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ABSTRACT 

Rural marketing is a process which start with a decision to produce saleable farm 

commodity and it involve all the aspect of market system and involve pre harvest and post 

harvest operation such as assembling,grading,storage, transportation and distribution fertilizers 

and pesticides, cattle feed and agricultural machinery. More than 50% of the national income is 

generated in rural India and there are opportunities to market modern goods and services in rural 

areas and also market agricultural products in urban areas. In fact it has been estimated that the 

rural markets are growing at five times the rate of urban markets. About 70% of bicycles, 

mechanical watches and radios and about 60% of batteries, sewing machine and table fans are 

sold in rural India. The villagers have not only adopted the modern ways of agriculture as a 

business but also have accepted modern living. Apart from the food items, they are involved in 

buying durable products. This change in the attitude of rural consumers is extensive across the 

countryside. The mounting rural market is important to growth of economic development of 

India. Rural markets have proved to be very attractive for corporate and the size of market is 

increasing gradually. The increased purchasing power of the rural consumers and the improved 

income distribution has increased rural demand for several products. With a population by now 

in excess of one billion people, India has attracted multinational corporations across the globe as 

a place of opportunity for exploring Fast pace of technology advanced every sphere of social, 

economic, political, cultural life, reduce cost and expect higher profit. So, they join rural market. 

The Indian rural market with its vast size and demand base offer a huge opportunity that 

companies cannot afford to ignore. We are a country with a 1.12 billion of people with 70% of 

live in rural areas which means more than 700 million people spread 

around6,27,000villages.India’s rural population comprise of 12% of the worlds population 

presenting a huge untapped market. People in the rural areas becoming more conscious about 

their life styles for better life. With increasing disposable income, consumer has become more 

demanding and choose in his purchase behavior than ever before. It analyzed the problem prevail 

in the rural marketing. It does quest the opportunities, rural marketing strategies problem along 
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with challenges exist in rural marketing.Through,this article we would like to share some reason 

why brands are shifting their focus from metro cities and what we facing for achieving success in 

small cities and villages of India. 

Keywords: Rural Market, Opportunities, Challenges.  

 

I. INTRODUCTION 

The emergence of rural market is highly untapped potential the need to explore them. Marketer 

covers the past few decades, with understand and tap rural markets. Some of their effort paid off and 

many still an enigma. Rural marketing is an evolving concept and as a part of many economy, has 

untapped potential. Marketers have realized the opportunity recently. 

Potential of Rural Marketing 

 
 The general notion is that rural markets have potential only for agriculture inputs like seeds, 

fertilizer and pesticides cattle feed and agriculture machinery. More than 50%of national income is 

generated in rural India and there are opportunities to market modern goods and service in rural areas. 

About 70% of bicycle ,mechanical, watches and radios about 60% batteries saving machines and tables 

fans are sold in rural India The villages have not only adopted the modern way of agriculture as business 

but also have accept modern or increase their standard  of living. The rural market in India is not a 

separate entity in itself and it is highly influenced by sociological and behave marketer factors operating in 

the country. We must note that increasing literacy rate, improved source rate of income. Increased mean 

of communication and transportation, high rate of mobility within and between countries due to 

liberalization and globalization and much other reason, some customers are likely to be identical. 

2.1 Feature/Characteristic of Rural Marketing 

 Large and scattered population: 

According to the 2001 census, 740 million Indians forming 70 per cent of India’s population live 

in rural areas. The rate of increase in rural population is also greater than that of urban 

population. The rural population is scattered in over 6 lakhs villages. The rural population is 

highly scattered, but holds a big promise for the marketers. 

 Higher purchasing capacity: 

Purchasing power of the rural people is on rise. Marketers have realized the potential of rural 

markets, and thus are expanding their operations in rural India. In recent years, rural markets 

have acquired significance in countries like China and India, as the overall growth of the 

economy has resulted into substantial increase in purchasing power of rural communities. 
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 Market growth 

The rural market is growing steadily over the years. Demand for traditional products 

such as bicycles, mopeds and agricultural inputs; branded products such as toothpaste, tea, soaps 

and other FMCGs; and consumer durables such as refrigerators, TV and washing machines have 

also grown over the years. 

 Development of infrastructure 

There is development of infrastructure facilities such as construction of roads and 

transportation, communication network, rural electrification and public service projects in rural 

India, which has increased the scope of rural marketing. 

 Low standard of living 

The standard of living of rural areas is low and rural consumers have diverse socio-

economic backwardness. This is different in different parts of the country. A consumer in a 

village area has a low standard of living because of low literacy, low per capita income, social 

backwardness and low savings. 

 Traditional outlook 

The rural consumer values old customs and traditions. They do not prefer changes. 

Gradually, the rural population is changing its demand pattern, and there is demand for branded 

products in villages. 

 Marketing mix: 

The urban products cannot be dumped on rural population; separate sets of products are 

designed for rural consumers to suit the rural demands. The marketing mix elements are to be 

adjusted according to the requirements of the rural consumers. 

2.2 Challenges marketers face in rural markets  

 Seasonal demand 

Agriculture is the main source of income of villagers and the demands of products depend upon 

multiple factors like the monsoon, quality of crops and these things are not stable which makes 

rural markets unpredictable. 

 Language barrier 

India is a country which is very diverse in terms of cultures and languages used by citizens. These 

languages vary from state to state which makes marketers confused about the advertising 

campaigns that they need to use for creating an impact on the consumers. 

 Transportation problems 

Transportation is not that simple in rural areas as compared to the developed cities. A lot of 

places are not even connected with rail transport which makes the increase in the fund for 

distributing products to deprived areas. 

 Warehousing problem 

Warehousing facilities such as the availability of god owns are not easy in rural India. The god  

owns are not well managed and controlled leading to loss as a lot of products are wasted. 

 Poor and improper communication facilities 

Most villages even today largely depends on telegram and phones for their communication.    

Newsprint media and visual media etc. Reach only a small percentage of rural Indians. 

 Low per capita income 

Most farmers have small lands and many villages are brought prone, this result in low per capita 

income. Low per capita income results in low consumption pattern as compared to urban area.    
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 Different way of thinking 

There is vast difference in the life style of the people. The choice of brands that an urban 

customer enjoys is not available to the rural customers. Who usually has two or three 

choices.Assuch, he rural customer has a fairly simple thinking and their decision is still governed 

by customers and tradition.                                                          

 Distribution problem 

Effective distribution requires villages level shopkeepers, Toluca level wholesaler/dealer, district 

level, stock/dealer and company owned depot at state level. These many tires increase the cost of 

distribution.  

2.3Opportunities in Rural Marketing 

Market has been growing gradually over the past few years and is now even bigger than the urban 

market. The saving to income percentage in rural area is 30% higher than urban area. At present 53% of 

all FMCGs and 59% of consumers durables are being sold in rural area. Major opportunities available in 

rural market are as follow:  

 Increase In Literacy Rate 

Literacy rate is increasing in rural areas. According to the census of 2011 there are more 

graduates in rural than inurban India. This brings social and cultural changes in buyingbehaviour 

of the rural customers and more aware about national and international brand. Due to increase in 

literacy rate they get jobs in nearby towns. They earn urban salaries but continue to live in self 

owned homes in the villages, they have high purchasing power an prefer to buybranded product. 

 Increase Purchasing Power And Disposable Income 

Projects from private companies and the rural employment initiatives by the Government like 

MNREGA (Mahatma Gandhi National Rural Employment Guarantee Act) schemes have given 

the rural population an opportunity to meet their daily needs. Government decided to expand the 

agriculture loan at lower rate of interest and distribute million of Kisan Credit Cards, has given a 

boost to the income level to the rural sector. According to advanced estimates of national income 

released by centres statistic organization “The Per Capita income at current prices during 2011-12 

is estimated to be Rs. 60,972 compared to Rs. 53,332 during 2010-11 showing a rise of 14.3%. 

Companies have the opportunity to enter in this new market and take the advantage of increased 

disposable income.      

 Competition in urban market 

Intensified competition in urban market, from this cost is also increase. For example: it is 

reported that there are around 86branded cosmetics soaps in the urban market. So, there is no 

point to enter in the urban market. So far, Rural market provide better opportunity for 

companies. 

 Impact of media 

The growing reach of the electronic media has created a hug change in the life style of rural 

consumer. It has provided exposure to various product and service for rural consumers. 

 Consumer behavior change 

Increased literacy and greater awareness in rural markets create new and discriminating buyers. It 

can be analyzed more in young generation. In villages today, this segment of buyer consumes a 

large variety of products, durable and non -durable. 

 Rural marketing is not expensive 

In rural area, rural development programmer enhance scope for new income by generating new 

employment opportunities. This result is an increasing a purchasing power of the rural 

customers. The green revolution and expectations revolution lead to the demand revolution in 

rural markets. 
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 Rural market As global opportunity 

Trend indicates that the rural markets are coming up in a big way and growing fast than the 

urban areas. There is rise in sales of typical urban kitchen gadgets such as refrigerator, mixer 

grander and pressure cooker. 

 Socio-culture change 

Many social changes can be observed in rural areas bearing on rural marketing. The landlords, 

official and rich farmers are developing a tendency to lead comfortable life and act like trend 

setters in respect of modern consumers.  

II. CONCLUSION 

There is no doubt that the rural India offers tremendous opportunity for any company to tap. 

However company faces many challenges in tackling the rural markets. Some of the important factor 

being an understanding the rural customers need, a reliable distribution channel, and an effective 

marketing communications strategy to put their message across to the rural consumers. Thus looking at 

the challenges and opportunities, which rural markets Offer to the marketers, it can be said that the future 

is very promising for those who can understand the dynamic rural markets and exploit them to their best 

advantages. Radical change in attitude of marketer towards the vibrant and burgeoning rural market is 

called for, So they can successfully impress on the 230 million rural consumer spread over approximately 

six hindered thousands villages in rural India. 
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