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14.

Discuss the Rural Media. Explain the importance-
of two step flow of communication. .

Give a brief note on Promotional Pricing
Strategies for Rural Consumers. |

Write a short note on E-chaupal as a distribution
initiative.

PART B — (5 x 10 =50 marks)

Answer any FIVE questions out of eight questions.

All questions carry equal marks.

What are the steps to be taken for the mrgwsmﬂod
of the rural urban disparities?

Explain the stages in Consumer buying process.

Elucidate the factors contributing to the change in
the Rural market.

What can be the important Product strategies- for
Rural Markets? "Explain taking example from
Consumer Durables.

Explain the relevance of symbols, pictorial
representations, music and rhythm for designing
rural promotion.

mmcgmwmnmw::gmﬁ?mﬁi&bmam?omm?wgw&
markets. : :

2 MBMM 4001




100Y WINdIX €

"SULSIBW I3MO[ UT Paj[nsal sey
SU0I}BaID Eﬁomnmo SNO[BIZISA0 pur uo1II}adurod
03 onp aanssaxd pasearou] ‘sjonpoad AJojouyoesy
18938 9y} poydune| oAeYy oym ‘siofewr [eqord
J0 1804 € pejorayIe sey Awouods ayj Jo dn Jutuad()
‘PanTsuUss sotad A3y ST 31 JBY) ST J93IBW UBIPU]
o3 JO sO1s1I9)dBIBYD juejIodWl 1S0W 8Y) JO ou()

‘1801 o)
INQLIIU0D “239 ‘SOTUOIIOB]3 Eﬂuwd@ﬁ ‘syusuodurod
2Tao309[e ‘seouerdde drysewo(] "SUOTSIATP SurySy
[edtx3o9[e wcw SOLUOI}DI[® JWNSUOD WOL] POALIOP
ST (%98) onueass sdimyg jo uoniod Jolewr vy

039 “quowdmbae wooaya) “wu:ozomaoo OTU0}09[0
‘soouer[dde orsowop seyew os[e 3] "A3o[ouyde)
pue udrsep uowodns Aq peyoeq sjuowdos
3unydr Teoujos[e pue SOIUOI}OO[0 JOWNSUOD O}
ut xefe[d 3urpes] ® pue sdijiyg juerd SOTUOX}DI[D
[eqO[8 jo Axerprsqns e sI pojrwry ewpuj sdiyg

: Apnyg ase)
‘Krosndwo))
(SyrBW 07 = 07 % 1) — O LIVd"

~ 'sjonpoad mau pue sjonpoid Surysixo
U0 }93IewW [eand 10y juawadeuewt o13st30] ure[dxq|

"S[ePOIN uoTNqLI3sI(] Sutdrowy 8Y3 JNOQe SSNISI(]

LT

ol

100y NINIX 9

sou Aym pue KYAA (S[OA9]
[euorjeu je poyeds oq us[d owes oyl uv) (q)

988D (0B UL pasnh eIpaw ay)
Jo mBmS InoA 3utArd zoBoEoE JOWINSUOD pue
Jaesp yjoq uodn juswIwio)) @mNﬂEs JNCEURR AT
uoneIIUNWIWos oyl ojen[eas  Aeonu)) (B)

I suonsang)

"9[BOS [BUOIJRU ¥ U0 A}1ATI0R uorjouoxd 18:;,
9y} Ino SUI[[od JULISPISU0D Mou st Auedwod Y[,

_ "paurejUTR I SI9M SOTES
orpne JO [9A9] Y31y ® pue ‘spuBiq AJ, AN0[0d pue
AL M/q $31 4j0q J0J [3moa3 sofes [erjuelsqns Lofus
03 a1qe sem sdi[Iyq ‘Uorenjms 193Iewl AIBUOTSIIAAI
ut ‘udredwreds erpawr 939[dwiod ayj Jo jnsai B Sy

‘pueiq mmﬂﬁ_m oY) 103 Ayorqnd Yinow-Jo-pIom
JO TOA9] Y31y AI9A © PIJRIAUSS 9SIOI9XS 9[0YM Y],




1

The Rural Initiative : . :

In view of the rising income levels in the rural
market, the company Embbw@ to promote its audio
visual range there.

The Consumer Electronics Division, with an
objective of promoting Philips audio visual range
of products in rural Tamil Nadu assigned Anugrah
Madison the responsibility of designing -and
executing the promoticnal effort. It was decided
that the promotional efforts will be first initiatives
in rural Tamil Nadu.

Anugrah Madison, an agency specializing in rural
promotion based in Chennai has been involved for
the last 15 years in Rural Communication. The
agency has the ability to develop communications
including creatives in all South Indian languages
as well as Hindi, and has the capacity and plant
manage rural events.

The Promotion Plan : Reaching Dealers and
Consumers :

The agency developed a two pronged media
campaign targeting dealers and opinion leader as
well as consumers.

In order to educate dealers and opinion leaders
- about Philips’ plans for the rural markets, five
Philips Super Shows were held in hotels in towns
in Tamil Nadu. The activities included - special
invitation cards with Juck dip numbers, a special

Al MBMM 4001

dealer motivation song, a tele-film, a skit by a
leading comedian and distribution of prizes. An
exhibition with the Latest innovative products of
Philips from the world over was opened -to the
general public for two’ mwwm and was heavily
Eow:oﬂmm in the local media (regional press, van
announcements, Ums.:mw@ wOm_N.&:mmv etc.). A
special contest was also held to ,mmbmwmam a
database of potential customers.

To target the rural masses, an extensive campaign
consisting of the regional press, radio, rural
cinema and wall paintings Smm"wEEmEmsﬁmm. In
addition, an extensive audio- visual van operation
across 2,000 villages was devised. Here activities
included a karaoke contest with prizes, a theatre
commercial, a telefilm, a painting contest for
children, as well as distribution of prizes such as
audio cassettes, t-shirts and chocolates for

‘children. Other activities conducted in the village

for residual impact were the distribution of audio
cassettes 'in teashops/grocery shops, etc., the
pasting of posters in important outlets, and the
distribution of perpetual calendars to panchayat
chiefs. In addition, a database of 12 opinion
leaders from each village was collected for follow-
up action. :
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