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ABSTRACT 
Market structure in India is dichotomous having rural and urban markets. Women constitute 

around 48.7 percent of India’s population as per the 2011 census and are the precious human 

resources. Women value unique products and brands that they can use to define their individuality. 

Females actively seek new styles and fashion trends to a larger extent than men. The buying 

preferences of India’s female rural consumers are changing fast, and their decision-making power 

and independence is increasing. This paper highlights the attitude of rural women both housewives 

and working women towards FMCG products. The study which has been interpreted with the help of 

t test, mean, standard deviation and correlation shows that the correlation between the attitude of 

Housewives and Working Women is slightly positive to the tune of 0.27 and so it reveals that as far as 

the attitude of the women respondents towards the product promotional strategies, both the group of 

women have different attitudes as far as the brand preferences.  
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