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IndianRuralMarket: TheUnfulfilledDreamsofIndianMarketers,Governmentof
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ABSTRACT

Rural marketing has been gaining importance in India since 1970s. A large number
ofcompaniesareinvolved inthemarketingofvariousproductsintherural
areasofIndiafromagriculture output, input and consumer goods. The objective of this study
is to develop anunderstanding of Indian rural market and its socio-economic fabric and
psyche of ruralconsumers and apply this practical knowledge for developing rural market,
as we knew thatrural marketing is developmental marketing. Indian marketers after saturation
in urban marketwanted to shift to untapped rural market of India and they have been
consistently trying topenetrate in rural market and create a viable business by adopting
different types of distributionand rural organized retailing by opening rural Malls like
choupal sagar by ITC, Aadhaar byGodrej and project Shakti by HUL but they have not
succeeded yet due to various
reasons.Governmentoflndiahasbeenalsotryingtodevelopruralmarketbyitsvariousprogramme
sandschemesforemployment,self-employmentandhousingandhealth,connectivity,subsidized
agriculture input and foods to improve the income and living of Indian rural
peoplebutstillnotsucceededduetorapidriseinpopulation,divisionofland, migrationofeducateda
nd labour and drain of wealth for education, health and housing in urban area and also
farmersarenotgettingproperpricesoftheirproductslastbutnottheleasttheIndianruralcustomersw
ho also dreamed for better products and services to make their lives easy and comfortable

butduetolowanduncertainincometheirdreamsarenotyetfulfilled.

Keywords:RuralMarket,India,Government,RuralCustomers,Dreams,Challenges

INTRODUCTION

Ruralmarketinghasbeengainingimportanceinlndiasince 1970s. AlargenumberofIndiancompa
niesareinvolved inthemarketingofvariousproductsintherural areasoflndiafromagriculture
output, input and consumer goods. The objective of this study is to develop
anunderstanding of Indian rural market and its socio-economic fabric and psyche of

ruralconsumersandapply thispractical knowledgefor developingrural market,asweknew that
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rural marketing is developmental marketing. Indian marketers after saturation in urban
marketwantedtoshifttountappedruralmarketandtheyhavebeenconsistentlytryingtopenetrateinr
ural market and create a viable business but they have not succeeded yet due to
varioushindrances. Government of India has been also trying to develop rural market by its
variousprogrammesandschemestoimprovethelivingofruralpeoplebutstillnotsucceededandlast
butnottheleastthelndianruralcustomerswhoalsodreamedforbetterproductsandservicesto make
their lives easy and comfortable but due to low and uncertain income their dreams

arenotyetfulfilled.

Rural Marketing: Rural marketing is now considering a two-way marketing process from
ruralto urban and vice versa. There are inflow of products and services into rural markets
forproduction or consumption from urban market and there is also flow of products to urban
areasfrom rural areas. The urban to rural flow consists of agricultural inputs, fast-moving
consumergoods (FMCG) such as soaps, detergents, cosmetics, textiles, and so on. The rural
to urbanflow consists of agricultural produce such as rice, wheat, sugar, and cotton, fruits

andvegetables. Thereisalsoamovementofruralproductswithinruralareasforconsumption.
REVIEWOFLITERATURE

The term “rural” suggests many things to many people, such as agricultural
landscapes,isolation,smalltowns,andlowpopulationdensity(L.GaryHart,EricH.LarsonandDe
nise

M.Lishner,).“Ruralrefersgenerallytoareasofopencountryandsmallsettlements,butthedefiniti
on of “rural areas” in both policy-oriented and scholarly literature are terms often takenfor
granted or left undefined, in a process of definition that is often fraught with

difficulties(IFAD,2010).

Whatdowemeanbyrural?Theterm ‘rural’hasvariousmeaningsandconnotations.Pandey(1996)
lists at least four different conceptualizations of rural; first, rural conceptualized in
termsofurban-
ruraldichotomy:second,conceptualizationofruralfromthecensusvariables;third,conceptualiza
tion of rural in terms of a particular land use, rural as a system of socialrelationships of
agrarian production; and fourth, rural as a social construction and a state

ofmind,ruralpeoplethinktheyareruralandthatiswhytheyarerural.

Ultimately,indevelopingcountriesaswellasdevelopedcountries,theruralisdefinedastheinverse

ortheresidualoftheurban(LernerandEakin,2010).Humansettlementsinfactexistalongacontinu

99¢¢

umfrom‘“rural”’to““urban,”with“largevillages,”‘smalltowns,’and*“smallurbancenters”’notclear

lyfittingintooneortheother. Thevariationsindefinitionsfrom
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countrytocountrycanbestbedescribedthroughseveralexamples(frombothdevelopedanddevelo
ping countries of different sizes). Researchers have increasingly recognized that
thesimpledichotomybetween ‘rural”’and“urban”isextremelyproblematic(Simonetal.,2006,

p. 4). India Urban area Population of 5000 or more; or where at least 75% of the male
workingpopulationisnon-agricultural;orhavingadensityofpopulationofatleast400peoplekm—

2 Itisimpliedthatallnon-urbanareasarerural(GovernmentofIndia(2012).

Rural Areaisageographicalunitofhumansettlementtocovermaximumlandforperformingecono

mic activity based on agriculture and its related activities by using Human and
animalenergy in an easily managed area. The purpose of rural area was to utilize scattered
land ineconomical way for survival of human civilization. It is consist of a population of
less thanhundred to five thousands, depends on fertility of land and geographical terrain. Thus

rural areacreatedeconomicviabilityoflandandbroughtsubsistencelivingforruralfolks.

National Commission on Agriculture of India (XII Report) has defined rural marketing as
aprocess which starts with a decision to produce a saleable farm commodity and involves all
theaspects of market structure or system, functional and institutional, based on technical
andeconomicconsiderations,andincludespre-andpost-

harvestoperations,assembling,grading,storage, transportation and distribution (as in Kashyap
and Raut 2006). This definition of ruralmarketing explains marketing of agriculture produces.
Dogra and Ghuman (2008) have

definedruralmarketingasplanningandimplementationofmarketingfunctionfortheruralareas.

Jha (1988) has proposed a domain of rural marketing, which has found wider acceptance in
thecurrentliterature.Hevisualizedthedomainofruralmarketingastheflowofgoodsbetweenrural
andurbanareasanddividedintofourgroups.One,two,andthreebroadlyrepresentthedomainofrur
almarketing—

theflowofgoodsfromruraltorural,ruraltourban,andurbantoruralareas. Thestudyoftheflowofgo
odsbetween ruralareascanbeconsideredintra-ruralmarketing — the marketing of rural
produce to rural consumers. This has been a
largelyneglectedresearcharea. Theflowofgoodsfromurbantoruralhasreceivedwideracademica
ndbusinessattention,anditisfrequentlyequatedwithruralmarketing(e.g.,NabiandRaut1995;
Singh 1992). Marketing of FMCG and consumer durables in rural areas is only one
smallcomponent of rural marketing. The study of flow of goods from rural to urban

incorporatesmarketingoffarmandnon-farmproduceinurban areas.

Gopalaswamy(1997)borrowedfromJha’s(1988) conceptualizationand
definedruralmarketingasatwo-

Waymarketingprocessconcemedwiththeﬂoprﬁ)ggqq(&agdservicesfrom
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urban to rural, rural to urban, and rural to rural areas. Kotler (2007) definition is much
evolvedthan the previous definitions of rural marketing. They defined rural marketing as any
marketingactivityinwhichonedominantparticipantisfromtheruralarea. However,itdoesnotclari
fywhat constitutes a dominant participant and who all can be considered as participants
inmarketing activities. For example, should we consider the rural poor as participants in
ruralmarketing activity just because multinationals are targeting them for selling their
beautyproducts? The definition also fails to provide a precise criterion that can help
identify

anddemarcateruralmarketingactivitiesfromothermarketingactivitiestakingplaceinruralareas.

Ruralmarketingisaprocessofdeveloping,pricing,promoting,anddistributingruralspecificgoods
and services leading to desired exchange with customers to satisfy their needs and
wants,andalsotoachieveorganizationalobjectives.(Dr.GeetaYadav).“RuralMarketingisdefined
asafunctionthatmanagesallactivitiesinvolvedinassessing,stimulatingandconvertingthepurcha
sing power of rural consumers into an effective demand for specificproducts &
servicesandmovingtheseproducts&servicestothepeopleinruralareastocreatesatisfactionandab

etterstandardoflivingandtherebyachievingorganizationalgoals”(Iyer,2010).

Drucker (1958) argued that marketing activities led to economic integration and full
utilizationof productive capacities of nations by lifting the entrepreneurial spirit of people.
Similarly, Raoand Tagat (1985) also defined rural marketing as a process of delivering
better standard ofliving and quality of life to rural people. Rural areas in developing
countries, such as India,have extremely low standard of living. Rural marketing, through its

developmental impact, hasthepotentialtodeliverabetterstandardoflivinginruralareas.

The rural market functions in highly complex environment, it is important for the marketers
toformulate tailored strategies for rural areas. The formulation of strategies depends upon
productcategory,targetedsegment,accessibilitytotheareaetc.Itisdifficulttounderstandtheminds
et of rural people and to develop products according to their needs. Nevertheless there
aremanycompanieswhichenteredandcapturedthefarflungruralmarketsandnowhavetrailofsucc
esssagasbehindthem.Theyhavesetexamplesbeforetheircompetitorsthatwithproperunderstandi
ng of the market and implementing innovative marketing ideas, it is possible to

traptheruralmarkets(Ms.HimaniJoshi,Dr.R.K.Srivastava(2011)).

Animprovedmarketingmixisthecallofhour,withstrategiesframedbydeeplyconsideringthedyn
amicruralbuyingbehaviour.Indianruralmarketisanopenchallengetothemarketerswithitsmultic

ulturalandmulti-lingual. Somemettlesolutionstothesechallengesarefound
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bystudyingsomesuccessfulruralmarketingstrategiesofmoderntimesanddescribingruralsalespr
omotionmix.(SumitMishra,VinayKumar(2012)).MaryRazaandProf.NizamuddinKhan(2020)
explorestheevolvingpatternsinlndianruralmarketingandmarkets, takingintoaccount ~ factors
such as consumer behaviour, product availability, public and private
sectorparticipation,technicalandinfrastructuraldevelopment,andeconomicgrowth,amongothers. It
reviews how rural markets have switched from a purely agricultural market to an

ICTprocessedlargemarketwithdiversifiedamountofgoodsandservices.

GeetaYadav(2018)foundthatDuetogreenrevolutioninlndia,theruralareasareconsuminga large
quantity of industrial and manufactured products due to increase in disposable income,increase
in literacy level and large scope for penetration. In this way rural market
offersopportunitiesoflargeuntappedmarket. AditiNaidu(2016)foundthatsustainablemarketing
istheneedofthourforIndianruralmarketingnot ~ onlyby  provideproductsthataddvaluetothe
customers but also to alleviate the living standards of the Indian rural customers in the longrun
and profitably serve the rural consumer through building relationships and loyal

customersbuiltontheprincipleofsustainabledevelopmentofrurallndia.

Rajan Girdhar (2011) studies some of the retailers who have already entered Indian
ruralmarketwithruralsupermarketformatslikeFuturegroupandGodrej’sjointventure Aadhar,IT
C’s Choupal Saagar, DCM’s Hariyali Kisaan Bazaar, Triveni Khushali Bazaar and
Mahindra&Mahindra’sShubhlabhandsuggestedthatretailersadoptacomprehensivemodelwith
keyelements and variables to succeed in Indian rural market to en cash opportunities and

facechallengesbeforeenteringruralmarkets.

Venugopal Pingali (2012) studied consumer behaviour of Indian rural customers and
foundtheir orientation towards purchasing from nearby big towns and found its implications on
ruraldistribution channel which further decreases viability of rural distribution and retailing.
BhagyaSriChinakula(2020)discussedcausesofthebackwardnessofthelndianruralareasandalso
suggestedmeasurestakenbythegovernmentoflndiatoimprovethelivingconditionsofthepeoplea

ndtheimportanceofdevelopingtheruralsystemfortheoveralldevelopmentofthecountry.

Vijay Kumar Sarabu (2018) described variousfacets of Indian rural development
andsuggested various ideas for rural development and measures taken by government of
India.Majorityoflndianruralentrepreneursisfacingsomanyproblemsduetonon-

availabilityofprimaryfacilitieslikelackofeducation,financialproblems,insufficienttechnicalan

d
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conceptual ability in rural areas and it is too difficult for the rural entreprencurs to

stabilizeindustriesintheruralareas.(Y.M.Gosavi,Prof. VishalBalkruhsnaSamudre)
OBJECTIVESOFTHESTUDY
1. Tounderstandthelndianruralmarket.

2. ToassessthevariousdevelopmentalactivitiestakenbythegovernmentofIndiaandtheirimpact

onlndianruralcustomers.

3. Toassessthesuccessvariousmarketingstrategiesadoptedbylndiancompaniesandtheirimpact

onruralmarket.
RATIONALEOFTHESTUDY

RuralMarketingplaysavitalroleintheoveralleconomicdevelopmentofthelndiabecausetwo-
thirds of India still lives in rural area. The rural marketing is consider as
developmentalmarketingandprovidesvariousinputsforagricultureoutputandtheseoutputissold
inurbanareawhichbringsincometolndianruralcustomers.Indianruralcustomersspendthisincom
eon their various needs and facilitate growth rural market. The development of Indian rural
areaand rural market is most difficult task for government of India and Indian corporates
due
tolargeandscatteredareaandbotharetryingcontinuouslybyvariousstrategiesandprogramsbut
still results are not so good. This study is trying focus on some fundamental reasons for
thepartial success of efforts of government of India, corporates and rural customers so that

aholisticapproachofruralmarketingcanbepreparedforlongtimesuccess.
OPPORTUNITIESOFINDIANRURALMARKET

Almost 65% of India’s population living in rural areas contribute to a great chunk of the
Indianeconomy. In rural areas, a large number of populations are dependent on agriculture and
alliedactivity for their income. The rural population is comprised of big framers, traders,
governmentemployees, cottage manufacturer and landless labour. Rural India is getting a
noticeablegrowth. The rural Indians are no more a negligible part for the big companies and
MNCs.

Thereareseveralreasonsforit,likeincreaseinincome,risingofagricultureopportunities,technolo
gydevelopmentbroughtelectricity,allwhetherroadforpromotingproductTelevisionandnowint
ernetandsocialmediaandgovernmentsupportetc.customersofruralareaalsowantedtobuybrand

edproducts.

TheconsumptionpatternsofIndianruralpopulationarecertainlychanginganditiswitnessingashiftof

MNCcompaniestorurallndia.Ruralspendingis40%ofIndiaconsumerspending
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for2021was$1,891.90Bofwhich40%.60%ofincomecomesfromagricultureinruralareaand
47% population depends on agriculture. 56% of wages, 64% of consumption, 33%
ofreserve funds.53% of FMCG sale in India of $110 Billion comes from rural area but growth
ofruralareaishigherthanurbanareain2020and59%durablesaresoldinruralareaof$48.37billion.
There are still large numbers of households and customers are either still not
usingnecessaryproductsorusingunbrandedorlocalproducts.Presentlyruralcustomersfulfiltheir
needs from four sources, first self-produced products like grain, milk, poultry and fish
etc.,second village producers like Iron smith, gold smith Cobbler, weaver and tailors etc, third
localmanufacturers and unbranded/local brands like edible oil, soap and detergent and other
FMCGproducts and forth from National and MNCs product like FMCG, Durables, clothes
andgarments, automobiles and mobile and banking services etc. Therefore all big Indian
andMNCs are wanted to tap these leftover needs of rural customers which are fulfilled by
threefirst sources in rural areas. The first two sources are contributing to local economy by
providingemployment and retaining income in local area while latter two sources are

providingemploymenttolocalsellersbutdrainingresourcesfromruraltourbanareas.
CHALLENGESOFINDIANRURALMARKET

The Unique characteristics of Indian rural markets and rural consumers pose various
challengestomarketersinreachingthemeffectivelyandefficiently. ThemainchallengesofIndianr

uralmarketingarediscussed below:

TransportationProblems-
Transportationisessentialformovementofproductsfromurbanproduction centres to remote
villages. In rural India transportation facilities are quite
poor.Nearly80percentagesofvillagesinthecountryarenotconnectedbywell-
constructedroadsorallwhetherroads.ManypartsofIindiahavekachcharoads.Thusduetopoortran

sportationfacilitiesitisnotpossibleforamarketertoaccesstheruralmarket.

WarehousingProblems--

storageofgoodsisnecessarybecausethereisatimegapbetweenproduction and consumption of
goods. Agricultural commodities are produced at
particularseasonbuttheyareconsumedovertheyear,sothereisneedtostorethem.Butinruralareas,
thereisgreatlackofpublicaswellasprivatestorage/warehousing. Marketershaveproblemsofstor

ageoftheirgoods inruralareas.

UnderdevelopedPeopleandMarkets-Ruralsocietyinlndiaisnotable
todevelopduetovariouseconomicandsocialreasons. Withthehelpofmoderntechnologywehavebeen

trying
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to develop the people and markets in rural areas, but the technology has not made very

bigimpactinruralareasdue tohighercost.

InadequateMediaCoverage-

ReachofMediainruralareasisverypoorandpeoplearealsoilliterate. This makes difficult for the
marketers to promote their products in rural areas andthus the awareness of the product is
very low. Due to non-availability of power as well astelevision sets, mobile and internet,

majority of rural population cannot get the benefits of thesemedia.

ManyLanguages-

InIndiamanylanguagesanddialectsarespokenbypeopleandevery100to200kmswefindanewlan
guage/dialect. Thenumberoflanguagesvaryfromstatetostate,region to region and district to
district, etc. Thus Language becomes barrier in

effectivecommunicationinthemarketingefforts.

Low Level of Literacy- The literacy rate is very low in rural areas as compared to urban
areas.This creates problems for rural people in communication and getting good jobs. Marketers

facecommunicationproblemduetothelackofliteracyrate.

Seasonal Demand-Seasonal demand of the product is main problem of rural
market.Agriculture output plays most important role in the demand of
products/commodities in therural market because it is the main source of income of the rural
people. But agriculture outputin India depends on monsoon so buying capacity of rural
consumers depends on good monsoon.Demands come after the harvesting of Kharif and

Ruby crops in November-December andMarch-April.

Traditionaloutlook-Thelndianruralconsumersvalueoldcustomsandtraditions. Theydonot
prefer changes. Gradually, the rural population is changing its demand pattern, and there

isdemandforbrandedproductsinvillages.

Marketingmix-

Theurbanproductscannotbedumpedonruralpopulation;separatesetsofproducts are designed
for rural consumers to suit the rural demands. The marketing mixelements are to be adjusted
according to the requirements of  the rural consumers. In India

Ruralcustomersprefersimpleandeconomicproducts.

Local unbranded products- There are large numbers of local and unbranded products sold
inrural areas. These products are cheaper than branded products because they are poor
qualityandalsonotaxisleviedonthem. Thusitisdifficultforbrandedcompaniestocompetewiththe

seunbrandedproductsinruralareas.
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Social-economicfabric-
InIndiasocietyisdividedonthebasisofcastesandoccupationsofpeoplearebasedoncaste. Largenu
mberoflowcastepeopleoccupiedlowandmanualworkslikelabourerinagricultureandalliedactiv

itiesandtheirincomeislow.

Populationislargebutconsumptionislow-Thereisaround60%populationofIndialivedin rural
India but consumption of products is less except few basic products (Sugar, tea,

edibleoil,soaps,detergentsandclothesandfootwear).
FLOWOFMONEYFROMRURALTOURBANAREA

1. Earlieritwasconsideredthatruralfolksgoestourbanareasforearningmoneyandsendsittothei
rhomeinruralarea. Butnowaday’sIndianruralpeoplesendstheirchildrentourban areas for
education which require much money for education and particularly
higherandprofessionaleducation.

2. Most of these educated lots employed in urban areas and never return back and they
requiretopurchaseshousesand theysoldtheirproperties inruralareas andbring
thismoneytopurchasehouses.

3. In India Rural people visits urban hospitals for treatments for diseases and spent lot
ofmoneyinurbanareas.

4. Agricultureproductssoldinurbanareawhichispurchasedonlowpricesbymiddlemenand
sold on high prices. Thus Indian rural people are not getting good money on
agricultureproductsandmilk.

5. Thus lots of money flows from Indian rural to urban areas for education, medical

andpurchasinghouses. Thusitisaviciouscycleforruralpoverty.

BrainDrainformRuraltoUrbanarea-
Peoplecomefromruralareatourbanareaforgoodeducation and after receiving it, they settled
in urban area and become very much useful

forproductiveeconomyofurbanareaattheexpenseofruralresources.

Small and Unprofitable land holding- Due to division of family in rural India,
agricultureland is also divided between family male members and land holding become
small

andunprofitable. Thus,Modernizationbecomesdifficultforthissmalllandholding,whichislessth

an2acresperfamily. Thus,economicviabilityofagriculturelandislost.
RuralDevelopmentStrategiesinIndia

To fulfil the dreams of Indian rural consumers, government of India and corporates are

adoptedvariousstrategiesandpro gramsforthﬁggéelwgmnto fruralareasandmarket. Theobjectives



Journal of Vibration Engineering(1004-4523) || Volume 24 Issue 9 2024 || www.jove.science

of these strategies are to remove the poverty and increase income of the Indian rural

peopleandultimatelyraisetheirlivingstandardsbyprovidingbetterproductsandservices.

Strategiesof GovernmentofIndia

In various five-year plans Government of India focussed on the development of rural

areasbecause government believed that India resides in rural areas and without its development,

theholisticdevelopmentofIndiawasnotpossible. Thefirstobjectiveofthegovernmentwastoincre

ase production of agriculture and reduce India’s dependence for food grains on

othercountries and it will also convert subsistence farming to commercial farming and help

inincrease income of Indian rural people. The first five-year plan of government of India

wastotallyfocussedonagricultureandthengreenrevolutionwasbroughtbythirdfive-

yearplanwhich totally made India self-reliant in food grain. Thus, government of India adopted

variousprogramsforthedevelopmentofrurallndiaandgeneralobjectivesofalltheseprogramsare

1.

ForincreasingproductivityofagriculturegovernmentofIndiaprovidesgoodqualityseed
s,fertilizers,pesticidesandtractors,electricmotorsandwaterpumpsonsubsidytofarmers
Irrigation facilities are increased by providing subsidized loans for well, stop dam
andtubewell.
MinimumSupportPrice(MSP)isprovidedforvariouscropstothefarmersandalsoCropln
surancetoprotectincomeoffarmersfromexploitativetradersandvagariesofnature.
Agriculture marketing is provided by building godowns and cooperative
societiesmanagebyfarmers.
CCroadsforconnecting,electricity,safedrinkingwater,drainagesystemandhealthsyste
mandprimaryandsecondaryeducationschoolsaremadeforimprovinglifeofruralfolks.
Food,housesandclotheswereprovidedtopoorinvillageareas.

Variousself-
employmentschemesarerunbygovernmentofIndiaforvillagepoor,educatedyouthsand
entrepreneurs.
PanchayatiRajwasintroducedtoparticipateindecisionmakingofadministrationandinplanni
ngandexecutionofdevelopmentschemesofvillage.

Government of Indiaplannedin2017todoubletheincomeofFarmers

infiveyearsby2022
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GovernmentofIndia’seffortshavenotsucceededfullyandstill30%populationofruralareaisstillli
vingbelowpovertylineandincomeoffarmersisalsonotimprovedandtherewasalong  strike of
farmers in 2021-22 over MSP. Due to corruption and rapid growth of population,purposes of
all programs are defeated. Thus, rural India is still yearning for a developedeconomy and

better living standard and thus the dream of government of India is stillunfulfilled.
STRATEGIESOFINDIANCORPORATES

There are various strategies adopted by the Indian corporates to exploit the huge untapped
ruralmarketofIndia. Thesestrategiesaremostlyconfinedtopromotion,distributionandretailingin
Indian rural areas. Promotion of products was biggest challenge to corporate
becauseunavailability of media and illiteracy and various languages and dialects of India.
After thecoming of Television and internet, task of promotion becomes easy and corporates can
connectto Indian rural customers in most cost-effective manner. The herculean task of
Indian

ruraldistributionisstillmiredbyvariousfactorslikescatteredareas, transportationproblemsandhe
avycostandsmallquantitysellofproducts. Thelndianruralmarketanditsdistributionisstilladream
ofIndianmarketerstoachieveitsomeday. Villagesarecreatedbyhumanbeingstoutilizescatteredla
ndinmosteconomicalwayandnowcorporatehaschallengedtoprovidetheirproductstothesevilla
gesinmosteconomicalway.Thus,economicviabilityofproductdistribution in Indian rural area
must be created to fight against economic viability of
scatteredlandcreatedbyhumanbeingssincedawnofthecivilization.Sincebeginningofindustriali
zationvariousdistributionsystemsweredevisedbycorporateslikeHubandspokemodel,Feederto
wnmodeletc.butnomodelhasbeensucceeded 1 00%inrurallndiatilldate. Now the Indian
companies and MNCs have been coming with some new models. The purposeof all these
models is three folds, firstly to distribute products most cost effectively in ruralareas and
secondly to provide employments to rural people and thirdly purchase
theiragricultureproductsongoodpriceandeithersellitinurbanareasorutilizeitforproductionof
other products. The clear objective is to remove intermediaries form sell and purchase
ofgoods and products from rural areas. There are following strategies are adopted by some of

thecorporategroupsofIndiatoachievetheirruralmarketingdream

1. WaranaBazar(WB)-wasfoundedintheyear1976andstarteditsoperationin1978inWarana,
Maharashtra. It started its operation as a consumer co-operative store and hasbecome
immensely successful in a very short period of time. In 2015, WB has 2

largedepartmentalstores,5S5branchesand3franchiseesinl01villagesspreadoverKolhapur
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andSangliinMaharashtra,GoaandKarnataka. TheturnoverofWBreached132croreswith
daily revenue of more than 35 lakhs achieved by 610 employees and 24,000
members. Thestoresprovide30,000differenttypesproductsandalsoeliminatedthemiddleme
nbypurchasing 70% of these products directly from the manufacturers. These products
arepriced cheaper than competitors, suggesting an everyday low pricing policy. WB
educatescustomers about spurious goods and A training center coined Tatyasaheb Kore
ConsumersCooperativeTrainingCentrewasalsoestablishedin1996toprovidetrainingtosalesme
n.

2. GodrejAadhaarStores-
GodrejAadhaar(GA),theagriservicescumretailinitiativeofGodrej Agrovet Ltd., came
into operation in December 2003 by opening first centre atManchar, Pune in
Maharashtra. In  the beginning, the Aadhaar stores were owned
andoperatedbyGodrejAgrovetitselfbutafterajointventurewiththeFutureGroupin2008,som
e company-owned outlets were closed and expanded through franchisees. By 2012,
itenteredthecash-and-
carrybusinesssellingtowholesalersandAadhaaroutlets.By2013,there were 45 Aadhaar
outlets in  Punjab and  Gujarat. Its  business comprises of  farm
inputs,apparel,consumerdurablesandconsumergoods.

3. ITC Ltd.: e-Choupal & Choupal Saagar - ITC started an innovative venture
oforganized retailing in rural areas, branded as Choupal Sagar in 2006, when
othercompanies were not dared to think about investing in organized retailing in rural
segment.ITClaunchede-ChoupalandlaterChoupalSaagarasapartofitse-
Choupalinitiative.E-
choupalsaresmallkiosksspreadoveragriculturalregionsofIndiahavingcomputersandintern
et and run by a Sanchalak (trained fanner). These kiosks help the local farmers
toobtaininformationaboutwholesaleprices,goodfarmingpracticesandalsoplaceordersfor
agricultural inputs. In 2007, it had 24 such outlets in the states of Madhya
Pradesh,Maharashtra and Uttar Pradesh, and by 2013, 21 of these were earning profits.
ChoupalSaagar, is essentially a hub for collection and storage facilities of agriculture
produces andrural hypermarket offering multiple services all in one place such as
sourcing, training,soil testing, health clinic, cafeteria, banking, investment services, fuel
station etc. ITC
tookthismodelastepfurtherbyintroducingChoupalFreshin2006inHyderabad,byofferingth
eurbanconsumersfreshfruits,vegetablesandotherfarmproducts.

4. HUL: Project Shakti - Project Shakti of HUL was started to reach the big and under-

served rural Indian markets whichP%%%liIggtIBe economically and effectively served
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bytraditional marketing. In remote villages, HUL identified underprivileged women
andtrained them to become Shakti Entrepreneurs (SEs) i.e. distributors of HUL
products inruralareas,in thisprocesshelpthem to earnasuitable

incomethroughthisbusiness.In
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the beginning, women were seclected and trained as an entrepreneur and were
called“Shaktiammas”,butlateron,malesarealsoselectedandtrainedas““Shaktimaan”.Shakti
serves as a micro-enterprise initiative and helps in improving the standards of life for
ruralpeople and HUL also benefitted from the project to directly reach in rural area and
helpfor better communication of HUL’s brands effectively in media-dark regions. In
2001,Project Shakti started in 2008 from 17 SEs in a single state and by 2022
reached160000SEs in 18 states. Additional projects associated with Project Shakti are
Shakti Day,i-ShaktiUnitandShaktiVaniProgramme.

5. HARIYALI KISAAN BAZAAR LIMITED- DCM Shriram Consolidated Ltd.
(DSCL)withits over 35 years of experience in the agri-input markets and knowledge of
IndianfarmershassetupachainofcentrescalledHariyaliKisaanBazaar,in2004forprovidingg
round level support to the Indian farmers and toimprove their profitability
andproductivity. DSCL was able to establish relationships with farmers and provide
themmany services like improved crop inputs, agronomic support, fuel, banking, and
consumergoods. These centres also buy back some of the farmers' production at the time of
harvest.There were 300 stores and each Hariyali Kisaan Bazaar covered an area of 20
kms andcovering agricultural land of about 50,000-70,000 acres of nearly 15,000
farmers.
NowHariyalikisanbazaarhasclosedalmostalltheseventyfiveplusruraloutletsofnorthernln

dia.

Hariyali, Tata Kisan Sansar, ITC’s E-Chaupal, Mahindra Krishi Bihar called
Subhlabh,ReliancefreshandmanyothersuchinitiativesstartedtwodecadeagobyIndiancom
panies. TheseallcompanieswereexcitedbytheopportunitiesofIndianruralmarketand
design various such models for conquering Indian Rural Market and fulfilling
theirgreat dream. There is no single company and format is able to create a viable
businessoperation on the much expected hype. These companies are still learning and
evolvingtheir models and struggling to survive and scale up their business model for
long run tosucceed in reaching rural market and fulfil their great dream of Indian rural
marketing. AllthesemodelsareproductofwellthoughtprocessbylndianmarketingGurusand
hadverygoodintentionofstreamliningtheagriculturalsupplychainofinputandoutputandre
move Indian farmers from exploitation from agents and intermediaries on
differentlevels. But their failure and partial success raised many questions about

capability ofmarketingGurusofthesecompanies.
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CONCLUSION

The great dream of Indian Government, corporates and Indian rural customer for
achievingbetter and prosperous life for rural folk is still not achieved. Government of India
sinceindependence planned various programs to remove poverty and increase earnings of
ruralpopulationbyprovidingemployments,agricultureinputs,food,clotheshealthandhousesons
ubsidizedrateshavehelpeduptoagreatextent. ButinahugecountrylikeIndiawithnearlytwo-
thirdofthepopulationresidinginruralareaisnotenoughtochangeover-
nightthelifeofwholerurallndia. Theeffortsofcorporatearestilllackingtoprovidegoodqualityprod
uctstorural India because of competition from cheap products of local suppliers and
economicunviability of distribution cost of products in scattered rural India. Thus, the
dream ofGovernment of India, Indian Marketers and rural customers is still unfulfilled and still

we hopethatonedaythisdream willbefulfilledinnearfuture.
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