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CSR Evangelism: Rural Consumers Walk down
the Road to Enlightenment

Garima Kumar & Anand Prakash

This paper eritically analyzes the
corporate social responsibility
{CSR) dizcourse as operative
'Il-‘lthi?’l a '.FJSI JﬂC“F]?‘Eg COoONslEMmer
goods (FMCG) organization, op-
grating in the health food sector.
The dominant CSR discourse
propagated as a means of mutual
value creation for the organization
and also the bottom of the pyra-
mid (BOP) is questioned. Con-
sumer freedom at the BOF seems
an elitist privilege for subaltern
consumers, as corporate mitiatives
to do good get innocuously mired
with divergent discourses of
brands, consumer culture, power
and politicz. The study draws on
empirical evidence from gualita-
tive interpretive research, based
on semi-gtructured interviews
document analyses, and partici-
P-ﬂ?‘if Dbﬂ-ﬂf"r’ﬂ'fiﬂn. Data was ana-
lyzed using grounded theory
method and Critical Discourse
Analyeis {CDA).
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Introeduction

Today’'s organizations seek to woo
their customers by enticing them to pick
and choose. The new orgamzational cul -
ture practices seem to further intensify
this trend, and the discourse of CSE
{(which, as argued here, is a stylized mar-
keting move to strengthen the Customer
Relationship Management (CRM) move-
ment in the villages and rural poor) seems
to have gained ground recently. Both dis-
courses are based on the promise of
mutual value co-creation, and a win-win
approach for both the organization and
the customer. In the following acecount,
we debate upon this notion of CSE, and
argue that many ofthese consumer wants
and desires are unreflectively created.

We provide a enitique of two certainly
distinet, but conceptually intertwined dis-
courses on CSR and CRM. We assess
the marketing technigques of value co-cre-
ation (Prahalad & Ramaswamy, 2004a,
2000b), which encourages close and
mutually beneficial companmy—customer
relationships. Extending the scope of
value co-creation, Prahalad (2004) bwlds
the business case for tapping the bottom
of the pyramid (BOP). For him, the poor-
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