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ABSTRACT

Agriculture is the backbone of the Indian economy. The majority of the citizens of this country are 
dependent upon the agricultural supply chain for the livelihood. This study shows the role of the 
workforce in this digital era for the e-marketing of agriculture products. E-marketing platforms (i.e., 
search engine optimization, affiliate marketing, social media marketing, and e-mail marketing) help 
digital marketers to track and analyze the dynamic and complex buying behavior of consumers. 
Structural equation modelling is used to test the framework for the e-marketing of agriculture products. 
The developed model can enhance the capability of workforce in this digital era for developing an 
effective e-marketing strategy for agriculture products.
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1. INTRODUCTION

Agriculture plays a very significant role in strengthening the Indian economy. More than 50% of people 
in India are employed in the agriculture sector and the contribution of the agricultural sector in GDP 
is also increasing (Veeranjaneyulu, 2014). Agriculture also assists in providing raw materials to the 
industries. But still, the good quality agricultural products are not able to reach the consumers due to 
the under development of this sector. The marketing of the agricultural product is not the same as the 
traditional marketing of other products in which the sole emphasis is given on fulfilling the demand 
and satisfying the expectation of the consumers (Singla & Sagar, 2012). E-marketing of agricultural 
products is related to the e-marketing of the basic need of the people which is food and getting food 
is also a human right. The e-marketing of agricultural products also involves various services like 
packaging, grading, transport, storage, advertising, and promotion of agricultural products. Therefore, 
the government must act accordingly so that people can get food. Supply chain management of the 
agricultural products must travel a long distance which results in the decaying and rotting of the 
agricultural products before reaching the marketplace (Wells et al., 2007) and the farmers are not 
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getting anything for their investment. This is the major drawback of the agricultural sector in India. 
There is a long list of intermediaries in the whole process that starts right from the production to the 
consumption of agricultural products. Many intermediaries also result in increasing the price of the 
products and the farmers remain the least earners during the whole process. At least four intermediaries 
are involved in the process of the production of the agricultural products until their consumption 
and they do not add any value to the products (Feldmann & Hamm, 2015). The price strategy is not 
clear and open. At every level of the intermediaries, the price of the product increases which is not 
in the knowledge of the producers. The main reason behind the increase of the transaction cost of the 
agricultural products is various taxes, fees, and various licensing systems (Thompson & Scoones, 
2009) which in total increase the price of the products which fall on the pocket of the common man. 
To curtail this, the Government of India has set up the MSP (Minimum Support Price) which helps 
the farmers to earn at least the fixed price for their agricultural products. The Government of India 
has also amended ‘The Agricultural Products Market Committee Act’ to improve the transparency in 
the selling of agricultural products. This Act is mainly aimed to exclude the mediators between the 
producers and the end-users and improve the direct sales so that the producers can get the best of their 
products. Many states have adopted this act in full and some have adopted this partially (GKToday, 
2014). Apart from this, the producers are now looking up to the e-commerce portals for the sale of 
the products generated from agriculture. To end up all this, new and modern technology is introduced 
in the agricultural sector also i.e., e-marketing (Alavion et al., 2017). E-marketing is capturing the 
market at a very high speed. Digital marketers are trying their best to get the customers on the digital 
portal. The online selling of the products is a decade old but the selling of the agricultural products is 
introduced only a few years back. The online marketing of agricultural products helps in eliminating 
the drawbacks of the traditional market system where the consumers had to go out of the comfort 
zone of their home to buy the fruits and vegetables from the local market. But in the present time 
preferably in the urban area, the people do not want to go out because there is no time in their busy 
schedule, but the agriculture products are the basic needs of the people, and these are important for 
fulfilling the daily requirement of the people. So, the companies have found a solution to the problems 
of the lack of time (Chaudhary & Suri, 2020). People can now order fruits and vegetables and other 
agricultural products with just one click and the products will reach their doorstep. The companies 
like Grofers, Big Basket, and Amazon are a few names that provide this facility to their consumers. 
Apart from this, the e-marketing of the agricultural products also helps in reaching a large number of 
people in very little or no time which also assist in boosting up the sales of the agricultural products 
which ultimately helps in helping towards making the economy strong. This also helps in providing 
agricultural products to a large number of people as the demands of the people in India are increasing 
as the population is increasing (Chauhan, 2014). Digitalization has revolutionized the consumer 
marketing. Digital marketing required knowledge and practice. Traditional marketers need to enhance 
their capabilities and knowledge for digital marketing (Herhausen et al., 2020). Interactivity on social 
websites has a huge impact on brand experience and brand choice, which has a significant impact 
on customer purchasing intentions (Ye et al., 2019). There is another advantage of e-marketing of 
agricultural products is that the consumers have to pay less for the products. In developing countries, 
e-businesses are still in the struggling face and lacking in sustainable e-marketing implementation 
(Sheikh et al., 2018). Therefore, the scope of this study is to find out the role of digital workforce 
for the sustainable development of e-marketing strategies for agriculture products in developing 
countries like India. E-marketing is changing the traditional method of international marketing and 
will continue to change (Sheth & Sharma, 2005). Symmetric information about online products is 
essential to increase the level of influence of customers towards digital platforms. Product distortion 
should be reduced for effective digital marketing (Pei & Yan, 2019). Product categorization is required 
for customized digital marketing. Various sector is introducing modern business models influenced 
by digital transformation. Consumer online purchase behaviour must be understood in order for 
e-marketing to be effective. Digital marketing aspects differ depending on the products (Kiang et al., 
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