AURA - AN INTERNATIONAL BI-ANNUAL MULTIDISCIPLINARY E-RESEARCH JOURNAL

| SSN: 2348-6449 https.//bmb.ac.in/aur a/ aurabmb@gmail.com

An Analytical Study on the Impact of Social Media
Marketing on Rural Marketing.

Dnyaneshwar N. Kamdi

Assistant Professor, Department of Commerce,
Bhiwapur Mahavidyalaya, Bhiwapur

Mobile No. 7709074990

Email 1D : dnyaneshwarkamdi66@gmail.com

Abstract

In today’s digital era, most businesses are shifting their focus from traditional marketing to
digital marketing because most customers or people spend their time on digital platforms. This
shift is particularly significant in the rural Indian landscape, where more people using
smartphone has created a new group of customers. This study examines the idea of using digital
marketing in rural areas. It looks at the different ways this can be done and explains why it is
important for connecting with low income populations. Using secondary data from various
reports, literature, and research papers, this study examines the impact of platforms like
WhatsApp, Instagram, Telegram, YouTube, and Facebook on rural brand awareness. The
findings suggest that digital marketing is a corepart of modern business strategy, as it helps them

build customer loyalty and increase sales in new markets they couldn 't reach before.
Keywords. Digital marketing, Rural Marketing, Social Media Marketing, Consumer Behaviour
1. Introduction

Digital marketing refers to the marketing of products and services over the internet using digital
technologies such as computer mobile phones, apps, and display ads. Digital Marketing methods
includes Search Engine Marketing, Influencer Marketing, E-mail Marketing, Search Engine
Optimization, Social Media Marketing, Content Marketing, Pay Per Click, e-books etc. It has
significantly transformed the way brands and businesses utilize technology for marketing since
the 1990s and 2000s. As digital platforms become increasingly incorporated into everyday life,
and as people increasingly use digital devices instead of visiting physical shops, digital
marketing campaigns have become prevalent. In the context of rura marketing, this
transformation is revolutionary. Traditionally, rura marketing was limited to specific

geographical regions and relied on offline methods like posters and banners. However, digital
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marketing strategy uses internet and electronic device channels to promote products and contact
targeted customers through search engines, social media platforms, and email. This study aims to
explore how these digital methods are bridging the gap between urban brands and rural

CoNsumers.
2. Historical Evolution of the Digital Landscape

The term "Digital marketing" was first used in the 1990s, with the first clickable banner ad going
live in 1994. The rise of e-commerce sites like Amazon (1994) and eBay (1995) began the true
evolution of the sector. The digital marketing world saw its first steep surge in 2006 when search
engine traffic reported massive growth.

For rural India, the evolution was slower but more impactful. With the birth of social media
platforms like Facebook (2004) and Twitter (2007), users started sharing more personal data
online. The journey of history and evolution of digital marketing has been remarkable, helping
the business and corporate environment boost market share by increasing sales irrespective of the
geographical constraints. Without digital marketing, the modern business environment in rural

sectors would not have flourished.
3. The Evolution of Rural Marketing

Rural marketing in India has gone through several phases:

1. Phasel (Pre-1960s): Focused on agricultural inputs like seeds and fertilizers.
2. Phase Il (1960s - 1990s): The "Green Revolution” led to increased income, and
companies began selling basic FMCG products (soaps, detergents).
3. Phaselll (Post-1990s): The arrival of telecommunications and television. Brands began
to customize packaging (sachets) for rural affordability.
4. Phase |V (2014 - Present): The Digital Era. High-speed internet and smartphones have
integrated rural consumers into the global digital economy.

The term digital marketing was first used in the 1990s, but its impact on rural sectors only
became significant in the last decade. With search engine traffic and social media usage
exploding since the mid-2000s, rural consumers are now just as "online" as their urban
counterparts.

4. Comparative Analysis. Traditional vs. Digital Rural Marketing

A marketing strategy that uses offline advertising channels like newspapers, radio, television, and
billboards to promote productsis referred to astraditional marketing. While traditional marketing
has been a favourite since the Golden Age of commercial broadcasting, it has significant

limitations in the modern era.
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4.1 Limitations of Traditional Rural M arketing

* Geographical Constraints: Traditional marketing is often limited to specific geographical

regions, making it difficult to scale across diverse rural belts.

* Cog Inefficiency: It is a comparatively less effective and more expensive marketing strategy
for reaching individual households.

* One-Way Communication: Traditional methods like posters and radio do not allow for

immediate customer feedback or engagement.
4.2 Advantages of Social Media in Rural Sectors

* Cogst-Effectiveness: Digital marketing is a very cost-effective method of promoting products
and services compared to traditional physical media.

* Massive Reach: It can reach out to alarge audience and is much less time-consuming.

* Consumer Engagement: It allows businesses to reach their target customer, build brand

awareness, and drive sales through two-way interaction.
5. Various Types of Digital M arketing Impacting Rural Areas
5.1 Search Engine Optimization (SEO)

SEO helps search engines understand a website's content and connect it with users by delivering
relevant, valuable results based on search queries. In rural areas, SEO is increasingly important

as users search for products in regional languages.
5.2 Social Media Marketing (SMM)

Social media has now become a part of daily life; users spend significant time on Facebook,
Instagram, and WhatsApp, Telegram. SocialMedia Marketing uses these apps as marketing tools
to produce relevant content that users share with their own networks, helping brands increase

exposure.
5.3 E-mail and Mobile Marketing

About 99% of internet users check their email regularly, making it a professional way to increase
sales. Furthermore, mobile marketing is highly effective because people typically have their
phones with them and engage with them frequently through apps and text messages.
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5.4 Video and Audio Marketing

Short and quick videos are quicker than texts in attracting customers in rural areas. Today, over 2
billion people look for content on YouTube per month. Similarly, audio marketing has evolved
from traditional radio to internet radio channels like Spotify, which include podcasts and smart

home assistants like Amazon Alexa.
5.5 Influencer and Affiliate Marketing: The Rural Trust Factor

Influencer marketing involves collaborating with well-known figures who already have a
following. In rural marketing, these influencers are often local leaders or content creators who
speak the local dialect. When they promote goods on YouTube or Facebook, the audience
follows their advice and purchases the product. Additionally, affiliate marketing alows
companies to reward individuals for every customer they bring to the website, creating a

decentralized sales force in rural villages.
6. Impact on Consumer Behaviour :
Social mediais changing how people in rural areas think about the products they buy:

Awareness of New Brands: Rural shoppers now know about high-end brands that they didn't

have access to before.

Smarter Shopping: With the ability to compare prices and features online, these consumers are

more discerning, demanding better quality and value.

Desire for New Lifestyles. Social media shows rural young people different ways of living

around the world, making them want more fashion and lifestyle goods.

Building Trust: Watching real people use and review products in online videos builds a level of

trust that traditional advertising like Newspaper posters Radio etc. simply cannot match.

7. Conclusion

This study shows that social media marketing is no longer just an "option" for rural marketing; it
is a necessity. Most rural marketing have adopted social media as a core part of their marketing
strategy. While they are using it effectively to reach customers and improve brand visibility,

there is still room for improvement in areas such as customer engagement and influencer
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marketing. Among the different components of social media marketing, influencer marketing

was found to have a significant positive impact on business performance.

The findings suggest that the evolution of digital tools has been remarkable. Without these

digital platforms, the rural business environment would not have developed as it has today.

The study concludes that when used correctly, social media can help RuralMarketer to grow their

customer base, increase sales, and compete with larger businesses. Therefore, RuralMarketersare

encouraged to invest more in training and tools that can help them make better use of social

media features, especially interactive tools and influencer partnerships.
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