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ABSTRACT

India, being an agrarian economy, where agriculs@eor makes its significant contribution of abb8% to the
national Gross Domestic Product, has been dividé&al two: Urban India and Rural India. The gap bemv¢he two is
getting widened due to high concentration of s@&wicector in Urban India. The urban India has Itestly raised its
living standard in the presence of various urbanilifees, which are not easily available to and essible by the rural
counter part of the country. No organized effordvén been made by the services’ companies in suqgplyie various
services like - medical facilities, vaccinationstféoods, matrimonial services, retailing, e-conteerntelephone and
telecommunication, banking, postal and courier isesy employment agencies, computer programmingrrivation
relating to higher and professional education, eareounselors, advertising and marketing, reseaconsultancy,
accountancy, hotels, restaurants, wholesalingcdsteng, share and stock broking, healthcare aatthhelubs, beauty
parlors, beauticians, tourism, business processoatting etc. in rural India. This creates a bigiaogap between the

urban and the rural.

In view of the existing dichotomy in availabilityf the services in urban and rural areas creatiggvening gap
between rural and urban masses of the societystilndy aims at analyzing the marketing prospectshef services
especially- courier services, beauty parlors amdprger education, which are easily available ta accessible by urban

people and not by rural and suburban people, imuted and suburban areas of Uttar Pradesh.
KEYWORDS: Services, Prospects and Rural Markets
INTRODUCTION

The services sector is the life line for the saaionomic growth of a country. Today, it is the &sgand fastest
growing sector, at 11% per annum in 2010-11. Thigw has witnessed a major boom and has beenfahe onajor
contributors to both employment and national incomeecent times. Today, it contributes 59% to @2P and employs

35% of the workforce.

Some of the examples of growing urban facilities: aourier services, beauty parlors, and computacation
considered specifically for study purposes and aibneg and marketing, research, consultancy, at@mey, medicine,
education, healthcare and health clubs, and haetaurants, tourism, retailing, e-commerce, trarisgielephone and
telecommunication, broadcasting and telecastingkibg, share and stock broking, postal and employnagencies,
computer software services and business proces®uwuaing in general. Information technology has en#ite world

boundary less, thus widens the scope for services.
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But these services have remained as urban fasiliti¢ available to rural areas of the country. Tidde the gap
between urban and rural living standard, the forBresident, Dr. A P J Abdul Kalam, has been adwogahe concept of
PURA (Providing Urban amenities in Rural Areas),jakhhe has made the core of his Vision 2020, witbsionary zeal.
After a long journey of 60 years of so called sinsthle development after independence, the urbeifitiizs could not

reach out to rural areas.

Prime Minister Dr. Man Mohan Singh recently tallaabut his vision for rural India: "My vision of ririndia is
of a modern agrarian, industrial and services eagnoo-existing side by side, where people can iivevell-equipped
villages and commute easily to work, be it on e or in the non-farm economy. There is much thadlern science and
technology can do to realize this vision. Ruraloimes have to be increased. Rural infrastructuretdndse improved.

Rural health and education needs have to be mgildgment opportunities have to be created in rarahs."

Existing dichotomy in availability of the servicés urban and rural areas has been creating a ygwgep
between rural and urban masses of the societypidtdem is of great concern creating social imbedain the urban and
the rural. In order to study the problem, only ghitgpes of services - courier services, beautyoparland computer
education, fairly known and understood in ruralagref the state, have been considered fit for sputposes in the

research work
RESEARCH STATEMENT

The main aim of this research work is to carry emtpirical study for marketing of courier servicégauty
parlors and computer education, which are easibilave to, and accessible by urban people andbgotural and

suburban people, in the rural and suburban ared¢tarf Pradesh.
OBJECTIVES

The following are the research objectives reprasgnthe research problems of the topic relatingcaarier

services, beauty parlors, and computer education
* To study the demand for courier services, beautiprs and computer education in rural areas ofthte.
* To study the supply of courier services, beautyopsrand computer education in rural areas ofthee.
* To study the scope for courier services, beautpmarand computer education in rural areas obthte.
e To formulate the strategy for making such servieeslable in rural areas of the state.
HYPOTHESIS
Based on the research topic and its objectivedotlmaving research hypotheses are formulated.

e The target customers in the rural and suburbarsakfthe state have strong demand for courier sesyibeauty

parlors, and computer education.

* The target customers in the rural and suburbarsarkthe state have less access to the supplyuoiecservices,

beauty parlors, and computer education.

* There is lot of scope for the three services inrtital markets of the state.
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» The target customers in the rural and suburbarsarkthe state give regular responses for suchcssrv
RESEARCH DESIGN

The entire research work is a two pronged studye $tudy is based on both primary and secondary. data
The primary data have been collected through tlsets of interview schedules, meant for three difiertypes of
services — courier services, beauty parlors andpoten education under study, administered by teeareher in the field
of the sample study. The schedules were design&mgtish language and administered in the periodaoiuary 2012 to
July 2012 in the population area under considemafRespondents aging between 15 to 35 years, balésmand females
were considered as contact persons for collechiagptimary data. The contact persons were inteedephysically by the
researcher. The schedule for beauty parlor serwi@es dedicated only to female respondents. In Wéuhe research
work, area sampling has been considered, whichuite glosure to cluster sampling and is often t@lkbout when the
total geographical area of the interest happenmetbig one. The census data of 2001 and 2011 armdlor sources for

secondary data.
UNIVERSE OF STUDY

In view of the sample design, the universe of tivelys for the research work is the contact persboth males
and females aging between 15 to 35 years of subuabd rural areas of Sohawal, Masaudha, Purab®arabazar
blocks of the district Faizabad, U. P.

SAMPLE OF STUDY

Samples for the study have been drawn based onsampling from the 4 blocks - Sohawal, Masaudha,

Purabazar, Mayabazar out of 11, which encompag¢3es df the total area of the district.
SAMPLE SIZE

The respondents for the study are the mixture lE#gers and town dwellers as customers and shogksép the
town markets. 200 respondents, 50 each from thetfiogks - Sohawal, Masaudha, Purabazar, MayabBmagach set of
the three questionnaires have been contacted dtirengesearch period in the field. Moreover, resiemibs for courier
services and computer education were the samefdouigauty parlors, only female respondents wergacted. So, total

of 400 respondents were contacted physically,600,questionnaires were administered in all.

TOOLS FOR DATA COLLECTION

Primary data have been collected through conduaingeys by the use of three sets of interview dales.

Secondary data have been collected from journagamines, books, census data report of 2001 and &t Internet.
TOOLS FOR DATA ANALYSIS

The data have been ordered, analyzed and intedpnétie help of pie and bar charts. However, varistadistical
techniques — mean, standard deviation, coefficintariation, chi-square test and ANOVA test hawerb used for

analyzing and interpreting the data.

Impact Factor(JCC): 1.3423 - This article can be denloaded from www.impactjournals.us




| 26 K. K. Mishra_|

ANALYSIS AND FINDINGS

11.1 From the figures below (from 1to 4) regardiegels of education, it is evident that male resfsonis are
100% literate; where as the literacy of female oesient is 71%. This indicates that more than 85%h@frespondents are
literate. 64 of male respondents and 51 of femedpandents out of literate ones have passed hlgfokexamination.
The pass percentage of high school examinatioroth lmale and female respondents is the highest gshdhe literate
respondents. This concludes that the majority ef réspondents is educationally matured to undetstanneeds and

wants for services.

Level of education -male

Hliterates, O,

0%

Literates, 200,
100%

Figure 1

Level of education female

llliterates, 58,

h o
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Figure 2
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Figure 4

11.2 From the figure 5, it is clear that more t6&% of the respondents belong to the income graaipbB000
per annum and above. This indicates that the ntgjofithe respondents belong to middle class incgmep of the rural

market, which gives the largest market potentighwomparatively with high paying capacity.

Income Group

above 250000 32

between 150000 and 250000 68

between 50000 and 150000 ] 170
less than 50000 ] 130

I

] 50 100 150 200

No. of respondents

Figure 5

Naresh Gupta, Director, Strategic Planning, DeiMsucom, in his article entitled “the new Indian mid class
will impact the world of marketing in a big way”ublished in 4ps of business and marketing, isstie €23/09/2010
states that households earning up to "45,000 pmrmarare dubbed as lower income households, ané ging over
1.8 lakh per annum are classified as high incomgséholds. But the real story lies in the numbenafseholds whose
annual income falls between “45,000 to 1.8 laktfatt, this number has now reached a whoppingnilibn households
(out of the total 228 million households in the otiy), and this is what we call the great Indiarmdhé class. This middle

class now is over 60% of the entire populationsTifia stupendous turnaround that we are seeingehap our country.

The new middle class has been powered by women.ldais at the long term literacy data of India athe
impact women are having will be clear. The femderdcy rate has risen from 8.6% in 1951 to 549201 census.
By the 2011 census, | am sure that this number dvbalie crossed 60%. Interestingly, the growth ofdie literacy rate
was 15% between 1991 and 2001, as against justdfl®@ale literacy growth. Clearly the women are batg up with
males, and this is triggering a set of new trefid® growth of the new middle class is powered bynen. With better
education they are joining the work force in a tgeamumber. With this they are taking control oithfuture, having a
greater say in their weddings, deciding on whehawe kids and how many. Apart from the demographfact, they are

also driving their partners with a greater zealmprove their future. They are making the mosthe thange in their
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demographic and social status.

And not only women, the new middle class is chagdh®e dynamics in a big way. For instance, the maddle
class will impact the travel choices in a big waje new found economic freedom will translate iatgreater desire to
explore the world. They will pack their bags ankietzacations at a greater frequency than ever &eford they will not

always be looking at visiting their relatives.

Further, the new middle class is very serious aBeatring their future. One of the first seriouyibhg decisions
they will take will involve buying a house. Theyght look at buying their own house even before ttiegide to buy a
car. There is no better way to announce the tiangihan by buying a house. This means that thdl $rmme segment will

boom in a much bigger way in the coming decade.

Table 1: Awareness about Courier Services, BeautyaPlors and Computer Education

Services Yes | No | Mean (n) DS&%Q%?:?G) Variation (p+o) | C. V. = b(SZ(])uare
Courier Services 147 53
Beauty Parlors 194 6| 157.3 26.74 130.56 To 184.04  16/9 63.83
Computer Education 131 64

11.3 From table 1, it is clear that mean awareédbe three services under consideration is 15Cd&irier
services and computer education fall within thegeaof variation of mean from standard deviatioa (1 * c), which
covers two third (68.27% of the area) of the obatons. Awareness of beauty parlor falls withig 2¢ (i.e. 95.45 % of
the area), which is in the right side of the at@aefficient of variation is 16.9% which is more idnle and hence less
uniform. This connotes that two third of the respemts have uniform awareness about courier serandscomputer
education. The awareness about beauty parlor ssrische highest among the three and falls iptsiive region of the
area, which is why the variation is less consist€he awareness of the three services is normaftyilsuted in 95.45% of
the area. The calculated value of chi square 68.88ich greater than the table values of chi sgb®&® and 9.21 at 2 d. f.
at 5% and 1% levels of significance respectivelisTrejects the null hypothesis that there is nifedince in the
awareness about courier services, beauty parlatscamputer education. Hence the level of awareabssit the three

services under consideration is less consistentandble.

Table 2: Respondents Managing to Avail of Courier &rvices, Beauty Parlor Services and Computer Educen

, Standard . Chi -
Services Yes | No | Mean (n) o Variation (pto) | C.V. | Square
Deviation () (X2)
Courier Services 124 76 130.09
Beauty Parlors 153 47 147.3 17.21 To 11.7 22.87
Computer Education 165 35 164.51

11.4 From table 2, it is clear that mean respobsetamanaging to avail of the three services ugdasideration
is 147.3. Response about beauty parlors falls withé range of variation of meanfrom standard deviatioa (u o),
which covers two third (68.27% of the area) of tixservations. Response about courier services @am@uter education
falls within u + 26 (i.e. 95.45 % of the area). Coefficient of vanatis 11.7% which is higher and hence more variahte
less uniform. This connotes that two third of tlespondents give uniform response about beauty rpadovices.

Response about courier services and computer édlndatmore variable, as responses of courier sesvare on much
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lower side, which is why the calculated variatienléss consistent. The calculated value of chi q@2.87 is much
greater than the table values of chi square 5.20%R1 at 2 d. f. at 5% and 1% levels of signifammespectively.
This rejects the null hypothesis that there is ifternce in the responses about courier servibeauty parlors and
computer education. Hence the level of responsesitathe three services under consideration is ¢essistent and
variable

Table 3: Availability of Courier Services, Beauty Rirlor Services and
Computer Education in the Nearby City / Town

Standard . Chi -
Services Yes | No | Mean (u) | Deviation E/aﬂz:,t)lon C.V. | Square
(o) e (X2)
Courier Services 106 94
Beauty Parlors 154 4P 143 26.31 11256210 18.3 | 50.96
Computer Education 165 3b '

11.5 From table 3, it is clear that mean availgbilof the three services under consideration is. 143

The availability of beauty parlors and computer adion fall within the range of variation of meanfrom standard
deviations (i £ o), which covers two third (68.27% of the area)lt# bbservations. Availability of courier servicedld
within p £ 26 (i.e. 95.45 % of the area), which is in the leftesof the area. Coefficient of variation is 18.3%ich is
higher and hence more variable and less uniforns Thnnotes that two third of the respondents sgdmdut uniform
availability of beauty parlor services and compw@eucation. The availability of courier servicedeisser and response of
the sample unit for courier services falls in tlegative region of the area, which is why the varais less consistent.
The availability of the three services is normalistributed in 95.45% of the area. The calculat@lde of chi square 50.96
is much greater than the table values of chi sqbi@@ and 9.21 at 2 d. f. at 5% and 1% levelsaifificance respectively.
This rejects the null hypothesis that there is ifterdnce in the availability about courier sengcdeauty parlors and
computer education in the rural market. Hence traglability of the three services under considenatis less consistent
and variable. Moreover, in the pie and bar chaatyais it has been revealed that the availabilitthe three services is of

local nature in the rural markets. Service outliets’t offer quality services to the customers.

Table 4: Number of Users of Courier Services, BeaytParlor Services and Computer Education

Standard L Chi -
Services Yes | No | Mean (u) | Deviation Varlat:))n (ne C.V. | Square
(o) (X2)
Courier Services 126 74
Beauty Parlors 165 35 152 18.38 133323;0 12.1 27.78
Computer Education 165 34 '

11.6 From table 4, it is clear that mean of numbfeusers of the three services under consideratiolb2.
The number of users of beauty parlors and compagdacation fall within the range of variation of maafrom standard
deviations (i * 6), which covers two third (68.27% of the area)hs bbservations. Users of courier services fahiwif.
* 26 (i.e. 95.45 % of the area), which is in the léflesof the area. Coefficient of variation is 12.1#ich is higher and
hence more variable and less uniform. This conntiias two third of the respondents use beauty paovices and
computer education uniformly. The number of usérsoarier services is lesser and falls in the negaegion of the area,
which is why the variation is less consistent. Thenber of users of the three services is normadiyiduted in 95.45% of

the area. The calculated value of chi square 2ig.8ich greater than the table values of chi sqgb&@ and 9.21 at 2 d. f.
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at 5% and 1% levels of significance respectivelyisTrejects the null hypothesis that there is rffedince in the number
of users of courier services, beauty parlors andpedger education in the rural market. Hence the bmrmof the users of

the three services under consideration is lessstens and variable.

Table 5: Frequency of Visit to Avail of Courier Sewices, Beauty Parlor Services and Computer Educatio

: No. of Standard Variation Chi - Square
SEMEE Respondents HEE ) Deviation () (nto) €% (X2)
Courier Services 126
Beauty Parlors 165 140.7 1733 123.37 To 123 6.38
Computer 158.03
) 131
Education

11.7 From table 5, it is clear that mean of freqyeof visit to avail of the three services undengideration is
140.7. The frequency of visit to avail of courierdces and computer education falls within thegeaof variation of mean
u from standard deviatios (i + 6), which covers two third (68.27% of the area)la bbservations. Frequency of visit to
beauty parlors fall withim + 26 (i.e. 95.45 % of the area), which is in the riglite of the area. Coefficient of variation is
12.3% which is higher and hence more variable asd Uniform. This connotes that the frequency sif f two third of
the respondents to courier services and computecagidn is uniform. The frequency of visit to beaptrlors is the
highest among the three and falls in the positiegion of the area, which is why the variation issleconsistent.
The frequency of visit to the three services ismalty distributed in 95.45% of the area. The calted value of chi square
6.38 is greater than the table value of chi sq6e88 at 2 d. f. at 5% level of significance. Thegects the null hypothesis
that there is no difference in the frequency oftwig the respondents to courier services, beaatyops and computer
education in the rural market. Hence the frequesfoyisit of the respondents to the three serviaedeun consideration is
less consistent and variable. But, the calculatddevof chi square 6.38 is less than the tableevafichi square 9.21 at 2
d. f. 1% level of significance. This accepts thdl hypothesis that there is no difference in thegfrency of visit of the
respondents to courier services, beauty parlorcantputer education in the rural market. Hencefrtaguency of visit of
the respondents to the three services under coasimleis consistent and uniform.

Table 6: Expectations of Respondents about the Avability (Adequately Large in Numbers) of Courier
Services, Beauty Parlor Services and Computer Edutian in the Nearby City / Town

o Chi -
Services Yes No | Mean (u) StgnQard VEELE) C. V. Square
Deviation () (nto) (X2)
Courier Services 193 7
Beauty Parlors 194] 6| 1917 2.62 1?%'283; Ol 14 2,59
Computer Education 188 12 '

11.8 From table 6, it is clear that the mean exgiexts of respondents about the availability thedhservices
under consideration to be more is 191.7. The eggiecs of respondents about the availability thedhservices under
consideration to be more fall within the range afiation of mearu from two times of standard deviatien(u = 20),
which covers 95.45 % of the area. Coefficient ofiation is 1.4% which is lesser and hence lessabégi and more
uniform and consistent. This connotes that the etgiens of the respondents about the availabilftgourier services,
beauty parlor services and computer education tonbee is uniform, which is why the variation is rotonsistent.
The number of users of the three services is ndyrdadtributed in 95.45% of the area. The calcudatalue of chi square

2.59 is less than the table values of chi squa®® &nd 9.21 at 2 d. f. at 5% and 1% levels of itarice respectively.
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This accepts the null hypothesis that there isifferdnce in the expectations of the respondentaiathe availability of
courier services, beauty parlors and computer ditucéo be more in the rural market. Hence, theeetations of the
respondents about the availability of the thregises to be more are more consistent and uniform.

Table 7: Respondents' Feeling of Courier ServiceBeauty Parlor Services and
Computer Education as a Better Means of Self Emplayent

Standard Chi -
Services Yes | No | Mean (n) | Deviation | Variation (p+6) | C.V. | Square
(o) (X2)
Courier Services 141 59
Beauty Parlors 135 6%5139.3 3.09 136.21 To142.39 2.2 0.67%
Computer Education 142| 5B

11.9 From table 7, it is clear that the mean redpots’ feeling of the three services under consiitan to be a
better means of self employment is 139.3. The medpats’ feeling of the three services as a betteans of self
employment fall within the range of variation of am. from two times of standard deviatien(u £ 26), which covers
95.45 % of the area. Coefficient of variation i2%. which is lesser and hence less variable and mpiferm and
consistent. This connotes that the respondentihégef courier services, beauty parlor serviced aomputer education
as a better means of self employment is uniformchvts why the variation is more consistent. Thepandents’ feeling of
the three services is normally distributed in 9%646f the area. The calculated value of chi squaB@is less than the
table values of chi square 5.99 and 9.21 at 2 &t 5% and 1% levels of significance respectivélyis accepts the null
hypothesis that there is no difference in the radpats’ feeling of courier services, beauty partmrd computer education
as a better means self employment in the rural eiaHence, the feelings of the respondents abeuthifee services as a

better means of self employment are more consiatahuniform.

Table 8: Respondents’ Responses in the Various Head

Varieties of Services | Il 1 v | V | VI [V
Courier Services 147y 124 106 126 126 193 141
Beauty Parlors 194 153 188 165 165 194 135
Computer Education 131 165 165 1B5 131 188 [142
Where:
| represents- Awareness about courier services, beauty paalodscomputer education
Il represents — Respondents’ efforts to avail of courier sergjdeeauty parlor services and computer education
[l represents - Availability of courier services, beauty parkervices and computer education in the nearby city
/ town

IV represents - Number of users of courier services, beautygparvices and computer education
V represents- Frequency of visit to avail of courier servicbsauty parlor services and computer education

VI represents - Expectations of respondents about the avaitgbffidequately large in numbers) of courier

services, beauty parlor services and computer ¢idnca the nearby city / town

VII represents - Respondents' feeling of courier services, beaatyor services and computer education as a

better means of self employment
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Table 9: Furtherance of Table 1 with the Help of Cding Method by Subtracting Each Element From 200

Varieties of Services | | Il Il IV V VI | VII | Total
Courier Services 53 76 94 94 74 14 y 472
Beauty Parlors 6 47 42 47 34 35 6 213
Computer Education 69 34 35 3b 3b 69 12 290
Total 128 | 158 | 171 | 171 | 144 | 178| 25 975
Table 11: The ANOVA Table
Source of Variation| SS | d.f. MS F-Ratio | 5% F Limit (Table Value)
Between Columns 5684 6 5689/6=948.2 2.79 F (6=12D0
Between Rows 5053 2| 5053/2=2526.5 7.4 F (2,12B88 3
Residual / Error 4073 12 4073/12=339.4
Total 14815

11.10 From the above table 11 of analysis of vagait is clear that the calculated value 2.79 effatio for the
distribution between the columns is less than #tdet value 3.00 of F — distribution (6, 12) at 58%dl of significance.
This accepts the null hypothesis that there is ifferdnce in the responses of the respondents umgewvarious heads
column wise (I — Awareness, Il —Respondents’ effad avail of the services, Il —Availability, IMNumber of users,
V -Frequency of visit, VI -Expectations of respontieabout the availability, VIl —Services as a &etneans of self
employment) of table 8 and hence, the differenagddcbave arisen due to fluctuations in the samplBm the difference
in the responses of the respondents under theugathieads column wise is insignificant and we cderithat average
responses column wise are equal. As for as disivibloetween the rows is concerned, it is cleamftbe table above that
the calculated value 7.4 of F — ratio for the distiion between rows is greater than the tablees8l88 of F — distribution
(2, 12) at 5% level of significance. This rejedts null hypothesis that there is no differencehim tespondents’ responses
for the three services — courier services, beaatyos and computer education row wise of tablen8 hence, the
difference in the respondents’ responses for theetkervices under consideration row wise is sigamf. So, we can infer

that respondents’ responses for the three serxigesvise are not equal.
CONCLUSIONS

The majority of the respondents is educationallyureal to understand its needs and wants for serienging
to middle class income group of the rural marketiclv gives the largest market potential with coragigely high paying
capacity. There exists huge amount of potentiathi rural markets for courier services, beautygrarand computer
education. During the survey some of the respolsdemtealed that they are not satisfied with theviserproviders
rendering the three services locally. As per thgpoadents, the three services are inadequatelyablain the rural

markets. Study reveals that the rural customersviliagly able to buy the services at competitiweces.

The level of awareness about the three servicesrwmhsideration is fairly high, but, less consis&nd variable.
The level of responses about the three servicegruodnsideration is also high, but, less consistant variable.
The availability of the three services is not extpdly high. Moreover, in the pie and bar chart gsialit has been revealed
that the availability of the three services isaddl nature in the rural markets. Service outletstdoffer quality services
to the customers. The expectations of the respasdehout the availability of the three serviceshéomore are more
consistent and uniform. The feeling of respondabisut the three services as a better means oéisgfoyment is more

consistent and uniform.
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The location and size of population of villagesothra challenge to marketers. This phenomenon igroetfor
the whole state and there are wide variations antbeglifferent districts of the state on the badigeographical and
demographical variables as the rural areas of westttar Pradesh are more developed than thatstéeaUttar Pradesh.
Given the distribution of rural and urban populafid can be seen that the number of literatesiialrareas are more than
in urban areas. It is interesting to note thatdh®as been a considerable increase in the numbiésrate persons in rural
areas since the last two decades. This has itdcatioln in communicating with the rural populatidh.appears that

communication should not prove to be such a biglleur

Today, television has proved to be an effective immador communication with the rural masses. THedasting
network in the country today covers about 93% efgbpulation. Assuming that the entire urban pdpmras covered by

the television, which is only 23%, then nearly 6@fthe rural population is covered by television.

Moreover, the rural market of India is an untappad vastly spread market having lot of potential elmallenges
too for any entrepreneurial venture in the fieldsefvices in the rural markets. The outcomes agbhistimulating for
different interest groups to tap the untapped roratket. Also, there are lot possibilities for iigt research in the field.
The academicians, researchers, professionals, coespand the government are highly encouraged poex the

possibilities for marketing of other important sees in the widely spread market of rural India.
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