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indianmarkeiguide@hansaresearch com. Also please note that since the Guide is still getting fine-tuned,
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| Introduction to IRS 1
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to collect readership information from a cross-section of individuals, in great detail, so
as to present a true and unbiased picture of their readership habits. On the media front, it
also captures information on television and cinema viewer ship, radio listener ship and
Internet usage. In addition to this, IRS also captures information on various FMCG
(Fast Moving Consumer Goods) products' usage and consumption and durable
ownership amongst households and individuals. Since media and product ownership/
consumption information is captured from the same household, it enables linkages
between the media and product data.

Fieldwork

IRS fieldwork, which lasts for a year, is continuous in nature. It is broken up into two
rounds with a balanced sample. In a typical year, the first round's field work starts from
Jul-Dec followed by the second round in Jan-Jun. Data is reported on a moving annual
total i.e. the average of two consecutive rounds,

Scope-All India
mSZDﬂSmnundlﬂlhﬂs:sampleai:eofHﬁﬁmvmnngﬂmmmﬂm

All India (1) 162184 1318 81092
AllIndia (R) 73244 3084 36622
Total 235428 4402 117714 ﬂaﬂ

The etire sample is spread equally between the two rounds. Individual reporting is done
for 70+ cities that includes all one million population towns (35) and a few other cities of

strategic importance to our users.

For further clarification/information please write to indianmarketguide@hansaresearch.com



Rural Consumerism

PART II - Changing Consumption Patterns

Durables / Transportation:
Though penetration of durables is low in Rural India, what is intriguing is the growth.
Motorcycles have grown by 77%, Refrigerator 31%, Tractor 28% and Bicycle at 17%.

Durables & Transportation [Rural India & Zonal Penetration |

Refrigerator % Motor Cyeles Y% I'ractor % Bicycle B

INRGSIN 2000 2005 2000 2005 @ 2000 2005 2000 2005
India 3.2 4.2 3 53 18 23 437 51.1

| Noth = 5.7 7.6 35 6 3.2 49 538 606
South 37 4.6 2.6 46 1.9 1 35 36.4

B o7 1 1.6 34 0.5 08 478 60
West 25 4 47 7.7 1.6 28 378 441

When it comes to Refrigerators, states that have doubled their bases are Goa, Himachal
Pradesh, Maharashtra, Rajasthan and Orissa the last one increasing its base more than
four fold (0.5 to 2.2%). UP, Andhra Pradesh, Assam, Karnataka, West Bengal, MP and
Bihar are states that have penetration of 1% or less.

In motorcycles, from 5 states that had penetration exceeding 5% in 2000, the tally has
doubled in 5 years with 10 states now exceeding penetration of 5% (Goa leads at 23%).
In growth terms, Orissa surprises us by increasing its user base five fold. In fact the belt
of Andhra Pradesh, MP, Chattisgarh & Orissa has seen one of the highest growth rates in

motorcycles.

Tractors - Goa, Rajasthan, Bihar & MP lead in tractor growth with the last two states
increasing their base by more than three fold. Punjab {13%) continues to lead in overall
tractor penetration followed by Haryana (10%). There are still 5 states where the

penetration is below 1%.

For further clarification/information please write to indianmarketguide@hansaresearch.com



In bicycles, the eastern states Assam, MP and Orissa along with Himachal have seen high

growth the first 3 in increasing their penetration, the last one growing manifold. Assam
has seen bicycle ownership growth of 15%, MP 12% and Orissa 21%.

Food & Beverages :

In this part, we have analysed 4 categories Packaged Edible Oil, Packaged Biscuits, Soft
Drinks and Chocolates. The first two are household based categories as they are usually
purchased for the entire household and hence can be called a household product. The
later two are individual based categories as they are more of an individual purchase for
individual consumption. As a measure of consumerism, we have looked at purchase of
packaged edible oil and packaged biscuits (as against 'loose’ purchase) in the household
categories and we have looked at individual categories as an indicator of increase in

CONsumerism.

Food & Beverages [Rural India & Zonal Penetration % |

Pkgd. Edible Oil  Pkegd. Biscuits Soft Drinks Chocolates

ISR 2000 2005 2000 2005 2000 2005 2000 2005
India B.7 13.7 39.1 54.2 9.8 122 2 27
['Noth" s4 10 53 66 75 126 16 19
South 7.2 229 25.5 44.3 18.9 22.6 3.6 47
| Bast | 64 91 366 559 @ 4.2 S0 14 1.9
West 17 13.9 42.2 47.9 10.2 8.4 2.2 26

Packaged Edible Oil and Packaged Biscuits :

There has been an increase of 5 percentage points in purchase of packaged edible oil and
15 percentage points increase in packaged Biscuits purchasing households. This goes to
show how fast the preferences in Rural are changing from packaged to loose. In both the
categories the growth has been highest for the south zone where packaged food now
seems to have picked up. In fact in the Packaged Edible oil category, from being a distant
No.2 among zones, South emerges as No.1.

For further clarification/information please write to indinnmarketguide@hansaresearch.com



Brand Trends

Detergent Cake/Bar
HLL "Wheels" in this category fast enough in the last 5 years to race to the top ahead of
Nirma. Power, which was not in the brand list in 2000, comes in at No.5.

Detergent Cake / Bar

31211

Nh'nu mzﬁ lHn 19840
Rin 22548  Wheel 19260
Ghari 13626  Ghari 9605
Power 4318 501 5264

Base : All India, Houscholds (000's)

All brands, but for Nirma, have gained in number of user households in this period with
the largest percentage gain coming from regional brand Ghari, though its position
remains unchanged. This is one of the few household categories where the user base of
No. 1,2 and 3 brands is so close.

Washing Powder

Wheel, Ghari and Surf have all maintained their positions and consolidated their user
base, especially Ghari which has seen a more than 120% increase in user base. This
makes it a close No.3. In 2005. With an almost 90% increase in user base, Rin moves to
No.5 from the No.6 position that it held in 2000,

Washing Powder

_ _
55277 62919
whiel 26737 wh_ad 16914
Ghari 25040  Ghari 11265
Surf 11746 Surf 9536
Rin 11604 Ariel 6569

Base : All India, Households (000's)

Though Nirma is still the numero uno, it has seen a 12% loss in its user base.

For further darification/information please write to indinnmarkesguide@hansaresearch.com



TV Channels

Top 10 Channels Tuned

Stur Phus 28560
Agj Tak 25149
Tee TV 25133
Sony TV 24759
Discovery Channel 24350
Zee Cinema 24323
Set Max 23704
Star Gold 23619
Star Sports 23135
Cantpon Network 22071
Base : Households

Zee TV

Sony TV
Star Sports
Zee Clnema
Star Plus
Star Movies
ESPN

MIV
Diiscovery

20069

19955
15674
13955
13416
12648
12035
11765
11166
11160

Top 10 Channels Watched (1 week)
200 00 [ 2005 2000

All India (000s) 207206  All India (0D0s) 182846

All India (000s) 777969

Star Plus
Aaj Tak
Sun TV
Sony TV
Zee Cinema
ETV
Gemini TV
Zee TV

Set Max

Star Gold
Base : Individuals

T0376
41521
39657
38672
38548
33n
31069
29071
23520
22509

All India (000s) 693216
Sony TV

Zee TV

Zee Cinema
Star Plus

ETV (Eenadu)
Gemini TV
Sun TV

ESPN

Raj TV

SERREEESEE

* These 5 years have seen a lot of activity in TV channel brands. Star Plus has moved to the
No.1 slot as the most waiched / tuned channel, which is not surprising.

* Butwhat is interesting to note is the entry of Aaj Tak in the No.2 position, a channel that
‘was not even in the top 10 five years ago.

* Discovery has discovered more than twice as many homes. Set Max, Star Gold and
Cartoon Network are also getting tuned in a lot many homes as of 2005.

* When it comes to viewership, the southern channels do quite well in spite of low tuned
figures. Sun TV for instance, it is not among the top 10 tuned channels but it ranks third
in the channels watched list

* Sei Max & Star Gold are new entrants in channels waiched list as well,

For further clarification/information please write to indianmarketguide@hansaresearch.com



Demographics
(Households)
All India and Zones (1)

- s - 179 -

502 200 592 352 68 M6 479 N6 607 276 568

14 76 W0 60 8 113 165 2.3

11 104 10 65

626 45 575 M1 754 701 M9 7RI 617 T 343

Ll 03 68 02 14 05 09 02 12
_mumnumumn-n
_-----------

109 106 1.1 83 &0 127 151 113 100

336 328 M0 365 M9 M2 30 W2 BB M5 363

Base : Household, HW - Housewife

e North Zone has the highest concentration of SEC A households (13.3%). South is the
lowest. (7.7%)

e Ironically, North has the highest number of illiterate housewives (59.6%), and South
has the least (40%)

® West has the highest concentration of working housewives (48.5%) and North the
least (21.6%)




Top 20 Channels - Other Languages

51 93 32 Tam

68 181 55 33 Td

135 26 Tam 18§ Td
_“Hﬂ— _-‘-—
114 24 Tam 19 36 11 Km

14 19 12 Ml

41 105 14 Tam 13 24 08 Km
_---- —--'—
118 05 Pun 31 05 Tam
_—mum __-‘-
22 05 Tam
_—nmm _-mmu-
Raj Digital Plus 28 Tam 12 08  Mal

_“--_ —-nn_
7

04 Td

* The top 10 channels both in terms of reach as well as viewers base are South based. In
fact only 25% of the top 20 vernacular channels are non south

*  ETVrural reach as well as viewers base is more than that of Sun TV
*  Although Surya TV has quite a high reach, its viewers base is not comparable
*  Conversely, the viewer's base of KTV and Teja is relatively better as compared to its reach




Durable Hierarchy

(Base : All India 207 mn Households)

For further clarification/information please write to indianmarketguide®hansaresearch.com



I Local Area Potential |

(City iLAP)

Penetration of English reading individuals
Mumbai

O >s0m [] 4050w [0 <dom

iLAP (IRS Local Area Potential) Similar maps

product, usages / consumption, media habits etc.

Base : 132 mn Indls.
Can read English Map not to Scale



| Corporate Franchise |

No. of households (in mn) that

16
14 4

14.2

Nestle

o Hiamchwids:

Percentage of households that
used at least one brand of Nestle used at least one brand of Nestle

1.

Nestle has seen a considerable increase in its Franchise base (2.3 percentage point) in
the last 5 years. If we analyse the contribution of each zone towards the franchise, the
South zone that contributes the maximum was the only zone that saw growth in
contribution of 9.1% (2000:21.7% ; 2005:30.8%). The company’s Franchise contribution
has gone down in the West (4 percentage points) and North Zone (5 percentage points)

Among states, the growth in the South zone is largely coming from TN which registered
a 8 percentage point increase (2000:6.3% ; 2005:14.3%6)

Top 4 category contributors

% Hous chokis
E

.2

EL]

Nestlé's flagship product Coffee has registered a healthy growth and so has Eclairs.
However what is worrying is that the other two categories which are big contributors to
the overall Franchise, Chocolates and Ketch-up, see a drop in their consumer bases.

For further clarification/information please write to indianmarketguide@hansaresearch.com



Nestle Category Overlaps

None of the 3 : 17%
Base: 14.2 mn households

* The company shows high dependence on coffee, and has not been too successful in
leveraging its reach in the ketch-up or chocolate category

* Overlaps across all the three categories is a miniscule 1%

* We took 7 categories of Nestle for this analysis, these 3 categories contribute to 83% of
its franchise base. Though 83% is a high proportion, Nestlé's dependence on its top 3
categories is relatively less as compared to other corporates.




% Growth over 2000 Franchise

Nestle State Franchise

300 Siee of the Bubble Is representative of the State's
250 contribution 1o the All India Franchise of the Corporate

150

100

% of State Franchise

.l.‘iﬁ

All India: Franchise growth — 2.3%, Pranchise base : 6.9%

Good news for Nestle is that it is growing in almost all states and most astoundingly in
the larger states (TN & Maharashtra)

Iis % franchise is higher in states that are relatively prosperous as compared to the other
corporates whose % franchise is below or around national average

A bubble chart is a three dimensional chart usefiol in cases where 3 dats sources need 1o be linked to each other. In this
case, the x axis represents percentage of households in that state that use the company's products or ‘franchise in state”.

¥ axis represents the growth in franchise over year 2000. The siae of bubble represents the contribution of that staie o the
overall franchise of the company. Henee the biggest bubble is the mos! important state as it contributes maximum franchise
o the compsny. The objective of the company should be to see that most bubbles (especially the bigger bubbles) are above
the U line on the Y axis




| Mosquito Repellants

Urban / Rural Penetration

Base | Urban (§lmn HHs) Basc : Rural (1i6mn HHs)

99%

Purchased (In 6 maths) [l] Did not Purchase

: 7 3 3

Ei&
; I
1 F

O+ Oe WMc Ooe M x.r2 [] raré

' Base :All India Hiis Smn
Base : All India, HHs 207 mn (Purchased Mosquito Repellents — Mats in Last 6 months)

For further clarification/information please write to indianmarketguide@hansaresearch.com



Tooth Powder
|

19%

B 2sems [] s0gme B 5199pms [0 100gem [ 200gem [0 Others

Frequency of purchase by Pack- sizes

ol |

m:-ﬂwm once 2-3 weeks onoe a month l.mmm,,

EERE.

B sps []sogns [l 5199ems [ 100gsm [l 200 pm [0 Others

Base: HHs 72 mn (Purchased Tooth Powder in Last 6 months)

For further clarification/information please write to indianmarketguide@hansaresearch.com
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Ownership by Type - States

OP/ Uttaranchal 64 9607 311 27 39 B4 W0 12

18286 8822 401 598 02 58 399 39 185

15988 9373 612 611 354

12069 4142 528 461 12 32 34 281

10681 4762 67.7 320 03 94 648 265 202

Punjab/Har/Chodrgh 9189 6284 562 423 15 45 570 240

Ta29 4228 84T 150 02 B9 TS 33 192

5318 1261 392 24 40 416 323 S

3138 2638 823 166 11 91 &3 233 190

3in 10 881 U5 * BT B3I DI M
—mnmmmnmmm
Maharashira may lead ahead in the race of having maximum number of TV

owning households but is Gujarat which has a higher percentage of its
households owning a colour Television.

Whereas Tamil Nadu and Chhatisgarh seem to have acquired televisions in the
recent past , it is Himachal Pradesh and Jharkhand which could account for a

big replacement market

Base : All India, HHs 207 mn




I Refrigerator ]

Ownership by Type - Town/ Village Class

| T

ﬂlﬂhu—ﬂ} 153572 6692 305 690 754 175 184 M2

Hnlﬂm 5759 1866 181 815 811 101 2 207 Bs

MIHMM 5640 1150 116 782 867 105 23 213 9

mmum 3778 2288 195 %05 872 105 22 233 176

Although frost free refrigerators account for more than one fourth of the
market in terms of percentage in the 401 + towns, the penetration in the smaller

towns is low indicating a huge untapped potential market.
Top 5 Bands - Zones

Godrej 7460 5588 1871 2038 993 1085 463 559 7T 1906 339

1010 486 44 257 319 81 735 152

1801 1517 163 269 150 111 147

The multinationals are trying hard to lure the Indian consumer , but it is still the age old
Indian brand of refrigerator - Godrej which has acquired its space in maximum number of
households in the country, be it urban or rural across the zones,

Base : All India, HHs 207 mn



| Local Area Potential

O < [[]wzss [0 2630% [0] >30%

Base : 21 mn HHS

Spread of Non-dentrifice* Households in Maharashtra
* Non-dentrifice ;- Non users of Tooth Paste / Tooth Powder Map not to Scale
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