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1.
Compulsory (Case study):


FMCG and Consumer Durables Product Penetration in Rural India: 

Shampoos have seen the most astounding growth rates compared to other categories in rural India. From a penetration level of 13 per cent in 2000, almost a third of the country’s rural population uses shampoo now.  While the north and west zones have tripled in penetration, the south and east zones have doubled during the period between the years 2000 to 2005.  Andhra Pradesh and Tamil Nadu now have more than half their population using shampoos.  Shampoo penetration has gone up remarkably in states such as Orissa, Madhya Pradesh and Gujarat.  These states showed an increase in product usage by over three times in just five years.

In the skin care products in the skin and face creams category, the overall penetration has risen to 18 per cent.  The east zone not only continues to lead, but has increased its lead over the other three zones.  Orissa shows a notable increase in user base from 14 per cent to 25 per cent.  The other states that show significant growth are Assam and Goa.

In the food and beverages category, packaged oils and packaged biscuits have depicted an increase of 5 per cent and 15 per cent respectively in penetration levels.  The preferences in rural India are shifting from loose to packaged products.  Besides, there has been a 25 per cent increase in soft drink penetration in rural India and a 35 per cent increase in the case of Chocolates.  The north zone leads with a 68 per cent increase in the growth of soft drink consumers while the east zone leads in chocolate penetration at 73 per cent.

In the Household products category, the overall penetration of utensil cleaners has gone up by 40 per cent in the last five years.  Rural India is now buying specialized, branded utensil cleaners and moving away from the typical ash and soil usage in the past.  Also households that use toothpaste or tooth powder have seen an increase of close to 5 per cent in penetration.  The rise is more marked in the south zone, which continues to be the zone with the highest penetration in this category.

While the penetration of consumer durables is low in rural India, colour TV penetration has rise by 200 per cent, followed by motor cycle at 77 per cent, refrigerators at 31 per cent, and tractors by 28 percent and Bicycles by 17 per cent.


Questions:

a.
Find out the reasons for high growth of shampoos in rural India.


b.
Formulate the suitable strategies for improving the penetration of consumer durables in 


rural India.

[P.T.O]

2.
What do you understand by a rural market?  Give the classification of rural markets.

(OR)

3.
How do factors like social class, reference groups and life style vary between urban and rural markets?

4.
Explain issues related to infrastructure facilities in the rural market.

(OR)

5.
What are Rural Credit Institutions?  How are the credit patterns changing? 

6.
What are the constraints of communication in rural marketing?

(OR)

7.
Explain the concept of Thomson rural market index and their parameters in detail.
8.
Explain the rural distribution models of any FMCG companies in India of your choice.
(OR)

9.
Discuss the problems in rural marketing and how can it be solved by business innovations.







