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RURAL MARKETING
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THe rmce marketers are
drawn to the rural destination
with thelr innovative stratenles of
sales and marketing”
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ural India-has not been expaosed to the far flung world, The
traditions. as, culture, religious mindset, craflsmanship el is
carlshed as well a5 cherished in the deep villisges in ncia.
The spect,meular aricubural enviconmend in the allages, the entire
production process of grains, and the polluon less susownding:
leads the urhanites o unwind their slress and Tatigue. Agriculiure
products [ike farm gate fresh miarket, proceasad feods, arganic faods,
athnic eulbure lures some loreigners also 1o nural destinations quite
aften. It is sad that the Toorism Devebapmend Ministry has o Heought
al developing and salling village: bourism =0 far.

Az per the Mational Coundl for Applied Economic Fessarch
[NCAER] study, there area as mamy ‘middde ineame and abave’
heusehalds in the rural as there are in e urban areas,

The FMCG markeders ane deavwm to the mwral destination with
their innowative strategies of sales and marketing, One Tact negard-
ing the mral Indiang is hat they lve e moment 1o moment. They
cannot ke decisions bayord a week ot mare s due 1o thelr limita-
fion to reasoning = they live very happlly In the presant. This hap-
pens because they fight uncertainties so citen. The uncertalnties of
{ha whether, uncedainties of crop vield make the mural ctizens un-
enthusiastic abouf new openings and opporiunitics,

However, because al the TV and the booming madia. even the
eronomically lowser dass ol the Indian populatlon craves for a
lifezstuls: [ the well-do-de people they ee on the TV Rural crowd
is o exeeplion o this, Adverdising in regional languages on the
telpvigion, using humor and appaaling jingles works o great deal
b Tlu. recall value of products which are continucushy adver-
tisadd is oreal as & recent study shows that disposable income is
bedter than befere and rural consumers are liberally spending it
Fast fand and drinks hive acquired a greater “cool”™ image for tharm.
The study alse shows that cuver the vears, the expenditure on non-
{ood ilems bas growm faster that the axpanditure on food items.
The rural Inddia is witnessing a great change in the lifestvles and
huving patlegns of consumers. Convenience foods like instant oof-
foer arel nocdles are now very popular

The wpdeal buving pattems of the moral populaton are such
that they love o buy micro-units of consumable goods which can
Fulfill thakr temporamy sequiremants. Basic reason {or these micro-
units ol consunption i to use them lor a dag or o1 af mest a week,
Their consamplion budgel Is just-about a week or less. That iz
bacisuse their earnings fall wnder in similar periods, Tepicalhy in
rural selfing, the work combract pericd is about a week or less. In
faed, it iz day-contracts which rule the scena.

It b thely chaice 1o sarm weekly and nod manthly, Yes, if is thair
prefevence, It (s 5o due fo their logical capability to think & veny
limitad. Just like binds, they can de sdditions wp fo 10 bevond
which it is difficult for them to count. To understand things for &
vear period, vou need to foresee a lot of things, and plan accord-
inaly. This requises arithmetic skill-set, 5o it s shillset deficiency
thal makes an lssue with fham.

A typical scena In any rural household or adjacent retail sores
shiows vou what kind of things they have, Tocth powder in sachet,
cotcnul oll In sachet, fair & lovely in sazhet, only single soap bar,
simall biscuits packet, and tiny face powder packs, ele. This they do
aven if they might be using mulfiple scaps in & month, The lale-
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phone usage with a 1 R coin box. maobile phone uskss in
small top-ups {10/ o s0), chota pepst, eic. The ming of
frugal packaging works great in the roal destinations. Min-
iaturization dictates thelr lives,

Most Indian FMCG majors koow this well. That is why
FMCC companies such as Hindustan Unikwer; Procior &
Gamble, Colgate, Godrej and Marleos are gearing up for
bigoer adverfisement and sales promalion campaigns aimad
at the umal buger. These companies and many others high-
pitch tural marketing exercise enuages repositioning of
brands. repackaging products and re-pricing them, all with
an eye on the il wallels. These companies have been
werking all the time on axtending their parallel yural sales
amd disdribution networks.

There are more troubles than suscessas in mnal mar-
keting. A =ound distritution network, undesstanding of the
rural pevche = understanding thaiy muths, the rural
consumer's price-sensitivity is something the companies
need o recognize.  Success in mural markating cxlls for &
sound petworls and a thorough understanding of the msal
pewche, Rural consumer’s price-sonsilivily is something the
FMCG players need 1o understand and strategizs their mat-
hatine® mowvess accomdinahy

Rural income-keaels are largely determined by the wa-
garies of monsoon and thus tural demand s bel & skeady
horze o rlde on, The suicide rates of the farmers are a
glaring fact which nobedy can brush off. The vickous cirebs
al the barvevings of the farmers and their inabililies fo pay
off their cradils s showcased inoso many mavies sl TY
channels thase s,

Rural marketing invelves delivering manafactured or
processed inputs or services to vural producers or conssm-
€18 50 ad bo soak up the huge size of the untapged rural
markat. I loday’s crammed and tricky markets, boeth local
and global, all FMCG as well as other companias search for
new cpporunities, consumers and morkets. The 300 mil-
licm potential consumess in mral Indis present bath an ap-
portunity and a dilemma. as this market has been charac-
terized by lopsided growth and infrastructural probdems,
Thus companies which tre fe establish their prazence in the
rural markets have fo understand both the minds and di-
varsitg of culiures in Uhese marsets, There 18 no sécond
thought. that the rural malet has o aoeat ofering for the
pushy companias. & sweeping change in atitedes of mar-
haters towards the vibrant and up-and-coming rual mar-
kets i expacted in the coming vears so that they vividly
understand the boftom of the pyramid modal of
Me.C.E Prahalad and start capitalizing on it. Companles
adopt variety of marketing and salis strabegies, some them
hiing divect selling through eompany delivens vans, syndi.
coted distibution bebveen non-competitive markalers, sot.
fino up of femporarn alls in rural melashants ave few suc-
cesstul examples,

Usze of stockiest and thair slaff for effedtive diract sales
fu rural consumers hive also been foand to be suecessiul
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by companies like Hindustan Unilever ( [TC ¢ Calgate
Godrel. Fusal markeisimandis are emerming as the target
senters for direct sakes. BPCL introduced speroially designed
Rural Marketing Vehicle, which moved fom villames ta vl
leges 1o Bl cylinders on sped.

Anather innovative distribution model that merits man-
tlon is the HULs Shaki predect, which connects Seli-Help
Grougps {SHGs) with business apportunities, Hindustan La-
ver promsdes and wses the SHGs network present in the
villizmes for increasing its sales in the vural aneas, The SFIGE
are offered chance lo berome company’s local small scale
disributor in the nual aress, The groups, wpically of 15 to
20 people, buy a small siock of items such as suap, defer-
gent o shampao and then sell direcily 10 consumers in
their bornis, The meodel 15 8 winawin for the compang and
thee village SHGs

Lower prices/smaller packaging has been the most
comimaon strafegies odopted by FMOG companies 1o pon-
afeata rural markets, HOCs Inilisted “Operation Bharat’
e Lags rurial market by rodling out low priced sampla pack-
etz ol il inathpaste. falynéss croam, shampon, Sream and
ather products is copled by almaost all other campanics.
Slnilarly [P companies have infroduced small sised eyl
inders ensuring that price remains in the aflordable ramge
for its rural eonsumers, When develaping products in angs
catenory, markelers must identify the tpical sural specilic
needs. Urban praducts cannat be dumped into rural mar-
lets withoul madifications. The wral aondience recejves
tailor-mada products as the consurmers feel empowered
and tend o identify with the offering, For instance, sham-
pios ar soaps with distinctive, sivong rose of fasming per-
fumes oo wery well with the rural women in South India
The uiban women do nof identily s strongly with thess
periumes.

Rural Markcling s an evnlving concepd, and as a parl
of any economy hes untapped potential, marketers haga
realizad the opFpoflunity recently. Finally, & silent ravelu-
tion hos already begun; a seambess incorporation of meral
and urban matkels is on the mova. The chifdren of the el
Indians are elting educated, many NGOs are putting in
efforts to strengthen the rural econsmy, mofivate thaim io
become entrepreneurs. many Government bodies, fiesls,
chiaritabile Inshilebicns are adopting villages and bullding
infrastructures for e,

Till then, the overall markeding mis kamewodk foar fural
markets must theredore focus around plugging up the sag-
ments with the right produd. vsing value for mones pric-
i, selecting fhe maos! appropriate channel of distribution,
huilding long term relationships with the customers and
finalky, using the power of emoticnal brands,

— Dr. Vidya Hattangadi

1D, Haitangadi is professor of marketing
management cum director of Anjuman-l. Islam’s
Allana Institute of Management Studies, Mumbai.)



