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______________________________________________________________________________ 
ABSTRACT 

The development strategy of the country and its regions is the most important and inseparable 
part of a complex administrative system. The long-term strategy shows the main economic, 
social, institutional and environmental consequences of the ways of rational use of labor and 
material resources. Insufficient scientifically sound management decisions can lead to negative 
consequences and losses. Therefore, the statements of scientists and specialists "management is 
the foresight of the future" in the conditions of rapidly changing development and placement of 
productive forces become especially urgent and represents a scientific and practical interest. 
Among scientists and specialists there is no common opinion on the essence and terminology of 
the strategy. In addition to free economic zones in Uzbekistan, targeted development programs 
for individual industries are used as separate types of development strategy. Developed and 
implemented targeted programs for the development of industries and regions are mainly 
designed for the medium term, and their composition and structure vary significantly. In general, 
the emerging uncertainty and volatility of the world economy, the need for more efficient use of 
the natural and economic potential of the territories requires the development of a long-term 
development strategy for the region. 
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______________________________________________________________________________ 
ABSTRACT 

The mere establishment of regulated markets may not solve the problems of agricultural 
marketing, unless means are devised to ensure their operational efficiency. Agricultural 
Marketing involves all operations and processes essential to move the raw material from the 
farm sector to ultimate consumer. The state is endowed with variety of soils, ranging from highly 
fertile alluvial to very poor sandy soils. The Normal annual rainfall of state is 906 mm. it 
receives 80 percent of rainfall through south-west monsoon. The objective of the Markets Act is 
to protect the interests of farmers in the sale of agricultural produce and to ensure remunerative 
price to them and to protect them from the clutches of unscrupulous traders. Although we say 
that technology have improved but it has not gone to the rural levels as it is confined to urban 
areas alone. The need is to adopt improved farm practices and usage of high yielding variety 
seeds to further enhancing productivity as well as production. The food grants are playing an 
important role in the agricultural production of Telangana state. It can be observed that in years 
of low rainfall the net area sown, gross irrigated area, area under food crops and production of 
food grains is low. Hence, there is need to analyze the last ten years ( i.e., 200304 to 2013-14) 
food grants productivity in state.   
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ABSTRACT 

Purpose of the Study: Packaging is very important marketing strategy to glamorize your 
product in order to attract the consumer’s attention. Sometimes packaging is so important that it 
cost more than the product itself in order to lure the consumers to buy it. Most consumers judge 
a product by its packaging before buying. So it is logical to say attractive packaging is crucial in 
order to get the first time buyers to buy your products. Packaging should definitely be included 
in the 4 major P’s of Marketing (Product, Price, Promotion and Place). This paper is an attempt 
to find out the need of creative packaging as a tool of marketing. For this purpose which kind of 
packaging and priority over different types of packaging by rural and urban consumers will 
prefer for buying Fast Moving Consumer Goods (FMCG), especially by collecting information 
from (25) consumers of rural area and (25) consumers of urban area of Karnal District and (25) 
consumers of rural area and (25) consumers of urban area of Sonipat Districts, Haryana. 
Findings of the study: The study revealed that there is a significant difference between rural and 
urban consumers for their preference of packaging. Majority of respondents prefer eco-friendly 
packaging because it is a well known fact that pollution has increased many times and to check 
upon it or to control it, this is the best way to overcome such kind of serious problem of our 
environment. Very few persons in rural areas, prefer to have only convenient packaging, might 
be the reason that all other categories are much more important like protective packaging is 
provided by seller then there is a less chances of spoilage, damage, evaporation etc. or even the 
packing is more eco-friendly which is good for everyone rather than to be more convenient.  
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