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Section 1

Introduction

1.1 Preamble

For centuries, millels were the =taples in India but gradwally were relegated to the background and gol marginalized posi
the green revolufion as the agrarian emphasis shiflted to increased food grain producfion & productivity using high-yielding
varneiies of wheat & nce in the idenfified green revolution geographies.

To create domeslic and global demand and to provide nutrifional food to the people, Government of India had proposed
to the: United Malions for declaring 2023 as the Internalional Year of Miliets (IYoM-2023). This proposal from India was
suppofied by 72 counines and United Nalions General Assembly (UNGA ) declared 2023 as the International Year of Milleis
on 5th March 20621. Thiz led to the Hon'ble Union Finance Minister making a Budget announcement on 1si February 2022
where she =said “2023 has been announced as the International Year of Milleis. Support will be provided for posi-harvest
value addifion, enhancing domesiic consumption and branding of millet products nationally and internafionally”

Millets are small-grained, annual, warm-weather cereals belonging to the grass family. Jowar {Sorghum), Bajra (Pearl
Millet) and Ragi (Finger millet) are the importiant millets cultivated in India. Small Millets such as Prozo (Cheena), Kodo
{Kodra, Arikelu). Fox tail (KangnifKorma), Barnyard (Varai, Sawa), Litile millet {Kutki} are also grown in our country. Milleis
are the staple crops of the semiarid tropics, as other food crops cannot be cultivated in that terrain due to low rainfall and
poor soil fertility. They also have higher nulrent contenf compared io major cereal crops and ensure food and nufrifion
security. Further, milletz are tolerant o drought and other exireme weather conditions and hence are endemic {o such
geographies.

With growing concerns about lifestyle diseases coupled with a “refined’ diet culiure, modern consumers are slowly, but
increasingly looking at the nutrieni-rich millels as a3 switable allernalive to wheat and rice In order fo encourage the
production and consumplion of milleiz, Government of India had notified millets as Nutri-Cereals in April, 2018

1.2 Research methodology

Azzessing Conzumer Demand for Millefs in India is a pioneering initiative aimed at comprehensively assessing the milleis
land=scape in India from the point of view of current consumers as well ag non-consumers. The aim of the: survey was
to look at awareness levels regarding millets and their benefits, consumphlion irends, and mofives and barners towards
consumplion. This survey was concelved and executed by the Development Intelligence Unit (DI}, a collaborative venture
involving Transforming Rural India {TRI} and Sambodhi Research and Communicafions Pvl Lid. The achieved sample
was 11251 respondenis across 21 states. 7276 samples were covered from urban areas and 4005 were from rural areas.
The respondents were covered via a telephonic survey, wherein they were randomly chosen from a pool of empanelled
households mainiained by Sambodhipanels.

Fixed longitudinal panels tend fo suffer from the Hawthorne effect, which renders their oulpuls questionable.
Sambodhipanels, en the other hand, maintaing zeveral baskels confaining sizeable respondent pools of similar profiles
(age/gender/occupationflocation) and for every survey, randomly choose respondenis from. each basket baszis of a quota
for each profile mix. Through this method, they get to minimize the Hawthorne effect since the probability of the same
respondent receiving a call multiple times during the year is improbable. At the same time. such a diverse pansl ensures
maore representative coverage: Empanelled callers on the payroll are localed across the states to ensure all calls were
conducied in the local vernacular.

1.3 Sample validity

The achieved sample has been validated using dielary habiles/preference as the determinant and this has been compared
to the findings from NFHS V. If talking on & weekly basiz (we assume that people who reporied preferring non-vegetarian
food would have the zame, at the very least. al least once a week), NFHS V data shows that 57.3 percent of men and 45.1
percent of women reported eating fish, chicken, or meat at least once a week



Table 1: Dietary preference by gender

Vegetarian 40.0% 51.4%
Mon-vegetarian 58.1% 47 9%
Eggetarian 1.9% 0.7%

The survey findings, with regard to dietary preference, would seem o be in line with the NFHS V resulis.

1.4 Other aspects of dietary preferences

Figure 1
Dietary preference of India
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The general trend across all surveys that looked at the diel preferences of Indians confirms that in relative terms, there
are 2 higher proportion of vegetarians in rural India than there is in urban India. Here oo we see thal the difference is
close lo almost 10 percentage points. The proporfion of people preferring only eggs as a non-vegetaran item in their diet
iz slill less than two percent.
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Figure 2
Dietary preference of urban India
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Az per the RBI, there are a total of & Tier 1 cities in India; they are what we call the super melroes. Then there are over 110
Tier 2 cities, while the rest are Tier 3. We can obzerve in the figure above that non-vegetarianism is actually, in proporiion
terms, slightly more in the tier 2 cilies than others. Az expecled. the share of vegetarianism was highest among the smaller
cities and lowns.

Figure 3

Dietary preference of India by zone
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In fine with popular understanding, the north, west and central stales are dominated by vegetarians but on the other
hand, there-are far more non-vegelarans in the Eastern. Soulhern, and Northeastern stats. Vegelarianism was lowest in
the Mortheaslemn staies’







Section 2

Awareness and
consumption of millets

2.1 Awareness of millets

This section contains general awareness of millels, awareness regarding specific iypes of millets, sources of awarensss,
awareness regarding the health benefits of millets, and finally. conzumption of milleis in different parts of the country.

Figura 3
Awareness of millets
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In India, awareness of millets is fairly widespread. The highest level of awareness was in the cenlral and wesilem siztes
{including Madhya Pradesh, Chhattisgarh, and Rajasthan, Utfar Pradesh, Maharashira, and Gujarat). Awareness was
relatively lower in the ea=t and northea=zi. Il may be menlioned here that even though popular knowledge dictates thal
millet consumption is widespread in the norheastern states, our sample for that zone also included Assam and Tripura.
two non-tribal states where millets are not part of the popular diet

Figure 4
Source of awareness about millets
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As the survey data sugoests, the source of awareness regarding millets has primarily been word of mouth, with respondenis
having come (o know aboul the product either from parenis and grandparenis, other family members and, to a lesser
exlent, even from friends and relafions. This frend was similar across all three urban tiers as well as rural India. Social

media has yet to show any significant traction regarding millels, and neither has the internei in general. Surprsingly
doctors are also nol been endorsing the benefilz of swilching fo millet consumption fo their palients.

Figure &

Awareness of any type of millet
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Across India, the types of milletz that maost pecple seem fo be aware of are Pearl millet {popularly known as bajra},
Shorgam millet (popularly known as jowar), and Finger millet (25 known as ragi). Most of the other types of milleis are very
region specific or confirmed by one or fwao states and hence. known to the local population only.



2.2 Awareness vs. consumption of millets

Figure 7
Awareness and consumption of millets by place of residence
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MWearly two out-of three respondents from urban areas have consumed millets al some point in their lives and in any form
(freguently or infrequenily). A litlle over one in five are aware of milleis bul do nol consume it 14% were not aware of
millets at all, Consumption of milleis in rural India was very similar, even though the awareness levels are slightly higher,
a3 also those consuming. One conclusion may be drawn that those aware of milleis tend to mosily have consumed if at
some point.

Figure 8

Awareness and consumption of millets in urban
India
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The awareness-and consumpfion levels register similar trends acrozs city sizes excepl for the fact thal non-awareness
was highest among Tier 3 cities, as also proportion of people who have ever consumed. As mentioned earlier, according
fo the survey estimailes, millets penelration (ever consumed) was relatively higher among Tier 2 cilies

Another view of the same query involved looking at awareness and consumption by zones. The following figure presents
the findings. What may be noleworthy is the relative proportion of those who are aware of millets but do nol consume the
same reside in the Mortheasziern, Southem, and Westemn sfales. From a purely markeling angle, one may conclude that
investments into advertising and promoting the benefits of milletz in these zones are likely to have the highest number of
converiers.



Fiaure 9
Awareness and consumption of millets by zone
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2.3 Frequency of millet consumption

Figure 10

Frequency of consumption of millets by millet
consumers
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Across urban India, those who consume milleis lend to do zo infrequently while only 15% do so wilth any
Regular consumers are higher in rural areas with close lo 22% consuming millets reguiarly.

regularity



Figure 11

Frequency of millet consumption in urban India

B Consume fairly reqularly [l Consume, but not very frequently

Tier 1 ity Tler 2 city Tier 3 city

Consumption frequency was almost the same across Tier 1 and Tier 2 cities with regular consumption being slightly lower
it Tier 3 cities.

Figure 12

Consumption of millets by age profile of household
members of respondent - in households where millets are
consumed
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The survey reveals that in households where millets are consumed, over 60% of those who are above 18 years of age tend
to consume bul not very frequently. Regular consumers, irrespective of age groups, are less than 10% of the household
members. Around 20-403% of the household members across differeni age groups are al80 NON-CONSUMETS.

2.4 Profile of millet consumers

Figure 13
Millet consumption among gender
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Among the male respondents in the survey, 71% had consumed millets at some poini in their life. This proporiion was
higher among females (77%). t may be noted thal this considers infrequent as well as frequent consumers and is not a
generic commentary on regularity of consumplion.

Figure 14

Consumption of millets by age group of respondent -
in households where millets are consumed
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Conzumplion paterns within a household seem to indicate that there iz no clear pailern of consumplion by specific age
groups, like the eldery. In facl, what the survey indicaled was that once millels become a siaple diet al home, everyone

seems o consume the same irrespective of age. However, the data also shows that more people in the higher age group
fend to consume milleis than those below 25 (the difference being 10 perceniage points).

Figure 15

Consumption of millets by income profile of
respondent - in households where millets are

consumed
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There doez nolt seem 1o be any significant relationship beiween earning levelz and the consumpflion of millets. This could

possibly be an indication that millel consumption is not a lifestyle statement confined io the rich and neither is it'a poor
man's food a=s oflen mistakenly connotated

h - | :. :



2.5 Awareness of health benefits

This was asked lo those who were aware of milletz. This: was an unprompted gueslion and responses were coded
verbatim and then post-coded. The findings have been presented below.

Figure 16

Awareness of health benefits of millets
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Most people (over three in four) are aware of the fact thaf the consumplion of millets is healthy bul they neceszary do not
know the detailzs. Close to haif of the people interviewed were aware thal they are high in nutrients. A few other elemenis
that may be imporiant to consider while developing any communication campalign around millets is that nearly 30% of
those aware of millets endorsed the point of view that milletz can help fight obesity. Little over a gquarter of the respondenis
were also aware of the fact thal millets are full of fibres, and that they are easily digestible foods. Around ane in fove
respondents believed that millets could help control blood sugar levels.



Figure 17

Awareness of health benefits of millets by zone
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The same guery has been looked ai by zones. The data suggest that the southem states, with their generally higher levels
of literacy (even though our sample excluded Kerala), had more respondenis able to siale different health benefils than
respondents from any other zone. The only other noteworthy exception is the relafively high proportion of respondenis
from the northeast who were aware of the propertiez of milletzs in controlling blood sugar as well as control of blood
pressure.



Figure 18

Consumption of different millets by zone - in households where millets

are consumed
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In India a5 a while. the most popular form of millelz being consumed iz Pearl millel or bajra. However, there are significant
regional vanations that marketers need to take cognizance of First of all, even though bajra and jowar are consumed in
the South, the most popular form of milleis consumed in the Southern states is ragi (91%). Similarly. in the Norlheast,
the most popular millet in their diet is Foxtail millets (53%). This is followed by consumption of jowar (30%). In all other
regions, the consumers seem fo prefer bajra-and fo a lesser extent, jowar, and not much else.






Section 3

Procurement of millets
for consumption

Three aspecis are covered under thiz seclion, viz_ the form in which milleis are procured and broughl home for consumplion,
the form in which they are consumed, and the ouliel type from where millels are currently being precured or are likely lo
be procured in the future

3.1 Form in which millets are procured for consumption

Figure 19
Form in which millets are procured
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Across both uwrban and rural India, among those who are currently consuming miilefs, most people procure millels in the
unbranded form. In urban India, the preference was unbranded but in the ground/powdered form, in rural India, it is un-
branded in whole form. However, whole or grounded. these are the two ciear choices across both urban and rural India.

Another view of forms in which millets are procured is by different liers of cities.

Figure 20

Form in which millets are procured in urban
Indua
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Across all typologies of urban setflements, unbrandediground powder form is the most procured form, followed by
unbranded whole. This is followed by branded ground/powdered form. It may be noted that branded formulafions are more
popular in fier 1 cities. possibly becausze of greater availability and/or purchasing power of residenis (assuming branded

millets are maore expensive than their unbranded form.

Among zones, the south zone accounts for the largest varieties of millet form being procured commercially. The Wesi
is a distanl second. The least in terms of varielies being procured is in the East zone, which is alzo one of the lowest
consumers of millets.

Ac=rrsing Cormumer Demand far Milrs i



Figure 21

Form in which millets are procured by
zone

B un-branded whale form ] Un-branded ground/powder form
B Un-branded finished product form [} Branded whole form
B Branded ground/powder form Bl Branded finished product form

Own farm produce

North Central Wesl East Soulh Mortheast

3.2 Form in which millets are consumed

The survey also looked at in what form, milleiz are ullimately consumed. The survey daila suggesis that across most
zones, the most common form in which millels are consumed is in the form of chapali roli. This is expected as the most
commaon form in which they are procured at in the ground/powderad form which is essenfially the consistency reguired to
prepare rolis, In the Northeast, however, the mosi popular form is to have them as rice substitotes.
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Figure 22
Form in which millets are procured by zone
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3.3 The outlet types where millets are being procured

The current consomers of millets across urban and rural India were asked to specify their source of procurement currently
{or they plan to buy in the immediate future). The survey indicated that the most common source 13 the local market,
including the local grocery store. Some of the higher order urban centres also buy from supermarkets. A niche set of
consumers do buy from focal flour millz/chakkis and even from fair price shops in states where milleiz are distribuled
under POS.

Figure 23

Outlet type where currently buying or likely to buy millets -
by location
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Section 4

Factors that influence the
process of buying food
products

4.1 Whether factors vary by location
From the sales and marketing point of view, it iz important to undersiand what factors come info play when consumers go

out to purchase food products. An understanding of this. especially for those who are current millets consumers, can act
as crucial input for those who are product manufacturers, as well as zales and marketing sirategisis

Figure 24

Factors those influence while buying food products
B Urban BB Rural

Urban Rural
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Gluten free I 1.6
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Ag Tar as food products are concerned, whether it be in urban or rural areas, the greatest influencers of choice are price,
lastelieel, and freshness/quality. These lhree are universal. However, on top of this, il may be noied that for one out of
three buyers, packaging matters whereas this iz less imporiani for rural consumers, possibly because they buy far less
branded food products than thewr urban counterparts.
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4.2 Whether factors vary by profile of buyers

Figure 25

Factors those influence while buying food products - by
gender of buyer
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The frends are absoiutely similar whether it is a male or a female buyer. However, freshness and quality, and price seem o
have a slightly highest influence on female buyers than their male counigrparts. In the final segment under this seclion. we
alzo glice this data by another background variable, this time the education leveis of the respondenis (current consumers
of millets)

Figure 26

Factors those influence while buying food products - by income profile of
buyer's household

Bl it ciaie ond some scseaing below Primaty [l Compieted Pamary but not Seeondory [l Completed Sacandary bul ol Highes
Secondary [ Complried Higher Secondary and Above

Wirrate and some Completed Pramssry but Completed Secoiay bul  Completed Highet
sehooling below Prithiry. not Secomndmy el Highest Seciantfary Gecondary and Abowe
i &l.5 568
Packaging E nT
Brand 0wy
Tastasfeal 5
Shalf life 138
Freahnesasqualiy 5B
Ghatan free | 13 1.5
Offer o the producy [ 122 B:: [ kX | &

Once again, we see that the same three faciors remain as the key influencers of purchasing behaviour, followed by
packaging as a distant fourth. From-a social markeling (or even classical marketing) point of view, it would 2eem that
companies seeking {o operate in the millels space need lo find a way to make them price compelitive as compared 1o
common staples, possibly push cooking opfions via social as well as convenfional media that show that even milleis
can be {asty oplions, and have packaging oplions that refain their freshness. For unbranded and non-packaged oplions.
having a confinwous supply chain that ensures fresh produce reaches the market at all times will be crifical.

Az aninpul for developing a marketing siralegy to popularize millets, it iz also important to understand why a proporiion
of Indians consume millets to begin with.

Figure 27

Top two reasons behind consuming millets - by location
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Most people =eem to be consuming milleis because they know it has health benefiis. About a quarer of the people are
influenced by their environmental conservation properties even though thizs would not be common knowledge except for
people in larger urban cenfres or for those who grow millets themselves, Recommendations from people they trust also
seem to be an important factor, especially for those living in urban areas but not so much in rural
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Figure 28

Top two reasons behing consuming millets - by age of consumer
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Across all age groups, it is the health benefits of millets that have influenced consumption behaviour. All other faclors are
have influenced less than 25% of the current consumers, be it the young, the middle aged. or the elderly.
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Section 5

Psychographic testing among
current consumers

5.1 What is psychographics?

Pzychographics iz a method of investigation that iz used extensively in market research. Il 2eeks to answer two critical
questions, - What do you know about your customers? Do you know what actuzlly makez them buy or why they choose
you?

Conveniional wisdom says you can gl to kmow your target audience by sludying demographics such as age, ethmicity,
and education. A few markelers go beyond that by taking psychographic criferia info consideralion, such as altitudes,
values, and desires.

Bul this is still misleading: if you wanl to define strategies lo engage your customers, you need to truly understand
their buying decisions. Psychographics is the gualilative methodology of sfudying consumers based on psycholegical
characterigtics and fraits such as values. desires, goals, interests;and lifestyle choices. Psychographics in marketing
focus on understanding the consumer's emofions and values, so you can market more accurately

What thiz seclion aims o do is provide insighis on understanding why people boy, how they buy, and how to use these
insighis o make an impacl with your markeling.

The consiruct has been a zeries of slatemenis, asked of current consumers and non-consumers alike (but with different
siatemenis for each group) wherein survey parlicipants had to indicate, on a 5-poini ordinal scale. the extent fo which they
agree or disagree with each slatement

5.2 Motives for the consumption of alternative staples
5.2.1 Awareness of health

Prnior studies have suggested that many consumers cited a lack of previous awareness, bul, afler discovering the benefiis
of alternative siaples, they significantly changed their consumption preferencesz. Consumers are even willing fo pay a
premium price due to the various heatth altributes of these graing, especially if they are seeking weight loss.

Cn the other hand, while consumers were aware of the nulritional value and benefils of pulses, but this does not always
resulf in higher consumplion due to an aversion o the tasie, the perceived difficulty of preparalion, and the negalive image
of this food.

The statemenis that were lested under awareness of health and the responses from the parlicipanis have been depicted
below.

Figure 29

Statement 1: It is difficult to prepare because it takes a long time
to cook as compared to rice/wheat
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Even amoeng current consumers, cooking time is an issue and that is perhaps why among current users, a relatively fimited
percentage (zround 20%) are regular consumers of milleis.

Figure 30

Statement 2: Consuming millets is extremely important for people
with diabetics

I Tatalty duagees [l Moatly disagres [l Meelther agree nee dinagree [l Moutly sgree [ Totaly agree

Blood zugar confrol seems to be an impariant selling point for milleiz as over 75% of those who consume milleiz are
cognisant of this property. According to a pioneering siudy conducied through the Madras Dizbetes Research Foundation
in collaboration with the Indian Council of Medical Research (ICMR) and the Union Health Ministry {and published in The
Lancet Diabefes & Endocrinclogy), there were 101 million people in India with diabetes in 2021 Given the preponderance
of thiz lifestyle disease, highliohting its blood sugar-controlling properties would be a2 major pivot in markefing strategies.

Figure 31

Statement 3: Consumers are even willing to pay a premium price
due to the various health attributes of these grains

B Totaly dissgren [ Mosily dizagres [l Nether sgree nor Snagres [l Mosily agres 15 Totaly ngree
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In line with global rezearch findings, here too we see thal moszi conzumers are even willing 1o pay more to procure millefs
jusl because of their health benefils. However, il may be noled thal price iz a sensilive izsue (as we will see laler among
non-consumers) and the above endorsement does nof imply that millets could be sold at 3 price point way beyond ordinary

staples.
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Figure 32

Statement 4: People seeking weight loss should switch to a millet-
based diet

B oially disagree [l Mostly dizagres [ Neither agres nor disagres [ Mostly sgree © Totally agree
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Once again we see that most current consumers are aware of the fact that millets can help in losing weight. Since truncal
obesity iz 3 major cause of diabetes in India, the fact that milletz help conirol weight as well as diabeles should be a
unigue selling proposition for the product and needs to feature in its marketfing campaign.

Figure 33

Statement 5: If more and more people come to know of the health
benefits of millets, many will start to consume them

B Totally disagree [l Mostly disagree [l Meither agrese nordisagree | Mostly sgree:  Totally agres
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At least 75-80% of the current consumers were of the opinion that if more and more people were made aware of the health
benefits of millets, many among them will start to introduce millels in their daily diet.
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5.2.2 Awareness of the environment

Global research shows an awareness of environmental and ecological issues was associated with the conzumplion of
alternative staples, With: global challenges related to climate change, water scarcily, and population growth, the large-
scale consumption of alternative staples iz becoming a necessity. Exirinsic information on global climale challenges and
susiainability has shifled consumers emotional responses in favour of alternative staples.

However, this is not universally true, and contradicfory findings suggest thal consumers did not modify their consumption

in favour of pulzes despite being aware of their environmental benefits, as they placed higher imporiance on sensory
attributes.

Figure 34

Statement 6: | am aware of the environmental and ecological
issues associated with the consumption of alternative staples like
millets

Bl Totally disagree [l Mostly disagree [l Meither agree nor disagree || Mostiy agree Totally agree
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714 18,9 15 18.7 29

433

437 815 49

Tiar 1 city Tier 2 city Tier A cily Urban Rural

Afairly large proporfion of those who currenily consume milleis {frequenily or infrequently ) were awaire of the environmental
and ecological issues associaled with alternate staples like millets. Awareness was fairly high in the fier 1 cities-and
progressively lower in the smaller cities as well as rural. Even then, with just over 60% being aware of the resilient
properties of millets {o climate change even inrural areas, this is a posilive reinforcement thal augers well for its promotion
campaigns.

5h.2.3 Awareness through recommendations

Recommendations or opinions of imporiant others are significantly linked 1o awarensss of alternative staples and are
a salient factor in mofivating consumers to include zllemative sfaples in their diet. For inslance; @ global study showed
that consumers with cardiovascular disease (CVD) were found to lack awarensss of the health benefitz of soy foods:;
however, on the advice of dielicians, they chose fo consume them. Similarly, many consumers dislike the taste of millel or
wholegrain sorghum bul consume them when encouraged fo do so by church leaders or doclors. Family members were
also found to exeri an important influence, parlicularly on the consumption habits of women in the family.
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Figure 35

Statement 7: Recommendations from my doctor/dietician has
been an important factor in motivating me to include millets in my
diet

B Tcaatly dissgree [l wostly cisagres [l Netther agres nar disagres [l Mosty agree. (1 Totaly agres

Tiet 1 ally Tier 2 ¢ily Tier Fedly Llrtan Ruitil

At an aggregate level, for 50-60% of the current consumers, a recommendation by a doctor or a diefician has been the
maolivating faclor that has led to them including milleis in their digl. The influence thal dectors have had were very similar
across all urban and rural geographies.

Figure 36

Statement 8: | dislike the taste of millets but consume them
because | have been encouraged to do so by people | trust and
respect

Il Totally dizagres [} Mostly disagree [l Meither agree nor dizagree - [l Mostly agree [l Todally agres

Tier 1 city Tier 2 ehy Tier Zeity Urkan Ruril

The survey seems to indicate two things, viz. mosl people dislike the taste of milleis a5 compared to slandard staples or
rice and wheal, but it alzo indicates that they have been influenced to consume millets by people whom they trust. This is
important to take note of because word-of-mouth dizsemination of itz intrinsic properfies seems to be an important channel
that nesds to be exploited. It 3lso needs to be noled that 41% of the corsumers in rural India were an exception to this
frend, meaning for them, no addifional encouragement was required to get them to consume millets. The recommendation
factor was mosi prominent in tier 1 cifies.
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5.2.4 Labels and source of origin.

Brand awarenezz and loyaity have a nolable role:in the consumption of alternative staples. In a hypothetical auction, i
was found that if & familiar brand offered a healthy substitute for their wheat or rice staples, consumers were much more
likely to buy this than an unknown brand making similar claims. On a similar note, a study suggested thal a retailer's C3R
image positively influenced consumer atfiludes and inlentions in purchasing organic quines-based food.

Figure 37

Statement 9: The internet is a great source of information on
which foods contain a high fibre content and are good for the body

B Totally dsagies [ Mosth dissges [l Methes sgiee nor disagree [l Most agiee B Totally ogies
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Az per a reporl brought out by Kantar on behall of lAMAL in 2022 for the firzt fime more than haif of Indians, 758 million
citizens, are active internet users and access the internet at least once a2 month_ According o the report, the active internet
base in India is expecied to grow to 900 million by 2025 More importantly, according to the report, oot of 759 million
‘active’ internel users in India for 2022, 399 million are from rural India, while 360 million are from urban India. indicating
that rural India confinues o drive the growth of the internet in the couniry. With Indians increasingly relying on the infernet
for credible information at their fingerips, this fact is also endorsed by the survey which shows that scross urban and rural
Imdia. it has come to be a great source of information on healthy foods.

Figure 38

Statement 10: If a familiar and trusted brand was offering millet
as a healthy substitute for staples like wheat or rice, consumers
were much more likely to buy this

W "ol disagros [ Moty disageee [l Mnithar agree nos disagree. [l Mosty agree [ Tomlly agree
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Most of India (more so in urban areas than rural) is very much influenced by brand loyalty and if trusted brands that are
inta food producks and food related FMCGs gel into millet sales, they are likely to meet with a certain degree of success.
The scenario today is that most of India (more so in rural India) buys unbranded milletz The leading millet brands in India
include Organic tattva, Conscicus Food, Slurmp Farm, Yogabar, Organic Soul, TruNaturals, and B&B Organics. However,
most of theze remain niche brands available in larger cities.

But things are changing. As per the Union Budget of India unveiled by Finance Minister Mirmalz Sitharaman on February
1, 2023 it was announced that the governmeni would be turning the Indian Instifute of Millet Research, Hyderabad into
a centre of excellence o foster innovation. This step by the Indian government would further enable numerous FMCG
brands to work with millets and bring forth innovation. India is the largest producer and second largest exporter of millets

and 2023 has been declared as the ‘Internalional Year of Millet” by the United Mations, we expect more and more frontline
FMCG brands to enter the miliets space a5 a resull of this thrust

5.2.5 Ape as a factor

Figure 39

Statement 11: Younger, educated consumers understand
the health benefits and are more likely to purchase bread
made with alternative staples than older and less educated
consumers

B Totally disagree [ Mostly disagree [ Meither agree nor disagree [l Mostly agree | Totally agree

Tier 1 clty Tier 2 city Tier 3 city Urban Rural

Maost of Indiz’s millel consumers seem to endorse the idea that when it comes to the consumplion of sliced bread, which
iz a-staple part of most households. at least in urban areas, it is the younger and mote educated consumers that are likely
lo shift from the bread made of whole wheal flour or refined flour to that made from millets.

Al the zame time, the prevalent majonty opinion was that it iz the older generation that iz more aware of the health

properlies of millets as compared to the younger generation, who presently consume becausze il is.given to them al home.
I, iz, possibly, nol & choice which they exercize.
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Figure 40

Statement 12: The younger generation are mostly unaware
of the health-related benefits of millet as an alternative
staple to rice/wheat and thus do not prefer to include them
in their diet

B totally disagree [ Mostly disagree [l] Neither agree nar disagree [l Mostly agree [ Totally agree
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Section 6

Profiling millets
non-consumers

Il may be recalled that 35% of Indian adultz who were part of this survey have never consumed millets, It may alzo be
recalled that within this cohort. 22% were aware of millels but never consumed them.

This concluding section of this handbook =eeks to profile theze non-consumers, covering ressons behind non-consumplion,
the non-consumers reactions to specific psychographic statements, their likelthood to become future consumers, their
preferred form in which they are Lilley to buy millets and place of procurement.

6.1 Reasons behind non-consumption

Figure 41

Reasons for not consuming millets - by location
Tier 1 city [l Tier 2 ity [ Tiar 3 oty urban [ Rural

Thar 1 eity Tier 2 city Tigr 3 city Lirban Rural
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Cloze to half of the respondenis did not consume millets because they were unaware of the produclt About-a quarler
of them, presumably those who did know what millets are, did notl consume the same because the product is not easily
available in their local markel Around one in five in urban areas {and around one oul of ten in rural} do not consume
millets because the appearance, aroma, and taste do not agree with them_ Finally, one in five across both urban and rural
India do nol consume because there is no history in the family of consuming millets as parl of their routine diet

Figure 42

Reasons for not consuming millets - by zone
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Owver 80% of the currenl non-consumers who belong to the northeastern parl of the counltry do not consume millets
because they are nol aware of the same. For all other zones, around 20-40% of the respondents ciled a mullilude of

reasons including non-availability, and long cooking time. The price factor is only significant in the Southern states and
no other zone.

6.2 Psychographic testing among non-consumers

It may be recalled that 35% of Indian adulis who were parl of this survey have never consumed miliels. it may also be
recalled that within this cohorl, 22% were aware of milleis but never consumed them.

This concluding seclion of this handbook seeks (o profile these non-consumers, covering reasons behind non-consumplion,
the non-consumers reaclions to specific psychographic stalemenis, their likelihood to become future consumers, their
preferred form in which they are Lilley to buy millets and place of procurement.

6.2.1 Preparation difficulty

The need for convenience was a recurrent theme across many sfudies. There are studies conducted across Southeast
Aszia that have found that the purchase of coarse graing and the opporfunity cost of women's lime were inversely relaled.
The market for convenience foods has imcreased with increased income. Convenience foods were defined as grains that
required fittie preparation — cleaning, grinding, pounding — before they could be cooked. Similarly, an ethnographic study
conducied in rural Uttarakhand, found that older women siated that younger women no fonger use millets due to their [ack
of knowledge of the grinding and cooking processes, Insiead, they choose easier oplions, such as rice.

Shorler cooking limes were considered convenient and were found to infiuence the purchazse of aiternative siaples in

several studies. For instance, a study found that adolescent participanis in the survey preferred a shorter cooking time for
rice and considered this attribufe as part of their convenience and quality criferia.

Figure 43

Statement 1: As compared to rice or wheat, it is difficult to
prepare millets because it takes a long time to cook

Il Torally disagree [ Mostly disagree [l Neither agree nor disagree [ Mostiy agree Totally agres
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Arcund 55-80% of the respondents across non-metro cities and rural india, there is-a general agreement that as compared
forice or wheat, millels take a longer time {o cook. However, a sizeable chunk of people, ranging from 45% in the meiros
to-25% in fier 2 cifies. could not put forward an opinion as they had never been exposed to actual cooking of milleis {(or
see il being cooked at home),
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Figure 44

Statement 2: Preparation time is too long because millets
require cleaning, grinding, pounding — before they could be
cooked

W ooty disagree [l Mostly disagres [l Meither agree nos disagree [ Mostly agee Totally agres
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The findings regarding this statement mirror the findings for the previous statement, with a large share of respondents
across categories (buf especially in metro cities) not being able fo put forth an opinion because of being unaware of the
process involves in cleaning, grinding, and pounding of milletz before they can be cooked. Of the people who knew, most
seem fo agres (40-60%) that millets require a very long preparation time. 1f may be recalled that around 15% of the cumrent
non-consumers did site prolonged preparafion and coocking time a5 a genuine reason which has prevented adoption of

millets in their regular diel,

As 3 corollary to the above. we had asked for their reaclions 1o a similar staiement.

Figure 45

Statement 3: Conventional staple foods are easier to clean, cook
and prepare as compared to millets

. Tatally disagres . winstly dieagree [l Mefther agres noe diszgree [ Mostly agree Tozally agres
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Apart from the metros, 60-65% of fhe respondents from all other locafion typologies were mostly in agreement with the
statement that conventional staples are far easier lo cook and prepare as compared 1o millels. Once again, we see that
a significant proporiion of the audience (especially in mefros) being unaware of the process and thus unable to venlure
an opinion in the matter.
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6.2.2 Lack of familiarity

The altitude and intention of consumers toward alternalive siaples are greally affected by product familianty. This formed
a significant barrier because most consumers were familiar with using rice and wheat as slaples. and, thus, sfatus quo
bias made il difficult for them to acceplt aliernative staples in their diet

Figure 46

Statement 4: | don't buy millets because people at home
including myself lack knowledge of the grinding and cooking
processes

B Totaly dsagree [l Mootly disagree [l Nenber agree nes dissgres [ Mostiy agree  Tolally sgres
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In 2 patiern that iz very similar across all settiement typologies, around 45-50% of the non-consumers admitted that they
do nof buy millets because there was - no one 2t home who had knowledge about the grinding and cooking processes. In
metros, however, the data suggesis thal for 36% of the respondents, this was not a reason for not buying millets. For all
oiher geographies, excluding those who could neither agree nor disagree with the statement, this does seem fo have been

a key determinani behind non-purchase.

Figure 47

Statement 5: | am more familiar with using rice and wheat as
staples, and, thus, do not feel the need to introduce alternatives

in our diet
B Totally disngree [ Mostly disogree [l Keither agree nor disagree [l Mostly agree  Totally agres
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The majority of the non-consumers (75-85%) could confirm that one of the reasons responsible for them being non-
consumers is because their familianty with consuming rice and wheat has made the introduction of alternate staples in

their dief redundant.
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6.2.3 Sensory attributes - tasie

Sensory alinbutes are atlributes of food that are perceived through sight, smell, fouch, and tasie. Prnorstudies considered
senzory alinbutes to be significantly correlated with the acceptability of alternafive staples. The sensory atiribules
conzidered for this review periain o appearance, aroma, and tasie

Taste has a significant influence on consumer preferences fowards alternative staples: even when consumers knew of
the health benefits and the environmentally susfainable credentials of food products. they still decided nof o consume
them becauss they disliked the tasle. Studies have sugoested that consumers associate alternafive staples with an
unfavourable taste; for instance. taste-conscious consumers avoided cerfain products if they had “soy” or "whole grains®
listed among the ingredienis.

Figure 48

Statement 6: Millets tastes very different as compared to
rice/wheat and | don't particularly like it

B Totatty disageee [l Mastly disagree [l Nelther agree nar disagres Bl Mostly agree  Tolaby agree
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Im urban India, 43-50% of the non-consumers, on average, were averse fo the faste of milleis. Because it tastes so
different from rice and wheat, the two staples they are familiar with. they did not like millet. In rural Indiz, however,
aversion to faste was reporfed by about a third of the sample but mosily preferred a neutral siand.

Figure 49

Statement 7: | find millet-based products to have a bitter
aftertaste which | dislike

B Toaly dsagree [ Mestly disagres [l Helther agree nor disagree [ Mostly agree  Tatally agres
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Given the fact that a large segment of the non-consuming respondents had never tried millets. it is understandable that
50% ar more of them could neither agree nor disagree with this statemeni. Of those who could, presumable because they

had fried millets at some point in their lives, the larger proporiion agreed with the stalement regarding bilter aftertaste.
6.2.4 Lack of availability

Many comgumers did not incorporate alternative staple products in their regular diel because they were not as readily
available as rice or wheat Studies conducted in India reporied the role of ration shops in this context. India has a public
distribution sysfem thal diziribules rations at a subsidized price to the poor. Most ration shops, or fair price shops, supply
major staples only, which makes them widely available and thus preferred to alternative staples. The purchase of rice
from heavily subsidised rafion shops was favoured over local millel varieties, it was observed that consumers stopped
purchasing millet and sorghum-based products due io their non-availability in local shops.

Figure 50

Statement 8: It is difficult to put millets in our regular diet
because they were not as readily available in the open
market as rice or wheat

B Totesy disagree [l Mooty disogres Bl Metther agee nor disagree. B8 Momly egree Tatally agree
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Apart from fier 2 cilies, in all other geographies, the ciear majority of the respondents fell one of the reasons behind
the non-consumption of millets is because they are not readily available in the open markel as is the case with rice or
wheat This slatement was agreed upon in totality by over one in three respondents in rural areas and this proportion gets
proporionately smaller as we move to higher order urban seillements.

Figure 51
Statement 9: Packaged ground millet products are not
readily available in our local market

B "oty cisagres [l Moty disagree [l egher agres ror Smagres [ Mostiy agies Totally agie
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Packaged groumd milleis are noi readily available in the rural market and this i endorsed by 37% of the rural nob-
consumears. On the other end of the spectrum, 27% of the residents of the mefropofitan cifizs indicated that they are. Apart
from the meiros, across all other geographies, a significant proportion of the respondents could noi offer a stand on this
topic, referring to sfaying neulral (25-40% 1. Given that 47 % of the respondenis across tier 1 and tier 2 towns could confirm
of the non-availabilily of packaged ground millets in their local market is a reflection of the lack of markefing efforts being
pul in by existing brands who are in this space.

Figure 52

Statement 10: | get subsidised rice and wheat from our
ration shop every month and that takes care of my needs

. Totally deagres . Moathy disagree [l Meither agres nor disagree [ Moatly agres Totally agres

149 e 171

Aparl from the southem states, ground milietz are nol made available in any other zone even though there is a plan lo
do 50 in the fulure. Given that fair price shop under PDS, by and large, sells/distributes subsidised rice and wheal across
most parts of India, this supply is sufficient for most family's needs who are empanelled under the Mational Food Security
Act (MFSA).

6.2.5 Lack of affordability

Affordability a5 a barrier was found to be & recurrent theme in many siudies. Researchers have -argued thal the overall
inlent to purchase soy oils was influenced by price. It was also found that affordability and value for money were of
significant importance fo consumers.

When the prices of allernative staples were decreased, in controlled settings. purchasing behaviour was affected posifively.
Forinsfance, it was reported thal price subsidies for sustainable and healthy food prodects had the mosi significant effect
on changing consumer choices. A recent study conducied in Indonesia noled that the Indonesian government subsidised
white rice, and, thus, brown and black rice was expensive in comparizon. Despite understanding the nutritional benefils
associated with the latter, consumers chose {0 purchase the former due to iis affordability issues.
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Figure 53
Statement 11: Branded cleaned and ground millet products
are much more expensive than rice and wheat

B Tetally dizagree [l Mostly dizagres [l Neither agree nor disagres [T Mostlv agree  Totally sgrae
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Because the largest section of the non-consumers were those who were not aware of the product, here we see a relalively
large seclion of respondents unable to fake 2 stand on the affordability issue and preferring the siay neotral. Of those
who could, the popular belief across all geographies is that branded millet products are far more expensive than stapies

such as rice or wheal.

6.2.6 Image

Figure 54
Statement 12: In my view millets are consumed by poorer people

B Totally disagres [l Mostly dissgres [l Meither agree nor disagree 00 Mostly sgies Totally sgrée
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Most of the respondenis seem to have disagreed with the nofion that milietz are consumed by poorer people, While it may
be argued that this might have certainly been the popular perceplion several decades ago, wilh the enhanced exposure
theszs allernate staples have been getling in recent times has been responsible for the changed popular perception.
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Figure 55

Statement 13: | think millet-based food is inferior to standard
staples in terms of quality and taste
B Totally disagres [l Mostly disagree [l Mesther agree nior disegree [l Mostiy agree  Totally agres

4.5

1f we set azide the fact that most non-consumers were unaware of the product and hence could not rightly compare their
quality with that of siandard staples, of those who could. fhe larger share was in disagreement with the nofion than in
favour.

6.2.7 Alternative formulations

The non-consumers wers asked if different lypes of ground millet packets are made available in the market bul they
came with cooking insiructions as well as their own seasonings. would it be an altractive proposition for them to consider

buying?

Figure 56

Statement 14: If different types of ground millet packets
come with cooking instructions and attached seasonings,
it would make it more attractive for consumers like myself

B Totaiy disapres [ Moty disagres [ either agres nor dissgres [ Mesny agese Towily sgree

10
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70% of the respondents from the fier 1 cities were in agreement tnat_ such products would indeed make it attractive for
consumers like themseives. In all other urban geographies, the posilive reaction o this offer was 20-33%. Demand was
lgast in the rural osography, around 44%:
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Figure 57

Statement 15: | might buy millet products like biscuits or
cakes if they introduced artificial smell and taste like
strawberry, chocolate, orange, or vanilla

. Totaly disagree ] Mostly disagree [l Meither agree nor disogres [ Maosily ageee Totally ngree

10.9 10.9
1% 12a 129
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The data reveals that there is certainly a demand for flavoured biscuits and cakes made out of millets. As expecled, the
demand for such producis was highest in urban areas than in rural where the majority was still undecided.

In summalion, packaged and branded ground millels wilth their own cooking recipe and seasonings, and millei-based
cakes and biscoits with artificial flavours are certain two directions that FMCG companies might think of exploring and
developing the market.

6.3 Likelihood of non-consumer starting to eat millets in the future

Figure 58

Likelihood of current non-consumers to start eating millets in the

near future given that India is celebrating the international year of
the Millet

B Highty untikety [ Pocaibly [l Cuite Ekely

Tier 1 city Tier 2 city Tier 3 city Rural

Close to half of the current non-consumers acrozs 3ll geographies were categorical in siating that it was highly unlikely
that they would start eating milleis just because this year India is celebrating the inlernational year of the millef. However,
on the bright side, an equal proportion had siated that they mightl. 1t iz our ardent wish that users of this handbook will find
enough insights to help them develop products as well a5 marketing strategies that will help popuiarize millefs among the
Indian audience, not just in niche urban markets but across all geographies including rural
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Figure 59

Likelihood of current non-consumers to start eating millets in the
near future given that India is celebrating the international year of

the Millet

B Highly unbikaly [l fossinly [l Quite bksly

Muorth Central West South

Hortnenst

Possibly the markets thal are fikely fo open up fasier than the others are in the southern stales and the noriheast, where
millet consomplion was highest in any case. In other zones, greater marketing efforle will have to be done to convert the

current non-consumer to possible future clientele.






About the Development Intelligence Unit (DIU)

The Development Inwelligence Unit (DIU) brings data and expert analysis to the intersection
of opporwnity and deprivation in rural India. The DIY supports stakeholders who navigate
the increasingly opague, complex amd uncertain world of data to analyse social and
economic developments, forecast trends and bemer understand development programmes
and practices. Doing so provides actional insight to improve the efficacy and - effectiveness
of development inftiatives.

The DIU platform is a dearing-house of rural information presented in a user-friendly format,
addressing the needs of diverse siakeholders in public, private and civil sodety. It brings
rural India into focus and furthers the field of rural analytics for undersanding, positioning
and informing stakeholders and decision makers.

DIU specialises in evidence-based insights: that will create an impac for governmenis and
non-profits. t has expemise to develop dama-driven solutions to public policy challenges
based on robust evidence, expert insights and data analysis. |t is providing data, research
and tools to amplify issuas in order w help rural India gain a voice, spark deeper conversation
and help shape the future of India.



Assessing Consumer Demand

for Millets in India

tris




