International Journal for Innovative
€ngineering and Management Research

PEER REVIEWED OPEN ACCESS INTERNATIONAL JOURNAL
www.ijiemr.org

% ELSEVIER
RN

2021 |JIEMR. Personal use of this material is permitted. Permission from

JIEMR must be obtained for all other uses, in any current or future media,
including reprinting/republishing this material for advertising or promotional
purposes, creating newcollective works, for resale or redistribution to servers or
lists, or reuse of any copyrighted component of this work in other works. No
Reprint should be done to this paper; all copy right is authenticated to Paper
Authors

IJIEMR Transactions, online available on 30t Dec 2021. Link

https://ijiemr.org/downloads.php?vol=Volume-10&issue= Issuel?2

DOI:10.48047/IJIEMR/V10/ISSUE12/45

Title: " ANALYZING CONSUMER BEHAVIOR AND PREFERENCES BY SEGMENTATION AND
TARGETING STRATEGIES IN RURAL RETAIL MARKETS"

Volume 10, ISSUE 12, Pages: 342- 350

Paper Authors
DR. RACHNA CHOUHAN

USE THIS BARCODE TO ACCESS YOUR ONLINE PAPER
To Secure Your Paper as Per UGC Guidelines We Are Providing A ElectronicBar
code

Volume 10 Issue 12 Dec 2021 ISSN 2456 - 5083 www.ijiemr.org


http://www.ijiemr.org/

International Journal for Innovative

€ngineering and Management Research

PEER REVIEWED OPEN ACCESS INTERNATIONAL JOURNAL

www.ijiemr.org

ANALYZING CONSUMER BEHAVIOR AND PREFERENCES BY
SEGMENTATION AND TARGETING STRATEGIES IN RURAL RETAIL
MARKETS

DR. RACHNA CHOUHAN
Guest Faculty L N M I Patna (Bihar)
ABSTRACT

Using segmentation and targeting techniques, this research investigates the preferences and
behaviors of consumers in rural retail marketplaces. The study finds different types of
customers and what they require by looking at demographic, psychographic, and behavioral
aspects. Insights into successful targeting tactics for merchants are offered by an examination
of how these categories impact buying habits and preferences. In order to optimize product
offers, increase customer happiness, and fulfill the unique demands of rural customers, the
results emphasize the need of specialized marketing tactics. By providing a thorough research,
this report hopes to assist merchants in creating strategies that appeal to rural market groups,
leading to increased sales and market share.

Keywords: Preferences, Segmentation, Rural Retail Markets, Targeting Strategies, Consumer
Behavior.

I. INTRODUCTION

In order to succeed in rural retail marketplaces, it is essential to understand customer behavior
in order to create marketing tactics. There are advantages and disadvantages to operating in
rural markets as opposed to their urban counterparts, due to the rural areas' specific
socioeconomic and cultural circumstances. Consumers' demographics, psychographics, and
patterns of behavior all play a role in shaping the dynamics of these marketplaces. In order to
address the varied demands of rural customers, this introduction explores the nuances of rural
consumer behavior and stresses the need of targeting and segmentation tactics.

Even though they are less densely inhabited, rural areas nonetheless make a big difference to
the economy of the country. This means they have a lot of untapped potential as a consumer
base for stores. Nevertheless, because to disparities in lifestyle, disposable income, and
accessibility to products and services, consumer behavior in rural regions might differ
substantially from that of metropolitan customers. If stores want to cater to people living in
rural areas, they need to know these disparities inside and out so they can adjust their products
and advertising accordingly.

When studying marketplaces in rural areas, consumer segmentation is essential. It entails using
a variety of criteria to partition the large market into smaller, more manageable portions. Age,
gender, income, and level of education are examples of demographic characteristics; hobbies,
values, and way of life are examples of psychographic characteristics; and buying patterns and
brand loyalty are examples of behavioral characteristics. Retailers may better meet the demands
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and preferences of their target demographics if they take the time to identify and study these
subsets.

Consumer behavior in rural areas is heavily influenced by demographic variables. Income, age
distribution, and educational background are three areas where rural communities vary from
their urban counterparts. Millennials and Gen Zers may have distinct tastes and priorities when
it comes to making purchases. Affordability is a major issue for buyers, who may be more
influenced by lower income levels in some rural regions. Retailers may get a better
understanding of the economic potential and limitations in rural markets by evaluating these
demographic aspects.

Rural customers' beliefs, attitudes, and way of life may be better understood via psychographic
segmentation. This kind of segmentation delves deeper than just demographic data to reveal
the true drivers of customer actions. People living in rural areas may be more influenced by
traditional values and items that focus on the community when making purchases. By gaining
a deeper understanding of these psychographic factors, businesses may better cater to the social
and cultural preferences of rural residents, therefore strengthening their relationships with the
target market.

Consumers' real actions while making purchases are the center of behavioral segmentation.
Considerations including product use, brand loyalty, and buying frequency are included.
Seasonal variations, local events, and product availability are some of the elements that impact
buying behavior in rural marketplaces. People living in rural areas may show brand loyalty
because of their long-standing ties with local companies or because they choose to buy in bulk
since there are fewer retail establishments to choose from. Retailers may better address the
demands of rural customers by studying their buying habits and adjusting their product
selection, advertising, and delivery methods accordingly.

In order to reach and serve various customer groups, targeting tactics are crucial. Retailers need
to prioritize segments according to criteria including size, growth potential, and compatibility
with their capabilities once segments have been discovered. Product line customization to meet
local tastes, value-based promotions, and distribution channel optimization to reach outlying
regions are all examples of focused techniques that might work in rural markets.

Comprehending the competition environment is also essential for an efficient targeting
approach. Local firms typically play a vital role in providing customer requirements, even if
rural markets may have less rivals compared to larger ones. To succeed in rural areas, retailers
need to establish strong connections with local communities and find ways to differentiate
themselves via distinct value propositions. By taking this tack, stores may win over customers
in rural areas and set themselves apart from the competition.

The rise of internet marketing and other technical developments have also had an outsized
effect on shoppers in more remote areas. Although mobile technologies and social media are
slowly filling the gap, rural communities still may not have access to digital platforms or high-
speed internet. With the use of these digital technologies, retailers may connect with customers
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in remote areas via targeted web ads, social media, and mobile shopping. Retailers can expand
their reach and make a bigger impact in rural regions by adopting digital innovation.

An in-depth familiarity with demographic, psychographic, and behavioral aspects is necessary
for the analysis of customer behavior and preferences in rural retail marketplaces. To
effectively reach rural customers and meet their specific demands, it is essential to use
segmentation and targeting tactics in marketing. Retailers may use the results of these
investigations to improve their marketing to rural customers, cater to their needs, and expand
their company into rural areas. Meeting the evolving requirements and tastes of these lucrative
customer categories will need continuous study and adaptation as rural regions undergo further
evolution.

II. LITERATURE REVIEW

Rajeshwari, B et al., (2024) The complex dynamics of customer behavior in the Indian retail
industry are investigated in this research via the application of sophisticated analytics. A
preprocessed retail dataset including 495,478 retail customers was developed by us. The
research used a number of methods, including temporal analysis, Box-Cox transformation, and
RFM (Recency, Frequency, Monetary) segmentation, in its quest to predict customer behavior.
A number of supervised machine learning models are also used, including RandomForest,
AdaBoost, ExtraTrees, LGBM, and XGBoost. Of these, ET and XGBClassifier have shown to
be the most accurate in forecasting client lifetime value. Using metrics like accuracy (92.40%),
precision (92.27%), recall (92.40%), F1 score (92.28%), and AUC (97.39), the research
concluded that the performance metrics of the machine learning models are outstanding. The
research proved that machine learning approaches are long-lasting and accurate, and it showed
that the model could accurately anticipate clusters of customer lifetime value. The significance
of RFM analysis in providing valuable insights into consumer behavior and preferences has
been shown by significant findings. Future research studies that employ data analytics to
analyze and anticipate consumer behavior across many corporate entities might use this study
as a standard since it provides a scalable and successful method.

Jadhav, Yogesh & Parasar, Deepa. (2020) These days, one of the biggest problems that stores
have is keeping consumers' attention and loyalty. Companies face intense marketing rivalry
due to the abundance of alternatives in the market that provide the same goal. As a result,
marketing techniques do need periodic reinforcement. Technological progress will allow this
to become a reality. In order to maximize profits for businesses, this article suggests a
methodical strategy for identifying and contacting potential clients. An essential first step is to
find the metrics with the highest correlation using the sales data obtained from the purchase
history. For clustering, we pay special attention to the recency and frequency of clients'
transactions. Using machine learning algorithms, resources may be directed towards lucrative
clients based on their specific clusters. Issues with the recommender system, such as the cold
start issue and sparsity, are also discussed in this work, along with potential solutions to these
problems. For client segmentation, we employ K-Means clustering, and for recommendation
processing, we use Singular Value Decomposition.
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Jacob, Aman et al., (2019) It is quite difficult to sell and promote items in rural regions. About
half of India's gross domestic product comes from what are often known as "unorganized,"
"informal," and "marginalized" industries.Retail stores with a wide variety of brands and
categories have mushroomed in almost every village in India, catering to the 70% of the
population that resides in rural regions. After a thorough analysis of the market, rural marketers
may develop targeted plans for each of the four Ps of marketing: product, price, place, and
promotion. The primary goal of this article is to catalog the marketing approaches used by rural
merchants in the Salem region and to detail the difficulties these businesses encountered while
trying to attract and keep customers.

Singh, Gurcharan et al., (2017) Finding out what aspects rural consumers consider most
important when making purchases is the driving force behind this research. The study found
that different forms of advertising (the communication mix, which includes TV, newspapers,
wall painting, and the internet) had an effect on consumers' decision-making, and it also
identified eight factors—family, income, retailer product quality, price, recommendations from
friends and relatives, and so on—that influence consumers' purchasing behavior. According to
our findings, consumers are more influenced by their money and television viewing habits
when making purchases, whereas the internet and personal recommendations from friends and
family have a smaller effect.

Sarkar, Dev Narayan et al., (2016) Traditional rural shops are crucial to the effectiveness of
rural marketing campaigns in developing countries, according to a review of the relevant
research. Using text analysis and statistical methodologies, this research seeks to understand
what variables may impact the purchasing decisions of traditional shopkeepers in rural areas.
The research aims to find out what makes people want to buy certain things, how those things
have been conceptualized throughout time, and whether there is a central idea in academic
thinking about this. This study provides a 40-year longitudinal examination of the variables:
Throughout the study period, the following needs have been consistently identified: the
importance of regular/frequent service has remained relatively constant; the importance of
discounts has remained relatively constant; doorstep delivery had the highest ranking in the
first period, likely due to the relative weakness of delivery systems during the early phase of
rural marketing; the requirement for credit appears to increase from the first to the second
period, then decrease.

III. METHODOLOGY
Data Collection

A systematic survey was carried out in many rural areas to collect the data. Questions on
demographics, shopping patterns, preferred brands, and variables impacting purchase choices
were all part of the poll, which aimed to reach people with varying income levels.

Sample Size

The survey reached 160 respondents across various rural areas.
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Data Analysis

To divide up the rural market and zero in on the most important demographics of buyers,
statisticians employed tools like cluster and factor analysis.

IV. RESULT AND DISCUSSION

The findings show that there are different types of consumers in rural marketplaces, and that
these consumers have different tastes and habits. Different demographics, psychographics, and
behavioral investigations revealed different demands and shopping habits. Retailers were able
to increase their market penetration and customer happiness by implementing targeted
strategies that were based on these data.

Table 1 Gender of the Respondent

Gender group Frequency Percentage
Male 80 50%
Female 80 50%
Total 160 100
0,
" 50% 50%
45% <
40% |
35%
30% j
25% =
20% :
15% I
10% I
. -
0%
MALE FEMALE

Figure 1: Gender of the Respondent

Half of the sample consists of men and half consists of females, as shown in the table. There is
a perfect balance of sexes with 160 participants, 80 men and 80 ladies. Given that both sexes
are fairly represented in the sample, it is reasonable to assume that the data is varied and that
any analyses or conclusions drawn from it reflect the views of both sexes.
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Table 2: Age of the respondent

Age group Frequency Percentage
18-24 32 20%
25-34 48 30%
35-44 40 25%
45-54 24 15%
55+ 16 10%
Total 160 100%

B 30%

25%
25%
20%
20%
15%
15%
10%
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|
0%
18-24 25-34 35-44 45-54 55+

Figure 2: Age of the respondent

The age distribution among the 160 participants is broken out in the table. The 25-34 age
bracket accounts for 30% of the total, with the 35-44 age bracket coming in second at 25%.
Twenty percent fall into the 1824 age bracket, while the 45-54 and 55+ categories are much
smaller, with only fifteen percent and ten percent, respectively. The distribution shows that the
sample is mostly composed of younger and middle-aged individuals, with a smaller number of
participants falling into older age groups. The results and insights about age-specific
preferences and behaviors may be impacted by this bias towards younger groups.

Table 3: Detailed Factors Influencing Purchasing Decisions

Factor Importance Score (1-5)

Price 21.3%
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Quality 19.9%
Brand 18.0%
Accessibility 18.5%
Product Variety 17.4%
Total 100%
25,00%
21,30%
19,90%
20,00% ’
: 18,50%
S 18,00% g 17,40%
15,00%
10,00%
|
5,00%
I
0,00%
PRICE QUALITY BRAND  ACCESSIBILITY ~ PRODUCT

VARIETY

Figure 3: Detailed Factors Influencing Purchasing Decisions

A number of elements impacting customer choices are highlighted in the table. The most
important aspect for customers, according to the highest significance score of 21.3%, is price.
Quality comes in second with a score of 19.9%, highlighting its importance in consumers'
decision-making process. Two other important factors, accessibility (18.5%) and brand
(18.0%), are equally crucial. Despite its low significance score of 17.4%, product diversity is
still an important factor to consider. Although all variables influence customer decisions, the
distribution shows that price and quality have the most impact on purchase behavior.

V. CONCLUSION

Consumer behavior research in rural retail settings highlights the necessity for tailored tactics
and segmentation to meet the demands of a diversified customer base. Retailers may better
cater to the interests of rural customers by identifying unique demographic, psychographic, and
behavioral categories. By maximizing product offers and marketing efforts, this tailored
strategy not only boosts customer pleasure but also promotes corporate development. To stay
ahead of the competition and satisfy the specific needs of these valued rural consumers,
businesses must constantly adjust to new market conditions and do research.
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