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ABSTRACT

India, the world’s largest economy with the
highest rate of growth, is nevertheless often seen
as a nation of villages.In India, 50% of the
population till livesin 6.5 lakh villagesand isstill
mostly dependent on agriculture (Shireesh
Diveeker 2017) Villages and cities got closer as
infrastructure got better. Rural India grew more
used to urban living as a result of mobile
technology andto alesser extent, theinternet. This
encouraged rural residents to enhance their
lifestyle and prosperity. Many telecom companies
have been attempting to corner the rural market
in various ways. Rural markets undoubtedly
provide potential and are quite appealing to
service suppliers. But it’s not as simple as it would
appear. Numerous difficulties are presented by this
rural marketing, therefore the service providers
must work hard to address these difficulties
diplomatically. The study’s main goal is to identify
the challenges that rural people are now dealing
with whileal so observing any possi bl e effectsthat

digital marketing may have on them.

KEY WORDS

Digital Marketing, Technology and Rur al
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INTRODUCTION

Thelndian consumer goods market isdivided
into two mainsegments. theurban market and therurd
market.Rural marketing isthe process of bringing
certain productsand servicestotheprovincid market,
stimulating commerce between urban and rural
marketplaceswhiles multaneoudy meeting customer
needsand achieving organisationa objectives.
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Digital Marketing

Digital marketing isthe process of reaching customers by using theinternet, mobiledevices, socia
media, search engines, display advertising, and other channels. Digital marketing, asubset of traditional
marketing, extendsbeyond theweb to use Short M essage Service (SMS), Simple Natification Service (SNS),
search engineoptimization (SEO), e ectronic or interactive billboards, and other online advertisements(like
banner ads) to advertise goods and services.

Review of Literature

For producers, Venkatesh Babu BR and SwethaMR (2018) |ooked at potential and constraints. It
was determined that marketers are prepared to put digital marketing techniquesinto practise and to take
advantage of the untapped potential in rural markets. Thisstudy providesinsight into therural market asa
wholebut notinto any particular product.

Intheir research, Poojaand Neha (2014) looked at the reach of rural marketinginIndia. They cameto
the conclusionthat thereisawide range of marketing, provided that infrastructure enhancement iscarried
out. Therural market hasnot yet been fully used, it further claimed.

Indian rural marketing’s difficulties and prospects were studied by Saroj Kumar Vermain 2013. The
non-homogeneous and dispersed character of the market was one of themain issues noted in the study. On
theother side, alarge popul ation viewed asamassi ve consumer basein therural segment isrecognised asa
chancefor the marketersto focustheir efforts. Other problemswere seasonal marketing, low per capita
income, trangportation, and warehousing. Another finding of the study that emphas sesthe existence of an
untapped market inthis sector istheincreasein buying power, as stated by Rural M arketing Association of
India(RMAL).

Digital Technology and Rural Marketing

Inrural India, thewidespread use of DTH, mobile phones, and mobileinternet isdisruptingal of the
established consumer connect models. Rural marketing has undergone aparadigm change asaresult. Over
traditional marketing, digital marketing providesanumber of benefits, including thefollowing:

A. Direct Promotion: Usngdigitd advertising, direct promotion aidsin spreading avareness of abusiness
or product. Nowadays, any business may readily display its marketing for productsor serviceson
many digital media. A successful marketing plan should includedirect promotion. It might draw a
sizableaudience and expand your business.

B. SimpleConsumer Reach: Themainobjectiveof digitdized advertisingisto reach asmany peopleas
possibleas promptly asisreasonabl e under the conditions. Peoplenow spend asignificant amount of
timebrowsingtheinternet. With theaid of online channels, amarketer may easily and quickly handle
emphasisondiversecustomers. Thereareso many different onlinelifecyclesfor advertisng. Thereare
severa examples, includingWhatsApp, YouTube, Facebook, LinkedIn, Twitter, blogs, Instagram, and
Googlet. An advertisement may easily reach itstargeted customersviathese social mediaplatforms.

C. Codt Savings: By using digital advertising, businesses may save money. Compared to supposedly
typica advertisng mediumslike TV, newspapers, radio, flags, magazines, and soforth, itisrelatively
cheaper. A few websites and company profiles generate enormous amountsof traffic for free. Itisa
fantastic option for advertisersto expand their brand globa ly without incurring large costs.

D. Accessbility: Thelnternetisconstantly active. So, theadvertisement will runfor 24 hours.Using the
electronic business, your advertisement will be physicaly shown every day, 24 hoursaday, seven days
aweek, and 365 daysayear. Promotion will alwaysbein front of your targeted customers.While
discussing the primary issues and barriers to sophisticated showcasing, we can’t avoid mentioning one
of thefundamentally important aspects of computerised advertisng.
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E. Online Shopping Conveniencefor Customers: A growing trend isonline buying. Customersare
becoming more and moreinterested in web-based buying dueto the avail ability and capabilities of
computerised advertisng. A customer may buy anything both domestically andinternationaly. Today, a
customer isunlikely to have aproblem with separation. Additionally, acustomer hasthe option of
sdlecting their material from such avast array of options. Many peoplenow like using theinternet to
findthingssinceit offers so many benefits. In thisgpproach, smart advertising crestesanew opportunity
for both the business and the customer. Currently, astoreand acustomer may interact successfully.

F.  Global Advertising: Thisisone of themost important aspects of sophisticated marketing. Having
such alargevariety of geographic differences makesit possiblefor organisationsto market globally
without any obstacles. Asaresult, acompany may unquestionably expand without putting in more
effort. An company can operate globally while seated in aremotelocation. Thiswill encouragethe
organisation to showcaseitsstrengthsto therest of the globe. Thisglobal advertisement will increase
thereputation of your business.

Some of genuine problems associated with rurd market include:

A. Lack of Digital Literacy: Inrural India, just 3.5 out of 1,000 families had accessto theinternet at
home in 2009-2010, according to the Pattern of Consumer Expenditure Report 2011. In addition,
Indiahas closeto 90,000 rura information kiosks (including Common Service Centres, Community
Information Resource Centers, and others), with 5452 of them situated in the state. These kiosks don’t
have internet access, though, therefore thus can’t offer home delivery of services. It is crucial for 3.5
millionindividudstobedigitaly literate 6in order to makeIndiadigitaly literate.

B. Wideand Scattered Market: A wideand scattered market ischallenging to penetratefrom both the
distribution and promotion angles. The population of urban Indiaismostly concentrated in about 3200
cities, whereasrurd Indiaisdispersed over thewholenationinroughly 6 lakhvillagesof varioussizes.
Themajority of communities have apopulation of under 500. Only 6300 settlements, or 1%, havea
popul ation of greater than 5000. Sel ecting target marketsand providing them with good servicesare
difficult chalenges.

C. Languagelssue: Languageisamaor barrier to effective communication. Rural locationshavea
diverse population that makes marketing operations challenging. Statesand regionswithinastate have
different languages. Marketers are unable to meet thelanguage expectations of dl rurd residentswhen
developing advertising, persond sdling and PR methods. Promotiona programmesarenever versdile.

D. Rural Customersvs. Urban Marketers: The psychology of consumersinrural marketplacesis
beyond the comprehension of corporate executives. Inrural markets, thereisalack of knowledgeand
understanding of customer behaviour, which makes deve oping marketing strategy difficult. Customers
fromrural and urban areas have quite different habits, likes, inclinations, and other characteristics.
Therefore, any attempt to appeaserura clientswith an urban mindset (marketing executivesborn and
raised in an urban environment) isafruitlessventure.

E. EconomicBackwardness: Rura consumersare poor. Morethan 30% of peopleinrura areasare
considered to be poor. They areforced by poverty to spend even on fundamental essentials.

Being behind also hinderstheir ability to adapt their mindset. Their low purchasing power andrigidity
place significant limitations on marketers’ ability to cater to them.

F.  HighlInventory Costs. Becauserura demand isunstableand constricted, it isdifficult to properly
manage stocks. Additiondly, the shopsthat cater to rura areaslack the knowledgeand abilitiesneeded
to select the gppropriate quantity of items. They |ose money when they have too much goods and they
lose customers when they don’t have enough.
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G InadequateMarketing Support: Producers and wholesalers typically don’t give rural merchants the
samelevd of generouscredit, financid support, and other facilitiesthat they do to dedlersin metropolitan
regions. Thearchitectureof theentire marketing campaign doesnot offer rurd customersandretailers
enough room.

CONCLUSION

Rural areasarevery pristinefor digital marketing and have alot of untapped potential, but methodsare
gtill being developed to investigatethisregion. Inthelong run, digital technology will improve consumptionin
rural India, faster job possibilities and raise disposable income, all of which will contribute to the nation’s
economic progress. The current analysishighlightsthese chancesfor marketersto seizeunredized potentid in
rurd markets.
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