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Abstract:  

Facts state that India's 70 per cent of the population resides  in rural area and 56 per cent of the overall consumption comes from 

there. Rural Indians are no more inferior to the country's urban clan. Increase in incomes, rising non -farm employment  

opportunities, higher aspirations and the government's focus on rural sustainability schemes are major factors that have been 

driving the rural markets' growth. Indian rural markets are projected to be growing quickly compared to urban markets. Being a 

new market, it could easily mend to provide the manufacturers to develo p an intuition into the behavioural pattern of rural 

consumers. This paper is an attempt towards understanding the peculiar characteristics of rural consumers and magnitude of ru ral 

markets. The paper also throws light on determinants of rural consumer buy ing behaviour.  
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INTRODUCTION  

Consumer behaviour can be said to be study of how 

individuals make decisions on spending their available 

resources (time, money, effort) on various consumption-

related items. The simple defin ition of consumer behaviour 

tells marketers to resolve every activity around the ultimate 

consumer and gauge their behaviour by specially focus on: 

Who buys products or Services? How do they buy products or 

services? Where do they buy them? How often do they buy 

them? When do they buy them? How often do they buy them? 

These questions will help in understanding better what factors 

influence the decision making process of the consumers. The 

decision making process identifies the number of people who 

are involved in this process and ascribes a role to them –like 

the user, decider, influencer and buyer. It is believed that the 

consumers or customers make purchase decisions on the basis 

of receipts of a s mall number of selectively chosen 

informat ion. Thus it very important to understand what and 

how much informat ion is necessary by the customer to help  

him evaluate the goods and services offerings. The field of 

consumer behavior covers a lot of ground. According to 

Solomon (1996), consumer behavior is a study of the 

processes involved when individuals or groups select, 

purchase, use, or dispose of products, services, ideas, or 

experiences to satisfy needs and desires. Rural consuming 

system and its evolution are different from that of urban 

consumption. Material prosperity in the rural India due to the 

effect of liberalizat ion and globalization resulted in increased 

production and improved transportation and communication 

facilit ies. Increased rural development investment has 

increased the purchasing power of the rural folks. The 

increased purchasing power changes the dynamics of rural 

consumption behaviour. Thus, it is worth to examine how the 

rural consumers are being motivated, how far these 

determinants differ from urban consumers and how far the 

socio-economic cultural factors are influencing the rural 

consumers. A thorough understanding of rural consumer 

behaviour would help in identifying different market segments 

and to evolve suitable marketing strategies for effectively  

penetrating and thereby to command a respectable share in 

rural markets. In India the rural markets are spread over about 

6 lakhs villages across 28 states. Certain states like Bihar and 

Orissa are over dominated by rural characteristics. Other state 

like Maharashtra and Gujarat are more urban oriented.  

OBJECTIVES  

 

behavior.  

 

LITERATURE REVIEW  

Rural marketing is an unmapped area compared to urban 

markets. The reason is that, Marketing theories were originally  

developed in the urban context focusing on urban consumers 

and urban products. However, a review of availab le literature 

is quite essential in order to finalize the focus of any research 

study. Below an attempt is made to review the available 

literature on consumption pattern, factors influencing 

consumer choice, consumer decision making and post 

purchase behaviour Consumption Pattern  

Philip Kottler (l965) opined that, all the models so far 

developed by various scientists should be used in an integrated 

manner in order to understand the consumer in general. In his 

opinion, buying patterns are being influenced by price, quality, 

availability, service, style, option and image. Depending on 

the product involved, different variab les and behavioral 

mechanis ms assume d ifferent degrees of importance in  

influencing the purchase decision process.  

Mahajan (1980) in his study on inter-regional homogeneity of 

consumer behaviour in India revealed that, consumer behavior 

distinctly differ between the rural and urban sectors. It further 

revealed that inter regional homogeneity in consumption 

seems to be realized at best in the case of North India and 

Central India.  

Mani and Srinivasan (1990) in their analysis on buying 

behaviour of consumers with respect to processed fruits and 

vegetables found that, majority of the consumers purchased 

jam in large quantity followed by squash. Many consumers 

were loyal to a particular brand and were conscious of quality 

(taste) than price or shell life.  

Ramchandran et al. (1998) in their study found that coconut 

oil is the most preferred oil fo r edible and toiletry purposes. 

Higher income groups make monthly purchases, whereas 

lower income groups purchase weekly. Palm o il is the second 

preference among other edible oils. Homemade oils are used 

because of low cost availability of by-products and purity. 

Purchase of other edible oils was due to the fluctuations in 

price than health factors.  
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Sathya Sundaram (2002) has reviewed that a silent revolution 

is taking place in rural areas where the majority of the 

population lives. The consumption patterns and preferences of 

the rural consumers are changing.  

 

Factor Influencing Consumer Choice  

Bhavani Prasad and Sitakumari (1987) while evaluating the 

impact of advertising on consumer durables market observed 

that ‘friends’ is the main influence followed by relatives and 

hence they should be given more emphasis while p lanning 

promotion strategies Advertisement is the next major 

influencing factor for the consumer durables.  

Venketesharlu et al (l987) in their study on factors influencing 

consumer’s decision making process towards biscuits found 

that sample consumers mostly purchased biscuits at least once 

in a week. Consumers preferred packed biscuits to loose ones 

and small packets to big ones  Parents and children were more 

or less equally involved in decision making - Consumers 

perceived quality and taste were important influencing 

variables that determined brand loyalty.  

Rout (1987) in his study on consumer’s attitudes towards 

advertising pointed out, 89 percent of the respondents believed 

advertising is useful to the consumers, for giving convenient 

informat ion about the products and to increase consumer 

awareness. It also provides an opportunity to the consumers to 

make comparison and make shopping easier to the consumers.  

Nabi and Paul (1990) made a study to examine the influence 

of various media in the consumer decision making process 

particularly of television buyers opined that television and 

newspaper are the two effective media used for advertising 

television. Income-wise analysis also showed that television is 

considered as the most effective media by all the respondents 

irrespective of income differences.  

Kumar (2002) revealed that, the majority of consumers are 

highly enlightened and are concerned of quality of the 

products. He also revealed that, the consumers uniformly both 

in urban and rural areas, desire to have quality of the products 

at reasonable price and trust more the advice of the retailers.  

 

Consumer Decision Making  

Skinner (1990) opined that when a consumer purchases an 

unfamiliar expensive product he uses a large number of 

criteria to evaluate alternative brands and spends a great deal 

of time seeking informat ion and deciding on the purchase. The 

type of decision making used varied from person to person 

and from product to product.  

 

Freda (1995) observed that for consumer durable goods, the 

family members together decide on the product to be 

purchased, brand and shop.  

 

Bronnenberg et al. (1996) in their art icle observed that, it is 

becoming increasingly evident that a consumers brand choice 

decision in low involvement categories does not involve full 

search, evaluation and comparison of price of all brands 

available at the point of purchase. The authors proposed a two 

stage choice in which consumer first identifies a subset of 

brands within the universal set of brands called the choice set 

and then evaluates only those brands that are in the choice set 

relative to one another to select a single brand.  

 

Venkateswaralu and Rao (2000) in their study opined that the 

role of women in decision making for consumer non-durables 

is high and in the case of durables both husband and wife 

decide together.  

 

Gaur and Vaheed (2002) observed that, consumers buying 

behaviour normally should include the less observable 

decision process that accompany consumption including 

where, how often and under what conditions consumers make 

their purchase of desired goods and services.  

 

Vikas Saraf (2003) in his study opined that, brands are 

successful because the people prefer them to ordinary  

products. In addition to the psychological factors, brands give 

consumers the means whereby they can ma ke choice and 

judgment. Customers can rely on chosen brands to guarantee 

standard quality and services. People believe that the brand 

itself is something that changes consumer behavior.  

 

Post Purchase Behaviour / Brand Loyally  

Singh (1980) examined consumer’s store loyalty and 

preferences in his study and revealed that nearness, reputation 

of the store and acquaintance with store owner attracted store 

loyalty while analyzing correlation between store loyalty and 

brand loyalty, store loyalty was found stronger than the other. 

Singh and Singh (1981), while studying the brand loyalty in 

India observed that, single brand loyalty is very less and dual 

or multi brand loyalty is existing now. He also ranked reasons 

for loyalty based on importance of factors such as quality, 

previous usage, availability and company / brand reputation  

Holbrook et at (1982) opined that variety seeking or 

exploratory purchase behaviour are to be explained by 

experimental or hedonic mot ives rather than by utilitarian 

aspects of consumption. Preference towards new varieties has 

been identified as a determinant factor in brand switching.  

Singh and Prabhakar (1989) stated that, on the basis of 

consumer perception a consumer would take the purchase 

decision and a particular brand was getting priority over other 

brands. They also observed that the marketers realized the 

importance of consumer perception and attempted to create a 

unique image for their products, which enable to achieve an 

advantage over their competitors’ products.  

Broadbridge and Morgan (200l) in their study on consumer 

buying behaviour of and perception towards retail brand baby 

products found that consumers need to feel confident with the 

product in terms of reliability and performance and brand 

names provided this assurance of quality with baby products. 

Further it appeared that the more distinctive a brand 

positioning is, the less likelihood that the consumers will 

accept a substitute or own brands. The popular image of ru ral 

consumer is one who has limited educational background, is 

exposed to limited products and brands, choosing price over 

quality and is influenced by Word of mouth communication. 

But due to the changes that took place in the economy and 

thereby in rural areas in the avenues of investment, increased 

income, increased number of emigrants and foreign 

remittance, change in the life style, arrivals of new products of 

different brands both national and international, advancement 

of communication facilities etc., changed the popular image 

towards the rural consumers. This shift can be noticed from 

the increased demand for consumer durables, non-durables 

and fast moving consumer goods in rural areas.  

As evident from National Council fo r Applied Economics 

Research (2002) report the purchase and use of certain 

durables by consumers in rural areas is more than the 

consumers in urban areas. The durables for which purchase 

and use by consumers in rural areas exceed those in urban 

areas are as follows (NCAER, 2002): Sewing machines, 

Music, Wristwatches, Television sets , Cassette recorders, 

Bicycles, Table fans, Pressure cookers.  

In the case of consumer non-durables, there are at least six 

products where the rural market has a larger share than the 

urban market.  

 

DETERMINANTS OF CONS UMER BEHAVIOR  

The decision making process of the consumers are influenced 

by internal / individual / external / environmental variables. It  
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is important for a marketer to understand all these variables so 

to know why consumer behaves in the manner he/she does and 

how his/her mind is conditioned and influenced. An 

understanding of consumer behaviour theories (as discussed in 

the previous session) will help to understand the determinants 

of consumer behavior. An analysis of the basic variables 

influencing the consumer behaviour will be much useful to the 

marketers to frame suitable marketing strategies. The theory 

broadly classified the determinants into economic factors, 

sociological and behavioural factors and psychological factors.  

 

Economic Factors  

The economic factors will be exp lained through four general 

theories on the determinants of total consumer spending;  

 

(a) The Absolute Income Hypothesis,  

(b) The Relat ive Income Hypothesis 

 

Each theory was put forward originally in terms of individual 

behaviour and then generalized to aggregate behaviour and 

each hypothesis postulates a relationship between 

consumption and income, though the concepts underlying 

these terms may vary substantially.  

 

a) The Absolute Income Hypothesis  

The first statement of this theory is perhaps  made by Keynes 

in the General Theory. Its subsequent development is 

primarily associated with James Tobin and Arther Smithies. 

This theory states that, the individual consumer determines 

what fraction of his current income, he will devote to 

consumption on the basis of the absolute level of that income. 

Other things being equal the rise in his absolute income will 

lead to decrease in the fraction of that income devoted to 

consumption. This theory was criticized on the ground of its 

inability to reconcile data on saving with observed long term 

trends and as an answer to this inconsistency the relative 

income hypothesis was developed.  
 

b) Relative Income Hypothesis  

This hypothesis was propounded by Dorothy Brady Rose 

Friedman and James Duesenberry. Its underlying assumption 

is that, saving rate depends on the level of income, but on the 

relative position of the individual on the income scale. As 

such, Relat ive Income Hypothesis implies the assumption that 

spending is related to a family’s relat ive position in  the 

income d istribution of approximately similar families. Thus 

the theory argues that the fraction of families income spends 

on consumption depends on the level of its income relative to 

the income of neighbouring families and not on the absolute 

level of family’s income.  

 

James. S. Duesenberry supplied psychological support to the 

relative income hypothesis noting that there is a strong 

tendency in our social set up for people to emulate their 

neighbours and at the same time to strive constantly towards a 

higher standard of living. According to him, consumption 

expenditure of an indiv idual is determined not only by his 

current income, but also by the standard of living enjoyed by 

him in the past. This idea is known as Duesenberry 

hypothesis.  
 

c) The Permanent Income Hypothesis  

The Permanent Income Hypothesis was developed by Prof. 

Milton Friedman. Like Relative Income Theory, it holds that 

the basic relationship between consumption and income is 

proportional, but the relationship here is between permanent 

consumption and permanent income. He replaced the concept 

of current income to permanent income. According to him, 

“Permanent income is to be interpreted as the mean income 

regarded as permanent by the consumer unit in question which 

in turn depends on its farsightedness”. Since Permanent 

Income Hypothesis argues that proper consumption function 

relates permanent consumption to permanent income. It  

concludes that the long run consumption income relat ionship 

is proportional. Changes in permanent income give rise to 

proportional changes in permanent consumption.  

However critics argue that, this theory puts too much stress on 

the expectations and long range planning of consumer units1 

while in reality consumer units change their consumption 

behaviour frequently.  

 

d) Life Cycle Hypothesis or (MBA Approach)  

This hypothesis was propounded by Modigliani, Albert  Ando 

and later by Branberg. This approach is essentially a 

permanent wealth hypothesis rather than permanent income 

hypothesis. According to this, the household or consumer unit 

is assumed to determine the amount available for consumption 

over life which is the sum of households net worth at the 

beginning of the period plus the present value of its non-

properly income minus present value of planned bequests. In 

the MBA hypothesis, consumption is taken as a function of 

wealth and age and not of simple current income. It also 

emphasises that consumption function is strictly proportional 

to total wealth. The above economic theories highlight the 

short run and long run consumption function of consumers 

based on their income, savings, wealth and life cycle.  

 

Sociological Factors  

Sociologists and socio psychologists attempted to explain the 

behaviour of a group of individuals and the manner in which it  

influences and conditions an individual’s behaviour in the 

market p lace. They emphasized the influence of family  

members, reference groups, opinion leaders, social class and 

caste and culture on the consumer behavior 

 

a) Family  

Consumer researchers have revealed that, for every family  

there is a role specializat ion and every member of the family  

has a specific ro le to play in making the family purchases. It is 

possible that, the buyer may be influenced by the preferences 

of the other members of the family g roup or the decision has 

emerged out of the consensus of opinion among the family  

members. For a marketing man it is important to identify these 

members and their respective buying roles.  
 

b) Reference Group  

The concept of reference group was originated by Hyman in 

1942 to describe the kind of group used by an individual as a 

point of reference for his own judgment, belief and behaviour. 

The reference group will affect the level of aspiration and type 

of behaviour through establishing conventional patterns of 

personal expenditure. An understanding of the points of 

reference of the target consumers of company’s products is 

very relevant in formulating effect ive marketing strategies / 

programmes.  

 

c) Opinion leaders  

The concept of opinion leadership emerged from a research 

conducted by Lazarfeld Berelson and Gandet (l940). 

Consumers often make a reference to an indiv idual (opin ion 

leaders) in order to formulate his/her behaviour pattern. For 

the marketers it is necessary to identify those leaders who 

influence and condition the others behaviour, so that they can 

formulate the promotional strategies based on it.  

 

d) Cultural factors  

Culture can be defined as a set of basic values, perceptions, 

wants and behaviour learned by a member of a society from 
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family and other important institutions. These factors exert the 

broad and deep influence on consumer behaviour. Howard and 

Sheth have viewed culture a selective manmade way of 

responding to experience, a set of behaviour patterns. Cultural 

aspects go a long way in conditioning the purchase behaviour 

of Indian consumers. More over its influence is more enduring 

on account of ‘Samskar’ it builds up.  
 

e) Social Class and caste  

In addition to culture and sub culture social class also 

influences the behavioural pattern of consumers. Social class 

is a relatively permanent and ordered division whose members 

share similar values, interests and behaviours. It is determined 

by factors like income, occupation, education, wealth and 

other variables. Caste on the other hand is a group with a 

developed life of its own, the membership where at, unlike 

that of classes is determined not by selection but by birth. 

Marketers are interested in social class because people within  

a given social class tend to exhib it similar buying behaviour. 

Research studies carried out in USA suggest that influence of 

class affiliates is visible on product and store choices of 

consumers. In India although no empirical research about 

caste oriented consumer behaviour is available. It is common 

knowledge that, those belonging to lower class do not buy 

from stores generally patronized by higher class.  

 

Personal factors  

Personal characters of an individual include buyer’s age and 

life cycle stage, life style, personality and self.  

 

a) Age and life cycle stage  

Consumers change the buying patterns and habits over their 

life time. Taste in clothes, fashion, and recreation are age 

related factors. Further, consumers face different stages of 

family life cycle i.e. the stages through which families might 

pass as they mature overtime. Marketers often define their 

target markets in terms of different consumer segments and 

family life cycle stage and develop appropriate products  and 

market ing plans for each stage and segment.  
 

b) Life Style  

Life style is a person’s pattern of liv ing as expressed in his or 

her psychographics. It is the expression of the ways he or she 

chooses to spend time and money and how his or her values 

and tastes are reflected in consumption choices. Life style 

research is useful to tact social consumption preferences and 

also to position specific products and services to different 

segments .Many marketers identify reg ional differences in 

product preferences and develop different versions of their 

products for different markets. A set of techniques called geo-

demography analysis; consumption patterns using 

geographical and demographic data identify clusters of 

consumers who exh ibit similar psycho-graphic characteristics.  

 

c) Personality  

The concept of personality refers to a person’s unique 

psychological make-up and how it consistently influences the 

way of person responds to his or her environment. Market ing 

strategies based on personality differences have met with only 

partial mixed success, because of the way these differences in 

personality traits have been measured and applied to 

consumption contexts. Some approaches have attempted to 

understand underlying differences in small samples of 

consumers by employing technique based on Freudian 

psychology whereas others have tried to assess these 

dimensions more objectively in large samples using 

sophisticated quantitative techniques.  
 

 

d) Self  

Consumers’ self-concepts are reflections of their attitudes 

toward themselves. Whether these attitudes are positive or 

negative, they will guide many purchase decisions, products 

can be used to boost self-esteem or to reward the self. Many 

product choices are dictated by the consumer’s perceived 

similarity between his or her personality and attributes of the 

product. Self-image congruence models suggest that products 

will be chosen when their attributes match some aspects of the 

self. These models assume a cognitive matching between 

product attributes and the consumer’s self-image. Congruity 

also found between consumers and their preferred brands of 

beer, soap, tooth paste and cigarettes relative to their least 

preferred brands, as well as consumers self-images and their 

favorite stores. In order to understand consumer behaviour the 

marketer must understand the relationship between consumer 

self-concept and possession of products and services.  

 

Psychological factors  

A person’s buying choices are further determined by various 

psychological factors/characters viz., mot ivation, perception, 

learning, belief and attitudes. Marketers have very little 

control over these variables and therefore call for great 

attention on these factors to tune their market ing strategies.  
 

a) Motivation  

The psychological theories of Sigmund Freud and Abraham 

Maslow focus on the need for identifying mot ivational aspect 

of consumers. Many factors affect mot ivation. First motivation 

tends to be greater, when consumers see something as 

personally relevant. Other things are seen as relevant because 

they relate to our needs, values and goals, because they are 

seen to entail considerable risk or because they are 

inconsistent with prior attitudes. Even when motivation is 

high, consumers lack the knowledge, experience, intelligence, 

or money to engage in behaviour process, information etc. 

they cannot achieve a goal. Highly mot ivated consumers may 

also fail to achieve goals if other opportunity is limited.  

 

b) Perception  

People can form different perceptions towards same stimulus 

because of three perceptional process i.e. selective attentions, 

selective distortion and selective retention. For example, an 

average person may be exposed to very larger number of 

advertisements in a single day. Certain people have the 

capacity to screen out most of the information to which they 

are exposed, means that marketers have to work hard to attract 

the consumer’s attention. Even noted stimuli always came 

across the intended way because people have the tendency to 

interpret information on a way that will support their belief 

(selective distortion). Therefore marketers must try to 

understand the mind set of consumers and how these will 

affect interpretations of advertising and sales promotion. 

Further, people tend to retain informat ion that supports their 

attitudes and belief (selective retention). Because of the 

selective exposure, distortion and retention marketers have to 

work hard to get their messages.  
 

c) Learning  

Learn ing theorists stressed that most human behaviour is 

learned. Learn ing occurs through the interplay of drives, 

stimulus, cues, responses and reinforcement. Learn ing 

describes changes in an individual behaviour arising from 

experience. The practical significance of learning theory for 

marketers is that, they can build up demand for a product by 

associating it with strong drives using motivating cues and 

providing positive reinforcement.  
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d) Beliefs  

People have certain beliefs towards certain  products and 

services. They acquired this through doing and learning. 

Belief is a descriptive thought that a person has about 

something. Marketers are interested in the belief that, people 

formulate about specific products and services, because these 

beliefs make up product and brand images, that affect buying 

behaviour. If some of the beliefs are wrong and prevent 

purchase, the marketer want to launch a campaign to correct 

them.  

 

e) Attitudes  

Attitude is a person’s consistently favorable or unfavorable 

evaluation of feelings and tendencies towards an object or an 

idea. Attitudes are difficult to change. A person’s attitudes 

may fit into a person and to change this may require d ifficult  

adjustments. Thus a company is supposed to try to fit into 

existing attitudes rather than attempts to change attitudes. 

Attitude researchers traditionally assumed that attitudes were 

learned in a fixed sequence, consisting first of the fo rmation of 

beliefs (cognitions) regarding attitude object, followed by 

some evaluation of that object (affect) and then some action 

(behaviour) depending on the consumer’s level of involvement 

and the circumstances.  

 

The theoretical approaches to attitudes as cognitive dissonance 

theory, self-perception theory and balance theory stress the 

vital ro le of the need for consistency. The complexity of 

attitudes is underscored by multi-attribute attitude model in  

which a set of beliefs and evaluation is identified and 

combined to predict an overall attitude. Factors such as 

subjective norms and specificity of attitude scales have been 

integrated into attitude measures to improve predictability. 

There are many subdivisions to these individual determinants 

of consumer behaviour and it is necessary for the marketers 

take into consideration each and every component in an 

individual.  

 

It can be concluded that there are number of forces that 

influence consumer behavior. The consumer choice redetects 

from the complex interplay of cultural social personnel and 

psychological factors. Although many of these factors cannot 

be influenced by the marketers they can be useful in 

identifying interested buyers and shaping products and appeals 

to serve consumer needs better 

 

CONCLUS ION  

The markets are customer focused in these days to understand 

the consumers, are not easy jobs as his behaviour is distinctive 

and unpredictable. This has made the firms to step into the 

shoes of the customers and understands from h is point of 

selection and purchase of products and services. Marketers 

need to identify the end users of product and services. They 

should frame marketing plans than considering the 

wholesalers and retailers who actually are the intermediaries 

in the process of purchase. Therefore marketers should 

consider the consumers and then develop their plans of action. 

Here lies the essence of market ing. The consumer is the king 

and all act ions should start with his view in mind.  

 

Market structure in India is dichotomous having rural and 

urban markets. There are certain unique characteristic features 

which call for separating marketing strategies to be distinctly 

developed to suit to rural and urban marker behaviours. This is 

especially because; rural consumers differ in terms of its 

consumption pattern, purchase decisions, purchase behaviour, 

attitudes and perceptions towards products. The dominant 

economic peculiarities of rural India may be recognized in  

terms of the source of income (agricu lture), the frequency of 

receipts of income (unstable because of the dependence on 

monsoon) and the seasonal nature of income and consumption 

(main ly farmers). These differences also affect the 

consumption pattern of rural consumers.  
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