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Abstract 
The global population can, based on income per capita be divided into three 

socioeconomic segments of a pyramid where the bottom segment is labeled: 

base/bottom of the pyramid (BOP). It consists of four billion people, with an 

enormous unmet need, worldwide. Even if a BOP-consumer earns less than 1500 

USD per year, they have a collective buying power estimated to five trillion dollar 

per year. The BOP-segment may seem lucrative but it is however risky and 

challenging to enter a market characterized by poverty. One of the risks that are 

pointed out in research is minimal local marketing expertise. Firms struggle to 

communicate with the BOP-segment because of lack of communication 

infrastructure such as newspapers, radio and television, which often is too 

expensive for a BOP-consumer. 

 

A key to succeed in an emerging market is finding innovative ways of building 

awareness for a product. Earlier research have pointed at local partners as 

important for creating that awareness while there have been different 

suggestions on how to enable such and what message to communicate from the 

company side. Hence this study aimed to find how companies have enabled and 

used non-traditional partners as a communication channel. Built upon existing 

theories an analysis model was created and tested on three case studies. The 

research was conducted on Indian companies targeting rural India. The cases 

included was First Energy, Godrej & Boyce and Hindustan Unilever, which had all 

used local partners to target rural India with at least one technical product. The 

collection of empirical data was collected through both primary and secondary 

data.  

 

The findings of the study indicate that companies have used enabling efforts and 

that CSR approaches and NGO partnerships had been important for enabling the 

communication channel as well as important for delivering a trustworthy 

message for all investigated cases. The study further showed that the local 

connection of entrepreneurs had been important for delivering a trustworthy 

message. The message delivered was aimed to educate the consumer in all cases 

studied. 
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1. Introduction 

1.1 Background 

The last century’s marketing was mainly done in the developed markets, but it is 

likely this century will be about marketing in the emerging markets (Sheth, 

2011). The emerging markets is home of 85 percent of the world population 

(Shankar et al, 2008; Lee et al, 2011) and offer long-term growth, which 

saturated developed markets no longer can (Lee et al, 2011) “The potential for 

growth in these markets is fueled by their less competitive marketplaces, 

increase in disposable incomes, large populations of young consumers, and 

economic liberalization” (Lee et al, 2011:104). London & Hart (2004) write that 

the real growth opportunities are not in the elite segments but in the mass 

market. The mass market’s opportunity is too big to ignore (Shankar et al, 2008). 

Prahalad (2002:3) named this “the fortune at the bottom of the pyramid”. 

 

The global population can be divided into three socioeconomic segments of a 

pyramid based on income per capita where the bottom segment is labeled: 

base/bottom of the pyramid (BOP) (Gupta & Khiji, 2013; Agnohotri, 2012; 

London & Hart, 2011; Prahalad, 2011). It is important to point out that the BOP 

is a socio demographic and not a market and the majority of BOP-consumers live 

in emerging markets (Gollakota et al, 2010). The BOP-segment consists of four 

billion people worldwide and has an enormous unmet need. Even if the BOP-

consumers earn least in the world, less than 1500 USD per year, they have a 

collective buying power estimated to five trillion dollar per year (Prahalad, 2012; 

Subrahmanyan & Gomez-Arias, 2008). London & Hart (2004) write that the 

segment’s value might be even higher since it, to a large extent, operates in 

informal economies with large hidden figures. The informal economies are 

valued at nine trillion USD. Prahalad (2012) writes that by 2020 the buying 

power of the BOP-segments will increase further since 2.6 billion BOP-

consumers are likely to be middle class and 60 percent of them live in emerging 

markets. 
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Figure 1.1: From thewaterinitative.com (2013-04-16) 

 

The main strategy when targeting the BOP-segment has been to adapt developed 

market strategies and products for emerging markets’ local contexts i.e. 

glocalization, but the segment requires different solutions than the developed 

world’s consumers (Cantwell & Mudambi, 2005). The BOP-consumers’ economic, 

social and infrastructure conditions severely differ from developed market-

consumers (Govindarajan & Trimble, 2012). The segment’s circumstances 

severely differ even from the poorest consumers in Western markets (Gollakota 

et al, 2010). Hence, the glocalization strategy is only capable to reach the mid 

and top of the market pyramid in emerging markets (Govindarajan & Trimble, 

2012; Shah, 2012). For the BOP-segment though, products rather need to have 

50 percent performance and 15 percent of the prices of products in developed 

markets (Govindarajan & Trimble, 2012). There are not many companies that 

have succeeded in targeting the BOP-segment (Garret & Karnani, 2010). Hence, 

the earlier success strategies used in developed markets do not suit the BOP 

(Govindarajan & Trimble, 2012). Companies need to tailor their strategies for the 

local context. “Companies that develop strategies that take into account the 

unique conditions in BOP-markets and do not stereo-type them based on 

‘western’ approaches are more likely to succeed in tapping the potential that 
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exists among BOP consumers in emerging markets” (Chikweche & Fletcher 

2012:508). 

 

The BOP-consumers are important for future growth but hard to target. 

Accessibility is low since the infrastructure in emerging markets is often 

underdeveloped. It is also extra difficult to ensure availability for the BOP-

consumers, since they often live in remote areas (Prahalad, 2012). To make the 

offering affordable is hard since the BOP-segment requires a product price that is 

extremely low compared to products in developed markets (Chikweche & 

Fletcher, 2012; Shah, 2012; Prahalad, 2012). If the company successfully 

overcomes these three barriers there is still the issue of building awareness. The 

margin on products is often low when targeting the BOP-segment and to have 

success the product needs to be sold in a large scale and therefore awareness 

creation is crucial (Garret & Karnani, 2010). There is a need for economy of scale 

because of the low margins but to have an economy of scale consumers must 

first be aware of the offering. It is hard to create awareness among the BOP-

consumers since they often lack access to traditional media such as TV or 

newspapers (Chikweche & Fletcher, 2012; Prahalad, 2012). The above 

mentioned barriers must be overcome to succeed in the BOP-segment but 

“unfortunately, textbook solutions for the BOP do not exist”, (Seelos & Mair, 

2007:62). Even if no formula of how to reach the BOP exists it is known that a 

key of succeeding in the BOP-segment is to find innovative, cost-efficient ways of 

building awareness (Chikweche & Fletcher, 2012) and this study focus 

particularly on how to create awareness in the BOP-segment.   

1.2 Problem discussion 

Reficco & Marquez (2012) write that the emerging field of BOP studies needs to 

be further researched. It has been argued that there are not enough research 

conducted in the field to know the success factors; “Companies, consultants, 

development agencies, and academics need to better understand the success 

factors for companies operating in environments characterized by deep poverty” 

(Seelos & Mair, 2007:62). According to Gollakota et al (2010:358) a challenge for 

researcher “is to build a stronger theoretical and empirical foundation that takes 
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into account the realities of serving BOP-customers and identify ways to do so 

effectively”.  

 

Even if the BOP-segment seems lucrative it is risky and challenging to enter a 

market characterized by poverty (Lee et al, 2011). One of the main risks that Lee 

et al (2011) point out is minimal local marketing expertise. Firms struggle to 

communicate with the BOP-segment because of lack of communication 

infrastructure; newspapers and television is often too expensive for the BOP-

segment. Hence, large parts of the BOP lives in “media dark” zones without 

access to “the print media, due to illiteracy, limited access to the radio, little 

access to TV and no access to the internet” (Chikweche & Fletcher, 2012:515).  

The BOP-consumers are also disperse and do not shop where other segments’ 

consumers shop (Anderson & Markides, 2007).  

  

A key to succeed in an emerging market is finding innovative ways of building 

awareness for a product or service (Anderson & Billou, 2007; Anderson & 

Markides, 2007). Chikweche & Fletcher (2012) point out that there is a need of 

more research concerning promotion in BOP-areas. In the literature regarding 

product awareness creation for the BOP-segment, several question marks can be 

found concerning the kind of communication the company shall use. Some 

authors argue that brand-centric messages can be beneficial in targeting the 

BOP-segment (Akmeena, 2007) and other authors argue that only product 

centric messages are needed (Chikweche & Fletcher, 2012; Lee et al, 2011) while 

some say that since the BOP-segment are non-users, i.e. do not see the need of 

the product, the communication should mainly increase the awareness of the 

need (Sheth, 2011; Garret & Karnani, 2010). However, no matter what message 

the company sends out the consumers need to be educated and informed since 

they have low experience of both products and brands (Garret & Karnani, 2010). 

Another aspect is that corporate social responsibility (CSR) should be used to be 

successful (Davidson, 2009)  

 

Even if the message to be used is unclear, non-traditional partners are widely 

accepted as the main channel to reach the BOP (Shah, 2012; Prahalad, 2012; 
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Gollakota, 2010; Kolk, 2012). Geographical dispersion of BOP-consumers is 

pointed out as a problem in BOP-literature and a key to reach those consumers 

are said to be networks of non-traditional partners. The BOP-segment, to a large 

extent, consists of local social networks and hence companies should exploit the 

opportunities of these social constructions. Companies should build relations 

with non-traditional local partners as for example local entrepreneurs and non-

governmental organizations (NGOs) to reach the BOP in emerging markets 

(Shah, 2012; Prahalad, 2012). Earlier case studies have shown that BOP-

consumers should be included in the business model when targeting the BOP-

segment (Gollakota, 2010) but has mainly pointed out BOP-consumers as end-

consumers or as distributors of products (Kolk, 2012). However, there are 

researchers that also view them as a communication channel. The non-

traditional partners have a built in trust in the social networks since they are 

part of the local community (Chikweche & Fletcher, 2012), while trust is one of 

the cornerstones of word-of-mouth (Harrison-Walker, 2001; Buttle 2011). 

Hence, the non-traditional partners can be a key to trigger word-of-mouth within 

the local communities, which leads to a broad awareness (Viswantahan, 2011). 

Since the non-traditional partners have important roles in BOP-contexts Kolk et 

al, (2012;16) write, “thorough discussions of the role of different actors in BOP 

initiatives are therefore called for, as these discussions carry important 

implications for the very notion of profitability at the BOP”. 

 

The BOP-consumers do not have the skill, money or education but needs to be 

enabled by actions from the company to effectively become a partner that can 

educate and inform the BOP-segment (London & Hart, 2004). To enable BOP-

consumers to become effective local partners a trust between the company and 

the local partner is also needed (Simanis & Hart, 2009). So, it is known that non-

traditional partners are a key for reaching the BOP-segment but Seelos & Mair 

(2007:49) write; “current BOP literature remains relatively silent about how to 

actually implement such a step into the unknown”.  

 

“At this point the debate has past the point of asking whether the private sector 

should engage the poor, and is all about how to do so effectively” (Reficco & 
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Marquez, 2012:514). London & Hart (2004) write that additional case studies 

would be valuable to extend the research while Reficco & Marquez (2012:514) 

write that despite frequent calls for studies about non-traditional partnerships 

“to date little scholarly research has sought to fill that void”.  

 

The discussion above shows that there is need for more research regarding 

awareness creation in the complex BOP-segment even though it is clear that 

different ways compared to mid and premium segments are needed i.e. it need to 

be adapted for the BOP-segment. There are also uncertainties regarding what 

kind of message that is required to make BOP-consumers interested but 

education and information is pointed out as central. Informal partners (local 

entrepreneurs and NGOs) are seen as a key channel when communicating with 

the segment due to their social connection in the local communities but research 

about how to enable and use them for communication is scarce. More case 

studies are needed within the field to eventually build a theoretical framework of 

how to effectively target the BOP in emerging markets. This study looks at how 

companies has enabled and used BOP-adapted communication channels to 

create word-of-mouth in local communities that in turn leads to awareness from 

the company’s point of view. 

 

1.3 Research question 

How have companies enabled and used BOP-adapted communication channels to 

communicate to reach the BOP-segment in an emerging market?  

 

1.4 Purpose 

The purpose of this study was to explore how companies can use BOP-adapted 

communication channels to create awareness when targeting the BOP-segment 

in an emerging market.   
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2. Literature review  

The previous chapter highlighted the research gaps and problems in creating 

awareness for the BOP-segment in emerging markets. Enabling and use of non-

traditional partners to inform and educate consumer where shown to be central 

approaches and this chapter will in-depth go through the literature concerning 

this. 

 

Awareness can be defined as “the degree to which customers are aware of a 

product or service” (Anderson & Billou, 2007:15). Awareness in BOP contexts 

needs to be managed cost-efficiently (Prahalad, 2012; Chikweche & Fletcher, 

2012). Researchers agree that no matter communication channel or message the 

product price need to be low when targeting the BOP-segment (Garret & 

Karnani, 2011; Govindarajan & Trimble, 2012). When the price of a product or 

service is adapted to the segments economic situation distribution channels and 

communication messages are of importance.  

 

Exposure is a tough issue when targeting the BOP-segment (Anderson & 

Markides, 2007) since BOP-consumers do not consume newspapers and TV to a 

large extent and therefore lives in ”media dark” zones (Chikweche & Fletcher, 

2012). Potential customers who are not familiar with the company’s products 

are hard to reach with conventional advertising (Anderson & Markides, 2007). 

The BOP-segment has a lack of communication, information and transactional 

technologies like telephones and electricity while the BOP-segment is 

heterogeneous and therefore there is no solution applicable for all BOP-

consumers. This mean it is vital to target a specific target group in the BOP-

segment (Prahalad, 2012). Companies therefore need innovative communication 

channels in order to build awareness of their products or services (Anderson & 

Billou, 2007; Sheth, 2011). Anderson & Markides (2007) write that grass-root-

style marketing is needed. Chikweche & Fletcher (2012) call TV, radio and 

newspaper above the line marketing i.e. to expensive and ineffective channels of 

creating awareness for BOP-consumers. Therefore below the line channels i.e. 

innovative ways of reaching the BOP is needed. The literature on targeting the 

BOP suggests partnerships to overcome this barrier for creating awareness 
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(Reficco & Marquez, 2012; Anderson & Markides, 2007). Reficco & Marques 

(2012) write that there is an emerging consensus in research regarding BOP 

markets that partnerships are of importance. 

 

2.1 Communicating through partnerships 

The BOP-segment is said to severely differ from other segments. To make 

strategic alliances are a common strategy when entering a new market. 

Successful attempts to reach the BOP include making and managing partnerships 

(Anderson & Markides, 2007). From an awareness-creation point of view local 

partners are often used to contribute with knowledge about cultural and local 

ways of communicating (Hitt et al, 2000; Subrahmanyan & Gomez-Arias, 2008) 

i.e it is a way of adapting to the market.   

 

In the BOP-segment perspective an emerging theory is that the emerging 

markets’ domestic corporations do not have enough knowledge about the BOP-

segment to reach it but rather local non-traditional partners are needed (London 

& Hart, 2004) i.e the non-traditional partner have better knowledge and is better 

suited. To have a positive relationship outcome there is a need for a good 

reputation of the partners in the approached market as well as a high degree of 

shared decision-making and strategic similarities (Hitt et al, 2000). Reficco & 

Marques (2012) write that partnership selection when targeting the BOP-

segment is everything. “However, it is a double -edged sword that helps business 

conquer new areas of business if handled properly and if not damages the 

business interest to an extent that perhaps no other tool or technique can” (Shah, 

2000:35). Partnership’s failure rate on emerging markets is very high (Hitt et al, 

2000; Seelos & Mair, 2007). The failures might be explained by the difficulties to 

find a partner that is aligned in strategic objectives and organizational structure 

(Seelos & Mair, 2007). Gollakota (2012) write that it has been shown that it is of 

importance to aligning interests with NGOs when targeting the BOP. If the firm 

use a message of corporate social responsibility it is possible to align with these 

institutions. The NGO risks being viewed as a “sell-out” if the company does not 

align objectives with the NGO, which, can lead to reputation effects (Gollakota, 

2010). 
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”People at the BOP are often much more traditional and have a much greater 

sense of community, and sometimes have different cultural norms than those in 

higher income brackets” (Gollakota et al, 2010:358). To benefit from the BOP 

companies must become native with local communities (Simanis & Hart, 2009) 

i.e adapt to the BOP-segment. “Inclusive networks can provide companies with 

‘tacit knowledge’ that would be otherwise difficult or impossible to access” 

(Reficco & Marques, 2012:546). The most widely accepted way of targeting the 

BOP-segment in emerging markets is through non-traditional partners 

(Chikweche & Fletcher, 2012; Prahalad, 2012; Simanis & Hart, 2009; Anderson & 

Markides, 2007; Reficco & Marques, 2012).  London & Hart’s (2004) study 

indicated that to be successful in the BOP-segment companies must recognize 

the value of both corporate and non-corporate partners since a heavy reliance on 

expertise from formal partners often leads to failure in the market. To reach the 

low-income markets it is required to bridge informal and formal economies and 

companies shall rely on non-corporate partners for expertise about social 

infrastructure (London & Hart, 2004). Companies that establish relations with 

non-profit organizations and other non-traditional partners are more successful 

in targeting BOP-consumers (London & Hart, 2004). The use of innovative 

channels as social networks as a base for communication has been shown to 

reduce communication costs drastically (Chikweche & Fletcher, 2012).  

Anderson & Markides (2007) also emphasize that the use of informal partners 

can decrease marketing cost but also highlight that it can increase acceptance 

among BOP-consumers. 

 

The BOP-areas are characterized by tough and complex barriers which makes 

the consumers hard to reach (Prahald, 2005) while Granovetter (1985) points 

out that a dense network of social relationships gives companies better 

capabilities to manage complex transactions (Granovetter, 1985). Hart & 

Christensen (2002) write that their research “points to the need to build long-

term relationships with such partners as local communities, local companies and 

nongovernmental organizations”. Using non-traditional partners as an informal 

network gives expert knowledge about local conditions and how to communicate 
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with the BOP-consumers (Chikweche & Fletcher, 2012) i.e. it can be a 

communication channel adapted for the BOP-segment.  To have relationship 

with the market makers, i.e. the local sociopolitical institution as non 

governmental organisations (NGOs), government, religious institutions and the 

local community, is as important as the relationship with the end-user in 

targeting the BOP-segment (Sheth, 2011, Anderson & Markides, 2007). Simanis 

& Hart (2009) write that a B2C strategy is required where the C stands for 

community rather than consumer. The locally rooted relationships are the main 

source of value rather than the product.  The authors in the field are agreed that 

close collaboration with local entrepreneurs, NGOs and micro finance 

institutions (MFIs) is actors needed to access the BOP effectively (Shah, 2012; 

Soete, 2010; Seelos & Mair, 2007).  Prahalad (2012) calls this kind of network 

approach an ecosystem and he means that the MNE should work as the spider in 

the web and outsource to local partners with higher local knowledge to create 

awareness. i.e outsource to adapt to the segment.  However, there are 

suggestions that local networks are not of decisive importance for building 

awareness in the BOP-segment. Garret & Karnani (2010) write that if prices are 

low enough then consumers will find the product instead of vice versa. They 

point out the company Nirma who have had success in the BOP-segment without 

employing any field sales force nor owned a distribution network. 

 

BOP-segment communication activities 

Companies have used one-to-one sale system where mainly women are used to 

go around and sell products to BOP-consumers (Garret & Karnani, 2010; Shankar 

et al, 2008). The most powerful way of creating awareness in the BOP-segment is 

according to Anderson & Billou (2007) to use micro-entrepreneurs that market 

products directly to local communities since they can adapt the communication 

to the cultural preferences of the market, i.e adapt the communication for BOP-

consumers. This is in line with Simanis & Hart (2009) who write that face-to-face 

interaction is the best way to promote in BOP-contexts.  

 

Sheth (2011:174) writes about how to use the network as a communication 

channel “what matters most from a marketing perspective in outsourcing 



 17 

decisions is informing, educating, and enabling customers through workshops, 

social media, and channel development”. Social events have been suggested as a 

way of educating the customer (Anderson & Markides, 2007; Chikweche & 

Fletcher, 2012). There are several examples of innovative ways of 

communicating with the BOP-segment through local networks, for example in 

Papua new guinea a company used actors that drove around from village to 

village and held plays, that dramatized how the product could be used, on the 

back of a truck to promote products. The members of the network promoted the 

road shows or other social events through word-of-mouth in their 

neighborhoods (Chikweche & Fletcher 2012). Many firms have used women as a 

channel (Anderson & Markides, 2007; Garret & Karnani, 2010) recruited from 

for example women clubs in the BOP-segment. The different below the line, i.e. 

innovative ways, of promotion has been through road shows, wet sampling, 

women’s clubs, churches, schools, mobile advertising (Chikweche & Fletcher 

2012), magicians, singers, dancers and actors (Anderson & Markides, 2007). In 

Chikweche & Fletchers (2012) study all firms explored used locals to promote 

their products and had product demonstration as the core of their marketing 

effort.  

 

2.2 Enabling non-traditional partners 

To enable the local partners training (London & Hart, 2004; Anderson & 

Markides, 2007; Reficco & Marquez, 2012; Gollakota, 2010), regular contact 

between company and locals (London & Hart, 2004), de-skilling (Govindarajan & 

Ramamurti, 2011), lending money (Hart & Christensen, 2002) and trust (Simanis 

& Hart, 2009; Subrahmanyan & Gomez-Arias, 2008) are suggested as important. 

These factors will be further explained below. 

 

Trust is a key element when enabling BOP-consumers as partners 

(Subrahmanyan & Gomez-Arias, 2008). To reach the BOP-segment and build 

trust is very challenging but needed (Gollakota et al, 2010). A way of creating 

trust is by using NGOs as partners since it has shown to increase the company’s 

legitimacy among BOP-consumers (Gollakota, 2010; Anderson & Markides, 

2007). Simanis & Hart (2009) write that through personal relationships and 
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trust between company and the local community a buzz of word-of-mouth can 

be created.  

 

London & Hart (2004) write that limited or no contact between the company and 

local entrepreneurs have shown to be related to companies that have been 

unsuccessful in targeting the BOP-segment. Hence, regular contact is needed for 

success.  

 

To enable people at the BOP to become entrepreneurs there is a need of helping 

them finance their business (Gollakota; 2010). Hence, financial providers as 

partners can enable more local entrepreneurs (Anderson & Markides, 2007). 

Traditional banks often consider BOP-consumers as high risk and either do not 

lend money or have extreme interest rates (Gollakota et al, 2010). Hence, an 

aspect of enabling BOP-entrepreneurs is partnerships with MFIs that lends start 

up money. An example is Grameen Telecom who lent money to local 

entrepreneurs to buy a phone. The entrepreneurs were trained to use the 

equipment and could sell phone usage on a per call basis to earn money and later 

repay the loan and the phone (Hart & Christensen, 2002).  

 

An issue when creating a local network is that the BOP-segment consists of 

laggards i.e. people that do not have knowledge of advanced new technology and 

therefore has difficulties to promote such technology. A de-skilling is therefore 

needed to enable non-expert local entrepreneurs to use the product effectively 

(Govindarajan & Ramamurti, 2011) and hence simplification is also relevant for 

promotion. Most companies that have been successful in BOP-markets have 

provided local entrepreneurs and other partners with training while 

unsuccessful have had limited contact with local entrepreneurs (London & Hart, 

2004).  Anderson & Markides (2007) point out support as very important to 

enable local entrepreneurs and other informal partners. Training relatively 

unskilled people from the BOP-segment is an important aspect of that support 

(Gollakota, 2010). 
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2.3 Message: Educating and informing consumers 

There are different opinions among researchers about what kind of message that 

should be used when targeting the BOP. Some say that the brand should be used 

to reach BOP-consumers (Akmeemana, 2007). Others mean that brand is not 

important for the BOP-segment (Chikweche & Fletcher, 2012; Sheth, 2011) and 

that product specific communication is rather needed (Chikweche & Fletcher, 

2012; Lee et al, 2011). However many researchers claim that BOP-consumers are 

non-users of most products i.e. they have never felt a need of the product, which 

mean there is no market. The communication to non-users should rather explain 

why they need a type of product to build demand (Garret & Karnani, 2010; Sheth, 

2011) and thereby need-centric communication would be needed.  Most authors 

in the field agree that educating and informing consumers are central (Lee et al, 

2011; Chikweche & Fletcher 2012; Prahalad, 2012). 

 

2.3.1 Brand-oriented communication 

There are authors in the field that view brand communication as ineffective 

when targeting the BOP (Agnihotri, 2012; Sheth, 2011). Sheth (2011:173) mean 

brand-centric messages are ineffective since “many consumers have no brand or 

product knowledge”. Up to 60 percent of the products sold in emerging markets 

are unbranded and there are at least two reasons why (Sheth, 2011). The first 

reason is that only a low number of large corporations with strong brands have 

entered the BOP-areas. The second reason is that the BOP-households are not 

only consumer units but also production units. Those production units produce 

non-branded products like clothes, food etc.  For example around 50-65 percent 

of the BOP-market’s jewelry, personal computers and liquor are unbranded 

(Sheth, 2011). However, Akmeemana (2007) writes that these assumptions are 

wrong and that research shows that the poor are brand conscious.  

 

According to Sheth (2011) companies should be careful using their brand in 

emerging markets however, since there is a country of origin effect. Country of 

origin effect may seem as an advantage for companies from developed markets 

in an emerging market due to the positive image of an advanced country but 

found that to be a disadvantage in many cases. For a long time soft power has 
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been a core construct of political science but almost non-existing in marketing 

practice. The soft power country of origin has an enormous positive or negative 

effect on whether a brand is liked or not in the market. Sheth (2011:178) gives 

the example “products made by companies from the United States may be 

boycotted in markets in which Americans are not wanted and, at the same time, 

open up doors in other countries in which there are growing political, economic, 

and military partnerships From the emerging market-company’s perspective 

there is another aspect of country of origin since brands born on an emerging 

market, which successfully compete with well established companies in many 

markets, will find love and admiration of the home country population (Sheth, 

2011). The domestic emerging market company will thereby have a patriotic 

advantage on the home market (Sheth, 2011). This means that nation brand can 

be a big advantage or a big disadvantage when communicating on an emerging 

market.  

 

2.3.2 Need-oriented communication 

Many companies have failed at the BOP since they have not seen a clear market 

demand (Simanis & Hart, 2009). To be able to communicate a brand or product 

successfully, a market must exist. Today the BOP-market is said to be a big 

business opportunity with lots of unmet need. The problem in this logic is that 

the unmet need is not necessarily a market. A market means that there are 

buyers that are able and willing to pay a price that is higher than the company’s 

costs (Garret & Karnani, 2010).  In BOP-areas companies find it hard to build up 

and channel demand since BOP consumers are non-users, i.e consumers that do 

not see the need of products they have not used before (Reficco & Marquez, 

2012). Entering a BOP-market often means entering a non-consumption market, 

which requires that a new market have to be created (Garret & Karnani, 2010). 

The aim is to create first-time users (Sheth, 2011). The size of the BOP-market 

can grow if the demand and supply curves shift outwards. The demand curve can 

shift outwards if the income in the BOP increases or if the BOP-consumers start 

to see a higher value in the products or services that are offered. A way of doing 

that is to increase the knowledge about why the products or services are needed 

(Garret & Karnani, 2010) which can be seen as a need-oriented communication.  
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Anderson & Markides (2007) mean that companies often do not understand the 

needs that exist in BOP-contexts. On the other hand BOP-consumers are usually 

not well educated and do not always understand the value of the product or 

service (Garret & Karnani, 2010). Hence, they need to be made aware of why 

they need products. Garret & Karnani (2010) shows an example of a study where 

60 percent of the respondents in India could not think to shift to purified-water, 

even if it was for free. This mean that the consumers must first be made aware of 

the dangers of diseases when drinking un-purified water before promoting the 

solution of purified water. There is a similar study that showed that 55 percent 

of the women in Timor-leste were unwilling to pay $1 for a pair of glasses.  It 

shows that even if the products or services have a low price it is not enough 

because the consumers are not able, or will not, see the improvements in their 

lifestyle with the new products or services (Garret & Karnani, 2010) which mean 

communication regarding the problem is required before the solution is 

promoted i.e. a communication that is need centric is first required. The 

difference between product and need centric communication is that product 

centric communication is based on attributes of the product and how it solves a 

problem while need centric communication is rather focused on communicating 

a problem i.e. need that the consumers should solve. A product centric approach 

can only be used when the consumer understands what need it solves. If they do 

not understand why they need a product they will not buy it (Garret & Karnani, 

2010). For example if a consumer do not see the need of cooling products and 

how it could make their everyday life easier they will not buy a refrigerator no 

matter how cheap or good it is. 

 

Todays marketing in developed markets are mainly about making customers 

satisfied but according to Sheth (2011) the main aim of marketing for the BOP 

segment is to convert non-users to users. In developed markets, market 

orientation is about having knowledge about the market’s needs and through 

that knowledge getting competitive advantages. The strategy is about a 

marketing concept that is customer centric through all areas in a firm and all 

marketing activities should be integrated. This approach does not really work in 
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an emerging market where the consumers have low brand and product 

knowledge. It seems in BOP contexts the market is created by shaping 

customers’ expectations instead of assessing them (Sheth, 2011). It means 

companies have their starting point in making consumer aware of their need 

(builds expectation) instead of as traditionally assessing the consumers known 

need.  

 

2.3.3 Product-oriented communication 

Chikweche & Fletcher (2012) write that BOP-consumers are rather product 

oriented than brand oriented, which mean the communication for BOP-

consumers should be about their products and how it function rather than what 

their brand stands for. The consumer should be taught what is available and how 

the product function (Prahalad, 2012). Lee et al (2011:111) write, “When 

consumers are not aware of or not familiar with newly introduced innovative 

products, they need to be taught to recognize the differential benefits of the 

novel product”. Hence, consumers must be educated about the product functions. 

However, Garret & Karnani (2010) argue that product-oriented communication 

is effective only after the consumer is aware of the problem it solves. 

 

2.4 Proliferation through trust  

“Without an effective communication strategy, a highly innovative product may 

be perceived by the targeted customer as a risky venture” (Lee et al, 2011:118). 

Hence, trust is needed to affect the perceived risk. Granovetter (1985) writes 

about the importance of embedded relationships within an organization. 

Efficiency and trust are affected by informal relations in the form or personal 

relations and network of relations between partners and within the firm. “BOP 

consumers do have high level of interdependence and strong networks” 

(Subrahmanyan & Gomez-Arias, 2008:408). Anderson & Markides (2007) write 

that companies often struggle in targeting the BOP since they do not have 

enough trust embedded in the network that make BOP-consumers interested to 

do business with them. “Business strategies that rely on leveraging the strengths 

of the existing market environment outperform those that focus on overcoming 
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weaknesses” (London & Hart, 2004:350). A way of leveraging the strengths of 

the existing BOP-market is to use the local networks since BOP-consumers are 

often part of largely networked social communities (Viswanathan et al, 2010). 

Hence, local connection is connected to trust. 

 

Using NGOs as partners has shown to increase the company’s legitimacy among 

BOP-consumers (Anderson & Markides, 2007). Davidson (2009) emphasizes 

corporate social responsibility’s (CSR) important role for success in the BOP-

market. He means that the CSR must be incorporated in a company’s BOP-

strategy. The reason is, when a company is engaging its business with the 

world’s poorest consumers with a goal of profit it creates a unique set of ethical 

problems, especially for large, multinational firms. They are easily perceived as a 

manipulative company that exploits the unsophisticated and poorly educated 

BOP-consumers, hence becomes mistrusted. Therefore it requires that the firm 

act as a good citizen and a good citizenship demands that the firm fulfill more 

than just its economical responsibilities but also its ethical and social 

responsibilities, and through that be seen as a trustworthy company. The firm 

must integrate all the principles of CSR for the BOP-market to truly become 

successful.   

 

Relationship marketing has been pointed out as important for satisfying 

customers, which in turn gives word-of-mouth (Book et al, 2012) and that is 

something very useful in emerging markets (Sheth, 2011). A positive aspect of 

using local relations is that the local non-traditional partners are often willing to 

talk about their relationship with the company (Viswanathan et al, 2010) i.e 

create a buzz of word-of-mouth. “The strength of using social networks to 

communicate with these consumers lies in the fact that these consumers rely on 

these networks for information about products and are likely to believe what 

they hear from their fellow members given the long lasting relationships based 

on trust which exist among these BOP consumers” (Chikweche & Fletcher, 

(2012:515-516). The trust that exists in those networks enables a flow of word-

of-mouth. Hence, trust is an effective way of getting word-of-mouth which is an 

effective way of promoting products for the BOP-segment (Subrahmanyan & 
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Gomez-Arias, 2008).  

 

Word-of-mouth creation has been pointed out as the top success factor due to its 

trustworthiness (Harrison-Walker, 2001). Compared to advertising it can impact 

attitudes to become positive up to nine times more effective (Day, 1971; Buttle, 

2011) and Solomon et al (2010) write that 80 % of all purchase decisions are 

made because of personal recommendations. Buttle (2011:243) emphasizes that 

word‐of‐mouth is of non-commercial nature and explains what makes word‐of‐

mouth more effective then advertising; “Perhaps all that distinguishes WOM is 

that it is uttered by sources who are assumed by receivers to be independent of 

corporate influence”. Hence, the outcome of this process can be customers with 

high loyalty since “commitments in subsistence markets are striking in both their 

intensity and their influence on the exchange process” (Viswanathan et al, 

2010:6).  
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3. Conceptualization 

The previous chapter presented the literature concerning how to enable and use 

BOP adapted communication that raises product awareness for the BOP-segment 

in emerging markets. In this chapter the literature is conceptualized to a model 

that is the foundation of this study. 

 

3.1 Theoretical framework 

3.1.1 Company enabling 

The literature shows that to reach the BOP-segment effectively the company 

should establish non-traditional partners but to do this the literature suggests 

that trust must exist between the company and the non-traditional partners 

(Simanis & Hart, 2009; Subrahmanyan & Gomez-Arias, 2008). Authors have 

suggested that there is a need for a de-skilling (Govindarajan & Ramamurti, 

2011), regular contact (London & Hart, 2004), training (London & Hart, 2004; 

Anderson & Markides, 2007; Reficco & Marquez, 2012) for the local 

entrepreneurs and possibilities to lend money (Hart & Christensen, 2002). The 

literature also suggests that aligned objectives with partners are important to 

avoid failure (Hitt et al, 2000; Seelos & Mair, 2007). 

 

3.1.2 BOP-adapted channel 

The literature review clearly points out non-traditional partners as a key when 

targeting the BOP-segment (Chikweche & Fletcher, 2012; Prahalad, 2012; 

Simanis & Hart, 2009; Anderson & Markides, 2007; Reficco & Marques, 2012). 

The non-traditional partners consist of non-experts and the main non-traditional 

partners pointed out for awareness creation are NGOs and local/micro-

entrepreneurs that are within the social network or ecosystem while the other 

partners are rather supportive to those (Simanis & Hart, 2009; Anderson & 

Bilou, 2007). Hence, to adapt communication for the BOP-segment, local 

entrepreneurs and NGOs are the non-traditional partners that are of focus in this 

study. 

 

Earlier research suggests that BOP-women have often been used as local 



 26 

entrepreneurs (Garret & Karnani, 2010; Shankar et al, 2008). The different 

suggestions in the literature of how the communication channel can be BOP-

adapted are through, one-to-one marketing (Simanis & Hart, 2009; Anderson & 

Bilou, 2007), product demonstrations, and social events (Anderson & Markides, 

2007; Chikweche & Fletcher, 2012).  

 

3.1.3 Informing and educating the consumers  

The literature shows that some researchers see brand as beneficial when 

targeting the BOP (Akmeemana, 2007) while others do not (Agnihotri, 2012; 

Sheth, 2011). It also shows that BOP-consumers often are unaware of why 

products can benefit them since they are non-users. Hence the message sent out 

by the company should aim to make consumers aware of a problem before any 

product solution is communicated to be able to turn them to users. Once the 

consumer is made aware of a problem/need then the product should be 

promoted as the solution to that problem and that message is defined as 

product-centric message in this study. The whole process of sending out the 

message is about educating and informing consumers (Lee et al, 2011; 

Chikweche & Fletcher 2012; Prahalad, 2012) about why they need products 

(Garrette & Karnani, 2010), i.e. a need-centric message, and secondly the 

solution, i.e. product-centric message (Chikweche & Fletcher, 2012; Lee et al, 

2011) and hence this study define the message as informing and educating the 

consumer. The information and education should be made in a trustworthy 

manner to get the attention of the BOP-consumers.  

 

3.1.4 Proliferation of Word-of-mouth through trust 

Trust is a cornerstone of word-of-mouth (Harrison-Walker, 2001). The dense 

social networks in the BOP-segment can create a broad awareness if word-of-

mouth is spread (Subrahmanyan & Gomez-Arias, 2008). Hence the built in trust 

between the non-traditional partners, due to its local connection, and the local 

community enhances the possibility of the messages to be spread through word-

of-mouth. Davidson (2009) emphasize CSR’s important role for success in the 

BOP-market. By incorporate principles of CSR in the company’s BOP strategy 

they can be seen as a trustworthy company. 
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The proliferation of the message can through word-of-mouth be spread through 

the social networks and lead to a broad awareness. The proliferation through 

word-of-mouth can be affected by the company through trust-building activities 

but in the end it is the consumer that spreads it and hence this study can only 

explore what companies do to increase word-of-mouth and not whether it is 

actually spread.  

 

The word-of-mouth spread through the local networks is defined as proliferation 

through word-of-mouth in this study. 

 

3.2 Analysis model 
Company activity              Consumer activity 

 

Enable               Channel            Message              Proliferation              Awareness 

 

 

 

 

Figure 3.2 Analysis model 

 

From the theoretical framework the above mode was made but the content of 

the boxes needs to be established. The model shows that a company enables the 

BOP adapted communication channel through different supportive actions and 

by a created trust. The non-traditional partners are part of a broad social 

network within the BOP-segment and hence a built in trust exist between the 

non-traditional partner and the local community. The channel is therefore a way 

to reach the BOP-consumers. The non-traditional partners can in a trustworthy 

way inform and educate consumers through first the need-centric message and 

then the solution-centric message. Due to the trust between the non-traditional 
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partner and the community a buzz of word-of-mouth can give a proliferation of 

the message, in the social networks that characterize the BOP-segment, which in 

turn leads to awareness of the product among the BOP-consumers.  

 

This study only looks at the company side of the model i.e. what companies do to 

create word-of-mouth, that lead to awareness. Whether the actions made to get 

word-of-mouth actually leads to awareness can only be measured in studies 

from the consumer’s point of view. In other words, the intention is to explore 

what characterize these model components: enabling, BOP-adapted channel, and 

informing and educating the consumer. Also, the study will explore the character 

of relationships among the components. 
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4. Methodology 

4.1 Research approach 

4.1.1 Inductive vs deductive 

Deduction refers to build upon earlier researched assumptions, such as earlier 

theories (Popper, 2002). The earlier theories can be organized to a hypothesis 

that can be tested (Bryman & Bell). The analysis model in this study is built upon 

earlier BOP-theories. Hence, a deductive approach was used. 

 

4.1.2 Qualitative and quantitative research 

Both qualitative and quantitative data can be analyzed in both a qualitative or 

quantitative approach (Christensen et al, 2001) The choice between what 

approach to chose depends on the research questions and the purpose of the 

study (Chisnall, 1997). A qualitative research design is favorable to use when the 

researcher tries to understand underlying motives and reasons behind 

something (Christensen et al. 2001). For a result to be generalizable for a 

population quantitative studies are needed (Bryman & Bell, 2010). A 

quantitative approach has a higher control over the data that is investigated 

compared to a qualitative approach and there are factors that are measured 

through number of data instead of the meaning of the data (Holme & Solvang, 

1997).  The purpose of this study is formulated “how” and aims to explain how 

the companies are related to the analysis model that has been created. The 

purpose was formulated so underlying reasons of the theoretical concepts could 

be investigated. Hence, the purpose makes a qualitative analysis suitable. 

 

4.2. Research design 

Research design has an aim of forming a structure of how a study will be 

performed. There are four different designs that can be used in a scientific 

research; exploratory, descriptive, causal and explanatory research design 

(Burns & Bush, 2003). Exploratory studies are useful when there is a need of 

understanding and clarification of a research problem. It is a flexible design 

usually performed unstructured to clarify problems and define terms. It is a good 

research design when the researcher has lack of information about something 
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and wants to explore the phenomena in more detail. Secondary data analysis, 

case studies and focus groups are methods good to use in this design (Burns & 

Bush, 2003).  

 

The researchers wanted to explore what the boxes of the analysis model 

consisted of, how they related to each other and see the reason behind their 

relation too each other. An explorative research design was therefore chosen. 

 

4.3 Data sources 

There are two different types of data, primary and secondary. Secondary data is 

information that has already been collected to another investigation beforehand 

for another purpose. There are two types of secondary data, internal and 

external. External data is information about a company from an outside point of 

view like Internet sites, newspapers, governments, radio and TV. Internal 

secondary data comes from inside a company such as annual reports, customer 

information, videos made by the company and cost information (Christensen et 

al., 2001).  Primary data is on the other hand gathered specifically for the 

purpose of an investigation. There are different ways of collecting the primary 

data like in-depth interviews, surveys, observations and experiments. The 

primary data has at least two advantages compared to secondary data; it is tailor 

made for the investigation and the information is up to date. Disadvantages are 

that it can be expensive to gather primary data and it is more time consuming. 

The disadvantages of secondary data are that there could be aspects of the study 

that cannot be answered with only secondary data because no similar study has 

previously been done or there is a lack of availability (Bryman & Bell, 2010; 

Christensen et al, 2001).  

 

This study used both primary and secondary data. The aim was to get as much 

primary data as possible about the cases since it can generate a broad 

understanding from the ones who are under investigation. However, the 

secondary data complemented the primary data and gave insights of others 

perspectives of the case studies.  
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4.4 Research strategy 

Case study, history, archival study, experiment and survey are the five different 

types of research strategy (Yin, 2009). This study used a multiple case study 

approach. This means that there are several different case studies that are 

individually analyzed as well as compared with each other.  

 

Case study is an appropriate method for an explorative study aimed to answer 

questions like “what is happening” and “how is it happening” (Christensen et al, 

2001). Because of these characteristics a case study was choosen as research 

strategy for this study.  

 

4.5 Data collection method 

The primary was collected through in-depth skype interviews and secondary 

data through data mining in this study.  

 

4.5.1 In-depth interviews 

According to Christensen et al. (2001) there are two important aspects of why to 

choose in-depth interviews as a research method; 

 When the purpose is exploratory and the research shall explain the 

underlying reasons. 

 The nature of the questions. When the questions are complex and opened 

the answers usually will be opened as well. There is an opportunity for 

the researchers to have follow-up questions to the respondent. This 

makes it possible for the respondent to elaborate the answers. 

 

Another advantage with in-depths interviews is the personal contact between 

the moderator and the respondent, which can give deep-going answers (Bryman 

& Bell, 2010). When using Skype instead of, for example a telephone, this 

advantage will be present. A disadvantage with the direct communication is the 

difficulty for the interviewee to focus on both the next question and the answer 

that is given (Raymond, 2006). To make it easier the interviews followed a 

preset guide of questions as well as the follow-up questions. The in-depth 
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interviews were of semi-structured nature. This means that there are prepared 

questions on a questionnaire that the interviewee follows through the interview 

to be able to follow a line of argument more easily (Bryman & Bell, 2010; 

Christensen et al, 2001). Semi structured interviews is beneficial to make sure 

that all the research areas are covered with questions. An advantage with a semi-

structured interview is that the respondents have time to read the questions 

beforehand so they can be prepared for the interview and give more elaborated 

answers. Due to the depths of the questions it is preferable to let the respondent 

have time to prepare the answers (Bryman & Bell, 2010). Before the interviews 

of this study the questions was sent to the respondent to increase the chance of 

getting more deep-going answers (see appendix 1). 

 

There are two main constructs of an interview, closed and open questions. The 

differences between the two constructs are that closed questions are structured, 

which means that the respondent answers out of predetermined options while 

open questions are unstructured which means that the respondent freely 

answers with own words (Bryman & Bell, 2010; Christensen, 2001). The 

questions for this study were of open character that gave space for the 

respondent to elaborate the answers. This approach was used because of the 

exploratory nature of the study.  With an unstructured interview the questions 

are constructed during the interview, which is difficult for several reasons, one is 

that it is hard to know if all the areas of research are covered (Christensen et al, 

2001).  

 

Before the respondent is interviewed it is important that the purpose of the 

interview is explained (Patel & Davidson, 2011). The interviews therefore always 

began with the authors explaining what the research is about and what part the 

interviewed had of the research.  It is known that the interviewee can affect the 

respondent with his/her appearance, which mean answers can differ depending 

on the interviewee (Christensen et al, 2001). With the aim to make the 

interviews as similar as possible all interviews was executed by the same 

interviewee. The respondents’ answers can also differ depending on for example 

if the respondent is tired or in a hurry at the occasion of the interview (Bryman 
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& Bell, 2010). To avoid this the respondent decided when the interview should 

take place.  

 

An advantage with face-to-face interviews is that the respondent and the 

interviewee are at the same place, which usually is of advantage because the 

interviewee can create, a better ambience, which results in a better mood 

(Raymond, 2006). The far distance to the respondents made face-to-face 

interviews impossible due to both lack of time and resources. Instead Skype was 

used. Hence, the benefit of seeing eachother was present but however not 

physically. There were always two persons present when conducting an 

interview, which made it easier for the interviewers to concentrate on the 

answer that was given. The interviews were recorded to avoid loss of 

information. A disadvantage with recording is that it is timely to transcript 

(Raymond, 2006) but since it increases the validity of the study it was done for 

all interviews in this study (see appendix 5, 6, 7). To avoid loss of information 

notes was also written down during the interviewa as a back-up if something 

would happen with the recordings. 

 

4.5.2 Pretesting 

It is important to pre-test an interview before it is executed and a pre-test on 5-

10 respondents are an appropriate amount. The pre-testing gives the author 

knowledge about if the questions have face validity (Christensen et al, 2001).  

 

Feedback on the interview questions was gained from a professor in business & 

administration as well as from six students in business & administration 

specialized in marketing. The pre-tests from the students were helpful fto make 

sure the questions were understandable. The pret-test showed that the 

interview questions were understandable for respondents, which, led to no 

changes of the questions. 

 

4.5.3 Data mining 

Data mining was used to complement the in-depth interviews. Data mining is a 

process of seeking interesting and valuable information about a subject within 
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large databases (Hand et al, 2000). This method was used to gather secondary 

data about the companies. The information was gathered from Internet sites 

with information about the cases. The web sites were critically reviewed and 

information with personal opinions was excluded. Interviews with people from 

the companies or news articles from well-known papers are examples of sources 

that were used in the data mining while for example blogs were excluded from 

the study. The data mining resulted in a deeper understanding and gave other 

perspectives compared to the interviews. However, the Internet is gigantic and 

hence it is impossible to say whether all relevant angles were included in this 

study. 

 

The study searched for different keywords on Internet to find relevant empirical 

data, which is shown in appendix 2. The words were searched for in combination 

with the companies’ name, projects name, or organizations found related to the 

companies when searching for secondary data.  

 

4.6 Population and sample selection 

The specific criterias to be included in the study were; all the companies in the 

study had to target the Indian BOP-market with technological products that is 

made for the Indian BOP-market. The Indian market where choosen since India 

has the largest amount of people that belongs to the BOP in the world 

(goldmansachs.com, 2013-04-26). Another criteria was that the company had 

been successful on the market. However, financial reports of the company’s rural 

India specific products’s were unavailable. Instead indicators of success, such as 

managers saying it has been a success, were used. The criterias was made to 

have a homogenous sample and also to make the result of the study in some way 

related to success factors for that kind of companies.  

 

There are around 700.000-750.000 companies registered in India 

(tradingeconomics.com, 2013-05-29). Leila Rafei from World bank data provided 

a doucument showing that there are 5191 listed domestic companies in India but  

the study have no data of how many of the companies that have had financial 

success. Rafei explained that Worldbank data has no data on how many 
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companies that are targeting the BOP in India. Hence, the population size is 

unclear.  

 

After reading an extensive amount of information about companies targeting 

rural India a list of appropriate companies for the investigation was created. Out 

of the above-mentioned criteria the respondent was chosen through a 

convenience selection. Due to severe difficulties to reach and get answers from 

the Indian companies a convenience selection had to be used. If a company lived 

up to the criteria of the study the company was used as a case. The authors of the 

study had preferred to make more case studies and also conduct more 

interviews with the selected companies to have a higher validity of the result. As 

mentioned, due to access problems it was however impossible. 

 

Totally three companies were investigated in the case studies First Energy, 

Godrej & Boyce and Hindustan Unilever. Interviews were conducted with Godrej 

& Boyce and First Energy while seconday data was used for Hindustan Unilever. 

The companies will be further presented in chapter 5.  

 

4.7 Data collection instrument 

4.7.1 Operationalization and measurement of variables 

When conducting an interview it is of importance that the respondents 

understand what the researchers ask. The theoretical concepts can be hard for 

the respondent to understand, which is why it is important to break down the 

concepts to understandable questions. A way of doing this is through an 

operationalization. The operationalization makes abstract concepts measurable 

and translates certain terms in a study (Ginsberg, 1984; Bryman & Bell, 2010) 

Operationalization can be seen as a way of taking the research to the real world 

(Shields & Tajalli, 2006) Proper operationalization is important for the study in 

order to get relevant information so accurate conclusions can be drawn (Home & 

Solvang, 1997). Hence, in this study questions were operationalized to make 

theoretical concepts understandable for respondents. 
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4.7.2 Theoretical measurement for the interviews 

The questions were operationalized to be understandable for managers since the 

question was suppoused to be asked to managers. In this chapter are each 

question theoretical origin explained. 

 

1. Which company do you represent? 

2. What is your position within the company? 

3. How have you been involved in the project… that aimed to sell 

products to the low-end market of…? 

4. With what kind of product did you target the low-end-segment? 

These four first questions were asked to make sure that we talked to the right 

person, that the company fulfilled the requirements for the study and what kind 

of segment they targeted. 

 

Communication channel 

5. Through which channels have you communicated with the low-end 

segment? 

The question aimed to give knowledge of whether they have used non-

traditional partners primarily i.e. confirmation of whether our model is correct 

or if other channels have rather been used. It is commonly known that the BOP-

consumers live in a rather media dark zone (Chikweche & Fletcher, 2012). 

  

6. What kind of local partnerships have you established? 

The literature review suggests that companies need innovative communication 

channels in order to build awareness of their products or services (Anderson & 

Billou, 2007; Sheth, 2011). This question investigates if the company used the 

non-traditional partners that were pointed out in the literature review and 

whether other non-traditional partners were used.   

- How many local partners do you have? 

This follow up question was asked to see if there was some kind of pattern in 

how many local partners the companies used. 

- Why that amount 
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This follow up question was asked to see if the companies had any thoughts 

behind the amount of local partners they used. The literature review does not 

say anything about how many local partners that is appropriate to use. 

 

7. How many local entrepreneurs are employed? 

This question was made to get knowledge about how broadly local 

entrepreneurs were used and whether there in the end was an advantage or 

disadvantage to have more or less partners. The literature review suggests that 

from an awareness-creation point of view local entrepreneurs are important in 

BOP-contexts  (Simanis & Hart, 2009).   

- Why that amount? 

This follow up questions was asked to see how the companies have thought 

around the amount of local entrepreneurs they have employed. 

 

8. How did you use non-traditional partner (1,2,3…n) to communicate 

with the low-end segment? 

The question aimed to get knowledge about how they use each of the formal 

partners as a communication channel. The authors also hoped to be able to 

analyze which was more important for communication and which was less 

important. The literature review suggests one to one (Simanis & Hart), social 

events (Anderson & markides, 2007), product demonstatration (Chikweche & 

Fletcher, 2012) as ways of communicating with the BOP. 

 

9. Why do you use local partners as a communication channel? 

The question was made to get knowledge about why the company used non-

traditional partners instead of other channels. The literature says that there are 

problems with using communication channels like TV, radio and news papers 

(Chikweche & Fletcher, 2012) and was therefore interesting to see what 

channels the company has used. 

 

10. What are the obstacles of using local partners as communication 

channel? 
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If question 13 provided an unclear answer of the benefits with non-traditional 

partners as a communication channel this question might sorted that out. 

 

Enabling 

11. To what extent do you have contact with local entrepreneurs and 

NGOs? 

The literature review suggests that companies that establish relations with non-

profit organizations and other non-traditional partners are more successful in 

targeting BOP-consumers while companies having limited or no contact with 

non-traditional partners have a high failure rate (London & Hart, 2004). By this 

question we aim to see whether this is true for the three case studies that was 

investigated.   

 

12. How are local entrepreneurs trained to communicate with the low-

end segment? 

It is shown in the literature review that there is an issue when creating a local 

network with the BOP-segment because the segment consists of laggards i.e. 

people that do not have knowledge of advanced new technology and therefore 

has difficulties to promote such technology (Govindarajan & Ramamurti, 2011). 

Most companies that have been successful in BOP-markets have provided local 

entrepreneurs and other partners with training while unsuccessful have had 

limited contact with local entrepreneurs (London & Hart, 2004).   This question 

was made to see whether the company fits earlier research or not. 

 

13. How have you helped the local entrepreneurs and NGOs to finance 

their business? 

The literature review suggests that to enable people at the BOP to become 

entrepreneurs there is a need of helping them finance their business. Hence, 

financial providers as partners can enable more local entrepreneurs (Anderson 

& Markides, 2007). This question was made to see whether the company fits 

earlier research or not.  
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14. How have you tried to build trust between you and the local 

entrepreneurs and NGOs? 

The literature review says that trust is a key element when enabling BOP-

consumers as partners (Subrahmanyan & Gomez-Arias, 2008). To reach the BOP-

segment and build trust is very challenging but needed (Gollakota et al, 2010). In 

phase 1 the company prepares for communicating with the BOP and shall focus 

on gaining trust from a small local base (Simanis & Hart, 2009). By this question 

we wanted to see if the company saw it as enabling and whether there were 

other benefits that the company saw. 

 

15. In what ways have you tried to simplify the local entrepreneurs and 

NGOs possibilities to communicate the product? 

The literature review suggests that de-skilling of products is needed to enable 

non-expert local entrepreneurs to promote the product effectively (Govindarajan 

& Ramamurti, 2011) and this question was asked to see how these companies 

have done that.  

 

16. How have you supported the local entrepreneurs and NGOs in other 

ways? 

The aim of this question was to get knowledge of which actions the company 

sees as important for enabling non-traditional partners. Anderson & Markides 

(2007) point out support as very important to enable local entrepreneurs and 

other informal partners. Training relatively unskilled people from the BOP-

segment is an important aspect of that support.  

 

Educating and informing consumers 

17. What messages do you use for the low-end consumers? 

There are different opinions among researchers about what kind of message that 

should be used when targeting the BOP. Some say that the brand messages 

should be used to reach BOP-consumers (Akmeemana, 2007). Others mean that 

brand is not important for the BOP-segment (Chikweche & Fletcher, 2012; Sheth, 

2011) However many researchers claim that BOP-consumers are non-users of 

most products i.e. they have never felt a need of the product, which mean there is 
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no market. The communication to non-users should rather explain why they 

need a type of product to build demand (Garret & Karnani, 2010; Sheth, 2011) 

and thereby need-centric communication would be needed.  This question shows 

what kind of message the investigated companies use when targeting the low-

end segment in India. Davidson (2009) points out CSRs importance for the 

message. 

- Why is this message used? 

This follow up question was asked to see what thoughts the company had behind 

their used messages. 

- How is this message used? 

This follow up question was asked to see how the company has performed their 

message to the low-end segment in India.  

 

18. How have the local entrepreneurs been instructed to communicate 

the problem your product solves? 

Entering a BOP-market often means entering a non-consumption market, which 

requires that a new market have to be created (Garret & Karnani, 2010). The aim 

is to create first-time users (Sheth, 2011). It is important to make the BOP-

consumers to start see a higher value in the products that are offered. A way of 

doing that is to increase the knowledge about what problems that exists and why 

the products or services are needed (Garret & Karnani, 2010) which can be seen 

as a need-oriented communication. This question was made to get knowledge 

about how the company communicated the problem that their product solved. 

 

19. How are the local entrepreneurs instructed to communicate the 

product attributes to the low-end consumers? 

BOP-consumers are usually not well educated and do not always understand the 

value of the product or service (Garret & Karnani, 2010). A product centric 

approach can only be used when the consumer understands what need it solves. 

If they do not understand why they need a product they will not buy it (Garret & 

Karnani, 2010). This question was asked to find out in which order the have 

communicated the product attributes to the BOP-consumers or if they find a 

meaning of doing it at all.  
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20. How is trust between the local partner and the community built? 

Anderson & Markides (2007) write that companies often struggle in targeting 

the BOP since they do not have enough trust embedded in the network that make 

BOP-consumers interested to do business with them. It is suggested in the 

literature review that a positive aspect of using local relations is that the local 

non-traditional partners are often willing to talk about their relationship with 

the DMNE (Viswanathan et al, 2010) So trust between the non-traditional 

partner and the community is suggested as important for awareness. This 

question’s aim was to get knowledge of how companies worked to extend the 

trust. 

 

21. How is the brand used in the communication with the low-end 

consumers? 

Many authors in the field are agreed that brand communication is ineffective 

when targeting the BOP (Agnihotri, 2012; Sheth, 2011). This question aimed to 

increase the knowledge of how brand can be used. 

 

22. How have you highlighted your country of origin when 

communicating with the low-end consumers? 

The literature review suggests that country of origin affects BOP-consumers 

perception of a company and these questions aimed to get knowledge about 

whether companies worked with this issue and how they did it. According to 

Sheth (2011) companies should be careful using their brand in emerging 

markets since there is a country of origin effect.  

- Why did you use your country of origin in you communication 

message to the low-end segment? 

This follow up question was asked to see why the company used country of 

origin in their communication, if they did it at all. 

 

Proliferation  

23. How do you try to increase word-of-mouth around your products? 
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The Awareness creation model suggests that the non-traditional partners can 

increase the word-of-mouth in social networks through trust, information and 

education. By this question we wanted to know if companies did something else 

to increase word-of-mouth 

 

24. How are the local partners used to increase word-of-mouth around 

the product? 

It is showed in the literature review that using NGOs as partners has shown to 

increase the company’s legitimacy among BOP-consumers (Anderson & 

Markides, 2007). The trust that exists in those networks enables a flow of word-

of-mouth. Hence, word-of-mouth is an effective form of promoting products for 

the BOP-segment (Subrahmanyan & Gomez-Arias, 2008). By this question we 

wanted to know how companies tried to enhance the word-of-mouth by using 

those relations. 

 

4.8 Data Analysis  

The analysis method used in this study was inspirered by a qualitative analysis 

method called “Grounded theory” that was developed by Glaser & Strauss in 

1967. Strauss & Corbin (1994) explain that Grounded theory is a methodology 

for developing theory that is grounded in empirical data systematically gathered 

and analyzed. The theory evolves during the actual research and it does this 

through continuous interplay between analysis and data colletion.  

 

Cristensen et al (2001) mention some problems with this analysis method 

including that the investigator should use an unprejudiced approach towards the 

gathered empirical data during the analysis. The concerns around this are that it 

is impossible for the investigator to use a totally unprejudiced approach due to 

the investigators set of skills and knowledge beforehand, which can be called the 

investigator’s habitus.  

Grounded theory should not be selectively collected. Data that is not in-line with 

the investigator’s believes beforehand concerning the research area shall not be 

rejected just because of that. Hence in this study, the aim was to gather all 
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empirical data that was relevant for the research area and not based on pre-

expectations. However, due to the earlier mentioned problems with Grounded 

theory as a analysis method  it was only followed partly. Christensen et al (2001) 

have developed a qualitative analysis method that is inspired by Grounded 

theory where the authors’ awareness of their habitus is under consideration. 

This study only used quotations in the analysis to reduce the effect of the 

researchers’ habitus and the abbreviation was made as explicit as possible to 

increase the reliability. The following quotation points out the importance of 

being as explicit as possible in the data abbreviation that is done in a qualitative 

study; “Data reduction occurs continuously throughout the life of any 

qualitatively-oriented project, in forms ranging from sampling decisions to data 

coding and summaries. Data reduction is not something separate from analysis. 

It is a part of analysis that sharpens, sorts, focuses, discards, and organizes data 

in such a way that final conclusions can be drawn and verified.”, Miles & 

Huberman (1984:23-24). Hence, the data reduction itself is a form of analysis, 

which stresses the iimportance to show how the abbreviation was done. There 

are no fundamental or qualitative differences between the presentation of the 

empirical data and the analysis of it. The documentation of the empirical data is 

based on explicit and tacit processes in the head of the researcher because the 

transcription and the abbreviation of the data include analytical elements. To 

control this process it should be made stepwise and as explicit as possible 

(Christensen et al, 2001).  

Analyzing data in case studies is the most difficult and the least codified 

procedure of the process (Yin, 2009; Eisenhardt, 1989). Christensen et al (2001) 

mention a three-process method for conducting the analysis, which consists of; 

the reduction process, the structure process and the visual process. To make it 

possible for the reader to penetrate all data that is gathered a data reduction is 

important. To highlight some parts of the data with keywords is a good way of 

choosing and show what data that is relevant for further analysis in the 

reduction process  (Christensen et al, 2001). In the structure process keywords 

are related to each other to create and show patterns between the cases 

(Christensen et al, 2001) The visualization process is done to make it able to see 
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the patterns that have been created in a more easy and abbreviated way. This 

can be done with help of matrixes (Christensen et al, 2001). To follow these three 

processes and to show the abbreviation and analysis of the gathered empirical 

data as explicit as possible the analysis process of this study has gone through six 

steps. These six steps were used for both primary- and secondary data (except 

step 1 for secondary data), because both forms of empirical data was used in a 

similar way, to answer the questions in the interview.  

Step 1  

The first step was to transcript the interviews. All that was said was written 

down entirely so the context of the empirical data could be as explicit as possible.  

Step 2  

The transcripted primary data were put in a matrix in MS Word, as well as the 

secondary data, where the answers could be organized after questions and 

respondents (Appendix 2). The whole answers from the interviews and whole 

sentences from the secondary data were pasted into cells of the matrix. 

Secondary data that was organized for the appropriate question, based on the 

indexes in appendix 2. This was done to avoid the habitus of the authors as much 

as possible.  

From now on both primary- and secondary data will be called answers because 

the purpose of the two is the same – to answer the interview questions. 

Step 3  

In this step the keywords of the answers were highlighted as explained in the 

reduction process by Christensen et al (2001) (Appendix 3). Once the keywords 

were decided they were marked in the matrix so the context of the keywords 

could be seen. This was done so the reader can see if the keywords actually 

mirror the meaning of the answers or not. The keywords were marked based on 

the indicators in appendix 2.  

Step 4  

In this step the highlighted keywords was pasted in an abbreviated table for each 

company (Appendix 4). The keywords were sorted under a suitable heading. The 
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headings were based on the analysis model in chapter 3; enabling, 

communication channel and communication message. Because exact quotations 

were still used some clarifying sentences before and after the quotations were 

used to help the reader understand the context of the quotations.  

Step 5 

In step five matrixes were created to show each factor that showed how a 

company had followed the analysis model. In this step the patterns of the 

empirical data became clear and it showed in an even more abbreviated way 

how each company had done to create awareness in the BOP in India. The factors 

that were shown in this step was analyzed and related to the theories of the 

literature review.  

This step was a within case analysis that worked as a foundation to the cross 

case analysis in the next step. 

Step 6 

In this step the identified factors of each case was compared with each other in a 

cross case analysis to find out differences and similarities of the cases. A cross-

case analysis is helpful to use when empirical data is collected from more than 

one case. In cross-case analysis empirical findings are compared between the 

cases to see differences and similarities (Bryman & Bell, 2010). The within case 

analysis was done to find how each company has followed the analysis model 

while the cross case analysis was done to see the differences and similarities 

between the companies approaches.  

Throughout the whole process of the analysis the exact quotations were used 

with the intention to make it easier for other researchers to continue this study.  

  

4.9 Scientific criteria 

4.9.1 Quality Criteria  

Validity refers to if a measure of a construct actually measures what it is 

intended to measure. There are different ways to determine the validity of a 

study (Bryman & Bell, 2010). Content validity, construct validity and criterion 
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validity are usually used as determinants (McGartland et al, 2003).  

 

Reliability treats whether a study uses reliable variables and if it can be 

performed more times and still reach the same conclusion (Bryman & Bell, 

2010).  

 

Validity and reliability need to be present to achieve a study with high level of 

quality (Aaker et al, 2011; Bryman & Bell, 2010).  

 

4.9.2 Content validity 

If all the aspects intended to be measured actually are being measured the study 

has a content validity (McGartland et al, 2003; Wang et al, 2001). The content 

validity is evaluated before the gathering of the empirical data starts since it 

gives knowledge about the representativeness and clarity of the content. Face 

validity is characterized in content validity and is intended to see if the measures 

are valid. Thus, measures should correctly reflect and cover the content that is 

investigated (Bryman & Bell, 2010; McGartland et al, 2003). A way of 

investigating the face validity of a research is to ask experts in the area to 

scrutinize the questions of the research to make sure they investigate what is 

intended (Bryman & Bell, 2010). Five business and administration students and 

a professor in the area scrutinized the questions of this study. The scutinization 

indicated that the content and face validity of the questions was good. Before this 

study a smaller pre-study was conducted. Some of the questions used in the pre-

study were also included in this study, which increased the face validity because 

it was already shown that these questions were understandable and measured 

what was intended. 

 

4.9.3 Construct validity  

Construct validity refers to how well the test is assembled to measure the 

theoretical construct it is purported to do (McGartland et al, 2003; Paul Peter, 

1981). It is necessary that there is compatibility between the theories and the 

measures (Paul Peter, 1981). To have construct validity the researchers must 

make sure that constructs measures what is relevant for the theory, thus, an 
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operationalization is required (Bryman & Bell, 2010). “Studies based on myopic 

operationism are largely wasted effort when the operation does not correspond 

to potentially meaningful constructs” (Cronbach, 1955:177-178). A business & 

administration professor scrutinized the operationalization of theoretical 

concepts into questions before the interviews which increase the construct 

validity. 

 

For construct validity to be present convergent validity should be established, 

which mean the studies constructs should be similar to previous measures of a 

similar construct (Aaker et al, 2011). This study has created an analysis model 

based on earlier known theoretical concepts concerning how MNEs can create 

awareness in BOP-contexts. The analysis model is based on extensive reading of 

scientific article concerning the subject. This increases the convergent validity of 

the study. An easy way to increase convergent validity is to use or be inspired by 

already used questions from scientific articles. No earlier questions concerning 

the research area have been found and hence could not be used.  

 

Construct validity is supported if there is a variance between the different 

constructs that are measured (Paul Peter, 1981). This investigation used six 

stages of qualitative analysis to make sure that there were differences between 

the investigated constructs. Thus, the identification of the key words revealed if 

it existed constructs that were too similar to each other. Since the constructs 

were not too similar it confirmed the construct validity of the study.  

 

4.9.4 Criterion validity 

Criterion validity concerns relationships between measured scores and 

measurable criterion (Pallant, 2010). Concurrent validity is established if a test 

of criterions correlates well with another measure that is performed at 

approximately the same time.  The two measures can be for the same construct 

or different but what is of importance is that it is related constructs. If the two 

tests show correlation, concurrent validity is shown (Aaker et al, 2011). Since 

this is a case study performed at one point in time no concurrent validity can be 

shown.  
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4.9.5 Reliability  

Reliability concerns if an investigation can be performed a second time by other 

researchers and that the result will be consistent, i.e. the investigation has a level 

of stability, which makes the research reliable over time. An effective way to see 

if the study has stability is to do a second test later on and see if the result will be 

similar to the first result, i.e have a high correlation with each other (Bryman & 

Bell, 2010). Before this study the researches performed a pre-study within a 

similar research area. The pre-study investigated four barriers that occur when a 

company tries to penetrate the BOP-market in India, and one of the investigated 

barriers were awareness. The pre-study’s research design was also a multiple 

case study. The conclusions from the pre-study concerning the barrier 

awareness was similar to the conclusion of this this study which show a stability 

of the study. However, this is a qualitative study and the sample size is not 

statistical representative, which makes it impossible to draw any statistical 

generalization. 

 

Qualitative research is built upon the researches own interpretations, which 

makes the approach to have a lower reliability than quantitative researches (Yin, 

2009). If subjective interpretations of e.g. open questions are used, it can 

threaten the questions to be inconsistently interpreted by the researcher and 

hence harm the reliability (Bryman & Bell, 2010). To increase the reliability of 

the study, both an operationalization where the thoughts behind each question 

were explained and the six steps of analysis was used. Also a complete 

transcription of the interviews was done (see appendix 4 & 5). By using 

quotations from the emprirical data instead of rewriting it the reliability is 

positively affected since it makes it easier for another researcher to see all steps 

towards the end of the analysis. To use secondary data does decrease the 

reliability because it is impossible for the authors to exactly know the purpose 

and the truly meaning behind the information. By using exact quotations the 

authors gave each reader a chance to create an own interpretation of the 

secondary data.   
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5. Background of cases 

In the previous chapter the methodology was presented. In this chapter the 

investigated companies and the research context is presented. 

 

5.1 Research context 

India has over one billion inhabitants and is predicted to be the most populous 

country by 2030. One third of the population can today be counted as the BOP of 

India (landguiden.se, 2013-04-26) and the BOP-consumers earn in average $1.56 

a day (NFI, 2007). India has therefore the greatest amount of people that belongs 

to the BOP in the world, but according to goldmansachs.com (2013-04-26) two 

billion people will join the global middle class before 2030 and the main part will 

come from the BRIC countries (Brazil, Russia, India and China). It is predicted 

that within a period of 15 years the Indian BOP-market is estimated to grow 

tenfold to a value of $100 billion (articles.economictimes.indiatimes.com, 2013-

05-08). In the short term there is a large market space and the Indian market 

have great opportunities for new businesses (Shriram, 2011).  

 

5.2 Hindustan Unilever Ltd 

Hindustan Unilever Limited sells products in over 20 consumer categories and is 

the largest consumer goods company in India. One of the products is a technical 

product called “Pureit” which is a water purifier that Hindustan Unilever has 

targeted the BOP in India with. The company reaches two of three Indian 

consumers (hul.co.in 1, 2013-04-28) and over 700 million Indians customers use 

their products in India (managementexchange.com, 2013-04-27). Hindustan 

Unilever has been named one of the world’s best-reputed companies on the 

Forbes list in 2007 and India’s most innovative company as well as a top 10 

position of most innovative companies in the world on the Forbes list 2011 

(managementexchange.com, 2013-04-27). Hindustan Unilever s vision is ”to 

earn the love and respect of India by making a real difference to every Indian” 

(hul.co.in 2, 2013-04-28). In 2012 the sales figures of Hindustan Unilever in 

India, where the company is market leader in several product categories, had 

double digit growth (unilever.com, 2013-05-05).  
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Hindustan Unilever has targeted the rural area of India successfully. Hindustan 

Unilever’s chairman Mr. Harish Manwani said “more than 40 per cent of our 

products are consumed in the fast growing markets of rural India. We have been 

pioneers in developing rural markets through affordable brands and an 

unparalleled distribution reach” (hul.co.in, 2013-04-28). They have had an 

approach where they use local entrepreneurs to market their products.  

Hindustan Unilever has through a project called Shakti targeted small villages in 

rural India. “The initiative has proved a resounding success. Using an innovative 

distribution channel, Shakti has helped further rural development and has 

brought new business by opening previously unexplored markets” 

(unilever.com, 2013-04-25).  

 

5.3 Godrej & Boyce 

Godrej & Boyce is an Indian company founded in 1897. Today Godrej & Boyce 

sells products in several categories, and since 1958 they sell home appliance 

goods (godrejappliances.com, 2013). Today Godrej & Boyce is a global company 

with their main focus on the Indian market, where 400 million people use at 

least one of Godrej & Boyce’s products everyday (godrejandboyce.com, 2013-05-

03).    

 

In 2009 Godrej & Boyce had collaboration with the American innovation-

consulting firm Innosight (innosight.com, 2013-05-10) and they together 

developed the refrigerator called Chotukool. The refrigerator has not only been 

developed through collaboration with Innosight but also with women from rural 

villages in India. The women where involved to make sure that the product met 

the women’s specific needs because rural villages women are the main target 

group for Chotukool (factsreports.revues.org, 2013-05-03).  

 

Godrej & Boyce is the first white goods maker that targets the BOP in India. 

(dnaindia.com, 2013-05-10). Godrej & Boyce are using several different local 

partners from the rural areas as retailers to reach the BOP-consumers 

(business.outlokkindia.com, 2013-05-10). 
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The early success of Chotukool led to that Godrej & Boyce was given the title of 

most innovative company of the year by Business standard magazine 

(Innisight.com, 2013-05-10). As of now Chotukool is covering all its costs but not 

making any noticeable margin, yet. There are no official sales figures for 

Chotukool yet, but according to Innosight, Godrej & Boyce was on the pace to sell 

100.000 Chotukool on its second full year on the market which has been 

considered a success (innosight.com, 2013-05-10). 

 

5.4 First Energy 

First Energy started through a partnership between the british company British 

Petroleum (BP) and the Indian institute of science Bangalore. First Energy was 

created as a 100 percent subsidiary of British Petroleum (BP) and is since 2006 

active in the alternative energy business (firstenergy.in 1, 2013-05-10). The only 

product First Energy offers is a biomass pellets stove called Oorja, and the 

related biomass pellets (firstenergy, 2013-05-10).  

 

The aim of the collaboration with Indian Institute of Bangalore, was to develop 

an innovative stove where strong understanding of consumer’s energy needs 

was the base of the collaboration (web.mit.edu, 2013-05-13).  

 

First energy started to promote Oorja, by conducting different pilot projects in 

India in 2007. By 2009 First Energy stopped being incubated by BP and 

branched out as a separate business unit and later the same year First Energy 

was acquired by The Alchemists Ark (TAA) which is a privately held business 

consulting firm (web.mit.edu, 2013-05-13).   

 

In January 2007 Oorja was launched and is today used in around 500.000 rural 

and small town homes in India (firstenergy.in 1, 2013-05-10).  

 

The target consumer for Oorja is the rural women in India who spends hours of 

cooking on old stoves every day (firstenergy.in 1, 2013-05-10). First energy uses 
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local partnerships to distribute and communicate the product (firstenergy.in 1, 

2013-05-10). 

 

In 2012 First Energy won the World economic forum’s technology pioneer 

award and in 2013 they plan to enter the foreign markets and the possible 

countries are Bangladesh, Indonesia, Kenya, Sri Lanka, Tanzania and Vietnam 

(firstenergy.in 1, 2013-05-10). 

 

  



 53 

6. Analysis & discussion of results 

In the previous chapter the companies under investigation was presented. In this 

chapter the empirical data will be analyzed and discussed. 

 

6.1 Enabling Communication channel 

In the analysis model (presented in chapter 3.2) it is proposed that enabling is 

needed to use non-traditional partners as a communication channel. Earlier 

research has suggested that to enable the local partners, training (London & 

Hart, 2004; Anderson & Markides, 2007), regular contact between company and 

locals (London & Hart, 2004), de-skilling of products, (Govindarajan & 

Ramamurti, 2011), financial help (Hart & Christensen, 2002) and trust  (Simanis 

& Hart, 2009; Subrahmanyan & Gomez-Arias, 2008) are suggested as important. 

 

6.1.1 Within-case analysis Hindustan Unilever  

Regular contact 

London & Hart (2004) have indicated that regular contact is needed between the 

company and the local entrepreneurs to be successful since companies with low 

or no contact have been shown to be unsuccessful.  

 

In Hindustan Unilever’s case they have used local entrepreneurs (Shakti 

entrepreneurs) as a non-traditional partner that communicate with the BOP-

segment and they have been supported by specially assigned personell; “A rural 

sales promoter is responsible for several villages at a time and provides a helping 

hand to the women as they grow their businesses” (unilever.com, 2013-04-25). 

There is ”one dedicated person assigned for every 35 to 40 entrepreneurs”. 

Hindustan Unilever have assigned people for the purpose of supporting local 

entrepreneurs to grow their business; “About 1,200 people at Hindustan Unilever 

is involved in the initiative (unilever.com, 2013-04-25). This shows that 

Hindustan Unilever have regular contact with the local entrepreneurs. 
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Training 

An issue when targeting the BOP-segment is that it mainly consists of relatively 

un-skilled and low educated people. To be able to use those people as local 

entrepreneurs effectively, training is suggested as needed. Earlier research has 

suggested that the most successful companies targeting the BOP-segment have 

provided local entrepreneurs with training (London & Hart, 2004).  

 

In Hindustan Unilever’s case they saw the need to train the local entrepreneurs 

but saw it as a big challenge; “Building the capabilities and skills of these ladies is 

one of our biggest challenges” since they ”come from underprivileged homes and 

are not very educated”. ”To address this skills gap, intensive training is required to 

help the women distributors become confident and independent” (unilever.com, 

2013-04-25) Hindustan Unilever have tried to overcome the skillgap; 

”Considerable investment is… made in training and coaching these women from 

extremely poor backgrounds to become highly competent and confident business 

operators” (elibrary.worldbank.org, 2013-05-10). The training Hindustan 

Unilever supply local entrepreneurs include; ”Training in selling, commercial 

knowledge and bookkeeping” (unilever.se 1, 2013-05-01); “’Soft’ skills, such as 

confidence-building” (elibrary.worldbank.org, 2013-05-10) and they are ”training 

rural women to give talks to villagers about basic health practices” (unilever.se 2, 

2013-05-02). 

 

De-skilling 

The BOP-segment mainly consists of laggards, i.e. people with low knowledge 

about new technology. To make such people able a de-skilling is needed 

according to Govindarajan & Rammamurti (2011) i.e. there is a need to make 

their tasks easier.  

 

In Hindustan Unilever’s case desktop computers are set up in the homes of 

Shakti entrepreneurs, which is called ”the iShakti community portal” (bitc.org.uk, 

2013-05-10). One of the reasons for setting up the computers is to enhance the 

local entrepreneurs possibility to communicate with the community; “The iShakti 

community portal... empowers communities by creating access to relevant 
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information such as employment, health and agriculture via computers in the 

homes of Shakti entrepreneurs” (bitc.org.uk, 2013-05-10). Hindustan Unilever has 

also tried to make their tasks easier by providing mobile phones to local 

entrepreneurs; “We improved the programme in 2012 by part funding mobile 

phones for a number of these sales people, equipping them with a simple 

application to drive sales. This low cost but very effective mobile technology helps 

them sell the right products, saving time during sales calls while increasing sales 

and earnings” (unilever.com, 2013-05-05). The people in the BOP are said to 

have low knowledge about new technology but where the line for new 

technology goes is undefined. In this study mobile phones and computers are not 

seen as new technology. Another enabling effort made by Hindustan Unilever is 

to equip local entrepreneurs with communication material; “The women are also 

provided with communication materials, such as pictorial information that can be 

understood by illiterate people (bitc.org.uk, 2013-05-10). Hence, in Hindustan 

Unilever’s case they have tried to make the local entrepreneurs tasks easier 

through computers, mobile phones, and communication material, which 

indicates they have seen a need to de-skill.  

 

Financial help 

Earlier research has indicated a need to help people at the BOP with financing to 

enable them as local entrepreneurs (Anderson & Markides, 2007).  

 

In Hindustan Unilever’s case local entrepreneurs have been helped with 

financing through their partnerships; “Each woman… invests 10,000 – 15,000 

rupees (US$220-330) in stock at the outset (unilever.se 2, 2013–05-02) …usually 

borrowing from self-help groups or micro-finance banks facilitated by Hindustan 

Lever” (unilever.se 1, 2013-05-02). Hence, in Hindustan Unilever’s financial help 

is provided. 

 

Trust 

Trust is in earlier research considered a key element when enabling BOP-

consumers as partners. Anderson & Markides (2007) write that NGOs have 

shown to be an enabler of that trust for local entrepreneurs.  
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Hindustan Unilever have seen the importance of having NGOs as partners 

”Partnerships have been crucial for increasing the (Shakti) program’s credibility” 

(bitc.org.uk, 2013-05-10). The trust within the relations have been important for 

Hindustan Unilvers network of local entrepreneurs;”The network have worked on 

the basis of mutual trust and mutual benefit” (elibrary.worldbank.org, 2013-05-

10).  

 

Aligning objectives with NGO partner 

Seelos & Mair (2007) write about the importance to have a partner that is 

aligned in strategic objectives to have positive partnership outcome. 

 

Hindustan Unilever believes the best way of using NGOs as local partners is by 

trying to make both parts winners. Hemant Bakshi, executive director (sales & 

customer development) have said; “It makes sense to partner and work out win-

win deals” (articles.economictimes.indiatimes.com, 2013-05-08). Hindustan 

Unilever has adapted to the aim of NGOs by being social responsible. Improving 

society is the generic objective of NGOs, and hence Hindustan Unilever’s effort is 

a way of having strategic alignment. A way of doing this has been by letting 

Hindustan Unilever’s young managers be trained in rural India; “Involvement in 

Community Projects especially for the poorest of the poor instills the values of 

Sharing, Empathy, Community Ethos, Sensitivity to the problems of the less 

fortunate” (Managementexchange.com, 2013-04-27). ”In India we were employer 

of choice, not just in our sector, but across the entire employment market” 

(unilever.com, 2013-05-05). 

 

6.1.2 Within-case analysis Godrej & Boyce 

Godrej & Boyce have partnered with the NGO Swayan Shikshan Prayog (SSP) to 

get access to local entrepreneurs (sspindia.org, 2013-05-13) and Mr. 

Sunderraman explained that they handle much of the enabling. However the 

interview with Mr. Sunderraman showed that Godrej & Boyce do make enabling 

efforts as well, which will be explained below. 
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Regular contact 

Mr. Sunderraman said that Godrej & Boyce “go out to them (the local 

entrepreneurs) through time to time”. Mr. Sunderraman saw a need of regular 

contact but meant that a few times a year is enough; “Not quite every week. It is 

enough to meet every three month or so”. This shows that Godrej & Boyce have 

had regular contacts with local entrepreneurs. 

 

Training 

The local entrepreneurs Godrej & Boyce use are provided with a flip chart1 to 

promote Chotukool, which are “like a sales speech” according to Mr. 

Sunderraman. The training that Godrej & Boyce supplies to local entrepreneurs 

was mainly about learning these flip charts; “How to use the flip charts and how to 

make the flip chart”. Mr. Sunderraman explained that “It is almost like any other 

kind of training of the sales that you do”. Godrej & Boyce have also trained the 

local entrepreneurs to give product demonstrations of Chotukool; “We also train 

them out to give demonstrations”, according to Sunderraman. Besides the training 

Godrej & Boyce provides to the local entrepreneurs their NGO partner Swayam 

Shikshan Prayog (SSP) provide training as well; “Practical market analysis, 

business skills, sales and marketing techniques, customer relationships and 

communication” (sspindia.org, 2013-05-13). Hence, training has been used as a 

way of enabling BOP-consumers to become local entrepreneurs in Godrej & 

Boyce’s case. 

 

De-skilling 

Godrej & Boyce have realized a problem with high technology for BOP-people. 

Mr. Sunderraman said ;“You can give them a tablet… (or an) android with which 

they could communicate but they… (would) not (be) comfortable” and Mr. 

Sunderraman further explained that they have supplied local entrepreneurs 

with, the earlier mentioned, flip charts instead. The flip charts are a way of 

                                                        
1 ”A flip chart is a binder of maybe 10-15 charts, like power point charts printed on paper, which you flip up 

one after the other. Just like a small calendar or something like that” (Mr. Sunderraman). 
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making the local entrepreneurs’ tasks easier and can therefore be seen as a way 

to de-skill their work.  

 

Financing 

Menez, chief operating officer at Godrej & Boyce, said; “the Company (Godrej & 

Boyce) has… been facilitating loans and easy finance schemes through micro-

finance firms” (dnaindia.com, 2013-05-10). Mr. Sunderraman also explained that 

through partnership the local entrepreneurs are financially enabled; “They do 

support … and they give some micro credits“. Hence, Godrej & Boyce have used 

partnerships to financially enable local entrepreneurs. 

 

Trust 

In Godrej & Boyce’s case Mr. Sunderraman explained two stages to get trust from 

entrepreneurs; “There are two stages when building trust with the local 

entrepreneurs”. The First stage is about gaining trust from the NGO by “bringing 

them into our company” and by an “overlapping between business and society”. In 

the second stage the NGO has contacts with the local entrepreneurs. 

Sunderraman explained “They build trust based on relationship, on the training 

and handholding and mentoring” he further said “they do support when (there is 

a) disaster, they support them on the development and they give some micro 

credits, so it is a much larger relationship”. In an indirect way Godrej & Boyce 

become trusted by the local entrepreneurs through the NGO partnership.  

 

Aligning objectives with NGO partner 

Mr. Sunderraman said that their approach is that “business is one, society is the 

other thing and there is this overlapping” and that it has been a way of building 

trust from the NGO. Godrej & Boyce have a “vision to improve livelihood, living 

standard and lifestyle in rural India by creating earning opportunities in villages, 

the product/service villagers sell would uplift their living standard, enhance the 

lifestyle of customers and entrepreneurs” (Balasrubrahmanyan & Vemuri, 2011). 

By having this CSR approach Godrej & Boyce can be said to be aligned in strategic 

objective with NGOs (that in its nature is supposed to help people).  

 



 59 

6.1.3 Within-case analysis First Energy 

Regular contact 

First Energy has seen a need for regular contact with the local entrepreneurs of 

the NGO. Mr. Akrajit said that people from First Energy are out in the rural areas 

and talk to NGOs often. “On the ground level it is on a daily basis. In my position I 

have connection on a weekly basis myself”. This shows that First Energy have 

regular contact with the local entrepreneurs and can be seen as a way of 

enabling the local entrepreneurs. 

 

Training 

Mr. Arkajit said; “One problem that we face is that the NGOs are used to 

communicate to the villagers in a certain manner. They are not commercial 

minded persons. They have never been selling a product. So, their way of 

communicating and their way of connecting is very different from our way to 

connect cause they need to sell products now”. Hence, First Energy has seen a need 

to train the local entrepreneurs. Mr. Arkajit said “We train them (local 

entrepreneurs) in product usage, the product benefit as well as certain selling 

skills. Also skills in how should they approach their own village”. Hence, training 

has been a way of enabling the local entrepreneurs. First Energy uses the same 

NGO as Godrej & Boyce (Sspindia.org, 2013-05-13). Hence, the local 

entrepreneur training provided by SSP is the same for First Energy. 

 

De-skilling 

In the case of First Energy no de-skilling effort could be identified. When asked 

how First Energy has tried to make it easier for local entrepreneurs to promote 

Oorja Mr Arkajit only mentioned; “By giving them the necessary training about 

the product”. A de-skilling effort is therefore not supported in First Energy’s case. 

 

Financial help 

First Energy have helped local entrepreneurs by giving them“an adequate credit 

line” while First Energy’s business model has given them the opportunity to “get 

investment from their network of village level entrepreneurs” according to Mr. 
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Arkajit. Financial help is therefore supported as a way of enabling the local 

entrepreneurs in First Energy’s case. 

 

Trust 

Mr. Arkajit explained that First energy build trust through the training and 

contact. The NGO partnership was seen as a trustbridge; "This is a new product, 

how does the villagers trust us, we are outsiders? So, the NGO works like a trust-

bridge between the villagers and BP or First Energy. Initially it is very difficult to 

get dealers who sell your products before it has become popular. Therefore it was 

very crucial that the villagers trusted the NGO. Thanks to the NGO they trusted us, 

took our product and they sold it in the villages. So, since they trusted the NGO, they 

invested and sold our product in the village". Hence, the NGO partnership made it 

possible to get trust from the locals and thereby enable them as local 

entrepreneurs. 

 

Aligning objectives with NGO 

Mr Arkajit explained; “NGOs are used to communicate to the villagers in a certain 

manner. They are not commercial minded persons”. “Their way of communicating 

and their way of connecting is very different from our way to connect” Arkajit 

further explained “we had to handle them (the NGOs) in terms of developing their 

work into a business entity”. This shows that First Energy have tried to align the 

objectives of First Energy and the NGO by making the NGO more commercial. Mr. 

Arkajit explained that they also made CSR efforts. Oorja is a product that 

improves lives for people. First Energy tries to teach people about the dangers of 

indoor pollution. This message can be connected to social responsibility. Hence, 

First Energy has tried to align objectives through turning the NGO into a business 

entity while being social responsible themselves. 

 

6.2 Communication channel 

The second proposition of the analysis model is that a BOP adapted channel shall 

be used to communication to the BOP-segment (presented in chapter 3.2). 

Earlier research has suggested that non-traditional partners, such as local 

entrepreneurs and NGOs, are the best way of reaching the BOP-segment (Simanis 
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& Hart, 2009; Prahalad, 2005; Anderson & Markides, 2007; Reficco & Marques, 

2009; Chikweche & Fletcher, 2012). Earlier research has suggested that the local 

partner channel often consists of women (Anderson & Markides, 2007; Garret & 

Karnani, 2010). Beneficial use of these channels has in earlier research been 

suggested to be through one-to-one marketing (Anderson & Billou, 2007; 

Simanis & Hart, 2009), Social events (Anderson & Marikedes, 2007; Chikweche & 

Fletcher, 2012) and product demonstration (Chikweche & Fletchers, 2012) to 

communicate with the BOP. 

 

6.2.1 Within-case analysis Hindustan Unilever 

Non-traditional channel 

To benefit from the BOP, companies must become native with local communities 

(Simanis & Hart, 2009). The most widely accepted way of targeting the BOP-

segment in emerging markets is through non-traditional partners (Simanis & 

Hart, 2009; Prahalad, 2005; Anderson & Markides, 2007; Reficco & Marques, 

2009; Chikweche & Fletcher, 2012).  The most powerful way of creating 

awareness in the BOP-segment is according to Anderson & Billou (2007) to use 

micro-entrepreneurs that market products directly to local communities since 

they can adapt the communication to the cultural preferences of the market. 

 

In Hindustan Unilever’s case they have; ”Increased its reach… through a network 

of… micro-entrepreneurs” (bitc.org.uk, 2013-05-10). The aim of using this 

channel has been; ”To reach the millions of potential consumers in both urban 

areas and small remote villages where there is… no advertising coverage” 

(thesocialmarketplace.org, 2013-05-02). Hence, Hindustan Unilever has used 

non-traditional partners to reach the BOP-segment. 

 

The local entrepreneurs come from a Hindustan Unilever initiative called Shakti. 

Shakti can be divided in two separate channels where the Shaktiammas (45.000 

women entrepreneurs) and the Shaktimans (30.000 male entrepreneurs) is one 

channel, (hereafter refered to as Shakti entrepreneurs) (ruralmarketing.org, 

2013-05-20). The Shakti Vani channel is the other (elibrary.worldbank.org, 

2013-05-10). The Shakti entrepreneurs are supported by the iShakti channel, 
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which are computers set up in local entrepreneurs home and are there to 

provide access to information for the local community. The Shakti Ammas and 

Shakti Mans are, beside distributors of products, also communicors of the 

company brand and products (elibrary.worldbank.org, 2013-05-10). “Shakti 

benefits business by significantly enhancing Hindustan Unilever’s direct rural 

reach, and by enabling its brands to communicate effectively in media-dark 

regions” (ruralmarketing.org, 2013-05-20). The Shakti Vani are used as and 

educational communication channel; “By creating Shakti Vani, Hindustan Unilever 

seeks to spread awareness of good practice in health and hygiene, while also 

benefiting the business” (bitc.org.uk, 2013-05-10).  ”A local woman is appointed as 

‘Vani’ (voice) for a cluster of villages” (bitc.org.uk, 2013-05-10).  ”Shakti 

entrepreneurs (product distributors and product promoters), Shakti Vanis (talks 

with locals about health issues) and i-Shakti (information computers) together 

represent a huge inter-connected network and a major communication channel” 

(elibrary.worldbank.org, 2013-05-10). Hence, the channel supports earlier 

research that locals should be used as communication channel. 

 

Besides the Shakti initiative Hindustan Unilever has with the help of Ogilvy & 

Mather (formal partner) created Khushiyon Ki Doli, which is “an awareness and 

engagement module” (articles.economictimes.indiatimes.com, 2013-05-15). 

Hindustan Unilever let a promotion team go to rural villages and show TV 

commercials on LCDs for locals, through a Doli2. “Through the awareness module, 

consumers are shown ads for a range of HUL's products” 

(articles.economictimes.indiatimes.com, 2013-05-15). “We are going into the 

dusty roads of India and interacting with the rural consumer but we are using 

technology of the millennium" (articles.economictimes.indiatimes.com). "In both 

scale and depth, it will be the largest such activity ever undertaken" 

(campaignindia.in, 2013-05-15) “14 million consumers in 35,000 villages have 

been set as the target for contact” (Campaignindia.in, 2013-05-15). “The unique 

characteristic feature of this initiative is the effective use of popular traditional 

symbols with technology to create more acceptance” (hul.co.in, 2013-05-15). Even 

though the communication channel is not based on local entrepreneurs the 

                                                        
2 A wagon carried on the shoulder which is connected to rural Indian culture. 
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communication has the aim of being BOP-adapted and is therefore considered 

relevant for this study. However, it is based on a traditional partnership 

(corporation with corporation) and is not in line with research stating that the 

BOP-segment shall be targeted through non-traditional partners. Hence, it is a 

BOP-adapted channel but do not follow earlier suggestions of how such a 

channel looks.  The channel is considered as other BOP-adapted communication 

channels. 

 

Local connection 

In Hindustan Unilever’s case it was above shown that they employ local 

entrepreneurs, hence are locally connected. By letting the Shakti entrepreneurs 

operate within their home territory further strengthens the local connection; 

”Each Shakti entrepreneur… aims to have around 500 customers, mainly drawn 

from her village and from smaller villages nearby” (thesocialmarketplace.org, 

2013-05-02). Also the Shakti Vani channel is locally rooted; ”A local woman is 

appointed as ‘Vani’ (voice) for a cluster of villages” (bitc.org.uk, 2013-05-10). 

Hindustan Unilever believes the local connection leads to word-of-mouth; 

“Unilever realised the impact of word-of-mouth and utilized it effectively by 

employing local advocaters (local entrepreneurs) for their brand” (Kumar, 

2013:394). This is in line with Chikweche & Fletcher (2012) that by using a local 

connected communication channel, that have embedded trust; make BOP-

consumer willing to spread word-of-mouth. Whether the actions made by 

Hindustan Unilever actually lead to word-of-mouth cannot be shown in this 

study but it can show that local connection was used with an aim of getting 

word-of-mouth. 

 

Demography of channel 

Many firms have used women as a channel to reach the BOP-segment, recruited 

from for example women clubs in the BOP-segment (Anderson & Markides, 

2007; Garret & Karnani, 2010). Whether it is a success indicator or not when 

targeting the BOP-segment have not been shown.  
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”Project Shakti…tapped into pre-existing women’s self help groups (SHG) 3 

(thesocialmarketplace.org, 2013-05-02). Hindustan Unilever wanted to 

”empower unemployed women or those with very low income to form SHGs and 

then work as retailers and dealers of the company’s products” (thaindian.com, 

2013-05-01). Hindustan Unilever has “increased its reach… through a network of 

women micro-entrepreneurs” (bitc.org.uk, 2013-05-10) and now have “45,000 

women touching more than 100,000 villages in India” (Unilever.com, 2013-04-25) 

while Hindustan Unilever have also used 30.000 Shaktimans which are male 

local entrepreneurs. There are clearly more women employed then men and 

therefore it is clear that including women have been a part of Hindustan 

Unilever’s strategy. However the reasons why women are used as entrepreneurs 

are several not related to women being better suited in BOP-contexts. For 

Hindustan Unilever it was first about selecting the right person; ”Selecting the 

right person to become a Shakti entrepreneur was key” (elibrary.worldbank.org, 

2013-05-10). The right person in Hindustan Unilever case is someone who really 

benefit from being employed by Hindustan Unilever; ”Someone for whom earning 

$16 a month fundamentally changed her life” (elibrary.worldbank.org, 2013-05-

10). Since women have a higher rate of unemployment in rural India this was in 

line with Hindustan Unilever’s social commitment since Hindustan Unilever 

wants to ”work out win-win deals” (unilever.com, 2013-04-25). That is the main 

reason why Hindustan Unilever employed women: ”the majority of our 

entrepreneurs are women from families living below the poverty line” 

(elibrary.worldbank.org, 2013-05-10). Another reason for choosing women as 

local entrepreneurs is that it is in line with the target group; ”Women tended to 

be its (Hindustan Unilevers) main consumers (Unilever.com, 2013-04-25). This 

indicates that the choice of using more women was rather connected to the 

social commitment and target group adaption then any other aspect. However, 

the fact remains that they did use more women. 

 

 

 

                                                        
3 A self-help-group is usually formed by female consumers who help each other save money and borrow from each other 

to avoid bad deals at money lenders. About one million self-help-groups exist in India (Unilever.se 2, 2013-05-02). 
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Communication channel activities  

Earlier research suggests that face to face interaction is the best way to promote 

in BOP-contexts (Simanis & Hart, 2009).  

 

In Hindustan Unilever’s case the Shakti entrepreneurs channel is used as a 

”direct-to-consumer retail operation” where the entrepreneurs communicate the 

product by going ”door-to-door” (elibrary.worldbank.org, 2013-05-10). The 

Shakti Vani ”give talks to villagers” (elibrary.worldbank.org, 2013-05-10). This 

shows that one-to-one communication has been used. A positive outcome of this 

approach has been strengthend position in the society for the local 

entrepreneurs; “By selling directly to consumers, the women take on a role of 

influencers, strengthening their position in the local community” (unilever.com, 

2013-04-25). The entrepreneurs have also been used to promote; “Unilever 

products in their own homes” (chotukool.in, 2013-04-23) 

 

Hence, Hindustan Unilever has used the Shakti entrepreneur to communicate 

one-to-one which is in-line with earlier research. 

 

Social events 

Earlier research has suggested social events as a way of educating the BOP-

consumers (Anderson & Marikedes, 2007; Chikweche & Fletcher, 2012).  

 

In Hindustan Unilever’s case the Shakti Vani (health communicators) have been 

used to “attend meetings, organize school contact programs and use other social 

occasions to spread the word on improving health and hygiene” (bitc.org.uk, 2013-

05-10). “To increase the credentials of Shakti entrepreneurs and enhance the 

standard of life of the rural community, social activities like medical camps and 

education programs are run”. ”Working with women in rural communities is not 

only helping local communities but also establishing it (The Hindustan Unilever 

brand) as a leader in gender issues and creating positive reputation effects” 

(unilever.com, 2013-04-25). All the social events above mentioned was 

seemingly made to spread word about improved health which can be interpreted 

as a way of increasing knowledge of need for Hindustan Unilever’s products i.e 
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need centric events. It can also be interpreted as educational events or CSR 

events. Since the study intends to be as objective as possible all three aspects are 

relevant.  

 

The Khushiyon Ki Doli communication channel, which, was earlier explained 

about, is also based on a social event. That social event is mainly based on brand-

building (which will be discussed in detail later) (campaignindia.in, 2013-05-15). 

Hence social events have been a way of communicating the brand, with the BOP-

segment for Hindustan Unilever. 

 

Product demonstrations 

In Chikweche & Fletcher’s (2012) study all firms explored used locals to promote 

their products and had product demonstration as the core of their marketing 

effort.  

 

In Hindustan Unilever’s case the Shakti entrepreneur channel is used to 

”demonstrate the Pureit (a water purifier) and other Unilever products in their 

own homes” (chotukool.in, 2013-04-23).  

 

6.2.2 Within-case analysis Godrej & Boyce 

Local entrepreneurs 

Godrej & Boyce have worked with a NGO called Swayam Sikshan Prayog (SSP) 

(Balasrubrahmanyan & Vemuri, 2011).  Mr. Sunderraman said that through the 

NGO, Godrej & Boyce have access to “about 600 women entrepreneurs”. The local 

entrepreneurs are Godrej & Boyce’s communication channel and the NGO-

partnership is rather the enabler of the channel. The NGO contributes with a 

”network of village level women entrepreneurs or Sakhis” as they are called 

(sspindia.org, 2013-05-13). Godrej & Boyce are using “the ambit of such groups” 

(technologyreview.in, 2013-05-10). Mr. Sunderraman explained “that is how we 

reach out to people with our value proposition and the benefit our product give”, 

“in this case they are suitable for this kind of work and that is why we picked them”. 

The communication channel is based on non-traditional partners.  
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Godrej & Boyce have also used another route to reach out which are Postmen 

reaching out “in a unique marketing proposition” (indiaexpress.com, 2013-05-

12). “The product will be shown and promoted by the postmen on their visits to the 

villages and in rural schools” (dnaindia.com, 2013-05-11). From the pre-study 

interview with Mr. Sunderraman it could be understood that the Indian Post 

partnership was made due to their extensive reach in rural India. They are 

mainly distributors but also function as product promoters. Hence, the 

partnership with India Post to promote Chotukool can be considered a non-

traditional partner and is therefor also in line with earlier research, however 

they can not be considered local entrepreneurs but are instead identified as an 

other BOP-adapted communication channel. 

 

Locally connected 

Godrej & Boyce realized the benefit of being locally connected; ”We (Godrej & 

Boyce) involved BOP-members in marketing” (jica.go.jp, 2013-05-13). Mr. 

Sunderraman explained that the main reason for chosing the channel was local 

connection; “The market does not exist it is just a community and therefore the 

best way to reach out to this people is through those who are closest to the 

community and so therefore we thought that NGOs (with their local 

entrepreneurs) are a good way of reaching out”. The partnership with SSP came 

along with the benefit of a trusted channel; “Swayam Sikshan Prayog (SSP)… had 

an excellent record in the community and had developed trust with the villagers” 

(Balasrubrahmanyan & Vemuri, 2011).  Another reason Godrej & Boyce use 

locally connected communicators are; ”their understanding of group dynamics, 

bonding and proximity to the customer is unparalleled” 

(business.outlookindia.com, 2013-05-10). “The goal is to make the NGO (SSP) the 

lead awareness generator and the product would be scaled through word of 

mouth” (emergingmarketslab.thunderbird.edu, 2013-05-10). This shows that 

Godrej & Boyce have used local connections to get trust with the aim of achieve 

word-of-mouth. 
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Demography of channel 

Godrej & Boyce “approached the potential consumers through women micro 

entrepreneurs through NGO ’Swayam Shikshan Proyog’ (SSP)” (jica.go.jp, 2013-05-

13) which is also in line with mr Sunderraman’s interview answer that they have 

worked with mainly women. The reason for using women is due to them being 

connected to the target group. Mr. Sunderraman said the reason they only use 

women entrepreneurs; “Chotukool are impacting the house wifes and their life 

and the people who are the closest to them are women rather then the men”.  Mr. 

Sunderraman explained that Godrej & Boyce tries to help women become more 

equal with men in the Indian society. He explained; “some of the women are not 

allowed to do business and things like that”. Hence, the choice of women 

entrepreneurs is made as social responsibilities act as well. Godrej & Boyce has 

used women entrepreneurs to a large extent but seemingly the reason is to adapt 

the communication channel for the target group and CSR. 

 

One-to-one 

Mr. Sunderraman considered one-to-on communication as the most effective 

way of communicating with the BOP-segment; “You have to talk to them (BOP-

consumers), you can’t reach to them through ordinary media in the initial stage”. 

He further explained, “When you are reaching out to a new set of customers with a 

new value proposition the only way you can communicate is direct, person to 

person. You cannot communicate in other way”. He further explained; “That is why 

you need to be going through a set of people who are quite close to the community 

that potentially will be needing the chotukool. And that is the reason you need a 

distribution channel and a communication that is about the same at this point in 

time. They are not two different things. The way that you reach out to the people is 

the same way you reach out with the communication”.  Mr. Sunderraman 

explained that Godrej & Boyce’s one-to-one communication aimed to educate 

consumers through “a bunch of slides or what I call a flip chart”. He further 

explained that “initially we have a kind of a script” and “that script is changed on 

the charts depending on who uses it”. Sunderraman said “we tailor it based on the 

people you work with.” “The more experienced people can flip through it in a 

different way and create the right kind of a personalized chart”. The flip charts 
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that the local entrepreneurs use are central in Godrej & Boyce’s one-to-one 

communication. Godrej & Boyce saw the one-to-one as a beneficial way of 

educating the consumers. 

 

Social events 

Godrej & Boyce’s have through SSP entrepreneurs set up social events; “Godrej is 

spreading awareness about ChotuKool through partnership with an NGO (called 

SSP) to create activities, events and social gatherings- even a health camp” 

(emergingmarketslab.thunderbird.edu, 2013-05-10).  The mentioned events and 

social gatherings are interpreted as social events but cannot be more specific. 

However the health camp is interpreted as a pure CSR event event since 

Chotukool is not a health product and therefore a health camp is not mainly 

about increasing the demand for Chotukool through a need-centric message but 

rather to increase the legitimacy of Godrej & Boyce. Besides this other events 

have been used to promote the product; “the company has set itself is ‘to create a 

market where none exists’. This entails educating people about products that can 

improve their living standards. Demonstrations, promotional booths at village 

fairs, posters and drawings are all part of this exercise” 

(business.outlookindia.com, 2013-05-10). This shows that social events have 

been used as a communication tool for Godrej & Boyce.  Of the activities 

mentioned, promotional booths at villages are considered as a social event and 

since it is said that the reason for the activity is to educate consumers about the 

product it is interpreted either a product related social event or an educational 

event. The posters and drawings are considered as other activities since they are 

outside the scope of this study. 

 

Godrej & Boyce have also used the postmen channel for events; “The product will 

be shown and promoted by the postmen on their visits to the villages and in rural 

schools” (dnaindia.com, 2013-05-11). Since the rural school activity is focused on 

the product it is considered a product-centric event. 
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Product demonstrations 

Godrej & Boyce say Chotukool is “displayed at post offices, where the staff will 

brief visitors about the product” (dnaindia.com, 2013-05-11). Mr. Sunderraman 

said that the entrepreneurs are taught to do; “Demonstrations and then they 

establish their own ways of communicating to the people”. This shows that 

product demonstrations have been part of Godrej & Boyce’s BOP-

communication. 

 

6.2.3 Within-case analysis First Energy 

In First Energy’s case they have used local entrepreneurs from NGOs as their 

primary communication channel. Mr. Arkajit said; “The NGO partner has played a 

big role. We reach out to each and every village through two various programs. 

They have multiple touchpoints in the village. Each and every village would at least 

have 10-15 members in the village who are associated with the NGO in some way 

or another. These peope become our spokepersons in the village. So, we have 10-15 

persons speaking about our product in each village”. As shown before the NGO 

partner was the enabler of the channel, not only through the trust but also by 

having the necessary local persons connected to their organization. Mr. Arkajit 

explained; “We have worked with NGO partners… (since) they had a huge reach in 

these rural areas”. “The NGOs we partnered with are running a lot of self-help 

groups. They helped us get the village level entrepreneurs”. Mr Arkajit further 

explained;  “The NGOs gave us a platform where we could interact with the rural 

consumers and we could communicate the benefits of our product”. “The most 

important and the single biggest communicator of our product benefits and usage 

is the dealer itself (the local entrepreneur)”. This shows that as Mr. Arkajit call 

them, village level entrepreneurs (local entrepreneurs) where used as the 

communication channel while the NGO partnership gave access to them.  

 

First Energy has seen a need to be locally connected; “first Energy Oorja involve 

the local community to better understand the needs and demands of the target 

group through constant interaction with local people” (web.mit.edu, 2013-05-13). 

First Energy realized they needed local entrepreneurs to get trust; “we had 

identified barriers like distrust and adulteration at local Kirana stores” [small 
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stores usually below 500 sq. ft.] “First energy started to use a ‘go-to-market-

strategy’ instead” (youtube.com, 2013-05-13). Mr. Arkajit explained; ”NGO works 

like a trust-bridge between the villagers and BP or First Energy.”  Mr Arkajit 

further explained; “The trust is already there between the local entrepreneurs and 

the NGOs while the local entrepreneurs are trusted in the community”. This shows 

that First Energy has used local connections as a trust source. First Energy’s 

“VLEs… (are) very effective in after sales service and marketing the product 

through word of mouth” (web.mit.edu, 2013-05-13). Mr Arkajit said; “You 

understand the mentality of these villagers? A seller trying to, you know, sing the 

merits of the product. But then other people talking in the village” This indicates 

that word-of-mouth was First Energy’s aim of the locally embedded trust. Mr. 

Arkajit highlights the benefits of local entrepreneurs from the NGO; “They talked 

and maybe adopted the product and then they might talk about the product in the 

village. So others in the village might view the product as something worth looking 

at due to this. In a way these people acted as the early adopters for us and they are 

crucial in this kind of a setup. We are talking about a product that is a major 

investment for this kind of villagers. Nobody wants to take the risk. They would 

always look at these early adopters before buying the product. The majority will 

not buy the product until early adopters recommend it to them”. Hence, the trust 

the local entrepreneurs from the NGO gave the product enabled the purchase.  

 

Besides the local entrepreneurs First Energy have used promotional teams. After 

using the local entrepreneurs as a communication channel First Energy saw a 

spread in word-of-mouth and therefore could expand to new areas wthout 

promoters, only distributors (formal partner). To create more awareness then 

the word-of-mouth that reached these areas they further developed their 

communication. Mr. Arkajit said; “We moved a step ahead. We had local level 

activation program where our promotional team would go from village to village. 

They would you know play videos, they would organize crowds, they would explain 

about the company, they would explain about the product, they would give product 

demonstrations. They would also try to answer whatever question people have”. 

This communication channel is made with intent to be BOP-adapted and hence 

considered relevant for this study. However since it is a promotional team from 
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First Energy, the channel is not based on local entrepreneurs and therefore 

considered as other BOP-communication channel. 

 

Demography of channel 

Mr Arkajit explained that First Energy had women as entrepreneurs; “For us the 

dealer was a lady in the village”. First Energy’s reason for chosing women as local 

entrepreneurs where related to the target group; “Oorja is essentially a product 

for the woman of the house. We set about creating a network of prominent women 

in the villages who had some influence over large communities” 

(energyfordevelopment.com, 2013-05-13). Another reason was to positively 

affect society; ”First Energy Oorja mandates the involvement of women from the 

local community… They believe that this will help in the overall growth of the 

market and largely the society” (web.mit.edu, 2013-05-13).  Hence the choice of 

women as entreprenurs suited the target group and was a way of helping the 

society, i.e, CSR.  

 

One-to-one 

Mr. Arkajit explained that showing the product in the home of the entrepreneur 

is a way used to communicate with BOP-consumers; “Once the VLE becomes a 

user it is easier to connect with other people in the village. Invite them to her 

house”. Mr. Arkajit explained“The women entrepreneurs sells to their community 

in a one-to-one approach”. First Energy’s entrepreneurs have been used as one to 

one communicators by going door-to-door; “They (the local entrepreneurs) 

would go from door-to-door… convincing other women to buy” 

(energyfordevelopment.com, 2013-05-13). Hence, one-to-one communication is 

used by First Energy to promote products. 

 

Social events 

Mr Arkajit did not mention any social events made by local entrepreneurs but 

the promotional team where used for social events; “They would, you know, play 

videos, they would organize crowds, they would explain about the company, they 

would explain about the product”. To organize crowds is a social event and since 
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they talked about the company but also the product it is interpreted as both 

brand and product oriented. 

 

Product demonstrations 

In First Energy’s case “they (the local entrepreneurs) would go from door-to-door, 

giving demos and convincing other women to buy” (energyfordevelopment.com, 

2013-05-13). ”The demonstration of the product on a ground level is perhaps the 

most critical thing to do but there is also where the challengers lie. (youtube.com, 

2013-05-13). Mr Arkajit said that the local entrepreneurs ”…would give a product 

demonstration”. This shows that the local entrepreneurs of First Energy have 

used product demonstrations as a communication technique. 

 

6.3 Message 

The third proposition deals with the message companies targeting the BOP 

should use. According to the analysis model (see chapter 3.2) the conception is 

that the message used for the BOP should aim to educate and inform the 

consumer. Most authors in the field agree that educating and informing 

consumers are central (Lee et al, 2011; Chikweche & Fletcher 2012; Prahalad, 

2005). There have been suggestions that consumers need to know why they 

need products (Garette & Karnani, 2010) i.e, need-centric messages. There are 

others that ague that product centric-messages are best used (Chikweche & 

Fletcher, 2012). Some argue brand-centric messages can be used since BOP-

consumers are brand-consious (Akmeemana, 2007) while others do not 

(Agnihotri, 2012). Sheth (2011) suggests that country of origin might be positive 

to communicate when informing and educating consumers in the BOP-segment. 

Earlier research has also shown that companies need to send out a corporate 

social responsibility message to avoid being mistrusted (Davidson, 2009). 

 

6.3.1 Within-case analysis Hindustan Unilever 

Corporate social responsibility 

When a company is engaged in business with the BOP-consumers with a goal of 

profit it creates an unique set of ethical problems, especially for large, 

multinational firms. They are easily perceived as a manipulative company that 
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exploits the unsophisticated and poorly educated BOP-consumers, hence become 

mistrusted (Davidson, 2009). 

 

Besides partnerships with NGO, Hindustan Unilever has had CSR as a core of 

their business. In chapter (5.1.1) it was shown that managers are sent to rural 

India to be trained but also benefit society. ”Hindustan Unilever has always 

believed in an approach to doing business which we’ve called ‘doing well by doing 

good” (unilever.com, 2013-04-25).  “Project Shakti is an excellent example of 

‘doing well by doing good’” (hul.co.in, 2013-04-28). Their CSR approach is further 

shown by; ”While Hindustan Lever is intent on building its rural sales and market 

share, it is equally committed to improving the lives and livelihoods of people in 

India” (Unilever.se 2, 2013-05-02). ”We are continually exploring ways in which 

Shakti can create an even bigger impact on health and hygiene and take both 

business and social development to the next level” (elibrary.worldbank.org, 2013-

05-10). The CSR work performed by Hindustan Unilever have affected their 

brand positively. ”Working with women in rural communities is not only helping 

local communities but also establishing it (The Hindustan Unilever brand) as a 

leader in gender issues and creating positive reputation effects” (Unilever.com, 

2013-04-25). This shows that Hindustan Unilever when targeting the BOP-

segment has used CSR. 

 

Need-centric message 

Research have suggest that companies often do not understand the needs that 

exist in BOP-contexts (Anderson & Markides, 2007) but on the other hand BOP-

consumers are usually not well educated and do not always understand the 

value of the product or service (Garret & Karnani, 2010). Hence, they need to be 

made aware of why they need products. The communication to non-users should 

rather explain why they need a type of product to build demand (Garret & 

Karnani, 2010; Sheth, 2011). Hence, a need-centric communication would be 

needed. 

 

In Hindustan Unilevers case; ”Shakti entrepreneurs , Shakti Vanis and i-Shakti, 

together represent a… communications channel, opening up a huge flow of 
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information and education” (elibrary.worldbank.org, 2013-05-10). Hence, 

obviously the communication is used to inform and educate the consumer. 

The Shakti Vani channel are used to”give talks to villagers about basic health 

practices, such as good hygiene, disease prevention and pre- and post-natal care” 

(elibrary.worldbank.org, 2013-05-10). ”Shakti Vani already runs an extensive 

hygiene education program… to create awareness about the importance of 

handwashing with soap” (elibrary.worldbank.org, 2013-05-10). This is as stated 

above a way of conducting CSR work but it can also be viewed as a way of 

educating the customer. By explaining for the BOP-consumers why they need 

soap they are also creating demand for soap. It is in line with Garret & Karnani 

(2010) that communication to non-users should explain why they need a type of 

product to build demand. The Shakti Vani is used as a need-centric channel and a 

CSR channel, which is even further shown by the fact that “by creating Shakti 

Vani, Hindustan Unilever seeks to spread awareness of good practice in health and 

hygiene, while also benefiting the business (bitc.org.uk, 2013-05-10).  This shows 

that the Shakti Vani channel is not only made as an CSR initiative but also as a 

demand creating channel by delivering a need-centric message. 

 

Product-centric message 

Chikweche & Fletcher (2012) write that BOP-consumers are rather product 

oriented than brand oriented, which mean the communication for BOP-

consumers should be about their products and how it function rather than what 

their brand stands for. The consumer should be taught what is available and how 

the product function (Prahalad, 2005). Lee et al (2011:111) writes, “When 

consumers are not aware of or not familiar with newly introduced innovative 

products, they need to be taught to recognize the differential benefits of the 

novel product”. Hence, consumers must be educated about the product 

functions. 

 

In Hindustan Unilevers case they have educated the consumer about how the 

product function in the same way as the need-centric message is shown, since it 

is such simple products. The logic is that when explaining about why soap is 
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needed, soap is naturally also explained, since one goes with the other. 

However, there are more indicators that product centric messages have been 

used by Hindustan Unilever since; The Shakti entrepreneurs are also used to 

”demonstrate” the Pureit (a water purifier) and other Unilever products in their 

own homes” (Chotukool.in, 2013-04-23). Hence, a product-centric message has 

been used to communicate towards the BOP-segment. 

 

Brand-centric messages 

Some say that the brand messages should be used to reach BOP-consumers 

(Leavy, 2011; Prahalad, 2005; Akmeemana, 2007). Others mean that brand is not 

important for the BOP-segment (Chikweche & Fletcher, 2012; Sheth, 2011) or at 

least that brand communication is ineffective when targeting the BOP (Agnihotri, 

2012). Shet (2010:173) mean brand-centric messages is ineffective since “many 

consumers have no brand or product knowledge”. 

 

In Hindustan Unilevers case when talking about their Khushiyon Ki Doli 

initiative (explained in chapter 5.2.1); "The main objective of the campaign is to 

reach out to media dark villages with HUL brand messages and to engage with 

consumers deeply to rapidly change brand adoption metrics". “The way they’re 

going about it is to change the attitude of the rural audience to inculcate good 

hygiene, and in the process, the company hopes to create greater preference for its 

brands” (Campaignindia.com, 2013-05-15). This shows that Hindustan Unilever 

have used their brand when communicating with the BOP and since they believe 

they can create preference for their brand they do not see it as unimportant. This 

is further strengthened by Hindustan Unilevers view that; “The work of Shakti 

entrepreneurs as brand ambassadors has been crucial for building long-term 

brand loyalty” (Unilever.com, 2013-04-25). 

 

Country of origin 

According to Sheth (2011) domestic companiess that successfully compete with 

well-established companies in many markets, will find love and admiration of 

the home country population. Hence, highlighting international connection 

should be positive for successful domestic companies.  
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In 2007 Hindustan Unilever changed its name from Hindustan Lever. At the same 

time; ”HUL… revamped its communication strategy by morphing its old logo (a 

leaf) into the new international logo”. By this act Hindustan Unilever wanted to be 

perceived as more international. Harish Manwani, chairman of Hindustan 

Unilever, said ”HUL retains the company's continued commitment towards its local 

roots while leveraging the global scale and reputation of Unilever with its 

consumers and stakeholders”. The name change of Hindustan Unilever is 

interpreted a way of being perceived as more international. Whether it gives love 

and admiration of the home market can not be shown (campaignindia.in, 2013-

05-13). 

 

6.3.2 Within-case analysis Godrej & Boyce 

Corporate social responsibility 

In chapter (5.2.2) it was explained that Godrej & Boyce have partnered with an 

NGO. Besides the NGO partnership, Godrej & Boyce have tried to help society 

themselves. Mr. Sunderraman explained that Chotukool is a social responsibile 

product and that their intention are to improve rural Indians lifes with the 

product; “It is first a need to solve the society and it is in the process of solving the 

society you also make some money”. He further explained “So business is one, 

society is the other thing and there is this overlapping between business and 

society”. Besides this it was earlier explained how Godrej & Boyce have used 

health camps through local entrepreneurs as a way of sending out corporate 

social responsibility messages. This shows that in Godrej & Boyce’s case CSR and 

business goes hand in hand. It is further strengthened by Godrej & Boyce’s 

vision; “To improve livelihood, living standard and lifestyle in rural India by 

creating earning opportunities in villages, the product/service villagers sell would 

uplift their living standard, enhance the lifestyle of Customers and Entrepreneurs” 

(Balasrubrahmanyan & Vemuri, 2011). Hence, CSR has been used by Godrej & 

Boyce, which is in line with earlier research suggestions. 
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Need-centric message 

In Godrej & Boyce’s case they have seen challenges as ”Markets that do not exist 

cannot be analyzed. We can learn about it only by being with them and 

experimenting” (jica.go.jp, 2013-05-13). They have also seen the value 

proposition as challenging; “The overall challenge was to best determine how G&B 

could sort out the value proposition” (Balasrubrahmanyan & Vemuri, 2011). The 

aim has been  ”educating the new end users” 

(articles.economictimes.indiatimes.com, 2013-05-12).  To do this ”Godrej DI 

(disruptive innovation) team worked closely with potential consumers to get 

insights on their needs, desired solutions and barriers to consumption” 

(chotukool.in, 2013-05-11). “We target the bottom of the pyramid customers who 

don’t even use refrigerators” (dare.co.in, 2013-05-10). So, “the company has set 

itself is ‘to create a market where none exists’. This entails educating people about 

products that can improve their living standards” (business.outlookindia.com, 

2013-05-10). This shows that Godrej & Boyce’s efforts are in line with earlier 

research stating that BOP-cosumers must be educated to be successful in the 

BOP-segment. 

 

According to Mr Sunderraman; “These people (BOP consumers) are not well 

educated so it is very difficult to communicate with them. They speak their 

language, and the most important thing is…there are no perception of need yet. So 

you have to create a sense of need for this people”. This is in line with earlier 

research that say that consumer must be taught why they need products to 

create demand. In the prestudy (appendix 5) Mr. Sunderraman said “There are 

different barriers for different kinds of people, one of the barriers are the ability to 

understand the need of the product, the benefit of the product”. Mr. Sunderraman 

explained that, the earlier mentioned, flip charts which local entrepreneurs are 

used to explain why they need the product; “There are sections of what their 

(BOP consumers) problems are…”. This shows that Godrej & Boyce’s use a need-

centric message when they communicate with the BOP. 
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Product centric message 

Besides the need-centric message it is also said that; “Chotukol is sold on features 

and functionality” (emergingmarketslab.thunderbird.edu, 2013-05). 

Sunderraman explained that Godrej & Boyce use product-oriented messages for 

the BOP-consumers; “They… want to know the specifics of the product and what is 

the benefit”. Mr Sunderramans opinions are in line with earlier research stating 

that BOP consumers should be educated through product-oriented messages. 

According to Mr Sunderraman the BOP consumers want to know “What do I get 

and how do I operate?” “They want very concrete things”. So it is important to be 

very, very specific when talking with these people”.  In, the earlier mentioned, 

flip charts Mr Sunderraman explained; “There are sections of how the problems 

can be solved, there are sections of how it gives you benefit. There are sections of 

saying if you do have a problem with the product, how you can get it solved”. The 

flipcharts are “like a sales speech” according to Sunderraman while Godrej & 

Boyce let local entrepreneurs perform“…demonstrations and then they (local 

entrepreneurs) establish their own ways of communicating to the people”. Hence, 

Godrej & Boyce have used product centric messages when communicating with 

the BOP-segment, which is in-line with earlier research suggestons. 

 

Brand centric-message 

Mr Sunderraman thought using brand in the communication was difficult; “It is a 

bundle of things to communicate. It is almost impossible to get it down to a single 

message. They (BOP consumers) would not understand”. Mr. Sunderraman 

further explained: “we have been trying to find that one message… All this big 

companies have two or three words as a message like ‘trust us wherever you go’ or 

something. All this does not make any sense for the rural people”. “the smallest, 

beautiful is a nice message but they (BOP consumers) want to know why is it 

small, why is it beautiful? At the end of the day these people are not into the 

abstract world. They want very concrete things. “It is not efficient to give fifteen 

messages in a single communication but it is important that we do it as I see it, 

with these people”. Hence, Godrej & Boyce believed brand was to hard and also 

unnecessary to communicate to the BOP segment. 
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Country of origin 

Sunderraman explained that they do not need to highlight their country of 

origin; “We are a 150 year old company, so they (BOP consumer) recognize the 

company very well”. Mr Sunderraman further explained that it does not matter 

where Godrej & Boyce are from; “We are so far doing this business only in India so 

it does not matter for them (BOP-consumer). They know that we are a company 

from India”. This indicates that Godrej & Boyce have not highlighted their 

country of origin when communicating with the BOP-segment. 

 

6.3.3 Within-case analysis First Energy 

Corporate social responsibility  

In chapter 5.1.3 it was explained that First Energy has used NGOs to gain trust. 

Mr. Arkajit further explain about the trust it give; “For people to adopt the 

product trust is needed which the NGOs initially gives and later on early adopters 

through word-of-mouth". “Initially it worked as a very effective media because of 

the trust factor”. Arkajit further explained;“The NGOs works as a trust bridge, 

which speeds up the process of trust and in the end word-of-mouth”. Besides 

working with NGOs to be associated with social responsibility, First Energy are 

committed to make the society better themselves; “First Energy Oorja mandates 

the involvement of women from the local community who have never had sales 

experience is a vital component of their business model. They believe that this will 

help in the overall growth of the market and largely the society”. The Oorja project 

in itself is about corporate social responsibility. Mr. Arkajit explained that Oorja 

is a product that improves lives for people. First Energy tries to teach people 

about the dangers of indoor pollution. This message can be connected to social 

responsibility. It can also be connected to a need-centric one. 

 

Need-centric messages 

Mr Arkajit explained that First Energy had communicated the problems that 

Oorja solves; ”You start with the problem and magnify it”. To educate people 

about the problems of using earlier cooking solutions Mr. Arkajit explained that 

they gathered women in a group where they could “present facts, real facts”. On 

First energy’s have highlighted the problems of earlier solutions; “A problem we 
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have is that cooking with fire wood is for free. So what we need to do here is to 

inform the villages about the advantages of Oorja pellets and make them value the 

solutions higher than the free solutions with fire wood” (youtube.com, 2013-05-

13). Mr. Arkajit explained; “Once you start talking about it (the problem) they will 

see the problem.” “Once you magnify the problem it is clear before their eyes and 

then you present the solution. If we do not do this, saying only; this is a cooking 

stove, you can cook on this, they would take it as just another stove. We have to 

present that this is a solution for a problem”. This shows that First Energy is in 

line with the earlier research saying that consumers need to be taught why they 

need a product i.e. a need centric message.  

 

Product-centric messages 

Mr Arkajit. said; “In the initial phase it was all about the product and the product 

benefits”. The reason was according to Mr. Arkajit; "In the initial phase you need 

people to trust your product but when you have success and people talk about the 

product brand messages can be used". To educate BOP consumers about the 

product, First Energy has used demonstrations; “The demonstration of the 

product on a ground level is perhaps the most critical thing” (youtube.com, 2013-

05-13). This shows that First Energy has used product-centric messages. 

 

Brand 

Mr. Arkajit explained; "In the initial phase it was all about the product and the 

product benefits. Once it was established across a certain geography it was more 

about the brand”. The reason was; “In the initial phase you need people to trust 

your product but when you have success and people talk about the product, brand 

messages can be used”. However, the channels used for this message was through 

promotional teams and TV. This shows that First Energy have used brand 

messages and do not see brand as an unimportant aspect when communicating 

with the BOP but perhaps they view the local entreprenurs are unsuited to 

deliver such a message. Mr. Arkajit also explained that due to the product centric 

messages that have been used, the First Energy brand is not what BOP-

consumers primarily recognize but rather the Oorja product brand. Mr. Arkajit 

explained; “The brand became associated with the product (Oorja)".  
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Country of origin 

When asked whether First Energy highlight their country of origin when 

communicating with the BOP Mr. Arkajit explained that First energy did not 

mention their connections with BP in the beginning. The reason was; “People do 

not connect with BP so well in India so we had to use the connection with Castrol4". 

Mr. Arkajit explained that there was an advantage for them to be connected with 

Castrol. “People could make the connection. People value big companies. A big 

name adds a lot of weight to what you are saying". This shows that they valued 

their international connection.  

 

6.4 Communication models 
In this chapter the communication models of each company is shown. 

6.4.1 Within-case model Hindustan Unilever 
 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 6.4.1 Within-case model Hindustan Unilever 

                                                        
4 Castrol is a BP brand, which is a global brand of industrial and automotive lubricants. First 
Energy is now a part of the Alchemist Ark. 
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The model above is based on the earlier described findings of Hindustan 

Unilever. Hindustan Unilever communication model shows how they through 

corporate social responsibility aligns objectives with NGOs which gives trust to 

the enabling of local entrepreneurs and local need promoters (regular contact, 

training, financial help, de-skilling, trust efforts) to become the communication 

channel. Through trust efforts in the form of, NGO-partnershipa and CSR, trust is 

an enabling factor that is transferred to the local entrepreneurs and local need 

promoters. The local entrepreneurs and local need promoters are supported by 

information from computer portals. The local entrepreneurs, local need 

promoters and also computer portals sends out a message to educate and inform 

consumers (need-, product, brand-centric message). These three separate 

channels are interconnected and together represent an informational and 

educational channel. By being locally connected trust can be transferred to the 

message and also the corporate social responsibility can add trust to the 

message. Hence, the message can be delivered in a trustworthy way. The 

trustworthy message may lead to word-of-mouth, which in turn may lead to 

awareness.  

 

Hindustan Unilever has also used promotional teams, specially designed for 

BOP-marketing. The channel promotes through brand messages to gain 

awareness in the BOP-segment. This study can only show that the channel works 

as a brand-centric communication channel. This study has no data to show the 

communication relation to the other channel or how its efforts create awareness. 
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6.4.2 Within-case model Godrej & Boyce 

 

 

 

 

 

 

Figure 6.4.2 Within-case model Godrej & Boyce 

 

The model above is based on the earlier described findings of Godrej & Boyce. 

The model shows how Godrej & Boyce aligned objectives with NGO to add trust 

to the enabling of the communication channel. It further shows that they enabled 

local entrepreneurs (regular contact, training, de-skilling, financial help and trust 

efforts) to become the communication channel. Through trust efforts (NGO 

partnership and CSR), trust is transferred to the BOP adapted channel (local 

entrepreneurs, one to one, target group adapted) . The local entrepreneurs as a 

communication channel sends out a message to educate and inform consumers 

(CSR, need-centric-, product-centric message). By being locally connected trust 

can be transferred to the message while also the corporate social responsibility 

adds trust to the message. Hence, the message can be delivered in a trustworthy 

way. The trustworthy message may lead to word-of-mouth which in turn may 

lead to awareness. The corporate social responsibility adds trust to enabling, the 

channel and the message. 

 

Godrej & Boyce have also used postmen to promote through at least a product-

centric message. How Godrej have enabled the channel is unknown. This study 

can only show that the channel works as a product-centric one but have no data 

supporting, neither not supporting, that it leads to awareness even though the 

intent is so. 
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6.4.3 Within-case model First Energy 

 

 

 

 

 

Figure 6.4.3 Within-case model First Energy 

 

The model above is based on the earlier described findings of First Energy. The 

model shows that First Energy enables local entrepreneurs (regular contact, 

training, financial help, trust efforts) to become the communication channel. 

Through trust efforts (NGO partnership), trust is transferred to the BOP adapted 

channel (local entrepreneur, locally connected, target group adapted, one to 

one). The communication channel sends out a message to educate and inform 

consumers (need-centric-, product-centric) messages. By being locally connected 

trust is transferred to the message. Hence, the message is delivered in a 

trustworthy way. The trustworthy message may lead to word-of-mouth, which in 

turn may lead to awareness. In First Energy’s case corporate social responsibility 

has been a way of enabling the channel through aligning objectives with NGOs. 

Social corporate responsibility is the reason for their recruitment of female local 

entrepreneurs as well as it affects the message the company send out. The 

corporate social responsibility combined with the NGO gives trust to the 

enabling, the channel and also to the message.  

 

Due to created awareness First Energy could expand without locals 

entrepreneurs from NGOs and instead send out promotional teams to villages 

where only distribution existed. The promotional team delivered a product 

centric- and brand centric- message. The message from the promotional team 

may enhance awareness further but this study cannot show that. 
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6.5 Cross-case analysis & discussion 
A within-case analysis has been conducted in each case by comparing the 

theoretical framework with the empirical data. To find the similarities the cases 

will in this chapter be compared. The data will be presented box by box from the 

analysis model. 

 

6.5.1 Enabling the communication channel 

Enabling Hindustan 

Unilever 

Godrej & Boyce First Energy 

Regular contact Yes Yes Yes 

Training Yes Yes Yes 

De-skilling Yes Yes No 

Financial help Yes Yes Yes 

Trust efforts Yes Yes Yes 

Aligned objectives 

with NGO 

Yes Yes Yes 

Table 6.5.1:1 Enabling the communication channel 
 

All investigated firms had done enabling efforts, which supports Gollakota 

(2010) that supporting local entrepreneurs is of importance. 

 

London & Hart (2004) write that there is a need for regular contact between 

local entrepreneurs and the company. All the companies had regular contact 

with the local entrepreneurs to some extent. The variety in contact differed from 

a daily basis up to three months. Hence, regular contact is considered relevant 

for having a working communication channel consisting of local entrepreneurs 

in the investigated sample. What the optimal level of contact is cannot be shown 

but judging from this case it might be in the interval everyday up to every three 

months. Hence London & Harts earlier findings are supported in this study. 

 

Earlier research has suggested training entrepreneurs as an important aspect of 

enabling local entrepreneurs (London & Hart 2004; Gollakota, 2010). In all the 

investigated cases training was an aspect of enabling. The training types that all 

companies had supplied the local entrepreneurs with either themselves or 

through partnerships were sales training, soft-skill training, speech, business 



 87 

training and strategy. Two of three companies used strategy training via NGO, to 

enable local entrepreneurs. Strategy training might be included in some of the 

other trainings conducted by Hindustan Unilever but since no such evidence was 

found, strategy training cannot be supported as a enabling factor for all cases. 

Two of three cases used product training. Product training might be part of some 

of the other trainings Hindustan Unilever performs but this study has no such 

information and can therefore not support product training as a training type 

used for enabling the channel in all these cases. The earlier research saying that 

training is important for enabling entrepreneurs is supported in this study. The 

findings also suggest sales training, soft-skill training, speech training and 

business training as more specific training types that can be further researched 

as success factors when using entrepreneurs as communication channel. 

 

Govindarajan & Rammamurti (2011) have stated that BOP-consumers need to 

have de-skilled products due to their low knowledge of technologically advanced 

products. In this study it was connected to de-skilling the communication for 

local entrepreneurs. Hindustan Unilever used communication tools for illiterates 

while Godrej & Boyce used flip charts, which can be considered as similar de-

skilling efforts. Hindustan Unilever also used information technology (mobile 

phone and computers) to support the local entrepreneurs in their work. Godrej 

& Boyce considered similar technology to advanced for local entrepreneurs. 

Since no de-skilling effort was found in First Energy’s, de-skilling cannot be 

shown as an enabling factor for all cases. 

 

A supporting effort considered needed to enable local entrepreneurs is financial 

help (Gollakota, 2010). All cases investigated had through partnerships made 

sure that the local entrepreneurs had access to financial help through loans. 

Hence, the case studies support earlier findings suggesting financial help as an 

enabling factor. 

 

Earlier research has suggested that trust from the local entrepreneurs is needed 

and a way of gaining it is through partnership with NGOs (Gollakota, 2010; 

Anderson & Markides; 2007). Bridging trust from the company to local 
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entrepreneur through NGO partnership has been an aspect of all cases. Earlier 

research suggestions of NGO as a way of trust bridging is therefore supported in 

the sample. 

 

Earlier research has suggested that partnership’s failure rate is very high on 

emerging markets (Hitt et al, 2000; Seelos & Mair, 2007). The failures have been 

explained by an unalignment in strategic objectives (Seelos & Mair, 2007). When 

partnering with NGOs as non-traditional partners it has also been shown to 

aligning interests. The firm should use a message of corporate social 

responsibility to align with such institutions. Otherwise the NGO risks being 

viewed as a “sell-out”, which, can lead to reputation effects (Gollakota, 2010). 

The table above shows that all companies had made efforts to align objectives 

with the NGO-partner. The findings showed that First Energy had both tried to 

turn the NGO into a business entity but had also used corporate social 

responsibility by empowering women as local entrepreneurs. Hindustan 

Unilever and Godrej & Boyce had also tried to work with corporate social 

responsibility, which showed an alignment in objectives with NGOs. Efforts to 

have similar objectives with NGOs where shown in all cases and hence earlier 

research findings is supported by this study. 
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Table 6.5.1:2 Enablig type 

Enabling  Hindustan 
Unilever 

Godrej & 
Boyce 

First Energy 

Regular contact Regular contact 

(One dedicated person 

assigned for every 35-40 

entrepreneurs) 

Regular contact 

(It is enough to meet every  

three month) 

Regular contact 

(On the ground level it is on a 

daily basis) 

Training Training  Sales 

(Training of the sales) 

Training Sales 

(Training of the sales) 

Training Sales  

(Selling skills) 

 Training Soft skills 

(Soft skills such as 

confidence-building) 

Training Soft skills 

(Customer relationship via 

NGO partner)  

Training Soft skills 

(Skills in approaching their own 

village; customer relationship 

via NGO partner) 

 Trainin  Speech 

(Training to give health 

talks)  

Training Speech 

(Communication via NGO 

partner) 

Training Speech 

(Skills in… approaching their 

own village; Communication via 

NGO partner) 

  Training Strategy  

(Marketing technique via 

NGO Partner) 

 

 

Training Strategy 

(Skills in approaching their own 

village; Marketing technique via 

NGO Partner) 

  Training Product  

(Train them… to give 

demonstrations) 

Training Product 

(Product usage, Product 

benefit)  

 Training Business 

(Bookkeeping; Commercial 

knowledge) 

Training Business 

(Business skills via NGO 

partner) 

Training Business 

(Business skills via NGO partner 

De-skilling De-skilling 

communication material 

(Pictorial information) 

De-skilling 

communication material 

(Flip Charts instead of 

androids) 

 

 De-skilling information 

technology 

(Mobile phones, Shakti 

Computers) 

  

Financial help Financial help 1 Loans 

(Micro-finance banks 

facilitated by Hindustan 

Lever) 

Financial help 1 Loans 

 (Facilitating loans and 

easy finance schemes 

through micro-finance 

institutions) 

Financial help  Loans 

 (SHG within collaboration 

network; First energy gives 

adequate credit line) 

Trust Partnership with NGO 

(Mutual trust, mutual 

benefit) 

Partnership with NGO 

(Building trust with 

entrepreneurs) 

Partnership with NGO 

(Trustbridge) 

NGO Enabling Aligned objectives 

(Win win deals) 

Aligned objectives 

(Business is one society is 

the other) 

Aligned objective 

(Working with CSR and teaching 

them to become commercially-

oriented) 
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6.5.2 Communication channel 

Communication 

channel 

Hindustan 

Unilever 

Godrej & Boyce First Energy 

Non traditional partner Yes Yes Yes 

Local connection Yes Yes Yes 

Women Yes Yes Yes 

One-to-one Yes Yes Yes 

Social events Yes Yes Yes 

Product demonstrations Yes Yes Yes 

Table 6.5.2:1: Communication channel  

 

A widely accepted way of targeting the BOP-segment in emerging markets is 

through non-traditional partners (Chikweche & Fletcher, 2012; Prahalad, 2012; 

Simanis & Hart, 2009; Anderson & Markides, 2007; Reficco & Marques, 2012). 

The findings show that all cases have used local entrepreneurs to communicate 

toward the BOP-segment. Godrej & Boyce and First Energy have recruited the 

local entrepreneurs from a NGO partner while Hindustan Unilever has recruited 

the entrepreneurs themselves. No matter how they where recruited, the end 

communication channel was local entrepreneurs in all cases. Hindustan Unilever 

has used local entrepreneurs, local health promoters and community computer 

portals as communication channels. Those are together called the Shakti channel 

since they are interconnected to each other. The computer portals are both 

supportive to the local entrepreneurs and educational for the community. Since 

the other cases did not show any community computer portals it cannot be 

shown as important for the entire sample. The difference compared to First 

Energy and Godrej and Boyce is mainly that Hindustan Unilever have divided the 

tasks of the interconnected channel. However, since the Hindustan Unilever 

channel is interconnected, the channels can be argued to be similar.  Anderson & 

Markides (2007) write that companies often struggle in targeting the BOP since 

they do not have enough trust embedded in their network while Simanis & Hart 

(2009) write about the importance to become native with the local communities. 

All three companies had viewed the local connection of the communication 

channel as a trust-bridge to from the company to the local community. Hence, 

Simanis & Hart (2009) is supported that companies need local entreprenueurs to 

be trusted in the local community. 



 91 

 

To best way of using local entrepreneurs is according to Anderson & Bilou 

(2007) as a one to one channel. The companies had all used the channel as a one-

to-one channel which supports the earlier findings. All three companies had also 

used the channel to demonstrate the product, which is in line with Chikweche & 

Fletchers (2012) earlier findings.  

 

Earlier research has shown that companies have used mainly women to go 

around and sell products to BOP-consumers (Shankar et al, 2008). The 

communication channel consisted of only women in First Energy’s and Godrej & 

Boyce cases and of mostly women in Hindustan Unilever’s case. All three 

companies had seen employing women as a social responsibility act that can 

increase trust in the channel. The earlier discussion about aligning objectives 

with NGO partner is further supported by this. All three companies had also 

adapted the channel for the target group. Hence, using women is in these cases 

more related to corporate social responsibility and target group adaptation then 

anything else.  

 

Chikweche & Fletcher (2012) study showed that most companies had used social 

events to increase awareness. All three companies have used social events. 

Hindustan Unilever and Godrej & Boyce had used the local entrepreneur 

communication channel to make social events but however First Energy had only 

used social events through another channel.  Hence, social events as a 

communication activity performed through entrepreneurs cannot be supported 

in this study. However, social events have been used in all cases and hence 

supports Chikweche & Fletchers (2012) study. 

 

The primary focus of this study was non-traditional partners as communication 

channel but it was observed that all three companies had used another channel 

that could be viewed as BOP-specific. Godrej & Boyce had used postmen, who 

promote their product in rural schools and in villages while Hindustan Unilever 

and First Energy had used promotional teams. Since all companies have used 

other communication channels beside local entrepreneurs it indicates that it 
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might not be enough to only have local entrepreneurs as channel to create a 

broad awareness for company products in the BOP-segment. The promotional 

teams had made social events and are hence a one-to-many channel.  
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Table 6.5.2:2 Communication channels variables 
* Channels/activites not related to local entrepreneurs/NGOs as partners.  

 

Communication 

channels 

Hindustan 

Unilever 

Godrej & Boyce First Energy 

Non-traditional channel Local entrepreneurs 

(Shaktiammas and 

Shaktiman: product 

promoter)  

Local health promoters 

(Shakti Vani: promotes 

health) 

Local entrepreneurs 

(Sakhi local entrepreneurs 

via NGO SSP) 

Local entrepreneurs 

(Village level entrepreneurs 

via NGO) 

Other BOP adapted 

communication channels 

*Promotional team 

(showing commercials on a 

Doli) 

*iShakti  

(Community computers) 

*Postmen  

(Product promoter) 

*Promotional team 

(Promotional team would 

go from village to village) 

Trust effort Local connection 

(Entrepreneurs:  

“Customers, mainly drawn 

from her village and from 

smaller villages nearby” 

Shakti Vani:  A local woman 

is appointed as ‘Vani) 

Local connection 

(Involved BOP members in 

marketing) 

Local connection 

(The local entrepreneurs 

are trusted in the 

community) 

Demography of channel Women  

(45.000 women/30.000 

men; Social responsibility; 

target group adapted) 

Women  

(Social responsibility; 

Target group adapted) 

Women  

(Social responsibility; 

target group adapted) 

Communication channel 

activities 

One to one 

(Door-to-door; Speech to 

villagers; Promote in their 

own homes) 

One to one 

(Person to person) 

One to one 

(Promote in their homes) 

 *Social event: 

Brand/Product 

(Boli TV commercials) 

Social event Product 

(Promotional booths at 

village fairs;  *Promotion in 

rural schools) 

*Social event 

Brand/Product 

(Organize crowds; explain 

about the company; explain 

about the product) 

 Social event: 

Education/need-

centric/CSR 

(Attend meetings; Social 

occasions to spread the 

word on improving health 

and hygiene; Medical 

camps;  Education 

Social event CSR 

(Health camp) 

 

 

 Demonstration 

(Demonstrate 

 in their homes) 

Demonstration  

(By entrepreneurs; 

*Demonstrated in post 

offices) 

 programs 

Demonstration 

(The demonstration of the 

product… is perhaps the 

most critical thing) 
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6.5.3 Message 

Message Hindustan 

Unilever 

Godrej & Boyce First Energy 

Corporate social 

responsibility 

Yes Yes Yes 

Need centric Yes Yes Yes 

Product-centric Yes Yes Yes 

Brand centric No Yes Yes 

Highlight country of 

origin 

No Yes Yes 

Figure 6.5.3:1 Message 

 

Davidson (2009) writes that CSR plays an important role for success in the BOP-

market. When a company turns to the world’s poorest consumers with a goal of 

profit it creates ethical problems. The company is easily perceived as a 

manipulative company that exploits the unsophisticated and poorly educated 

BOP-consumers, hence becomes mistrusted. All three companies have used a 

corporate social responsibility approach to their business with the aim of being 

perceived as trustworthy. The messages sent out can be perceived as corporate 

social responsibility but for Hindustan Unilever and First Energy they are equally 

connected to need-centric messages. Garret & Karnani (2010) write that BOP-

consumers do not always understand the value of aproduct or service. Hence, 

they need to be made aware of why they need products. Hindustan Unilever have 

tried to increase demand through explaining about the health issues while First 

Energy have explained about the health issues as well, concerning in-door 

pollution. Godrej & Boyce have also promoted why consumers need the product 

through flip charts. Hence, the cases indicate that need-centric messages are 

needed. Even if a need-centric message is used, the consumers also need to be 

made aware of how a product solves that problem. Hence, communication about 

product benefits and how it functions i.e. a product centric message (Lee et al, 

2011). The case showed that all companies have used a product centric message 

which supports that product centric messages might be needed. Earlier research 

claims that it is central to educate and inform consumers (Lee et al, 2011; 

Chikweche & Fletcher 2012; Prahalad, 2012). All three companies have had the 

aim of educating and informing consumers. The information and education 
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through need- and product centric messages are supported in all cases of this 

study.  

 

Brand messages have been argued to be ineffective when targeting the BOP since 

they have low brand awareness (Agnihotri, 2012) while others mean brand can 

be used (Akmeemana, 2007). Hindustan Unilever have used their Shakti Vani’s 

and entrepreneurs to spread brand messages. Also First Energy has applied 

brand messages when communicating with the BOP but not through the local 

entrepreneur channel. Godrej & Boyce on the other hand believed brand 

messages where to hard and unnecessary when communicating with the BOP. 

Hence, brand messages is not supported in all three cases and how, if or should 

be used is indecisive. Sheth (2011) writes that nation brand can be an advantage 

for domestic companies that are successful abroad since it can lead to love and 

admiration of the domestic consumers. In Hindustan Unilevers and First 

Energy’s cases it was indicated that they had seen an advantage of being 

internationally connected when communicating their products. However, Godrej 

& Boyce did not communicate international connections in any sense. Hence, the 

nation brand advantage cannot be supported in all cases of the study. 
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Message Hindustan 

Unilever 

Godrej & Boyce First Energy 

Corporate social 

responsibility 

 

 

 

CSR message 

(Intent on… its rural sales… 

equally committed to 

improving the lives of 

people in India) 

CSR message 

(It is in the process of 

solving the society you also 

make some money) 

CSR message 

(Help in the overall growth 

and largely the society) 

Education & information Aim of educatin 

(information and 

education) 

Aim of educating 

(Entails educating people) 

Aim of educating 

(Educate through presening 

facts) 

 Need-centric 

(Create awareness about 

the health issues related to 

products) 

Need-centric 

(Promoting the ability to 

understand the need of the 

product) 

Need-centric 

(Start with the problem and 

magnify it) 

 Product-centric 

(Demonstrations) 

Product-centric 

(How problems can be 

solved, how it gives you 

benefit) 

Product-centric 

(The demonstration of the 

product is perhaps the 

most critical thing) 

Brand Used brand 

(Through brand 

advocaters; *Through 

Khushiyon Ki Doli activities 

None 

(BOP consumers would not 

understand) 

 

Used brand 

(More about the brand) 

 Highlighted International 

(Changed name and logo to 

more international) 

None 

(People know G&B are from 

India) 

Highlighted International 

(Highlighted connection 

with big international 

company) 

Figure 6.5.3:2 Message variables 

* Channels/activites not related to local entrepreneurs/NGOs as partners. 
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6.6 Cross-case model discussion 
 
 
 
 

 

 

Figure 6.5.4 the communication model 

 

The similarities of the investigated companies are shown in the model above 

(larger model in appendix 8). 

 

Davidson (2009) argued that companies need to be social responsible to be 

successful when targeting the BOP. He meant that to not be viewed as a bad 

company that exploits the poorest, CSR is needed. In the cases above CSR seemed 

to affect both the enabling of the channel, the channel and the message. It adds 

trust to all boxes and was seemingly an enabling variable for the whole model in 

the investigated sample. In the enabling phase the alignment with NGO partner 

made trust possible to be transferred to the communication channel. CSR also 

affected who was appointed as local entrepreneur, women. Hence, trust was 

transferred to the channel through CSR. All firms also used CSR as a message, 

and the education in form of need-centric-messages, that where made to 

increase demand could be related to CSR, which seemingly meant trust through 

CSR was also transferred to the message.  

 

The companies have enabled the channel through regular contact, financial help 

and training. The similarity in training consists of sales-, strategy-, speech-, 

business skill- and soft skill training. Through those enabling efforts a BOP 

adapted communication channel can be operational. However, to get trust of the 

entrepreneurs, partnership with NGOs has worked as a trust bridge between the 

companies and the local entrepreneurs and hence NGO partnership is an 

enabling aspect, which transfer trust to the local entrepreneurs. Earlier research 

has said that the social networks in BOPs have an embedded trust (Simanis & 

Hart, 2009) and that consumers rely on fellow members given their earlier 
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relations (Chikweche & Fletcher, 2012). In the cases of this study the channel 

was used to inform and educate consumers and due to the local connection of 

the entrepreneurs trust was transferred to the message, which is in line with the 

earlier studies. The companies in this study have used local entrepreneurs that 

are target group adapted and speaks to the locals one to one which is in line with 

earlier research of Anderson & Bilou (2007) that one to one is an effective way of 

communicating to the BOP-segment. The information and education includes 

CSR, which further adds trust to the message. The local entrepreneurs inform 

and educate by explaining why they need the product i.e. need-centric message, 

the benefits of the product and how it works i.e product centric message. The 

trust that exists, in those networks can lead to word-of-mouth (Subrahmanyan & 

Gomez-Arias, 2008). Hence, the embedded trust through the channel to the 

message has the aim of creating a buzz of word-of-mouth that lead to a broader 

awareness. Whether it actually lead to word-of-mouth and in the end awareness 

cannot be shown in this study since it requires consumer side studies. 

 

All studied cases had used other communication channels as well, which might 

indicate that the above, described channel needs to be supported by other 

communication efforts. 

 

“Without an effective communication strategy, a highly innovative product may 

be perceived by the targeted customer as a risky venture” (Lee et al, 2011:118). 

Hence, there is a need to affect the perceived risk. In the cases of this study it 

seems that trust efforts have been an important aspect of communicating with 

the BOP-segment. Hence, these cases indicate that a way of making the 

communication channel effective is to transfer trust efforts through the channel. 
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7. Conclusion 

The findings of the study are in line with earlier studies stating that non-

traditional partners can be used to reach the BOP-segment. To use non-

traditional partners CSR have been central in the investigated sample. Thorugh 

CSR the companies aligned objectives with NGOs. The trust of the NGO has 

worked as a trust bridge between the companies and the local entrepreneurs 

and hence NGO partnership is an enabling aspect for using local entrepreneurs 

as a communication channel. The companies investigated have further enabled 

the channel through regular contact, financial help and training. The training 

consists of at least sales-, strategy-, speech-, business skill- and soft skill training 

in the cases investigated. Through those enabling efforts a BOP adapted 

communication channel can be operational. The channel is locally connected and 

consists of local entrepreneurs. The companies in this study have used local 

entrepreneurs that are target group adapted and speaks to the locals one to one. 

The channel is used to inform and educate consumers and due to the local 

connection of the entrepreneurs trust is suppoused to be transferred to the 

message. The information and education consist of CSR, which further adds trust 

to the message. The local entrepreneurs inform and educate by explaining why 

they need the product i.e. need-centric message, the benefits of the product and 

how it works i.e product centric message. The embedded trust through the 

channel to the message has the aim of creating a buzz of word-of-mouth that lead 

to a broader awareness. Whether it actually lead to word-of-mouth and in the 

end awareness cannot be shown in this study since it requires consumer side 

studies. 

 

All studied cases had used other communication channels as well, which 

indicates that the above described channel needs to be supported by other 

communication efforts. 
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8. Implication, limitations and future research  

8.1 Academical implications 

Earlier research has highlighted the importance of local entrepreneurs as non-

traditional partners. This study contributes to the research field with insights 

about how three companies, with technical products, have tried to create 

awareness in the BOP-segment in India, through local entrepreneurs. It 

contributes with knowledge of their similarities and differences in enabling and 

using local entrepreneurs as a communication channel.  

 

It also contributes with a visualized model of variables affecting local 

entrepreneurs as a communication channel that can be used for a bigger 

quantitative study of local entrepreneurs as a communication channel. The 

research also contributes with a training protocol for local entrepreneurs, which 

can be used in a quantitative study, which is for example aimed to measure 

performance of the communication channel.  

 

Earlier research, have shown that consumers need to know why they need a 

product. This study contributes with a suggested new term; ‘need-centric 

message’, within the emerging field of BOP-studies, which is defined as; a 

message used to make BOP-consumers aware of why they need a product, with 

the aim to increase demand.  

 

8.2 Managerial implications 

All three companies investigated have won awards for their efforts in the BOP-

segment in India but however this study is only based on three cases. Hence, the 

model for communication has no statistical evidence of being related to success 

and therefore managers are advised to wait for a quantitative study of how the 

model is related to success before implementing it. The model is however well 

anchored in previous theories about the BOP-segment and can hence be an 

indicator for market decisions concerning the BOP-segment in India. 
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All three companies have enabled from hundreds in two cases to 75.000 local 

entrepreneurs in one case. Hence, the enabling efforts seem to be working in the 

studied cases. The enabling model can hence be used as an indicator of what is 

needed for enabling. However, as earlier mentioned the model is not 

quantitatively tested and this study does not take cost of enabling the channel 

into consideration. The recommendation is hence to wait for more confirmatory 

research.  
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8.3 Limitations of the study 

Due to the limited access to secondary data in the case of First Energy and Godrej 

& Boyce and the fact that only primary data was available from two sources the 

reader should be aware that the conclusion might have been different if more 

data had been available.  

 

The study was affected by a lack of access to companies. The initial intention was 

to investigate more cases but the lack of access forced the study to be conducted 

on a small sample of companies. The chosen companies where chosen due to 

willing to be interviewed or had publically accessible data. 

 

In Hindustan Unilever’s case only secondary data was used, which is a 

disadvantage due to the risk of relevant information beeing lost in the great 

quantities of data. Usual problems with qualitative studies are the fact that the 

authors get an overload of data, which can affect the direction of the study. The 

use of Grounded theory has been a challenging method because of its view of 

relevant empirical data. The delimitations of what has been relevant for the 

purpose have sometimes been weak which has made the gathering of secondary 

data too wide sometimes. The reader should take that into account when reading 

the conclusion. 

 

All three companies sell a technical product. For both Godrej & Boyce’s 

Chotukool and First Energy’s Oorja the channels used have had the aim of 

creating awareness for those specific products. It is not the same for Hindustan 

Unilver’s Pureit. The communication channel in their case has been used to 

communicate several other products as well. Because of this, the study does not 

explain how Hindustan Unilever has created awareness for Pureit alone. After 

conducting the cross-case analysis the author’s found that several other case-

studies had been conducted on Hindustan Unilever. Due to time limits the 

author’s could not compare the findings of this study with other studies of the 

company, which would have increased the validity of the findings. 
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In both the conducted interviews some implications occurred. In the interview 

with Mr. Arkajit from First Energy there were technical problems. The Skype 

interview was shut down around ten times, which, seemed to make Mr. Arkajit a 

bit stressed. Towards the end of the interview that had taken around 20 minutes 

longer than promised the answers became shorter and hence som relevant 

information might have been missed. In the interview with Mr. Sunderraman it 

was revealed that he had misinterpreted the aim of the study. The questions that 

were sent to him beforehand had been misunderstood and he thought that we 

wanted to know how Godrej & Boyce had created awareness for a frugal 

innovation like Chotukool and how they had used traditional media like TV, 

radio and newspaper. He explained that they did not work like that. The aim of 

the study therefore had to be explained to him a second time before the 

interview could move on. Mr. Sunderraman has been participating in many 

interviews concerning the Chotukool through the years and it can therefore be a 

risk that he gave standardized answers on the questions.  

 

8.4 Further research suggestions 

First it would be good to test whether, and how much, the model relates to word-

of-mouth in local communities. To test the models consumer side with the 

investigated samples customers. A way of doing this would be to make 

questionaires for several BOP villages in rural India, where local entrepreneurs 

are present and ask them about their relation with the company and about their 

willingness to talk about their products. By doing this it can be shown how 

effective the model is for word-of-mouth.  

 

If shown effective it would be interesting to test the variables of the model 

quantitatively on a larger sample. Secondly it would be interesting to test how 

the variables are related to success. There are lots of ways of quantitatively test 

the model. For example it can be used to see how companies using CSR 

performance is compared to companies with less CSR. Another example is that it 

can test how the different training types affect the communication channel and 

in turn the message.  
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All investigated cases of this study had used another BOP-adapted 

communication channel in addition to the local entrepreneurs. Hence, the other 

communication channels relation to the non-traditional partners as 

communication channel would be interesting. 

 

Another further research suggestion that would be benefiecial for the whole 

BOP-studies-field is to make a register of companies targeting rural areas of 

India. There is no register of how many companies that are targeting rural India 

as of now. The register would make it easier to generalize results for the 

population when quantitative research approaches are to be conducted. 
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Appendix 1 - Interview questions 
The answers to the questions of this interview guide will be part of a study that has an aim to explore how companies use 

non-traditional networks to raise awareness of their products for the low-end-segment of emerging markets. Your 

contribution is important for the studies conclusion We are very thankful that you choose to participate. 

 

The source 

1. Which company do you represent? 

2. What is your position within the company? 

3. How have you been involved in the project… that aimed to sell products to the low-end market of…? 

4. With what kind of product did you target the low-end-segment? 

5. Have the product been profitable in the low-end-segment? 

 

Communication channel 

6. Through which channels have you communicated with the low-end segment? 

7. What kind of local partnerships have you established? 

- How many local partners do you have? 

- Why that amount 

8. How many local entrepreneurs are employed? 

- Why that amount? 

9. How did you use non-traditional partner (1,2,3…n) to communicate with the low end segment? 

10. Why do you use local partners as a communication channel? 

11. What are the obstacles of using local partners as communication channel? 

 

Enabling 

12. To what extent do you have contact with local entrepreneurs and NGOs? 

13. How are local entrepreneurs trained to communicate with the low-end segment  

14. How have you helped the local entrepreneurs and NGOs to finance their business? 

15. How have you tried to build trust between you and the local entrepreneurs and NGOs? 

16. In what ways have you tried to simplify the local entrepreneurs and NGOs possibilities to communicate the 

product? 

17. How have you supported the local entrepreneurs and NGOs in other ways? 

 

Educating and informing consumers 

18. What messages do you use for the low-end consumers? 

- Why is this message used? 

- How is this message used? 

19. How have the local entrepreneurs been instructed to communicate the problem your product solves? 

20. How are the local entrepreneurs instructed to communicate the product attributes to the low-end consumers? 

21. How is trust between the local partner and the community built? 

22. How is the brand used in the communication with the low-end consumers? 

23. How have you highlighted your country of origin when communicating with the low-end consumers? 

24. Why did you use your country of origin in you communication message to the low-end segment? 

Proliferation  

25. How do you try to increase word-of-mouth around your products? 

26. How are the local partners used to increase word-of-mouth around the product? 
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Appendix 2 - Index tabell 
 
 
Concept Variables Words searched after 

Enabling Training Training, support, exercise, drill, 
preparation, teaching, guidance, 
education, schooling, tuition, coaching 

 De-skilling Simplify, make it, easy, de-skill 
 Regular contact Meet, support, coach, guidance, 

regular contact, contact, dedicated 
person 

 Trust Trust, credibility, NGO, Improve life, 
reliance 

 Aligning objectives Trust, NGO, local partners, Corporate 
social responsibility, help, society, CSR 

 Financial help Finance, funding, MFI, money, loan, 
borrow 

Communication channel Non-traditional partner Non-traditional partner, partner, 
partnership, village level 
entrepreneurs, local entrepreneurs, 
community, locals, village, rural, BOP, 
NGO, village level entrepreneur 

 Other channels Communication, channel, promotion, 
interaction 

 
 
 

One to one Face to face, direct, one to one, talks, 
door-to-door 

 Social Events Social gatherings, camps, social, one to 
many, events, social events,  road 
shows, magicians, theater, 
promotional booth, market,  public 

 Demonstration Show, Demonstration 
Message CSR CSR, social responsibility, society, 

rural India, helping, humanity, 
reliability, education 

 Need-centric Why, creating need, aware, education, 
first time user, new user, non-
consumer, non-user, need, create 
market,  

 Product-centric Product, Demonstrations, product 
feature, product attribute, product 
solution, solution 

 
 

Brand-centric Brand, brand awarness, brand 
message,  

 Country of origin International, India, country, home 
market, domestic 

Proliferation Word-of-mouth Word-of-mouth, trust, WOM, talk, 
spread word 
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Appendix 3 – Empirical data full answers 
 
In this appendix the complete answers on each question is shown and the key 

words that is further used for the abbrivated answers are highlighted with bold.  

Questions 
 

First Energy, 
primary data 
 

First energy, 
Secondary 
data 

G&B 
Primary 
data 

G&B 
Secondary 
data 

Unilever 
Hindustan, 
Secondary 
data 

Which 
company do 
you represent? 

First Energy, project 
Oorja. 

- “G&B, project 
Chotukool” 

- - 

What is your 
position 
within the 
company? 

“Area Sales 
manager at First 
Energy. What I do is 
I lead the home-use 
business. We have 
two buisnesses B2B 
and the home-use 
business. I lead the 
second line which is 
domestic 
consumers.” 

- “I am the vice 
president 
corporate 
development 
team.” 

- - 

How have you 
been involved 
in the 
project… that 
aimed to sell 
products to 
the low-end 
market of…? 

“I work with this 
project full time” 

- “I am working on 
Chotukool full time 
and I am one of the 
creators of 
Chotukool.” 

- - 

With what 
kind of 
product did 
you target the 
low-end-
segment? 

“Oorja stove and 
pellets” 

“The First Energy 
Oorja stoves are 
promoted as low-
smoke, low-cost 
stoves, which work 
on pellets – an 
organic bio-fuel 
made of processed 
agricultural waste” 
(Web.mit.edu 
(2013-05-13)) 

“Chotukool is a 
refrigerator made 
for rural India” 

Chotukool is a 43-
48 liters, portable 
and battery-driven 
refrigerator with 
low energy 
consumption, 
priced at Rs3500-
3800 and made for 
the BOP-segment 
in India 
(Munuswamy, 
2009). 

With over 35 
brands spanning 
20 distinct 
categories such as 
soaps, detergents, 
shampoos, skin 
care, toothpastes, 
deodorants, 
cosmetics, tea, 
coffee, packaged 
foods, ice cream, 
and water 
purifiers, the 
Company is a part 
of the everyday life 
of millions of  
consumers across 
India (hul.co.in 1, 
2013-04-28). 

Communication channel 
Through 
which 
channels have 
you 
communicated 
with the low-
end segment? 

“See, in terms of 
reach and 
communication 
what we rely 
largely on is 
activation 
programs. We have 
worked with NGO 
partners. They had 
a huge reach in 
these rural areas. 
The NGOs gave us a 
platform where we 
could interact with 
the rural consumers 

“Single 
distribution 
models do not 
answer all the 
requirements for 
any given BoP 
product. First 
energy has 
developed 
hybridized 
approaches.” 
(web.mit.edu, 
2013-05-13) (see 
picture below)- 
“First Energy 

“We started the 
work with the NGO 
channel. “How do 
we communicate 
with this people 
we have to 
communicate by 
directly talk to 
them. So we had 
our own set of 
people which is a 
very small group 
of people, about 
3-4 people. These 
3-4 people went 

”We involved 
BOP members in 
marketing” 
(jica.go.jp, 2013-
05-13). 
“Sunderraman 
(vice president, 
corporate 
development at 
Godrej & Boyce) 
says the idea to 
target the bottom 
of the pyramid 
customers was 
given shape at a 

“Hindustan 
Unilever sought to 
increase its reach 
in rural areas by 
building a 
distribution 
system through a 
network of 
women micro-
entrepreneurs to 
get its products 
directly to 
consumers in 
remote villages. 
This initiative is 
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and we could 
communicate the 
benefits of our 
produc through 
local entrepreneurs 
recruited from the 
NGOs slef-help 
groups. Once we 
had a critical mass, 
a certain number of 
villages in a fairly 
large geographical 
area we also took 
advantage of the 
mass media like TV 
and radio. But that 
came later. Unlike 
the traditional way 
of advertisement 
that would 
immediately go on 
to mass media for 
us it was the other 
way around. That is 
because of the 
nature of this offer. 
It takes time to 
build up the ground 
network. To go on 
mass media before 
you have this 
ground is not 
always useful”. 
The NGO partner 
has played a big 
role. We reach out 
to each and every 
village through two 
various program. 
They have multiple 
touchpoints in the 
village. Each and 
every village would 
at least have 10-15 
members in the 
village who are 
associated with the 
NGO in some way 
or another. These 
peope become our 
spokepersons in 
the village. So, we 
have 10-15 persons 
speaking about our 
product in each 
village. 
The NGOs gave us a 
platform where we 
could interact with 
the rural 
consumers and we 
could communicate 
the benefits of our 
product. 
The most 
important and the 
single biggest 
communicator of 
our product 
benefits and usage 
is the dealer itself”. 

Oorja depends 
mainly on local 
NGOs for the 
marketing and 
distribution of 
the stove. Apart 
from the NGOs, 
First Energy 
Oorja has forged 
tie-ups with 
dealer networks 
in rural markets, 
such as Adharam 
Energy, Sakthi 
Retail and Villgro 
Stores, to market 
their products in 
rural markets.” 
(Web.mit.edu 
(2013-05-13) & 
Bairiganjan, 2011) 
- “A team of 
businesswomen 
based in villages 
sell stoves and fuel 
made of 
agricultural waste 
products.” “By 
giving dealers an 
incentive to keep 
supplying the 
pellets long after 
they make their 
first commission 
on the stove, BP 
has swerved away 
from the longtime 
practice of 
dumping a stove 
on consumers and 
letting them fend 
for themselves to 
find fuel.”  “Pellet 
delivery trucks 
roll to Pitagi's 
door and the 
company 
supplies a 
pamphlet that 
invokes the Hindu 
goddess of 
prosperity and 
reads, ‘When you 
use Oorja, it's like 
inviting the 
goddess Lakshmi 
into your home.’” 
(yaleglobal.yale.ed
u, 2013-05-10)  
“The company 
has recruited and 
trained 
entrepreneurs in 
2,750 villages 
across Karnataka, 
Tamil Nadu and 
Maharashtra 
states, where they 
racked up sales of 
nearly 200,000 
stoves.” 
(yaleglobal.yale.ed
u, 2013-05-10)  
- “This product 

around and 
started 
understanding 
how to 
communicate, 
what to 
communicate. So 
we started using… 
in a very very early 
state 
demonstrations it 
was trying to be 
with them (BOP 
consumers) and 
show them, make 
them use the 
product and that is 
how the earliest of 
communications 
are. Then at a 
second stage we 
created a bunch of 
slides or what I 
call a flip chart. 
Using these flip 
charts is a good 
way of 
communicating 
with them…” “The 
NGOs and their 
social 
entrepreneurs and 
social 
organisations. 
That is how we 
reach out to 
people with our 
value proposition 
and the benefit 
our product give. 
So therefore in 
this case they are 
suitable for this 
kind of work and 
that is why we 
picked them. 
You have to talk 
to them (BOP-
consumers), you 
can’t reach to 
them through 
ordinary media 
in the initial 
stage. 
That is why you 
need to be going 
through a set of 
people who are 
quite close to the 
community that 
potentially will 
be needing the 
chotukool. And 
that is the reason 
you need a 
distribution 
channel and a 
communication 
that is about the 
same at this point 
in time. They are 
not two different 
things. The way 
that you reach 

workshop with 
Clayton M 
Christensen, 
Harvard University 
professor, best 
known for his 
ideas on disruptive 
innovation. The 
idea discussed in 
the workshop was 
to involve 
villagers right 
from the design to 
selling of the 
product” 
(business-
standard.com, 
2013-05-11). 
”Local men and 
women in villages 
are thus being 
roped in as 
entrepreneurs, 
who sell 
ChotuKool in their 
villages at a pre-
decided 
commission” 
(Dnaindia.com, 
2013-05-10). ”In 
order to get the 
products into the 
new markets a 
social 
entrepreneurship 
channel is being 
developed” 
(Oxhip.org, 2013-
05-10). Companies 
like Godrej are 
now using MFIs 
and self-help 
groups as new 
retailers to pry 
open the bottom-
of-the-pyramid 
market 
(business.oulokkin
dia.com, 2013-05-
10). “In the 
countryside, 
villagers—the 
potential buyers—
would also act as 
marketers, earning 
commission on 
each unit sold” 
(Balasrubrahmany
an & Vermuri, 
2011).“Mr. S 
(Sunderraman) 
explained that 
Godrej is 
spreading 
awareness about 
ChotuKool through 
partnership with 
an NGO (called 
SSP)”, 
(emergingmarketsl
ab.thunderbird.ed
u, 2013-05-
10).  “We decided 
to develop these 

known as "Shakti", 
(meaning 
"strength") and 
responds to the 
needs of the rural 
poor” (bitc.org.uk, 
2013-05-10).  ”The 
idea was to create 
low-risk, 
profitable micro-
enterprise 
opportunities for 
women who 
become direct-to-
home 
distributors of 
Hindustan 
Unilever’s 
products” 
(Unilever.com, 
2013-04-25). 
”Shakti 
entrepreneurs, 
Shakti Vanis and 
i-Shakti together 
represent a huge 
inter-connected 
network and a 
major 
communication 
channel, opening 
up a huge flow of 
information and 
education to vast 
tracts of rural 
India” 
(elibrary.worldban
k.org, 2013-05-
10). “The idea is to 
make the 
consumer an 
integral part of 
the value chain. 
We intend to 
empower 
unemployed 
women or those 
with very low 
income to form 
SHGs and then 
work as retailers 
and dealers of the 
company’s 
products” 
(thaindian.com, 
2013-05-01) 
Today, HUL has a 
1.5 to 2 million-
outlet reach in 
rural areas, 
besides 45,000 
and over 20,000 
shakti-ammas and 
shaktimans 
respectively, who 
take up the role of 
distributors in 
remote areas and 
villages. (business-
standard.com, 
2013-05-13) 
 



 121 

“ 
Once the VLE 
becomes a user it is 
easier to connect 
with other people 
in the village. Invite 
them to her house 
and show the 
benefits of the 
product. But we do 
not stop at just 
that. We moved a 
step ahead. We 
had local level 
activation program 
where our 
promotional team 
would go from 
village to village. 
They would you 
know play videos, 
they would 
organize crowds, 
they would explain 
about the 
company, they 
would explain 
about the product, 
they would give 
product 
demonstrations. 

was created with 
these rural 
communities – 
with significant 
support from local 
non-governmental 
organizations. We 
kept taking 
working models 
back into the 
communities to 
see if they were 
meeting the 
people’s needs. 
The consumers 
effectively co-
created our 
solutions with us.” 
- Mahesh 
Yagnaraman 
(firstenergy.in 2, 
2013-05-10, pp. 8)  
“Promotion and 
sales of the 
stoves has also 
taken a ground-
up approach, 
with BP 
recruiting 
regional 
distributors for 
the cookers and 
biomass pellets, 
and, in turn, a 
‘jyoti’ – typically a 
local villager who 
demonstrates 
and sells the 
product”. “On the 
face of it, this is a 
traditional route to 
market in India, 
but what makes 
this particular 
business approach 
a little different is 
that since the jyoti 
network is all 
female, many 
women are taking 
up entrepreneurial 
roles for the first 
time 
(firstenergy.in 3, 
2013-05-10)  

out to the people 
is the same way 
you reach out 
with the 
communication. 

community 
members as sales, 
service and last 
mile logistics 
outlets. Creating a 
separate sales 
channel was a big 
challenge. We had 
been working with 
NGOs such as SSP 
and Pratham as 
channel partners 
for selling 
Chotukool on a 
commission basis” 
(Balasrubrahmany
an & Vemuri, 
2011). “This 
“Nano” of 
refrigerators has 
been shortlisted 
for the prestigious 
Edison Awards 
and is now being 
marketed, 
appropriately 
innovatively, 
through 
community 
networks and 
micro-
entrepreneurs” 
(business-
standard.com , 
2013-05-12). 
”Postmen are 
now delivering 
refrigerators to 
rural homes. In a 
unique 
marketing 
proposition, 
Godrej has tied up 
with the Indian 
Postal department 
to sell small 
capacity 
refrigerators to 
village homes” 
(indiaexpress.com, 
2013-05-12). ”We 
approached the 
potential 
consumers 
through women 
micro 
entrepreneurs 
through NGO 
’Swayam 
Shikshan Proyog’ 
(SSP)” (jica.go.jp, 
2013-05-
13). ”Sakhi Retail 
is a rural 
marketing and 
distribution 
company that 
reaches out 
affordable, clean, 
green and high 
impact products to 
low income 
households, 
through its unique 
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network of 
village level 
women 
entrepreneurs or 
Sakhis at the 
grassroots” 
(sspindia.org, 
2013-05-13). 

What kind of 
local 
partnerships 
have you 
established? 

Through NGOs we 
got local 
entrepreneurs The 
NGO has women 
self-help-groups 
from which First 
Energy select 
entrepreneurs . The 
local entrepreneurs 
reach out to the 
villages. The NGOs 
have multiple 
touchpoints in the 
village, at least 10-
15 members who 
are associated with 
the NGO in some 
way or another. 
These peope 
become our 
spokepersons in 
the village. So, we 
have 10-15 persons 
speaking about our 
product in each 
village" 
 

NGOs, local 
retailers like 
swayam shikshan 
prayog, Local 
entrepreneurs and 
regional 
distributions 

NGOs, MFIs and 
local 
entrepreneurs 

“For Chotukool, 
the Godrej group 
has junked the 
traditional model 
of a proprietary 
channel with a 
sales force and a 
distributor-dealer 
chain and has 
joined hands with 
micro-finance 
institutions” 
(business-
standard.com, 
2013-05-14). 
“Working with 
NGOs, self-help 
groups and 
micro-finance 
institutions” 
(Oxhip.org, 2013-
05-10).. 
“Shantipriya Gavali 
of Vashi village in 
Marathwada, the 
young woman you 
saw on the cover, 
is carrying the 
innovation on her 
head, literally and 
figuratively. She is 
part of a self-help 
group created and 
run by Swayam 
Shikshan Prayog, 
an NGO 
microfinance 
institution (MFI). 
Shantipriya is 
Godrej’s new 
retailer, one of 101 
such retailers it 
now has in 77 
villages” 
(business.oulokkin
dia.com, 2013-05-
10). ”We have 
tied up with NGOs 
we have tied up 
with the India 
Post” You have to 
reach it out to a 
very well 
distributed user 
base”. ”The way 
we communicate 
this is also an 
innovation” 
(youtube.com, 
2013-05-10). ”The 
company has tied 
up with the postal 
department to sell 
the product in 
rural areas across 
the country” 

”Skakti is not a 
one-company 
effort. The 
program involves 
a variety of other 
non-state and 
state actors and 
has worked with 
over 400 
organizations to 
date to recruit the 
women, provide 
associated 
training, and roll 
out related 
initiatives” 
(Unilever.com, 
2013-04-25). 
”Project Shakti 
targeted the very 
small villages 
(<2,000) and 
tapped into pre-
existing women’s 
self help groups 
(SHG).  Underpriv
ileged rural 
women were 
invited to become 
direct-to-
consumer sales 
distributors for 
HUL 
products(thesocial
marketplace.org, 
2013-05-02).. ”The 
company decided 
to tap into the 
growing number of 
women’s self-help 
groups that had 
been springing up 
around the 
country. These 
groups, about one 
million of which 
now exist across 
India, are usually 
formed to help 
women save 
money and borrow 
from each other to 
avoid the excessive 
demands of 
unscrupulous 
moneylenders 
(managementexch
ange.com, 
2013-05-02) 
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(dnaindia.com, 
2013-05-10). 
”Godrej invites 
institutions/ 
NGOs/ 
individuals/ social 
enterprise to 
partner in creating 
entrepreneurial 
framework across 
villages” 
(chotukool.in, 
2013-05-11). The 
company has also 
found the right 
distribution 
channel before 
rolling out the 
product. It has 
joined hands with 
non-governmental 
organizations, self-
help groups, and 
micro-finance 
institutions to 
reach out to the 
customers in 
villages (dare.co.in, 
2013-05-10). 
“Right from the 
beginning, G&B 
had a community-
led distribution 
model in mind for 
Chotukool. The 
model took shape 
as the company 
joined hands with 
non-governmental 
organizations, self-
help groups, and 
micro-finance 
institutions. In 
February 2008, 
after 
conversations with 
different NGOs, 
they finally went 
with Swayam 
Sikshan Prayog 
(SSP)”, 
(Balasrubrahmany
an & Vemuri, 
2011). 

- How many 
local partners 
do you have? 

"We had two NGOs 
initially and those 
had operations in 
fairly large areas". 
 

No empirical data No empirical data No empirical data ”Skakti is not a 
one-company 
effort. The 
program involves 
a variety of other 
non-state and state 
actors and has 
worked with over 
400 organizations 
to date to recruit 
the women, 
provide associated 
training, and roll 
out related 
initiatives” 
(Unilever.com, 
2013-04-25). 

-Why that 
amount 

"The job of a NGO is 
to be in areas in 
need of help. In 

No empirical data No empirical data No empirical data “The explosion in 
rural 
consumption and 
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urban areas there is 
not the same need. 
Typically the job of 
a NGO is to help 
people, like woman 
in need of job or 
children who run 
away from home. 
The rural areas are 
in more need of 
help and therefore 
you will typically 
find the good ones 
in such areas. The 
number we work 
with is depending 
on how many good 
ones is available. 
We have been 
fortunate to 
partner with good 
partners". 
 

growing 
competition for 
scarce resources 
demands that we 
embrace a new 
collaborative 
model of 
development. All 
stakeholders – 
government, 
NGOs, civil 
society and 
corporates – have 
a role in enabling 
this growth while 
overcoming the 
attendant 
challenges. With 
the right kind of 
public-private 
partnerships we 
can address these 
challenges by 
finding 
innovative 
solutions and 
build on the 
opportunities." 
(hul.co.in 2, 2013-
04-28) 

How many 
local 
entrepreneurs 
are employed? 

No empirical data “Today First 
Energy has 
reached over 
445,000 homes. 
This has been 
through a route to 
market channel of 
3000 village level 
entrepreneurs/dea
lers (several of 
whom are women) 
who sell the stove 
and fuel in the 
villages. This 
direct, intensive 
channel has helped 
supply over 
445,000 stoves 
and about 32,000 
tons of fuel to 
date.” 
(pciaonline.org 1, 
2013-05-10) 

“There are about 
600 women 
entrepreneurs. 
But how many 
are active at a 
given point in 
time cannot be 
said. It is 
different from 
time to time.” 
 

SSP: “The 
network relies on 
an army of Sakhis 
(friends) to sell 
the products. A 
year on, the Sakhi 
Retail network 
operates in 650 
villages and has 
850 Sakhis on its 
payroll” 
(business.outlooki
ndia.com 2, 2013-
05-10). “1000 
women 
entrepreneurs or 
Sakhis” 
(sspindia.org, 
2013-05-13). “The 
vision is to enable 
with 5000+ micro 
entrepreneurs 
with Rs.3000+ 
earning”, ( 
Oxhip.org, 2013-
05-10). 

”What I am most 
proud of is the fact 
that this little idea 
which started with 
17 women in one 
state is today over 
45,000 women 
touching more 
than 100,000 
villages across 
India”, Nitin 
Paranjpe, CEO of 
Hindustam 
Unilever 
(unilever.com, 
2013-04-25). 

Why that 
amount? 

No empirical data No empirical data No empirical data No empirical data ”We started out in 
2000, but only in 
2005 did we get 
some scale. Unless 
you are very 
patient, you 
won’t get very far 
with an initiative 
like this” 
(Unilever.com, 
2013-04-25).”As 
Hindustan 
Unilever plans for 
Shakti’s future, it 
has realized that 
the temptation to 
quickly scale up 
would be 
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counterproductiv
e and may not be 
manageable or 
sustainable. 
Instead, they are 
focused on 
consolidating 
their network 
and ensuring that 
their existing 
Shakti 
entrepreneurs 
are strengthened 
and can increase 
their profits for 
the overall 
benefit of their 
communities” 
(Unilever.com, 
2013-04-25) 

How did you 
use non-
traditional 
partner 
(1,2,3…n) to 
communicate 
with the low-
end segment? 

 

"The NGOs we 
partnered with are 
running a lot of 
self-help groups. 
They helped us get 
the village level 
entrepreneurs. 
They are working 
towards women 
empowerment and 
this is a opportunity 
for the woman. The 
NGO always look 
for opportunities to 
bring jobs to their 
self-help groups. 
The NGO thereby 
quickly gave us 
access to a network 
and a pool of 
women 
entrepreneurs to 
choose from. 
Within a month we 
could have a 
network in 50-100 
villages. So, number 
one they had a pool 
of ladies from 
whom we could 
chose. We did a 
good proper 
interview along 
with the lady and 
her family to see if 
she has proper 
support from her 
family and too see 
whether she is 
active in the village 
or not. All this 
things was 
facilitated by the 
NGO.  
"The most 
important and the 
single biggest 
communicator of 
our product 
benefits and usage 
is the dealer itself. 
For us the dealer 

“Apart from the 
NGOs, First Energy 
Oorja has forged 
tie-ups with dealer 
networks in rural 
markets, such as 
Adharam Energy, 
Sakhi Retail and 
Villgro Stores, to 
market their 
products in rural 
markets. One of 
the organizations 
involved in 
selling these 
stoves is Villgro 
Stores – an 
initiative by 
Villgro that 
employs VLEs to 
market and 
provide 
innovative 
affordable 
solutions to 
villagers. Villgro 
and First Energy 
Oorja involve the 
local community 
to better 
understand the 
needs and 
demands of the 
target group 
through constant 
interaction with 
local people. 
A similar strategy 
is followed by 
Adharam Energy 
Private Limited 
(AEPL), which 
employs VLEs, 
known as “Jyoti”. 
First Energy 
Oorja mandates 
the involvement 
of women from 
the local 
community who 
have never had 
sales experience 
is a vital 
component of 

“What we have to 
start with and that 
is what we have 
been doing. It has 
to be direct 
communication. 
To explain to 
them (BOP 
consumers) that 
this is a 
particular 
requirement 
which can be 
satisfied with this 
particular 
offering and it 
might give you 
benefit. So the 
starting point for 
all this is really 
direct 
communication 
and that is how 
we started when 
we started the 
early pallets and 
that is why you 
need to be going 
through a set of 
people who are 
quite close to the 
community that 
potentially will 
be needing the 
chotukool (local 
entrereneurs). 
And that is the 
reason you need 
a distribution 
channel and a 
communication 
that is about the 
same at this point 
in time. They are 
not two different 
things. The way 
that you reach 
out to the people 
is the same way 
you reach out 
with the 
communication.” 
“The NGOs and 
their social 

”Local men and 
women in villages 
are thus being 
roped in as 
entrepreneurs, 
who sell 
ChotuKool in their 
villages at a pre-
decided 
commission” 
(Dnaindia.com, 
2013-05-10). I 
have already sold 
six ChotuKools,” 
she says with 
pride. She markets 
ChotuKool to her 
villagers, explains 
its features and 
benefits using a 
flip-chart, and 
knocks on several 
doors every day to 
hard-sell it 
(business.outlooki
ndia.com 1, 2013-
05-10). “Mr. S 
(Sunderraman) 
explained that 
Godrej is 
spreading 
awareness about 
ChotuKool 
through 
partnership with 
an NGO (called 
SSP) to create 
activities, events 
and social 
gatherings- even 
a health camp” 
(emergingmarketsl
ab.thunderbird.ed
u, 2013-05-10).  
 “The product will 
be shown and 
promoted by the 
postmen on their 
visits to the 
villages and in 
rural schools. It 
will be displayed 
at post offices, 
where the staff will 

”The company 
decided to set up a 
direct-to-
consumer retail 
operation by 
creating a network 
of entrepreneurs 
to sell its products 
door-to-door” 
(elibrary.worldban
k.org, 2013-05-
10).“Thanks to its 
network of 45,000 
women, who 
demonstrate the 
Pureit and other 
Unilever 
products in their 
own homes. They 
then sell door to 
door around their 
villages, often from 
the back of 
bicycles” 
(Chotukool.in, 
2013-04-23). Each 
Shakti 
entrepreneur 
invests US$220 in 
stock at the 
outset—usually 
borrowing from 
self-help groups or 
microfinance 
banks—and aims 
to have around 
500 customers, 
mainlydrawnfro
mher village 
andfromsmaller 
villagesnearby.” 
(elibrary.worldban
k.org, 2013-05-
10).  "Termed 
Shakti Ammas 
(literally “strength 
mothers”), these 
women represent 
HUL and sell its 
home-care, health, 
and hygiene 
products in their 
villages” 
(thesocialmarketpl
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was a lady in the 
village, what we 
call a village level 
entrepreneur (VLE). 
She is a seller as 
well as a user. 
Those ladies are 
very close with the 
community. 
Everybody knows 
everybody else. 
Once the VLE 
becomes a user it is 
easier to connect 
with other people 
in the village. Invite 
them to her house 
and show the 
benefits of the 
product“. 
“It was very crucial 
that the villagers 
trusted the NGO. 
Thanks to the NGO 
they trusted us, 
took our product 
and they sold it in 
the villages. So, 
since they trusted 
the NGO, they 
invested and sold 
our product in the 
village” 
 
 

their business 
model. They 
believe that this 
will help in the 
overall growth of 
the market and 
largely the 
society” 
(web.mit.edu, 
2013-05-13) 
 

entrepreneurs 
and social 
organisations. 
That is how we 
reach out to 
people with our 
value proposition 
and the benefit 
our product give. 
So therefore in 
this case they are 
suitable for this 
kind of work and 
that is why we 
picked them. So 
starting point was 
the NGO as well as 
the channel to 
reach out.” 
“We started the 
work with the NGO 
channel. How do 
we communicate 
with this people 
we have to 
communicate by 
directly talk to 
them. So we had 
our own set of 
people which is a 
very small group 
of people, about 3-
4 people. These 3-
4 people went 
around and started 
understanding 
how to 
communicate, 
what to 
communicate. So 
we started using… 
in a very, very 
early state 
demonstrations it 
was trying to be 
with them (BOP 
consumers) and 
show them, make 
them use the 
product and that is 
how the earliest of 
communications 
are. Then at a 
second stage we 
created a bunch 
of slides or what I 
call a flip chart. 
Using these flip 
charts is a good 
way of 
communicating 
with them…” 
Mr. Sunderraman 
told in the pre-
study that “they 
“deliver after 
purchase with 
help of the postal 
office” 
 
“It is possible for 
the local guy to 
give the last stage 
of the 

brief visitors about 
tthe product” 
(dnaindia.com, 
2013-05-11). 
“Mishra 
told DNA that 
postmen are 
being trained to 
educate 
consumers about 
the features of 
the product. Once 
the training is 
over, they will 
start reaching out 
to consumers. 
The product will 
e shown and 
promoted by the 
postmen on their 
visits to the 
villages and in 
rural schools. It 
will be displayed 
at post offices, 
where the staff 
will brief visitors 
about the 
product.” 
(dnaindia.com, 
2013-05-11) 

ace.org, 2013-05-
02) 
”Shakti Vani, 
Hindustan 
Unilever seeks to 
spread 
awareness of 
good practice in 
health and 
hygiene, while 
also benefiting 
the business. 
Under this scheme, 
a local woman is 
appointed as 
‘Vani’ (voice) for 
a cluster of 
villages. She 
receives training 
on personal and 
community health, 
such as the 
importance of 
washing hands 
with soap and 
advice on pre- and 
post-natal care” 
(bitc.org.uk, 2013-
05-10). ”Shakti 
Vani (“Voice”) 
takes Project 
Shakti a stage 
further. Hindustan 
Unilever trains 
local women to 
give talks to 
villagers about 
basic health 
practices, such as 
good hygiene, 
disease 
prevention and 
pre- and post-
natal care, using 
visual business” 
(elibrary.worldban
k.org, 2013-05-
10). 
”iShakti: 
customized 
interaction with 
remote 
consumers” 
(hul.co.in, 2013-
04-29). ”Hindustan 
Unilever has 
created iShakti 
which provides 
rural India with 
access to 
information and 
social 
communication. 
The iShakti 
community 
portal, piloted in 
Andhra Pradesh, 
empowers 
communities by 
creating access to 
relevant 
information 
(such as 
employment, 
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distribution but 
how are you 
going to reach 
out to these 
people? 
Therefore you 
need a NGO that 
reach out to the 
local 
entrepreneurs, 
much wider, 
much deeper, 
much more 
widespread 
location in the 
market. 
Therefore the 
physically 
distribution have 
to go in tandem 
with the 
communication 
and the 
information 
distribution” 

health and 
agriculture) via 
computers in the 
homes of Shakti 
entrepreneurs” 
(bitc.org.uk, 2013-
05-10). This is 
designed to meet 
rural villagers’ 
information 
needs and 
provide 
organisations 
with 
communications 
access to those 
parts of the 
country not 
reached by TV, 
radio and 
newspapers. This 
involves creating 
village ‘kiosks’ 
containing 
internet-linked 
computers run by 
entrepreneurs” 
(unilever.se 2, 
2013-05-02). ”i-
Shakti, which has 
placed over 200 
computer kiosks in 
rural 
communities” 
(unilever.se 3, 
2013-05-02).  

Why do you 
use local 
partners as a 
communicatio
n channel? 

"That is because of 
the nature of this 
offer. It takes time 
to build up the 
ground network. 
To go on mass 
media before you 
have this ground is 
not always 
useful.The local 
NGO partners are 
now only one of the 
communication 
medias we use. And 
initially it worked 
as a very effective 
media because of 
the trust factor that 
they brought in to 
the whole picture. 
When people 
became aware of 
our product in the 
market it was easier 
for us to go ahead 
and move ahead 
and push the 
communication and 
then push it to 
mass media like TV 
and radio. It was a 
step by step 
process” 

“We had 
identified 
barriers like 
distrust and 
adulteration at 
local Kirana 
stores” [small 
stores usually 
below 500 sq. ft.] 
“First energy 
started to use a 
‘go-to-market-
strategy instead. 
First energy 
thought this 
would increase 
the sales of the 
Oorja stove by 
educating the 
customers about 
the solutions of 
the problems 
with the old 
solutions. 
(youtube.com, 
2013-05-13) 
“Partnering with 
other BoP 
organizations 
incurs less cost 
than establishing 
skill sets of 
distribution 
expertise within 
their own 
organizations”. 
(web.mit.edu, 
2013-05-13) “A 

“We worked with 
the NGOs in this 
whole journey 
that is because 
the NGOs are the 
closest to the 
community. What 
exists is a 
community not a 
market. The only  
market features 
that exist and can 
be analysed is 
demographics of 
age and location, 
geography and 
things like that. 
The market does 
not exist it is just 
a community and 
therefore the 
best way to reach 
out to this people 
is through those 
who are closest 
to the community 
and so therefore 
we thought that 
NGOs are a good 
way of reaching 
out.” 
“The exercise of 
communicating 
through traditional 
media is at a much 
much later period 
in time. It is not yet 
even relevant for 

"You need an 
alternate channel 
to reach these 
consumers. In 
that sense it is 
quite an innovative 
business model as 
we have moved to 
a network of self-
help groups, 
panchayats, and 
NGOs to help us, 
Menezes said” 
(chief operating 
officer at Godrej & 
Boyce) 
(Dnaindia.com, 
2013-05-10). “We 
need MFIs for 
their sheer 
power in selling 
concepts, more 
than the financial 
aspect,” says 
Ramesh Chembath, 
GM , Marketing, at 
Godrej & Boyce. 
“Their 
understanding of 
group dynamics, 
bonding and 
proximity to the 
customer is 
unparalleled”. 
(business.outlooki
ndia.com 1, 2013-
05-10). “We are 
using the ambit 

“To reach the 
millions of 
potential 
consumers in 
both urban areas 
and small remote 
villages where 
there is no retail 
distribution 
network, no 
advertising 
coverage, and 
poor roads and 
transport. HUL 
realized from the 
onset that its sales 
and distribution 
network gave it an 
edge over the 
competition” 
(thesocialmarketpl
ace.org, 2013-05-
02). “Hindustan 
Unilever was 
tapping into some 
of the rural 
populations 
through tools such 
as van road shows, 
but a large share 
remained outside 
its  reach due to 
poor media 
penetration that 
made 
conventional 
advertisement 
methods 
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MFI [NGO] 
Swayam 
Shikshan Prayog 
is selling BP 
Energy India 
cooking stoves. It 
accounts for 30% 
of Oorja Stoves, 
which was co-
created by 
villagers, sold 
(60,000 out of 
2,00,000) across 
the country by BP 
Energy. Also they 
have considerably 
reduced the 
distribution cost of 
fuel pallets for 
Oorja cooking 
stove from 75 
Paise per Kg to 2. 
This, they have 
achieved by better 
route planning and 
demand 
aggregation with 
the help of MFI.” 
indianmba.com 
(2013-05-15) 

us. When you are 
reaching out to a 
new set of 
customers with a 
new value 
proposition the 
only way you can 
communicate is 
direct, person to 
person. You 
cannot 
communicate in 
other way.” 
“Some of these 
NGOs have more 
prominently 
impact. They are 
doing some work 
in some areas and 
they are more 
suited for this kind 
of a work. So that 
is why we picked 
them.” 
“A project like this 
does not have any 
established 
channels or 
established ways 
of reaching out” 
“Since it is a 
disruptive value 
proposition we 
found that 
channel that is 
the closest to 
reach out to the 
people who are 
potentially the 
target was an 
NGO so we 
started the work 
with the NGO 
channel.” 

of such groups to 
penetrate the rural 
market. These 
groups also help 
us to make the 
customers aware 
about the 
product better 
than any other 
medium,conclude
s Sunderraman” 
(technologyreview
.in, 2013-05-10). 
 

ineffective” 
(Unilever.com, 
2013-04-25) “ 
 

What are the 
obstacles of 
using local 
partners as 
communicatio
n channel? 

“One problem that 
we face is that the 
NGOs are used to 
communicate to 
the villagers in a 
certain manner. 
They are not 
commercial 
minded persons. 
They have never 
been selling a 
product. So, their 
way of 
communicating and 
their way of 
connecting is very 
different from our 
way to connect 
cause they need to 
sell products now”. 
 

”The 
demonstration of 
the product on a 
ground level is 
perhaps the most 
critical thing to 
do but there is 
also where the 
challengers lie. If 
your out and 
demonstrate it is 
number one; a 
costly exercise, 
number two; a 
repetitive and 
difficult thing to 
do.” (youtube.com, 
2013-05-13). 

“There are a lot of 
social issues in 
the villages. The 
women have 
their role to play 
sometimes the 
women have 
expected certain 
things and not 
certain things or 
other things and so 
all this are typical 
things that we did 
experience. 
Because 
sometimes they 
are really affective 
even when they 
communicate very 
very bond. 
In a typical 
relation a women 
are not 
suppoused to go 
out. Some of the 
women are not 
allowed to do 
business and 
things like that. 
So these are 

“Issues related to 
reaching the non-
consumers, and 
arriving at models 
of micro-finance 
for the BOP 
consumers. Other 
scale-up 
challenges 
included massive 
market diversity 
in view of the 
different climatic 
conditions, 
cultural 
differences, and 
usage patterns. 
There were also 
critical issues like 
processing 
payments, 
transactional 
complexities with 
scale up and 
logistical support, 
which had to be 
addressed” 
(Balasrubrahmany
an & Vemuri, 
2011). “The 

“Firstly, that for a 
project like 
Shakti to be 
scalable and 
sustainable it has 
to be commercial 
and profitable. 
This is not a 
corporate social 
responsibility 
program. It is a 
business initiative 
with social 
benefits. Secondly, 
developing a 
business model 
like Shakti is not 
for the faint-
hearted or short-
sighted. It took us 
a long time and 
considerable 
refinement to get 
it right. This 
required 
unswerving 
senior-level 
commitment and 
considerable 
patience and 
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social nounce of 
that. Some of 
these nounce are 
today breaking. 
They are not 
actually 
sustainable in the 
society since the 
society is 
developing. So 
these kinds of 
issues do come 
up when we 
reach out to 
them”. 

overall challenge 
was to best 
determine how 
G&B could sort 
out the value 
proposition, cost 
structure and the 
entire supply chain 
with the help of a 
series of 
commercial pilots, 
in its attempts to 
zero in on the right 
business model” 
(Balasrubrahmany
an & Vemuri, 
2011). 
“Sunderraman said 
educating 
customers and 
building the 
distribution 
channel have been 
the biggest 
challenges.” 
"Educating the 
new end users, 
training the 
intermediaries 
and building the 
distribution 
infrastructure 
are major 
challenges. 
Communicating a 
distinct value 
proposition to the 
emerging 
consumers is also 
a challenge. 
Addressing these 
challenges has 
naturally taken 
some time" 
(articles.economict
imes.indiatimes.co
m, 2013-05-12). 
”Markets that do 
not exist cannot 
be analyzed. We 
can learn about it 
only by being 
with them and 
experimenting” 
(jica.go.jp, 2013-
05-13). ”No doubt, 
there are 
challenges at the 
BOP. Building 
skills in people at 
the BOP, creating 
income for them 
and driving 
affordability will 
remain a 
formidable 
challenge!” ”From 
our experience, 
we learn that we 
can solve many of 
these problems 
through 
collaborations” 
(jica.go.jp, 2013-

persistence, not 
traits quoted 
companies are 
always noted for. 
Hindustan 
Unilever was 
willing to accept 
lower rates of 
return in the 
short-term 
because it was 
prepared to take 
a long view” 
(elibrary.worldban
k.org, 2013-05-
10).”The first 
lesson has been 
about the need for 
commitment and 
patience in 
reaching  
untapped 
markets such as 
India’s rural 
poor. Shakti is a 
long-term effort” 
(Unilever.com, 
2013-04-
25)“Building the 
capabilities and 
skills of these 
ladies is one of 
our biggest 
challenges. They 
come from 
underprivileged 
homes and are 
not very 
educated,” 
explains Hemant 
Bakshi, the 
Executive Director 
of Customer 
Development at 
Hindustan 
Unilever. To 
address this 
skills gap, 
intensive training 
is required to 
help the women 
distributors 
become confident 
and independent” 
(Unilever.com, 
2013-04-25).“For 
a company like 
ours, the challenge 
was to think 
completely out of 
the box. To think 
of working with 
these rural women 
who had no 
apparent business 
skills at the time 
was a stretch,” 
explains 
Krishnendu 
Dasgupta, the 
company’s 
Regional Brand 
Manager whose 
portfolio includes 



 130 

05-13). Shakti” 
(Unilever.com, 
2013-04-25) 

Enabling 

To what extent 
do you have 
contact with 
local 
entrepreneurs 
and NGOs? 

“Quite extensive. 
Even today it is 
strong connections. 
Quite often 
executives meet 
the NGO partners. 
On the ground 
level it is on a daily 
basis. In my 
position I have 
connection on a 
weekly basis 
myself”. 
 

No empirical data “We go out to 
them through 
time to time. They 
do come to our 
establishment and 
we have 
workshops 
together with 
them to learn 
things. We reach 
the people. So, 
there are contacts 
from time to time 
it is not that it is 
every day…” 
“Not quite every 
week. It is 
enough to meet 
every three 
month or so. 
Some times there 
are more number 
of workshops. 
They might come, 
maybe twice for a 
couple of weeks 
or something like 
that and 
sometimes it 
takes up to three 
months.” 
 

No empirical data ”A rural sales 
promoter is 
responsible for 
several villages at 
a time and 
provides a 
helping hand to 
the women as 
they grow their 
businesses” 
(Unilever.com, 
2013-04-25). “It 
relies on a cost and 
resource-intensive 
distribution model, 
with one 
dedicated person 
assigned for 
every 35 to 40 
entrepreneurs. 
This high level of 
input has required 
strong company 
commitment to the 
initiative’s vision, 
as well as 
creativity and 
flexibility in 
changing the 
approach. “Getting 
the model right 
took a long time, 
and Shakti has 
evolved over the 
years,” says 
Krishnendu” 
(Unilever.com, 
2013-04-25). “Due 
to this intense 
level of required 
effort, a team of 
about 1,200 
people at 
Hindustan 
Unilever is 
involved in the 
initiative 
(Unilever.com, 
2013-04-25). 

How are local 
entrepreneur
s trained to 
communicate 
with the low-
end segment 

“We take them to a 
proper training 
course, we train 
them in product 
usage, the product 
benefit as well as 
certain selling 
skills. Also skills in 
how should they 
approach their own 
village”. 

“Capacity Building 
– The Partnership 
provided in-depth 
technical training 
in community 
outreach and 
education, stove 
design and 
performance, 
market 
development, and 
indoor air 
pollution and 
socio-economic 
impact monitoring, 
the four priority 
areas for 
sustainable 
programs. The 
Partnership also 

“How to use the 
flip charts and 
how to make the 
flip chart and get 
input from them to 
create these kind 
of things. It is 
almost like any 
other kind of 
training of the 
sales that you 
do.” 

Godrej & Boyce 
own training: “The 
youth are trained 
over 22 full days to 
take up a job as a 
salesperson, post 
the training. The 
programme 
includes 12 days of 
soft skills training, 
5 days of sales 
training, 2 days of 
assessment and 
certification 
processes and 5 
days of on-the-job 
training” 
(articles.timesofin
dia.com, 2013-05-
10). “Postmen are 

”Considerable 
investment is 
then made in 
training and 
coaching these 
women from 
extremely poor 
backgrounds to 
become highly 
competent and 
confident 
business 
operators” 
(elibrary.worldban
k.org, 2013-05-10) 
”The company 
provides training 
in selling, 
commercial 
knowledge and 
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supported active 
information 
exchange to help 
researchers, 
entrepreneurs, 
project 
implementers, and 
program directors 
learn from one 
another through 
regional 
workshops and 
international 
meetings and 
forums”. 
(pciaonline.org 2, 
2013-05-10) “The 
Villgro store 
performs the 
financial 
bundling of the 
product and 
extends credit to 
the end users 
through the VLE.” 
“First Energy Oorja 
uses a distribution 
mix of NGO and 
rural retail 
organizations to 
sell its product in 
rural BoP markets. 
The product is 
transferred from 
the company 
warehouse to the 
Villgro store, 
which is the retail 
division of Villgro 
in small towns. 
The Villgro store is 
used as a 
warehouse for the 
First Energy Oorja 
products and a 
hub/stockist for 
VLEs that 
distribute product 
in nearby villages. 
The store partners 
with a VLE who 
transports and 
sells the product in 
villages.” 
(web.mit.edu, 
2013-05-13) 

being trained to 
educate 
consumers about 
the features of the 
product. Once the 
training is over, 
they will start 
reaching out to 
consumers” 
(dnaindia.com, 
2013-05-11). 
“Entrepreneurs 
will be trained and 
nurtured to 
establish their own 
outlet under the 
name of 'Godrej 
Chota Demo 
Centers'” 
(Chotukool.in, 
2013-05-10). 
Trained by SSP: 
”Over 2000 
Sakhis have been 
trained on site 
practical market 
analysis, business 
skills, sales and 
marketing 
techniques, 
customer 
relationships and 
communication” 
(S sspindia.org, 
2013-05-13). 

bookkeeping to 
help them become 
micro-
entrepreneurs” 
(unilever.se 1, 
2013-05-01). ”The 
company provides 
selfhelp group 
women with 
training in 
selling, 
commercial 
knowledge and 
bookkeeping, 
teaching them to 
become fully-
fledged 
microentrepreneu
rs” (Unilever.se 2, 
2013-05-02). ”It is 
difficult for 
women on low-
incomes to visit 
the homes of 
those who are 
better off, while 
the caste system 
adds an extra 
layer of 
complexity. This 
meant teaching a 
lot of “soft” skills, 
such as 
confidence-
building” 
(elibrary.worldban
k.org, 2013-05-
10). ”Through the 
program, women 
acquire 
education, 
improved 
standing in their 
communities, and 
greater self-
esteem. They are 
often treated with 
more respect by 
their family, since 
they provide 
additional income” 
(Unilever.com, 
2013-04-25). 
Shakti Vani 
(‘Voice’) takes 
Project Shakti a 
stage further. 
Hindustan Lever is 
now training 
rural women to 
give talks to 
villagers about 
basic health 
practices, such as 
good hygiene, 
disease 
prevention and 
pre- and post-
natal care” 
(unilever.se 2, 
2013-05-02).  

How have you 
helped the 
local 

“It is not direct help 
but indirect by 
given them an 

“Sakhi retails has 
partnered with 
many companies” 

Mr. Sundarraman 
talks about the 
NGOs; “They build 

”Menezes (chief 
operating officer at 
Godrej & Boyce) 

”A typical 
entrepreneur 
earns about $15 to 
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entrepreneurs 
and NGOs to 
finance their 
business? 

adequate credit 
line. So they can 
manage their 
capital well. We 
have planned the 
business model in 
such a way that 
they are able to get 
investment from 
their network of 
village level 
entrepreneurs. So 
in a way the VLE 
have actually 
funded the 
business”. 

“Main 
partnerships 
concerns First 
energy” among 
others. A sakhi, 
typically, earns 
over Rs 2,000 per  
month as 
commission on 
sales of various  
products and 
Saki retail is 
nowadays a  
profit venture“ 
“Women who 
distribute the 
products not only 
earn a 
commission on 
sales, but also 
share profits as 
owners of the 
company” 
(planetedentrepre
neurs.com, 2013-
05-15) Each of the 
850 sakhis 
(friends) 
contributes Rs 
10,000 for the 
equity stake and 
takes on the role 
of an 
entrepreneur in 
her village. Each 
becomes member 
of SSP’self helps 
groups, stocking 
and selling a 
variety of goods By 
building rural  
women’s 
entrepreneurial 
skills, Sakhi Retail 
helps grassroots 
women increase 
income and attain 
sustainable 
livelihoods. 
Women who 
distribute the 
products not only 
earn a commission 
on sales, but also  
share profits as 
owners of the 
company. 
(planetedentrepre
neurs.com, 2013-
05-15) 

trust based on 
relationship, on 
the training and 
handholding and 
mentoring and 
also supporting 
in other ways. 
That is not the 
only thing they 
do, they do many, 
many other 
things. They do 
support when 
disaster, they 
support them on 
the development 
and they give 
some micro 
credits, so it is a 
much larger 
relationship”. 

said, the company 
has also been 
facilitating loans 
and easy finance 
schemes through 
micro-finance 
firms” 
(dnaindia.com, 
2013-05-10). 

$20 per month, 
often doubling 
household income” 
(Unilever.com, 
2013-04-25). 
“After an initial 
investment in 
stock - usually 
borrowing from 
self-help groups 
or micro-finance 
banks facilitated 
by Hindustan 
Lever - most 
Shakti 
entrepreneurs 
net a monthly 
profit of 700 - 
1 000 rupees 
(US$15 - 22)” 
(unilever.se 1, 
2013-05-02).  

How have you 
tried to build 
trust between 
you and the 
local 
entrepreneurs 
and NGOs? 

"We have a lot of 
contact with them 
and supply them 
with training. This 
is a new product, 
how does the 
villagers trust us, 
we are outsiders? 
So, the NGO works 
like a trust-bridge 
between the 
villagers and BP or 
First Energy. 

No empirical data “There are two 
stages.  . They have 
a constant contact 
with the 
entrepreneurs. 
They have close to 
600 women and 
they are in touch 
with them a lot 
more closely and 
talk frequently 
with each other. 
They build trust 
based on 

“ChotuKool was 
also awarded the 
Edison Gold 
Award for the 
Social Impact 
category” 
(Innosight.com, 
2013-05-10). “Mr. 
S (Sunderraman) 
says that ideally, 
only a minimal 
margin should be 
made on the BOP, 
as it is unethical 

“Partnerships 
have been crucial 
for increasing the 
programme’s 
credibility and 
ensuring adequate 
outreach” 
(bitc.org.uk, 2013-
05-10).“The 
partnerships we 
have developed so 
far to build the 
network have 
worked on the 
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Initially it is very 
difficult to get 
dealers who sell 
your products 
before it has 
become popular. 
Therefore it was 
very crucial that 
the villagers 
trusted the NGO. 
So, since they 
trusted the NGO, 
they invested and 
sold our product in 
the village".  

relationship, on 
the training and 
handholding and 
mentoring and 
also supporting in 
other ways. That is 
not the only thing 
they do, they do 
many, many other 
things. They do 
support when 
disaster, they 
support them on 
the development 
and they give 
some micro 
credits, so it is a 
much larger 
relationship.” 
About the NGOs: 
“It is about 
constantly being 
with them, talking 
with them 
bringing them 
into our 
company. Making 
them part of the 
strategy and 
building a kind of 
relationship with 
them in term of a 
shared purpose. 
That is the first 
way you can get 
trust. Your vision 
is to help these 
poor ladies and 
help these people 
development 
themselves. So 
business is one, 
society is the 
other thing and 
there is this 
overlapping 
between business 
and society that.” 
“It is first a need 
to solve the 
society and it is 
in the process of 
solving the 
society you also 
make some 
money” 
“There are two 
stages. We do 
bind up with the 
NGO as an 
organization. 
They have a 
constant contact 
with the 
entrepreneurs. 
They have close 
to 600 women 
and they are in 
touch with them 
a lot more closely 
and talk 
frequently with 
each other. They 
build trust based 

to sell products 
that would send 
people into debt” 
(emergingmarketsl
ab.thunderbird.ed
u, 2013-05-
10).  ”Godrej had 
the vision to 
improve 
livelihood, living 
standard and 
lifestyle in rural 
India by creating 
earning 
opportunities in 
villages, the 
product/service 
villagers sell 
would uplift their 
living standard, 
enhance the 
lifestyle of 
Customers and 
Entrepreneurs” 
(Balasrubrahmany
an & Vemuri, 
2011). ”Ensuring 
timely 
appointment, 
training and hand 
holding of 
entrepreneurial 
network” 
(websrv.godrej.co
m, 2013-05-10) 
Godrej DI 
(disruptive 
innovation) team 
worked closely 
with potential 
consumers to get 
insights on their 
needs, desired 
solutions and 
barriers to 
consumption 
(chotukool.in, 
2013-05-11). 
 

basis of mutual 
trust and mutual 
benefit” 
(elibrary.worldban
k.org, 2013-05-
10). “Selecting the 
right person to 
become a Shakti 
entrepreneur 
was key. We 
learned from 
experience that it 
had to be 
someone for 
whom earning 
$16 a month 
fundamentally 
changed her life, 
rather than made 
life a little easier. 
This means that 
the majority of 
our 
entrepreneurs 
are women from 
families living 
below the 
poverty line” 
(elibrary.worldban
k.org, 2013-05-
10). ”Hemant 
Bakshi, executive 
director (sales & 
customer 
development), 
HUL: "Since all of 
us are incurring 
high costs in the 
quest to go rural, it 
makes sense to 
partner and work 
out win-win 
deals."(articles.ec
onomictimes.india
times.com, 2013-
05-08) “A third 
lesson has been 
about aligning  
business goals 
with the emotional 
connect” 
(unilever.com, 
2013-04-25). ”This 
initiative has 
already changed 
their lives in ways 
that are much 
more profound 
than the income 
they earn selling 
soaps and 
shampoos. It has 
brought them 
self-esteem, a 
sense of 
empowerment 
and a place in 
society” 
(unilever.se 2, 
2013-05-02) "By 
sending young 
managers to 
spend time in 
Indian villages, 
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on relationship, 
on the training 
and handholding 
and mentoring 
and also 
supporting in 
other ways. That 
is not the only 
thing they do, 
they do many, 
many other 
things. They do 
support when 
disaster, they 
support them on 
the development 
and they give 
some micro 
credits, so it is a 
much larger 
relationship.” 
“It is about 
constantly being 
with them, 
talking with them 
bringing them 
into our 
company. Making 
them part of the 
strategy and 
building a kind of 
relationship with 
them in term of a 
shared purpose. 
That is the first 
way you can get 
trust. Your vision 
is to help these 
poor ladies and 
help these people 
development 
themselves. So 
business is one, 
society is the 
other thing and 
there is this 
overlapping 
between business 
and society that. “ 
 

we are sensitising 
them to the 
ground realities 
that many of them 
never get a feel of 
while growing up 
in large cities. The 
experiences they 
have in these 
villages stay with 
them through their 
careers and this 
has gone a long 
way in making 
them more 
human 
managers” 
(Managementexch
ange.com, 2013-
04-27). For 6 long 
months they 
shared the life of a 
travelling 
salesman, staying 
in the same lodges, 
eating the same 
food, drinking the 
same suspiciously 
colored liquids 
that traders 
offered them in the 
market 
(Managementexch
ange.com, 2013-
04-27). ”1. By 
living with rural 
consumers, young 
managers acquired 
an intimate 
understanding of 
their consumption 
habits and culture. 
This would help 
them many years 
later when 
launching new 
products and 
campaigns. 2. In 
participating in 
socially relevant 
projects, they 
were able to 
understand the 
gravity of their 
situation and act 
with responsibility 
when in positions 
of power later in 
their careers. .3. In 
living in the same 
conditions as the 
poorest sections of 
society, they 
would acquire a 
sense of meaning 
in the work they 
were doing”. 
(Managementexch
ange.com, 2013-
04-27). ”Till 
today, managers 
spend 6-8 weeks 
as a part of their 
12-month 
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training program 
living in a village 
in rural India and 
contributing to 
the local 
community. 
Projects they 
undertake include: 
Building a supply 
chain to eliminate 
middle-men for 
local produce, 
Raising awareness 
about the benefits 
of hand washing, 
Educating the 
community about 
family planning, 
Teaching in the 
village school for a 
month, Raising 
awareness about 
child nutrition, 
Helping self-help 
groups become 
financially 
independent, 
Empowering 
women 
entrepreneurs to 
sell company 
products” 
(managementexch
ange.com, 2013-
04-27) 
 
”Allen Sequeira, 
Executive Vice 
President - Group 
HR and Leadership 
Development, 
Mahindra group 
commenting on 
the program says, 
"The HUL Rural 
Immersion Scheme 
has been a 
benchmark for 
Industry for the 
past few decades 
since it was 
conceptualised 
and rolled out. In 
particular, the 
eight weeks spent 
on a rural stint 
with hands-on 
projects in 
Educating Poor 
Children, Women's 
Empowerment, 
Nutrition and 
Health, 
Community 
Initiatives etc have 
gone a long way in 
nurturing and 
grooming talent 
for Senior 
Managerial Roles 
in the future. 
Involvement in 
Community 
Projects 
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especially for the 
poorest of the 
poor instills the 
values of Sharing, 
Empathy, 
Community 
Ethos, Sensitivity 
to the problems 
of the less 
fortunate, the 
importance of 
Team Work and 
Collaboration in 
Groups, dealing 
with Complexity 
and Ambiguity and 
utilisation of 
Resources in 
Resource 
Constrained 
Environment. Far 
and away, the key 
takeaway I 
presume for any 
Manager from this 
Programme would 
be coming to terms 
with the majority 
of the populace 
who live in rural 
areas in India and 
who are also our 
potential 
consumers and at 
the end of it all, 
making us all 
much more human 
and having 
meaning and 
purpose in our 
humdrum lives".” 
(Managementexch
ange.com, 2013-
04-27). ”Employer 
of choice. This 
year, we were 
voted the number 
one FMCG (fast-
moving consumer 
goods) employer 
of choice among 
graduates in 20 
countries. 
Potential 
employees in 
markets as diverse 
as Russia and 
Vietnam, Brazil 
and Bangladesh, or 
Indonesia and the 
UK think that we 
are the most 
attractive 
employer in our 
sector. We 
achieved this top 
ranking in several 
countries for the 
very first time, 
including Mexico, 
Germany and 
Spain – while in 
India we were 
employer of 
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choice, not just in 
our sector, but 
across the entire 
employment 
market” 
(unilever.com, 
2013-05-05).  

How have you 
tried to 
simplify the 
local 
entrepreneurs 
possibilities to 
communicate 
the product? 

“By giving them the 
necessary training 
about the 
product”. 

No empirical data “We created a 
bunch of slides or 
what I call a flip 
chart. Using these 
flip charts is a 
good way of 
communicating 
with them…” 
And we have 
given them some 
other aids and all 
but with some of 
these things they 
are not 
comfortable. You 
can give them a 
tablet and like 
android with 
which they could 
communicate but 
they are not 
comfortable. They 
just say we rather 
use our own ways 
of explaining.” 

Ni empirical data ”We improved 
the programme 
in 2012 by part 
funding mobile 
phones for a 
number of these 
sales people, 
equipping them 
with a simple 
application to 
drive sales. This 
low cost but very 
effective mobile 
technology helps 
them sell the 
right products, 
saving time 
during sales calls 
while increasing 
sales and 
earnings” 
(Unilever.com, 
2013-05-05).  

How have you 
supported the 
local 
entrepreneurs 
and NGOs in 
other ways? 

“Apart from the 
normal monetary 
incentives that is 
part of any 
business what we 
actually did was to 
develop the NGO 
into a business 
entity. They are 
making a 
commercial venture 
for the first time. 
We had to handle 
them in terms of 
developing their 
work into a 
business entity. So 
we played a crucial 
role in doing that”. 
 

“First Energy 
Oorja uses a 
distribution mix 
of NGO and rural 
retail 
organizations to 
sell its product in 
rural BoP markets. 
The product is 
transferred from 
the company 
warehouse to the 
Villgro store, 
which is the retail 
division of Villgro 
in small towns. 
The Villgro store is 
used as a 
warehouse for the 
First Energy Oorja 
products and a 
hub/stockist for 
VLEs that 
distribute product 
in nearby villages. 
The store 
partners with a 
VLE who 
transports and 
sells the product 
in villages.“ 
(web.mit.edu, 
2013-05-13) 

“We go out to 
them through 
time to time. 
They do come to 
our 
establishment 
and we have 
workshops 
together with 
them to learn 
things. We reach 
the people. So, 
there are contacts 
from time to time 
it is not that it is 
every day.” 
 
 

“Social Partners 
for spreading 
entrepreneurs, 
identifying 
potential 
entrepreneurs, 
supporting the 
selected 
entrepreneurs to 
establish ‘Godrej 
Chota Demo 
Center’” “Develop 
execution plan 
with enrolled 
NGOs / social 
organisations 
with clearly 
defined job 
responsibilities” 
(chotukool.in, 
2013-05-11) 
 

Shakti is just one 
example of the 
progress we are 
making towards 
our USLP goal of 
improving the 
livelihoods  of 
people across our 
value chain” 
(Unilever annual 
report, 2012:19 ) 

Educating and informing consumers 
What 
messages do 
you use for the 
low-end 
consumers? 

“In the initial phase 
it was all about the 
product and the 
product benefits. 
Once it was 
established across 
a certain 

First Energy, a 
Pune-based start-
up in the 
alternative 
energy space, 
was setup to offer 
a clean, 

“The 
communication 
must be put in 
the context that 
they live, the 
communication 
also includes the 

”He 
(Sunderraman) 
saw a fine line 
between 
marketing and 
creating 
awareness.  In an 

”We help people 
feel good, look 
good and get 
more out of life 
with brands and 
services that are 
good for them 
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geography it was 
more about the 
brand. The brand 
became associated 
with the product. 
Oorja is a solution. 
Oorja is not just a 
stove but a stove 
and a fuel. So when 
people say Oorja 
they do not usually, 
I mean when they 
say Oorja stove 
what they actually 
mean is Oorja stove 
and the fuel. So 
from a product 
centric 
communication it 
moved on to a 
brand centric 
communication”. 

affordable and 
accessible 
cooking solution 
to the under-
served. 
(betterindia.com, 
2013-05-10)“The 
poor in developing 
countries still burn 
biomass energy in 
what amounts to 
open fires. The 
smoke produced 
by these 
primitiave stoves 
has been 
associated with a 
number of 
diseases, the most 
serious of which is 
acute respiratory 
illness such as 
bronchitis and 
pneumonia” 
(energyfordevelop
ment.com, 2013-
05-13).  Because 
its fuel is easily 
available in the 
neighborhood, 
Oorja is 
eliminating the 
need to collect 
and store 
firewood. For 
households who 
still aspire to 
own the LPG 
stove, it has given 
them an 
affordable 
alternative. Along 
the way, Oorja is 
also helping to 
reduce black 
carbon 
emissions. 
(thebetterindia.co
m, 2013-05-10)  

improves, the 
benefits that is. So 
there is a whole lot 
of their experience 
and also it adds up 
to do some of the 
experience of the 
other people and 
how you put the 
credibility from 
other people. It is 
a bundle of things 
to communicate. 
It is almost 
impossible to get 
it down to a 
single message. 
They would not 
understand it.” 

ideal world he 
surmises that the 
best marketing for 
the BOP is no 
marketing at all 
(but he does state 
that awareness is 
needed and has its 
place)” 
(emergingmarketsl
ab.thunderbird.ed
u, 2013-05-10). 
“With brands you 
can believe in, 
service excellence 
you can count on 
and the promise 
of brighter living 
for every 
customer, Godrej 
knows what makes 
India tick today” 
(Godrej.com, 
2013-05-11). 
Godrej had the 
vision to improve 
livelihood, living 
standard and 
lifestyle in rural 
India 
(Balasrubrahmany
an & Vemuri, 
2011). 

and good for 
others”. (hul.co.in, 
2013-04-28). 
”Shakti 
entrepreneurs, 
Shakti Vanis and 
i-Shakti together 
represent a huge 
inter-connected 
network and a 
major 
communications 
channel, opening 
up a huge flow of 
information and 
education to vast 
tracts of rural 
India” 
(elibrary.worldban
k.org, 2013-05-
10). 

Why is this 
message used? 

"In the initial phase 
you need people to 
trust your product 
but when you have 
success and people 
talk about the 
product brand 
messages can be 
used". 

“A problem we 
have is that 
cooking with fire 
wood is for free. 
So what we need 
to do here is to 
inform the 
villages about the 
advantages of 
Oorja pellets and 
make them value 
the solutions 
higher than the 
free solutions 
with fire wood.” 
(youtube.com, 
2013-05-13) “The 
poor in developing 
countries still burn 
biomass energy in 
what amounts to 
open fires. The 
smoke produced 
by these primitive 
stoves has been 

“We have been 
trying to find that 
one message. 
There are a lot of 
messages that you 
see 
Internationally. All 
this big companies 
have two or three 
words as a 
message like “trust 
us wherever you 
go” or something. 
All this does not 
make any sense for 
the rural people. 
They want to 
know the 
specifics of the 
product and what 
is the benefit. 
What do I get and 
how do I operate. 
So you know when 
we get that into an 

“We understand 
that there is 
some moral 
decay in 
profusely and 
overtly 
advertising to the 
rural markets” 
(emergingmarketsl
ab.thunderbird.ed
u, 2013-05-10). 
 

”While Hindustan 
Lever is intent on 
building its rural 
sales and market 
share, it is 
equally 
committed to 
improving the 
lives and 
livelihoods of 
people in India 
(unilever.se 2, 
2013-05-02).  
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associated with a 
number of 
diseases, the most 
serious of which is 
acute respiratory 
illness such as 
bronchitis and 
pneumonia” 
(energyfordevelop
ment.com, 2013-
05-13). “There 
appears to be 
rising demand for 
this class of stoves 
in the rural user 
groups that do not 
lack availability of 
biomass fuel, as 
well as the urban 
users who have 
difficulty in 
sourcing any kind 
of fuel in an 
affordable manner. 
This demand is 
traced to a clear 
desire of the user 
to own something 
that operates in a 
manner close to 
what LPG stove 
does, which is the 
aspirational 
benchmark.” 
(pciaonline.org 1, 
2013-05-10)   
 

abstract message 
for communication 
which is the way 
the 
communication 
really happens it 
does not work any 
other way. The 
smallest, 
beautiful is a nice 
message but they 
(BOP consumers) 
want to know 
why is it small, 
why is it 
beautiful. At the 
end of the day 
these people are 
not into the 
abstract world.” 
“What do I get 
and how do I 
operate?” “They 
want very 
concrete things. 
They want to 
know number 
one it works like 
that number two 
it gets power like 
that number 
three I can save 
so much number 
four it can be 
helpful. So it is 
important to be 
very, very 
specific when 
talking with 
these people. Is 
there a single 
way of 
communicating? 
Is there a way of 
communicating 
that can be very 
interesting for 
people? I do not 
know. It is not 
efficient to give 
fifteen messages 
in a single 
communication 
but it is 
important that 
we do it as I see 
it, with these 
people.” 
“These people 
(BOP consumers) 
are not well 
educated so it is 
very difficult to 
communicate 
with them. They 
speak their 
language, and the 
most important 
thing is…there 
are no perception 
of need yet. So 
you have to 
create a sense of 
need for this 
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people. That’s an 
important 
barrier for 
communication” 
“There are 
different barriers 
for different 
kinds of people, 
one of the 
barriers are the 
ability to 
understand the 
need of the 
product, the 
benefit of the 
product” 

How is this 
message used? 

No empirical data First Energy Oorja 
depends mainly on 
local NGOs and 
VLE for the 
marketing and 
distribution of the 
stove” 
(web.mit.edu, 
2013-05-13)  

“In a very, very 
early state 
demonstrations it 
was trying to be 
with them (BOP 
consumers) and 
show them, make 
them use the 
product and that is 
how the earliest of 
communications 
are.  
In the flip chart 
“There are 
sections of what 
their (BOP 
consumers) 
problems are” 
“There are 
sections of how 
the problems can 
be solved, there 
are sections of 
how it gives you 
benefit. There 
are sections of 
saying if you do 
have a problem 
with the product, 
how you can get 
it solved” 

No empirical data ”While Hindustan 
Lever is intent on 
building its rural 
sales and market 
share, it is 
equally 
committed to 
improving the 
lives and 
livelihoods of 
people in India 
(unilever.se 2, 
2013-05-02).  

How have the 
local 
entrepreneurs 
been 
instructed to 
communicate 
the problem 
your product 
solves? 

”You start with the 
problem and 
magnify it. Indoor 
pollution have been 
there for ages and 
people are used to 
it. But when you in 
a group gathering 
present facts, real 
facts, saying that 
because of indoor 
pollution so and so 
many ladies actually 
die from diseases 
related to indoor air 
polution then you 
ask a group of 
gathered women; 
look you spend five 
hours collecting 
firewood for 
cooking and other 
activities, what if 
you were able to 
save three hours? 
What could you do? 

No empirical data “it is important to 
be very, very 
specific when 
talking with these 
people.” 
“we train them out 
with the flip 
charts, we also 
train them out to 
give 
demonstrations 
and then they 
establish their 
own ways of 
communicating 
to the people 
based on the mix 
of these things” 
“Initially we have 
a kind of a script 
that script is 
changed on the 
charts depending 
on who uses it. 
we tailor it based 
on the people you 
work with.” “The 

"The rural markets 
have unevenly 
developed power 
and road 
infrastructure. 
Chotukool delivers 
a distinctly 
different set of 
benefits to the 
different set of 
users under these 
circumstances," 
Sunderraman said. 
“G. Sunderraman, 
vice president, 
corporate 
development, 
Godrej & Boyce, 
says, ‘All the 
manufacturers vie 
each other for 
meeting the 
demands of high-
end users, but 
what many forget 
is that it is the 
segment of non-

”Shakti Vani 
already runs an 
extensive 
hygiene 
education 
program with 
Lifebuoy to 
create awareness 
about the 
importance of 
handwashing 
with soap” 
(elibrary.worldban
k.org, 2013-05-
10). Educational 
initiatives are 
important because 
lack of awareness 
of basic hygiene 
practices is 
estimated to kill 
over 500,000 
children in rural 
India every year. 
By creating 
Shakti Vani, 
Hindustan 
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Then someone in 
the crowd would 
answer I could go 
work in the field, I 
could sew clothes, I 
can do eggs, I can 
do things. Once you 
start talking about 
it they will see the 
problem. It is not 
just one problem, it 
is not only indoor 
pollution. It is a 
problem of dying, it 
is a problem of 
health, it is a 
problem of what I 
can do with my 
time. So once you 
magnify the 
problem it is clear 
before their eyes 
and then you 
present the 
solution. If we do 
not do this, saying 
only; this is a 
cooking stove, you 
can cook on this, 
they would take it 
as just another 
stove. We have to 
present that this is 
a solution for a 
problem”. 
  

more 
experienced 
people can flip 
through it in a 
different way and 
create the right 
kind of a 
personalized 
chart” 
“Okay, we try 
different pictures 
to different. There 
are sections of 
what their 
problems are and 
there are sections 
of how the 
problems can be 
solved, there are 
sections of how it 
gives you benefit. 
There are sections 
of saying of you do 
have a problem 
with the product, 
how you can get it 
solved. It is like a 
sales speech”. 
 
 
 

users that’s the 
biggest market in 
India. With 
Chotukool, we 
target the bottom 
of the pyramid 
customers who 
don’t even use 
refrigerators’” 
(dare.co.in, 2013-
05-10). 

Unilever seeks to 
spread 
awareness of 
good practice in 
health and 
hygiene, while 
also benefiting 
the business. 
Under this scheme, 
a local woman is 
appointed as 
‘Vani’ (voice) for 
a cluster of 
villages. She 
receives training 
on personal and 
community health, 
such as the 
importance of 
washing hands 
with soap and 
advice on pre- and 
post-natal care. 
The women are 
also provided 
with 
communication 
materials, such as 
pictorial 
information that 
can be 
understood by 
illiterate people. 
Women attend 
meetings, organise 
school contact 
programmes and 
use other social 
occasions to 
spread the word 
on improving 
health and 
hygiene" 
(bitc.org.uk, 2013-
05-10). ”The 
company claims 
that by a simple 
act of washing 
hands more 
frequently or 
before 
undertaking any 
activity that can 
affect human 
health the 
incidents of 
diahorrea can be 
brought down by 
50 percent” 
(thaindian.com, 
2013-05-01). ”We 
are continually 
exploring ways in 
which Shakti can 
create an even 
bigger impact on 
health and 
hygiene and take 
both business 
and social 
development to 
the next level” 
(elibrary.worldban
k.org, 2013-05-
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10).  
How are the 
local 
entrepreneurs 
instructed to 
communicate 
the product 
attributes to 
the low-end 
consumers? 

"The women 
entrepreneurs sells 
to their community 
in a one-to-one 
approach. We  had 
local level 
activation program 
where our 
promotional team 
would go from 
village to village. 
They would play 
videos, organize 
crowds, they would 
explain about the 
company, they 
would speak about 
the product, they 
would give a 
product 
demonstration. 
They would also try 
to answer whatever 
queries the people 
have”. 

“’Oorja is 
essentially a 
product for the 
woman of the 
house. We set 
about creating a 
network of 
prominent 
women in the 
villages who had 
some influence 
over large 
communities. 
They were our 
village level 
entrepreneurs. 
They would go 
from door-to-
door, giving 
demos and 
convincing other 
women to buy. 
That really 
worked’, reveals 
Mukund 
Deogankar, 
Operations 
Director at First 
Energy.” 
(energyfordevelop
ment.com, 2013-
05-13)“Awareness 
building on an 
ongoing basis and 
also clear 
messages on 
convenience and 
benefits”. “All 
aspects of 
marketing need to 
be deployed to 
raise awareness, 
but the most 
critical challenge is 
to convert 
awareness to trial 
to adoption” 
(pciaonline.org 1, 
2013-05-10)  

“Not attributes, the 
communication 
must be put in the 
context that they 
live“. 
“Initially we have 
a kind of a script 
that talk so we talk 
first chart, second 
chart, third chart. 
We tailor it based 
on the people you 
work with. After 
some experience 
we realized that 
we could keep 
changing the 
script and we can 
make it quite 
interesting to 
people. So 
different, the more 
experienced 
people can flip 
through it in a 
different way and 
create the right 
kind of a 
personalized chart. 
“See we train them 
out with the flip 
charts, we also 
train them out to 
give 
demonstrations 
and then they 
establish their 
own ways of 
communicating 
to the people 
based on the mix 
of these things. 
And we have 
given them some 
other aids and all 
but with some of 
these things they 
are not 
comfortable. You 
can give them a 
tablet and like 
android with 
which they could 
communicate but 
they are not 
comfortable. They 
just say we rather 
use our own ways 
of explaining.” 

“Chotukol is sold 
on features and 
functionality” 
(emergingmarketsl
ab.thunderbird.ed
u, 2013-05-
10). “Postmen are 
being trained to 
educate 
consumers about 
the features of 
the product” 
(dnaindia.com, 
2013-05-10). 
“’The company 
has set itself is ‘to 
create a market 
where none 
exists’. This 
entails educating 
people about 
products that can 
improve their 
living standards. 
Demonstrations, 
promotional 
booths at village 
fairs, posters and 
drawings are all 
part of this 
exercise” 
(business.outlooki
ndia.com 2, 2013-
05-10). “Those 
women 
entrepreneurs 
who demonstrated 
and sold 
Chotukool earned 
supplementary 
income”.  
 

”The company 
decided to set up a 
direct-to-
consumer retail 
operation by 
creating a network 
of entrepreneurs 
to sell its products 
door-to-door” 
(elibrary.worldban
k.org, 2013-05-
10).“Thanks to its 
network of 45,000 
women, who 
demonstrate the 
Pureit and other 
Unilever 
products in their 
own homes. They 
then sell door to 
door around 
their villages, 
often from the 
back of bicycles” 
(Chotukool.in, 
2013-04-23). 
“Hindustan 
Unilever was 
tapping into some 
of the rural 
populations 
through tools such 
as van road shows, 
but a large share 
remained outside 
its due to reach 
poor media 
penetration that 
made conventional 
advertisement 
methods 
ineffective” 
(Unilever.com, 
2013-04-25) 
Consumer 
Engagement: In 
the second step, 
post the mohalla 
activity, the 
promoters go 
door-to-door and 
conduct consumer 
home visits to 
generate trials 
where they offer 
promotions to the 
consumers. 
(campaignindia.in, 
2013-05-15) 

How is trust 
between the 
local partner 
and the 
community 
built? 

“The trust is 
already there 
between the local 
entrepreneurs and 
the NGOs while the 
local entrepreneurs 
are trusted in the 
community. Once 
the product 
became a success 
the relations 
strengthened 
further. You trust 

“By giving 
dealers an 
incentive to keep 
supplying the 
pellets long after 
they make their 
first commission 
on the stove, BP 
has swerved 
away from the 
longtime practice 
of dumping a 
stove on 
consumers and 

“They (NGOs) have 
a constant contact 
with the 
entrepreneurs. 
They have close 
to 600 women 
and they are in 
touch with them 
a lot more closely 
and talk 
frequently with 
each other. They 
build trust based 
on relationship, 

“Swayam Sikshan 
Prayog (SSP) 
which had an 
excellent record 
in the community 
and had 
developed trust 
with the 
villagers” 
(Balasrubrahmany
an & Vemuri, 
2011).“G 
Sunderraman, said 
the Indian Post 

”Each 
entrepreneur 
aims to have 
around 500 
customers, 
mainly drawn 
from her village’s 
self-help groups 
and from nearby 
smaller villages”. 
(unilever.se 2, 
2013-05-02). ”By 
selling directly to 
consumers, the 
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somebody and 
takes the business 
on his or her word 
and when it 
actually turn out to 
be a success than 
you trust that 
person even more. 
As simple as that. 
The local 
entrepreneurs 
started trusting the 
NGOs even more 
and therefore 
always keep our 
interest in mind”.  

letting them fend 
for themselves to 
find fuel.”  
(yaleglobal.yale.ed
u, 2013-05-10) 

on the training 
and handholding 
and mentoring 
and also 
supporting in 
other ways.” 
 
“There are three 
things or reasons 
why we went to 
women. It is 
because a lot of 
these kind of thing 
about the product 
Chotukool are 
impacting the 
house wifes and 
their life and the 
people who are 
the closest to 
them are women 
rather then the 
men. Men might 
look at it from 
more of a 
consiuous while 
women see the 
benefit the 
product give and 
the impact it can 
give to their lifes 
so we thought 
that maybe 
women are the 
best way of 
reaching out”. 

and Godrej 
partnership is a 
classic example 
of developing a 
socially 
responsible 
business as we 
together are trying 
to reach out to the 
customers at the 
lowest cost in 
order to make a 
difference to the 
lives of their 
families” 
(dnaindia.com, 
2013-05-11). “You 
have to always find 
a sustainable 
solution while 
catering to the 
BOP segment. 
From the demand 
side, socially 
responsible 
business can help 
inform 
consumption 
patterns 
“(dare.co.in, 2013-
05-10). “It helps 
that SSP has been 
involved with 
these villagers 
for over 15 years. 
The one-to-one 
relationship, 
while increasing 
trust, also leads 
to high 
expectations” 
(business.outlooki
ndia.com 2, 2013-
05-10). “The 
women (local 
entrepreneurs) 
are close to the 
community 
(jica.go.jp, 2013-
05-13).  ”Sakhis 
belong to rural 
communities 
where SSP has 
trusted 
relationships for 
over a decade” 
(sspindia.org, 
2013-05-13). 
“Their 
understanding of 
group dynamics, 
bonding and 
proximity to the 
customer is 
unparalleled”. 
(business.outlooki
ndia.com 1, 2013-
05-10). 
“Chotukool 
systematically 
attempted to 
involve BOP 
communities in 
many aspects of 

women take on a 
role of 
influencers, 
strengthening 
their position in 
the local 
community” 
(Unilever.com, 
2013-04-25). ”The 
company wanted 
to focus on women 
from the 
beginning. This 
was not only 
because women 
tended to be its 
main consumers, 
but also because of 
the belief that 
giving additional 
income to women 
would result in 
grater benefits for 
the household as a 
whole” 
(Unilever.com, 
2013-04-25). 
“Hindustan 
Unilever has 
always believed 
in an approach to 
doing business 
which we’ve 
called ‘doing well 
by doing good”, 
Nitin Paranjpe, the 
company’s CEO 
and Managing 
Director has said. 
(Unilever.com, 
2013-04-25). “To 
increase the 
credentials of 
Shakti 
entrepreneurs 
and enhance the 
standard of life of 
the rural 
community, 
social activities 
like medical 
camps and 
education 
programs are 
run” 
(Unilever.com, 
2013-04-25). ”The 
initiative has led to 
increased income 
for women and 
improved 
community 
wellbeing” 
(Unilever.com, 
2013-04-25). ”A 
recent 
independent study 
showed that Shakti 
women are more 
confident about 
socializing, more 
likely to take lead 
roles in public 
activities, and 
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business by co-
creation and 
transfer some 
value add back to 
the BOP 
community” 
”(jica.go.jp, 2013-
05-13). 

enjoy higher 
recognition and 
social status 
among local 
people” 
(elibrary.worldban
k.org, 2013-05-
10). “Working 
with women in 
rural 
communities is 
not only helping 
local 
communities but 
also establishing 
it as a leader in 
gender issues 
and creating 
positive 
reputation 
effects” 
(Unilever.com, 
2013-04-25). 
“Project Shakti is 
an excellent 
example of ‘doing 
well by doing 
good’,” Mr 
Manwani 
(hul.co.in, 2013-
05-28) 

How is the 
brand used in 
the 
communicatio
n with the 
low-end 
consumers? 

"In the initial phase 
it was all about the 
product and the 
product benefits. 
Once it was 
established across 
a certain 
geography it was 
more about the 
brand. So people 
recollect the brand. 
The brand became 
associated with the 
product". 

No empirical data  “We have been 
trying to find that 
one message… All 
this big 
companies have 
two or three 
words as a 
message like 
‘trust us 
wherever you go’ 
or something. All 
this does not 
make any sense 
for the rural 
people”. “the 
smallest, 
beautiful is a nice 
message but they 
(BOP consumers) 
want to know 
why is it small, 
why is it 
beautiful? At the 
end of the day 
these people are 
not into the 
abstract world. 
They want very 
concrete things. 
“It is not efficient 
to give fifteen 
messages in a 
single 
communication 
but it is 
important that 
we do it as I see 
it, with these 
people.” 

“Godrej, the Most 
Preferred Brand 
in refrigerators, 
enjoys the trust 
of millions of 
consumers all 
over the country” 
(websrv.godrej.co
m, 2013-05-10). 
 

Shakti benefits 
business by 
significantly 
enhancing HUL’s 
direct rural 
reach, and by 
enabling its 
brands to 
communicate 
effectively in 
media-dark 
regions” 
(ruralmarketing.or
g, 2013-05-20) 
”In addition to the 
immediate 
financial benefits, 
the work of 
Shakti 
entrepreneurs as 
brand 
ambassadors has 
been crucial for 
building long-
term brand 
loyalty for 
Hindustan 
Unilever 
(Unilever.com, 
2013-04-25). 
”With Hindustan 
Unilever focused 
on longterm 
opportunities, it 
has viewed 
Shakti as crucial 
to building brand 
loyalty and 
reputation with a 
large future 
consumer 
segment. The 
company knows 
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that working with 
women in rural 
communities is 
not only helping 
local 
communities but 
also establishing 
it as a leader in 
gender issues 
and creating 
positive 
reputation 
effects” 
(Unilever.com, 
2013-04-25). 
1. ‘Khushiyon Ki 
Doli’isn’t HUL’s 
first rural 
marketing foray by 
any means, but it 
could well be their 
most ambitious. 
"While we have 
done a lot of 
individual brand-
led rural activities, 
‘Khushiyon Ki Doli’ 
is the first multi-
brand rural 
engagement 
module started by 
HUL," said 
Krishnan 
Sundaram, 
marketing 
manager – 
premium fabric 
wash. "In both 
scale and depth, it 
will be the largest 
such activity ever 
undertaken." 
During the year, 
14 million 
consumers in 
35,000 villages 
have been set as 
the target for 
contact, with the 
aid of Ogilvy 
Outreach. 
2. According to an 
explanatory note 
from HUL, "The 
main objective of 
the campaign is 
to reach out to 
media dark 
villages with HUL 
brand messages 
and to engage 
with consumers 
deeply to rapidly 
change brand 
adoption 
metrics." The way 
they’re going 
about it is to 
change the 
attitude of the 
rural audience to 
inculcate good 
hygiene, and in 
the process, the 
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company hopes 
to create greater 
preference for its 
brands. The note 
elaborates, 
"Through a multi-
brand approach, 
Khushiyon Ki Doli 
also helps to create 
a cost-efficient 
rural activation 
module. It involves 
various personal 
care and home 
care brands of HUL 
including Wheel, 
Surf Excel, Fair & 
Lovely, Sunsilk, 
Vim, Lifebuoy and 
Close Up." 
Awareness: The 
first step is 
achieved through 
4-5 teams of 
promoters who 
head to each 
village and invite 
the residents to 
gatherings that are 
termed ‘mohallas’ 
to make them 
aware of the 
company and its 
products. The 
events are 
conducted in the 
local language for 
small focused 
groups which is 
supposed to 
encourage greater 
engagement and 
involvement for 
the audience. The 
note says, “During 
this activity, 
brands are 
introduced with 
the help of TVCs 
[some customised, 
others that have 
been aired on 
national 
television] that are 
played 
continuously. And 
the promoters by 
way of 
demonstrations 
bring alive the 
hygiene benefits of 
using such brands 
and improving the 
quality of daily 
life.” There are 
also quizzes and 
games which aim 
to make the 
interaction more 
enjoyable and 
enhance interest. 
“As part of this 
activation, we offer 
schemes both for 
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the participating 
consumers and 
also local retailers 
for generating trial 
among consumers 
as well enhancing 
availability at 
retail,” the note 
adds.  
The name 
‘Khushiyon Ki Doli’ 
comes, in part, 
quite literally from 
the device that is 
used to showcase 
the TV set on 
which the 
commercials are 
screened. 
Sundaram 
elaborated, “We 
have used the 
latest 
communication 
technology (LCD 
TVs, mobile 
phones) but the 
entire activity is 
themed around a 
palanquin (Doli).” 
According to the 
note, “One of the 
unique aspects of 
this initiative is the 
use of technology 
to bring alive the 
benefits of our 
brands in a simple 
and compelling 
manner. The other 
unique 
characteristic 
feature of this 
initiative is 
the effective use of 
popular traditional 
symbols with 
technology to 
create more 
acceptance.” 
Finally, there is 
another team 
which visits all the 
shops in the village 
which ensures 
improved 
availability and 
visibility of the 
brands. The 
brands that are 
promoted in each 
step vary from 
state to state based 
on the specific 
marketing task, 
whether it be 
penetration or 
consumption, in 
that region. For 
instance, in Uttar 
Pradesh, the 
module has Wheel, 
Fair & Lovely, 
Sunsilk, Huggies, 
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Vim, Surf Excel, 
Lifebuoy, Close Up 
in the Awareness 
stage, Surf and Vim 
during 
Consumer Engage
ment, and Surf, 
Vim and Close Up 
in Retail 
Promotions. 
According to 
Sundaram, "The 
activity has been 
received very well. 
We have seen an 
increase in trials, 
sales and 
distribution for all 
the brands 
participating in 
this 
activity." (campaig
nindia.in, 2013-05-
13) HUL is no 
stranger to the 
hinterlands. The 
distribution model 
built around its 
Project Shakti is 
still going strong. 
But Khushiyon Ki 
Doli, an 
awareness and 
engagement 
module, is notable 
for its use of 
technology. 
Traditionally, rural 
marketing relies 
on promotional 
tools that were 
cutting edge at the 
turn of the last 
century — 
flipcharts and skits 
conducted by 
promoters. It has 
been hard to build 
scale around 
expensive options 
like vans and video 
on wheels. HUL 
now believes it has 
arrived at the right 
model "This is a 
2010 rural contact 
programme," says 
Vats. "We are 
going into the 
dusty roads of 
India and 
interacting with 
the rural consumer 
but we are using 
technology of the 
millennium." Adds 
Sanjay Gupte, 
country head, 
Ogilvy Outreach, 
HUL's rural 
marketing agency, 
"It's about finding 
out whether we 
can create media 
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in a media dark 
area and beyond 
that, engagement." 
Khushiyon Ki Doli 
has all the 
trappings of a 
rural marketing 
programme. A set 
of four palkhis or 
dolis move to 
different localities 
in the village 
drawing an 
audience of 
around 25 
housewives and 
children. It ties 
into the narrative 
of the doli and its 
heroine a smart, 
educated 
housewife , Khushi 
didi, who has 
moved into the 
village. Concealed 
within each doli is 
a LCD TV, a DVD 
player and a small 
generator. With a 
promoter to 
motivate the 
audience , Khushi 
didi's story is told 
via an animated 
film. Through the 
awareness module, 
consumers are 
shown ads for a 
range of HUL's 
products. Many of 
the rural audience 
in media dark 
areas are seeing 
these commercials 
for the very first 
time, including 
creative work 
that's clearly 
targeted at an 
urban 
demographic. Vats 
believes a village 
housewife will 
have no trouble 
identifying with 
this show reel: 
"The rural 
consumer relates 
to the urban 
consumer 
aspirationally, and 
the urban 
consumer looks up 
to the metro 
consumer. The 
brands we take 
into villages are 
largely urban. 
What you should 
take watch out for 
is something that's 
been created for 
Malabar Hill. Then 
you have a 
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problem." 
(articles.economict
imes.indiatimes.co
m, 2013-05-15) 
“The unique 
characteristic 
feature of this 
initiative is the 
effective use of 
popular 
traditional 
symbols with 
technology to 
create more 
acceptance” 
(hul.co.in, 2013-
05-15). 

How have you 
highlighted 
your country 
of origin when 
communicatin
g with the low-
end 
consumers? 

"When we started 
we were part of BP 
so we spoke to 
them that we are 
part of a bigger 
organization called 
BP. People do not 
connect with BP so 
well in India so we 
had to use the 
connection with 
Castrol".  

No empirical data “We are a 150 
year old 
company, so the 
company they 
recognize very 
well. The brand is 
very established 
since it is a 150 
year old brand in 
India.” 
“We are so far 
doing this 
business only in 
India so it does 
not matter for 
them. They know 
that we are a 
company from 
India.  

No empirical data What’s in a name? 
Apparently a lot. 
Recently, India's 
largest FMCG 
company changed 
its name from 
Hindustan Lever 
Ltd (HLL) to 
Hindustan 
Unilever Ltd 
(HUL). How was 
the transition from 
HLL to HUL? Ask 
Harish Manwani, 
chairman of HUL, 
and he says: "It 
was a very smooth 
transition for us. In 
fact, we did not 
have any issues at 
all." Along with the 
name change, HUL 
now sports a new 
corporate identity 
and office 
stationery. 
Incidentally, HUL 
has also revamped 
its communication 
strategy by 
morphing its old 
logo (a leaf) into 
the new 
international logo 
in all its television 
ad campaigns-
from soaps to 
detergents..But 
what's the impact 
of the name 
change in the 
Indian market 
place? Alok Nanda, 
managing director 
of Alok Nanda & 
Company asserts 
that HUL's the 
name change will 
not have any 
impact on the 
company's 
stakeholders and 
consumers." It's a 
corporate name 
change that will 
not affect the 
company's dealers, 
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stockists and 
consumers.I do not 
see any issues 
here," he said. 
(financialexpress.c
om, 2013-05-15) 
According to 
Manwani, HUL 
retains the 
company's 
continued 
commitment 
towards its local 
roots while 
leveraging the 
global scale and 
reputation of 
Unilever with its 
consumers and 
stakeholders. 
(campaignindia.in, 
2013-05-13) 

Why did you 
use your 
country of 
origin in you 
communicatio
n message to 
the low-end 
segment? 

"So people could 
make the 
connection. People 
value big 
companies. A big 
name adds a lot of 
weight to what you 
are saying". 

No empirical data See the answer in 
the box right 
above. 

No empirical data No empirical data 

Proliferation  
How do you 
try to increase 
word-of-
mouth around 
your 
products? 

"After a few 
months the word-
of-mouth spread 
across the region. 
Then we were able 
to expand to other 
regions without 
any NGOs available 
by applying local 
distributors. They 
helped us spread 
the product initially 
and then we had 
enquires coming in 
from other regions 
than we could 
employ local 
distributors to 
spread the 
message 
around.The local 
entrepreneurs and 
early adopters 
create the word-of-
mouth which is 
why it is important 
to get as many 
early adopters as 
possible. For 
people to adopt 
the product trust is 
needed which the 
NGOs initially gives 
and later on early 
adopters through 
word-of-mouth". 
You understand the 
mentality of these 
villagers? A seller 
trying to you know 

“First Energy 
Oorja mandates 
the involvement 
of women from 
the local 
community who 
have never had 
sales experience 
is a vital 
component of 
their business 
model. They 
believe that this 
will help in the 
overall growth of 
the market and 
largely the 
society.” 
“Highlights the 
importance of 
partnering with 
local established 
NGOs in order to 
give the product 
its first push into 
the local 
markets.” 
(web.mit.edu, 
2013-05-13)  
 

“Today what 
happens is that a 
satisfied user is 
our best way to 
get this across to 
the people. But 
this is a low-
involvement 
product. There are 
products which 
are high 
involvement for 
example if these 
people have 
bought a cell 
phone their 
involvement of the 
people with the 
mobile phone is 
high intensity and 
they may use it six 
time a day. So it is 
a high intensity 
involvement. And 
in all these high 
intensity 
involvement it is a 
lot easier. A low 
intensity 
involvement the 
word-of-mouth is 
very difficult. 
There is a 
challenge to get 
the word-of-
mouth. But we 
know that is the 
best way to reach 
out with our 
product. There is 
no other better 
way than the 

“The goal is to 
make the NGO 
(SSP) the lead 
awareness 
generator and 
the product 
would be scaled 
through word of 
mouth” 
(emergingmarketsl
ab.thunderbird.ed
u, 2013-05-10). .  
 

"Unilever 
realised the 
impact of word-
of-mouth and 
utilized it 
effectively by 
employing local 
advocaters for 
their brand" 
(Kumar, 
2013:394). 
”Consumers as 
brand 
ambassadors. 
Word of mouth 
has always 
played an 
important role in 
communicating 
the benefits of 
our products 
since a good 
word from a 
trusted source is 
a high 
endorsement for 
any product.” 
Parent to child, 
sibling to sibling, 
neighbour to 
neighbour – a good 
word from a 
trusted source is a 
high endorsement 
for any product”. 
”By creating 
brands that have 
meaning and 
purpose for 
consumers, we 
are harnessing 
that connectivity 
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sing the merits of 
the product. But 
then other people 
talking in the 
village 

word-of-mouth.” 
“It is a low 
involvement 
product… “At the 
best what you are 
doing is open and 
taking things out 
and then using it 
but what is the 
involvement?”…” 
Other then that 
there is no 
involvement 
whatsoever for the 
user of the product 
of this nature. It is 
just storage. You 
dump things there 
and it gets cold. So 
there is no 
involvement. 
Therefore it is no 
automatic trigger 
of telling about the 
product within the 
product. What you 
do with it is what 
is what is likely to 
be shared not the 
product itself. Not 
features and things 
like that.” 
It “is a low-
involvement 
product. A low 
intensity 
involvement the 
word-of-mouth is 
very difficult. 
There is a 
challenge to get 
the word-of-
mouth. But we 
know that is the 
best way to reach 
out with our 
product. There is 
no other better 
way than the 
word-of-mouth” 
“It is a challenge. 
We are trying to 
make it a product 
of high 
engagement and 
high standard 
symbol. When we 
started this and 
said we would 
target the BOP 
we thought those 
things do not 
matter. We give 
them the lowest 
price and they 
will be happy to 
take it. The proof 
is that no. Even if 
they are people 
with a low income 
they are getting 
engaged and 
involved with 
several other 

– and enabling 
consumers  to 
become our 
brands’ 
ambassadors” 
(Unilever annual 
report, 2012:14). 
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forms. Rural 
Indians are getting 
involved as a social 
phenomena that 
has come with the 
economic 
development. 25 
years ago 
refrigerators 
where more of a 
high engagement 
product but today 
it is way behind 
televisions and 
really behind cell 
phones. In the 
hierarchy of 
importance this 
product is behind 
because the 
product have not 
changed. The 
product gives the 
same benefit as 
25 years ago. 
What it is doing is 
beginning to be 
taken as granted 
rather then 
something very 
exciting for 
people. Pride is 
an important 
trigger of word-
of-mouth. I am 
proud to have 
bought this.” 

How are the 
local partners 
used to 
increase word-
of-mouth 
around the 
product? 

“The NGOs works 
as a trust bridge, 
which speeds up 
the process of trust 
and in the end 
word-of-mouth. 
The seller tries to 
tell the benefits of 
the product, talking 
about the product. 
Then other villagers 
start talking about 
it. It is not only one 
touch point, there 
are multiple 
persons. When 
others in the village 
talks about the 
products it makes a 
huge difference. 
Word-of-mouth 
from regular 
consumers made 
other villagers see it 
as a product worth 
looking at. In a way 
those consumers 
acted as the early 
adopters for us and 
they are crucial in 
this kind of a setup. 
We are talking 
about a product 
that is a major 
investment for this 

“For an NGO, the 
key factor is that 
it can use its 
presence/spread 
and knowledge of 
the context very 
effectively in 
taking a product 
forward to the 
end users” “NGOs 
by virtue of their 
history, 
organizational 
structure and 
operational 
limitations are 
not well suited to 
address the other 
challenges of 
distribution such 
as providing 
financial 
bundling for the 
products, 
providing after 
sales services, 
etc. Similarly, 
VLEs, though very 
effective in after 
sales service and 
marketing the 
product through 
word of mouth 
publicity, have 
inherent 
limitations in 
various other 

See above. No empirical data No empirical data 
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kind of villagers. 
Nobody wants to 
take the risk. The 
majority will not 
buy the product 
until early adopters 
recommend it to 
them. How quickly 
and how well you 
get early adopters 
is important”. 

aspects of 
distributing a 
product. In order 
to have a robust 
distribution 
channel, the 
manufacturers or 
other stakeholders 
must assess the 
product features, 
identify core 
challenges, 
prioritize them 
and then  develop 
the distribution 
strategy by having 
an optimum mix of 
different 
distribution 
partners based on 
their diverse 
capabilities 
making use of their 
capabilities to 
ensure that their 
product is well 
received by the 
end users.” 
(web.mit.edu, 
2013-05-13) 
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Appendix 4 - Abbrivated Empirical data 
In the tables below the abbrivated empirical data presented. 
 
Hindustan Unilever Ltd 

The communication channels 

Secondary data 

Hindustan Unilevers idea was ”to make the consumer an integral part of the value chain” (thaindian.com, 2013-

05-01). Unilever therefore initiated project Shakti. ”Project Shakti…tapped into pre-existing women’s self help 

groups (SHG) 5 (thesocialmarketplace.org, 2013-05-02). They also wanted to ”empower unemployed women or 

those with very low income to form SHGs and then work as retailers and dealers of the company’s products” 

(thaindian.com, 2013-05-01). “Underprivileged rural women were invited to become direct-to-consumer sales 

distributors” (thesocialmarketplace.org, 2013-05-02). Therefore Hindustan Unilever have communicated and 

”increased its reach… through a network of women micro-entrepreneurs” (bitc.org.uk, 2013-05-10). The channel 

has meant ”low-risk, profitable micro-enterprise opportunities for women who become direct-to-home 

distributors” (Unilever.com, 2013-04-25). The women entrepreneurs come from an initiative called “Shakti”.  

 

The communication channel is based on ”Shakti entrepreneurs (product distributors and promoters), Shakti 

Vanis (talks with locals about health issues) and i-Shakti (community computer kiosks) together represent a 

huge inter-connected network and a major communications channel, opening up a huge flow of information and 

education” (elibrary.worldbank.org, 2013-05-10). Hindustan Unilever has through project Shakti employed 

“45,000 women touching more than 100,000 villages in India” (Unilever.com, 2013-04-25). 

 

Partnerships 

Secondary data 

Unilever points out that ”Shakti is not a one-company effort”. ”The program involves a variety of other non-state 

and state actors and has worked with over 400 organizations” (Unilever.com, 2013-04-25). Hindustan Unilever 

mean that “the explosion in rural consumption and growing competition for scarce resources demands that we 

embrace a new collaborative model of development. With the right kind of public-private partnerships we can 

address these challenges by finding innovative solutions and build on the opportunities" (hul.co.in 2, 2013-04-28). 

 

 

Using the local entrepreneurs – as a communication channel 

Secondary data 

Hindustan Unilever uses local entrepreneurs as a communication channel ”to reach the millions of potential 

consumers in both urban areas and small remote villages where there is… no advertising coverage” 

(thesocialmarketplace.org, 2013-05-02). It is used “due to poor media penetration that made conventional 

advertisement methods ineffective” (Unilever.com, 2013-04-25). 

 

Unilever is pleased with the current amount of entrepreneurs and the expansion pace is low since they mean: 

”Unless you are very patient, you won’t get very far with an initiative like this” (Unilever.com, 2013-04-25). 

”Temptation to quickly scale up would be counterproductive and may not be manageable or sustainable” 

(Unilever.com, 2013-04-25). Instead Unilever is ”focused on consolidating their network and ensuring that their 

existing Shakti entrepreneurs are strengthened and can increase their profits for the overall benefit of their 

communities” (Unilever.com, 2013-04-25). 

                                                        
5 A self-help-group is usually formed by female consumers who help each other save money and borrow 
from each other to avoid bad deals at money lenders. About one million self-help-groups exist in India 
(Unilever.se 2, 2013-05-02). 
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Channel 1 (Shakti entrepreneurs): The Shakti entrepreneurs channel is used as a ”direct-to-consumer retail 

operation” where the entrepreneurs communicate the product by going ”door-to-door” (elibrary.worldbank.org, 

2013-05-10). The channel is also used to ”demonstrate” the Pureit (a water purifier) and other Unilever products 

in their own homes” (Chotukool.in, 2013-04-23). ”Each Shakti entrepreneur… aims to have around 500 customers, 

mainly drawn from her village and from smaller villages nearby” (thesocialmarketplace.org, 2013-05-02). 

 

Channel 2 (Shakti Vani): Through Shakti Vani ”Hindustan Unilever seeks to spread awareness of good practice in 

health and hygiene, while also benefiting the business” (bitc.org.uk, 2013-05-10). The Shakti Vani ”give talks to 

villagers about basic health practices, such as good hygiene, disease prevention and pre- and post-natal care” 

(elibrary.worldbank.org, 2013-05-10). ”A local woman is appointed as ‘Vani’ (voice) for a cluster of villages” 

(bitc.org.uk, 2013-05-10). 

 

Channel 3 (iShakti): The iShakti channel consists of ”village ‘kiosks’ containing internet-linked computers run by 

entrepreneur” (unilever.se 2, 2013-05-02). ”The iShakti community portal… empowers communities by creating 

access to relevant information (such as employment, health and agriculture) via computers in the homes of Shakti 

entrepreneurs” (bitc.org.uk, 2013-05-10). It ”provides rural India with access to information and social 

communication” (bitc.org.uk, 2013-05-10). ”This is designed to meet rural villagers’ information needs and 

provide organizations with communications access to those parts of the country not reached by TV, radio and 

newspapers” (unilever.se 2, 2013-05-02). 

 

The obstacles of using local partners as communication channel 

Secondary data 

Hindustan Unilever means that ”for a project like Shakti to be scalable and sustainable it has to be commercial 

and profitable” since it is ”not a corporate social responsibility program” (elibrary.worldbank.org, 2013-05-10). 

For Hindustan Unilever to succeed there is ”need for commitment and patience in reaching  untapped markets 

such as India’s rural poor” (Unilever.com, 2013-04-25). ”Shakti is a long-term effort”, which takes ”long time and 

considerable refinement to get it right” (Unilever.com, 2013-04-25). It ”required unswerving senior-level 

commitment and considerable patience and persistence”. ”Hindustan Unilever was willing to accept lower rates of 

return in the short-term because it was prepared to take a long view” (elibrary.worldbank.org, 2013-05-10). 

“Building the capabilities and skills of these ladies is one of our biggest challenges” since they ”come from 

underprivileged homes and are not very educated”. ”To address this skills gap, intensive training is required to 

help the women distributors become confident and independent” (Unilever.com, 2013-04-25 

 

Level of contact 

Secondary data 

”A rural sales promoter is responsible for several villages at a time and provides a helping hand to the women as 

they grow their businesses” (Unilever.com, 2013-04-25). There is  ”one dedicated person assigned for every 35 to 

40 entrepreneurs” (Unilever.com, 2013-04-25).. To support the Shakti women Hindustan Unilever ”a team of 

about 1,200 people at Hindustan Unilever is involved in the initiative” (Unilever.com, 2013-04-25). 

 

Local entrepreneurs training 

Secondary data 

Hindustan Unilever says ”considerable investment is… made in training and coaching these women from 
extremely poor backgrounds to become highly competent and confident business operators” 
(elibrary.worldbank.org, 2013-05-10). To achieve this Hindustan Unilever ”provides training in selling, 
commercial knowledge and bookkeeping” (unilever.se 1, 2013-05-01). It is ”difficult for women on low-incomes 
to visit the homes of those who are better off, while the caste system adds an extra layer of complexity”.  
Therefore Hindustan Unilever teaches ”a lot of “’soft’ skills, such as confidence-building” 
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(elibrary.worldbank.org, 2013-05-10). ”Through the (Hindustan Unilever training) program, women acquire 
education, improved standing in their communities, and greater self-esteem” (Unilever.com, 2013-04-25). 
”Shakti Vani (‘Voice’) takes Project Shakti a stage further” (Unilever.se 2, 2013-05-02). They are thaught to 
educate consumers about health issues, which their product solves. Hindustan Unilever is ”training rural 
women to give talks to villagers about basic health practices” (Unilever.se 2, 2013-05-02). 
 

Financing local entrepreneurs 

Secondary data 

Hindustan Unilever have helped local entrepreneurs through start up money by partnering with micro-finance 

banks. ”Each woman who becomes a distributor invests 10,000 – 15,000 rupees (US$220-330) in stock at the 

outset (unilever.com, 2013-05-05)… usually borrowing from self-help groups or micro-finance banks facilitated 

by Hindustan Lever” (unilever.se 1, 2013-05-02). “Most Shakti entrepreneurs net a monthly profit of 700 - 1 000 

rupees (US$15 - 22)” from the sales of Unilever products (unilever.se 1, 2013-05-01). 

 

Trust between Hindustan Unilever and local entrepreneurs 

Secondary data 

For Hindustan Unilever ”Partnerships have been crucial for increasing the (Shakti) program’s credibility” 

(bitc.org.uk, 2013-05-10). ”The network have worked on the basis of mutual trust and mutual benefit” 

(elibrary.worldbank.org, 2013-05-10). 

 

Hindustan Unilever mean that ”selecting the right person to become a Shakti entrepreneur was key” 

(elibrary.worldbank.org, 2013-05-10). The right person is someone who really benefit from being employed by 

Hindustan Unilever ”someone for whom earning $16 a month fundamentally changed her life” 

(elibrary.worldbank.org, 2013-05-10), since Hindustan Unilever wants to ”work out win-win deals” 

(Unilever.com, 2013-04-25). Therefor Hindustan Unilever says that ”the majority of our entrepreneurs are 

women from families living below the poverty line” (elibrary.worldbank.org, 2013-05-10). The employment has 

made these local entrepreneurs winners in several senses such as ”brought them self-esteem, a sense of 

empowerment and a place in society” (Unilever.se 2, 2013-05-02).  

 

Another way of making Hindustan Unilevers organization adapted for rural communities are by ”sending young 

managers to spend time in Indian villages” to learn the ground realities and to become “more human managers” 

(managementexchange.com, 2013-04-27). “Till today, managers spend 6-8 weeks as a part of their 12-month 

training program living in a village in rural India and contributing to the local community” 

(managementexchange.com, 2013-04-27). Hindustan Unilever mean that by spending time and “participating in 

socially relevant projects, they (managers) were able to understand the gravity of their (BOP consumers) 

situation” (managementexchange.com, 2013-04-27). Hindustan Unilever does this since “involvement in 

Community Projects especially for the poorest of the poor instills the values of Sharing, Empathy, Community 

Ethos, Sensitivity to the problems of the less fortunate”, which is important for them to know when making, 

communicating and selling products to them (managementexchange.com, 2013-04-27). 

The way Hindustan Unilever works with employees has led to awards. ”In India we were employer of choice, not 

just in our sector, but across the entire  employment market”. (unilever.com, 2013-05-05) 

 
Other enabling factors - IT 

Secondary data 

The iShakti portal has helped the local entrepreneurs. ”The iShakti community portal” is ”creating access to 

relevant information”. ”Desktop computers are set up in the homes of Shakti entrepreneur” (Unilever.com, 2013-

04-25).  

 

Hindustan Unilever say that ““we improved the programme in 2012 by part funding mobile phones for a number 
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of these sales people, equipping them with a simple application to drive sales. This low cost but very effective 

mobile technology helps them sell the right products, saving time” (unilever.com, 2013-05-05). 

 

 
Hindustan Unilever BOP message 

Secondary data 

Hindustan Unilever have used the Shakti entrepreneurs, Shakti Vanis and i-Shakt as a major communications 

channel that opens “a huge flow of information and education to vast tracts of rural India” 

(elibrary.worldbank.org, 2013-05-10). Hindustan Unilever mean that; ”We help people feel good, look good and 

get more out of life with brands and services that are good for them and good for others” (hul.co.in, 2013-04-28). 

That is the message Hindustan Unilever wants to send out since ”while Hindustan Lever is intent on building its 

rural sales and market share, it is equally committed to improving the lives and livelihoods of people in India” 

(Unilever.se 2, 2013-05-02) 

 

To help the BOP consumers while increasing knowledge about Hindustan Unilevers products ”Shakti Vani 

already runs an extensive hygiene education program with Lifebuoy (partner) to create awareness about the 

importance of handwashing with soap” (elibrary.worldbank.org, 2013-05-10). “By creating Shakti Vani, 

Hindustan Unilever seeks to spread awareness of good practice in health and hygiene, while also benefiting the 

business (bitc.org.uk, 2013-05-10). “The women are also provided with communication materials, such as 

pictorial information that can be understood by illiterate people. Women attend meetings, organize school contact 

programs and use other social occasions to spread the word on improving health and hygiene” (bitc.org.uk, 2013-

05-10). Hindustan Unilever say; ”we are continually exploring ways in which Shakti can create an even bigger 

impact on health and hygiene and take both business and social development to the next level” 

(elibrary.worldbank.org, 2013-05-10). Hindustan Unilever have promoted their products through letting local 

entrepreneurs “demonstrate the Pureit and other Unilever products in their own homes” (Chotukool.in, 2013-04-

23) and by going ”door to door around their villages” (Unilever.com, 2013-04-25). 

 

Trust between the local partners and the communities 

Secondary data 

As mentioned earlier ”each entrepreneur aims to have around 500 customers, mainly drawn from her village’s 

self-help groups” (unilever.se 2, 2013-05-02). “By selling directly to consumers, the women take on a role of 

influencers, strengthening their position in the local community” (Unilever.com, 2013-04-25). One reason why 

women are used as entrepreneurs is that ”women tended to be its (Hindustan Unilevers) main consumers 

(Unilever.com, 2013-04-25).  

 

”Hindustan Unilever has always believed in an approach to doing business which we’ve called ‘doing well by doing 

good”. ” It makes sense to partner and work out a win-win deals” (articles.economictimes.indiatimes.com, 2013-

05-08)). “Project Shakti is an excellent example of ‘doing well by doing good’” (hul.co.in, 2013-04-28). “To increase 

the credentials of Shakti entrepreneurs and enhance the standard of life of the rural community, social activities 

like medical camps and education programs are run”. ”Working with women in rural communities is not only 

helping local communities but also establishing it (The Hindustan Unilever brand) as a leader in gender issues 

and creating positive reputation effects” (Unilever.com, 2013-04-25). 

 

Working with the Hindustan Unilever brand 

Secondary data 

Hindustan Unilever believes that ”the work of Shakti entrepreneurs as brand ambassadors has been crucial for 

building long-term brand loyalty”. ”With Hindustan Unilever focused on longterm opportunities, it has viewed 

Shakti as crucial to building brand loyalty and reputation with a large future consumer segment” (Unilever.com, 
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2013-04-25). Shakti benefits business by significantly enhancing HUL’s direct rural reach, and by enabling its 

brands to communicate effectively in media-dark regions” (ruralmarketing.org, 2013-05-20) Unilever have with 

the help of Ogilvy & Mather (formal partner) created Khushiyon Ki Doli, which is “an awareness and 

engagement module”. “We are going into the dusty roads of India and interacting with the rural consumer but we 

are using technology of the millennium” (articles.economictimes.indiatimes.com, 2013-05-15). "In both scale and 

depth, it will be the largest such activity ever undertaken" (campaignindia.in, 2013-05-15) “14 million consumers 

in 35,000 villages have been set as the target for contact” (Campaignindia.in, 2013-05-15). “The unique 

characteristic feature of this initiative is the effective use of popular traditional symbols with technology to create 

more acceptance” (hul.co.in, 2013-05-15). “The main objective of the campaign is to reach out to media dark 

villages with HUL brand messages and to engage with consumers deeply to rapidly change brand adoption 

metrics” “The way they’re going about it is to change the attitude of the rural audience to inculcate good hygiene, 

and in the process, the company hopes to create greater preference for its brands” (campaignindia.com, 2013-05-

15) 

That Hindustan Unilever also ”working with women in rural communities is not only helping local communities 

but also establishing it (The Hindustan Unilever brand) as a leader in gender issues and creating positive 

reputation effects” (Unilever.com, 2013-04-25). 

 
Increasing word-mouth 

Secondary data 

To get Hindustan Unilevers message out and create awareness “Unilever realised the impact of word-of-mouth 

and utilized it effectively by employing local advocaters (local entrepreneurs) for their brand” (Kumar, 2013:394). 

Hindustan Unilever wants ”consumers as brand ambassadors”. ”Word of mouth has always played an important 

role in communicating the benefits of our products since a good word from a trusted source is a high endorsement 

for any product”. ”By creating brands that have meaning and purpose for consumers, we are enabling consumers to 

become our brands’ ambassadors” (unilever.com, 2013-05-15). 

 

Godrej & Boyce 
The empirical findings of Godrej & Boyce is based on an interview with Goplan Sunderraman, vice president corporate 

development at Godrej & Boyce (see appendix 3 for full transcripted interview or appendix 2 for only answers) and 

secondary data from several publically available documents and home sites (see appendix 2 for full quotations). 

The communication channels 

Primary data Secondary data 

Mr Sunderraman explained that G&B “started the work 

with the NGO channel”. Through the NGO G&B have 

access to “about 600 women entrepreneurs. But how 

many are active at a given point in time cannot be said. 

It is different from time to time.” 

 

“The NGOs and their social entrepreneurs and social 

organisations. That is how we reach out to people with 

our value proposition and the benefit our product give”. 

Sunderraman explained that: “in this case they are 

suitable for this kind of work and that is why we picked 

them. So starting point (for communication) was the 

NGO as well as the channel to reach out (distribution).” 

He further explains “that is why you need to be going 

through a set of people who are quite close to the 

community that potentially will be needing the 

G&B say; ”we involved BOP members in marketing” 

(jica.go.jp, 2013-05-13). G&B wanted to ”Involve villagers… 

to selling of the product” (business-standard.com, 2013-05-

11). This was made “through partnership with an NGO 

(called SSP)” (emergingmarketslab.thunderbird.edu, 2013-

05-10). ”We approached the potential consumers 

through women micro entrepreneurs through NGO 

’Swayam Shikshan Proyog’ (SSP)” (jica.go.jp, 2013-05-

13).  The NGO SSP is also called Sakhi Retail which, “is a 

rural marketing and distribution company” that through 

partnership give G&B a ”network of village level women 

entrepreneurs or Sakhis” (sspindia.org, 2013-05-13). 

“The network relies on an army of Sakhis (friends) to sell the 

products” (business.outlookindia.com 2, 2013-05-10). 

”Sakhi Retail network operates in 650 villages and has 850 

Sakhis on its payroll” (business.outlookindia.com 2, 2013-
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chotukool. And that is the reason you need a 

distribution channel and a communication that is about 

the same at this point in time. They are not two different 

things. The way that you reach out to the people is the 

same way you reach out with the communication.” 

 

05-10).  

 

G&B have used another route to reach out as well; 

”Postmen are now delivering refrigerators to rural homes. In 

a unique marketing proposition” (indiaexpress.com, 

2013-05-12).  

 

Mr. S (Sundarraman) explained that “Godrej is spreading 

awareness about ChotuKool through partnership with 

an NGO (called SSP) to create activities, events and 

social gatherings- even a health camp” 

(emergingmarketslab.thunderbird.edu) 

“’The company has set itself is ‘to create a market where 

none exists’. This entails educating people about 

products that can improve their living standards. 

Demonstrations, promotional booths at village fairs, 

posters and drawings are all part of this exercise” 

(http://business.outlookindia.com, 2013-05-10) 

 

 

Partnerships 

Primary data Secondary data 

Mr Sunderraman explained that G&B have used NGOs 

and MFIs to get in contact and aso to support local 

entrepreneurs. 

G&B have been ”working with NGOs, self-help groups and 

micro-finance institutions” (Oxhip.org, 2013-05-10). G&B 

also say; ”we have tied up with NGOs we have tied up with 

the India Post” (youtube.com, 2013-05-10). 

 

 

Using local entrepreneurs as a communication channel 

Primary data Secondary data 

In the prestudy (appendix 5) Sunderraman mentioned 

that local entrepreneurs where used since “you have to 

talk to them (BOP consumers), you can’t reach to them 

through ordinary media in the initial stage”. 

 

Sunderraman explained that G&B have “worked with 

the NGOs in this whole journey… because the NGOs are 

the closest to the community”. Sunderraman further 

said “What exists is a community not a market. The only  

market features that exist and can be analysed is 

demographics of age and location, geography and 

things like that.” “The market does not exist it is just a 

community and therefore the best way to reach out to 

this people is through those who are closest to the 

community and so therefore we thought that NGOs are a 

good way of reaching out.” “Since it is a disruptive value 

proposition we found that channel that is the closest to 

reach out to the people who are potentially the target 

G&B mean that ”you need an alternate channel to reach 

these consumers” (Dnaindia.com, 2013-05-10). NGOs are 

needed “for their sheer power in selling concepts, more than 

the financial aspect”. ”Their understanding of group 

dynamics, bonding and proximity to the customer is 

unparalleled” (business.outlookindia.com 1, 2013-05-10). 

”We are using the ambit of such groups”. ”These groups 

also help us to make the customers aware about the product 

better than any other medium” (technologyreview.in, 2013-

05-10).  

 

”Channel 1 (local entrepreneurs): G&B have spread 

awareness, through entrepreneurs, "through partnership 

with an NGO (called SSP) to create activities, events and 

social gatherings- even a health camp” 

(emergingmarketslab.thunderbird.edu, 2013-05-10).  

 

Channel 2 (Postmen): “The product will be shown and 
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was an NGO so we started the work with the NGO 

channel.” In the prestudy (see appendix 5) Mr 

Sunderraman explained the benefit of collaborating 

with NGOs; “it is first a need to solve the society and it is 

in the process of solving the society you also make some 

money”. 

 
Sunderraman said; “when you are reaching out to a 

new set of customers with a new value proposition the 

only way you can communicate is direct, person to 

person. You cannot communicate in other way”, 

according to Sunderraman. The direct communication 

should aim “to explain to them (BOP consumers) that 

this is a particular requirement which can be satisfied 

with this particular offering and it might give you 

benefit”. Sunderraman further explained how to use 

the local entrepreneurs; “the starting point for all this 

is really direct communication and that is how we 

started when we started the early pallets and that is 

why you need to be going through a set of people who 

are quite close to the community that potentially will be 

needing the chotukool (local entrereneurs). And that is 

the reason you need a distribution channel and a 

communication that is about the same at this point in 

time. They are not two different things. The way that 

you reach out to the people (distribution) is the same 

way you reach out with the communication” and Mr 

Sunderraman said (pre-study, appendix 5) that they 

“deliver after purchase with help of the postal office”. 

 

Sunderraman said that they started to think “how do 

we communicate with this people? We have to 

communicate by directly talk to them”. Sunderraman 

explained that G&B for this purpose “created a bunch 

of slides or what I call a flip chart. Using these flip 

charts is a good way of communicating with them (the 

BOP consumers)…” (a flip chart is a binder of maybe 

10-15 charts, like power point charts printed on 

paper). 

promoted by the postmen on their visits to the villages 

and in rural schools”. Chotukool is also ”displayed at post 

offices, where the staff will brief visitors about the 

product” (dnaindia.com, 2013-05-11). 

 

 

 

The obstacles of using local partners as communication channel 

Primary data Secondary data 

Mr Sunderraman explained that using women 

entrepreneurs can be difficult since; “there are a lot of 

social issues in the villages. The women have their role 

to play”. Mr Sunderraman further explained “In a 

typical relation a women are not suppoused to go out. 

Some of the women are not allowed to do business and 

things like that. So these are social nounce of that. Some 

G&B have experienced ”Scale-up challenges included 

massive market diversity in view of the different climatic 

conditions, cultural differences, and usage patterns” 

(Balasrubrahmanyan & Vemuri, 2011). “The overall 

challenge was to best determine how G&B could sort out 

the value proposition” (Balasrubrahmanyan & Vemuri, 

2011).  
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of these nounce are today breaking. They are not 

actually sustainable in the society since the society is 

developing. So these kinds of issues do come up when we 

reach out to them”. 

 

Other challenges has been ”educating the new end users, 

training the intermediaries and building the distribution 

infrastructure are major challenges”. ”Addressing these 

challenges has naturally taken some time”  

(articles.economictimes.indiatimes.com, 2013-05-12). 

”Building skills in people at the BOP, creating income for 

them and driving affordability will remain a formidable 

challenge” ”From our experience, we learn that we can solve 

many of these problems through collaborations” (jica.go.jp, 

2013-05-13). 

 

Another issue is market analyzing; ”Markets that do not 

exist cannot be analyzed. We can learn about it only by 

being with them and experimenting” (jica.go.jp, 2013-05-

13). 

 

 

 

 

Level of contact 

Primary data Secondary data 

Mr Sunderraman explained how much contact G&B 

have with their local partners; “We go out to them 

through time to time. They do come to our 

establishment and we have workshops together with 

them to learn things”. He further explained that it is 

“not quite every week. It is enough to meet every three 

month or so. Some times there are more number of 

workshops. They might come, maybe twice for a couple 

of weeks or something like that and sometimes it takes 

up to three months.” 

No empirical data 

 

 
Local entrepreneurs training  

Primary data Secondary data 

Mr Sunderraman said that G&Bs training of local 

entrepreneurs was mainly about learning “how to use 

the flip charts and how to make the flip chart. It is 

almost like any other kind of training of the sales that 

you do.” The flip charts are “like a sales speech” 

according to Sunderraman. 

 

Sunderraman also said “we also train them out to give 

demonstrations and then they establish their own ways 

of communicating to the people based on the mix of 

these things (charts and demonstrations)” 

At G&Bs NGO partner Sakhi retail, where most of G&Bs 

entrepreneurs are recruited from, ”over 2000 Sakhis have 

been trained on site practical market analysis, business 

skills, sales and marketing techniques, customer 

relationships and communication” 

 

”Postmen are being trained to educate consumers about the 

features of the product” 
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Financing local entrepreneurs  

Primary data Secondary data 

Mr Sunderraman talks about G&Bs relation with MFIs 

when saying “they give some micro credits, so it is a 

much larger relationship”. 

“The company has… been facilitating loans and easy 

finance schemes through micro-finance firms” 

(dnaindia.com, 2013-05-10). 

 

 

 

Trust between Godrej & Boyce and local entrepreneurs 

Primary data Secondary data 

Mr Sunderraman describes “There are two stages. We 

do bind up with the NGO as an organization. They have 

a constant contact with the entrepreneurs.. The First 

stage is about gaining trust from the NGO. We do bind 

up with the NGO as an organization” and “They have a 

constant contact with the entrepreneurs”. To build trust 

with NGO; “It is about constantly being with them, 

talking with them bringing them into our 

company…That is the first way you can get trust. Your 

vision is to help these poor ladies and help these people 

development themselves. So business is one, society is 

the other thing and there is this overlapping between 

business and society that 

 

In the second stage the NGO has contacts with the local 

entrepreneurs. “They have close to 600 women and they 

are in touch with them a lot more closely and talk 

frequently with each other. They build trust based on 

relationship, on the training and handholding and 

mentoring and also supporting in other ways. That is 

not the only thing they do, they do many, many other 

things. They do support when disaster, they support 

them on the development and they give some micro 

credits, so it is a much larger relationship”. In the 

prestudy (see appendix 5) Sunderraman said; “it is 

possible for the local guy to give the last stage of the 

distribution but how are you going to reach out to these 

people? Therefore you need a NGO that reach out to the 

local entrepreneurs, much wider, much deeper, much 

more widespread location in the market. Therefore the 

physically distribution have to go in tandem with the 

communication and the information distribution. 

G&B have tried to support local entrepreneurs in more 

ways; “we have given them some other aids and all but 

with some of these things they are not comfortable. You 

can give them a tablet and like android with which they 

could communicate but they are not comfortable. They 

just say we rather use our own ways of explaining.” 

G&Bs “ChotuKool was… awarded the Edison Gold Award for 

the Social Impact category” (Innosight.com, 2013-05-10).  

 

G&B means that ”only a minimal margin should be made on 

the BOP, as it is unethical to sell products that would send 

people into debt” (emergingmarketslab.thunderbird.edu, 

2013-05-10).  

 

G&Bs has a “vision to improve livelihood, living standard 

and lifestyle in rural India by creating earning 

opportunities in villages, the product/service villagers 

sell would uplift their living standard, enhance the 

lifestyle of Customers and Entrepreneurs” 

(Balasrubrahmanyan & Vemuri, 2011). 
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Other enabling factors – Shared strategy 

Primary data Secondary data 

Mr Sunderraman said that G&B have been “making 

them (NGOs and entrepreneurs) part of the strategy 

and building a kind of relationship with them in term of 

a shared purpose. 

 

Mr Sunderraman explained how to make the 

communication strategy work and described an 

enabling factor; “we had our own set of people which is 

a very small group of people, about 3-4 people. These 3-

4 people went around and started understanding how 

to communicate”. 

”Develop execution plan with enrolled NGOs / social 

organisations with clearly defined job responsibilities”. G&B 

is also ”supporting the selected entrepreneurs to establish 

‘Godrej Chota Demo Center” (chotukool.in, 2013-05-11). 

 

”Godrej DI (disruptive innovation) team worked closely 

with potential consumers to get insights on their needs, 

desired solutions and barriers to consumption” 

(chotukool.in, 2013-05-11). 

 

 

Godrej & Boyce BOP message 

Primary data Secondary data 

Mr Sunderraman explained that G&B do not have a 

specific message. “The communication must be put in 

the context that they live, the communication also 

includes…the benefits”. “How you put the credibility 

from other people. It is a bundle of things to 

communicate. It is almost impossible to get it down to a 

single message. They (BOP consumers) would not 

understand” 

 

Mr Sunderraman said: “we have been trying to find that 

one message… All this big companies have two or three 

words as a message like ‘trust us wherever you go’ or 

something. All this does not make any sense for the 

rural people”.  

 

Sunderraman mean that BOP-consumers “want to 

know the specifics of the product and what is the 

benefit”. The BOP consumers want to know “what do I 

get and how do I operate?” Sunderraman further gives 

an example: “the smallest, beautiful is a nice message 

but they (BOP consumers) want to know why is it small, 

why is it beautiful? At the end of the day these people 

are not into the abstract world. They want very concrete 

things. They want to know number one it works like that 

number two it gets power like that number three I can 

save so much number four it can be helpful. So it is 

important to be very, very specific when talking with 

these people”. 

  

Sunderraman asks himself; “Is there a single way of 

communicating? Is there a way of communicating that 

can be very interesting for people?” He says he 

G&B believes there is a ”fine line between marketing and 

creating awareness”. ”Promise of brighter living for every 

customer”. ”Godrej had the vision to improve livelihood, 

living standard and lifestyle in rural India”. 

 

The reason G&B use this kind of message for rural India is 

that; “we understand that there is some moral decay in 

profusely and overtly advertising to the rural markets” 

(emergingmarketslab.thunderbird.edu, 2013-05-10). 

 

G&B say; ”what many forget is that it is the segment of non-

users that’s the biggest market in India”. ”We target the 

bottom of the pyramid customers who don’t even use 

refrigerators” (dare.co.in, 2013-05-10). So, ”the company 

has set itself is ‘to create a market where none exists’. 

This entails educating people about products that can 

improve their living standards” 

(business.outlookindia.com 2, 2013-05-10). 

 

“Chotukol is sold on features and functionality” 

(emergingmarketslab.thunderbird.edu, 2013-05-10). 

”Postmen… educate consumers about the features of the 

product” (dnaindia.com, 2013-05-10).  

 

To create awareness for Chotukool G&B also use 

”demonstrations, promotional booths at village fairs, posters 

and drawings are all part of this exercise” 

(business.outlookindia.com 2, 2013-05-10). 
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understands that “. It is not efficient to give fifteen 

messages in a single communication but it is important 

that we do it as I see it, with these people”. 

 

In the prestudy (appendix 5) mr Sunderraman said 

“these people (BOP consumers) are not well educated so 

it is very difficult to communicate with them. They speak 

their language, and the most important thing is…there 

are no perception of need yet. So you have to create a 

sense of need for this people. That’s an important 

barrier for communication”. “There are different 

barriers for different kinds of people, one of the barriers 

are the ability to understand the need of the product, 

the benefit of the product” 

 

Mr Sunderraman explained that G&B tried to educate 

consumers through “a bunch of slides or what I call a 

flip chart”. “There are sections (in the flip chart) of 

what their (BOP consumers) problems are” 

He further explained that “initially we have a kind of a 

script” and that script is changed on the charts 

depending on who uses it”. Sunderraman said “we tailor 

it based on the people you work with. After some 

experience we realized that we could keep changing the 

script and we can make it quite interesting to people”. 

“The more experienced people can flip through it in a 

different way and create the right kind of a personalized 

chart”. To educate consumers the local entrepreneurs 

also do “demonstrations and then they establish their 

own ways of communicating to the people”. 

 

Sunderraman mean that “it is important to be very, 

very specific when talking with these people.” and 

therefore in the flip charts “there are sections of what 

their (BOP consumers) problems are and there are 

sections of how the problems can be solved, there are 

sections of how it gives you benefit. There are sections of 

saying if you do have a problem with the product, how 

you can get it solved”. Therefore the flipcharts are “like 

a sales speech” according to Sunderraman. 

 

 

Trust between the local partners and the communities 

Primary data Secondary data 

Mr Sunderraman explained one of the reasons why 

they use NGOs as a partner “that is because the NGOs 

are the closest to the community”. (By NGOs, in this case 

Sunderraman meant the whole organization with local 

entrepreneurs and other staff). 

 “Chotukool systematically attempted to involve BOP 

communities in many aspects of business by co-creation and 

transfer some value add back to the BOP community” 

(jica.go.jp, 2013-05-13).  
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Sunderraman explains that the main reason G&B used 

women entrepreneurs was that “the product Chotukool 

are impacting the house wifes and their life and the 

people who are the closest to them are women rather 

then the men”. Sunderraman further said “women see 

the benefit the product give and the impact it can give to 

their lifes so we thought that maybe women are the best 

way of reaching out”. 

 

G&Bs partnererd with “Swayam Sikshan Prayog (SSP) 

which had an excellent record in the community and had 

developed trust with the villagers” (Balasrubrahmanyan 

& Vemuri, 2011). ”It helps that SSP has been involved with 

these villagers for over 15 years. The one-to-one 

relationship, while increasing trust, also leads to high 

expectations” (business.outlookindia.com 2, 2013-05-10). 

“The women (local entrepreneurs) are close to the 

community” (jica.go.jp, 2013-05-13).. 

 

”The Indian Post and Godrej partnership is a classic example 

of developing a socially responsible business” (dnaindia.com, 

2013-05-11).  

 

Working with the Godrej & Boyce brand 

Primary data Secondary data 

Sunderraman said that G&B “We are a 150 year old 

company, so the company they recognize very well. The 

brand is very established since it is a 150 year old brand 

in India” “We are so far doing this business only in India 

so it does not matter for them” (where G&B is from). 

“They know that we are a company from India”. 

He also explains that there are no real meaning to 

communicate a brand message with BOP-consumers 

because; “It is a bundle of things to communicate. It is 

almost impossible to get it down to a single message. 

They (BOP consumers) would not understand.” 

“Godrej, the Most Preferred Brand in refrigerators, enjoys 

the trust of millions of consumers all over the country” 

(websrv.godrej.com, 2013-05-10). 

 

 

 

 

 

Increasing word-mouth 

Primary data Secondary data 

Mr Sunderraman said “Today what happens is that a 

satisfied user is our best way to get this across to the 

people”.  

 

Sunderraman mean that the Chotukool “is a low-

involvement product. A low intensity involvement the 

word-of-mouth is very difficult. There is a challenge to 

get the word-of-mouth. But we know that is the best way 

to reach out with our product. There is no other better 

way than the word-of-mouth” 

 

 “It is a challenge. We are trying to make it a product of 

high engagement and high standard symbol. When we 

started this and said we would target the BOP we 

thought those things do not matter. We give them the 

lowest price and they will be happy to take it. The proof 

is that no”. Sunderraman believes it has to do with that 

“The goal is to make the NGO (SSP) the lead awareness 

generator and the product would be scaled through 

word of mouth”  

(emergingmarketslab.thunderbird.edu, 2013-05-10).  
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“the product (refrigerator) gives the same benefit as 25 

years ago. What it is doing is beginning to be taken as 

granted rather then something very exciting for 

people”.  

 

Sunderraman points at a trigger that they are working 

on for spreading word-of-mouth around Chotukool; 

“Pride is an important trigger of word-of-mouth” 

 
First Energy 
The emprical findings of First Energy is based on an interview with Mandal Arkajit, Area Sales manager at First Energy 

and secondary data from several publically available documents and homesites 

The communication channels 

Primary data Secondary data 

Mr. Arkajit explains that “in terms of reach and 

communication what we rely largely on is activation 

programs. We have worked with NGO partners. They had 

a huge reach in these rural areas. The NGOs gave us a 

platform where we could interact with the rural 

consumers and we could communicate the benefits of 

our product. The most important and the single biggest 

communicator of our product benefits and usage is the 

dealer itself (the local entrepreneur). For us the dealer 

was a lady in the village, what we call a village level 

entrepreneur (VLE). She is a seller as well as a user.” 

Mandal Arkajit further explained that “once we had a 

critical mass…we also took advantage of the mass media 

like TV and radio”. 

He also explained that; “It was very crucial that the 

villagers trusted the NGO. Thanks to the NGO they 

trusted us, took our product and they sold it in the 

villages. So, since they trusted the NGO, they invested 

and sold our product in the village”. 

The NGO partner has played a big role. We reach out to 

each and every village through two various program. 

They have multiple touchpoints in the village. Each and 

every village would at least have 10-15 members in the 

village who are associated with the NGO in some way or 

another. These peope become our spokepersons in the 

village. So, we have 10-15 persons speaking about our 

product in each village. 

Mr. Arkajit also explains that; “Once the VLE becomes a 

user it is easier to connect with other people in the 

village. Invite them to her house and show the benefits 

of the product. But we do not stop at just that. We 

moved a step ahead. We had local level activation 

program where our promotional team would go from 

village to village. They would you know play videos, 

they would organize crowds, they would explain about 

 “First energy has developed hybridized approaches.” “First 

Energy Oorja depends mainly on local NGOs for the 

marketing and distribution of the stove. Apart from the 

NGOs, First Energy Oorja has forged tie-ups with dealer 

networks in rural markets, such as Adharam Energy, Sakthi 

Retail and Villgro Stores (a distribution model that uses 

the VLE to reach out to the rural areas), to market their 

products in rural markets.”. First energy also uses “local 

retailers like swayam shikshan prayog (SSP)” for both the 

distribution of the physical goods and the communication 

(web.mit.edu, 2013-05-13) Similar is mentioned in the BP 

magazine “Promotion and sales of the stoves has…taken a 

ground-up approach, with BP recruiting regional 

distributors for the cookers and biomass pellets, and, in 

turn, a ‘jyoti’ – typically a local villager who demonstrates 

and sells the product” (thebpmagazine, 2013-05-13). First 

energy has, as above mentiones, several different 

distributers of their stove and pellets and their “pellet 

delivery trucks roll to”…the local entrepreneurs’ and the 

buyers’ “door and the company supplies a pamphlet (a kind 

of an unbound booklet) (yaleglobal.yale.edu, 2013-05-10). 
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the company, they would explain about the product, 

they would give product demonstrations.” 

 

 

Partnerships 

Primary data Secondary data 

”The NGOs have multiple touchpoints in the village, at least 

10-15 members who are associated with the NGO in some 

way or another. These peope become our spokepersons in 

the village. So, we have 10-15 persons speaking about our 

product in each village" 

 

“The company has recruited and trained entrepreneurs in 

2,750 villages” (yaleglobal.yale.edu, 2013-05-10). 

 

Using the local entrepreneurs – as a communication channel 

Primary data Secondary data 

Mr. Arkajit explained that “the NGOs we partnered with 

are running a lot of self-help groups. They helped us get 

the village level entrepreneurs”. “The NGO thereby 

quickly gave us access to a network and a pool of women 

entrepreneurs to choose from”. "The most important and 

the single biggest communicator of our product benefits and 

usage is the dealer itself. For us the dealer was a lady in the 

village,“ “Once the VLE becomes a user it is easier to 

connect with other people in the village. Invite them to 

her house”.  

Mr. Arkajit explains the reason behind why they choose to 

have local entrepreneurs as the communication channel 

by saying “because of the nature of this offer. It takes time 

to build up the ground network. To go on mass media before 

you have this ground is not always useful.” The “NGO 

partners” was explained by Mr. Arkajit to be a successful 

start of the communication; “initially it worked as a very 

effective media because of the trust factor”.  

 

First energy uses several local networks for distributiona 

and communication as earlier explained. “One of the 

organizations involved in selling these stoves is Villgro 

Stores – an initiative by Villgro that employs VLEs to market 

and provide innovative affordable solutions to villagers.” 

“First Energy Oorja involve the local community to 

better understand the needs and demands of the target 

group through constant interaction with local people” 

(web.mit.edu, 2013-05-13) “A similar strategy is followed 

by Adharam Energy Private Limited (AEPL), which employs 

VLEs, known as “Jyoti”. First Energy Oorja mandates the 

involvement of women from the local community” 

(web.mit.edu, 2013-05-13). 

The reason behind why First energy uses these local 

entrepreneurs are that  

“We had identified barriers like distrust and 

adulteration at local Kirana stores” [small stores usually 

below 500 sq. ft.] “First energy started to use a ‘go-to-

market-strategy’ instead. First energy thought this would 

increase the sales of the Oorja stove by educating the 

customers about the solutions of the problems” 

(youtube.com, 2013-05-13) Another reason that explains 

why First energy chose to use local entrpereneurs was 

that “partnering with other BoP organizations incurs less 

cost than establishing skill sets of distribution expertise 

within their own organizations”. (web.mit.edu, 2013-05-

13) “A MFI [NGO] Swayam Shikshan Prayog is selling BP 

Energy India cooking stoves. It accounts for 30% of Oorja 

Stoves” (indianmba.com, 2013-05-15) 

 

The obstacles of using local partners as communication channel 

Primary data Secondary data 

“One problem that we face is that the NGOs are used to  Mahesh Yagnaraman, the co-founder of First energy talks 
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communicate to the villagers in a certain manner. They 

are not commercial minded persons. They have never 

been selling a product. So, their way of communicating 

and their way of connecting is very different from our 

way to connect cause they need to sell products now”  

“Their way of communicating and their way of 

connecting is very different from our way to connect” 

 

about how important it is for First energy to use the VLEs 

to marketing and demonstrate the product but also talks 

about the problems that come along. “The demonstration 

of the product on a ground level is perhaps the most 

critical thing to do but there is also where the 

challengers lie. If your out and demonstrate it is number 

one; a costly exercise, number two; a repetitive and difficult 

thing to do.” (youtube.com, 2013-05-13) 

 

Level of contact 

Primary data Secondary data 

Mr. Akrajit talks about how often people from First energy 

are out to the rural areas and talks to NGOs and local 

entrepreneurs when he says that “on the ground level it 

is on a daily basis. In my position I have connection on a 

weekly basis myself” 

No empirical data 

  

Local entrepreneurs training 

Primary data Secondary data 

Mr. Arkajit talks about the VLEs when he says: “We train 

them in product usage, the product benefit as well as 

certain selling skills. Also skills in how should they 

approach their own village”. 

No empirical data 

 

 

Financing local entrepreneurs 

Primary data Secondary data 

Mr. Arkajit once again talks about the VLEs when he says 

that First energy has “given them an adequate credit 

line”. First energy’s business model has given them the 

opportunity to “get investment from their network of 

village level entrepreneurs. So in a way the VLE have 

actually funded the business”. 

Sakhi retail is a NGO that enable companies to come in 

contact with local entrepreneurs. “Sakhi retails has 

partnered with many companies” and First energy is one of 

them. “Each of the 850 sakhis (friends) contributes Rs 

10,000 for the equity stake and takes on the role of an 

entrepreneur in her village” So, by have partnership with 

Sakhi retail First energy gives the VLE products to sell. “A 

sakhi, typically, earns over Rs 2,000 per  month as 

commission on sales of various  products and Saki retail is 

nowadays a  profit venture”. 

 “Women who distribute the products not only earn a 

commission on sales, but also share profits as owners of the 

company” (planetedentrepreneurs.com, 2013-05-15) First 

energy’s partnership with helps the VLEs as well because 

“the Villgro store performs the financial bundling of the 

product and extends credit to the end users through the 

VLE.” 

 

Trust between First energy and local entrepreneurs 

Primary data Secondary data 

Mr. Arkajit explained that First energy build trust through No empirical data 
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“lot of contact with them (local entrepreneurs) and supply 

them with training”. ” NGO works like a trust-bridge 

between the villagers and BP or First Energy.” “Initially 

it is very difficult to get dealers who sell your products 

before it has become popular. Therefore it was very crucial 

that the villagers trusted the NGO” 

This is a new product, how does the villagers trust us, 

we are outsiders? So, the NGO works like a trust-bridge 

between the villagers and BP or First Energy. Initially it 

is very difficult to get dealers who sell your products 

before it has become popular. Therefore it was very 

crucial that the villagers trusted the NGO. So, since they 

trusted the NGO, they invested and sold our product in 

the village 

“By giving them the necessary training about the 

product”. The training Mr. Arkajit talks about is 

mentioned above under the sub-heading “Local 

entrepreneurs training”.  

 

Other enabling factors – Constant availability 

Primary data Secondary data 

 “Apart from the normal monetary incentives that is part of 

any business what we actually did was to develop the NGO 

into a business entity” Mr. Arkajit talks about the NGOs 

when he says “we had to handle them in terms of 

developing their work into a business entity. So we 

played a crucial role in doing that”. 

A usual problem for the rural parts of India is that the 

regular distribution of fuel is failing. This is the case with 

LPG. Sometimes it takes month between each delivery 

which make it hard for the people to solely rely on LPG 

(yaleglobal.yale.edu, 2013-05-10). “First Energy Oorja uses 

a distribution mix of NGO and rural retail organizations” 

“The product is transferred from the company warehouse to 

the Villgro store, which is the retail division of Villgro in 

small towns.” “The store partners with a VLE who 

transports and sells the product in villages“. The Oorja 

pellets are through this strategy of distribution therefore 

always available for the rural consumers. (web.mit.edu, 

2013-05-13) 

 

First energy - BOP message 

Primary data Secondary data 

 “In the initial phase it was all about the product and 

the product benefits. Once it was established” Mr. Arkajit 

explained that First energy changed the communication 

strategy a bit and the communication “was more about 

the brand”. First energy communicate that “Oorja is a 

solution. Oorja is not just a stove but a stove and a fuel.” Mr 

Arkajit explained the shift in their communication by 

saying; “from a product centric communication it moved on 

to a brand centric communication”.  

The reason why they started with a product centric 

communication was that “in the initial phase you need 

 “First Energy, a Pune-based start-up in the alternative 

energy space, was setup to offer a clean, affordable and 

accessible cooking solution to the under-served.” 

(betterindia.com, 2013-05-10) “Because its fuel is easily 

available in the neighborhood, Oorja is eliminating the need 

to collect and store firewood. For households who still 

aspire to own the LPG (liquified petroleum gas) stove, it has 

given them an affordable alternative. Along the way, Oorja 

is also helping to reduce black carbon emissions.” 

(thebetterindia.com, 2013-05-10) 

On First energy’s homepage there is a link to Youtube and 
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people to trust your product but when you have success 

and people talk about the product brand messages can 

be used". ”You start with the problem and magnify it”.  

Mr. Arkajit further explained that they gathered women in 

a group where you can “present facts, real facts”. “Once 

you start talking about it they will see the problem.” 

“Once you magnify the problem it is clear before their 

eyes and then you present the solution. If we do not do 

this, saying only; this is a cooking stove, you can cook on 

this, they would take it as just another stove. We have to 

present that this is a solution for a problem.”  

Mr. Arkajit explains about what activities First energy uses 

by saying “we had local level activation program where our 

promotional team would go from village to village. They 

would play videos, organize crowds, they would explain 

about the company, they would speak about the product, 

they would give a product demonstration. They would 

also try to answer whatever queries the people have”. 

in that movie it is explained that “a problem we have is 

that cooking with fire wood is for free. So what we need 

to do here is to inform the villages about the 

advantages of Oorja pellets and make them value the 

solutions higher than the free solutions with fire wood.” 

(youtube.com, 2013-05-13). 

Mukund Deogankar, Operations Director at First Energy 

says that “’Oorja is essentially a product for the woman 

of the house. We set about creating a network of 

prominent women in the villages who had some 

influence over large communities. They were our village 

level entrepreneurs. 

They would go from door-to-door, giving demos and 

convincing other women to buy. That really worked’” 

(energyfordevelopment.com, 2013-05-13)  

 

Trust between the local partners and the communities 

Primary data Secondary data 

“The trust is already there between the local 

entrepreneurs and the NGOs while the local 

entrepreneurs are trusted in the community.” “The 

women entrepreneurs sells to their community in a 

one-to-one approach”. “For people to adopt the product 

trust is needed which the NGOs initially gives and later 

on early adopters through word-of-mouth” “You trust 

somebody and takes the business on his or her word and 

when it actually turn out to be a success than you trust that 

person even more. As simple as that. The local 

entrepreneurs started trusting the NGOs even more and 

therefore always keep our interest in mind”.   

First energy wants to be a sustainable business 

(firstenergy.in 1, 2013-05-10) and “by giving dealers an 

incentive to keep supplying the pellets long after they make 

their first commission on the stove, BP has swerved away 

from the longtime practice of dumping a stove on 

consumers and letting them fend for themselves to find fuel.”  

(yaleglobal.yale.edu, 2013-05-10) 

 

 

 

Working with the First energy brand 

Primary data Secondary data 

"In the initial phase it was all about the product and the 

product benefits. Once it was established across a 

certain geography it was more about the brand”. “The 

brand became associated with the product". 

Mr- Arkajit also explained that First energy did not 

mention their connections with BP in the beginning. 

“People do not connect with BP so well in India so we 

had to use the connection with Castrol" which is a global 

brand of industrial and automotive lubricants. 

He explained that there was an advantage for them to be 

No empirical data 
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connected with Castrol. “People could make the 

connection. People value big companies. A big name 

adds a lot of weight to what you are saying". 

 

Increasing word-mouth 

Primary data Secondary data 

 “We were able to expand to other regions without any 

NGOs available by applying local distributors. They helped 

us spread the product initially and then we had enquires 

coming in from other regions than we could employ local 

distributors to spread the message around. The local 

entrepreneurs and early adopters create the word-of-mouth 

which is why it is important to get as many early adopters 

as possible. For people to adopt the product trust is needed 

which the NGOs initilly gives and later on early adopters 

through word-of-mouth". 

Mr. Arkajit further explains the advantages with the local 

partners for the spreading of word-of-mouth by saying 

that “the NGOs works as a trust bridge, which speeds up 

the process of trust and in the end word-of-mouth. The 

seller tries to tell the benefits of the product, talking about 

the product. 

He further ask “You understand the mentality of these 

villagers? A seller trying to you know sing the merits of 

the product. But then other people talking in the 

village” 

 “First Energy Oorja mandates the involvement of 

women from the local community who have never had 

sales experience is a vital component of their business 

model. They believe that this will help in the overall 

growth of the market and largely the society.” 

“Highlights the importance of partnering with local 

established NGOs in order to give the product its first push 

into the local markets.” (web.mit.edu, 2013-05-13). This 

has helped First energy with the reach of both the physical 

distribution as well as the communication.  

The partnership with the NGOs has been important for the 

spreading of the products of First energy and is therefore 

a part of the word-of-mouth. “For a NGO, the key factor is 

that it can use its presence/spread and knowledge of the 

context very effectively in taking a product forward to the 

end users” “NGOs by virtue of their history, organizational 

structure and operational limitations are not well suited to 

address the other challenges of distribution such as 

providing financial bundling for the products, providing 

after sales services, etc.”…the VLEs role for spreading the 

message of First energy is explained by following; ”VLEs, 

though are very effective in after sales service and 

marketing the product through word of mouth publicity, 

have inherent limitations in various other aspects of 

distributing a product.” (web.mit.edu, 2013-05-13). It is 

shown that NGOs and First energy’s other partnerships 

are important for the first part of both physically and the 

communication spreading of Oorja but that VLEs are 

highly important for the last and final step of reaching the 

BOP-consumer.  
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Appendix 5 – Transcripted interview with Mr. Sunderraman 
 
Interview with Gopalan Sunderraman, vice president corporate development team at Godrej & Boyce 

The interview was conducted on the 18th of May 2013. The moderator Jesper Lindahl was based in his home in Sweden 

while Gopalan Sunderraman was based in Godrej & Boyce offices in India. The interview was therefore made via Skype. 

The interview was recorded on an Iphone to make sure the transcription of the interview could be written down in detail 

afterwards. 

 

The interview: 

Moderator: “Hi mr. Sunderraman, how are you?” 

Mr Sunderraman: I’m fine thank you, how are you? 

Moderator: “I am fine, nice to talk to you again mr. Sunderraman” 

Mr. Sunderraman: “You to, please call me GS through the interview” 

Moderator: “Okay, then I will do that” 

Mr Sunderraman: “So tell me what are the questions you have and what you want answered?” 

Moderator: “Yeah are you ready to start right away?” 

Mr Sunderraman: “Yeah lets start” 

Moderator: Which company do you represent? 

Mr Sunderrraman: Godrej & Boyce  

Moderator: “What is your position within the company?” 

Mr Sunderrraman: “I am the vice president corporate development team”. Moderator: “How have you been involved in 

the project Chotukool that aimed to sell products to the low-end market of India?” 

Mr Sunderrraman: “I am working on Chotukool full time and I am one of the creators of Chotukool”. 

Moderator: “Okay, what kind of product did you target the low-end segment of India with?” 

Mr Sunderrraman: “Chotukool is a refrigerator made for rural India” 

Moderator: “Through which channels have you… ” 

Mr Sunderraman: “First I want to say that you might be looking at this from another angle then the one of Christensen 

(researcher) which this is based on. Now you look at it from another lens judging from the questions you sent to me 

before this interview. It is another framework and therefore there might be some questions that may or might not have a 

good answer, therefore I need the option to some time say that the question is irrelevant” 

Moderator: Of course, and it is okay if you do not have it”. 

Mr Sunderraman: “Okay, shoot the questions.” 

Moderator: Okay, Through which channels have you reach out to the low end segment in India?” 

Mr Sunderraman “Okay okay, so you need to understand…” 

Moderator: “The communication, how you have reached out with the communication to the low end segment?” 

Mr Sunderraman: Okay you need to understand that this disruptive innovation is based on jobs to be done”. It is not 

made as a target product is created. It is based on a non-consumption and that mean that the people are not consuming 

and we have found that that they want something that they cannot accomplish at this point in time. That is how this 

whole thing start. There are about 80 % of the people who are not using the product (refrigerators), only 20 % are using”. 

Why is it that 80 % do not use? There are a few barriers for consumption. I talked about this the last time also (the pre-

study).  

Moderator: “Yeah…” 

Mr Sunderraman: “So when we look at the particular kind of a job that they want to really cool items, they do not want 

sophisticated deep freezing or anything like that. No they need the basic requirement. And this is the requirement that 

are coming from people who are located in certain regions we call them as the foothold customers. The business is not 

based on the entire segment and the entire market or entire country. A starting business is not based on what is the first 

to a hole that I can get. How do I prove that such a need can be met in a viable, it has to be desirable by the customer  as 

well as a you know kind of a feasible way of doing things. It has to be viable, and technical to do that. These are the 

questions that we need to ask. So the exercise of communicating through traditional media is at a much much later period 
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in time. It is not yet even relevant for us. When you are reaching out to a new set of customers with a new value 

proposition the only way you can communicate is direct, person to person. You cannot communicate in other way.  

 

Moderator: So if I understand you kind of correct you have not used traditional medias yet? 

Mr Sunderraman: Any communication at this stage. So what we have to start with and that is what we have been doing. 

It has to be direct communication. To explain to them (BOP consumers) that this is a particular requirement which can be 

satisfied with this particular offering and it might give you benefit. So the starting point for all this is really direct 

communication and that is how we started when we started the early pallets and that is why you need to be going 

through a set of people who are quite close to the community that potentially will be needing the chotukool. And that is 

the reason you need a distribution channel and a communication that is about the same at this point in time. They are not 

two different things. The way that you reach out to the people is the same way you reach out with the communication. 

Moderator: Allright, yeah, because our next question is about how you have used the local partners like NGOs and MFIs? 

Mr Sunderrraman: I explained this a bit earlier (the pre-study) to you. We worked with the NGOs in this whole journey 

that is because the NGOs are the closest to the community. What exists is a community not a market. The only  market 

features that exist and can be analysed is demographics of age and location, geography and things like that. The market 

does not exist it is just a community and therefore the best way to reach out to this people is through those who are 

closest to the community and so therefore we thought that NGOs are a good way of reaching out.  

Moderator: Okay, okay… 

Mr Sunderraman: Some of these NGOs have more prominently impact. They are doing some work in some areas and 

they are more suited for this kind of a work. So that is why we picked them. While the financial product business, you 

want to give credit or you want to pick up money from this people. Then the microfinance are the people you can reach 

out like that. That is a much better established industry and much better established channel. A project like this does not 

have any established channels or established ways of reaching out and that is why we need the NGOs and their social 

entrepreneurs and social organisations. That is how we reach out to people with our value proposition and the benefit 

our product give. So therefore in this case they are suitable for this kind of work and that is why we picked them. So 

starting point was the NGO as well as the channel to reach out. 

Moderator: “Okay Okay”. “This is exactly the communication channel we want to look at in this study” 

Mr Sunderraman: Since it is a disruptive value proposition we found that channel that is the closest to reach out to the 

people who are potentially the target was an NGO so we started the work with the NGO channel. How do we communicate 

with this people we have to communicate by directly talk to them. So we had our own set of people which is a very small 

group of people, about 3-4 people. These 3-4 people went around and started understanding how to communicate, what 

to communicate. So we started using… in a very very early state demonstrations it was trying to be with them (BOP 

consumers) and show them, make them use the product and that is how the earliest of communications are. Then at a 

second stage we created a bunch of slides or what I call a flip chart. Using these flip charts is a good way of 

communicating with them… 

Moderator: Excuse me, what is a flip chart? 

Mr Sunderraman: A flip chart is a binder of maybe 10-15 charts, like power point charts printed on paper which you flip 

up one after the other. Just like a small calendar or something like that. 

Moderator: Who uses these flip charts? Is it the local entrepreneurs? 

Mr Sunderraman: Yes and by this you do not need any advanced technology. 

Moderator: Okay, what does the flip charts say? What do you want to communicate with the flip charts? 

Mr Sunderraman: Okay, we try different pictures to different. There are sections of what their problems are and there 

are sections of how the problems can be solved, there are sections of how it gives you benefit. There are sections of saying 

of you do have a problem with the product, how you can get it solved. It is like a sales speech. Initially we have a kind of a 

script that talk so we talk first chart, second chart, third chart. We tailor it based on the people you work with. After some 

experience we realized that we could keep changing the script and we can make it quite interesting to people. So 

different, the more experienced people can flip through it in a different way and create the right kind of a personalized 

chart. 
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Moderator: Maybe you have answered it but then I missed it but who are the people who goes around with these flip 

charts? 

Mr Sunderraman: At the first stage it was people from the project team but now it is also local entrepreneurs to explain 

to the end-customers. That it is how we train them. How to use the flip charts and how to make the flip chart and get 

input from them to create these kind of things. It is almost like any other kind of training of the sales that you do. 

Moderator: Mhm, do you know how many local entrepreneurs you have? 

Mr Sunderraman: There are about 600 women entrepreneurs. But how many are active at a given point in time cannot 

be said. It is different from time to time. 

Moderator: Do you know why you mainly use women? 

Mr Sunderraman: There are three things or reasons why we went to women. It is because a lot of these kind of thing 

about the product Chotukool are impacting the house wifes and their life and the people who are the closest to them are 

women rather then the men. Men might look at it from more of a consiuous while women see the benefit the product give 

and the impact it can give to their lifes so we thought that maybe women are the best way of reaching out. 

Moderator: Allright, What would you say is the biggest obstacle or problems for the local partners when they try to 

communicat this? 

Mr Sunderraman: Yeah there are issues which are social because there are a lot of social issues in the villages. The 

women have their role to play sometimes the women have expected certain things and not certain things or other things 

and so all this are typical things that we did experience. Because sometimes they are really affective even when they 

communicate very very bond. 

Moderator: What do you mean? Are they suppoused to do some thing and not suppoused to do somethings? 

Mr Sunderraman: In a typical relation a women are not suppoused to go out. Some of the women are not allowed to do 

business and things like that. So these are social nounce of that. Some of these nounce are today breaking. They are not 

actually sustainable in the society since the society is developing. So this kind of issues do come up when we reach out to 

them. 

Moderator: Okay, Do you know how much Godrej & Boyce have contact with these women and NGOs? 

Mr Sunderraman: We go out to them through time to time. They do come to our establishment and we have workshops 

together with them to learn things. We reach the  the people. So, there are contacts from time to time it is not that it is 

every day. 

Moderator: Okay but how often is it? 

Mr Sunderraman: Not quite every week. It is enough to meet every three month or so. Some times there are more 

number of workshops. They might come, maybe twice for a couple of weeks or something like that and sometimes it takes 

up to three months. 

Moderator: Okay, How have G&B tried to build up the trust to the local entrepreneurs? 

Mr Sunderraman: It is all on trust. 

Moderator: Yeah, but how do you work to gain it, the trust? 

Mr Sunderraman: There are two stages. We do bind up with the NGO as an organization. They have a constant contact 

with the entrepreneurs. They have close to 600 women and they are in touch with them a lot more closely and talk 

frequently with each other. They build trust based on relationship, on the training and handholding and mentoring and 

also supporting in other ways. That is not the only thing they do, they do many, many other things. They do support when 

disaster, they support them on the development and they give some micro credits, so it is a much larger relationship. 

Moderator: But how do you build trust with the NGO itself? 

Mr Sunderraman: It is about constantly being with them, talking with them bringing them into our company. Making 

them part of the strategy and building a kind of relationship with them in term of a shared purpose. That is the first way 

you can get trust. Your vision is to help these poor ladies and help these people development themselves. So business is 

one, society is the other thing and there is this overlapping between business and society that.  

Moderator: What would you say is the usual worker for the NGO, a typical worker for the NGO, how would you describe 

the typical worker? 

Mr Sunderraman: They are from the rural area mainly and do not have an education. But som of them are well educated. 

They might have gone through secondary or graduate school. There are graduates. There are people who have done a 
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good amount of finance and things like that. They are often a well working establishment. Some are also well trained, well 

educated. It is a kind of mixed thing. They can not be categorized based on education or demographs. 

Moderator: I just looked at the question how you have supported the local entrepreneurs but realized you have already 

answered it. 

Mr Sunderraman: Yeah, yeah, I have nothing to add to that. 

Moderator: Okay, so what would you say is the message you use to communicate with the low end consumers? 

Mr Sunderraman: It is a very interesting question and I still do not know if I have the perfect answer as yet. We have 

been trying to find that one message. There are lot of messages that you see Internationally. All this big companies have 

two or three words as a message like “trust us wherever you go” or something. All this does not make any sense for the 

rural people. They want to knoe the specifics of the product and what is the benefit. What do I get and how do I operate. 

So you know when we get that into an abstract message for communication which is the way the communication really 

happens it does not work any other way. The smallest, beautiful is a nice message but they (BOP consumers) want to 

know why is it small, why is it beautiful. At the end of the day these people are not into the abstract world. They want 

very concrete things. They want to know number one it works like that number two it gets power like that number three I 

can save so much number four it can be helpful. So it is important to be very, very specific when talking with these people. 

Is there a single way of communicating? Is there a way of communicating that can be very interesting for people? I do not 

know. It is not efficient to give fifteen messages in a single communication but it is important that we do it as I see it, with 

these people. 

Moderator: So you communicate more with the attributes of your product then your brand if I understand correctly? 

Mr Sunderraman: Not attributes, the communication must be put in the context that they live, the communication also 

includes the improves, the benefits that is. So there is a whole lot of their experience and also it adds up to do some of the 

experience of the other people and how you put the the credibility from other people. It is a bundle of things to 

communicate. It is almost impossible to get it down to a single message. They would not understand it. 

Moderator: Do you try to communicate your country of origin, that you are from India? 

Mr Sunderraman: We are so far doing this business only in India so it does not matter for them. They know that we are a 

company from India. We are a 150 year old company, so the company they recognize very well. The brand is very 

established since it is a 150 year old brand in India. 

Moderator: How do you try to communicate to the locals. Or let me rephrase. How are the local entrepreneurs instructed 

to communicate the problem your product solve? 

Mr Sunderraman: See we train them out with the flip charts, we also train them out to give demonstrations and then 

they establish their own ways of communicating to the people based on the mix of these things. And we have given them 

some other aids and all but with some of these things they are not comfortable. You can give them a tablet and like 

android with which they could communicate but they are not comfortable. They just say we rather use our own ways of 

explaining. 

Moderator: How do you try to increase the word of mouth around your products? 

Mr Sunderraman: Actually very interesting question. That is a part we need to do. Today what happens is that a satisfied 

user is our best way to get this across to the people. But this is a low-involvement product. There are products which are 

high involvement for example if these people have bought a cell phone their involvement of the people with the mobile 

phone is high intensity and  they may use it six time a day. So it is a high intensity involvement. And in all these high 

intensity involvement it is a lot easier. A low intensity involvement the word-of-mouth is very difficult. There is a 

challenge to get the word-of-mouth. But we know that is the best way to reach out with our product. There is no other 

better way than the word-of-mouth. 

Moderator: So you would characterize Chotukool as a low-involvement product? 

Mr Sunderraman: It is a low involvement product. Basically the category of refrigerators is low involvement. What 

happens is you buy a refrigerator and you buy one in maybe an average of 5-7 years. After you buy that you start using it. 

Everyday you might use it but it is no involvement. At the best what you are doing is open and taking things out and then 

using it but what is the involvement? In wasing machines you programme it when you use it the same with a microwave 

but with a refrigerator what do you do? You might change the setting of temperature maybe once in two to three months 

if it gets very cold or very hot. Other then that there is no involvement whatsoever for the user of the product of this 
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nature. It is just storage. You dump things there and it gets cold. So there is no involvement. Therefore it is no automatic 

trigger of telling about the product within the product. What you do with it is what is what is likely to be shared not the 

product itself. Not features and things like that. 

Moderator: So it is not a kind of status symbol in rural India to have a Chotukool? 

Mr Sunderraman:  It is a challenge. We are trying to make it a product of high engagement and high standard symbol. 

When we started this and said we would target the BOP we thought those things does not matter. We give them the 

lowest price and they will be happy to take it. The proof is that no. Even if they are people with a low income they are 

getting engaged and involved with several other forms. Rural Indians are getting involved as a social phenomena that has 

come with the economic development. 25 years ago refrigerators where more of a high engagement product but today it 

is way behind televisions and really behind cell phones. In the hierarchy of importance this product is behind because the 

product heve not changed. The product gives the same benefit as 25 years ago. What it is doing is beginning to be taken as 

granted rather then something very exciting for people. Pride is an important trigger of word-of-mouth. I am proud to 

have bought this.  

Moderator: Okay, do you know how many Chotukools have you sold? 

Mr Sunderraman: Several hundred …sands, (thousands, unclear on the recording). 

Moderator: I will see if I need to ask more questions. No I think we covered it by now. Thank you very much for 

participating in our study. 

Mr Sunderraman: Okay, I am sorry we could not do this earlier and I thought I really want to do this today because I 

know you have been working and I understand you have deadlines coming close. Do write to me if you have some further 

questions. Then we set up a quick chat and finish this. Okay? 

Moderator: Sounds great, and we will send you the results of the study. It is finished in the coming weeks. 

Mr Sunderraman: I saw you attached another report a few days back about word-of-mouth if I am not mistaken? 

Moderator: Yeah… 

Mr Sunderraman: I downloaded that and will read it tomorrow on the weekend. 

Moderator: It is our published book. 

Mr Sunderraman: Very good, it was very nice of you to send it. I will read it and give you my feedback on it. 

Moderator: Okay, thank you for that and thank you very much for participating. 

Mr Sunderraman: Thank you so much. Bye. 

Moderator: Bye 
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Appendix 6 - Transcripted interview with Arkajit M, First 
Energy Ltd 
Interview with Mandal Arkajit, Area Sales manager at First Energy  

The interview was conducted on the 13th of May 2013. The moderator Jesper Lindahl was based in his home in Sweden 

while Mandal Arkajit was based in First Energy’s offices in India. The interview was therefore made via Skype. The 

interview was recorded on an Iphone to make sure the transcription of the interview could be written down in detail 

afterwards. 

 

The interview: 

Moderator: Hi mr. Arkajit this is Jesper from Sweden 

Mr. Arkajit: Hello? Hello? 

Moderator: Can you hear me? 

Mr Arkajit: Hi, sorry there was some issue with my connection. 

Moderator: Okay, how are you? 

Mr. Arkajit: I am fine. 

Moderator: Good to hear, we have some questions prepared for you about how to create awareness in rural India. 

Mr Arkajit: Okay 

Moderator: The first question. What is your position in First Energy? 

Mr Arkajit: “Area Sales manager at First Energy. What I do is I lead the home-use business. We have two businesses B2B 

and the home-use business”. I lead the second line which is domestic consumers”. 

Moderator: Okay, and that is how you are involved in the project Oorja then? 

Mr Arkajit: Yeah I work with this project full time. 

Moderator: How would you describe the consumer group Oorja’s is meant for? 

Mr Arkajit: Okay, see Oorja is positioned as a real alternative to LPG (liquefied petroleum gas). So that is how we position 

our Oorja for the consumer. The target consumer is slightly complicated in a sense that . “The target consumer is 

complicated in the sense that we have target consumer in both rural and urban areas”. The target areas are the areas that 

do not have proper electricity connections.  Either they buy it (fuel) at a higher rate our they end up using other form. 

These consumers need our product”.   

Moderator: Okay, why do you target the low-end consumers? 

 Mr Arkajit: We would not like to view it as low end it is more about people who do not have access. “It is first about give 

people that do not have access, access”. Number two is affordability. Even if consumers could afford to buy LPG they do 

not have access to it”. “That is why Oorja targeted those consumers”. “We give a different solution to LPG and biomass”. 

“You, see electricity does not work in rural areas. Sometimes it works three or four hours.  You do not know when it will 

work”. It is different from Europe where people use induction an such. Here the rural people cannot rely on electricity”. 

Moderator: Okay, how have you communicated with the low-end segment? 

Mr Arkajit: “See, in terms of reach and communication what we rely largely on is obedial activation programs. It was a 

multi formed approach for this thing (Oorja). We have worked with NGO partners. So they had a huge reach in these rural 

areas. The NGOs gave us a platform where we could interact with the rural consumers and we could communicate the 

benefits of our product. The most important and the single biggest communicator of our product benefits and usage is the 

dealer itself (the local entrepreneur). For us the dealer was a lady in the village, what we call a village level entrepreneur 

(VLE). She is a seller as well as a user.  

Moderator: Okay, okay… 

Mr Arkajit: Those ladies are very close with the community. Everybody knows everybody else. Once the VLE becomes a 

user it is easier to connect with other people in the village. Invite them to her house and show the benefits of the product. 

But we do not stop at just that. We moved a step ahead. We had local level activation program where our promotional 

team would go from village to village. They would you know play videos, they would organize crowds, they would explain 

about the company, they would explain about the product, they would give product demonstrations. They would also try 

to answer whatever question people have. So, we did that. Once we had a critical mass, a certain number of villages in a 

fairly large geographical area we also took advantage of the mass media like TV and radio. But that came later. Unlike the 
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traditional way of advertisement that would immediately go on to mass media. Start advertising. For us it was the other 

way around.  

Moderator: I see… 

Mr Arkajit: That is because of the nature of this offer. It takes time for us to build up a network, the ground network.. 

Before that. To go on mass media before you have this ground is not always useful.  

Moderator: Okay I understand… 

Mr Arkajit: So, so, we betted on this. We discussed shall we go now or later on media. And we agreed and sort of said. 

Moderator: You mentoned the local entrepreneurs. What other kinds of local partnerships have you established? 

Mr Arkajit: Yeah, the NGO partner has played a big role. We reach out to each and every village through two various 

program. They have multiple touchpoints in the village. Each and every village would at least have 10-15 members in the 

village who are associated with the NGO in some way or another. These peope become our spokepersons in the village. 

So, we have 10-15 persons speaking about our product in each village. These people are our spokespersons in the 

villages. It is not just one village level entrepreneur. What we had was 10-15 different people speaking about our product 

in the villages.  

Moderator: Okay, okay… 

 Mr Arkajit: So, you understand the mentality of these villagers? A seller trying to you know sing the merits of the 

product. But then other people talking in the village sometime… (Skype ended abruptely). 

Moderator: Hi again, can you hear me? 

Mr Arkajit: Hi can you hear me? 

Moderator: Yes… 

Mr Arkajit: So what I was saying was that it is not just one touch point in the village. There are multiple spokespersons in 

the villages. Because the NGO was working in the villages and they had multiple people within the organization for the 

same village. So when others in the village talk about this product apart from the seller it makes a huge difference. 

Moderator: Who do you mean is this other person? 

Mr Arkajit: I mean regular consumers giving word-of-mouth. Because other people are regular customers. Even though 

you know to the NGO they talked and maybe adopted the product and then they might talk about the product in the 

village. So others in the village might view the product as something worth looking at due to this. In a way these people 

acted as the early adopters for us and they are crucial in this kind of a setup. We are talking about a product that is a 

major investment for this kind of villagers. Nobody wants to take the risk. They would always look at these early adopters 

before buying the product. The majority will not buy the product until early adopters recommend it to them. How quickly 

and how well you get early adopters is important and is how big the success will be. 

Moderator: Okay, how many partners are employed to communicate? 

Mr Arkajit: We had two NGOs initially and those had operations in fairly large geographical area. After a few months the 

word-of-mouth spread across the region. Then we were able to expand to other regions without any NGOs available by 

applying local distributors… (Skype interrupted) 

Moderator: Hi again, can you hear me? 

 Mr Arkajit: Yeah I can hear you. Let me gon. They (NGOs) helped us spread the product initially and then we had 

enquires coming in from other regions than we could employ local distributors to spread the message around. In some 

areas there are very good NGOs and in others there are not but that should not stop us from working. So In those areas 

we went ahead and hired local distibutors. So we actually took a lot of effort, to understand the market and implemented 

local distributors, which really helped us. Then we used promotional vans and promotional teams to go and spread 

awareness. 

Moderator: That is very interesting, why don’t you have more or less local partners? 

Mr Arkajit: The job of a NGO is to be in areas in need of help. In urban areas there is not the same need. Typically the job 

of a NGO is to help people, like woman in need of job or children who run away from home. The rural areas are in more 

need of help and therefore you will typically find the good ones in such areas. In rural areas they often work towards 

livelihood missions, women empowerment and things like that. But these are more of economical backwards districts. In 

English called county. So you would find more good NGOs in economically bad districts. The number we work with is 
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depending on how many good ones is available. We have been fortunate to partner with good partners. Sometimes you 

come across good partners. Our partners turned out really good. 

Moderator: How do you use the NGO, do they communicate themselves or do they mainly support the local 

entrepreneurs?  

Mr Arkajit: The NGOs we partner with are running a lot of self-help groups. They helped us get the village level 

entrepreneurs. They are working towards women empowerment and this is a opportunity for the woman. The NGO 

always look for opportunities to bring jobs to their self-help groups. The NGO thereby quickly gave us access to a network 

and a pool of women entrepreneurs to choose from. Within a month we could have a network in 50-100 villages. So, 

number one they had a pool of ladies from whom we could chose. We did a good proper interview along with the lady and 

her family to see if she has proper support from her family and too see whether she is active in the village or not. All this 

things was facilitated by the NGO. Number two, this is a new product, how does the villagers trust us, we are outsiders? 

So, the NGO works like a trust-bridge between the villagers and BP or First Energy or Oorja. Initially it is very difficult to 

get dealers who sells your products before it has become popular. Therefore it was very crucial that the villagers trusted 

the NGO. Thanks to the NGO they trusted us, took our product and they sold it in the villages. So, since they trusted the 

NGO, they invested and sold our product in the village.  

Moderator: How would you say that. Let me rephrase. How do the local entrepreneurs promote the product for the low 

end segment? 

Mr Arkajit: Basically what we do is take them to a proper training course. So we train them on the product usage and the 

product benefits as well as certain selling skills. Also skills in how should they approach their own village. So these ladies 

will be trained in product usage, product benefit in terms of selling skills and also in terms of how should they approach 

their own village. 

Moderator: Okay, what are the benefits of using local entrepreneurs as a communication channel? 

Mr Arkajit: “The local NGO partners are only one of the communication medias we use. And initially it worked as a very 

effective media because of the trust factor that they brought in to the whole picture. When people became aware of our 

product in the market it was easier for us to go ahead and move ahead and push the communication and then push it to 

mass media like TV and radio. It was a step by step process”. 

Moderator: What would you say are the obstacles of using local partners as communication channel? 

Mr Arkajit: One problem that we face is that the NGOs are used to communicate to the villagers in a certain manner. They 

are not commercial minded persons. They have never been selling a product. So, their way of communicating and their 

way of connecting is very different from our way to connect cause they need to sell products now. What made our 

challenge even more tough is the fact that these NGOs are not only partner in getting us known, they are also our 

distribution partner. When they turn into a commercial entity means they also sells products. 

Moderator: Allright, How have you supported the local entrepreneurs? 

Mr Arkajit: How long will this take? 

Moderator: Maybe 15-20 minutes. 

Mr Arkajit: Okay cause I have a meeting coming up. 

Moderator: Then we do it as fast as possible. 

Mr Arkajit: Sure, so your question was how we have helped the local entrepreneurs, right? 

Moderator: Yeah, how you have supported the local entrepreneurs? 

Mr Arkajit: “Apart from the normal monetary incentives that is part of any business what we actually did was to develop 

the NGO into a business entity. They are making a commercial venture for the first time. We had to handle them in terms 

of developing their work into a business entity. So we played a crucial role in doing that”. 

Moderator: Okay, to what extent do you have contact with local partners? 

Mr Arkajit: “Quite extensive. Even today it is strong connections.  

Moderator: Okay, but how often do you meet them? 

Mr Arkajit: Quite often executives meet the NGO partners. I would say it is quite often since the situation demands it.  

They are one of our most important partners. 

Moderator: Hmm, but would you say it is weekly or monthly meetings? 
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Mr Arkajit: On the ground level it is typically on a daily basis. Our representatives are there on ground level meeting up 

with their people and meeting up with dealers on a regular basis. Like someone in my position I have connection on a 

weekly basis myself. At least once in two weeks we try and connect. Once in a while we have proper deep going 

conversations. 

Moderator: Okay, how have you trained the local entrepreneurs? 

Mr Arkajit: We touched upon that. We have given them product training, sales training and also tried to train them in 

understanding their own village and developing strategies for their village. We take them to a proper training course, we 

train them in product usage, the product benefit as well as certain selling skills.  

Moderator: How have you helped the local entrepreneurs to finance their business? 

Mr Arkajit: “It is not direct help but indirect by given them an adequate credit line. So they can manage their capital well. 

We have planned the business model in such a way that they are able to get investment from their network of village level 

entrepreneurs. So in a way the VLE have actually funded the business. 

Moderator: How have you tried to build trust between you and the local entrepreneurs and NGOs? 

Mr Arkajit:  It is like I mentioned we have a lot of contact with them and supply them with training” 

Moderator: In what ways have you tried to simplify the local entrepreneurs and NGOs possibilities to communicate the 

product? 

Mr Arkajit: By giving them the necessary training about the product. 

Moderator: Okay, what kind of message do you want to send out to the mass market through the local entrepreneurs and 

NGOs? 

Mr Arkajit: In the initial phase it was all about the product and the product benefits. Once it was established across a 

certain geography it was more about the brand. The brand became associated with the product. Oorja is a solution. Oorja 

is not just a stove but a stove and a fuel. So when people say Oorja they do not usually, I mean when they say Oorja stove 

what they actually mean is Oorja stove and the fuel. So from a product centric communication it moved on to a brand 

centric. 

Moderator: How have you communicated to create awareness about the problem your product solve?  

Mr Arkajit: We first talk about the problem. We would always start off with the problem before promoting the solution. 

The primary problem is indoor pollution, than there are problems related to collection of firewood. Also a lot of time is 

being spent by ladies on these activities which could be spent on economic activities. So that is the initial approach. And 

then we would talk about Oorja as the solution which is clean, smokeless, it solves your problem of indoor pollution, it 

solves the problem of collecting firewood from the jungle, it solves the problem of using a lot of time on non-economic 

activities. So highlighting the problem, magnifying it is a part of the whole communication process. 

Moderator: Interesting, when and how have you communicated the product attributes to the low-end consumers? 

Mr Arkajit: You start with the problem and magnify it. Indoor pollution have been there for ages and people are used to 

it. But when you in a group gathering present facts, real facts, saying that because of indoor pollution so and so many 

ladies actually die from diseases related to indoor air polution. Then you ask a group of gathered women; look you spend 

five hours collecting firewood for cooking and other activities, what if you were able to save three hours? What could you 

do? Then someone in the crowd would obviously answer; I could go work in the field, I could sew clothes, I can do eggs, I 

can do things. Once you start talking about it they will see the problem. It is not just one problem, it is not only indoor 

pollution. It is a problem of dying, it is a problem of health, it is a problem of what I can do with my time. So once you 

magnify the problem it is clear before there eyes and then you present the solution. If we do not do this, saying only; this 

is a cooking stove, you can cook on this, they would take it as just another stove. We have to present that this is a solution 

for a problem. I hope you understand. 

Moderator: Yeah I do, so to promote this what activities did you use to educate and inform the low-end consumers? 

Mr Arkajit: I believe I have covered this before? The women entrepreneurs sells to their community in a one-to-one 

approach. We had local level activation program where our promotional team would go from village to village. They 

would play videos, organize crowds, they would explain about the company, they would speak about the product, they 

would give a product demonstration. They would also try to answer whatever queries the people have”. 

Moderator: Yeah that is good, the trust between the local entrepreneurs and the community. How do you act to increase 

it? 
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Mr Arkajit: I think we talked about this already? I told you it is because of the trust that is already there between the 

local entrepreneur and the community. The trust is already there between the local entrepreneurs and the NGOs while 

the local entrepreneurs are trusted in the community. Once the product became a success the relations strengthened 

further. You trust somebody and takes the business on his or her word and when it actually turn out to be a success than 

you trust that person even more. As simple as that. The local entrepreneurs started trusting the NGOs even more and 

therefore always keep our interest in mind.  

Moderator: Okay, did you highlight your country of origin when communicating with the low end segment? 

Mr Arkajit: When we started we were part of BP so we spoke to them that we are part of a bigger organization called BP. 

People do not connect with BP so well in India so we had to use the connect with Castrol. So people could make the 

connection. People value big companies. A big name adds a lot of weight to what you are saying. So the product has a big 

MNC behind. 

Moderator: How do you try to increase word-of-mouth around your products? 

Mr Arkajit: It is as mentioned before. The local entrereneurs and early adopters create the word-of-mouth which is why 

it is important to get as many early adopters as possible. For people to adopt the product trust is needed which the NGOs 

initially gives and later on early adopters through word-of-mouth. 

Moderator: Okay, that was it. Thank you very, very much for participating in our study. It will be very helpful for 

finishing the study. 

Mr Arkajit: Thank you. 

Moderator: We will send the study as soon as it is finished. 

Mr Arkajit: Very nice. Wish you all the best. 

Moderator: The same to you and thank you once again. 

Mr Arkajit: Most welcome. Bye bye Jesper. 

Moderator: Bye Bye 
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Appendix 7 - Pre-study Interview Sunderraman G, Godrej & 

Boyce Ltd 

Interview with Sunderraman G, the vice president of corporate development team on Godrej & Boyce. The 
interview was conducted on the 14th of Mars 2013. The moderator Jesper Lindahl was based in his home in Sweden while 
Gopalan Sunderraman was based in Godrej & Boyce offices in India. The interview was therefore made via Skype. The 
interview was recorded on an Iphone, plus notes were made to make sure the transcription of the interview could be 
written down in detail afterwards. 
 
Moderator: Hi Mr. Sunderraman! 

Mr Sunderraman: Hi! 

Moderator: How are you? 

Mr. Sunderraman: Fine thanks! 

Moderator: Should we start right away? 

Mr. Sunderraman: Lets! 

Moderator: How did you try to build awareness for Chotukool in India? 

Mr. Sunderraman: There are different barriers for different kinds of people, one of the barriers are the ability to 

understand the need of the product, the benefit of the product. Affordability is one of the biggest barriers. 

You do it based on these parameters. Then there are severeal small micro segments or what you want to call in. These are 

the kind of people,…how you talk to them, how do you reach them, how to create awareness for them and most of it is 

how to reaching out to them on one-on-one on direct basis. You have to talk to them, you can’t reach to them through 

ordinary media in the initial stage.  

Moderator: No? you can’t use TV, radio and newspapers, it wont reach them? 

Mr. Sunderraman: They are statured(1:10) and you don’t even know where they are. So you have to reach through 

specific location and reach out through direct contact.  

Moderator: Yeah, I have read that you have used NGOs and local entrepreneurs…and also MFIs. In which ways did you 

use the MFIs? 

Mr. Sunderraman: MfI was used because they told us people, what they called self-help groups, they have small, small 

communities to which they work, they lend and collect the money. So all you need is; what are the communities you want 

potential reach. There are people who reach seperate side of communities how potential users they are, they are 

potential non-users, then you need to talk to them.  

Moderator: What were the main problems you found when you tried to build awareness around Chotukool? 

Mr. Sunderraman: These people are not well educated so it is very difficult to communicate with them. They speak their 

language, and the most important thing is…there are no perception of need yet. So you have to create a sense of needfor 

this people. That’s an important barrier for communication.  

Moderator: Yeah, because they don’t feel that they need it beforehand. Let’s see, we have already been into the local 

partners. How did you adapt the communication strategy for those consumers? 

Mr. Sunderraman: Basically one-on-one communication. The NGO representatives talk, they certainly can kind of… 

(3:05)…therefore training is very important.   

Moderator: OK, so you talk to consumers one-by-one and then you try to build a word-of-mouth around it? 

Mr. Sunderraman: Micro communities talk to them (BOP-consumers)  and you cannot understand what their needs are, 

and therefore must of the market research as well as market communication. Both are kind of offered together. You come 

to know what kind of opportunities you would have. You come to know what kind of circumstances they say and give you 

a sense of what exactly are the possible users that could  …(03:38)…and benefit them and that’s how you can 

communicate to them.  

Moderator: OK, how did you feel G&B benefited from being an Indian company compared to if a foreign company would 

have tried to do the same thing on the Indian market, when building awareness?  

Mr. Sunderraman: Good question. Basically we know the geography, we know the local cultures and the local 

community practices much better. So that can help us to navigate. The basic demises, if there are a market that already 

exist you can understand by demographics, if there is any other market. So the earliest form of a market is a group of 



 184 

people together that is basically a community so you ought to know the community to be able to understand the early 

senses of damage and stuff. That helps us know the community better because we are a little bit closer to the areas of 

working, culture and all. That doesn’t mean we know everything, because there are culture within culture, there a micro 

cultures so it’s not so easy to understand these people.  

Moderator: Yeah, yeah, I understand. Let’s see. If we go to the accessability you have been into the distribution channels, 

you used the local entrepreneurs and MFIs 

Mr. Sunderraman: Yeah 

Moderator: And would you say is the main issue to this issue is the training, or would you say it is something else? 

Mr. Sunderraman:The problem with the distribution channels are not so much the training. There are two parts of 

distribution, and a better word is (than accessability) is “how to reach out to the people”. So you have to physically reach 

out the product to them and you have to reach out the communication to them. So, both of these thing happened, and 

often times in a consumers…(05:35)… these things happened together and retailer and the dealer doing both together. In 

a case like this when there is a new product you need to have a separate way to reach out physically, the product, and a 

separate way to reach out the communication.  

Moderator: Ok, so you mean that the local entrepreneurs work as the local distribution people, but you have different 

people that build awareness around it? Or is it the same people that do both? 

Mr. Sunderraman: Let’s put it this way. So it is possible for the local guy to give the last stage of the distribution but how 

are you going to reach out to these people? Therefore you need a NGO that reach out to the local entrepreneurs, much 

wider, much deeper, much more widespread location in the market. Therefore the physically distribution have to go in 

tandem with the communication and the information distribution. 

Moderator: OK. Let’s see. What criteria did you use when you chose your local partners? 

Mr. Sunderraman: Basically the people must be closer to the community, they should be in a process of building the 

community really be involved into the community. It is first a need to solve the society and it is in the process of solving 

the society you also make some money. These kind of partners are the partners we look after. To start with; once you 

have reach out to a separate stages, certain level, maybe a difference between a social purpose that overrides the 

commercial purpose or the commercial benefit that overrides the social delivery make a coalition to one.  

Moderator: Yeah. I was wondering about the accessibility.  You have mentioned it was a problem that they didn’t have 

need for the product in the beginning, and also a barrier were distribution channels. Are their more accessibility issue 

that have been important to target? 

Mr. Sunderraman: Both are equally important 

Moderator: Yeah. 

Mr. Sunderraman: Reach out is one of the most important problems in tackling a new product in a market which is 

probably…you know…looking for simpler solutions. 

Moderator: Than lets move on to the affordability part. How did you decide the price of Chotukool? 

Mr. Sunderraman: Allright, I mean, there is a very simple answer. You have to start guessing. We started to guessing a 

good price. There are a purpose net value you think your product can give. If this is the kind of value your product  

deliver, what are the monetary value the consumers are willing to associated with that.  So you begin to soak in the lowest 

cost and start to look what the other companies in the partner charge for their products and you start to take the half of 

their price or 60 % or something attractive and interesting for them (BOP-consumers) to pay. That’s one way, look at the 

value then backwards to pricing. But there is another way of looking on the price; what are their willingness to pay? Then 

you don’t get so much the price point but something called the currency point. That’s about the money they can spend. 

And looking at that also we came more close to around 300 rp. Actually the currency point was even lower but it is not 

possible to reach so low price. The currency point measure what point the consumers can do a quick purchase before that 

currency point they think a lot before they make a purchase.  

Moderator: Yeah I understand, very interesting. So, did you involve the local pawrtners when you decided the price of 

the Chotukool? 

Mr. Sunderraman: No, we have got feedback and seen what kind of options that will be better for you to give these 

consumers. So there are a lot of informal but valuable research which might give you; OK that might be the best price!  

Moderator: So there was a kind of experiment in the first stage? 
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Mr. Sunderraman: Yeah, experiment is the solution. There are no theoretical solutions to this.  

Moderator: Hehe, no, I know, believe me. I have been looking into what have been said in the theories and there are 

nothing really about this. How did you decide on the attributes needed for the target segment? 

Mr. Sunderraman: This was done through an user research. Research of the lives of the consumer, what kind of life the 

need, some kind of things the might want to do. You understand the framework of disruptive innovation? They talk about; 

“what job has to be done framework”. So we used “the jobs to be done”. A product is hired to get a job done. So what are 

the kind of job they (BOP-consumers) needs to get done? And what are the kind of job they don’t really have a current 

suitable and appropriate solutions and then you figure out what kind of jobs you want to be done and what kind of 

attributes. The framework is called “jobs to be done framework”.  It is quite easy to pick it up from the Internet.  

Moderator: Yeah. In what way did Godrej & Boyce benefit of being an Indian company compared to a foreign company 

on the Indian market when you decided on price and performance of the product? 

Mr. Sunderraman: As I earlier answered, we have an understanding about the communities the cultures, the micro 

cultures and all those things. Also the geography. There are certain geographies where there are more difficult to reach 

out. So when you start something, like a major research like that the…12:24…are important. That’s why we look on the 

beneficial things it might be of being an Indian. 

Moderator: Let’s move on to the availability of your product. How did you make sure that the Chotukool was always 

available in selling places near the consumer? 

Mr. Sunderraman: It is not always available. We get an order then we deliver. It is impossible to predict the demand and 

the demand is so statured and so random that you cannot have product always available. We deliver after purchase with 

help of the postal office. 

Moderator: OK, so you don’t have the product in any stores but you deliver in demand? 

Mr. Sunderraman: Yeah 

Moderator: Let’s see. How did you make sure that Chotukool has complementary service available? 

Mr. Sunderraman: Oh yeah, it is a tough question. We have look into local service delivery partners number one, but 

more important, we make the product so simple that you get the lit totally replaced. You take of the whole lit and replace 

it with a new. And you don’t kind of open up and do any service on any cooling components, all that is done in the service 

division. 

Moderator: OK, I think we covered mostly what we had here. I didn’t find the latest figures of how much Chotukool have 

sold in total?  

Mr. Sunderraman: 70 000. We are still into limited geography. We are still at the kind of a pilot stage. We are still looking 

out for locations, testing out things. We are in the first market developing stage.  

Moderator: Let’s see if my collegues have something more to say.  

Nothing directly was added and the chat was ended.  

Mr. Sunderraman: Yeah, experiment is the solution. There are no theoretical solutions to this.  

Moderator: Hehe, no, I know, believe me. I have been looking into what have been said in the theories and there are 

nothing really about this. How did you decide on the attributes needed for the target segment? 

Mr. Sunderraman: This was done through an user research. Research of the lives of the consumer, what kind of life the 

need, some kind of things the might want to do. You understand the framework of disruptive innovation? They talk about; 

“what job has to be done framework”. So we used “the jobs to be done”. A product is hired to get a job done. So what are 

the kind of job they (BOP-consumers) needs to get done? And what are the kind of job they don’t really have a current 

suitable and appropriate solutions and then you figure out what kind of jobs you want to be done and what kind of 

attributes. The framework is called “jobs to be done framework”.  It is quite easy to pick it up from the internet.  

Moderator: Yeah. In what way did Godrej & Boyce benefit of being an Indian company compared to a foreign company 

on the Indian market when you decided on price and performance of the product? 

Mr. Sunderraman: As a earlier answered, we have an understanding about the communities the cultures, the micro 

cultures and all those things. Also the geography. There are certain geographies where there are more difficult to reach 

out. So when you start something, like a major research like that the…12:24…are important. That’s why we look on the 

beneficial things it might be of being an Indian. 
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Moderator: Let’s move on to the availability of your product. How did you make sure that the Chotukool was always 

available in selling places near the consumer? 

Mr. Sunderraman: It is not always available. We get an order then we deliver. It is impossible to predict the demand and 

the demand is so statured and so random that you cannot have product always available. We deliver after purchase with 

help of the postal office. 

Moderator: OK, so you don’t have the product in any stores but you deliver in demand? 

Mr. Sunderraman: Yeah 

Moderator: Let’s see. How did you make sure that Chotukool has complementary service available? 

Mr. Sunderraman: Oh yeah, it is a tough question. We have look into local service delivery partners number one, but 

more important, we make the product so simple that you get the lit totally replaced. You take of the whole lit and replace 

it with a new. And you don’t kind of open up and do any service on any cooling components, all that is done in the service 

division. 

Moderator: OK, I think we covered mostly what we had here. I didn’t find the latest figures of how much Chotukool have 

sold in total?  

Mr. Sunderraman: 70 000. We are still into limited geography. We are still at the kind of a pilot stage. We are still looking 

out for locations, testing out things. We are in the first market developing stage.  

Moderator: Let’s see if my collegues have something more to say.  

Nothing directly was added and the chat was ended.  
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Appendix 8 - Cross-case model 
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 Appendix 9 - State of the art 
 

Number of published BOP-article 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure: Number of published BOP-articles: From Kolk et al (2013;29) 
 

 

Primary research areas of BOP-studies 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure: Primary research areas of BOP-studies: From Kolk et al (2013;30) 
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