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OPPORTUNITIES AND CHALLENGES FOR
MARKETING OF FRUITS AND VEGETABLES IN
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Santosh Bhagwant Wadkar',Avinash Manohar Kharat?

"2 gss1. Professor,
Venkateshwara Institute of Management,

Peth, Tal-Walwa, Dist Sangli (MS), (India)

ABSTRACT

nt the fruits and vegetables are produced by the farmers who are
ting units yet they have not done much in

At prese not much literate or having the

scientific knowledge of crop production. Number of primary marke

s ete. There is an absence of proper marketing channels as well as direct

collection, grading, marketing
at worst position. Lack of proper

intervention of the government. Hence, producers as well as consumers are

Sacilities, proper physical communication Sacilities, and also due 1o low

marketing management, cold storage
of state and central governments creates the problems.  The

level of literacy, dispersed markets, least care
s of production and marketing of vegetables and fruits in

present study has hightighted the present practice

Sangli and Kolhapur Districts

KEYWORD: Marketing and Production of fruits and vegetables, Marketing Channel.

I.INTRODUCTION

Agriculture has always remained the backbone of the Indian Economy and despite concentrated industrialization
in the last six decades, agriculture still occupies a place of pride and honor. Duce to perishable nature and forces
of demand and supply the fruits and vegetables cannot provide assured returns 1o the farmers. The dominance of
middlemen could not give the expected profit to the farmer and consumer gel it for with higher prices. The
interest of farmer and consumer is not conductive due to middlemen. The study examines various aspects of
fruit and vegetable marketing such as market infrastructure, marketing practices, marketing costs etc. in the

wholesale markets in the selected area.

ILOBJECTIVES

1) To study the various government polic

ies and schemes for the production and marketing of’ fruits and

vegelables.
emand parameters of fruits and vegetables.

2) To study the present d
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3) To analyze opportunities and challenges for marketing of fruits and vegetables.

4) To suggest the measures for fair remunerative prices to producers and affordable prices to consumers.

ITIILANALYSIS AND INTERPRETATION OF DATA

Table No. 1 Opinion about external factors for fixation of price of produce

Sr. | Particulars Strongly Disagree Neutral | Agree Strongly Total
No. Disagree Agree
| Demand 19 53 85 115 128 400
(05%) (13%) (21%) (29%) (32%) (100%)
5 Season 29 42 70 103 156 400
(07%) (11%) (18%) (26%) (39%) (100%)
Government
3 Policies 24 28 87 142 119 400
(06%) (07%) (22%) (36%) (30%) (100%)
20 2 5
4 Transportation 8 % %% 105 400
(05%) (21%) (24%) (25%) (26%) (100%)
62 68
5 Technology 78 > %8 400
(16%) (17%) (20%) (24%) (25%) (100%)

Table No. I give information about various external factors considered for fixing the price. There were various
factors considered. 32% of the producers are strongly agree, 29% are agree, 21% are neutral, 13% are disagree
and remaining 05% are strongly disagree about demand decides the price. 39% of the producers are strongly
agree, 26% are agree, 18% are neutral, 11% are disagree and remaining 0% are strongly disagree about season
decides the price. 36% of the producers are agree, 30% are strongly agree, 22% are neutral, 07% are disagree
and remaining 06% are strongly disagree about government policies decides the price. 26% of the producers are
strongly agree, 25% are agree, 24% are neutral, 21% are disagree and remaining 05% are strongly disagree
about transportation decides the price. 25% of the producers are strongly agree, 24% are agree, 20% are neutral,
17% are disagree and remaining 16% are strongly disagree about technology decides the price.

It is also clear that at the time of production and selling the producers have to give attention on these factors. If
they give full attention towards these factors then it helps them in getting more price and it reduces loss. If they
plan according to these factors then it will help them in production as well as in selling functions. Due to
improvement in technology it is possible to provide fresh products year around, so it also affects on price.

The role of government is very important. The prices of fruits and vegetables are mostly decided by bargaining
power. From the government side there are no rules and regulations for price fixation of produce therefore there

are many variations in the prices of fruits and vegetables.
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Table No. 2 Knowledge/ use of marketing practices

Very
Sr. No. | Particulars Not at all alittle | Rather | Much | much Total

1 Grading 103 176 94 23 04 400
(26%) (44%) (24%) (06%) | (01%) (100%)

2 Segmentation 154 145 51 42 08 400
(39%) (36%) (13%) (01%) | (02%) (100%)

126 98 154 15 07 400
3 Target to customer | (32%) (25%) (39%) (04%) | (02%) (100%)

4 Positioning 321 52 23 02 02 400
(80%) (13%) (06%) (01%) | (01%) (100%)

5 Branding 286 56 40 12 06 400
(72%) (14%) | (10%) | (03%) | (02%) | (100%)

6 Advertising 321 56 23 0 0 400
(80%) (14%) (06%) (0%) (0%) (100%)

7 Self sell 241 90 21 32 16 400
(60%) (23%) (05%) (08%) [ (04%) (100%)

8 245 59 56 28 12 400
Competitors Policy | (61%) (15%) (14%) 07%) | (03%) (100%)

300 27 20 28 25 400
9 Sell at lean (75%) (07%) (05%) (07%) | (06%) (100%)

marketing period

345 - 130 10 08 07 400

10 Market Research (86%) (08%) (03%) (02%) | (02%) (100%)

Table No. 2. 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 01% said that they have very much knowledge about grading. In case of
segmentation 39% of the producers don’t have knowledge about 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 at all, 25% said a little, 04% said much and
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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 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 02% said very much knowledge. 80% of the producer said that they have
not at all knowledge about advertising, 14% said a little, 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, 23% 2 little

use, 08% said much use, 05% said rather and remaining 04% said very much use of self sell. 61% of the
said that they have a little knowledge, 14%

producers said not at all knowledge about competitor’s policy, 15%
said rather, 07% said much and 03% said very much knowledge about competitors policy. 75% said that not at
- all, 07% said much and a little each, 06% said very much and remaining 05% said rather use the technique 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 each.

From the above analysis it is clear that, the producers are unawarc about marketing knowledge or very few

producers use these marketing practices. Lack of these knowledge leads to suffer losses by getting less prices to

their produces. So, it is necessary 1o make awareness about these practices in producers mind.

IV.FINDINGS
1. It is found that 90% of the middlemen grade their produce. By keen observation the researcher has

found that the middlemen grade their produce at the time of selling not at the time of purchasing from

producer. i.e. by grading the produce the middlemen fix their prices for consumers not for the
producers. It results in, the producer get same price for all quality produce and the middlemen get

more prices for good quality produce as well as average price for low quality produce than the

producer. It means that the middlemen always in pro fit.

2. It is found that 57% of the respondents provide transportation facility to producers; and 25% provide

- credit facility. The lack of transportation and unavailability of credit facility are the main problems of
producers. The middlemen take the advantages of these problems and provide transportation and loan
facilities and purchase products at low prices.

3. It is found that 90% of the middlemen grade their produce. By keen observation the researcher has
found that the middlemen grade their produce at the time of selling not at the time of purchasing from
producer. i.e. by grading the produce the middlemen fix their prices for consumers not for the
producers. It results in, the producer get same price for all quality produce and the middlemen get
more prices for good quality produce as well as average price for low quality produce than the

- i producer. It means that the middlemen always in profit.

4, It is found that there are several reasons of losses. 75% of respondents said that the main reason is

perishable nature of produce; 58% of them said low market d; 40% gave other reasons like bad
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weather, natural ities; i i
calamities; 25% said loading/unloading; 22% said that improper product handling; and

the remaining 17% sai i
g 17% said that transportation is the main reasons behind losses.

V.SUGGESTIONS

1. Itis suggested that the government should control on the artificial shortage made by fertilizer stockiest.
After shortage they sell these fertilezers at higher prices. Stockiest follows partiality between well known
farrrlers and common farmers. There should be strict watch on distribution pattern of fertilizers.

2. It is suggested that to overcome the problems of exploitation of middlemen it is necessary to provide
market for produce through co-operative socictics and their role should be increased. Due to the
negligible performance of Co-operative socicties the number of middlemen has increased. These effects
directly on customer. The involvement of politicians in co-operative sale-purchase union has defeated
the purpose of Co-operative sale-purchase union. To avoid this there should be an amendment in the
byelaws of co-operative Fruits & Vegetables sale-purchase union that the ofTice bearers of such union
should actually produce atleast 05 Guntas of Fruits or Vegetables. Only active members should be

allowed to contest elections. In addition to this there should be control on middlemen through

e should be the involvement of producers in the activities like
hould fix digital TV display in

government rules and regulations. Ther

trading. provide information to other producers. Further the government s

each and every villages to inform about market rate, weather etc. Pricing policy and practices should be

designed and implemented in uniform way.

3. Itis suggested that the government should take some steps for the improvement of transportation facility.

Government should give concession on products while transporting by State Transport (ST) then the

producer will get more profit. Again Agricultural Produce Market Committees (APMC) should make

arrangement of picking the products from farm and supply it in market then more number of farmers may

lling method and will increase self sell the produce in the market on their own

' change their se
andani from Shirol taluka of Kolhapur district there is a

responsibility as well as profit. In village N
angh named ‘Nandani Fruits and Vegetables Growers Co operative Sangh Ltd.,

cooperative marketing s
and vegetables. They collect the

Nandani’ which takes care of production and marketing of fruits
products from farm and sell the products in the market and gives the money to farmers. In short, they act

as a mediator between farmer and market.

VI.CONCLUSION

en is the main problem of producers. Middlemen exploit the producers as
hey sold to middlemen. The

1. The interference of middlem
well consumers. The producers get the less prices for their products when t

negligible performance of Co-operative societies increases the number of middlemen in the study area. It
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is necessary to increas : ) e
e ry e the role of co-operative socicties. In addition to that there should be control on
middlemen through government rules and regulations
2. The middlemen t :
! ake the advantage to exploit the producers as well as consumers. They get almost
ouble margins i
¥ gins for sale the products. The government should appoint special officers (0 check unfair
trade practi itati :
practices, exploitation of the farmer by middlemen. It is necessary to promote, and perhaps even

enforce :
through rules or laws by the government. As a result the producer will get more prices t0 their

munerative prices. To tackle these problems

products and the consumer will get same products at re
ious

government should provide financial assistance, create awarencss among the farmers about var
subsidy schemes available to encourage them, take initiative for creating the sI0rage facility at taluka

levels and provide it with minimum charges to farmers and give subsidy to build up storage facility, etc.
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CHANGING PATIENTS PERCEPTION TOWARDS
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Rahul Laxmikant Chitnis’,Amit Shivaji Patil
L2 gss1. Professor
Venkateshwara Institute of Management,

Peth, Tal-Walwa. Dist Sangli (MS). (India)

ABSTRACT

This article begins by defining the perception of the patients. It then proceeds to describe and discuss patient
perception about various basic facilities as well as other Jacilities such as- Lmergency services, Reliabiliry,
Responsiveness, Assurance, and Empathy. The article explains that the overall conditions prevailing in the study
area with respect to medical services are not conductive to the qualiny and affordable medical care in the
interest of patients. Private hospitals are clearly demonstrated both the laxity of the concerned authorities and
unconcern of the medical profession for proper standards and quality of care for treatment of patients.

Keywords: - Emergency services, Reliability, Responsiveness, Assurance, Empatlty

LINTRODUCTION

Patient’s perception is an important component of relationship with the patient. Perceptions vary from person to
person. Different people perceive different things about the same situation. But more than that, we assign
different meanings to what we perceive and the meanings might change for a certain person. One might change
one's perspective or simply make things mean something else. The concept of patient perception does not only

relate to individual patient in private hospitals.

IILOBJECTIVES

e To know services provided by Private Hospitals

e To study the changing pattern of perception of patient towards private hospitals
1. Scope:

Geographical Scope:-

Geographical Scope is limited to Private Hospitals n Islampur City.

Conceptual Scope:-

Conceptual Scope is changing patient’s perception towards private hospitals

1) Limitations:

e Only Private Hospitals are taken from Islampur City for present study
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e Only 100 Patient taken for study.

Primary Data (Proportionate Sampling Method)

Research Methodology:

Secondary Data (News Papers, Diflerent NHS Report)
1.1BASIC ASPECTS:

www.conferenceworld.in

Satisfaction: - What is your opinion about following Basic Facilities?

Table No.: - 1.1

2
J ¢

ISBN : 978-93-87793-02-6

ICRISEM 18

Sr. Basic Facilities Very Good Good Average Poor | Very
No poor
1 Room (size. layout, Outlook) 30 20 15 15 20
2 lighting & ventilation 40 25 10 10 15
3 Lockers, Stools. Urine pot. 35 30 15 10 10
Spittoons per bed
-4 Sanitary (Bathroom, Toilet, 30 35 10 9 16
Washbasin
5 Regular Power Supply 30 20 10 30 10
6 Facilities to attendant —eating & 40 15 10 20 15
sleeping
7 Regular & Clean Drinking Waler 45 10 10 15 20
- e sarance 40 20 20 15 5
8 Employee Appearance
9 Bed and Linen 38 35 20 7 0
10 Canteen 40 20 20 10 10
3 3 8
11 Overall Cleanness 36 25 20 11
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sleepmyg
H 1.2 OTHER ASPECTS
; Satisfaction: - What is your opinion about following other facilities?
i
Table No.:- 1.2
! Sr. Variable Delighted More Than Satisfied Less Than Disgust
| No Satisfied Satisficd
! 1 Emergency services 30 20 15 35 0
| 2 | Reliability 30 30 20 10 10
3 Responsiveness 45 25 10 15 5
4 Assurance 42 35 20 3 0
5 Empathy 39 28 10 13 10
6 Affordability 5 15 10 45 25
7 Claim Settlement 40 25 20 10 5
8 Beneficiary of various Scheme 43 21 20 12 4
9 Post hospitalised treatment 38 29 20 10 3
10 Medicine tacility 48 15 25 l() 2
A “tu{e [oF2 N
(Source: Prlm.lr\/f)?nj \%
F‘c. th |3
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IIL.FINDINGS

It is found that basic facilities like-lighting and ventilation, facilities to attendant and employee appearance arc

very good ie. 40%. It is also found that basic facilities provided by the private hospitals are good. Without

providing these basic facilities, the private hospitals are not survived in the cut-thought competition. So they are

provided basic facilities better than better.

It is found that other facilities like medicine lacility (48%). responsivencss (45%). and claim settlement (40%)
arc also provided by the private hospitals in the good manner. Rescarcher has also observed those patients are
satisfied with services like Reliability. Emergency services., Responsivencess, Assurance. Empathy. Claim
Settlement. Beneticiar of various Schemes: Post hospitalized treatment, Medicine lacility.

IV.SUGGESTIONS

It 1s suggested that private hospitals shoul as to affordable for common ma.

d mmimize their rates so

It is suggested that all private hospital should accepted schemes like-MIPJAY Scheme - Rajiv Gandhn

Jeevandayee Arogya Yojana for survival of poor patient.
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V.CONCLUSION

is concluded 'sical infi : i . .
It1 that, the physical infrastructure and the resources made available necessary for providing quality

edical services are in ¢ ' i indi !
medical services are grossly adequate in almost all Private hospitals. To sum-up, the finding are self explanatory
d re N aviet] s . . R .
and reflects the existing reality in the study area with respect to medical services making it clear that there are
smooth functioning of the private hospitals.
The overall conditions prevailing in the study area with respect to medical services are conductive to the quality

and affordable medical care in the interest of patients. There are cfficient hospitals in the study arca.
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Indian Retail: Yesterday, Today and Tomorrow
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ABSTRACT

Retail is the final stage of any' economic activity. Retail means the interface between the producer and the
individual consumer buving for personal consumption. It is also the timely delivery of goods and services
demanded by consumers at prices that are competitive and affordable. Retail has plaved a major role in the
world's economy. Retail indusny has contributed to the economic growth of many countries and is
undoubtedly one of the fastest changing and dynamic industries in the world today. The origins of retail are as
old as wrade itself. The traditional format of kirana shops changed in modern and organized formats like super-
markets, deparmmental stores, hypermarkets, shopping malls. From the age-old kirana shops or mom-and-pop
stores, maditional retail in India gave way 1o modern retail formats. Now, with several changes in retailing as
per time, now it becomes e-tailing or the sale of products across media such as the Internet, telephone and
television, has emerged as an idea whose tine has come. The research is paper tried to study the changes in

retail business according to time and also 1o kaow the factors behind the changes in retailing.

Key Words: modern format, oldest form, online marketing, retail

I.INTRODUCTION

The trading of goods has always been a part of traditional socicties. A major historical reason underlying an

importance of retailing is that, 1ts contribution to the economy has much more visible in the modern era than it

was in the past In recent times the buying and selling ol goods and products has become a much more

formalized and brand- dominated activity. In the past it has been acknowledged as a subject area and now 1t
described the academic study of retailing as ‘the Cinderella of the Social Sciences’. The word ‘retail’ was
regularly used as a small shops W hich was started near by house But in the globe the word ‘retail” 1s used as an
emerging new trend of marketing.

Retail is the final stage of any economic activity Retail has plaved a major role m world over in increasing
productivity across the board especially i consumer oriented. Consumer 1s the prime factor tor changing
attitude of retailing. The retail market 1s becoming more segmented with focusing on the needs of particular
groups. For this it results the development of retail environment is more complex and vital. Retail industry has

contributed to the economic growth of many countries and 1s undoubtedlyv one of the fastest changing and

dvnamic industries n the world today
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Retal 1s the buying and selling ol goods and services. It is also the timely delivery of goods and services
demanded by consumers at prices that are competitive and affordable. Retailing involves a dircct interface
between seller and customer buying for personal consumption. Retailing is the co-ordination of business
activities from end (o end- right from design stage of a product or offering, to its delivery and post-delivery
service to the customer. Today, the retailing is contributed to the economic growth of many countries and is

undoubtedly one of the fastest changing and dynamic sectors in the world.

ILOBJECTIVES
1) To know the present status of retail sector.

2)  To study the changes of Indian retail sector.

INII.LRESEARCH METHODOLOGY

The research is paper tried to study the changes in retail business according to time and also to know the factors
behind the changes in retailing. This paper 1s based on descriptive type research and is based on secondary data.
Researcher has discussed with various retailers about the changes in retail sector. There are various segments in
retail business. But researcher has focused only changes in kirana business or Fast Moving Consumer Goods
(FMCG) sector.

In 1365, the word ‘retail’ 1s come {rom the old French word ‘failor’ in terms of tailoring. It means “to cut a
piece off. clip. pare. and divide or to break bulk’. It was first recorded as noun with the meaning of a “sale in
small quantities in 1433 trom the Middle French retail. “piece cut off, spread, scrap, and pairing”. Retail means
the 1nterface between the producer and the individual consumer buying for personal consumption. This excludes
direct mnterface between the manufacturer and institutional buyers such as the wholesalers, Government and
other bulk customers. Retailing is the last link that connects the individual consumer with the manufacturing and
distribution chain. A retailer is involved in the act of selling goods to the individual consumer at a margin of
profit.

Retail has played a major role in the world’s economy. Retail is the second-largest industry in the United States
both in number of establishments and number of employees. The retail industry employs more than 22 million
Americans and generates more than $399 trillion in retail sale annually. The Retail sales of the United Kingdom
(UK) account for 1/5 ol its total economy. The retail sector generates almost 8% of the Gross Domestic Product
of the UK. Over 3.0 million people were employed by the retail industry. Coming to Europe, retail turnover in
the U is approximately Euros 4000 billion and the sector average growth looks to be following an upward
pattern. The impact can be best seen in countries like Mexico. Thailand and more recently China. Economies ol
countries like Singapore, Malavsia. Hong Kong. Sri Lanka and Dubai are also heavily assisted by the retail

sector.
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Indian Retail: Yesterdave Traditional Retail
Ihe ongins of retail are as old as trade itsell. Barter was the oldest form of trade. The early peddler with his
trinkets had to go from tnbe to tnbe and from village to village either on foot or by donkey as fast moving
transport vehieles was not available. In the onient, the camel was used and long caravans loaded with only
Jinury goods Tike spices, silks ete Duning the time of Roman Empire, shops became numerous in Rome and
other ¢ities of the empire. Numerous small shops were set up within veritable shopping centers

In India. The Rig Vedic peniod, there are some direct hints to show the state of self- sufficiency of wealth in the
carly Arvan community. Before the rise of caste system in the Indian society. every family sufticiently produced
for therr food. clothes, equipment, ctc. by adopting occupations relating to agnculture and industry. The origin
of markets can be traced 1o surplus production by farmers Roads and carts came nto existence in the wake of
these developments [3oats along the rivers and coasts also came to be employed for the purpose.

Retailing refers to the traditional forms of low-cost retailing such as local kirana shops. Technically an
unorgamzed retail outlet 1s defined as an outlet run locally by the owner or caretaker of a Kirana shop with lacks
techmical and accounting knowledge. This 1s unorganized sector. These hirana shops are one of the castest ways
to generate sell emplovment [t does not require high mvestment in land and capital. Such Kirana shops are their
own set of management systems and principles They are efficiently serving the customers by providing them
the required merchandise and the service In towns/villages and urban arcas. most ol the hirana shops have been
runming for more than one generation  These are family owned shops run by the owners themselves They oller

a variety of merchandise As a result the customers are not very willing to swiatch trom therr existing Kirana

cXposure
Indian Retail: Today- Organized Retail

The tradinonal format of kirana shops changed . modern and organized lormats hke super-markets,
departmental stores, hvpermarkets, shopping malls. Orgamzed retatl 1s nothing but a retal place where all the
mems are separated and got under one roof This retathing provides large number of brands available and
different types of products at one place. Tt deals with muluple formats. which 1s tvpreally a multi-owner chaim ot
sores or distribution centers run by professional management. Todayv. organized retathng has become an
expenence charactenized by comfort, stvle and speed. Tt s something that ofters a customer more control,
convenence and choice along with an expernience

Modermn retmhng has entered mto India as s observed m the torm ot sprawhng shopping centers. multi-stoned
malls and the huge compleses that offer shoppmg. entertainment and tood all under one rool The Indhian retal
mdustny hias expernienced growth of 10.6% between 2010 and 2012 and 15 expeeted toanerease o USD 750-830
billion by 2015 Wath the cmergence of the big plavers, the traditional Kirana shops have also tanstonned

themselves i different ways A number of Kirana shops have expanded i size allowing selt-service and provide
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customers with deeper and wider assortments. These transformed kirana shops are now providing facilitics like
credit, replacement and home delivery.

Indian Retail: Tomorrow- Non-Store Retailing

The Indian retail landscape is among the most complex across the globe, but it offers immense potential for the
enterprising business person. From the age-old kirana shops or mom-and-pop stores, traditional retail in India
gave way to modern retail formats, which elevated customer experience to new levels. Now, with several
changes in retailing as per time, now it becomes e-tailing or the sale of products across media such as the
Internet, telephone and television, has emerged as an idea whose time has come.

Non-store retailing units such as multi level marketing and teleshopping. On the other side, with the
advancement of IT and communication, electronic-retailing became a reality to create a platform to the sellers to
sell their products through television channels and internet for which payments can be made through online
payments or e-banking. Non-store retailing adopts a direct relationship with the consumer. It can be classified as
direct personal contact and direct response marketing.

Direct selling involves making a personal contact with the end consumer, at his home or place of work such as
cosmetics, jewelry, home appliances, educational materials, nutritional products. ete. This type of retailing
follows the party plan or the multi level network. They display and demonstrate on inviting to customers act like
master distributors appointing their customers on commission basis. For example, Eureka Forbes, Amway are
some well-known companies involved in direct selling.

In Direct Response Marketing, the customer becomes aware of the products/services otfered through a non-

personal medium like mail, catalogues, phones, television or the internet. It includes various forms of

communication with the consumers like:

a) Mail Order Retailing: this form of retailing eliminates personal selling and store operations. Appropriate for

specific products, the key is using customer database to develop target catalogs that appeal to narrow target

markets.
b) Television Shopping: In this form of retailing, the product is advertised on television and details about the

product features, price, and guarantee/ warranty are explained. Phone numbers are provided for different cities

where the products can be ordered and to get them home delivered. For example. the Tele-brands programme.

which usually presents the fitness and health related products.
¢) Telemarketing: Telemarketing is the process of communicating with customers through the telephone. to

promote products or services. The executive contacts customers at a time that is convenient to them. Most

companies give their toll-free numbers for customers to respond. For example, various offers are tells by mobile

companies to the customers.

d) On-line Retailing: This also known as e- shopping. Online retailing defines those companies who are m the

primary business of providing web platform(s) and website(s) through which individuals, using a computer or

smartphone, can purchase a product or service. This format allows the customer to evaluate and purchase from

643 |

R



13th International Conference on Recent Innovations in Science, Engineering and Management
NANASAHEB MAHADIK COLLEGE OF ENGINEERING ICRISEM 18

Peth Naka, Tal: Walwa, Dist: Sangli

23" February 2018 www.conferenceworld.in ISBN : 978-93-87793-02-6

the comfbort of his home through the web sites using internet. The products are delivered to customers’ homes

with a strong supply chain and delivery mechanism. After checking the product and then paid the amount.

Table No. 1: Online retail market size and growth

Rs Eillicn tlavt 3 vaar CAGR 50-55

Source: CRISIL Research
India’s online retail industry has grown at a rapid pace in the last 5 vears from around Rs 15 billion revenues n
2007-08 to Rs 139 billion in 2012-13. It is translating into a compounded annual growth rate (CAGR) of over 56
per cent. The 9-fold growth came on the back of increasing internet penetration and changing lifestyles. It was

primarily driven by books, electronics and apparel.

It expects the flexible trend to sustain in the medium term, and estimates the market will grow at a healthy 50-55

per cent CAGR to Rs 504 billion by 2015-16. The entry of new players is in basic segments such as grocery
(Wal-Mart, Big Bazaar etc.) jewellery and furniture. In terms of size. India’s online retail industry is very small
compared with both organized & unorganized retail in the country. This speaks volumes of its potential.
Today’s share of online retail in the overall retail (organized & unorganized) is just over one per cent. It will
expect their revenues to more than double to around 18 per cent ol organized retail by 2016 from around 8 per

cent in 2013. The share of online retailing is 9-10% in the US and UK. and around 4-5% in China.

IV.CONCLUSION

The Indian retail has undergone a drastic change in last few vears. The whole idea of shopping has changed in
terms of the format and the buying behavior of the consumers. The Indian retail industry is expected to grow by
25% annually pertaining to a number of reasons such as increase in the purchasing power and disposable income
of the people. changing lifestyles of the consumers. favourable demographic patterns and increased development
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of retail infrastructure. The Indian retail sector provides cmployment to around 8% of the total Indian
population. With the boom in the Indian economy in last few years, a number of organized players have entered
the market on big scale. India has become a highly preferred destination for international players owing to
diverse demography and thus presenting opportunity for everyone. Though the current scenario is not very great
owing to the global slowdown, the long-term retail outlook still remains very strong. A large, young and
increasingly brand and fashion conscious population has spurred the growth of Indian retail. “Retail growth of
14 to 15 percent per vear is expected. The increasing income levels, new products, standard of living.

competition in the market and increasing consumption patterns have contributed for the demand creation of
these varied stores.
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strategies with a view 1o tackle the problenss.
Key words: rural marketing, Challenges ol Rural Marketing. Opportunuties of Rural Marketing.

1) Introduction

T e e 77

In recent years. rural markets have aequired significance. as the overall growth of the cconomy has
- resulted into substantial increase in the purchasing power of the rural communities. Onaccount ol green
. revolution. the rural arcas have started consuming a large quantity of industrial and urban manutactured products.

Inthis context. a special marketing strategy has emerged whichis called rural marketing. The coneent of rural

marketing in India economy has always played an inlluential tole in the lives of people.

Globalization. liberalization and privatization have transformed the Indian cconomy into a vibrant.

rapidly erowing consumer market. As aresult the markets are Hooded with different Kinds ol goods and

serviees. substantially effecting and changing the purchasing pattern ol the consumers. The raral markets.
Fa S. < dalty et e

which were earlier ienored by most ol the big international market players, are now being seen as a land obf
< U = =

great busin ortunity. As the disposable income of the masses 1s growing, more and more corporate
g SIness opportunity. .

- houses are entering into the rural markc[qwilhthcirncx\-'goodszmdproducts, Due to this reason, the marketing
- Ousesare entering in *

he rural market in India berg@rinRigeer revenues in the

lor rural consumers is becoming more complex. T

- “Ountry, ; : aximum consumers in this
Ountry, as the rural regions compnse of them
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markets. The rural marketeny Lonment is very different from the L ¥
Rural consumers have customs and behaviors that the marketers iy lind difhicultto contend vl
markets m Indiahave grown sive. ranee and sophisticationinreeent tmes. Under the changinge Socio
ceenario. the rueal markets have great potentialities in India and ofTer bright prospects and attiaer,
companies. In (aet. the rural markets are green pastures for companics today. as they are growing i
compared to the urban markets. With their huge size and demuand base. they oller greatopportunite
— s reside in rural arcas and more than hajf o
national income is generated by them. Due to the alobal economie downturn. the compumies arc few e

Jower urban sales. prompting them to make a rush towards rural India.

2) Research Objectives

. To know Structure of rural marketing i India.
. ['o know challenges of rural marketing in Indlia.
. To know Opportunitics in rural marketing in India.

3) Research Instruments

I'he Secondary data will be collected through Internet. books and the matertals published in journals,

4) Challenges in Rural Markets
Rural marketing has already arrived in the world ofbusiness and 1s onc ot the single largest seemaenss
ol'activity. Rural markets are most helerogencous in nature. Unlike their urban counterparts. where the demand
of goads and services are highly concentrated in nature. rural markets tend to he spread aut across the
country. It’s the rural segment of market that contributes more profit than its urban counterpart. Conseguent's.
though many rural markets look good on paper. in reality they are quite expensive to serve. Henee itisvar

difticult for the marketers to provide service to cach and every rural market in a better way.
o

While itis casier for an organization to market their products and services to urban markets and i
top of the pyramid. the challenge faced by them is tapping the rural market potential, Marketing o the wban
audience s easier due to their acceptance of media and its various (orms that are present i urbanareas. T
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they are more susceptible to products that are marketed there. The major challenges faced in e

are listed below: -
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d) Low literacy Level —One can casily ascer wain the fact that most o' the people living in rural parts

of India do not have properaceess to education. so the literucy level in these regions is ven low.
e) Seasonal Demand of products — Demand tor coods in rural markets depends upon agricultural
situation, as agriculture is the main source o income in most of the rural arcas. Agriculture to a large extent
depends upon monsoon and. therelore. the demand or buyimg capacity s not stable or regular.
f) Inadequate M edia Coverage—The reach of formal mediais lowin rural houscholds, Media
have lots of problem in rural arcas. Television is a good source to communicate the message to rural people.
But due to non-availability of pOWer s well as television scts. majority of rural population cannot gt the
cisda possibilil_\ that the rural customer remains ignorant of the nes pre ducet

benefits of various media. S0 ther
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i) Cultural Factors - Culture s
the behavior of consumers. Thereare ditferent groups based on religion. caste. oceupation. inconic. .
education and politics and cach group exerts influence on the behay ior of people in villages.
CONSUMIETS dre cautious in buving products and therr decisions e

aiter heing personally satisficd, do they b (i

k) Buying Decisions — Rural
slow and delayed. They like to oive a trial and only

product.

1) Skilled local talent is hard to find in rural regions — Companices also tind that their traine

seasoned staffmembers are very reluctant to relocate to rural arcas. This proves to be one ot the

challenges.

m) Warchousing - In the rural areas. there are no incilities for public as well as private warehousin:

" unlike in urban areas. Theretore. marketers face a huge problem ot storage of their goods.
5) Opportunities in Rural Markets

challenges inrural marketing., but certainly there alsoesiv

Whilst on onc hand, there are many
infinite opportunitics. The rural market is fascinating and challenging at the same time. The markete™
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forthet ‘LS. especially y ith ro: denougeh o understand the communication developed
: jcation svs : SIEISNCC 10 1N gy s
commURICALON SYSICN o g . - Lrproducts, Television has been @ major eflective
“tMassand, "Hyt

1AM S QY N Sl lk‘\ll ¢ v . . . '
advertisements. o companies should identify themselves with their

~d)Rising rural Prosperity ang
; ’ SAang pure .
i chas - ,

ped o ine M8 power- The agricultural developnient programs of the
: PHICrCase inmcone )
me Wer avessed ;

ik e agricultural sector. These in turn have aeated greater
AIRQLS, i\’l()lk‘n\\;['. loda

SR . . . ) T3 4
avruradincome generates notonly from agricultural seetion
1CTC 18 ¢ 8 ;
o s ]/.‘( e Srylergedis V. 1 1 3
cable salaried elass in rural areas, Rural demand ina FNICG
andretar] W ; icl
and retail is arow g ata taster pace than anticipated due to nise n
¢) Change in rural ¢ i
o &1 dank e Nl ] . :
unier behavior— With the cconomic dey clopment o rural areas. disposable

ceome of rural people has cone un. Moreover w N
income al people has cone up. Morcover, with the presence of internet and direct- to- home relevision

connectivity mrural areas. these people have started caining knowledge about the ditterent brands that are
“available in urban markcts. They are slowly realizing the importance of established brands and have stared

3 “p' chasinglhcsc brands. Rural people are now purchasing branded soaps, toothpowder. paste. tobacco

products. ratio. TV. bicycles. motoreycles. e oking utensils. wrist watch. razor blades. detergents and so on.
osy and they have stued w cighing better options in purchasing products.
particularly branded ones. Itisaboonto tie companies that rural people amidst deliciency spend so lavishly

Oni\'eddingg ceremonies. rituals and [estivals. Mainly through more exposure to urban products and serviees
wnd for urhan type products. aspiration for better quality oflite as

product become affordable.

aeal connectivity = The zovernments too have realizes the

> e bynel o .uctuuan(lnn.llun \ 0 : el
f) Improvementin infrasfti

i polcmi“l and they are nowon the path of making huge investments in rural
3 S e | ernment has specitic focus on the inclusive growth of

2 ey o vear plan govert 5
nfrastructur dia. the cleventh Ivey
» e. In India. e

I been | ast couple of years related to rural housir
s have i

aunched 1 ]

se have considerably improved the I
2, s

wral elcCtril'lcali
andl consumption for the autor

©mmunication, drinking water- 1t

Irura] Popu]atlon and haveled to increase 1
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acty ities will also veta tithp
o) L1, Penetration in cural India - Todav's rural children and youtlh grow upinenvironment whege
they hanve ilti;nm.muu‘mr-;\lnc\[m‘.ninn OPDOTIINTTIEeS, CN) results. career counsehingjob epportuninies,
sovernment schemes and services, health and leeal services worldwide news and mtormaton. fand records.
mandi prices. weather forecasts, hank Toans, live hood options 1 eles ision had changee the Tanguaee of brangd
communication i rural ndia, atordable internetconnectivity thronghvanous tvpes ol ammunication hubs
had a preat impact on the munds o the varal vouth, As the clectronic ethos and T eulture moves ito ror|

Idia the possibilities ol change are becoming visible,

) Favorable government policies = As a part ol the process ot planned cconomic development,
the coverament has been making concerted eflorts towards rural development. The massive mvestment in the
rural India has generaied new emplovment. nesw income and new purchasing poser inthe recent yearsaasa

part ol new farming policies. ngh support prices are oflered toragricultural products Vanous measures ke
tax exemption in rural arcas, subsidy. concessions, incentives, assistances. lieracy drive i rurad areas has
rural arcas hav e bought i rapid development ol raral markets

i) Credit facilities through banks — With co-operatve banks tekime the fead i the rural areas.
cvery village has aceess to short. medium, long- term loans trom these banks. The credit tacilines extended by
public sector banks through rural financing scheme like Kissan Credin Cards help the tarmers to buy seeds.
fertilizers and consumer durable goods on installments. The introduction of the micro tinance prosed o be
great help to the people living in hinterlands,

J) Intense Competition in urban markets- Intensitied competinon m wrban imarkets is feading in
costs and thereby reducing market share. The rural markets are therelore becy ming inereasingls atpactive in
comparison to urban markets. The automobile and FMCG markhet brinos this out cleariv, Hero Honda
motorcycles. Parle. Britannia, brook bond and Maruti Cars. 111 1 products or Wipro products find ready
acceptance in rural markets as compared to urban markets where there is o proliteration of hrand-

6) Conclusion
- Where the rural market does offer a vast untapped potential. it should also be recogrized that it s not

that easy to operate in the rural market because of several attendant problems. Rural marketing is ths tine

consuming affairand requires considerable investment in terms of evolvi [ APPropriate strategies w ithasiew
nihihy

to tackle the problems. The rural customers are usually daily wage carners and they don™t hase
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7 Scope of Rural Marketing for FMCG
Companies
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Assistant Professor, Ve enkateshwara Institute of Management, Peth Naka.

Abstract

In its broadest sense articles iy necessary 1o make the students of business school familiar with the
industrial environment prevailing in the world. To be competitive and work aggressive. students need to know
the policies, procedures and the trends going onin the present industrial world. The purpose and objective of
this articlesis to find out the Where the rural market does oftera vast untapped potential . it should also be
‘recognized that it is not that easy to operate in the rural market to the FMCG companies because of several
attendant problems. Rural marketing is thus time consuming affair and requires considerable investment in
terms of evolving appropriate strategics with a view to tackle the problems. The objective ol this article to

know share of FMCG companies in rural markets with their growth prospeets in rural market.

Key words: rural marketing, FMCG Companies. Share of FMCG companies in rural markets,

1 -Growth Prospects, Market size of FMCG companices, Indian FMCG market

1) Introduction
The rural market of India is tascinating and challenging at the same time. Ttoflers large scope on

e n st

i accdimt of its sheer size. And. it is growing steadily. Evenamodest growth pushes up the sales of a product
"'fv’sfhbsfan‘tially, in view of the huge base. Itis attractive from yvetancther angle. Whereas the urban market is
llighI}f Coﬁlp'eti(ive, the rural market is relatively quict. In fact. for certain products. it is totally virgin market.
G e ously, the market also poses several problems and hurdles. The fims have to encounter them squarely
and put‘in a great deal ol effort, if they have to geta sizeable share of the market. Eftorts to capture the market

aints with strecamlined straiegies to overcome the same will tend to

vyt Qf
@rﬁﬁ\m@\\ asini”
cording to the 1991 census, Indiafs

; \Z

- which means Mother India lives in her villages. Ace i{'l’“lxﬁ“ ‘}’4‘]- 15 850
kmillion of which 75 percent lived in villages. Thisisaverage statistics. There are %lzllc.\lfk }\L’__)/i fasthan.
Ker’al'l Bihar and Orissa where the rural population varies Irom 80 1o 90 pereent. The spra

jm 4.200 cities and towns is to the extent ©

1llages This sheer base defines the volume and

" Marketing in India has for a long time meant urban marketing. But now roral marketing s being
€ 2 ¢

sed. Ilnhul\etpolmtml is considered. the rural market i

‘with due thought and focus on the consu

- £ Yan Tewilom A 10355 1:.\'\}.. l‘[‘a‘": Lo s y
20 de.hne the path ah(fad fo;- l'll'{(ll i:»;ni-:{\:Llllé I Toadid A\ i Podias llgllll} sald, “Bhar,

DO dation

235 percent. and of the remaining 75 percent is in 3. 76.000

scope of rural marketing.

big with approxiimately
WiddVresearchcd and discus :
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- and with 40 pereent the Gross National Prodye,

esiding in rural areas

70 percent of the population still

cmanating from agriculture.

1 1 » | M hE( "lll'L]lI]li'.l“ L’Iill-'),\‘:“’;- Cort,
lh l.)llﬂ\\'in" ll"l']\"lCliUH\‘ (\\‘hlch hl'("ilL”\ UU”\”C ”]L ]llnkl.\L LlPk ol N t
< I CoTelilde M b ‘ . ‘ |
~ 1 1 ertilizers stictdes. larm n](l&"l”lk'l\ cles \.1,‘”‘; ling
ri‘/L'd ds "U”U\\'\“ l\'lill'l\"\'[in‘.l()l‘ll!ll.i(:lllulrill ]nplll»\' llkc IL'I“!]/LL 5 PL.\“lel‘n < e
| y ons ke soe Yaste. lk‘]C\'.l\'“ i Sets. ele
Pl.\)LlUCI\' n]ildc i“ Urbil]l centers Lln(l 5()1(1 o l'l“‘i\l arcas ]]}\L 5(\1[7. [““lhl d

2) Research Design |
vies Adopted By Big. FMCG Companies.

. Overview of Strate
. Various Opportunities for the 'MCG Companies.
. Comparative Data Analysis. for DilTerent FNCG Companies Share in Rural Marker,

3) Research Instruments

The Secondary data will be colleeted through Internet. books and the materials published i jourmal s

4) Scope of the Study
The Indian rural market with its vast size and demand base ofTers great opportunities to marketers

Two-thirds of countries consumers live in rural arcas and almost halCol the national income 1s generated here,

Itis only natural that rural markets form an important part of the total market of Indha. Our nation s classified
¥
‘ in around 450 districts. and approximately 630000 villages which can be sorted i ditferent parameters such

as literacy levels, accessibility, income levels, penetration, distances from nearesttowns. cte.

The success of a brand in the Indian rural market is as unpredictable as raim. 1t has always been
difTicult to gauge the rural market. Many brands. which should have been successtul have failed miserabliy.
More often than not. peaple attribute rural market success to fuck. Therelore. marketers need o understand
the social dynamics and attitude variations within each village though nationally it tollows a consistent pattern

While the rural market certainly offers a big attraction o marketers. it would be naive to think that ans
company can easily enter the marketand walk away with sizable share. Actually the market bristles with

variety of problems. The main problems in rural marketing are:

. Physical Distribution
. Channel Management

Promotion and Marketing Communication

The problems of physical distribut

{ . e | =
ton and channel management adv ersely ‘lE{‘(‘ mm-y\é
= T ) D

the cost aspect. The existent market structur i DI &
structure consists of primary rural mark ot oS oia <87
I wy rural market ‘“M\”f@f' ol

structure involves stock points in feeder

>s difti intaini eaui o :
comes diflicult maintaining the required service leve] inthe delivery of the product at retail lev el

One of the ways could be using comp

. any delivery vans which can serve LWo purposes- irean !
~ products to the customers in every :

nook and cor . ) _ ‘
corner of the market and it also enables the i o <

- direct contact with them and thereby facilitate sale : ‘
Gl Ao Spromouon-}‘IOWG\"er,Onlythcbig\\igsc;mudmpt:!“w'f-" ]
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[tcan be seen from abov e table thatnow every other rural household has a bicyele. every third houscholds

Table No. 2 \lvn( of l{m al Sales by \clcctc(l C ()mp.unc
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FMCG Sector
vith amarket

0) Scope ol the fourth lareest sector in T

The Indian NIC G sectory
istribution network.

size ol USH] 3 | hilltons the

: (Ut awee soreantzed and unoro;
mlcn*;ccmnpunlmnlml\\u.n'ht I d unoro;.
0 |\‘ 2010 That wi

,\\\L‘H—c\'lnl\lislwd‘l ;
y orOo by oy cer 60Y

at I'NICGrsector will rise

cecononiy. '
nized segments characterizes the sector. IFNVIC G Seetorts expected ! '
} yal erowth ol 10%sovera S-vear pcrimi. It has been estimated th
~ 02100 crores in 2010. [lair care, houschold care. male

(ranslite o an an
12005 to Rs

from around Rs 36.500 crores U . i

e N 1 08 e ’Sllﬂ'\[k\ 1o he the fastes
aro nmning |“H]'1IL‘ h\"_'icnc Elll(.l IhC ChUCUl(\lCS il”(] C()l]lCLllUnLl) (.d[k!-:'()l Iesdred t E Clastest
2roc o, leni Ve .

arowing scgments, says an [HSBC report.

7) Growth Prospects
With the presence of 12.2% of the world population in the villages of India, the Indian rural FMCG
is something no one can overlook. Increased [ocus on furm seclor will boost rural incomes, hencee

C G companies. Better infrastructu
mand in the market. Because ot the fow

market
re [acilities will improve their

providing better growth prospects to the FM
supply chain. FMCG sector is also likely to benelit from arowing de
IPMCG companics have immense possibili-

per capita consumption for almost all the products in the country.
ties for growth. And if the companies are able to change the mind-ret of the consumers. i.c. if they arcable o
take the consumers to branded products and offernew generation products. they would be able to generate
hicher growth in the near future. Itis expected that the rural income will rise in 2007, boosting purchasing
power in the countryside. However. the demand in urban arcas would be the key growth driverover the long
term. Also. inerease in the urban population, along with increase inincome levels and the availability o new
categorics. would help the urban arcas maintain their position in terms ofconsumption. At present, urban India
Accounts for 66% of total FMCG consumption. with rural India accounting for the remaining 34%. However.
rural India aceounts for more than 40% consumption in major IMCG categories such as personal care. tabric

care. and hot beverages. In urban areas. home and personal care category. including skin care. houschold
carc and feminine hygiene, will keep arowing il relatively attractive retes.
R) Market Overview
Figure No. [- Market Size of FMCG Companices

sivatbetsize s s badhon

1O tum-

lard. July Y.

2009: Lconomic Survey 2009 2010)
The Indian FMCG sector. with amarket size of £SY

S 1N
R

23 billion (200708 retail sales). consututes 2.1

cent of India’s GDP.A well-established distribution
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L% (28 " o
| oy Food products is the largest consurnption category
" Cthes  India. accounting for nearly 21 per cent of the

country' s GDP. Some of the leading players in this seg-

D

) i ment include Britannia Industries 1.ad. Dabur India Ltd,
GlaxoSmithKline Consunyer | lealthe

are India lad and « ijarat Cooperative Milk Marketing Federation
(GCMMF).
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Ihe above table shows that the extents of rural sales by select companies Industrics. Many con -

ies/ Industries have

[t can be shown from above table that in the FMCG Category. hall of the revenue o FIINDUST T A

EVER and Coleate’s come from the rural market. In the case ol another compantes too. the country «ide

ccounts for a substantial part (23
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already taken to the rural market in a big way.

"harma sales oceur in rural India. Kinetic sells about 30 pcr cent olits scoolers.

Organizations like Hindustan Lever Ltd.. Nirma Chemical Works. Colgate Palmolive. Parle &
nd Malhotra Marketing have carved inroads into the heart of rural markets. Various categories of products

ave been able o spread their tentacles deep into the rural market and achieved significant recognition in the

ountry houscholds.

Company Ilousc hold |)antratum 5 ?
| HLL i S SHCHERN

Nirma chemical works Y et B

ColgalcPalnmli\;é ¥ :)3?)'/“ T e e e
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Oi the expenditure on consumer goods in rur ahouscl
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61%

Parle G
9) Finding e = . e iEy

Y asmii ity i . : .
H Rescarche lound thay hearly 80 pereent ol rural holds own a mechanical wrist watch and

42% radio/transistor.
2) Researcher found that hallof the res cnue of HHINDUSTAN LEVER and Colgate’s come
from the rural market,
3) Rescarcher tound that the expenditure on consumer goods in rural household. approximately.
44% 1s on Tood articles such as biscuits. tea. coltee and salt. 20% on toiletries. 13% on
Washing niaterial. T0% on cosmeties. 420 on OTC products and 9% on other consumables.
Researcher found that unbranded/local component contributes to a substantial portion of the
Volume ot only a few ol the highly penctrated categories.

Rescarcher found that in the villages low-priced brands are well aceepted and one might feel

that a larger proportion of the purchases made in rural market can be attributed to local/
(28 NN = i
unbranded player.

10) Suggestions
1) Advertisements on rural media like radio, press media have been increased.
Physical Distribution channel must be made strong.
' be mercased among the peoples.
' the productmust be
Awarcness aboul
i »of the product for the retatlers should be increased.
t—mar reentaee of the prodt
Profit =margin pereentds | |
auallv dailv wage carners and they don’t have monthly incomes like
A enstomets are usually dailywage \ \
The rural customers: . . |
he urban areas have. S0 the packaging is in smaller units and lesser-priced packs
'\" > ')1 < < ' g e |
the onecs in the ur
that they can aftord given therr kind of income sticams
Z (8 o
ves can be used to attract more and more viewers.

In advertising local languag
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Opportunities and Challenges for Marketing of
Fruits and Vegetables in Sangli and Kolhapur
Districts
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ABSTRACT

At present the fruits and vegetables are produced by the farmers who are not much literate or having the
scientific knowledge of crop production. Number of primary marketing units yet they have not done much in
collection, grading, marketing ectc. There is an absence of proper marketing channcels as well as direct
intervention of the government. Hence, producers as well as consumers are at worst position. Lack of proper
marketing management, cold storage facilitics, proper physical communication facilities, and also due to low
level of literacy, dispersed markets, least care of state and central governments creates the problems. The
present study has highlighted the present practices of production and marketing of vegetables and fruits in
Sangli and Kolhapur Districts.

Keyword: Marketing and Production of fruits and vegetables, Marketing Channel.

1. INTRODUCTION

Agriculture has always remained the backbone of the Indian Economy and despite concentrated industrialization in the
lace of pride and honor. Due to perishable nature and forces of demand

last six decades. agriculture still occupies a p
and supply the fruits and vegetables cannot provide assured returns to the farmers. The dominance of middlemen could
not give the expected profit to the farmer and consumer get it for with higher prices. The interest of farmer and

consumer is not conductive due to middlemen. The study examines various aspects of fruit and vegetable marketing
uch as market infrastructure. marketing practices, marketing costs etc. in the wholesale markets in the selected area.

II. OBJECTIVES
1) To study the various government policies and schemes for the production and marketing of fruits and vegetables.
2) To study the present demand parameters of fruits and vegetables.
3) To analvze opportunities and challenges tor marketing of fruits and vegetables.
4) To suggest the measures for fair remunerative prices to producers and atfordable prices to consumers.

II1. ANALYSIS AND INTERPRETATION OF DATA

Table No. 1 Opinion about external factors for fixation of price of produce

Sr. Particulars Strongly Disagree Neutral Agree Strongly Total
No. Disagree Agree
1 Demand 19 53 85 115 28 400
(05%) (13%) (21%) (29%) G2 T=00%)
Secason 29 42 70 103 7530
5
2 (07%) (11%) (18%) (26%) | \e)
e - = XX [
5 S:]: iy 24 28 87 142 } gl)/\
- © (06%06) (07%) (229%) (36%) (-ﬁ) %)
&
4 Transportati 20 ]2 95 98 400
ransportation (05%) (21%) (24%) (25%) (26%) (100%)
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5 | Technology 062 68 18 94 98 400
i £ (16%) (17%) (20%) (24%) (25%) (100%)

Table No. I give information about various external factors considered for [ixing the price. There were various factors
dered. 32% ol the producers are strongly agree, 29% are agree, 21% are neutral, 13% are disagree and remaining
05% are strongly disagree about demand decides the price. 39% of the producers are strongly agree, 26% arc agree,
18% are neutral, 11% are disagree and remaining 0% are strongly disagree abou scason decides the price. 36% of the
ree, 22% arc neutral, 07% arc disagree and remaining 06% arc strongly
the price. 26% of the producers are strongly agree, 25% arc agree, 24% arc
% are strongly disagree aboul transportation decides the price. 25% of the
and remaining 16% are strongly

consl

producers are agree, 30% are strongly ag
disagree about government policies decides
neutral, 21% are disagree and remaining 03
producers are strongly agree, 24% are agree, 20% are neutral, 17% are disagree
disagree about technology decides the price.

It is also clear that at the time of production and selling the producers have to give attention on these factors. If they
give full attention towards these factors then it helps them in gelting more price and it reduces loss. If they plan
according to these factors then it will help them in production as well as in selling functions. Duc to improvement in
technology 1t is possible to provide fresh products year around, so it also allects on price.

The role of government is very important. The prices of fruits and vegetables are mostly decided by bargaining power.
From the government side there are no rules and regulations for price [ixation ol produce therefore there are many

variations in the prices of fruits and vegetables

Table No. 2 Knowledge/ use of marketing practices

Very
Sr. No. | Particulars Not at all alittle | Rather | Much | much Total

1 Grading 103 176 94 23 04 400
(26%) @4%) | (24%) | (06%) | (01%) (100%)

2 Segmentation 154 145 51 42 08 400
(39%) (a6%) | (13%) | (01%) | (02%) (100%)

126 98 154 15 07 400
3 Target to customer | (32%) (25%) | (39%) (04%) | (02%) (100%)

4 Positioning 321 52 23 02 02 400
(80%) (13%) | (06%) | (01%) | (01%) | (100%)

5 Branding 286 56 40 12 06 400
(712%) (14%) | (10%) | (03%) | (02%) | (100%)

6 Advertising 321 56 23 0 0 400
(80%) (14%) | 06%) 1w | %) | (100%)

7 Self sell 241 90 21 32 16 400
(60%) (23%) | (05%) | (08%) | (04%) | (100%)

8 245 59 56 28 12 400
Competitors Policy (61%) (15%) (14%) (07%) | (03%) (100%)

300 27 20 28 25 400
9 Sell at lean (75%) 07%) | (03%) | (07%) | (06%) | (100%)

marketing period

345 30 10 08 07 400

10 Market Research (86%) (08%) | (03%) 02%) | (02%) | (100%)

Table No. 2. Give information about knowledge ol marketing to the producers. 1UigQhser
44% of the producers said that they have a litde knowledge. 24% said not at _3: ';J«“/m'éy(
knowledge and remaining 01% said that they have very much knowledge aboul/:gﬁ;ﬁng. n 5%( segmentation 39%
of the producers don’t have knowledge about segmentation, 36% have little kijo\'\'(',ledgc‘.“IS‘%ig %d rather, 02% have
very much knowledge and only 01% has much knowledge about segmentalion.“" n;ézQe of i’éi%t;,(o customer, 39% of
the producer said rather, 32% said not at all, 25% suid a little, 04% said much af "Q%ﬁgdﬁéry much. 80% of the
producers don't have knowledge about positionmg. 13% have a little knowledge. 00 s ad Tather, & 02% said much
and very much 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 02% said very much
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knowledge. 80% of the pr i
B ledge. 80% of !hg producer said that they have not at all knoy ledge al isi i
rather and no one said much and very much kim\\'lt.dgc 1 ‘ tad it 5l sout advertising, 14% said a little, 06% said
- <elf sale practices : ) >dge about advertising case of sell se¢ § | on’
lL\L‘.\L“ ale practions, 23%a lite use, 08% said S aplyerl g. [n case of sell scll 60% ol the producer don’t
self sell. 61% of the producers said > said much use, 05% said rather and remaining 04% said very much usc of
knowledge. 14% said rather O~70_/d|( niol at all knowledge about competitor’s policy, 15% said that they have a little

(= > ¢ S C 1 : y |
e e aLall, 07% said mu.l ()lbﬂlL. much and 03% said very much knowledge about competitors poiicv 75‘:A) said

b Y0 S ~ . ~ oene 3 ) .
e e L;] z_mcl a hlllun cach, 06% said very much and remaining 05% said rather usc the lcchnic‘uc
g > . e 1- ~ )

e k. D% Haven mllz }Enu;i?lt .d/\ndl(l)xg/cla,sp of market research 86% of the producers don’t know about m'xri’cl

X e ledge, % have rather ¢ % have h :
el cnclh g b i and 02% have much and very much knowledge about market
From the above analysis 1t 1

'S Q > 0 ~ Q 1
o mquc["m; ysis it s clear llm}. the producers are unaware about marketing knowledge or very few producers
use thes ‘ g practices. Lack of these knowledge leads to suffer losses by getting less prices ) their |
i eceisi it s el : : y getting less prices to their produces.
3 ake awareness about these practices 1 producers mind

IV. FINDINGS

1. It is found thé % of iddle i
hat 90% of the middlemen grade their produce. By keen observation the researcher has found that

the m)ddlcmcn grade their produce at the time of selling not at the ime of purchasing from roducer. i.c. by
grading the produce the ‘mlddlemcn fix their prices for consumers not for the producers. R resulls‘A in ‘ch:
prol(liuccr ge( same price tor all qun_lil_\' produce and the middlemen get more prices for good quality pr;)duc.:c: as
R nc.l \ ;lb a\:i:rtz;gc P;L/CL t(?r 1(:\\' ﬂunllty pr?ducc 'thun the produ.ccr. }t means that the middlemen al\\'a’ys in profit
LS oun hat 57% of the respondents provide transportation facility to producers. and 25% provide credit
fz'l(?llll_\'. The lack of transportation and unavailability of credit facility are the main problems of producers. The
middlemen take the advantages of these problems and provide tran.sporlmion and loan facilities and puréhase

products at low prices
3. It is found that 90% of the middlemen grade their produce. By keen observation the researcher has found that
he time of purchasing from producer. 1.e. by

the middlemen grade their produce at the time of selling not at t
grading the produce the middlemen fix their prices for consumers not for the producers. It results 1n, the
re prices for good quality produce as

producer get same price for all quality produce and the middlemen get mo
wevll as average price for low quality produce than the producer. It means that the middlemen always in profit
4. It is found that there are several reasons of losses. 75% of respondents said that the main reason 1s perishable

nature of produce; 38% of them said low market d, 40% gave other reasons like bad weather, natural
calamities: 25% said loading/unloading: 22% said that improper product handling; and the remaining 17%
said that transportation is the main reasons behind losses.

v. SUGGESTIONS
e by fertilizer stockiest. After

n the artificial shortage mad
11 known farmers and

e government should control o
kiest follows partiality between we

1. It is suggested that th
sell these fertilezers at higher prices. Stoc
common farmers. There should be strict \watch on distribution pattern of fertilizers.

1e the problems of exploitation of middlemen it is necessary to provide market for

It is suggested that to overcon

produce through co-operative societies and their role should be increased. Due to the negligible performance of

jes the number of middlemen has increased. These effects directly on customer. The
purchase union has defeated the purpose of Co-operative sale-

mendment in the byelaws of co-operative Fruits & Vegetables

on should actually produce atleast 05 Guntas of Fruits or

ontest elections. In addition to this there should be

s. There should be the involvement of producers
nent should fix digital

ers. Further the govern
Pricing policy and practices

shortage they

o

Co-operative societ
involvement of politici
purchase union. To avoid tl

ans in co-operative sale-
his there should be an a
ice bearers of such unt
s should be allowed to ¢
qent rules and regulation

mation to other produc
arket rate. weather etc.

sale-purchase union that the ofl
Vegetables. Only active member
control on middlemen through governi
ke trading. provide mnfor
d every villages to inform about m
plemented in uniform way.
mment should take some steps for the impr

in the activities 11
TV display in each an
should be designed and 1m
It is suggested that the gove
t should give concessi
will get more profit Again Agricultur
picking the products from farm and suppl
method and will mncrease self sell the produc
village Nandani from Shirol taluka of Kolhapur di
Fruits and Vegetables Growers Co operative Sangh L

ovement of transportation facility.

on on products W hile transporting by State Transport (ST) then the producer

al Produce Market Committees (APMC) should make arrangement of

y itin market then more aumber of farmers may C3 acethely selling
e in the market on their own responsibility ,ébfyen' '

strict there is a cooperative marketing bjx‘lgl{n mett {fmddni

. = 3
td.. Nandani® which takes care of prodyction and m¢ r}:\;u:/ ng
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ol fruits and vegetables. They J i ¥
o getables. They colleet the products from farm and sell the products in the market and gives the
\ armers. In short, they act as a mediator between farmer and market.

CONCLUSION
1. The mtcrtcrcpcc of middlemen is the main problem of producers Middlemen exploit the producers as well
consumers. 'Ill? producers get the less prices for their products when they sold to middlemen. The negligible
pcrlormzmcc of Co-operative societics increases the number of middlcmcﬁ in the study area. It 1s necessary to
mcrease the role of co-operative societies. In addition to that there should be control on middlemen thm‘ugh
; government rules and regulations.

The 1_mddlcmcn take the advantage to exploit the producers as well as consumers They get almost double
margins ~for sale the products. The government should appoint special officers to cheek unfair trade practices,
exploitation of the farmer by middlemen. It 1s necessary to promote, and perhaps even enforce through rules or
laws by the govermment. As a result the producer will get more prices to their products and the consumer will get
same products at remunerative prices. To tackle these problems government should provide financial assistance,
create awareness among the farmers about various subsidy schemes available to encourage them, take mitiative
for creating the storage facility at taluka levels and provide it with minimum charges to farmers and give subsidy
to build up storage facility, cte. .
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Changing Patients Perception towards Private
Hospitals
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ABSTRACT

This article begins by defining the pereeption of the patients. It then proceeds to deseribe and discuss patient
pereeption about various basic facilities as well as other facilities such as- Emecrgencey services, Reliability,
Responsiveness, Assurance, and Empathy. The article explains that the overall conditions prevailing in the study
arca with respect to medical services are not conductive to the quality and affordable medical care in the interest
of patients. Private hospitals arce clearly demonstrated hoth the laity of the concerned authorities and
unconcern of the medical profession for proper standards and quality of care for treatment of patients.

Keywords: - Emergeney services, Reliability, Responsiveness, Assurance, Empathy

1. INTRODUCTION

Patient’s perception is an important component of relationship with the patient. Perceptions vary from person to person
Dafferent people perceive ditferent things about the same situation. But more than that, we assign different meanings to
what we percenve and the meanings might change for a certain person. One might change one's perspective or simply
make tnngs mean something else. The concept of patient perception does not only relate to individual patient in private
hospitals.

II. OBJECTIVES

e Toknow services provided by Private Hospitals
e Tostudy the changing pattern of perception of patient towards private hospitals

1. Scope:

Gceographical Scope:-
Geographical Scope 1s imited to Private Hospitals m Islampur City.

Conceptual Scope:-
Conceptual Scope 1s changing patient’s perception towards private hospitals

1) Limitations:

e Only Private Hospitals are taken from Islampur City for present study
e Onlyv 100 Pauent taken for study

2. Research Methodology:

¢ Primany Data (Proportionate Sampling Method)
e Secondary Data (News Papers. Diflerent NHS Report)

1.1BASIC ASPECTS:

Satistaction: - What is your opinion about following Basic Facilities?
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Table No.: - 1.1
Sr. Basic Facilities Very Good Good Average | Poor | Very
No poor

1 Room (size. layout, Outlook) 30 20 13 13 20

2 lighting & ventilation 40 25 10 10 15

3 | Lockers, Stools, Urine pot, 35 30 15 10 10
Spittoons per bed

4 Sanitary (Bathroom. Toilet, 30 35 10 9 16
Washbasin

5 Regular Power Supply 30 20 10 30 10

6 | Facilities to attendant —cating & 40 15 10 20 15
sleeping

7 Regular & Clean Drinking Water 45 10 10 15 20

N Emplovee Appearance 40 20 20 15 5

9 Bed and Linen 38 35 20 7 0

10 | Canteen 40 20 20 10 10

11 [ Overall Cleanness 36 25 20 11 S

(Source: Primary Data)

Room (size. layvout. Outlook)
lighting & ventilation

Lockers. Stools. Unne
pot. Spittoons per bed

Sanitan
(Bathroom. Toilet. Washbasin

Regular Power Supply

s ’,‘
4

Regular & Clean Drinki
Water

Facilities 1o attendant, #a
slecping fs

Graph No. 1.1
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Satisfaction: - What is your opinion about following other facilitics?

Table No.:- 1.2

International Journal of Enhanced Research in Management & Computer Applications
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Sr. Variable Delighted | More Than Satisficd Less Than Disgust
No Satisficd Satisfied
1 Emergency services 30 20 15 35 0
2 Reliability 30 30 20 10 10
3 Responsiveness 45 25 10 15 5
4 Assurance 42 35 20 3 0
5 Empathy 39 28 10 13 10
6 Affordability 5 15 10 45 25
7 Claim Settlement 40 25 20 10 5
8 Beneticiary of various Scheme 43 21 20 12 4
9 Post hospitalised treatment 38 29 20 10 3
10 Medicine facility 48 15 25 10 2
(Source: Primary Data)
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Graph No. 1.2
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ITI. FINDINGS

It1s found ]l‘}lﬂl bqsu: lac!lmcs like-lighting and ventilation, facilities to attendant and employce appearance arc very
good 1.e. 40%. It 1s also found that basic facilities provided by the private hospitals are good. Without providing these

l?as_lg Alncxhllcs. the private hospitals are not survived in the cut-thought competition. So they are provided basic
facilities better than better.

Itis .l‘ound that other facilities like medicine facility (48%), responsiveness (43%). and claim settlement (40%) arc also
provided by the private hospitals in the good manner. Researcher has also observed those patients are satisfied with
services like Reliability, Emergency services, Responsiveness, Assurance, Empathy, Claim Scttlement, Beneficiary of
various Schemes; Post hospitalized treatment, Medicine facility. . .

IV. SUGGESTIONS

It 1s suggested that private hospitals should minimize their rates so as to affordable for common man.
It 1s suggested that all private hospital should accepted schemes like-MIPJAY Scheme - Rajiv Gandhi Jeevandayee
Arogya Yojana for survival of poor patient.

CONCLUSION

It 1s concluded that, the physical infrastructure and the resources made available necessary for providing quality
medical services are grossly adequate in almost all Private hospitals. To sum-up, the finding are self explanatory and
reflects the existing reality in the study arca with respect to medical services making it clear that there are smooth
functioning of the private hospitals.

The overall conditions prevailing in the study area with respect to medical services are conductive to the quahity and
affordable medical care in the interest of patients. There are elficient hospitals in the study area
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Abstract:-

The word logistics has its origin from Greek word “logistike " which means the art of
calculating. However, the modern interpretation of the teym logistics has its origin in the
military, vhere it was used to describe the activities related to the procurement of ammunitions,
and essential supplies for troops located at the front. Logistics not only includes activities
related to the physical movements of the goods but also manages relationship with suppliers and
customers. The main objective of the paper is to determine the various technology used in
logistics and supply chain management including information technology, communication
technology and automatic identification technology.

The creator basically cenrers on the auxiliary information for gathering information
identifying with different innovation utilized in logistics and store network the board. The creator
reaches deternunation that Technology is a vehicle to upgrade store network intensity and
execution by improving the general viability and productivity of logistics framework. In addition
different advancements in innovation have made the undertaking simpler and quicker other than
being less arduous.

Keywords: logistic management, SCM, Technology, Innovation

Introduction :

The council of logistic management defines logistics as “that part of supply chain process
that plans, implements, and controls the efficient, effective, forward and reverse flow and storage
of goods, services, and related information 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, at the right place, in nght time, and in right condition. However supply
chain consists of all stages that are required to satisfy the customer request. It starts from supplier
passes through manufacturer, distribution, and retailer and finally reaches the customer. The
supply chain management is the oversight of materials, information and finances as they move in
the process from supplier to manufacturer to wholesaler to retailer to customer. The emerging
new technologies are creating strategic opportunities for the orgamzations to build competitive
advantages in various functional areas of management including logistics and supply chain
management. However the degree of success depends on the selection of the right technology for
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policies. In logistics, information, communication and automation technologies has substantially
increased speed of identification, data gathering, processing, analysis and transmission, with high
level of accuracy and reliability. Technology is a means to enhance business competitiveness and
performance. It plays a major role in success of supply chain by enhancing the overall
effectiveness and efficiency of the logistics system. In logistics many new technologies are used
in developed country while in India adoption process is very slow. However due to liberalization
of the Indian economy the competitive pressure is building up and the only option to 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

e Automatic Identification Technology

e Communication Technology

¢ Information Technology

Objectives
1. To determine the various technology used in logistics and supply chain management.
2. To discusses the impact of technology on logistics and supply chain management.
3. To assess technology used in logistics and supply chain management

Automatic Identification Technology

Programmed Identification (Auto ID) is the term used to depict the immediate passage of
information or data in the PC framework, programmable rationale controllers or any microchip
controlled gadget without working a console. These innovations incorporate Bar Coding, Radio
Frequency Identification (RFID) and Voice Recognition. Auto ID can be utilized for following
the compartments, bundles, containers or a truck conveying the products on time bound
dispatches to the clients. The advantages of Auto ID incorporate precision, cost sparing, speed
and accommodation of information stockpiling and preparing of data.

The significant Automatic Identification technologies in use are —
e Bar Coding

Bar coding is a succession of parallel lines of various thicknesses with spac m&\
middle. These bars are only the things of data in the arranged structure, which can bg, 5 rusecsl
with the assistance of a scanner. Verifiably standardized identifications was first utilize® ar qk\ute
a while in USA in 1952.The data imprinted in scanner tag incorporate, nation code, makér&amey
item subtleties, date of production, material substance etc. These subtleties are required at client
end for stock administration. The standardized 1dentifications are utilized in assorted enterprises,

for example, retail, pharmaceutical, customer merchandise, hardware, cars and so forth.

o)
)
Y
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S
2
S

The bar coding offers the following advantages.

e Ease in identification of inventory items during storage, retrival, pickup, inspection and
dispatch.

e Reduce paper work and processing time leading
e Reduce human error

e Increases logistics system productivity through speed, accuracy and reliability.
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The reader is connected to the central computer. Radio Frequency Tags (RFTs) are a
piece of silicon chip to store data i the microcircuit. The RFTs are programmable with erasable
memory. Data is stored in coded form and communicated to the reader through waves. The basic
principle of tag is that antenna emits the radio signals. RFTs are very useful to accompany truck
shipments. The tag will contain information on consignor, consignee, inventory items, quantity
and value, what time the item travelled certain zone; even the temperature etc. The reader
receives the tag signal with its antenna, decodes it and transfers the data to the host computer
system. RFTs can be attached to virtually anything-from a semi-tractor, to a pallet, containers
etc. RFTs will avoid paperwork and can be helpful in custom posts. In the warehouse, the
barcodes can be applied to the individual inventory items while RFTs can be applied to pallets,
containers etc. These will allow the staff to directly communicate to the warehouse computer.

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

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

e Improve the ability of manufacturers to better manage the inventory levels.

e Improve the complex distribution system for the Defense operation.

e Improve the complex tracking and distribution operations of the Indian Postal services.

e Improve the tracking, logistics and planning operations of Indian Railways, state public
transport agencies

e Implement automatic toll collection on vast network of highways.

1. Communication Technology
The communication, either oral or composed has an exceptionally vital job in business
achievement. Coming up next is the couple of rising interchanges advances, which are
empowering agents to better client support driving than intensity through the speed a
exactness in communication.

e Electronic Data Interchange (EDI)

EDI innovation 1s utilized for move of business records from one PC to other P
EDI the business records, for example, solicitations, checks, and challahs are sent electron\caHy
starting with one association then onto the next. Actually EDI 1s a drive towards paperless -
archive move or exchanges. The contrast between the email message and EDI message 1s that, E-
mail is formed and translated physically, while EDI message 1s made utilizing one programming
and deciphered by other programming. Email information isn't organized while EDI information
or message is structured. EDI message has lawful remaining in the courtroom.
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The benefits of using EDI technology in logistics and supply chain management involves

e Faster transactions- real time document transfer in the supply chain.

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

e Reduction in transaction cost due to paperless operations

e Reduction in order cycle time and inventory that will help to improve the competitiveness
of the customers.

e Improve the corporate trading relationships between parties in the supply chain and
creating barriers for competitors.

e Very Small Aperture Terminal (VSAT)

The satellite communication stations are assuming a significant job progressively
information assortment and its trade, which is crucial for client care. To follow and follow the
products bearer, a dish radio wire is fixed on the vehicle. This permits the communication
between driver, dispatcher and proctor. The genuine — time collaboration helps in having the
exceptional data on the area of truck and the conveyance position.

Model — Wal-Mart the retail goliath of USA is utilizing this framework for controlling the stock
development.

e GEOGRAPHICAL 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 Stationary Satellites to the exactness of
one meter as far as scope and longitude. When the situation of the vehicle is known, it very well
may be transmitted to consigner or agent through the transmission organizes for example cell
phones or web.

e Geographical Information System (GIS)

GIS are the product instruments for representation of uncommon area of any element on
earth which is put away in databases identifying 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 is utilized in calculated activity for following and following of the relegation
area to the degree of street or road specifically city.

e Web Based Tracking
Logistics specialist organizations working in India are expanding the administrations of
online following of relegations to their customers. AFL, Fed-Ex, Blue Dart and others are giving
the status report of the relegation to their customers. The customers can download this report by
associating through the Internet. This data helps in arranging the dispatch plan and furthermo;/;"f‘
making catch up with customers for installment assortments. [,

e Automated Guided Vehicle System (AGVS) \{ '
The framework utilizes attractive or optical direction framework. The attract\'rve
framework utilizes stimulated wire laid on the distribution center floor for directing the material
taking care of gear. In AGVS administrator 1s disposed of. The new age AVGS are guided with
video and don't pursue the fixed way. AGVS can play out all the material taking care of activity
with no human contribution. Robot combined with AGVS is utilized to get precise material
prerequisite for a client request.
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 Information Directed System (IDS)

In this an incorporated PC controls the material taking care of gear. The communication
between the gear and the PC is through radio recurrence. The necessary development are
sustained into PC and it appoints the occupations to the individual types of gear thinking about
its most extreme stacking limit and taking care of speed. TDS can perform assortment of complex
matenal taking care of employments, for example, different request picking or numerous vehicle

stacking by a similar material taking care of hardware prompting upgrade in stockroom
profitability and adaptability in dealing with assortment of occupations.

¢ Information Technology (IT)

IT comprises of equipment and programming that catches investigations and gives data
any place 1t is required. Since the supply chain management the executives is characterized as
system of associations, these associations can't shape a system except if they are associated
through IT coming about into straightforwardness in the production network and adjusting the

“store network exercises towards client. Model — The accomplishment of store network of DELL
was because of IT, where web was utilized to gather request from client straightforwardly and
imparted 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 chain management the board
are-

e Enterprise Resource Planning (ERP)

ERP is coordinated programming, enveloping all the business tasks and realize critical
change in the manner individual’s work. ERP 1s a business arrangement that delivers to certain
recognized business issues. ERP is pricey and complex exercise which requires adequate
measure of arranging. In India major ERP being used is SAP, Oracle which has been created by
outside organizations to suit the business condition winning in those nations. Be that as it may,
some Indian organizations like Ramco Systems created ERP to suit Indian business condition.
Example - The companies like Hindustan Lever, Colgate and Nestle have implemented ERP in
their supply chain system resulting in minimum inventory of raw material and finished goods
and benefit in terms of cost reduction

e Distribution Requirement Planning(DRP)

It 1s another IT apparatus and furthermore a complex arranging approach that thinks
about different dispersion stages and the attributes of the dissemination framework. The
completed merchandise stock necessity is controlled by DRP considering the client request at
various appropriation focuses situated in various markets. DRP helps in solidifying the
shipments to different areas spread over the huge geological territory, and in this manner help in
decreasing cargo cost. DRP improves stock deceivability in the production network coming
about into decrease in stock level and distribution center space prerequisite.

e Automated Inventory Tracking System (Aits)
The AITS is an IT apparatus that gives ongoing status of the stock degrees of the
considerable number of things at retail locations, feeder and mother distribution centers. For
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renewal of things sold, data is passed on legitimately to the provider after the thing stock level is
checked 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, its security stock, stock in
travel and so forth consequently advancing the stock in the store network.

Conclusion :

"Technology" is vehicle to upgrade production network aggressiveness and execution by
improving the general adequacy and proficiency of coordination’s framework. Subsequently
picking the correct innovation for different coordination’s exercises or sub-forms is pivotal to
any business to increase upper hand in the present focused market. Model — A cycle producer
must perceive how it can incorporate the littlest part suppler specifically, a brake shoe provider
and furthermore the seller at the country focus, so as to improve generation run and hold the
client as opposed to losing to the contender. Today combination in the supply chain management
is conceivable because of accessible innovation prompting effectiveness in the store network Just
if the production network accomplices embrace the correct technique.
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Abstract:

Digital marketing is the avenue of electronic communication which is used by the
marketers to endorse the goods and the services towards the marketplace. The supreme purpose
of the digital marketing is concerned with consumers and allows the consumers to intermingle
with the product by virtue of digital media. This paper concentrates on the magnitude of digital
promotion for both consumers and marketers. This paper covers difference between traditional
marketing and digital marketing., We scrutinize the result of digital marketing on the base of
Sirm’s sales. 200 respondents opinion are collected o get the clear picture about the present
study.

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

Introduction

Digital Marketingis the term wused 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', 'intemet marketing' or 'web
marketing'. The term digital marketing has grown in popularity over time, particularly in certain
countries.

Objectives Of The Study
1. To recognize the usefulness of digital marketing in the competitive market.
2. To study the impact of digital marketing on consumers purchase.
3. To know the modes of digital marketing.

Methodology Applied

e Primary Data: The research i1s done through ob; collection of

data through questionnaires.
e Secondary Data: Secondary data is collecte
magazines to develop the theory.

s, books and

e Sample Size: The sample size is determined as 200 respondent’s opinion
from the consumers who presently purchasing products with a help of digital
marketing.

130 Website - wwaviesearchjouiney net Email - researchjourney 20 1d4ematl com



IRNEYT International Multidisciplinary I+- Rescarch Journal ISSN:

Impact Factor - (SJIF) - 6.625 (2019)

‘(“ i %\ Special Issue: 208 (A) | December-2019
\ ey Commerce, Management & Social Sciences

Traditional Marketing V/S Digital Marketing:

Table 1: Traditional Marketing V/S Digital Marketing

TRADITIONAL MARKETING

MODERN MARKETING

Communication is unidirectional. Means, a
business communicates about its products
or services with a group of people.

Communication 1s  bidirectional.  The
customer also can ask queries or make
suggestions business products and services.

Medium of communication 1s generally
phone calls, letters, and Emails

Medium of communication 1s mostly
through social media websites, chat, and
Email.

Campaigning takes more time for
Designing, preparing, and launching.

There is always a fast way to Develop an
online campaign and carry out changes
along its development. With digital tools,
campalgning is easier.

It 1s carried out for a specific audience
throughout from generating campaign ideas
up to selling a product or a service.

The content 1s available for General public.
It 1s then made to reach the specific
audience by employing search engine
techniques.

It 1s conventional way of Marketing, best
for reaching local audience.

It is best for reaching global audience.

It 1s difficult to measure the Effectiveness
of a campaign.

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

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

Category No. of Respondents | Percentage of Respondents
Male 130 65%
Gender Female 70 35%
Total 200 100%
Below 18 years 34 %
G\\fmnag@
% r/f-\qq
19-30 years 50 12 =25%
A A
\‘/.'\. = /.-'-?T
Age 31-45 years 66 & 339
Above 45 years 50 25%
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Total 200 100%
House Wife 22 11%
Employee 110 55%
Profession Business 46 23%
Students 16 08%
Any other 06 03%
Total 200 100%
Below 10000 42 21%
10001-15000 90 45%
Monthly Family
Income (in Rs.) 15001-30000 50 25%
Above 30000 18 09%
Total 200 100%

Table 3: Awareness of Online Shoppers
No. of Respondents

Particulars Percentage of Respondents

Having knowledge about

online shopping 100%

200

Not having knowledge about - -
online shopping
Total

200 100%

Table 4 Availability of Online Information about Product

Particulars | No. of Respondents | Percentage of Respondents
Excellent 80 40%
Good 64 32%
Average 48 24%
Poor 08 04%
Total 200 100%
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Table 5: Reasons forr Choosing Online Shopping

December-2019

Particulars No. of Respondents | Percentage of Respondents
Wide variety of Products 70 35%
Easy buying Procedures 40 20%
Lower Prices 50 25%
Various Modes of Payments 20 10%
Others 20 10%
Total 200 100%

Table 6: Frequency of Online Purchasing

Particulars No. of Respondents | Percentage of Respondents
Purchase once Annually 32 16%
2 - 5 Purchases Annually 88 44%
6-10 Purchases Annually 44 22%
11 Purchases and above Annually 36 18%
Total 200 100%

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

Particulars No. of Respondents | Percentage of Respondents
Social Media Marketing 102 51%
Email Marketing 30 15%
Website 40 20%
Affiliate Marketing 16 08%
Other Marketing 12 06%
Total 200 100%

Table 8: Which determinant of digital marketing affect more on consumer buying behavior

FACTORS MOST ONLY AVERAGE | OPREFER LEAST
PREFER PREFER AGAINST | PREFER
Marketing Scheme 90 60 20 20 10
Comfort Zone 120 40 15 25 0
Safety 110 50 20 10 10
Used Advertising Method 100 40 30 /7T 15
(&7 \(9;\
Ability to Compare Prices 100 50 20z L& }Q) 10
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Findings:

1. Ttis found that Consumers are satisfied through purchasing digital marketing.

2. Itis found that People find it safe mode of online purchase.

3. Itis observed that Ratio of male consumers is very high in online s
Ratio of female consumers is very low in online shopping that is 35%.

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

5. Tt is found that Income of respondents mainly falls in the rat
that 1s 45%.

6. Itis observed that Awareness about online shopping is 100%

7. Ttis found that 40% of respondents feel that availability of online inform
& Services is outstanding.

8. It is observed that most numbers of respondents that is 35% feels that online shopping has
wide variety of products; others feel that they can have an easy buying procedure, products
with lower price, a variety mode of payments etc.

9. Ttis found that 44% of the respondents purchase the products 2 to 5 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 to emal marketing
as well as 20% consumers are purchasing the online products due to website of the
organization. Remaining 08% consumers are purchasing the online products due to affiliate
marketing and 06% consumers are purchasing the online products due to other marketing.

11. It is found that 60% consumers are preferred that they are purchasing the online products due
to 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% consumers are most preferred to marketing scheme while they

hopping that is 65%. And

1ge of Rs. 10,001 to Rs. 15,000

among the respondents.
ation about Product

are purchasing the goods through online.

Suggestions:

1. It is sug
digital marketing Websites.
Provide a transparent and good service to the 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

gested that there should be improve technical advancement in promotion of

O

shoppers

Conclusion:
Digital advertising has end up being critical part of approach of nﬁmgrous organizations.

Right now, still for modest business owner close by have a very chieap and-equipped technique
by utilizing computerized showcasing to advertise their items or administrafions in the general
public. It has no limitations. Organization can use any gadgets; for exampléf tablets, advanced
mobile phones, TV, PCs, media, online life, email and parcel other to help:organization and 1ts
items and administrations. Computerized advertising may accomplish something more in the
event that it considers purchaser wants as a pinnacle need.
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Abstract:
Digital marketing is the avenue of electronic communication which is used by the

marketers to endorse the goods and the services towards the marketplace. The supreme purpose
of the digital marketing is concerned with consumers and allows the consumers (0 intermingle
with the product by virtue of digital media. This paper concentrates on the magnitude of digital
promotion for both consumers and marketers. This paper covers difference benveen traditional
marketing and digital marketing. We scrutinize the result of digital marketing on the base of
Sfirm's sales. 200 respondents opinion are collected to get the clear picture about the present

stucdy.

Keywords: Digital marketing, Promotion, 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', 'intemet marketing' or 'web

marketing'. The term digital marketing has grown in popularity over time, particularly in certain

countries.

Objectives Of The Study
1. To recognize the usefulness of digital marketing in the competitive market.
2. To study the impact of digital marketing on consumers purchase.
3. To know the modes of digital marketing

Methodology Applied
e Primary Data: The research i1s done through observation and collection of

data through questionnaires.
e Secondary Data: Secondary data is collected from journals, books and

magazines to develop the theory.
e Sample Size: The sample size is determined as 200 respondent’s opinion
from the consumers who presently purchasing products with a help of digital

marketing,

130 Website — wanw 1esearchionrney net Email - researchjoly



{ ~g
RESEA(CHITGURNEY

OURNEY" International Multidisciplinary I5- Research Journal

Impact Factor - (SJIF) - 6.625 (2019)
Special Issue: 208 (A) | December-2019
Commerce, Management & Social Sciences

Traditional Marketing V/S Digital Marketing:
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Table 1: Traditional Marketing V/S Digital Marketing

TRADITIONAL MARKETING

MODERN MARKETING

Communication is unidirectional. Means, a
business communicates about its products
or services with a group of people.

Communication is bidirectional. The
customer also can ask queries or make
suggestions business products and services.

Medium of communication is generally
phone calls, letters, and Emails

Medium of communication is mostly
through social media websites, chat, and
Email.

Campaigning takes more time for

Designing, preparing, and launching.

There is always a fast way to Develop an
online campaign and carry out changes
along its development. With digital tools,
campaigning is easier.

It 1s carried out for a specific audience
throughout from generating campaign ideas
up to selling a product or a service.

The content is available for General public.
It is then made to reach the specific
audience by employing search engine
techniques.

It i1s conventional way of Marketing; best
for reaching local audience.

It is best for reaching global audience.

It 1s difficult to measure the Effectiveness
of a campaign.

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

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

Category No. of Respondents | Percentage of Respondents
Male 130 65%
Gender Female 70 35%
Total 200 100%
Below 18 years 34 17%
19-30 years 50 25%
Age 31-45 years 66 33%
Above 45 years 50 25%
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Total 200 100%
House Wife 22 11%
Employee 110 55%
Profession Business 46 23%
Students 16 08%
Any other 06 03%
Total 200 100%
Below 10000 42 | 21%
10001-15000 90 45%

Monthly Family

Income (in Rs.) 15001-30000 50 25%
Above 30000 18 09%
Total 200 100%

Table 3: Awareness of Online Shoppers
Particulars No. of Respondents | Percentage of Respondents

Having knowledge about

online shopping 200 100%
Not having knowledge about - -
online shopping

Total 200 100%

Table 4 Availability of Online Information about Product

Particulars No. of Respondents | Percentage of Respondents
Excellent 80 40%
Good 64 32%
Average 48 24%
Poor 08 04%
Total 200 100%

132 Website — wwiv tesearchjouimey net Email - MML&\@




B LT T e

B e T T T

2 C UMY International Multidisciplinary F- Research Journal ISSN :
Impact Factor - (S}JIF) — 6.625 (2019)
Special Issue : 208 (A) December-2019
Commerce, Management & Social Sciences

5: Reasons for Choosing Online Shopping
Particulars No. of Respondents Percentage of Respondents
W’ide variety of Products ] 70 35%
rEasy buying Procedures l 40 20%o
ﬁower Prices l 50 25%0
[vu‘ious NModes of Payments ] 20 10%6
I Others 20 10%6
| Total 200 100%
Table 6: Frequency of Online Purchasing
Particulars No. of Respondents Percentage of Respondents
Purchase once Annually 32 16%0
2 - 5 Purchases Annually 88 44%
6-10 Purchases Annually 44 22%o
11 Purchases and above Annually , 36 1826
Total | 200 100%

arketing impact more on consumers buying behavior

Table 7: Which mode of digital m
Particulars No. of Respondents Percentage of Respondents
[ Social Media Marketing | 102 51%
!TEx‘nail Mlarketing , 30 15%0
| Website | 40 20%
Affiliate Marketing | 16 08%
| Other Marketing | 12 06%
| Total | 200 100%
Table 8: Which determinant of digital marketing affect more on consumer buying behavior
FACTORS MOST ONLY AVERAGE OPREFER LEAST
PREFER PREFER AGAINST PREFER
Marketing Scheme ’ 90 G0 20 20 10
Comfort Zone I 120 40 15 25 [6)
Safety I 110 50 20 10 10
Used Advertising Method ’ 100 40 30 15 15
Ability to Compare Prices ’ 100 50 20 10 10
Website — \\'V\R‘\x’ researchjoulniev.nat Email - resc Coimn
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Findings:

1. Itis found that Consumers are satisfied through purchasing digital marketing.

2. Itis found that People find it safe mode of online purchase.

3. Itis observed that Ratio of male consumers is very high in online shopping that is 65%. And
Ratio of female consumers is very low in online shopping that is 35%.

It is observed that Employees of various companies are purchasing more than others through
online shopping that 1s 55%.

It is found that Income of respondents mainly falls in the range of Rs. 10,001 to Rs. 15,000
that 1s 45%.

It is observed that Awareness about online shopping is 100% among the respondents.

It is found that 40% of respondents feel that availability of online information about Product
& Services 1s outstanding,

&

o

s

8. 1Tt is observed that most numbers of respondents that is 35% feels that online shopping has
wide variety of products; others feel that they can have an easy buying procedure, products
with lower price, a variety mode of payments etc.

9. Itis found that 44% of the respondents purchase the products 2 to 5 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 to email marketing
as well as 20% consumers are purchasing the online products due to website of the
organization. Remaining 08% consumers are purchasing the online products due to affiliate
marketing and 06% consumers are purchasing the online products due to other marketing.

11. It is found that 60% consumers are preferred that they are purchasing the online products due
to 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% consumers are most preferred to marketing scheme while they
are purchasing the goods through online.

Suggestions:
1. Tt is suggested that there should be improve technical advancement in promotion of
digital marketing Websites.
2. Provide a transparent and good service to the consumer before and after online purchase.
3. Creating awareness among the people about digital marketing.
4.

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

Conclusion:

Digital advertising has end up being critical part of approach of numerous organizations.
Right now, still for modest business owner close by have a very cheap and equipped technique
by utilizing computenized showcasing to advertise their items or administrations in the general
public. It has no limitations. Organization can use any gadgets, for example, tablets, advanced
mobile phones, TV, PCs, media, online life, email and parcel other to help organization and its
items and administrations. Computerized advertising may accomplish something more in the
event that it considers purchaser wants as a pinnacle need.
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Abstract:

Widespread isn't likely to wind down within the adjacent future, preventive activities are
prerequisite fo forestall disease spread. spare individuals lives conjointly to spare the financial
abundance. During this audit, supported the display information and accessible writing, we 've got
illustrated the various angles of pre-and post-COVID-19 impacts over the social and financial stages
round the world. Additionally, the prove based information are summarized ywith reference to
threats, social impacts, logical overhauls, ethical flov, push and adjusting within the pre- and post-
COVID-19 circumstances.

Keywords: Human services, Monetary (econonty) impacts, Social impacts

Introduction:

The current 2019 Coronavirus Pandemic (COVIDI19) began in Wuhan, Hubei Province,
China in December 2019. The outbreak of the COVID19 pandemic has mainly affected human

health and is seriously considered to beone in every ofthe explanations for the rise within

the number of deaths across the country. Additionally to issues that affect pegple cally, the

epidemic has also caused heartbreaking financial and political emergencies 1 %
Progress.
1. Effect of Covid-19 outbreak:
COVIDI19 has affected people's daily lives and has put the world economy in trouble. This
pandemic has also affected the social lives of individuals everywhere the globe. As per the WHO

report, this infection has accelerated in nearly 213 countries round the world and has shown serious
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consequences. Regarding the country’s economy and health system. Many countries have locked

down their facilities, services, educational institutions, industrial sectors, daily markets, etc. to
forestall the spread of those infections. The business and commercial sectors are severely laid low
with this infection. . It also discusses some important health, economic and social life impacts and
challenges.

The direct and direct potential impact of COVID19 has led to thousands of deaths and a
big increase in medical expenses; however, as mentioned above, the likelihood of the price being
exaggerated is extremely high. Die next year may be a very stable curve, which changes once a year.
The direct and direct potential impact of COVID19, additionally because the significant increase n
medical costs, has caused thousands of deaths. The cost is probably going to be exaggerated

2.1 Human Services (Healthcare) Impacts:

The long-term consequences of COVIDI19 are already obvious: the psychological damage
caused by the fear and grief caused by the virus, continued isolation, 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, with geographic area, Asia, black, and multi-ethnic
communities experiencing the biggest increase.

Share of Adults Reporting Symptoms of Anxiety or
Depressive Disorder During the COVID-19 Pandemic

amsa of Anxiety and.or

"
1
epressive Disordar

Y i Syrap
Cisorcer D

1. it's difficult to spot, isolate 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 ignor .

4. The amount of pharmacies in medical supply stores has decreased.

5. Need for higher security.
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2.2 Monctary (Economy) Impacts:
The economic effect from the pandemic has disproportionately affected some industrial

sectors and population groups, and there's a risk of prolonged labour dislocations as a result.,
unemployment levels that haven't been seen since the nice Depression of the 1930s Workers are
evaluating their career choices and work patterns in some circumstances, which could indicate a
post-pandemic economy with more diverse labour arrangements and a changed metropolitan
environment. Additionally to the prices of greater poverty, lives upended, careers wrecked, and
heightened social unrest, the human costs in terms of lives lost will have a long-term impact on
global economic process. Concurring to some projections, 95 million individuals may have fallen
into extraordinary destitution by 2020, with 80 million more undernourished than your time recently
the widespread. Moreover, some projections appear Agreeing to gauges, the worldwide financial lull
will cause worldwide commerce to diminish by 9.0 percent or marginally less in 2020wreaking
havoc on trade-dependent poor and emerging nations specifically. In industrialised economies, where
vaccinations are with a return to pre-pandemic levels of activity, the economic impact of the
pandemic is projected to 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

Economic Growth (%)

6
5
4
3
2 =3,
1
o . . ﬁ y | . X
-1
-2
-3
& T F S S F @ &S &S
C:>\° & fe e:\\'b R <<‘° \ov. é@ N2
m No coronavirus Baseline scenario (with corona virus) Risk scen/a;ic::;pg demic
n. OV Vo,
Source Rabobank, Macrobond /// : o Bloéi\yﬁ g | Quint
£ e 2
c S \ 2

»-:(-o"..preibande;h ic levels of

In industrialised economies, where vaccinations are enabling a retu
o

activity, the pandemic's economic impact is projected to be reduced.

« The buildup of basic products has delayed and decreased.




« Discontinue flexible and varied meals.
» Loss of domestic and world trade.

« Low income within the world market

2.2 Social Impacts:
Swarm uneasiness and trepidation to pre-pandemic behavior were normalized thanks to the

infection and consequent lockdowns round the world. Moreover, social change and other stressors
have happen in aversion to be comfortable sharing the identical physical space with strangers. In
February 2021, Saturday Night Live jabbed fun at "post-COVID dating" after a year of segregation
envisioning the "abnormal characteristics and behaviors we've picked up. The impact on personal
gatherings has been sturdy as medical experts have suggested, and native authorities usually
mandated stay-at-home orders to stop gatherings of any size, not simply the larger events that were
at the beginning restricted. Such get-togethers is additionally supplanted by video chat, orm an
exceedingly few cases with offbeat tries 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
gatherings are seen as important to psychological state throughout the crisis.
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 tourism industry has been severely affected.

« All public holidays are prohibited.

 Unnecessary arrests of individuals.

« Distance from family, friends and relatives.

« Close cafes, restaurants, shops, entertainment centers, gyms, etc.

3. Conclusion:
This paper may be a summarized work which gives few encounters from the previous

reported works related to the issues within the social and financial divisions which will offer
assistance common prosperity specialists calm the impact of the current widespread. In specific, we
inspected inquire about on peril perception, social setting, science correspondence, altering person

and total interface, activity, push and adapting related with the pre-and post-pandemic conditions due

to COVID-19.
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ABSTRACT

This study on the retail industry, attempts to rigorously analyze the factors which influence the consumers to
move towards the organized retailing from unorganized retailing. The study also helps the retailers by
revealing the facts regarding the most prioritized attributes of the retail stores which attract the consumers
towards them. It 1s also to be noted that in the next level of cities, only departmental stores and supermarkets
alone given more priority in organized formats. This study will help the retailers to make an analysis of them
and understand where they stand, and in order to move forward in what arcas they must focus. It also helps
them by providing consumers™ expectations towards the organized formats so that they can make appropnate
arrangements.

KEY WARDS: influence. retailing. consumer behavior, family. motivation

INTRODUCTION:

The retail sector 1s expanding and modemizing rapidly in line with India’s economic growth. It offers
significant emplovment opportunities i all urban arcas. This study on the retail industrv. attempts to

rigorously analyze the factors which influence the consumers to move towards the organized retailing from

unorganized retailing. Retailing is defined as “all the activitics involved in scllmg/g_..ods arSp 1ces directly to

——

final consumers for personal. non-business use.” Retailing consists of the fina [1(:,(1\ LL\ antfs\Tps needed to

place merchandise made elsewhere nto the hands of the consumer or to prov xde ser\xccgu to, he consumer.

Retailing consists of the sale of goods or merchandise. from a fixed location su artment store or

kiosk. in small or individual lots for direct consumption by the purchaser. Retailing may include subordinated

JETIR2108336 | Journal of Emerging Technologies and Innovative Research (JETIR) | c671
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services, such as delivery. Purchasers may be individuals or businesses. In commerce, a rctailer buys goods or
products in large quantities from manufacturers or importers, either dircctly or through a wholesaler, and then
sells smaller quantities to the end-user. Retail establishments are often called shops or storcs. Retailers are at
the end of the supply chain. Manufacturing marketers see the process of retailing as a necessary part of their
overall distribution strategy. Retail industry is divided into organized and unorganized sectors. Organized
retailing refers to trading activities undertaken by licensed retailers, that is, those who are registered for sales
tax, income tax, etc. These include the corporate-backed hypermarkets and retail chains, and also the privately
owned large retail businesses. Unorganized retailing, on the other hand, refers to the traditional formats of
low-cost retailing, for example, the local Karana shops, owner manned general stores, paan / beedi shops,
convenience stores, hand cart and pavement vendors, ctc. The study also helps the retailers by revealing the
facts regarding the most prioritized 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 various retail formats. Whether there is
any relation between the demographic profile of the consumers and preferred retail format and does income
besides other family attributes play a role in selection of the retail formats are some of the questions require a
probe in. The problems faced by consumers shopping from organized as well as unorganized retail outlets also
need a thorough study.

OBJECTIVE OF THE STUDY:

1) To study the present retail scenario with respect to the share of unorganized retailing.

OVERVIEW OF GLOBAL RETAIL INDUSTRY

Retail has played a major role in world over in increasing productivity across a wide range of consumer goods
and services. The impact can be best scen in countries like U.S.A., UK., Mexico, Thailand and more recently
china and India also. Economies of countries like Singapore, Malaysia, Hong Kong, Sri Lanka and Dubai arc
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 is also one of the largest worldwide. The retail
industry employs more than 22 million Americans and generates more than $3 trillion in retail sale annually.
Retailing is a U.S. $7 trillion sector. Wal-Mart is the world’s largest retailer.

INDIAN RETAIL INDUSTRY

Several authorities and surveys conducted by different agencies have given current as well future projections
of retail trade in India. Currently. India is one of the fastest growing economies in the world and by 2030.

India would be one of the Top 3 economies in termsof GDP.The India retail market is estimated at US$ 470
a—&AGR of 7.5%

Bn in 201 1. accounting for ~35% of GDP and is expected to grow to US$ 675 Bn by 2016

',_5“{”3"6/
e ()
FACTORS INFLUENCING CONSUMER BUYING BEHAVIOUR: /&7

£y
1. Intemal or Psychological factors ]-‘ "\
2. Social factors ‘\
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3. Cultural factors
4. Economic factors
5. Personal factors.

1. Internal or Psychological factors :-
The buving behaviour of consumers is influenced by anumber of internal or psychological factors.
The most important ones are Motivation and Perception.

a) Motivation - In the words of William J Stanton, “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 seeks satisfaction
through the purchase of something™ A motive is an inner urge (or need) that moves a person 10 take

purchase action to satisfy two kinds of wants viz. corc wants and sccondary wants. So, motivation is the

force that activates goal-oriented behaviour. Motivation acts as a driving force that impels an individual to

take action to satisfy his needs. So it becomes onc of the intemal factors influencing consumer behaviour. A
need becomes a motive when it is aroused to a sufficient level of intensity. A motive is a need that is

sufficiently pressing to drive the person to act. There can be of types of needs:

b) Perception - Human beings have considerably more than five senses. Apart from the basic five (touch,

) there 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 to the brain constantly,

information being collected would seriously overload the system if one took it all in. The brain therefore

individual and cuts out the extranecous noisc. Therefore the

selects from the environment around the
world around you. When the

information entering the brain does not provide a complete view of the

individual constructs a world-view, she then assembles the remaining information to map what is

happening in the outside world. Any gaps (and there will, of course, be plenty of these) will be filled in with

imagination and experience. The cognitive map is therefore not a “photograph’: it is a construct of the

imagination.
2. Social factors -
Man is a social animal. Hence, our behaviour patterns. likes and dislikes are

a great extent. We always scek confirmation from the people around us and seldom do

influenced by the people

around us to
things that are not socially acceptable. The social factors influencing consumer behaviour are a) Family. b)

Reference Groups.

a) Family-There are two types of families in the buver’s life viz. nuclear family
higher liberty to take

and Joint family.

Nuclear family is that where the family size is small and individuals have

decisions whereas in joint families. the family size is large and group decision-making gets more
icularly in

preference than individual. Family members can strongly influence the buyer behaviour—pa
: L)

the Indian contest. The tastes. likes. dislike. life styvles etcof the members are rootefirmfthc fan_\ﬁfl{ buving
behavior. lal 3 ):;
g o
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b) Reference group -A group is two or more persons who share a set of norms and whose relationship makes
their behaviour interdependent. A reference group is a group of people with whom an individual associates. It
1s a group of people who strongly influence a person’s attitudes values and behaviour directly or

indirectly. Reference groups fall into many possible grouping, which are not necessarily to be
exhaustive (1.e. non over-lapping).

3. Cultural factors

It is observed that human behaviour is largely the result of a leamning process and as such individuals
grow up leaming a set of values, perceptions, preferences and behaviour patterns as the result of
socialization both within the family and a series of other key institutions. From this we develop a set
of values. which determine and drive behavioral patterns to a very large extent. This broad set of values

is then influenced by the subcultures like nationality groups, religious groups, racial groups and

geographical areas, all of which exhibit degrees of difference in ethnic taste, cultural preferences,

taboos, attitudes and lifestyle.

4. Economic Factors -

Consumer behaviour is influenced largely by economic factors. Economic 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 buying behaviour. The
gross personalincome of a person consists of disposable income and discretionary income. The disposable
personal income refers to the actual income (i.c. money balance) remaining at the disposal of a person
after deducting taxes and compulsorily deductible items from the gross income. An increase in the disposable
income leads to an increase in the expenditure on various items. A fall in the disposable income, on the other
hand, leads to a fall in the expenditure on various items.

b) Family income -Family income refers to the aggregate income of all the members of a family. Family
income influences the buying behaviour of the family. The surplus family income, remaining after the

expenditure on the basic nceds of the family, is made available for buying shopping goods. durables and

luxuries.

CONCLUSION:

From this study it was observed that due to change life stvle, increase awareness of quality products as well as
disposable income most of the customers switching to organized retail store form unorganized retail store but
at present time unorganized retail also captured a high market share in India. many customer thinks that they
local Kirana store is the one of the most important factor for their day to day life, they cannot visit organized
retail store frequently so we can say that organized retailers have huge opportunities in Indian market but thev

must open more outlets so that customer visit frequently. At present time some orgamchdf,r iler’s i.e. on

door. Best price ctc also provide home delivery and online order fac111tles/\\hlch -xs ortable for

,...

1'

customers.For a successful consumer oriented market service provider should w orl& as p\q\ cho gﬁ t to procure
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£ consumers. Bykeeping in mind affecting factors things can be made favorable and goal of consumcr
catisfaction can be achieved. Study of consumer buying behaviour is gate way (o success in markct
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ABSTRACT:-

The word logistics has its origin from Greek word “logistike™ which means the art of calculating.
However. the modern interpretation of the term logistics has its origin in the military, where it was used to
describe the activities related to the procurement of ammunitions, and essential supplies for troops located
at the front. Logistics not only includes activities related to the physical movements of the goods but also
manages relationship with suppliers and customers. The main objective of the paper is to determine the
various technology used in logistics and supply chain management including information technology,
communication technology and automatic identification technology.

The creator basically centers on the auxiliary information for gathering information identifying
with different innovation utilized in logistics and store network the board. The creator reaches
determination that Technology is a vehicle to upgrade store network intensity and execution by improving
the general viability and productivity of logistics framework. In addition different advancements in
innovation have made the undertaking simpler and quicker other than being less arduous.

Keywords: logistic management. SCM. Technology. Innovation
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. INTRODUCTION

The council of logistic management defines logistics as “that part of supply chain process that

plans. implements. and controls the cfficient, effective, forward and reverse flow and storage of goods

services. and related information between the pont of origin and the point of consumption in order to mect
customer requirement”. In ordinary language the same can be defined as right product, at the right place. in
right time. and in right condition. However supply chain consists of all stages that arc requircd to satisfy
the customer request. It starts from supplicr passes through manufacturer, distribution, and rctailer and
finally reaches the customer. The supply chain management is the oversight of materials, information and

finances as they move in the process from supplier to manufacturer to wholesaler to retailer to customer.
The cmerging new technologics arc creating  strategic opportunitics for thc organizations to build
competitive advantages in various functional arcas of management including logistics and supply chain
management. However the degree of success depends on the sclection of the right technology for the
application. availability of proper organizational infrastructure, culture and management policics. In
logistics., information, communication and automation technologies has substantially increased speed of
identification. data gathering, processing, analysis and transmission, with high level of accuracy and
reliability. Technology is a means to enhance business competitiveness and performance. It plays a major
role in success of supply chain by enhancing the overall effectiveness and efficiency of the logistics
system. In logistics many new technologics are uscd in developed country while in India adoption process
is very slow. However due to liberalization of the Indian economy the competitive pressure is building up
and the only option to 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

e Automatic Identification Technology

e Communication Technology

e Information Technology

2. OBJECTIVES

1. To determine the various technology used in logistics and supply chain management.

2. To discusses the impact of technology on logistics and supply chain management.

3. To assess technology used in logistics and supply chain management
AUTOMATIC IDENTIFICATION TECHNOLOGY

Programmed Identification (Auto ID) is the term used to depict the immediate passage of

information or data in the PC framework, programmable rationale controllers or any microchip controlled
gadget without working a console. These innovations incorporate Bar Coding, a'd/i; "kF?&v]‘uc\ncy
Identification (RFID) and Voice Recognition. Auto ID can be utilized for following Zéfcompartli;igl ts.

client§s~The
i’ N\ /

oo
TR

bundles. containers or a truck conveying the products on time bound dispatches tO\.ﬂic
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advantages of Auto 1D incorporate precision, cost sparing, speed and accommodation of mformation
stockpiling and preparing of data.
The significant Automatic Identification technologics in usc are -

e BAR CODING

Bar coding is a succession of parallel lines of various thicknesses with spaces in the middle. These
bars arc only the things of data in the arranged structure, which can be perused with the assistance of a
scanner. Verifiably standardized identifications was first utilized in quite a while in USA in 1952.The data
imprinted in scanner tag incorporate, nation code, maker name, item subtlctics. date of production, matcrial
substance ctc. These subtletics arc required at client end for stock administration. The standardized
identifications arc utilized in assorted enterprises, for example, retail, pharmaccutical, customer
merchandise. hardware, cars and so forth.

The bar coding offers the following advantages.

e Easc in identification of inventory items during storage. retrival. pickup, inspection and dispatch.

e Reduce paper work and processing time Icading

e Reduce human error

Increases logistics system productivity through speed. accuracy and reliability.

Impact of Bar code technology on operations of logistics and supply chain

management
e PROCUREMENT OPERATION

The parts and segments brought from providers are allocated standardized identifications,
which contain data on thing name, clump number, date of production, request no, sequential no and so on.
The data in scanner tag helps in recognizing and following the segment. In the stockroom, when the
merchandise enter through a transport, they are additionally checked by the hand held scanner or scanner
fixed nearby the transport. The data decoded by the scanncr is promptly signed in the focal PC which
assists genuine with timing update of stock records.

e PROCESSING

During the request handling the standardized tag will help in keeping distinguishing proof of things
dependent on their date of section into the distribution center or store. This will ease material stockpiling.
retrieval and dispatch in FIFO (First in First out) stock administration framework.

e PRODUCTION OPERATION

During the generation procedure the distinguishing proof of in-process and completed things

become simpler because of bar coding. The different washes at various phases of creation can be
cffectively followed.

) SR,
i 5
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During dispersion, standardized identification helps in distinguishing and following the travel of

completed products to the clients.

BARCODE

e RADIO FREQUENCY IDENTIFICATION (RFID)

RFID is an Automatic Identification and Data Capturc (AIDC) innovation. RFID first showed up in
following and access applications during 1980. RFID-based framcworks takes into consideration non-
contact perusing and are successful in assembling and other antagonistic condition where scanncr tags
couldn't endure. These are utilized as an option to Barcodes to convey the stock information through radio
waves. RFID remotely trades data between labeled articles.

An RFID system is compromised of the following components as mentioned
below.

e Onec or more tags called Radio Frequency Tags (RFTs), which includes a semiconductor chip and
antenna.

e One or more read/write devices also called readers. /o 2\

e Tiwo or more antennas one on the tag and one on the reader.

e Application software and the host computer system.

RFTs

The reader i1s connected to the central computer. Radio Frequency Tags (RFTs) are a picce of
silicon chip to store data in the microcircuit. The RFTs are programmable with erasable memory. Data is
stored in coded form and communicated to the reader through waves. The basic principle of tag is that
antenna emits the radio signals. RFTs are very useful to accompany truck shipments. The tag will contain

information on consignor. consignee. inventory items. quantity and value. what time the item travelled
JETIR2110441
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certain zone: even the temperature cte. The reader receives the tag signal with its antenna, decodes it and
transfers the data to the host computer system. RFTs can be attached to virtually anything-from a scmi-
tractor. to a pallet, containers ctc. RFTs will avoid paperwork and can be helpful in custom posts. In the
warchouse, the barcodes can be applied to the individual inventory items while RFTs can be applied to

pallets, containers etc. These will allow the staff to directly communicate to the warchouse computer.

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

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

e Improve the ability of manufacturers to better manage the inventory levels.

¢ Improve the complex distribution system for the Defense operation.

e Improve the complex tracking and distribution operations of the Indian Postal services.

e Improve the tracking. logistics and planning operations of Indian Railways, statc public transport
agencies

e Implement automatic toll collection on vast network of highways.

3. COMMUNICATION TECHNOLOGY

The communication, either oral or composcd has an exceptionally vital job in business
achievement. Coming up next is the couple of rising interchanges advances, which are empowering agents
to better client support driving than intensity through the speed and exactness in communication.

e ELECTRONIC DATA INTERCHANGE (EDI)

EDI innovation is utilized for move of business records from one PC to other PC. With EDI the
business records, for example. solicitations, checks, and challahs are sent electronically starting with one
association then onto the next. Actually EDI is a drive towards paperless archive move or exchanges. The
contrast between the email message and EDI message is that. E-mail is formed and translated physically,
while EDI message is made utilizing one programming and deciphered by other programming. Email
information isn't organized while EDI information or message is structured. EDI message has lawful

remaining in the courtroom.

The benefits of using EDI technology in logistics and supply chain management
involves

e Faster transactions- real time document transfer in the supply chain.

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

e Reduction in transaction cost due to paperless operations
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e

e Reduction in order cycle time and inventory that will help to improve the competitiveness of the
customers.
e Improve the corporate trading relationships between partics in the supply chain and creating

barriers for competitors.

¢« VERY SMALL APERTURE TERMINAL (VSAT)

The satellite communication stations arc assuming a significant job progressively information
assortment and its trade, which is crucial for client carc. To follow and follow the products bearer, a dish
radio wire is fixed on the vehicle. This permits the communication between driver, dispatcher and proctor.
The genuine — time collaboration helps in having the exceptional data on the arca of truck and the

convevance position.

Model — Wal-Mart the retail goliath of USA is utilizing this framework for controlling the st

ckea
<. ﬂ'- \y

()

development.

e GEOGRAPHICAL POSITIONING SYSTEM (GPS)
The GPS is progressively exact framework utilized in created nations wherein a vehicle could be
followed preciscly with the assistance of Geo Stationary Satellites to the exactness of one meter as far as
scope and longitude. When the situation of the vehicle is known, it very well may be transmitted to

consigner or agent through the transmission organizes for example cell phones or web.

e GEOGRAPHICAL INFORMATION SYSTEM (GIS)

GIS are the product instruments for representation of uncommon area of any element on carth
which is put away in databases identifying with geology .This could be rcgarding physical maps of the
outside of carth, design of internal surface of carth or a format of lanes or roads. GIS in joining with GPS is
utilized in calculated activity for following and following of the relcgation area to the degree of street or

road specifically city.

 WEB BASED TRACKING
Logistics specialist organizations working in India are expanding the administrations of online
following of relegations to their customers. AFL. Fed-Ex. Blue Dart and others are giving the status report
of the relegation to their customers. The customers can download this report by associating through the
Internet. This data helps in arranging the dispatch plan and furthermore making catch up with customers

for installment assortments.
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e AUTOMATED GUIDED VEHICLE SYSTEM (AGVS)

The framework utilizes attractive or optical direction framework. The attractive framcwork utilizes
stimulated wire laid on the distribution center floor for directing the material taking carc of gear. In AGVS
administrator is disposed of. The new age AVGS are guided with video and don't pursuc the fixed way.
AGVS can play out all the material taking carc of activity with no human contribution. Robot combincd

with AGVS is utilized to get precise material prerequisite for a client request.

e« INFORMATION DIRECTED SYSTEM (IDS)

In this an incorporated PC controls the material taking care of gear. The communication between
the gear and the PC is through radio recurrence. The necessary development are sustained into PC and it
appoints the occupations to the individual types of gear thinking about its most extreme stacking limit and
taking care of speed. IDS can perform assortment of complex material taking care of employments, for
example. different request picking or numerous vehicle stacking by a similar material taking carc of
hardware prompting upgrade in stockroom profitability and adaptability in dealing with assortment of

occupations.

e INFORMATION TECHNOLOGY (IT)

IT comprises of equipment and programming that catches investigations and gives data any place it
is required. Since the supply chain management the executives is characterized as system of associations.
these associations can't shape a system except if they arc associated through IT coming about into
straightforwardness in the production network and adjusting the store network exercises towards client.
Model — The accomplishment of store network of DELL was because of IT, where web was utilized to
gather request from client straightforwardly and imparted 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 chain

management the board are-

. ENTERPRiSE RESOURCE PLANNING (ERP)

ERP is coordinated programming, enveloping all the business tasks and realize critical change in
the manner individual’s work. ERP is a business arrangement that delivers to certain recognized business
issucs. ERP is pricey and complex exercise which requires adequate measure of arranging. In India major
ERP being used is SAP. Oracle which has been created by outside organizations to suit the business
condition winning in those nations. Be that as it may. some Indian organizations like Ramco Systems

created ERP to suit Indian business condition.
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Example - The companies like Hindustan Lever, Colgate and Nestle have implemented ERP in their

supply chain system resulting in minimum inventory of raw material and finished goods and benefit in

terms of cost reduction

« DISTRIBUTION REQUIREMENT PLANNING(DRP)

It is another IT apparatus and furthermore a complex arranging approach that thinks
amework. The completed merchandise stock

about diffcrent

dispersion stages and the attributes of the dissemination T

necessity is controlled by DRP considering the client request at various appropriation focuscs situated 1n

various markets. DRP helps in solidifying the shipments to different arcas spread over the huge geological

territory, and in this manner help in decrcasing cargo cost. DRP improves stock dcceivability 1n the

production network coming about into decrease in stock level and distribution center space prerequisite.

o AUTOMATED INVENTORY TRACKING SYSTEM (AITS)

The AITS is an IT apparatus that gives ongoing status of the stock degrees of the considerable

number of things at retail locations, feeder and mother distribution centers. For renewal of things sold, data

is passed on legitimately to the provider after the thing stock level is checked 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. its security stock, stock in travel and so forth consequently advancing the stock

in the store network.

4. CONCLUSION

"Technology" is vehicle to upgrade production network aggressiveness and cxecution by improving
the general adequacy and proficiency of coordination’s framework. Subsequently picking the correct
innovation for different coordination’s exercises or sub-forms is pivotal to any business to increasc upper
hand in the present focused market. Model - A cycle producer must perceive how it can incorporate the
littlest part supplier specifically, a brake shoe provider and furthermore the seller at the country focus. so as
to improve gencration run and hold the client as opposed to losing to the contender. Today combination n
the supply chain management is conceivable because of accessible innovation prompting effectiveness in

the store network just if the production network accomplices embrace the correct technique.

5. REFERENCES
¢ David Simchi Levi. Philip Kamisky And Edith Simchi Levi. Designing And Managing The Supply
Chain. Irwin Mc Graw Hill. New York. 2000.

¢ Mohanty R P And Deshmukh S.G. Advanced Operation Management. Pearson Education 2003.

JETIR2110441 | Journal of Emerging Technologies and Innovative Research (JETIR) 1 { e198



HUMAN RESOURCE
DEVELOPMENT

"
AN D Dr. Paul D. Madhale

THAKUR PUBLICATION PVT. LTD.
el Dr. Santosh Bhagwant Wadkar



(JUMAN RESOURCE
_’ EVELOPMEN T

MESTER

BA, THIRD SE
pcco ding t0 the New Syllabus of ‘Shivaji University’ Kolhapur
|

: Prof. (Dr.) Paul D Madhale
| Ph.D, M Phill MBA, PGDM, B.Sc.
,’ Head of Department,
Sanjay Bhokare Group of Institutes, Miraj

Dr. Santosh Bhagwant Wadkar
Ph.D, M.Phil, MBA,
Associate Professor,
Venkateshwara Institute of Management, Sangli

PN

THAKUR PUBLICATION PVT. LTD,, PUNE
# Dehradun * Erakulam *
Rohtak *

s ,* Ahmedabad * Bhopal * Bhubaneswar * Bengaluru * Chennai
yderabad * Jaipur * Jalandhar * Kolkata * Lucknow * Nagpur * Patna * Raipur * Ranchi *



Resource Development

) Paul D Madhale
vant Wadkar

Human

- Prof. (Dr.
_ Dr. Santosh Bhag

Published by:
Thakur Publication Pvt. Ltd.
HO: Abhishekpuram, 60 Feet Road, Jankipuram, Luckp,
’ OS’N

Mobile: 9235318594/95/91/97/25/24/22/17, 933531851 7 2602;

Branch Office:
Colony No.14, Ganesh Nagar Bhopkhel, Near Ganesh Temp)
@ Ou NUOIO
Mg

Pune-411031
Mob.: 9325036341, 9326863355, 9373086387

Website: www.tppl.org.in
Email: thakurpublication@gmail.com

Books are Available for Online Purchase at. tppl.org.in
Download old Question papers from: Www.question W er.org.j
-0rg.in

ISBN No. 978-93-5480-190-7
First Edition 2022

Printed at:

Wm«&-.m Printing Press

irupatipuram, Jankipuram Extensi

porupat : ension Near AKTU, L -

mail: Ikospp @ gmail.com, Mobile No. owwmuMmmom\M@goi 220051

.m.muﬁwnmmrn © All Rights Reserved

0k is sole subj ..

be lent, resold, ESQHMMM RM the oo:m._:os._.:& it shall not, by way of trade or otherwise

consent, in any form of T:M.o:ﬁg;n circulated without the publisher’s prior éaan

M_“ENE including a similar owﬂw%_, oo%wﬁ other than that in which it is b%c:m:on and

nn. aser and without limiti _o.:. is condition being i

publication may be noh_n MM”MMQ the rights under copyright nWmM.\__“WMmMM on the m:_umnm.c%m:

(€lectronic, mechanical photoco stored in or transmitted in any fo o iu ke

permission of both the mowwmoﬂovwsm. recording or otherwise) v“,\:_“: ﬁoﬂu ol ot
ght owner and the below mentioned v:v_._”_mrﬁow %.JMW%MMM:

“Dedicated

to

Almighty God”
- Prof. (Dr.) Paul D. Madhale

“Dedicated to
my Mother Smt. Akkatati,
my Wife Mrs. Chaitali,
my Daughter Sanavi and

my late Brother Mr. Subhash
- Dr. Santosh Bhagwant Wadkar



E\N.\.QG.Q

The field of human resource development encompas
Ses mm(.
. A
cknowledgement

dit that I have to thank my Family Members for their
in editing and completing this book.

possible without the
ibuted many ideas to

of enabling and empowering h
um
g an resources i Ta]
N organjg %

atj,
. s h, is with due cr
ts of HRD in a clear ¢ ¢ ¥ e L ot ;
p ear and easy-to-read style. Thj b fung, pstinted support
! s book
h

UOOW OA.. ««EN&NHQE NNQ.WQ: ce b
14 QvQNQQS »”
Q\NN wamu~M:.

msg

&} canno
) m:_..%:ﬂm fr

conce
t seem to think this book would have been

om my Colleagues and Friends, who contr

cally written for students of MBA, Third S
2 Osﬂwmnﬂ
sourceful.

specifi

University, Kolhapur. The contents of the book
ook

four units:

First unit throws light on introduction of HRD

are &S.%a :
i

Jake this book simple yet re
of Thakur Publication Pvt. Ltd,

|
hts & Knowledge through this

to publishing team

immensely thankful
s my ideas, thoug

/ho let me, expres

ook.
D. Madhale

_ Prof. (Dr.) Paul

Second unit informs the reader about training and devel
3 0 o
Third unit gives kno e
wledge regardin
g performance a ;
ppraisal, ¢
) &ﬂ

reatest sense of gratitude to Dr.

planning & employee engagement.
stitute of Management, Peth.

ompletion of this book, I owe the g

Fourth unit explai "
plains about auditing and evaluating HRD -
WoseaEet 1 . », K. Katti, Director, Venkateshwara In
r precious readers to d
o a great fa
& vour to us by send; express MY special gratitude and sincere thanks to Mr. Mahesh B.
Executive Director, Shri. Venkateshwara Shikshan Sanstha, Peth
ideas and yvaluable suggestions.

__cm_:.

or giving me new resourceful

their valuable s i
uggestions and critical
comments on the book f
or
Rahul Zw-.mmu_-mc

hikshan Sanstha,
ssary facilities to

de to Shri.

ense of gratitu
nkateshwara S

HE

express my deep S
dik (Dada), Secre

Please e-mail us
e e thakurpublication @gmail.com Viaha
¢ www.tppl.org.in >eth for their support and for providing me the nece
sarry out the book.
gwant Wadkar

-Dr. Santosh Bha



(About the Book)

This book of “Human Resource Development” PFOV!dCS detailed
information about the core concepts and implementation of HRD
programmes. The content of the book is written in a simple .lzmguag?c with
detailed information. The text is supported with numerous 1llu§trat1()ns to
enable practical understanding. This book also contains exercises, model
question papers and case studies to assist the students in preparing for the

examinations.

(About the Author)

@ » | Dr. Paul D. Madhale is very well experienced in the field of
ol | service industry, training and as well as a effective teacher. He

™ has worked in the health service industry for 25 years, given
management training to the health professionals and leaded
the team. He has completed his post-graduation in HRM and
Finance and has done Ph.D in Commerce and Management.
Last S years he is working as a Head of the Department of Management,
Sanjay Bhokare Group of Institutes, Miraj, Maharashtra. He is
Fellow Member of International Society of Management.

Dr. Santosh Bhagwant Wadkar is currently working as
Associate Professor at Shri. Venkateshwara Shikshan
| Sanstha’s, Venkateshwara Institute of Management,
| Peth, Tal.-Walwa, Dist-Sangli (MH). He has 13 years of
| teaching experience. He has worked on different academic
and administrative platforms of Institute and Shivaji
University, Kolhapur.

Shivaji University, Kolhapur, MBA-3" Semester

Subjects Authors
Strategic and Change Management Dr. Pravin Shamrao Jadhav, Dr. Sulakshana Vasantrao Chavan
Business Intelligence and Analytics Dr. Ashok Shrirang Lokhande, Dr. Mrs. Tejaswini Abhijit Hilage
Buying Behaviour and Brand Management Dr. Vinod Mahadev Babar, Dr. Tahir S. Zari
Advertising and Sales Management Mr. Uday V. Hiremath, Mr. Rajendra Sudhir Panditrao
Compensation Management Dr. Khadilkar Sujay M, Prof. Vinayak Krishnaji Thorat
Human Resource Development Dr. Paul D. Madhale, Dr. Santosh Bhagwant Wadkar
Indian Financial System Dr. Sagar Ghanshyam Nikam, Ms. Aparna Prakash Sawant
Corporate Restructuring and Liquidity Management | Dr. Ranjana Prashant Shinde, Dr. Kedar Vijay Marulkar |

ISBN:978-93-5480-190-7

i R Also Book Avallable on:

3 Ti. Flipkart ¢ |
www.tppl.org.in - EIFEAEE | Awoomon..  AMAZON ‘
789354lg01907 1

WWW.qUeStionpaper.org.in - s ancage kindle -




A \ v ic

\

[Lead el ey

S .
& S~ F o U]
r—w—.,

‘> |
N \rvy » '411')\'
- pecomeT?

Marketing
Management

ot y ~
{0

VAR B ELIG AT BT, (LT Dr. Pravin Shamrao Jadhav
RN Dr. Santosh Bhagwant Wadkar




MARKETING MANAGEMENT

MBA, SECOND SEMESTER

According to the New Svllabus of ‘Shivaji University’ Kolhapur

Dr. Pravin Shamrao Jadhav
PhD. M_Phil, MBA. M.Com. DM.E.. GD.C.&A.
Associatz Professor
KIT'S Institute of Management Education and Research.
Gokul Shirgaon, Kolhapur

Dr. Santosh Bhagwant Wadkar
Ph.D, M.Phil. MBA,
Associate Professor,
Venkateshwara Institute of Management, Sangh

£05
THAKUR PUBLICATION PVT. LTD., PUNE

> Ahmedabad * Bengaluru * Bhubaneswar * Bhopal * Chennai * Dehradun * Emnakulam
+ Hvderabad * Jaipur * Jalandhar * Kolkata * Lucknow * Nagpur * Pama = Ranchi * Rohtz




Marketing Management
. Dr. Pravin Shamrao Jadhav
. Dr. Santosh Bhagwant Wadkar

Published by:

Thakur Publication PvL. Ld.
HO: Abhishekpuram, 60 Feet Road, Jankipuram, Lucknow-226021

Mob.: cwumu_mmo_\om\f\g\mm\mﬁmm\:, 8957411424

Branch Office:
Colony No.14, Ganesh Nagar Bhopkhel, Near Ganesh Temple, PO-CME, Pune-411031

Mob.: 9325036341, 9326863355, 9373086387

Website: www.tppl.org.in
Email: thakurpublication@gmail.com

Books are Available for Online Purchase at: tppl.org.in
Download old Question papers from: WWW. uestionpaper.org.in

ISBN No. 978-93-5480-072-6
First Edition 2022

Printed at:

Savera Printing Press
H_Ew.wavEmS. Jankipuram Extension, Near AKTU, Lucknow-226031
E-mail: lkospp@gmail.com Mobile No. 9235318506/07

mﬂwv%lmg © Al Rights Reserved

o:%%o%w.%cwmwwww__mﬂ M_o the condition that :m-:& not, by way of trade or otherwise, be lent, resold, hired

than that in which it is =M=%r:mo£a§n. publisher’s prior s.ig.ﬁs consent, in any form of binding or cover, other

subsequent purchaser mma - :w E” without ::.u:a_:m a similar condition. This condition being imposed on the

may be reproduced, stored out limiting the rights under copyright reserved above, no part of this publication
+ Stored in or transmitted in any form or by any means (electronic, mechanical,

photocopying, recording or otherwi i i i i
below mentioned publisher of this mwww.i:rof the prior written permission of both the copyright owner and the

“This book is dedicated
to
my Parents,

Family & Students”

- Dr. Pravin Shamrao Jadhav

“This book is dedicated
to
my mother Smt. Akkatai,
my wife Mrs. Chaitali,
my daughter Sanavi and

my late brother Mr. Subhash”

-Dr. Santosh Bhagwant Wadkar

-




Acknowledgement -

It is with i .
ith due credit that I have to thank my Family Members for their unstinted support in editing

and completing this book.

I cannot seem to think this book would have been possible without the inputs from my Colleagues and

Friends, who contributed many ideas to make this book simple yet resourceful.

I stay immensely thankful to publishing team of Thakur Publication Pvt. Ltd., who let me express

my ideas, thoughts and Knowledge through this book.

Concurrently I extend my appreciation for every source of inspiration that has supported me in

bringing this book to you.

- Dr. Pravin Shamrao Jadhayv

In completion of this book, I owe the greatest sense of gratitude to Dr. P. K. Katti, Director,

Venkateshwara Institute of Management, Peth.

I express my special gratitude and sincere thanks to Mr. Mahesh B. Joshi, Executive Director, Shri.

Venkateshwara Shikshan Sanstha, Peth for giving me new resourceful ideas and valuable suggestions.

I express my deep sense of gratitude to Shri. Rahul Nanasaheb Mahadik (Dada), Secretary Shri.
Venkateshwara Shikshan Sanstha, Peth for their support and for providing me the necessary facilities

to carry out the book.
-Dr. Santosh Bhagwant Wadkar



'

This book of “Marketing Management” proy
of marketing management like product, pricing,

provides comprehensive in formation about varl()us.lz;spccls
distribution, promotion, ctc. [t also describes the

: keting evaluation and control. The book is
fundamenal aspects of branding, channel options and marketing evaluation (1111:(1 ezt =il nng
enriched with model papers, exercises, and cases to make sludentg undersda} Tty gy
effectively. This book is a valuable for students, teachers, and others interested in lez g :

marketing management.

[About the Author]}

confergnces.

Kolhaptir.

Dr. Pravin Shamrao Jadhav has done his D.M.E., M.B.A., M.Com.; (iDt(t:f‘Af"
M.Phil., Ph,D-Currently he is working as Associate Professor at KIT’s r;s i ulg 0’
Management Education and Research, Kolhap.ur. He hz‘is_ 13 years of t;zlic Htr}lf"
| experience and 7 years of Industrial Experience.. HC'IS also writing a column 11}1{ arathi
-| Daily Newspaper Sakal. His area of specialisation is Marketing and Hu_man esource
\| Management. He has written various research papers and attended various seminars,

Dr. Santosh Bhagwant WadKkar is currently working as Associate Professor at Shri.
Venkateshwara Shikshan Sanstha’s, Venkateshwara Institute of Management, Peth,
Tal.-Walwa, Dist-Sangli (MH). He has 13 years of teaching experience. H'e‘ has.worlfed
on different academic and administrative platforms of Institute and Shivaji University,

Shivaji University, Kolhapur, MBA-2" Semester

Subjects

~

Author/ Editor

Marketing Management

Dr. Pravin Shamrao JadhayBr. Santosh Bhagwant Wadkar

Financial Management

Dr. Ranjana Prashant Shinde, Raj Kumar Singh i

Human Resource Management

Dr. Vinod Babar Mahadev, Dr. Ashok Shrirang Lokhande

Operations Management

Dr. Saroj Kumar, Priyanka Singh

Management Information System

Dr. Tejaswini Abhijit Hilage, Mr. Shakil Mubarak Mulla

P RIS

Research Methodology s

| Dr. Tahir 8. Zari, Dr. Sagar Ghanshyam Nikam

\_

150

www.tppl.org.in
www.questionpaper.org.in

Y

Scan QR Code

ISBN:978-93-5480-072-6

ST, Also Book Available on:
Q Flipkart ¢
PPL amazon
App Download Now —"
»GooglePlay klndle 9ll7893541g0072 6




: irst Edit;
ISBN-978-81-944210-1-6 Fir dition

2020 ;,

EFFECTIVENESS OF DISTRIBUTION
CHANNELS OF FMCG

STUDY OF RURAL MARKETS

Dr. Avinash M. Kharat

B.Com,B.C.A.,PGDBF,M.A.-Economics,M.A.-Psychology
(Counselling), M.Com,NET,M.B.A.;NET,Ph.D

| ” SAI PUBLICATION (SHIRDI) ;

! 2% 9



STUDY OF RURAL MARKETS

Dr. Avinash M. Kharat

B.Com,B.C.A.,PGDBF,M.A.-Economics,M.A.-Psychology
(Counselling), M.Com,NET,M.B.A_,NET,Ph.D




PREFACE

vive us great pleasure in making this book on Effectiveness of Distribution Channcls ol

I

]

FMCG: Study of Rural Markets available to the all research students in any ficld.
This book is written according to the need of research students including various chapter
schemes necessary for research.

I do not claim that the book is exhaustive and complete in all aspects. I, therefore

1ggestions for the qualitative improvement and contest

earnestly request the readers to make sugg

enrichment of this book.

I am thankful to the publishers for the care they took in the production quality of’ “he book

DR. AVINASH M. KHARAT



ACKNOWLEDGEENT

ln \.Un‘p Ll on Q) | ) 5 N &) A 3 ora C 1

Faculty of Commeree and Managemeny,

Rescarch Guide Dr. R. G. Phadtare, Former Dean,

1 5C ue to me in carrying out the
Shivaji University Kolhapur assistance have been of immense val g e
< g Y )

book.

4 < .p. K. Katti, Director
| express my special gratitude and sincere thanks to Dr.P. I , Director,

ca {or oivi w resourceful ideas
Venkateshwara Institute of Management, Peth Naka for giving me ne as and

valuable suggestion.

. . n T ‘ i dvnf /
| would like to record my deep sense of appreciations Prof. F. G. Nadaf, 1 rof. A. M.

> ; take -esearch in thi ok.
Ghadage. who encouraged me to nndertake the research in this book

1 am also grateful to my friends Dr. S. B. wWadkar, Prof. R. L. Chitnis, Dr. P. B.

Lupane, Prof. A. S. Patil, Prof. Miss. S. V. Tibe, Prof. Miss. P. N. Jambhale, Dr. S. H. Lad,
Shri S. R .Jadhav, Shri P. H. Raskar, Prof. R. B. Fonde and all teaching and non-teaching
staff of Venkateshwara Institute of Management, Peth Naka.

1 express my deep sensc of gratitude to Shri. Rahul Mahadik (Dada), Secretary,
Venkateshwara Shikshan Sanstha, Peth for their support and for providing me the necessary
facilities to carry out the book.

Here, | must acknowledge valuable contribution of my parents Aai Sou. Rajakka, my
believed father Shri. M. Y. Kharat, my wile Rekha, my sister Pushpa, my brother Shri.

Maruti, his wife Sou. Supriya, my nephew Master Prajwal and Shriyash, my niece

Pratiksha and Sanskruti.



EFFECTIVENESS OF DISTRIBUTION
CHANNELS OF FMCG:

STUDY OF RURAL MARKETS

SAI PUBLICATION (SHIRDI)

Add- Supekar Vasti, Endki Road, Chandekasare
Tal- Kopargaon Dist- Ahmadnager
State- Maharashtra (423601)

Email-id- manoj supekarl@rediffmail.com

Proprietor- Prof. Manoj R. Supekar
(M.com, B.ED, GDC&A, SET, NET)

Typesetting & Printed at:-
Sudhir Graphics

ISBN NO- 978-81-944210-1-6
il Y o (o]
(TR | “ m

l ;

All rights reserved. No part of this publication may be reproduced, distributed or
transmitted in any form.



EFFECTIVENESS OF DISTRIBUTION
CHANNELS OF FMCG

STUDY OF RURAL MARKETS

This books has been made better
equipped to make the learning
more systematic. More details are

CONTENTS: added keeping in mind the need of
; advanced data analysis in social

, science research.
Ao S This book is intended to serve as a
Methodology textbook for social science
«  Review of literature and students at all level of students

‘who has having interest in == =

Theoretical Background

=y i ‘research.
o 1Story o € . .

| o pete e Dr. Avinash M. Kharat working

*  Data Analysis and as an Assistant Professor in

Interpretation of Data Venkateshwara Institute of
’ Hypothesis Testing Management, Peth Naka, Sangli,

Maharashtra.

g Findings

Suggestion

Conclusion

SAI PUBLICATION
(SHIRDI)




