
Difference Between Rural and Urban MarkeƟng 

IntroducƟon 

MarkeƟng is the process of idenƟfying and saƟsfying customer needs profitably. Based on the 
target area and type of consumers, markeƟng can be classified into rural markeƟng and urban 
markeƟng. 
Both aim to promote and sell goods and services but differ in their environment, consumer 
behavior, and markeƟng strategies. 

 

Meaning 

 Rural MarkeƟng: 
Refers to the markeƟng of goods and services in rural areas — villages and small towns 
— where the majority of people are engaged in agriculture and related acƟviƟes. 
It includes both markeƟng of inputs to rural areas (like seeds, ferƟlizers, and farm 
equipment) and outputs from rural to urban areas (like agricultural products). 

 Urban MarkeƟng: 
Refers to markeƟng acƟviƟes carried out in ciƟes and metropolitan areas where 
consumers are generally more educated, informed, and exposed to modern lifestyles 
and technology. 

 

Table: Difference Between Rural and Urban MarkeƟng 

Basis of Difference Rural MarkeƟng Urban MarkeƟng 

1. Area of 
OperaƟon 

Operates in villages and small towns. 
Operates in ciƟes and metropolitan 
areas. 

2. Consumers 
Consumers are mostly farmers, 
laborers, and low-income groups. 

Consumers are professionals, 
businessmen, and middle/high-
income groups. 

3. Income Level 
Lower and irregular income levels, 
mostly dependent on agriculture. 

Higher and regular income due to 
industrial and service sector jobs. 

4. Literacy Level 
Generally low literacy and awareness 
levels. 

High literacy and awareness levels. 



Basis of Difference Rural MarkeƟng Urban MarkeƟng 

5. Nature of 
Demand 

Demand is seasonal and based on 
agricultural income. 

Demand is regular and less affected 
by seasons. 

6. Type of 
Products 

Mostly basic necessiƟes like food, 
clothing, farm equipment, and low-
priced items. 

Includes luxury goods, branded 
products, and high-value items. 

7. CommunicaƟon 
Media 

Relies on personal selling, local fairs, 
folk media, and word of mouth. 

Relies on mass media like TV, 
internet, newspapers, and digital 
plaƞorms. 

8. DistribuƟon 
Channels 

DistribuƟon network is less developed; 
depends on local retailers and haats 
(weekly markets). 

Well-developed distribuƟon system 
with supermarkets, malls, and 
online plaƞorms. 

9. Pricing Strategy 
Prices are kept low and affordable for 
rural consumers. 

Prices may be higher due to higher 
purchasing power. 

10. PromoƟonal 
Methods 

Uses demonstraƟons, street plays, 
vans, and personal communicaƟon. 

Uses adverƟsing, digital markeƟng, 
social media, and brand 
endorsements. 

11. Market Size 
Large in populaƟon but dispersed and 
difficult to reach. 

Smaller in populaƟon but 
concentrated and easy to reach. 

12. Buying 
Behaviour 

Influenced by customs, tradiƟons, and 
local opinion leaders. 

Influenced by trends, 
adverƟsements, and brand image. 

 

Conclusion 

Rural and urban markets differ in many ways — from consumer characterisƟcs to markeƟng 
methods. 
However, both are equally important for the overall growth of the economy. 
With rising incomes and beƩer connecƟvity, rural markets are emerging as major growth 
centers, and marketers are adapƟng innovaƟve strategies to reach rural consumers. 

 


