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Abstract
As everyone know that Indian Rural Marketing is a very complex 
and unique thing to be forecast. It has been observed that in rural 
market many companies have entered and proved themselves with 
proper understanding of the market an innovative marketing idea. 
It is very difficult for the companies to overlook the opportunities 
they could from rural markets. The companies have to overcome 
the challenges like distribution and pricing of the things. Due 
to green revolution, the rural areas consume a large quantity of 
industrial manufactured products. In this way the industries get the 
opportunities form of large scope for penetration untapped market, 
disposable income increases, literacy level increases and large 
untapped market. The present paper consists of the challenges 
that the companies have to face and opportunities that companies 
get in rural marketing.
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I. Introduction
The Indian rural market is an area of darkness to Indian corporate. 
The largest potential market is rural market. With over 70% of 
India’s population living in rural areas, captures these markets 
and becoming one of the most worthwhile options for all sectors. 
In the wake of economic crisis, while the urban markets remain 
subdued due to cash crunch, rural economy has remained largely 
unaffected. A good harvest has further added to their respite. 
As a result, marketers are focused on small towns and villages 
with dedicated workforce. At present, rural consumers spend 
about USD 9 billion per annum on FMCG items and product 
categories such as instant noodles, deodorant and fabric, with 
the pace of consumption growing much faster than urban areas. 
The fast moving consumer goods market in rural India is tipped 
to touch $100 bn (around Rs 45,735 crore) by 2025 on the 
back of “unrelenting” demand driven by rising income levels, 
according to a study by research firm The Nielsen Company. 
Also the Indian rural market is set to become a USD 100 billion 
opportunity for retail spending in the next fifteen years, “according 
to a statement released by the company. With urban markets 
getting saturated for several categories of consumer goods and 
with rising rural incomes, marketing executives are fanning out 
and discovering the strengths of the large rural markets as they 
try to enlarge their markets. A survey by the National Council for 
Applied Economic Research (NCAER), India’s premier economic 
research entity, recently confirmed that rise in rural incomes is 
keeping pace with urban incomes. In recent year, it is noticed that 
significantly therural markets have acquired. On the account of 
green revolution, the rural areas are consuming a large quantity 
of industrial and urban manufactured products. In this context, 
a marketing strategy namely “Rural marketing” has emerged. A 
survey by National Council For Applied Economic Research, 
India’s premier economic research entity, recently confirmed that 
rise in rural income keeps in pace with urban income. Marketing 
executives are fanning out and discovering the strength of the 
large rural markets as they try to enlarge their markets. This is 

because of the fact that urban markets is reducing very fast due 
to saturation caused by competition and the growth rate over the 
past year has consistently showing waning trend. [1-2].

II. Rural Marketing
The definition of the word,’rural’ in a market like India is very 
nebulous. There are many versions that are followed by different 
entities but having the same idea. Even in the rural marketing 
space, there is not one solid definition. Different brands define, 
‘rural’ according to their product and service offerings. In a varied 
market like India, which has a population of more than 1.17 billion 
people (estimate till July 2009), the urban-rural divide is quite 
significant. According to various studies, around 12.2 per cent of 
the world’s population lives in rural India, this also indicates that 
29 per cent of the world’s rural population lives here [5].

III. Rural Marketing Strategies
The market strategies aimed at an urban or industrial consumer 
significantly differs from the rural market strategies and the 
dynamics of the rural market make it different from other markets. 
This, along with many other related issues, have been subject 
matter of powerful discussions and debate in countries like India 
and China and focus of even international symposia organized 
in these countries. Rural markets and rural marketing involve a 
number of strategies which includes following:

Bundling of inputs• 
Client & location specific promotion• 
Unique selling proposition• 
Joint or cooperative promotion• 
Management of demand• 
Developmental marketing• 
Business ethics• 
Partnership for sustainability• 
Extension services [1]• 

IV. Challenges of Rural Marketing
The peculiarities of the rural markets and rural consumers pose 
challenges to the marketers in reaching them effectively. In planning 
of growth one should not underestimate the several discouraging 
problems, while making out an opportunity. These problem leads 
to the marketing efforts to be constrained in several ways. Because 
of all weather roads a large number of small villages are not able 
to be access. Than urban consumersRural consumers are very less 
homogeneous. The main problems in rural marketing is

A. Transportation Problems
Transportation infrastructure in rural India is quite poor. Nearly 80 
percentages of villages in the country are not connected by well 
constructed roads. Due to poor transportation infrastructure, it is 
difficult to reach the marketers and the farmers to aware about 
the market.

B. Warehousing
Marketers face problem of storage of their commodities as there 
is a gap between production and consumption of goods. There is a 
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seasonal demand of agricultural commodities but the consumption 
is throughout the year.

C. Packaging
The first important step of product processing is packaging. If the 
cost of packaging is high, the cost of the product will increase. 
So the marketers are suggested that they should use cheaper 
materials in packaging for the rural markets. For example, small 
polypack of refined oil is more popular than in containers of the 
same product due to its lowest cost. One more important factor is 
the size package e.g. the size of the package should be small.

D. Underdeveloped People and Underdeveloped 
Markets
The society of rural areas in India is underdeveloped. Modern 
technologyhas also made very less impact in improving the 
underdeveloped people and markets in rural India

E. Media Problems
Media have lots of problems in rural areas. Radio and television 
are the   good source of media to convey message to rural people. 
But the main problem in using these medias is the non-availability 
of power and majority of the people cannot gets the benefit of 
these and other various medias.

F. Many Languages
India is a country of many languages and this leads to the problem 
in communication. It becomes barrier in effective communication. 
The languages vary from state to state, region to region and district 
to district, etc.

G. Low Level of Literacy
We know that the level of literacy rate is low in rural areas as that 
of urban areas. Marketers have to face communication problem 
due to the lack of literacy rate. Print media is not much effective 
and it is inappropriate since its reach is poor. So, low level of 
literacy becomes challenge for marketers in rural areas.

H. Seasonal Demand
The main problem of the rural market is the seasonal demand. The 
significant role in the demand of commodities in the rural market 
is played by agriculture situation because it is the main source of 
income. Again agriculture depends on monsoon so buying capacity 
of rural consumers varies. In spite of this, many rural areas are 
not connected by rail transport. Kuccha roads become trouble for 
marketers for product supply during monsoon.

I. Low Per Capita Income
There is a low income level in rural areas as compared to urban 
areas. Again, the distribution of rural income is highly twisted 
and along with the land holding pattern which is basic asset, is 
also twisted. This leads to the rural population to present highly 
heterogeneous spread in the villages [4].

V. Opportunities For Marketers

A. Untapped Potential
Large number of customers gets offers from the marketers of great 
chance for different branded goods and services. It is estimated 
by HLL that out of 5 lac villages in India, only some lac has been 
taped so far, which goes on to indicate the market potentials of 
the rural market.

B. Market Size and Potential
The size of India’s rural market is stated as 12.2 % of the percentage 
of the old population. In India, from the total household farm the 
rural household farm constitutes of 72% i.e. a huge market by 
any standard.

C. Increasing Income
Different programs helped to improve the economy of the rural 
areas. The increasing income is seen due to the increasing of the 
awareness to the rural people through different Medias.

D. Accessibility Markets
A fire amount of development has been made in many regions 
even the road network has not developed to that much extent, and 
made these regions accessible from the urban region and product 
supply are made easy to these regions.

E. Competition in Urban Areas
Due to the saturation in urban market, this provides many 
companies to target rural market for profit maximization.

F. Brand Conscious
People from rural areas are becoming more brand conscious due to 
the awareness through different Medias and increasing in income 
level.

VII. Other Opportunities
Speedy improvement in Infrastructure attracts companies to • 
shift focus from urban to rural market
40% villages are connected by road in 50 years only, and • 
30% in next 10 years.
Even more than 90 % villages are electrified but still only • 
44% rural homes have electric connections.
Rural Literacy level have been increased from 36% to 59%• 
Low dissemination rates in rural areas leads to get many • 
marketing opportunities.

Marketers can make effective use of the large available 
infrastructure [3].

VI. Conclusion
Growth of Rural market is showing numerous opportunities for 
companies than urban market is showing. Majority of Indian 
population lives in villages, so rural India is now on the main focus 
of various companies to sell their products and services. Apart 
from opportunities, there are some prevailing challenges also as 
discussed in this paper which includes Transportation Problems, 
warehousing, packaging, media problems, language factor, etc. 
but with the help of well-defined marketing strategies with unique 
business ethics, companies can conquer the rural market.
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