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ACTIVATION CAMPAIGN

by Neha Bahl

AN ARTISTIC ROAD TO
RURAL COMMUNICATION

A graduate from NID, Ahemdabad, Rajasthan-based graphic designer and artist
LAKSHMI MURTHY was hardly understood by her target audience when she set out to
design symbols and posters for social messaging in rural Rajasthan. She thought it to
be their ignorance but later realized that the mantra for a mass dialogue lies in being
simpler and talking to them in their language. She traces her journey as an artist and
sheds light on some finer aspects of rural communication.

T

ake these images and
symbols out of context and
they lose their meaning.
Poster design and
illustrations for health issues, has
always dominated my design work.
Initially when I started, my “target”
audience was largely non literate rural
people. The female literacy figures in
Southern Rajasthan then was a mere
16%, with male literacy at 40%. I was
surprised when much of the
communication material I designed
was not being understood by this
audience. Initially I got frustrated
because people did not understand
what I was designing and I easily
dismissed this as: “non literate rural
people do not know”. As I made more
and more pictures, I realized that I was
making one mistake after the other.
There was a visual language that I was
using, which was completely alien to
my audience and I was the one who
did not know!
My first mistake can be traced back to
this visual. I made this simple
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illustration in 1987 to communicate
for “Cover the water pot to protect it
from flies.” However this was how it
was interpreted: “The water pot is
behind 2 branches of a tree. There is a
water scoop next to the pot.”

2

Impact Communications designs a unique campaign to strike a connect with the women in rural areas; takes project
Sure Start to a new high

M

any newborn deaths could
be prevented with
relatively simple acts at
homesuch as cutting umbilical cords
with sterile blades, using skin-to-skin
contact to keep babies warm, or
recognizing danger signs that warrant
hospital care. These things are easy for
families to do, if they know about
them.
One-fifth of the world's maternal
deaths and one-quarter of all
newborn deaths take place in India. To
reduce maternal and newborn
mortality and morbidity,

I take this picture to test in certain field
areas, I get the same answers. There
exists a myth that images and symbols
are universal.

The hathey walla lota or water scoop
used in our filed area looks like this. It
was not surprising for the “tick” to be
mistaken for a scoop. The lesson I
learned here was that ticks and
crosses are concepts learned in school
and for someone not familiar with
reading and writing - the symbols do
not hold any significance. And it may
be surprising to understand but this
example is relevant even today - when

A 'SURE START' FOR A HEALTHY MOTHERHOOD

PATH launched the Sure Start project
in India in 2006 and began connecting
with grassroots organizations in two
Indian statesUttar Pradesh and
Maharashtra. Working in seven rural
districts of Uttar Pradesh and in the
urban slums of seven cities in
Maharashtra, PATH is using innovative
models with women, their
households, and their communities to
deliver solutions to the most
vulnerable populations.

I made more mistakes in my work. This
simple illustration to communicate for
equality is often interpreted in
different ways. “The girls these days
are faster than boys”. “The children are
running to the local grocer's shop to
buy something.” The weighing scales
symbolise “banya ki dukaan” for
certain audiences. I was of course
totally off the mark!

A) To significantly increase individual,
household, and community actions
that directly and indirectly improve
maternal and newborn health.

As a communicator I was looking for
solutions. Then, I took my drawing

B ) To e n h a n c e s y s t e m s a n d
institutional capabilities for sustained

www.rmai.in

improvement in maternal and
newborn care and health status.
The project is being implemented
through partnerships with 87
organizations with technical and
financial assistance from PATH. Sure
Start complements and supports the
Government of India's commitment
to improving maternal and newborn
health.
Communication Focus
The key focus area for the campaign
was in Uttar Pradesh. The project has
involved more than 2,844 village
health and sanitation committees,
8,500 mothers' committees, 10,000
accredited social health activists, and
15,000 front-line health care
providers. More than 450
community-based project staff are
being trained and mentored in
maternal and newborn health,
program implementation, and
advocacy skills. Sure Start is now
represented in almost all National
Rural Health Mission committees at
the state and district levels.

Sure Start has two objectives

AUGUST, 2010 | THE RURAL MARKETING JOURNAL

Although the pregnant mothers were
being made aware of the important
behavioural messages through their
regular communication with social
health activists from SURE START, this
shift of behavior, however, remained
dependent on the approval of male
members of the family and community
at large.
Besides, there was a need to reach out
to the community and influencer
groups; bringing them in the fold to
encourage healthy behavioural
practices within the community.
The Project required expertise at
g ro u n d l e v e l fo r m o v i n g t h e
community at large. This is when
Impact communications was roped in
as the agency to provide its expertise in
taking the project to the next level. The
task for Impact was to develop a
campaign which enabled Creation of a
brand around the SURE START Project,
strengthen linkages between
communities, health care systems,
public & private service providers,
influencers and stakeholders at village
level and mobilize the community,
creating demand, and facilitating an
enabling environment for individual,
household, and community action
towards behavioural change in
maternal and new born care.

B a s t i , B a l r a m p u r, B a h r a i c h ,
Barabanki, Raebareli, Gorakhpur and
Hardoi were the focus districts for the
Project with a local NGO regularly
participating in Community Education
for Behavioural Changes.

Concept

Challenges to the Project

The first job for SURE START and Impact

23
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Banking Personnel Selection (IBPS) are
waiting for the job. The management
is all set to regularize the appointment
by the next month, sources said. But
the bank authorities declined to
comment on the issue. “We are
unable to comment on the issue now,”
a top official of the SBI, Kerala Circle,
said. It was in 2004 that the bank
started to recruit contract employees
to the posts in marketing and recovery
sections, especially in rural areas
across the country. They were
deployed as Officers for Marketing
and Recovery, and Customer Relations
Executives.
The SBI's move will also affect the
promotion prospects of the
employees. “It is after a five- level
selection process that we got the final
appointment in the bank, but the
contract employees had to go through
only an interview before clinching the
jobs,” an SBI official said.
Being a nationalized bank, all the
permanent employees of the SBI will
have to pass the preliminary and main
tests conducted by the IBPS. Then,
they should emerge winners in the
group discussion to enter the
interview round. Once cleared in the
interview, the candidate will be
appointed as probationary employee.
On completion of the probation, the
employee should pass another written
test. It is learnt that the contract
employees are being regularised
following a court directive. While
disposing of a petition filed by the
contract employees seeking
regularization of their postings, the
c o u r t h a d o rd e re d t h e b a n k
AUGUST, 2010 | THE RURAL MARKETING JOURNAL
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management to take a decision on
this issue on its own.
Indian Express, Kochi

ENTERTAINMENT
Rural life on celluloid: Peepli
Live bridges rural-urban
audience
Marketing gurus and statisticians may
argue that the real wealth and
spending power lie in rural India, the
cinematic portrayal of our
countryside still swears by the
yawning gap and the great digital
divide between India and Bharatalbeit
satirically.
Peepli Live, the latest offering from
Amir Khan Production, has claimed to
bring a slice of rural life to the urban
multiplex. “Post-Bandit Queen, this is
the only realist cinema about rural
characters,” says the debutant
director Anusha Rizvi. One can't but
feel impressed by the promos all over
the YouTube and TV. However hardhitting be the projection of a problem
in the promo, it is communicated with
tongue firmly in cheek. And the rising
popularity of its lyrical take on
inflationMehangai daayan khayi jaat
hai... appears to be an anti-thesis of
the Go Rural theme tom-tomed by
consumer goods behemoths.
The film plot revolves around Nathua,
a poor farmer, whose talk about giving
up life, spreads out and, blown out of
proportion by the media, brings his
village into national limelight but
makes thing unbearable for him.

NEW APPOINTMENTS
Sheetal Dasgupta joins Xpanse
Asia as Business Director
Sheetal will use her exposure in rural
and urban marketing communications
to add meaning to the ambitions of
marketers in this space. Xpanse Asia
the small town and rural marketing
unit of Starcom MediaVest Group
announced the appointment of
Sheetal Dasgupta as Business Director.
Sheetal will be based in Mumbai and
report to Sandip Bansal, Country HeadXpanse Asia. In this newly created role,
Sheetal Dasgupta will lead the business
development, opening new categories
of clients. The point of view at Xpanse
Asia is 'Enabling Scale Deliver'.
Sheetal will use her exposure in rural
and urban marketing communications
to add meaning to the ambitions of
marketers in this space. Sheetal joins
Xpanse Asia with 15 years of
experience, of which 10 years have
been spent in Rural Marketing with
RC&M where she headed the
marketing function as General
Man ager. In h er mo st recent
a s s i g n m e nt s h e ra n h e r o w n
entrepreneurial venture.

board to the field and made
the “field” my teacher.
Gradually I had some answers
which I later applied to my
work. In this narration, I share
some of my media design
experiences when working
with rural communities.
At the start
As a first step pictures made by
the community are collected
(the community that we need
to design the material for).
This pictionary forms the
foundation upon which all
media materials rest.
How many of these visuals would have
been recognized in an urban context?
Applying from the pictionary
Images from the pictionary are then
used to string together messages in
the media product.
These are Take Aways given to clients
accessing a Mobile Health Van in
Uttrakhand (NRHM). They cover ANC
(Ante Natal Care) danger signals

before delivery and immunization.
The Take Away uses imagery that
people understand. The highlighted
image communicates for “Prolonged
labour , from morning to night , is a
danger signal. Take the woman to the
hospital immediately”. Pregnancy is
shown as a round ball in the stomach,
morning to night shown as sun and
moon.
This is an image from a Training Book.
It communicates for laws on “Safe

Abortion”. The nine months of
gestation are shown as the
black ball in the stomach
progressively increasing. Lines
below the visual communicate
for the corresponding month
of pregnancy. After month 5, a
thick black line divides the
picture. The left side of the
image shows a woman lying on
the bed having had a safe
abortion. The right half shows
an empty bed, suggesting that
the client will not be admitted
as it is beyond 5 months, both
medically unsafe and illegal.
The doctor raises both hands
indicating cannot do, will not
be possible.
Getting the text right
Language is critical - using of simple
everyday language that people can
relate to. For example, kanooni and
gairkanooni can be replaced with sahi
and galat and sahmati by razi. Pait
wali mahila is a more commonly used
than garbhwati mahila. Mahwari is not
as easily understood in some
communicates so replace with words
like kapda or gaaba.

Prior to that she was with Hungama
Digital, Solutions Digitas and Times
Innovative Media. Sheetal is an MBA
from Narsee Monjee Institute of
Management Studies.

The Economic Times, New Delhi
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Making sure that the media is
culturally appropriate

revealing layers of information as each
door is opened.

Apart from using visuals that people
understand, cultural appropriateness
of media is very crucial.
Communicating for reproductive
health is one area that needs extra
care. How does one ensure that
images are not misinterpreted as

Communicating for Sexually
Transmitted Diseases, Condom Use,
HIV and other sensitive subjects are
managed in different ways. The format
is designed to fold away the sensitive
pictures into a very small size (2 and
half inches). The idea is to enable
women to tuck this away into a blouse
and young men to fold the information
into their back pockets of their trousers
, away from prying eyes.

Population Council Training Book : Safai Ki Jankaari”

What commonly happens is that text is
planned in English and given to a Hindi
translator, who is often not familiar
with “field” language. Typically the
accompanying text ends up being very
“heavy” and unsuitable even for
literate audiences. Many people who
have studied up to class 8, often lose
reading and writing skills as they grow
older, so material with difficult
language stands ignored. A visual may
have been designed with care,
however, there is scope for a
standalone image to be interpreted in
many different ways depending on the
way it is perceived. In Take Away or
take home material like pamphlets,
accompanying text designed in short
& simple sentences, leaves little room
for confusion or misinterpretation.

pornography? This aspect is even
critical, when working with
adolescents. Let's say that we need
images for communicating for parts of
the body (anatomy). In such instances
what has worked is communicating
information in stages, from covered
(clothed) to uncovered (naked) and
then back to Covered (clothed).
The Kaavad, a wooden box is used to

illustrate “Changes in our body as we
grow”. The Kaavad has many doors
that can be opened and closed,

This is a contraception box, with all the
options that the “client” needs to see
and know. Used by health workers, the
box packs up to a size that can fit easily

into a hand bag. It opens out like flower
with actual samples of contraception.
The workers when demonstrating
condom use, pick up the simple PVC
pipe that has been provided.
The pipe is used in place of an actual
penis model, which many times causes
embarrassment and therefore remains
unused.
Pictures and media have to “tell” their
stories in comfortable ways. The
minute something is uncomfortable,
the message is lost.
More examples of products

The Sundari Body Book, covered - uncovered - covered.
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Pop up story book: This book was a part
of an interactive communication
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About two years ago, consumer
electronics company LG launched a
special 'marriage package' for the
rural markets. The package included
an entry-level television, washing
machine and refrigerator. The
branding of this package was done by
LG after understanding the needs of
the rural consumer, something that is
integral to brand building in the rural
market. “It needs to be about rural
needs and the difference it is going to
make to their lives,” says Mudra
Group's chief creative officer Bobby
Pawar.
A typical feature of Indian rural areas is
the well-bonded community
structure, which is why advertising
and marketing too needs to have a
community feel to it. Take for example
how HP Gas penetrated this market. It
set up community gas stoves where
villagers could come and use the
stoves. After sometime of using the
service, people saw the benefits and
were hooked to it, thereby making it
easier to sell gas connections in the
villages.
Some other success stories include
brands like Colgate and TVS Scooty,
who customised their offering for the
market. Colgate launched a small
sachet pack of its toothpaste and TVS,
they entered the market with the idea
of selling the Scooty to small town and
rural women. They started by teaching
young women how to ride a scooter
through a women trainer.
In rural areas, there is greater appeal
for brands which are vernacular in
nature. But there are very few
vernacular brandnames. Names like
AUGUST, 2010 | THE RURAL MARKETING JOURNAL

Agni Tea, LG's Sampoorna brand of
televisions, Mahindra's Bhoomiputra
and Sarapanch series of tractors have
worked well in these markets.
Rural markets are clearly more about
demonstration and interpersonal
communication. Such strategies work
best with audiences in rural areas.
Economic Times, Delhi

RURAL RETAIL
IOC eyes rural market to
expand its retail network
Indian Oil Corporation Limited (IOC),
will adopt a vertical growth plan to
expand its retail network. This will be
part of its plan to maintain market
leadership position in fuel retailing
segment. IOC will now focus more on
rural and semi-urban India. It plans to
add 700-800 new fuel outlets to its
existing network of nearly 19,000
stations in a year's time from now. The
company is 'no more looking at
numbers (of retail stations). We are
focusing on volume growth'.
IOC plans to take 'rural path' as
adopted by players in
telecommunication, consumer
durables and automakers among
others. IOC believes that the, 'private
players will come out with their
outlets mostly on highways and urban
areas. The company already have
large network inside the cities. So,
they will focus on 'Kisan Seva Kendra'
kind of outlets. In effect, IOC will set
up low cost rural fuel retailing .
IOC sold 8,507 thousand million
21

tonnes (TMT) of diesel through its
retail outlets in 2009-10, while petrol
sales were 5,647 TMT. When asked
how much will be the growth in sales
after setting up new outlets, the
official said, “It's little early to figure
that out. We will know the growth
once the positioning of retail stations is
determined.”
Kisan Seva Kendra (KSK) is a retail
outlet model pioneered by IOC to cater
to the needs of customers in the rural
segment. At present, IOC operates
over 2,700 KSK outlets.
KSK comes with non-fuel retail
facilities such as convenience stores,
which sells pesticides, vegetables,
banking products and stationery
items. IOC has tied up with Indo-Gulf
for fertilisers, National Seeds
Corporation for marketing seeds and
agricultural inputs as well as alliances
with Nabard, Oriental Bank of
Commerce and Bank of Baroda for
banking products. In addition, some
KSKs have installed internet kiosks and
communication facilities.
Financial Chronicle, Hyderabad

Banking
SBI planning biggest 'backdoor'
postings
The State Bank of India (SBI)
authorities are planning to regularize
the appointment of around 7,000
contract employees across the
country. The appointments are being
regularized even as thousands of
candidates whose names figure in the
rank list published by the Institute of
www.rmai.in
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the lost ground by pushing its rural
sales. Maruti now wants to
concentrate more on the domestic
market in order to raise its share of
rural sales to 20 per cent from the
current 17 per cent. Maruti's total
market share across the country has
dipped below 50 per cent since the
start of 2010. The carmaker now
hopes that the increased sales push in
rural India will fill that gap to regain
what it's losing in urban markets.
According to Shushank Srivastava,
CGM marketing of Maruti Suzuki
India, 'in rural India many of the
vehicles that they have do extremely
well like the Alto, Omni and Maruti
800. These are all models which are
tailor made for the rural markets'.
Maruti is also banking on the
monsoon to provide that rural boost,
but besides that it has also appointed
rural sales executives to target remote
areas that currently have no
d e a l e rs h i ps . M a r u t i w i l l a l s o
incentivise sales through attractive
promotional sales and service
packages. And this means that while
the volumes focus will be strong it may
come at the expense of margins.
Indian Express, New Delhi

PHARMA UPDATE
Novartis upbeat on rural sales
programme, to double its
reach
Swiss drug major Novartis' Indian arm
is very upbeat about its rural sales
initiative Arogya Parviar and plans to
double its reach in the country over
the next few years.
Currently, Novartis India provides
AUGUST, 2010 | THE RURAL MARKETING JOURNAL

healthcare services and medicines
through 300 cells in 30,000 villages
through its novel drug marketing
initiative Arogya Parivar, informed its
Vice-Chairman and Managing
Director, Ranjit Shahani. Launched as
a limited pilot project in three districts
in 2008, Arogya Parivar now covers
202 districts in 11 states across the
country. The company is also looking
at doubling the number of cells that
are aimed at creating awareness
among villagers on diseases,
prevention and treatments, refer
patients to doctors, brief physicians
about the programme and
treatments, and make products
ava i l a b l e i n p h a r m a c i e s . O n
investments, Shahani said, such an
initiative needs high upfront
investments before one could expect
a break-even.
Press Trust of India

ADVERTISING AND
MARKETING
Theme Ventures floats SME
marketing cell
Below-the-line marketing firm Theme
Ventures has launched an SME
marketing cell. To begin with, the
division has inked a distribution and
marketing deal with Delhi-based BCC
cement and Kolkata-based
Mahalaxmi TMT bar for establishing
BCC's entire cement and TMT bar's
distribution channel across Haryana,
Rajasthan, Delhi, Bihar and
Jharkhand. For BCC cement, Theme
Ventures aims to devise a massive
rural marketing drive attempting to
penetrate into small towns and
20

kasbas across Haryana, Punjab and
Rajasthan to encash on the growing
demand for cement for housing as
opposed to the traditional mud hut
concept. Meanwhile, the company has
already begun appointing retailers for
BCC cement and Mahalaxmi and is
managing its day to day sales
operations.
The launch strategy of both these
infrastructure product brands is two
fold: First, penetration and second,
outreach. Theme Ventures has started
appointing dealers of TMT bars and
cements across the smaller towns.
Alongside, Theme Ventures has started
tying up with panchayat pradhans in
different villages to make them
recommend cement as an alternate to
mud brick houses. In the meantime,
BCC cement shall provide Theme
Ventures a couple of mobile vans with
audio visual and trained housing
construction experts to visit every
village where it has appointed dealers
to advice villagers on usage of cement
and make them understand the
difference between various qualities of
cement.
Additionally, an extensive shop level
visual merchandising programme has
been devised for both BCC cement and
Mahalaxmi across North India and
Bihar, West Bengal and Jharkhand
based on the footprint of the
respective brands.
Indiantelevision.com

Advertising & marketing needs
community-centric ideas for
rural consumers
www.rmai.in

package for low literate married
women who used stories and imagery
that were derived from the field areas
of Bengal and Andhra Pradesh.

q
Reusable (washable)
following pointers summarize the
basic weaknesses of communication
q
A rectangular plastic sheet placed
programs:
at the bottom of the white cloth, to
prevent leaks.
u
Minimal time spent in planning for
communication. Seen only as an
This is a reusable adult diaper, similar
after thought and many times left to
to the sanitary napkin design.
the artist who is requested to come
Designed for patients who are bed
up with something!
ridden, the product can be easily
u
A s s u m p t i o n t h at awa re n e s s
stitched at home.
automatically leads to action. Make
IEC material - that is the common
instruction! (If a shampoo had to be
sold think of the amount of research
that goes into the final campaign).

u
One-size-fits-all messages neglect

the diversity of the audience.
Communication is serious business

u
Complete lack of systematic pre-

testing.
Design and communication has
traditionally been viewed and
u
Lack of methodology. Programmes
continues to be viewed as an
u s e co m m u n i cat i o n fo r m at s
extension of a development program.
irrelevant
in field situations.
Always the spare wheel, in reality
communication should be the driving
u
General arrogance, we know better
force. When visual communication is
attitude
of media planners and
employed, it is never seen from the
q
Easy to wear (buttons to underwear,
managers of programmes.
perspective of community. Designers
attaches to drawstring tied around
create one-size-fits-all messages, and
the waist).
u
Disregard for indigenous ways of
communication managers follow
communicating, simply because it is
professional communication
q
Easy to make (designed for hand
not understood
strategies.
stitching, most girls do not own
sewing machines).
When media material development
However, there is a blatant disconnect
follows a participatory route, the
between the sender of visual
q
Adjustable and adaptable (for girls
chances of failure are minimized:
messages and the receiver of the
of different ages and sizes).
message. There is a need for group,
q
Rough sketches are made
q
Hygienic (white or light colored
age, gender-specific communication
corresponding to the message that
cotton cloth).
material for different contexts.
needs to be communicated.
Media does not have to be restricted
to print. It can take other forms. The
sanitary napkin is one example that
evolved as we were working with
adolescent girls in early 2000. The
design covered many factors

q
Economical (locally available
There are many reasons why
q
Attention is paid to visual grammar
material, found in most households)
communication commonly fails. The
of the community, who will finally
AUGUST, 2010 | THE RURAL MARKETING JOURNAL
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use the product and locations where
product will be used.

Rajasthan, (www.vikalpdesign.com)
the picture and even though the full
specializes in designing and training in
potential is far from being tapped,
a diverse range of communication and
things are moving in the right
q
Different drawing styles and
social change projects. Her niche area
direction.
formats (models, books and paper
is health communication.
This year, the government increased
folds) are used
its budgetary allocation for NREGA
She has collaborated with
(which provides 150 days of
q
These are then field tested with
Government NRHM programmes and
guaranteed employment) from
small focused groups
NGOs. Health material produced by
`39,000 crore to `40,100 crore. In
Vikalp Design has been distributed
2009-10, the government jobs
q
Opinions are gathered at the field
across India through the networks of
programme too got a hike of 144% in
t e s t . I m a g e p r e fe r e n c e s a n d
NRHM, UNFPA, CHARCHA, the State
allocation. This money is not stagnant;
comprehension, colours in the media,
Resource Centre, Jaipur, and a
it
is rotating to fuel the economy
the format of the media, the language
number of NGOs.
further. Around 60-70% of new
used are discussed with the audience.
subscribers for telecom firms today
Lakshmi is Country Director (India) for
come from rural and semi-urban
q
Modifications to the media are then
the International Rural Network and is
areas. TV ownership is up from 22% in
incorporated.
a trustee of two NGOs, Aajeevika
2000
to 35% at present. Over 73% of
Bureau and Jatan Sansthan.
rural
households
are aware about life
q
Second level of field testing is
insurance. The growth in rural India is
Vikalpdesign studio also offers
conducted to rule out
spurred
by improved infrastructure
training for craft and graphic design
misinterpretation.
that enables reach, awareness of
students on subjects such as the role
brands
and a steady growth in
of design in the development sector
q
The final prototype is field tested
household
income that in turn grows
and supports an internship program.
before it goes into the duplication
consumption. The dramatic
phase
turnaround in the rural economy is
evident with agriculture now
And finally responsible design: when
constituting only 15% and services
products are duplicated, the material
63%.
used must be “cradle to cradle”. Too
many campaigns have used plastic
and flex materials that either takes
decades to degrade.

Economic Times, Mumbai

The Indian Seeds Market Offers
Good Opportunities for Global
Companies

So for all those communicators who
wish to establish a dialogue on the
rural grounds, it is time to pick your
board and head for the field.

Agriculture accounts for 21% of India's
GDP. About two-thirds of the
population is dependent on rural
employment. The growth of the
agriculture sector has reached 4.7% a
year, facilitated by good monsoons,
greater production of high-value

Lakshmi has innovatively used her
skills as an artist and graphic designer
to promote communication for social
change. Lakshmi, who manages the
Vikalpdesign studio in Udaipur,
AUGUST, 2010 | THE RURAL MARKETING JOURNAL
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crops, an increase in the minimum
support prices for grains, and the rise
in global prices for agricultural
products.
India disposes of enormously large
arable areas, the country ranks
second giving it in only to the USA in
sheer size of agriculture. India has all
the potential to emerge as a global
power in agriculture in view of its
large arable land area, sizeable
irrigated area, rich agri-biodiversity,
diverse agro climate.
Seed is a fundamental, crucial and
yield enhancing input for sustained
growth in farm production. The role of
the seeds sector is to ensure
adequacy, seed quality, and varietals
diversity.
Indian seeds and seedlings market is
listed as the 8th largest in the world, it
is estimated at US$1.1 billion. Over
the years, the Indian seeds market has
grown at a rate of 12 % compared to
less than 5% growth of the global seed
market. The turnover on this market
reaches US$1100 million. In 2008
India exported seeds totalling
US$28.15 million and seedlings
accounting totally $12 million. At the
same time this market represents a
large scale of importing US$52
million worth seeds and $6.6 million
worth seedlings were bought from
overseas suppliers.

presence of multinational seed
companies with focus on
biotechnology, and wide ranging
changes in regulatory frameworks,
which would affect seed research,
marketing, distribution and trade in
coming years.
Although the Indian seeds and
seedlings market is one of the largest,
it is almost exclusively supplied by
locally produced traditional seeds. The
use of hybrid seeds is mostly confined
to cotton, and to some extent to corn,
millet, sunflower, and few vegetables.
However, awareness about the high
yield and quality of produce from
hybrid seeds, attracting farmers to
switch over to hybrids, is growing.
The seeds market in India is big and is
growing; therefore it offers good
opportunities for global companies.
This industry needs policy support to
make even bigger contributions in the
future with regard to encouragement
for investment in research and
infrastructure; freedom to operate
based on free market principles; and
streamlining of regulatory processes to
accelerate the development and
introduction of new genetically
modified technology.
Market Pubishers.com

AUTOMOBILE AIDE
Maruti eyes rural sector

The Indian seeds industry has
u n d e r g o n e a w i d e ra n g e o f
transformation over the years which
include an increasing role of private
sector seed companies, rising
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After losing market share to newer
rivals in the small car space, Maruti
Suzuki, the top most car manufacturer
in the country, is now looking to regain
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