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Abstract
Purpose – The paper seeks to review problems and prospects of marketing of rural products.

Design/methodology/approach – Reviews relevant academic literature and primary data collection and analysis of rural producers of tribal region i.e. South Rajasthan regarding problem undertaken for the study.

Practical implications – Review and data analysis validates and advocate focused efforts to improve the present status of rural producers.
Originality/value –A synthesis of the key contributory phenomena is presented with the help of extensive review and field data.
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Introduction 
Inclusive Marketing is an approach that looks at the poor not only as consumers but also as producers/suppliers. At present these rural producers/suppliers are struggling to market their products and services due to various reasons such as Low Capital Labor ratio, preponderance of small land holdings, and excessive dependence on monsoons; massive unemployment and illiteracy.

Apart from these, rural producers in both farm and nonfarm product categories   are facing serious problems about technical and marketing knowledge.   They are also ignorant about modern marketing issues like quality, delivery schedule, packaging, after-sales-service, etc. The pricing concepts are not aligned with consumer want and goods are produced without a proper market survey or ascertaining beforehand whether there is a demand for a particular product. 

Consequently the rural producers are not able to give stiff competition to their urbane counter parts. It is a matter of concern the agriculture, forestry and fishing sector are growing at less than 3 per cent in India.

The present study is confined to tribal region of South Rajasthan.  Rajasthan is the largest state in India in terms of geographic area.  South Rajasthan is predominately habited by tribals. Tribal producers, suppliers and artisans old age traditional knowledge is still cherished not only in this region but outside also. This province is rich in natural resources and boosts a lot of cultural diversity. This tribal region is not economically well off and economic empowerment is a felt requirement today. 

There is a need to accord greater attention to rich and diverse cultural heritage, traditional crafts and customs of the country in general and this region in particular which are showing signs of neglect. There is a huge scope of market traditional rural products and services. Out of lots, “ethnic origin” and indigenous design and appearance” are two traits of rural products, attracting a premium in the market. Handicrafts, toys, apparels and food products, home furnishing are few such categories which can rewrite the success stories for its producers provided with effective market access.

Against this back drop, the proposed study attempts to achieve following objectives:

a. To explore the prevalent scenario in the field of rural marketing in India.

b. To understand the diversified rural product and service mix with in the tribal region of Rajasthan (India).

c. To interrogate selected rural producers, suppliers and artisans regarding the problems faced by them.

d. To seek the opinions of representative of various facilitating agencies such as government organisations, NGOs and educational institutes.

An Overview of Rural Marketing Scenario in India
Marketing is the pivot of economic development in rural areas. It is a vital component in income and employment generation in farm and non-farm sectors.  Rural marketing in India is often perceived as agricultural marketing and not more. However, rural marketing determines the carrying out of business activities bringing in the flow of goods from urban sectors to the rural regions of the country as well as the marketing of various products manufactured by the agricultural non-agricultural workers from rural to urban areas. 
Following are the imperative of Rural Marketing in India Economy:

· Various rural development programs have been introduced by Central and state governments which are in turn instrumental for an upsurge of employment opportunities for the rural poor. 
· Very little attention has been paid in the planning era towards the development of rural marketing. In fact marketing is a dynamic state of affairs and is part and parcel of the whole economy. Thus production and marketing are the two facets of a same coin. Rural marketing constitutes the nerve centre of rural development activities.

· Maximum numbers of consumers are living in rural India, The rural market is vast and spread and offers a plethora of opportunities in comparison to the urban sector. 
· The social status of the rural regions is precarious as the income level and literacy is extremely low along with the range of traditional values and superstitious beliefs that have always been a major impediment in the progression of this sector.

· Government of India initiatives for proper irrigation, infrastructural   developments, prevention of flood, grants for fertilizers, and various schemes to cut down the poverty line like MNREGA and for rural infrastructure Bharat Nirman have improved the condition of the rural masses.
· The rural market in India is not a separate entity in itself and it is highly influenced by the sociological and behavioral factors operating in the country. The rural population in India accounts for around 627 million, which is exactly 74.3 percent of the total population. 

Exhibit:  I
Definitions
According to Census of India (2001), ‘Rural’ as any habitation with a population density of less than four hundred per sq.km., where at least seventy five percent male working population is engaged in agriculture and there is no Municipality or Board.  

Pradeep Kashyap and Siddharth Raut (2006) in their work mentioned that many companies would consider any town as ‘Rural’ with a population below fifty thousand. 

 Prahalad (2006) philosophy is based on increasing the purchasing power in the ‘rural’ areas. In his perennial work of “The Fortune at the bottom of the Pyramid”, he says,” The poor must become active, informed, and involved consumers. Poverty reduction can result from co-creating a market around the needs of the poor. 

The OECD (1996) classifies “predominantly” rural areas as those where more than 50 percent of the population lives in rural communities, and “significantly” rural areas as those where between 15 and 50 percent live in rural communities.
Despite all odds, the ‘rural market’ in India is now hot and showing some unprecedented trends. Four consecutive years of positive growth in rural GDP has not just boosted sentiment but also spending power, Power play of NREGS, farm loan waiver and more than 40 per cent hike in support prices of crops over last two years, Higher percentage of disposable income in rural vis-a-vis urban areas due to negligible expenses on house rent and taxes, Corporate engagement is beginning to have a small but definitive impact on rural incomes, All this shows up in demand.

Corporate giants like Maruti, Airtel, Hero Honda, Idea cellular (Aditya Birla Group), IFFCO Tokio, LG, Samsung, Alegion Insurance Broking Ltd, HUL, ITC and many more are very excited to diverse their product lines specially for ‘Rural India’. Please refer Exhibit II.
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Exhibit:  II (Excerpts from Corporate speak on Rural Marketing)
Source: Businessline 
Exhibit:  II (Excerpts from Corporate speak on Rural Marketing) Contd…….

Source: Businessline
It is very well clear from Exhibit II that corporate are looking at rural market as next big opportunity. But on the other side rural producers have not been benefited which could accelerate the growth of rural marketing. Inclusive development of a country cannot be achieved unless benefits reach to the last person. Rural population in India is more than 70 percent of the total population. Thus rural development becomes centre of overall development process.  
Rural Industrialization has been vital issue for the country to ensure socio economic development of the nation. The experience gained all over the world has amply shown that industrialization is essential for development as it ensures the supply of goods and services required for improving quality of life and provides opportunities for employment (Tahori and Singh, 1993) .
Papola (1985) cited in Tahori and Singh (1993) has rightly observed: “In a way, industrialization is as much an essential ingredient of rapid and self sustained development of rural areas as it is of development of the entire country.”

But the rural development cannot be obtained only by heavy industrialization rather small scale and micro enterprises are more sustainable way to benefit the rural poor. There is a need for “production by Masses, rather than mass production. (Schumacher, 1977:68 cited in Tahori and Singh, 1993)
Rural development is the need of the hour future lies on how it accelerates further. Despite of lot of effort put by current government, there are several problems in achieving the rural growth momentum. 
The researchers have tried to indentify certain key problems of rural marketing one of the very important parameter of rural growth and development.

According to Aziz (2006), In India, entrepreneurs first emerged in the rural areas. They were basically traditional artisans, cultivators and businessmen engaged in production and distribution of goods and services required by the people.   

Entrepreneurship has become a key strategy for rural development (Drabensott et al., 2003; Merrett and Gruidl, 2000). The viability of locally based economic systems is tied directly to the collective efforts of members of communities (Flora et al., 1992; Kinsley, 1997; Miller and Besser, 2000). Therefore, a better understanding of the relationship between entrepreneurship and rural development is important.
The spirit of entrepreneurship in Rural India has been dampened by problems like rigid caste system, lack of education and poor infrastructure in last many years. Even then, there was a sub current of petty entrepreneurship for a long period.
Rural firm growth is limited by a number of factors, including limited scope of local demand and poor access to extra-regional markets, low density and consequent lack of opportunity for networking, inadequate access to and unfamiliarity with modern information technology, and difficulties in accessing capital. (Nerys F. et. al, 2006)
The success of rural industries crucially depends on two major functions i.e. effective marketing and internal resource generation including finance. Too much production orientation is a common fallacy and cause of failures of some entrepreneurship efforts. Marketing involves everything which could be important to remain and lead the market. It also involves constant interaction with all relevant stakeholders. It is crucial both types of rural businesses i.e. Farm Sector and Non Farm Sector. Rural households in developing countries typically obtain 30–45 percent of their total rural income from off-farm sources. The average figures differ by region and range from 29 percent in South Asia to 45 percent in Eastern and Southern Africa (Reardon et al., 1998).

The promotion of rural non-farm enterprises is seen as having the potential to absorb this excess farm labour, stimulate rural development and overcome rural poverty (Christensen and Lacroix, 1997).

The present study is confined to non farm sector and focuses more on problems of rural producers such as artisans and craftsmen. These producers have not been able to improve their economic conditions because of slow adaptability, lack of education, raw material unavailability, poor quality and productivity, and lack of market intelligence, poor managerial skills and many more to add (Taori and Singh, 1995). 

Craftsmen also lack understanding of the local demand pattern of the area, market dynamics, market channel, price fluctuations, and value addition possibilities, which can help them to develop a comprehensive intervention plan based on market realities. (Kashyap P. and Raut S., 2006) 
Against this back drop, present study attempts to understand the problems and issues of rural entrepreneurs and producers from various parts in general and South Rajasthan in particular. 
Research Design and Methodology 

The Research & Methodology devised in the Research Work is being presented which has been designed keeping in mind focused objectives and with the aim of acquiring accurate and authentic Data. The Study was restricted to South Rajasthan.  Banswara, Udaipur, Dungarpur, and Rajsamand were selected for the purpose of study. These areas are predominantly tribal region. The tribal and rural artisans are involved in following activities in different districts of South Rajasthan.
	Sl. No
	Districts
	Name of the Activities

	1.
	Rajsamand
	Leather, Meenakari, Terracotta, Pottery

	2
	Banswara
	Archery, Bamboo, and pottery

	3
	Rajsamand, Udaipur, Dungarpur
	Durri, Carpet marking, Archery, pottery and Meenakari


The Research design chosen for this study was exploratory research design. The main objective was to explore current status of marketing and other business related problems of rural producers, suppliers and artisans.  Data has been collected both from primary and secondary sources. 75 questionnaires were administrated to different rural producers of area undertaken for the study, out of which researchers could collect 50 useful filled questionnaires due to time and distance constraints as many of them were remotely located. 

A non-disguised structured questionnaire was prepared in two parts and administrated to the respondents. Part I contains questions related to information on name, gender, age, annual income, business experience, no of depended family members and educational qualification. In Part II, an instrument was developed which attempts to address the main objectives. A numerical score calculated on the basis of factors indicated by respondents. A high score indicates high degree of related problem. The finalized questionnaire contained 27statements. The degree of each statement was determined using a four-point interval rating scale. The following scale was used to quantity the responses. 

	Option 
	Degree of problem
	Numerical score

	I
	Frequently
	3

	II
	Sometimes
	2

	III
	Rarely
	1

	IV
	Never
	0


These 27 statements were grouped into four categories. These are critical factors of index problem  

	S.No.
	Critical factors

	1
	Product related Problems

	2
	Price related Problems

	3
	Distribution related Problems

	4
	Promotion related Problems


Further, to assess the perceived support from facilitating agencies such as banks, government offices, NGOs. A three point rating scale was used for 10 different types of support activities by these facilitating agencies. Respondents were asked to provide the level of support they perceive from such facilitating agencies for different activities which are crucial for their business success.
	Option
	Degree of support
	Numerical score

	I
	Highly Supportive
	3

	II
	Moderately Supportive
	2

	III
	Less Supportive
	1


Cronbach’s alpha has the most utility for multi-item scale at the interval level of measurement. So, here it was calculated to estimate the consistency for measuring the reliability of the instrument. The calculated value of alpha came to be .77 for this instrument, which is adequate thus the instrument can be said to be reliable. The validity of the instrument was based on content validity, which was established by the unanimous agreement among the academicians and professionals. 
Further, structured interviews were conducted for few facilitating agencies from the area selected from the present research and their opinion and suggestions were taken for improving the condition of rural producer. Interview format was consisting of their existing activities, approaches, suggestions for other facilitating agencies and rural producers. 
Empirics and Analysis
Table 1 depicts the demographic characteristics of sampled respondents. It is observed those major portions of the respondents (84.00%) are male.  Most of rural producers are in the age group of 25-40 years. This shows it is the right group who has business experience and also potential for future. It can be further seen that one fourth of sample respondents are intermediate and majority (64.00) is primary educated. Half of the sampled respondents (52.00%) were working for more than 5 years but less than 10 years and relatively less (40.00%) had the experience of 0 to 5 years. 
Table 1: Respondents Profile (Rural Producers)
	
	Number of Respondents (N=50)
	Percentage

	Gender

	Male
	42
	84.00

	Female
	8
	16.00

	Age Group

	Less than 25 years
	0
	00.00

	25-40 years
	48
	96.00

	More than 40 years
	2
	04.00

	Annual Income (Rs.)

	up to 5 lac
	50
	100.00

	5 - 10 lac
	0
	00.00

	More than 10 lac
	0
	00.00

	Education

	Illiterate
	6
	12.00

	Primary
	32
	64.00

	Intermediate
	12
	24.00

	

	Depended Family members

	2
	2
	04.00

	2-4
	40
	80.00

	More than 5
	8
	16.00

	Experience

	Less than 5 years
	20
	40.00

	More than 5 years but less than 10 years
	26
	52.00

	More than 10 years
	4
	08.00


Perceived Marketing problem Index 
Four major elements of marketing mix i.e. Product, Price, Promotion and Place were indentified for the purpose of understanding of marketing related practices of these rural producers (José de la Paz Hernández Girón et.al, 2007). The instrument contained twenty seven statements, which covered, various aspects of marketing related problems and each response was quantified on four-point scale (0-3) as described earlier.
 The results have been arranged according to their ranks and are depicted in Table 2.
Table 2: Mean Scores of Problem Statements
	Sr. no.
	Statements
	Mean Score
	Standard Deviation

	1
	Packaging of product
	2.88
	0.328

	2
	Protection of product from competition
	2.04
	0.450

	3
	Proper handling of product
	1.92
	0.634

	4
	Defective products
	1.28
	0.970

	5
	Raw material availability
	2.21
	0.582

	6
	Quality of product
	1.60
	1.030

	7
	Design of product
	1.68
	0.471

	8
	New Ideas for product
	1.84
	0.618

	9
	Others copy my product
	2.21
	0.582

	10
	Awareness about product
	1.78
	0.664

	11
	Pricing of product
	2.20
	0.571

	12
	Quality do not justify the price
	1.76
	0.591

	13
	Not able to meet even cost
	1.72
	0.834

	14
	demand in market for product
	1.96
	0.198

	15
	Reduce in price increases sales
	1.79
	0.713

	16
	Generating adequate profit
	1.54
	0.874

	17
	Customers  complain about price
	1.54
	0.582

	18
	Selling product to middleman
	2.60
	0.808

	19
	Selling product direct to customer
	2.24
	0.960

	20
	Financial help from middleman
	1.24
	0.870

	21
	New business generation by middleman
	0.96
	0.669

	22
	Ideas and Suggestions by middleman for business development
	0.88
	0.594

	23
	Help for raw material procurement by middleman
	1.36
	1.174

	24
	Middleman promotes my product
	1.04
	0.832

	25
	Promotion related issues
	1.25
	0.838

	26
	Participation in Melas, Haats and exhibitions
	2.43
	0.886

	27
	Gifting and sampling of product 
	1.24
	0.716


The highest possible score for each of the statement is three. It is very well evident from the Table 2 that there is huge variation among different problems within the same element of marketing problems.
The study also attempts to measure the degree of problems among different marketing factors. Table 3 depicts the results of the ranking of the factors. As is clear from the table product is the most critical factor where respondents are facing lot of problems followed by pricing related problems. This can be further said that packaging, handling, raw material, design, competitive offering are among the some problems which are perceived at higher level.  Distribution and promotion are perceived as less problematic may be due to they are selling most of their produce to middleman rather end customer.

Table 3: Factor wise problem mean score
	S.No.
	Critical Factor
	Mean Score

	1
	Product related Problems
	19.12

	2
	Price related Problems
	12.32

	3
	Distribution related Problems
	09.28

	4
	Promotion related Problems
	05.72

	5
	Aggregate Score
	46.44


As mentioned in research methodology section above, respondents were asked to rate the level of support they perceive for different activities from facilitating agencies. Table 4 depicts the results. Nearly 60 % of the activities listed below, the mean score is around 2.6 and more, which shows that respondents were in opinion that facilitating agencies have great role and to some extent they are able to provide help to them. The aggregate mean score for “Support” is 22.2. 
Table 4: Perceived Support from facilitating agencies (mean score)
	Support
	Mean
	Standard Deviation 

	Training support from Government agencies
	2.40
	0.857

	Participation in fairs, Melas, Haats, exhibitions and other events organized  Government 
	2.48
	0.646

	RUDA, TRIFED and any other agencies support
	2.80
	0.404

	Technical and skill development support by Government 
	2.68
	0.471

	Financial and loan support by banks
	1.64
	0.693

	Project related training by banks
	1.24
	0.431

	Information of loans and other schemes by banks
	1.20
	0.404

	Information and training support by NGOs
	2.52
	0.814

	Awareness of government schemes and other market information by NGOs
	2.68
	0.551

	Design and financial support from NGOs
	2.56
	0.760


Hypothesis Testing
To test the impact of respondent’s demographics on their perceived marketing related problems and perceived support from different facilitating agencies various hypotheses were formulated and analyzed using appropriate statistical tool.
Effect of Gender on Perceptions about problems and prospects
H0 1:
With regards to “perceived product related problems” there is no significant difference between male and female respondents.

H0 2: There is no significant difference between male and female respondents with regards to “perceived pricing related problems”.
H03:
There is no significant difference between male and female respondents with regards to “perceived promotion related problems”
H04:
There is no significant difference between male and female respondents with regards to “perceived place (distribution) related problems”

H05:
With regards to “Aggregate marketing related problems”, male and female respondents do not differ significantly.
H06:
There is no significant difference between male and female respondents with regards to “perceived support from facilitating agencies”

Table 5: Analysis of Results

	S.No.
	Hypotheses
	Factors
	Gender
	N Sample
	Mean
	Std. deviation
	T Value
	df
	Result

	1
	H0 1
	Product
	Male
	42
	19.476
	3.329
	1.696
	48.000
	NS

	
	
	
	Female
	8
	17.250
	3.808
	
	
	

	2
	H0 2
	Price
	Male
	42
	12.143
	1.855
	-1.579
	48.000
	NS

	
	
	
	Female
	8
	13.250
	1.581
	
	
	

	3
	H0 3
	Place
	Male
	42
	9.000
	3.506
	-1.382
	48.000
	NS

	
	
	
	Female
	8
	10.750
	1.389
	
	
	

	4
	H0 4
	Promotion
	Male
	42
	5.857
	2.125
	1.035
	48.000
	NS

	
	
	
	Female
	8
	5.000
	2.268
	
	
	

	5
	H0 5
	Aggregate
	Male
	42
	46.476
	7.930
	0.079
	48.000
	NS

	
	
	
	Female
	8
	46.250
	2.659
	
	
	

	6
	H0 6
	Support
	Male
	42
	22.476
	2.873
	1.607
	48.000
	NS

	
	
	
	Female
	8
	20.750
	2.188
	
	
	


*** = significant at 0.1%, ** = significant at 1%, * = significant at 5%, NS = non significant

These hypotheses were tested statistically by using t-test at 5% to 1% level of significance with degree of freedom given in Table 4. The above null hypotheses cannot be rejected. Hence, gender has no impact on perceived problems and perceived support. Both types of rural producers perceive marketing related problems on the same footing. 
Effect of Education on Perceptions about problems and prospects
H0 7:
With regards to “perceived product related problems” there is no significant difference among various educational level groups. 
H0 8: There is no significant difference among various educational level groups with regards to “perceived pricing related problems”.
H0 9:
There is no significant difference among various educational level groups with regards to “perceived promotion related problems”
H010:
There is no significant difference among various educational level groups with regards to “perceived place (distribution) related problems”

H011:
With regards to “Aggregate marketing related problems”, various educational level groups do not differ significantly.
H012:
There is no significant difference among various educational level groups with regards to “perceived support from facilitating agencies”

Table 6: Analysis of Results

	S.No.
	Hypothesis
	Factors
	Education
	Sample
	Mean
	Std. deviation
	F Value
	df
	Result

	1
	H0 7
	Product
	Illiterate
	6
	16.000
	3.578
	3.157
	2, 47
	NS

	
	
	
	Primary
	32
	19.375
	3.608
	
	
	

	
	
	
	Intermediate
	12
	20.000
	2.174
	
	
	

	2
	H0 8
	Price
	Illiterate
	6
	13.000
	1.789
	4.739
	2, 47
	*

	
	
	
	Primary
	32
	12.688
	1.786
	
	
	

	
	
	
	Intermediate
	12
	11.000
	1.477
	
	
	

	3
	H0 9
	Place
	Illiterate
	6
	10.000
	0.000
	5.009
	2, 47
	*

	
	
	
	Primary
	32
	10.063
	2.526
	
	
	

	
	
	
	Intermediate
	12
	6.833
	4.726
	
	
	

	4
	H0 10
	Promotion
	Illiterate
	6
	6.000
	1.549
	0.468
	2, 47
	NS

	
	
	
	Primary
	32
	5.500
	2.214
	
	
	

	
	
	
	Intermediate
	12
	6.167
	2.290
	
	
	

	5
	H0 11
	Aggregate
	Illiterate
	6
	45.000
	1.549
	1.211
	2, 47
	NS

	
	
	
	Primary
	32
	47.625
	8.135
	
	
	

	
	
	
	Intermediate
	12
	44.000
	6.296
	
	
	

	6
	H0 12
	Support
	Illiterate
	6
	21.333
	2.251
	0.793
	2, 47
	NS

	
	
	
	Primary
	32
	22.063
	2.906
	
	
	

	
	
	
	Intermediate
	12
	23.000
	2.892
	
	
	


*** = significant at 0.1%, ** = significant at 1%, * = significant at 5%, NS = non significant
These hypotheses were tested statistically by using F- ANOVA test at 5% to 1% level of significance with degree of freedom given in Table 6. The above null hypotheses cannot be rejected with exception of H08 and H09 at 5 % level of significance. This shows that educational level groups do not differ significantly on tested variables. This might be due to the fact that educational backgrounds of respondents do not vary to great extent and their level of business exposure is more or less same. Further, various educational level groups do differ significantly on their perceived price and place related problems.
Effect of Business Experience on Perceptions about problems and prospects
H013:
With regards to “perceived product related problems” there is no significant difference among various level Experienced Groups. 
H0 14: There is no significant difference among various level Experienced Groups with regards to “perceived pricing related problems”.
H0 15:
There is no significant difference among various level Experienced Groups with regards to “perceived promotion related problems”
H016:
There is no significant difference among various level Experienced Groups with regards to “perceived place (distribution) related problems”

H017:
With regards to “Aggregate marketing related problems”, various level Experienced Groups do not differ significantly.
H018:
There is no significant difference among various level Experienced Groups with regards to “perceived support from facilitating agencies”

Table 7: Analysis of Results
	S.No.
	Hypothesis 
	Factors
	Experience
	N Sample
	Mean
	Std. Deviation
	F Value
	df
	Result

	1
	H013
	Product
	<= 5 yrs
	20
	18.90
	3.35
	0.634
	2, 47
	NS

	
	
	
	> 5 & < 10 yrs
	26
	19.00
	3.71
	
	
	

	
	
	
	>= 10 yrs
	4
	21.00
	2.31
	
	
	

	2
	H014
	Price
	<= 5 yrs
	20
	13.30
	1.53
	7.462
	2, 47
	**

	
	
	
	> 5 & < 10 yrs
	26
	11.46
	1.77
	
	
	

	
	
	
	>= 10 yrs
	4
	13.00
	1.15
	
	
	

	3
	H015
	Place
	<= 5 yrs
	20
	11.40
	1.67
	11.993
	2, 47
	***

	
	
	
	> 5 & < 10 yrs
	26
	7.46
	3.48
	
	
	

	
	
	
	>= 10 yrs
	4
	10.50
	0.58
	
	
	

	4
	H016
	Promotion
	<= 5 yrs
	20
	5.90
	2.31
	2.001
	2, 47
	NS

	
	
	
	> 5 & < 10 yrs
	26
	5.31
	1.98
	
	
	

	
	
	
	>= 10 yrs
	4
	7.50
	1.73
	
	
	

	5
	H017
	Aggregate
	<= 5 yrs
	20
	49.50
	6.46
	6.635
	2, 47
	**

	
	
	
	> 5 & < 10 yrs
	26
	43.23
	7.08
	
	
	

	
	
	
	>= 10 yrs
	4
	52.00
	1.15
	
	
	

	6
	H018
	Support
	<= 5 yrs
	20
	21.70
	2.72
	0.511
	2, 47
	NS

	
	
	
	> 5 & < 10 yrs
	26
	22.54
	3.11
	
	
	

	
	
	
	>= 10 yrs
	4
	22.50
	0.58
	
	
	


*** = significant at 0.1%, ** = significant at 1%, * = significant at 5%, NS = non significant

Table 7 shows the results of F- ANOVA applied on responses of different business experience groups with regards to “perceived marketing related problems” and “perceived support” at 5% and 1% level of significance. The above null hypotheses cannot be rejected with exception of H014 and H017 at 1% level and H015 at .1 % level of significance. All business experience level groups do differ on perceived pricing related problems and overall perceived marketing problems. It can be concluded that experience does matter and provides better understanding of the market. 
Conclusions and Suggestions
Apart from primary data collected from field, there were several encounters and discussion with these rural craftsmen, artisans and producers. During different meeting with them researchers found following major issues and problems which are really burgeoning with time and changing market place.
Following are the major problems:

1. Large manufactures have ample budgets for customer need identification, market research, product development and advertising. Thus they can develop and create demand of their products. 
2. Quality is inconsistent because of the very nature of handmade crafts.

3. Access to low cost finance, cost of credit, and availability of raw material are some major issues for small rural producers.

4. Administrative complexity, multiplicity of required formalities while dealing with different agencies. 
5. Lack of assistance in value addition which can dramatically improve marketability of the product. Assistance can be given in the areas of skill up gradation training, design input and technical up gradation.

6. They are unaware about potential new markets in India and abroad. Their means of access to these markets is severely limited.

7.  Crafts persons suffer greatly from lack of accessible credit and loan facilities. This might be due to  lack of information on facilities and credit procedures, lack of properties to serve as collateral, necessity of having a “contact man” in the bank etc. 
8. Civic infrastructure is another hurdle, poor condition of roads, irregular electricity, lack of transportation facilities are major issues. Professional infrastructure like worksheds, storage, shipping and packing facilities and social service infrastructure like insurance, medical care etc are addition to these problems.    
Researchers could collect opinions from few representatives of facilitating agencies i.e. banks, government agencies and important NGOs working in the area undertaken for the study. Based on these interactions and input from rural producers following strategic framework is designed to upgrade the status of these producers and increase their prospects in long run.
Following suggestions are proposed based on opinions of different stake holders and researchers to improve the present condition of rural producers.

· The important interventions of government agencies like RUDA (Rural Non-farm Development Agency) in organizing and capacity building, technology dissemination, product and design development, credit and market facilitation had been of great value to the rural artisan families. Such Agencies should be equipped with more resources and should be given autonomy to work in more coordinated way.

· Promotion of SHGs of Udaipur (meenakari, leather, stone, and bamboo), SHGs of Dungarpur (durry, archery, bamboo) and half the region of Rajsamand Similarly, activities related to bamboo, archery, terracotta, durry and leather in Banswara district. These SHGs should be given more assistance and support to sustain and develop.
· Present system of selling the products and to receive orders is facilitated mainly through the exhibitions and local haat, Collective Marketing is need of the hour not only in the local market but also in the outside market. 
· Study of Market Trend, Product Trend, Price Fluctuation, Trade Meets, Retail & Wholesale Events, and Fairs & Exhibitions, preparation of Product Information Brochures, CD Catalogues, Price Lists, and efforts for Brandings are some important areas where rural producers and facilitating agencies should pay attention.
· The skill training can lead to the improvement in the quality and the design of the products prepared by the Artisans, which can result in better off to take of their products in local market, in nearby towns as well as in various fairs and exhibitions. 
· Technological upgradtion and process changes are desired to compete on price with other similar products available in the market, for example the price of Meenakari products are high (1.5 times) in comparison to the similar products made in Surat (Gujarat). Similarly the cost of Durry (Carpet) and bamboo products are high (1.5 to 2 times) in comparison to the cost of similar products from West Bengal and Assam respectively (artisans under this project mainly depend upon the manual work in all stages of production while at other places machine are used, RUDA Evaluation report, 2009)

· Market facilitation through exhibitions/Melas, exposure visits and customer interaction can help in capacity building and regaining the lost confidence in the craftsmanship. 
·  Guidance and help should be solicited to rural producers in suitable packaging as per the requirement of the product, client and distance, etc. 
·  Apart from this, Enterprise Management trainings to build up their entrepreneurial abilities by providing basic set of skills of enterprises management, credit mobilization through various schemes as well as existing infrastructure of Banks like NABARD, SIDBI, local banks, providing platform of interaction and information dissemination, helping in appropriate networking are some steps which can lead to better tomorrow for these rural producers.
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*Proposed suggestive framework developed by authors
Concluding Remarks

It is clear from the foregoing discussion, that rural marketing is an essential ingredient for the overall rural development. The study describes the importance of flow of goods and services from rural areas both rural as well as urban areas for sustainable rural growth.

The above study also elaborates problems and prospects of marketing of rural products with specific reference to tribal region of south Rajasthan, India. Suggestive framework for improving the present marketing scenario of these rural products is the highlight of the study.
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Annexure 

EXHIBIT III: GLIMPSES OF THE ARTISAN ACTIVITIES IN THE FIELD
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CARPET PRODUCTS DISPLACED BY THE ARTISAN IN MAVLI

PANCHYAT OF UDAIPUR DISTRICT

[image: image3.jpg]


  

ARCHERY, MEMBERS MAKING BOW AND ARROWS
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THE BAMBOO CRAFTSMEN DISPLAYING THEIR SKILL AND THE PRODUCTS MADE IN MALIKERHA VILLAGE OF GHATOL BLOCK IN BANSWARA DISTRICT
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SILVER MINAKARI (Art- Metalware)
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PAINTINGS BY LOCAL ARTISTS
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Targeting barbers and salons in rural areas, Godrej Consumer Products Ltd has decided to engage them in a branding exercise with its toiletries and hair colouring portfolio. Accoridng to Mr Dalip Sehgal, Managing Director of the company, "We are focusing on rural India and believe that barbers are great influencers. 


It's probably this resilience that's prompting companies such as Airtel, facing slower urban sales following the global financial meltdown, to make a dash for the hinterland despite the lack of basic infrastructure. We started focusing on the rural markets about a year-and-a-half ago, and today 60 per cent of all our new consumers are from the rural areas, says Sanjay Kapoor, Deputy CEO, Bharti Airtel. 


Rural demand has grown by 20 per cent in the last two quarters, with no downgrading of brands if anything, people in rural areas have moved from unbranded to branded items, points out Pradeep Kashyap, Founder & CEO of the rural marketing consultancy, MART. A case in point, he says, is the foray of products such as the malt-based drink Horlicks and Dove soap among the upmarket rural segment.


The slowdown has not impacted the rural markets as much as their urban counterparts simply because the upswing was also not felt here with the result that the rural populace is playing catch up with the urban consumers and hence fuelling demand, says Anil Jain, Managing Director, Jain Irrigation Systems, which supplies drip irrigation systems to farmers. 


Earlier, we had a lot of decentralised rural marketing efforts, which were largely dealer-driven. Now, they are more centralised. This includes a 500-strong sales force on the full-time rolls of our dealers to target rural sales specifically, points out Anil Dua, Senior Vice President, Marketing, Sales and Customer Care, Hero Honda. The company, in end-2007, also launched a rural vertical Har Gaon, Har Aangan (Every village, every house). 


IFFCO Tokio General Insurance tied up insurance with fertiliser. For our Sankat Haran Policy (non-crop insurance), we offered farmers a free insurance cover worth Rs 4,000 with every fertiliser bag, with the sale receipt also doubling up as a policy document, says N.K. Kedia, Director, Marketing, IFFCO Tokio General Insurance.


The $40-billion global white goods major LG Group expects rural consumers to push its revenues in India this year. In fact, the semi-urban and rural markets are expected to contribute nearly half of LG Electronics India's revenues in India. The company also plans to enhance its manufacturing capacity by about 30 per cent by deploying innovative processes in its plants, which will translate into greater efficiency, said Mr V. Ramachandran, Director, Sales and Marketing, LG Electronics India.





The food outsourcing business from India has an opportunity of $5 billion as of today, said Mr Piruz Khambatta, Chairman & Managing Director, Rasna Pvt Ltd, at Amaethon - the fifth edition of the Agri-Business Summit of the Indian Institute of Management, Ahmedabad.  "Agri business for rural India can do what Information Technology has done for urban India. India should be promoted as the food factory of the world in terms of both production and marketing," he said. 


Backed by its mission of creating sustainable employment for craftsmen and artisans in rural India, craft-conscious enterprise Fabindia will soon introduce a line of handcrafted accessories. The company is also going aggressive on its retail expansion and has lined up Rs 240 crore towards the capital expenditure. With 78 stores in the country currently, and one each in Rome, Dubai, Guangzhou (China) and Bahrain, the company is adding close to 250 stores in the next three years, Mr Willam Bissell, Managing Director, Fabindia, said. The ethno-chic apparel brand, which provides jobs to about 15,000 artisans, said it is also hopeful of bringing another one lakh people under its umbrella


According to Mr N. Raveendran, Managing Director, Alegion, test marketing with one refurbished Maruti van has showed that it is possible to sell insurance products cost effectively in small towns and villages. Now, Alegion intends to buy 30 more such vehicles, initially, to cover the four southern States. The grand plan is to buy at least 500 vans , one for each revenue district in India, over the next 18 months. "I have already spoken to Maruti," says Mr Raveendran. Alegion intends to sell both life and non-life. "Most of the rural folk have never bought an insurance product because they've never been sold one," says Mr Raveendran. Now, the man in the van will do that. The vans, linked to a 'control centre' in each State, will be able to cover a lot of ground. Each van will cover the entire district at least once in a fortnight


Industrial and automotive battery major, Amara Raja Batteries (ARBL) has launched a new retail concept - Powerzone - for the rural market. Mr Indeevar G, Head- Automotive Aftermarket, said the idea is to cater to the growing need for better technology, at affordable price, in the rural market. 
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