60K visitors at I[IM- I’s Utsaha

TIMES News NETWORK

Indore: Utsaha 2014, 31xth
edition of annual rural mar-
keting festival of Indian In-
stitute of Management, In-
dore (IIM-I) held at Janapav
Kutti concluded on Thurs-
day. Over 60,000 people visit-
ed the venue during the two-
day fest. Students conducted
primary market research in
villages around Janapav
Kutti. They organized activ-
ities to engage the visitors to
bringouta patterntocharac-
terize the ‘rural consumer’.
Around 2,500 responses were

The two-day annual rural marketing fest of Indian Institute of Man-

agement, Indore (IIM-1) concluded on Thursday at Janapay Kutti

collected. A separate stall for
each of the six project part-
ners (Pidilite, HUL, ITC,
Mondelez, Vodafone and

PepsiCo) were set up with a
central location, each fulfill-
ingthe research needs of the

respective project partners.
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To attract consumers, the
core team comprising 150
members put up handmade'
posters at the stalls bringing
inaruraltouch. Based onthe
demographics,- research
methods including unstruc-
tured interviews, surveys as
well as Taste Tests wereorga-
nized. Fun filled activities
like turban tying competi-
tion, games and magicshows
were also held.

The event provides a plat-
form for IIM-I students to in-
dulge in corporate engage-
ment with the project
pariners.



IIM Indore Marketmg Fest goes to countryside
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The sixth edition of the
annual Rural Marketing
Fest of Indian Institute of
Management Indore,
Utsaha 2014, was held at
Janapav Kutti on the occa-
sion of Kartik Purnima
Mela. During the fest, the
students from IIM Indore
conducted primary market
research from the villages
around Janapav Kutti to
capture rural consumer
insights for the partner
companies.

The concept used in
Utsaha, termed as
“Disguised Marketing
Research”, is to capture the
behavior of the rural con-
sumer through various
innovative methods to give
unbiased results. Students
from the IIM Indore
designed all the activities
to engage the consumer in
answering questions that
bring out a pattern to char-
acterise the Indian ‘rural
consumer’.

Utsaha 2014 has six proj
ect partners in Pidilit
HUL, ITC, Mondelez
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Villagers of Janapav Kutti at Rural Marketing Fest.

Vodafone and PepsiCo. A
separate stall for each of
the project partners has
been set up with distinct
set of activities in a central
location - each fulfilling the
research needs of the
respective project part-
ners.

To attract the con-
sumers, Utsaha 2014 team
members came up with
stalls designed with hand-
made posters as well as
posters of famous
Bollywood actors like Shah
Rukh Khan and Katrina
Kaif bringing in a rural
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touch to the stalls. Based
on the demographics, the
research methods used
involved a good mix of
methods like unstructured
interviews, surveys as well
as ‘Taste Tests’.

Fun filled events like
turban tying competition,
games and magic shows
were used to attract crowds
to the stalls. With footfalls
of more than 60,000 people,
almost 2500 responses were
collected in two days which
shows the kind of appeal
Utsaha has garnered over
the years. CONTD.ON P13



[IM-1 students
showcase unique
stalls at rural
marketing fest

HT Correspondent ®
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INDORE: The sixth edition of
annual rural marketing festi-
val of IIM-Indore, Utsaha 2014,
was held on November 5 and 6
at Janapav Kutti on the occasion
of Kartik Purnima Mela. During
the fest, the students from IIM-
Indore conducted a primary mar-
ket research for the partner com-
panies covering villages around
Janapav Kutti to capture rural
consumers’ insight.

The concept used in Utsaha is
to capture the behaviour of the
rural consumer through vari-
ous innovative methods to give
unbiased results.

Students from IIM-Indore
designed all the activities to
engage the consumers in answer-
ing questions that bring out a

- pattern to characterise the
Indian ‘rural consumer’.

The partner companies in this
endeavour include Pidilite, HUL,,
ITC, Mondelez, Vodafone and
PepsiCo. A separate stall for each
of the project partners has been
set-up with distinct set of activi-
ties in a central location- each
fulfilling the research needs of

_the respective project partners.

To attract the consumers to
Utsaha 2014, the students have
also come up with unique stall
designs making use of hand-
made posters as well as posters
of famous Bollywood actors like
Shah Rukh Khan and Kat}'ina
Kaif bringing in a rural touch
to the stalls. Around 150 students
have participated in this event.

STUDENTS DESIGNED
ACTIVITIES TO ENGAGE
CONSUMERS IN FINDING
QUESTIONS THAT HELP
THEM CHARACTERISE
‘RURAL CONSUMER" ~

Hindustan Times, November 7,
2014, Page-2
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