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Abstract: Rural Markets have no heritable significance, as overall growth of the economy and 

positive policies in favour of rural lots have resulted into substantial increase within the getting 

power of individuals in rural areas. The economic retardation has adversely affected the urban 

organized retail, particularly the producing and services sector that has successively over-involved 

the urban market. On the opposite hand, its rural counterpart is prospering. Rural square 

measures are overwhelming massive quantities of commercial and concrete factory-made 

merchandise. During this context, a special selling strategy, namely, 'rural marketing' has emerged. 

The worry of joblessness and financial condition has created the urban client additional cautious 

regarding his expenditures about housing, cars and even FMCG product. 
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Introduction: 

Rural Markets have nonheritable significance, as overall growth of the economy and positive 

policies in favour of rural lots have resulted into substantial increase within the getting power of 

individuals in rural areas. The economic retardation has adversely affected the urban organized 

retail, particularly the producing and services sector, that has successively over-involved the urban 

market. On the opposite hand, its rural counterpart is prospering. Rural square measureas are 

overwhelming massive quantities of commercial and concrete factory-made merchandise. during 

this context, a special selling strategy, namely, 'rural marketing' has emerged. The worry of 

joblessness and financial condition has created the urban client additional cautious regarding his 

expenditures about housing, cars and even FMCG merchandise. Marketers, today, have 

accomplished that there's a large potential within the rural market, and have started finalizing 

methods during this space, Rural Market, have fostered the expansion of industries like cars, 

cement, client natural philosophy, textiles, telecommunications and fast paced goods, among 

others. This paper has been ready primarily with a read to specialise in study of the standing of 

rural selling within the gift situation as compared to its urban counterpart; to check the 

explanations accountable for the booming rural markets; numerous|the varied|the assorted} 

opportunities waiting to be exploited and challenges nonetheless to be met go in this space of rural 

selling and to supply various suggestions during this regard. 

 

Review of Literature: 

(Lawrence and Lorsch’s, 1967) seminal study on differentiation and integration reports that group 

action mechanisms (e.g., group action groups and departments) square measure needed to supply 

the requisite degree of integration between specialised (differentiated) purposeful teams. By 

method of response to increasing retail merchant strength, FMCG corporations have enforced new 

structure styles and philosophies for selling that expressly integrate sales (retailer) and selling 

(consumer and brand) views. 

 

(Sakkthivel, 2006) has gauged that corporations meant to draw in rural client have to be 

compelled to terribly courteous in their approach and will try and develop. the private rapport by 

giving higher product and corroboratory services. Once this can be done, they don’t ought to worry 

regarding promotion as word of mouth can watch out of it. the agricultural client can acts as 

complete ambassadors. The study furthers observes that survival of brands in rural markets 

would strictly supported their performance. 

(Singh, Chandhok, 2010), one in every of the basic principles of selling is that the construct of 

market segmentation and targeting. most so it generally remarked collectively of the doubtless 

most inventive areas of selling. All is aware of that nobody company will satisfy the wants of all of 

those potential customers, then a way to section the market and target the market is basically an 

enormous question to all or any the marketers. whether or not to focus on all the sections or one 

specific segment, then what's going to be the targeting strategy for every section. the corporate 
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has option to choose between varied focused methods or one dedifferentiated market targeting 

strategy. This analysis paper is to relinquish an overview of the assorted market segmentation and 

targeting methods followed by the leading FMCG corporations i.e. geographic region Uniliver 

restricted (HUL) and ITC in Asian nation within the care merchandise. It conjointly tends to 

stipulate the assorted merchandise that square measure being offered to every section of the 

market. however they aim the assorted segments of the market, what square measure their key 

methods to focus on the purchasers in a very section, do the follow same target methods for all the 

segments.  

 

Rationale of the Study: 

India is one in every of the quickest growing countries during this world and also the awareness 

level of customers is additionally increasing day by day and also the urban markets are getting a 

lot of or less saturated because the firms face vast pressures to seek out new growth engines and 

new markets and this has LED to a amendment within the manner the FMCG firms square measure 

developing, redefining, remolding their promoting ways to capture the market in rural India. 

promoting ways of FMCG firms in rural markets square measure terribly completely different from 

one another because the manner they understand the scale of rural market, potential in rural 

market, importance of rural market in their portfolio of markets, stage within which the corporate 

in its gift state. Therefore it becomes vital to unfold the $64000 image of FMCG firms operational 

in rural India. 

 

Significance of the Study: A study of this kind conjointly helpful for the businesses and also the 

different companies operational in geographic area for developing future promoting ways and also 

realizes the most effective and effective promoting ways in gift state of affairs. A comparative 

analysis of their promoting ways can facilitate trade players to include necessary modifications in 

their gift promoting ways. So the current study is an endeavor to seek out the answers of analysis 

queries and supply necessary suggestions on the idea of findings and their later discussions. 

Therefore, this study features a nice connectedness not solely to existing FMCG firms operational 

in rural market within which population low and detached additionally to new firms who desires 

to enter this huge untapped market and additionally to the scholars of management. 

 

Objectives of the Study:  

1. To study marketing strategy of Hindustan Uniliver Limited (HUL) and Indian Tobacco 

Company (ITC) in the rural area of Indore district. 

2. To compare the marketing strategies of ITC and HUL in the rural area of Indore district.  

3. To study the customer response on various marketing mix adopted by ITC and HUL in the 

study district.  

4. To work out the growing challenges and opportunities for ITC and HUL in the study 

district. 
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5. To study and suggest the best effective strategies for the rural market. 

Research Methodology: 

This study is exploratory-cum-descriptive in nature mainly depend on the primary source of 

information, which will be collected with the help of structured questionnaire. The main objective 

of this study is to compare rural marketing strategies of ITC and HUL in terms of consumer 

appreciation. The questionnaire is prepared by taking the feedback from villagers and company’s 

officials in Indore district.  

For analyzing the different issues as per the objectives of the research, following methodology has 

been adopted: 

Research Design: The current study, on one hand, considers many issues related to marketing 

strategies of ITC and HUL in Indore district, which require exploration of ideas and flexibility of 

research design but on the other hand, it requires accurate description of association of some 

variables. Hence the study is exploratory cum descriptive in nature. 

Sampling Design: 

Universe: The sample of study comprises of individuals, having stake in the HUL and ITC. When 

the population is of such a large size consideration of time and cost almost invariably leads to 

the selection of respondents i.e. selection of items. The selected respondent will be 

representative of total population. 

Target Area: Villages in Indore District 

Sampling Area: The respondents are selected from the authorized dealers/retailers list of Indore 

district of both the companies from their websites or by internal source. The respondents are also 

selected from the selected villages of the Indore district.  

Sampling Unit: The unit of analysis is the chief executive officer/managing director or 

marketing/sales manager of the companies, distributors/retailers and customers situated in rural 

area of Indore district 

Sampling Method: The stratified random sampling method is used.  

Size of Sample: A survey method will be used to collect the data required to carry out the 

research efficiently and effectively. This survey is based on samples of 200 respondents in Indore 

district including distributors, retailers, villagers and company’ official and employees. A study 

of this type may be useful for both the companies and the companies engage in FMCG for 

developing future marketing strategies for rural areas. 

Data Collection: The primary data is collected through the use of a structured questionnaire. The 

questionnaire is reviewed by ten people and changes suggested by them are incorporated in the 

questionnaire.  

 

In order to collect the information, the 2 people at the level of chief executive officer/managing 

director or marketing/sales manager and 50 distributors/retailers of both the companies and 150 

villagers from the Indore district were targeted. The secondary data was also collected from 
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various sources like published articles, research papers, business magazines, journals, periodicals 

and internet etc. 

 

Findings and Discussions: 

Objective 1: To study marketing strategy of Hindustan Uniliver Limited (HUL) and Indian 

Tobacco Company (ITC) in the rural area of Indore district. To attain this objective a survey 

questionnaires was duly filled by the managers of the studied district. Through this questionnaire 

the data was collected and then analysis, the FMCG marketing strategies are different from other 

businesses. Traditionally, in FMCG, marketing lies and moves around the advertisement and efforts 

made by the sales force, distributors and retailers to move the product to ultimate consumers, but 

in the changing scenario, a number of marketing strategies are being adopted by both the 

companies in Indore district which are based on proper strategic approach. Marketing strategies 

are being developed on the strong foundation of targeting and segmentation of customers and 

markets, to accommodate the evolving marketing dynamics and customer feedback.  

 

Objective 2: To compare the marketing strategies of ITC and HUL in the rural area of Indore 

district. Through the state governments and NGOs involved in micro-finance, women 

entrepreneurs in villages are identified to act as local distribution and sales point for HUL products. 

Project Shakti was an important part of this strategy. It involved with rural (SHGs) to educate rural 

women, while also made them as a part of the company’s marketing network. “In 2000, ITC 

embarked on an initiative to deploy technology to reengineer the procurement of soybeans from 

rural India,” says S. Sivakumar, CEO of ITC’s agribusiness division. “Kiosks called e-Choupals 

consisting of a personal computer with Internet access were set up at the villages.” He explains 

that soybean farmers could access this kiosk for information on prices, but had the choice to sell 

their produce either at the local market or directly to ITC at their hub locations. A hub location 

services a cluster of e-Choupals. ITC significantly improved the efficiency of the channel and 

created value for both the farmer and itself by purchasing directly from the farmer,. 

 

Objective 3: To study the customer perception on various marketing mix adopted by ITC 

and HUL in the study district. Rural customers trust retailers in their villages. During the field 

visits, it is observed out that though the retailers are aware of the fact that their customers listen 

to them, they are not aware of this wonderful principle called, the ‘Trust Factor’. The companies 

must educate rural retailers about such modern marketing principles for a better performance. 

As price is major indicator which influences rural purchase of FMCG, it is recommended to 

pursue the low-price strategy in rural marketing. Attaining low price not only requires low-cost 

manufacturing but also performing various marketing activities such as promotion and 

distribution in a cost effective manner. It is also recommended to promote goods on price plank. 

For rural customers, value for money results when the purchased FMCG meets the intended 

benefits. Distribution forms an important link and important is the way the distribution channel 
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works; the retailer is one of the single most important factors and results shows that the 

differences in the channel of distribution and assesilbilty have impact on channel length.  As 

the study revealed that the rural customers (along with price) also think about quality, 

performance, reliability, brand and other critical aspects, it is recommended to promote FMCG 

in lines of rationality rather than just making low price appeals. 

 

Objective 4:  To work out the growing challenges and opportunities for ITC and HUL in 

the study district. Talking about the rural people, the literacy level is still a problem that creates 

the challenges for the companies to market their product, lack of awareness about branded 

products; corporations have to be compelled to develop low value and straightforward usage 

products for rural markets, rural folks aren't hospitable new ideas and have conservative life 

designs, lack of native masterful men and better prices of operative in rural markets in study 

district. 

Objective 5:  To study and suggest the best effective strategies for the rural market. 

Future is bright for rural research particularly in FMCG category. Future is bright for rural 

analysis notably in FMCG class. Analysis urged that however promoting of FMCG in rural areas 

in India also can be performed through encouraging rural entrepreneurship. The prevailing 

business models like Project Shakthi by HUL may be studied and additional makeshift models 

may be engineered and tested with relevancy promoting of FMCG in rural areas. It’s conjointly 

suggested to prepare product demonstrations as a symptom of product functioning and 

conjointly to coach rural customers. Promoting corporations have to be compelled to re-focus 

their promoting methods and begin considering the importance of rural market and take a look 

at to alter as per the demand of the agricultural market. As celebrity endorsements add rural 

promoting, it's suggested to use affordable advertising methods like creating use of animated 

celebrity characters. Different suggestions embody, maintaining quality, devise and implement 

advertisement campaigns, apply retail methods like shelf show, apply CRM techniques like 

consumption points, etc. 

 

Suggestions and Implications: 

The study used self report measures to collect information from managers, distributors, retailers 

of each the businesses and villagers of Indore district. Following area unit few of the necessary 

methods that may influence be terribly helpful, by human activity and ever-changing quality 

perception, by correct communication in Indian language, by target ever-changing perception, 

by understanding cultural and social values, by providing what client wish, by promoting 

product with Indian models and actor, by associating themselves with India, by promoting Indian 

sports team, by talking a few traditional Indian, by developing rural-specific product, by giving 

Indian words for brands, by effective media communication, by adopting localized means of 

distributing, by associating themselves with Indian celebrities, melas, paintings etc. The sample 
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for the study was selected from villagers of Indore district. A comparative study of monetary 

inclusion of villagers in several district, division and states may be undertaken. A comprehensive 

study of each antecedent and consequences of promoting methods may be undertaken.  

Conclusion: 

Marketing strategy could be a methodology of focusing AN organization's energies and resources 

on a course of action which might result in augmented sales and dominance of a targeted market 

niche. A promoting strategy combines development, promotion, distribution, pricing, relationship 

management and different elements; identifies the firm's promoting goals, and explains however 

they'll be achieved, ideally inside a expressed timeframe. promoting strategy determines the 

selection of target market segments, positioning, promoting combine, and allocation of resources. 

it's simplest once it's AN integral element of overall firm strategy, shaping however the 

organization can with success have interaction customers, prospects, and competitors within the 

market arena of company methods, company missions, and company goals. Because the client 

constitutes the supply of a company's revenue, promoting strategy is closely connected with sales. 

A key element of promoting strategy is usually to stay marketing in line with a company's 

overarching mission statement. 

 

Rural marketers ought to style innovative promotional methods for rural markets that may 

categorical messages in a simple thanks to the villagers and compatible with their education and 

understanding levels. It’s suggested to supply FMCG that lasts long. Rural shoppers associate long 

lasting feature with larger size and/or hardness of the merchandise. Quality is very important 

within the context of rural purchase and consumption of FMCG as rural customers like quality 

FMCG.  Hence, it's suggested to not compromise on the standard of FMCG. Low costs have to be 

compelled to be charged whereas maintaining the standard. 
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