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are high, the public are still concerned over
security, fear of spam from providing emaif
addresses, and government retention of
transaction or interaction history. There has
been growing concern about the privacy of data
being collected as part of UID project. The
security of cyber space and misuse of data is
still holding back the citizens to full adaptation
of Aadhar card.
4. Challenges in e-governance
There are large numbers of potential
barriers in the implementation of e-Governance.
Some hindrance in the path of implementation,
like security, unequal access to the computer
technology by the citizen, high initial cost for
setting up the e government solutions ard
resistance to change. Challenges identified as
trust, resistance to change, digital divide, cost
and privacy and security concerns.
Conclusion
We have seen how the concept of e-
governance and m-governance has evolved in
Indian scenario and how much it is required for
transparency and accountability on the part of
government and at the same time it is also a
toll to increase the participation of people in
policy making by empowering them with the
right information at right time. The penetration
of internet, telecommunication services in India
has increased in the last decade and this gives
a ray of hope to the citizens of India to fight
with the long persisting problems of poverty,
corruption, regional disparity and
unemployment. But at the same time, due to
slow pace of project completion, red-tape and
resistance from the side of government
employees and citizens too has not given the
desired result.
References:
1. www.gov.in
2. www.e-gov.in
3. http://timesofindia.indiatimes.com/
4, governance/articleshow
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ABSTRACT

Indian rural marketing has always been
complex to forecast and consist of special
uniqueness. However many companies were
successful in entering the rural markets. They
proved that with proper understanding of the
market and innovative marketing ideas, it is
possible to bag the rural markets. It is very
difficult for the companies to overlook the
opportunities they could from rural markets as
two. Thirds of the Indian population live in rura!
areas, the market is vast than expected for the
companies to be successful in rural markets,
they have to overcome certain challenges such
as pricing and distribution.

This paper in rural marketing gives
examples of two companies who where
successful in rural areas with their innovative
marketing strategies. They found the way out
for the challenges to become successful. They
believed that it is patience which is important
to gain loyat costumers than entering the rural
with aggressive marketing. By introducing the
products in to rural markets, companies are not
changing customers tastes and preferences but
their habits which is most challenging and in
which case if the customer is dissatisfied, it will
become more difficult to regain the trust or may
be never possible.

Rural marketing determines the carrying
out of business activities bringing in the flow of
goods from urban sectors to the rural regions of

GEEItIGy: Interdisciplinary Multilingual Refereed Journal (e izt I0E)
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the country as well as the marketing of various
products manufactured by the non —agricultural
workers from rural to urban areas.

Number of strategies like product, price
promotion, distribution, marketing and sales
strategies can help various organizations to
capture large market share of rural India.
However, it is not that easy to operate in rural
market because of several problems such as
underdeveloped people and underdeveloped
markets, inadequate media coverage for rural
communication. Multi language and dialects.
Traditional values, lack of proper physical
communication facilities. But every problem has
its solution, so, the problems of rural marketing
can be solved by improving infrastructure,
transportation, communicating, warehousing
and packing facilities.

KYEWORDS -
strategies
1) INTRODUCTION -

The rural market of India started showing
its potential in the 1960s. The 70s and 80s
witnessed its steady development. And, there
are clear indication that the 21% century is going
to seeits full blossoming. In our country, where
research on consumer behavior has been
nominal not much systematized information is
available about the rural consumers. Only afew
enlightened companies, known for their
marketing orientation, viz, Hindustan Lever,
Philips India, Asia Paints, Singer and Larsen and
Turbo have made concrete efforts in this
direction. But by and large we have still to
understand the rural buyer, his habits, attitudes
and behavior particularly from the marketing
point of view.

In recent years, rural markets have
acquired significance, as the overall growth of
the economy has resulted into substantial
increase in the purchasing power of the rural
communities. On account of green revolution;
the rural areas are consuming a large quantity
of industrial and urban manufactured products,

Rural marketing,

A ® Special Issue
%"‘7-““' artda January2018 | 0102
In this context, a special marketing Strateg\,

namely, rural marketing has emergeq.
marketing in India economy can be ¢|3¢
under two broad categories, these are —

* The market for consumer googs
comprise of both durable and non-durabe g

* The market for agricultural inputs that
include fertilizers, pesticides, seeds and sq on

The concept of rural marketing in India
is often been found to form ambiguity in the
minds of people who thing rural marketing js 4
about agricultural marketing. 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 varioys
products manufactured by the non-agricultura|
workers from rural to urban areas. To be precise,
Rural marketing in Indian economy covers two
broad sections namely —

* Selling of agricultural items in the
urban area.

* Selling of manufactured products in
the rural regions.
2) HISTORY OF RURAL MARKETING IN INDIA
a) Rural Marketing potential in India

i) While we all accept that the heart of
India lives in its villages and the Indian rural
market with its vast size and demand base offers
great opportunities to marketers, we tend to
conclude that the purse does not stay with them.

ii) Rural marketing involves addressing
over 700 miliion potential consumers and over
40 percent of the India middle income. No
wonder the rural markets have been a vital
source of growth for most companies for a
number of PMCG companies is the country more
than that half their annual sales come from the
rural market.

iti)  Among various media of
communication, television and radio have
played prominent rules in the rural India today-
In the south, the penetration of satellite
television is very high. Due to globalization

RUrai
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cconomic liberalization. It revolution, female
power, and improving infrastructure middle and
rural India today has more disposable income
than urban India.

iv) Rural marketing is getting new
heights in addition to rural advertising. Rural
marketing gives challenge to ensure availability
of product or service in India’s 6,27,000 villages
spread over 3.2 million square kilometers.
Marketers have to locate over 700 million rural
Indian and finding them in not easy.

v) Rural marketing is currently growing
at about 20% every year and companies are
spending amount Rs. 600 crore per years for
promotional budget.

b) Rural marketing strategy

i) Rural marketing strategy is based on
their A’s Availability Affordability and
acceptability. The first “A” — Availability
emphasizes on the availability of the product
for the customers i.e this gives importance an
effective distribution through efficient channels
of distribution.

ii) The second “A” — Affordability which
focuses on product pricing i.e. this gives
importance for smaller packages / pouches
easily affordable by families in the rural areas,
the third “A” acceptability focuses on convincing
the customers to buy the product i.e. extending
suitable promotional efforts to influence the
customers to buy the product. Marketers need
to understand the psycho of the rural consumers
and then act accordingly
3) Objective of Research Study -

a) To develop an insight into the term
size and strategies of Rural Marketing.

b) To discuss the emerging problems in
Rural Marketing.

c) To provide suggestions in order to
make the rural marketing a success.

4) Research Methodology -

The present research study uses the
most recent avallable published secondary data.
The secondary date is collected from various

national and international research journals
which are related to commerce, management
& marketing. The secondary data is collected
from various website and visiting various
libraries. The researcher also used some
important secondary data sources like past
research studies. Published research paper,
reference books and internet to get crucial
information about the concerned literature
required to support this study.

5) Hypothesis of Research Study —

The hypothesis of present research study
is as under.

a) Rural marketing process is both a
catalyst as well as outcome of the general rural
development process.

6) Conceptual Background —
a) Meanings & Definitions -
i) Marketing —

Identifying the needs of customers and
potential customers, providing products /
services that satisfy their needs and developing
efficient processes or systems to deliver your
product / service to the market when, where,
and how consumers want it.

ii) Rural Marketing —

Rural Marketing Rural marketing is now
a two way marketing process. There is inflow of
products into rural markets for production or
consumption and there is also outflow of
products to urban areas. The urban to rural flow
consists of agricultural inputs, fast moving
consumer goods (FMCG) such as soaps,
detergents, cosmetics, textiles and so on. The
rural to urban flow consists of agricultural
produce such as rice, wheat, sugar and cotton.
There is also a movement of rural products
within rural areas for consumption
b) Objectives -

* Sensitise participants on the nuances
of rural marketing environment

e Develop capabilities for clearly
identifying, complex, real life rural marketing
problems in a holistic perspective

GEEIGLL: Interdisciplinary Multilingual Refereed Journal (IELE Factor4.014 (IJIF)
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rural market to ensure correct weight both for
farm and non-farm arrivals storage godowns are
also required.

6) For storage facilities the government
should not depend on [private agencies to store
food grains (National commission on Agriculture
recommended)

7) The existing marketing staff must be
increased and adequate training must be given.

8) The proper packaging technology must
be important.

9) Conclusion —

Indian rural market is undoubtedly
complex but there are some simple truths that
we need to accept. The rural consumers are very
value — conscious. They may or may not have
purchasing power. But the can make a difference
to the company’s growth if concentrated. Gone
were the days when a rural consumer had to go
to a nearby town or city to buy a branded
product. The growing power of the rural
consumer is an opportunity for the companies
to flock to the rural markets. Gandhiji believed
that India’s future lay in her village and rural
markets will have a significant part in India’s
economy, with the technological innovations,
infrastructure development and enrichment of
human capital in rural areas, backed by policy
support by the government recognizes
agriculture as one of powerful growth engine.
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Today, Commerce & Management has become highly
techonology oriented & sophisticased. Information technology is
influencing every walk of business. It has made the world as global
vilage. Corporators are adopting new strategies. Accounting
Standards are evolved nationaly & Internationally to be used in
presentation financial statements New financial instruments are
being introduced in the capital market. There is a growing need for
improving the communication skills of business executives &
professionals So our department decided to discuss on the main
theme of "Recent Trends in Commerce & Management"

"Gl ot waeve\ T

ISSN-2319/9318" ¥

Y

i,l

1
|
{
u

4

e
=




