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RURAL l\lARKKl'ING 
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~ Objt.-ctins: 
• To pro\'ide n con~pl\lal tmderst:uuiin£ 1..m 1hc RumlMarki:ting with spednl reference lo 

lndiun l'Onlcxt. 
• To crent~ :1wi1rencss about the :1pplil-:1bili1y of the concepls, techniques and prncesses 

ofinad.--eting in mml context. 
• To fumilinrizc with the SJX,'d:11 problems n:latei.l to s:1les in mml 111:1rke1s. 

Outcomts: 
Tb, student should be able to: 

► Highlight the chnn1creristics of lndi:m rural nmrkets nnd describe the differences between 
runll und the urban 1:.~onomy 

► Analyze the rondblocks of Indian ruml market and udvoente solutions for the problems of 
rural markets. 

► Emphasize the different strJtegies ndopled by Jndim1 comp:mies for mrnl markets. 
► Apply the stmtcgies to be udopted for intluencing the mml consumers. 

Unit 1: (8 Hours) 
Introduction to Indian Rur11l Market.Ing: Definition, scope of mrnl marketing, concepts, 
classification of rural markets, rural vs. urban mnrkets. Rum! marketing environment: 
Population, occupation pnttem, income ~enerution, locution of rural population, expenditure 
pattern, literacy level, lm1d distribution, lnnd use pattem, irrigntion, dcvclopnient programs, 
infrastructure fucilities, rural credit institutions, rural retail outlets, print medin in mrnl nreus,mrul 
areas requirement, rural demand nnd mrul market index, problems in mml marketing. 

Unit 2: (8 Hours) 
Rural Consumer bch11,1iour: Consumer buying behnviour models, Factors nffecting 
ConswncrBehnviour, Social factors, Technological Fnctors, Economic Fnetors, Political 
Fnctors,Clmrncteristics of Ruml consumer- Age nnd Stages of the Life cycle, Occupation and 
Income, 
Economic circwnstances, Lifestyle, Personality nnd Bmnd Belief, Info111111tio11 Search and 
prepurchnsc Evaluntion, Rise of Consumerism, Consumer Buying Process, Opinion 
LendershipProcess, Diffusion of Innovation, Brand Loynlty. 
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Re1earchlr1g Rural Market: Scnuitizi ttg rurn l lfWtkt;1, l112.;e~rr;f1 d$1Y.Ji>" tt:!etet/lJI-; 
framc,J<c11carch approach, Diffuuion of' innov,,tiori, IJ1:wl11rtntmf ~tut/ /,;:.;., J'IU-1 ~{!fiftl'dd,, 11f~ 
need forPRA , Sampling, Operational 1111pcctH 111' d:ita collcctim1, 

Unit 3: (fi HtnlflJ 
Rural Marketing of FMCG',: lndfon l'MCU indw:try, ehM~ct;,-rhtit'A- of' fflfli;;,n VMf1/1 
scctor,Challcngc11 in the l'MCU in<luHtry, I< urnl Mark1:ting of' FMCO's;: ~ lt/;t t:iv;. WJ1H1.;,t 
Rural Marketing of Com,umtr durable#: lMiUCil rclat,.xl tt, G<lfl~,Umf;T' dtJriM;;,~ to it~ 
ruralmarkct, Rural Marketing of Com,umcr du niblc;i: SclC(..1 cai:1.: '-:Wdic::-
Rural marketing of financial MtrvJcc,i: Marh1ing 1Jnjcctivc1; ,ir11J a(f(tfrn,1211;-::, !~11,Auw/r; uf 
ruralbanking after independence, Cha llcng.cH in markl.1ing for bar,kini w,,1/0,:p; ir1 m1:,J

1 

opportuniticsfor banking in rural arca11, mark(..1ing 1,tratc.gjc,i f't;r banldni $'~"1"(/J(:).;,-,, 

Unit 4: ( J (J lfoun ) 
Marketing of agricultural Input#: Jndian tractur indwstry: A !Jrid' ,Ncrvl&·w, (_,~Jk;r;gt7-:, 
forlndian tractor industry, factorn suggesting b<-1tc.r future prozpcct~ for trww.rr ir.,d,p.u-; , 
markctingstratcgics for tractor indui1try 
Fertlliur industry In India: Mark'-1ing of fortiliu-r indu,itry, cl<tS:.11ific.aloo ,,f ft:rtilbn 
industry,Challcngcs for mark(..1ing of fortilizcr industry, markl.-ting ;,,trw.;gj!:':) fur f';t"Jlru.::r 
industry. 
Indian agrochemical market: Markc:.1ing '--nvironmc:.-nt far agrochcmicah in lr1'ii'1.. 
factorsaffecting agro chemicals marh-t growth, structural challeng,e-:-.! f~ lrt Jr~ 
agrochemical industry, marketing stratcgfos for agro chcmlcalsi. 

Unit 5: (8 JfounJ 
Marketing of agricultural produce: Profiling of Indian agricultural prod~ 
rnark:eting,challenges in marketing of agricultural produce, Strategies to proroot.c rnarb:ting af 
agriculturalproduce 
Marketing of rural artisan products, Characu.-ristics of Indian handic-rafl<t indust,y, ChaJleng...~ u,r 
rural artisan sector, Government policy towards handicrafts sector, marketing strategi~ for the 
development of rural artisan sector 
Corporau sector In agri-bu1ines1: Reasons for increased interest of corpor.ae !-eCtOr' in 
agribusiness, opportunities, in the agri-business, benefits of corporate driven agri--bwif)(:$J 
system involvement of corporate sector in agri-bus iness 

Unit 6: (14 Houn) 
Dbtrlbutlon Strategy: Introduction Accessing Rural Markets, Coverage Sta:tw in Rural 
Markets, Channels of Distribution, Evolution of Rural Distribution Systems- Wholesaling, Rural 
Retail System, Vans, Rural Mobile Traders: The last Mile Distribution, Haats/Shandie5, Public 
Distribution System, Co-operative Societies Behaviour of the Channel, Prevalent Rural 
Distribution Models- Distribution Models of FMCG Companies, Distribution Model of Durablt: 
Companies, Distribution of fake products, Emerging Distribution Models- Corporate -SHG 
Linkage, Satellite Distribution. Syndicated Dis tribution, ITC's Distribution Model, Petrol ~ 
and Extension counters, Barefoot agents, Agricultural agents, Agricultural input dealers, Other 
channels, Ideal distribution model for Rural 
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