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ABSTRACT

This study focuses on the social marketing strategies adopted by Women Self Help Groups (SHGs) for
selling organic and handicraft products. Women SHGs play an important role in empowering women
and improving their economic conditions. The study examines the different promotional methods used
by SHGs such as word of mouth, local exhibitions, social media marketing, and direct selling. It also
analyzes the challenges faced by SHGs in marketing their products, including lack of awareness, limited
financial resources, and competition. The research is based on primary and secondary data collected
from selected SHGs. The findings highlight the effectiveness of social marketing strategies in increasing
sales and customer awareness. The study concludes that proper training, digital marketing adoption, and
government support can further improve the marketing performance of Women SHGs.
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INTRODUCTION

Women-led Self-Help Groups (SHGs) have become vital drivers of socio-economic progress,
especially in rural and semi-urban regions. These collectives not only offer financial assistance and skill
enhancement but also promote entrepreneurial ventures among women. A key area where women SHGs
have shown significant impact is in the creation and sale of organic and handicraft products with
increasing public interest in sustainable lifestyles and traditional artistry, there is a growing market for
genuine, environmentally friendly items. To effectively connect with this audience, women SHGs are
leveraging social marketing approaches that highlight ethical production, social benefits, and
community development. This research delves into the social marketing methods used by women SHGs
to promote their organic and handicraft goods. It investigates how these approaches foster consumer
confidence, boost brand visibility, and build a loyal customer network while simultaneously advancing
women's empowerment and contributing to the development of rural communities.

OBJECTIVES OF THE STUDY

» To analyze the social marketing strategies used by women-led SHGs in promoting organic and
handicraft products.

» To assess the impact of these strategies on visibility and sales of SHG products in rural and semi-
urban markets.
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» To explore the role of SHGs in empowering women through entrepreneurship in organic and
handicraft products.

» To identify the challenges faced by SHGs in adopting and implementing effective social marketing
practices .

» To examine consumer perception and public interest in organic and handicraft products marketed by
SHGs.

STATEMENT OF THE PROBLEM

Women Self Help Group play a vital role in promoting organic and handicrafts products often struggle
to reach wider markets due to limited marketing knowledge and resources. Despite having quality
products many SHGs face challenges in effectively promoting and selling their goods especially through
social marketing channels. This limits their income potential and growth opportunities.Understanding
the social marketing strategies they adopt and the barriers they face is essential to help improve their
market presence and economic empowerment.

RESEARCH METHODOLOGY

Research is a systematic process aimed at gathering information to effectively address specific
problem. It operates within a logical framework, guiding researchers in finding reasonable solutions.
This step by step activity demands accuracy to provide effective problem-solving outcomes.

LIMITATIONS OF THE STUDY

% The study focuses mainly on organic and handicraft products excluding other SHG products.

¢ The findings are based on primary data collected from respondents which may involve personal bias.

+ The study may be limited to specific geographical area so the finding cannot be generalized to all
women SHGs in other region.

« Limited time duration of the study may restrict in depth analysis of long-term marketing strategies
and performance.

FINDINGS
Percentage Analysis

« It is found that the Maximum 40% of the respondents belong to the age group between 26-35 years.
«» Itis inferred that the Maximum 33% of the respondents are Home maker.

« It is found that the Majority 54% of the respondents are in urban areas.

% It is noted that the Maximum 34% of the respondents monthly income is between Rs.10,000 -
Rs.20,000 .

It is noted that the Majority 52% of the respondents belong to Nuclear family.

X3

*

It is identified that the Maximum 38%o0f the respondents are between 1-3 year.
It is identified that the Maximum 35% of the respondents are learn through Exhibition .
It is found that the Majority 53% of the respondents are familiar with Handicrafts products.

K/ K/ K/ K/
X X R X X4

It is noted that the Maximum 33% of the respondents are using Instagram .
It is inferred that the Maximum 25% of the respondents are facing High competition.

33

*

33

*

It is found that the Maximum 32% of the respondents are like Handicraft quality.

X3

*

It is found that the Maximum 47% of the respondents used Social Media.
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% It is inferred that the Maximum 30% of the respondents are prefer kinds of discount offer in combo
packs.

« It is noted that the Maximum 28% of the respondents are promote by affordable&healthy.

« It is found that the Maximum 29% of the respondents are influencing by price.

« It is noted that the Maximum 43% of the respondents are choose written form.

« Itis noted that the Maximum 28% of the respondents are prefer UPI.

% It is found that the Maximum 21% of the respondents are choose eco-friendly packaging.

It is noted that the Maximum 37% of the social media content are managed by marketing team.

It is found that the Maximum 35% of the respondents are sourcing by government schemes.

Chi square test

« There is no significant relationship between age and the level of satisfaction of the respondents.

¢ There is no significant relationship between occupation and the level of satisfaction of the
respondents.

% There is a significant relationship between area and the level of satisfaction of the respondents.

% There is no significant relationship between monthly income and the level of satisfaction of the
respondents.

« There is no significant relationship between type of family and the level of satisfaction of the

respondents.

Weighted Average Score Ranking Method

The weighted average analysis reveals that the respondents are most influenced by the factor
“Availability of Products,” which received the highest weighted score(24.73).

Other major influencing factors include:

» Social media promotion
» Packaging and Branding
» Customer Service

The least influencing factor is :
» Reasonable Price, which received the lowest weighted score(22.06).

SUGGESTIONS

< Women SHGs should increase their use of digital platforms like WhatsApp, Facebook, and
Instagram to promote their products. Social media helps them reach more customers beyond their
local area at a low cost and build direct communication with buyers.

« SHGs can improve product packaging and branding to create a unique identity in the market.
Attractive labels mentioning “organic,” “eco-friendly,” and “handmade” can increase customer trust
and product value.

« Participation in exhibitions, trade fairs, and local markets should be encouraged. Direct interaction
with customers helps in understanding their preferences and improving product quality accordingly.
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% Proper training programs in marketing, pricing, and customer service should be provided to SHG
members. Skill development will improve their confidence and help them compete with other
sellers.

X/
°

Collaboration with government schemes, NGOs, and online marketplaces can expand their market
reach. Financial and promotional support from these institutions can strengthen SHG businesses.

X/
°

SHGs should focus on highlighting the social cause behind their products, such as women
empowerment and sustainable production. This emotional connection can influence customers to
support their products.

CONCLUSION

The study on social marketing strategies adopted by Women Self-Help Groups (SHGs) for selling
organic and handicraft products shows that SHGs play an important role in empowering women
economically while promoting eco-friendly and traditional products.The research indicates that
customers are increasingly interested in organic and handmade products due to health awareness,
environmental concern, and appreciation for traditional craftsmanship. Social marketing strategies help
SHGs build trust, strengthen customer relationships, and improve sales performance.Overall, the study
concludes that with proper training, stronger marketing support, improved product presentation, and
better use of digital platforms, Women SHGs can significantly enhance their market presence and
ensure sustainable business growth while contributing to rural development and women empowerment.
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