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ABSTRACT

It's a well-known factor that India is one of therdest consumer market in the world. When it cotnemalyzing
Indian Market, it becomes a holistic process. Taeydiversity in this country has always given pless nights to the
marketers. Urban—rural purchaser difference, geabucal difference, food habits, inequality in incetevels, educational
backwardness, regional and religion diversity, eaciltural differences etc. are the major challesngempanies face in the
process of the branding and marketing. Thereforeketer are now trying to study the fundamental semad causes of
consumers as well as numerous factors which infleerthe needs and desires in consumers. It's guitient that Indian
market is no more limited to the urban life aneé Igtyle, rather its expanding beyond the urbantdimnd geographical
radius. The rural market has been emergingincrghsind has taken a shape of a potential and agstrarket. About 70
per cent of India’s population lives in villagesdatiis is the untapped market which is the boortHermarketers of both
national and International levels.According to thizgd annual edition of Accenture Research, “MasterRural Markets:
From Touchpoints to Trustpoints - Winning over kidi Aspiring Rural Consumers,” rural consumers padicularly
aspiring or striving to purchase branded, high ityigiroducts. Various capacity of information thgbumedia and
telecommunication services has played a vital iolaural Indiafor impelling their purchase decissoWith the immense
exposure and important information with regardie hew products and services, new features, laelshology etc. the

rural consumer has become smart enough to takedeigsion of purchasing.
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INTRODUCTION

As India is emerging as a big potential Global Mdyknany National and International brands arentakip smart
strategies to establish themselves well in thealmBazaar. The Brands are aiming at fruitful longnteesults and are
designing their strategies in such a way that tteay remain in the market steadily and strong ag#imsr counterparts.
Few good examples can be McDonalds that was alitaimmburgers and soon it had to realise it wasrabout clean,
affordable fast food and not just the hamburgeirsil&ly Starbucks is not just about coffee and @weas not just about
being a distinctive cookie but Oreo had to go tigfow candid self-exploration. All these internasibbrands had to

understand the niche requirements of the Indiaswmers and alter their offers accordingly, whiadytdid successfully.

Just as these international brands are takingtamative measures,almost all the other big andl srends have
started taking the initiatives to do something wattve and suitable for the rural markets in Indiben it comes to
branding their products or services in rural Indiadian marketers as well as multinationals, liked&j, Colgate-
Palmolive and Hindustan Lever etc. have put thetu$ on rural markets and are already the stroagepd in the BOP

Sector.
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Thus, looking at the wide scope, which rural maskeffer to the marketers, it is clear that the fatis very
favorablefor many leading brands. As a matter of flae brands across country have realized thenpat®f Rural Market
and the fact that their branding strategies cabweosame for urban and rural areas and that the toeguit their offers

according to the rural mindset was the necessitii@hour.

With the increasing support of the Government adidnby designing many benefitting schemes for rural
population, their standard of living has improvetimérably and this has resulted in many importawtas from urban
market to deviate to rural market. The leading opputy sectors are Automobiles, Fast Moving Consur@oods
(FMCG), Retail, Healthcare, Consumer Durables, B®ROI Services, Internet & e-Commerce, Telecommutiaes,

Electronics, Banking sector.

FMCG companies like Coca-cola, Cadbury or elect®miompanies selling low-end refrigerators or aters
can go into a partnership with renewable energydiin such a project. It will be a two way bengifibject where the

FMCG and consumer goods companies can also findnmanket in rural India due to availability of elgcity.

Some Indian Brands which have done a commendablajestablishing well in the rural markets are diistan
Unilever Ltd’s (HUL), Amul, Coca-Cola India Pvt. dit LG Electronics India Pvt. Ltd, Mahindra and Madha Ltd,
Britannia Industries Ltd’s Tiger brand of biscuiGpdrej Consumer Products Ltd, Tata Steel Ltd, IB@nk Ltd etc.
ITC's e - choupal is also one good example of cgmip with a unique strategy. The e-choupalschembéas designed
in such a way that it easily caters to the basiaitbe requirements of the farmers, like the mar&ed of the crops, seeds
and other agro products. The details of the adticall equipment, the most advanced machine etcawaiable for the
farmers for them to be abreast with the latestrteldyy.

But the success to these brands has not come Hasge companies have been successful in desigpéuifis
ideas and strategies to appeal the rural custorRensl customers and the rural market unlike urisavery rigid and
therefore persuading this group becomes a challentee Marketers. How do you sell cooking gasdostimers who are
convinced the gas will seep into the food and wtaty find its way into their stomachs? That is Kied of consumer
mindset marketing professionals often have to ammecin rural areas. Yes this is the biggest chgéeThe mindset of
the rural consumers is a tough nut to crack. Ecano8ocial and cultural diversity, geographicaligatete markets, poor

infrastructure and unreachability to conventionaldil pose other challenges.
Few other difficulties are:

» Technological Backwardness

* Inadequate means of Media and Communication

* Too much diversity in terms of Languages and caltur

» Low literacy rate and educational initiatives

e Unpredictable buying behavior

So keeping in mind that there are these barriedsadso the fact that the rural customers are muekned towards
utility, convenience and value for money, Marketars slowly able to establish an understanding tti should avoid

reproducing the urban strategy of selling to coreusrin rural areas. A good example here would bihtia and

| Index Copernicus Value: 3.0 - Articles can be serib editor@impactjournals.us |




‘ Discovery of the Indian Rural Market: A Boon to the Marketers 13 |

Mahindra’s fuel-efficient tractor.Keeping the utflifactor in mind, the farm equipment division ofikindra and Mahindra
Ltd (M&M) has launched a fuel-efficient tractor, &n, complete with a trolley that helps both innfi;mg and
transportation.

Figure 1

As a different and special strategy for rural folk®ca-Cola India Pvt. Ltd launched 200ml bottlesqul at Rs5
for price-sensitive rural markets. They also workad their creative aspects and came with an irfegedagline
‘thandamatlabcocacoldo attract the rural crowd. As a result, the therhthe campaign was also adopted in Coca-Cola's
advertising strategy for markets like rural Chinghailand and Vietnam.LG introduced low-priced tédéoan sets
Sampoorna and CinePlus for rural markets.

HUL went a step ahead and designed an exclusivensettalled the Shakti Scheme. Shakti started with 1
women in the year 2000 and it is successful toapmver 100,000 villages and over three million dehwlds every
month. Project Shakti is a rural distribution iaitve under which HUL selects Shaktiammas and $hakis to go to

different villages and sell the HUL products andeate income under this commission-based model.

&

Project Sh Kti

Changing lives in rural India

W Shaky )

Figure 2
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The best Part is that this potential of theBOPdsmore limited to FMCG sectors. Many Industries taing
keen interest in this new market and the Bankimfosés one amongst the lot. The Banking groupuraterstood that the
customers at rural India are having a strong bupimger, and all they need is the little awaren@ésh this understanding
these banks have now come up with various strat@giappeal this market. The branding strategiesiasigned keeping

in mind the special needs of rural market and héme®ffers are strategically molded.

There are special Banking officers trained and eged so that they can establish clear communicatitinthe
rural people. HDFC Bank has taken an initiativéhis kind. The grameen officers under this scherakera total 40 visits
a month to interact with the rural customers. Theganies find an opinion leader, who is most likelgarpanch or a
youth leader, whom they communicate and estabhishtitust with. These leaders play a key role invawing the

community to give their acceptance for various upit projects planned by these companies.

Even in the International page Indian rural math&$ grabbed the attention. China-based mobile phualer
OPPO is looking to tap India's rural market withtdget smartphones. The company is also trying tm fits strategy with

the government's 'Make in India’ initiative andioigking forward to participate in this scheme.

The company is planning to come up with low-rangd anid-segment smartphones which fits the budgdt an
delivers the best-in-class experience.OPPO phomesaleeady selling in more than 20 major citieotlyh multi-brand
retailers in India. It also sells via online magdates such as Amazon and Flipkart.The companybas successful in

selling around 400,000 devices in India and itgears to sell 1.5 million units by the end of y@ar5.

The leading opportunity sectors and growth indicatre Automobiles, Fast Moving Consumer Goods (EBY1C
Retail, Healthcare, Consumer Durables, BPO & ITviges, Internet & e-Commerce, TelecommunicatiorS.Oimited
has also pitched in to a scheme for rural folkprtovide computers and Internet facilities in ruaa¢as across several
agricultural sections of the country. This inteiegtscheme e- choupal is the technically advancegegt where in the
company has trained some framers who are calle@dhehalaks. These Sanchalakshelp the other fatmelisectly get
online information on agricultural market pricesyast farming practices, place orders for agricaltimputs like seeds and
fertilizers, agricultural equipmentsetc. throughceeupal online facility. This project has emergeda very successful

project.
Some of the Major Upcoming Ventures in Rural Indiaare:

Bharti Airtel is applying for a payments bank licennvolving Kotak Mahindra Bank as a prospectiwsestor in
the project. This scheme will offer limited buttaral services such as money transfers, loans apddit collection. With

banks experience and telecom companies’ netwaskwill make an ideal tie.

Tata Motors, plans to meticulouslydevelop its nekwd he company is targeting to triple its netwadok1,500
over the next three years from 460 now. This wélthe biggest such expansion by a passenger vehaker in the

country so far.

Hyderabad-based infrastructure company IVRCL Ltd danounced the irrigation division that has gobeder
from the Karnataka government for the Tubachi-Bestalar life irrigation scheme which aims to providater from
river Krishna to the drought-prone areas of thedekias in the state. The project is expected igaite around 80,000 acres
and is worth Rs 1,022.58 crore (US$ 165.43 million)
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The United Economic Forum (UEF), an organisatiat thorks to improve socio-economic status of thearity
community in India, has signed a Memorandum of Ust@eding (MoU) with Indian Overseas Bank (IOB) fimrancing

entrepreneurs from backward communities to setugnkesses in Tamil Nadu.
Government Edges

The government plans to spend Rs 75,600 crore (12343 billion) to supply electricity through separéeeders
for rural and agricultural domestic consumptiom-iaitiative aimed at providing round-the-clock pamto villages. The
Government of India seeks to promote innovationtaetinology development in rural and tribal arefathe country. The
programme, NavKalpanaKosh aims to improve rurabsrat all levels - governance, agriculture and drygi among

others.

Banks are working on establishing 'Rural ATMs' whigill dispense currency notes of smaller denonimat
With the increasing demand for skilled labour, thdian government plans to train 500 million peopie2022, and is
looking out for corporate players and entreprendardelp in this venture. Corporate, government] aducational

organisations are joining in the effort to traidueate and produce skilled workers.

Both private and public sectors have really gonteaohig way to explore the potential of the rurarket and in
return have given numerous facilities and amenttiethe rural folks. Be it Banking, IT, FMCG, Autafile or any other
sector, each new venture is clearly designed suitirspecific requirements of the rural India. Theing capacity of our
rural customers also has come a long way and ls&githat the rural customers are very prospeeétivka strong group

of buyers.
CONCLUSIONS

As the concept given by former president Dr. A.RABdul Kalam ‘Provision of Urban Amenities to Rural
Areas (PURA)’ is in the pipeline for rural developnt in India, the rural development seems to beeard come true.
This project focuses on the energy self-suffictahikas.Realizing the fact that unless the bagititias are provided the
rural development will remain a dream, PURA (Primrisof Urban Amenities to Rural Areas) project nexnends that
Just as urban infrastructure and services are gmpaortance these similar provision must be madwiial areas to create
economic opportunities for the rural populationtive vicinities and not outside of cities. Provisioh good roads,
electricity, and useful communication network, @ssional and technical institutions will have to dmne so that the

population in rural areas become self-reliant anatpendent.

The Indian central government has been running Pil4RA programs in several states since 2004. Hemweith
this project and many more similar initiatives anéestone can be achieved but the challenge is vigrgnd there is need
for many more such projects in near future. Primeister MrNarendraModi launched the Pradhan Magdaih
DhanYojana, the National Mission for Financial ingibn. This Project also promises a lot of finahagjaliftment of the

rural folks by providing them employment and edigrabpportunities.
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