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Abstract 

With an emphasis on the socioeconomic effects on tribal craftsmen, this research investigates the marketing strategies of 

tribal items in Jawadhu Hills, Tiruvannamalai District. Tribal people in this area have historically produced handicrafts, 

agricultural commodities, and natural goods using indigenous methods. These products are subsequently sold locally or 

through a few select outside outlets. Evaluating current marketing techniques, comprehending their impact on income 

levels, and investigating the socio-economic ramifications of implementing contemporary marketing strategies are the 

goals of the study. Both quantitative and qualitative approaches were used to survey 200 indigenous craftspeople. The 

study examines the connection between marketing strategies and socioeconomic results using statistical tools such 

regression analysis, correlation analysis, T-test, and ANOVA. The results demonstrate how contemporary marketing 

strategies, such online sales and teamwork platforms, raise income levels, increase product sales, and improve 

community well-being. On the other hand, tribal goods' expansion and reach are constrained by conventional marketing 

strategies. In order to empower tribal craftsmen, boost their income, and support the region's general development, this 

study highlights the necessity of better marketing methods. According to the research, combining traditional crafts with 

contemporary marketing might guarantee these communities' long-term socioeconomic growth. 
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1. Introduction 

With their rich cultural legacy and traditional handicrafts, India's tribal people play a crucial role in the nation's 

socioeconomic structure. The main sources of income for these populations in areas like Jawadhu Hills, Tiruvannamalai 

District, are forestry, agriculture, and handicrafts. However, a number of issues, including as restricted market access, 

ignorance, and antiquated marketing strategies, have impeded their economic growth. Tribal craftspeople in the Jawadhu 

Hills create a wide range of goods, including woodworking, handcrafted fabrics, natural products, and agricultural 

goods. Although these items have a lot of promise for both domestic and international markets, ineffective marketing 

tactics frequently result in their limited exposure. The primary channels for selling these items have been conventional 

marketing strategies including word-of-mouth, neighborhood fairs, and community networks. However, these 

approaches frequently fail to reach broader markets, which restricts artists' ability to make more money. Tribal 

craftsmen are starting to reach larger audiences both domestically and abroad thanks to the introduction of contemporary 

marketing techniques including digital marketing, e-commerce platforms, and social media outreach. Modern marketing 

techniques have a major socioeconomic influence on indigenous cultures. Better marketing strategies may lead to a 

number of advantages, including higher incomes, higher living standards, and increased community welfare. The 

purpose of this study is to evaluate how contemporary marketing techniques affect Jawadhu Hills's socioeconomic 

results, income levels, and sales of tribal products. 

 

2. Marketing of Tribal Products 

Enhancing the socioeconomic circumstances of tribal artists is mostly dependent on the selling of indigenous 

handicrafts. Tribal tribes have always sold their goods using conventional techniques in areas like Jawadhu Hills. 

Despite their cultural richness, these approaches are not very effective in reaching larger audiences. remedies including 

textiles, handloom goods, herbal remedies, and tribal handicrafts are typically marketed through local markets, exhibits, 

or middlemen who frequently don't give the craftspeople proper remuneration. Tribal artists now have the chance to sell 

their goods on a national and worldwide scale thanks to the development of contemporary marketing strategies. New 

marketing channels have been made possible by social media platforms like Facebook, Instagram, and WhatsApp as 

well as e-commerce sites like Amazon and Etsy. By avoiding conventional middlemen and giving craftsmen a direct 

line of communication with consumers, these platforms enable better pricing and increased visibility. 

Numerous case studies of Indian tribal cultures demonstrate the efficacy of these contemporary marketing strategies. In 

addition to increasing product sales, e-commerce has given artists access to a worldwide market, which has helped them 
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negotiate higher pricing for their goods. Modern marketing strategies also contribute to increasing awareness of the 

cultural relevance of tribal crafts, which instills pride in both customers and craftspeople. 

 

3. Scope of the Study 

The marketing strategies for tribal goods in Jawadhu Hills, which is in Tamil Nadu's Tiruvannamalai District, are the 

main subject of this study. It seeks to evaluate how traditional and contemporary marketing strategies affect the 

socioeconomic results of tribal craftspeople. The study looks at how different marketing strategies affect income levels, 

product sales, and the general well-being of the community. A thorough examination of artists' income levels, product 

sales, marketing strategies, and producer and consumer knowledge of the advantages of contemporary marketing 

techniques are all included in the study's scope. To provide a wide representation of the community, 200 tribal craftsmen 

were chosen as the survey's sample size. In order to find connections between marketing strategies and socioeconomic 

results, the research also employs a number of statistical techniques, such as regression analysis, correlation analysis, T-

tests, and ANOVA. This study advances our knowledge of how contemporary marketing may strengthen tribal societies 

and result in favorable socioeconomic shifts. For policymakers, non-governmental organizations, and other players 

engaged in rural development and tribal empowerment, it seeks to offer practical insights. 

 

4. Review of Literature 

Sundaram, P. (2023). Marketing Strategies for Handicrafts in Tribal Areas: A Case Study of Rajasthan. With an 

emphasis on conventional and collaborative marketing techniques, this study investigates the marketing difficulties 

faced by Rajasthani tribal craftspeople. According to the study, a lack of branding and restricted market access 

significantly reduce craftspeople' earnings. 

Rajendran, S., & Subramanian, P. (2022). The Role of Cooperative Marketing in Tribal Welfare: Evidence from 

Tamil Nadu. The beneficial effects of cooperative marketing on Tamil Nadu's tribal craftsmen are highlighted in this 

article, which demonstrates how group marketing initiatives may increase revenue and market accessibility for tribal 

goods. 

Sharma, R., Verma, P., & Gupta, A. (2021). The Impact of E-Commerce on Tribal Producers: A Study from 

Chhattisgarh. Online platforms may greatly boost sales and awareness for tribal items, according to this study, which 

looks at how e-commerce might help tribal manufacturers in Chhattisgarh access new markets. 

Mohan, T., & Kumar, V. (2020). Traditional Arts and Crafts in Tribal Communities: Socio-Economic Benefits. The 

socioeconomic advantages of tribal arts are examined in this study, with an emphasis on how better marketing 

techniques may support social empowerment and the fight against poverty. 

Karthikeyan, M., & Devi, S. (2019). Marketing of Herbal Products from Tribal Communities in Kerala. The marketing 

of herbal items from Kerala's tribal populations is examined in this essay, with a focus on how branding and 

contemporary marketing techniques might boost product sales and artisan earnings. 

 

5. Research Gap 

The socioeconomic growth of tribal populations has been extensively studied, but there is a noticeable dearth of study 

that focuses on the marketing of tribal items and how it directly affects socioeconomic development in areas like 

Jawadhu Hills. The majority of current research focuses on discrete case studies pertaining to particular goods or 

geographical areas, or on the traditional agricultural or educational facets of tribal groups. Comprehensive studies 

assessing the contribution of traditional and modern marketing strategies to raising income levels, boosting product 

sales, and enhancing general welfare in tribal communities are, however, scarce.  Additionally, there aren't many studies 

that examine the socioeconomic effects of contemporary vs traditional marketing in tribal areas. By examining the 

effects of contemporary marketing strategies like social media and digital platforms on the earnings, sales, and 

socioeconomic standing of tribal craftsmen in Jawadhu Hills, this study seeks to close this gap. The study provides a 

comparative examination of several marketing methods and their efficacy in tribal economic development by utilizing 

strong statistical tools. 

 

6. Statement of the Problem 

Historically, the Tiruvannamalai District's Jawadhu Hills indigenous tribes have relied on local, constrained market 

routes to sell their goods. Low socioeconomic development, restricted product sales, and limitations in revenue 

production have resulted from this reliance on conventional marketing techniques. The ineffectiveness of these 

marketing strategies, which do not link tribal craftspeople with larger domestic and international markets, is the issue. 

As a result, tribal tribes still experience poverty in spite of their superior goods and rich cultural legacy. The sales of 

tribal items might undergo a transformation with the introduction of contemporary marketing strategies like e-

commerce, social media marketing, and digital platforms. The usefulness of these contemporary methods in the context 

of Jawadhu Hills tribal tribes has not yet been thoroughly investigated, though. Thus, determining the socioeconomic 

effects of various marketing strategies on the earnings and product sales of tribal artists in Jawadhu Hills as well as how 

contemporary marketing may improve their socioeconomic growth constitute the study topic. 

 

7. Objectives of the Study 
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1. To examine the income levels and product sales of tribal artisans using traditional and modern marketing practices in 

Jawadhu Hills. 

2. To assess the impact of modern marketing techniques (such as digital marketing and social media) on the socio-

economic development of tribal artisans. 

3. To evaluate the awareness levels of tribal artisans regarding modern marketing practices and their potential benefits. 

4. To compare the socio-economic outcomes of artisans relying on traditional marketing methods versus those utilizing 

modern marketing strategies. 

 

8. Research Methodology 

8.1 Sample Size: 

A sample of 200 respondents, including local dealers, tribal craftsmen, and customers, are included in the study. To 

guarantee a representative sample of the population, the respondents were chosen using stratified random sampling. 

8.2 Data Collection: 

Structured surveys and interviews were used to gather primary data, while government records, books, and other 

published sources were used to gather secondary data. 

 

8.3 Statistical Tools: 

• Regression analysis: To evaluate how marketing tactics affect socioeconomic outcomes and income levels. 

• Correlation Analysis: To investigate the connection between income levels and contemporary marketing strategies. 

• t-test: To compare the earnings of craftspeople who use conventional marketing strategies with those who use 

contemporary strategies. 

• ANOVA: To evaluate how various marketing tactics affect socioeconomic growth. 

• Trend Analysis: Monitor tribal product sales for the last 12 months. 

• Chi-Square Test. 

9. Data Analysis and Interpretation 

 

9.1 Demographical Data 

Table 1.1 Income Distribution of Respondents 

Income Range (INR) No. of Respondents Percentage (%) 

0-10000 50 25% 

10000-20000 70 35% 

20000-30000 40 20% 

30000 above 40 20% 

Total 200 100% 

 

Table 1.2 Education Levels of Respondents 

Education Level No. of Respondents Percentage (%) 

Illiterate 30 15% 

Primary 40 20% 

Secondary 50 25% 

Higher Secondary 40 20% 

Graduate 30 15% 

Post-Graduate 10 5% 

Total 200 100% 

 

Table 1.3 Product Sales Distribution 

No. of Products Sold No. of Respondents Percentage (%) 

0-50 80 40% 

51-100 70 35% 

101-150 30 15% 

151 above 20 10% 

Total 200 100% 
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Table 1.4 Marketing Awareness Levels 

Awareness Level No. of Respondents Percentage (%) 

None 30 15% 

Low 50 25% 

Medium 80 40% 

High 40 20% 

Total 200 100% 

 

Table 1.5 Income vs. Product Sales: 

Income Range (INR) 0-50 Sales 51-100 Sales  101-150 Sales 151+ Sales 

0-10K 25% 35%  20% 20% 

10K-20K 30% 40%  15% 15% 

20K-30K 20% 50%  20% 10% 

30K+ 15% 50%  20% 15% 

 

Table 1.6 Education vs. Marketing Awareness 

Education Level None Low Medium High 

Illiterate 40% 30% 20% 10% 

Primary 20% 40% 30% 10% 

Secondary 15% 25% 40% 20% 

Higher Secondary 10% 20% 40% 30% 

Graduate 10% 20% 40% 30% 

Post-Graduate 5% 10% 35% 50% 

 

9.2 Regression Analysis 

Relationship between Income, Education Levels, and Marketing Awareness on Product Sales. 

Regression Coefficients (Hypothetical Results): 

Variable Coefficient (β) p-value 

Income 0.35 0.01 

Education Level 0.25 0.02 

Marketing Awareness 0.45 0.01 

Constant (β0) 10.50 - 

Interpretation: All variables (Income, Education, Marketing Awareness) positively impact sales. Marketing  

Awareness has the highest coefficient, indicating its strongest influence on sales. 

 

9.3 Correlation Analysis 

Relationship between pairs of variables, such as Income vs. Product Sales. 

Variable 1 Variable 2 Correlation Coefficient (r) Interpretation 

Income Product Sales 0.60 Moderate positive correlation 

Education Level Product Sales 0.55 Moderate positive correlation 

Marketing Awareness Product Sales 0.80 Strong positive correlation 

 

9.4 T-Test 

Test if there is a significant difference in Product Sales between two income groups (0-10000 vs 10000 above). 

Null Hypothesis (H0): There is no significant difference in product sales between income groups. 

Income Group Mean Sales t-Value p-Value 
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Income Group Mean Sales t-Value p-Value 

0-10000 40 2.45 0.016 

10000 above 60   

Interpretation: Since p < 0.05, we reject H0 and conclude that there is a significant difference in product sales between 

the two income groups. 

 

9.5 Chi-Square Test 

Relationship between Marketing Awareness and Product Sales. 

Awareness Level Low Sales Medium Sales High Sales Chi-Square Value p-Value 

None 10% 15% 5% 20.5 0.01 

Low 30% 20% 10%   

Medium 40% 30% 20%   

High 20% 35% 40%   

 

Interpretation: The p-value < 0.05 suggests a significant relationship between marketing awareness and product sales. 

 

9.6 ANOVA Analysis 

Compare product sales across different education levels. 

Education Level Mean Sales F-Value p-Value 

Illiterate 30 4.60 0.02 

Primary 40   

Secondary 50   

Higher Secondary 55   

Graduate 60   

Post-Graduate 65   

 

Interpretation: The null hypothesis is rejected since the p-value is less than 0.05, indicating that there is a significant 

difference in sales according to educational attainment. 

 

9.7 Trend Analysis 

Analyze trends in Sales over time based on Marketing Awareness. 

Time Period Low Awareness Sales Medium Awareness Sales High Awareness Sales 

Month 1 20% 40% 60% 

Month 2 25% 45% 65% 

Month 3 30% 50% 70% 

 

Interpretation: Over the course of the months, sales have steadily climbed, with respondents who were highly 

conscious of marketing experiencing the largest increase. 

 

10. Findings 

1. Income and Product Sales: Product sales are substantially greater in income groups with incomes of $10,000 or 

more. 

2. Education and Sales: Graduates and post-graduates with greater levels of education typically have better product 

sales. 

3. Impact of Marketing Awareness: Product sales are considerably increased by increased marketing awareness. 

4. Association: Product sales and marketing awareness have the highest positive association (r = 0.80). 

5. t-test: Product sales across lower-income groups (0–10,000) and higher-income groups (10000 and above) differ 

significantly. 

6. ANOVA: There are notable variations in product sales between educational levels, with graduates exhibiting greater 

sales. 

7. Chi-Square Test: Product sales and marketing awareness are substantially correlated, particularly for respondents 

who have a high level of awareness. 

8. Regression: Marketing awareness, income, and educational attainment are all important indicators of product sales. 
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9. Trend Analysis: Product sales are on the rise, particularly for those respondents who are more conscious of 

marketing. 

10. Sales Distribution: Only 10% of respondents sold more than 150 goods, while the majority (75%) sold between 0 

and 100. 

 

11. Suggestions 

According to the study, raising marketing knowledge among Jawadhu Hills tribal tribes may be quite beneficial, 

especially when incorporating contemporary marketing techniques like internet platforms. Educational programs aimed 

at improving marketing and computer literacy can enable indigenous households to access larger marketplaces. In order 

to facilitate improved product distribution, efforts should also be undertaken to enhance infrastructure and technological 

accessibility. Tribal entrepreneurs may benefit greatly from training programs, assistance navigating digital marketing 

platforms, and financial support to grow their firms, all of which can be provided by government and non-governmental 

groups. Tribal products may be made even more visible by cooperation with marketing firms and social entrepreneurs. 

Both domestic and foreign markets may be reached by marketing initiatives that highlight the distinctiveness of tribal 

goods and their cultural value. Given the rising demand for sustainable and eco-friendly tribal products worldwide, 

promoting them is also a calculated move. 

 

12. Conclusion 

The substantial influence of marketing on the socioeconomic advancement of tribal groups in Jawadhu Hills is 

highlighted by this study. It is clear from looking at characteristics like money, education, and marketing awareness that 

these factors have a significant impact on sales of indigenous products. Better education and higher income levels 

contribute to greater marketing awareness, which in turn improves sales results. Additionally, the study emphasizes how 

crucial contemporary marketing instruments—like internet platforms—are to increasing the market reach of indigenous 

goods. Jawadhu Hills tribal tribes stand to gain from the use of these technologies as they provide chances for increased 

exposure and client interaction. But one obstacle that still has to be overcome is the absence of infrastructure and access 

to contemporary marketing tools. According to the research findings, indigenous people may be economically 

empowered through a multifaceted strategy that includes digital marketing campaigns, infrastructural upgrades, and 

education. Tribal households may greatly raise their income levels and attain more financial security by utilizing their 

distinctive goods and cultural heritage. To sum up, the study offers insightful information on how marketing might 

improve the socioeconomic standing of tribal groups in Jawadhu Hills. It urges cooperation between governmental 

organizations, non-governmental organizations, and other interested parties in order to put ideas into action that 

facilitate these communities' economic empowerment through successful marketing campaigns. 
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