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Abstract 
This research work is undertaken primarily to explore the Rural and Urban 

Marketing Challenges and their Impact on Nigerian Economy. Rural marketing 

in Nigeria is often perceived as depicting agricultural marketing and nothing 

more. The methodology used for this work is exploratory, personal interviews and 

questionnaires were used to collect the data that were analyzed using pie charts 

and degree. All the formulated hypotheses were tested. Hypothesis one, states that 

prices and monetary exchange ratios do not have significant influence on products 

of rural and urban markets. Having tested this hypothesis, it was proved that price 

and monetary exchange ratios have significant influence on products of rural and 

urban markets. A major finding showed that infrastructural facilities such as bad 

road network, poor electricity and lack of mechanized agricultural utensils have 

significant impact on prize of goods and services in Rural and Urban markets in 

the study area. It was concluded among others that price inflation affects the 

marketing of goods in the markets to a great extent. The writers recommended 

that Government should invest in the local production of goods in the rural areas 

to make available sufficient goods in urban markets at more affordable prices. 
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Introduction 
Marketing is the pivot of economic 

development in rural areas. It is a vital 

component in income and employment 

generation in farm and non-farm sectors.  

Rural marketing in Nigeria is often 

perceived as agricultural marketing and 

nothing more. However, rural marketing 

determines the carrying out of business 
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activities bringing in the flow of goods from urban sectors/markets to the rural regions 

of the country as well as the marketing of various products manufactured by the 

agricultural non-agricultural workers from rural to urban areas.  

The African continent is generally labelled as having dangers of chronic poverty, 

conflict, economic collapse and institutional collapse (Gatune and Najam, 2018) 

though the economic distinctions between rural problems and urban problems are not 

emphasized in some cases. Nigerian economic development momentum was said to 

be growing due to its interest in linkages between rural and urban economic activities 

(Tiriwari, Shahbaz and Islam, 2018).  

Broadly rural marketing incorporates the marketing of agricultural products, rural 

industries products and services of many kinds. The trade channels for different types 

of commodities available in rural areas are private, co- operatives, processors, 

regulated markets and state agencies. In no sense, a social cluster or village economy 

as a whole can be developed without effective and efficient rural marketing.  

Rural marketing is a two-way marketing process, the content now encompasses not 

only marketing of products which flow to rural areas, but also products which flow to 

urban areas from rural areas. In addition, it also includes the marketing in the rural 

areas. As the rural marketing is a two- way process, this article attempts to highlight 

Issues and challenges associated with the rural marketing strategies. It covers the 

marketing strategies aspects of rural produce with special reference to products and 

services within the rural areas. 

 

Statement of the Problem   

Marketing activities is the basis of economic development in the developing country 

whether of a large scale or small scale. It is also a vital component in income and 

employment generation in farm and non-farm sectors.  Rural marketing in Nigeria is 

often perceived as agricultural marketing and not essentially a market for the 

developed world. However, rural marketing determines the carrying out of business 

activities bringing in the flow of goods from urban sectors to the rural regions of the 

country as well as the marketing of various products manufactured by the agricultural 

non-agricultural workers from rural to urban areas.  

Various rural development programs have been introduced by federal and state 

governments which are in turn instrumental for an upsurge of employment 

opportunities for the rural poor.  

Very little attention has been paid in the planning era towards the development of rural 

marketing, more emphasis is laid more on the urban markets even at the expense of its 

development. In fact, marketing is a dynamic state of affairs and is part and parcel of 

the whole economy. Thus production and marketing are the two facets of a same coin. 

Rural marketing constitutes the nerve center of rural development activities. 
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Maximum numbers of consumers are living in rural settlements in Nigeria, the rural 

market is vast and spread and offers a plethora of opportunities in comparison to the 

urban sector.  The social status of the rural regions is precarious as the income level 

and literacy is extremely low along with the range of traditional values and 

superstitious beliefs that have always been a major impediment in the progression of 

this sector. 

 

Objectives of the Study  

The study will examine the various marketing challenges of Rural and Urban markets. 

Specific objectives are: 

1. To Analyse the expected prices and monetary exchange ratios between the rural 

and urban markets on products.  

2. To compare the contributions of infrastructural facilities to prize of goods and 

services in Rural-Urban markets in the study area. 

3. To examine the effects of cost of domestic household products on other products 

in the market. 

 

Research Questions 

1. What are the expected prices and monetary exchange ratios between the rural and 

urban markets on products?  

2. What are the contributions of infrastructural facilities to prize of goods and 

services in Rural-Urban markets in the study area? 

3. What are the effects of cost of domestic household products on other products in 

the market?  

 

Research Hypotheses 

H1:  Prices and monetary exchange ratios have significant influence on products of 

rural andurban markets. 

H2:  Infrastructural facilities have significant impact on prize of goods and services 

in Ruraland Urban markets in the study area. 

H3:  Cost of domestic household products had significant impact on cost of other 

productsin the market. 

 

Literature Review 

The Concept of Market  

A market has been variously defined and these definitions have had a great bearing on 

the efforts made to assess the role of markets in socio–economic and regional 

development.  Oni and Adepoju (2019) define a market as: The meeting together of 

people for the purchase and sale of provisions or livestock, publicly exposed at a fixed 
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time and place.  It may also be an open or covered building in which cattle and 

provisions are exposed for sale. A market may also be defined as a locally well – 

known place where people converge on a regularly scheduled basis for the purpose of 

buying and selling goods and services (Kooros and Badeaux, 2019). 

A market can also be defined in a legal context as a public time and appointed place 

of buying and selling (Von Braun, 2017).  Yet, Tocoli, (2017) defines a market as a 

public gathering of buyers and sellers at an appointed place and at regular intervals for 

the purpose of doing business under specified conditions.  Akinyolu (2018) looks at a 

market in more general terms as any accessible place where a community can obtain 

commodities and services and also sell their output. Reimer (2019) adds that in 

defining a market, there is no size criterion, as long as there is at least one potential 

buyer and one potential seller.   This last definition embraces local periodic markets, 

daily markets, local Co-operatives, clusters of shops and gazette trading centers. 

All these scholars agree on the major functions of a market i.e. buying and selling of 

provisions.  They also point out that markets are located at known, fixed and accessible 

sites (Battisti, Deakins and Perry, 2019). 

 

Urban and Rural Marketing 

Rural marketing involves the process of developing, pricing, promoting, distributing 

rural specific product and a service leading to exchange between rural and urban 

market which satisfies consumer demand and also achieves organizational objectives. 

In the views of Katsioloudes and Hadjidakis (2018), it is a two-way marketing process 

wherein the transactions can be: 

1. Urban to Rural: It involves the selling of products and services by urban 

marketers in rural areas. These include: Pesticides, FMCG Products, Consumer 

durables, etc. 

2. Rural to Urban: Here, a rural producer (involved in agriculture) sells his 

produce in urban market. This may not be direct. There generally are 

middlemen, agencies, government co-operatives, etc. who sell fruits, 

vegetables, grains, pulses and others. 

3. Rural to rural: These include selling of agricultural tools, cattle, carts and 

others to another village in its proximity. 

 

Challenges of Urban and Rural Markets 

There are several roadblocks that make it difficult to progress in the rural market. 

Marketers encounter a number of problems like dealing with physical distribution, 

logistics, proper and effective deployment of sales force and effective marketing 

communication when they enter rural markets. The major problems according to 

Korsgaard, Muller and Tanvig (2018), are listed below: 
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1) Standard of living: The number of people below the poverty line is more in 

rural markets. Thus the market is also underdeveloped and marketing strategies 

have to be different from those used in urban marketing. 

2) Low literacy levels: The low literacy levels in rural areas leads to a problem of 

communication. Print media has less utility compared to the other media of 

communication. 

3) Low per capita income: Agriculture is the main source of income and hence 

spending capacity depends upon the agriculture produce. Demand may not be 

stable or regular. 

4) Transportation and warehousing: Transportation is one of the biggest 

challenges in rural markets. As far as road transportation is concerned, about 

50% of Indian villages are connected by roads. However, the rest of the rural 

markets do not even have a proper road linkage which makes physical 

distribution a tough task. Many villages are located in hilly terrains that make 

it difficult to connect them through roads. Most marketers use tractors or 

bullock carts in rural areas to distribute their products. Warehousing is another 

major problem in rural areas, as there is hardly any organized agency to look 

after the storage issue. The services rendered by central warehousing 

corporation and state warehousing corporations are limited only to urban and 

suburban areas. 

5) Ineffective distribution channels: The distribution chain is not very well 

organized and requires a large number of intermediaries, which in turn 

increases the cost and creates administrative problems. Due to lack of proper 

infrastructure, manufacturers are reluctant to open outlets in these areas. They 

are mainly dependent on dealers, who are not easily available for rural areas. 

This is a challenge to the marketers. 

 

Implications of the Challenges of Urban and Rural Markets on Economic 

Development  

Changing profile of rural consumers: Rural consumers as studied are dependent on 

agriculture and were not very literate about products and services available. This 

scenario is slowly changing due to increase in literacy and disposable income. Not 

long ago, rural consumers went to a nearby city to buy `branded products and 

services". Only select household consumed branded goods, be it tea or jeans. Earlier, 

big companies flocked to rural markets to establish their brands (Afsar, 2019). 

Rural markets today are critical for every marketer - be it for a branded shampoo or a 

television. Earlier marketers thought of van campaigns, cinema commercials and a few 

wall paintings to entice rural folks under their folds. Today a customer in a rural area 

is quite literate about myriad products that are on offer in the market place, thanks to 
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television. Many companies are foraying into the rural markets and educating them on 

newer products and services.  

The rural youth today are playing a far more significant role in influencing the 

purchase decisions. They travel frequently out in the village and are the drivers of 

purchase decisions regarding radios, television (black and white as well as color), 

automobiles and other goods. They may not be the end customers but often are the 

people who influence the purchase of high value products and they decide on which 

brands to choose. 

Influencing the rural consumers: The biggest challenge today is to develop a scalable 

model of influencing the rural consumers’ mind over a large period of time and keep 

it going. This needs to be achieved in a limited or a reasonable budget. That’s where 

the marketers who really understand rural markets and advertising agencies can make 

a difference and develop a scalable media/communication model. 

The mass media has the drawback that the time gap between the point of exposure and 

the time of purchase is long. Hence it is difficult to use it in rural communication. The 

most important element in rural communications is that the marketer has to integrate 

3 things in communication. 

a) Exposure of a message 

b) Trial or demonstration 

c) Final sale 

 

Corruption: One of President Buhari’s top priorities is to root out corruption.  A recent 

poll conducted by NOIPolls and LEAP Africa revealed that 85% of adult Nigerians 

believe that the prevalence of corruption in the country is responsible for the 

bottlenecks that characterize the difficulty of doing business in Nigeria.  Reasons 

given for the prevalence of corruption in Nigeria included weak government 

institutions (24%) and poverty (18%).  Well-connected business people gain from anti-

competitive practices that shield Nigeria from market forces. The Government of 

Nigeria has sought to address corruption through the Economic and Financial Crimes 

Commission (EFCC), the Independent Corrupt Practices and Other Related Offences 

Commission (ICPC), and the Extractive Industries Transparency Initiative. 

Local Content: Oil and Gas:  U.S. businesses have significant concerns about the 

Nigerian Oil and Gas Industry Content Development Act of 2010.  This Act requires 

that preference be given to Made in Nigeria goods and services for all projects in 

Nigeria’s critical oil and gas sector.  The local sourcing mandates imposed under the 

Act apply to everything from physical materials used in construction to 

telecommunications, financial, and professional services used by the oil and gas 

industry.  U.S. companies have raised concerns that the conditions and requirements 

for a waiver from local content provisions are subjective and lack full 
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transparency.  The local content provisions in the oil and gas sector also raise questions 

of Nigeria’s compliance with its World Trade Organization obligations. 

 

Methodology 

The research design adopted for this study is exploratory research due to its flexibility 

and ability to eliminate impracticable ideas. Population in this research work will 

consist of marketers in the two selected markets (Bida, Modern market and Doko 

Market). Simple random sampling method was used as it allows every member of a 

population equal chance of selection. Both primary and secondary data were used in 

this study. Primary data used include structured questionnaires administered to the 

respondents while the secondary data are journals, books and other relevant records of 

the firms. Data collected will be analyzed with tables and simple percentage while chi-

square test will be used to test the hypotheses formulated. A total of 50 sample was 

selected to represent the two selected markets (Doko market 20, Bida central market, 

30 = 50). 

 

Data Presentation 

This chapter presented data obtained from the survey conducted using questionnaire 

administered to the respondents. A total number of fifty (50) questionnaires was 

administered and properly filled and retrieved. 

Table 1: The market that has more stock of goods 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Bida 

Central 

Market 

28 56.0 56.0 56.0 

Doko 

Market 

22 44.0 44.0 100.0 

Total 50 100.0 100.0  

Source: Survey, 2022 

 

The table above shows that 28 respondents representing 56.0% of the total respondents 

have more stock in Bida central market, while 22 respondents representing 44.0% have 

more stock in Doko market. By implication, Bida Central market has more stock of 

goods than Doko market and Bida population is the factor responsible for this. 

 

Table 2: Price inflation affects the marketing of goods in the markets to a great extent 
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 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Strongly 

Agree 

32 64.0 64.0 64.0 

Agree 12 24.0 24.0 88.0 

Undecided 4 8.0 8.0 96.0 

Disagree 2 4.0 4.0 100.0 

Total 50 100.0 100.0  

Source: Survey, 2022 

 

The table above indicates that 32 respondents representing 64.0% of the total 

respondents strongly agree that inflation of the prize of goods and services affects 

marketing of goods and services in the markets to great extent, 12 respondents 

representing 24.0% agree, 4 respondents representing 8.0% are undecided, while 2 

respondents representing 4.0% disagree. Going by the result above, we can say that 

price inflation affects the marketing of goods in the markets to a great extent 

 

Table 3: Foreign exchange policies affect the prices of goods in local markets 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Strongly Agree 13 26.0 26.0 26.0 

Agree 26 52.0 52.0 78.0 

Undecided 6 12.0 12.0 90.0 

Disagree 2 4.0 4.0 94.0 

Strongly 

Disagree 

3 6.0 6.0 100.0 

Total 50 100.0 100.0  

Source: Survey, 2022 

 

The table above shows that 13 respondents representing 26.0% of the total respondents 

agree that foreign exchange policies affects local market prize of goods and services, 

26 respondents representing 52.0% agree, 6 respondents representing 12.0% are 

undecided, 2 respondents representing 4.0% disagree, while 3 respondents 

representing 6.0% strongly disagree. The implication of this is that foreign exchange 

policies affect the prices of goods in local markets. 

 

Table 4: People in urban markets experience constant rise in price of goods more than 

those in the rural markets 
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 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Strongly Agree 26 52.0 52.0 52.0 

Agree 10 20.0 20.0 72.0 

Undecided 8 16.0 16.0 88.0 

Disagree 3 6.0 6.0 94.0 

Strongly 

DIsagree 

3 6.0 6.0 100.0 

Total 50 100.0 100.0  

Source: Survey, 2022 

 

The table above shows that 26 respondents representing 52.0% strongly agree that 

urban market experience constant rise in prize of goods and services more than those 

at the rural markets, 10 respondents representing 20.0% agree, 8 respondents 

representing 16.0% are undecided, while 3 respondents representing 6.0% disagree 

and the rest 3 respondents representing 6.0% strongly disagree. Result above indicates 

that people in urban markets experience constant rise in prices of goods more than 

those in the rural markets. 

 

Table 5: In rural markets, there are more of mechanized equipment necessary for 

making goods available than there are in rural markets. 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Strongly Agree 20 40.0 40.0 40.0 

Agree 9 18.0 18.0 58.0 

Undecided 7 14.0 14.0 72.0 

Disagree 10 20.0 20.0 92.0 

Strongly 

Disagree 

4 8.0 8.0 100.0 

Total 50 100.0 100.0  

Source: Survey, 2022 

 

The table above shows that 20 respondents representing 40.0% of the total respondents 

strongly agreed that in rural markets, there are more of mechanized equipment 

necessary for making goods available than there are in rural markets, 9 respondents 

representing 18.0% agreed, 7 respondents representing 14.0% are undecided, while 10 

respondents representing 20.0% disagreed and the rest 4 respondents representing 

8.0% strongly disagreed with this claim. What the above result implies is that in rural 

markets, there are more of mechanized equipment necessary for making goods 

available than there are in rural markets. 
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Table 6: Food crops production in rural areas has greater significant effect on low price 

of products in Rural markets (Doko Market) than the urban markets (Bida central 

market) 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Strongly Agree 30 60.0 60.0 78.0 

Agree 9 18.0 18.0 18.0 

Undecided 6 12.0 12.0 90.0 

Disagree 4 8.0 8.0 98.0 

Strongly 

Disagree 

1 2.0 2.0 100.0 

Total 50 100.0 100.0  

Source: Survey, 2022 

 

The table above indicates that 30 respondents representing 60% strongly agree that 

food crops production in rural areas has greater significant effect on low price of 

products in Rural markets than the urban markets, 9 (18%) agreed, 6 (12%) undecided, 

4 (8%) disagreed while a respondent (2%) strongly disagreed with the claim. The 

implication of this is that food crops production in rural areas has greater significant 

effect on low price of products in Rural markets than the urban markets. 

 

Table 7: Lack of good road is the cause of price increase of goods from the rural market 

(Doko Market) when accessed in the urban market (Bida central market) 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Strongly Agree 13 26.0 26.0 26.0 

Agree 20 40.0 40.0 66.0 

Undecided 10 20.0 20.0 86.0 

Disagree 5 10.0 10.0 96.0 

Strongly 

Disagree 

2 4.0 4.0 100.0 

Total 50 100.0 100.0  

Source: Survey, 2022 

 

The table above shows that 13 respondents representing 26.0% of the total respondents 

strongly agree that lack of good road is the cause of inflation in prize of products 

obtained from the rural market (Doko Market) when accessed in the urban market 

(Bida central market), 20 respondents representing 40.0% agree, 10 respondents 

representing 20.0% are undecided, while 5 respondents representing 10.0 disagree and 

2 respondents representing 4.0% strongly disagree. This means that lack of good road 

is the cause of price increase of goods from the rural market when accessed in the 

urban market. 
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Table 8: Competition has significant influence on increased price of products in urban 

markets compared to rural markets 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Strongly 

Agree 

22 44.0 44.0 44.0 

Agree 14 28.0 28.0 72.0 

Undecided 8 16.0 16.0 88.0 

Disagree 3 6.0 6.0 94.0 

Strongly 

Disagree 

3 6.0 6.0 100.0 

Total 50 100.0 100.0  

Source: Survey, 2022 

 

The table above shows that 22 respondents representing 44.0% of the total respondents 

strongly agree that competition has significant influence on increased price of products 

in urban markets compared to rural markets, 14 respondents representing 28.0% agree 

to this, 8 respondents representing 16.0% are undecided, 3 respondents representing 

6.0% disagree and the rest 3 respondents representing 6.0% strongly agree. What the 

result means is that competition has significant influence on increased price of 

products in urban markets compared to rural markets. 

 

Table 9: Price of individual seller’s products varies in the market 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Strongly Agree 15 30.0 30.0 52.0 

Agree 11 22.0 22.0 22.0 

Undecided 12 24.0 24.0 76.0 

Disagree 8 16.0 16.0 92.0 

Strongly 

Disagree 

4 8.0 8.0 100.0 

Total 50 100.0 100.0  

Source: Survey, 2022 

 

The table above indicates that 15 respondents representing 30% of the total 

respondents strongly agree that price of individual seller’s products varies in the 

market, 11 respondents representing 22% agree, 12 respondents representing 24.0% 

are undecided, 8 respondents representing 16.0% disagree, while 4 respondents 

representing 8.0% strongly disagree. This implies that price of individual seller’s 

products varies in the market. 
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Test of the Hypotheses  

Hypothesis 1 

H1:  Prices and monetary exchange ratios have significant influence on products of 

rural and urban markets. 

 

Frequency Table 2: Price inflation affects the marketing of goods in the markets to a 

great extent 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Strongly 

Agree 

32 64.0 64.0 64.0 

Agree 12 24.0 24.0 88.0 

Undecided 4 8.0 8.0 96.0 

Disagree 2 4.0 4.0 100.0 

Total 50 100.0 100.0  

 

Chi-Square Tests 

 Value df Asymptotic 

Significance (2-

sided) 

Pearson Chi-

Square 

.411a 3 .938 

Likelihood Ratio .410 3 .938 

Linear-by-

Linear 

Association 

.298 1 .585 

N of Valid Cases 50   

a. 4 cells (50.0%) have expected count less than 5. The 

minimum expected count is .88. 

 

 

Symmetric Measures 

 

 Value Approximate 

Significance 

 

Nominal by 

Nominal 

Phi .091 .938 
 

Cramer's 

V 

.091 .938 
 

N of Valid Cases 50  
 

 

Decision Rule: Reject H0 if P value < 0.05, otherwise accept H0. 
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Conclusion 

Since PSig. (0.938) > 0.05, we accept the stated hypothesis (H1) and therefore conclude 

that prices and monetary exchange ratios have significant influence on products of 

rural and urban markets at 95% degree of freedom. 

 

Hypothesis 2 

H2:  Infrastructural facilities have significant impact on prize of goods and services 

in Rural and Urban markets in the study area. 

 

Frequency Table 5: There is more availability of mechanized farm equipment 

necessary for availability of goods in Rural markets (Doko Market) than the urban 

markets (Bida central market) 

 Frequency Percent Valid 

Percent 

Cumulative Percent 

Valid Strongly 

Agree 

20 40.0 40.0 40.0 

Agree 9 18.0 18.0 58.0 

Undecided 7 14.0 14.0 72.0 

Disagree 10 20.0 20.0 92.0 

Strongly 

Disagree 

4 8.0 8.0 100.0 

Total 50 100.0 100.0  

 

Chi-Square Tests 

 Value Df Asymptotic Significance (2-sided) 

Pearson Chi-Square 3.991a 4 .407 

Likelihood Ratio 5.481 4 .241 

Linear-by-Linear 

Association 

1.680 1 .195 

N of Valid Cases 50   

a. 6 cells (60.0%) have expected count less than 5. 

The minimum expected count is 1.76. 

Decision Rule: Reject H0 if P value < 0.05, otherwise accept H0. 

 

Conclusion 

Since PSig. (0.407) > 0.05, we accept the stated hypothesis (H2) and therefore conclude 

that infrastructural facilities have significant impact on prize of goods and services in 

Rural and Urban markets in the study area. 
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Hypothesis 3 

H3:  Cost of domestic household products has significant impact on cost of other 

productsin the market.  

 

Table 9: Price of individual seller’s products varies in the market 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Strongly 

Agree 

11 22.0 22.0 22.0 

Agree 15 30.0 30.0 52.0 

Undecided 12 24.0 24.0 76.0 

Disagree 8 16.0 16.0 92.0 

Strongly 

Disagree 

4 8.0 8.0 100.0 

Total 50 100.0 100.0  

 

Chi-Square Tests 

 Value Df Asymptotic Significance (2-sided) 

Pearson Chi-Square 3.995a 4 .407 

Likelihood Ratio 5.487 4 .241 

Linear-by-Linear 

Association 

1.779 1 .182 

N of Valid Cases 50   

a. 5 cells (50.0%) have expected count less than 5. 

The minimum expected count is 1.76. 

Decision Rule: Reject H0 if P value < 0.05, otherwise accept H0. 

 

Conclusion 

Since PSig. (0.407) > 0.05 we accept the stated hypothesis (H3) hence, conclude that 

cost of domestic household products has significant impact on cost of other products 

in the market. 

Summary of Findings 

In the course of this study, the following findings are made: 

1. Prices and monetary exchange ratios have significant influence on products of 

rural and urban markets.  

2. Infrastructural facilities such as bad road network, poor electricity and lack of 

mechanized agricultural utensils have significant impact on prize of goods and 

services in Rural and Urban markets in the study area. 



237  africanscholarpublications@gmail.com                                                                               

 2022 

 

3. Cost of domestic household products had significant impact on cost of other 

products in the market. This implies that individual inflate price of products at 

the point of sale in the market which is significant to other sellers increasing 

prize of similar goods obtained from the larger market. 

 

Conclusion 

Having conducted exploratory statistic on the various hypotheses of this research, it is 

concluded that: 

1. Bida Central market has more stock of goods than Doko market and Bida 

population is the factor responsible for this. Price inflation affects the 

marketing of goods in the markets to a great extent. 

2. Foreign exchange policies affect the prices of goods in local markets. People 

in urban markets experience constant rise in prices of goods more than those 

in the rural markets. 

3. In rural markets, there are more of mechanized equipment necessary for 

making goods available than there are in rural markets. Food crops production 

in rural areas has greater significant effect on low price of products in Rural 

markets than the urban markets. 

4. Lack of good road is the cause of price increase of goods from the rural market 

when accessed in the urban market. Competition has significant influence on 

increased price of products in urban markets compared to rural markets. Price 

of individual seller’s products varies in the market. 

 

Recommendations 

The following recommendations are made:  

Government should invest in the local production of goods in the rural areas to make 

available sufficient goods in urban markets at more affordable prices 

Provision of mechanized equipment by government will help improve locally made 

products and it will in turn improve the economic growth and development in rural 

areas. 

More research should be conducted on similar subject for further evaluation on the 

factors contributing to the increase in price of goods in rural and urban markets. 
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