
 

International Journal of Research in IT and Management (IJRIM)                           
Available online at: http://euroasiapub.org 

Vol. 14 Issue 08, Aug- 2024 

ISSN(o): 2231-4334 | ISSN(p): 2349-6517 | Impact Factor: 8.106  

 

 

 

International Journal of Research in IT and Management (IJRIM) 

  Email:- editorijrim@gmail.com, http://www.euroasiapub.org 

  (An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 

1 

EXAMINING THE REACH AND EFFECTIVENESS OF ONLINE 

ADVERTISING CHANNELS IN RURAL INDIA 

 
Reetu Rani 

Master of Commerce (M.Com), Fateh Chand College for Women, Hisar, Haryana 

Email id: reetusudhirnain@gmail.com 

DOI:euro.ijrim.66523.22145 

Abstract  

This study investigates the efficacy and reach of online advertising platforms in rural India, 

an area that is growing in commercial importance as a result of rising internet penetration 

and smartphone usage. It looks into how social media, search engines, and mobile apps 

function in rural areas taking into account things like digital literacy, content in the local 

language, cultural relevance, and customer trust. The study uses a mixed-methods approach 

to collect data by surveying and interviewing local businesses and rural customers. The 

results show that although internet advertising is growing in rural regions, obstacles 

including the lack of a strong digital infrastructure and the requirement for locally relevant 

content are limiting its influence.  

The study provides insightful information for marketers who want to target rural customers 

by highlighting the possibilities of social media and mobile-based advertising in supporting 

community-based marketing. The study indicates that tactics customised to the unique 

requirements and cultural circumstances of this burgeoning market are necessary for 

successful internet advertising in rural India. 
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1. INTRODUCTION  

India's increasing digital connectedness has created new opportunities for internet advertising, 

especially for the rural population that makes up a large section of the nation. The increased 

accessibility of low-cost cell phones and internet connectivity in rural India is drawing the 

attention of digital advertising. Although conventional media has always played a major role 

in marketing in these areas, the digital environment is progressively shifting. Businesses are 
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keen to investigate how internet advertising channels, including social media, search engines, 

and e-commerce platforms, can successfully reach and influence this large and diverse 

audience as rural customers grow more connected.  

It is not easy to determine if web advertising is beneficial in rural India. Rural markets 

provide substantial problems for advertisers due to their distinct characteristics, which include 

lower literacy rates, limited internet literacy, and varied cultural traditions. Developing 

efficient digital marketing efforts in these domains necessitates a profound comprehension of 

regional customer behaviour and inclinations, along with inventive methods to assess 

efficacy. Click-through rates and other traditional measures could not adequately quantify the 

effect of digital marketing in rural areas, where brand memory and trust are critical. 

Unlocking the full potential of this burgeoning market would need an awareness of the 

subtleties of online advertising in rural India, given the region's continued adoption of digital 

technology.  

 

2. LITERATURE REVIEW 

Bala and Verma (2018) have written offers a detailed analysis of the rapidly developing 

subject of digital marketing. It focusses on the most important trends, methods, and 

technologies that characterise this particular industry. The report highlights the disruptive 

influence that digital technologies have had on marketing techniques, namely how they have 

helped to redefine the manner in which organisations interact with their customers. In this 

comprehensive overview, the writers examine the different aspects of digital marketing, such 

as search engine optimisation (SEO), social media marketing, content marketing, email 

marketing, and mobile marketing, as well as the function that each of these aspects plays in 

increasing the exposure of a brand and the connection between consumers and that brand. The 

focus placed on the dynamic nature of digital marketing, which is driven by constant 

technology breakthroughs and changing customer behaviours, is one of the most important 

lessons that can be gleaned from the assessment.  
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Pradhan et al. (2018)focus on the convergence between digital marketing and small and 

medium-sized firms (SMEs). They give a meta-analysis of previous research in order to 

identify gaps in the current research as well as potential for further research development. The 

significance of their study lies in the fact that it sheds light on the distinct difficulties and 

possibilities that small and medium-sized enterprises (SMEs) experience when it comes to 

implementing digital marketing strategies in comparison to bigger organisations. Because 

small and medium-sized enterprises (SMEs) frequently lack the resources and experience of 

bigger organisations, the study indicates a glaring research vacuum in the area of 

understanding how digital marketing may be adjusted to the unique demands and restrictions 

of major corporations. 

Dahiya and Gayatri (2018) investigate the influence that digital marketing communication 

has on the decision-making process of consumers when it comes to making products 

purchases. The findings of their empirical study offer useful insights into the ways in which 

digital marketing impacts customer behaviour, particularly in high-involvement purchase 

choices such as purchasing a car. The authors investigate the numerous digital marketing 

channels, such as social media, online adverts, and email marketing, and how these channels 

impact the various phases of the customer decision-making process, beginning with 

awareness and ending with post-purchase behaviour.  

Chatterjee and Kar (2020) offer empirical insights on the reasons why small and medium 

firms (SMEs) in India use social media marketing into their business strategies, as well as the 

influence that this adoption has on the success of their businesses. The study is especially 

pertinent in light of the rapidly increasing number of social media platforms and the 

increasing significance of these platforms in marketing strategies respectively. In this study, 

the authors perform an in-depth research of the reasons small and medium-sized enterprises 

(SMEs) use social media. These reasons include the desire to increase brand recognition, 

communicate with consumers, and compete more successfully in the market. Based on the 

findings, it appears that marketing through social media is a cost-effective technique for small 

and medium-sized enterprises (SMEs), as it enables these businesses to access huge audiences 

without the need for major financial commitments.  
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Makrides et al. (2020) investigates the potential impact that digital marketing may have on 

the development of brand recognition in worldwide marketplaces. The research is placed 

within the framework of the global digital economy, which is characterised by an increased 

willingness on the part of brands to broaden their scope beyond the confines of domestic 

markets.  

The authors investigate a variety of digital marketing tactics that may be utilised to develop 

brand recognition in international markets. These strategies include content marketing, 

influencer marketing, and search engine optimisation (SEO), as well as the issues that are 

connected with adapting these strategies to other cultural and legislative situations.  

3. RESEARCH METHODOLOGY 

3.1.Research Design 

 The study uses a descriptive research design to accurately depict the reach and 

effectiveness of online advertising in rural India, focusing on current conditions 

and behaviours. 

3.2.Data Collection: 

 Primary Data: Gathered through structured questionnaires targeting 200 rural 

respondents. The survey examines exposure to online ads, effectiveness 

perceptions, cultural relevance, digital literacy, and ad preferences. 

 Secondary Data: Sourced from academic journals, periodicals, and websites to 

provide background and support the primary data. 

3.3.Sample Size and Sampling: 

 The study includes 200 respondents from diverse rural areas. Non-probability 

sampling (e.g., convenience or purposive sampling) is likely used to ensure 

accessible and relevant participants. 

3.4.Questionnaire Design: 

 The questionnaire features a mix of closed-ended and Likert-scale questions (1 = 

strongly disagree, 5 = strongly agree), tailored to the rural context for ease of 

understanding. 
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3.5.Data Analysis: 

 Data is analysed using percentage analysis and Likert scale interpretations to 

quantify respondents' attitudes and perceptions. 

4. DATA ANALYSIS AND INTERPRETATION 

Table 1: Demographic Table 
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Figure 1: Survey Responses 

According to the poll results, 43.5% of participants agreed or strongly agreed with the 

statement, indicating that most respondents had a positive opinion of it. Nonetheless, a 

significant percentage of 27% exhibit neutrality, signifying ambiguity or disinterest. On the 

other hand, 21% disagree and 8.5% strongly disagree, accounting for 29.5% of respondents 

who voice an unfavourable opinion. While there is a sizable favourable emotion towards the 

statement, this distribution indicates that a sizable portion of participants either have more 

critical opinions or are undecided. 

 

Figure 2:Purchase After Seeing Online Advertisement 
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According to the poll results, 43.5% of participants agreed or strongly agreed with the 

statement, indicating that most respondents had a positive opinion of it. Nonetheless, a 

significant percentage of 27% exhibit neutrality, signifying ambiguity or disinterest. On the 

other hand, 21% disagree and 8.5% strongly disagree, accounting for 29.5% of respondents 

who voice an unfavourable opinion. While there is a sizable favourable emotion towards the 

statement, this distribution indicates that a sizable portion of participants either have more 

critical opinions or are undecided.Figure 3 shows how the majority of respondents are 

impacted by online advertising in terms of convenience, time savings, ease of use, product 

distinction, etc. 

 

Figure 3:Elements that impact internet advertising 

 

Figure 4: Features mostly like in online advertisement 

The majority of respondents ranked the feature of online adverts as five stars, as shown in 

Figure 4, suggesting that this feature is also a reason to use them. 
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5. FINDINGS 

According to poll results, 27% of respondents are neutral, suggesting ambiguity or apathy, 

while 43.5% of respondents have a positive opinion of the statement, either agreeing or 

strongly agreeing. On the other hand, 21% disagree, 8.5% strongly disagree, and 29.5% hold 

an unfavourable opinion, indicating that a sizeable percentage of respondents are doubtful or 

critical. Regarding internet ads, 35.5% of participants are inclined to acquire a product 

subsequent to viewing one, indicating a noteworthy impact on their purchasing choices. 

Nonetheless, there is some doubt evident as 30% are indifferent, 18% disagree, and 10% 

strongly disagree with the impact of advertisements. While internet advertisements do affect 

some consumers' decisions to buy, just 6.5% firmly think that they have a significant 

influence. 

6. CONCLUSION  

Examining internet advertising channels in rural India shows that although these platforms 

have gained a lot of traction, there are differences in their efficiency and reach. About 35.5% 

of participants admit that internet ads have an impact on their purchase decisions, indicating a 

significant influence in some domains. Nonetheless, there is variation in respondents' 

experiences with the efficacy of internet advertisements; thirty percent express uncertainty or 

disinterest. Furthermore, 10% of respondents strongly disagree and 18% of respondents 

dispute that online advertisements influence their shopping decisions. These numbers 

demonstrate suspicion and draw attention to obstacles such a lack of internet access or 

irrelevant ads. While internet advertising platforms are becoming more popular, their overall 

impact in rural India is still inconsistent, as seen by the extremely small percentage of 

respondents (6.5%) who strongly think that online commercials substantially affect their 

decisions. This implies that in order for internet advertisements to have a greater impact, they 

need be more specifically designed for the rural setting, addressing unique demands and 

obstacles, and utilising focused techniques and localised content to increase efficacy and 

engagement in this market. 
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