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It is said,producilon is not completed unless -

L5
&
b
h
(8]
e
&
("\
o
[£4]
"
)
©
=
e
o
£
=y
{5
}.J
=
E‘
i
&
£
o
L3
<o
e+
5
m
lc'-.j.
L
()
e
P
U
K
L

ihds fact emphasizes that the manufacturers have o produce
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scae thing,when he says,"lhe intercsts of the
t..e oaly interests of importance and the interesis of = = =
producers shouid only be considered in so far as they add to

L
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the interests of the consumiers®.

In earlier price theories,the text books have -
studies the behaviour of sellers only, the interests and the
aciions of buyers on uemand side was not given much thought.
It is Galbraith and modern market managemsnt sclence,that is
puylng greater attentlon to this side. Jiscussion of production
costs are lmporvant but more important has become selling =
cosis, because the firas wanb to grow in present day type of

market structure. rthe Uelling costs influence the price of -

producis and size of firms.

Marketing includes demand as well as supply side.
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Hearly 77% of the total factories surveyed purchase raw = -

material from local places i.e. in Kolhapur and 11% of the

factories depend on outside markets 12% of the factories -
are service centres and hence they do not depend on any - =
market for purchasing raw material?gg When the firms have -
©o sell their products, the problem of marketing arises, =
"Harketing is not selling only, it concerns itself with -

every aspect of producing goods in the most acceptable form
at a price whlch shows the best return and with BVEYY = = =
function widch ensures that the products reach the greatest

number of buyers at the right time

Marketing channeig -

The sales manager has to formulate marketing -
policies as a gulde for long and short-run opsrations of -
the firm. le decides -

i) The scope by geographical territory to be coversd,
2) intensity of coverage within the territory 3) number and

variety of itews included in the product line.The firms must

m R EE A AR am AR SE W G e me MR N S W W M WS O W G e oR e ee an e ws - ee -

Ref.:129: Table - 31 and Table - 19.
$130: "Scientific management of small scale

industries- 'Nau Winal Sing.p.183.
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collwxr market information, conduct markel research, = = =

wdvertising, selling and thus promote sales. Diesel 0Oil =
engines have local, national and forelgn markets also. But
as we have noted that the local market for oil engines ia
Kolhapur has been saturated.All the factories i.e. private
Ltd; partnership, Semi-Govt; proprietors.ip and co-operatives

T §

nave depended on Xolhapur. Besides this, lhey depend on -

disericts in the State of Hauarashtra, Marathawada,llysore,

131

"“’_.‘n

Pamilnadu, Gufarat and Rajasthani These markets are = - =
dependent on tae abiitude of tThelr respective state = - =
Governments towards import of engines from other states;
guality and price of tuhe engines, after~sale-service facility.

These conditlons are applicable Lo export of engines to other

countries as well.

The firms wohich ilncur hugs selling costs have -
to search and capture larger markets.Llf they fail, the =~ -
markets will be smaller aud it may influence adversely the
vtilization capacity of the plants. In Kolhapur, the number
firms and size of plants was influenced greatly by the -
optimism of jetting extensive markets.lall then there was
e e o S o i s e S

Refs 131 3 See Table - k.
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no marketinyg problem. The main problems were capital, raw
material ete. e.g. Table-22 revealed that out of the total
problems,; tae problem of capital was 69.71%, raw-material -
34.25%; marketing 295.71%, plant and machinery 25.71;License
8.57%, Techalcal guidance 5.71% and transportation 2.85%.
3ut when markets have been saturated, tlhie problem of disposing
engines has become significant since recurrence of recession.
ihis market problem affected different groups differently.

In Kolhapur as noted earlier,there are manu-
~facturers,assemblers ancillaries an. others.denufacturers
sell more engines to other districts in the State of - = -
Maharashtra -as well as to other States like U.P.;4.P., =
Rajasthan,éujarat than in Kolhapur Dis Lr1b£32Lne assemblers
share a larger market in Kolnapur District.fhese assembler

as found out,purchase more than 75% of Components from tne

ancillaries in Kolhasur. When as pointed out, the market for

oil engines has been saturatated in Kolhapur district and
the demand for oil engines has been declining, there is -
nardly any chance that assenmblers will get a flourisning -
markets for taeir oil engines in Kolhapur.naturally the -

assemblers ars cauzht in recession and the aunciilaries

- e s e mE e e e e em mm W e e e A . em e R e e w0 (el wa e e eee S

Ref.: 132 : "Recession in Diesel Oil eagine in Kolhapur"
~dagalyya.
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dependent on them will become helpless.lhe assemblers do
not export the engines out-side Kolhanur district or - -
anarashtra and foreign countries.The ancillaries are small
uiira, the assemblers do not have versatile machinery.This

sector 1s hit hard.

As ar as mamufacturers are co.cernad,it is found
out tnat they have iustalled sophisticated macaines,adopted
scientific technique of production and modern technology.Zlhey
aduere to precision, accuracy religiously, check their - =
products in the plant rigorousliy before marketing.As a result
of this they could sell to foreign countries and to other States
in India.dowever, they have realized that business operations
can-n0t be stabilized for seascnal variations,they have made
eiforts to acquire complementary products. When it ig = = =

lized, thal demand for oil engines as such is declining
due to spread of electrilcity, important firms like.! The
Hanarasntra Co-operative engineering Society Ltd!"; lenon and
tienon, have started gradually diversifying thelr products -
e.g. "Hayur Yanmar Power-tillers™ or ilamproving the quality
of oil engines, alr-cooled instead of ‘water-cooled.'they

are not wholly dependent on oil engines.
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Marketing lethods -

- et S e e B D o S e o . S e

In Kolhapur, we find some of the important products
viz. " Mayur " manufactured in the Maharashtra Co-operative -
engineering society Ltd." enjoys national market such as ===
Andhra Pradesh, Uttar Pradesn, Bihar, iamil Hadu, and export
markets in Jordan, Bahavin, Dupal and Sudan. The firm appointed
agents such as M/S Greaves Cotton and Company Ltd. Bombay and
authorized the dealers to give after-sales service, free of
charge during the guarantee period. The firm gives 2% discount
to these dealers. Fivms like lenon and Menon have made use of
the fine tools of marketing e.g. before a party is persuaded
to go in for a diesel engine, it receives all the literature

132
on the subjecte.
Thus we can say that marketing problem has arisen

in case of " Diesel engines " which do not have much scope in

Kolhapur district. The assemblers and ancillaries dependent -

8 m e Ge me U e SN B R AN e Me mE s 3 e ae e en W S am S U W o e evEmam s s =
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on them zre hit much. But the manufacturers have tried to
achieve diversification. The financial institutions have --
supported this change and expressed willingness to give ---
financlal assistance. The assemblers and ancillaries have
financial, technical and managerial diffidulties. Hence, the
proposed H.l.T. project will solve their problems to some --

extent.
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