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Influence of Community Orientation and the Use of Non-price
Attributes on the Brand Preference of Rural Consumers

Rural consumers prefer local brands over national brands and one of the reasons
is the price sensitive rural consumers prefer lower priced local brands. Literature
is not clear as to whether the rural consumers are price sensitive or value
conscious. The hypothesis advanced in this study based on literature in rural
sociology is that the rural consumer preference for local brands is because of the
community orientation that is unique to rural markets. The study used survey
method in the context of consumer preference for washing soap brands to test the
hypotheses. Results clearly indicate that Rural Marketing is not limited to issues
of price and access but requires understanding of the social-cultural differences.
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Rural markets are considered attractive because of the large untapped potential in this

market. The Indian rural market is one-eighth of the world population. The potential

is to a large extent untapped as marketer is faced with the challenge of reaching the

geographically dispersed market. This increases the cost of access and therefore the

difficulty of viably serving the market. In addition to viability there is one other issue

and that is the ability of rural consumers to pay. The number of households in the

income group of ~35,000 and less is 47.9% in rural markets compared to 19.0% in

urban markets (NCAER, 2003). The lower income is reflected in the lower monthly

per-capita expenditure in rural areas at ~565 compared to n060 in urban areas (NSS,
2005). While unbranded offerings and local brands with less price is observed to have

strong presence in the rural markets there are consumers who purchase high priced

brands too (Velayudhan, 2007). Small business serving rural areas reflect the context.

The strategy of small business is to reduce overheads and focus on a small segment of

consumers (Miller and Kim, 1999).The small firms with local brands have the

advantage of lower cost and easy access. The issue faced by the marketer in rural

areas is that of affordability among rural consumers than any other characteristic of

the rural market. This is possibly the reason for the observation that the rural markets

are similar to the urban markets (Vijayaraghavan and Philip, 2005; Baig, 1980). It is

an extension of this understanding that causes some marketers to launch the low end

variants of products available in the urban markets in the rural markets. Another

approach used by marketers is the introduction of products with fewer features or of

lower quality than what is on offer in the urban markets. In addition to low feature
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