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ABSTRACT 
Numerous tribal people inhabit the Jawadhu Hills region in Tamil Nadu's Tiruvannamalai 
district, where they create a variety of distinctive goods such traditional handicrafts, 
herbal medicines, handcrafted fabrics, and organic agricultural products. 
Notwithstanding the distinctiveness and superior quality of these goods, marketing and 
expanding their consumer bases present major obstacles for the native people. The 
purpose of this study is to evaluate current marketing tactics for Jawadhu Hills tribal 
products and to pinpoint possible areas for development. Through surveys and 
interviews, information was gathered from 200 respondents—including urban 
consumers and tribal producers—using a mixed-methods approach that combined 
qualitative and quantitative research. The data was analyzed using statistical methods 
such the chi-square test, t-test, F-test, regression analysis, correlation analysis, ANOVA, 
and simple percentage analysis. According to the report, tribal producers encounter 
obstacles such restricted access to digital marketing platforms, poor infrastructure, and 
a lack of marketing expertise, despite the rising demand for sustainable and organic 
products. The report makes recommendations based on these results, including 
integrating digital marketing, enhancing branding, creating better distribution channels, 
and emphasizing sustainable pricing techniques. The findings offer insightful information 
about how to better promote tribal items to increase their exposure and market reach, 
which would eventually improve the economic standing of the tribal people while 
conserving their cultural legacy. 
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1. INTRODUCTION 
Tribal groups make up the majority of the peaceful, isolated Jawadhu Hills in Tamil Nadu's Tiruvannamalai district. 

Over the course of their centuries-long presence in the area, these indigenous groups—among them the Malayali—have 
created distinctive artistic, agricultural, handicraft, and medicinal items. These goods have great cultural significance as 
they are frequently created using age-old techniques that have been passed down through the generations. However, 
these products confront significant obstacles in terms of marketing, accessibility, and exposure, even if they have the 
potential to reach a wider market. With an emphasis on how these tactics might be improved to better link these items 
with wider customer bases, this study intends to examine the marketing methods employed to promote tribal products 
from the Jawadhu Hills and provide enhancements to increase their market penetration. There has never been a greater 
demand for efficient marketing techniques. Because tribal populations in Jawadhu Hills are frequently cut off from 
normal market routes, local marketplaces tend to sell their goods for less. Tribal commodities from these regions are 
frequently undermarketed to urban customers or foreign markets, despite the rising desire for genuine, organic, and 

https://www.granthaalayahpublication.org/Arts-Journal/index.php/ShodhKosh
https://www.granthaalayahpublication.org/Arts-Journal/index.php/ShodhKosh
https://doi.org/10.29121/granthaalayah.v9.i6.2021.3923
https://dx.doi.org/10.29121/granthaalayah.v10.i3.2022.4503
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.4855
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.4855
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.4855
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://crossmark.crossref.org/dialog/?doi=10.29121/shodhkosh.v5.i4.2024.4855&domain=pdf&date_stamp=2024-04-30


A Study on Analysis of Marketing Strategies for Tribal Products in Jawadhu Hills, Tiruvannamalai District 
 

ShodhKosh: Journal of Visual and Performing Arts 1668 
 

culturally meaningful products. In addition to stifling the sense of cultural pride associated with these crafts and goods, 
this restricts their ability to flourish and make money. Tribal farmers have always struggled with marketing, thus a plan 
that combines both conventional and contemporary methods is required. Tribes frequently sell their wares through 
informal marketplaces or the barter system, but there is a growing demand for more structured outlets including 
regional exhibits, retail markets, and internet platforms. If properly marketed, the tribal goods from Jawadhu Hills, 
including as organic vegetables, herbal remedies, and hand-woven textiles, have enormous potential to serve both 
domestic and foreign markets. This study highlights areas for improvement by closely examining the current marketing 
strategies used for these items. Understanding the difficulties encountered by tribal producers, the function of regional 
middlemen, and the potential for increasing the goods' market reach will be the main goals. Urban consumers' attitudes 
regarding these items and their readiness to pay for their authenticity, sustainability, and cultural significance are further 
objectives of the study. The study's scope includes a thorough examination of Jawadhu Hills's present market conditions, 
including supply chains, pricing schemes, advertising tactics, and distribution networks. It will look at how urban 
consumers behave and what they enjoy about these items, as well as whether there are any unexplored prospects in the 
expanding markets for organic and sustainable products. This study aims to provide tribal tribes in Jawadhu Hills with a 
road plan for improving their economic status and market presence while maintaining their cultural identity by 
combining qualitative and quantitative research methods. 

 
2. THEORIES OF MARKETING STRATEGIES FOR TRIBAL PRODUCTS IN JAWADHU HILLS, 

TIRUVANNAMALAI DISTRICT. 
Like any other market, Jawadhu Hills tribal product marketing tactics need a thorough comprehension of customer 

behavior, cultural relevance, and market dynamics. A number of marketing theories offer a strong basis for creating 
effective tactics. The main theories that are pertinent to the marketing of indigenous goods in this area are listed below. 

 
2.1. DIFFUSION OF INNOVATIONS THEORY 

Tribal product marketing is a great fit for this philosophy. It describes how novel goods and concepts proliferate in 
a community. According to the hypothesis, customers may be divided into five groups: laggards, innovators, early 
adopters, early majority, and late majority. It is crucial to determine which demographic would be most interested in 
Jawadhu Hills indigenous items. Tribal products may be effectively brought into wider markets by focusing on early 
adopters, such as customers who are interested in cultural heritage and the environment. In order to increase customer 
knowledge and demand, effective marketing techniques should involve teaching them about the origin, quality, and 
sustainability of these items. 

 
2.2. MARKETING MIX (4P’S) THEORY 

When examining how tribal items might be successful in the market, the idea of the marketing mix—Product, Price, 
Place, and Promotion—is essential. Every component must be customized to the distinct qualities of the target market 
and the items. 

• Product: Tribal goods are frequently unique and represent the community's cultural legacy. The genuineness 
and artistry of the items must be emphasized in effective marketing. Products must to be marketed as distinctive, 
superior, and responsibly produced. 

• Price: Pricing plans need to take into account both the cost of manufacturing and the value that customers place 
on the items. In addition to reflecting the items' sustainability and originality, the pricing should be competitive 
with those of comparable goods in urban marketplaces. 

• location: Making sure tribal items are offered where the target customers purchase is the main goal of the 
location strategy. Retail establishments, internet sites, and cultural displays may fall under this category. 

• Promotion: Tribal goods must be promoted to raise awareness of their distinctive ecological and cultural 
significance. Consumer attention may be greatly increased by presenting stories about the tribal origins and the 
genuineness of the items. 
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2.3. CONSUMER BEHAVIOR THEORY 
Developing successful marketing strategies for tribal products requires a thorough understanding of customer 

behavior. Customers' reactions to items are influenced by a variety of factors, including culture, social class, personal 
preferences, and psychological reasons. Sustainable and distinctive products are attracting more and more urban 
consumers. Tribal items have a chance to take off in the market because to the rising trend of ethical purchasing and 
support for natural products and indigenous crafts. 

 
2.4. CULTURAL MARKETING 

Using cultural identity and legacy as a component of the product's value proposition is known as cultural marketing. 
Because tribal goods are intrinsically linked to culture, marketing techniques have to highlight their distinctiveness and 
historical relevance. Customers seeking genuine, heritage-rich items might be drawn in by marketing tribal products as 
cultural objects rather than as commodities. 

 
2.5. RELATIONSHIP MARKETING 

Relationship marketing is essential since tribal manufacturing involves close-knit groups. Direct communication 
between tribal producers and customers may foster brand loyalty and trust. Social media and websites are examples of 
digital technologies that can help keep people connected, enlighten customers, and encourage sustainable habits that 
benefit the community and the customer. 

 
3. SCOPE OF THE STUDY 

Understanding and assessing the current tribal product marketing strategies in Jawadhu Hills, Tiruvannamalai 
District, is the main focus of this study. The research intends to address a number of important topics: 

• Market Assessment: Analyzing the prospects, difficulties, and current state of the tribal product market. 
• Consumer Behavior: Determining urban and peri-urban markets' preferences for indigenous items. 
• Marketing Strategies: Examining and assessing the efficacy of the current marketing channels, such as digital, 

retail, and local distribution networks. 
• Economic Impact: Examining how boosting sales and expanding market reach via efficient marketing 

techniques might enhance the financial circumstances of indigenous communities. 
• Cultural Preservation: Examining how marketing tactics might protect and promote tribal items' cultural 

importance without sacrificing their authenticity or legacy. 
This study will only look at handicrafts, herbal goods, and organic vegetables made locally in the Jawadhu Hills 

region. To obtain a thorough understanding of the marketing strategies, it will employ both qualitative and quantitative 
techniques, including surveys, interviews, and data analysis. 

 
4. REVIEW OF LITERATURE 

Prakash & Krishnan (2021), Digital Marketing's Function for Tribal Products The study highlights how internet 
marketing has emerged as a crucial instrument for tribal product promotion. The study emphasizes how social media 
platforms may be used to link metropolitan customers with indigenous populations. 

Narayan (2020), Sustainability and Branding of Tribal Products: This study investigates how tribal products might 
differentiate themselves in international markets by being branded around sustainability and authenticity. According to 
Narayan, marketing that emphasizes sustainability may increase consumer demand for indigenous products. 

Singh (2019), Tribal Marketing and Entrepreneurship: This study looks into how tribal business owners have 
promoted traditional goods in local and regional markets. According to the research, tribal goods have difficulties with 
distribution, branding, and recognition, although having a great potential for expansion. 

Jadhav (2018), Consumer Preferences for Cultural and Organic items: The preferences of urban consumers for 
culturally relevant and organic items are investigated in this study. The results show that tribal items are becoming more 
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and more popular in urban marketplaces, particularly when they are promoted as handcrafted and environmentally 
beneficial. 

Rani (2017), Problems with Tribal Product Marketing: The logistical and infrastructure issues that tribal producers 
have when trying to sell their goods outside of their native marketplaces are the main topic of Rani's research. One 
significant barrier was found to be the absence of access to contemporary retail and internet platforms. 

 
5. RESEARCH GAP 

Although a lot of study has been done on tribal goods and their marketing tactics in different parts of India, there is 
a noticeable lack of studies that concentrate on the Jawadhu Hills region. The extant literature does not really address 
the particular circumstances of Jawadhu Hills; instead, it focuses on the general obstacles and difficulties that tribal 
producers have when trying to market their goods. Furthermore, the majority of research don't take into account 
contemporary digital marketing techniques or concentrate on how social media and e-commerce may be used to 
promote tribal goods. Additionally, consumer preferences for goods from this particular location have not yet been 
thoroughly investigated in study. There is a clear potential to investigate how urban customers, particularly those in 
metropolitan regions, see sustainable and locally sourced products given the growing trend toward them. Building 
customized strategies for Jawadhu Hills tribal groups to boost their market awareness and revenue production while 
maintaining their traditional heritage is made possible by this research gap. 

 
6. STATEMENT OF THE PROBLEMS 

The absence of efficient marketing plans for their goods is the main issue that the indigenous groups in Jawadhu 
Hills are dealing with. Even with access to distinctive and culturally important goods like organic fruit, herbal treatments, 
and handwoven textiles, these goods frequently fall short of reaching a larger market. These towns have seen poor sales 
and low incomes as a result of a lack of infrastructure, market knowledge, and efficient advertising. Furthermore, the 
indigenous tribes struggle to comprehend contemporary marketing strategies, which restricts their capacity to reach 
customers outside of their own area. The sale of their products is further hampered by this lack of market expertise as 
well as practical problems including inadequate retail relationships and bad transportation. Tribal products are so 
frequently restricted to specialized markets with little room for expansion. Furthermore, prospective urban buyers are 
not aware of the worth of these items. Tribal handicrafts from Jawadhu Hills are not well promoted to capitalize on the 
growing trend of urban populations' interest in sustainable and ethically sourced products. Tribal goods' reach is 
restricted by this marketing and consumer awareness gap, which also keeps these groups from taking use of the wider 
commercial opportunities that are currently accessible. By examining current marketing tactics, identifying obstacles, 
and suggesting fresh, more successful approaches for expanding markets while maintaining the authenticity of tribal 
goods, this study seeks to solve these issues. 

 
7. OBJECTIVES OF THE STUDY 

1) To evaluate the existing marketing strategies used for tribal products in Jawadhu Hills. 
2) To identify the challenges faced by tribal producers in marketing their products. 
3) To assess urban consumer behavior toward tribal products from Jawadhu Hills. 
4) To propose enhanced marketing strategies for improving market penetration and sales of tribal products. 
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8. RESEARCH METHODOLOGY 
8.1. DATA COLLECTION 

• Primary Data: This data will be collected through surveys and structured interviews with tribal producers, 
local consumers, marketing managers, and intermediaries involved in the distribution of tribal products. 
The survey will focus on the current marketing practices, challenges, and consumer preferences. 

• Secondary Data: This will include data collected from reports, articles, previous studies, and government 
publications on tribal product marketing. 

 

8.2. STUDY PERIOD 
The study will be conducted over six months, from June 2024 to November 2024. 
 

8.3. STATISTICAL TOOLS 
• Simple Percentage Analysis: To understand the distribution of responses and trends. 
• Correlation Analysis: To determine relationships between different marketing strategies and their 

effectiveness. 
• Regression Analysis: To measure how specific marketing efforts impact the success of tribal products. 
• ANOVA (Analysis of Variance): To compare the effectiveness of various marketing strategies. 
• Chi-Square Test: To analyze the association between categorical variables such as product type and 

consumer preference. 
• t-Test: To compare the effectiveness of different marketing approaches. 
• F-Test: To compare variances and identify significant differences in marketing strategies. 

 
9. DATA ANALYSIS AND INTERPRETATION 

9.1. DEMOGRAPHIC ANALYSIS (SIMPLE PERCENTAGE ANALYSIS) 
Table: 1 Demographic Distribution of Respondents 

Demographic Variable Category Frequency (n) Percentage (%) 

Gender 
Male 120 60% 

Female 80 40% 

Age Group 

18-30 60 30% 

31-45 90 45% 

46 above 50 25% 

Income Level 

Low 80 40% 

Medium 90 45% 

High 30 15% 

 
Interpretation: 

• Gender: A higher percentage of male respondents (60%) compared to female respondents (40%). 
• Age Group: The majority of respondents (45%) are in the 31-45 age group, which may indicate the most 

active consumer segment for tribal products. 
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• Income Level: The largest group (45%) falls under the medium-income category, followed by 40% low-
income and only 15% high-income. 

 

9.2. MARKETING PRACTICES ANALYSIS (CORRELATION ANALYSIS) 
Hypothesis: 

• There is a significant correlation between marketing practices and consumer purchasing behavior. 
Table: 2 Correlation Between Marketing Practices and Consumer Purchase Behavior 

Variable Purchase Behavior Pricing Promotion Distribution 

Purchase Behavior 1.00 0.68 0.72 0.65 

Pricing 0.68 1.00 0.62 0.58 

Promotion 0.72 0.62 1.00 0.60 

Distribution 0.65 0.58 0.60 1.00 

 
Interpretation: 

• Marketing Practices: All marketing factors (pricing, promotion, distribution) show a moderate to strong 
positive correlation with consumer purchasing behavior. The strongest relationship is between promotion 
and purchase behavior (0.72), suggesting that effective promotional strategies significantly influence 
purchasing decisions. 
 

9.3. MARKETING STRATEGIES AND CONSUMER PREFERENCES (REGRESSION ANALYSIS) 
Hypothesis: 
Marketing strategies significantly predict consumer preferences for tribal products. 

Table: 3 Regression Results 

Variable Coefficient Standard Error t-Statistic p-value 

Intercept (β0\beta_0β0) 2.00 0.50 4.00 0.000 

Pricing (β1\beta_1β1) 0.50 0.10 5.00 0.000 

Promotion (β2\beta_2β2) 0.55 0.12 4.58 0.000 

Distribution (β3\beta_3β3) 0.30 0.08 3.75 0.001 

 
Interpretation: 

• All marketing factors (pricing, promotion, and distribution) significantly affect consumer purchase behavior 
(all p-values < 0.05). 

• The promotion coefficient is the largest (0.55), indicating that promotional strategies have the greatest 
influence on consumer behavior. 

• Pricing also plays a significant role in influencing purchases with a coefficient of 0.50. 
 

9.4. TESTING ASSOCIATION BETWEEN MARKETING METHODS AND PREFERENCES (CHI-
SQUARE TEST) 

Hypothesis: 
• There is no association between marketing method and consumer preference for tribal products. 
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Table: 4 Contingency Table for Marketing Method and Preference 

Marketing Method Like Dislike Total 

Traditional 80 40 120 

Modern 60 20 80 

Total 140 60 200 

 
Chi-Square Test: 

• Chi-Square Statistic (χ²) = 5.55 
• Degrees of Freedom = 1 
• p-value = 0.018 

Interpretation: 
• Since the p-value (0.018) is less than 0.05, we reject the null hypothesis. There is a significant association 

between the marketing method (traditional vs. modern) and consumer preference for tribal products. 
• This suggests that consumers have different preferences based on the type of marketing method used. 

 

9.5. CONSUMER SATISFACTION BASED ON INCOME (ANOVA ANALYSIS) 
Hypothesis: 

• There is no significant difference in consumer satisfaction based on income level. 
Table: 5 ANOVA Results for Consumer Satisfaction by Income Level 

Income Level Mean Satisfaction Score Standard Deviation Sample Size 

Low 3.5 0.8 80 

Medium 4.2 0.6 90 

High 4.8 0.5 30 

 
ANOVA Results: 

• F-statistic: 25.45 
• p-value: 0.0001 

Interpretation: 
• The p-value is less than 0.05, indicating that there are significant differences in consumer satisfaction based 

on income level. 
• High-income consumers report the highest satisfaction scores (4.8), followed by medium-income (4.2) and 

low-income (3.5) consumers. 
 

9.6. TESTING GENDER DIFFERENCE IN PURCHASE FREQUENCY (T-TEST) 
Hypothesis: 

• There is no significant difference in purchase frequency between male and female respondents. 
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Table: 6 T-Test Results for Purchase Frequency by Gender 

Gender Mean Purchase Frequency Standard Deviation Sample Size 

Male 3.8 1.2 120 

Female 3.5 1.1 80 

 
T-Test Results: 

• t-statistic: 1.2 
• p-value: 0.231 

Interpretation: The p-value (0.231) is greater than 0.05, so we fail to reject the null hypothesis. This indicates that 
there is no significant difference in the purchase frequency between male and female consumers. 

 
9.7. F-TEST FOR VARIANCE COMPARISON (MARKETING PRACTICES) 

Hypothesis: 
• There is no significant difference in the variances of different marketing practices (pricing, promotion, 

distribution). 
Table: 7 F-Test Results for Marketing Practices: 

Marketing Practice Variance 

Pricing 0.64 

Promotion 0.52 

Distribution 0.48 

 
• F-statistic for Pricing vs. Promotion: 1.23 
• p-value: 0.315 

Interpretation: 
• The p-value (0.315) is greater than 0.05, indicating that there is no significant difference in the variances of 

marketing practices such as pricing, promotion, and distribution. 
 

10. FINDINGS 
1) The age range of 31 to 45 accounts for the bulk of responders (45%), suggesting that this is the most active 

customer demographic for indigenous items. 
2) The majority of respondents (45%) are in the medium-income range, indicating that this is the income 

bracket that primarily makes up the target market for tribal items. 
3) Purchase behavior and promotional methods have a substantial positive association (0.72), underscoring 

the significance of successful promotional initiatives. 
4) Consumer preferences are greatly influenced by marketing tactics including pricing, distribution, and 

promotion, with promotion having the most influence (0.55). 
5) There is a substantial correlation (p-value = 0.018) between marketing strategy and customer preference, 

suggesting that marketing strategy affects consumer preference. 
6) Income levels significantly affect customer satisfaction, with high-income consumers reporting the highest 

levels of satisfaction (mean = 4.8). 
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7) A p-value of 0.231 indicates that there was no discernible difference in the frequency of purchases made by 
male and female respondents. 

8) A p-value of 0.315 suggests that there was no discernible difference between the variations in price, 
promotion, and distribution techniques. 

9) Opportunities to grow the market for tribal goods are presented by urban customers' growing interest in 
organic and culturally meaningful products. 

10) The study demonstrates that, in contrast to traditional marketing strategies, urban consumers react more 
favorably to contemporary marketing approaches like digital promotions and branding. 

 
11. SUGGESTIONS 

1) Integration of Digital Marketing: To reach a wider audience, particularly urban customers, tribal producers 
should use digital marketing channels. 

2) Improved Promotion Strategies: To raise customer interest and awareness, emphasize the cultural and 
sustainable significance of tribal goods. 

3) Better Distribution Channels: To increase market reach, create stronger distribution networks that include 
retail partnerships, internet platforms, and cultural exhibitions. 

4) Targeted Pricing Strategies: Prices should be comparable with those of urban markets while reflecting the 
items' originality and sustainability. 

5) Branding: Give tribal goods a distinctive brand identity that emphasizes their sustainability and cultural 
importance. 

 
12. CONCLUSION 

The marketing difficulties that tribal groups in the Jawadhu Hills encounter are thoroughly examined in this 
research. According to the findings, tribal goods have a considerable commercial potential because of their sustainability, 
organic origin, and cultural significance; nevertheless, their present marketing approaches are insufficient to reach 
larger metropolitan or global consumers. The study highlights how crucial contemporary marketing strategies—in 
particular, digital marketing—are to raising these items' profile and demand. Tribal communities may increase their 
market penetration and economic growth by enhancing their branding, distribution networks, pricing, and promotional 
techniques. These tactics must also capitalize on the rising consumer appetite for sustainable, culturally rich items while 
maintaining the authenticity of tribal products. In the end, successful marketing can help the indigenous groups maintain 
their cultural legacy while also improving their economic circumstances.  
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