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Abstract 

The Indian rural market is growing at tremendous pace. 

Many big companies have entered in the rural market, 

altered their marketing strategies and reaped benefits. 

Many companies are exclusively setting up new 

department with dedicated team to learn how to penetrate 

and capture this growing market. There are a number of 

issues and challenges before the marketers in designing an 

advertisement strategy specifically keeping in mind the 

needs and wants of the rural customers. This paper is an 

attempt to to find out the most effective medium of the 

advertisement in rural areas nearby Panipat (Haryana). 
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 Introduction 

The Indian market has expanded in the last few 

decades. Earlier the companies focused their efforts in 

fulfilling the requirements of urban consumers. But today 

the focus of the marketers has shifted towards the rural 

India, which is the real bazaar for the marketers. Big 

companies are adopting new marketing strategies to reach 

this huge and largely untapped market. Rural India is 

emerging as a large market for a number of goods and 

services – be it a consumer good or a white good or a 

financial service. Different companies have devised 

different strategies to reach the rural masses. Companies 

like HLL, P&G, Britannia, Coke and many more, have 

chosen rural India as the field for battle. Companies are 

offering free gifts to increase the awareness of their 

products in the rural areas. For example a few years ago 

many companies congregated on the banks of the Ganga 

for the Kumbh Mela festival which attracted 30 million 

people over a span of a month, the majority of which were  

from rural areas. Colgate-Palmolive had distributed free 

tubes of herbal toothpaste at the festival to villagers who 

traditionally used a neem tree branch to clean their teeth. 

Hindustan Lever also had marketed its Lifebuoy Soap and 

handed out glasses of Brooke Bond tea there. All these 

marketing strategies were proved to be extremely effective 

in reaching to the rural market. 

There is doubtless potential that’s yet to be 

unlocked in most of rural India, and marketers can do so 

by finding more cost effective ways to penetrate deeper 

even as they strive to make their products more affordable. 

McKinsey and Co. predicts that given the right investment 

in rural infrastructure, the rural market may be worth $500-

600 billion by 2020. Industry body by ASSOCHAM 

projects that growth in the FMCG segment is likely to be 

driven by increased consumption in rural and semi-urban 

areas, and it is contribution from these regions that will 

propel the industry to a market size of Rs 1,23,363crore by 

2015 from the present figure of Rs.70,000 crore.  

The success of companies like HLL, Parle, Cavin 

Care, LG, ITC etc. in tapping the rural markets is 

validation that a market exists in rural India. HLL, for 

instance, flagged off Project Shakti primarily to reach out 

to the villages its conventional network can’t. Today 

Shakti goes into 100,000 villages, and the company is 

targeting half-a-million villages by 2015. 

Advertising plays a key role in promotion of the 

product. The problem before the marketer is to find out a 

common path for this huge magnitude of rural masses with 

varied social, cultural background and speaking a few 

hundred dialects.  

Traditionally, advertising always ignored rural 

India. Except for fertilizers, tractors, water pumps, 

insecticides and seeds. It was very rare to find rural images 

in any advertisement. Even if it was, it was highly 

stereotyped. There was no direct interaction with the 

prospective consumer, only few selected rural distributors 

and retailers had taken up the responsibility for the rural 

market. Before the penetration of Television and other 
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media, advertisers had very limited alternatives form of 

advertising for promoting their brands. So marketers 

mostly relied either on print media or radio as tool of 

communication. Though some years ago, rural market was 

not given enough importance by the companies, but now 

the things are definitely changing. The companies have 

accepted the challenges of educating the rural market and 

enhancing their profits. For example the advertisement of 

Coca-Cola using rural settings featuring Aamir Khan has 

revolutionized the advertisement industry. Now more 

companies have focused on rural flavor in their 

advertisements. 

To communicate efficiently with rural audiences, 

it is important to understand the aspiration, fears and hopes 

of the rural customers in relation to each product category 

before developing a communication package to deliver the 

product message. 

While we may have a national strategy, we have 

to act locally. This means that we have to develop special 

creative aimed at homogenous rural segments and these 

may be quite different from urban market communication 

approaches. In the area of communication, corporate 

marketers have perhaps failed to recognize that a rural 

consumer may be buying a particular brand or even a 

product category (particularly durables) for the first time. 

With hardly any key influencer with in the village and few 

sources of information (since print/electronic media have 

limited reach) the rural consumer feels inhibited and ill 

equipped to buy confidently. Hence, there is a strong 

needed to build reassurance and trust about the product 

quality, service support and company credentials in the 

mind of rural consumers. 

This is best done through the face to face below 

the line, touch, feel and talk mode at haats, melas and 

mandis. Rural people have evolved this system of selling 

and communicating that have served them well for 

centuries. 

. 

 Strategies of Rural Advertising 

Promotion is a part of marketing mix. Advertising is 

the major promotional activity in marketing strategy. In 

case of rural advertising, we can use the terms “promotion” 

and “advertising” interchangeably, however, they are not 

the same. Advertising ultimately needs to establish what is 

called “mind share”. Mind share is nothing but the status a 

brand can achieve when it coexists with deeper, more 

empirical categories of objects. Surf, for example, can 

distinguish itself as a washing powder. But, because it has 

gained mind share amongst consumers, it is frequently 

used as a term to identify any washing powder. But now 

the trend has changed. Advertising becomes the core part 

of marketing. The advertising strategy for the rural areas 

through different existing media broadly revolves around 

three strategies. Those are: 

 

1 Influencer Strategy 

1. Participatory Strategy  

2. Show-and-Tell Strategy 

 

1. Influencer Strategy:  

The role of the opinion leader or influencer in 

marketing communication cannot be ignored as 

far as rural India is concerned. Similarly, the 

advertisers use different community participation 

based marketing. To have a long lasting effect of 

a campaign, the advertiser endorses 

“influencers”(religious leader, school teacher, 

registered medical practitioner or protagonist) of 

the community to be brand ambassadors for the 

product. The influencer aces as the friend and 

guide in this process and hence, needs to be 

managed effectively through promotion programs 

and incentives to promote the brand of a 

company. They will be briefed about the 

uniqueness of the product as well as brand 

benefits. The success of the advertisements 

actually depends on the influence of different 

influential people or events in the villages to put 

across the message powerfully with more effect 

and purchase intention. 

 

2. Participatory Strategy:   

The best place to seek the villagers’ participation 

is the events like different games and sports 

competitions, where they always try to have visit. 

These events actually have a high participation 

level in the rural India as compared to other 

sources of entertainment. In this strategy, the 

advertiser get an opportunity to interact with 

consumers, study their psychology and their 

views. Sometimes, advertiser gets a clue to 

develop their theme of the advertisement from 

these events. So, these events and shows offer 

great opportunity to reach rural India cost-

effectively. 

 

 

3. Show-and-Tell Strategy:  

Many brands have adopted different ways to 

educate the rural consumers about the usage of 

the product. Show-and-tell is an appropriate 

strategy for the rural mass to convey the message 

about the product. The shows and events are the 

proper place to prove your brand and your 

promise in front of the rural consumer. This is 

proper way to create a concrete belief towards 
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your brand. Live demonstration works better than 

any other promotional activities. Just think about 

the Wheel’s show-n-tell strategy. Wheel was 

successful by demonstrating the efficacy of the 

products. First the demonstrator adds wheel 

detergent powder to a bucket of water and 

collects a glass of water from that bucket. In the 

next phase, he soaked dirty clothes from the 

community for 20-30 minutes and again collects 

another glass of water from that bucket. Now it is 

time for comparison. Then he compares the glass, 

which contains dirty water, with the previous with 

his promotional message. This demonstration 

creates brand awareness. This “seeing is 

believing” type is the best interactive medium you 

could have seen in rural areas.  

 

 Challenges In Rural Marketing 

 

 Poor Infrastructure: Only 40 percent of the 

villages have access to good roads and 

although on paper 90 percent of the villages 

ate electrified, only a third or the rural 

households have electric connections. 

 

 Poor Availability of Shops: Around 30 

percent of the villages have no regular shops, 

forget about proper distribution chains 

 

 

 Poor Literacy Rate: According to Census 

2011, rural literacy was at 68.9 percent 

against urban literacy of 85 percent 

 

 Poor Media Penetration: Only 57 percent of 

the total rural households have access to mass 

media of any kind. Of these, 23 percent have 

access to print media and 36 percent to TV. 

 

 

Review of Literature 

 According to media release by HMC Communications, the 

comprehensive study provides a full picture of farmers’ 

media habits. “It’s the largest study of its kind to be 

conducted and provides some extremely valuable 

information, along with some fresh insights”, says King St 

CEO, Chris Williams.  

“If you think farmers are behind the times as an audience, 

you need to think again. Radio, TV and print are still going 

strong but it’s in digital media where we saw some big 

moves, particularly with the under 40s,” says Williams. 

“And rather than being behind, they are ahead in some 

instances.”  

The big three traditional areas of TV, radio and print are 

still very highly used across all segments:  

- 95% watch TV daily 

- 87% read the newspaper daily 

- They all read the rural publications; all have a weekly 

repertoire  

- 82% listen to the radio dailyBut a close look at the 

findings reveals a changing landscape and the emergence 

of a smart, digitally savvy, connected audience with a wide 

media repertoire and hunger for knowledge and 

information, reflecting their 24/7 work life.  

Some of the digital numbers include:  

- 95% have some form of digital TV 

- 72% have SKY TV (compared to 49% for the rest of the 

country) 

 

- 92% have internet access – 73 % have a high speed 

connection 

 

- 55% belong to a social networking community  

 

- 70% read the news online daily. 

Sirs,K.M.(2012) There certainly is a place for premium 

products, but consumers in rural market for those products 

are scattered and difficult to reach. Therefore, such 

products can be left to be bought from the nearest urban 

centre. The attraction of rural market is in their size as 

mass markets. Those who design products for such mass 

markets will prosper and grow rapidly.  

Mehir Baidya, Bipasha Maity, Kamal Ghose, (2012) 
Results reveal that all the marketing mix variables have 

significant relative contributions to sales in both the cases. 

It is also found that advertising does have significant short-

term and long-term effects on adjusted sales for both the 

brands. 

Saravanan,K.S.(2012) The result of the research has 

revealed that the rural people were highly preferred only a 

few advertisements like fast moving consumer goods, 

textile showrooms,jewellery showrooms, home appliances, 

two wheelers andmobile phone services because they are 

the products largelyaired in Television. The rural people 

are scattered in many areas, and differ in their languages, 

behaviour and cultural values. Therefore, before framing 

the advertisement, the advertiser should concentrate on the 
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geographical features of the areas of the viewers in a 

particular state. The factors in 

TV advertisements are classified as relevancy of 

information, truthfulness of information, accuracy of 

information, creativity and presence of celebrities. These 

factors equally influenced the buying decision of the rural 

people. 

 

Objectives of the Study 

The basic objective of the paper is to find out the most 

effective medium of the communication  in rural area. 

Besides that we want to find out that in case of T.V., which 

channel they prefer most. In case of newspaper, which 

newspaper do they like most and also study their attitude 

regarding the different communication channels. 

 

Research Methodology 

The paper is based on the exploratory cum descriptive 

research and almost relied on primary data, which has been 

collected, by the designing a schedule. Total number of 

respondents were 100 which is based on convenient 

sampling method residing in the near by villages of Panipat 

(Haryana). The simple percentage analysis has been used 

to analyze the data.  

 

Findings 

1. Majority of the respondents(60%) preferred 

television rather than newspaper, radio and other 

means of communication. Most of the 

respondents, who were in favor of T.V.  lie in 

younger age group and elder one preferred the 

radio.  

 

2. In case of T.V., more than half of the 

respondents(58%) prefer channels other than Zee 

T.V., Star Plus and Doordarshan. In the other 

channels of the respondents preferred sports 

channels like ESPN, Ten sports, Star sports, etc. 

and they belonged to young age group category. 

The Doordarshan is preferred by the upper age 

group persons and Star plus by the female 

respondents. 

 

 

3. Most of the respondents(79%) do not like the 

advertisement between the programs. The rest 

21% who like the ads between the programs 

almost include school going students and ladies. 

 

4. Among the print media, newspapers are the most 

preferred medium and few respondents(10 % )did 

not respond  to the question due to their illiteracy. 

 

 

5. Around 66% respondents are newspaper 

subscribers and the newspapers in demand are 

Danik Bhaskar, Danik Jagran and Punjab Kesri. 

Out of these three around 55% subscribers read 

Danik Bhaskar. 

 

6. 48% respondents have the opinion that their 

purchase decisions are almost influenced by the 

advertisements. 44 % said that they are influenced 

by the advertisements rarely. 

 

Conclusion: 

By analyzing the schedules filled by our enumerators we 

can conclude that in case of rural marketing ,Television 

has proved as the  most effective means of communication 

The advertisements of the product related to youngsters 

should be shown on the sports channels while products 

aimed forwards women should be shown on Star plus and 

general channels. The old age person almost relies on 

radio.   
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