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ABSTRACT 
India is emerging as the world’s largest middle class consumer market with an aggregated consumer spend of nearly US$ 13 
trillion by 2030, as per a report by Deloitte titled 'India matters: Winning in growth markets'. This news is fuelled by rising 
incomes and growing affordability, the consumer durables market is expanding for consumer durables such as refrigerators, 
and consumer electronic goods in rural India. It is expected that India will have the fifth largest consumer durables market in 
the world by 2025. The consumer electronics market is expected to increase to US$ 400 billion by 2020. A small attempt is 
made here to know the rural consumers choices for few products and their understanding in buying these products.  
 
(Keywords:- rural consumer, rural consumer behavior, rural marketing problems) 
 
1.Introduction 
Global corporations view India as one of the key markets from where future growth is likely to emerge. The growth in 
India’s consumer market would be primarily driven by a favourable population composition and increasing disposable 
incomes. A recent study by the McKinsey Global Institute (MGI) suggests that if India continues to grow at the current 
pace, average household incomes will triple over the next two decades, making the country the world’s fifth-largest 
consumer economy by 2025, up from the current 12th position. The Indian consumer segment is broadly segregated 
into urban and rural markets, and is attracting marketers from across the world. 
According to a report by Boston Consulting Group (BCG) and the Confederation of Indian Industry (CII), India’s 
robust economic growth and rising household incomes would increase consumer spending to US$ 3.6 trillion by 2020. 
The maximum consumer spending is likely to occur in food, housing, consumer durables, transport and communication 
sectors. The report further stated that India's share of global consumption would expand more than twice to 5.8 per cent 
by 2020. 
 
Urban markets account for the major share (65 per cent) of total revenues in the consumer durables sector in the 
country. Urban markets will demand for non-essential products such as LED TVs, laptops, split ACs and, beauty and 
wellness products and the rural markets may increase their demand for durables like refrigerators as well as consumer 
electronic goods in the coming years as the government plans to invest significantly in rural electrification. The 
demand from rural and semi-urban areas is projected to expand at a CAGR of 25 per cent to US$ 6.4 billion and it will 
likely to contribute majorly to consumer durables sales. Only Television Sales in India is third largest in the world and 
growing with a CAGR of 16% and is expected to go to US$ 14.7 billion my 2018. Moreover, online retailing is also 
expected to grow up to US$ 8.08 billion industry by 2016, as per rating agency Crisil. Crisil also estimates that online 
retailing, both direct and through marketplaces, will grow threefold to become a Rs 50,000 crore (US$ 8.06 billion) 
industry by 2016. Also, the growth in Internet retail is expected to boost offline retail stores. 
 
2.About Consumer Durables 
Consumer durables refer to those consumer goods that do not quickly wear out and yields utility over a long period of 
time. Some of the popular and common examples of these kinds of items are electronic goods, kitchen appliances, 
home furnishings and leisure equipments etc. Consumer durables can be broadly categorized into the following 3  
 
heads: White Goods: White goods mainly include air conditioners, refrigerators, washing machines, audio equipments 
and speakers. 
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Brown Goods: This kind of consumer durables mostly include kitchen appliances like chimneys, electric fans, 
grinders, iron, microwave ovens, mixers and varied other cooking ranges. 
 
Consumer Electronics: Some of the mostly used consumer electronic goods are DVD players, MP3 players, mobile 
telephones, telephones, VCD players etc. 
 
Some of the top consumer durables brands in India are: LG, Nokia, Philips, Samsung, Sony, Whirlpool, Blue Star, 
Carrier, Godrej India, Hitachi India Limited, Sharp India Limited, Tata, Toshiba India Private Limited, Videocon, and 
Voltas etc. 
 
Increase in disposable income, growth of organised retail sector, increasing affordability of products and availability of 
easy finance scheme boosted the consumer durables demand in rural India also. The production of consumer durables 
was 1.8% to GDP in 2005, reached 12% in 2015 shows the increasing demand from all segments of the society in 
India. The share of key consumer durables is 34% others, 5% washing machines, 18% refrigerators, 30% colour tvs 
and 13% air conditioners. The growth of individual product shows that the demand for air conditioners (20-25%), 
televisions (15-20%), VCDs (30%) and microwave ovens (25%) are increasing. Of course, microwave and air 
conditioners are the products for urban areas.   

 

Percentage of Household having specific durable goods 1993-94 to 2011-12 (all India) 

 
 
3.Market Size 
With the continuous inflow of disposable income and the advancement of technology, the need for the varied consumer 
durable goods are increasing. This in turn is leading to a strong competition among the different consumer durable 
brands available in the nation as well as the price gap between the same consumer goods of different companies are 
narrowing down. Day by day these goods are becoming cheaper. The rural and urban market of consumer durables has 
been growing at a rate of around 15% on an average.   
 
4.Rural Economic Profile 
Rural market is getting an importance because of the saturation of urban market. As due to the competition in the urban 
market for particular products, the market is more or so saturated as most of the capacity of the purchasers have been 
targeted by the marketers.So the marketers are looking for extending their product categories to an unexplored market 
i.e. the rural market.  
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According to the Socio-Economic and Caste Census (SECC) released data 92% of rural households reported their 
maximum income below Rs 10,000 per month. Nearly three quarters of all rural households said that the income of the 
highest earning member was Rs 5,000 or less. The SECC was conducted during 2011-12 with some states and it was 
found that about 18 crore households lived in rural areas, including outgrowths of towns.  
 
The SECC found that over 9 crore households were living by doing casual manual labour, Which is more than half of 
all rural households. 5.39 crore households were reported as Cultivators, making up about 30%. The much heralded 
non-agricultural enterprises were providing livelihood to just 29 lakh households, a meagre 1.6% of the total.  
Reaching rural consumers: marketers can make use largely available rural infrastructure to reach to rural consumers. 
 
5.Rural Market Infrastructure 
 

Post offices 1,38,000 

Haats (periodic markets) 42,000 

Melas (exhibitions) 25,000 

Mandis (agri markets) 7,000 

Public distribution shop 3,80,000 

Bank branches 32,000 

6.Media Reach in Rural Areas 

Media type Urban (out of 381 MN 
population) 

Rural (out of 889 MN 
population) 

Computer literates 185 124 

Internet users 

Claimed 

Active  

 

129 

108 

 

59 

41 

Mobile internet users 70 21 

 
The average per capita income for India was Rs.29745 in 2004-05 whereas the consumption was Rs. 17620. These 
figures turned to Rs.40735 and Rs.23626 for income and consumption showing increase in disposable income.   
 
7.Objectives of the Study 
The main objectives of this study are: 
To know the choices of rural consumers about the different brands for consumer durables and  
How they are developing their choices for durables. 

8.Research Methodology 

To fulfill the objectives of the study, 8 villages of Gandhinagar districts were selected and out of these villages 668 
respondents were selected using stratified random sampling. They were asked few pretested questions. Due care was 
taken while selecting respondents for the study i.e., age, income, education level etc. It was a very primary level study 
for motivating Rural Management students for having interaction with villagers therefore the questionnaire developed 
for the purpose was having very limited number of questions. The major findings of the study are as follows: 

9.Respondents’ Profile 

Out of total respondents 40% were female respondents and 60% were male respondents. Respondents belonging to age 
group 30-40 and 40-50 were almost of equal numbers and they were in majority in present study. Through there were 
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many ambiguity of their income level, 50% of the respondents were having Rs.20000 to Rs.30000 of monthly income in 
family and 24% were having Rs.10000 to Rs.15000 income per month. 57% of the respondents were farmers, 20% 
were employees, 10% were self employed and remaining were labourers. Barring few female respondents all the 
respondents were literate. All the respondents belong to joint family and having 5 to 6 persons family size.    

10.Results and Discussions 

All the respondents were using mobile phones. Among all respondents 28% shown their choice for samsung mobile 
phones, 37% for Nokia, 12% for LG, 13% other brands such as Micromax, Videocon etc. Around 10% respondents 
choose china made mobile phones. 

 The rural consumers are also conscious or have interest in listening music or watching movies in their leisure time. 
18% respondents favoured Conic music system, 17% LG, 6.6% given preferences to Sony, 8.5% Pioneer and 40% 
did not use music system at all. 

 For buying TV sets out of 668 respondents only 15 (2.2%) did not have TV sets and rest of the respondents 
preferred Samsung (24%), LG (21%), Akai (13%), Sansui (11%), Videocon (7%), and Philips (9%) and others 
(Bush, BPL. Sony etc.).  

 It seems that refrigerator is considered secondary choice compared to TV sets as 48% respondents did not use 
freeze at home. May be it is because their lifestyle is scheduled in such a way that they can minimize the use of 
refrigerator. Even irregular supply of electricity and of course the electricity bill itself may be of great concern in 
using freeze. Also it is seen in rural area that hardly they use preserved food or food items supplements (which is to 
be preserved at low temperature; preferably in refrigerator). In this segment Godrej (21%) stood on first rank, 
followed by LG (15%) and Samsung (11%), remaining share was secured by other brands such as Videocon, 
Toshiba, Haier etc. 

 Hardly 10% of respondents did not have any kind of 2 wheelers. Among all respondents, Hero (41%) was given 
first choice, TVS (25%), bajaj (20%) and HeroHonda (2.5%). 

 All these respondents collected enough information before they took final decision to buy the relevant products. 
They sought views of their family members, relatives and friends. All of them are used to visit their nereby town 
places or taluka places for their professional, personal or social purposes. Most of them have bought new products 
but few of them opted buying second hand product option.   

 It is considered that rural household does not have that much buying capacity as of their urban counterpart, but 
here it is seen that respondents were not price consciousness, they give preferences to quality of the product instead 
of price. 

 It is found in the research that Educational status influences the attitude and perception towards the products to be 
selected. Whereas the consumption pattern and behavior of the household normally varies with the size of family.  

 The main barrier in adopting different consumer durables is the lack of electricity or the irregular supply of 
electricity. Of course there are other barriers also such as lack of water availability for product such as washing 
machines, lack of education and understanding for using microwave oven etc. (hardly 2 or 3 respondents were 
using washing machines as they had water storage tank at their home). Since government is spending much on 
infrastructural facilities to provide road networks, electrification to every village, water availability at minimum per 
capita usage rate will definitely boost the consumer durables demands in near future. The variables like market 
search of consumers, decision maker in the family, motivation towards purchase, awareness about the products and 
brands are to be assessed for examining the pre purchase behaviour of rural consumers.At the same time 
companies engaged in this business must recognize the importance of rural consumers and considering their 
strength, they should concentrate on developing products using less electricity and water. Moreover the consumers 
should also be educated by various means available. Media can play very vital role in stimulating rural demands by 
hundreds of tricks.    

 

11.Problems in Reaching Rural Consumers 

There are more than 6 lacs villages in India and majority of them are having less than 1,000 population. Almost 50 
percent of them do not have all weather roads. Rural consumers are also far less homogenous than their urban 
counterpart and also differ from region to region. Therefore, it is not possible to merely extend urban products to rural 
markets. 

The low density of population and inaccessibility makes the problem of servicing these villages individually difficult 
and often uneconomical. Direct delivery to even the top 5 to 10 percent villages may increase the cost of product 
aggressively than that of the urban markets. It may be better therefore to concentrate on large villages, towns, and town 
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with large agriculture hinterlands for distribution. Studies from marketing departments of many Indian and MNC 
giants showed that towns with large agriculture hinterlands can became the gateways for entry into the rural markets. 

12.Conclusion 

Amazon expects India to become its quickest market to reach US$ 10 billion in gross merchandise value (GMV) and to 
become its largest overseas market surpassing Japan, Germany and the UK. The Government of India has increased 
liberalisation which has favoured foreign direct investments (FDI). Also, policies such as National Electronics Mission 
and digitisation of television and setting up of Electronic Hardware Technology Parks (EHTPs) is expected to boost the 
growth of this sector. In India, consumer durables market is 9.5 billion US dollars and consumer durables revenues 
have been growing at a healthy pace. The consumer durables sector revenues reached US$ 9.7 billion in 2015 and is 
expected to reach US$ 12.5 billion in 2016. The sector is expected to double at 14.7 per cent compounded annual 
growth rate (CAGR). Which was measured to US$ 12.5 billion in 2015 from US$ 6.3 billion in 2010. Around two third 
of the total revenue is generated from urban population and rest is generated from rural population. Data shows that 
this segment is developing at jet speed. Companies engage in this business segment must pick up the opportunity to 
develop their business horizons covering untapped geographical areas of the country in particular the rural areas. Its the 
time to recheck their marketing strategy as rural consumers are also very sensitive and becoming awake in pursuing 
information through various means. Marketing experts should identify cost effective ideas using available rural 
infrastructure to reach to rural consumers.    
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