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- STRACT A huge fortune lying at the bottom of the pyramid stresses the importance of MSMEs/ small businesses to grow in

India. But, there is a strong caution of sustainability and profitability to these MSMES in Indian especially widespread
rural markets. In this regard we would like to suggest a well tested market orientation strategy for those who would like to be ensured of an
inclusive growth of any given business enterprise. A case study of MOVE conducted in this regard in the peri-urban villages of Hubli-Dharwad
(Karnataka), is used for testing of influence of market orientation on the business performance.

Introduction:

Scope of Indian market is very well recognised by the entire
world by its huge potential and a strong discussion on FDI to
India does explain this aspect in detail. Inspite of this, domestic
business is mainly dominated by MSMEs in India, this foster the
thought for promoting of MSMEs and in particularly small busi-
nesses to make use of large extent of small savings and human
resource left out being unused as unemployed. This domestic
business forms of a great importance because of its huge popu-
lation and/or market size. This has been rightly discussed and
explained by many intellectuals in the area.

But, in a globalized marketplace and that too with a pressure
and strokes from global crisis, it is almost impossible for the
small entrepreneurs especially in case of rural producers to
match the prices and economies of scale that huge multi-nation-
al producers can offer. In this context a unique method known
as Market Oriented Value Enhancement and comprehensively
termed as MOVE was evolved. This method was an outcome as
a result of a natural resources systems programme (NRSP) to
commission research into understanding semi-urban interface
and how best to manage it, in the areas of poverty alleviation
and natural resource management. This NRSP was set by the UK
department for international development (DFID) in an effort
of finding way out for the above issues and for improving liveli-
hoods of the asset-poor under the DFID Project Number R8084.

MOVE - Market Oriented Value Enhancement:

MOVE (Market Oriented Value Enhancement) was created be-
cause it was found that about 90 to 95 percent of the small en-
trepreneurs fail because they do not understand the markets. It
is important that all entrepreneurship development programs
have to be market oriented. The Indian market has changed with
the opening of the markets. The small producers cannot com-
pete with the larger companies. Therefore they have to be mar-
ket oriented to have more flexibility and to be able to move lat-
erally. If the entrepreneurs are oriented to the markets then the
success rates of the entrepreneurs will be very high. Thus, the
strength of MOVE is that the trainees are market savvy by the
end of the training. The trainees have the tools to understand
the markets and therefore as the markets shift, they too can shift
or tailor their products or services.

Market Orientation and Value Enhancement is a practical, sus-
tainable, replicable, adaptable, profitable tool that has proven to
be a viable alternative to improve livelihoods of the poor. This
tool helps in setting up viable businesses or income generating
activities based on market needs, thus drastically reducing the
failure rate. Hence, MOVE is basically a customer-centric ap-
proach to business! The main concept in MOVE is that a busi-
ness has to be customer oriented for it to succeed. The cus-

tomer has to be at the center or the main target. Trainees have
to first understand their customer thoroughly, their needs, and
their wants, before they can move forward. Once the customer’s
requirements are understood, the trainee should then see if it
makes business sense to make and sell these products or servic-
es. The customer may want a lot, which may not make business
sense, in which case the trainee should not start that business.
It is only after these have been identified does the trainee looks
at other aspects of the business such as finance, human resourc-
es and production.

A case study of MOVE:

The present case study is primarily an experimental (Empirical)
and descriptive in nature. It mainly concentrates on studying
superiority of MOVERS (trainees of MOVE) over Non-MOVERS
(untrained or independent) entrepreneurs. This study mainly
concentrates on the data so collected from small and relatively
fresh entrepreneurs; who are from rural and peri-urban areas of
India. Thus this study becomes more useful for those market-
ing strategists and academicians to know more about rural and
peri-urban Indias view and interest towards being marketing
orientation. This will give a proper guidance in the process of
business development by making proper use of marketing orien-
tation strategies.

Here this case focuses on the trainees of MOVE and their su-
perior inclusive growth of a business here below being used as
business performance, is compared with the other businessmen
in the same area/localities. Two objectives of this are as below:

To analyze whether there exists the influence of market orienta-
tion on business performance.

In this regard a hypothesis was made as below:

H,": There is no difference between the business performance
of more Market Oriented Enterprises and Less Market Oriented
Enterprises.

H " There is a difference between the business performance of
more Market Oriented Enterprises and Less Market Oriented
Enterprises.

Primary Data was collected by canvassing structured interview
schedules from beneficiaries of MOVERS (ME) and non-MOV-
ERS (NME). This was useful in comparing the market orientation
level and business performance both in financial and non-finan-
cial terms, among trainees of MOVE those have started and run-
ning some enterprise/businesses as budding entrepreneurs i.e.
MEs, and untrained/independent entrepreneurs i.e. NMEs those
are relatively comparable with those of MEs and are located in
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the same area/market(s)/Village(s).

A 32 item measure of market orientation developed by Kohli,
Jaworski and Kumar, (1993) referred to as MARKOR, a one-di-
mensional construct with three behavioral components, (intel-
ligence generation, intelligence dissemination, and responsive-
ness), is used to measure the market orientation level of the
entrepreneurs under study i.e. between ME and NME. The scores
on overall MO (Market Orientation) of both ME and NME clearly
say that the score of MOVERS i.e. 98% is more than the score of
Non-MOVERS i.e. 79%. This clearly indicated that MEs are more
market oriented than NMEs and hence MEs can be referred as

Table-I: Business performances
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More Market Oriented and NMEs as Less Market Oriented.

Further, financial performance was measured in terms of Return
on Investment (ROI), Net Profit and Sales growth (Average per
month basis). Similarly non-financial performance was meas-
ured in terms of Employees’ organisational commitment, Em-
ployees’ esprit de corps and Competitiveness of MOVER Entre-
preneurs (ME). On measuring their business performances both
in financial as well as non-financial terms, the following results
were found out.

Financial performances Non - financial performance
Type of Respondent Employees’ Employees’ esprit de
ROI (%) |Net Profit (%) |Sales growth (%) |organisational COrpS y Competitiveness |Overall
commitment p
?{{/‘[’E‘)" Market Oriented |y g 38 g5 |55.71 % 186.12 % 91.43 % 91.43 % 56.67 % 81 %
(Llf’nsvslé\;[arket Oriented |39 96 0 |45.76% 93.52 % 90 % 76 % 11% 61.7 %

Source: Field Data

From the above table it shows that ROI (Return on Invest-
ment) of ME (108.38%) is greater than that of NME (39.26 %),
Net profit of ME (55.71 %) is greater than that of NME (45.76%)
and Sales growth of ME (186.12 %) is greater than that of NME
(93.52 %). Similarly, the table shows that, EOC (Employees’ or-
ganizational commitment) of ME (91.43 %) is greater than that
of NME (90 %), EDC (Employees’ esprit de corps) of ME (91.43
%) is greater than that of NME (76 %), Competitiveness of ME
(56.67 %) is greater than that of NME (11 %) and the overall
non-financial performance of ME (81 %) is greater than that of
NME (61.7 %).

On going through the scores of measures for business perfor-
mance both in terms of financial and non-financial performance
of ME and NME it shows that there is a difference between busi-
ness performance of business started by MOVERS and Non-
MOVERS indicating that the null hypothesis is rejected and
alternative hypothesis is accepted. This confirms the state-
ment that the market orientation has a positive influence on
the business performance and they i.e. market orientation and
business performance are positively related to each other.

Conclusion:

The observations from the case study being dealt here show that
market orientation and business performance are positively re-
lated to each other. The investigated and suggested point on the
influence of market orientation for the inclusive growth of any
given business has to be used as a success mantra in entrepre-
neurship developmental activities in India. Thus market orienta-
tion plays a vital role in the inclusive growth of any given busi-
ness.

w « Aneel Karnani, Fortune at the Bottom of the Pyramid: A Mirage, How the private sector can help alleviate poverty, Stephen M. Ross School of

Business at the University of Michigan, April 2007 | « Brook, R.M. and Allen, A. (2005). Annex A. in CAZS. (2005), Final Technical Report R8084.
31 October 2005. Bangor: University of Wales. | « CK. Prahalad Professor of Business Administration at the University of Michigan Business School, Ann Arbor. and Stuart L. Hart
professor of strategic management, Sarah Graham Kenan, The fortune at the bottom of the pyramid, Strategy & competition, strategy + business issue 26, 2006 | « Jaworski, B. J,
Kohli, A. K. (1993), "Market Orientation: Antecedents and Consequences”, Journal of Marketing, Vol.57, July, 52-70 | « Kohli, A. K., Jaworski, B. J. (1990), "Market Orientation: The con-
struct, Research Propositions and Managerial Implications", Journal of Marketing, Vol.54, April, 1-18. | - Subhas M S., Sebastian, S., Purohit, S. and Purushothaman, S. (2006) MOVE
Market Oriented Value Enhancement, A Trainer's manual to promote access to market for the landless and women. Books for Change, Bangalore | - Subhas M S and Vijayakumar

(2011), “Market Oriented Value Enhancement (MOVE): An Unique Method for Entrepreneurship Development”, ‘Entrepreneurship and Business Development in India’, edited by
M.S.Subhas, published by Excel India Publishers, New Delhi. Chapter 19, pg. 155-163, First Impression, 2011 |

IJSR - INTERNATIONAL JOURNAL OF SCIENTIFIC RESEARCH 75




