What is Rural Marketing?

Introduction:

Rural marketing refers to the process of developing, promoting, distributing, and selling goods
and services in rural areas to satisfy the needs and wants of rural consumers. It covers all
marketing activities that are carried out in villages and small towns, where the majority of India’s
population resides. Rural marketing involves both the marketing of rural products in rural
areas and the marketing of urban products in rural markets.

In simple terms, rural marketing means the marketing of goods and services to people living in
rural and semi-urban areas. It includes agricultural products like seeds, fertilizers, and farm
equipment, as well as consumer goods such as soaps, clothes, and mobile phones. The concept of
rural marketing has gained great importance in recent years due to the increasing purchasing
power of rural consumers, better infrastructure, and government initiatives to develop rural India.

Definition of Rural Marketing:
According to the National Commission on Agriculture (1971):

“Rural marketing is the process of marketing that involves delivering goods and services to rural
consumers in order to satisfy their needs and improve their standard of living.”

Characteristics of Rural Marketing:

1. Large and Diverse Market:
India’s rural population constitutes nearly two-thirds of the total population, providing a
vast and diverse market for various goods and services. However, the demand varies
from region to region based on income, culture, and occupation.

2. Predominance of Agriculture:
Most rural consumers depend on agriculture and related activities for their livelihood.
Their purchasing power largely depends on agricultural productivity and seasonal
income, especially after harvest periods.

3. Low and Irregular Income:
Rural people generally have lower and irregular incomes compared to urban consumers.
Their spending habits are influenced by seasonal variations—more spending during
harvest time and less during lean seasons.

4. Traditional Outlook:
Rural consumers are often guided by customs, traditions, and social values. They are
cautious buyers and take time to adopt new products or modern brands. Word-of-mouth
and trust play a big role in their buying decisions.

5. Low Literacy Level:
A significant portion of the rural population is still illiterate or semi-literate. This affects



their understanding of advertisements and product information, making visual media and
demonstrations more effective than written communication.

6. Poor Infrastructure:
Many rural areas still lack proper infrastructure such as roads, transport, storage facilities,
and electricity. This creates challenges for distribution and marketing activities, leading
to higher costs and logistical difficulties.

7. Seasonal Demand:
Demand for many goods in rural areas is seasonal. For example, agricultural inputs like
seeds and fertilizers are in demand during specific months, while consumption of
consumer goods increases during festivals and harvest seasons.

8. Influence of Opinion Leaders:
In rural communities, people often look up to opinion leaders like village heads,
teachers, and local shopkeepers for product advice. Their opinions strongly influence the
buying behavior of others.

9. Brand Loyalty and Trust:
Rural consumers value reliability and trustworthiness. Once they find a brand or product
satisfactory, they tend to remain loyal for a long time. Therefore, consistent quality and
after-sales service are very important.

10. Slow but Steady Growth:
Although rural markets grow at a slower pace compared to urban ones, their growth is
steady and sustainable. With better connectivity, digital awareness, and rising rural
incomes, these markets are becoming increasingly attractive for companies.

Conclusion:

Rural marketing plays a vital role in the economic development of India, as the rural population
forms a major part of the country’s consumers and producers. Understanding the characteristics
of rural markets helps marketers design suitable strategies to meet the unique needs of rural
customers. With increasing literacy, improved infrastructure, and digitalization, rural India is
emerging as a promising market for both agricultural and non-agricultural products. Therefore,
effective rural marketing not only benefits companies but also contributes to the upliftment and
modernization of rural communities.



