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tural consumer i evolving from the poverty-stricken,
8 stereotype, with a fear of change and reluctance to
ay's rural consumner is value driven. A product is

ing if it enhances his life in a meaningful way.

add to his earning capability or it should

¢ readymade clothing). Literacy is rising,

ommercials as urban consitmers hag

lly urban products and services,
‘products or services if theycan
market. With many technolag ¢

: etter toad infrastructure
noticed in the mobile manufactirerand s ¢ ,
: e travelling, more often

2 the form of cinema,
exception. This study is an attempt to un

computer and mobile phones in rural youth

on prospective ruarket for the shopping goods.
1. INTRODUCTION:

Government agencies from IRDA & NCAER define Rura
“avillage with a population of less than 5,000 with 75% of th

male population engaged in agriculture etc.” 1

The Census of India defines any habitation with a population
density less than 400 per sq.km, where at least 75 per cent of
male working population is engaged in agriculture and where  Research (N

there exists no municipality or board, as a rural habitation. recently confir

R
with urban income
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urban income in 199495, the average rural income has gone up
to 63 to 64 per cent by 2001.02 and touched almost 66 per cent
in 2004-05. The rural middle class is growing at 12 per cent
against the 13 per cent growth of its urban counter- part. The
cural consumers search for value in their products as well. As
described by Adi Godrej, Chairman, Godrej Group “the rural
consumer is discerning and the rural market is vibrant. At the
curcent growth, it will soon outstrip the urban market. The rural

market is no longer sleepingbutwe are”.

Rural incomes are growing, and consumers are buying
discretionary goods and lifestyle products, including mobile

phones, televisionsets and two-wheelers.

1n 2009, the number of subscribers for mobile services across
the country has increased to 391.76 million in the guarter
ended March 2009, up by 50 percent from 261 million in the
same quarter last year, according to TRAI data.

However, competition and tariff cuts have brought down the

average revenue per user, S.K. Gupta, adyisor at TRAL

Bhatiasaid.

2. LITERATURE REVIEW

s not focussed

“titled; Telecom musings:

Uggested that in India access

and affordability are the important words that define the
provision of ensuring a "phone in each village". The availability
of mobile phone would cut the role of mi
gatekeepers so that villagers or farmers can’enjoy.a better

mn and

% understand the need and preference for mobile

phones in rural youth.

To analyse the need and preference for personal

computers in rural youth.

To suggest the marketers for future growth in rural

market.
4. RESEARCHMETHODOLOGY:

This study was conducted in Araleri village during September
2014, Malur Taluk, Kolar District, Karnataka, with the objective

of exploring the dynamics of youth buyer behavior towatds

mobile phone.
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The study was conducted through sample survey using Sources of data

structured questionnaire/scheduling supported by interview
technique and obsecvation, This study has utilized data from both the primary ap
: secondarysource,

> The primary data was collected by interviewing ryry|
km from Bangalore City. The places youth with the help of questionnaire. A sample size of
Hoskote, Hosur etc. As of 2001 approximately 123 was considered for the study, of which only
opulation of 27,791, Males gg belonged to the age group of 25-34 yrs was considered. The

d females 499%. Malur has research was conducted on 2534 yrs, preferably youth with the

the national average focus on few shopping goods, under personal use; personal

emale literacy is 61%. In computer and mobile phones was considered,

> Secondary data: Since the study is focused at rugs|

consumers, also due to the availability of several research studies

conducted on rural consumers, several journals have been

referred for finalizing the topicand framing of hypothesis.

3. ANALYSISAND FINDINGS

tal population of 123 was surveyed, out of which 86
ged to the age group understudy,

to the objectives under study, it becomes very
now rural youth, their awareness on mobile

its importance in their life and

Niaize

s ¢t is open to buy mobile phonesand
from Araleri village with two different age g .

. al market for shopping goods
youth, Educated or uneducated
goods were considered. The popuiatl\_o raleri Viilage:is ch ‘ igget size with chi square test
approximately around 2000, with yourh’
250.

4.3 Sample Size: respondent size of 86 betiwn n
group 25-34 yrs was considered.

44 DATA COLLECTION

There are several ways of collecting data, particularly in

surveys and descriptive researches, Important oneg being:

observation method, through questionnaire, schedules, pantry

audits, mechanical devices, depth Interviews, and few more, Married and House wife

With reference to the research objectives, the data was co] lected Towl .

with the help of a structured questionnaire. A questionnaire

yieer

comprises of several questions printed or typed in particular
form supporting the objectives of the tesearch study. It helps in
collecting the qualitative response also, > 37% of the respond
s were students while 43% were

5.1 Interpretation:

Lof Management | FOCUS Octoher 2014 - March 2015




maker. 5.3, Interpretation:

> 100% of respondents own a mobile phone, while

5.1 Inference:
none own a personal computer

> Goed pé:cehtagé_ of : é__t@id_entﬁ_ ; and \'fio'men : ‘_.lji:a'_re
surveyed. e 5.3, Inference:

5.2) Toknow the famil_y_in¢§m¢ 0; Fﬁ_e_ 5 espo n an s g
Table 5.2: IncochQ?Mm-lg-l- C

. ——— T
Income per | Respondents
month
zal 1 O
ies RSS:OOI - 83000 57 Reasons for Mobi | Comput | Reasons for using Mob Gomm
e ——— using the le ars the products: e |ers
e Rs.8,001-11,000 | 29 producls: | phon Pho
TO tal Studies 3 35 Calis and Radio 8 NIA,
Games —_ o7 Calls /Watch 8 NIA
: Videos/Movies
To check - o7 Capture Images |8 NIA
36 > results
E B il 48
Rs.5,001 to Rs 8, ooo., while 43% _ have monthly Make calls and NA  liernetieats |© [N
between Rs.8,000to 11 000 @s andSMS |8 |NA | Total 86 |49

5.2 Inference:

> Few df the f’espbndénts '_oern

ot

w

11 Benefits like knowing about what is happening in the

world, to be in par with theurban youth.

> Marketers should educate the respondents about the
online market, online complaints, and many more advantages
for using mobile phones ina much more better way. This could

be value added service and hence the potential market for

Do you oan a mobZe smartphones.
Doyouosna . .
personal computer? —= 85 5.5) To know the kind of brand of mobile phones possessed
Total . , .
2 (notapplicable to computerssince none owns it).

"Cable 5.5: Brand of mobile phones ';_:ossesfs._ed._ -

TFIM International Journal of Management | FOCUS October 2014 -March 2015]  7¢




5.7.a) To know the price of th,
therespondents?

Mohile
Branag

e mobi

Number of | Mobile Brang Number of

le phones bossesseqd
respondents

respondents
Lava i3

Samsung

Table 5.7.a: to know the price of the 'm_oBiIe phones
Nokia

N kfa,IS% own Lava,

i ihe_ rest 7% own

5.7.a Interpretation, 31% had mo
.price Rs.2,00! 1o Rs,3,QOO, 21% had mobile phone priceq

 between Rs.3,001 to Rs4,000, 7196 owned mobile phone
iced between Rs.4,001 to Rs.5,000,1094

bile phones between the

t For matketers selling mobiles,

Araleri is 4 very
since the minimupm affordability jtself i
. Rs,3000. Since many respondents haye
fveen Rs,3,001 to Rs.5,000, it would

tbhones with customized features for

m No. of respondents
Based on Price

No. of respondents
Exitemely satisfiod _
Very much safisfieg _

S
N

ot very much
satisfied

5.6 Interbret_atiom_ :

69% pref_e_rred mob:les _b'asea dl:’l_.p.l_'ic_.e. -

10% prefé_frc_ed nﬁ_qbﬂes. ba_s__e& on brﬁn_d.. .

21% prefefged mébiile_ phones baée_’d_o_n hoth options.

The youth belonging 1 this category,
phone based 67 rice more ¢

prefe ..ré'_cl'.bu')?ing':rh.é.biie S
: g e 5.2.c1 Prefére
hanab_rgn_;_cl.;-’-?’h_u’s,_t_bey;wém_ Drice ", Table 5.7.c B

: m_d:bi[é i_jhone._:




5.0 Interpretation: 100% of the respondents gave the reason to

Frferencein | Mo, afrespondents | Freference inraabile | No, of respondents be no encouragement and unconvinced parents to buy a

ils phone

meklop phoe compuUter.
Samsung 10 Nokda

Lava - Karbonn [

5.9 Inference: if awareness is created by the

Micromax — others R

.2.d To understand the source of awareness and major

influencer in decisiop-making amongst target market

Table 5.7.d: To. ﬁr_idef_stand source of awareness and

influencer in decision-making.

Source of | No,of Influenced from
Awareness | respondents Preference to Response
TV 10 5 buy on EMI
e Friends 47 47 Mobile phones | Yes=10
d Relatives | 21 21 priced above
e others 10 10 Rs.5,000
e Computers Yes=8
About personal computers in continuation with the 5.3 EMi option Rs.500 for 12 months
’ 5.4 obser‘.rat.i.on.sa i (after glving various
L options)

5.8) To understand if the respondents wish to ha

computet,

Table 5.8: If you do not own a persong ! 2% Sl esiisilénts were open to the BMI

wish to have onel

Preference to own a G - .
‘ 1% ‘toral of:14 who wished to have a computer

computer
Yes
No

5.8 Interpre
rural market is prospective market for smartphones.

_ Even if the demand for computers is comparatively
lesser when compared to the demand for mobile phones, it can

be inferred that through WOM, marketers can benefit if EMI

option is provided.
6. CONCLUSION AND RECOMMENDATIONS:

Ataleri is a village rich in power supply compared to many

villages. Since it is just 7 Kms away and well connected by road

Reasons for not having a Response from Malur, transportation for matketers will notbea problem.

personal computer

No cncouragement from hiome | 14 From the above ten tables we can coriclude that:

14

Unconvinced parents

> All had mobile phones.

TFIM International Journal of Management | FOCUS October 2004 -March 2015| 81
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>

spending Rs.2,000 - Rs,3000 on mobile phones, Thus,

can be considered as a factor influencing purchase dec
making, ‘

had Xarbonn, 69% preferred buying a

ased on price, rest based on price and brand as

computer, -

children's educ

RECOMMENDATT D

Since Malur has litera,
national average according to 2001 sta i
to it, with both the sepments showing stidents
educated) rate high, will be an effectiv

promotion mix,

> Wellconnected roads,

> Good electric/power supply

> Many factories like tiles, brick, fabrication,

engineering are located in Malur to which many from Araleri
travel to work, thus is an indicator for purchasing /disposable
income. Malur also has Honda and Volvo plant in Malur taluk,

providing employment to many and opportunities for ancillary
industries/entrepreneu.

Recommendations based onresearch findings:

> Since Araleri is a potential market for mobile phones,

ating value added services to the mobile phones and

incotpor

Joural f Matiagar FOCUS October 2014 - March 2015

Rural youth is price sensitive, since a majority prefer

price

helping them use it better through retalers or through selfhelp

easy procedure in mobile phone, can generate good sales,

ision-

> Mobile phones designed for 25-34 yrs will be more

productive since all 100% had mobile phones and wished to go
for buying Samsung due to its benefits, Due to the presence of
too many retailers (from observation)selling mobile phones in
Malur, the retailers can be encouraged to sell more by offering
good commission to the retailers and training to their
salesperson. Since entire population was not covered in the
research, due to the observation it can be predicted to be 2
prospective market for mobile phones,

> Parents of India being more concerned about their

children's future and welibeing can be focused by marketers to
sell more of computers. Since instititions have computers,
companies should tie up with schools/collegesy/ government to
create awareness of computer and interner connectivity. They
n convince the schools/colleges to provide their center as a
¢ to conduct a training programme to show the benefits to

ected to external world and thus create empowerment,

, friends and

> Had to spen

collecting data thus time co




> 3 to 4 days was spent in travelling and reaching g, RESEARCH GAP:
respondents.

> The study can be further carried out to the entire rural
> Few were asked questions through telephone, thus  population or can be categorized into differenitage group for

lack of observations. averall or better understanding of the responds

Few of them showed fear while answering > The study can further b

roducts under shopping goods.
> Questionnaire being too long, taking photocopies of b ppinge :

itwas expensive.

Since one village was considered, the response may

not be valid for entire Kolar District,
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