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Abstract:  

Innovative marketing is the only key to un-tap the vast ocean of market which belongs to the bottom of 

pyramid, those 6 million customers, who earn about $2 per day, India specific answers are needed to 

solve this problem, like the marketing in small quantities, this alone can ensure inclusive growth, which 

aims to take along the less privileged consumers, who have till now been ignored by the marketing 

process, as their purchasing power was considered too low to tap. The developed nations and the 

prosperous parts of developing nations account for less than 15% of the world‘s population, organizations 

need new strategies to tap 85% of the market not yet tapped, the less privileged, LIG or the low income 

group, and to realize that, the real potential is not the wealthy few at the top, but the billions of aspiring 

poor, who are joining the market economy for the first time. 
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Introduction 

The less privileged markets present a prodigious opportunity for the world‘s wealthiest companies - to 

seek their fortunes and bring prosperity to the aspiring poor. This is a time for organizations to look at 

globalization strategies through a new lens of inclusive capitalism. For companies with the resources and 

persistence to compete at the bottom of the world economic pyramid, the prospective rewards include 

growth, profits, and incalculable contributions to humankind. Countries that still don‘t have the modern 

infrastructure or products to meet basic human needs are an ideal testing ground for developing 

environmentally sustainable technologies and products for the entire world. This is also lifting billions of 

people out of poverty and desperation, averting the social decay, political chaos, terrorism, and 

environmental meltdown that is certain to continue if the gap between rich and poor countries continues 

to widen. Doing business with the world‘s less privileged, 4 billion poorest people - two-thirds of the 

world‘s population - will require radical innovations in technology and business models. It will require 

organizations to reevaluate price–performance relationships for products and services. It will demand a 

new level of capital efficiency and new ways of measuring financial success. Companies will be forced to 

transform their understanding of scale, from a ―bigger is better‖ ideal to an ideal of highly distributed 

small-scale operations married to world-scale capabilities. Size of the market: Around 4 billion people 

two-thirds of world population form the less privileged market, who earn about Rs. 100-150 per day,  and 

needs radical innovations in technology and business models, to reevaluate price-performance relations 

for products and services and change the mindset of bigger being better highly distributed to small scale 

operations. 

Strategies for the less privileged:  Creating the Buying Power 

Commercial credit historically has been unavailable to the very poor. Even if those living in poverty had 

access to a bank, without collateral it is hard to get credit from the traditional banking system. The vast 
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majority of the poor in developing countries operate in the ―informal‖ or extralegal economy, Local 

moneylenders in Mumbai, India, charge interest rates of up to 20 percent per day. This means that a 

vegetable vendor who borrows Rs. 100 in the morning must return Rs.120 in the evening. Extending 

credit to the poor so they can elevate themselves economically is not a new idea. Consider how I.M. 

Singer & Company, founded in 1851, provided credit as a way for millions of women to purchase sewing 

machines. Very few of those women could have afforded the steep $100 price tag, but most could afford a 

payment of $5 per month. The same logic applies on a much larger scale in this market. Consider the 

experience of the Grameen Bank Ltd. in Bangladesh, one of the first in the world to apply a micro lending 

model in commercial banking. Started just over 20 years ago by Muhammad Yunus, then a professor in 

the Economics Department at Chittagong University, Bangladesh, Grameen Bank pioneered a lending 

service for the poor that has inspired thousands of micro lenders, serving 25 million clients worldwide, in 

developing countries and wealthy nations, including the United States and Great Britain. The e-Choupal 

model has been specifically designed to tackle the challenges posed by the unique features of Indian 

agriculture, characterised by fragmented farms, weak infrastructure and the involvement of numerous 

intermediaries, among others. ‗e-Choupal‘ also unshackles the potential of Indian farmer who has been 

trapped in a vicious cycle of low risk taking ability - low investment - low productivity - weak market 

orientation - low value addition - low margin - low risk taking ability. This made him and Indian 

agribusiness sector globally uncompetitive, despite rich & abundant natural resources.Such a market-led 

business model can enhance the competitiveness of Indian agriculture and trigger a virtuous cycle of 

higher productivity, higher incomes, and enlarged capacity for farmer risk management, larger 

investments and higher quality and productivity. Further, a growth in rural incomes will also unleash the 

latent demand for industrial goods so necessary for the continued growth of the Indian economy. This will 

create another virtuous cycle propelling the economy into a higher growth trajectory. 

 

The Model in Action: Empowering the poor 

Appreciating the imperative of intermediaries in the Indian context, ‗e-Choupal‘ leverages Information 

Technology to virtually cluster all the value chain participants, delivering the same benefits as vertical 

integration does in mature agricultural economies like the USA.‗e-Choupal‘ makes use of the physical 

transmission capabilities of current intermediaries – aggregation, logistics, counter-party risk and bridge 

financing –while dis-intermediating them from the chain of information flow and market signals. 

With a judicious blend of click & mortar capabilities, village internet kiosks managed by farmers – called 

sanchalaks – themselves, enable the agricultural community access ready information in their local 

language on the weather & market prices, disseminate knowledge on scientific farm practices & risk 

management, facilitate the sale of farm inputs (now with embedded knowledge) and purchase farm 

produce from the farmers‘ doorsteps (decision making is now information-based). Real-time information 

and customized knowledge provided by ‗e-Choupal‘ enhance the ability of farmers to take decisions and 

align their farm output with market demand and secure quality & productivity. The aggregation of the 

demand for farm inputs from individual farmers gives them access to high quality inputs from established 

and reputed manufacturers at fair prices. As a direct marketing channel, virtually linked to the ‗mandi‘ 

system for price discovery, ‗e-Choupal‘ eliminates wasteful intermediation and multiple handling. 

Thereby it significantly reduces transaction costs. 
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Upwardly mobile less privileged 

Sustainable product innovations initiated in LIG, and promoted through consumer education, will not 

only positively influence the choices of people at the bottom of the pyramid, but may ultimately reshape 

the way Americans and other rich people live. Indeed, in 20 years, we may look back to see that this 

segment, provided the early market pull for disruptive technologies that replaced unsustainable 

technologies in developed countries and advanced the fortunes of MNCs with foresight.  

Raising the BOP level 

To convert the less privileged into a consumer market, we have to create the capacity to consume. Cash-

poor and with a low level of income, this consumer has to be accessed differently. The traditional 

approach to creating the capacity to consume among the poor has been to provide the product or service 

free of charge. This has the feel of philanthropy. As mentioned previously, charity might feel good, but it 

rarely solves the problem in a scalable and sustainable fashion.  

New Distribution format 

The number of products sold in the single-serve format is rapidly increasing. The format is so popular that 

even firms producing high-end merchandise have to adopt it to remain viable long-term players in the 

growing markets. For example, the shampoo business, in India, CavinKare was one of the few companies 

that forced Unilever and P&G to get into the sachet business. But Ranganathan is glad they didn‘t enter 

the business earlier. Ranganathan admits that the growth has been gradual but focused. His story of 

shampoo sachets capturing the market and attention of FMCG giants Unilever and Procter & Gamble is a 

case study in many B-schools. By selling shampoo in sachets priced for 50 paise, Ranganathan had hit the 

jackpot at the bottom of the pyramid—a theory made popular later by management guru C K Prahalad 

Because the poor are just as brand-conscious as the rich, it is possible to buy Pantene, a high-end 

shampoo from P&G, in a single-serve sachet in India. The entrepreneurial private sector has created a 

large market for the less privileged; the penetration of shampoo in India is about 90 percent.A similar 

approach to creating capacity to consume is through innovative purchase schemes. More poor consumers 

in Brazil are able to buy appliances through Casas Bahia because the firm provides credit even for 

consumers with low and unpredictable income streams. Through a very sophisticated credit rating system 

coupled with counseling, Casas Bahia is able to provide access to high-quality appliances to consumers 

who could not otherwise afford them. At the same time, the firm ensures that its consumers are not 

overstretched. The default rate is very low at 8.5 percent, compared to over 15 percent for competitor 

firms. Casas Bahia has also created a new pool of repeat customers. Cemex, one of the worlds largest 

cement companies in Mexico, follows a similar approach in its "do-it-yourself" business focused on this 

segment of market. The idea is to help the consumers learn to save and invest. By creating a pool of three 

women who save as a group and discipline and pressure each other to stay with the scheme, Cemex 

facilitates the process of consumption by bundling savings and access to credit with the ability to add a 

bathroom or a kitchen to their homes. 

Creating the capacity to consume is based on three simple principles best described as the "Three As": 
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Affordability. Whether it is a single-serve package or novel purchasing schemes, the key is affordability 

without sacrificing quality or efficacy. 

Access. Distribution patterns for products and services must take into account where the poor live as well 

as their work patterns. Most of them must work the full day before they can have enough cash to purchase 

the necessities for that day. Stores that close at 5:00 PM have no relevance to them, as their shopping 

begins after 7:00 PM. Further, these consumers cannot travel great distances. Stores must be easy to 

reach, often within a short walk. This calls for geographical intensity of distribution. 

Availability. Often, the decision to buy for these consumers is based on the cash they have on hand at a 

given point in time. They cannot defer buying decisions. Availability (and therefore, distribution 

efficiency) is a critical factor in serving them. 

Of course, the ideal is to create the capacity to earn more so that the poor consumers can afford to 

consume more. The ITC e-Choupal story illustrates how farmers with access to the Internet and thereby 

access to the prices of commodities around the world can increase their incomes by 5 to 10 percent. These 

farmers can decide when and how much to sell based on their understanding of the likely price 

movements for their products. Modern technology not only allows them to realize better prices, but also 

to improve their logistics. The aggregation of food grains allows for efficiencies for both the farmer and 

the buyer. By focusing on these consumers' capacity to consume, private-sector businesses can create a 

new market. The critical requirement is the ability to invent ways that take into account the variability in 

the cash flows of the consumers that makes it difficult for them to access the traditional market for goods 

and services oriented toward the top of the pyramid.  

The Need for New Goods and Services 

The involvement of the private sector for this target market, provides opportunities for the development of 

new products and services. Amul, a dairy cooperative in India, has introduced good quality ice cream at 

less than $0.05 per serving, affordable by all. This product is not only a source of enjoyment; the milk in 

it is also a source of nutrition for the poor. Now, Amul is planning to introduce a natural laxative-laced 

ice cream called "isabgol-enriched." It is too early to tell whether the product can be a success. Casas 

Bahia not only sells appliances, but has also introduced a line of good quality furniture oriented toward 

the LIG markets. Furniture has become one of the fastest growing businesses for the company as well as a 

source of pride and satisfaction to its consumers. 

Respect & freedom to choose 

When the poor are converted into consumers, they get more than access to products and services. They 

acquire the dignity of attention and choices from the private sector that were previously reserved for the 

middle-class and rich. The farmers we interviewed at an ITC e-Choupal were very clear. The traditional 

auctioning system at the government-mandated markets (mandis) did not offer them any choices. Once 

they went to a mandi, they had to sell their produce at the prices offered on that day. They could not wait 

for better prices or haul their produce back to their villages. More important, the local merchants who 

controlled the mandi were not very respectful of the farmers. One farmer remarked, "They make rude 

comments about my produce. They also raise the prices in the auction by 1-2 rupee per ton. It is as if they 
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have already determined the price you will get and they go through the motions of an auction. It used to 

be very demeaning." Not any longer. Now, the same farmers can access information on the Web across 

all the mandis and can decide where, when, and at which prices they want to sell. Similarly, women in 

self-help groups (SHGs) working with ICICI Bank in India also have had their dignity restored. As a 

group, they decide which borrowers and projects will receive loans. This involvement of women in 

leadership development and in learning about finances and bank operations has given them a new sense of 

personal worth. The single-serve revolution has created a revolutionary level of choice for consumers at 

this level. For example, the "switching costs" for the consumer are negligible because she can buy a 

sachet of shampoo or detergent or pickles; if she is not satisfied with her purchase she can switch brands 

the next day. Firms must continuously innovate and upgrade their products to keep customers interested 

in their brands, thereby improving quality and reducing costs. 

Technology not only for rich, but for poor 

Annapurna iodized salt - the simplest solutions can make the biggest impact. Annapurna is refined iodised 

salt sold in small, affordable sachets that would not last long enough to degrade in the sun. 

Iodine Deficiency Disorder is a global health issue Iodine Deficiency Disorder (IDD) is a global health 

issue. According to UNICEF, 740 million people are iodine deficient. The United Nations has identified 

that 30% of children under the age of five in Africa suffer from IDD. Goitre, an enlargement of the 

thyroid gland, is a visual consequence of IDD. Children with IDD will never reach their full mental or 

physical potential.  

Low-cost, hi-tech solution: Annapurna iodised salt although the prevalence of iodine deficiency is high 

and the potential solution, iodisation of salt, may seem simple, public awareness campaigns on using 

iodised salt had not been successful in countries such as Ghana. In this country, where 30% of the 

population lives on less than a dollar a day, it was difficult to persuade people to switch to iodised salt 

that was twice as expensive as non-iodised salt. In 1999, Unilever launched Annapurna iodised salt in 

India, followed with a launch in Ghana in 2001. It is the first product ever endorsed by the International 

Council for Control of IDD. To be able to offer Annapurna at a price that was affordable for even the 

lowest-income families, Unilever Africa scrutinized all the costs. This resulted in the development of a 

cost-efficient system whereby the production was outsourced, creating 200 local jobs, new retail 

distribution channels were created and 100 gram sachets were offered at an affordable price. Road shows 

with information supplied by the Ghana Health Service raised awareness on the benefits of iodised salt 

and built consumer confidence in the Annapurna brand. 

Over 50% of consumers switched to iodised salt 

Three years after the launch of Annapurna, over 50% of consumers had switched to iodised salt. The 

Unilever Food & Health Research Institute and the Unilever Nutrition Network Africa are now working 

together with UNICEF and the Ghana Health Service to 'convert' the rest of the population. We have also 

launched Annapurna in Nigeria and are making plans to launch it in other African countries as well.In just 

two years, sales of iodine-enriched Annapurna salt in Ghana have captured 35% of the market and helped 

increase distribution of iodised salt – a key requirement in the fight against iodine deficiency – by 50% 

Jaipur foot 



IJEBR / August 2014/ Volume -1 /Issue – 1/ Research Article – 1 / 10-17     

 

WWW.IJEBR.COM                                                                     15 

 

For decades the Jaipur Foot – not only in India where it is made but also in many other countries – 

has helped people living a normal life despite losing their limbs. It is now being further improved by 

using new technology and material.  

For over 30 years, it has been changing people‘s lives, helping them stand on their feet. Bhagwan 

Mahaveer Viklang Sahayata Samiti (BMVSS), a non-governmental organisation (NGO) that makes the 

famous life-like foot, is collaborating with the Indian Space Research Organisation (ISRO) to improve the 

prosthesis by using new technology and material. A polyurethene foot will soon replace the rubber foot 

the BMVSS has been manufacturing since 1975. The new foot made of the synthetically produced 

polymer will be cheaper and lighter. 

A social innovation 

However, to view the foot as merely a technological marvel will be a mistake. ―The foot became famous 

because it is a social innovation,‖ says D.R. Mehta, an Indian Administrative Officer who had started 

BMVSS, making it possible to reach the foot to the poor. While the foot has remained unchanged, its 

footprint has grown over the years. Since 1975, the organization has provided artificial limbs to 310,220 

people. The foot has been a great success in war-torn areas where landmines cause loss of limbs. The 

Jaipur Foot is available in 21 countries other than India, including Afghanistan, Bangladesh and Nigeria. 

Mehta is trying to find ways of taking the foot to people in the rest of the world. In September, BMVSS, 

provided training in fitting the foot in Islamabad and Karachi. Soon it will start supplying. Similar efforts 

are on to increase access to the foot across India so that people do not have to travel to Jaipur. The fact 

that the Jaipur Foot technology is in public domain — it was not patented — means it is still available to 

the poor. It costs around Rs 1,500 compared to the Rs 8 lakh a similar foot costs in the United States. 

People from all over the country come to Jaipur to get the foot. All the more because along with the foot, 

help in setting up a business and other assistance is provided free of cost. The BMVSS even employs 

some of those who come seeking aid. 

Trust Is a Prerequisite 

Both sides the large firms and these consumers have traditionally not trusted each other. The mistrust runs 

deep. However, private-sector firms approaching this market must focus on building trust between 

themselves and the consumers. MNCs often assume that the default rate among the poor is likely to be 

higher than that of their rich customers. The opposite is often true. The poor pay on time and default rates 

are very low. In the case of ICICI Bank, out of a customer base of 200,000, the default rate is less than 1 

percent. The default rate at Grameen Bank, a microfinance pioneer in Bangladesh, is less than 1.5 percent 

among 2,500,000 customers. The lessons are clear. Through persistent effort and the provision of world-

class quality, private-sector businesses can create mutual trust and responsibility between their companies 

and the less privileged. Trust is difficult to build after 50 years of suspicion and prejudice based on little 

evidence and strong stereotyping. 

Place: The critical factor 

Because the less privileged communities are often physically and economically isolated, better 

distribution systems and communication links are essential to development of the bottom of the pyramid. 

Few of the large emerging-market countries have distribution systems that reach more than half of the 

population. (Hence the continued dependence of the poorest consumers on local products and services 
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and moneylenders.) As a consequence, few MNCs have designed their distribution systems to cater to the 

needs of poor rural customers.  

Customizing Local Solutions 

As we enter the new century, the combined sales of the world‘s top 200 MNCs equal nearly 30 percent of 

total world gross domestic product. Yet these same corporations employ less than 1 percent of the world‘s 

labor force. Of the world‘s 100 largest economies, 51 are economies internal to corporations. Yet scores 

of Third World countries have suffered absolute economic stagnation or decline. If MNCs are to thrive in 

the 21st century, they must broaden their economic base and share it more widely. They must play a more 

active role in narrowing the gap between rich and poor. This cannot be achieved if these companies 

produce only so-called global products for consumption primarily by rich consumers. They must nurture 

local markets and cultures, leverage local solutions, and generate wealth at the lowest levels on the 

pyramid. Producing in, rather than extracting wealth from, these countries will be the guiding principle. 

Aravind Eye Hospital – Eye on Hope 

The idea for telemedicine came after the hospital did a utilization study in 1996 to look at the efficacy of 

its rural eye camps – these had been organized periodically over 30 years in several rural locations. They 

discovered that these camps addressed only 7% of those who needed eye care as a camp was usually held 

only once or twice a year. Before the vision centers were set up, only 7% of those who needed eye care 

actually got it. The broadband connectivity enabled the hospital to put in place a sustainable, 

sophisticated, interactive model where health care delivery was broken down into two process – 

examination and dispensation of medicines at the vision centre while diagnosis is carried out by hooking 

up to a specialist online. With broadband becoming freely available acoss the state, Vision centres are 

coming up in many more locations. The momentum of the network-based model has accelerated ten-fold 

the pace at which the hospital can offer eye-care. In Alaganallur there were usually two camps a year, 

each catering to around 300 patients. Aravind‘s Eye Hospital‘s model offers a unique resolution to a 

conflicting scenario in a country which daily attracts medical tourists from around the world but where 

rural poor have no access to address very treatable health problems. Even more uniquely, technology and 

affordable connectivity options have made this model economically justifiable, and hence sustainable 

Technology and affordable connectivity options have made Aravind‘s model economically justifiable, 

and hence sustainable. 

 

To do this, MNCs must combine their advanced technology with deep local insights. Consider packaging. 

Rich consumers have the disposable income and the space to buy in bulk and shop less frequently. They 

use their spending money to ―inventory convenience.‖ The less privileged consumers, strapped for cash 

and with limited living space, shop every day, but not for much. They can‘t afford to stock up on 

household items or be highly selective about what they buy; they look for single-serve packaging. But 

consumers with small means also have the benefit of experimentation. Unburdened by large quantities of 

product, they can switch brands every time they buy. Already in India, 30 percent of personal care 

products and other consumables, such as shampoo, tea, and cold medicines, are sold in single-serve 

packages. Most are priced at Rs. 1 to 5. Without innovation in packaging, however, this trend could result 

in a mountain of solid waste. Dow Chemical Company and Cargill Inc. are experimenting with an organic 

plastic that would be totally biodegradable. Such packaging clearly has advantages in this market, but it 

could also revolutionize the total market. For MNCs, the best approach is to marry local capabilities and 

market knowledge with global best practices. But whether an initiative involves an MNC entering this 
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market or an entrepreneur, the development principles remain the same: New business models must not 

disrupt the cultures and lifestyles of local people. An effective combination of local and global knowledge 

is needed, not a replication of the Western system. The development of India‘s milk industry has many 

lessons for MNCs. The transformation began around 1946, when the Khira District Milk Cooperative, 

located in the state of Gujarat, set up its own processing plant under the leadership of Verghese Kurien 

and created the brand Amul, today one of the most recognized in the country. 

Conclusion: The less privileged forms a major chunk of the society and its interest has to be taken care of 

to lead a peaceful co-existence, and a profitable win-win engagement. 
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