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These barriers highlight that, while the digital payment ecosystem has
made massive inroads, enabling true financial inclusion will require
sustained efforts to resolve usability issues, build trust and simplify access,
particularly for new, hesitant, or underserved users.

3.3.2. Trust, Delays And Misfits: The Challenges Of Selling Online In Bharat

Alongside the digital payment friction, consumers have noted that they
also face a distinct set of barriers when it comes to fully embracing online
shopping. Despite rising adoption, several persistent concerns continue to
shape consumer hesitancy, particularly in regions and segments which
are newer to e-commerce.

Barriers to online adoption (%)
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Source: Breaking the Metro Myopia | SoCheers 2026

Trust continues to remain a central issue. Many consumers express
scepticism towards online retailers, citing fears of counterfeit products,
non-delivery, or unsatisfactory shipping experiences. A significant pain-
pointistheinability to evaluate product quality or fit, especially in categories
like fashion, beauty, or electronics, where ‘touch and trial’ matters. These
uncertainties are compounded by concerns over payment issues, limited
product selection and inadequate product information on unfamiliar
websites or apps.

Regional nuances add further texture to these barriers:

* IntheWestZone,consumersfrequently mentionlimited productselection
and inadequate product information, which reduces confidence in
making informed online purchases.

* While in the South, the lack of personal interaction and the inability
to negotiate, seek live recommendations, or experience products
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physically makes online shopping feel impersonal and less trustworthy,
especially for traditional or higher-value purchases.

These challenges highlight that while digital platforms are expanding
reach and access, technical, emotional and cultural gaps still need to
be addressed. Initiatives like building greater transparency, enhancing
product discovery, ensuring responsive customer service and enabling
hybrid experiences may hold the key to unlocking deeper and more
widespread adoption across Digital Bharat.

3.3.3. 3Ps Of Misfits In The Market: Packaging, Products And Practicality

Too often, brands effectively drop “urban” products into rural markets
like parachutes ill-fitting sizes, packaging entirely in English, or interfaces
that assume fluency in tech. Imagine trying to sell skinny jeans and
quinoa bars in a place where practicality, price and familiarity are
the consistent winners. Trial packs are rare, sachet versions are scarce
and offline-friendly packaging that can survive a bumpy bus ride is

perhaps still an afterthought. This disconnect highlights a significant gap in
market understanding.

3.3.4. The Delivery Dilemma: Delays Break Trust

And then there’s delivery, often the Achilles’ heel of rural commerce. While
city-dwellers expect their orders within a day, Bharat often waits for five,
sometimes even more. The result is significant friction, frustration and a
substantial number of cancelled orders. In fact, 60% of rural shoppers cite
delayed or unpredictable delivery as a key reason for them to drop off.
Brands like JioMart and Flipkart are now smartly leveraging kirana stores as
hyper-local fulfilment hubs and importantly, it is proving effective. However,
the real challenge - building and maintaining trust - remains paramount.

3.3.5. The Real Influencers: Local Voices, Not Big Names

And let’s talk about influence. Here, trust genuinely flows through WhatsApp
forwards, local YouTubers and familiar faces like schoolteachers,
shopkeepers and Self-Help Group (SHG) leaders. These are the true micro-
mavens of rural India. Yet, brands often continue to spend millions chasing
mega-urban influencers, while the real action and impact often happen
on a grainy YouTube video shot in a village school.
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Having explored the strategies that have helped brands connect with the
next billion users, as well as the pervasive barriers that have held others
back, we now move into a series of compelling case studies. These real-
world examples will bring the insights to life, showing us precisely how
different brands have navigated these challenges, seized opportunities
and adapted their approach to effectively engage this fast-growing
consumer segment.

S@CHEERS | Breaking The Metro Myopia 46



CHAPTER

INSIGHTS

The Great E-Comm Shift:
When Bharat Logged In...

Outside Urban Centres: Why Trust, Fluency, and Hyper-
Local Influence Define Rural Success

1. Shift from Awareness to Action via Local Proof
Insight: In rural markets, attention doesn’'t equal conversion. What converts
is seeing someone like me succeed with it.

AIDA Framework:

Moving Rural Audiences to Action Strategy Move:

Capture attention using
vernacular posters and audio-

Attention
Capture with local reels,

vernacular visuals, visual formats. Build interest
with peer-led storytelling across
WhatsApp and FM. Spark desire
Interest by showing real, local success
stories. Drive action through

FM radio spots

Hook via relatable stories

&peer validation COD, I-tap UPJ, or offline sign-ups

via agents.

Desire
Build aspiration using

outcome-driven Summary:

examples Move from passive awareness
to peer-validated action by

Action embedding visible proof and

Enable with COD,
voice-led UX,
WhatsApp CTAs

Source: Breaking the Metro Myopia | SoCheers 2026

S@CHEERS | Breaking The Metro Myopia

culturally relevant
across the funnel.

nudges
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2. Solve Real-Life Use Cases
Insight: Tools are adopted when they help with something specific, saving
time, earning money, or improving status.

Enablers:
 Vernacular voice Ul
* SHG leader demo
+ COD-style savings
« Peer success stories

Trigger: . ; .
. Job to Be Done: Desired Outcome:
Seasonal income from )
harvest or wedding service S.a"? money safely Feel prouq - saving $5,000
Avoid impulse spending and being in control
Barriers:

+ Don't trust apps
+ Don't understand terms
* Fear of money loss

Source: Breaking the Metro Myopia | SoCheers 2026

Strategic Move:

Map use-cases to “jobs”. Bundle value with confidence: Combine
product use with how to be learning and why it matters nudges.
Design for the actual journey. Focus on emotional jobs too: pride,
independence, peer respect.

Summary:
Success lies in solving real “jobs”, practical and emotional, that rural
users are already trying to get done.

3.Go Hyperlocal in Segmenting, Targeting & Positioning
Insight: Rural India isn't monolithic: each district, even village, can behave
like its own market.

Segmentation Targeting Positioning

Divide the market by: Choose the most: Craft messaging that:

- Demographics - Valuable - Highlights unique benefits
- Geography - Reachable - Matches segment values
- Behavior - Profitable - Differentiates from

- Needs segments competitors

Source: Breaking the Metro Myopia | SoCheers 2026
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Strategic Move:

S = Segment by use-case (reseller moms vs. digital youth)

T = Target village-level influencers and decision makers (elders, SHG
heads, shop owners)

P = Position the brand as a “local enabler,” language, benefit, and

distribution all need to feel native
Drop national positioning. Adopt mandi-to-mandir messaging that
lives in hyperlocal truths.

Summary: Don't talk down to Bharat. Talk like it. Segment granularly,
target locally, and position culturally.

4. Build from Functional to Emotional to Social Benefits
Insight: Features create interest. Emotions drive behavior. Social benefits
build momentum.

Laddering Technique - D2C Telehealth in Rural India

Social Seen as responsible and progressive in the village
A
Emotional Feels cared for and confident
A
Benefit No travel needed; save time and money
A
Feature Doctor chat + medicine delivery in local language
A
Product D2C Telehealth via WhatsApp

Source: Breaking the Metro Myopia | SoCheers 2026

Strategic Move:

Start by showcasing product functionality, then connect to personal
gains (pride, ease, control), and finally express how this impacts
community status or recognition. Use storytelling arcs that mirror this

journey: ‘X app helped me earn « now my family depends on me « now
my neighbors ask me for help.”

Summary: Lead with “what it does,” land with “how it makes me feel,”
and scale with “how it changes how I'm seen.”
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4.7Ps Model (Extended Marketing Mix) - Rural Version
Insight: Bharat runs on a different operating system, every “P" must be

rewritten for it to work

Strategic Move:
Aruralsuccess strategy isn't about shifting one P, it's a remix of all seven
for a different operating system. Design products that work offline,
price them for sachet behaviors, place them in trusted channels,
promote through human touch, use real people as interfaces, build

intuitive low-friction processes, and show proof visibly in the village

ecosystem.

Ssummary:

It's about reimagining the full experience stack for rural reality.

7Ps Model - Rural Marketing Mix (Visual Format)

Product

Price

Place

Promotion

People

Process

Physical Evidence

Rugged, shareable, offline-compatible

Micro-credits, sachet plans, COD

Distributed via kiranas, SHGs, and haats

WhatsApp groups, FM radio, wall paintings

Trust anchored in local agents, not chatbots

2-tap, visual journeys that feel intuitive

Posters, audio proof, sticker endorsements

Source: Breaking the Metro Myopia | SoCheers 2026

Final Takeaways for Marketers

Classic Principle
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What's the clear plan of action for
lasting success in Digital Bharat?




CHAPTER 4

Bharat's Digital Playbook - Strategies, Lessons And Future Horizons

In this chapter, we cover how to connect with Digital Bharat, exploring
key brand successes and struggles, distilling actionable playbooks and
examining the role of government initiatives and future technologies in
shaping India’s next digital transformation.

4.1 The NBU Playbook: Strategies That Work in Digital Bharat

From these experiences, a clear playbook emerges for brands aiming to
thrive in Digital Bharat.

4.1.1 Hyper-Localisation: From Language To Lifestyle

In Bharat, true localisation extends far beyond mere language; it is about
mirroring local lifestyles, values and rituals. Brands like Godrej Consumer
Products, HUL and Paytm have clearly demonstrated how meticulously
redesigning packaging, crafting festival-timed offers and developing
context-rich creatives have successfully managed to turn fleeting
transactions into profound emotional connections. This represents a
fundamental shift from simple translation to genuinely understanding
local culture, with every detail respecting local ways.

4.1.2 Vernacular Marketing: Where Voice, Video & Local Faces Lead
With over 70% of YouTube consumption now happening in non-English
languages, Bharat’'sconsumers predominantly respondto voices that sound

like home. Platforms like Moj and Josh have brilliantly transformed local
creators into highly credible influencers. Brands like Tata Tea and Dabur are
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strategically leaning into vernacular
storytelling, making marketing less
about distant celebrities and more
about authentic community voices.
Because, at the end of the day,
authenticity invariably wins where
mere gloss does not.

413 Voice Commerce & Al
Personalisation: Tech That Talks
Bharat

For many in Bharat, typing remains
a barrier, but talking is truly
second nature. Consequently,
voice searches have exploded,
witnessing over 270% yeadr-on-
year growth. Whether it's Flipkart's
“Saathi” or Google Pay’'s voice-
enabled kirana campaigns,
technology that genuinely ‘talks
the local language’ is proving
exceptionally successful in
unlocking massive digital potential.
Meanwhile, sophisticated Al
personalisation is adeptly serving
up region-specific products,
tailored pricing and culturally
relevant festive bundles, thereby
transforming hyper-relevance into
significant revenue.

414 Planned Vs. Impulse: How
Bharat Shops Online

As discussed earlier, digital
payments have profoundly
transformedIndia’sonlineshopping
behaviour. In  high-frequency
categories like groceries, mobile
recharges and utilities, purchases
are predominantly planned,

S@CHEERS | Breaking The Metro Myopia
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heavily influenced by essential
needs, established cycles and the
sheer ease of UPI transactions.
In stark contrast, impulse-driven
categories like food delivery
thrive on unparalleled speed,
ultimate convenience and a truly
frictionless user experience. The
result is a dynamic, hybrid intent
model, where digital platforms
must adeptly cater to both
structured purchasing needs and
spontaneous urges.

4.2 Lessons For Businesses:
Navigating Bharat's Next
Digital Revolution

As the preceding case studies
highlighted, effectively cracking
the NBU market is not about
retrofitting existing urban
strategies; it's about meticulously
reimagining experiences from
the ground up. Brands looking
to succeed in this space must
fundamentally shift their mindset
from mere “expansion” to genuine
“immersion.” Here are the key
takeaways for any business looking
to ride the next wave of Bharat's
digital evolution:
4.2.1 Transcreate, Don’t Just
Translate

Language alone is simply not
enough.  Winning brands are
actively ‘transcreating’, not merely
translating their messaging. This
means deeply integrating in
cultural context, local idioms and
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storytelling traditions that genuinely
Regional Content resonate. The most successful
Creators i i

campaigns strategically partner

with regional creators, local linguists

and cultural experts to deliver

@"’\ content that feels authentically
g 3

Legel g homegrown, not merely adapted.
Think of it not as a simple copy-
paste job, but as crafting a
truly homegrown narrative
Cultural Experts that speaks directly to Bharat's

oad®,
@ emotional language.

Source: Breaking the Metro Myopia | SoCheers 2026

4.2.2 Simplify For First-Time Users

Digital Bharat is undeniably mobile- Vernacular Videos,
first, but it is also ‘tech-fragile, \Clz';er;ZﬂZid
where lower-end phones, patchy 2
connections and limited digital

literacy often define the actual user

experience. Therefore, interfaces that

heavily rely on dense text or high- 1 Brc:}g;tri;\gst
speed data will inevitably fail. Instead, P

brands must rigorously prioritise icon-led

icon-led navigation, vernacular Navigation

videos, voice-based commands . 3
and lightweight applications. Here, L'ghtwi'gg

accessibility is not merely a feature;
it is the fundamental foundation source:Breakingthe Metro Myopia | SoCheers 2026
for success.

4.2 3 Building Trust With Phygital Bridges

Digital trust isn't just about technology; it's truly built through human
connections. In regions where scepticism of online transactions runs high,
‘phygital’ models, meaning the seamless blending of offline familiarity
with online convenience, are proving to be the absolute key. Initiatives
like assisted commerce, leveraging local service partners, offering Cash
on Delivery (COD) options and community-led digital literacy drives are
exceptionally powerful in converting initial awareness into widespread,
sustained adoption.
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4.2.4 Empower, Don’t Just Advertise

In Bharat, true loyalty is earned through genuine empowerment. Brands
that educate, enable and uplift their consumers are remembered long-
term, whether it's through comprehensive financial inclusion programmes,
robust reseller platforms for micro-entrepreneurs, or valuable skill-building
content delivered in regional languages. The long-term payoff is profound
brand love and a highly engaged consumer base that genuinely grows
alongside your brand.

4.2.5 The Bharat Playbook

To win in Bharat, a distinct playbook is essential, differing significantly from
traditional urban strategies.

Urban Playbook Bharat Playbook

English, high-tech Ul Vernacular + voice-first UX

Celeb endorsements Micro + local influencers

Big promos Trust-building content

App-first experiences WhatsApp, QR codes, phygital mix
Flashy branding Functional, culturally rooted
Mega influencers Local heroes, SHG voices
English-first digital ads Vernacular voice + visual content
Discount-driven marketing Trust-driven loyalty

Same-day delivery Kirana-assisted fulfilment

4.3. Winning in Rural India: Leveraging Government Initiatives
for Growth

Brands must adapt to the unique challenges and opportunities in rural
markets. Government initiatives can help brands grow and connect with
rural consumers more effectively.

4.3.1. Expanding Distribution & Retail
The Open Network for Digital Commerce (ONDC) allows brands to list their
products on apps tailored for rural areas, reducing the need for traditional

distribution methods. Common Service Centres (CSCs), with over 6 lakh (0.6
million) rural internet kiosks, provide crucial touchpoints for brands to reach
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remote areas for product deliveries
and pickups. JioMart Digital Stores,
acting as a robust B2B platform,
connect brands directly with rural
kirana stores, further expanding
their reach without intermediaries.

4.3.2. Building Trust & Marketing

The eNAM (National Agricultural
Market) enables brands to source
materials directly from farmers,
ensuring better prices and building
trust within rural communities. By
collaborating with local brands
promoted through the One District
One Product (ODOP) scheme,
companies can tap into strong
regional identities. Advertising
on Doordarshan Kisan and DD
Rural ensures brands reach
engaged rural households through
established platforms.

4.3.3. Saving Costs on Logistics

The Kisan Rail initiative empowers
brands to ship fresh products
at lower costs, ensuring timely
delivery in rural areas. The Rural
Godown Scheme provides
cold storage in rural areas at
subsidised rates, significantly
helping to reduce transit costs for
perishable goods.

4.3.4.Financial Support &Incentives
Brands can receive substantial
financial support. The PM

Formalisation of Micro Food
Enterprises (PMFME) scheme offers

S@CHEERS | Breaking The Metro Myopia
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up to a 35% subsidy for setting
up food factories in rural areas.
Additionally, the Production Linked
Incentive (PLI) for Food Processing
scheme rewards brands for
increasing rural food processing
and packaging capacities.

4.3.5. Building Partnerships & Local
Engagement

Building strong relationships is
paramount for success in rural
markets. Partnering with over 10,000
Farmer Producer Organizations
(FPOs) ensures a reliable supply
chain  and strengthens brand
ties with  rural communities.
Engaging rural women as sales
agents through the Aagjeevika
Mission (National Rural Livelihoods
Mission) expands brand reach
and  builds  stronger, more
authentic connections at the
grassroots level.

44. Future Tech and
Innovation for Empowering
Rural Markets

In the future, technology is poised
to play a huge role in transforming
rural India. With advanced digital
solutions and innovations, rural
communities will have better
access to essential services, more
income opportunities and an
improved quality of life.

56



4.4.]. Smart Farming: The Future of
Agriculture

The future of agriculture in Bharat
will be revolutionised. Drones will
assist farmers in planting seeds,
monitoring crops and spraying
pesticides, making farming faster
and more  efficient.  Artificial
Intelligence (Al) will predict crop
diseases and pests, helping farmers
protect their crops and achieve
better vields. Apps will enable
precise soil health monitoring,
enhancing both the quality and
quantity of harvests.

4.4.2.Digital Banking and Financial
Inclusion

Digital banking and financial
inclusion will become evidently
common. Almost every rural
household will utilise mobile phones
for banking services, simplifying
saving money, paying bills and
transferring funds. Farmers and
small businesses will gain access
to instant loans and insurance
directly through their mobile
phones. Cashless transactions via
digital payment systems will make
financial transactions fast, safe
and easy in rural areas.

4.4.3.Renewable Energy and Green
Solutions

Renewable energy will power a
sustainable future. Solar energy
solutions will energise villages,
reducing reliance on traditional
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power sources and ensuring
sustainability.  Electric  Vehicles
(EVs) will become commonplace
for local transport, reducing
pollution and making travel easier.
Solar-powered charging stations
will also be established in rural
areas to support this transition.

4.4.4. Telemedicine: Access to
Healthcare Anywhere

Telemedicine will revolutionise
healthcare. Rural residents will
be able to consult doctors onlineg,
significantly improving healthcare
access in remote areas. Drones will
deliver medicines to rural areas,
ensuring timely delivery, even
in hard-to-reach places. Health
monitoring apps will help track
well-being and remind people to
take medicines, making it easier to
manage chronic conditions.

4.45. Skill
Education

Development and

Skill development and education will
e democratised. Rural populations
will leverage smartphones and
apps to acquire new skills, ranging
from advanced farming techniques
to language proficiencies. Gamified
learning apps will make education
fun and interactive, helping rural
students stay engaged. Vocational
training accessible via smartphones
will impart practical

skills like tailoring, carpentry, or
farming, empowering individuals
to start businesses or improve
their job prospects.
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4.4.6.E-commerce and Online Markets

E-commerce and online markets will directly empower rural producers.
Farmers and artisans will sell their products directly to urban consumers
through e-commerce platforms, effectively bypassing middlemen. Artisans
will be able to showcase and sell their handmade goods onling, reaching
customers worldwide. Fresh farm produce will be delivered directly to urban
homes via digital platforms, benefiting rural farmers with better prices and
market access.

4.5. The Bharat Blueprint: Three Pillars To Build On

With all the insights discussed, here's the essential takeaway for all
businesses new to this landscape. To truly succeed in India’s heartland,
businesses must adapt fundamentally to rural realities rather than
merely importing urban habits. Here’s the winning formula, distilled into
three key pillars:

« Go Vernacular: Speak the language, not just linguistically, but deeply
culturally. Authenticity is key.

« Trust Social & Voice Commerce:
Strategicallyleveragelocalinfluencers,

strong community networks and Go Vernacular
intuitive vometeghnologytg effectlve‘ly st social &VoICe
close the crucial last-mile gap in commerce

communication and commerce.

+ Build Digital Trust through
Partnerships: Actively collaborate
with respected local leaders,
trusted retailers and established source: Breaking the Metro Myopia | soCheers 2026
kirana stores to build strong credibility and foster familiarity within the
community.

Digital Bharat is no longer an experiment; it is the powerful engine of the
Indian internet economy.Brands that adeptly decode its unique dynamics
today will undoubtedly define its significant growth tomorrow. The next
wave of digital opportunity is not just bigger; it is broader, deeper and
far more culturally layered. Thus, to genuinely win in Bharat, the only
strategy is to build for Bharat. And those who commit to this approach
will undoubtedly lead the future of digital India.
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Bharat's Digital Playbook -
Strategies, Lessons And Future Horizons

From Strategy to Success: How Brands Are Cracking the Code
in Rural India

Insight: Rural India isn't “emerging.” It's evolving. Brands that succeed here
don't just communicate. They translate aspiration into action, through local
proof, community credibility and frictionless onboarding.

The Rural Success Stack (Inspired by: Design Thinking + RATER Model (Trust)
+ Service Blueprinting + Fluency UX)

Strategic Ladder: From Access to Identity

01.Access Physical & Simplify discovery via Category
digital presence kiranas, haats, WhatsApp visibility
02.Fluency UX +onboarding Icon-first Ul, voice Ease of use -
journeys, 3-tap flows completion
03.Trust Reliability + COD, no-questions refunds, Drop friction, build
local proof social proof posters repeat behavior
04 .Enablement Capability + Starter kits, learn-to-earn, First win -
micro-success reseller modules confidence
05.Identity Social Local hero shoutouts, User - Influencer
signaling leaderboard stickers loop

Source: Breaking the Metro Myopia | SoCheers 2026

How to Put This to Work:

Lever Action Example

Distribution Partner with SHGs, kirana networks, job centers

UX & Onboarding Use audio guides, local mascots, and 2-tap onboarding

Feedback Loops Add “Was this easy?” in-app feedback with emoji scale in
regional scripts

Incentives Reward with things that matter: fame, credit, small wins

Influence Build micro-networks: schoolteachers, NGO leads, SHG
heads
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Rural Growth Flywheel: Local-First x Low-Friction x Outcome-Driven

C Local Trust )

(Voice & Visual Access> ( Low Friction UX )

Ambition
Fueled
Flywheel

(Micro Success Stories) ( Job-Centric Utility )

( Offline to Online FIow) CAspirationql Triggers)

( Peer Validation )

Source: Breaking the Metro Myopia | SoCheers 2026

Key Takeaway:
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What are the secrets behind
ShareChat and Meesho's unparalleled
success in Digital Bharat?




CHAPTER 5

Case Studies: Successful And Struggling Campaigns In Bharat

This chapter delves into practical strategies for engaging Digital Bharat,
exploringkey brand successes and struggles, distilling actionable playbooks
and examining the role of government initiatives and future technologies
in shaping India’s digital journey.

5.1. Case Studies: Successful Campaigns in Digital Bharat

With the landscape set, we now turn the spotlight to the brands that
are not just observing a major shift, but actively thriving within it. These
businesses have gone beyond urban-centric strategies, embracing local
nuance, cultural depth and smart technology to unlock immense loyalty
and spending among India’s Next Billion Users (NBUs). Across diverse
categories from social media to e-commerce, a new breed of brands is
emerging as true champions of Digital Bharat. Their secret lies in a deep-
rooted understanding that this market is not merely an extension of urban
India; it is a fundamentally different universe altogether, demanding
unique approaches.

~180 Million

5.1.1. ShareChat: Language-First, v
English-Last |
~15 Indian
Languages,
Take ShareChat, for instance, Excluded Enghsh
a platform that realised early / N
. ADaily It Became A
on that non-English users were REE MRS Cultural

Mirror
Platforms

not just underserved; they were

Source: Breaking the Metro Myopia | SoCheers 2026
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largely ignored. Instead of attempting to retrofit an English-first model,
ShareChat proactively built an entire social media ecosystem in over 15
Indian languages, intentionally excluding English. The result is remarkable:
over 180 million monthly active users and a daily engagement time rivalling
global platforms. By effectively ‘transcreating’ local humour, content and
engagement styles, ShareChat transcended being just a tech product; it
became a genuine cultural mirror for its audience.

5.1.2. Meesho: Enabling Bharat To Sell, Not Just Buy

Then there’'s Meesho, a brand that
completely flipped the e-commerce script.
Rather than solely selling to rural Indig,
Meesho strategically empowered rural
India to sell, enabling thousands of women
and small entrepreneurs to effortlessly

resell fashion and lifestyle products via
70%of Meesho

WhatsApp and Instagram. With a core uiersfrc;m
eyon
focus on ultra-light applications, regional Tior 1 cities

onboarding
70.0%
processes and Al-driven personalisation,
Meesho now draws over 70% of its users
from beyond Tier 1 cities, a testament to
the power of platform simplicity, social
selling and deeply embedded local trust.

Source: Breaking the Metro Myopia | SoCheers 2026

5.1.3. Amazon Easy: Reimagining Retail For First-Time Digital Users

Even global giants like Amazon have gone back to the drawing board
specifically for this new-age Bharat. Its “Amazon Easy” initiative brings
e-commerce to life through physical partner stores, providing crucial
assistance to digitally uninitiated consumers, enabling them to shop online
with confidence. Adding a voice-first interface and a regional-language
user interface results in an e-commerce experience meticulously built for
comfort, not complexity. Today, 30% of Amazon India’s new users interact in
a local language, with their innovative voice search feature driving much
of the product discovery.
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5.1.4. JioMart And Flipkart: Local Platforms, Local Playbooks

This profound shift isn't confined to just social media or e-commerce
platforms; it is impacting industries across the board. Brands are actively
rewriting their playbooks to thrive in Bharat's unique digital-first yet
culturally-rooted ecosystem. Take JioMart, for example, which brilliantly
fused hyperlocal trust with digital scale by partnering with kirana stores
for last-mile delivery and enabling WhatsApp-based ordering, thus
eliminating the need for a dedicated app. Similarly, Flipkart successfully
unlocked conversion in non-metro markets by going vernacular, launching
voice search and regional language interfaces that helped first-time
buyers shop with remarkable ease.

5.1.6. Coca-Cola’s Rural Push: Building Thirst in Bharat
What was the goal?

Coca-Cola aimed to expand its footprint in rural India by making its
beverages accessible, affordable and aspirational to low-income, hard-to-
reach consumers. The goal was to shift rural preferences from traditional
drinks like nimbu pani or buttermilk to packaged cold beverages.

How did they do it?

« Price-point innovation: Introduced the 5 (~$0.06 USD), 200 ml bottle to
make Coke more affordable than most local alternatives.

+ Distribution tweaks: Developed the “Last Mile” strategy with lbw-cost,
solar-powered coolers and smaller, mobile distribution units.

* Localised marketing: Ran mass media campaigns featuring local
faces and languages, emphasizing Coke as a refreshing companion in
everyday life. One of the most memorable campaigns was the “Thanda
Matlab Coca-Cola” ad featuring Aamir Khan, where he played a rural
shopkeeper - a perfect blend of local flavour and brand positioning
that resonated deeply with rural audiences.

* Retail penetration: Focused on creating availability in remote villages
via rural retailers, pushcarts and partnerships with kirana stores.

S@CHEERS | Breaking The Metro Myopia 64



o V.V ANA WM Case Studies: Successful And Struggling Campaigns In Bharat

Why did it work in rural India?

+ Affordability: The 25 bottle lowered the entry barrier for low-income
consumers.

* Localisedconnection:Adsreflectedrurallifeandvaluesmakingthe product
feel relatable.

* Cold availability: Solar coolers ensured the product could be served
chilled, even in areas with no electricity.

+ Consistent presence: Continuous investment in rural presence and
retail relationships kept visibility high.

Coca-Colacracked the rural code by blending affordability with availability,
g5 pricing and solar coolers made chilled Coke reachable even in the
remotest corners. Its localised campaigns made the global brand feel
familiar, relatable and refreshing to rural consumers.

5.1.6. HUL's Kan Khajura Tesan: Reaching Rural India Through Mobile
Entertainment

What was the goal? Hindustan Unilever (HUL) wanted to reach people in rural
areas who don't have regular TV or electricity. They wanted to make sure
people knew about their products like Wheel soap, Pond’s cream and Close
Up toothpaste.

How did they do it? Instead of using TV ads, HUL created a mobile radio
channel called Kan Khajura Tesan. People could give a missed call to a
number and then get a free call back with 15 minutes of fun content like
music, jokes and ads for HUL products. The channel made sure people
enjoyed the content and wanted to listen more.

Why did it work in rural India?

* No internet needed: Most people in rural areas have basic mobile
phones, not smartphones.

+ Easy to access: People were used to giving missed calls, so it fit right
into their habits.

* Free: It didn't cost anything to listen, so everyone could join in.

* Bigreach: In just six months, the service reached over 60 million people
and helped people learn about HUL's products.
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HUL smartly leveraged the widespread reach of basic mobile phones to
engage rural audiences beyond the internet’s footprint. By turning a simple
missed call into an entertainment and brand channel, they aligned with
local habits and realities. It proved that even before full digital inclusion,
Digital Bharat was already taking shape, one ring at a time.

5.1.7. ITC’s e-Choupal: Helping Farmers with Technology

What was the goal? ITC wanted to help farmers get better prices for their
crops and learn more about farming.

How did they do it? ITC set up e-Choupals, or small internet centres in
villages. Farmers could visit these centres to find out things like crop prices,
weather updates and how to improve their farming. They could also sell
their crops directly to ITC, instead of going through middlemen who often
gave them unfair prices.

Why did it work in rural India?

* Helped solve problems: Farmers often didn't know the best price for
their crops and were sometimes cheated by middlemen. This system
helped them get a fairer deal.

* Easy to use: The kiosks were simple and run by people who understood
the farmers’ needs.

* Builttrust:ITC made sure to help farmers and gave them betterincomes,
sometimes 50% more.

* Spread widely: ITC set up 40,000+ kiosks and helped over 4 million
farmers.

e-Choupal redefined rural empowerment by giving farmers direct access
to prices, knowledge and markets, cutting out decades of middleman
dependency. It turned isolated villages into informed hulbs, where decisions
were driven by data, not guesswork. This wasn't just tech adoption, it was a
shift in power, proving that Digital Bharat starts with digital dignity.

5.1.8. Big Brands: Broader Adaptations for Success
Beyond dedicated case studies, many established brands adapted for

Bharat. PepsiCo used regional-language Al chatbots on WhatsApp for
engagement. Patanjali and Dabur built digital presence on deep-seated
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trust and local relevance. HUL's Project Shakti transformed rural women into
entrepreneurs and grassroots brand advocates. Paytm scaled financial
inclusion by hiring local agents. YouTube became a vital rural discovery
engine via vernacular creators. Jio revolutionised access with voice-
enabled phones and low-cost data. The undeniable takeaway: in Bharat,
winning is not just about going digital; it's about going deeply local.

5.2. Case Studies: Struggling Campaigns in Rural India

Understanding rural India requires more than just data, it needs real-world
insights into what actually works on the ground. In this chapter, we look at
tangible case studies of campaigns

that have either succeeded or struggled while engaging with rural
consumers. Each case offers critical lessons, not only on what was done
but also why it worked or failed. From mobile-based innovations to digital
market experiments, these examples show the importance of local context,
trust, accessibility and behaviour. By analysing both sides’ wins and misses,
we gain a deeper appreciation of what it truly takes to connect with and
empower rural India.

5.2.1. Amazon Udaan: E-commerce via Rural Assisted Channels

What was the goal? Amazon wanted to bring the convenience of online
shopping to rural India. Through a program called “Udaan,” they set
up assisted e-commerce kiosks in local shops and centres where rural
consumers could browse products and place online orders with help from
trained facilitators.

How did they do it? The kiosks acted as digital ordering points. People could
walk in, get help from a staff member to choose products, place orders
and get them delivered locally. It was meant to bridge the gap between
rural consumers and Amazon's large digital marketplace.
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Why didn’t it work in rural India?

Low digital trust: Many rural consumers were sceptical of buying
products without seeing or touching them. They felt more confident
dealing with known local shopkeepers than with distant online sellers.

Tech hesitancy: The process of selecting items on a screen, using digital
payments, or tracking orders felt complex and unfamiliar.

Cultural habits: People were used to bargaining, immediate purchase
and face-to-face interaction, all missing in the e-commerce model.

Low repeat use: Despite awareness efforts, footfall at kiosks remained
low and users didn't adopt it as a regular shopping method.

5.2.2. BAIF’s Digital Push: Selling Rural Produce Online

What was the goal? BAIF (Bharatiya Agro Industries Foundation) aimed
to empower rural farmers by helping them sell their agricultural products
directly through digital and e-commerce platforms, cutting out middlemen
and getting better prices.

How did they do it? BAIF partnered with digital marketplaces to list rural
produce, like grains, vegetables and dairy online. The idea was to use tech
platforms to give farmers wider market access and higher income.

Why didn’t it work in rural India?

Logistics breakdown: Rural supply chains weren't ready for online
fulfilment. There were delays, poor packaging and a lack of cold storage
or transport for perishables.

Farmer hesitation: Many farmers were unsure how online platforms
worked or didn't trust that digital payments would be reliable or timely.

Digital divide: Low smartphone penetration and digital literacy meant
few farmers could actually manage listings, payments, or order
tracking themselves.

S@CHEERS | Breaking The Metro Myopia 68



CHAPTER

INSIGHTS

Case Studies:
Successful And Struggling Campaigns In Bharat

Future-Proofing Bharat: The Technologies Powering India’s
Next Wave of Transformation

Shift: From Infrastructure-Intelligence

Insight: Bharat needs smarter tools built for how it lives, earns, and
learns. The brands winning the future are those embedding tech into
real-world ambitions: micro-entrepreneurship, self-learning, and
hyperlocal commerce.

Strategy Framework: The Leapfrog Stack

Step-by-Step Strategy Stack: From Trust to Intelligence

Utility Layer UPI + WhatsApp + Trust in digital

Aadhaar Stack baseline
Enablement Voice Al + Economic
Layer Vernacular bots empowerment
Fluency Visual UX + Increased
Layer Regional OS skins usability
Influence Creator tool + Community-
Layer AR filters sourced reach
Intelligence Predictive Al + Personalization
Layer Localized ML at scale

Source: Breaking the Metro Myopia | SoCheers 2026
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How to Put This to Work:

Area Action Example

Skilling Vernacular Al tutors, voice-guided how-to videos
Commerce  Reseller kits + auto-invoicing + WhatsApp shops

Engagement Voice polls, interactive IVRs, AR try-ons using simple front cameras

Distribution  Last-mile partners + offline QR onboarding for non-digital users

Feedback Al-powered sentiment check-ins: “Was this helpful?” in regional languages

Source: Breaking the Metro Myopia | SoCheers 2026

Key Takeaway:
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