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Abstract 
In India approximately 60% of population lives in rural areas, therefore 
improvement in living conditions in rural areas is essential for the 
development of the Indian economy. 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. Often, rural marketing is confused with 
agricultural marketing. Rajasthan is a state with 3, 42,239 sq km 
geographical area (10.4% of total land in India); 76.6 per cent rural and 
23.4 per cent urban population with 165 per sq km population density. 
Rajasthan has rich potential in rural marketing & has still got 
tremendous opportunities to further explore them. Research suggests 
that there is untapped potential in the rural areas that will fuel quick 
growth in the coming years. Rural markets have always been an 
intriguing segment for businesses. While these markets bring huge 
potential for growth and expansion, achieving sustainable volumes and 
optimal distribution networks in the remote rural areas, is often a huge 
challenge for businesses. FMCG, Telecom, Banking, Agri Input, etc. 
different corporate houses are taking strong initiative for covering rural 
market. 
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1. Introduction: Rural Marketing 
The rise of rural markets has been the most important marketing phenomenon of the 
1990s, providing volume growth to all leading companies. Many corporate have been 
trying to get a grip on rural market. But the challenges are many; how to make the 
product affordable, how to penetrate villages with small population, connectivity, 
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communication, language barriers, spurious brands etc. The reasons why companies 
are going rural are manifolds. Higher rural incomes driven by agricultural growths, 
increasing enrolments in primary schools, high penetration of TV and other mass 
media have increase the propensity to consume branded and value-added products in 
rural areas. The marketing mix of many companies is now being tailored to rural tastes 
and lifestyles. Rural marketing is a two way marketing process that  includes the flow 
of goods and services from rural to urban areas and the flow of goods and services 
from urban to rural areas, as well as the flow of goods and services within rural areas. 

According to planning commission towns with population up to 15000 are 
considered as rural. According to LG electronics, “the rural and semi urban areas are 
defined as all other cities other than the 7 metros”. 

 
 

2. Attractiveness of Rural Market 
There are various factors which have made rural market viable: Large population, 
rising prosperity, growth in consumption, lifestyle changes, life-cycle advantages, 
higher market growth rate, improved commutation and less expensive rural marketing. 
Rural India is a major part of India’s domestic consumption. It not only has 70 percent 
of India’s population, but also has 56 percent of India’s income, 64 percent of its 
consumption expenditure and 33 percent of India’s savings. The rural share of 
consumer goods and durables range from 30 to 60 percent and sales to rural India are 
steadily growing.  

 
 

Table 1: Evolution of Rural marketing. 
 

Phas
e 

Origin Function Major products Source 
Marke

t 

Destinatio
n Market 

I Since 
independence 

Agricultural 
Marketing 

Agricultural Produce Rural Urban 

II Mid Sixties Marketing of 
Agricultural 
Inputs 

Agricultural inputs Urban Rural 

III Mid Nineties Rural 
Marketing 

Consumable and 
durables for 
consumption and 
production 

Urban 
Rural 

Rural 

IV Present Phase Rural 
Marketing 

Rural Retailing, Rural 
Services, Online 
business, etc 

Urban Rural 

Source: Krishnamoorthy R. (2007), Introduction to Rural Marketing, HPH, 
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Table 2: Statistics of Number of villages in India (based on Census 2001) 
 

Population No. of Villages % of total Villages 
Less than 200 1,14,267 17.90 

200=499 1,55,123 24.30 
500-999 1,59,400 25.00 

1000-1999 1,25,758 19.70 
2000-4999 69,135 10.80 
5000-9999 11,618 1.80 

Source: Tapan K Panda (2008), Marketing Management, second edition, Excel book, pp: 704. 
 
In 2006 rural market share of FMCG products is significantly very high and this 

has improved after different changes in dynamic rural market conditions as shown in 
Table 3. 

 
 

Table 3: Rural FMCG Market projections Source: Krishnamoorthy R.  
(2005), Introduction to Rural Marketing, HPH 

 

Category Growth 
(%) 

2001-02 2006 Rural 
Market 
Share 

Total Rural 
Share 

Total Rural 
Share 

Toilet Soap 13.40 9645 6021 18086 11291 62.40 
Body Talcum 
powder 

23.65 1445 793 4237 2292 54.10 

Toothpaste 23.50 3198 1441 9376 4140 45.10 
Cooking oil 10.91 20946 15731 35295 25806 73.40 
Vanaspati Oil 7.63 4549 2846 6648 4108 62.60 
Tea 10.97 8009 4955 13495 8337 61.90 
Health Beverages 28.54 60 5398 2110 39.8 39.80 
Electric Bulbs 9.40 354 1371 555 31.7 31.70 
Electric Tubes 10.15 74 308 121 38.7 38.70 
Cigarettes 13.09 9784 6422 18026 11879 65.60 
Packaged Biscuits 6.79 2862 1323 4014 1837 46.20 
Hair Oil/ Cream 30.85 300 179 1159 689 59.70 

 
 

3. The Rural Wallet 
27 percent of a rural customer’s income is spent on groceries. This is followed by 
about 13 percent on Agri inputs, 8 percent on medicines and health care and 7 percent 
on apparels and footwear. Thus the primary expenditure of a rural consumer is on 
satisfying daily physiological needs. The consumption surveys has also showed that 
groceries are bought in village shop itself but apparels, consumer durables and even 
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agri inputs are bought in nearby town or cities. The size of rural market, where 
utilization of tractors growing at 15 percent per annum while consumption of pesticide 
and fertilizes growth percentages are respectively 12 and 10. Non food item market is 
of 20,000 crore, these all clearly represent the size of rural market.There are 6800 
mandis, agricultural markets set up by state governments to procure agricultural 
produce directly from farmers. They are located in high production centre and serve as 
a good promotion place for all products and brands. There are about 47,000 haats, 
which are a major rural market system in India. These are congregations of buyers and 
sellers held at an appointed or customary location at regular time intervals. In addition 
25000 melas or fairs are held each year, usually at festival time at a holy place. (6800 
Mandis, 47,000 Haats and 25,000 Melas). 

 
 

4. Rajasthan: Highly potential rural market 
Rajasthan is a state with 3, 42,239 sq km geographical area (10.4% of total Land); 76.6 
per cent rural and 23.4 per cent urban population with 165 per sq km population 
density, 5.67% of total population. As shown in table 6 Rajasthan’s GDP is 215.5 
(thousand crore) 4.14 percent of national GDP. 

 
 

Table 6: Data related to Rural market potential of Rajasthan (2013)  
 

1 Gross Domestic product at constant price (2011-12) 215.5 
2 Per capita income (2011-12) 27421 
3 Population (2011) 6.86 Crore 
4 Population Density 201 
5 Percentage of urban population 24.89 
6 Literacy rate person/ Male/ female 67.06/ 80.51/ 52.66 
7 Sex Ratio 926 
8 Human development index-2007 0.710 
9 Number of Villages (Census 2001) 41, 353 

10 Rural population 43,267,678 
11 Number of towns 222 
12 Urban Population 13, 205, 444 
13 Average population per village 1046 
14 Rural literacy 56 
15 Working population percentage 46 
16 Human Development Index Rank (2001) 9 
17 Human poverty index Rank 30 (Rural), 29 (Urban) 
18 Rural population below poverty line 55.1 lakhs (13.7%) 
19 Income variation Rural State/ All India (Rank) 10693/ 9481; 6th 
20 Composition of per capita consumption expenditure: 

Rural (Food/ Non Food) 
59.5/40.5 (2000) 
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21 Growth in employment 1.4%  per annum 
22 Average expenditure on FMCG per Household 

Rajasthan/ West/ India (Rural) 
9.1%/ 3.9%/ 1.9% 

23 Type of house (permanent/ Semi permanent/ 
Temporary 

57%, 26%, 17% 

24 No. of Fair price shop 13675 (Rural), 4456 
(Urban) 

25 Haats in Rural India 261 
26 Average Sale/Haat/Day 85000 
27 Mandis (2004) 412 

 
Source: Report of BARC, Budget analysis Rajasthan center (2013) 

 
Major factors supporting the growth of rural market potential in Rajasthan are 

population growth, increasing per capita income, increasing education level, 
connectivity to market areas, Information Technology, availability of credit, banking 
facility, increasing no. of mobile in the state as well as nation, increasing supply chain 
linkages, new technology arrivals etc. all the factors are supporting the growth of Rural 
market potential of Rajasthan. 

 
 

5. Corporate Initiatives for Rural Marketing at State and National 
Level 

Rajasthan is one of the largest consumer markets in the India and rural market presents 
huge opportunities for creative marketers.  

Case:1  Ranga Sutra- Rangsutra is a company of a thousand artisans from 
remote regions of India – the deserts of Rajasthan, hill regions of Uttaranchal and 
Assam, with goal to ensure sustainable livelihoods for artisans and farmers, by creating 
top quality hand made products based on the principles of fair trade and a celebration 
of India’s rich craft heritage. Socially, craftspeople and artisans clubbed from some of 
the most disadvantaged communities, with very little opportunities for self 
development and growth. With the fact that artisans and craftspeople still retain their 
skills is a miracle, given the fast changing trends in the urban market, which are the 
mainstay of many, a rural artisan. Ranga-Sutra in association of Fab-India is designing 
traditional Rajasthani design based apparels from local artisans. RangaSutra took 
innovative steps for increasing the customer base as well as tapping tourist of 
Rajasthan. Firm designed a project with the help of Institute of Agri Business 
Management, Swami Keshwanand Rajasthan Agricultural University to sell their 
surplus produce in fairs and festivals such as International camel festival, organized by 
Rajasthan Tourism Development Corporation and District Administration. In this way 
firm was able to analyze the taste and preferences of customers and also taken 
suggestion from the management students for further development of business.  
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Case: 2 CFCL (Chambal Fertilizer and Chemicals Ltd.)-  Leading fertiliser 
supplier in the State of Rajasthan with Vast marketing network. Firm provides all 
Agri-products through a 'single window'. Products are Urea, DAP, MOP, pesticides 
and seeds. The products are sold under the 'Uttam' umbrella brand. 'UttamBandhan’ is 
a well structured farmer advisory programme to promote well-grounded farming 
practices, under this programme; the company organizes crop seminars, product and 
field demonstrations and farmer meets. Soil and water analysis is conducted for free at 
Chambal's laboratories and based on the results Chambal experts emphasize on the 
balanced use of fertilisers. Unemployed youth from villages are enrolled as 'Uttam 
Krishi Salhakars' and are trained in the latest farming techniques and provided 
specialised services to farmers. UttamRoshani is also an initiative by firm to invest in 
water harvesting, healthcare, rural infrastructure, education and women empowerment.  

Case: 3 ITC Limited- e Chaupal- ITC, one of the India’s largest corporations 
with a turnover of Rs. 26,000 crore (2008-09) has presence in tobacco, hotels, paper 
boards, foods, fashion retailing and commodity export. International business started in 
1990, is a division of ITC and is engaged in exports of a range of agricultural 
commodities. Launched in June 2000, ‘e-chaupal’ has already become the largest 
initiative among all internet-based invention in rural India. ‘e-chaupal’ services today 
reach out to more than 3,50,000 farmers growing a range of crops- soya beans, coffee, 
wheat, rice, pulses and shrimp- in some 3100 villages through 6000 kiosks across 
seven states (Madhya Pradesh, Rajasthan, Maharastra, Chattisgarh, Karnataka, Andhra 
Pradesh and Uttar Pradesh).  

 
 

6. Conclusion  
Rural markets are today important for all consumer product companies. This is because 
most urban markets are getting saturated. The intensity of competition in these markets 
impact the profitability of the firms. The rural markets have also gained prominence 
because of the socio-economic changes, which are sweeping rural India. These 
changes are being fuelled by the cable and satellite television as also by the internet 
and telecommunication. This has enhanced rural consumer’s awareness and 
aspirations. Also concerted attempts are being made by self help groups to generate 
incomes in the poor areas, which, in turn is helping create demand for products and 
services. For the rural consumer, access to product or service is more critical than just 
its ownership. Rural marketing therefore requires an innovative approach.  In India 
approximately 60% of population lives in rural areas, therefore improvement in living 
conditions in rural areas is essential for the development of the Indian economy. 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. Rajasthan is a state with 3, 42,239 sq km geographical area 
(10.4% of total Land); 76.6 per cent rural and 23.4 per cent urban population with 165 
per sq km population density. Rajasthan has rich potential in rural marketing & has 
still got tremendous opportunities to further explore them.  
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