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"India's way is not Europe's. India is not Calcudied Bombay. India lives in her seven hundred thodsa
villages' — Mahatma Gandhi

Introduction:

The term ‘rural marketing’ used to be an umbrella
for the people who dealt with rural people in one
way or other. This term got a separate meaning and
importance after the economic revaluation in Indian
after 1990.In  today’'s volatle business
environment, India’s rural markets represent an
opportunity no company can afford to ignore. Since
2000, per-capita Gross Domestic Product (GDP)
has grown faster in India’s rural areas than in its
urban centres: 6.2 percent CAGR versus 4.7
percent. Rural incomes are growing, and consumers
are buying discretionary goods and lifestyle
products, including mobile phones, television sets
and two wheelers. Between 2009 and 2012,
spending in rural India reached US$69 billion,
significantly higher than the US$55 billion spegt b
urban populations. Marketing may aptly be
described as the process of defining, anticipating
and knowing customer needs, and organizing all
the resources of the company to satisfy them. In
fact, satisfaction of customer’s needs and wants
provides the rationale for the firm's existence.
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Knowledge of consumer behaviour, therefore, is
vital for a firm to achieve its marketing goals.€Th
consumer’s behaviour comprises the acts, processes
and social relationships exhibited by individuals,
groups and organizations in searching, obtainment,
use of, and consequent experience with products
and services. An understanding and knowledge of
the motives underlying consumer behaviour helps a
firm in seeking better and more effective ways to
satisfy its customers. It helps to select approgria
sales and advertising strategies, and to plan
marketing programme in a more efficient manner.

Rural Consumers and Role of Local Bodies in
Consumer Protection

Still about 70 percent of India's population livias
rural areas. There are about 6,38,365 villageken t
country as against about 300 cities and 5,161
towns. Of the 121 crore Indians, 83.3 crore live in
rural areas while 37.7 crore stay in urban aregs, a
per the Census 2011. The National Council of
Applied Economic Research (NCAER) survey
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report says that there are 720 million consumers
across the villages in rural India.

Hence, the development of the nation largely
depends upon the development of the rural
population. Majority of the rural population is
dependent upon agriculture for their subsistence.
Community Development Programmes, Integrated
Rural Development Programme, bringing local
self-government to the roots of the village through
introduction of Panchayati Rajsystem ushered a
new era of rural development. Schemes for
providing effective rural healthcare, guaranteeing
100 days of job, promoting literacy and adult
education, expansion of rural industries are other
development programmes that have received the
thrust of the government's development approach.
Islands of poverty still exist but most of ruradla

is transformed beyond imagination, as a result of a
host of factors which has put unprecedented wealth
into the hands of farmers across the country and
turned rural India into a huge consumer market.

Changing Face of Rural India

Over the past few years rural India has witnessed
an increase in the purchasing power of consumers,
accompanied by their desire to upgrade their
standard of living. The steps taken by the
Government of India to address the poverty have
improved the condition of rural masses. As a result
rural consumers have upgraded their lifestyles
through making changes in their consumption
patterns by adding more nutritious food and are
purchasing lifestyle products such as cosmetics,
beverages, mobile phones etc., which have become
necessities for them. A number of schemes and
programmes of the government have changed the
rules of the marketing game in rural India. The
flagship schemes of Government of India
especially Mahatma Gandhi National Rural
Employment Guarantee Act (MGNREGA) scheme,
which has a budget of more than 40,000 crores
have given the rural population an opportunity to
meet their daily needs. With the initiation of
various rural development programmes there have
been an upsurge of employment opportunities for
the rural poor.

According to a study on the impact of slowdown on
rural markets commissioned by the Rural
Marketing Association of India (RMAI) and

conducted by MART (a New Delhi-based research
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organisation that offers rural solutions to the
corporate world), the rural economy has not been
impacted by the global economic slowdown that
took place since 2008. The study reveals that rural
incomes are on the rise, driven largely by
continuous growth in agriculture for four
consecutive years. A record harvest of 230 million
tonnes of food grains in 2010 coupled with a 40 per
cent increase in the minimum support price of
wheat and paddy over a two-year period has
resulted in farmers’ income rising sharply. The
rural economy got a further boost with the farmer
loan waiver of 71,600 crore. Toady India’'s 56
percent of income, 64 percent of expenditure and
33 percent of savings come from rural India. The
rural share of popular consumer goods and durables
ranges from 30 to 60 percent.

A Silent Uprising

According to a report by McKinsey & Company
named ‘The ‘Bird of Gold: The Rise of India’s
Consumer Market’, by 2025 India will triple its
income level and will become the fifth largest
consumer market, climbing from its current
position at 12. A lot of this wealth will be credte

in the urban areas, but even the rural households
will benefit. The real annual income for rural
households will move from 2.8 percent in the past
two decades to 3.6 percent in the next two. Rural
markets are growing at double the pace of urban
markets and for many product categories, rural
markets account for well over 60 percent of the
national demand. Companies are realising slowly
but surely that the key to gain true market
leadership lies in tapping the rural potential. Wit
urban markets getting saturated, most companies
are looking at huge potential in rural markets.
Major corporations have seen great success with
innovative strategies such as smaller packaging
customised development and positioning and a
good distribution network. The rural India success
story is being replicated across a range of seators
the rural markets.

Presently, the rural market accounts for a hefty
share in most market segments — 70 percent of
toilet soaps, 50 percent of TV, fans, bicycles, tea
and wrist watches, washing soap, blades, salthtoot
powder and 38 percent of all two-wheelers
purchased. Rural India consumers hold a major
share in many categories. Rural India buys 46
percent of all soft drinks, 49 percent of motoregcl
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and 59percent of cigarettes and almd1 percent
of rural women use lipgtk. This was found in

survey by MART. Car sales in rural India ha
been on the increase in lasirge years since tt
governmentannounced various schemes suct
farm loan waiver etc., for theural population
According toreport entitled ‘India Retail Repc
2009’ by Images FR Research, India's rural me
offer a sea ofopportunity for the retail sectc
Presently, India is globally the fifthargest life
insurance market inthe emerging insuranc
economies. 78 peent households in rurendia are
having awareness abolife insurance and 2
percent are policy ownersAccording to th
Ministry of Communications andinformation
Technology, India is having more than 826
million mobile phones and 35.55 millidandlines
in April 2011, which is about 70.23 percent. Ou
this about 40 percent are from rueakas, and b
2012, rural users will account for over 60 perc
of the total telecom subscriber basdndia.

India’s Rural Markets: More Promising than
Ever

The rural economy has rapidly transformed in
last decade and is now being kg manufacturing
Indeed, agriculture accounts for only about -
fourth of rural GDP compared to half a decade.

Fig.1- The rural GDP mix is changing
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From above figure, it can be obsernthat about
55percent of manufacturing GDP is rural; nearly
percent of new faories built in the last decat
were in rural areas, and ruralctories account fc
70 per cent of all newmanufacturing job

Industrial development in ruréihdia has increase
household purchasing power and income stab
Rural India accounts for about 50 percent of Ire
GDP and nearly 70 percent ofdia’s population
This enormous opportunity has Ibeelear for &
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decade or more. Howevegnly in recint years
have thesenarkets lived up to their promi

Per capita rural GDP has also experienced st
improvement over the past few years. Since 2
it has grown faster than peapita urban GDP: 6.
percent compound annual growth ra(CAGR)
versus 4.7 percenBetween 2009 and 2012, ru
consumption per person grew at 19 percent
annum, two peentage points higher than urban
counterpartThe following figure showing that Tt
percentage increa in monthly per capil
expenditure in rural markets surpassed its u
counterpartsduring 2009 and 2012, indicatil
increased consumption in rural mark

Fig. 2- Rural consumption growth is outpacing

urban consumption

Source NSSO 201

In incremental terms, spendingrimal India during
these two years as US$69 billion, significantl
higher than the US$55 billion sperby urban
populations.8As incomes rise, rural consumpti
shifts from necessitietdiscretionary goods ar
lifestyle products, inalding mobile phone:
television sets and twarheelers. Nearly 42 perce
of rural householdsvened a television in 20+
2010, up from 26 percent five yealearlier.
Similarly, 14 percent of rural househc had a
two-wheeler in 2002010, twice the penetratic
during 2004-2005.RAbout one in every two rur:
households has a mobile phone today, eve
India’s poorest states sucks Bihar and Oriss:
Rural consumers have been trading and their
consumptionbasket is beginning to mirror that
the urban consumeiThe percentage increase
monthly per capita expenditure in rural mark
surpassed its urban counterpadtging 2009 ant
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2012, indicating increased consumption in r
markets.

The following figure.3 describing that he
economic, demographic and cultural drivers
are shaping India’s rural markeall for innovative
strategies and capabilities. Companies
experimenting with differensales and distributio
models to position themselves ftire long term
But the resultshave been mixed, and compal
face numerous barriers tefficient sales an
distribution.

Fig.3-Emerging Sales & Distribution Model for
Rural India
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Retaining Rural Customers

It is widely acclaimed that India is one of 1
largest consumer market in the world. But

consumer irindia shows wide variation in size a
potential of various consumer market segm
These difference can be seen in terms
geographical difference , urbanrdral consumer
(there style of living consumption pattern etc.)e
and family life cycle , income level, educati
level, linguistic and religion diversity , food hab
festival etc. revolution in communicatic
technology are forcip marketer to look beyor
time tested concept such as brand loyalty and |
marketing . Marketer are trying to determine

underlying need and motive of consumer as we
various factor which influence the formation

these need and satisfaction of thddarketers ar
also trying to understand the “Learning Proce
adopted by buyer and consum®&ural customer
can also be scepticalbout businesses & their
products. Given the strong social fabric in r
areas and the pivotal role it plays in influenc
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purchase decisions, companies must find new \
to promote their products and establish credib

Fig. 4-Process of bosting Customer Retentiol
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To boost retention, companiesust provide
satisfying experiences across thestomr lifecycle
and generate positive word of mouth. Howe
providing reliable and consistent a-sales service
and optimizing the costs of a h-quality
experience remain major obstacles. The v
geographic dispersion ofa small number c
customers drives high salesfrvice costs, ar
many businesses cannot provide a dedicafter-
sales service network.

Today, companies are leveraging data analytic
forecast product demand to assess the attractiy
of a given market. However, rural markehave
limited data on consumer demographics, behav
preferences and perceptions, and these limita
thwart rational sales planning. Moreover, p
connectivity prevents companies from ea
acquiring reatime and reliable sales data. T!
makes it diffialt for them to monitor and meast
key performance indicators including the num
customers lost or gained.

Fig.-5 Mastering sales and distribution in rural

markets
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The above figure suggestinthpat, t¢ succeed in
rural markets, companies must master the a
reaching, acquiring and retaining rural custon
Rural Masters excel at all three elements
building a deep understanding of rural consur
and translating these insights into new approa
across their sales, distribution, marketing
customer service functions. In the sections
follow, we look at how these companies hi
achieved the needed mastery. Our framev
offers insights into how companies can achi
mastery across the fulliral customer lifecycl

Bringing technology to market embodies three
major themes.

1. The first is value creation. For companies tc
successful in sustainable technology innova it
is critical that they punctuate their incrementa
value added inovations with radical orvalue
creating innovations.

2. The second theme is speed. As window
opportunities fornew technologies are shrinkil
product development timeliness are by nece:
shortening, creatg a real dilemma foiproduct
developers how to produce superior hig
technology poduct faster, yet at price ttmarket
will tolerate.

3. The third theme is entrepreneurship. The
that entrereneur employ to recognize aicreate
opportunity , test a business concept in market,
gather resources to execute Husiness conce|

Fig.6-Acquiring rural customers
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The Way Forward
Taking into consideration the changing face

rural India and tb fast growing rural market,
future Indian consumer movement and governr
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mechanisms redl to focus in the rural areln
addition, technology can helmcrease custome
loyalty. By recording and analyzing custor
purchase data, companies can forecast exp
behavior. Such forects can guide ke business
decisions includingural market product portfolic
sales pipelines and identificatioh target segment
to serve. Some RuralMasters also tra
incremental profits, whichhelps them defin
profitable customer strategies. Fleading auto
company, for examplehas integrated its syste
end-to-end to track productevel incremental
profits. The process uses multighgstems to repo
key data pointsuch as call center custor data,
productivity numbersfrom customer relatiothip
management packages, grosmargins and
operating costsfrom the company’senterpriser
source planning system. Thability to track
incrementalprofits at the product level h helped
the company optimiziés business strate¢

Mahatma Gandhi said,A* consumer is the mo
important visitor on our premises. He is t
dependent on us, weren him. He is not a
interruption to our work; he is the purpose ofWfe
are not doing a favour to a consumel giving him
an opportunity. He is doing us a favour giving
us opportunity to serve himKeeping these worc
in mind, there is an urgent need to address
concerns of theural consumers and the only w
forward is to involve the available constitutiol
mechanism of PRI addition, technology ca
help increase customer loyalty. By recording ¢
analyzing customer purchase data, companies
forecast expected behavior. Such forecasts
guide key business decisions including rural ma
product portfolios, sales pipelines and identifima
of target segments to serve.

Conclusion:

The term ‘rural marketing’ used to be umbrella
for the people who dealt with rural people in ¢
way or other. This term got a separate meaning
importance after the economic revaluation in Inc
after 1990.In  today's volatile busines:
environment, India’'s rural markets represent
opportunity no company can afford to ignore. Si
2000, per-capita GrosBomestic Product (GDF
has grown faster in India’s rural areas than ir
urban centres 6.2 percent CAGR versu4.7
percent.lt is widely acclaimed that India is one
the largest consumer market in the world. But
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consumer in India shows wide variation in size and
potential of various consumer market segment.
These difference can be seen in terms of
geographical difference, urban — rural consumer (
there style of living consumption pattern etc.)e ag
and family life cycle , income level, education
level, linguistic and religion diversity , food hab
festival etc. revolution in  communication
technology are forcing marketer to look beyond
time tested concept such as brand loyalty and mass
marketing. market is for sure now looking
attractive for companies wanting to explore new
turf. Hariyali Kisan Bazaars (DCM) and Aadhars
(Pantaloon-Godrej JV) have already set up rural
retail hubs, ChoupalSagars (ITC) has done the
same and so have KisanSansars (Tata ), Reliance
Fresh, and others like the NayaYug Bazaar. We
hope that the present marketers can make use of
these opportunity marketing for the development of
Rural Marketing and Rural India.
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