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Introduction 

Rural Products of India Are Unique, Innovative and Have Good Utility and Values. Large Number of These Rural Products (Like Handicraft Items, Food Products, Embroidery, Clothes & Other Products) Sustains a Significant Segment of the Population in the Rural Areas. Several Attributes of Rural Products Can Be Identified, For Which, It has a Demand in the Market. Out of the Lots, ‘ethnic Origin’ And ‘indigenous Design & Appearance’ Are Two Traits of Rural Products, Attracting a Premium in the Market. But, Contrary to This, The Non-Uniformity of Rural Products (From One Another) And Lack of It's Quality Control Measures has Been Creating a Negative Demand. Besides, The Small Sized and Dispersed Production Units of These Rural Products Hinder Realization of the Economies of Scale in Marketing and Result in High Transaction Costs Per Unit of Output. Niche-Based Products Have No Local Market. Products in Local Use Are Also Not Marketed Horizontally; They Often First Travel Down to Market Through a Long Chain of Intermediaries and Then Up to More Difficult Locations in the Rural Areas. In the Process, The People in Rural Areas Suffer From Both Low Prices As Producers and High Prices As Consumers. In This Conflict, Rural Products Loss It's Equilibrium and the Supply Side Becomes Exponentially High. Because of This Hazard, Rural Entrepreneurs Face Acute Economic Loss and Rural Markets Become Stagnant. Therefore, There Is an Emergent Need for Building Sustainable Market Linkages for Rural Products, So That, It Can Be Connected to Larger Markets and Farmers Can Get a Sustainable Livelihood.







Project Shakti

Organisation Name Unlevel-Problem
Approximately 700 Million People, Or 70% Of India's Population, Live in Around 650,000 Villages in Rural Areas. 90% Of the Rural Population Is Concentrated in Villages with a Population of Less Than 2,000 People. Success for the Groups, However, Depends Not Only On Access to This Small-Scale Funding, But Also On Finding Viable and Sustainable Investment Opportunities, Which Are Few- And -Far in Many Parts of Rural India.

Solution;
Local, Small-Scale Sellers of It's Products. With a Loan From a Self-Help Group or a Micro-Finance Bank (Facilitated by Hll), Each Entrepreneur Buys a Small Stock of Items Such As Lifebuoy Soap, Wheel Detergent or Clinic Shampoo, Which Are Then Sold Direct to Consumers in Their Homes. Working in Conjunction with the Local District Authorities, Hll Provides Free Training On the Basics of Business Management and Selling Techniques. Ongoing Support Once the Business Is Up and Running Is Also Provided. Many of the Women Have Little or No Education and No Experience of Running a Business so Such Training Support Is an Essential Component in Enabling the Business to Succeed.

Benefits

Through the Nature of the Products Sold, The Project Is Helping to Increase Awareness On Health, Hygiene and Nutrition, Thus Improving the Standard of Living of the Rural Community. In Addition, Health Educators Known As `Shakti Vanis', Talk to Self-Help Groups About Hll's Brands and the Importance of Good Nutrition and Hygiene Practices in Combating Diseases.
Learning’s From the Pilot Stage of the Project Indicated That There Was a Significant Need for Information Amongst the Rural Community in Areas Such As Agriculture, Education, Health and Hygiene, Veterinary, Etc. In 2003 Hll Piloted I-Shakti, An It-Based Rural Information Service Providing Access to These Key Rural Information Needs. Currently, There Are Over 400 I-Shakti Kiosks and It Is Planned to Have 3,000 Of Such Kiosks in Place by the End of 2005.

Hul Project Shakti - Presentation Transcript
Project Shakti Shakti - Changing Lives in Rural India
Hul has Been Proactively Engaged in Rural Development Since 1976 With the Initiation of the Integrated Rural Development Programme in the Etah District of Uttar Pradesh, In Tandem with the Company’s Dairy Operations. This Programme Now Covers 500 Villages in the District. Subsequently, The Factories That Hul Continued Establishing in Less-Developed Regions of the Country Have Been Engaged in Similar Programmes in Adjacent Villages. These Factory-Centered Activities Mainly Focus On Training Farmers, Animal Husbandry, Generating Alternative Income, Health & Hygiene and Infrastructure Development.




Shakti Is Hul's Rural Initiative, Which Targets Small Villages with Population of Less Than 2000 People or Less. It Seeks to Empower Underprivileged Rural Women by Providing Income-Generating Opportunities, Health and Hygiene Education Through the Shakti Vani Programme, And Creating Access to Relevant Information Through the Ishakti Community Portal.
Shakti Is a Pioneering Effort in Creating Livelihoods for Rural Women, Organised in Self-Help Groups (Shgs), And Improving Living Standards in Rural India. Shakti Provides Critically Needed Additional Income to These Women and Their Families, By Equipping and Training Them to Become an Extended Arm of the Company's Operation.

Started in 2001, Shakti has Already Been Extended to About 80,000 Villages in 15 States
Shakti Already has About 25,000 Women Entrepreneurs in It's Fold. A Typical Shakti Entrepreneur Earns a Sustainable Income of About Rs.700 -Rs.1, 000 Per Month, Which Is Double Their Average Household Income. Shakti Is Thus Creating Opportunities for Rural Women to Live in Improved Conditions and with Dignity, While Improving the Overall Standard of Living in Their Families.


The Model Was Piloted in Nalgonda District of Andhra Pradesh in 50 Villages in the Year 2000. The Government of Andhra Pradesh Took the Pioneering Step of Supporting the Initiative by Enabling Linkages with the Network of Dwacra Groups of Rural Women Set Up for Their Development and Self-Employment. Most Shg Women View Project Shakti As a Powerful Business Proposition and Are Keen Participants in It. It has Since Been Extended to in Andhra Pradesh, Bihar, Chhattisgarh, Gujarat, Haryana, Jharkhand, Karnataka, Madhya Pradesh, Maharashtra, Orissa, Punjab, rajasthan, Tamilnadu, Uttar Pradesh and West Bengal with the Total Strength of Over 40,000 Shakti Entrepreneurs.

Other Activities: To Improve the Business Skills of the Shg Women, Extensive Training Programmes Are Being Held. Such Workshops Have Already Covered a Large Number of Shakti Entrepreneurs in Andhra Pradesh, Karnataka, Gujarat, Madhya Pradesh, Uttar Pradesh, Tamilnadu, Chhattisgarh and Orissa
As Part of Their Training Programme, All Hul Management Trainees Spend About 4 Weeks On Project Shakti in Rural Areas with Ngos or Shgs. Assignments Include Business Process Consulting for Nascent Enterprises Engaged in the Manufacture of Products Such As Spices and Hosiery Items.
Participated States, Andhra Pradesh, Karnataka, Madhya Gujarat, Chhattisgarh, Maharashtra, Orissa, Punjab, Rajasthan, Tamilnadu, Uttar Pradesh, West Bengal, Bihar, Haryana, Jharkhand,



Support Shakti

Woman Who They Believe Will Be Suitable As a Sa. After Training She Is Asked to Put Up Rs 20,000 As Investment Which Is Used to Buy Products for Selling. The Products Are Then Sold Door-To-Door or Through Shakti Are Working Closely with the Rural Development Departments of the State Governments, As Well As Large Number of Ngo’s Across the Geographies It Currently Operates In. A List of the Ngo’s Who Are Working with Hul On Project Shakti Is Provided Below
Hindustan Unilever Limited (Hul) To Tap This Market Conceived of Project Shakti. This Project Was Started in 2001 With the Aim of Increasing the Company’s Rural Distribution Reach As Well As Providing Rural Women with Income-Generating Opportunities. This Is a Case Where the Social Goals Are Helping Achieve Business Goals.


The Recruitment of a Shakti Entrepreneur or Shakti Amma (Sa) Begins with the Executives of Hul Identifying the Uncovered Village. The Representative of the Company Meets the Panchayat and the Village Head and Identify the Petty Shops at Home. On an Average a Shakti Amma Makes a 10% Margin On the Products She Sells.


Economic and Social Benefits


Sales $250/month $3,000/year
Earnings About 7%, After 3% Goes Towards Principal ($250) And Interest
Improves Her Per-Capita Income by About 50% To 100%
100,000 Entrepreneurs by 2010
So, Social Benefit Equals $20 To $30 Million
Shakti Entrepreneur
Sales Turnover of About $250 Million
If All Goes Well, Net Margins of About $25 Million
Hllchallenges
Scaling Up for Economic Profit. Moving From Variable Cost to Fixed Cost Model.
Significance of Partnerships with Ngo Sector and Government Sector In
Building Commercial Infrastructure (Even Competitors).
Sustainability and Attention.







Market Linkages for Rural Products


 there Are, Broadly Speaking, Three Ways in Which They Can Be Connected to the Markets. They Can Do It On Their Own — Through Cooperatives. Or, The State Can Do It for Them — Through It's Procurement Engines. Stages One and Two, In a Manner of Speaking. Today, Developmental Thinking On Market Linkages has Reached Stage Three — Linkages Through Companies or Industries. Rural Markets Are Regarded As Organizations For marketing of Non-Farm Products in a Traditional Setting. Developing Rural Markets Is One of the Major Concerns of Government And non-Government Origination in India. This Subject has Attracted Large Number of Research Studies Over Past. Among Which Noted Contributions Are Made By raja Opal Phd Frsa; Faculty Members Of institute of Rural Management Anand Iima and Others.
In This Scenario, Companies Can Use the Social Infrastructure (The Self Help Group Et Al.) As an Alternative Procurement and Distribution Chain and Vice Versa.


Industry’s Role in Building Market Linkages 

To Make an Effective Market Linkage, Industries Have to Play As an Engine of Market, Which Can Generate a Brand Image of the Rural Products. This Initiative of Industries Will Also Strengthen the Backward and Forward Linkages of the Rural Market, Besides, Accelerating the Innovations of the Rural Products. Definitely, This Strategy Will Also Give a Remarkable Dividend to the Industries & Profit Making Companies. In Micro Level, It Is Observed That to Create a Sustainable Market Linkage for Rural Products, Industries Can Develop an Ecosystem of Self Help Groups (Shgs) By Involving the Local Communities Through Village Level Empowerment. It Is Nothing Less Than the Next Phase in the Democratization of Commerce. Under This Paradigm, Industries Can Create a Network with Viable Marketing Channels Covering All the Linkages From Villages to the Global Level. This Architecture Provides the Right Value of Procurement Through the Village Procurement Centers and Rural Entrepreneurs Can Sell Their Products Faster with Better Price Realization. Moreover, In the Current Era of Information Technology, Industry and Private Companies Can Also Creatively Use Ict for Building Sustainable Marketing Linkages. This Approach Creatively Leverages Information Technology (It) To Set Up a Meta-Market in Favor of Small and Poor Producers/rural Entrepreneurs, Who Would Otherwise Continue to Operate and Transact in 'Uninvolved' Markets Where the Rent-Seeking Vested Interests Exploit Their Disadvantaged Position. Itc E Chou Pal Is the Best Example in This Context. Through Creative Use of Information Technology, Itc Echo Pal has Been Creating Sustainable Stakeholder Value by Reorganizing the Agric-Commodity Supply Chains Simultaneously Improving the Competitiveness of Small Farmer Agriculture and Enhancing Rural Prosperity.





Scope & Opportunities

The Basic Scope of This Novel Initiative Will Be the Mutual Benefits of the Rural Entrepreneurs and Industries. The Entrepreneurs – Primary Beneficiaries, Shgs – Bridge with the Community, Participating Companies/industries and Rural Consumers Have Befitted Through a Robust Commercial Relationship. These Models of Marketing Linkages Demonstrate a Large Corporation Which Can Play a Major Role in Reorganizing Markets and Increasing the Efficiency of a Rural Product Generation System. While Doing so It Will Benefit Farmers and Rural Communities As Well As Shareholders. Moreover, The Key Role of Information Technology—provided and Maintained by the Industry/company for Building Linkages, And Used by Local Farmers—brings About Transparency, Increased Access to Information, And Rural Transformation. Besides, This Strategy of Market Linkage, Addresses the Challenges Faced by Rural Entrepreneurs Due to Institution Voids, Numerous Intermediaries and Infrastructure Bottlenecks. Moreover, The Prime Scope of This Model Is the Creation of Opportunities for the Rural Entrepreneurs for Product Differentiation and Innovation by Offering Them Choices. Because of This Sustainable Market Linkages, Rural Producers Can Participate in the Benefits of Globalization and Will Also Develop Their Capacity to Maintain Global Quality Standard. Nonetheless, It Creates New Stakeholders for the Industry Sector. And Subsequently, They Become Part of the Firms’ Core Businesses. The Involvement of the Private /industry Sector at the Rural Product and Market Development Can Also Provide Opportunities for the Development of New Services and Values to the Customers, Which Will Find Application in the Developed Markets. It Will Be Worth Mentioning That Building a Sustainable Market Linkage Through Industry’s Intervention Will Also Empower the Rural Mass (Producers, Farmers & Entrepreneurs) To Cope with Socio-Economic Problems in the Rural Society and Will Ensure Economic Self –reliance.







Challenges



There Are Significant Challenges to the Entire Process the Most Important Being the Capacity Building of the Rural Entrepreneurs. For Decades, The Entrepreneurs Associated with Very Conventional/traditional Knowledge of Business, Humiliation with Government, So They Are Likely to Look at These Initiatives with Skepticism. Only Consistent Performance Can Convince the Skeptics. Therefore, The Industries Must Play a Catalytic Role to Cope with This Challenge and Should Also Train the Entrepreneurs to Develop Their Managerial and It Skills. On the Other Hand, The Products of the Existing and Popular Brand Also Stand As Threat to the Rural Products. These Global Giants (Brand) May Try to Suppress the Rural Products in the Markets with It's Communication Hype. Therefore, Developing Alternative and Additional Market Linkages for These Products Is an Absolute Necessity. Moreover, The Low Volumes of Rural Products, High Operating Costs, High Attrition, And Absence of Local Know How and Relationships May Also Create Problem in the Process. Henceforth, It Is Essential to Make a Way Out to Cope with These Odds.







Literature Review:

Distribution Playas an Important Role in All Organizations, Due to Globalization Many Companies Entered Into Different Economies and All.
India has Become World’s Largest Markets for Consumer Goods. The Country’s Market Forconsumer Durables Stood at $4.8billion in 2005, It Is Going to Be Expecting $ 9.7 Billion by 2010. Indians Attracting Attention of Consumer Companies Around the Around the World.
The Consumer Durables,Stood at $4.8billion in 2005, Is Expected to Grow $9.7billion by 2010.Appearal,At$20billion in 2005,Isexpected to Grow to More Than $9.7 Billion by 2010.Apparel,At$20 Billion in 2005,Is Expected to Grow Approximately 18%per Year, Around 46 Billion. The Overall Retail Market Worth More Than $230 Billion in 20005 And Growing 6%per Year, Is Projected to Reach Almost$308 Billion By2010.
Talks Are On with Companies Like Nippo, Tvs Motors, And Insurance Companies. Hll Also Operates I-Shakti an It-Based Rural Information Service That Will Provide Solutions to Key Rural Needs in the Areas of Agriculture, Education, Vocational Training, Health and Hygiene. Gangai Vattara Kalanjia Mutuals’ – A Mutual Trust, Aims at Providing Social Security Services to the Poor in Rural Areas. It Draws Inspiration From the Mutual Insurance Association of Netherlands (Mian). A Unique Feature of the Insurance Cover Is That All Claims Are Settled Within Hours, Sans Much of the Paper Work. As a New Venture, Shg Members Are Entering the Arena of Health, Especially in Identifying Hearing Impaired Persons by Joining Hands with Project Shakti of Hll and Affordable Hearing Aid Project Centre. Shgs Took an Important Step Towards Financial Independence by Attending 12- Day Training Programmed On Setting Up Information Kiosks. After Training the Women On Basic Computing Skills Besides Operating Photocopiers and Fax 15 Machines, Tamil Nadu Corporation for Development of Women Limitless the Special Schemes From Government and Financial Institutions to Assist Women (Tncdw) Will Offer Financial Assistance to the Women. In Creating Enterprises and the Conducive Platform Provided by the X Plan by Virtue of It's Thrust On Women’s Social and Economic Empowerment and Gender Justice.

Microfinance and Women Empowerment Links Between Microfinance and Women's Empowerment Are Viewed As Optimistic, Limited by Design, Cost Effective in Eliminating Poverty, And a Misplaced Diversion of Resources. Microfinance Programs Range From Small Scale Self-Help Groups to Large Poverty-Targeted Banks. One Model May Vary in Delivery, Group Functions and Structures, And Complementary Services. There Could Be 3 Contrasting Approaches to Microfinance and Women's Empowerment: The Financial Sustainability Approach, The Integrated Community Development Approach and the Feminist Empowerment Approach. However, Program Evaluations Revealed the Need to Question the Assumptions Underlying All 3 Approaches. In Most Programs, Women Benefited to a Limited Degree. Many Women Did Not Control the Loan Use. Most Women Were Engaged in Low Paid, Traditionally Female Activities, And Increases in Income Were Small. Resources and Time Invested in Economic Activity Were Limited by Responsibility for Household Consumption and Unpaid Domestic Work. International Year of Microcredit 2005’s Fact Sheet, Microfinance and the Millennium Development Goals, Notes That a Review of Microfinance Literature Points to Several Specific Conclusions About It's Impact On Poverty Reduction and Several Other Mdgs. Some of Them Are Highlighted Here:
(A) Shahidur R.Khandker’s 1998 Seminal Study for the World Bank Notes That, ‘in Bangladesh, 5 % Of the Grameen Bank’s Clients Graduated Out of Poverty Every Year by Participating in Microfinance Programmers And, More Importantly, Households Were Able to Sustain These Gains Over Time.
(B) Save the Children’s 1999 Study in Honduras Showed That Microfinance Clients Increased Earnings, Which Enabled Them to Send Their Children to School.
(C) Women Empowerment Programmed in Nepal Found That 68% Of It's Members Were Making Decisions On Poverty, Family Planning and Daughter’s Education and Also Negotiating Their Children’s Marriages.
(D) Microfinance Contributes to Improved Nutrition, Housing and Health, Especially Among Women Clients. Access to a Wide Range of Financial Services Can Have Significant Positive Effects On a Wide Variety of Manifestations of Poverty. Financial Services for the Poor Includes Besides Microcredit, Other Services Like Savings, Money Transfers, Remittances and Insurance. As in India, These Service Providers Include Savings and Credit Cooperatives, Commercial Banks, Community Finance Institutions, Ngo-Mfis, Consumer Credit Companies, Insurance Companies and Other Types of Institutions Including the Private Sector Companies. E-Banking and Other Emerging Technologies Offers a Huge Opportunity in This Sector Which Resulted in Growing Number of Commercial Financial Institutions Initiating Efforts to Serve the Low Income Market. There Are More Than 1000 Private Mfis Operating in the Country Today. However, Not More Than 1-2% Of These Have an Outreach of 1, 00,000 Microfinance Clients. It Is Estimated That the Mfis Share of the Total Institution-Based Microcredit Portfolio Is About 8%. Ngo-Mfis Are Unable to Offer a Range of Financial Services and Focus Primarily On Credit. However, Many Numbers of Ngo-Mfis Are Transforming Into Nbfcs to Offer Wide Array of Services and Others Are Trying to Offer the Same Through the Route of Agency Agreements with Other Players in the Market Like Insurance Companies. But These Services Are Offered at Very High Interest Rates (12 – 36% P.A) Due to the Nature of Offering These Services at the Village Level and Lower Business Volumes Which Causes the Transaction Costs of These Services to Be Exorbitant Than That of Formal Banking Channels. Most of the 18 Mfis in India Have Thus Far Not Able to Significantly Scale Up the Operations And-Bank Linkage.

The Credit Linked Rural Entrepreneurial Development Programmed of Nabard Is Gaining in Rural Karnataka and has Helped Promote Entrepreneurship, Particularly Among Women.
During 2003, Of 75000 Shgs That Received Financial Assistance, 3628 Have Become Micro-Entrepreneurs (< 5%). Of 3628 Micro-Entrepreneurs, 2476 Were Women (68%). Almost All the People Involved in Various Activities Were Earning Over Rs.10, 000 Per Month and Had Enhanced Their Business and Marketing Skills. To Provide Financial Assistance to Artisans and Small Entrepreneurs in Investment and Working Capital Requirement, Nabard Had 19 Formulated a Special Credit Card Scheme Called Swarojgar Credit Card (Scc). Under the Scheme, Rs.25000 Could Be Borrowed. There Is a Long Way to Go and a Very Conservative Estimate Suggests That, In India, At Most, Just 20% Of All the Eligible Low-Income People Have Access to Financial Services From Formal Financial Institutions, Mfis and Other Such Stakeholders. Considering the Increased Competition in Micro-Credit and the Pressure to Reduce Interest Rates, It Is Time to Move to Considering Moving Beyond Group Lending. And This Reduction Interest Would Really Be Helpful and the Increased Competition in the Credit Pressure Is More Become Competitive.
	






Women Entrepreneurs
Empowering Women has Become the Key Element in the Development of Any Economy. It Is Been Found That There Are Various Forums and Ngos That Are Working Hard Towards This Direction. There Are Lots of Research Studies Supposing the Indian Economy has Been Substantially Liberalized in Recent Years with an Increasing Role for Small-Scale Private Enterprise. Alongside Economic Liberalization has Come a Drive to Enhance the Role of Women with Moves to Ensure That Women Have at Least 30% Of Seats in Local Councils and Many Other Elected Bodies (Though Not As yet in the National Parliament). As a Result Women Are Playing a More Important Economic Role. There has Always Been a Tradition of Education for Middle Class Women in India and Increasingly There Is a Strong and Growing Group of Professional Women Holding Positions in Indian Universities and Government Service. However, There Are No Sex Discrimination Laws Within the Labor Market. Women Have Also Traditionally Been Involved in the Informal Economy, Working in Family Businesses Without Formal Position or Pay. Thus Their Economic Contribution Is Often Undervalued or Just Not Mentioned at All. The Indian Government and the State Governments Have Taken Some Steps to Encourage Women to Set Up Small Businesses. For Example the Karnataka State Government Was Offering Help to Widows to Set Up Knitting Businesses in 1997.
To Develop the Workforce; Less Concerned with Outward Trappings. Women Also Faced Different Problems. Simpson (1991) Found That Their Partners Do Not Help with Domestic Chores or the Business, Whilst the Reverse Is True for Men. Simpson Also Suggested That Women Have to Work Harder to Gain Credibility. Truman 21 (1994) Found That the Advice Services for Entrepreneurs Do Not Gear Themselves for Women. They Also Have Problems with Childcare and Raising Finance. However the Microcredit Programmed Run by the India Government Does Help Provide Finance for Small Businesses. Rajasekhar in His Study of Ngos has Produced Some Research On the Effects of the Micro Credit Programmers Qn Poverty, Wellbeing and Gender Equality This Study Would Therefore Focus On the Different Motivation of Women Entrepreneurs in India and Their Contribution to the Local Economy for Which There Does Not Appear to Be Specific Research. There Are Many Studies That Provide Insights Into the Impacts of Micro-Credit And/or Microfinance On Poverty Alleviation and the Empowerment of Women. Some of the Notable Studies Were ‘towards Women’s Empowerment and Poverty Reduction: Lessons From Andhrapradesh South Asia Poverty Alleviation Programme; Micro-Credit and Women’s Empowerment: A Case Study of Share Microfinance Limited; Social Mobilization and Micro-Credit for Women’s Empowerment: A Study of the Dhan Foundation; Awareness, Access, Agency: Experiences of Swayam Shikshan Prayog in Micro-Finance and Women’s Empowerment; Micro-Credit and Women’s Empowerment: The Lokadrusti Case; And Social Mobilization and Micro-Finance for Women’s Empowerment-Lessons From the Asa Trust’. These Studies Concluded That There Is No Linear Relationship Between the Three. Collective Strategies Beyond Micro-Credit to Increase the Endowments of the Poor/women Enhance Their Exchange Outcomes Vis-À-Vis the Family, Markets, State and Community, And Socio-Cultural and Political Spaces Are Required for Both Poverty Reduction and Women Empowerment.‘nabard Initiatives Turn Rural Women Into Entrepreneurs.

Conclusion 

These Issues Gain Added Complexity Under Globalization, Where Markets Are Characterized by Extreme Competition and Volatility. While Rural Products has Been Perceived Traditionally As Catering to the Local Market, Or at Best, To a Wider National Market Through Limited Formal Channels, The Reality of Globalization Since the 1990s Introduced a New Dimension to the Market for Such Products. The Issue of Rural Product Generation Through Industrialization, Therefore, Needs to Be Viewed From a New Angle and On Far More Scientific Lines. The Core of a Scientific Approach Is to Understand the Market Opportunities for Rural Products Along with the Country's Development Priorities and to Chalk Out a Strategy Where Rural Industries Have an Important Role to Play. While Rural Products Are Forced to Increasingly Become Part of Global Supply Chains, These Products Need to Adapt Themselves, Not Only According to the Changing Tastes of the National Market, But Also According to Changes in Tastes in the International Market. Therefore, A Process Is Essential to Explore the Market Linkages and Capacity Building for Shgs Through a Bottom Up Approach and Continuous Dialogue with Stakeholders of Rural Enterprise. This Process Should Ensure the Participation of Rural People As Consumers and Producers in the Globalization Mechanism, With Better Livelihoods and Global Access to Markets. The Real Challenge of Building a Sustainable Market Linkage Starts Here.
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