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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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2011). In comparison to other products, e-marketing of agriculture products is a little more challenging.
Understanding the response of consumers towards agriculture product brand promotion is essential
(Liao et al., 2020). In the digital age, a workforce with a working knowledge of digital technologies
and techniques is needed (Siddoo et al., 2019). Consumers’ online buying behaviour is totally changed
by digital and internet of things technologies. Consumers are more concerned about security concerns
while online transaction (Fu et al., 2020). Maintaining customer satisfaction is the biggest challenge
in online shopping. Higher level of customer satisfaction required higher service quality. The privacy,
security and design of digital platforms is essential for superior customer services (Rita et al., 2019).
A company has to develop superior services to retain the existing customers. Research is needed to
find the impact of e-marketing on agriculture products and also discuss the challenges of the digital
workforce for implementing the e-marketing strategies. The agriculture products don’t have the same
opportunities as other products on the digital platform (Baourakis et al., 2002). This research tries to
determine the opportunities of digital marketing of agriculture products by establishing an effective
digital workforce. Hence:

RQ 1: How e-marketing platform influence consumers and the role of the digital marketing for
e-marketing of agriculture products which assist the digital workforce?

Smartphone, high internet speed and social media platform are changing the purchasing behaviour
of consumers. Information technology and virtual communications play very crucial tools in the
marketing of agriculture products (Alavion & Taghdisi, 2020). Information technology enhances
the capabilities to update the information of agriculture products. Digital marketing accelerates the
growth of e-marketing of agriculture products (Behera et al., 2015). The consumers visiting e-shop
due to digital footprints used to understand the behaviour of the consumers (Gerrikagoitia et al., 2015).

To advance the literature, further study is needed to determine the impact of e-marketing platform
on the sales of agriculture products.

RQ 2: What framework digital marketers should follow for agriculture products?

E-marketing has the benefit of market expansion and cost reduction. In e-marketing the number of
intermediaries decreases which have a significant impact on cost reduction. This will have a positive
impact on the expansion of e-marketing (Shaltoni & West, 2010). E-marketing makes purchasing
easier for the consumers to get the products at their doorstep (Arayesh, 2015). Agricultural information
is critical to the development and improvement of Indian farmers (Zhang et al., 2016). The limited
literature is available about the e-marketing of agriculture products. A study is needed to determine the
most successful e-marketing approach for agricultural products, which will facilitate digital workforce.

The section of this study is classified as follows: Section 1 consists of the introductory part of
the study. Section 2 consist of the theoretical background of the study. Section 3 shows the hypothesis
adopted for the research. Section 4 represents the research methodology. Section 5 represents data
analysis. Section 6 represents the conclusion and section 7 consist of the conclusion of the study.

2. THEORETICAL BACKGROUND

As India is a land of agricultural products hence it is the main source of earning and developing the
economy. Therefore, for a developing country like India, it is very essential to embrace and enhance
the development of the e-marketing of agricultural products because it is the need of the hour (Rao
et al., 2019). E-marketing will help in promoting the sales volume of agricultural products. A large
market segment can be covered. The need of the people will be fulfilled as more and more items are
needed to fulfil the demand of the ever-increasing population of the country (Alavion et al., 2017). The
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gap between the farmer and the consumers will be eliminated by the e-marketing of the agricultural
products. The e-marketing of the agricultural products will also help in enhancing the supply chain
of the products which is related to agriculture. With the help of the expansion of the channels in the
agriculture sector, there will be a well-organized structure for selling agriculture products on a very
large scale (Calzolai et al., 2012). This will help in maintaining an asymmetrical channel of information
regarding providing information to both the producer and the consumer of the agriculture products and
this will ultimately help in reducing the loss. This will help in maximizing the profits and minimizing
the transaction links and transaction costs incurred in the whole process. The e-marketing channel
for the agriculture channel will also help in making a platform for other subsidiary industries like
fisheries and horticulture. Overall, this will help in speeding up industrialization in the agriculture
sector also. Thus, the e-marketing of agriculture products helps in fulfilling the needs of the people
as well as strengthening the economy too (Suhartanto et al., 2019).

The e-marketing of agriculture products is being emphasized to pamper the agriculture sector.
Noticeable research in the field of the e-marketing of agriculture products has been done in measuring
its performance. The income of the consumers is increasing, it is also arousing the need for the
commercialization of agriculture products. The need is also increasing due to the liberalized trade
policies and urbanization (Feder & Umani, 1993). The demand for agriculture products is also
increasing due to the use of high-end technologies and organic farming of agriculture products. The
e-marketing of agriculture products is also aiding in expanding the agriculture sector. Geographical
factor has an impact on behaviour factor. In the e-commerce era, geographical space becomes a catalyst
in the changing behaviour of the farmers (Alavion & Taghdisi, 2021). The impact of e-commerce
on agriculture products is very crucial and important. The agriculture products firms have started
developing a tendency to use information technology, especially the internet to sell their agro-products
(Baourakis et al., 2002). The digitalization process necessitated the development of skills and a digital
workforce capable of effectively implementing a digital marketing campaign. Digital workforce is
essential for e-marketing for products and services (Vial et al., 2019). A study is needed to create
a model for agriculture product e-marketing that will assist the digital workforce in developing an
effective digital marketing strategy.

3. HYPOTHESES DEVELOPMENT
3.1 Affiliate Marketing

Presently affiliate marketing has emerged as extremely popular in this fierce online marketing of
the products for digital promotion (Sheth & Sharma, 2005). The rapid technological advancement
has provided a platform for the availability, marketing and advertising of agriculture products that
are readily accessible to the consumers on the internet (Pentina & Hasty, 2009). Internet marketing
has gained popularity due to various benefits. The most important benefit is targeting a large market
segment that can cover across the globe and the marketer can target those consumers directly. Affiliate
marketing is also cost-effective. It is an online sales technique that allows increasing the sales target
by affiliating the website on another digital platform (Mariussen et al., 2010). According to Spilker
& Brettel (2010), marketers sublease an extraneous professional who helps in the promotion of the
products online. It helps to increase online traffic. Affiliate marketing was first time introduced by
Amazon in the year 1996. It is mostly done on a commission basis (Truong & Simmons, 2010). The
other websites are paid when a person clicks on the advertisement of the advertiser and the publisher
gets paid for that. This is called the PPC i.e., pay per click. It is one of the most regular types of
affiliate marketing. Affiliate marketing is also widely used for generating online traffic which will
increase the sales of the products (Mariussen et al., 2010). This can be used through various sources
like promoting the products on a payment basis; this will help in the lead generation which in turn will
increase the profits of the business. The conversion ratio of the lead generated can also be increased
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through affiliate marketing. This is highly used in the sales of agriculture products. In metropolitan
cities, people prefer to purchase agricultural products by e-commerce websites (Alavion et al., 2017).

H1: Affiliate marketing has a significant impact on the e-marketing of agricultural products.

3.2 Social Media Marketing

Social media is used to visualize products and services by using the virtual world. Social media
marketing is taking the agriculture products sector over traditional marketing. In India, many service
providers like BNSL are providing various facilities to the farmers to encourage them to use social
media for increasing their sales. For example, the Mahakrishi plan is introduced by BSNL. The
farmers are more inclined towards using the social media platform for increasing the sale volume of
their products as it helps to overcome the geographical boundaries of the country making it easily
accessible. As consumers are spending more time on the internet, it becomes necessary for the framers
to have prominence and an effective presence online (Akar & Topgu, 2011). They must learn and
adopt new methods that are used by the consumers for getting information and should act accordingly
(Goyal & Eilu, 2019). Creating interaction with the user of the product is the key element of the
internet marketing of agriculture products (Baourakis et al., 2002). It also helps in creating a platform
where the people of the same interest, interact with each other. It also helps to overcome the barrier
of one-way communication and allowing consumers to get more involved in the purchase of the
products digitally (Mariussen et al., 2010). In the agriculture sector, the use of social media is having
a positive impact on brand or company awareness, increasing sales, and increasing interaction with
the consumers (Sheth & Sharma, 2005). According to Alavion et al., (2017), social media provide
considerable scope for the buying and selling of agriculture products.

H2: Social media marketing has a significant impact on the e-marketing of agricultural products.

3.3 Search Engine Optimization

Search engine optimization is a new technology that is used by the digital marketer to perform in-depth
research and established a strong network marketing structure (Aswani et al., 2018). It is a medium
through which a fruitful result is received by the user for the search online. It helps the farmers to
increase their income and efficiency. It plays a very crucial role in increasing the rank of the products
related to agriculture which in turn helps in improving the product and brand marketing of the
agriculture products (Ohe & Kurihara, 2013). The search engine helps the marketers to advertise the
products at the time to the right person. The SEO, when used efficiently defining the outline of the
products, provides accessibility to a large number of searchers (Chen et al., 2011). The search engine
optimization will help the farmers to increase their revenue by using the technology properly as it will
help in increasing the traffic movement and the ranking of the website will also be boosted up (Aswani
et al., 2018). A website that provides attractive and informative content attracts searchers and users
which are very important to increase profits when talking about agriculture products. The farmers
remain underpaid for their products due to less use of Information and Communication Technology
(ICT). The Government has launched the National Agricultural Market (NAM) which provides an
e-marketing platform for agriculture products. This also aims towards providing better returns on
agriculture products and a transparent environment to increase revenue. The government has also
introduced various e-marketing websites for the selling of agriculture products like KisanMandi.com.
This is an initiative taken by the Government of India to promote the Agriculture Products E-Marketing.

H3: Search engine optimization has a significant impact on the e-marketing of agricultural products.
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3.4 E-Mail Marketing

E-mail marketing is a process of sending bulk commercial e-mails to increase the sale of the products.
This will help in targeting a large market segment with fewer efforts. Also, it helps in overcoming the
barriers of the traditional pattern of marketing (Hartemo, 2016). A strong supply chain system will turn
into an additional working hand for the farmers which will help them to get the right value for their
products (Bosona & Gebresenbet, 2013). Earlier the farmers were not able to sell their products and
the products decay lying in the farms or the warehouses. Due to the increase in the purchasing power
of the people, the requirement for agricultural products is increased. This was made possible due to
the use of technologies like the processing of agricultural products and distribution systems (Ali &
Kumar, 2011). E-mail marketing helps the farmers to reach those consumers who need agricultural
products, and they can earn their revenue by selling the products. Nowadays, various websites provide
a database and e-mail list which helps them to directly reach the needy consumers and in return, the
sales volume will be increased. E-mail marketing helps to identify the needs of the consumer and
they can be provided with a personalized offer.

H4: E-mail marketing has a significant impact on the e-marketing of agricultural products.

4. RESEARCH METHODOLOGY

4.1 Construct Operationalization

The latent variables have identified through extensive literature review. The latent variables for
e-marketing of agriculture products are affiliate marketing, social media marketing, search engine
optimization and e-mail marketing. Affiliate marketing is defined as the process of affiliating a website
to another website to sell the products (Iwashita et al., 2018). Latent variables affiliate marketing can
be measured by observed variables conversion rate, percentage of traffic generation, earning per click
and return on aids click (Constantinides, 2002; Ballestar et al., 2018; Mariussen et al., 2010). Social
media marketing is another latent variable that has a significant impact on e-marketing (Michaelidou
etal., 2011). Social media marketing is referring to the process of gaining online traffic through social
media platform (Balakrishnan et al., 2014). The positivity or like of the consumers towards products
on social media platform can measure the effectiveness of social media (Erdogmus & Cicek, 2012).
Interaction, differentiation, and accessibility are the observed variables that are used to measure
social media marketing (Liu et al., 2019; lankova et al., 2019 and Wang; 2017). Search engine
optimization is one of the crucial tools for e-marketing. SEO has a significant impact on consumers
and can influence their buying behaviour (Skiera et al., 2010). SEO is an extensively used technique
for reaching websites (Jansen & Spink, 2006). Keywords, content, and quantity of traffic used as an
observed variable to measure the latent variable SEO (Winer, 2009; Xiang & Pan, 2011 and Abou
Nabout et al., 2012). E-mail marketing is the oldest platform of e-marketing. E-mail marketing is the
process of sending a commercial message to potential customers through the mail (Ellis-Chadwick
& Doherty, 2012). The observed variables personalization, target audience and frequency are used to
construct and measured the latent variables of e-mail marketing (Ye et al, 2010; Hartemo, 2016; Poon
& Swatman, 1999). The marketing mix is the set of controllable variables product, price, place, and
promotion used by the companies to influence the buying response of the consumers (Wongleedee,
2015; Westerbeek & Shilbury, 1999; Constantinides, 2006; Pomering, 2017). The marketing mix
variables has taken as a construct for e-marketing of agriculture products.

4.2 Sampling Strategy and Data Collection

This research was based on an empirical survey. Primary data was collected for this research. Data
was collected by using a structured questionnaire. The sample size of 400 respondents in the Delhi
region was considered for this study. The sample were selected randomly in Delhi city. Simple random
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Table 1. Identification of variables

Construct Identifications of variables Items References
Conversion rate V11 Beugelsdijk et al. (2014)
Percentage of traffic generation Vi2 Constantinides (2002)
Affiliate Marketing
Earning per click V13 Mariussen et al. (2010)
Return on Ads spend V14 Ballestar et al. (2018)
Positivity V21 Erdogmus & Cicek (2012)
Differentiation V22 Tankova et al. (2019)
Social Media Marketing
Interaction V23 Liu et al. (2019)
Accessibility V24 Wang (2017)
Content V31 Xiang & Pan (2011)

Search Engine

Optimization Keywords V32 Winer (2009)
Quantity of Traffic V33 Abou Nabout et al. (2012)
Personalization V41 Hartemo (2016)
E-Mail Marketing Target Audience V42 Ye et al. (2010)
Frequency V43 Poon & Swatman (1999)
Product V51 Westerbeek & Shilbury (1999)
Agricultural Products Price V52 Constantinides (2006)
E-Marketing Place V53 Wongleedee (2015)
Promotion V54 Pomering (2017)

sampling technique was used for the study. Fifteen observed variables were identified from the
review of the literature. These variables helped to measure the four antecedents affiliate marketing,
social media marketing, search engine optimization and e-mail marketing of agricultural products
e-marketing. Structured questionnaire was prepared based on identified variables. Structural equation
modelling was used to test the hypothesis.

4.3 Instrument Development

The questionnaires were classified into two parts. The first part contains the personal information of
the respondents whereas the second part contains the four antecedents i.e., affiliate marketing, social
media marketing, search engine optimization, and e-mail marketing. The questionnaire was based on
identified 15 observed variables. Each respondent was asked to provide their rating on 5-point Likert
scale. On a rating scale, 1 meaning strongly disagree to 5 which means strongly agree. A pilot survey
was conducted to measure the reliability of the variables. The Cronbach’s alpha value of the variables
was greater than 0.50. Hence all the identified variables were reliable. To measure the antecedent a
scale has been developed.

Table 2 represents the three demographic profiles of respondents. The data was collected from
400 respondents out of which 47.25% were male whereas 52.75% were female. About 12.50% of the
respondents were of the age between 25-35 years, 33.75% fell in between 35-45 years, and 37.25%
fell in between 45-55 years whereas the remaining 16.50% were above 55 years. Based on income,
10% of respondents were having their income in between 15000-35000 INR, 23% between 35000
-55000 INR, 26.25% between 55000-75000 INR, 27.75% of respondents were having income between
75000-95000 INR and the rest 13% respondents were having income above 95000 INR.
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Table 2. Descriptive statistics

Variable Categories Frequency Response (%)
Male 189 47.25%
Gender
Female 211 52.75%
25-35 Years 50 12.50%
35-45 Years 135 33.75%
Age
45-55 Years 149 37.25%
Above 55 Years 66 16.50%
15000-35000 40 10.00%
35000-55000 92 23.00%
Income 55000-75000 105 26.25%
75000-95000 111 27.75%
Above 95000 52 13.00%

5. DATA ANALYSIS

Structural Equation Modeling is a multivariate analysis technique. It is the combination of confirmatory
factor analysis, regression analysis, and path analysis. It helps to determine the relationship between
latent variables and observed variables. Structural equation modeling is the combination of the
measurement model which is used to test the validity and reliability between the latent and observed
variables and the structural model used to measure the path strength and the direction of latent
variables. (McQuitty, 2004).

The measurement model was developed by applying confirmatory factor analysis using Amos
22. Table 3 shows a satisfactory level of reliability and validity. Testing of validity and reliability
is essential before developing a structural model. Figure 1 shows the final measurement model of
latent variables. The measurement model shows that four latent variables affiliate marketing, social
media marketing, search engine optimization, and e-mail marketing is measured by 14 observed
variables. Table 3 shows that the Cronbach alpha of each construct is greater than 0.7 which proves
the reliability of the construct.

The validity of the construct is measured by using discriminant validity and convergent validity.
The convergent validity represents the proportion of the variance of the construct. Factor loading is
used to measure the validity of the construct. The regression weights are significant and show that
observed variables are significant and represent the latent variables. The entire factor loading of
observed variables is greater than 0.5 which shows that observed variables can measure the latent
variables. This validates the convergent validity of the construct. Discriminant validity determines how
the construct is distinct from others. There are two methods to measure discriminant validity. Firstly,
the value of the correlation between the construct should not be very high. Secondly, the variance of
the individual construct should be higher than the variance of the average construct.

5.1 Measurement Model

The model fit was tested by using different fit indices like the goodness of fit indices (GFI), comparative
fit indices (CFI), trucker Levis indices (TLI), normed fit indices (NFI) and root mean square error
approximation (RMSEA). For a model to be fit the chi-square value should be less than 3. The value
of root means square error approximation (RMSEA) should be greater than 0.08 and the value of
CFI, GFI, TLI, and NFI should be greater than 0.90.
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o q Cronbach
Construct Items Description Factor Loading Alpha
VIl Conversion rate 0.82
V12 Percentage of traffic generation 0.73
Affiliate Marketing 0.83
V13 Earning per click 0.64
V14 Return on Ads spend 0.89
V21 Positivity 0.62
Social Media V22 Differentiation 0.58
. 091
Marketing V23 Interaction 0.68
V24 Accessibility 0.93
V3l Content 0.71
Search Engine
L V32 Keywords 0.68 0.87
Optimization
V33 Quantity of Traffic 0.82
V41 Personalization 0.65
E-Mail Marketing V42 Target Audience 0.73 0.84
V43 Frequency 0.84
V51 Product 0.78
Agricultural Products | V52 Price 0.71 0.89
E-Marketing V53 Place 0.86
V54 Promotion 0.90

Figure 1. Conceptual framework (Source: Ananda et al., 2016)

Marketing

Search Engine
Optimization

Affiliate

E- Marketing of
Agriculture products

Social Media
Marketing

E — Mail
Marketing

Table 4 represents that the value of chi-square is 2.245. The value of RMSEA is 0.047 and the
value of GFI, CFI, TLI, and NFI is 0.98, 0.95, 0.91, and 0.96. Table 4 shows that the measurement
model had a good fit so we can proceed with the structural model.

5.2 Structural Model

Structural equation modeling was used to test the hypothesis for the conceptual model. Table 5 shows
that the value of chi-square is 2.134. The value of RMSEA is 0.049. The value of GFI, CFI, TLlI,
and NFI is 0.92, 0.94, 0.93 and 0.92 respectively. Since all the indices value is good to fit so we can
move forward for further analysis.
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Figure 2. Measurement model
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Table 4. Measurement Model: Goodness of Fit Indices
Model Fit Indices Chi-Square GFI CFI TLI NFI RMSEA
Model 2.245 0.98 0.95 0.91 0.96 0.047
Table 5. Structural Model: Goodness of Fit Indices
Model Fit Indices Chi-Square GFI CFI TLI NFI RMSEA
Model 2.134 0.92 0.94 0.93 0.92 0.049

Table 6 represents the P, critical ratio, standard error, and result of the hypothesis. The significance
level of hypothesis testing is 0.05. The value of R? represents the coefficient of determination which

measures the strength of the model. The obtained value of R? is 0.72 which shows that the four

constructs explained 72% variation in agricultural product e-marketing. Table 6 also represents the
hypothesis testing. The value of f shows the significant importance of the construct of agricultural

products e-marketing.
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Table 6. Hypothesis testing

. . Squared
Hypothesis | rstimates | Unstandardized | gp | cp | o vaue Multiple Result
) Regression Weight R
Correlation
H1 0.23 0.21 0.032 2.56 0.004 Supported
H2 0.61 0.58 0.041 3.86 0.023 Supported
0.72
H3 0.43 0.34 0.026 2.12 0.062 Supported
H4 0.34 0.29 0.021 1.86 0.032 Supported

The most important significant factor of agricultural product e-marketing is social media
marketing (=0.61, p < 0.05). Hence, H2 which states that social media marketing has a significant
impact on the e-marketing of agricultural products is supported. The second important factor of
e-marketing of agricultural products is search engine optimization (f = 0.43, p < 0.05). So, H3 which
states that search engine optimization has a significant impact on agricultural product e-marketing is
also supported. The third and fourth factor of agricultural product e-marketing is e-mail marketing (8
=0.34, p < 0.05) and affiliate marketing (f = 0.23, p < 0.05). Hence, H4 and H1 are also supported.

6. DISCUSSION

6.1 Theoretical Implications

Consumer tastes and preferences are dynamic. The consumers buying behavior pattern is changing
and consumers prefer to purchase their products through e-commerce websites (Kim & Ko, 2012).
The farmers should focus on the digitalization to sell their agricultural products. In this research, the
framework for the e-marketing of agricultural products has been developed (Feldmann & Hamm,
2015). The rural economy has a significant positive impact on behavioural variables of agro-products

Figure 3. Structural model for e-marketing of agriculture products
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consumers (Alavion & Taghdisi, 2021). Agriculture products benefit greatly from the use of digital
marketplaces. Digital platforms enable the customers to do the comparative analysis of agriculture
products (Anshari et al., 2019). This study further explored the potential of e-marketing platform for the
sales and promotion of agriculture products. The measurement model proved the reliability and validity
of the construct (Baumgartner & Homburg, 1996). Farmers benefit from digital marketing since it
expands their prospects and increases their income. Digital marketing enables the digital marketers to
access the international market for agricultural products (Bowen & Morris, 2019). The digitalization
process is transforming traditional agricultural processes and creating new market opportunities for
agricultural products (Rijswijk et al., 2019). According to the findings, digital marketing is critical for
agricultural products. Four important factors have been identified for digital marketing of agriculture
products. All four antecedents viz. affiliate marketing, social media marketing, search engine
optimization, and e-mail marketing were found to have a significant relationship with agricultural
products e-marketing. The most important antecedent of agricultural products e-marketing is social
media marketing (f=0.61, p < 0.05). Among all the digitalized platform social media marketing is
the most effective platform to influence the consumers to purchase the agricultural products. So, it
better for the agricultural product seller to use social media marketing for selling products. The second
important antecedent of agricultural product e-marketing is search engine optimization (f = 0.43, p
< 0.05). The third and fourth antecedent of agricultural product e-marketing is e-mail marketing (8
= 0.34, p < 0.05) and affiliate marketing ( = 0.23, p < 0.05) respectively. The workforce demand
has drastically changed as a result of the digital transition. Employees must be digitally trained to
meet organizational goals (Siddoo et al., 2019). This study proposes a framework for agriculture
product e-marketing that will assist the digital workforce in developing an integrated and profitable
e-marketing strategy for agriculture products.

6.2 Managerial Implications

The agricultural products e-marketing is the new area for research and very little research have been
conducted in this field. This research has a significant contribution in finding out the antecedent
for e-marketing of agricultural products which enable the digital workforce to make an effective
digital marketing strategy. Further relationship between agricultural products e-marketing and their
antecedents have been measured. The outcome of this study will be useful for the digital workforce
to sell agricultural products through different digital platforms. It will be beneficial for the consumers
to purchase the products through digital platforms because it is hassle-free, and consumers get the
agricultural product at their doorstep. The government is focusing and working on the digitalization of
farmers. In present digitalized world, e-marketing could become an effective tool for the e-marketing
of agriculture products. Consumers can purchase agro products by sitting at their home and products
could be delivered to their doorstep. This study helps marketers to evaluate the different e-marketing
platform for the sales of agriculture products. E-marketing platform i.e., social media marketing,
search engine optimization, affiliate marketing and e-mail marketing generate big data consisting of
information of consumers. This big data helps marketers and decision-makers to analyse the buying
behaviour pattern of the consumers. Even this digital platform generates billion of data on the daily
basis. E-marketing of agriculture products is more convenient and it’s continuously attractive the
consumers towards a digital platform. The output of the research helps the digital workforce to
make the consumers shopping more comfortable. In traditional marketing, it is difficult to trace the
consumers but in e-marketing, marketers easily trace the consumers. The study helps to monitor and
evaluate the dynamic buying behaviour of the consumers. The findings of this study present several
implications to achieve excellence in understanding consumer behaviour. The digital workforce can
attain excellence in e-marketing by analysing the behaviour of consumers towards the e-marketing
platform. The role of the digital workforce is very challenging. They are responsible to enhance the
sales volume of agriculture products through digital platforms.
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7. CONCLUSION

The findings of this research demonstrate that digital marketing of agricultural products is a pressing
requirement. Consumers in the digitalized world prefer not to go to a physical store; instead, they
purchase agriculture products by just clicking on their laptop or smartphone. In this study, we provide
evidence of the relationship between social media marketing, search engine optimization, affiliate
marketing and e-mail marketing of agriculture products. Our results show that different e-marketing
platform has a significant positive impact on e-marketing of agriculture products. E-marketing
revolutionizes the marketing of agricultural products. It can track the consumers and analyse the
buying behaviour of the consumers. The digital workforce can influence consumers to purchase
agricultural products using an e-marketing platform. E-marketing of agriculture products is beneficial
and convenient for both seller and buyer. Digital marketing of agriculture products provides the
opportunities to the youths especially those who live in rural areas. There is huge potential of digital
marketing in rural India. Digital marketing of agriculture products is providing the new business
model for e-commerce companies. The outcome of the research supports the developed model and
hypothesis. The study helps to understand the effects of e-marketing on consumers buying behaviour.
A lot of attention has been given to developing research methodology, data collection and data
analysis. The study contributes significantly to accumulate the knowledge of e-marketing in the
sales and promotion of agriculture products. Digital marketing is the booming industry. E-commerce
companies are showing enthusiasm towards digital marketing. Digital marketing becomes an emerging
tool to sell the products in smother manner. The outcome of this study helps the digital workforce to
adopt and implement the e-marketing strategy for agriculture products suggested in this research. To
summarise, the internet has accelerated the rate of growth and offered businesses with unparalleled
growth potential. With the advent of digital marketing, businesses can now cater to the requirements
of a bigger client base in a shorter amount of time. Although there are numerous growth prospects
that will significantly improve earnings for a company, it is critical that business organizations focus
on meeting the requirements of their consumers rather than maximising profits.

7.1 Contribution to Theory

Extensive literature review has been done on e-marketing but there is a lack of study on e-marketing
of agriculture products. This study is based on measuring the impact of e-marketing of agriculture
products. This study used structural equation modeling as a multivariate tool to measure the impact
of e-marketing on sales and promotion of agriculture products. Marketing mix have four important
elements i.e., product, price, place and promotion. These elements have been used to measure the latent
variables e-marketing of agriculture products. The outcome of the study enhances the capabilities of
digital workforce to design effective e-marketing strategy.

7.2 Limitation and Future Scope of the Study

As like other research, this study has also some limitations which can be explore further and could
be future scope of the research. E-marketing of agriculture products is still in its growth phase. This
study considers only four e-marketing platform i.e., social media marketing, affiliate marketing, search
engine optimization and e-mail marketing. Exploring more e-marketing platform for agriculture
products like gamification marketing could be the future scope of the study.
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