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ABSTRACT

This paper explores the changing dynamics of rural consumer patterns in Shekhawati field with more
focus on the increasing role of branding, advertisement and internet connectivity in FMCG marketing. It
brings out the fact that rural India is no longer a passive market but one that has become active,
discerning, having growing bargaining power, aspirations and purchasing power. The study combines
speculative observation with fact-driven research in unveiling the character of trust, preference, and
loyalty in rural purchasers. It can be applied to academia, industry, and governance and provide
guidance on an inclusive marketing strategy. It is, generally, an account of how the rural markets will play
a major role in enhancing sustainable growth, in the future Indian economy.
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Introduction

History of the rural markets in India and other agrarian economies. The history of rural markets
in India is closely tied to that of the civilization itself. Rural markets have been in existence in some
manner or other since ancient times. Today we are at the digital stage of rural market development.
Mobile phone penetration, internet, e-commerce, and digital payment systems have revolutionized rural
consumer behavior and consumption patterns. Rural markets around the world are in the process of
dynamic change, rising to become a critical part of national and global economic systems.

The Fast Moving Consumer Goods (FMCG) sector in rural and semi- urban India is estimated to
cross US$ 100 billion by 2025

Rural Markets

The rural market definition includes a geographical area outside cities and towns, where
population density is low, agriculture is the principal occupation and infrastructure development is
relatively low. With the rising demand for consumer goods, electronics, services and digital platforms in
these areas, the term also applies to rural areas. Rural markets’ development has been associated with
socio-economic changes in rural areas, an evolution characterised by the shift over time from
subsistence agriculture to market economy production, along with changes in rural income levels,
infrastructure and rural aspirations. Beginning from then, rural markets were predominantly agricultural:
farmers either sold their surplus produce themselves or traded for supplies (i. e., haats or melas were
unconstitutional), and were typically held on a weekly or seasonal basis.
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Approximately 75.13 % of Rajasthan's population resides in rural villages. Rural Rajasthan
consists of a population of approximately five crores, wherein males and females add up to 26,641,747
and 24,858,605 respectively. Rajasthan is the nation's 6th most rural populated state.

Rural Marketing

Marketing is the planning process of discovering, anticipating, and fulfilling customer needs
profitably. Marketing encompasses a variety of activities including market research, product
development, pricing, promotion, distribution, and customer service. The end purpose of marketing is to
establish value for customers and establish lasting relationships that make business thrive.

Marketing is not merely advertising or selling; it's understanding how consumers behave, what
trends they follow, and providing products or services that fulfill certain needs. Successful marketing starts
with researching the target market and placing the brand in a position where it stands out from others.

Features of Indian Rural Market

) Large and Scattered Market: The rural market of India is huge in area and scattered in the
sense that it consists of over 70 crore consumers from 6,27,000 villages spread throughout the
country.

. Major Income from Agriculture: Nearly 60% of the rural income is generated from agriculture.

In addition to the fact that income levels are low, rural incomes also vary greatly depending on
the monsoons.

. Traditional Outlook: The rural consumer values and follows old customs and tradition. They do
not prefer changes and they are bound to follow the traditional values set by the society and
religious bodies.

° Diverse Socio-Economic Backwardness: Rural consumers have diverse socio-economic
backwardness due to their traditional approach.

. Infrastructure Facilities: The Infrastructure facilities like roads, warehouses, communication
system and financial facilities are inadequate and improper in rural areas.

Review of Literature

Rural markets in India have undergone significant transformations over the past few decades,
driven by rising incomes, improved infrastructure, and increasing penetration of digital technology. The
state of Rajasthan, known for its vast rural landscape, presents a unique market for Fast-Moving
Consumer Goods (FMCG) companies, as rural consumers' preferences and purchasing behaviors are
continuously evolving. Understanding these changing trends is crucial for businesses seeking to expand
their presence in rural India, particularly in Rajasthan, where traditional buying patterns are gradually
being influenced by modernization and technological advancements.

Bhati, S., & Choudhary, N. (2025) Focusing on Shekhawati, this study underscores the rapid
transformation of rural consumption behavior in one of Rajasthan’s culturally rich but economically
evolving regions. It highlights that traditional purchasing habits are being replaced by modern
preferences, especially among younger demographics and dual-income households. FMCG categories
like snacks, personal hygiene, and beverages have seen double-digit growth. The proliferation of kirana
stores and semi-organized retail formats has enhanced product accessibility.

Desai, N., & Patel, A. (2025) This research presents a macro-level overview of FMCG
expansion across Rajasthan’s interior regions. The paper outlines tremendous growth opportunities due
to untapped villages, aspirational young consumers, and increasing rural disposable income. Yet it also
reveals critical gaps in last-mile logistics, brand education, and customer feedback loops. Desai and
Patel argue that a one-size-fits-all strategy doesn’'t work in Rajasthan, due to diverse subcultures and
local dialects. They document successful case studies where FMCG firms partnered with NGOs for
product education or used solar kiosks to display ads in non-electrified areas. However, many brands still
struggle with low brand recall and inconsistent supply.

Trivedi, S. (2024). This study provides an in-depth analysis of the Indian FMCG industry,
exploring its key growth drivers, challenges, and emerging market trends. The research identifies e-
commerce expansion, digital marketing innovations, and rural market penetration as the primary factors
driving industry growth.
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Singh, R., & Verma, P. (2023). This study provides insights into the buying behavior of rural
consumers and the key factors that influence their decision-making processes when purchasing FMCG
products. The findings reveal that rural consumers are highly brand-conscious, but their purchasing
decisions are significantly influenced by product affordability, availability, and familiarity. Trust in local
shopkeepers plays a crucial role, as rural consumers often rely on recommendations from trusted
vendors before trying new products.

Agarwal, H. (2017). Agarwal's research focuses on the emergence of rural markets in India,
identifying both opportunities and challenges. The study notes that rural markets present vast
opportunities due to factors like a large consumer base and increasing purchasing power.

Pradhan, J., & Misra, D.P. (2012) explore how corporate players have adapted their strategies
to rural markets in India. They highlight that the rural market in India presents immense growth potential
due to increasing rural incomes, improved infrastructure, and growing aspirations among rural
consumers.

Velayudhan (2009) explores the strategies required to target non-urban consumers in India.
The study highlights the importance of rural-specific product design, affordable pricing, and innovative
distribution networks.

Methodology

This Research paper introduces the systematic approach utilized to analyse the dynamic
development of rural markets with special reference to the Fast-Moving Consumer Goods (FMCG)
segment in the Shekhawati area of Rajasthan. The research utilizes an integrated methodological
strategy that combines qualitative and quantitative research approaches to form a holistic understanding
of the topic. This two-method framework accommodates a more comprehensive study of the multiple
dimensions determining rural consumer behaviour, marketing strategies, and distribution networks within
the area's socio-economic and cultural context.

Research Problem

The Indian rural market, including the Shekhawati belt of Rajasthan, has also witnessed huge
changes because of rising rural incomes, improved infrastructure, and improving digital penetration.
Amidst all this growth, FMCG firms encounter several challenges in connecting with and engaging rural
consumers. One of the fundamental concerns is a poor distribution channel, which prevents proper
availability in outlying villages. Moreover, rural consumer education and brand association are still
comparably low levels since buying decision in rural India is usually swayed by word-of-mouth
recommendation, price factors, and geographical accessibility instead of conventional advertising.

Objective of the Study

. To study the changing trends in rural markets in the Shekhawati region.

) To analyze consumer behaviour towards FMCG products.

) To assess the effectiveness of marketing mix strategies.

. To evaluate brand loyalty and awareness among rural consumers.

. To understand the impact of media on consumer purchasing behaviour.

Hypothesis

Ho: There is no significant change in the rural market and rural marketing strategies in the
Shekhawati region of Rajasthan.

Ha: There is a significant change in the rural market and rural marketing strategies in the

Shekhawati region of Rajasthan.
Data Collection
Primary Sources
. Structured Questionnaires

Structured questionnaires provide uniform, quantifiable data from a large sample of rural
consumers.
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. Interviews with Marketing Professionals

Interviews with marketing professionals provide expert insights into the strategies and
challenges of rural marketing.

Secondary Sources
. Government Reports and Census Data

Government reports and census data offer authentic, large-scale demographic, economic, and
geographic information.

. Market Research from Agencies (e.g., Nielsen)

Research reports from professional agencies like Nielsen provide high-quality, data-driven
insights into consumer behavior, brand penetration, media consumption, and product performance.

Sample Size

A total sample size of 400 respondents was selected for this study, based on representation
from various parts of the Shekhawati region. The size was determined to ensure sufficient statistical
validity for analyzing consumer behavior and market trends. Respondents were drawn proportionally from
villages, towns, semi-urban, and urban areas to reflect the varied economic and social dynamics
influencing FMCG consumption.

Area to be Covered

The population or universe for this research includes all rural and semi-urban FMCG consumers
in the Shekhawati region of Rajasthan, encompassing the districts of Sikar, Jhunjhunu, and Churu.

Statement of the Problem

The Indian rural market, including the Shekhawati belt of Rajasthan, has also witnessed huge
changes because of rising rural incomes, improved infrastructure, and improving digital penetration.
Amidst all this growth, FMCG firms encounter several challenges in connecting with and engaging rural
consumers.

Significance of the Study

This study is significant as it explores consumer behavior, brand awareness, and marketing
effectiveness in the rural FMCG market of the Shekhawati region, Rajasthan. By analyzing the impact of
media channels, marketing mix strategies, and brand loyalty across rural and urban segments, the
research provides valuable insights for marketers, policymakers, and FMCG companies.

Conclusion

In this concluding chapter all the significant points of discussion of every single chapter of this
research work named as, a research study of altering fashion in rural markets with particular reference to
FMCG marketing in the Shekhawati region of Rajasthan are brought together. It is set to draw a
conclusive overall summary, and place the outcomes in the context of the larger patterns of academic
applicability, in the industrial sphere and in society. The paper, based on the analysis of the changing
nature of the rural consumer market and the FMCG marketing approach, is quite contemporary due to
the social-economic transition being witnessed in India, the influx of digitalization, and the ongoing
infrastructural transformation over the rural territory. The study relies on a large body of primary and
secondary information to which qualitative and quantitative interpretations are applied.

Limitation of the Study
While this study provides valuable insights, it has certain limitations:

. The findings are region-specific and may not be entirely generalizable to other rural markets in
India.

. Responses may be influenced by social desirability bias, particularly in direct consumer
interviews.

. Limited availability of secondary data for micro-level rural consumption patterns.
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