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PROTEIN FOR EVERY HOME:
THE RURAL CHICKEN
OPPORTUNITY
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B THE REAL BHARAT: Culture, Choices & Consumption
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. India Rank: Top b
.I.Iﬂ. (~ 4.5-5 Million Tonnes p.a.)

2.5 crore+
livelihoods

<1.3 lakh crore

annual contribution to GDP



I PER CAPITA CHICKEN CONSUMPTION (INDIA VS WORLD)
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India .7 (Currently increased to approximately 4-5)

qd 20 44
Per Caplta Poultry (Chicken) Consumpton® (kg'vear)
India lags global poultry chicken intake.
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I PER CAPITA CHICKEN CONSUMPTION (URBAN VS RURAL)

RURAL £.7

URBAN 5.2

*The numbers indicate
kg per person per year

Rural markets hold the huge potential.
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I THE UNTAPPED OPPORTUNITY: RURAL INDIA

: B Annual per capita chicken
consumption in rural India
%g 900 miltion

The Rural population of India
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B UNDERSTANDING THE BARRIERS
IN RURAL INDIA
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Understanding rural audiences requires deep cultural empathy.

Community Influence

< @

Value Consciousness Traditional Rhythms
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Economic Constraints \;}\

Knowledge Gaps

Cultural & Religious Factors
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Infrastructure Challenges
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Awareness Building ?@?
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Trust Establishment

Behavioral Change
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gy POSSIBILITIES FOR ‘RURAL’ PARTICIPATION

o WO Sy =
Organisation (FPO )

Farmer Producer Organisations (FPOs)

FPOs are strong local entities; invite/ include them
Block Level, District Level or even State Level efficiencies

Cold Chain Ecosystem

Making chicken more accessible and affordable for rural India
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gy POSSIBILITIES FOR ‘RURAL’ PARTICIPATION

Youth / Entrepreneurs/ Trainings

« Invite/ include the youth through entrepreneurship models
« Trainings/ Knowledge dissemination
Financial enablement - build a sustainable ecosystem

Franchise Ecosystem: Smart Chicken Centres

 Launch standardised, branded “Smart Chicken
Centres™ run by rural youth

Provide centralised distribution, training, and
marketing support to scale the franchise model
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pm Mothers decide the nutrition basket but
depend heavily on local influencers

Anganwadi Worker / Asha Didi

Local Protein Ambassadors

Focus on chicken's nutritional value for mothers and children
Teach simple, hygienic, and affordable chicken recipes
Equipping with clear counselling scripts

Community Leaders & Panchayat Push

Endorsement from Sarpanches and local leaders

Panchayat for official public announcements

«  Feature local champions (farmers/healthy families)

Breaking down cultural barriers to consumption via trusted voices
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pm Mothers decide the nutrition basket but
depend heavily on local influencers

School-Level Qutreach

Interactive nutrition workshops for students and parents
Chicken's role in growth and concentration at PTMs
Run creative contests promoting protein-rich meals

Primary Health Centres (PHC) Promotion

Doctors/Nurses to integrate chicken advice in treatment
Display educational posters in clinic waiting areas
Nutrition Counselling Corner for personalized advice
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a0 DEEPER INTO RURAL LIVES

Weekly Haats can be major protein
shopping days

Cash flows in rural households is
linked to mandi payments, not
salary cycles
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I THE ‘OLD” NARRATIVE

“Chicken is expensive luxury for special occasions only

“Dal and roti provide all the nutrition my family needs”

(1
"Non-veg food is unhealthy and causes problems”
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Protein means chicken

The most accessible trusted source of
nutrition for every Indian home.

Affordable

Chicken delivers the essential protein
growing children need, at not so
expensive costs.




I Examples of Behaviour change campaigns across industries...

o oA NP
;S sal
‘:’
i
TRAI|

r’“l ] Life Insurance Council

Togethar in sarvice
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Low consumption and cultural resistance
for egg consumption was an issue. Also,
eggs were seen as occasional rather than
everyday nutrition, leaving stagnant
demand.
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The need was to change perception,
positioning eggs as nutritious,
affordable, and acceptable for all,
making them a daily food habit
across households










India’s Mutual Fund industry struggled

with low retail participation, driven by

limited awareness, trust deficits, and

poor understanding of SIPs and long-
term investing
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The challenge was to build mass
awareness, simplify investing concepts,
and position mutual funds as a
trustworthy, accessible option for
everyday investors across India









00H Advertising
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Social Media Advertising
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Life insurance penetration in India
remained low, driven by weak financial
literacy and the misconception that
insurance is merely a tax-saving or
investment tool.

The need was to reposition life
insurance as essential protection -
especially for younger audiences
through simplified, relatable, and
multilingual communication.
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FROM SPECIAL TREAT TO EVERYDAY HEALTH HERO

CHICKEN IS NORMALISE

PROTEIN DAILY USE

Position chicken as a nutritional Break down the “special occasion
powerhouse - lean protein that only” barrier and show how
builds strong bodies and supports chicken fits naturally into everyday
growing children. meals your family already loves.



~ PATH1: CHICKE
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CHICKEN HAR ROZ

. PROTEIN KA
SMAHADOSE



~ PATH 2 : KITCHEN
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~ PATH 3 : ACHIEVE
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Protein se Tagaat...
Tagaat se Tarakki

Chicken - Protein ka Mahadose
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Chicken - Protein ka Mahadose



Ek Maa ki Chitthi






“In rural markets, a celebrity is not just an

endorser — they are a trust anchor.”
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I MS Dhoni
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MS Dhoni represents strength, trust, and
authenticity - values that deeply resonate with
India’s heartland. His disciplined lifestyle and
athlete's persona make him a natural fit to
endorse chicken as a rich, everyday source of
protein.

Beyond cricket, Dhoni is seen as a man of the
masses, dependable, grounded, and relatable.
His presence would lend unmatched credibility to
a campaign aiming to build awareness, trust, and
acceptance of chicken in rural India, positioning
it as the smart choice for health and strength.
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Juhi Chawla brings warmth, familiarity, and
timeless appeal that connects across
generations. Her image embodies family
values, care, and wellbeing, making her an
deal voice to speak about wholesome,
everyday nutrition. Juhi's credibility and
gentle charm can help the campaign
emotionally connect with homemakers and
families, shifting perceptions of chicken
from an occasional indulgence to an
everyday, nutritious food for all.
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