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Abstract

Entrepreneurshipiscriticaltoanynation'seconomicgrowth.Societiesthathavebothahighconcentration
ofentrepreneursandthe economicandlegalframeworknecessary
tosupportandinspireentrepreneurialendeavorstendtobethemostprosperous.Morethan66%ofIndia'spopul
ationlivesinruralareas,thereforeencouragingentrepreneurshipthereiscrucialtothecountry'srisetoeconomi
csuperpowerstatus.Self-Help-
Group(SHG)womenbusinessownersarethesubjectofthisresearch.Inthisinvestigation,researchersusedav
arietyofapproaches.Primarywe gathered quantitative and qualitative information from 58 people in 20
SHGs spread out over SdistrictsinTelangana,India.Literatureanalysisfoundthatsellingtheirwares
wasthegreatestproblem for rural women business owners. They should put a premium on product
branding

andpackagingaspartoftheirmarketingstrategy. Thisstudywasmotivatedbyaneedtofillaknowledge gapin
the marketing ofSHG goods.The researchshowed that SHG's product isindemand all
throughoutIndiaatall timesof the year. Unfortunately,they aren't keepingtabs
onproductdemandandarestuckonantiquatedmarketingstrategiesliketheSAR ASexhibition,weeklyhaats,a
ndordersthroughagents. They'veneverhadanyexperiencewithinternetmarketing. Theproduct'smarketings
everelylacks.Entrepreneursinruralareasarejustasambitiousand curiousastheir urban counterparts. Agap
in the promotion of products created
byruralentrepreneursmightbeclosedwiththehelpofdigitalmarketing. Untilrurallndiaisdigitalized,thelndi

angovernment'sambitionofDigitalindiawouldremainunfulfilled.

Keywords:Marketing, Ruralwomenentrepreneurs,SHG,RuralwomenEmpowerment.

Introduction

Therehave been severalchanges tolndia's economyduring the last fewyears. Microfinance hasbeen
asignificant driving force in this direction since its original conceptwas to help those fromlower
socioeconomic backgrounds start their own small businesses from the comfort of their ownhomes in
the hopes of raising their own living standards. Microfinance is one of the finest ways

tohelpalargenumberofpeople,especiallywhenunfavorableweatherhasadirectimpactonagriculturalprodu
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ction.SHGsarevillage-basedfinancialintermediarycommitteesmadeupof
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anywherefrom10-20localwomenandmen,oftenbetweentheagesof18and40.EventhoughSHGs are most
prevalent in India, you can come across one anywhere else, especially in South
orSoutheastAsia.Consistent,littlesavingscontributionsaremadebymembersovertheperiodofafewmonths
untilthereisenoughmoneyinthegrouptobeginlending. Themoneyfromthereturned loans may be used to
whatever good purpose the borrower or the group decides upon. Inlndia, SHGs are able to get micro-
loans from banks since they are "linked" to these institutions. In1992, NABARD was the biggest
microfinance programme in the world. Women from comparableruralandurbansocioeconomic
backgrounds mayform a self-help group viavoluntaryassociation.In order toincrease thegroup's ability
togenerate revenue, the SHGsgo through three distinctphases: groupcreation,financingor capital
formation, and skill development.Theyorganize inorder to self-help and mutually assist one another
with their shared economic and social issues.Women's self-help groups are formed to provide low-
income women more agency, promote genderparity, and instill confidence. The participants of the
self-help group are encouraged to start andmaintain modest savings accounts. The members of the
Self Help Group pool their resources into asingle bankaccount. Themoneyraisedwillbe
usedtoreimburse loans given
togroupmemberswhoareinstraitenedfinancialcircumstances.Inmostcases,thereshouldn'tbemorethan20p
eople inthere. The members of the groupwillwork towarda sharedgoal usingagreed-
uponstrategies. Thewomen'sself-
helpgroupis,thus,anorganizationwhoseonlypurposeistheeconomicandsocialempowermentofitsfemalem
embers.

The SHG proves to be the voice of the underserved, advances social integrity and gender
equalitythroughwomen'sempowerment,encouragespressuregroupstomountonthegovernmentoncritical
issues, boosts the effectiveness of government programs, improves access to healthcare
andemploymentopportunitiesfortheunemployed,andraisesawarenessoftheimportanceofbankingintherur
alcommunity.

ConstructingtheSARASExhibition

The SARAS Mela is a great chance for farmers and other producers in rural areas to connect
withurbanconsumers,learnmoreabouttheirinterestsandpreferences,andultimatelymakemoremoney.
Reviewofliterature

The state government's provision of financial, marketing, and training help encouraged women
toguarantee  entrepreneurial cover. Some of thechallenges that women business
ownersencounterinclude a patriarchalculture, alackof an entrepreneurial spirit, difficulties with
marketingandfinancing,difficultiesobtainingcredit,tensionswithinfamilies,alackofself-
assurance,andafearoffailure. Aresearchindicatedthatthenumberofgroups'members,thekindofcommercia

lactivitiestheyengagein,thelocationsofthegroups,andthemethodsofadvertisingtheyusehad
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noimpactonsales.ThestudyalsofoundthatSHGs'pricingpoliciesarethesolefactoraffectingtheirsales,while
thesortofactivitytheyengageinandthemarketingstrategiestheyusearetheonlyfactorsaffectingtheprofitabil
ityoftheirrespectivebusinesses.
TheSHGsdon'tevenbotherwithmarketingtheirwares.Sellingtocompletestrangersisnotsomething
theylike doing. Theyexclusively market to individuals they already know, suchfamilyand friends, or
in their SHG. The local stores aren't targeted for product promotion. Local
shandysdon'tevenhavebooths.SomewomeninSHGsalsoengageindoor-to-
doorsales.Thisreducestheirsellingpotentialandultimatelyleadstolowerprofitability(Gandhi&Udayakum
ari,2013).

Another research found that in order to succeed, self-help organizations need to focus on four
keyareas: choosing the appropriate goods, hiring the right people for management, providing
enoughtrainingforefficientmanufacturing,andenlistinggovernmentsupporttoovercomemarketingchalle
nges.It is crucial to educatethem aboutthe marketing potential region viaproper training.Ina2013study
(Krishnaveni&Haridas),

SMEmarketingchallenges
Prof.V.Lalitha(2021)saidthattheself-helporganizationwashavingtroublesellingitswarestothe public.
According to Krishnaveni& Dr. R. Haridas (2013), SHGs have a number of challenges,including a
failure to recognize their market's potential, inadequate product packaging, a dearth
ofnecessarymaterials,machinery,andequipment,difficultiesobtainingloansfromfinancialinstitutions,
difficulties making theirloan payments, and afailure tomaintain a consistent presencein the
marketplace. Since this is their first venture, K.Gandhi& N. Udayakumari (2013) admit thatthey have
some learningto do in terms ofmarketing.Ifthey getproper marketing education,
theywillflourish,propellingoureconomytotheforefrontofglobalization. AccordingtoMuneerSulthana(20
12),withoutmarketdevelopmentplans,self-helporganizationshaveahardtimepresenting their goods in
the market in relation to those of their competitors. For Your Own GoodSince poor marketing is a
concern for SHG, groups from all around the nation may benefit fromselling their goods online.
Internet, viral, search engine, and e-mail marketing are just some of thecutting-edge methodsthat may
provide businessesan edge in today's market.Instead of using
abroadadvertisingstrategythatmaynotreachitsintendedaudience,aweb-basedmarketingcampaign
enables the organization to create a customer information system that is linked to
itscustomerprofiles,therebyenablingtheorganizationtotargetpotentialsales(Nicolas,2006).

A further research conducted in theVirudhunagar Districts found that SHGs membershada
hardtimepromotingtheirgoodsowingtohighlevelsofcompetitionandalackofaneftectivemarketingplan. Th
estudyalsoexaminedtherelationshipsbetweenmarketingissuesanddemographicvariablessuchage,marital

status,levelofeducation,yearlyincome,geographical
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location, and family composition. Roughly half of the planet’s inhabitants are female. They are
themoreupstandingmembersofsocietybecauseofthis.Inthepast,women'sroleswerestrictlylimited to
those performed inside the confines of the home. However, in today's culture, they haveabandoned
their former sedentary lifestyle in favor of a wide variety of extracurricular activities. Infields as
diverse as academia, politics, social administration, and social work, women have
beenachievingremarkablesuccess. Theyhavejustbeenaggressivelypromotingtheiritems. Asaresult,theres
earcherhasdecidedtolookatthedifficultiesthatSHGsintheareaofVirudhunagarhavehad with marketing.
Participants are prompted to enumerate the causes of their goods' marketingdifficulties. Thereasonsof

marketing difficultiesencountered bySHGsmembers are depicted inthediscussionthatfollows.

Researchmethodology:

Primary data was acquired from 20 different women-led SHGs in rural areas of India.
InformationgatheredquantitativelyandqualitativelyduringtheSAR A SshowinMumbai. TheSARA Sprogr
am is an important effort of the Indian government's Ministry of Rural Development. Theprimary
goalof this program is to provide ruralwomen'sSHGsa voiceanda way to sell theirwares to city
dwellers. Due to the presence of male SHGs at the SARAS exhibition and the study'snarrow
emphasison rural Women SHGs, astratifiedrandom sampling approach was
utilizedtogatherdata. Awell-structuredquestionnairewasusedtoconductin-
depthinterviewswith64customers who had tested and bought different SHGs goods during the expo.
The study's goals andsignificance were determined using SPSS software and the descriptive statistic
approach and thehypothesiswasevaluatedusingthechi-
squaretest. Therespondents'willingnesstopointoutflawsintheSHGgoods'brandingandmarketingwaseval

uatedusingalikertscale.
Hypothesis

Earningsareproportionaltoproductdemand,henceH 1 : Demanddrivesprofits.
H2:ToinvestigatetheconnectionbetweenoutputqualityandfinancialsuccessthroughSARAS
Objects

1. ExaminingAlternativeSalesVenuestotheSARASExhibitionforSHGProducts

2. Findingoutwhyrural SHGsaresoimportanttotheurbaneconomy

3. ExamininghowearningsamongSHGmemberscorrelatewithproductqualityanddemandinthecity
4. Examiningthegapsinthebrandingandpromotionofthegoodsproducedbyruralwomen'sSHGs.
5

Thestudy'sobjectiveistolearnmoreaboutcustomers'tastes,concerns,andaspirationsinordertoimprov
eSHGproducts. Consequences&conversation.
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AlternativeSalesVenuestotheSARASExhibitionforSmallandMedium-SizedEnterprises(SHGs)

“Channels/mediums Percent
Districtselling 7.1
Ordersfromagent 214
Otherexhibitions 42.8
Socialmedia 7.1
Weeklyhaats 14.3
Whatsapp 7.17

The table shows thatthe SHG has several differentdistribution methods. Approximately 43%
saidthattheyfavoredsellingtheiritemsatothershows,21%soldthemviaagents,and14%soldthemat weekly
haats. About 7 percent came from other channels, including district selling, social media,and
whatsapp. Only 7%of businesses rely on technology to sell their wares. Using digital channelsfor

product promotion is essential, since it helps forward the goals of the Government of

India'sDigitallndia initiative.

Table2: AnnualPercentageof SHGSARASEarnings

“AmountinINR

SHG%

10,000-50,000

21.4

50,001-100000

42.9

Abovellakh

35.7

SHG%

50

40
30
20
10

10,000-50,000
50,001-100000
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When looking at the incomes of SHG members via SARAS, the above data shows that 43%
ofmembersearnedbetween50,000and1,000,000rupees,andthat36%earnedabovel,200,000rupees. Twent
y-onepercenthadincomesbetweententhousandandfiftythousandrupees.

DemandforProductsfromRural SHGsintheUrbanMarket(Table3)

Viewsondemand of the Yes 14.3
productsallyearround No 85.7
Calculationofdemandbased Approximation 28.6
on Estimation 57.1
Advicefromsenior 7.1
Targetgiven 7.17

Fig:1.DemandforSHGproductsinurbanmarket(%o)

Demand forSHGproductsinurbanmarket(%)
85.7
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7.1
|

Targetgiven

57.1
28.6
. 7.1
I

Approximation
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Yes Estimation

Viewsondemandofthe Calculationofdemandbasedon

productsallyearround

ThedemandforSHGgoodsinmetropolitanareasisshownintheabovebargraph.Observably,85.7% of SHG

members did not think that their product was in demand, and just 14.3% of

SHGmembersbelievedthattheirproductwasindemandinurbanareas.
SHGsuseddifferentmethodstodeterminethedemand. Theycalculatedthatdemandwouldincreasebyaround
57%basedonprojectionsfromthepreviousyear. While29%saidtheyestimated their

7%

(using own

discretion) how  much  they would  make, said  they  relied on

theguidanceoftheirsuperiors,and7%saidtheyhadawrittencontractoragoalsetbythecompany.

SeeTabled4forabreakdownofSHGproductsalesandannualincome.

“Demandof the | AnnualEarning

SHGproducts 10,000-50,000 50,001-1lakh Morethanllakh
Yes 7.1 7.1 0

No 14.2 355 355
Chi-square P=0.417
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Chi-
squareanalysiswasusedtotestthehypothesisthatyearlyincomewouldhaveasubstantialinfluenceonpro

ductdemand,butascanbeseeninthetableabove,thiswasnotthecase.

ProductqualityandearningsfromSHGsarelistedinTable5.

Qualityofproduct Earning
10,000-50,000 50,001-11akh Morethan1lakh
Agree 7.1 21.3 7.1
Neutral 14.2 0 0
Stronglyagree 0 21.3 28.4
Chi-square P=0.03
UsingChi-

square,weinvestigatedourhypothesisaboutthelinkbetweenproductqualityandrevenue,andtheresultsaresh

owninthetableabove;thepvalueforthishypothesis'ssignificanceis0.03.

Table6:LacunasinbrandingandmarketingofruralwomenSHGsproducts’.

Values Codes Percent
VisualMerchandising Agree 50
Neutral 14.3
Stronglyagree 28.6
Stronglydisagree 7.1
Packaging Neutral 14.3
Agree 429
Stronglyagree 35.7
Stronglydisagree 7.1
Qualityofproduct Agree 35.7
Neutral 10.3
Stronglyagree 4.0
Stronglydisagree 50.0
Standardization Agree 28.6
Neutral 7.1
Stronglyagree 57.1

Dan'e No: R
a5 CI Yoo




Journal of Vibration Engineering(1004-4523) || Volume 20 Issue 2 2020 || www.jove.science

Stronglydisagree 7.1
Aftersales Agree 214
Neutral 35.7
Stronglyagree 35.7
Stronglydisagree 7.17

ChartlLacunasinbrandingandmarketingofruralwomenSHGsproducts’.

Lacunas in branding and marketing of
rural women SHGs products’

m Percent

57.1

50 50
42'935.7 35.7

Visual Packaging Quality of Standardization After sales

Merchandising product

Inadequateeffortshavebeenmadetobrandandpromotetheitemsmadebyruralwomen'sSHGs,as ~ seeninthe
above table and graph.Half ofthe SHGmemberssurveyedexpressed
agreement,withafurther29%expressingstrongagreement,onthesignificanceofvisualmerchandising. Wo
men in the SHG were likewisewillingto livewiththe disadvantageof inadequate
packing.About43%and35%ofrespondents,respectively,agreedandstronglyagreedthattherewasaneedto
strengthen them. Theystrongly disagreed, however, witha majority (50%) claiming thattherewere no
quality issues with the items. About 57% of respondents acknowledged the limitation thatuniformity
was impossible since so many SHG goods were manufactured by hand. Due to
brokenmarketingchannels,just35%ofcustomersgaveeitherpositiveorindifferentresponsestoquestionsab
outafter-salesupport.

TheviewsofruralwomenSHGconsumersareshowninTable7.

“Variable Code Percent
Gender Female 54.7
Male 453
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Agegroup 18-25 9.4
25-35 18.8
35-45 54.7
45+ 17.2
NoofyearsbuyingfromSHGproducts 0 17.2
1 6.3
2 20.3
7 1.6
Morethan?7 54.7
InteresttopurchaseSHGproductsthroughout Yes 89.1
thewholeyear. No 3.1
Maybe 7.8
OtherchannelstopurchaseSHGproducts Directcontact 94
E-commerce 7.8
E-saras 3.1
Retailstores 40.6
Supermarket 39.1

The table shows that nearly as many women as men purchased SHG items throughout the
researchperiod. About55%ofthemwereintheprimeworkingyearsoftheirlives(35-45). About55%o0fthe
peopleinthe samplehadbeenregularbuyersof SHGitemsfor more than7years. Twentypercent of
shoppers in the most recent two years. Roughly 89% of respondents said they
wouldconsiderbuyingSHGitemsthroughouttheyear.DifferentdistributionmethodswerefavoredbySHG
product buyers. About 41% said they preferred shopping at a retail store, while 39%

preferredgrocerystores.NinepercentofrespondentsestimatedtheymadepurchasesfromtheSHGitself.

InTable8,wecan seethecustomers'desiredqualities,motivationsforbuying,andhoped-

forenhancementstoSHGitems.

PreferTraits Percent
Consumers Prefer Traits to Purchase SHG | Price 3.1
products Quality 73.4
Variety 18.8
Others 4.7
ConsumersPurposeofpurchases Purpose of Percent
purchase
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Attractiveness 5
Gifting 16
Quality 47

Variety/Uniquenes | 20
s

Others 12

ConsumersExpectations to market SHG Expectedimprovem | Percentage

products. ent
Availability 37
Variety 10
Pricing 16
Packaging 30
&

branding

Quality 07”7

Theopinionsofpotential SHGproductbuyerswerecollectedinthepreceding table. Thefirstportion shows
that the product quality was the primary motivating factor for 73 percent of buyers,with product
variety coming in at 19 percent. The SHG items were bought for a variety of reasons.About 47% of
buyers said they made their purchases because of the product's high quality. Twentypercentbought
SHG itemsbecause theywere differentfromanything else on the market.Onlyaround one in sixteen
buyers bought something to give away. Consumers have low hopes for
SHGitems,withjust37%sayingtheywantedtoseeitofferedall1 2months. Althoughtheitemsthemselves are
satisfactory, 30% of buyers have noted that the packaging and branding might bebetter.

RoleofSHGsinpromotingruralwomenentrepreneurship

TheSHGwasledbywomenwhohadexcellentbusinesssense.
Theysharemanyofthecharacteristicsofsuccessfulbusinessowners.
Theyinspiretheteamtoexperimentwithfreshideas. Thismentalitycontributedtotheenhancementoftheg

oods.
Theyareeagertolearnnewthings,suchasusingtechnologytoexpandtheirsphereofinfluence. Thekeyisthatt

heyrecognizedtheholesandareworkingtofilltheminordertomaketheirbusinesssuccessful.

WomeninruralareasbenefitfromSHGsbecausetheyprovidethemwithopportunitiestodevelop
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theirleadershipskills,socialnetworks,economicstanding,andpsychologicalwell-being.

Conclusion

Thequalityofrural SHGitemsishigh,andtheyarewellreceivedbyurbanbuyers;yet,ruralwomen are often
unaware of the demand for their wares. Eighty-nine percent of SHG membersclaimedthereisnotyear-
rounddemandfortheirgoods,whileeighty-
ninepercentofconsumerssaidtheywouldwanttohaveaccesstoSHGitemsallyearround.Exhibitionswerethe
mostpopular method of selling items, chosen by 43% of respondents. Until rural India is digitalized,
thelndiangovernment'sambitionofDigitalIndiawouldremainunfulfilled. Earningpotentialisdirectlypropo
rtionaltothequalityoftheSHG'soutput. TheSHGhasacknowledgedseveralbrandingandmarketingweaknes
ses,includinginvisualMerchandising,Packaging,uniformity,andafter-
salesservices.Consumershavemadethesamerecommendationforenhancingtheproduct promotion. The
Self-Help Group modelis useful for encouraging business among

ruralwomen.It'simportanttomakeanongoingefforttoshowcaseruralgoodsinmetropolitancenters.
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