery, well communication,
promotion offer, quality of sales kit, attitude of territory in charge, domain knowledge
with territory In-charge, Time taken [or query resolution, Responsiveness during
implementation, credit period, display ol product, Meeting with territory [n-chargc,
number of assortment, coverage Pattern, cost and differcnt issue handled.

It is found that rural consumers were highly satisfied with the availability of food items
(54%), and satisfied with toiletrics (70%) and cosmetics (679%) thaugh the gpecific
products / brands net available. At least one product was available under afl categories
which just solved their purpose without specific brand and they were least bathered about
good / bad quality products. There was extremely high dissatisfaction (69% ey
80% toiletries, and 60% cosmetics) among the rurzl EONSUMErs regarding range af

products because product length was too short that only 2-4 producis were available

na choice but to buy the av
iniletries, and 66% €0 smelics)

under each category; cusiomers lad ailable ones. 1t is als0

found thal customers wers satisfied (6990 food items, B0
with regularity of supply of products 23 well as satisfied (90% food items, B0% toiletries,

and 66% cosmetics)

SUGGESTIONS:

[Histributors should be use effective marketing channels to generate cuslomer satisfaction

and to achieve differentiation aver competition.

Distributors try 0 use effective marketing channels to minimize lead time while

delivering FMCG goodsieryices.
Channel conflict was there among the rural and
werritories allotied by the companies so lry {0 maintain eoordination amang them

urban distributors ever the jumping of

The extending of credit by retailers to customers shoukl be depends upon their location

and product.

9, CONCLUSION:
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Parformance of existing FMCG channcls of

lers in mural westem Nlaharashira serve the
point of

Finally researcher has conclude rhat

distribution-Distributors, Whalesalers, and Retai

[ ! : .
nsumers well and they are satisfied with existing FMCG distribution channel. On the

view ity o R - :
of consumers, they are also satisfied from the distribution channels of existing FMCU

companies selected for the study,
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Importance of Online Marketing on Integrated Marketing Communication
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shxreact

Onlhme Marketing 15 formmg o an asbragiange ssae o each bessess divsaon, asl steadily
pesmmes @ pemannely sipmficant gobv o ans o pailiechmmiel proamsting svaene Iniepratcl
Alorhcnme Comnmcatson (MO soa promednng et poonmstces all tvpes of comespeoadence anid
ssiaees are premsiakoghy Conneciod wopettier Promistion is oaic ol thie 17 m lse oarkciigg ams

INKC wmliees whole shiocasmig omdenvns Owough publiciemy open connection anshyadual
selbimge. deals ads ancensent, web poomotose. choect=ashver s socws oocrcate goeet exireme effect o the
tiericle nicres o at e bsase Cupeney Ianls Presmoteims i (i [ psiaiil«pms pEnratiegE ac i el
ly help e ollors of wr gem or admomsteaion Tsis idal Sellig s omal conrespondonce with podenteal
prsrchasers ol m e stk the soal of siakaing @ deal The mebivdual sélburg ns Comcenteare ot Firss on
Puaelebiinge sipr an assoceatsnn sl ghe pistemtenl porelaser, ssever will i gvery cose ot List eridl il an
crclensaan 1wy baome the deal 1o chose

INIC sets asule <asli as o ahsposes. of duphication m sones. T gvomnple. illustratenns aid
platography They can Be shared msd oulsed o promastage. displaysoand desls sooting The adyvanzes in
pranes anaon T e prompred one of the imoss unigue and progressiy e clamgses thiromglot she cotire gustence
of prometing. she coonenal changes i corvespondence ubliomg miuitn e nrcdia
REY WORDS Onhne markeumg. effectivencss. Imeerated Markering Comanumiganion

It rockuciion

Chiline marketing 15 bocomimg a hot wpid i eveey busimess sector, and ¢mdually plass a
trulv smporant role noany company s multi-chanme| markcelng strategy It uses the
Iferscr o dehiver |:|l'|.'|-|'|'u:|-1.|:-|:|l'l..1|. markeipne messaecs o consumers 1t inclodes cmal
marketmg, gcarch engine markenng. social media markenme, many tpes of dizplas
advertmg (ngludmg web banner advertismg ). and mobile ady ertising

Imtcgrated Marketng Commumigation (IMC) 5 a0 madketing concepr that ensures all
formes of commemcation and messapes are carclully imked wogerher

Intwgrated Markcung Commumication means miggrate all the promotional wols <o that
thes are work together m hammony MO makes the use of entie marketng effors m the
form of advertsmg. pubbc selmion, personal selling, sakes prometon, et nerketime,
dizeet marketing n order 0 genere mursmie impact on the gt asdience at ol
NI Covsl

This pagrer as based on secondars data and atemp e provsde the efiecus eoess of Online
Aarketme through Infegrmed Markenimg Cominmmication

Crhjectives of the studls

1. Tokpess the Onling Masketing s bencfus and mstations
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2. Toknow the Intcgrated Marketing Communication its benefits and Tinitations,

3. To understand the effectiveness of online markcting on ntegrated  marketanyg
commuLrication,

Tools of online marketing:

I. Display advertising

Display advertismg comveys its advertising message wviswally using lext, logos,
animations, videos, photographs, or ether araphics. Dhsplay advertesers frequently target
users with particular traits 1o increase the ads' effoet,

4 Wehlmuuerndwﬂi:ing

Web banners or banner ads typically are praphical ads displayed within a web page
Banmer ads can use rich media to incorparate video, audio, animations, buttons. forms, or
other interactive elements using ava applets, HTMLS, Adobe Flash, and ofhier programs.
3. Frame ad (teaditional banner}
 Frame ads were the first form of web banners. The colloquial usage of "banser ads” often

refers to traditional frame ads. Website publishers incorporate frame ads by setting aside
a particalar space on the web page

4. Pap-upsipop-under

A pop-up ad is displayed in a vew web browser window that opens above a wohsite
visitor's initial browser window. A pop-under ad opens 3 new browser window umder a
wehsite visstor's mitsal browser window .

5. Floating ad

A foating od, or overlay ad, s o type of nch media advertisement that appears
superimposed over the requested website's content. Floating ads may disappear or

HUlE g
become less obtrusive afier a preset time period ;.;SF* "i{c-:l
6. Expanding ad ] peih -
An expanding ad 15 a rich media frune ad that chonges dimensions upon a predefined W ;":

Il'i.
condition, such 35 a preset amount of time a visitor spends on a webpase, the vser's elick w
on the ad, or the wser's mouse movement over the advertising. Expanding ads allow A
advertsers to fit more information mto a restieted ad space,

T, Interstitial nd

An mterstitial ad displays before a nser can accoss requested content. sometimes while

the wser 5 wasting for the content to load Inteestitaal ads are 2 form of interruption
markeine.

8. Text ads
A tent ad displavs text-bnsed hyperlinks. Text-based ads maw display separately from o
web page's prmary content, or they can be embedded by hyper linking mdividun! words
or phrkes 0 adverliser's websites. Text ads may alse be delivered through email
marketing or text message marketing,

824 Copgtight (5 200 Dasthors



e i Indlion Fiece Mames . I fawi
[Uﬂ[' Care Juisrsal) Val -8 Pamass- 27 Pelirmary N30

9. Search Engine Marketing (SEM)
Scarch Engine Marketing, or SEM, iz designed o inerease 1 wehbsite's visibilily in search
engine results pages (SERPs). Search enpmes provide spensored resubts and organic
{non-sponsored) results based on a web searcher's query. Secarch engines often employ
vissal cues to differentinte sponsored results from organee results. Search engine
marketing inclodes all of an advertiser’s actions to make a websiic’s listmg more
prominent for topical kevwords.

10, Search Engme Optimization (SECH
Search Engine Optimization, or SEQ, attempts o improve o websile's onganic search

rankings in 3ERPs by increasing the website confent's relevance 1o search terms. Search
engines regularly update thewr algorithms o penalize poor quality sites that try to game
their rankings. making opeunization a moving tangel for advertmers. Many vendors offer
SEQ services.

I1. Social media marketing
Social media marketing is commercial promotion cenducted through social media

websites. Many companics promete their products by posting frequent updates and
providing special offers through their social media profiles.

12. Mabile Advertising
Mobile advertising 15 ad copy defivered through wirckess mobile devices such as smart
phones. feature phones. or tablet computers. Mobile advertising may take the form of
statec or nch media displav ads. SMS (Short Message Service) or MMS (Multimedia
Messaging Service) ads, mobale search ads, advertising within mebile websites.

13. Email Advertising
Emiul advertising 15 ad copy compnsing an entire email or a portion of an email message
Email marketing may be unsoliceted, in which case the sender inay give the recipient an
option to opt-out of future cmails, or it may be sent with the recipient’s prior consent (opt-
| .

Benefits of online marketing:

v [ntemet gives vou a wide access of vour potential custamers. 1t has been cstimated that a
couple of billion people around the world usc the Intemet. and more are becoming aware
of Intemeat with each passing day. So. marketing your business (o such a ke group of
peaple 15 only possible through Intemet
Intermct = the only mediom that s able to cross geographic and national boundaries. The
cost of promoting vour busingss on the Internet 5 cheaper than other medium of
marketing. This makes it casv for small and mid-sized businesses o advertise their
products.

* Intemet allows the ability 1o stav conneeted with customers on a real-time basis. If any
discount goung on. then it is easier to sond an email 1o customers and they can buy the

product instantly
Internet also allows sending multiple messages at the same time, which saves the tedious

task of sending a pewsletter to every elient.
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Internet marketing facilitates an instant feedback from the customers. Customers can
ghare about their expenience afier using the product.

Intermet marketing saves a Jot of time and effort, Instead of having a customer service
representative to answer the querics of customers, ong can put all the information about
the product or service on the [ntemel so that customcrs can go through it

Intemet marketing allows vour busingss to be available 24/7. which means mereased
sales and profuts.

Limitations of online marketing:

Integrated Marketing Communication {Imc): *,

Althaugh, Internet marketing allows a wider reach, the start-up costs of @ wehsite can be
high This includes the cost of the required soffware and hardware, and mamienance
cOsLS.
There are still a lot of customers who use the Intemet just for having more mbarmation
about a product and prefer to buy it in person. For example, Internet marketing allows a
customer to view how a phone looks like and its technical specifications, but Sustomers
prefer having a look at the phone m the store (o get a hands-on expencnce.
There are a lot of customers who are ot proficient i using the [nternet and focusing
salely on Intemet marketing can ciinge you 1o lose these customers.
The rules of the trade change rapidly in Internet marketing, and it requires constant
artention and monitering to ensure that your marketing strategy does not look out-of-date.
The biggest disadvantage of Intemet marketing is its valnerability o fraudulent activitics
There are o lot of illegitimate websites out there which look simifar to onginal websiles
and rob the customers of their moncy.
Spamming is also one of the biggest challenges for Intemes marketing and confidential
data can be easily stolen by hackers.
Internet marketing facks the human wouch that s involved whemra-customer buys o
product from a salesperson e

'-.I “‘-"--I'I
I y :||

-

Integrated Marketing Communication (IMC) is a marketing coneept that ensires all
forms of communication and messages arc carefully linked together Integrated
Marketing Communication means integrae all the promotional fools: so that they are
work together in harmony. There arc four Ps (Product, Place. Price and Promotion) in
marketing mix accending to the McCarthy, Promotion 15 one of the P's in the marketing
i Promoteon bas is own mix of commumication iools

IMC makes the use of catire marketing efforts in the form of adverismg. public relation.
personal selling, sales promotion, mtemet marketing. dineet marketing m order o
generate maximum impact on the target audience at the mimmum cost. All of these
communication tools work better if they work together in harmony rather than in
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isolation. Their sum is greater than their parts - providing they speak consistently with
ong voice all the time, every time

Effectiveness of online marketing on integrated marketing communication (ime}.

Advertising refers to "The means of providing the most persuasive possible selling
messaze to the right prospects at the lowest possible cost™, Kotler and Armstrong (2015,
provide an altemative definition: "Advertising is any paid form of non-personal
presentation and promotion of ideas, goods and services through mass media such as
newspapers. magazines, television o radio by an identified sponsor’.
Sales Promotion is the Demand-stimulating activity designed to boost the sales qf‘ a
product or service. It mayv include an advertising campaign, increased Public Relations
(PR) activity, a frec-sample campaign, offering free gifls or trading stunps, AaAging
demonstrations or exhibitions, setting up competitions with attmclive prizes. CMparar
price reductions, door-to-door calling. telemarketing, and personal letters on other
methods. More than any other clement of the promotional mix, sales promotion 1€ about
action. Public Relations programs arc a planned communication cffort by an organization
to contribute to generally favorable athitudes and opinions toward an oreamization and its

products.

Benefits of IMC on online marketing

«  Although Inteprated Marketing Communication requires a lot of effort, it delvers many
henefits, It can create competitive advantage, boost sakes and profits, while saving

maoney, time and stress.

IMC wraps communication around customers and helps them move through the various
stages of the buving process. The organization simultancously consolidates its image.
develops a dialogue and nurtures its relationship with customers. This "Relationship
Marketing' cements a bond of loyalty with customers which can protect them from the
inevitable onslanghe of competstion. The ability to keep a customer for life is a powerful
competitive advantage

IMC also increases profits through increased effectiveness. At its maost basic level. a
unificd message has more impact than a disjointed myrind of messages. Ina busy world.
a consistent. consolidated and crvstal elear xiii message has a better chance of cutting
through the ‘noisc’ af over five hundred commercial messages which bombard customers
cach and every day

IMC can boost sales by stretching messages aerass several communication tools to create
more avenues for cuslomers to become aware, arouscd. an wltimately. te make a
purchase. Carefully linked messages also help buvers by giving timely remiuders.
updated infermation and special offers which, when presented m a planned scquence.
help them move comfortably throueh the stages af their buyving process and this reduees

their 'misery of cholee’ ina complex and busy world.
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1)

Ageney fees are reduced by using a single agency for all communication and even if
there are several agencies, time is saved when meetings bring all the agencies fogether -
for bricfings, creative sessions, tactical or strategic planning, This reduces workload and
subscquent stress levels - one of the many benefits of IMC

Limitations of IMC on Online Marketing:

In addition to the usual resistance to change and the special problems of communicating

with a wide variety of target audiences, there are mibi other obstacles which restrict
IMC. These inchede: Functional Silos: Stifled Creativity: Time Scale Conflicts and a lack
of Management know-how, Some organizational structures isolate communication, data,
and even managers from each other For example the PR deparmet often docsn't repert

to marketing, .
The sales farce mrcly meets the advertising or safes promabin peaple and so on. And all

of this can be aggravated by turf wass or mtemal power battles where specific manngers
~esist having some of their decisions {and budgets) determuned or even influcnced By
somean: from anoilser departimond..

IMC can restrict ereativity, No more wild and 51
the overall marketing communication Strlegy The joy of mmpant cTEbvITY My be
crifled. but the creative challenge may be greater and ulnmately more satisfring when
operatng within a tighter. mtegrated, creative hrief, Mot just managers bul also agencics.
There is a proliferation of single discipline agencies. There appear to be verv few people
who have real experience of all the marketing communication disciplines This Iack of
Lo how 1% then compounded by a lack of commatment. Understand ing ﬂ:r:snf‘l’j g s

5l

is the first step in successfully implementing IMC. &
The advances in technology have Jed to one of the most dynamic and rqlw.[i:itu:innm-

changes in the history of marketing, (he drmatic changes n I::Jm:mumctmiii‘ﬂgghm

wacky sales promotions unless they fit into

mteractive media such as Intemet. Interactive media allows commumnication on XD e,
Form instead of one way communication. And a two way communication plays vIEalTo

in IMC.

Canclusion:

IMC makes messages more censistent and therefore more credible. This reduces nisk
the mind of the buver which. in tum, shortens the scarch process and helps Lo dictate the
autcome of brand comparisons  Un-inegrated communication convevs dispinted
messages which dilwe the impact of the message. This may also confuse, frustrate and
aronise anciety in eustomers, On the other hand, integrated communication 15 present a
reassuring sense of order, Consistent mnages and relevant, uscful. messages help nurture
long term relationships with customers. Customer databases can ientify precisely which
customers need what information when and throughout their whole buving life
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iy, MC Hves money as it eliminates duplication in areas such as graphics and
WS;EE&FW since they can be shared and used in say, advertising, exhibitions and sales
iterature.
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LETURY OF CONSUMER BUYING BEHAVIOR TOWARDS ONLINE SHOPPING IN
PALLS CITY"

ABSTRACT:-

[fectranmic eommerce. commanty kmown av e-conmerce, refers to the g and selling
af prowlucty or servces over clectrome gsfems snel os the puterme! and other compriter
CT TR

frterner oy the raprdest gprenving megho dwmeg the. past decode. Espectalfy, onfine
whteafanig i el growang ¢-commerce giea. Chafioe afores are axpeliv available 24 howres o
ety cohaed Merny conasimey S BerTed duecss Rty e ok ool e Bemte. A sneeessfie web store
v e jaesd o poed feoking website wil dnamee fechmeal feativies, listed 1 mony seareh eRgines,

Fins st ey fo extablinh o prelimmen axsessnent, evaliation and understanding of
thie characferiiies of onfine shoppig. Coiner befaviar, online shopping Usage of internet,

Purchase of googs, &ied of goodls, Method of penoment, senisfoction level of tfime iyers

KEYIVERDS: ¢ onamer hehavior, adine shoppeng Dhage of inferned, Peechease of goods, Knd

af gocls, Moethod of poviment. sotesfietien fevel of inltne bivers

1. INTRODUCTION;-
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buteriet s changmeg e way conswmers shop and buy goods and services and bas vapuad I
evolved mio a global phenomenon, Many companics have started wsing the ntemet vl the aom
of cuttmy marketing costs, thereby reducing the price of their products and serviees m onder jo
stay ahead w highly competitive markets.

Compames also wse the Intemet 1o convey, commumicate and disseminate information, to
gell the product. 10 take Redback and also to conduct satisfiction surveys with customers
Customers use the Internet not only to buy the product online, but also to compare prices,
product features and after sale service facilities they will receve of they purchase the product
from a particular store. Many experts are optimistic about the prospect of onling business

In addion to the tremendous potential of the E-commerce market. the Intemet provides
3 unique opportunity for companics o mare efficiently reach cxisting and potential customers, 1t
has been more than a decade sinee buginess-to-consumer E eommeree Tiest evalved. Seholars and

practiieners of electrome commerce congtantly strive 1o gain an improved msight into consumer
behavior in evberspace.

2. OBJECTIVES OF THE STUDY:-

I Te know the consumer awareness about online shopping.

1

To know the various factors which motivate a consumer towards online shopping ?

3. To study the views and opmien of consumers towards online shopping

3. RESEARCH METHODOLOGY:-
The research is based upon pnmary and secondary dota

3.1 DATA COLLECTION:-

The present study follows primary and sccondary method 1o colleet the data.
Primary Data;

All primary data are o be collecied through gquestionnaare, direct personal mterviews,
discussions and observations, The data will be colfected from consumers.
Secondary Data:

Secondary data is of two Kinds. intemal and external, Sccondany data whether

wiernal or extemal 15 data already collected by others, for purposes other than the solution of
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the problem on hasd will be collceted From efoonce books, nowspapors. inlemet. and

magazines, research articles | published and unpublished work | website cic

3.2 SAMPLE SIAE:
Sclected Saomples has collected from Palus Ciy, Bescarcher is sclected 1M sample
respondents according to divectwons based on contral Bus Stand in Palus Oty
AFSAMPLE METHOD:-
ENOWBALL SAMPLING METHOD 15 used lor the collection of data from conswmens
3.4 RESEARCH DESDGM:
Table Mo, 1.1 Sample selection lrom Palus City

Sr. MNa. S ple Arvea Sample Respondents
I East arca 25
z West area 25
3 North arca = & 25
4 South arca 23
Totnl [EHTL

4. RESULT AND DISCUSSION:
Figure Mool Time Period using the Internet

Time Period using the Internet

A% A
48% | Lt I Lusg Lham 4 ¥
: | L— 3 Years
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Figure No.2 Usage of Internct for searching Product Information

Usage of Internet for searching Praduct

Information
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Fieure Na, 3 Preference of consumers for online shopping wehsite

Preference of consumers for aonline shopping
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Figure No.4 Kinds ol goods purchased from the internet

Kinds of goods purchased from the internet
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Figure No. 5 Medium preferred for online shopping

| Medium preferred for online shopping
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Figure No.6 Methods used Tor making payments

Methods used for making payments
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Figure No. 7 Satisfaction fevel of online shoppers

satisfaction level of online shoppers
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FINDINGS:-

It is found that Most of the online shoppers use intenwet for searching produt

uifarmation.

1t 15 founet that among the eategorics of goods availabic onling, tickets is the luzhest
followed by compuler COMPONENLs. chothes,

category of poods purchased onlme,
s wares. G0/ video. 103 and software.

eleetromics, fashion accessories, pifts, books, hou

It is found Flipkart is the most favarite shopping site ofthe respondents
It is found PC is the most poputar medim used for intcmet shopping by the onling
shoppers.
It is found that among the varous options of payment vailable onling. Cash on delvery
i< the most common method used for payment whereas credit eard and personal cheque
are the keast common method of payment ontine.
It is found that majority of the respondents are satisfied with online shopping.

. SUGGESTIONS:-
It is sugeesed thal consumers should be made aware that onc of the safely aspects of
using credit cards online 15 that I case of disputed eredit card payments for online
[ranzactions
[t is suggested that consumers should be made payment after getting product ic. cash on
delivery.

It is suggested that CoRSUMEns should take precaution from online bad marketing

practices

. CONCLUSION:-

The c-commerce is one of the bizgest things that Tave taken the business by a storm. It i3

ating a0 entire new cconomy, which has a hoge potential and is fundamentally changung the

way businesses arc done

the value proposten it offers 1o 2 custame

i3 |

More consuiners are indulzing ito intenct shopping as seen by the research because of

r such as convenience, 24x7 shopping. doorslop
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delivery, & broad prod - .
4 i product selection and the ever-expanding range of unegque and unosual wift
eas a8 well as increase .
as d consumer confidence in shopping on the mlemel 15 MCREISIG.
Here t -
he Researcher conclude that majority of the consumer are shifting from traditional

shopping to the onling shopping.
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Changing Consumer Buying Behaviour in Rural areis

D, Pravinkumar Bhatkamar Lupane® and Arit Shivag Pacl**

Ahsiract

Accarding o Consns 2001 if congists of oy dran 70 idin frcdianes. foapangneg TESE ot
Prchiem Pepncfarien i mral areds The suidbee of preveed Mopeedrelils e exoexs ol T30 oy
aned aeeonnts for over TOM of fotnd Rosesefolds i fiefi. Fiere o ovomd F2 prelliert soles
aufleis af the Feraif Feveed fep privend oo, e eeercad cervar aaf Koot clisdaued v 8372 5 Mt cerked i
todad popufation v 28 NS0 Theee aie T talikas gl DAL foevers dan Sen gl clitries annd 5 4
pugistered Kt shops an te sonple arva, The aljeetives o dlre xteed are=fo fpscdersioed e
veriens Fecrons affecied o comranee befavioe ard 1o sl e et of S Pl Proce,
Place and Promosion) o cmsemer beheviour The pramary data i cotfeered  Hivoeah
greesfiomitive, T sopygle size 68 LY foar waextenners, Tl stendy of el Bicr 18 e perost exsersiion!
v wnderstang the changing belaviodnr. Tl stiddl of ehsionwrs gitrcles o focigle e palicics
rederedd bo morkenng i decisions. Withaae thoene owekeong oot swocessind Flies steele o
crxtomees chmaging befovions focilates wigs wita carred wilieny e cnsdemers prroliase S geodly

g verviey, Alve s e S80S ove erffecend ot earesnine e dtlimeanr

Boey Wards: Consuiner hohavwowur, mural, markering., i Shops

1. Imtroduction:
According 10 Consus 2011, it consists ol mare than 740 mullicn Indinns, forang 73% of

the Indian Populagien in rural areas. The total number of villages ingluding uninhabited ones are
. 38365 The number of ruml houscholds is i excess of 120 millions and accountg for over
T0%4 of total households i lndia, The orban populntion i India lives 3200 citees awd Bowns
and just 90,040 villages have population of 5000 or mane. The remmning villages have less than

5,000 people in cach villmge 0 menis Ehene a5 huge populaton lives n rural areas,
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The private village shops are U backbone of rural retail marketing. Privage winl shops
ane wdeal agcncws for village distribut:on. There are around 12 mallon sales outlets st the netml
level m rural Indin. One retail shop is serving around 600 Funilies m the rual retal marketing,
The retaler to consumer ratw has been very low with many such shops often located close o
people residence, near to home and at the comer af the street. thus makmg location amd
convenicnce 3 magor factor for their popularity. Kirana shop i one of the easicst wavs to
generate sell-cmplovment as it requires limited investment i land. capital and heman resource.
Kirana shops arc unique business models in Indip cspecially in rural arcas which are offering
personal services and qualty products as per demand of customers. A Kirana shep normally a
range from 23 to 400 square feet with a vanous range of products which are daly requircment of
customers, A sigmficant lustoncal reason underlving the percenved mcreasing impornance of
retailmg & that its contribution to the economy 18 much more visible in the modem cra than it
wiis m the past. Now, retailing is up-coming as one of the major non-farming occupations in
Indsa. The otal arca of Sangh district is 8,572 sq. Mt. and the iotal pepulation 15 28, 20,505,
There arc 10 talukas and 734 towns m Sanghi distnct and 5,741 registered Kirana shops in the
sample area

The business 15 always moving arcund the consumer, Understanding changing consumer
behaviour means why, when, how and where consumer do or do not buv o produel. The main
ohjectrive of the study 1s to understanding of changing consumer behavior. In order to understand
this concept. researchers attempts to solve some consumption problems of consumens.

1. Objectives:
13 To understand the various reasons affected on consumer behaviour,
2) To study the mpact of 4P’s (Product. Price. Place and Promotion) on consuméer
bchaviour
3. Research Methodolopy:

3.0 Primary dnta:
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The primary data i collected through guestionnaire, discussion, ntervicws, obscrvation
and necessary Field work. The rescarchers have collected required information and data of the
consumers from Kirana Shopkeepers in Songle district While customers arc purchasing the
kirana goods these customers are sclected.

3.2 Sccondary data:

The rescarchers have colleeted necessary mformation from books, M. Phil and Ph.D
rescarch  works, mapgazings, intemet, difforent websies, Daily newspapers.  articles and
povernment publications elc
4. Sampling:

The researchers have selected samiple respondents on the basis of scicntific statstical
parameters, There were 28, 20,603 population of Saneli district as per census 2011 The

researchers have selested appropriate number of samples on the basis of Tara's formula Le
Tare Yamane formula for sample size = 0= --sesmrwem————ssemm-

Where-
n = Sample to be scheeted, N =total Population, ¢ = Confidence Level / Ercor (0.03)

After the caleulations as per Tara Yamane's formuia sample size 15 40 for customers
With the population of location, BEe. Sex. educational qualification, family size, ele. variables has
also considered for the data collection of customers.

5. Data analysis and interpretation:

The study of customer is the most essential 1o understand the changmng behaviour. The
study of customers guides 1o decide the policics related 10 marketing mix decisions. Without
them marketing 15 not successful. Marketing means to wnderstand and respond o customer s
needs. This study of customers changing hehayiour fucilitates why, what and when the customers
purchase (he goods and scrvices Also study the 4P°s have affected on conswmer behaviour
5.1 Rensons for purchasing kivana goods from the sourees
1633 | Copyright E20204uthars
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Due o I:hi'lllging consumer helaviour, they are purchazed kimna goods from bocal

bazaars. There are some reasons are affected to consumers for purchasing the kirana goods cither
from kirnn shops or baznars

Table No. 5.1.: Reasons for purchinsing kirnna goods fram the sources

Sr. No. Rensons i (a)
N =400

1 Near to Home 297 23
i Crertme Qualitative Goods 47 {13
3 Cretting Goods on Credil 343 6
4 Handbing of Goods iR {4
3 Frasonable Rates 111 S
i Telling the infonuation about the Goods 151 Il
T Good Busingss relations 261 19
% Attractive Schemes & Incentives T 03
g9 Getting goods in a single roof 10 01
10 Tatal 1350 * 100

Souree: Field Wark
* Indicates actual frequency (400)

**|ndicates respondents have given multiple answers, so frequency s greater than actual {400)

Table No. 5.1 has shows that the various reagons affected on purchasing kirana goods
from kirana shops, Location plays an important role while purehasing the kwana goods. In nural
arcas. Consumers arc purchased kirana goods as and when they needed. So_ they preferred kirana
shops which are located nearby the home or comer of the street. 23% (297 out of 400} consumers

have purchased kirana goods in kirana shops because it 15 near 1o home. Thers 13 the custom that
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kirana goods in kirana shops. 26% consumers are purchased kirang goods i kirana shops
because of kirna shopkeepers have given goods on credit basis. Kirana shops are not provided
the services like to handle the goods and to choosc the goods those they needed. So, 4%
respondents have porchased kirana goods in kirana shops. 8% consumers are purchased Kirana
goods in kirana shops because of reasonable rates. 1% respondents have purchascd kirana
goods in kirana shops becanse they have told the necessary information about the goods. The
consumers are very well known to kirana shopkeepers and maintain good business refations with
themn. So. 19% consumers have purchased kirana geods in kirana shops becauwse of goods
busincss relations. Kirana shops have not provided attmetive schemes and incentives, that's why
% consumers have purchased kirana goods from kirana shops, Only 01% consumers have

purchased kirana goods from kirana shops because of they are getting goods in a single roof

5.2 Impact of 4P's on consumer behaviour

Following tables’ shows 4 P's (Product. Price, Place and Promotion) have affected on
censumer while they purchase the kirana goods Rescarcher has asked the opmion about the 4P's
of five sub-questions cach. The ‘Five-Pomt Likerype scale’ has used to represent the
customer’s opinion of Strongly Disagree to Strongly Agree towards the 4P's.
5.2.1 Impact of *Product” on consumer behaviour

The first P is Product. Product 18 the most tangible and impaortant single component of the
marketing. A product is anvthing that satisfies human wants, The product mix has included
product related aspects which mcludes packaging, quality, cleaned and sclected goods,

mformation, and handhng of kirana goods are affects on purchascs
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Tahble No. 5.3.2.1 Impact of *Product” on consumer behnvionr

ar. . Strongly Can't Strongly
Particulars Disagree Agree
No. Disppree Say Apree
y (k1] a7 09 3l 13
PﬂEL’.hHg afk ITang Sﬂu{h ':{I_g.r_:'._l:l_ ‘2%]‘ fz-i.!'{l]' [?ﬂ'ﬁ"’n} I:"I ga
. _ L4 o7 33 (91 164
= | Quality of kiana goods (0% (2%) (8%) | (48% (42%)
3 Cleaned & selected 0o 00 bf |7 133
kirana poods (0%5) {0%) (17%) | (43% (38%)
F Informateon about 33 41 16 i) 150
kirana poods  {Label. . . . . i
v, it {8%) { 1) (2T%%) | (17%0) [38%)
~ =
2 Handliii. of ma 10 42 133 177 38
goods (2% (10 (33%) | (45%: {10%4%)

Source: Field Work

Table 3.2.1 18 related with “Product”. 78% {311 out of 400) customers have agreed that
they have affected by packing of kirana poods ot the time of their purchases. 48% customers
have agreed that they affected quality of kirana goods at the time of their purchases, 43%
customers have also agreed that they have affected on cleancd and selected kirana good sat the
time of their purchases. 38% customers have stronghy agreed that they have also affected
miormation about kirana goods like label, brand, and identity of goods while they have
purchased the kirmng goods 43% customers have ngreed that they have affected hondling of
kirana goods at the ume of their purchases. [n1s found that magority (90%) “Quality” aspect of o
product have positively affected on customers” behaviour wlile customers have purchased the

kirana eoods

5.2.2 lmpact of *Price’ on consumer behaviour
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The second P is Price, Price is the amount of money needed 1o acquire a product, Price s
very semsitive factor according to the customers. Price mix has included reasonabic and
affordable price, adjustment in prices, effect on increasing prices, personal discount m kind of
cash, pricing policy. differcnl prices of purchasing goods are affects on purchiases

Table Mo, 5.2.2 Impact of ‘Price’ on consumer hehaviour

Sr. Strangly Can™ Stromgly
Particulars Disagree Agree
Mo, Disagree Say Agree
3 3l 230 it
| | Reasonable & affordable I? 32 %
price (%) (B3l (3% | (62%) {1 7%a)
il gl " 170 a0
At T prawed weer | ome | 22%) | (2% | (B%)
3 in 1 ™
3 |Effect on  Increasing o = H
priccs {1353} (12%%) {22%%) (289 | (20%)
B 41 33 i 107 oy
.* L
Personnl diseount (10%) ave | @ | e (25%)
- 0] i 07 | 120 i
> [Priciag palicy (3l | e | (27 | (30%) | (00%)

Source: Field Work

Tahle Na. 5.2 shows that “Price’ related aspects that affect on customers while they
purchase kirana goods. 62% {250 out of 400) customers have agroed that they have affecied
reasonable and affordable prices. 42% customers have agreed that they have affected adjustment
in prices which they have purchased the kiramt goods. 28% customers have nareated that they
have apreed that cffeet of price on thewr behaviour while purchasing the kirana goods. 27%
customers have agreed that they have affected on personal discount at the time of purchasing the
kirana geods. 30% customers have agreed that pricig pohicy have affected their purchasing.

Customers in rural arca are mamly farmers and faem workers, Therr mcome 15 very low Thes

. So the “price” factor is much deminani

camed and purchase goods daily as per requiruse

e
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while they purchase the kimnn goods. Rescarcher has observed that customers have very koenly
observed the prices of kirana goods. 1F price of any product is increased, they purchase less
quaniity of kirana goods. So, reasonable and affordable prices of the product have affected ther
purchasing. Overall 57% (38% +19%) customers have ngreed that the “Price’ aspect have
dominated on behaviour at the time of purchasing the kirana goods.
5.1.3 lmpact of *Place’ on consumer behaviour

The third P s Place. It has covered goods purchased i a single roof, near to home
services given by shopkeeper, getting goods as per the necd, attractive arrangemont of goods,
place and facilities are affects on purchases.

Table No. 5.3.2.3 Impact of *Place’ on consumer behaviour

Sr. Strongly Can't Strongly
Particulars DMisagree Agree
No. Disagree Sny Apree
i 33 230 38
| | Goods  purchazed w2 4 % 8
single rool [ 10%%) (10%0) (8%a) | (37%%) [ 153%)
21 G2 44 |70 o3
T L]
£ | loF o hanis (3%) (s | ot | cazeey | 250
39 b 70 131 9]
3 | Services given by
shopkoeper { 10%5) (17%) | (17%) | (33%) | (23%h)
i il 59 21 44
4 | Getting goods as per need ’
and necessity (5%} CI3%0 | €13%:) | (300%4) | (12%4)
7l 21 ] | [ L
3 Atfractive arrangemnl af
goods { 18%%) (20%) | (17%) | (27%) | (1B%%)

Source: Ficld Worl:

Table 523 shovws that “Place’ reled aspects affected on customers while

M

purchasing kirana goods. 37% (230 out of 400) customers have agreed that the single roof have
affccted on their purchasing. 42%, customers have agreed that the distance of kieana shops has

affected on their purchasing. 33% customers have agreed that they have affected the services
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given by the shopkeepers while purchasmg their kirana goods. Half {(30%) af the customers
agreed that they are affected on petting goods as per need and necessity, 27% customers arc
agreed 1o affect the attractive areangement of goods while they purchased kirana goods. It is
mterpreted that ‘place’ i also an important aspect affected on consumer behaviour while
purchasing the kirana goods. Customers” in rural arca also purchases kirana goods at a particular
shop. They do not want to go ancther shop for purchasing. They purchased cssential goods daily
in daily earmings. Customers™ are preferred neighbor kirana shop for purchasing the kirana
goods. Rescarcher observed that customers are purchased kirana goods as per necd. 1 any goods
are finishied, they promptly purchased in neighbor kirana shop.
5.2.4 Impact of *Promation’ on consumer behaviour

The fourth and last P is Promotion. It mcludes advertising, after sale services, credit
Bgilities. attractive plan and concession, imitation by others and good and healthy business

relations arc affects on purchases

Table Mo, 5.3.2.4 Impact of *Prometion’ on consumer behaviouwr

Sr. _ Strongly ) Can™ Strongly
Particulars . Disagree Agree
Mo, esagree Say Agree
: 5] E1] T | 65 (Wit
Advertizing (3% | @3 | (et | ey | e
g T 0 Ll Q8 33
o ™ T
Afler sales services 75 | 3% | ere | ese | s
. 1 o7 ] &1 17

Credit facilities (20%) (7% | (5%) | a5 (2%)

A Attractive  plan and 29 Bl 41 |74 (1
CONCEEsIOn § 1095) {2000 (10%) | (45%) {13%)
5 | 3R oo 02 |70 3l
i 1 t il
T oacn h:‘- atliers { l[:lll-'n:l 115.},&] I:I'T'Dr':p: [¢2%+ '[E':!":r}

Sowrce: Field Work
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Table Mo. 5.2.4 shows that “Promotion” related aspects affected on customers i il thes

purchases kienna poods. 42% (167 out of 400) customers strongly agrecd that they ar affectud
advertising while they purchased kirana goods. 27% customers arc also neutral that they are

affected after sales services at the time purchasing. 43% cugiomers told that they

thev have affected eredit facilities given by the kirama shopkeepers. 43% Cuslomers ansywered
jven by the shopkecpers. 42% customers are

irchasing the kirana gocds,

nantra for selling

are agreed thal

that are affected antractive plans and concessions g
narrated that they are agreed that they imitated by others while pu

It is interpreted that advertising 55 the new art or gsscntial pan or new |

zoods, Every company is doing advertising of its products. In the peint of view of, kirana goods,

customers’ are narrated that they somewhat affcct on advertising while purchasing. There. arc

poods and are used doelv. So. the customers” must
cted advertising while

some reasons like kirana goods are essential
be purchased n. That's why they anewered thar they little bit affe

purchasing.

6. Conclusion:
It is concluded that mew retail formats changed the total concept of shopping and

shopper’s buving behaviour, ushering a revolution in shopping m Ddia, There is high growth

being registered n the retal in the sample area. which is almost on the verge of a retail

revolution. In addition to the high growth in the oreanized retail in the recent times, the redail

format choice becomes an arca of concem for a retailer as well as consumer. Customer prefors

conveniently located kirana shops. It should be elose to their house or business or working place.

Customers have preferred those kirana shops that are known far their quality and service. Some

kirana shops bocome popular due to extremely fine handling customers and “Feel Good™

ambiance Prompt service is also an important criteron for attracting the customer al a particular

kirana shop. The attitude and humble wquiry of kirana shopkeeper plays a significant roke m the

——
= =,
.

karana business,
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“Aicre Finanee — A Ray of Women Empowerment™

- Aanit Shivaji Pail® and D, Pravinkumar Bharatkumar Lupane®®

Abstract
Wisettenn are an integral part of every econmuy. Empaonverinernd of weren s i
holistic concept. The schenre of micro- finwrce theengh SHG create empenveriment
prometing conditions for women fo prove from positions of warginalization within
fransehold decision making process and exclusion with commmnity, one of greater
centrality, inclusion of voice. Thes, micro financing through SHGY fis transferred
the real ecomemic power in B Ty of wenaest and Js considerably reduced their
dependence on wten. B the lnck of education often comes in tre way and paeny o

fimmes Hrey fad to seek help form their hushands or any otler cdircated miewwentien

for day- to- day work, Self Help Groups (SHGS) is now well known concepl, The

abjectives of the stndy are-To anderstand the role of micvo finanee tiromigh Self
Help Groups (SHGS) towards Women empowerment. {e Kaverw albenie statves of Selff
Help Growps (SHGx) in dndie. To ko the aclievement  througl women
empowerment, The paper iv baved on secondary date and sonse discussion with
weinen menihers of Self’ Help Cronps, Micro- finance programane are chrrenily
Being promoted as o key strafegy for simpdtenesnsly addrvessing  both poverty
allevigtion and wommen's empowerment. There were certain misconception abouf
the paoar peaple that they need loan ot su hsiedized rotes o Tieterest on sofi feres, they
Fuck skills, eapacity 7o save, credit wardliiness and thevefore are ot bk ble,
Neverthelesy, the experience of several and SHGY reveal that rural people are

actwally efficient ianagers of credit and finance,

Key \I’IE:ms: Women Empowerment, Sell Help Group, Micro Finance

L. Introduetion:

The origin of micro finance could be traced back 10 the begmming of the
cooperative movement in Germany. The movement was started in 1944 mn the field of
co-operative based credit gystem by the Rmffeisen Societies as well as Rochadale
pioneers in England. Similarly, the enactment of the co- operative credit societies Act,

| 904 could be considered as the beginning of micra- finance in India
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Micro- finance programme are currently being promoted as a key stratesy for
simultancously addressing both poverly alleviation and women's enpowerment
Before 1990%s credit schemes for wonen were almost neplimble, There were eeran
misconception about the poor people that they need loan at subsidized rates of interest
on soft terms, they lack skills, capacity to save, credit worthiness and therefare are nel
bankable. Nevertheless, the experience of several and SHGs reveal that rural people
are actually efficient managers of credit and finance. Availability of timely and
adequate eredit is essential for them in their enterprises rather than subsidies. Earlier
government efforis through various poverty alleviation schemes for self- employment
by providing credit and subsidy received little success since most of them were targel
based involving various government agencies and banks
2. Objechives:

1. To wndarstamd the role of micro finomce through Self Help Groups (SHGs)
towards Waoamen empowerment
2. To know about status of Self Help Groups (SHGs) i India.
3. To know the achievemant through woamen ampowerment
3. Research Methodology:

The paper i5 based on secondary data and some discussion with women
members of Self Help Groups.

Women are an imegeal part of every economy. All round development and
harmonious growth of a nation would be possible only when women are considerad as
equal partners in progress with men. Women labour in the mam stream of sconomic
development. Empowerment of women is a holistic concept. 1t is mulii- dimensional
in its approach and covers social, political, economic and social aspects of all these
facts of women's development, economic ampowerment i5 of utmost sipmificince in
order to achieve a lasting and sustamable development of society.

Empawerment is not essentially political alone; it 15 a process having personal,
sconomic, social and political dimensions with personal empowerment being the core
of the process, In fact political empowerment will not succeeded in the absence of
economic empowerment, The scheme of micro- finance through SHG create

empowerment  prometing conditions for women to move from  positions af
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marginalization within  houselold decision  making process anedl exclusion watl
community, one of greater centrality, mehusion of voice.

The social process of micro linance programme strengthens . women's self
esteem and self wanh, insrills 3 greater sense of awareness of social and political
issues leading to increased mobility and reduced traditional seclusion of women. Most
importantly micro finance programme enables women to contnbute to the haousshold
econamy, increasing their intra- household bargaming power. Thus, micro financing
through SHGs has transferred the real economic power m the hands of women and
has considerably reduced their dependence on men, But the lack of education ofien
comes in the way and many a times they had to seek help form their husbands or any
other educated men‘women for day- to- day work. The political as well a5 economie
empowerment will not succeed in the absence of women education in akills and
vocations they require the most

The Government n duveloping countries therefore must take effective steps to
enroll the members of SHGs in the schemes of open schooling or any other distance
made to impact education Although ot is alone true that economic EIMPOWErment
alone does not ahwavs had to reversal in sender relationship.

The success of any stratezy of women empowerment depends upon the
following factors—

* Level of education, hard work,

» Social custom

* Family planning, small family

# Health, medical services, cleanliness

=  Environment, tree growing, kitchen gardening.

Micro- Finance Programme (MFP)} mtends to arrest the most burning 1ssuers
1e. poverty and unemployment, which are main hurdles in the process of
development. Micro- finance can be defined as provision of thrift, credit and other
financial services and products ol very small amounts to the peor i rural, semi- urban
of urban areas for enabling them to raise their mcome levels and improve lving
standards.

The principal objectives of the MFP are as under—
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= To make the participating agencies well acquainted with the needs of different
tarpet sroups ewm women, tribal, scheduled castes and tribes, micro

entrepreneurs and unemployved youth

To imitate and Tmplement micro- enterprises development programme and

support the programme by way of an eflective mucro- finance delivery
mechamsm

To strengthen capabilities of micro- finance orgamzations m the areas of
planning, managing and coordinating micro- enterprses e identification of
feasible business projects, encouraging the entreprencurs to execute these

projects and supporting them with managerial, financial and marketing
assistance.

Self Help Groups (SHGs) 15 now well known concept. It is now almost two

decade old Tt 15 reported that the SHGs have a role in hastening country is economic
development. SHGs have new evolved as a movement,

Mainly memberz of the SHGs are women, Consequently, participation of
women in the country's economic development 15 mcreasing They aleo play an
important role in elevating the economic status of their families. This has led boost to
the process of women's empowerment

Self Help Groups (SHGs) is a small voluntary association of poor people,
preferably from the some socio- economic background and which disburse micro
credit to the members and facilitate them to enter into entreprensurial activities. They
come together for the purpose of solving their common problems through self- help
and mutual belp. The SHGs promotes small savings among its members. The savings
are kept with a bank. This cammon fund is the aame of SHG Usually, the number of
members in one SHG does not exceed twenty., The concept of SHG 15 based on the

following principles:--

«  Self help supplemented with mutwal help can be powerful velicle for the poar
i therr socie-economic development.

«  Parncipatve financial services management 15 more responsive and efficient,

+ Poor need not only credit support, but also spvings and other services.
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s Poor con save and are bankable and SHGs as clients result i wider out reach,
lower transaction cost and much lower risk costs for the banks

o Lower nsk costs for the banks

«  Creation of o comman fund by contributing small savings on a regular bagis.

o Flexible democratic system of workng,

» Loaning is done mamly on trust with bare documentation and without any

SECUTY,

«  Amounts loaned are small, frequent and for short durations.
e Defaults are rare mainly due to group pressure and
« Periodic meeting non- traditional savings.
4, Historical Backerounl:
A) Waorld Scenario:

We can trace the ongin of the concept of SHGs in Banpladesh. Bangladesh
has been acknowledged as a pioneer in the field of micro- finance. Dr. Mahmud
Yunus, professor of Economics i Clitgaon University of Bangladesh, was an
wmitiator of an action research project *Grameen Bank’,

The project started in 1976, it was farmally recoznized as a bank through an
ordinance, issued by the government in 1983, Even then it does not have a scheduled
statue from the central band of the country, the Bangladesh bank. The Grameen Bank
provides loans to the landless poor, particularly women, to promate self- employment.
At the end of December 2007, it had a membership of 23.78 Lakh and cumulanve
credit disbursements of TK 14,653 cores.

B) Indinn Scenario:

India has adopted the Bangladesh's model m a modified form. To alleviate the
poverly and to empower the women, the micro- finance has emerzed as a powerful
strument in the new economy. With availability to micro- finance, SHGs and credit
managsement groops have atso started i India And thus the movement of SHGs has
spread out in Indha

In Indin, banks are predominant agency for delivery of micro- credit. In 1970,
Liaben Bhat, founder member of 'SEWA’ {Self Employment Women's Association)

i Ahmadabad, had developed a concept of ‘women and micro- finance’. “The
2
it
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Annapurna Mahila Mandal” in Maharashira and “Working Women's Forum® i
Tamilnadu and many National Banks for Rural Development (NABARD) - sponsered
groups have followed the path laid down by SEWA SEWA is a trade umion of poor,

self employed women workers.

In 1991-92 NABARD started SHGs on a large scale And it was the real iake-

off point for the “SHG movement”. In 1983, the Reserve Bank of India {RBI1) also

allowed SHGs to open saving account in banks, Facility of avatling bank services was

a major boost to the movement, Thus an mformal credit system

aczistance form formal financial institutions, The man objects

wis evolved with

ve were (o provide the

following—

L]

Swarozgar

Supplementary credit 1o SHO

Reduction in transaction cost for both hanks as well as SHG by reducing paper

work,
To mobilize small savings among poar rural women
To build mutual trust and confidence between hanks, MGOs amd rural poor

Ta ereste health relations between SHGs members and linking agencies.

Constant supervision and monitoring by banks through NGOs,
In Apnl 1999, the Government af India has launched “Swarnyjayanti Gramesn

Yojana” (SGSY) by meeling all the poversy alleviaton programs. The

SGSY envisaged the routing credit preferably through SHG conduits.

The movement of SHG was & major boost

1o the states of Gujarat, Maharashira,

Andhra Pradesh, Rajasthan, Tamilnadu and Kerala

India,

\aharashtra Arthik Vikas Mahamandal (MAVIM],
Agency (DRDA), municipal corpo

y 560 banks like NABARD, Bank of Maharashtra, State Bank of

barks, Regional rural banks, the Gowt institutions  like
Distniet Rural Developmeant

Mow near

Co- operative

rations and more than 3024 NGOs are collectively

and invelved in the promotion of SHGs movenent.

) The SHG Movement in Maharashtra;

The concept of SHG was not new in Maharashtra Beginming with a tny

amount of only 25 paise, the women of Maharashtra form Amaravati district had

established one SHG long back in 1947 Further in 1988, ‘Chaitanya’ Grameen
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Mahia Bal Yuvak Sansth started promotmg SHGs m Puse district mlormally
Whereas in Maharashira, the NGOs not only have catercd o the economic needs 1o
the participants, but also involved in the process of socwl development. Aim of
"Chaitanya” is also the same to empower the women in both ways, economically and
socially. Presently, numerous NGOs and governmental institutions promote SHGs on
a large scale

Table No.1: Cumulative progress of Sell Help Groups- hank linkage programme

in India

{Rs. In Crore)

Re- finance by NABARD

Year No, of SHGs Bank finance
2002-03 255 0.29 0.27
2003-04 620 0.63 04
2004-05 2122 144 213
2005-06 4,757 6.06 5 66
2006-07 8 598 (3271) 1184 (3982.76) 10,65 (38:44)
2007-08 14317 23.76 2139
2008-09 32,995 57.07 32.06
2009-10 94 645 192 9§ 150.13
2010-11 | 14.775(1234.90) | 193 00 (1530.07) L50.10(1300.39)
2011-12 263,825 48090 400.70
2012-13 4.63 478 102630 796,50
2013-14 717360 2048.70 1418 80
201415 10.79.99] (840 96) | 3904 20 (1922.90) 1124 20 (1315.19)
201516 6, 18,470 6ROE 00 3092.00
2016-17 22 38,563 | 1398 00 4160 00
2017-18 70 34, 973(170.83) | 18041.00 (362.09) 545000 {156 99)

Source: NABARD website

Note: The percentages have been computed by assummng 2002-03, 20060-07, 2010-11,
2010-15 as the base vears

1701 |
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5. Achicvement through women empowerment:
o  Study Tour:

The women of SHGs organize study tour to visit special villages and on retur
from study tour, they conducted the meetings m (he village They informed the
villagers about the project and cleanliness. Accordingly, the villages became clean
and some of the villages also received ‘Nirmal Gram Puraskar’

*  Women Gram Sabha:

Under “Jalswarjya’ it is mandatory to hold a woman Gram Sabha prior to main
Gram Sabha This has empowered 1o women 1o take docision. Alsa, the subject aned
decision put forth by the main Gram Sabha. This provided the women 4 good forum.

= Gram Sabha:
In the beginning, women were not anending the G

in discussion. Throush, EC attendance i Gram Sgbha has been increased on a large

enm Sabha, nor participated

scale; women are also attending a larze ceple and placing ther opmion

+ Representative of varous commuiiess.
In village, water and sanitation commitiee, Wemen development commuties,

social audit commuttee etc, the representation of women and alse as a charpersor,
treasurer and secretary raised (o the average of 50 percentages
o Leadership quality:

Women are pursuing the work relating 1o laying down pipes, construction
(digging), selection of contractors e pursamg of support prgamzation Some of the
villages, the women aré *Sarpanch” of thair villages and does good leadership

« Decision making capacity

Wamen are putting forth their opinion at various levels at the village The

decision given by the women on source selection i5 beneficial
s Trbal women.

Tribal women are also commg forward m thus component and have a started

ndependent busimess of collecting the herbal medicine and processing it
o  Traming
Training plays an rmportant role as 1t helps the SHGs i expanding ther

knowledee base, brings about changes n the atiitudes of women/groups
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6. Conclusion:

For micro- finance to be a success, we need 1o have the strong back- up of self
help groups and neighborhood communities. Formation of SHGs is essential in order
to facilitate the process of providing credit to the poor, But the SHGs main purpose s
1ot only to route credit but also to avail of allied services. Group activities undertaken
and issues addressed at a micro level help strengthen the ties between group members
and penerate a sense of belonging. SHGs serve as support groups for the poor
enabling them to avail of various services and benefits. The main principle is to "help
people help themselves’. NABARD, RBI, NGOs, other co-operative: and Regional
Rural Banks plays an important role for empowerment of women through SHGS

Mahatma Gandhi sard thar, “Millions of women in our hamlets known wha

unemployment means, Give them to economic activities and fhay will have access L0
power and self- confidence to which hutherio have been strangers”
7. Reference:
Joumals—

wKurushatra”, February 2009,

“Economic and Political weekly”
Website—
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OPPORTUNITIES AND CHALLENGES FOR
MARKETING OF FRUITS AND VEGETABLES IN
SANGLI AND KOLHAPUR DISTRICTS

Santosh Bhagwant Wadkar', Avinash Manohar K harat®
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3] To analyze opportunities and challenges for marketing of fruits and vegetshles,

4) To suggest the measures for fair remunerative prices 1o praducers and alfurdable prices to consumers,

HLANALYSIS AND INTERPRETATION OF DATA

Table No. 1 Opinion about external fielors for fxotion of price of produce

Sr. | Particulars strongly Disagree | Mewteal | Agree Stronply | Tetal
Ma. Disapree Agree
i Demand 1% i3 85 115 128 A
[ O5%5) (13%) [21%4) (299%%) (32%:) (1005 )
" Season 259 42 70 13 | 5 &
(07%) (11%%) {1524 (268%) {3ue) {100%)
Grovermmcnl
2 24 28 87 142 19 400
3 Policies
{06 {07%) (229) (36%3) {10%3) (100%)
- 3 [ 55 T 105 400
1 Transporta ko
(052%) [21%4) (24%4) {25%%) {26%) (100%:)
B2 hE TH 94 LR Ll
5 Techmabogy
(16%) (17%) 20%) | (24%) (29%) | (100

Table Mo, | give information nboat varsus external felers considersd for xing the price. Thene were varion
facroes considered, 32% of the producers sre strongly apree, 20% are agree, 21% are newiral, 13% are disogres
ard remalning 05% are strongly disagree about demaond degides the price. 39% of the producers one strongly
agree, 26% are ngree, 18% are neutral, | 1% ane disngres and remaining 0% are strongly disagree abain season
decides the price. 16% of the producers are agree, 30% are strongly agres, 22% ore peutral, 7% are disagree
and remaining 6% are stronply disngree abowt govermnment pelichs deckles the price. 26% of the producers are
strongly agree, 25% am agree, 24% are newiral, 21% are disagres and remaining 03% are strongly disagree
ahout transpartation decides the prics, 25% of the producers are strongly agres, 24% are agree, 20% are newtral,
17% are disagres and remaining 16% are strongly dissgree about technology desides the price.,

It is also clear that al the time of produciion and selling the produecers have fo give altention on these factors. 1T
they give full aftention towards ihese factors then il belps them In getting more price and it reduces loss. [T they
plan according to these faetors then it will help them in production as well a5 in selling functions. Due o
improvement in technalogy it is possible io provide fresh products year sround, so it alse affects on price,

The rale of government is very Important, The prices of fruits and vegetnbles e mostly deelded by bargaining
power. Fram the government side there are no mules mnd regulations for price fizetbon of produce therefore thens
are many varialions in the prices of fruits ond vegetsbles.
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Talle Mo. 2 Knowledge! use of marketing practices
Very
Sr. Na, | Particalars Notatall | afiule | Rather | Much | much | Total

i Girading 103 i74 i 3 [iE] )]
{26%5) (A4%) | (24%) | (06%) | (01%) | (100%)

2 Sepmeniaiion 154 K] 51 42 0% HIE}
(36) e (e | |02 | (100%)

126 58 154 15 o7 400
| Targel lo customer | {32%) (25%) ) (399R) | (DdBE) | (02%) | (1OO%)

4 Fositioning 321 L k] 02 2 400
(B07%) (3 |oswr | 0% | 0% | (100%)

3 Tranding 256 56 a0 12 i3 300
(72%) (ase) | ove | (oase) |y | (100%)

[ Adwertising 3zl 5 n 0 il 400
(50%) (lassy oot | s | (lom)

7 Self sell 4 ol 1] £ 16 A0
(60%) 3%y |05t | 8 | (0a% | (100%)

R 245 58 56 28 12 4
Competitors Policy | (61%) {134 {14%%) (0T%p | (0% { 100

AR 27 20 28 25 A
9 Sell a1 leon {73%) ) [ (08 | (07%) | (06} [ (10094)

markeling persd

45 i Hi L1 i 07 400

1 Markes Research (36%45) (0% (03] 0%y | (D2%:) { 100%a)

Table Mo, 2. Give infoemation nbow knowledge of marketing to the produers. It is ohserved thal in cose of
grading 44% of the producers said that they have u litlle knowledge, 24% s=id not al wll, 24% sxid rather, (6%
said much knowledgs and remaining 01% sid tlat they have very much knowledgs about prading. In cose ol
gegmentalion 39% of the producers don't have knwwledge about wepmuniation, 36% hove Fitke knowledge, 13%
snldl rather, 02% have very muwch knawledge znd only 91% has much knowledge abou segmentation. [ cose of
farget o customer, 3% of the producer said mther, 32% sabd mat a4 all, 25% sasd a lnde, 04% said mucl and
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0% said very much. BO% of the producers don't have knowledge aboul positioning, 13% have o liide
knowledge, 06% said rather, & 02% skl much and very much knowledge aboul positioning- In case of
brusding, 72% of the prodacer said that they don't bave knowledge abaut branding, 14% said a e, 10% said
rather, 12% said much and rempining 2% sald very much knowledge. £0% o the producer said that they lave
not at all knowledgs bous advertising, 14% said u inle, 04% said rather and o onc said much and very much
knowledpe shuul adverising. In case of self sell 60% of the prodsces don'l s self snle practices. 23% 2 little
wse, 08% said much use, 5% said rather and remuining [4% snid very much e of self scll. 61% of the
produscers said not at all knowledge about campetitor’s pelicy, 15% said thal they have a liite knowledge, 14%a
said rather, 07% seid much and 3% said very mach knowledpe about compstisars palicy, 75% suld that nat il
all, (7% said much 2nd & Fittle each, 05% said very much mnd remaining (5% ssid rler use {he rechnigus like
sell ot Jean marketing period And i cise of markel sesearch 86% of the producers don'l knaW abutd marked
pesearch, 08% have a linde knowledge, 10% hove rather and 2% have much and very much knowlcdge gkt

market research each.
Fraim the abave analysis it s clear that, il productrs am= wnaware shout marketing kaowledge or very fw

prosducers use these markeling praciices. Lack af iese knowledge leads 10 suffir hosses by geiting less priced b
their produces. So, il is nepsssary i sitke nwareness about thess practices in producers minid.

IV.FINDINGS
I [t i found that 90% of lha middlemen grade their produce. By ke ohservation the reseancher hos

Gausd that the middlemen grade their producs o the time of selling ot at the time of purchasing fraim
producer, Le. by grading the producs the middlemen fix their prices for consumers not for the
preaducers, It resdis In, the  produpsr gel sams price far oll quality produce and the middlemen get
mare prices fior good quality produce a3 well 25 average price for low guality produce than the
produeer, Tt means thil the middlzmen always in profit

Lt [¢ iz Tound thal 57% of the respondents provide iransportation facality fo praducers; and 25% pravide
credit facility. The lock ol transportatica and unavailability of eredit fazility are the main problems of
producera, The middlemen {nke the ndveniages of these peoblems and pravide tansportation amd bonn
facilitses ond purchase products & kaw prices.

3 I is foursd that 90% of the middiemen prode their produce, By keen ahscrvation the researcher has
Gaursd that the middlemen grade thelr produce ol the ime of selling not at the fime of purchasing from
producer. Le. by grading the produce the middlemen fix their prices for condumers. mal for ke
producers. [ resufts in, e producer get same price for ol quality produce and the middicmen get
mose prices for good guality produce as well nd avernge price for low quality prodisce than the
producer. 11 means that the middizmen always in profit.

4, It is Tound ihat thens are devernl reisons af losses, T5% of respandents said thm ik mmin reas0n i
perishable nature of produce; 38% of themn said low market d; 40% gave olher  reasans like had
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weakher, raturnl calamies; i
Sisiorag Hljam. 25% sald loading/entanding: 22% suid that impraper product bandling; and
ming | 7% said than transpariadicm is the moin rezsons behind losses,

VIEUGGESTIONS

k I:::':f:: ::’1 the govemment should ?nnhmi o 1he stificial shortape made by ferlifiner stockicsl.
ey sell these feriiicrers m igher prices. Stockitst follows pantiality between well knoum
fﬂr.mmmdﬂummm farmers, There showld be sirict waich on distributian pattern of fertilizers.

L. Tt ks cuppested thal to overcomse the problems of exploitation of middlemen it |s necessary to provide
marke: for peoduce through co-operative socicties and their role shauld be increased. Due to the
neglipible perfosmance of Co-aperative societies the numbser el middlemen bt ngrensed, These effects
directly on customer, The Evalvensent of politicians in eo-onerative sale-pachase wnjon has delzated
ihe urpose of Co-nperalive sale-purchase unica. To avoid this there should be an amvendmesnt im 1
byelaws of cospperalive Fruits & Wegeinhles sale-purchase wmian that the offics bearers ief such union
should ncneally produce stlemst [ Gustas of Frails or Vegeinhles, Only sctive sieamhers should be
aflowed 1o eomest elections, In sddison v this thers should Be contral oo middikmen theough
government rules and reguilatines. There should be the svalvement of prodecers in the activties like

traiding, provide information Lo aiber producers. Further the poveninent shuuld fix dipirat TV display in

each nnd cvery villages 1o il about market mie, weather ele, Pricing palicy and prectices should be

designed and implemented in untf [ Wy

3, Inissuggested shat Lhe povernment should fake some steps for he improvemenl of transportation fcility.
Giavernment should give concession an products while transponing by Siste Transpant (STh then the
producer will gt mere prafit. Again Agriculizml Produse Market Commilitees (APMC) should make
mrrnngemnerd of picking U products fram farm arvd supply it in market then mere puenhier of Tarmers may

change their sclling method and will increase sell =ell the peodsce in the pnackel on their awn

respomsibelity s well os profit. In village Mandnni Trom Shirol taluka of Kolhpgur dEsirict thers 15 2

keting sangh aumed “Namlanl Fruits and Yepetables Growers Co operative Sangh L.,

poapoalive mar
d marketing of fruits and vegetnbles. They cobleel the

Mandani’ which lakes cae of prodhtion pn
products from Ferm and scll the produets In e markel and gIVes thee money B farmert. In shoet, they act

s & medisor heiween farmer 2] market.

VLCONCLUSION

I, The lsterference of middlemen is the main problem of producers. Middlemen exploit the prodocers o
well cansumers. The producers gel the less prices fur their prodicts when they sald o middkemen. The
negligille performance af Co-operative sackties incraues the mumber of middlensen in the stady oren, I

EFl|Papge
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is necessry to increass the role of co-operative socleties. In sddition to that there should be conrol on

. midkdlemen through povennment nules and regulstions,
2. The middiemen take the advantage to exploit the producers @5 well as ConSWERETs, They get almast
double marging for sale the products. The government should nppoint special officers 1o check unfair
trade practices, exploitation of the farmer by middlemen. It is necessary to promate, ani perhops GVl
enforce through rubes or lows by the povernment. As o result the producer will g=t more peices o theif
products and the consumer will get same products ot remuneralive prices. Ta tnckie these problems
govermmerd should provide financial assistoncs, creale warcness arsag the fanmers abaut varkocs
subsidy schemes avallable 1 encourage them, take initistive for creating the Swrege fuciity ot tol

— A levels and provide it with minimum charges to farmers and give subsidy to build up sorage Facility, e0e.
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CHANGING PATIENTS PERCEPTION TOWARDS
PRIVATE HOSPITALS

Rahul Laxmikant Chitnis', Amit Shivaji Patil’
M et Profesons

Faniatesimvere butitere of Manmnenrent,

Peglr, Tal-Weiliar, Dist Seminli (M5), (Tnitea)

ABSTRALCT

s articte begins by definigg she perception of the patienars, i then proceeds o deseribe enrcl el b tiss pafien
pererpticn aboul vorions basie feedines ar vl gt ofier fedliiers such Gv- Banergeisey’ wnices, felieiulin
Rexpoersiverioss, o ssuraieee, ad Ewperthy, Tl artiele axplaues Mot thie erverndt counfiftes prevenl o thee siudy
aveer with respeet fo medical serviees are nnt conducive ke e qealine oo affardahile preedicved eame i i
ienterrst of pomesrs. Provate bospitels are clearfy demicristrated ot S fervatv of e ceovicersieed aniioriees aed

imscanrerrn of e medienl prafasion for propee stondares andd gl of eare fiae freolmea ol prittents.

Kevwords: - Emergency services, Reltability, Responsiveness, Assuranes, Ervipratiyy

LINTRODUCTION
Patbent’s perceplion is nn importail component of nelationship wath e patien Perceplions vary from person i

person. Different people peroeive dilferent Uangs gl the sae siuation. But mere than thal, we assign
different meanings 1o what we peregivie and the mennmgs mughi change for 0 cerlam person. One oigla changs
enwfa perspective or simply make (hings mean sometiung ol [l eoncepl of patient pereeption docs wa only

relute 1o mdividual patient ay prvats hospatals

INOBIECTIVES

v Toknow services provided by Private Hospitils

v Tuostudy the changing pattern of percepuen of paticm oigils prvale hosptals
I. Scope:

Geagraphical Scopw:-

Creographical Seope is mited G Povate Hospilals o Tslonpur S8

Conceptunl Scope:-

Concepriunl Socope 15 chongimg patiend’s perceqson o vnrls proyale hospitils

1} Limitations:

& Oply Provane Hospatals are taken fram Tslapor Sov Ger poesend siods
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o Claly 100 Patient takea Do stucly
2. Besearch Methplalpmy:
o Promaty Dratn { Propomieasite Sooplowg Bethaedy

#  Becomlary Dok { Mews Papers, Dilferent NS Reporth
1LIBASIC ASPECTS:

Satisfaction: = What iy your apinion nboot following Bosic Facilities?

Table Moz - 1.1

51 Binsic Fucilities Very Gool Good | Avernge | Poor | Very
N" |1|:||:|r
| Room tseee, layveul, Catlonk) 3l an 13 B T
. Tghting & venulanon Al 15 T 0 5
BE Laockers: Steoks, Unne pol, 3 n I3 1u I4
Spillceais per hed
- = ~ . .
1 Samitary’ [ Bathroan. Toilel, M LR 10 : In
W shhasin
y M 1]
3 Hepular Power Supply 3 a0 T
20 [
fi Facilitics o atiendanl —entmg & ) 15 L]
slocping
& n
7 Regular & Clen Drinkmp Waler 43 1 i 15
21 i3 5
B Emplisyee Appeirancs 40 M
LT 15 20 ? 0
i R siend Lanen 38 3
-l 21 20 in 1
| Lamteen
3 25 2 11 4
10§ Owerll Cleanness A
(Sonree: Primary Data)
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Graph Mo, 1.1

ERTVTRES R (AU TTIRTE O
o liehifug o5 ventilatioon

Lochers, Sloolz e
(WM Sguittoanis o bed

SR
(Batlaorn. Toalet, Wastitsazi

Eewilar Power Suppls

Faietlibves to aftesp bl —eatang &

:-'I.u'| i
1.2 OTHER ASPECTS
Satksfactinn: < What s vour nplninn aboat fallowing other facilities?
Tuble Ma.:- 1.2
5k Varjahle Dhetighitosl More Than Sntisficd Less Than Dringnind
Mo Salisficd Satlyfled
1 Emergency serices k| 20 14 4 (l
2 Feligminy M 30 2tk 10 11l
] Hesposisiveriss 43 i3 Ik I3 ]
.| SAHSITATGE 41 35 L 3 il
3 Fmypaithy kL 4 [EH] |3 i
i AdTondabily 5 14 Hl 43 23
7 Clumt Setilensent 40 3 2 ] 3
b Beneficiary of v Schease i Il il 12 4
H Fovaa hrsprinlised treatnent ik A" 2 L4 i
Ik heshizane Cacalin 48 ] 25 [t 2
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HLFINDINGS

1t 3% found that basie facilities lske-lightmg and venlilation, faehitics o attendant amel epplovee appm s ane
very pood 1e 0%, [0 18 ples Founed flaal basic fcilities provided by e posiake hospitnls are pood W atlin
providing these basic fncilities, the provaie hospiials are e aupvived an e cul-thought compelition So ey are
provided hasia (ircilities betier thnn better

[t 15 (o tha other Tcilities like medcine facility (8%, nespnsiveness 143% and clam settfament (0%
are also provided by the private hwspitils in s good monner Rescircher has alas ohserved those paticrls e
catisfied with services ke felbsilite, Emerpency scrviees. Responsiveness, Assurimnes. Empathy, Clonm

Getilenient, Benelicry of varons Gehenties: Post hospatalized trentment, Bebedacane Tacility

IV.SUGGESTIONS

It 15 suggested thal prvate hspatn b shouibi aotis
tal slwaald aevepbed  schemes The-RUPIAY Schame - gy Ciomudbn

e Eheir Tales S0 a5 1k pitardable or comasen maf

It 1% suggested that all provale [usp

Jeevandaves Amgva Yo (o survival of poor patient
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YV.OONCLUSION

1 15 concluded that, the physical infrastruscture s the resoumoes made aviilable pecessuary for provehing qualily

medical services are grossly nelesqunte in almest all Privoic fosguials. To sim-mp, e fndow are sl explanntory
arel reflects the exasting reality i the study apes with respeet o medical services saking i elenr that there are
smeods functivning of the private hospitals

The overall conditions prevasting 1n the study aren with respect to medien] senvices are condscive to the gunlity

ail aflemdable medieal care in the interest of potienis. There are eilicient bospitnls m the sty anen
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Indian Retail: Yesterday, Today and Tomorrow

Pravinkumar Bharatkumar Lupane', Miss, Shital Vijay Tibe
B Profesao,
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Poth, Ted-Wabva, Dive Songly (05D, (fnelia)

ABSTRACT

Resail ix the final soge of any ecomanre actriy, Retail means e mirtinee beteen e preafaces amd il

iiredividnal commmrer oy for persenol commmption. o atse e peehe defivees ef grcaty il e

dhmnmded B covismimers o prioes Sl e competiined avid gl Sernd by plavedd o mger werli i flee

werdd's e oo mdosiry fees conteibutid fe e ceanemi gromitle of munne censiries ol 6

wrcleiitectiv oong o tle JRasfest olnsvg et ahammaie urdariries a0 e siorfel Tendoye T evaatis af Fvkaid o

calefaan prerclee sexe s The rradianed el af Rieane sl elvainret fir wirudosns sl owgoirzed forirers ke appaer-

anarkors, departarenal staves, hvpermiarkers, shopptiee ualie from e angre-oalel Mirdunr shops v somard-rop

seares, aditioenl veteand o Dadlia gave wans e moders rotll oo, Nemr, with severol cluunges n refailing a

e dvave, e fF Pecoares e-telling or e sl ol padvsts acrast meelin such s Wi Toterncr, Jefephone and

tefevestan, fras emerged ae an afea whone lme fas come The research fs paper drand so siedy B elrdges 10

redan Brusinesd aecording to tane and ofse e ke the fGefors toefaninad wizet chanagrees fet penaeang.

Ker Wards: modern foremal, oldest fori, anling marketing, reail

LINTRODUCTION

The tading of goods hos always been a part of irtitri st
apirifaticm to the ceonomy Fus nuel maee vistlle an Owe micslern era than b

it Moo histerweal renson wvlerlong an

imiportanee of retathing 15 thal, s <

was in the past In pecent times ihe buving and selling ol goods und products bas Become o much nore

farmalized and braod- dominated ety In the past i las b gk alged s o subpeet srea and now.

describied fha neademie study of retmiling a5 W Conteoefle of Hae Mocvael Selerogs”
wopd relal” s used as o

Tl wwinral redrd Vas

regularly used as & small shogs winicls mas staried near by Jasise 150l e plobe the

emerging new trend of markenng

Redml i the Tl slape ol amy cconomic 2y
espeaially an consumer ofented  Cispstimer 15 the prame factor for changing

Fetal s plved a aigor roliz an wogld over imomerensimng

productivity. aerogs e hoard

atitile of retabmg. The retml morkel 15 becoming. nions acgrieiiled with fovesing on the nevds ol particular

prongs. Foo thes ab sesulis the development of fetail envinmant is more comiphes arel vitnl Retail odustn has

contribited 1o the ecopemie growih of many countries and 15 undsebtedly cne uf the (hstest changpmg and

dynamise mdustnes i e warld ooy
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Fetmb p= the buymg sl selling of goods and serviees. [ is also s tmely delivery of poods and sgvices
demnslod I comsners al prces thal ore competifive amd alfordoble. Retailing wvelves o direel inber e
Beween setler amd custoneer Buyog e personal censumnpiion. Rewiling is the co-ondination of s
activities Feom el b el sight Trom design stege of @ product or offering, o ils delivery and post-delivery
servies 1o the eustomers. Today, the relaling is contributed 1o the ceonomic growth of many cowntries and 15

uenfouticdly ane of the fstes) cinnging and dyoanue seiors m the world,

ILOBJECTIVES

[y Toknow the present sintus of retol sector

2¥  Toostdy e changes of Todian rotail seelos.

HLRESEARCH METHODOQLOGY

The research 1s paper ied 1o <tudy the changes in retall business occording to fime and alse o know the faclors
behirxl e changes m retniling This popee 13 Based on deseropinve typse research and 15 based an secondnry dats

Besearcher hins discusaed with v retizlers about the chaonpes i relal secbor. Tleere are vanous scgnaents io
redinl basiness [l sesearcher has focased only chonges i Kirana business or Fost Moving Consumer Groods
{FMICG ) secton

In 1365, the word “reted” 25 come rom the old French word ‘sadfar® inlenos of taloning, (U mesins o cut a
pices off, chp. pare. ond divide or w beenk bulk™ 1t owas first recorded s noun with Ux meoning of a “sole in
saali guensiaties i B33 from the Middie French retnil, “preee ool ofT, spread, scrop, amd poinne™, Feiall meons
e stiberface betwien fhe prodoeer ancd the aelividund eomsumer Buy g for pessonn] consumplion. This exelides
chrect nulerfice between e manfeturer sl instistional buyers such ag the wholesolers, Gevermmenst end
ahier hulk custemers. Relsiling as U lost Ik tha) comecis the imdividunl conswmes with e monufacimme and
elistibisiion chome A retmber b5 nvolved i the act of sellng poods b the mdividual consumer al o minrgin of
praafil.

Retnil has plased o magor mole o e world™s ecomamy. Relal e the secomd-largest idustiee m e United Siates
bt i aenber of establistunents nml momber of complovees The retul oudusicy cmploys neene Cean 22 millon
Advierienns ored penerntes niore than 399 ieillion in temil sale onoonlly, The Betail sales of the Daited Eingdiian
CTIEC oo Lor 105 ol s totad ceonoms . The netal sector genemtes almost 8% of the Gross Domestic Product
el the LK Creer 3 G0 miallion peaple were emploved by the retml adusier. Comang s Barope, seenil iumeer im
thie B = opprosameiely Foros J0a0 belleom and the seetor pvernpe prowil Jooks o be follovang an upaand
pattern 1 lee et con b best seen o cnmirees ke Mesieo, Thalond aod more recently Chioa, Ecotwinies of
enumtries ke Smpapeee, Mulovsa, long Keng, 6 Lanka and Dubab are olso benvily nssisted by the etal

secLior
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Inalin Betwil Yosterday- Toaditional Retnil

T asrgarin ol redml aee g old ol frodke a0sell Tarfer ane e oddest Rorm of trmle [ Daoeaely jeedelbee seith lim
mnkete T G g Tivein tinlse 0 irdhe sl Peosme willige o villnge eifber o foaed o by aomkeys as Tust mosing
tramgwart velieles wan ool asvailable. In e onent. the cnmel sas wsell wml long epavany Brisbed  odtl veily
ity prssds ke spaoes, sibbin cle Demng the time of Boman Bmpie. shops beonine nipnepons o fome adnl
oiteey coittes 0f the empire. Mymnerous small dbops were set iaposathm entable sliofrping . comers

by ewlin, The Rag Vedic petiud, thete ane simie direct Jinis 3o Show the stle of sglfs aafficicncy of wealth in the
earfy Arvan eommmmimmty Biefore e rise of caste sv4iem b ihe Indim societs . every famil sufficrenthy: produced
foor s Jowend, clofbes equipmend, ele by sdopting eecupations refating to agreiliore: ] amdusire. The arigem
ol rvmrlets cap bie drmcand to abiplis prvadictonm B frmers Boods nml earts e anto @xiened in ithe wiake of
thisse e elogrments Hoatanlong the mroeers e cousts alen came tn be emploved Goe he pominse

Hitathing reloeds G b temidifnorei] Porehis of ls-consd sclabmg =eh as lognl kirana slseps Feghmignlly an
vt parinsced tebul] entbied o deTinisd o e odatle pen bcalls By the osrier of corefaher o kimai siwop wiils bicks
fechitionl ol acoivimiting o ledpe This oo it pangsed socter | hese Kituna shops arg sone of e eoshes) wity s
T generpte sl emrplos et 1 does pod pecuime bigh i estinend o land aoid capital - St K slweps e s
vy sl ol panepernend syosacims and prmciples They ane eflciently servie ihe vasicmges by v iuhimge §lwsit
the reguoared merebimdise amd the service i bomsallages pid otbai arérs, mst of the b s have been

rusmiegt Vo moee Than oo peocrwimn | lsese are Bomly o shops e by the assaiers temselves They il

w varkety of meschandie As noresill e costomers are ted very willing e ssalch o ther exidng s o~ w
sl Boormian o hoges sells b costimmans cerails, grames, pulses ol contbarg ivils i e B deiidiael Blastly lllﬂar_ J|"
ararus sl are pun b pesple comamnby etertedas S’ whe lick profcssinnl education, capivrenes and b
AN

Indizan Betail Today- rganieed Berail

The tradisomal bormat ol kwawa slops changed momodem and orpunied fotiiats ke siget-nuihets.,
departmental stofes B permarkets, shopgng malls Cwganneed petad 1= meithing: baid a retd] place where all s
Pesne ape separated and g vl oane moakl 1 s retndimz oo des 1||Il.'u perntsr ol Bigameds avoalahle
ATt 1 pes ol prodocts af one place. 1 deats witl mulnphe tormaes, wheehos opeally o molte-osiers gham ol
distes of alpstoibstion centers oun Dy podessgonid s gemenin |omBan o epganteed retinhng s brcwssmee ann
eaperemod chatiteriead v comitort, =in ke and speed ks somaetbung du offers g custuimer e wornibresl,
ciorr eppenicd amd clvosce alvng satl an exper s

Stembiern rebanang Tas cntered ot Dodin as i obseroed wthie form ol sprawlmg stappomge comers, mubi-sionad
sl dnl thas Do connpleses thal sflion shsopgangt, ehtertamment aid b all vmnler esme nanel 0 b Dosbioon netasl
wibutrs Burs esperionosd growtli of 6% Betseen 2000 amnd 2002 and s expecied i iwvase ey LISEY 73850
eblins b 2000 % Witk e eancrpenee of the big plavers, the eaditsaad ko slwaps hove also aonstsamed

Wiirelves i dilferend was o A s ol L shoepes Tove expanded o size allowmpe sell-sonve bl s nle

642 |
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enstomers with deeper ol wider assartmicnts. These imnsformed krana shops are now providing Taeilities like
eredil, replacement ond home delivery. ™

Tndlian Retail: Temoreows Non=Store Relniling

The Indinn retail londscape is mnong the most complex across the globe, b it offers inmense polental for e
enterprising business person. From the ape-old kirno shops or mom-and-pop stores, irnditionnl retmd n India
gave way to medem retoil formats, which elevated cuslomer experence o new bevels. Now, with- several
l;hi|'|'|EI:H n I'Elilil'iﬂ[l as per I:i:|:|:||."I roaw L heconness u-L:lilil:IH ar 1The =ale of ]'?I'fll:hll.!l:‘i aeras maedin such ps thi
Internel, leplone and television, bos emerged as an wlen wlsose Hime has come.

Mon-store retiling units such ns multi level marketmg and telesboppmg. On (be otber side, wilh the
advancement of 1T and communication, electronic-reiniling became a reakity o crente o platfonn o the sellers to
sell their products through television channels aml intemct for which povinents can be macls through enlime
pavments or e-bankimg. Mon-store retmhng sdops o direct relalionship with the comsmner. [t £an be classificd os
direct personal comlact and direet response markelmg

Drirect selling invelves making o personal contact will il end consumer, o his bome or place of work such as
cosmetics, jewelry, home applinnees, sducatonal malenals. mtritionn] products et This type of retuling
followes the party plan or the mualli level network They display and demonstrate on mviting to customers aet like
master distributors appointing their customers on commission basis For example, Eurcka Forbes, Amway are
somie well-knnwn eomparties tvolved in direel selling.

In Direct Response Marketing, the eusiomer becomes awan of e preductséservices offered theough o pon-
personal mediom ke mal, catnbopues, phons, television or the imemet. Tt inclwles vanous forms ol
commumcation with the consweers like:

a) Mail Order Retmbing: this form of retatling ehminates personal selling and store operations, Appropriale for
specific produets, the key is usimg customer datibase to develop targel catnlogs that appenl 1o narmow targel
markels.

b} Television Shopping: In this form of retailing. the procuct is pdvertised on relevision and details abowt T
product features, price, and guaralee! warrmy o explained. Phone numbers are provided for different cites
where the products can be ordered and to pet them o debivered, For example, the Tele-brands programms:,
which wsually presents the Niness and heolth related produets

¢} Telemarketng: Telemarketing 15 the provess of communicaling willh customers through the teleplone, 1o

promole products or services. The exculive conticls CUsomers gl o Gmee that e eonvernent 0 fhem hod
compomes give heir loli-free numbers for custoniers to respoad, For example, vatois ofters ure tells by mobile
compiinies o the cuslomers,

dy On-line Retailing This also knoun as e« shapgerg. Online retatling defines those companics whe are m the
primary busmess of providing web plotlormis) and websileds ) through which mdividuals, using a sempules of

simartphione, can purchase o product or serviee. This Toriat allows the customer e evaluile omd purchnse o
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e comfiort of Tis home trough the web giles wsing imiemet. The products ane deliveral o cuislendigg s’ |sanes

wiil m strong sopply choin amb delivery meshanism, Adler cliecking tee prodoet el e pusd G amount

Table Mo, 12 Online retail mieket sice amel grow el
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Indin’s enking rethil industry has grown oty mpid pace m e [nsl 3 years Froam aronmd Bs 15 billon revenues i
A% 10 Bs 139 billion in 2002-13. 1t is tmnstating into @ compounbed innaal growth rate CCACTEY of over 35
pet cenl. The 9-fold growth came on 1l back of incrensiog intermel peretration aml changing Bbestyles, [ was
primarily deiven by hooks, elegtromics and apparal.

Tt expieets the fexible trend to sustin in the medivm term, ol estimales the macket will grow nt a healthy 50-33
per cent CAGR L e 304 hillion by 2005-16. The entry of new ployers 15 m basae sepmenis such 05 grocery
(Wal-Mart, Hig Bezsar ete ) jewellery amt furniture, I teems of size. India’s online retail mdustry is very swall
compared with both organized & umorpanized retail o the countey, Thes speaks volumes ol s polenial.
Tacday s shane of online refail in the everall refoit toepamuzed f imargaiized | 15 just over one per cent, 11 will
expect therr revenues io maong thon deubde o arowmxl 15 per cenl af organel reiall by 2016 Fronn prouncd B pog

ol i 20015, The shore of online retailing is 9-00% oo s US el Lk vl aronmed 4-5% i China.

IV.CONCLUSION

‘Thee Dishion retail has undergone a drastie change an 129 fenu venrs. The whole idea of shopging has chanped m

1erms of the fornal @ the buving hehavior of te consumers. The Indion retail industey &5 expected e grow by

3 5% annwally pertnining o o naumber of reasons such ns inerease in the purchasing pover il disposabla meome

of the people, clanping Tifesty bes of the consumers, fnvamable demegraphce patierns and incrensed developinen
G644 |
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propilation With U bosan o e Toolian ceononey in lasl feseyengs, o numbaer ol arpnedasd players bino unbured
the markes oo big ssnie Do bas becone s highly prefvrnsd destimtion for mlernaionnd ployers owang o
diverse demwographys mnl Thus presesisng oppasupiy for evaryome Thesugls the gurreni scenano s ol very g
srvang 10 e plobal shevdown, B long-fema el elook il remnina very strong A Inrjpe, ol ol
mercasingly hrand ond [hehisn eoPsesioin popuainfeei s spurmed the grosal of Indisn relail “Retal] grost ol
b in IS percent por vear is cspocbed  Tlw inerenaing isseciie bevels. pew producis, stamioed of liviag,

competilion in the market bnd inerossing comanplion poitemns hive sontributed for dhe domaml erention of
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1y Introduction

In recent years. rura] markets hove pequired signiticone, s the ewvernli srosabor the cosnemy Bis

- reeulted into substuntial 1ncrease in the purchasing poser of U rursd communmiies, Cnaseconns ol green

nevolution. the il arcas have starfed consuemime i e gquestisy of idustonl sl v mantictunsd produets

~ Inthiscontext. a special marketing strategy hews emerged which s called ral magketing. The concent of sl

- marketing in India coonomy his always played an infloential wle mthe lives ol peaple

Globalization, liberalization and prrvatszation e fromsloomed tae Tndan ceomes mto o valrant.
rapidly prowing consumer market, As aresult the marhotsane Mosled] swith dilTerent Kinds of godals and
; : i Juireserinee thi me el e e e runl norkess
services, substantially effocting and ehanging the parehasing patter ob e consumers, | runl morkess
. I ) “rhes Bise Tnbernational ket plavers. ste now biine seen ns abmd ol
whith were earlicr jenoed by most ol this Dy i

I‘.-n:a:thi.; Deome ol The masses s growimg, more ol more corparate

i AT W s ek prolucts, Die o tas reason, e marketing

Poissis s eniteriing | « rural markets with thedr ey P .

entering inlo the rurd

Jiing more comples. The rural market Iz 1o0er revenies L

for ura) consumers is becor
1 consimers in this
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s to the urban makets. With theirhuge cie el demmned base, they vller zreat opponen
AT vk 1 L =

- At e ransIers reside | b it aned more s bad [
rketers, Mape than thred-fourths o eountry s consumers reskbe un b w s oy

il o is wenerated by them, Doe tothe global eesnonie downtan. L COPLEICS I [, 10

loweer prn subos, prompting them s make arush owards no al Indii

2y Research Objectives

. lo kv Structure of reral marketng m India,
- I ko ehiadlenges of ramd marketmg i Todi
. To know Opportunitivs in rural nurketmnge in ndia.

3 Research Instrmments

1 e Seonday date will be collected through Imernet. books imd the el s puddesaed i oo

4) Challenges in Rural Markets
e TR YRS

Rural marketing has alresdy arrived i the world ofbusiness and s one olthe sigele lrpesr s

ol activigy. Rural markets ae mostheleropensous memidure. Linbike their ueban coumterpans, where e denie!
of gowds and services are highly concenteaied i natore. cural markets vend w e spreid ot aoness T
country. [t's the raral sepment ofmarket that contabutes muore profin than its urban counterpar. Conmseguent's,
thowgh muny rural markets look vood on paper. in reality they are guie expensive o sepve. Honee itis s
difficult for the marketers to provide service to caeh and every rusal ikt i o betier wan,

While it is casier for an organization w market their products dnd sers iees wo b morkers e i
top of the pyramid. the challenge faced by them is apping the rural marker potentizad. Markering w the et
i

audience is easier due to their acceptince of medin and s various fonns it are pressot inurhoan s
they are more suscepiible to procducts tal are marketed there, |he mnagjor chinllenges ecd i i pLEnses

are listed below: -

a) Heterogeneity in vural cons umers - The vast rurad population with heteropenoais LLE

spread across in different states poses great difficulty for the marketers. Notonly this, the popuiiiote

is ied in ¢ : - :
greatly varied in rural regions. Therefore o densely populited countey provides ampre s
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d) Low Hteraey Level —Une con wasily sscdriain the S Ut b et o il peophe Tiving i vosal pars

of India do nat have proper access 1o achiemon, s afie liorey level i hese egions s v laven

eh Seasanal Demandd ol products = Domand B geod= sl minrkets depends upon agriculivral

sintion, as agriculiure is the inain sutree of incoime in st ok e preves] dpeses, Aoericuliere toa Tnrge extamil
el ilseiclon:. the i v Do gt b gt =tabde o rewalar,

depends Uporn monscenn
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F) Inadequate Medin Coverages The rene
kave lots of prablent in rimal arcas. Television is i gl source o costnminm ieaie the messge el people

Rt due to non-availability of poweris sl s e lexision seis amapeniy o rura) populutios canmst so the
o

ype 14 F'-'“"'-“ihi”:!‘ phat gl pumsi ] CupeT FETIRLHAS TLLTL e e prodoet

benefits of various media. So

being laursehecl in the markel.
&) Packaging and Privin

taken into consideration. As we are

g — T problem ol pricing sl P haginng For rural custners Bices kas 1o
weell mwarc oftl Fuen i tlwere ex st very lonee JiiFereree in o hevels
ir wrkan counterparts. 5o the marketers lu e b book for a possible price

o the rural| customer makes il

between the rural customers and the :
feduction in miajority of the Fmd“mﬁ_ pAareover. il o puirchiasimgt possy
urban markei=.
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o trial and only atter being pe
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slow and delaved. They like 1o give reanally satishicd.de thes bus

prociuct.
Companios also T that the

1) Skilled local ialent is lered to find in rural regions —
seasoned statl members are very reluctant o relocite to vl arcas. [ s proves to be oneestbs o

challenges.
m) Warchousing - [ the curad arcas, there are no Betlities for pruablic s wiell i prv e sl
unlike in urban areas. Thereture. marketers face a huge problem ol storagc at their gouds

3) Opportunities in Rural Markets

Whilst on one hand, there are many challenges rural markeling. but conainly therd qlsire
Cring 2t Ehe s T, s

Tharkaters

infinite opportunitics. The rural market is fscimating aned cha

to find oul new ways of dealing with the ruril customers, As already mentioned. the artn e

the simplest option available with the parketor are o look T
TR

fully saturated, so the easiest and
pre e some o i

rural prospects. These rural people are cagerly waiting to be served. 1

1 {d i A i " a f

the marketers could utilize lor marxeting their prosciuets i ronid areds.
a) Huge untapped Potential —As more than 0% o Uhe woral i’ Pt B
L (e pral marke sl '

AT

arcas, the huge population itselMspeaks ol its speaks of its potenti
different branded goods as well as services for large numbcr al customers, Ponedis

| areas. The market has been growing at 3-4% :.,'r:umum.|~:-|--'""
g u ]

for

products are Jow in rura

million new customers avery Year.
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!uﬁwml‘ﬂ In India. the eleventh five yedl

heet Jaunched in lust couple of years related to rural housi-
[ |

tm‘““ﬂr‘ Several schemes have

mﬂm.uu:am drinking waler. |

have considerably improved the I

jural e I..|L12I]1II'|...‘.1I
consumption for the autor

Scanned by Cam3canner



) R |
TRl i 1 E L T | TERRL ] e !
Oyl - i1 r||||'-r||'-.L..|1.|.'II.II|. ||III| Cintiy
by R ik 11||!._-_L!-| vislond, ol 1N
aliesilsly TR RN R R
I SR T by T lerss seormen o pod,
| FERTASASTI AR B |'~1|||--||l::'|| ||.'.|'-1.III'-|-|'|1|I'|I'*r.II|~u||II Poteud vadlh LI 1% ezt
Lyl i1l il Hln

vty iies sl plseset o Wy

: ¥ 1 pilt [ - i HRLETRAAT W% |y

e 11 et cural i Lo s aumad ehilobron o] Setihieron QI CT InEICHEG [,

i sdaci i a1t F. T LRI L 1T
(et Bors e rnbon it e e o e ITHEC: GGl pesatli et conitl R,

i & il LRI, 9

i pibasrrripl ity Diric b iyacgaj e

AERTATR ~,|_'|‘:|,'II.|':- _-||'._1--.'I'l.|l.'t"= ||~-_|.|||r_||||.| r,..!.;|| AR |'|.l||'i|'|'..-.|t Pt l|||.|| [LERL AN qRict i |4

sy s wasthir foreeasts; bank s I I II.I'.|11|'||i-1fI" 1 lies RRTRTTR TR K% [T AR NTTELIRHEEART ST

commmuneation i ebral ndne attor L hs et contied v i I v srpones Pypses o b e cnmmmanme it bk

[l o ganat mmsnpne it 1 tmniids au e romal voutly, s e clectionie ethos and 1 culture imoves it el

Faclicn, i possilsilitios o chumae are ecoming visile
by Favorahle sovernment policies — st ol b prosessiol plontid wveminig des ogmiem,
e e crmmient s boen o vomeeried el towamds il deschogpnent [l st st
et Inwdian Ts goners ol ness craplos meni, sow oo aned nes porclasing g [ T iwaml s, s i
part o e Exeming polivies, gl support prices are olbered o agoeoloal prosiots Saos it ks
L% exenmijlnng n ronath s, ;-Ill'“nl-.:l:'., PR [Tttt T | G T Ui 11 AR T 1 FTRCREr T Jdreve el aeas hies
rralaveces D e I o rapid des elopawent o wnl narkas
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6) Conclusion

Where the rural market does offer a vast untapped poteoiial, i shosld b ettt Tt i pel
that easy o Operate in the rural market hﬁﬂﬂusﬁﬂrsevcmr attendant probteme B el markocring s thins

consuming affairand requires considerable investment in terms of ev oy it apprriale st it

to tackle the pn:lb]t.‘ﬂlﬁ - The rural customers are usually daily wage carners il thes don RIS
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E Scope of Rural Marketing for FMCG
Companies
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Abstract

[nn its broadest sense articles iy necessany (o make the students of husiness school familinr with the
industrial envaronment prevailivg in the word Ta be competitive and work s ressive, students need o know
the palicics, procedures and the trends zoing on in the present industrinl world, The purpose aml shjective ol
thas articles is o fnd out the Where the rugl prarket does atter a vast umapped potential | itstould also be
recognized that it is not that easy w operate in the raal marked o the FMOT companies because of several
attendant problems. Rural marketing is thus time consuming afFairand regquires considerable mvesumentim
tenns ef evolving appropriate stralegies with § view Lo taekle the problems, The abjective of this article 1o

know share of FMCG companies in rural markels with Hier grovatl prospects in gl marken

. Key words: rural marketing, FMOG Conipanies, Share ol FMOG companies in raral markets,
' Growth Prospects, Market size of FMOG compoics. Tndion F5C0 mardae

N ) Introduetion

i ]

The rueal market of Tndia is fscinating and challengig at the same time, 1eoliers Liree scope on
aﬁcﬁllnl af its sheer size, And, it is growing steadily, Evenamodest growth pushoes up the sales ol produet
suB“smminIi:.r, in view of the huge base. [ st Live Tronn vetammetber anele, Whereas the arban market 1s
highly competitive, the rural market is relatively quiet. In Bt orceam products, it s ually virgin market.
Simultancously, the market also poses several prohlens amd hurdles, The fimms have o eneounter them sguarely
and putina great deal ol effort, i they have W peti sicatble share of the marker. Eiforts o caplure the market
th st lied steziegics o overconme the same will werd 1

with due thought and focus on the constraints wi

i LI L I B O PR R P T S| 4 M £ { T 1
L dfﬁﬂl: the FEIH'I ﬂhﬂ'ﬂd lor l_-._i'.'.uI .'...-i'lr-;q.'-n],'f Pidamisisg u i 1 ! g “l:‘ sanicl, T3l “_‘S
:

rvillaoes. Aceordlimg e the 1997 census, Tdias3 bt

which means Mother India lives in he k- _
crave =tomisies, | heneane states i ’I:M Sl
ot , Shersa ® .

pupulation viies Trem St S0 pereent. The speserpopsbinon

million, of which 75 percent liveed i vilkages. Thiszsay

- Kerala, Bihar and Orissa where the rural
04,200 cities and towns is to the extent

s he volume and seope ol ol mic L'r_'ting_

335 pereenl and of the remaining T3 percent 1= in >, Th00H0
Fi 1 amd of the remiain AT | i

Markeating in India has for a long tirme mazant urban marketing, But now caed aarkating - e

ussed, [Mmarket potential is considered. the rural mar. 1o wilhh appres el

widely researched and disc
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{w il bl |y enitline e Jomelse e ok rral markatingey i
sospiciches. T el o
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Lo R

1 Thee Fisbliss frs ERmsic 1=,

larketing of zriculiunl it likee fertilieets. |

Flewel s Bollonvs: el ,
onthpraste, televisien sets el

=7 2 Ik | . - 'I i
prodduets made in urban eenters aid ol e e oress fike soap.

2} Researeh Design
Ohverview of Strmiegies Adupied By g, A Umpaimes

Vartous Opporbmibes forthe I O Caminpuames.

Comparative Data Analysis. Tor DelTerent | VLG Compunics Share in Rugal Marke

L]

3 Research Instruments

e Secondary data will be collected through Tnternet Bosorkesi araed thee paterials prblished i jove )

4) Seope of the Study

The Indion rmueal markel with its vast size aml denmsmd base olTees great oppetuniies o marhelo

Two-thinds of countries consumes bve i rursl s el olimost el Cel el pzstionad o s Lomened hes
[ ST

I is only natural thet rumal naarkets o an impertant pactofthe Wl market ol Tadis Cur et o s cl
i araund 450 distriets. and approximately 630000 villages which can be sorted suditherent paracions ol

o literaey levels, aecessibility, incomu levels, peneteation. distances rom nearest s nes. cle
ranin 10 D ol heen

The suecess of a brand in the Indian rural market is asuppredictable as
= 'II'I|'-

ditTicult to gange twe rural market. Many brands, which should have been successid, ave Giled maa
More often than not, peaple atrrbute roural morket sueeess (o luck. Therefore, marketers need o vnderaand
the: social dynamics and attinude variations within each villigee though mationally 3t ollow s o eonsbstent pintem

While the rural market certainly oTers o big attraction to marketers, 1 swould b pais e ol ot e

company can easily enter the market and walk away with sizable share, Actually the market bristlos w it

variety of problems. The main problems inroral markcting are;

. Physical Distribution
. Channel Managemen
. Promotion and Marketing Commumication

The problems of physical distibution and chanme] mamagenem ady erse v 'u. 1 gty
the cost aspeel. The existent murket SUuChure comsists of primary vura] ket an 1
structure involves stock poims in feeder towns 1o service these retail outlets ot the «ill: e vl
comes difficult mainiaining the required service level in the delivery of the product at retail les.

One of the ways could be using company dejy ery vans which ean serve twao prposes - 0ol
pmducts to the customers in every nook and cor ner ofthe market and it also enables the i
mactmrhshmi &ndﬂmmh}'fﬂﬂhtﬂtesalmpmmuuﬂn However, only the bigwies cinadiop b
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7y Growth Prospects
ol 12294 of the world papulation 1l villiges ol [ndis, thie lnddioon vl FRCEG

With the prosence ol 1=.=
overlonk. nereascd {Gens on L secior will boost rurad incormes, hence

[etter infrastrucion: Greilities will imparove their

market is sounething o one con

*
By
3
|
3

prowiding better growth prospects 9 the FaACC companies,

supply chain. FAMCG sector is also Tikely o bene it from arowing A in the nrarket, Buecause ol thedo

prercapita congumption foralimost all 1w presl et in the connirk, FAICG compuies bave rernse ossibili- |

ties for growth. And ifthe conmiprityies are able o elnge the mind- ool e consuncrs, i i1ty are able o

take the consumers to branded products and obfer new wreneration prodicts. gl sl b able fo generate

ligher arowih inthe near future, 1t is expected that the rueal income will fise in 2007, boasting prrchising

persner i 1he countryside, o ever the demmand in weba areis would be Ui ke groswtlh detver over the long

term. Alse, inerease in the urban population, along with inenss i income leviels and the oy o lability o new

—_——

categorivs, would help the urban areas maintain their position intenms oFconsumpiion. Al pruesant. b Indi

Sppag -4 s = r - = ® = =
secuunts for 66%% of totnl FMOG consumption, with ruernl Indigaccounting for the remaining 34%e. Howeve
- F— e 4

Lt @ T

ruiae] foadin ac ' o Wanes DO CoHTS - e _
india aceounts formuon: than $0% consumptisn in major 1 MOG categories such s persand citre, fabric

care. mnd hot beverages. In urban areas, home and persenal care ciiepory. inghiding skin care houschold
A i are, hous
care and feminine hygiene, will keep growing i relatively ialtmchive rles
8 Market Overview

Figure Ninl- Market Size of FMOO Companies
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e abeve table slows that the extentsof rural sales by seleel companies/ Industrics. M Lom.
tics’ Industries have already taken o the roml market ina big wity,

It can be shewn from above table than in the FMOG Category, hall ol the revenue ol FIES sy
EVER and Colgme’s come From the ruead marker, In the case ol another compamies oo, e coupr, .
ceounts for usubstantial part (23-300 per centof thi ol sales. Ttean also be seen Ut aboat Qine-] i g
"harma sales oceur in ruval [ndia, Kinetie sells about 30 per cent ol its scoolers.

Creanizations like Hindustan Lever Lid., Nima Chemical Works, Colgine Palmelive. Pare o
ne Malhotra Marketing have carved mroads into the heart ol roral markes, Variows canezones of produe:
inve been able to spread their entacles deep into the rural market sind achieved sigmfican recoomtion i1l

ountry houscholds,
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1] Researcher found thay nwately 8O percent of ueal halds own a moehanicnd wrist wateh amd
42% radio tramsiston,

2) Researcher fimnd that halt of the pey e ol LINDUSTAN |LEVER and Colsate’s come
[roim the rural nirkel,

3 Researcher oumd thit 1l expenditune onconsumer ooods m nural houschold., approximately,
4% 15 on - Food articles such as Biscuits. ten. eoMee and sult, 200 on iletries, 3% an
Washing muaterial. TO% 0 on eosaetics. 4% on 070 products amd 9% on ather consumalles.

‘U‘m Researcher found that unbrimded Toeal eomponent eontributes o 0 substantial portion of the

. Volume ol onk a few ol the lighly penetated catepories.

3) Researcher found thatinthe villages low-priced brands ane wel | ieeeptid sl one misht fecl
that a larger proportion of the purchases made in rusl marker can be atributed w local!
unbranded plier.

10) Suggestions

1) Advertisenents on rural nwadia like eacdiee, pross media have been inerensed

2} Physicatl Distribution chinnel mst be made strong

3) Aswareneas ibout the produet s b inercised winong the peoples.

4) Profit —margin pereentise al the product Tor the retadlers should be inereased.

5) The rural customers arc psually daily wage carners and they don’thave monhly imeomes ke

6)

e e S the packaging is insoller wits il fesser-priced packs
the ones in the urban
that they can dflord given dheir Kind ol indome sireins
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nadvertising local languages can be used o attrac
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Opportunities and Challenges for Marketing of
Fruits and Vegetables in Sangli and Kolhapur
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ABSETRACT

Al prosent the froits sol segoetaldes ore peodueed by the e whe are not rvach Tilerate ar having he
solemiifie lknow led=c of crop preduciion. Numbor of primae marleeding unirs 340 they v ol dons much in
collection, praaling, mmrkering e, There iz an absence ol praper e lseting chasinels as well as direcs
intervention of e severnment, Henee, peeducers os well gs consamers aee af worst position. Luclo of propers
e Fleting manngement, colil sforane Beilitivs, propee Eivsieal communicstion Gueilities, and abe duae fn lan
levwl of litwracy, alispurscl pucrlicrs, least enre of state amnil central governmenbs creales thi prewlslems The
prosent siwily ls Blghlighiod the preseot presctices of production and mecbieting of sepebables wnl Frults in
Sappli aned Kalbupsue Dhizreicds.

Boes el Mlarketing and Prodoction of Grasits ol vegotables, Marketing Channil

L INTRODUCT IO

Agriculture has alwivs remained the haekbone of the udien Feoemy ond dospite concentrated imduanaliootion in the
Lisn sis decades. ngneslture @1l popupies a placs of I'H'th_'l gined hewer e oo F1|.'l'l.‘||'|..'||1|1:' mnivre nmel wess of demand
el mupply the Unais ind vepelakbies capnot provicls nasisred retums ke the formera. Tl diwminames of maskblemmen eoukd
ol grve the oxpesied weolit W the GErer and gonsemer @et 0 P with higher prices. Thees iateres of Gomer and
comsumer is BoL conductive due 1o middlemen The stdy examings variows aapects of fruit and vegelable morketing
cualy o= mnrkel fissiruetre, mprketing practioos, morketmg tosts ole. m the wholessls markets o thies gelectod aren

1, OBRIECTIVES

17 To st e vageous gosyrmmenl podies amad seleoees o il prosbuctsem o mnrkeose o fhes ol vegeiahles
21 Tas atiedy thes proson demened poromelers of ks and vepelnides

31 Toanaly e opporiunities omd challenges fe smarketaing ol Truiis and vepesables

4 Tes avggesi the mupsnnes for (er renmmeralave prices bo proslucers sk ulfordable prices o cossuner

1. ANALYSIS AND INTERPFRETATION OF IATA
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of the peoducers don't bve knowleloe obove sproentaticn, 367 hnve linle Kboy
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V. FINDINGS

l. 115 Foumd that #0%% of Use middle .
ki mlﬂ-{-‘nm ﬁd::]:i“ mu:l-.ih:rlnm gradde thew n'nd.-n.-:vn By keen abservation \lye researcher hos found that
! ir prochuse ol the lime ol selling not o the lime of purchas [y prrod i !
arading the. produse the tinnddl fix tl il oo s Ve L
e it anrie pric kil et (1% thie prices for consumers nol for the producers. 11 resulis n, the
i m;ﬂ.law i |-I_r: n.ln n. q!ul.lll:\ precdeice and the rrisbd e et s prices Fe v aqalaty proshues 0z
" o ey -|1 P*:rI:: o b quahity produee Han ihye prodicer. 1t imeans thal e |;uL|-1|em-.-|mlmi~.-s. i el
s L5 KIS thint 3756 ol the pespoaidenis pronvide iranaporiation fealily to prodisers. pnd T5% prowvicde eredil
ml';ll!-l]h The I.n:cl- o u-:-|-spm||u:um~;|m1 cancialali lagy ol erudi fncalany are the nsain |.1l.1'|'|:ll.'|1'|.1.-I:-I'|1rl.'ulL|.n:¢|:-i The
sriidellvmen take the pdvantages of these problems and pravida amspartition pad lean Facilies nnd puschass
presducts st Jow prices ;
3. rlL s found that ¥ of the mddlemen grade their produce. By keen observalion the rescarcher has found that
the middlemen grode ther produce at the time of selling pet af the Hme al’ purglinsing fram producer. e by
grudng the prodies _Ih-:_mtdlllmm-n fix their prices for gonsumers not [ the |'d'nil1=uh£r:i [l mesalis me e
producer get anme pries For all quahiny produce and the pxcldbapnen el e prices for oo ety 1'~1'-u»:]-||n.h.' HE]
well as average prce for bow qualiny produce than the producer. It means thal e middiemen always in prof
4. [t 5 Found that there pre severn] reasons of losses, 7340 of respendents sad that the i e i= perishahle
pature of produce; 38% of them said low . market d; 40 gave aller  rEEans Jike bad wenther, natvral
cnlamilies, 23% e Iondingunioading: 2304 snid thal pnpraper praduat linndbing: snd e remaining 17%%

eqicl Uit Eransporiadion is tie mEaLn ronsans tetuimel losses

v, SUGGESTIONS

[, I is suggested that the governmo shonid control on the arlificial shoringe made by Fertilizer gockiest. Adter

shoriage they sell thes: furtilezers nl higher prices. Stockies! fallows parieliny between well knvown farmers ad
There shonbd be strict wateh on distribution patiern ab fertilieers
It 15 supgested that oover come ha problens ol exploitalion o middlamen 11 s neeessury Lo provide market fior
prosduce thyongh eo-operntive cocietios and fhair role shontld be inersased. [me to the negligible performance at
Coeoperalive goeicties e mumnber of middlenich s increased, These ellcets direcily o0 crsl¥mEr The
givalbvement of policidiis i Co-eperating snlg-purchase unien his delentisd the purpeose of Co-operalive sale-
pairchase unson, Te o aid this there should b an smendment i the byels ol co-operative Fruits & Wepelables:
gile-purchase WELREL ihat the oilice s ol such uman ghoald aetially produce athast 0% CRunins of Fridis of
Yegetables. Only oetine muembers shoubd be allowed 10 contest elestions sy addition 1o thas theso ghoald 1=
o pacldiesnen throtgh povormanent rules and regulations. Thest shoutd e the nval e ol picshieeTs
e nforrnniwad 1o ot privluceTs. Furthir the governimn ol tix digital
i dform aloat markel eate. wenllver ctc. Pricing policy pred praglices

copmmo GaraeTs
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i the pativities ke padug. prov
1 display m cach mml crery villages
yortilad Tz desigmed pad implemuented w nrnformn Bk

po improvement of irnnspoription facility.

It s suggestod tlat tie ponerne! ghould ke some SLGPs for 11

Cionermment should g copastan om products while transparumg by Sale Teanspert (3T then the produees

will el e prodit Agam Aarwcultural Produce Market Commalees LAPRAC ol makie arrangement ol

picking the products from (arm aned suppdy it minrket then mare puppibaer of fApmers may <
beir 0Tl responsthility g

prethind angd swall erease e}l sgll the produce 0 ihe market o 1
willage Mandani from shirol taluka ol Kolhapur dasrict thers is 8 conpeiElYE minrketing &
Fruils anid Vegetables Cironwiers Lo operafn gangh Lid. Mapdani whiel: takes G0TE ol pet
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af |T“ll*' :u:.d vegetables, ‘They colleet the prodicts from e amd sell the produets in the market and pives the
woney W farmers, Inoshort, hey ool as o mediotor Tetween Grmer ond markel.

CONCLUSION

=1

The interference of muddlemen 14 the mam problem of producers. Muddieinen exploit e producers s well
vonsumers. The preducers et the less prices foe their presucts when they sold 10 muddlamen i nephezlds
perfarmanes of Co-operative secictics mensases the number of middletwn o thie sliely aren s necessorny Wy
increase the rele of co-operaiive soceties. In addition 1 that there shonld be eontzed on middlemen teugh
gov'ernment rles smdd regulations .

The middiemen take the sdvontage to expboil he producers ns well as consumues.  They get alanest double
QR for sabe the preducts, The government should appont spuecinl ollicers o cheek wmfior trace procieces,
cxploitation of the frmer Ty mbddlomen. [0 necessary o proawse. sl perlsapn even onfore through riles ar
b b thie govermnent. As o result the producer will get more prices 1o tlseir proclucts snd the consumer will gut
garnw products ol ramuerabee poces. To tnekle bhess prabilems pevernment shyoald provide Tnaneinl pssestonce,
erente nwareness mueng the frmers obout varss subsady schemes avnilabde 1o eneourage fem, take mitintive

for creating tie storage facilily al taluke levels and prosvida il wath mnimai eharges L frmess and give subsidy
L Tl up stomage Geeility, cle
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ABSTRACT

This artlele begine by defining the perception of the paticits. 11 then proceeds to deserilie wmal diseoss pativnt
percepiton abowt varions bisie favilities a8 well as other Faetlities such as- Emerpeney semviees, Heliohility,
Responshienes, Assurangce, anil Evputhy, The wrthcle explains tise e osernll conditione previiling in the stuily
area Witls respect to medieal serioes wre nat conduetive fo il aquality o alTordable mcdical enre in the inderesi
ol poticirs, Privete hospitals are l~'|l-'l-lll‘|:|- ilespmivsticadel Dth dlie ||ni1;\ il Al wencerned authorigics anil
unconseen of the nsedical prolession for prenpaes stamiamals and apanlity ol ewee e teewbment of potients,

]"*"-'."“ arilss - Eh'll-'r.“':p-"'l'h‘:l- seFs s, Rq.'li.'llliiii:n, Respminisiveiness, Assurance, Foamprailes

L IRTRODUCTION
" b . o - - r -
I "'”F'*"'- £ petecplien 1= am pnpaaant component of relatiensligs vatls e patient, Persephons vamy [rom perams B porson
Driferent people perceive different thangs about the same situatien But meore than thal, we as sien alslliorenl msimenges o
what wie perceine and the meanings miglt change for a certain persn . Une anght elumpe onc's perspeciiie o0 simply

makie things mean somethmg elze. The coneept of patient perception does nit ealy relate 10 ndividual patient n prvate
hsatals

IL OBJECTIVES

= Tocknow services provided I Provane Hospatals
*  Lostich the changang pattern of perception of patient 1owards provate hosptals

1. Seape:

Cenzraphical Soopae:-
Greographieal Seepe s hmied 1o Prvate Hospitnls mlslongr Cin

Comce piual Seope:-
Lencepiual Scope 15 climging panent” s pereeption tovrds prvine Jaspiinls

1} Linsications:

= LUlnl Provate Hospisals ane token from slampar Tty Tee present sty
s Uil 100 Patient taken For stedy

Y. Rowosrch "llttlmllnlm._l}:

o Proman Data g Propectomate Samgliag b letliod)
o Secondary Duta g News Papers, Dillerent NHS Report)

LIBASIC ASPECTS:

Satisfaction: - What is your apinien alwat follow ing Basie Facilitics?
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1.2 OTHER ASPECTS

Taldle M= 1,2
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posad 80 0% 10 95 olso found 1hat basic Tncilines provided h:.' {the private hospitals ure |._|:4_'\-.1.|J Wk b Flrm'idlnl.' thics

I-"‘]s_'-"f Factlities, the privale hospitnls are wol swvived in the cul-thamght eompetation. 5o they are provded s
Fuci lees Tatter thon betier .
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serviees like Reliability, Emerpeney services, Responsivencss, Assurance, Empathy, Claim Settlement, Beneficiary of
varisus Schemes, Post hospitnlized treatment, Medicine feility.

V. SUGGESTIONS

It s suggested thut peivile hospitals should minomee ther rates sooas 1o aflordable for common mon

It is suppesterd that all private ledpital should acoepled schemes like-BITIAY Sclcnwe - Rajiv Gandhi Jeevandavee
Aragyva Yojuma for survivil of poor patiome,

CONCLUSIOMN

Tt es eomeluded aat, tee phvacal mfmsrsiure ond e resourees mods aviloble secssary for prenadimge qualny
modical services are grossly adequate m alimost all Privite hespitnls. Te sumeup, the Gndue are sl esplanators and

reflects the existing reality in the study area with respeel 10 medical serviees moking 1 clear thot there are smiath
I'|.||:||;'|'i|:'||Ii:||H ol the Frri.'.'n.le haspitnls

The overall cenditions prevaibing am the study area witll respeet to medical services are comductive 10 the quabity and
allordable medicnl core an the interest of potients There ore eflizicnt Tospitals ne the study arca
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Abstrace:-

The vord logisires has is origin from Greek word “logisiike " wiich means ihe are af
aalewlating. However, she wmodern srerpretarion af the oo fogisnes has s ovgin wr ihe
mifitary, where it was wsed to deseribe the aoivities related to the prociretient of ameiiition s,
el essenial supplies for troops located ar e froms Logistes wat only includes aciivitics
vefared to the phyvsical mevements of e gosds but also manages relationshio with suppliers amd
custonters. The muin objective of the paper iv o determine e varions feclhinology nsed in
Tagisticy and supply cliain saviageirent ineluding fnforiation feclinology, conpnnnication
fechalogy awd avtemric identification technalogy.

The creator basically conrers on e auxifiony seformarion for pathering infomation
r'.:'.\'.:'u.n_‘.f],'ﬂ-rj,F wirke differend sonovetron wiilized i fogisiics cuted sigrre peiweark e hoqeed The creator
reaches determinanon that Yechmolog i a vehicle to npgrode store nefwork intensity and
excorition by improving the general vability and produciviy af logisnes framework. Tn addivon
i fferem advancements i fnnovaiton ave made the wndertaking saimpiler and guicker ather than
being less ardunons

Keywaords: logistic management, SCM, Technology, Innovaton

Intraduction :
The council of logistie management defines lomstics as “that part of supply chain process

that plans, implements, and controls the efMicient, effecnve, forward and reverse Now and storage
of moods, services, and related informanon between the point of ongin and the point of
consumption in order to meet customer requirement” In ordinary language the same can be
defined as right product, a1 the nght place, in nght nme, and in nght condition. However supply
chain consists of all stages that are required 1o sansfy the customer request, ke starts from supplier
passes through manufacturer, distnbubon, and retailer and fhinally reaches the customer. The
supply chain management 15 the oversight of matenals, information and finances as they move in
the process from suppler to manufacturer 1o whelesaler to retmler fo customer. The emerging
new technologies are creating strategic opportumties for the orgamzanons to build compehtive
advantages in various funcnonal areas of management including logstes and supply chain
management. However the degree of success depends on the selechon of the nght technelogy for

the application, availability of proper organizatienal infrastructure, culture and managemen
'-1!-“1':“'4‘5:54_
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palicies. In logistics, information, communication and automation technologles has substant ally
increased speed of identification, data gathering, processing, analysis and transimission, with high
level of necuracy and retinbility. Technology is a means 1o enhance business competiliveness and
performance. It plays a major role in success of supply chain by enhancing the overall
effectivensss and efficiency of the logistics system. In logistics many new technologies are used
in developed country while in India adoption process is very slow, Howsever due 1o liberalization
of the Indian economy the competitive pressure 15 burlding up and the enly option to lace the
competition in to go in for technology enabled operations.

The latest technalogies being used in logistics and supply chain management are segregated
intn

o Automatic Idennification Technology

»  Commumcation Technology

* Information Technology

Ohjectives
1. To determine the vardous technology wsed i logistics and supply chain management,
2. To discusses the impact of technology on logistics and supply chain management
3. To assess iechnology used in logistics and supply chan management

Automatic ldentification Technology

Programmed Tdentification {Auto 1D} is the term used 1o depict the immediate passage of
information or data in the PC framework, programmable rationale controllers or any microchip
controlled zadeet without working a console. These innovations incorporate Bar Coding, Radio
Frequency Identificanon (RFID) and Voice Recogmition. Auto [0} can be utilized for following
the compartments, bundles, containers or a truck conveying the products on time bound
dispaiches to the clients. The advantages of Auto | incorporate precision, cost spanng, speed
and accommadation of information steckpiling and prepanng of data

The significant Automatic Identification technologics in use are
e Bar Coding

Bar coding is a succession of parallel lines of various thicknesses with spac
middle. These bars are only the things of data in the arranged structure, which ean b
with the assistance of a scanner. Venfizbly standardized identifications was first unlizegdsy
a while tn USA mn 1952 The data imprinted in scanner 1ag ncorporate, nation code, make P‘i!m
item subtieties, date of production, material substance etc. These subtlenes are required a1 client
end For stock adnimistration. The standardized identifications are utilized in assorted enterpnises,
for example, retail, pharmaceutical, customer merchandize, hardware, cars and so forth

The bar coding offers the following advantages

« Ease n identification of inventory items during storage, retnival, pickup, inspection and
dispatch.

»  Reduce paper work and processing time leading

«  Reduce human ermor

» Increases lomstics system productivity through speed, accuracy and reliability.
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RFTs

The reader 15 connected to the central computer. Radio Frequency Tags (RFTs) are a
piece of sthcon chip 1o store data in the microcireuit. The RFTs are programmable with erasable
memory. Data 15 stored in coded form and communicated to the reader through waves The basic
principle of tag 15 that antenna emits the radio signals. RFTs are very useful to accompany truck
shipments. The tag will contam information on consignor, consignes, inventery items, quantity
and value, what time the item travelled cenan zone; even the temperature etc. The reader
receives the tag signal with s anmenna, decodes it and transfers the data to the host computer
system RFTs can be amached 1o virtually anything-from a semi-tractor, to a pallet. containers
etc. RFTs wall avoid paperwork and can be helpful in custom posts In the warehouse, the
bercodes can be applied to the individual inventory mems while RFTs can be apphed 1o pallets,
containers eic These will allow the siafT 1o directly communicate o the warchouse computer

RFID has significant impact on logistics and supply chiain of many sectors

s  RFID helps Indian exporters to global retailers like WAL-MART get better and more
vistbility into movement of their goods within the supply chain and thus become more
competitive

» Improve the abilily of manufacturers to better manage the inventory levels.

» Improve the complex distnbution system for the Defense operation

= Improve the complex tracking and distribution operanons of the Indian Postal services.

* Improve the tracking, logistics and planning operations of Indian Rallways. state publc
transport agencies

e Implement automatic toll collection on vast network of highways,

1. Communication Technology
The communication, either oral or compesed has an exceptionally vital job i business
achievement. Coming up next s the couple of nsng mterchanges advances, which are
empowermg agents to better chient support dnving than intensity through the speed o d
E [} i 1
exXACEss I communication, o -"h'..?\
=]

e Electronic Data Interchange (ED1) 5/ e
EDI innovation 15 unlized for move of business records from one PC 1o ather P{% Wath-

EDI the husiness records, for example, solicitations, checks, and challahs are sent electroneslly
starting with one association then onto the next. Actually EDI 1s a drive towards paper
archive move or exchanges. The contrast between the email message and EDI message 15 that, E-
mail 15 formed and translated physically, while ED] message 1s made unlizing one programiming
and deciphered by other programming, Email information 1sn't erganized while ED1 mformation

or message is structured. EDE message has lawful remaming i the courtroom
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The benefits of using EDI technology in logistics and supply chain management invelves

» Faster ransactions- real time document transfer in the supply chain.

e Just-in-Time manufacturing technique can be adopted.

e Reduction in transaction cost due o paperless operations

s Reduction in arder cycle time and inventory that will help o improve the competitivensss
of the customers

« Improve the corporate trading relanonshups between parties in the supply chamn and
ereating barners for compenters

«  Very Small Aperture Terminal (VSAT)

The satellite communication stations are assuming a significant job progressively
farmation assortment and its trade, wlhich is crucial for cliem care. To follow and follow the
products bearer, a dish radic wire is fixed on the velucle. This permits the communication
between driver, dispatcher and proctor. The genume — time collaboraton helps in having the
exceptional data on the area of truck and the conveyance position.

Madel - Wal-Mart the retail goliath of USA 15 utihzing this framework for controlling the stock
development.

« GEOGRAPHICAL POSITIONING SYSTEM (GFPS)

The GPS is progressively exact framework utilized in ereated nations wherein a vehicle
could be followed precisely with the assistance of Geo Siationary Satellites 10 the exactness of
ane meter as far a5 scope and longitude. When the sitvation of the vehicle is known, it very well
may be transmitted to consigner or agent through the transmission orgamzes for example cell
phones ar web

+  Geographical Information System (G1S)

GIS are the product instruments for representation of uncommon area of any element on
garth which is put away in databases identifving with geology . This could be regarding physical
maps of the outside of earth, design of internal surface of earth or a format of lanes or roads. GIS
in joining with GPS 1s utilized i calculated activity for following and following of the relegation
area to the dearee of street or road speaifically city

*  Web Based Tracking
Logistics specialist arganizations working in India are expanding the administrations of
online following of relegations to thewr custormers. AFL, Fed-Ex, Blue Dart and others are giving
the s1atus report of the relegation to their customers: The customers can download this repon by
associating through the Internet This data helps in arranging the dispatch plan and F“”h“”“"l‘ﬁ."f T
making catch up with customers for installment assortments S

o Automated Guided Vehicle Sysiem (AGVS) { .
The framework wihzes attractive or optical direchon framework, The attractive
framework utilizes sumulated wire laid on the distnbution center floor for directing the matenal
taking care of gear, In AGVS admimisirator 15 disposed of. The new age AVGS are guided with
video and don't pursue the fixed way. AGVS can play out all the matenial taking care of acrivity
with ne human contribution. Robot combined with AGVS is utilized to get precise matenal
prerequisite for a chient request
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= Information Divected System (1D%)

In this an imcorporated PC controls the material taking care of gear The communication
between the gear and the PC is throueh radio recurrence The necessary development are
sustamned into PC and it appomts the occupations to the individual types of gear thinking about
its most extreme stacking bt and taking care of speed. [DS can perform assortment of complex
matenal taking care of employments, for example, different request picking or numerous vehicle
stacking by a similar matenal taking care of hardware prompting upgrade in stockroom
profitability and adaptability in dealing with assortment u:rE'c:n:n:up:ﬂinns

=  Information Technology (1T)

IT comprises of equipment and programmng that catches mvestigations and wives data
any place 1t 15 requred. Since the supply chan management the executives 15 charactenzed ns
systemn of associations, these associabons can't shape a system except if they are associated
through 1T comimg about into strasghtforwardness in the production network and adjusting the

“store network exercises towards client. Model - The accomplishiment of store network of DELL
was because of 1T, where web was utilized to gather request from client steaightforwardly and
imparted the data to the providers wath the goal that they can gauge better, and supply 10 the

prerequisite, The IT devices utilized in coordination’s and supply cham management the board
are-

»  Enterprize Resowrce Planning (ERFP)

ERP is coordinated programnung, enveloping all the business tasks and realize critical
change in the manner individual’s work ERP 15 o business arrangement that delivers 1o cenain
recognized business issues ERP 15 pricey and complex exercise which requires adequate
messure of arranging In India major ERP being used is SAP, Oracle which has been created by
outside organizations to suit the business condinon winning in those nations. Be that as 1t may,
some Indian crganizations like Ramco Systems created ERP to suit Indian business condinon.
Example - The companies like Hindustan Lever, Colgate and Nestle have implemented ERP in

therr supply chan system resulung in mummum mventory of raw matenal and finished goods
and benefit m terms of cost reduction

= Distribution Requirement Planning(IDRP)

It 15 another IT apparatus and Torthermore a complex arranging approach that thinks
about defferent dispersion stages and the atinbutes of the dissemnalion famework. The
completed merchandise stock necesaty 15 controlled by DRP considenng the chient request at
vancus appropnation focuses siwvated in vanous markets. DRP bhelps i sohdifying the
shipments o different areas spread over the huge peological teritory, and i this manner help i
decreasing carge cost. DRP improves stock decevability in the produchon network coming
about into decrease in stock level and distribution center space prerequisite

Automated Inventory Tracking System (Aits)

The AITS is an IT apparatus that gives ongoing status of the stock degrees of the
considespble number of things ot retwl locations, feeder and mother distribution centers. For
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renewal of things sold, data 1s passed on legitimately 1o the provider after the thing stock level I5
cheeked at feeder and mother distribution centers The provider starts the activity to recharge the
stock thing relying upon the thing take-off rate at retail locations, s secunty stock, stock
travel and so forth consequently advancing the stock in the store network

Conclusion ;

"Technology” is vehicle to uperade production network aggressiveness and execution by
improving the zeneral adequacy and proficiency of eoardmation’s framework. Subsequently
picking the correct innovation for different coordination’s exercises or sub-fomms 15 pivotal 1o
any business fo increase upper hand in the present focused market. Model — A cvele producer
must percerve low it can incorporate the littlest part supplier specifically, a brake shoe provider
and furthermore the seller at the country focus, so as 1o improve generation run and hold the
client as opposed to lasing 1o the contender Today comlynation in the supply chain management
s conceivable beeause of nccessible innovation prompting effectiveness in the store network just
if the production network accomplices embrace the correct technique
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Abstract:

Digitad marketing is the avermue of electvonic conmmmication which is wsed by the
miarkeiers to endorse the goods aned the services towareds the marketplace. The supreie prrpose
af the digial markesing {s concerned wish consumers and allis the consumers to interiningle
with the product by virtee of digital media. Tl paper concentraies on the magnimde of digeeal
promation for hoth consumers amd marketers This paper covers difference besween tradivional
nrtrketing and digital marketing. We scrwtinize dhe result of digial markerng on the base of
Sfirm's sales. 200 FCSPOIEnis oo ane colfected o ger the clear pictire ahont the present
atuly,

Keywaords: Digmial marketing, Prometion, Consistent, Interact, Consumer behavior

Introduction

Digital  Marketingis  the  term  used for  the targeted,  measurable, and
interactive marketing of products or services using digital technologies to reach the viewers, tum
them into consumers, and retain them. The customer also can ask queries or make suggestions
about the business products and services

Digital marketing is often referred to as 'online marketing', 'intemel marketng’ or "weh
marketing’, The term digital marketing has grown in popularity over time, particularly in certain
countries

Ohbjectives OF The Study
1. To recognize the usefulness of digital marketing 1n the competitive market
2. To study the impact of digital marketing on consumers purchase
3. Ta know the modes of digital marketing

Methodology Applied

waktag

tlh Tl

« Primary Data: The research 15 done through ofs f\'allm‘l collection of
data through questionnaires EC 3

« Secondary Data: Secondary data 15 collectedyim
magazines to develop the theory, '

s Sample Size: The sample size is determined as 200 respondent’s opinion
from the consumers who presently purchasing products wath a help of digital
marketing
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Traditional Marketing V/S Digital Maketing:
Table I: Teaditional Marketing V/S Digital Marcketing
TRADITIONAL MARKETING MODERN MARKETING

Communication 15 umdirectional, Means, a | Communication  is  bidirectional.  The
business communicates about 115 products | customer also con ask queries or make
or services with a group of peaple. sugpestions business products and services

Medium of communication 1= generally | Medium of communicanion 15 mostly
phore calls, letters, and Emails through social media websites, chat, and
Email

Campaigning  takes more time  for | There 1s always a fast way to Develop an
Designing, preparing, and launching online campaign and carry out changes
along 1ts development, With digmtal fools,
CAMpALENIng s £1s1er.

It 15 carned out for a specific audience | The content 1s available for General public
throushout trom generating campaign ideas | It 18 then made 1o reach the speafic
up to selling a product or a service audiecnce by employing search engine
techniques

It 15 convennional way of Marketing, best | It is best for reaching slobal audience
for reaching local audience

It 15 defficult to measure the EMectiveness | It i5 easier to measure the effectiveness of
of a campaign a campa gn throueh analytics

Results And Discussions:
Table 2: Profile of the Online Buyers

Category No. of Rcsumld_c;ﬂs Percentage of Respondents
Male L3 65%
Gender Female T 35%%
Total 200 100%
Below 18 vears 34 =
ﬂﬂEF
u“!“..-*—'--;ﬂ;,
19-30 years 50 (3 =25%%
U‘- a .
-] = o
' P i i
Age 31-45 years G ‘x._._':__. 33“’;.1
Above 43 years 50 ' 25%
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Total 200 100
House Wife 22 1 1%
Emplovee 110 35%
Profession Business 46 23%
Studenis L6 08%%
Any other 04 D3%
Tatal 204 100%
Below 10000 42 21%
FOO01-1 5000 M) 45%
Maonthly Family
Income (in Rs.) 1 5001 -30000 30 23%
Above 30000 18 Q9%
Total 200 L1

Table 3: Awarveness of Online Shoppers
Particulars Mo. of Respondents

Percentage of Respandents

Having knowledee about

online shopping 2040 10024
Not having knowledge aboul - x
online shopping

Total 200 1O

Tahle 4 Availability of Online Information about Product

Particulars | No. of Respondenis | Percentage of Respondentis
Excellent B0 40%
Good 4 32%
Averape a8 24%
Poor 03 4%,
Tuotal 200 100"
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Table 5: Reasons I'm Choosing Online Shopping
Particulars No, of Respondents | Pevcentage of Respondents
Wide vanety of Products 70 35%
Easy buyving Procedures a0 20%%
Lower rices 50 23%
Various Modes of Payments 20 [ 0
Others 20 105%a
Tatal 200 100 %

Tabile 62 Frequency of Onling Purchasing

Particulars Na. of Respondents | Percentage of Respondents
Purchase once Annually 32 | 6%a
2 - § Purchases Annually BE 4%
o110 Fl:l_l'l:]'l.'L‘il_"S Annunally £ 22%
11 Purchases and above Annually 16 18%
Total 200 100"

Table 7: Which mode of digital marketing impact more on consumers buying behavior

Particulars MNo. of Respondents | Percentage of Respondents
Social Media Marketing 102 51%
Emal Markeating 30 5%
Websne 40 200%%
Affiliate Marketing 16 08%
Other Markenng 12 0a%
Total 2041 100"

Table §: Which determinant of digital marketing affect morve on consnmer buying behavior

FACTORS MOST ONLY AVERAGE | OPREFER LEAST

PREFER PREFER AGAINST | PREFER
Marketing Scheme an ) 20 20 10
Comfort Zone 120 40 15 25 0
Safeny 110 50 M 0 ¥
Used Advertising Method 0 40 30 7T H
_ _ ﬁl‘g? ‘xn\ '
Ahlity to Compare Prices 100 50 Eﬂi o N )ﬂ.} 10

Nl
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Finilings:

L 1t is found that Consumers are satisfied through purchasing digital murketng,

3. 1t1s found that People find it safe mode of ealine purchase

3, Itis observed that Ratio of male consumers is very high in online shopping that 1s 65%. And
Ratio of Female consumars is very low in oaline shopping that 1S 1¥%

4, Ttis observed that Employess of various companies are purchasing more &
online shopping that 15 53%

5. 1t is found that Tncome of respondents mainky falls in the
that i3 45%

6. Itis observed that Awareness about ealing shapping 18 100% among he respondents

2. Itis found fhat 40% of respandents feel that availability of anline infarmation about Product
& Services i oulstanding

4. It it ohserved thal most numbers of respondents that is 35% feels that anline shopping has
wide variety of products; others feel that they can have an easy buying procedure, products
with lower prce, a vanety mode of payments etc

9. Itis found that 44% of the respandenis purchase the products 2 & % times annually

10, 11 15 found that 51% consumers are purchasing fhe online products due to socil med:a
marketing While 15% consumers are purchasing (he onfine products due 1o email markehng
a5 well as 20% consumers are purchasing the online products due to website of the
arzanization. Remaming 08% consumers are purchasing the online products due to affiliate
markenng aned $6% consuiers are purchasing the online products dug to other marketing

11, Tt is found tha 60% consumers are preferred that they are purchasing the ealine products e
1o comport zong. $3% consumers are preferied that they are purchasing the online prodicts
becaise of safety 0% comsumers are giving most prefer ta wsed ndvertising method and
ability 1o compare price. 45% consuimers are mast preferred to marketing scheme while they

are purchasing the aoods thraugh online

han others through

range of Rs. 10,001 10 Rs | 5,000

Sugmestions:
1. It is suppested that there should be improve technical advancement in prometion of

dhgital marketing Websites
7 Provide i transparent and good service 1o the consimer hiefare and after onlme purchase

3 Creating awareness amang the people about digial marketng
4 There must be complete description need to provide about the product 1o the online

shoppers
Conelusion:

Digital advertising has end up beng grilical part ul'apqui_u_fﬁmgaus organzations
Right now, stll for modest busmess owner close by have a very chieap and.ﬁ[iu:pped technigue
by utihizing computenzed showcasing to advertise their ems or '&dminislf:ﬁqms m the oenesal
public. 1t has no limitations. Organization can use any gadpats, for example! tablets, advanced
mobile phones, TV, PCs, media, anline hie, email and parcel other1o heip‘urgmuznuun and its
wems and admmistrations Computenzed advermsing may accomphsh something mose in the
event that i1 considers purchaser wants as a pinnacle need.
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tmpact of Digital Marketing on Consumer Buying Behaviour
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Errriil

Absiraci:
Digitel marketing is e avenwe of elecirmme conmmumication witich is wsedd by the

marketers fo enderse the goods and the services jowerds the warkeiplace. The supreme purpase
af the digital marketing #5 concermed with consmmers and allows the consers to sntermingle
with the product by wetne of digial media, Ty poper concenfrales o the wegnitede af digitel
promotion for bork consimmers and markerers. Tiay paper covers ifference berween fraditiomal
markesmg and digital markeung We scrannize he resaly of digital markefing on the base of
firsn s sales. 200 respondemts opmnion are collecied 1o gee the clear pichire abort the present

sty

Keywords: Digital marketing, Promotion, Consistent, Interact, Consumer behavior

Intraduction
Digital Markenngis the term  used for the targeted, measurable,  and

interactive marketing of products or services using digital technologies o reach the viewers, tum
them into consumers, and retain them. The customer alsa can ask queries or make suggestions

aboul the business products and services
Digital marketing 15 often referred to as ‘onlne marketing', 'internet marketng' or "web

marketing', The term digital marketing has grown in populanty over time, particularly in certan

COUNLTISS.

Objectives OF The Study
1, Torecognize the usefulness of digial markeung m the compentive market.

2. To study the impact of digital markenng on consumers purchase
3. To know the medes of digital marketing,

Methodology Applied
=  Primary Data: The research 15 dong through observation and collection ol

data through questionnaires
= Secondary Data: Secondary data 15 collected from journals, books and

magazines fo develop the theery.
+  Sample Size: The sample size 15 deterrmined as 20U respondent’s opinion

from the consumers whe presently purchasing products with a hel of digital
marketing. 11':-""'”—"#:.-%
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Traditional Marketing VS Digital Marcketing:
Table 1 Teadiional Macketing V'S Digiial Marlaeding
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TRATIONAL MARKETING

MODERN MARKETING

Communecation 15 unidirectional. Means, o
business communicates aboul 5 producs
or services with a group of people.

Communication 15 bidirectional.  The
customer also can ask quenes or make
suggestions business products and services

Medivm of communication 15 zencrally
phone calls, letters, and Emails

Medium  of  commumcation 15 mosily
through social media websites, chat, and
Email,

Campaigning  takes more ftime for

Designing, preparnng, and launching,

There is always a fast way 10 Develop an
online campaign and carry out changes
along its development, With dumtal toals,
CAMPAELENING 15 easier.

[t 15 carried oul lor a specific audience
throughout from generating campaign 1deas
up to selling a product or a service

The content 15 available for General public.
[t 15 then made to reach the specific
audience by ecmploving scarch engine
techniques

It is conventional way of Markenng: best
for reachimg local audience.

Tt 15 hest for reaching zlobal audience.

It is difficult 1o measure the Elffectivenass
of a campaign

It is eagier to measure the effectiveness of
a campaign through analytics

Hesults And Discussions:
Table 2: Profile of the Online Buyers

Category Na. of Respondents Tl"nruumgc ol Respondents
Male |30 63%
Grender Female 70 315%
Total 200 I 00%,
Below 18 years 34 7%
19-30 years 50 23%
Age 31-435 years 66 3%
Above 45 }r:avrﬁ 50 25%
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“Total 200 | 00%
House Wife 21 1 1%
Emploves L10 53%%
Profession Business T 23%
Students 16 08%
Any other 06 03%
Total 200 100%
Below 10000 42 21%
L0001 -1 5000 a0 45%
Aonthly Family -
Income (in R=.) 15001-30000 i 25%
Abowve 30000 18 0%
Total 200 T

Table 3: Awareness of Online Shoppers

Particulars ~No, of Respondents | Percentage of Respondents
Having knowledge about
online shopping 200 1005
Mot having knowledge about - -
online shopping
Total 20 LM

Tahle 4 Availability of Online Information about Product

Partienlars | Mo, of Respondents | Percentage of Respondents
Excellent B0 40%
Craod e 32%
Aweraze 48 24%h
Foor 08 D4%a
Toral 200 100
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Tabie 5: Reasons for Choosing Online Eh"FF‘“E
Freticislnes o, of Hespomncdeinis Ferceniaze of Respondenis
Wide varieny of Prodmcts T T e Fay 1
Ensy buying Procedures k1 305
Laower Prices ETe 25%8
Yarious hodes of Pavaaeites 3 20 1% 5%
Ohers 2 | (e
T ol LI 1O
Talale 61 Froguency of Oeline Focelinsing
Pariicmlaes M. of Respondsnis Forceniage of Respondenis
wrehase anoe Annually 52 | &5 !
[ T - & Purchases Anccaally a8 EFLT
- 10 Purchases Adn TR RS 44 22%
T1 Purchases cmd above Anmually S0 | et _
Toral 204 TR

smers buying belnvioe-

Takde 7: Which mode of digital marvketing impact mecd 00 ©07
Mo of Hesporndenrs Pereentnge of Respondents

Faarticalners
Social Mledis Markering 12 31 %a
Erml Melarketinge 30 | 5840
Woabsite: A0 T0%0
AATE Lot PBelwrketing &5 QR
“Orther darkenng 12 0,
T tall 2040 T ORR 0
Table 8: Which derceminani of digital mnriceting affect morT On ConsweeEr trnvione bakimsyi or
T FACTORS PO O T AVERALE | OPREFER LEAST
PREFEHR FREFER AGAINET PREFLER
tlarketing Schome 20 [t o] 24 it =
L ambort Ao 120 Tl 15 Z5 ]
Safety | 10 sl 0 10 | 5]
Uzed Advernsing hethod 1 <0 30 15 15
Ability o Comipars Prices 100 17 20 I o
W phsite — s [esegre o e s Forvimil - 1.5-2 '.:'_"'.'.';_ =BT
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Findings:

1. Itis found that Cansumers are satisfied through purchasing digital marketing,

2. 1t 15 found that People find 1t safe mode of online purchase

3. It is observed that Ratio of male consumers is very high in online shopping that is 65%. And
Rato of fermale consumers 15 very low i online shopping that 15 35%

4. Ttis observed that Employees of various companies are purchasing more than others through
online shopping that 15 55%.

5 It is found that Income of respondents mainly Falls m the range of Rs. 10,001 to Rs. 15,000
that is 45%.

6. Ttisobserved that Awareness about online shopping 15 100% among the respondents

7. It is found that 40% of respondents feel that availability of online information about Product
& Services 15 oustanding,.

8. It is observed that most numbers of respondents that 15 35% feels that online shopping has
wade variety of products; others Feel thal they can have an casy buying procedure, products
with lower price, a variety mode of payments ete.

9, It is found that 44%% of the respondents purchase the products 2 1o 3 times annually,

10,1t is found that 51% consumers are purchasing the online products due to social media
marketing. While 15% consumers are purchasing the online products due fo emal markehng
as well as 209 consumers are purchasing the online products due to website of the
orgamzation. Remaining 08% consumers are purchasimg the enline products due to affiliate
marketing and 06% consumers are purchasing the online products due to other marketing

11. 1t is found that 60%% consumers are preferred that they are purchasing the online products due
1o comport zone, 55% consumers are preferred that they are purchasing the online products
because of safety 50% consumers are giving most prefer to used advertising method and
ability to compare price. 45% consumears are most preferred to marketing scheme while they
are purchasing the goods through online.

Suggestions:

l. It is suggested thar there should be improve technical advancement in promotion of
digital marketing Websites.
Provide a transparent and good service o (he consumer before and after online purchase.
Creating awareness among the people about digital marketing,

There must be complete description need to provide about the product to the online
shoppers,

el ed

Conclusion:

Digital advernsing has end up being cntical part of approach of numerous orgamzations.
Right now, sull for modest business owner close by have a very cheap and equipped technigue
by utihzing computenzed showeasing o advernse their items or admimistrations i the peneral
public. Tt has no limitations, Oreanzaton can use any gadests, for example, tablets, advanced
mobile phones, TV, PCs, media online life, email and parcel other to help orgamzation and its
items and administrations. Computerzed advertising may accomphish something more in the
event that it considers purchaser wants as a pinnacle need.

134 Website




WESEARCH [OURNEY" International M tidisciplinane K- Research fourol l [SSN &

==

Fnh . Impact Factor - (5]IF) - A.625 (2019) |
J‘Eﬁ Special Issue : 206 (A) | December-2019
||;§’_‘E'n- ALk Commerce, Managemenl & Social Sciences | -

References :

1. Chaffey D, E-business & e-Commerce Management- Strategy, Implememtation and
Practice Pearson Education, Paris, 2011, 72-79

2, Chaffey D & Smith P, E-Marketing Excellence: Planning and Optimizing Your Digetal
Marketing, Routledge. Fourth Edition, 2008, 580-593

3. Waghmare GT, E-Commerce, A Business Review and Future Prospects in [ndian
Business. Intemet, Marketing in Indha. Indian Streams Research Joumal, ;{5}. 2012, |-.-1

4. Gangeshwer DK, E-Commerce or Internet Marketing: A Business Review from Indian
Context”, Intemational Jowmnal of - and e- Service, Science and Technology, 6(6), 2013,
187-192,

135 Website — vwoon fessarchiouimey net Email - resgpehioumesy 201-8umanl o




Al FINVEELETNTTE WrZEDZT 1 IS I Goneeial et T i d I %50 25AF 056 :I appcnct Factor 5,71
Irkdmmatiomal Conforemcee Orghmizad by WP, sl | Manapiiment Seoch = | mErEi, helrgrie

I bk T 1 ] wclial “lmiplications ol COMILE-] Prablems & Canseguenees” an 7 Aujuest 2021

INTERNATIONAL RESEARCH JOURNAL OF
HUMANITIES AND INTERDISCIPLINARY STUDIES

""_;__.ﬂ,_-._ s | Prar=rev|ewed, Referecd, fndeed & Ogen Access Journal §
a8 2031-113TEEES 155H - 2503-E148 IMPRGT FACTRR © 5.71 ﬁJIF 2021

INMPACTS OF PRE AND POST COVID-19 PANDEMIC IN INDIA
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Research, Sangl Maharashira) Peth Maka, Tal- Walwa,
E-mmul: svchavam il com Dist. Sangh (Maharashtra)
E<rmml - Avipraikeshaseiumail com
DOl Mo, L SOt DN LinBesting i i i VR 22 S22 S IO PO 2 10806

Afstrace:

Widespread isn't fikely o wind down within e adiacent_fiire. preventive aclivitics are
prerequisite to forestall discase sproced, spare individials fives confoinily 1o spare the financial
abundance. During this andit. sapported the display infrrmation el aecessible writing, we ve gaf
iltstrated the varions angles of pre-and post-COVID- 09 fmpaets aver the social and finaretal srages
veund the world Addidonatfy, the prove based information are stmmarized with reference o
threars, social impacts, fogtcal overhanls, eshival fow, push awd odfisting within the pre- and posi-
T 3 cincimsiamees

Keyviweras: Hunnan services, Manetary fecomaniy agacts, Seacterl finprecis

Fateaduction:

The current 3019 Coronavires Pandemic (COVIDIY) began in Wuhan, Hubei Province,
China n December 2019 The outbreak of the COVIDLY pandemic has mainly affected human
health and 15 senpusly considered to beone in every afthe explanations [or the nise within

the number of deaths across the country. Additicnally to issues (hat affect pe allv, 1he

epidemic has alse caused heartbreaking financial and political emergencies |
Progoress
i. EfMect of Covid-19 outboenls:
COVIDIS has affected people's dmly lives and has put the world economy in trouble. This
pandemic has also affected the social lives of mdividuals everywhere the globe. As per the WHOQO

report, this infection has accelerated in nearly 213 coumnes round the world and has shown serious
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consequences. Reparding the country’s econonyy and health system Many countrics have locked

widigtl

dovn ther facilities, services, educntional institutions, industnal sectors, dailly markets, etc to
farestall the spread of those infections. The business and commeroial sectors are severely lmd low

wath tlus mfection It also discusses some imponant health, economue and socaal life impacts and

challenges.
The direct and direct potential impact of COVIDIY has led to thousands of deaths and a

big increase in medical expenses; however, as mentioned above, the likelibood of the price being
exageerated 15 extremely lugh. Die next year may be & very stable curve, which changes once a year.
The direct and direct potential impact of COVIDI19, additionally because the significant inerease in

medical costs, has caused thausands of deaths. The cost 15 probably going to be exapgearated

2.1 Human Services { Healibcare) Impacis:
The long-term consequences of COVIDI? are already obvious: the psychological damage

caused by the fear and grief caused by the virus, continued 1solation, and also the associated financial
condition. Additionally, since the start of June, all women's anxiety and depression have increased, It
set a record high from July 16 to 21, wath geographic area, Asia, black, and multi-ethnic
communities experiencing the biggest increase.

Share of Adults Reporling Symploms of Anxiety or
Depressive Disorder During the COVID-18 Pandemic

41.1
&
1= ]
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I it's difficult to spot, solate and treat suspicious or infected patients.

2. Medical staff and clinical staff are overloaded
3. Patients affected by or diagnosed with other diseases are littered with iznorgh

4. The amount of pharmacies i medical supply stores has decreased,
5. Mead for higher security.
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2.2 Maonetiy (Ecomony) Impracis:
The geonomuc clfect from the pandemic has disproportionately afMected some industnal

sectors and population groups, and there's o nsk of prolonged labour dislecations as a result,
unemployment levels that haven't been seen since the nice Depression of the 19305 Warkers are
eviluabing thew career choices and work patterns in some crreumstances, which could indicate a
posi-pandemic economy with mare diverse labour arrangements and o changed  metropolitan
environment. Additionally to the prices of greater poverty, lives upended, careers wrecked, and
heightened social unrest, the human costs i terms of lives lost wall have o long-term impact on
phobal economc process. Concurning to some projections, 95 million indeiduals may hove fallen
inro extracrdinary destituton by 2020, with 80 mullion more undemourished than vour time recently
the widespraad, Morepver, some projections appear Agreeing to pauges, the worldwide financial lull
will canse worldwide commerce o diminish by 9.0 percent or marginally less in 2020wreaking
havac on trade-dependent poor and emergimg nations specifically. In industrialised economues, where
vaccinanons are with a return 0 pre-pandemic levels of activity, the economic impact of the
pandemie 18 projected 10 be reduced. As results of the worldwide economic slump, estimates suggest
that global commerce will fall by 9.0 percent or slightly less in 2020, wreaking havoc on trade-

dependent developing and emerging nations specifically

Global Economic Impact Of COVID-19

Feonomic Growth {36}
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ic levels of

activity, the pandemic's economic impact 15 projected to be reduced.
* The buildup of basic products has delayed and decreased.
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« Discontinue flexible and varied meals
« Loss of domestic and world trade

» Low meome within the world market

2.2 soceal Impacis:
Swarm uneasiness and trepidation 1o pre-pandemic behavior were normalized thanks o the

infection and consequent lockdowns round the world. Moreover, social change and ather stressors
have happen in aversion o be comfortable sharing the identical plwsical space wiath strangers [n
February 2021, Saturday Night Live jabbed fun at "post-COVID dating™ afler a year of segregation
envigioning the "abnormal charactenstics and behaviors we've picked up The mpact on personal
gatherings has been sturdy as medical experts have sugpested, and native authormes usually
mandated stay-at-home orders to stop gatherings of any size, not simply the larger events that were
al the beginning restricted  Such get-togethers is additionally supplanied by wideo chat, orin an
exceedingly few cases with offbeat tnes to need care of social removing with exercises sort of
a overhang sing-along for a concert or a “birthday parade” for a celebration Replacements for
patherings are seen as important to psychological state throughout the cnsis
The service department has not found the way to manage your acceptable support

» Rejected or postponed within the field of international or national sports.

» The toursm indusiry has been severely affected.

= All public holidays are prohibited

» Unnecessary arrests of mdividuals

» Distance from family, friends and relatives.

» Close cafies, restaurants, shops, entertmnment centers, gyms, etc.

o Conclusion;
This paper may be a summanzed work which gives few encounters from the previous

reparted works related o the issues within the social and financial divisions which wall offer
assistance common prospenty speciahsts calm the impact of the current wadespread Tn specific, we
inspected inquire about on peril perception, social seiting, science correspondence, altering person

and total interface. activity, push and adapting related wath the pre-and post-pandemic condimons due

to COVID-19
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ABSTRACT

This study on the retml industry, atticmpts to rigorousty analvze the fctors which influence the consumers to
move towards the orgamized retniling from unormanized retailing The smdy alse helps the retailors by
revealing the facts regarding the most pnontized attributes of the retail stores which attract the consumers
towards them. s also @ be poted that in the next level of ciiies, only departmental steres and supermarkers
alone given more prionity in organized formats. This study will help the retatlers to make an analvsis of them
mnd understand where they stand, and in onder to move forwand i what areas they must focus It also helps
them by providing consumers” expectations towards the organized formars so that they can make appropnate
Arrsements.

KEY WARDS: influcnce. retailing. consumer behaviar, fanuly, motivation

INTRODUCTION:

The retail sector 15 expanding and modemizing rapidly i line with India’s ¢conomic growth, It offers
significant cmployvment opportumitics e all urban arcas. This study on the wetml industry, attemps (o

nigorously analvze the factars which influence the consumers o move wwards the orgamized retmbing from

unorganized reiailing Eetailing is defined as “all the activities involved in selling pabdsor

Aces dircetly o

- —,
2 H i o w1
final consumers for personal. non-business vse ” Retmling consists of the final dctiviey aidSkeps needed to
g ! Sheps
= —

ace merchandise made clsewhere mto the hands of the consumer or to provide ‘senvices/te the consumer
F v,
i S
Fetailing consists of the sale of goods or merchandise. from a fixed location su A degartment store or

kiosk. w small or mdividual lots for direct consumption by the purchaser. Retailing mayv melude subordinated
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services, such as delivery. Purchasers may be individuals or businesses. In commerce, a rotailer buvs poods or
products w large quantitics from manufacturers or importers. either dircetly or through a wholesaler, aud then
sells smaller quantities to the end-user. Retail establishments are ofien called shops or stores Retailers are at
the end of the supply cham. Manufacturing marketers see the process of retailing as a necessary part of their
overall distnbution strategy. Retail industry 15 divided into organized and unorpanized sectors. Organized
retailing refers to trading activitics undertaken by licensed retmlers, that is. those who are registered for sales
tax, income fax, etc. These include the corporate-backed hypermarkets and retail chaing, and also the privatcly
owned farge retail businesses, Unorganized retaling, on the other hand, refers to the traditional formats of
leww-cost retailing, for example, the lecal Kamna shops, owner manned general stores, paan / beedi shops.
convenience stores, hand cart and pavement vendors. ¢te. The study also helps the retailers by revealing the
facts regarding the most pnontized attributes of the retail stores which attract the consumers towards them
NEED OF THE STUDY':

There is a need to study shifting preferences of consumers towards vanous retail formats Whether there is
any relation between the demographic profile of the consunters and preferred retail format and does income
besides other family atinbutes play a role in selection of the retail formats are some of the questions require 2
probe in. The problems faced by consumers shopping from organized as well as unorgamzed retail outlets also
need a thoroush study.

OBJECTIVE OF THE STUDY:

1) To study the present retail seenano with respeet to the share of unorganized retailing.

OVERVIEW OF GLOBAL RETAIL INDUSTRY

Retail has played o major rale in world aver in increasing productivily across a wide range of consumer goods
and services. The impact can be best seen in countrigs like U.S.A., UK., Mexico, Thailand and more recently
china and India also. Economics of countries like Singapore, Malaysia, Hong Kong, 5n Lanka and Dubai are
also heavily assisted by the retail sector. Retail is the second-largest industry in the United States both in
number of establishments and number of employees. It 15 alse one af the largest worldwide. The retail
industry emplovs more than 22 million Americans and generates maore than $3 tnllion in et sale annually
Retailing iz a U5, $7 willion scotor. Wal-Mart 15 the w orld's largest rewmiler

INDIAN RETAIL INDUSTRY

Several authoritics and survevs condueted by different agencies have given current as well future projections
of retail trade in India. Currently. India is one of the fastest growing cconomics i the waorld and by 2030,

India would be one of the Top 5 economics in termsof GDP . The India retail market is esnmated at USS 470
R of 7.5%

FACTORS INFLUENCING CONSUMER BUYING BEHAVIOUR: £
I, Intemal or Pevchological Factors

2. Social factors

JETIRE108336 | Journal of Emerging Technologies and Innovate Rasearch [JETIR}
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1. Cultural fFactors
1. Economic factors
4. Personal factors.

1. lsternal or Psyehological factors =

The buving behaviour of consumers is mfluenced by a number of intemal or psychological foctors

The most imporiant ones are Motivation and Percephon
a) Motivation - In the words of William J Stanten. “A motive can be defined as a drive or an urge for which

an individual seeks satisfaction. It becomes a buying motive when the individual secks sausfaction

through the purchase of something”. A motive 15 an mner urge (or necd) thal moves 3 person o take

purchase action to sabisfy two kinds of wanis viz, corc wants and sccondary wants, 5o, motivation 1§ the

force that activates goal-oriented beliaviour, Motivation acls as a driving force that impels an wdividual to

take action te satisfy his needs. So it becomes one of the ntemal factors influencing consumer behaviour. A

nced becomies m motive when it is aroused to a sufficient level of intensity. A maotve 12 3 need that is

sufficiently pressing to drive the person to act There ean be of tvpes of needs:

b) Perception - Human beings have considerably more than five scnses. Apart from the basic five {touch.

here are senses of direction, the sense of balance, a clear knowledge of which way

taste, smell. sight, hearing) |
and the amount of

is down, and so forth, Each sense is feeding information 1o the brain constantly.

information being collected would scriousty overload the system if one took it el in. The brain therefore

sclects from the environment around the mdivadual and cuts out the extrancous noise. Thercfore the

information entering the brain does not provide a complete view of the world around you. When the

individual constructs a world-view, she then ossembles the remaining information to map  what s

in the outside world, Anv gaps {and there will, of coursc, be plenty of these) will be filled in with

happening
it 15 a construet of the

imagination and expericnce. The cogmitive map is therefore not a “photograph’;

imagination.

2, Socinl factors -
Man is a social animal. Hence, our behaviour pattems. likes and dislikes arc influenced by the people

around us to a great extent. We always seek confirmation from the people around us and seldom dao

things that are not socially acceptable. The social factors influencing consumer behaviour are a) Family, b)
Reference Groups,

a) Family-There are two fypes of families in the buyers life viz. nuckear family and Jomt famuly.

Nuclear family is that where the family size s small and ndividuals have higher liberty 1o ake

decisions whereas in joint families, the family size 15 large and group decision-making gets  more

prefercnce than mdividual Family members can strongly mfluence the buver I:nchm}
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b} Reference group -A group is two or more persons who share a set of nonns and whose relationship makes
their behaviour imerdependent. A reference groun 15 a group of people with whom an individual associates. 1t

5 a group of people who strongly influence 2 person’s attitudes values and behaviour directly or

mdircetly,  Reference proups fall inlo many possible groupmg, which are not necessarily to be
exhaustive (1.¢. non over-lapping)

3. Cultural factors

Itis observed that human behaviour is largely the result of a leaming process and as such individuals
grow up leaming a set of values. pereeptions, preferences and behaviour pattemns  as  the result of
secialization beth within the family and a senes of other key institutions, From this we develep a sl
of values, which determine and drive behavioral pattens 1o a very larze extent. This broad st of values
is then influenced by the subcubtures like naticnaliey  growps, religious groups, racial groups and

geograplical arcas. all of which exhibt degrees of difference in ethnic taste, cultural preferences,
taboos, attitedes and lifestyle.

4. Economic Factors -

Consumer behaviour 15 nflucnced targely by economic factors. Econcmic factors that influence consumer
behaviour are a) Personal Income. b) Family income.

a) Personal Income The personal income of a person is determinant of his buving behaviour. The
grogs personalincome of a person consists of disposable income and discretionary mcome. The disposable
personal mcome refers o the actual ingcome (e money balance) remaining ol the disposal of a persen
after deducting taxes and compulsonly deductible stems from the gross mcome. An increase in the disposable
mcome lcads o an increase i the expendilure on vanous items. A fall in the disposable imcome, on the other
hand, leads to a fall in the expenditure on vanous iems.

b} Family income -Family income refers to the agorepate income of all the members of a family. Family
mcome mfluences the buving behaviour of the family. The surplus family meome, emaining after the

expendilure on the basic necds of the familv. 18 made available for buving shopping goods. durables and

luxunes.

CONCLUSION:

From this study 1 was observed that due to change bife style, increase awareness of quality products as well as
disposable ngome most of the customers switching (o crgamzed retail store form unorganized retall store but
ab present time vnorgamzed retal also capwred o high market share i India. many customer thinks thar they
loeal Rirana store is the one of the most wnpaortant factor for their dav 1o dav life, they cannot visit arganized

retail store frequently 50 we can say that omeanized retailers have huge oppormunities in Indian market but they

must open maore outlets so that customer visit frequently. At present ime some OFganiz; ilers e on

=
miorable for

eustomers. For o successful consumer onented market service provider should wor {Ls.'wgélmj g
— ]
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consumees. Bykeeping i mind affecting factors things can be made favorable and poal of consume
calistaction can be achieved. Study of consumer buving behaviour 15 gate sway to suecess in markcl
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ABSTRACT:-

The word fogistics hos iy origin from Greek word “logixtike " which means the art of colenlating
However, the modern interprefation of ihe tevm legistics kos 75 origie in the military, where it was used o
deserihe the activities velated to the procurement of ansumiions, and essential supplies for troaps focated
at the fromi. Logisties not anly incldes aoivittes relaied fo the plnvsical mavements of the goods bt also
manages relationship with suppiiers and custoners, The wain alijective of the paper Is to determine the
various technofogy nsed fn logistdes and supply chain management including information technology,
comnnication teclnalagy and autermatic identification teclnalag).

The creator hasically cenfers on the awxcillary wformetion for gathering informafion idenfifing
with «different (nnoverion oitfized o logisvies and store aetwork the boore The creator reoches
determination thit Technofogy i o velvele 1o uperade store netwark injepsiy and execetion by improving
the general viablity and prodicivite of logisnes fromewark, In oddifion different advancemenis in
rnovanon have made the wnderfatang smpler and gquicker oifiée o being less arduas,

Kepwards: logistic management. SCM. Technolegy, Innovation

JETIHZ110481 | Journal of Emerging Techaologies and Innovative Research (JETIR]
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[, INTRODUCTION

The couscl of lopishe management debmes Togisiies as St it of supply ch

i sy

plang, wnplements. S controls the efficient, clfcenve, Torwand and reverse flow aml storage ol s,
ceryrees, and related iformation between the poml of origin awid the poiat o consumplion m rureler o pneel
customer tequirement” I ardmary language the swme can be defined as nght product, at the nght place, m

qahit e, and i vight gendition. Mowever supply chain consists of all stages that are required to satsfy

ihe customer reguest Tu starts From supplicr passes through manufaeturer, distribution, and retailer and

finalle reaches the customer. The supply chain management 15 the oversight of materials, information and

finances as they move in the process from supplier to maufacturer to whelesaler o refailar (o cuslomer.
The emerging new technologies are creating strategic opportunitics for the organizations to build
compelitive advantages in varous functional arcas of management including logistics and supply chan
manaeement. However the degree of success depends on the selection of the nght technology for the
application, availability of proper crganizational mfrastecture, culture and management policies. In
logistics, information, communication and autemation technologies has substantially increased speed of
identification, data eathenng, processing, analvsis and transmission, with high level of accuracy and
reliability. Technology 15 a means to enhance business competitiveness and performance. [t plavs a magor
role in success of supply chain by enhancing the overall effectivencss and cfficiency of the logistics
system. In lomsties many new technologies are wsed i developed country while in India adoption process
15 very slow However due to hberalization of the Indian economy the competitive pressure is building up
and the only option 1o face the competition in to go in for technology enabled operations.
The latest technologies being used in logistics and supply chain management are segregated into

o Automatic ldentification Technology

«  Communication Technelogy

= Information Technology

2. OBJECTIVES
1. To determine the various technology used s logstics and supply chain management,
1. Ta discnsses the impact of technology on logistics and supply chain management.
3. To assess technology used in logistics and supply cham management
AUTOMATIC IDENTIFICATION TECHNOLOGY
Programmed Identification (Aute D) 15 the term used to depict the immediate passage of

mformaten or daa in the PC framework, proprammable rationale controliers or any microchip controlled

padget without working 2 console. These innovations  incorporate. Bar Coding, dio E}!

|dentification (RFIDY and Vioice Recoanition. Auto ID ean be utilized for Following e comparthitijts.
R

T _'\' ‘{.
t[1c :l_ll:.ﬂq.!fi./_;l'lm

bundles. containers or a truck conveving the products on time bound dispatches ¢
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advantpees of Auta 1D incompomile precision, cost spanng, speed sd pecomunodatign of i fenalen
stockpihmg and preparing of dota,

The significant Automatic Identification technologics in use are -

= AR CODING

Bar i::ll;llﬂﬂ 1% 5 SLCCCESITN of |:|,'|.|','||h.:'| lwvies of varioos hickinesses with SMIces im the mckdlc, These
bars are only the things of data in the arrnged structure, which con be perised with the assistance ol o
scanner. Ven fably standardized identifications was first wtilized in quite o while in USA in 1952 The data
unprinted in seanner tag incotporate. nation code, maker name, itom subtletics, date of production, miaterel
substance cte. These subtlotics are requited ot client end for stock administration. The standardized
identifications  are wbilized in assored  enterprises. for example. metonl, phamaceutieal;  customer
merchandise, hardware, cars and sa fonh
The bar coding offers the following advantages.

s Ease o dentficanon of mavenior: tems durmig storage, retnval, prekup, ispeetion and dhspaich,

= Redoee paper work and processing time leading

e  Roduce humon error

= Incropses logsiies systom productivity through spocd. accuracy and reliabilita

Impact of Bar code technology on operations of legistics and supply chain
management
# PROCUREMEMNT OFPERATION
The parts and segments brought from providers are allocated standardized identifications,
whieh contan data on thing name. clump numsber, dose of production. request no, sequential no and 5o on.
The data in scanner tag helps in recogmizing and following the segment. In the stockroom, when the
merchandise enter throogh o transport., they ore additienally checked by the hand held scanner or seanner
fixed nearby the ranspairt. The datn decoded by the scanncr s prompily signed G the foeal PC which
assists genuine with timing update of stock reeonds,
« PROCESSIMG
Durning the request handbing the stondardezed tag will belp i keeping distinguishing proof of things
dependent on their dote of scction inte the distribubon eoiter of store, This will ease material stockpilmg.
ritrseval and dhspateh i FIFO (Fiest in First out) steck adiministration framework.
o PRODUCTION OPERATIOMN
D the  generation proceduns the distinguishing  prool of an-process and completcd  things

become simpler beconse of bor coding, The differcnt washes ot various phases of creation con be
effeetively fallew ed.

. v
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o DISTRIBUTION OPERATION

Dunng dispersion, standardized wdentification helps i distmpushing and following e trovel of

completed products to the chients

BARCODE

« RADIO FREQUENCY IDENTIFICATION (RF1D)

RFID i5 an Automatie Identification and Data Capture (A IDCY innovation. RFID first showed up in
following and access applications dunng 19840, RFID=based framewarks takes inte considemion non-
contact pemsmg and are successfiEl i assembling and other antngomste condition where scanner lags
couldn't endure, These are utilized as an opticn to Barcodes to convey the stock information through mdio

woves. RFID remotely trodes data between [nbeled aticles.
An RFID system is compromised of the following components as mentioned

below,

e  One of more tags called Radio Frequency Tags (RFTs), which includes o semiconductar chip and

anienm
s
s  Oneor more readwnte devices also ealled readers, 4 A ,
#  Twaoor morne antennas ong an the e and one on the reader | ',l_:;
s Applieation software and the host compuler svstom __//

A @ s

RFTs

The sesder 13 connected to the cential computer Badio Frequency Tags {RFTsh are o picce of
silicon chip w store daa m the microciremt. The RETS are programmable with crosable memory. Data is
stored m coded fonm and communicated to the reader through waves. The basic prnciple of tag s that
antennn ety the mdio signals. RFTs are very vseful 1o aceompony trock shipments. The tap woll contaim

mfonnation on consignor. consignee. inventory items. quantity and volue. what time the tem trvelled
JETIRZ T 10444 i slaufial of Emaorging Technolagies and Innevative Hescarch [JETIR) | =184
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certain zone: even (he temperature e, The reader receives the tag signal with its antenna, decodes it and
tronsfees the data to the host computer svstem, RFTe can be attached o virwally anvilung-from o scima-
tracior, 1o o pallet. containers ete. RFTs will avoid paperwork and can be helpful in custem posts. In the
warchouse, the barcodes can be apphed to the indvadual imventory items while RFTs can be applied to

pallets, containers ete, These will allow the staff to dircetly communicate to the warchouse computer

RFID has significant impact on logistics and supply chain of many sectors

s RFID helps Tndian exportess to globol retailers like WAL-MART get better and more visibility into
movement of their poods within the supply chan and thus become more competitive,

= [mprove the ability of manufacourers to better manage the mventory levels.

o [Improve the complex distribution syvstem for the Defense operation.

o [mprove the complex tmeking and distnbution operations of the Indian Postal services.

= Improve the tracking, logistics and planming operanons of Indian Railways, state public transport
amEncics

= lmplement automatie toll collection on vast network of highways.

J, COMMUNICATION TECHNOLOGY

The communication. cither ol or composed has an exceptionally vital job in busincss
achiovement. Coming wp next is the couple of nsing imterchanges advances, which arc empowenng agents
to better client support doving than intensity through the specd and exactnegss in communication

» ELECTRONIC DATA INTERCHANGE (EDI)

EDI innovation iz utilized for move of business records from one PC 1o other PC, With EDI the
buginess records. for example. solicitations. checks, and challahs are sent ¢lectronically starting with one
association then onto the next, Actwally EDI 1s a dnve towards poperless archive move or exchanges, The
contrast between the email message and EDT message 15 that, E-maal 15 fonmed and translated physically,
while EDI message 15 made utilizing one programming and deciphered by other progrmmming. Email
information isn't organized while EDI mformation or message 15 structured. EDI message has lawful

remainsg in the courtroom.

The benefits of using EDI technology in logistics and supply chain management
involves

= Faster transactions- real time document transfer in the supply chain.

& Jugt-in-Time manufactunng technigue can be adopted.

& Reduction in transaction cost due to paperless operations
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= Beduction in onder cyvele time and inventory that will Tedp 1o improve the compettivencss of the
customess
» lmprove the corporate trading relationships bebween partics in the supply chin and creating

barners for conpelitons.

+ VERY SMALL APERTURE TERMINAL (VSAT)
The saellite communication stations are assuming a significant job progressively mformation
azzonment and s trade, wiich 15 crucial for client care, To follow and follow the products bearer, a dish
radio wire is fxed on the vehicle. This permits the communication between dnver, dispatcher and proctor.
The penume — time collaboration helps in having the cxceptional data on the arca of truck and the
convevance position
Model - Wal-Man the retanl golinth of USA is unlizing this framework for controlling the s

development.

« GEOQOGRAPHICAL POSITIONING SYSTEM (GPS)
The GPS is progressively exact framework utilized in created nations wherein a vehicle could be
followed precisely with the assistance of Geo Slationary Satelhies (o the exactness nf one meter as far as
scope and longitude. When the siuvation of the vehicle is known. it very well may be transmitted to

consigner or agent throngh the transmission onganizes for example cell phones or web

« GEOGRAPHICAL INFORMATION SYSTEM (GIS)

GIS are the product mstruments for representation of uncommaon area of any clement on carth
which is put away in databases identifying with geology This could be regarding physical maps of the
outside of earth. design of intermal surface of carth or a format of lanes or roads. GIS in joining with GPS is
utthized in caleulated activity for following and following of the relegation area to the degree of sireet or

road specifically ity

* WEB BASED TRACKING
Logistics specialist organizations working in India are expanding the administrations of online
Follow ing of relegations to their customers. AFL. Fed-Ex, Blue Dart and others are giving the stas report
of the relegation to their customers. The customers can download this repert by associating through the
Intemet. This data helps in arangmnge the dispateh plan and furthermore making catch up with custemers

for installment nssomments,
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» AUTOMATED GUIDED VEHICLE SYSTEM (AGVS)

The framework ntilizes attractive or optical dircction framework. The attraclive framewark ulilizes
ctistnilated wire baid on fhe distribution center Noor for directng the material aking cane of gear, In AGVS
administrator is disposed of The now age AVGS are guided with video and dont pursiic the fixed wav
AGVS can ploy out all the material taking care of activity with no human contribution Robot combined

with AGVS is utilized to pet precise material prerequisite for a clicnl request.

« INFORMATION DIRECTEDR SYSTEM (1D5)

In this an incorporated PC controls the material taking carc of gear. The communication between
the sear and the PC is through mdio recurence. The necessary development are sustamed into PC and it
appoints the occupations 1o the individual types of pear thimking about 1ts most extreme stacking lunit and
takmg carc of speed. IDS can perform assortment of complex matcrial taking care of employments, for
example, different request picking or numerous vehicle stacking by a similar material taking care of
hardware prompting upgrade i stockroom profitablity and adaptability . dealing with assortment af

pecupations

s INFORMATION TECHNOLOGY (IT)

IT comprises of equipment and programming that catches investigations and gives data any place it
is required. Sinee the supply chan management the executives is chamctenzed as svstem of associabons.
these associations can't shape a sysiem except if they are associated through 1T coming about nta
strasghtforwardness in the production network and adjusting the store network exercises wowards client.
Model — The accomplishment of store network of DELL was because of IT, where web was utihzed 1o
gather request from client straightforwardly and mmpartcd the data to the providers with the goal that they
can gauge better. and supply to the prerequisite, The IT devices utilized in coordination™s and supply cham

management the board are-

. ENTERPRISE RESOURCE PLANNING (ERP)

ERP is coordinated programming, enveloping all the business tasks and realize cntical change in
the manner individual's work. ERP is a business arrangement that delivers to certain recognized business
issues. ERP is pricey and complex exercise which requires adequate measure of armanging, In India major
ERF being used is SAP. Omcle which has been created by outside organizations to suit the business
condition winning in those nations. Be that as it may. some Indian organizations hike Ramco Systems

created ERP to suit Indian business condition
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Example = The companies like Hindustan Lever, Colgate and Mestle have implemented ERP in their

gapply chiain system resulting in minimum aventery of rw maerial and finished pocds and benelit in

jerms of cost reduchon

« DISTRIBUTION REQUIREMENT PLANNING{DRF)

It is another 1T apparatus and firthermere a comples aranging J
The completed menchandsse slock

ppeoach that thinks abou different

dispersion stages and the antrilautes of the dissemmation Framework.
nccessily 15 controlled by DRP considering the client request af various appropriation facuses situated i

vanous markets. DRP helps in solidifving the shipments to differont arcas spread over the huge geolagical

erritory. and in this manner help in decreasing carge cost. DRT improves stock deccivability o the

production network coming about inta decrense i stock lovel andl distrbution eenter space prerequisice.

o AUTOMATED INVENTORY TRACKING SYSTEM {AITS)

The AITS is an 1T apparatus that gives ongoing status of the stock degrees of the considerable

number of things 21 retadl locations, feeder and mother distribution centers. For rencwal of things sold, data

is passed on Jegitmately 1o the provider aficr the thine stock level is checked at feeder and mother

distribution centers, The provider starts the activity to recharge the stock thing relying upon the thing fake-
off rate at rerail locations. its sceunty stock. steck in travel and so forth conscquently advancing the stock

in the store network

4, CONCLUSION
"Technology" is vehick to upgrade production network acgressiveiiess and execution by improving

the general adequacy and proficiency of coondination’s framework. Subsequentls picking the comeet
novation for different coordination’s exerciscs or sub-forms is pivotal 10 any business o INGIEAsE Wpper
hand in the present focused market Maodel = A eyele producer must peresive how it can mncarporate the

littlest part supplier specifically. a brake shoe provider and furibermore the seller at the country focus. so as
1w improve gencration nui and hold the cheat as apposed 1o losing to the eontender. Today combination in
the supply chain management 15 conceivable bocause of acecsseble mmevation prompting effectsvencss in

the stofe network just if the production network accomplices embrace the comect technigque.
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