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Abstract Manuscript Information 

This perspective article revisits primary survey data collected in an earlier study of customer 

perception toward millet production and usage in Palakkad Town (N = 81) and reframes the 

findings around a policy question rather than a descriptive one: given what respondents already 

believe and prefer, where should limited promotional and policy resources actually be 

directed? The original analysis, using one-way ANOVA, one-sample t-tests, and the Friedman 

test, showed that awareness varies significantly by age, that consumer sentiment toward millet 

products is already favourable on price, availability, taste, and trust, and that promotional 

exposure and social recommendation outrank intrinsic factors such as nutrition and price as 

drivers of adoption. Read as policy inputs, these results argue for age-segmented awareness 

campaigns, formalised word-of-mouth and endorsement channels, expanded retail visibility 

over further price intervention, and closer sequencing between farmer-facing supply programs 

and demand-side promotion. No new primary data were collected for this article; it is offered 

as a policy-oriented reanalysis of previously reported findings, with the reuse of that dataset 

disclosed throughout. 
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1. INTRODUCTION 

Millets have long been part of traditional food systems in India, 

including Kerala, but their production and consumption have 

declined as rice and wheat came to be seen as more modern 

staples (George et al., 2021; SHIJITHA et al., 2021). Palakkad 

Town, despite its identity as a paddy-growing region, has agro-

climatic conditions well suited to drought-hardy millets such as 

finger millet, pearl millet, and sorghum. National and 

international policy attention — the National Millet Mission 

and the United Nations' designation of 2023 as the International 

Year of Millets — has supplied top-down momentum, but 

ground-level adoption in towns like Palakkad remains limited 

(Bharathy & Rajapushpam, 2024). 

An earlier study by the present authors surveyed 81 respondents 

in Palakkad Town on their awareness, preferences, and stated 

drivers of millet adoption, using one-way ANOVA, one-sample 

t-tests, and the Friedman test (Thomas & Parimalakanthi, 

forthcoming). That study reported its findings descriptively, 

organized by research objective. This article does not repeat 

that reporting; instead, it asks what the same findings imply for 

the design of policy and promotional interventions, and 

translates each result into a specific, actionable pathway. 

 

2. DATA SOURCE AND SCOPE OF THIS ARTICLE 

This article is a secondary, policy-oriented reanalysis. It draws 

entirely on the primary survey data (N = 81, stratified by age) 

collected for Thomas & Parimalakanthi's study of customer 

perception toward millet production and usage in Palakkad 

Town, analyzed there using SPSS with one-way ANOVA, one-

sample t-tests, and the Friedman test. No additional respondents 

were surveyed and no new primary data were collected for this 

piece. Statistical results cited below (F-values, t-values, χ², and 

associated significance levels) are reported as they appear in 

that study; readers seeking full descriptive statistics, instrument 

details, and hypothesis-by-hypothesis reporting should consult 

the original article. This disclosure is made in the interest of 

transparency regarding dataset reuse. 

 

3. RESULTS REFRAMED AS POLICY INPUTS 

 

3.1 Awareness is age-stratified, not uniformly low 

One-way ANOVA on seven awareness and knowledge items 

was significant by age group across the board (p < .000), with 

the largest gaps on perceived relative healthiness of millets (F = 

119.349) and on awareness of environmental sustainability (F = 

70.733). Policy implication: a single undifferentiated awareness 

campaign is a poor fit for this pattern. Age-segmented 

messaging — short-form digital content for younger residents, 

community and panchayat-based sessions for older residents — 

follows directly from where the variance actually sits. 

 

3.2 Product-level sentiment is already favourable 

One-sample t-tests against a benchmark value of 0.6 showed 

significant positive deviations (p < .05) on availability, pricing, 

taste, packaging, trust in local production, and versatility, with 

t-values ranging from 10.412 to 10.853. Policy implication: the 

product itself is not the binding constraint on adoption.  

Resources aimed at reformulating millet products or further 

discounting them are likely to show diminishing returns relative 

to resources aimed at reach and visibility, since the population 

already engaging with millets reports few complaints about the 

product experience. 

 

3.3 Promotion and social endorsement outrank intrinsic 

factors 

The Friedman test on seven adoption factors was significant (χ² 

= 85.382, df = 6, p < .000), ranking awareness campaigns and 

promotions first (mean rank 5.08) and family/friend 

recommendations second (4.02), ahead of taste (3.97), 

availability (3.88), packaging (3.84), nutritional benefits (3.70), 

and price affordability (3.51). Policy implication: interventions 

built around visible promotion and formalized word-of-mouth 

— rather than nutrition education or price subsidy, which are 

the levers most programs default to — align most directly with 

what respondents report actually moving their adoption 

decisions. 

 

4. POLICY PATHWAYS 

• Age-segmented awareness campaigns: digital and 

influencer-led content for younger residents; community 

and institutional workshops (schools, panchayats, NGOs) 

for older residents, rather than one undifferentiated 

message. 

• Formalized endorsement and referral channels: 

structured incentives for existing buyers to refer others, 

testimonial-driven retail signage, and partnerships with 

local (rather than national) influencers, treating word-of-

mouth as a resourced channel rather than an incidental one. 

• Retail visibility over further price intervention: 

mainstream retail placement, e-commerce and last-mile 

access, and festival/seasonal placement (e.g., World Health 

Day, harvest festivals), prioritized ahead of additional 

subsidy given that affordability already scored positively 

and ranked lowest among adoption drivers. 

• Sequencing supply-side and demand-side programs: 

coordinating farmer extension support with the awareness 

and promotion measures above, so cultivation expansion is 

matched to an evidenced demand push rather than 

preceding it. 

 

5. LIMITATIONS AND FUTURE DIRECTIONS 

These pathways are directional priorities drawn from a single, 

cross-sectional, self-reported dataset from one town (N = 81), 

and are subject to the same limitations as the original study, 

including possible social desirability bias and limited 

generalizability beyond Palakkad. This article's contribution is 

interpretive rather than empirical: it does not test whether the 

proposed interventions work, only that they follow from the 

reported associations. A logical next step is a piloted 

intervention — for example, a referral-incentive program or a 

segmented awareness campaign — with pre/post measurement, 

to test whether shifting promotion and endorsement actually 

changes purchasing behavior rather than stated intent. 
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6. CONCLUSION 

The policy case for millets in Palakkad does not depend on 

persuading residents that millets are healthy, affordable, or 

good enough — the underlying survey data suggest that case is 

largely already accepted. It depends on making millets visible 

and socially normal at the point of purchase. Reframing the 

problem this way, from an education deficit to a visibility and 

endorsement deficit, is the central contribution this article 

draws from the original dataset, and it suggests where a 

constrained policy or promotional budget would plausibly have 

the largest effect. 
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