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INTRODUCTION 

The rural market of India is fascinating and challenging at the same time. It offers large scope on account of its sheer 

size. And, it is growing steadily. Even a modest growth pushes up the sales of a product substantially, in view of the 

huge base.  It is attractive from yet another angle. Whereas the urban market is highly competitive, the rural market 

is relatively quiet. In fact, for certain products, it is totally virgin market. Simultaneously, the market also poses 

several problems and hurdles. The firms have to encounter them squarely and put in a great deal of effort, if they 

have to get a sizeable share of the market.A Hindi poet has rightly said, “ Bharat mata gram vasini” which means 

Mother India lives in her villages.  According to the 2001 census, India‟s population was 100 million, of which 73 

percent lived in villages. This is average statistics. There are states like UP, MP, Rajasthan, Kerala, Bihar and Orissa 

where the rural population varies from 80 to 90 percent. The spread of population in 4,200 cities and towns is to the 

extent of 25 percent, and of the Remaining 75 percent is in 5,76,000 villages. This sheer base defines the volume 

and scope of rural marketing. 

(A) THE RURAL CONSUMER: A DETAILED PROFILE: 

 Size of Rural Consumer Group:  

In numerical terms, India‟s rural market is indeed a large one; it consists of more than 740 million consumers. 73% 

of India‟s total population is rural. The rural market consists of more than 12 crorer households, forming over 70%of 

the total households in the country. 

 Characteristics of Rural Consumer Group: 

 LOCATION PATTERN: 

Rural Market of India is a geographically scattered market. The rural population is scattered across 5,70,000 villages 

. And, of them, only 6300 villages, have a population of more than 5,000 each.. 

 SOCIO-ECONOMIC POSITION: 

 Rural Consumers continue to be marked by low per capita income/ low purchasing power. Similarly, they continue 

to be a traditional -bound community, with religion, culture and tradition strongly influencing their consumption 

habits. Nearly 65% of rural income comes from agriculture. 

 LITERACY LEVEL: 

Rural India has a literacy rate of 28% compared with 55% for the whole country. The adult literacy programmes 

launched in the rural areas are bound to enhance the rural literacy rates in the years to come. The rate is certainly on 

the low side.        
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 LIFE STYLE: 

The rural consumers are marked by conservative and tradition-bound lifestyles. But the lifestyle of a sizeable 

segment of rural consumers has already changed significantly in recent years .The changes can be attributed to 

several factors such as: 

i. Growth in income and change in income distribution. 

ii. Growth in education. 

iii. Enlarged media reach (particularly television). 

iv. Growing interaction with urban communities. 

v. Marketers‟ effort to reach out the rural market. 

 BUYING BEHAVIOUR: 

Buying behaviour of rural consumers have been effected by the following factors:-  

 INFLUENCE OF CULTURE:- 

Rural consumers‟ perception of products is strongly influence by   cultural Factors.  For example-the preference in 

respect of colour, size and shape is the result of cultural factors. 

 GEOGRAPHIC LOCATION:-    

 Rural consumer behaviour is also influenced by the geographical location of the consumers. For example, nearness 

to feeder towns and industrial projects influenced the buying behaviour of the consumers in respective cluster of 

villages. 

  EXPOSURE TO URBAN LIFESTYLES: 

 Extent of exposures of rural consumers to urban lifestyles also influences their buying behaviour. 

  THE WAY THE CONSUMER USES THE PRODUCT: 

The situation in which the consumers utilize their product also their buying behaviour. For example – Lack of 

electricity automatically increase the purchase of batteries by rural consumers.: since the rural consumers cannot use 

washing powders /detergents powders that much, as they wash their clothes in streams or ponds , they go is more for 

washing bars and detergents cakes. 

 PLACE OF PURCHASE: 

Different segments of rural buyers buy their requirements from different places \ outlets. Some buy from the village, 

shopkeepers; some from village markets/ meals; other buy from the town that serves as the feeder to the rural area. 

 MARKETERS’ EFFORT TO REACH OUT THE RURAL  

Many corporate have been trying hard to develop a market their   products in rural areas, investing substainlly in 

these areas. Developmental marketing has created discriminating buyers demand in the rural market. This has 

brought about some change in the way buyers purchase different product. 

(B) THE RURAL DEMAND: A DETAILED PROFILE: 

Steady growth 
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Rural demand has grown steadily over the years. Not only has the market grown in quantitative terms, but 

qualitative terms  too it has undergone a significant change. 

 

 

Change in the composition of Rural Demand 

The composition of rural demand has also been changing significantly in recent years many new products have 

entered the consumption basket of the rural consumers. and the relative shares  of the different categories  of 

products in the consumption basket .The upper segments, in particular , have started  buying and using a variety of 

modern consumer products, which were  till recently unknown in the rural market. 

Several products already well established in the rural market 

Marketers cannot now assume that rural India consumes only certain traditional/ essential products and that its share 

in other product category is meager. It is perhaps well known that products like packaged tea , bath soaps and 

washing products, including detergents/detergents cakes , are popular items of consumption in rural market 

.Products like  shampoo ,toothpaste and talcum powder , and durables like electric irons , bicycles , mopeds, 

scooters and motorcycles have joined this category in recent years.  

In many products, rural consumption accounts for a larger share     than urban: 

In many products, rural consumption now accounts for a larger share than urban. In washing soaps (cakes/bars), the 

rural share is over 60 percent. 

In popular bath soaps, it is more than 50 per cent and in batterie4s, it is more than 56 per cent .similar is the case 

with packed tea and hair oils. 

Among durable, the rural market now accounts for a larger share of the total sales in 

 Sewing machines. 

 Radio/ transistors. 

 Tape Recorders. 

 Wrist watches. 

 Black and White Television sets. 

 Cassette recorders. 

 Bicycles. 

 Table Fans. 

 Pressure Cookers. 

In Many Products, the rural markets have overtaken the urban in growth rate: 

 A survey by NCAER shows that the rural market is growing faster than the urban market several products. These 

include packaged tea, detergent powder, washing shop, and detergent cake. Growth of motorcycle too has been more 

in the rural market than the urban market. 

Factors Behind the growth and Diversification in Rural Demand: 
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Variety of factors , acting in concert , have brought about the big growth and welcome changes in the rural demand, 

a few of them such as growth in income , changes in income distribution , changes in lifestyles, and the expectation. 

 

 

 

 

New income due to agricultural /rural development: 

The technological breakthrough, popularly known as the GREEN REVOLUTION, which took place in Indian 

agriculture from the mid 1970 onwards, has added to the prosperity of rural India considerably. Moreover, in recent 

years, as part of the new farm policy, high support prices are offered for farm products. As a result, there is now 

more money in the hands of the owner-farmers in the rural areas. 

The expectation revolution: 

The „rising expectations‟ of the rural people have greatly influenced the rural market environment. It has enlarged 

the desire as well as awareness of the rural people; it has strengthened their motivation to work, earn and consume. 

The rise income provides substance to the aspiration. 

Rural Demand is More Seasonal:- 

Rural demand is more seasonal compared to urban demand .The pre-dominance of agriculture in the income pattern 

is one main reason for this. The relatively greater influence of marriages and festival on the purchase pattern is the. 

After all, agriculture in many parts of India is still depends on the vagaries of the monsoon.   

TAPPING THE RURAL MARKETS: 

While rural India does constitute an attractive and sizeable market, firm have to strive hard for securing a share of it. 

Practically in every task of marketing, rural marketing poses some unique problems. 

The major tasks that need unique handling in rural marketing are: 

 Segmentation and targeting. 

 Product management. 

 Physical distribution. 

 Channel management. 

 Marketing communications. 

A.SEGMENTATION AND TARGETING: 

The rural consumers are not a homogeneous lot in economic conditions, or literacy, or lifestyles, or buying 

behaviour. It would, therefore, firm to assume that the rural market as a whole can be served by a single offer or a 

single product -price-promotion combination. Firms have to analyses the consumers in –depth, carry out thorough 

market segmentation and select relevant segments as target markets. And they have to develop a distinctive 

positioning and a distinctive marketing mix for each target segment. 

Geographical Segmentation: 

The rural market can be segmented geographically, using different geographical bases. 
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Climate and level of irrigation: 

Climate can be one of them; regions endowed with favorable climate are usually more prosperous compared with 

climatically handicapped region. Level of irrigation can be another base; irrigated areas and dry land areas pose 

different economic and marketing environments. 

 

 

 

Nearness to a feeder town: 

Firms can also segment the rural market using „nearness to a feeder town‟ as the base. Consumers located close to a 

feeder town visit it at least once a month to sell their product and/or to buy their requirements, and in buying habits, 

they differ from those living in the interior areas. It will thus be meaningful to segment the rural market in to 

consumers located closer to a feeder town and consumers located away from them. 

Demographic segmentation: 

The rural market can be segmented demographically too. In fact, there are many possibilities of segmenting the rural 

market demographically. 

Population concentration: 

It can be one base. About 40 percent of the rural population live in 7 percent of the villages  in the country and 

remaining 60 percent in the other 93 per cent of the villages. Thus, the market can be segmented on the basis of 

different size classes with regard to population. 

 Age: 

In particular, the youth in the rural areas can be picked  up as a separate market. There is a population of more than 

20 crore in the age group of 16-30 years in the rural market. Surveys have revealed that the younger generation 

dominates the purchase in the rural market. The rural youth differ from their elders in their buying behaviours .It 

will thus be meaningful to segment the rural youth as a separate market. 

 Literacy level: 

It can be another demographic base for segmenting the rural market. Though rural India is characterized by low 

literacy, there are wide variations in the matter of literacy within rural India. For example- The rural literacy rate in 

Kerela is 80 Percent that in Bihar is only 15 per cent. 

 Income: 

The rural consumers can be segmented in to different income classes. The rural consumers can also be segmented 

into regular income and demand .All rural consumers are not characterized by sesonalty of income .There is a 

sizeable salaried class in the rural areas. There is also a sizeable self-employed group, consisting of shopkeepers and 

service providers. There is nothing seasonal about the income of such people .Obliviously; those with regular 

income will differ in buying habits compared with those whose income is seasonal. 
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Buying behavior segmentation: 

Rural consumer differs in their buying behavior from their urban counterparts as well as among themselves. This 

fact too could be factored in to segmentation exercise. Firms should, however, generate relevant data on the rural 

consumers and their buying behavior, perception and attitudes, and then segment them using their buying behavior 

as the base. 

Thompson rural index: 

 Hindustan Thompson Associates have developed the „Thompson rural market index‟ based on 26 variables, 

including area of the concerned district, demographic pattern occupational pattern, agriculture –related data , rural 

electrification data and commercial bank data . The index can be used in segmentation. 

CONCLUSION 

Rural Marketing Becomes Attractive To Corporate: 

A variety of factors have rendered the rural market quite attractive to corporate in recent years. 

The growing opportunity in the rural market is no doubt the prime factor. The rural demand has been growing 

rapidly and its composition has been changing for the better in the recent years. The increased income/ purchasing 

power of the rural consumer and the improved income distribution have enhanced rural demand for several products. 

Better access too many modern products/brands have added to this growth. The heat of competition in the urban 

market actually serves as the stronger driver behind the growing interest of cooperates in the rural market. The fact 

that the  rural market is still largely an untapped as well as  the early  entrants can tap it without having to face 

intense competition as in the case of the urban  market, makes the rural market all the more attractive to them. 

Corporate have been finding the going increasingly tough in the urban market, especially for the products in respect 

of which penetration levels are already high. For example penetration level for the toothpaste in the urban market 

has now reached close to 80 per cent. In contrast, it is below 30 per cent in the rural market. Moreover in the urban 

market many consumers have been using toothpaste for quite some time and have settle down to the brand, its 

flavour, and other characteristics .They cannot be expected to switch their brand very easily. In contrast, in rural 

markets, there a lot of first time users of toothpaste whom the company can tap from the scratch. Corporate find that 

the highly penetrated urban markets allow little room for volume growths for most of what are called,‟ necessity 

products‟ (toothpaste, bath soap, washing products, tea etc). Growth opportunity for many of the „emerging 

products‟ (coffee, shampoo, talcum powder etc) too is rather low in the urban market. The rural market thus 

becomes essential for companies with strong aspirations. Not comprising in the rural market keep them out of about 

half of the country‟s market for the „necessity products‟ and the one-third for the „emerging products‟ by value .It is 

but natural that in these circumstances, corporate set their sights on the rural market 

RECOMMENDATIONS 

1. Advertisements on rural media like radio, press media have been increased. 

2. Physical Distribution channel must be made strong. 

3. Awareness about the product must be increased among the peoples. 

4. Profit –margin percentage of the product for the retailers should be increased. 
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5. The rural customers are usually daily wage earners and they don‟t have monthly incomes like the ones in 

 the urban areas have. So the packaging is in smaller units and lesser-priced packs that they can afford given 

 their kind of income streams. Then thing like the colour that attracts him is also important. 

6. Infrastructure like- road, electricity facility must be improved because most of the MNC‟s tap the rural 

 market due to such difficulties. 

7. In advertising local languages can be used to attract more and more viewers. 
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