VoLUME No. 6 (2015), | ssue No. 12 (DECEMBER) | SSN 0976-2183

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERCE & MANAGEMENT

£ 3

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at:
Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)].
The American Economic Association's electronic bibliography, EconLit, U.S.A.,
Index Copernicus Publishers Panel, Poland [HiliiIICIVEINSISHSION < number of libraries all around the world.
Circulated all over the world & Google has verified that scholars of more than 4600 Cities in 180 countries/territories ~ are visiting our journal on regular basis.
Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI — 135 003, Yamunanagar, Haryana, INDIA

http://ijrcm.org.in/




VoLUME No. 6 (2015), | ssue No. 12 (DECEMBER) | SSN 0976-2183
/4 2 4 4
CONTENTS
Sr. Page

TITLE & NAME OF THE AUTHOR (S)
No. No.

1. |DETERMINING THE CHALLENGES FOR SMALL AND MEDIUM ENTERPRISES (SMEs) IN ACCESSING 1
FINANCIAL RESOURCES IN A RURAL DISTRICT OF ZAMBIA USING MULTIVARIATE ANALYSIS
BIEMBA MALITI & BRIGHT CHIKWANDA MWEWA

2. |AGRICULTURAL CREDIT AND FACTORS AFFECTING GROUP LENDING PERFORMANCE OF POOR 20
FARMERS IN ETHIOPIA: THE CASE OF JIMMA ZONE

YILKAL WASSIE AYEN & WONDAFERAHU MULUGETA DEMISSIE

3. |ASTUDY OF IMPACT OF SOCIAL MEDIA ON COLLEGE STUDENTS 27
DR. SWATI MISHRA, DR. ABHISHEK MISHRA & RISHABH RAWAT
4. |AGRITOURISM IN INDIA: UNDERSTANDING THE CONSUMER OPPORTUNITY 35

GIRISH MUDE & DR. MILIND PANDE
5. |GENDER BASED COMPARATIVE STUDY OF EMOTIONAL INTELLIGENCE AMONG MBA STUDENTS IN 40
BANGALORE

MOUNICA VALLABHANENI & KATYAYANI JASTI
6. |UNDERSTANDING THE DRIVERS OF HUMAN CAPITAL MANAGEMENT AT NATIONAL THERMAL POWER 43
CORPORATION (NTPC)

SHILPA WADHWA & DR. DALEEP PARIMOO
7. |PERCEPTION OF STUDENTS ABOUT THE EFFECTIVENESS OF VIRTUAL CLASSROOMS: A STUDY 48
CONDUCTED AT DISTANCE LEARNING CENTRES OF PUBLIC & PRIVATE UNIVERSITIES OF PUNJAB, INDIA
TEJBIR KAUR, DR. RUBEENA BAJWA & DR. JASKARAN SINGH DHILLON

8. |EFFECT OF CUSTOMER SATISFACTION ON BRAND LOYALTY: A STUDY ON MICROSOFT LUMIA 52
ANJAN KUMAR JENA, DR. DURGA SHANKAR SARANGI & SAPAN KUMAR PANDA
9. |CAPITAL STRUCTURE, PRODUCTIVITY AND PROFITABILITY ANALYSIS OF SELECT HOUSING FINANCE 55
INSTITUTIONS IN INDIA

DR. S. THENMOZH| & DR. N. DEEPA

10. |ASTUDY OF FINANCIAL PERFORMANCE OF SARASWAT CO-OPERATIVE BANK LTD: A CASE STUDY 61
S. V. NAIK & DR. R. A. RATHI
11. |STATE’S REVENUE RECEIPTS: A STUDY IN MANIPUR 67

HUIDROM IMOBI SINGH
12. |ASTUDY ON CONSUMER PERCEPTION TOWARDS DRINKING PACKAGED WATER WITH REFERENCE TO 76
COIMBATORE CITY

R. MONISHA

13. |SKILL GAP PITFALLS AND CAUSES: AN ASSESSMENT AMONG SKILL TRAINERS IN CHENNAI CITY 80
DR. K. R. DHANALAKSHMI

14. |EFFECT OF DECLARATION OF DIVIDEND ON MOVEMENT OF SHARE PRICES 83
DR. KRATI JAIN

15. |BEHAVIOURAL FINANCE: A CHALLENGE TO MARKET EFFICIENCY 85

MULLA PARVEEN YUSUF
16. |A STUDY ON REVISITING OF MARKETING STRATEGIES FOR SELF HELP GROUP IN THE RESILIENT OF 89
BUSINESS ENVIRONMENT

A.S. MAGDUM

17. |MUTUAL FUNDS: AN EMERGING TREND IN FINANCIAL SYSTEM 92
NAKATE S. R.

18. |IMPACT OF CULTURE ON BANK: THEORETICAL FRAMEWORK OF SANGLI BANK-ICICI BANK MERGER 94
SUHAS SHANKARRAO JADHAV

19. |EMPLOYEE ENGAGEMENT: A LITERATURE REVIEW 97
HARSHITHA

20. |RECOGNITION OF INTANGIBLES: A POLICY REVIEW FOR INDIAN COMPANIES 101
SHWETA NARANG
REQUEST FOR FEEDBACK & DISCLAIMER 106

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 6 (2015), | ssue No. 12 (DECEMBER) | SSN 0976-2183

CHIEF PATRON

PROF. K. K. AGGARWAL
Chairman, Malaviya National Institute of Technology, Jaipur
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India)
Chancellor, K. R. Mangalam University, Gurgaon
Chancellor, Lingaya’s University, Faridabad
Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi
Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar

FOUNDER PATRON

LATE SH. RAM BHAJAN AGGARWAL
Former State Minister for Home & Tourism, Government of Haryana
Former Vice-President, Dadri Education Society, Charkhi Dadri
Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani

FORMER.CO-ORDINATOR,
DR. S. GARG
Faculty, Shree Ram Institute of Business & Management, Urjani

ADVISORS

PROF. M. S. SENAM RAJU
Director A. C. D., School of Management Studies, 1.G.N.O.U., New Delhi
PROF. M. N. SHARMA
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal
PROF. S. L. MAHANDRU
Principal (Retd.), Maharaja Agrasen College, Jagadhri

EDITOR,

PROF. R. K. SHARMA

Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi

CO-EDITOR.

DR. BHAVET
Faculty, Shree Ram Institute of Engineering & Technology, Urjani

EDITORIAL ADVISORY BOARD

DR. RAJESH MODI
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia
PROF. SANJIV MITTAL
University School of Management Studies, Guru Gobind Singh I. P. University, Delhi
PROF. ANIL K. SAINI
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 6 (2015), | ssue No. 12 (DECEMBER) | SSN 0976-2183

DR. SAMBHAVNA
Faculty, I.L.T.M., Delhi
DR. MOHENDER KUMAR GUPTA
Associate Professor, P. J. L. N. Government College, Faridabad
DR. SHIVAKUMAR DEENE
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga

ASSOCIATE EDITORS

PROF. NAWAB ALI KHAN
Department of Commerce, Aligarh Muslim University, Aligarh, U.P.
PROF. ABHAY BANSAL
Head, Department of I.T., Amity School of Engineering & Technology, Amity University, Noida
PROF. V. SELVAM
SSL, VIT University, Vellore
PROF. N. SUNDARAM
VIT University, Vellore
DR. PARDEEP AHLAWAT
Associate Professor, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak
DR. S. TABASSUM SULTANA
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad
DR. JASVEEN KAUR
Asst. Professor, University Business School, Guru Nanak Dev University, Amritsar

FORMER TECHNICAL ADVISOR,

AMITA
Faculty, Government M. S., Mohali

FINANCIAL ADVISORS

DICKIN GOYAL
Advocate & Tax Adviser, Panchkula
NEENA

Investment Consultant, Chambaghat, Solan, Himachal Pradesh

LEGAL ADVISORS
JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

SUPERINTENDENT

SURENDER KUMAR POONIA

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 6 (2015), | ssue No. 12 (DECEMBER) | SSN 0976-2183

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of Computer
Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; Economics; Tourism
Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; Corporate Governance;
Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting Theory & Practice; Auditing;
Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History; Financial
Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International Economics & Trade;
International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; Demography: Development Planning; Development Studies;
Applied Economics; Development Economics; Business Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics; Political
Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management; Management
Information Systems (MIS); Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; Health Care
Administration; Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Organizations;
Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development;
Production/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials Management;
Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism & Hospitality;
Transportation Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing;
Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete Structures; Internet; Management Information
Systems; Modeling & Simulation; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating
Systems; Programming Languages; Robotics; Symbolic & Formal Logic; Web Design and emerging paradigms in allied subjects.

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript gnytime in M.S. Word format
after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online
submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).

GUIDELINES FOR SUBMISSION OF MANUSCRIPT

1. COVERING LETTER FOR SUBMISSION:
DATED:

THE EDITOR
IJRCM

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please
specify)

DEAR SIR/MADAM

Please find my submission of manuscript entitled * ’ for possible publication in one

of your journals.

| hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language
fully or partly, nor is it under review for publication elsewhere.

I affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to their inclusion
of names as co-authors.

Also, if my/our manuscript is accepted, | agree to comply with the formalities as given on the website of the journal. The Journal has
discretion to publish our contribution in any of its journals.

NAME OF CORRESPONDING AUTHOR

Designation

Institution/College/University with full address & Pin Code

Residential address with Pin Code

Mobile Number (s) with country ISD code

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No)
Landline Number (s) with country ISD code

E-mail Address

Alternate E-mail Address

Nationality

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 6 (2015), | ssue No. 12 (DECEMBER) | SSN 0976-2183

10.
11.

NOTES:

a) The whole manuscript has to be in ONE MS WORD FILE only, which will start from the covering letter, inside the manuscript. pdf.
version is liable to be rejected without any consideration.

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:

New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/
Education/Psychology/Law/Math/other, please specify)

c) Thereis no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t.
to the manuscript.

d) The total size of the file containing the manuscript is expected to be below 1000 KB.

e) Abstract alone will not be considered for review and the author is required to submit the complete manuscript in the first
instance.

f)  The journal gives acknowledgement w.r.t. the receipt of every email within twenty four hours and in case of non-receipt of
acknowledgment from the journal, w.r.t. the submission of manuscript, within two days of submission, the corresponding author
is required to demand for the same by sending a separate mail to the journal.

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except the covering letter and the
cover page of the manuscript, in the manner as mentioned in the guidelines.

MANUSCRIPT TITLE: The title of the paper should be bold typed, centered and fully capitalised.

AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and
email/alternate email address should be given underneath the title.

ACKNOWLEDGMENTS: Acknowledgements can be given to reviewers, guides, funding institutions, etc., if any.

ABSTRACT: Abstract should be in fully italicized text, ranging between 150 to 300 words. The abstract must be informative and explain
the background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full.

KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic
order separated by commas and full stop at the end. All words of the keywords, including the first one should be in small letters, except
special words e.g. name of the Countries, abbreviations.

JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at
www.aeaweb.org/econlit/jelCodes.php, however, mentioning JEL Code is not mandatory.

MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free
from any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end.

HEADINGS: All the headings must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading.
SUB-HEADINGS: All the sub-headings must be bold-faced, aligned left and fully capitalised.
MAIN TEXT:

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE:

INTRODUCTION
REVIEW OF LITERATURE
NEED/IMPORTANCE OF THE STUDY
STATEMENT OF THE PROBLEM
OBJECTIVES
HYPOTHESIS (ES)
RESEARCH METHODOLOGY
RESULTS & DISCUSSION
FINDINGS
RECOMMENDATIONS/SUGGESTIONS
CONCLUSIONS
LIMITATIONS
SCOPE FOR FURTHER RESEARCH
REFERENCES
APPENDIX/ANNEXURE

The manuscript should preferably range from 2000 to 5000 WORDS.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT Vi

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 6 (2015), | ssue No. 12 (DECEMBER) | SSN 0976-2183

12. FIGURES & TABLES: These should be simple, crystal CLEAR, centered, separately numbered & self explained, and titles must be above
the table/figure. Sources of data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred
to from the main text.

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, horizontally centered with equation/formulae
number placed at the right. The equation editor provided with standard versions of Microsoft Word should be utilised. If any other
equation editor is utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that
does not have the editor.

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined
on its first use in each section: Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections.

15. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised
references in the preparation of manuscript and they are supposed to follow Harvard Style of Referencing. Also check to make sure
that everything that you are including in the reference section is duly cited in the paper. The author (s) are supposed to follow the
references as per the following:

. All works cited in the text (including sources for tables and figures) should be listed alphabetically.

. Use (ed.) for one editor, and (ed.s) for multiple editors.

J When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending
order.

. Indicate (opening and closing) page numbers for articles in journals and for chapters in books.

. The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters,

dissertations, reports, working papers, unpublished material, etc.
. For titles in a language other than English, provide an English translation in parenthesis.

. Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate
some specific point, which may be placed in number orders after the references.

BOOKS
. Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.
. Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.

CONTRIBUTIONS TO BOOKS

. Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited
by David Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303.

JOURNAL AND OTHER ARTICLES

. Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities,"
Journal of Urban Economics, Vol. 21, No. 1, pp. 83-104.

CONFERENCE PAPERS

. Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management
Association, New Delhi, India, 19-23

UNPUBLISHED DISSERTATIONS
. Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra.

ONLINE RESOURCES

. Always indicate the date that the source was accessed, as online resources are frequently updated or removed.
WEBSITES
. Garg, Bhavet (2011): Towards a New Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/

Vii




VoLUME No. 6 (2015), | ssue No. 12 (DECEMBER) | SSN 0976-2183
A STUDY ON REVISITING OF MARKETING STRATEGIES FOR SELF HELP GROUP IN THE RESILIENT OF
BUSINESS ENVIRONMENT

A.S. MAGDUM
ASST. PROFESSOR
VPIMSR
SANGLI

ABSTRACT

Many state governments actively taking the action and swiftly identifying the best implementation of the Self Help Group (SHG). The growth of SHG has been the
most significant feature of a planned economy. It has the unique advantage of providing high rate of self-employment with lesser capital investment. The SHG
consider the design, development, and positioning of the product as the most critical decision amongst all the strategic decisions to be made while designing
marketing strategies. This paper attempted to find the influence of marketing strategies in determining the success of an SHG. Analysis of various factor influencing
the internal and external business environment suggests the market demand and the market strategies for SHG. However, for the survival in the market and for
facing the global pressures the SHG required constant up-gradation of information and market requirement. It is suggested that SHG should recognize the use of
home delivery, e-marketing.

KEYWORDS

business environment, SHG market, strategy.

1. INTRODUCTION
he industrial sectors form a backbone of any economy. The micro, small and medium enterprises (MSME) sector contributes vitally to the employment,
manufacturing of the country. The sector was estimated to employ nearly 59 million persons in over 26 million units throughout the country. There are
over 6000 products ranging from traditional to high-tech items, which are being manufactured by the MSMEs in India (Annual Report, MSME, 2011) There
are ample number of policy and promotional activities undertaken by the government to promote the MSME and specifically the SHG.
The incentives and policies were increasingly implemented in the last decades. These incentives, initiatives focused towards the development of SHG. Developing
a marketing strategy is one of the most challenging task for the SHG. The SHG consider the design, development, positioning of the product as the most critical
decision amongst all the strategic decision to be made while designing marketing strategies. Marketing strategies are considered as the transformation of a market
opportunity. The appropriateness of marketing strategies can deliver excellence in the market and can support all the market related activities.

2. REVIEW OF LITERATURE

1.  Subashini Muthukrishnan (2005) has explained in her paper “Effective marketing Strategies for women self-help groups” that the SHGs should be careful in
terms of positioning their product relative to other competitive products and markets. They have to decide on the product and in price vis-a vis its cost of
production, returns and the price at which its competitors are selling the product, credit time, marketing infrastructure available etc. She has also specified
that SHGs must focus on improving the quality of the product.

2. R.Prakash and S. Motilal Nehru (1998) have explained in their article “Marketing produce through self -help groups” that the major problem facing farmers
is the marketing of their produce. The program is extending not only horticultural crop production but also the processing and marketing of their products
through a well-planned and better-managed horticulture enterprise. The shift is from ‘what it is possible to produce: to producing what is marketable’. This
change demands better understanding of the markets and the changing consumer needs. Through group marketing, farmers are able to fetch fair and
reasonable price.

3. K.Gandhi and N.Uykumar (2013) have explained in their article that “Marketing strategies of Women Self Help Groups” Self -help groups (SHGs) are now
engaging in business activities. They lack in marketing as for the first time they are engaging in business. If they are adequately trained with marketing
knowledge, they can excel and in turn take our economy a global leader in this current situation of globalization. The NGOs who have formed the SHGs. The
banks who financed the groups and the Government agencies nurturing them must join hands in train the SHG members in business and marketing activities
and make them play globally.

4. Muneer Sultana (2012) in her book “Marketing of Rural Self Help Group Products in Andhra Pradesh” analyzed that Self Help Groups(SHGs) have become a
significant factor to bring the rural masses in to the main stream of National Life. It helps to reduction of poverty. The capacity building of micro — enterprises
of Self Help Groups do not have market development strategies and they face a lot of difficulties in positioning their products in the market, relating to other
competitor products and markets. The operation of the Self Help Group itself is localized, this means there is limitation in terms of geographical coverage
Self Help Group members who generally lack level of literacy, technical competence, market intelligence and entrepreneurial spirit face a lot of difficulties in
carrying out the micro — enterprise ventures successfully. It is in this context, the researcher identified the research problem for the current study. The study
attempts to find out the extent of marketing strategies followed by SHGs.

5. S.S Kavitha (2005) “Marketing SHG products differently” explained that to tap the export market for self-help group products, this is the first step," says
Mahalir Thittam Joint Director and Project Officer, S. M. Prabakaran, while supervising the stalls displayed by self-help groups at DRO Colony. He points out
that the difficulty faced by SHGs is marketing their products and to make the dream of having a good market for their products come true, the Mahalir
Thittam, Madurai, has come out with an innovative idea of erecting temporary stalls at places targeting members of the salaried-class and tourists. The
Government has sanctioned Rs. 33 lakhs for the marketing of SHG products.

6.  Puhazhendhi & K.L.S. Satyasai in their article,” Empowerment of rural women through self helps groups” — An Indian experience — (April —June 2002) It was
stated in the study that SHGs as institutional arrangement could positively contribute to the economic and social empowerment of the rural poor. From
above extract it is observed that training is the need for socio-economic development for women SHGs.

7.  Another Ex-post evaluation of study of self-help groups that was conducted in Karnal, Gurgaon, & Bhiwani districts of Haryana. (The study was conducted by
National Bank for Agriculture & Rural Development —September 2002). It was found in this study it can be said that SHG is a potent means for bringing about
change and awareness regarding the surrounding situation in the society.

8.  DR. M. U. MULANI in his book “MANAGEMENT OF SELF-HELF GROUP” states that SHG is the main tool for eradication of problems of women socio-economic
and financial setback. SHGs also provides platform to explore qualities in women like leadership, perseverance entrepreneurship, innocence and effective
utilization of resources.

3. OBJECTIVES OF THE STUDIES

The present study aimed to access the importance of the marketing strategies while exploring the SHG. Following are objectives of the study:
1.  To analyze the determinants of marketing strategies for SHG products.

2. To examine the relationship of key market indicators of SHG products.
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TABLE 1: NUMBER OF SELECTED WOMEN SHGS ACCORDING TO TALUKAS IN SANGLI DISTRICT

SR.NO. | TALUKA NAME SHG BPL
1 ATPADI 12
2 JATH 24
3 KADEGAON 14
4 KAVATHE MAHANKAL | 18
5 KHANAPUR 14
6 MIRAJ 55
7 PALUS 13
8 SHIRALA 13
9 TASGAON 25
10 WALWA 32
TOTAL 220

(Source: Primary data compiled)

TABLE 2: MARKETING FACTORS & PERCENTAGE OF CONSIDERED FACTORS BY SHG

Marketing factors Percentage of considered factors by SHG
Customer loyalty 85
Government policy 84
Advertisement 43
Distribution channels | 45
Sales promotion 35
After sales service 40

(Source: Primary data compiled)
4. ANALYSIS
DETERMINANTS OF MARKETING STRATEGIES FOR SHG PRODUCTS
Marketing factors are useful planning and developing marketing strategies, so that the marketers can develop decision after proper evaluation of the internal and
external environment. The different variables encompass the internal and external spheres.
The different factors like strength and opportunities of an a group, market structure, market demand, customer preferences, market competition, financial
resources, cost structure exerted most participating in formulating the marketing strategies.
The factors which are important but were considered secondary like impact of customer loyalty, government policy, research and development, advertisements,
distribution channels, sales promotions, after sales service. It can be seen that SHG groups are more aware of the market size, structure, demand in developing
marketing strategies. The other factors are not considered to major extent for formulating the marketing strategies. Actually, liberalization has resulted in increased
competition, increased quality consciousness and market planning which is the basis for the formulation of marketing strategies. Thus by only combining the
marketing goals the SHG can develop their marketing strategy only by considering production cost, ability to produce and try to generate profits. It implies that
SHG embraces the various determinants for developing the marketing strategies.

5. KEY MARKET INDICATORS OF MARKETING STRATEGIES FOR SHG

There are number of factors which influence the firm's decision making. Whenever the market requirements are analyzed it is evaluated that there are significant
factors like government incentives, market competition, distribution network, product attributes, advertisements, sales promotion, government policies, etc
contribute for the marketing strategies of the groups.

Similarly, when the factors like technological up-gradation and research and development comes SHG were less considered with adoption of newer technology. It
implies that market accessibility of SHG is limited due to financial and resource constraints. They have the willingness to upgrade themselves with new technology
but the cost of the product increases. However, customer bargain on competitive prices as other option exist in the market. Investing in Research and Development
and increasing the unwillingness of the buyer to pay higher prices for the products which makes difficult for SHG to survive in the market. The government is
certainly offering the incentives in the form of financial aids, infrastructure, taxation, market, etc.

It is observed that SHG identify incentive programs as the basis for formulating marketing strategies. In the same preface, business environment is significantly
related to the competitor’s strategy, market structure, customer loyalty. So the SHG have to assess the market in the light of business environment while
formulating the marketing strategies.

Environment is constantly changing. The change may be faster or slow. The business environment is the totality of all factors which are external to and beyond
the control of the business units. The environmental factors are many in number and in various forms. Modern business people have to understand these
environmental factors in proper manner and adapt to them for the effective and efficient conduct of the business.

SHG have to analyze the different environmental factor like social culture, economic, government policies, etc The socio cultural environment which includes the
customer’s values, customer preferences, customer loyalty while framing the marketing strategies for that purpose understanding the customer behavior will
enable the SHG to take marketing decisions, which are compatible with the consumer's needs.

Even the product quality shows an important support with the distribution network, advertisement which enables the long term sustenance in the market. Even
product positioning through proper distribution channel, advertisements providing after sales services results more satisfied customers.

Itis observed that successful marketing strategies bestow a successful relationship with the components of the market, government policies and unique potential
possessed by SHG. A major requirement is to know the long-term needs and desires of the customer so as to be able to offer better and added value on top of the
core service.

6. FUTURE SCOPE FOR THE STUDY
The above study can be further expanded considering the details of the business environment with its different components which causes a changes in the
marketing strategies. The marketing strategies which play a key role in the success of any business.

7. CONCLUSION

The SHG have to concentrate on the development of the marketing strategies for the purpose of which the analysis of business environment is must. The SHG
have to recognize strategic decision making importance for the success of the business however for the survival in the market and for facing the global pressure,
the SHG require constant upgradation of information and market requirement. Developing a marketing strategy is one of the most challenging task for the SHG.
Marketing factors are useful in planning and developing marketing strategies.
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