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Abstract 
Rural markets in recent years has acquired significant attention of  marketers. Increase in 
purchasing power of rural communities and  also urban markets  becoming highly competitive 
for Consumer goods have shown opportunities for rural market. Now rural areas are 
consuming large quantity of  consumer goods and rural markets are offering opportunities of 
large untapped market for FMCG companies. There is a large scope of improvements in the 
social life of rural consumers because of increase in their disposable income.  ‘Rural 
Marketing’ as a strategy is being used to exploit these markets. Many FMCG companies are 
entering into the rural markets to penetrate and create awareness among the consumers. These 
companies are heavily introducing small sized SKUs of different categories of products. This 
paper tries to empirically study the consumer behaviour towards the small sized SKUs of 
different brands and different attributes which affect the purchasing power of consumers in 
rural markets.   
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1. INTRODUCTION 

1.1 Introduction to Rural Market   
Rural market has been the area of opportunities and challenges for Indian FMCG corporates. 
The  vast size and demand base for more than 60% of the consumers of FMCG products are 
in rural market. Rural India contributes to over half of the GDP of India.   
 
The rise of rural markets has been the most important marketing phenomenon of the 90s. It 
has provided volume growth to many companies while many have been trying to get a grip on 
rural markets.  
 
Socio-economic changes in the villages have led the villagers to think of material well-being. 
This change in attitude of Indian people in rural areas is rampant across the nation. The 
expansion of rural market is very important for economic development of the nation. The 
changing scenarios have demanded corporates to ‘Go Rural’. Evolution of Rural Market. 
Badugu and Chauhan(2011) 
 
India over the years has seen a significant growth in purchasing power, change in 
consumption pattern, increase in brand consciousness, change in lifestyle, improvement in 
infrastructural facilities and spread of communication network in the rural India . 
Singh(2013). These changes and improvements have resulted in shifting the marketing 
battlefields to villages.   

1.1.1 Phase 1 (Before the 1960s) 
Prior to the 1960s, the term ‘rural marketing’ referred to marketing of agricultural inputs in a 
rural market and rural products in rural and urban areas It was considered synonymous with 
‘agricultural marketing’. Agricultural produces like food grains & industrial inputs like 
cotton, sugarcane, etc. were the primary products marketed during this period.  

1.1.2 Phase 2 (1960s-1990s) 
Green Revolution brought in scientific farming practices in India. Better irrigation facilities, 
use of high-yield variety seeds, use of better agriculture inputs like fertilizers and pesticides, 
coupled with application of machinery implements like tractors, pump sets, power tillers, 
harvesters, & sprinklers resulted in the exponential growth of agricultural production.   
 
During this phase, apart from conventional ‘agricultural marketing’, a new area –‘marketing 
of agricultural inputs’ – emerged.  

1.1.3 Phase 3 (1990s-2000s) 
During the first two phases, the marketing of consumables and durables to the rural markets 
was not considered seriously. Following were the reasons:  

• The potential of rural market was not visible. Rural market was not sizeable enough to 
attract the attention of marketers.  

• Lack of infrastructure made rural markets very inaccessible.  
• FMCG companies were focused on meeting urban demands.  

 
However, from 90s Industrial sector gained strength with the transition of agricultural society 
into Industrial one. Parallally, increased efforts of central and state governments for rural 
development led to socio-economic progress.  
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1.1.4 Phase 4(After 2000s) 
With the success of projects like Project Shakti, e-choupal, Rural marketing became important 
part of MNCs. The companies which for a long time had been serving Urban India began 
entering rural markets.  
 
Government initiatives like loan facilities for farmers, employment facilities, rural 
infrastructure development programmes etc. have served well for the development of rural 
market.  

1.2 Need for Companies to Go Rural  
Rural India is emerging as a large market for a number of goods and services – financial 
services, healthcare, education and telecommunication. Following are some of the reasons:  

1.2.1 Saturation of Urban Markets 
Stiff competition in the urban markets with wide variety of product choices has made it 
difficult for companies to maintain the market share.  

1.2.2 Untapped Rural Market 
With only 15% of the villages tapped so far, there is a huge untapped market present before 
the companies. This huge market stands with the rural population of more than 700 million 
people.  

1.2.3 Increasing Disposable Income 
Good monsoons have raised incomes of farmers. Non-farm sector now accounts for more than 
50% of the rural income. It is a market that corporates cannot afford to neglect.  

1.2.4  Impact of Media 
The growing reach of electronic media has bought changes to the lifestyle of rural consumers. 
TV advertisements of soaps, beauty products have attracted rural consumers.   

1.3  Small Size SKUs in Rural Markets   
The overall framework of marketing small SKUs in rural markets necessarily focuses on 
delivering the product at the right price, using effective means of promotion, making sure that 
the product is available at the right place on right time, selecting the most appropriate method 
of distribution and building long term relationship with the customer. The FMCG companies 
are striving to meet the consequent challenges of Availability, Affordability, Acceptability, 
and Awareness. (The 4 A’s). Shah and Desai ( 2013 ). 

1.3.1 Affordability 
Rural customers need to be offered with affordable FMCG products due to low disposable 
incomes of such customers. Offering products in small sized SKUs at a lower price is the 
most common strategies adopted by FMCG companies to penetrate rural markets. Introducing 
smaller SKUs in rural markets is one of the strategies to help increase product penetration, as 
acceptance to try these products would increase due to a lower prices. Smaller packs are more 
affordable, so they offer consumers a chance to try out products before elevating to a larger 
pack. Most FMCG companies have reduced SKU by launching sachets or small size packs of 
soaps, shampoos, body care products, washing powders and even eatables like butter, 
chocolate drinks etc. to boost consumption and increase affordability for consumers.   
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1.3.2 Availability 
Companies adopt a variety of means such as direct selling, using company delivery vehicles, 
and setting up of temporary stalls in rural gathering (melas) , syndicated distribution between 
non-competitive marketers etc. to make their products available to the rural customers. 
Delivering the product to the rural consumers can be a challenge. Offering smaller SKUs to 
the rural customers helps organizations with the issue.  

1.3.3 Acceptability 
There is always a need to offer products that suit the rural market. FMCG Companies like 
Nestle and GlaxoSmithKline consumer Healthcare (GSK) have launched products especially 
for rural markets. The new variants are being developed especially for the rural markets to 
provide low-cost products/meals to the consumers  

1.3.4 Awareness 
In order to create awareness in rural markets, events like fairs, weekly Haats, social gatherings 
etc. are the best communication venues. Glamorous shops, Cinema vans, painted walls and 
wells are other media vehicles that have been utilized to increase brand and pack visibility. 
Small packets or sachets serve better to create awareness of the company’s products. They can 
be communicated through small canopies, or at small general stores and can be provided as 
free samples. Many FMCG companies have provided small packets/sachets of shampoos, 
soaps or talc as free samples or at minimal introductory prices.   

2. OBJECTIVES OF THE STUDY:   
a) To study the Rural Marketing of smaller SKUs/ sachet products and its influence on 

buying behaviour of the selected rural respondents from rural market.  
b) To study various factors and their impact on the rural consumer buying behavior . 

2.1 Scope of the study:   
A lot of work has been done on various aspects of rural marketing. Hence, it was felt 
necessary to make a humble attempt to study the consumer buying behaviour with respect to 
small size SKUs of FMCG goods in rural markets. 

3. METHODOLOGY 
Primary data was collected with the help of a structured questionnaire. First the questionnaire 
was developed. After pilot testing, a study was conducted on a sample of 90 respondents in 
the rural areas of Dewas District in Madhya Pradesh. The sample was taken keeping in mind:  

a) Study of urban influence on consumer buying behaviour, the areas which were 
closer to urban city Indore.  

b) Areas where different brands and different categories of products were available.  

4. RESEARCH DESIGN 
The research design used was descriptive research design, which  was made on convenient 
random sample. 
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4.1  Questionnaire 
The questionnaire was prepared keeping in view the objectives of study. Different questions 
were so arranged that field information is collected from the consumer awareness on brand of 
different FMCG products, Brand Loyalty, preferences of brand/brands. Questionnaire 
contained Closed Ended questions which were used for descriptive study. 

4.2 Field Study 

4.2.1 Source of Data 
The study is based on Primary as well as secondary data.  

4.2.2 Size of the Sample 
The sample comprised of 90 respondents  

4.2.2 Collection of Data 
The primary data was collected through a questionnaire 

5. RESEARCH  DATA 

5.1 Brand Awareness in Rural Areas  
          Table 1: Brand awareness of small packets of soaps, No. of respondents -90  
 

Soap Brand  No. of Respondents 

Lux  53  

Cinthol  28  

Life buoy  63  

Santoor  46  

Medimix  36  

Rexona  44  
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Table 3: Brand awareness of small Biscuits packets, number of Respondents - 90. 
 

 

 

 

 

 

 

 

Biscuit Brand  No. of Respondents 

Parle G  68  

Krack Jack  46  

Tiger  53  

Monaco  48  

50-50  34  

Marie  21  

Table 4: Brand awareness of washing powder sachets/ packs, number of Respondents - 90. 
 
 

Washing powder 
brand  

No. of 
Respondents  

Ariel  36  

Surf Excel  43  

Tide  21  

Rin  50  

Wheel  57  

Nirma  63  

 
 

 

 

 

 

 

 

Table 5: Brand awareness of washing soap small cakes, number of Respondents - 90. 
 
 

Washing soap 
brand  

No. of 
Respondents  

Rin  48  

Wheel  67  

Nirma  70  

Surf Excel  35  

555  28  

Tide  22  
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Table 6: Brand awareness of small packet Face Powder, number of Respondents - 90. 
 

 

 

 

Face powder 
brand  

No. of 
Respondents  

Ponds  76  

Emami  30  

Boroplus  53  

Cinthol  41  

Santoor  48  

Others  22  

 
 
 
 
 
 
 

5.2 Brands Purchased in Rural Area  
Table 7: Brand purchased in small SKUs of soaps, No. of respondents -90 

 
 

 

 

 

 

 

 

Soap Brand  No. of Respondents 

Lux  54  

Cinthol  28  

Life buoy  62  

Santoor  46  

Medimix  41  

Rexona  45  

 

Table 8: Brand purchased in small SKUs of Hair Oil, number of Respondents - 90. 
 

 

 

 

 

 

 

 

Hair Oil Brand  No. of Respondents 

Navratan  52  

Parachute  64  

Bajaj Almond  38  

Vatika  44  

Keo Karpin  32  

Amla  40  
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Table 9: Brand purchased in small Biscuits packets, number of Respondents - 90. 
 

 

 

Biscuit Brand  No. of Respondents 

Parle G  71  

Krack Jack  42  

Tiger  57  

Monaco  48  

50-50  33  

Marie  19  

 

 

 

 

 

Table 10: Brand purchased in washing powder sachets/small packs, number of Respondents - 
90 

 
Washing 

powder brand  
No. of 

Respondents  

Ariel  29  

Surf Excel  37  

Tide  20  

Rin  45  

Wheel  75  

Nirma  64  

 

 

 

 

 

 

 

 

Table 11: Brand purchased in washing soap small cakes, number of Respondents - 90. 
 

 

 

 

 

 

 

Washing soap 
brand  

No. of 
Respondents  

Rin  41  

Wheel  73  

Nirma  67  

Surf Excel  40  

555  28  

Tide  21  
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5.3 Reasons for Purchase of small SKUs of Brands  
 

 

5.4 Brand Loyalty of consumers in Rural Markets 
 

 Product  Not at all  Rarely  Sometimes  Always  
Soaps  17  35  24  14  

Hair Oil  11  18  36  25  
Biscuits  14  14  39  23  

Washing Powder  18  30  25  17  
Washing Detergent Cake  24  35  16  15  

Face Powder  13  23  29  25  
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6. DATA ANALYSIS 
 Based on the data collected on Top of the Mind Awareness (TOMA), product wise brand 
awareness, Brand purchased and Brand loyalty following inferences can be drawn:    

6.1 soaps category 
In soaps category, awareness of the product will match the purchasing behaviour. The 
attributes like price and fragrance dominate in minds of customer when they make a purchase. 
Therefore companies should look into promoting low cost small pack soaps for the rural 
markets.  

6.2 Hair oil category 
In Hair oil category, awareness of the brand does not really results in purchase of it. 
Availability of the product is the most important attribute in the mind of customers. Rural 
customers are ready to accept different brands of hair oil. Price does have a role to play, 
therefore FMCG companies should make sure that the small SKUs of their Hair oil products 
are available in the market  

6.3 Biscuits 
In Biscuits, consumption is less in rural markets. Consumers mostly buy loose products which 
are available in nearby shops like salt biscuits, Osmania biscuits etc. Though Parle G and 
Tiger biscuits register good sales due to their low prices. Small packets of biscuit products 
have helped FMCGs to provide low cost products.  

6.4 Washing powder category 
In washing powder category, Wheel and Nirma dominate in the sample rural markets regions. 
Small sachets of these products have helped companies to register good sales. Brands like 
Ariel, Surf Excel and Tide too have launched sachet for rural markets, but rural customers 
consider availability and price as the main attributes while purchasing washing powders. 
Wheel and Nirma have an edge over other brands in these attributes.  

 6.5 Washing soap category 
In washing soap category, Wheel and Nirma dominate the selected rural market. Here the 
customers pay more importance to the price of the product then availability. Since Wheel and 
Nirma offer low priced small pack products, they have an edge over their counter parts.  

 6.6 Face Powder category 
In Face Powder category, Pond’s, Cinthol, and Santoor dominates the market. General 
consumption of these products is low. Fragrance and price are the important attributes 
considered while purchasing. Since consumption is low and price is an important factor, small 
SKUs of these brands play important role in improving awareness and sales of the brand.  
 
The trend of sticking to a single brand has seen a shift in rural markets these days. Consumers 
today are ready to try other brands and readily shift from one brand to other. Still in case of 
hair oil and biscuits, we can see that consumers are sticking to a brand, but not in the other 
four categories.  
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7. CONCLUSION  
From the market research and study of consumer behaviour, we can conclude that rural 
markets are changing rapidly. Rural market in India is growing at a fast pace and FMCG 
companies have a golden opportunity to improve their footprint in rural markets. Some 
FMCG companies have realized the growth in rural markets early and have several strategies 
at their disposal, with respect to width, depth and consistency of its product mix.   
 
FMCG companies are employing different product strategies in the rural markets. One such 
product strategy discussed by us is Small Size packaging. Almost all FMCG companies have 
come out with small packets and low price varieties. Rural customers have begun accepting 
different categories of products and are ready to try different brands today. Though FMCG 
companies have come out with small SKUs, sachets of their brands but yet not many have 
been successful in creating an impact in the rural markets. While, at the same time, some of 
the brands through their sachet marketing or introduction of smaller SKUs have improved 
their market share, increased their sales and penetration in the rural markets. One such 
example is Chik shampoo of CavinKare.   
 
Through the market research and study of consumer behaviour, I have tried to explain how 
different attributes affect the buying behaviour for small SKUs of products. FMCG 
companies have launched small SKUs in rural markets with the major motive of creating 
awareness about the brands and their products in the minds of customers. In order to be 
successful, FMCG companies need to study the buying behaviour of customers for different 
categories of products and then accordingly decide their marketing strategies. Many FMCG 
companies have failed to realize this. Also, through the study we have found that awareness 
of the product need not result in purchase of the same. Affordability and availability of the 
product also play an important role in the purchasing decision of a rural customer.  
 
Presence of smaller SKUs of brands are shaping the future of FMCG companies in the rural 
markets. Consumers are readily accepting the brands in sachets or small pack forms. 
Organizations need to pay more attention to marketing of smaller SKUs as they are improving 
sales and market share of the companies apart from creating awareness about the brand, for 
which these small SKUs were launched at the first place.  

8. LIMITATIONS OF THE STUDY 
8.1 The sample of the survey was limited to a small area in Madhya Pradesh( India)  due to 

the limitation of time.  
 

8.2 The findings are majorly based on personal observation and hence there is a possibility 
of biased analysis which is subjective in nature.   

 
8.3 Region: Since the area under primary research was Dewas district of Madhya Pradesh, 

therefore the findings should not be considered as a representation of the entire 
population and the diverse geographical factors in India.  

 
  

8.4 Sample size: The sample size of 90 consumers is relatively small and all the findings are 
based on this size, as a result all conclusions made and suggestions recommended are 
strictly based on the responses of the above mentioned sample size  
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8.5 Unequal demographics: The majority of the respondents belonged to the age group of 

30 to 40 and hence findings are mostly limited to the same age group 
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