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ABOUT THE SEMINAR:

The Indian rural market is much larger compared to the
urban market in terms of population, number of households
and extent of geographic dispersal. The rural market
consists of about 100 million households with a population of
around 700 million. But the rural areas are characterized by
low capita income, low literacy, agriculture dependent
economy and low level of industrialization. These
characteristics of rural India had earlier limited the scope of
consumption of goods and services. In recent times,
however the scene has changed considerably due to the
rapid progress achieved in numerous fronts.

Rural India with its immense demand potential and rising
incomes and aspirations now offers great opportunities to
marketers. ‘Go Rural’ therefore continues to be the success
mantra of the companies today. Moreover the resilience that
the Indian sub continent displayed to the recessionary winds
that brought down numerous large economies had its
foundation in the growing rural consumerism. Displaying
double digit growth rates the rural economy has become the
preferred destination for marketers of consumer durable
and non-durable products, food, construction, electrical,
electronics, automobiles, banks, insurance companies and
other sectors besides hundred per cent of agri-input
products such as seeds, fertilizers, pesticides and farm
machinery.

The statistics listed below give some indication of the rural
market’s vibrancy:

» The Indian rural market is expected to touch US$ 100
billion, more than ten-fold, in the next 15 years.

The rural market is currently estimated to be worth
approximately US$ 9 billion (per annum) in consumer
spending in the fast moving consumer goods (FMCG)
space.

Rural India consumers hold a major share in many
categories. Rural India buys 46 per cent of all soft drinks,
49 per cent of motorcycles and 59 per cent of cigarettes
and almost 11 per cent of the rural women use lipstick.

» The rural consumer durables markets’ annual growth rate
is 30 per cent. The market is expected to grow to 45 per
centin rural and semi-urban India by the end of 2011, due
to improved income and better living standards among
rural people.

The rural retail market is currently estimated at US$ 112
billion, or around 40 per cent of the US$ 280 billion Indian
retail market.

Marketing in rural India needs an altogether different
strategy as against marketing to urban consumers.
Understanding the psyche of the rural population and their
behavior is of great importance to marketers to fine tune their
product offerings and to be successful in rural areas. The
success of a brand in the rural market is as unpredictable as
the monsoon. Despite this uncertainty there are numerous
success stories where the marketers successfully gauged
the rural consumer’s psyche and launched products that
took the markets by storm. It is in this context that this
seminar is being organized.

"My vision of rural India is of a modern agrarian, industrial and

services economy co-existing side by side, where people can live in

well-equipped villages and commute easily to work, be it on the
farm or in the non-farm economy. There is much that modern
science and technology can do to realize this vision. Rural incomes
have to be increased. Rural infrastructure has to be improved.

Rural health and education needs have to be met. Employment

opportunities have to be created in rural areas.”

Dr. Manmohan Singh
Prime Minister of India
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