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Rural Marketing and Retailing
Prof.Mrs. Sujata Chandrakant Patil
(Commerce Department) A.R.B. Garud Collcge’Shcndurni

/

ylarketing systems are dynamic; they are competitive and involve continuous ch
sement. Businesses that have lower costs, are more efficient, and OUSZ ?’ngc
ucts, are lhostl? that prosper. Those that have high costs, fail to n'd::pl tocr;:l;ancclsv?r:
ok and provide poorer quality is often forced out of business. Marketing lfas to
Custmuer-oriefued and h:}s to provide the farmer, transporter, trader, processor, etc. with a
proﬁ‘- This requires those involved in marketing chains to understand buyer requirements,

potl in t€rmS of product and business conditions.

gural Retail Marketing
rural Retail marketing includes point of sale promotional activities for consumer

go0ds: Retail marketing is the range of activities undertaken by a retailer to promote
JWarcness and sales of the company’s products. Retail marketing makes use of the common
priﬂCiPh‘-‘S of the marketing mix, such as product, price, place and promotion. It includes
effective merchandising strategies, shopping and consumer behavior, branding and
advertising. Retail marketing is especially important to small retailers trying to compete

against large chain stores.
Agricultural marketin
Agricultural marketing

from the farm to the consumer.

such as planning production, growing and harvesting,
advertising and sale. Some definitions would even

agro- and food processing, distribution,

include “the acts of buying supplies, renting equipment, (and) paying labor”, arguing that
marketing is everything a business does. Such activities cannot take place without the
exchange of information and are often heavily dependent on the availability of suitable

finance.
In recent years several developing countries have establish : '
marketing or agribusiness units. South Africa, for example, started the National Agricultural

Marketing Council (NAMC) as a response (0 the deregulation of the agriculture indusfry and
Closure of marketing boards in the country- India has the long-established National Institute of

Agricultural Marketing (NIAM). These are primarily research and policy organlzzlllt?n.s, bu;
Other agencies provide facilitating services for marketing channels, such as the provision 0

nirastructure, market information and Jocumentation support.

Agricu]
tural advi . o5 and the market . _
AL BEIY ural advisory services aims 0 provide for the
le them to benefit from

Omot; : -
suSm,o ling market orjentation In agricult o
: fa:nable enhancement of the capabilities of the rural ‘poo-r to en X

Slicultural markets and help them t0 adapt to factors which impact upon these-

impr

covers the services involved in moving an agricultural product

Numerous interconnected activities are involved in doing this,
grading, packing, transport, StOTAge,

ed govemmenl-sponsored
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Market infrastructure  as wholesale, retail and assembly markers gy
Efficient marketing infrastructure " '.“ sarketing, (0 minimize post-harves Josse FL"‘
| for c('-sl-f:lfcu‘ll.“ [:,;mt roIL:: in rural development. incoms an: -I
an I:I;::k;;gcs and gender 1SSues. Piarm':rs need 1 .‘:‘I"‘
nmunity's social and eConomiC needs ppy,

< oy

eds 1o be pﬂld to how that m&!‘];ﬂ iy i
"

-

facilities 1s essentia
reduce health risks. Markets play
food security. developing rural-marke

. Cthe ol 2 COl
of how to design markets that meel s dention Ne
- . , ‘of. Alle
choose a suitable site for a new market.

managed. operated and maintained.

Marketing training

'rs frequently conside rl.;eling:leei i
Farmers frequently consider ma .ces. lack of transport and high post- —
able to identify such problems as poor prices. R Jo

: . s s ]
they are often poorly equipped to identify potential solut.:o.ns:ﬂ.r Sl;?,;:f,u;nmmm; =
Icar'ning new skills, new techniques and new ways of obtamming 1n .

Enabling environments o . - o

Agricultural marketing needs to be conducted within 2 supportive pol:q._.legaj, NSty
m;cro-economic. infrastructural and bureaucratic environment. Iﬂ.approm.'law law cap S
and reduce the efficiency of the market, increase the costs ?f d-om.g business and rera-3 e
development of a competitive private sector. Poor support mst_lmtlons._ such as agTiculnmy
extension services, municipalities that operate markets inefficiently and export Promiiay

bodies, can be particularly damaging. Poor roads increase the cost of doing business, rady~

8

ng their major problem. However, whjj. ey,

T,

payments to farmers and increase prices to CONSumers.

Future Group's strategy is aimed at achieving inclusive. sustained and profitable erows

with three levels
1)Customer orientation : The bottom line in each of our retail success stories is "know vor

customer”. Insights into the soul of Indian consumers - how they operate, think, dream =3
line- helps us innovate and create differentiating functionally.

2)Continuous innovation : As India's largest retailer, we understand the imporzncs o
innovation. We rethink Strategies and realign businesses to provide diverse customer groms

with refreshingly different retail experiences,
3)Collaborative transformation : Creating a collaborative environment combining 0

strclngt-hs with our suppliers and vendors helps us create immense value for our customs
which in turn fosters mutual growth.

FEATURES OF RURAL MARKETS:.

The rural market of India is large and scattered in the 5%
villages spread throughout the country.

ure: : . i
Hence ryrg| Prosperity is tied yit vty 60 % of the rural income is from agricu®

3) Traditiona] Outlook: T} h agricultura] prosperity.
prefer changes, * 21 rural consumer valyes old customs and tradition. They 0 ™
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¢ sructure [‘m. . Tl.u. Infrastructure Facilities  \ike Tn‘:ﬁN 22789308
1 . - " T ' L _" are
I ication system, financial facilities are madequate in rural gregg H Warchouges,
l“l an, e
utl

:on becomes costly due to inadequ

o ate Infrastructure facilities "6 Physieal
Jistrid ¢ In Literacy And Education: |
!

Rise in literacy and educational leye|

2 1 1 1 P i amony
+ and (he resultant inclination to lead sophisticated lives also has a bearing in ¢ £ rural
b ; . > Ara Py lcte DOOSL
0 purcl“"‘“"g power. Thus, there exists tremendous potential in osting
il

' rural India and
« are coming forward for the prospects of marketing their products and e -
. D ¢ L CCS

};ll'lil.’, : )
! f the companies treat rural market as a dumping ground for the |
d for an urban audience. But, this scenario is slowly ch

cont

\ost © ower end productg

jesigne o anging and importance is given

e need of the rural consumer. Hence it is important to understand the 4ps along with 4 Ag
tor ural marketing with respect to a rural consumer.
0 It

Ezi_qgiﬂlf_sj—f"cmrs of the marketing mix for Retail marketing - 4Ps
1) Product : A product is the heart, the cornerstone of rural marketing. It is a need

satisfying entity to a rural consumer. In the retail environment, merchandise is
classified according to the category into which it falls. These categories include hard
or durable goods such as appliances, furniture, electronic goods and sports
equipment; food; and soft goods or consumables. Soft goods include clothing,
furnishings, cosmetics, paper goods and other items with a typical life span of three
years or less.
NCAER has classified consumer goods into 3 categories. These categories cover
most of the products from Rs. 100 to Rs. 20000 and above.

Category I — These products are of immediate use to the family

a Pressure Cookers, Mono Cassette Recorders

0 Pressure Pans O Wrist watches (mechanical)
O Wrist watches (quartz) O Radio/Transistors

N Electric irons 0 Ceiling Fans

Category II- These products reduce the strain of the households and also act as a source of
entertainment.

0 2-in-1 (mono) 0 2-in-1 (stereo)
O Instant Geyser 0 Sewing Machines
0 Storage Geysers 0 Vacuum Cleaners
a Table Fans 0 Bicycles
Category III- These are combination of means to supplement income.

o - CIVEE 0  CTVs@)

0 VCRs/ VCPs S 5 Scooters

0 Mopeds O Motor Cycles

0 Refrigerators 0 Washing Machines

0 Mixer/grinders q

The hierarchy depends on the needs of the rural consumers, Rural branding aims at creating

a 2 d'lemrcigating the brand name so that it is easily understood and recognized by the rural
nd dissem .

consumers.
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The following have to be Kept in mind while the marketer makes a dt:c1'.'-;i(:f:$uN 22?3_91
DThe product for the rural markets has to be simple, easy to use and Provide vy
SEIVICe or maintenance. e
2 The product has to be packed for low price and convenient usage,
) The pack has to be easily understood by the rural consumer. The informg,;
pack is preferred in local language communicating the functiony| bLn:;}" “ny,
product. o t};
2) Pricing : A wural customer is price sensitive and shops for value main|y becayy, |
lower income levels than his urban counterparts. Hence the marketer has tq g, T
making the product affordable to the rural consumer. For example bankg offer |: ”,

: N ‘s . Jd
tractors, pump sets, television sets and so on to make the product affordabe o M fop
a 1.,

consumer. Smaller unit packs are preferred to offer at lower prices.
Pricing is a major aspect of any retail marketing strategy. The price of merchangig, he|

define the methods of retail marketing employed, as well as the target market, store Im:;r.-,
and retail format used to sell it. “
3) Placement or Distribution : The place where retail marketing occurs helps 1o define
process. A retail operation can be store-based retail or non-store, retail stores e Smajz
single-store, owner-managed operations; A definition of retail marketing includes the Placs;
where it occurs, such as in-store, online and points of sale. This also applies to non-sigys
operations such as retail sales taking place from the business owner's home. Distribution (f

products is one of the biggest challenges of rural marketing.

A three tier rural warehousing setup exists:
0 CWC/SWCs(Central/ State Warehousing Corporation)
d Rural Godowns

e

_ Co-operatives
CWC and SWCs reach up to the district levels. The co-operatives are at the mandi level. Tk

Rural Godowns are at the village level wherein they are owned by panchayat heads. All thes
tiers provide warehousing facilities only to their own members. Hence it is a big problem for

a company to store its goods in rural areas.
There are also some problems of rural distribution:

[l Transportation has not been fully developed.
"I Lack of proper channels of communication like telephone, postal services, and 5°I°ﬂ
ors

pose a lot of problem to marketer to service the retailer as it is difficult to the e
to place order for goods. This problem is on the way to have a solution by the adver
of mobile phones . _
"1 Storage of goods in rural areas is also a problem for the marketers. for
Multiple tiers push up the costs and channel management is a major probler
marketers due to lot of middlemen in the process.
[7 Availability of suitable dealers.
{1 Poor viability of rural outlets.
aspect ©

=

O

f e

]

4) Promotion : Retail marketing relies heavily on the promOﬁO"al for congum"
marketing mix, as can be seen by the number of print advenisementsd.zona b
1

goods such as clothing, food and furniture. Promotions take place in trd
.l
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h"‘mm i selling iin merehandbie, Promotion niy b ore ‘““Ih'lﬂl“'::}]“[ I
e povause ol thelr fower advertiniing bdgets, bt sootal mediy |m:.|h|"m“
jow Co aethod o promt Lo, ANy

‘ .mnh‘i\“‘“‘ o al consmer s Urongh organized mediag Mo nimber of

(o qor lhten (o radio andmany 2o o ehnema, Rural commumbeation can be -“"“l

N::Tml\nn:ﬂ medin or through o ponconventional media, gl

antional median Print Cliema, Television and Pring,

oy
el Theatre, Posters, i, street plays, Melas and through

Now mu\'vnlimml i
iulluvmlnl person T (e e,
i have excellent reachy less expensive and erente abetter fmpaet, Bl

stional me
anel 1ls0 OFTErs UNNECERsArY Coveripe ol

1he ot
ol the same e, it i not customized o each village
Hnes.
Problen
L Languane 1 Low literacy vates
1 Calral & waditional differences O Attitudes and hehavior
A proper mix of media which must take care ol all the

w i rural communication:

Anelleetive promotion should plan for
problems of communication (o pural Consumers.

The 4A Approach_(The 4As of Rural Murketing)

,_\_I'J-'()th\l“l.l'l‘\’ .r\\r':\ll.r\llll.l'l‘\’. M'(‘l*‘.l"l‘;\llll.l'l‘\’. nnd AWARENESS,

For rural market 4Ps alone are not sulticient, The 4As also has to be considered and keep in
mind while formulating the plan to enter the
important.

[)Alfordubility: The first challenge is 10 ensure
low disposable incomes. products need to be afford
are on daily wages. A solution to this has been introduction of unit packs by some companics.
{ the dynamics of rural markets and strategies 10 supply the
in rural areas are value-conseious and o

pural market beeause (hese are also critically

affordability of the product or service. With
able to the ruritl consumer, most ol whom

Including understanding ©
products and safety these consumers. The consumers
lot savvier. They are willing to pay fora product if it worth it. Alfordability is thus critical 10
success in rural markets.Small stock keeping units (SKU), low priced products arc all making
various segment of products & lot more affordable to the rural consumers.

e.g.l! Mostof the shampoos are available in smaller packs.

{1 Fair and lovely was launched in a smaller pack.

1) Godrej recently introduced three brands of Cinthol, Fair Glow and Godrej in small packs.
|1 Hindustan Lever has jaunched a variant of its largest selling soap brand, Lifebuoy.

{1 Coca-Cola has addressed the affordabilily issue by introducing the smaller bottle nr':c-:d at

Rs 5. The initiative has paid off: Eighty per cent of new drinkers now come lrom the rural
markets.

ASR&DTI Amaravtl & SRND. College Bhadgaon , Dists Jalgaon = Jaintly Organize One Day Nattonal Conference - 10 @ Dec 2016 Pa ge‘)3
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‘ ailable the |y, "SN-N"“?R
. made affordable by making available the Joyy, InL‘I“l_\‘ by
Some product also can be made g
alllance Wi,lh lm"kf{' » second challenge is to ensure nx-nilabilily- of he Prodyg "~
;M'“'m“'l“"m r I-IL:'::](m'cr in rura:l areas, finding customers is noy sy, '”lt‘.‘.u Yy
:;::l‘:;:t“;”é%f:‘: :;chl;()(;r infrastructure, it 1s a grca.lcr Ch-“”:ﬂg-t" _‘E‘l":‘g“""‘.: 1y reag), i
 ar Mt sill oo ko s should plan accordingly and strive to rea ! these LT
1 i wllagu;. Mdrml:uui-n largest MNC, Hindustan Lever, 3 SUbsidliy gy ™ “* 1,
regular basis, Over the years, India's larg ich helps its brands reach the e " N
arket, For making the products available to consumers, B Lof RAUI™
:\:lllll:k:“ ld(::LE: lt\unllﬁnl;_i l::ing company delivery \-mls...‘i)’llll?lt‘ﬂlt‘d l!h“_“"mml ety m::‘
- itive ceters, selli [ temporary stalls in rural melas o hathy ofe m
competitive marketers, setting up o ) o ronds, delivering
areas with places far flung and well connected with pmpg‘r roi L | "
rural consumers can be a challenge. Companies have realized (his and ape yiny
in this situation .
.. |1 India’s largest MNC, Hindustan Lever has built
helps its brands reach the interiors of the rural market )
'I'LG Electronics has set up arca offices and rural/remote area offiee
potential markets,
3)_Acceptability: The third challenge is
Therefore, there is a nee
offer products and serv

i
Prodig .

10 be ey

dstrong distribugioy systeny Whi

SO cater [

0 gain aceeptability for (e
d'to offer products that suit the
ices that suit the
IUis not just value for money, but
gaining their
of corporate |

Produet STy

N el need g
toablain thei acce)
atract the rural pe
fore, imaginative ideas
rural landsce
“Cost ice boxes in (he
ided

rural market. The
rural consumers in order
also value add-ons that
acceptability for the products, There
ouse are fast transforming the
¢.8. 11 Coca-Cola provided Jow

and refrigerators, |t also prov
outlets,

1 HDFC Standarg LIFE opped private insurers by se

ing policies in rural sector, The
company tied up with non-governmeng| organizations and offered re
in the nature of Eroup insurance covers,
4. Awareness Building awarene
rural India js inaccessible
Indians are ynpe

mandis and mey

Mability
ople and help iy
and dedicated effons
ape o big consumer markets,

rural areas Jye

to the lack of electrlcity
A tin box for new outlets

and thermocol box for seasoml

asonably - priced policies

SS 1S another ch
10 conventiony| adve
ached by any media - Ty

as are OPportunities, Fami
rural consumer., Howevcr, the

allenge in rurl marketing, A large part of
rising media, It has be
« Press, Radio and Cine
Y is the ke
rural consumer ¢
[, Outing g confi
“0wned Doordarsh

s, mandis and me
about the product,

en seen that, many
ma put together. Haats

Y unit of identity for both the rban anl
xpressions diffe
hed 1o local fajrs
an. Consym
las are (he

For a rural consume
confined o the state
Special treat, Hy

oot
¢ from his urban counterpst
L o dew i 18
and festivals and TV viewing |
‘ . aaled] A4
PUuon of branded products is treated :
. T arenes
Place of opportunities (o promote awan
(NS liindustzm Leve : L
' er has jig OWn commns : G ional eve
X & |]] M - WH » s I Sy ¢ ' i n"l " '"'l
Organizeq by Stockics Pany-organized media. These are prot
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