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Rural Marketing Practices in India:
Emerging Issues

* Kavita A. Trivedi
June, 2012

Abstract

Rural marketing is as old as the civilization. Surplus of agro - products are exchanged in earlier days in
the barter system. The introduction of currency, transport, and communication has increased the scope
of rural market.

Promotion of brands in rural markets requires the special measures. Due to the social and backward
condition the personal selling efforts have a challenging role to play in this regard. The word of mouth is
an important message carrier in rural areas.

The following are the objectives of this research study:-

° To study the emergence of Rural Markets in the context of India.

° To study the present scenario of rural marketing in India.

° To study the challenges faced by rural marketers in India.

° To measure the success of rural marketing campaign of few brands in Terms of consumer
appreciation.

Indian rural market has a vast size and demand base. Rural marketing involves the process of
developing, pricing, promoting, distributing rural specific product and a service leading to exchange
between rural and urban market which satisfies consumer demand and also achieves organizational
objectives. As part of planned economic development, the government is making continuous efforts
towards rural development.

Keywords : Interior India, Rural Prospects,

Introduction

found to form ambiguity in the minds of people who

think rural marketing is all about agricultural marketing.
However, rural marketing determines the carrying out of
business activities bringing in the flow of goods from urban
sectors to the rural regions of the country as well as the
marketing of various products manufactured by the non-
agricultural workers from rural to urban areas. To be precise,
Rural Marketing in India Economy covers two broad sections,
namely:

e  Selling of agricultural items in the urban areas
e  Selling of manufactured products in the rural regions

Some of the important features or characteristics of Rural
Marketing in India Economy are being listed below:

e With the initiation of various rural development
programmes there have been an upsurge of
employment opportunities for the rural poor. One of the
biggest cause behind the steady growth of rural market
is that it is not exploited and also yet to be explored.

e  Therural marketin India is vast and scattered and offers
a plethora of opportunities in comparison to the urban
sector. It covers the maximum population and regions
and thereby, the maximum number of consumers.

e  The social status of the rural regions is precarious as the
income level and literacy is extremely low along with the
range of traditional values and superstitious beliefs that
have always been a major impediment in the

The concept of rural marketing in India is often been

progression of this sector.

e The steps taken by the Government of India to initiate
proper irrigation, infrastructural developments,
prevention of flood, grants for fertilizers, and various
schemes to cut down the poverty line have improved the
condition of the rural masses.

Triumph Of Rural Marketing Campaign
Rajdoot 223

Escorts launched: Rajdoot 223 priced at Rs. 33300 to meet the
needs and expectations of the rural market. It is cheaper than
most motorbikes and is preferred over mopeds and scooters
because of its sturdiness and its weight carrying capability
Moreover rural folks know that it is easy to maintain (spares are
easily available). Today Escorts has about 2000 authorised
service points To tackle the young village . Escorts launched:
'Ace” with 175 cc engine. It is much sleeker and priced just
marginally high at As. 37560. Though not many models are
seen in the urban areas, it has done quits well in the rural
market demanding 15 per cent of the production capacity of
Rajdoot.

Mahindra and Mahindra

Mahindra & Mahindra is busy developing the prototype of what
it calls a 'Rural Transporter'basically a hybrid between a tractor
and a rural transport vehicle. The product at 20-25HP will be
targeted at those who cannot afford a normal tractor and would
also fulfill the need of a family transporter that could take in the
rural roughs but would be much more comfortable and safer
than the conventional tractor-trolley.
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Sampoorna TV

LG Electronics, the Japanese firm has re-jigged the TV to
appeal to local needs. It spent $50,000 (Rs. 21 lakhs) to
develop a set that would have on-screen displays in the
vernacular languages of Hindi, Tamil and Bengali. The logic,
rural consumers unfamiliar with English would still be able to
use the TV without being intimidated.

Hero Cycles

It is modifying its cycles to meet different needs in different
regions. It has. as such, a special orientation towards rural
needs.

Titan Watches

Arecent NCAER study revealed that there is a great potential
for watches in rural areas. In fact, it is considered to be a high
priority item. Impressed by this the company is launching a
pilot project for lowpriced models.

Green Cards

Andhra Bank and Allahabad Bank issued credit cards known
as'Green

Cards' to the farmers. The cards issued by Allahabad banks
are:

Damond Card (for farmers having more than 9 acre land)
Gold Card (for farmers having 7-9 acre land)

Silver Card (for farmers having 5-7 acre land)

One very fine example can be quoted of Escorts where they
focused on deeper penetration. They did not rely on TV or
press advertisements, but rather concentrated on focused
approach depending on geographical and market
parameters like fares, melas, etc. Looking at the 'kuchha’
roads of village, they positioned their bike as tough vehicle.
Their advertisements showedDharmendra riding Escort with
the punch line 'Jandar Sawari, Shandar Sawari'. Thus, they
achieved whopping sales of 95000 vehicles annually.

HLL started 'Operation Bharat' to tap the rural markets. Under
this operation, it passed out low-priced sample packets of its
toothpaste, fairness cream, Clinic plus shampoo, and Ponds
creamto twenty million households. ITC is setting up e-
Choupals, which offers the farmers all the information,
products and services they need to enhance farm
productivity, improve farm-gate price realization and cut
transaction costs. Farmers can access latest local and global
information on weather, scientific farming practices as well as
market prices at the village itself through this web portal allin
Hindi. It also facilitates supply of high quality farm inputs as
well as purchase of commodities at their doorstep. BPCL
introduced Rural Marketing Vehicle (RMV) as their strategy
for rural marketing. It moves from village to village and fills
cylinders on the spot for the rural customers. BPCL
considered low- income of rural population, and therefore
introduced a smaller size cylinder to reduce both the initial
deposit cost as well as the recurring refill cost.

Proliferation of large format Rural Retail Stores, which have
been successful also -

m  DSCLHaryali Stores

s M&MShubh Labh Stores

m  TATA/Rallis Kisan Kendras

Prospects

Selling in rural India followed a pattern, till recently. But with
the entry of new players, and the surge in rural demand, the
structure and dynamics are altering.

(1) Unofficial Channels:

Consider Hero Honda Motors. Its 360 dealers allover the
country has reported the emergence of an unofficial channel
of distribution village mechanics, local real estate agents,
shopkeepers who sell non-durables and so on. These people
are taking motorcycles from the official dealers-usually in
twos and threes

displaying them outside their premises and closing a sale.

The paper work, though, is left to the dealer to complete.Such
instances are facilitating as well as forcing companies to review
their distribution set-ups to ensure that they are presentevenin
the smallest villages.

(2) Public Distribution System (PDS):

The fair price shops run by government can be utilized to sell
consumables and low value durables.

(3)Petrol Bunks:

Petrol bunks have become multi-purpose distribution centers
atsome places. Such a concept can be effectively promoted.
(4)Agricultural Input Dealers:

Fertilizer companies have retail outlets within arange of 5 km to
any village. They offer a scope for marketers.

(5)NGOs:

Non government organizations (NGOs), can reach interiors of
villages.Most NGOs have progrms focusing on sustainable
development through providing avenue forincome generation.
They command substantial influence in the villages covered by
them. Companies may join hands with them to mutual benefit.
With NGOs undertaking distribution, companies realize
benefits accruing from infrastructure and grass roots level
networking. Also organization security would provide a buffer
against delayed retail collections. From the NGOs standpoint,
such association with companies could yield employment
opportunities for local residents.

(6) Barefoot Salesmen:

One useful option is to train sons of-the soil to operate as
barefoot salesmen. The important requirements like fluency in
the local dialect and familiarity with persons and terrain will be
the advantage in hire the persons form villages. A barefoot
salesman, operating on a retailer-cum-commission basis,
could book orders from retailers in villages with in a limited
radius of his village. When orders are aggregated and served
there will be economies in distribution.

(7) Syndicated distribution:

A new alternative approach is syndicated distribution. Under
this approach, marketers of household products could group
together and consider the formation of a syndicated trading
organization, which could jointly distribute collective group of
household products in the rural market and enjoy shared
economies.

(8) Direct-to-Home selling:

Companies are embarking on 'Direct-to-Home selling'(DTH)
even in rural area. It provides one-to-one communication as
well as sales without reliance on retailers.

These days, every major business group that plans to move
into the hinterland would agree. However, the level of
affordability in rural India is low. For consumers to buy
products, you have to first put more money in their pockets.
Create a virtuous circle of raising rural incomes which leads to
increase in consumption. This new business culture we are
talking about is not charity or philanthropy. It is about doing
business with social benefits. It will help us to sustain the
economy and bring in lots of human satisfaction to all of us. You
can't think of success just in financial terms. Getting goodwill
and recognition in the rural market is also not a small asset for
any company, so being researcher; we like to go for secondary
data toresearch for suchissues in India.

Competitive companies like HLL and LG to make a joint effort to
penetrate the market. They can use each other's distribution
channels to leverage their brands. Also considering the poor
awareness levels of the people, competitors like HLL and P&G
should join hands to avoid the product proliferation, which
results in confusing the consumer. Rural consumers have a
very high level of ethos so all the care should be taken not to
hurtthem in any form of advertising.

So the need of the hour is the integration of all the above stated
approaches and constantly reinventing the products and
bringing new innovations. Companies will need to think beyond
the short-term gains and resort to experimentation so as to
develop a dedicated model for these areas.
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