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ABSTRACT

This study aimed at determining the problems of maize marketing in Niger State
with reference to Chanchaga Local Government Area. Purposive sampling methods
was used to select 100 maize marketers from five markets. Data collected for analysis
include socio-Economics characteristics, Marketing costs and price of maize,
transportation, source of market information, storage facilities and cost problems
associated with maize marketing, Data collected were analyzed using descriptive
statistics (frequently table, piechart and barchart). Marketing margin analysis was also
carried out for the markers, the result revealed that transportation problems (28. 33%)
Effects of middle-men (38.29%) standardization (48%) storage problem (18%) are the
main problems examined by the respondents. Regardmg the problems examined,
various recommendations were made which, include provision of roads by the
Government to ease transportation of goods and services, efficient measurmg devices,
creation of new markets and storage facilities should be put in place to facilitate
marketing of maize marketing co-operatives societies must also be established to curtail
the activities of he middle men. These recommendations, if adequate executed, will
reduce the problem of maize marketers to the bearest minimum.
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CHAPTER ONE (1)

INTRODUCTION
1.1 AGRICULTURAL IN INGERIA

Nigeria is predominantly an Agricultural country. It is well know that farming is the lest

occupation in the world and indeed it remains till date. The traditional Economies,

therefore, Agriculture constitutes the main sector of the economy; one in which the

largeSt number of people or word population depends upon for a living. Agricultural is

the longest employer of labour in our economy. It is the source of income or a majority

of the population. It is a major source of row materials to the Nigeria industrial sector, it

plays a major an significant role in the overall economic growth and development of the

country.

In the Literature, the origin of Agriculture is conventionally placed at the

beginning of the Neolithic period or the more advanced period of the Stone Age

According to Saver (1995) by that period may seemed to have mastered the intricacies

involved in domestication of plants and animals as well as aspects of peasant and

pastoral life. In spite of the pre-eminent position of the petroleum sub-section, especially

in the area of income generation, today. Agriculture still remains the main stay of the

Nigerian Economy. However, the common saying "it is not all that glitters, is Gold",

applies here. Since we have head the experience of the "oil boom" of the 1970's the

Nigerian Economy was dominated by the proceeds from the Agricultural sector, which

include livestock forestry, crops and fishery sub-sectors. The trend of the contribution of

the Gross Domestic Product in 19th show that Agriculture contributed
Agriculture to

about 60_73%. Olayide (1998), also indicated that Agriculture in Nigeria is in the hands

f and un-educated farmers who grow crops largely on
of reasonable number O poor



small and scattered land hold. Al ·

ings. though, condIous are hard hand tough, the rural

population manages to feed ·1 If
· ·

1 se and manages to send some surplus to the cItIes as

long as no major natural dis t t ·k
· ·as er s n es. For decades, Nigeria produced enough food

and cash crops for the sust
·

b·i·t faina 11 Y o her populace and even exported surplus to earn

foreign exchanged before the discovery of crude oil. But have we considered what will

happen it there is major drought or it more and more people in the rural area abandon

Agriculture and migrate to cities for more profitable trade of petrol? And believe it or not,

this is beginning to happen. It is against this background that one fears for Nigeria.

having failed sector and related human resources.

(Emmanuel Onucheyo, 1988). Thus the gravity of the situation is exemplified by the fact

that Nigeria, which was a major world producer of commodity like Groundnut, Cocoa,

Palm oil, e.te. can no longer produce enough even for her domestic needs In Cocoa

production, the Nation used to produce about 15% of the world cocoa and was second

larges producer of crops in the 1960's (Oluwasanmi 1966)

Recently, Nigerian has witnessed a rapid decline in Agricultural production. The

Gross Domestic Production (G.D.P) was estimated to have recorded an annual growth

rate in real term of 10.3% in 1976/1977 compared with the average of 7.6% recorded in

1970-1976 and about 5% in 198D's.

lgbeu, (1987 has traced the poor performance of the Nigerian Agricultural sector

.

d
•

d improved problem these problems include among others
to certain en omIc an

.

1
bl funds poor production technology law, use of productive inputs,

inadequate oana e ,

t and structural disequilibrium If we must survive as a Nation, this is

poor managemen
· restructuring of the Agricultural system and locate

the time to carry out maior



Agricultural activities in the appropriate ecological zones which in addition to the

improvement of Agricultural will enhance economic, social and political interaction

amongSt the people of Nigeria. The maladministration of Nigeria. from 1985 produced
an Agricultural crisis, along With the political and socio-economic crisis. With the present
state of Agriculture, Nigeria has no chance of survival. Nigeria, when it come into being,
was founded on Agricultural money, if we must salvage it, we must so back to

Agriculture. Democracy cannot be out stained on empty stomachs.

a Contribution to general economic through growth of agricultural and food

production, in accordance with the growth of internal and external demand

b Contribution through he transfer of resources (Labour and Capital) from

agriculture to the other sectors of the economy, transfers which contribute to the overall

growth if (and only if) the productivity of the transferred factors is higher in the non-

agricultural sectors.

c Contributors to the earning of foreign exchange a nd to a stable balance of

payments in so far as agricultural and food exports exceed imports. the foreign

exchange generated by net exports can make it possible to impart capital goods needed

for the modernization of the economy.

d Contribution to industrialization either through the provision of raw material to the

•

d 1

·

s or through the purchase of the industrial goods thus
agricultural food 1n us ne

. . .
. wth other roles played by agriculture are as a sources of food

stimulating 1ndustnal gro

.
. f d is essential to survival and people are more emotJonallythat is food secunty ,

since 00

h logically when they have food security
secure and better off psyc 0



Adyokunnur (1980) also defined a vital role played by Agriculture as the only
source of rural income in N.

·

Hrgena. e also shows that farmers in rural areas of Nigeria
through are price tabers, and still increase their level of income during production
season by selling crops harvested or by operated contact farming.

1·2 IMPORTANCE OF AGRICULTURE IN NIGERIA

It is of great importance to understand that Agriculture is not an isolated activity,
but a complex set of inter-connected and interacting activities. Agriculture even in its

traditional sense is by no means as simple as it may sound.

Agriculture plays a vital role in the economic development rn the N1gerran

economy. Arthur, (1975) emphasized the role of agriculture, by saying the ··11 agriculture

remains stagnant, industry cannot grow" Emmanuel (1998) states that agriculture is the

chief contribution to overall economic growth may be considered ass follows.

1.3 PROBLEM OF AGRICULTURE IN NIGERIA

Generally, Agricultural has been seen as very vital sector in any developed Economy

such as United State, Canada, Australia, Britain e.te. However, the story is still the

same in underdeveloped and developing nations like Nigeria. But deals with series of

b t. r·rcultural sector its overall importance is still far fetched someproblems com a rng ag ,

d. to numerous authors of agricultural science books areof this problems accor rng

highlighted below:

i. Edaphic problems

ii. Technological problems

4



iii. Socio-economics problems

iv. Institutional problems

v. Other problems

EDAPHIC PROBLEMS:- This generally concerns soils condition in Nigeria, they

may be in terms of soil inf r1·1·t (L
· · ·e 11 Y ack of soil nutrients), poor soil aeration, poor water

i.

holding capacity and poor topography. Guinea savanna soils are obtained from

basement complex which are less favourable for arable cropping also topography

enhances erosion and leaching of plants nutrients thereby depleting nutrients available

for the growth of the crops.

ii. TECHNOLOGICAL PROBLEMS: Nigerian agriculture, is characterized by low

level of technology, inadequate farm implements and machineries such as planters

harrowers, combined harvesters, these also include inadequate quantity and quality of

farm inputs such as fertilizers, chemicals (herbicides, fungicide, insecticides) e.t.c.

Technological problems also include lack of infrastructures such as storage, processing

machines including silos, barn e.t.c. as well as good roads, farm power (electricity) and

pipe borne water.

These, problems are as a result of inadequate research, inadequate funds.

t. 1 I f 1·nputs and low level of production of farm machineries.
un 1me y supp y o

Socio-ECONOMIC PROBLEMS:- These have to do with farmers level of
iii.

t. attitude of farmers labour and low returns from farm
education, conserva 1ve ·

production.

5



Most Nigerian farmers a t dre no e ucated, less exposed have less contact with the

outside world. These m k ·1 d'a e I 1fficult for them to accept and adopt new innovations or

practices. Hence they prod 1uce ow yield which results into low income and poor

standard of living.

iv. INSTITUTIONAL PROBLEMS:- These include

(a) Land tenure systems, these posses a serious problem in agricultural production

as it involves sharing land base on ownership which could be inheritance, community,

individuals, e.t.c. The land use act of 1978 has not been able to totally acquire all land

for agricultural production

(b) Paucity of funds:- in vicious circle of poverty, credit is required to break the cycles

so as to increase the production and income level of subsistence farmers. According to

Adegeye and Dittoh (1985). credit this may be due to lack of collaterals and probably,

unavailability of finds in the financial institutions Also those who have access to credit

can not get it at the right time, in the right amount and in the right form Moreover

interest charged by money lenders it highly exorbitant consequently agricultural

production become difficult.

(c) Other institution problems include marketing problems such as poor distribution

h I

·

d te marketing facilities transportation e.t.c and inadequate extension
c anne

,
ina equa

. .

d t lack of personnel (extension agents) communication facilities and
Services 1n regar s o

inadequate funds to execute extension programmes .

v.
. Th ·nclude pest and diseases, drought, poor and ridiculous

other problems. ese 1

pricing of agricultural products.

6



1.4 HISTORICAL BACKGR OUND OF MAIZE IN NIGERIA

Maize (Zea may) is one of th ·

e most important cereal crop that is well known in the

country. It was introduced via dual entry in to Nigeria. It was probably introduced

through the spin-Venice-Turley E t
.

- gyp route bringing maize subsequently disseminated

along the Sudan corridor and more certainly through the Bahia-cap-cost Sao-Tome-

Benin route resulting in the introduction of maize from Brazil. However, a group of flint

varieties has developed in the North and a group of flour varieties has been identified in

the South the their varieties were introduced through the coastal area. while the

Northern flint maize come in through the Vile-Chad route (Agbola, 1979)

The report that the probability that maize crop was brought by Yoruba immigrants from

audient Egypt to lle-lfe was emphasized. This earlier migration on of the Egyptians to he

city had been only fact known to show for the existence of maize in Southern regions of

Nigeria hence maize was cultivated first in this Southern rain forest and derived

savanna. It later spread to the far North through guinea savanna (Muller. 1952).

According to (Oyenuga, 1967) some areas such as kabba, Ibadan, Benue and

Abeokuta produce were know to be the greatest producers of maize in Nigeria.

Moreover, Agbola (1979) reported that in 1970-1971, the westernly state were the

. f
· accounting for 49% of the country's total production. The

leading producers o maize,

f
·

production in Nigeria is located in the heart of the cocoa
second important area o maize

zone in ife-ljesa divisions.

.

h the exception of parts of middle-belt area. systematic
(Agbola, 1979 reported that wit

d ·s noticeable. The production of the crop in the
.

1· northwar s I

decline in maize produc ion
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Northern part of Nigeria is sporadic, this may indicate the introduction of flint-maize
from the Sudan Corridor probably failed to become established in Northern Nigeria
(Agbola, 1979)

1.5 PROBLEM STATEMENT

Maize is one of the most important crop grown in the state in spite of the relative

importance of the crop as far f d
· ·

·as oo crop Is In the state and particularly, where the

study area is concerned, there is always a decline in the availability of the market. The

production of maize in the stat has benefited from the advances in technology, such as

introduction of high yield varieties application of fertilizers to prevent empty and

scattered cobs and production extension services

In spite of all these technological advances, the supply of this product is still relatively

low. This could be visible in the number of flour mills and feed mils functioning in the

study area. This may be due to lack of good marketing chain and channels for easy

delivery of products. Since the product is produced by rural farmers, most rural areas

lack motorable roads which could have facilitated the movement of produce in the

markets.

Most maize harvested by farmers get bad or spoilt before they are marketed due to lack

of storage facilities and good preservation techniques. This reduces the quality supplied

k t It must be stated that farmers lack market. It must be stated
by farmers to the mar e .

•

f tion and incase there is, it is usually irregular in its flow
that farmers lack market rn orma

.

d marketing of maize very difficult.
among farmers, marking an

8



Therefore, the main target of this study is to see how the problem of marketing of
maize will be corrected and provide farmers with the necessary materials and
information on how to go about the problem of maize marking in the state and particular
the study area.

1.6 OBJECTIVES OF STUDY

The primary objective of this study is to determine the various problems facing
maize marketing in Chanchaga Local Government Area and to suggest ways through
which these problems can be addressed. However, specific objectives include:

1. To identify the problems of marketing maize in Chanchaga

2. To analyze the marketing structure of maize

3. To determine the marketing channel of amaze

4. To examine marketing margin of wholesaler and retailers

5. To suggest solutions and make recommendation based on the result of the

findings of study.

1.7 JUSTIFICATION

.
. has been on the increase though production 1s still 011 theIn recent years, price of maize

k t ·s relatively low. This 1s may be attributed to
1

in the mar e 1

increase but the supp Y

h els and a marketing chain in other words. the
t. structure c ann

problems ín the marke ing '

. . .

.
· the supply this study becomes inevitable. This. nd increase in

lower the price of maize ª
. .

.
.

d t rmining the best marketing system for maize
ry vital 1n e e

project therefore become ve
• ommodities available to consumers at

. ell as making c

and it's by-production, as w

9



affordable prices and in the right amount. This study will also solve the problems of

wastage by producing better Agricultural marketing system, through the provision of

efficient chain of distribution, regular flow of information. Researchers and students will
find the study as a guide in their various areas.

10



CHAPTER TWO

2.0 LITERATURE REVIEW

Maize forms an integral part of Ih d .1

.e a1 Y diet of most Nigerians, especially North Central
Zone. It also plays important roles .

th .

in e socio-cultural lives, in several parts of the
country.

2.1 A BRIEF HISTORY OF MARKETING

Marketing is a conspicuous and integral part of modern soc1et1es and the

consequence of its processes reflect quire universally in our daily lives. It is the most

evident business activity linking two base functions in the community-production and

consumption (O/over 1990:1)

Man has engaged on trader or commercial throughout recorded history Every aspect of

modern society-marketing can be traced far back in history. The most important

advances in the marketing systems however have occurred in the Un1ted State in the

fast 150 years.

The rapid expansion of the rail network advances in both transportation and storage

methods, development in highway systems and the airplane, among others have led to

the modern system of marketing.

. b me a very important aspect of agriculture even though it
But today, marketing has eco

f ¡ The marketing of agricultural products begin on the
has not all that been success u ·

•

t meet specific demands and market prospects
farm, with the planning of production °

11



2.2 AGRICULTURAL MARKETING AND ITS IMPORTANCE

Marketing means different thi t
·

ngs o different people with different perspective.

Marketing exiS!s wherever buyers and sellers can be in torch with one another. It does

not mean meeting face to face. the most important factors for market to exist are that

the goods to be sold must e
·

t Thxis • ere must also be sellers and buyers and both must

agree on a price (Adegeye and Dittoh, 1985).

Agricultural marketing, comprises of all the operations involved in the movement of food

and raw materials from the farm to the final consumer. it include the handling of the

product at the farm, initial processing, grading and parking in order to maintain and

enhance quality and avoid wastage. Arrangement to transport produce from the farm to

local and Central Assembly points, and for subsequent distribution to consumers, are

important features of marketing. Storage is another important features also. J.W Barker

(1981 ), from his point of view said marketing at the simplest level might be assumed as

the activity which takes place in the market. He sees marketing as the collectives terms

used to describe exchange between buyers and sellers who are attempting to maximize

profit or subjective utility. Marketing may be though of as simply the process of marking

good available for consumption. It covers all business functions, including decision

.

91985) d fines Agricultural marketing as the performance of all business
making. Kohl ,

e

. . . .
.

h fl w of Agricultural produce and services from the point of initial
act1v1t1es involved In t e o

. fl they are in the hands of the final consumers. Marketing of
Agricultural production un 1

. ed by Abbif and Mekecham (1990), begin at the farm

agricultural produce as discuss

. duction to meet specific demands and market prospects.
when the farmer plans his pro

ketl·ng The primary role of an integrated
·1·1 re central in mar .

The concepts of utI 1 Y ª

12



rnarketing system is to add for .m, place, time and possession utility so that the

subjective satisfaction of the con sumer is maximized (Kohl, 1985).

According to Barker (1981) and A deggeye and Dittoh (1985), the characterist,cs feature

of agricultural products are as follows:-

a. High Perishability

b. Bulkiness

c. Seasonal supply

d. lnelasticity of demand

e. Subsistence productivity

All these affects the demands for Agricultural products and thus there in

marketing. Maize is not left out of these characteristics and hence, its marketing is also

affected.

The unique position of Agricultural marketing in the economy of any country is of

paramount importance.

Adegeye and Dittoh (1985), discuss the importance of Agricultural marketing and

d. th arketing is a necessity as a Nation develops in order to meet the
accor mg to em, m

demand and supply of commodities.

Dieter Elz (1987), stated that marketing of Agricultural products could be

I ·ng policy and instruments for regulating and executing
considered as a tool of deve op,

. ductivity is increased through incentives provided by

development process if farm pro

and this turn leads to economic development. A system
states and Federal Government

13



.
by which, what is produced is distributed among consumers in general is important in

attaining the desired level f0 economic development. Consequently, it can be rightly
said that Agricultural marketing acts

1• k b
.

·· as a 1n etween production, consumption and

economic development.

Olayemi ( 1982) under-scored th
·

·1· ¡

·
· ·

' e 1n1 1a importance of improved marketing as a strategy

for generating and increasing food production and consumption. He found that Nigeria's

food production cannot keep pace with demand and maintained that tackling the

problem of improved marketing should act as one incentives for promoting farm

production.

Also, Baten (1995), noted that improved marketing system will reduces consumer's

price and increase the grower's share. thereby facilitating the sustainable development

of food production and consumption

2.3 MARKET AND MARKETING

A market is the set up of actual and potential buyers of a product (Kotler and

Armstrong, 1944:10). The concept of a market arises from the concept of transactions.

In the early simple and self sufficient economy, there was no exchange, thus no

.

d
·

d d no market Man soon realized his in-adequacies with such a way
transaction an 1n ee ·

of living and how to get rid of the surpluses produced. Decentralized exchange leading

h ts located in a central are called a market palee
to the emergence of mere an

hich buyers and sellers negotiate the exchange of a

Market is an area over w

·

s market is a point at which the forces of supply
wee-defined commodity. In Economic '

.

h a rice for an article of trade. It may be a physical
and demand converge to eS!ablis p '

14



center, usually designed by th t
"e erm market place" or it may represent supply a group

of interested buyers and sell hers, w o are scattered geographically and whose bid and

offers set a price.

MARKETING

Generally, no definition perfe ti d ·b
· ·c Y escn es the concept to which 1t refers It is worthy to

note that any definition is merely abstract description of a broad concepts. Like most

developing disciplines, marketing has been continues to be defined in many way Even

the same authority may offer different definitions at different times.

According to Kotler (1984:10), marketing is human activity directed at satisfying

needs and wants through exchange processes. Ten years later Kotler and Armstrong

(1994:25) defined marketing as social and managerial process by which individuals and

groups obtain what they need and want through creating and exchanging products and

value with others

Marketing is older than manufacturing. It came into existence as soon as men

learned to exchange surplus crops, cattle and handicrafts.

M k
• •

b d range of business and individuals. It involves raw materials as well
ar et1ng 1s a roa

. .

d t d goods in foreign trade as well as those marketed domestically.
as frn1shed pro uc s an

f h St of American goods result from marketing activities and as
Half or even more o t e co

.
.

1
b force is occupied in some phase of marketing

substantial fraction of the ª our

.
• the 18th and 19 centuries stimulated mass production

The industrial revolution in

1
oods then became available for distribution over

and product specialization. surp us g

marketing itself became an enormous and complex
greater distances and greater

15



industry involved in the process of ettin .g g the right product to the right place at the right
time to meet the demands of the ma k tr e place.

The committee on definitions of th A
.

e menean marketing association defined
marketing as lhe performance of b

·

. . .usiness act1v1t1es directed towards and incident to the
flow of goods and services from produ tcer o consumer or user Marketing therefore. is

made up on the one hand of su h h
·

· • .c P ys1cal act1v1t1es as transporting, storing and selling

goods and on the other hand f
·

· ·

,
o senes of dec1s1ons that must be reached by aby

organization undertaking any part of the process of moving goods from the producer to

the consumer.

Originally, however marketing stems from the Latin word "Mecari" meaning to

ruck and barter. Marketing activities include merchandizing, the procedures through

which companies pal products they intend to market. pricing the determination of how

much money a buyer must pay to receive a product, transportation, the method used to

move goods closer to the buyer in time and space; storage, the holding of goods at a

point closer to the buyer.

Marketing is closely bound up with exchange process through which the needs

and wants of consumers are aligned with the goods offered for sale by producers. When

. ney we expect to receive satisfaction in return. To some
we give up some of our mo ,

•

f r food to the farmer it stands for sale of his produce;
housewives it means shopping O '

Off·ic·ials may thinks of it as the discovery of foreign outlets for
some government

.

h
.

respective countries.
commodities produced 1n I eir

. keting as the performance of all business activities

Kohl (1985), define mar

d services from the point of initial government

involved in the flow of goods an

16



production until they are in the h dan s of the ultimate consumer. The underlying idea is

that production ends and mark f .e ing begin at the farm gate when the transfer of

ownership take place.

Antinio (1968), observes th t
. .a marketing Is vital to the growth of the economy and

it also plays a significant role in the d d
.eman for agncultural products. He said that

complications arise from increase ·in Agr·icultural output without improvement in

distribution.

Chapmsn and Carter
( 1976). define marketing as the process of moving the

product from the producers to the consumer in a proper amount and form at the

appropriate time and place

Also, Baten (1995), noted that improved marketing system will reduce

consumer's price and increase the grower's share thereby facilitating the sustainable

development of food production and consumption.

2.4 MARKET STRUCTURE

Market structure simply means the characteristics of the market that determines

h d t t f Competition within the market. It is important to study market
I e nature an ex en o

• ·

fl nces market conduct which in turn, influence market
structure because; It In ue

performance.

.

t cture could be explained as a description of the
The standard marketing s ru

• market which tends to examine variable such as

number and nature of competition in ª

.
. f buyers and sellers, the degree of product

the number and size distnbution °

. t ntial participants (James 1968).

differentiation and nature of barriers 10 po e

17



The characteristics that d t
.

e ermine structure of the market include:

1
The number and rel t·

•ª ive sizes of buyers and sellers

2. Nature of products
·

d
.

, 1.e. egree of product differentiation

3. Case of entry into or exist out of the market.

4. Knowledge about the market.

These characteristics according to Baba (2004), can be used to distinguish

between various types of markets as hown below.

I NATUREOF PRODUCT

-\-UNIFORM/STANDARDIZEDI

PERFECT

I I COMPETITION COMPETITION

--rDIFERENTIATEDMONOPOLISTIC
! MONOPOLISTIC

I
I COMPETITION ICOMPETITION '

?
-- ---\ DIFERENTIATED OLIGOPO_L_Y

__

I?UGOPSONY_I
,ONE

---- _ JU?IQUE-

J MO?OP-OL
y I MONOPSONY

_I

)MBER OF FIRMS

íllANY

I SELLERSSIDE : BUYERS SIDE
.

PERFECT

MANY

He explained that most Agricultural products tend to move towards

1. During harvest since demand and supply forces of market determine the price

level but not compulsory perfect competitive market.

A
. t Ad eye and Dittoh (1985), market structure can be defined as certain

ccordIng o eg

.
. f th market which are believed to influence its nature of competition

charactenstIcs o e ,

t. However there is freedom of entry and exit from the

and process of price forma ,on
18



food trade and many factors are kn .own to influence this (Olayemi, 1980). Such factors

include, initial capital investment, availability of market facilities, government policies

e.te.

As earlier stated, foodstuff market cannot be said to be perfectly competitive due to the

activities of trade associations which
11

.

, usua y consist of traders Handling similar types

of commodities is quite complex (Adeyokunnun. 1969)_

2.4.1 MARKETING PROCESS

Marketing process is normally carried out by marketing agencies such as rural

assemblers, wholesalers, communication agents, retailers' e.t.c. many tasks have to be

accomplished for a marketing process to be effective. These include the determination

of demand for products, price of the products and close substitutes and income level of

consumers.

Another tasks that must be executed is the improvement of pricing and operation

efficiency via advertisement and promotions and adoption of improved technology.

2.4.2 MARKET CHAIN

-b the succession of the market through which
The marketing chain descri es

ach the consumer. The study of marketing chain reveals

products pass until they have re

. . f
_

us markets or exchange parts in the marketing system,

the relative importance O vano
-

-

plications for the price paid by the consumer

furthermore, the length of the chain has im

h
·

her the price
The larger the chain, the ig

19
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MARKETING CHA NNEL FOR MAIZE

Producers

]
l

?ral Assemblers

lwhJ??·
l }

l
Retailers

l
Consumer?
T

7

,(
Processors

Manufactures

i

LwholesalersRetailers

??-I

KEY ___.. MAIN CHANNEL

..... LESS IMPORTANT CHANNEL

Sources: Baba (2004)

FIGURE 1

1. THE ASSEMBLERS: They buy products in small units or buy directly from the

farmers or rural market and usually sell directly to consumer.

21



2. WHOLESALER: They buy produce from the farmers or from the rural

assemblers. A distinguishing charact
.

.

enst1c of the Wholesalers is that he sells in bulk he

sells to retailers. other wholesal .

ers in domeStic and or foreign markets, manufacturers

and rarely to consumers.

Normally wholesalers perform the f .

unction of transportation, storage and sometimes

processing.

3. RETAILERS: Buy in bulk d II.
.an se m small unit usually directly to consumers on a

day to day basis.

Retailers normally buy from wholesalers, they may store, sort. repack or process

the product to suit consumer mind

4. PROCESSORS AND MANUFACTURERS: These are mainly agnc business

firms which takes action to change form of the products example fruits and vegetable

canners, flour mills, meat packers are example of the processors and manufacturers

and may engage in other marketing activities. For instances they often act as buying

agents in the producing areas.

The performance of the buying and selling function of marketing is in efficient due

d d Weights and measures Middle men take advantage of th:s

to non-usage of stan ar

.
.

1
t both the production and the consumers (Fad1pe 1995)

poor standard1zat1on to exp 01

2.5 MARKET ORGANISATION

,.

r

22



2.5.1 MARKET EFFICIENCY

Marketing efficiency may be defined b .ased on individual perception of market. Sorne

producers for instance farmers ma .

Y see it as maximizing profit by selling at the highest

possible prices, meanwhile, consumers ·
.

view it as purchasing their goods ;ind serv,c:es

at the relatively minimum price. B dase on these views and their implications on

production Adegeye and Dittoh (1985) d f"e Ined marketing efficiency as the movement of

crops and liveStock from the producer to the consumer at the lowest cost consistent with

the provision of the services consumers' desire.

Olayide (1969), made a comparative analysis of he transportation costs in Niger

with U.S.A and he exposed transportation the inefficiency and backwardness of air

transportation system. He concluded that 12% of Agricultural marketing cost is spent on

transportation in U.S.A. while 30-60% of the same cost goes into transportat10n in

Nigeria. Marketing efficiency may be categorized into two (2) (Kohls, 1967).

a. ECONOMIC OR PRICING EFFICIENCY: This implies carrying out marketing

functions such as assembling, storage, research, processing, distribution and

transportation of goods and services, atª minimumcoSt

b. PERATIONAL EFFICIENCY:This is concerned with the
TECHNICAL OR O

1
I

f

. St ring distribution, grading e te) of the products
physical handling (Processing, 0 '

.

. f d policy in Nigeria. said that food policy must

ldachabe (1990), while discussing 00

. ffciently stored, processed and distributed

ensure that marketed food surplus is e 1

mpletely revamped to reduce and eliminate
d·ts need to be co

According to him, rural ere 1

1 dge their produce or sell them before
. el farmers to p e

rural indebtedness which comp

23



maturity. The need to over-haul the d' t .bis n ution system through improved network of

rural, federal roads, on farm and off f armer Slorage, dissemination of market information

on the media in a language that farm .ers can easily understand, will go a long way in

increasing food marketing system.

Efficient marketing would help to spread f d
.oo production. bring down consumer prices

of commodities and increase the producers· h
·

hs are in t e consumer price This will no

doubt boost food production and consumption Nigeria is undoubtedly blessed with

abundant arable and fertile lands for cultivation. This is to say that there is area in

Nigeria, where land is barren.

Adequate and conducive marketing arrangement is an important complement of the

total Agricultural activities of a commodity Unless the farmer can have the market and

be driven out of produce, he will be depressed and driven out of production

2.5.2 MARKET CONDUCT

Market conduct means how firms behave with respect to pricing and output

I.
·

II ther competitive behaviour (Baba 2004). In other words, it refers to

po 1c1es as we as o

they buy Or sell. II includes method employed by firms in

the market in which

I
motion-policies directed at altering the nature of the

determining price output, sa es pro

t' Market conduct is largely influenced by market

product sold and various selling tac ics.

•s influence by market conduct

structure whereas market performance
1
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2,5.3 MARKET PERFORMA NCE

Market perforrnanc e refers to the

words, they can be viewed as

outcome of th e market behaviour. In other

how will the food
.

society expects from it It
.

marketing system performs, what

. is the end results of the .

actions of the market participants

The main features used ín .

assessing market performance are:

The level of profit and .

margins.a.

b. Scales and utilization of I

.

Pants by firms.

c. Scales and promotion casts.

d. Character of product and progressiveness.

e. Farmers share of consumer food naíra.

Marketing performance is influenced by market structure and market conduct

2.6 MARKET STRATEGIES

Mure (1977) defined marketing strategies as package of general plans which the

firm intends to use in designing, pricing, promoting, distribution and servicing its

products in order that it any be able to maximize its profit. For an effective Agricultural

product, marketing strategies are being developed in context combination. promotion

and designing the distribution channel. Every market has leaders, challengers, followers

and niches Each category has a number of strategies open to it.

25
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2,6.1 MARKETING MIX

Based on the definition of marketin ·

g mix, (Kotler 1972) said ª'

controllable variable, that the f .

?

irm will use to i fln uence the buyers response.

Marketing mix is of great imp rto anee and to determine the optional marketing mix,

marketing programmes are desig d
.ne specially.

According to lkpi (1981 ), through the develop1·ng countries of the world, there is a

noticeable lack of planned food system especially for the transportation of the

Agricultural producers to the consumers.

He identified some problems unde N
·

r 1genan transportation system such as inadequate

availability and frequency of the use of transportation, high damage rate during transit,

which leads to rejection of over 40% of the produce.

2.7 CONSTRAINTS TO MAIZE MARKETING IN NIGERIA

the set of

Maize marketing is facing some series of problems which account for the

persistent increase in the price of the product as well as shortage in supply There is no

gain saying that Nigeria farmer produce a large quantity of maize annually which could

feed the whole population but due to lack of market information this potential could not

be fully harnessed.

marketing constraints to poor storage and other marketing

Cuicy (1993), traced

d th marketing facilities.
constraints to poor storage an o er

Tf sed by farmers has led to grams contributing

Inadequate improved storage faci I ies u

. \so posses serious problems this could be

increase in maize price. Transportation ª

26



inform of bed road, lack of good road network h.

f I and badly m
•

t
.

' igh cost of transportation, in sufficient

ue ain ained vehicles .

or inadequate .

motor vehicle for transporting maize to

the markets.

Nigeria, like other developing countrie S,

supply, while post harvest losses are

attended to.

pay particular attention to increase m food

mostly ignored or most times inadequately

It is realized that incre ased food production alone, cannot solve the food

shortage problem. The need form ore food, therefore recognizes that farm supplies and

operations, handling and distribution must fit together.

According to Goldberg (1996), not only most all parts of the food system itself must

have strong infrastructure of transportation, credit, storage, communication. education

as well as a stable political and social structure.

Our priority should be to save what has been grown and harvested for human beings

Fadipe (1990), in his work "Nigeria food marketing problem", explained that

transportation problem has been compounded by the Naira devaluation effect on the

foreign exchange market which has led to prohibitively high prices of new vehicles and

spare parts.

Karugia et al (2000), stated that lack of capital and credit is still a ma¡or constraint to

.

• arketing. They explained In their research as '·The 101e

entry and expansion of maize m

t alicies in determining the efficiency", that more than

of infrastructure and governmen P

d te credit because of high interest rates and stiff

82% of traders do not get ª equa

collateral requirement.
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2,8 IMPORTANCE OF MAIZE

In the world today, maize is gener IIa Y regarded as a very important dietary

requirement and more so, its production _

, marketing and processing plays significant role

in the economic development of -

any nation. Being a fact that energy is required for any

work to be done, maize is energy given food which contains protein, vitamin B and

minerals Due to various field of uti\ t .iza ion and processing, its importance cannot be

overemphasized nutritionally and economically.

From the nutrition point of view m
· -

• •

, aIze contributes ma1onty as a source of carbohydrate,

protein, good all vitamin B and minerals (Khing, 1998). All cereals tend to be low in

lysine tryptophan and available calcium, maize is low in Niacin. In human food, form an

integral part of most Nigerians, thereby ensuring their nutritional balance It gives

considerably, high calories. Maize, due to its world wide distribution and lower prices

relative to other cereals, has a wider range of uses. Within the developing world, there

are a number of countries where maize is a major staple food (Okoruma and Kling

1997).

M
·

d 1- d large scale yields considerable income which forms an integral
aIze pro uc I0n an

.

·
·

Nigeria Most maize production is by peasant farmers whose
part of soc10-economIcs 1n ·

resources are limited, thus leading to relatively low output. However, maize contributes

b all scale farmers. Money generated from maize, helps

largely to income earned Y sm

h Id needs including nutritional, social and economic

farmers to satisfy some of house 0

improvements.
·ng industries where they milled Industrial use 1s

. d in process1
Maize, is widely use

_

•¡¡· Product of wet milling including corn starch,
.

1.

nd dry mI Ing.

categorized into wet mil ing ª

dextrose and corn oil, are used for livestock feeds,

corn syrup, high fructose syrup,

28



baking powder, prepared mixes e.te. a . .P per and textiles industries utilize starch Maize

is often used in infants food (bab .
.

Y confect1onanes) and livestock feeds, for instance

ao% of the maize grown in u s A
·

.
· · is used for animal feed (Okoruma, 1997).

Employment opportunities are contributed t b
.

o, Y maize. This is usually through provision

of jobs to famers, maize markets
( hrs w o market the products as well as processors for

instance Nutrend ª baby food 1s processed by Nestle) maize also contributes to

Agricultural development through research and development. Due to its importance,

maize and other cereals have and institute established for their development e g

National Cereals Research Institution (NCRI) Badeggi, Niger State. This has brought

about development of maize production and development of the location of the institute.

Furthermore, the significant role of maize as sources of foreign exchange cannot be

over emphasized. This is usually through export of maize in U.S.A is well known for

their high export of maize in U.S.A is well known for her high export process 1r1 maize

This has also increased and expanded maize market

2.9 MAIZE CONSUMPTION IN NIGERIA

.

ti ed for human consumption, dietary preferences,
In Nigeria, maize 1s mos Y us

· ff ct the contributions of maize in human nutrition.

processing and mode of preparation
ª e

.
·

t ·n their diet for good health The minimum
Human being requires certain nutnen I

six groups of nutrients:
requirement has been met sor

a. Carbohydrates

b. Fats and oils

29



c.
Protein

d.
Vitamins

e. Minerals

f. Water (Khing 1998).

Digestion of carbohydrate, fats and proteins provides energy needs. The body stores

energy in fats which can be utilized when calorie intake is sufficient to meet demand

the body does not have the capacity to store proteins and most vitamins ,n the same

way that it stores energy in fat tissue. It is important to consume both the essential

amount and the type of protein that we need daily. According to Khing (1998). two

nutritionally disease associated with inadequate consumption of calories and or proteins

are:

1. Marasmus

2. Kwashiorkor

an inadequate intake of calories in the diet A person
Marasmus results from

. maciated reduced to skin and bone.
suffering from Marasmus is e ·

Young children who are fed largely on food high 1n

Kwashiorkor occurs in

.
. ment for protein is relatively large. Food

. hen their require
carbohydrates at a time w

.

grain are in cooked paste or mush, eaten
f m ground maize

product most widely made ro

I
holic content (Okoruna, 1997)

.

k beer of low a co
while still warm, and a thic

. countries have different dishes of maize

d that tropical Africa
Okoruma, (1979), releave

d with beans, fermented and flavoured
. whole maize cooke

Which include maize fritters,
30



aize starch parched or popped maize t!Tl e c. Each country has one or more dishes that
unique to its culture. Exam I

.are Pes are Og1 (Nigeria), Kenkery (Ghana), Koge

(Cameroun),
To (Mali}, lnjera (Ethopia), Ugali (Kenya), most of which are still traditional

processed.

Consumption of maize is however affected by seasonality of the product. Some people

each fresh maize and this may not be available during dry season, thus making the

consumption pattern also depends on variety as well as quality. it is also dependent on

the economic and educational status of each family. Now that every thing has gene on

his increase, income of the family determines the quality and quantity of maize to the

consumer.

Maize and other cereals grains constitutes important sources of carbohydrates.

proteins, vitamins B, and minerals (Khing 1998). It is therefore essential to eat foods

that complement the protein and vitamins present in maize to provide a well balanced

diet.

.

ry stable while in others maize 1s combined
.

. es as the primaIn some region, maize serv

with other cereals.

Id including the developing countries
f d grain of the war

Maize is the number one ee

purposes industrialized countries
used extensively for many

Nigeria inclusive

tl ation of maize.
show a high per-capital u I iz

1
i
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CHAPTER THREE

3,0 METHODOLOGY

3.1 INTORDUCTION

This chapter reviewed th e area of stud (ChY anchaga), sampling techniques and

sampling size, it also covered the metho _

d of data collection, method of data collection

method of data analysis, the scope 1

•
.

' imitation and lhe problems of study.

3.2 DESCRIPTION OF THE STUDY AREA

The study area of this research is Chanchaga L.G.A Niger State. Niger State was

carried out of the former North-Western states in 1976. It however carne into being on

the 1st April 1976. The state was constitionally administered under Nine (9) Local

Government Areas but now the state has twenty five (25) Local Government Areas It

lies between latitude 3°.20 East and Longitude 8º and 11 3º North. It is bordered to the

north by Sokoto State West by Kebbi State, South by Kog1 State and South-West by

kwara State, Kaduna State and the Federal Capital Territory borders the state both to

the North-East and South-East respectively.

The state has a common boundary with the republic of Benin along New-Bussa,

A d W h. h. L cal Government Areas. This has given rise to common inter-

gwara, an us? 1 o

h t Countries Before the merger of Borgu Local government
border trade between t e wo ·

1991, the 1963 National population census stood at 1 194,508

Area with the state in

with the release of 1991 t. figure by the Federal Government in 1992 Niger
popula 10n

As at 1998, the projected population of Niger State 1s

State has 2,482,367 people.
.

.

)
1998 Niger State covers a total land area of

. f Stat1st1cs
·

2 944 021 (Federal office 0
'

'

8 3 illion hectares, which represents 8% of the

or about -
rn

83,226,779 square kilometers

total land area of Nigeria. 32



Minna has an estimated population of about 244,761 as at 1991 (last census

figure, 1991 ). Minna lies on latitude 9°37 north and longitude 5º33 eat on a geographical

base of undifferentiated basement complex of mainly queoss and magnetite The town

enjoys a climate typical of the middle days. the mean annual rainfall is 1334mm (52

inches) with September recording the highest rains of 300mm (11.7 inches). The mean

monthly temperature of highest in March (72ºF). Minna lies in the intermediate

savannah zone of the country and so specializes in crops such as roots and tubers,

cereals like rice, maize etc. Legumes, seeds and nuts, fruits and industrial tree crops

like. Other agricultural possibilities include inland fisheries, aquaculture, cattle goats

and sheep, rabbits, poultry, wild life and pigs These features make Minna a good

geographical location for agricultural production ventures

About 85% of the land is arabl
1.e ike most all ·

1

·

.

uvIa soils, the soil in Niger State Is

the flood plain type and is characterized b
.

Y considerable variations.

The soil is of two main typ es and it's the ku-soil has better water holding

capacity.

3.3 SAMPLING AND TECHNIQUE

SAMPLING TECHNIQUE AND SAMPLING SIZE

.

1 de all maize marketers in Chanchaga
research study inc u

The population of the

metropolis.
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There are different sect· .

ions in them arket, the maiz
II

.

and questionnaires wer d
.

.

e se ers section was chosen
e a m1n1stered.

The sample size for the study is one hundred (100)

3.4 METHOD OF DATA COLLECTION

The data used for this stud Y were mainly primary data; the data were collected

through personal interviews r .

' ques 1onna1res and through the researches personal

observation.

The data were collected on k t
. .mar e 1nformat1on effect of transportation, storage,

preservation, price determination, selling methods and problems arising from buying

and selling of the product.

3.5 METHOD OF DATA ANALYSIS

The analytical methods used in this study are description statistics (tables,

barchart, frequency distribution and percentages) and marketing margin analysis The

analysis of the data was based on factors

3.6 SCOPE OF THE STUDY

that adequate information were obtained for the study, the data

In other to ensure

ft the harvest of maize to determine market condition with

used were collected a er

---, regards to seasonality of the product.

3.7 LIMITATIONS

d ts in giving information.
.

.

f respon en ,

Insincerity o some
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2
Most farmers' do not keep records, due to lack of records, it was difficult to

t·rnate loss accrues in the causes of transit of the produce
di

.

3
Some complained that their problems remained unsolved, despite previous

arch so did not want to co-operate during the cause of data collection.rese ,

Despite all these reasons, I was able to achieve my objectives.

7
-,
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CHAPTERFOUR

4.0 DATA PRESENTATION AND ANALYSIIS

This chapter is concerned with th e presentation, analysis and the 1nterpretatI0I1 of

data collected during the distribution of quest· .

IonnaIres.

4.1.0 SOCIO-ECONOMIC CHARACTERISTICS OF MAIZE MARKETS IN

CHANCHAGA LG.A

In this section, the various socio-economic characteristics of maize marketing's is

being discussed, which directly or indirectly affect their marketing activities.

4.1.1 DISTRIBUTION OF RESPONDENTS BASED ON AVAILABILITY OF MAIZE

MARKETERS

This shows a distribution of the respondents available in the various markets

TABLES 4.1 NAMES OF MARKETS USED

------.-;Nc:cUc-cM.-;;:;;B;;:-E?RS,;;-·-
- - -

OF [ PERCENTAGE
5/N NAMES OF MARKET

RESPONDENT

j

1 TUNGA 1º

2 CENTRAL . -

25
3

,

KASUWAN G\IY6.13l. ;?
4 MAITUM,ll_l_ __

.·

15
5 CHANCH£.Q,t\_ - ·

-

100
TOTAL

---
--

-

2010SOURCES: FILEDS SURVEY,

-¡

that Were being administered In

stionnaires
t of 100 que

Tables 4.1 shows that ou
Gwari has the highest number of

rnent Area, Kasuwan
Chanchaga Local Govern

k t has the lowest
. T ga rnar e

respondent (35) while un

36

-110%25%
-
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100%
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4.2 SEX DISTRIBUTION OF
RESPONDENTS

This determines the d. t
.

ts nbution of m
1ª e and female k

is considered as a female .

mar eters, usually marketing

occupation b
.

, ut this study sh .

males are also involved •

.

' ows that certain proportion of

in marketing.

TABLES 4.2 DISTRIBUTION OF R ESPONDENTSBY SEX

MALE

FEMALE

¡-NÜMBER
RESPONDENTS

_3_2_
?

6--8--

TOTAL 100

L - ---- -- - __ I

SOURCES: FIELD SURVEY, 2010

OF PERCNETAGE

32%

i

-----

!

68%

I
1005

I

TABLE 4.2: Illustrate the distribution of the maize marketers by sex. It indicates that

32% of the respondents are males while 68% are females This shows that more

females are involved in maize marketing when compared to their male counter parts.

4.1.3 AGE DISTRIBUTION OF RESPONDENTS

Age is a very important factors to be considered in determining the quality lahour

employed and the labour force prevalent in any given enterprise

A
.

.
. 1992 Age is the length of past life or existence of a past

ccord1ng to oxford d1ct1onary.
·

f tor in determining the productivity of Agricultural

life. Age is also an important ac

the more productive the marketing and even the

marketing. The younger the marketer,

Agricultural production.
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Aged marketers are some what .

.

inefficient in
.

(sorting), storing, processing h
.

areas like organization. grading
, andling ' packaging and t

.

commodities. Age distribution f .

ransportat1on of Agricultural
0 maize ma k .

r eters is presented below

TABLE 4.3: AGE DISTIRBUTION OF RESPONDENTS

[AGEGROUP (YEARS) NUMBER
--

1 RES OF! PERCENTAGE
11-20-

---

6
PONqNETS

mo- 29

-31-40 32

?- 31

ABOVE 50 2

TOTAL
j

100

L_ --· -?--?---- -

SOURCES: FIELD SURVEY, fo10

6%

29%

32%

31%

2%

I 100%
I

TABLE 4.3 revealed that modal age group 31-40, which is 32% of total respondents 6%

of the respondents are 11-20 years of age group generally, young marketers constitute

67% of the total respondent. while respondents above 50 years make up 2%

4.1.4 EDUCTIONAL LEVEL OF RESPONDENTS

Ed t. 1

•

ry 1·mportant factors in Agricultural marketing. The table below
uca 1ona 1s a ve

dents have Qur'anic Education. while 3% have Post-

show that 20% of all respon

_J. Secondary Education

38



OF.PERCNETAGE

pRÍMJ\RY

ADULT EDUCATION

QUR'ANIC EDUCATION

NOEDUCATiON

TOTAL

7

20

43

100

L-
SOURCES: FILED SURVEY 2010

14º/?

13%

113%
0%

7%

I 20%

43%

[1aoo;;-?--?-- ?-

I

'

From the table 43% of the marketers do not have formal education, while of the

respondents have higher or tertiary education 20% have Qur'anic education and 7% are

educated via adult education

Only 3% have post-secondary education, 14% went to primary schools and 13% have

secondary education. However, the table revealed that larger percentage of the

marketers are illiterate.

4.1.5 TYPES OF SELLERS

f II rs explain the marketing function or activities

Marketing agents i.e. types O se e

_ _ nts It also reveals the determination of level of prices

performed by the market participa
·

in the market.
39

TABLE 4.4: EDUCATIONAL LEV EL
OFRESPONDENTS

ê[)UCATIONAT- LEVEL..
-

NUMBER

RESPONDENTS

?----------

f'OITTECONDARY-?--3----
-HIGHERÉ-DUCATIÓN o



TABLE 4.5 TYPES OF SELLERS

!rvPESOFS-EL.LÉRS
¡

'NUMBER

IRESPONDENTS
wFf6[ESALER 27

34

WHOLESALER/RETÃILER-39-?????

OF PERCENTAGE
I

I

:
27%

34%

TOTAL 10Õ 100%
L--------:::--:------ --

SOURCES: FIELD SURVEY, 201()

TABLE 4.5 Shows that the maize 11

·se ers are mostly into wholesaling and retailing

However, it may be said that the t fypes o sellers found in the market are averagely the

same in proportion revealed in table 4.5.

4.1.6 MARKETING EXPERIENCE

There is no difference in marketing experience is the best teacher one can have

The marketing experience presents below is measured by the number of years spent a

maize marketing.
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FIGURE
1.1 MARKETING EXPERIENCES OF RESPONDENTS

MARKETING EXPERIENCE o F RESPONDENTS
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YEARS OF EXPERIENCE

SOURCES:FIELD SURVEY, 2010

"'
----

1
YEARS OF

EXPERIENCE]
NÕ OF RESPONDNETS

RS 14

6-10 YEARS
- -+,9 -- -? -

11-15 YEARS 22

PERCENTAGE

14%
I

¡_.
'39%

22%

ABOVE 15 YEARS 22

TOTAL

Fig1.0 shows the-years oTéxpenence of mirketers, the m?dal yearsof experience 6-1 O

!

years while marketers have been in marketing above 15 years are 25 of the total

- .

100
.

22%

- -

---1100%
-

respondent. The numbers of years of experience
determine the profitability of the

market.

7
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TASLE 4.6: SOURCE OF SUPPLy TO
RESPONDENTS

SÕlJRCE·sÓF SÜPPLY--NQ?
-- -----

-

OF RSPONDENTS
??-

fROM FARMERS
-

- -

44
PERCENTAGE

TRÕM WHOLESALERS

FROM CO-OPERATIVES

TRÕ-M PERSONAL

FARMS

..

FROM AGENTS

FROM ANOTHER STATE

TOTAL

22

11

12

44%

!22%
I
I 11%

,

12%

8

3

100

i 8%

3%

100%

-- -i
·-·?-- -I

--?-- ________________

From the table, it shows that 44°/;;- of the markets get their supply from farmers, 22%

from wholesalers, while 3% obtain their own supply from other state

Obtaining supply from farmers reduces the cost of transporting the product from the,

farm to the market may be more that offsetting the reduction by buying from the

wholesalers.

4.1.8 METHOD OF GETTING CONTINOUSSUPPLY

I
t t continuous supply of the product in their stores,

Marketer must be ab e O ge

duct all year round
enable the consumers have the pro

ce

'

J"
e
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TABLE 4.7: METHOD GETTING C ONTINous SUPPLy

METHD05
.

.

NUMBER OF
I PERCENTAGE

RESPONDENTS

ífiÑERÃNT BULKING?5?
5%

-

A()VAÑCE PAYMENT

BUYINGANDSTÓRING

BOOKINCfIN ADVANCE

OTHERS
-

-tofAL--

SOURCE: FIELD SURVEY, 2010

I

--1

From the table 4.7, 40% get their continuous supply through buying and storing in large

quantity, this requires additional storage cost like storage rent and cost preservatives,

examples:- fumigants, 11 % obtain theirs through advances payment which facilitates

marketing activities only 5% obtain continuous supply by itinerant bulking either from

farmers, middlemen, or wholesalers.

4.1.9 MODE OF TRANSPORTING PRODUCTS

. . d r ly delivery are factors considered in determining
Bulkiness, perishabli1ty an ime

f I
es due damage and transportation costs are

the types of transportation amount O oss

rt f n employed in moving agricultural product

highly influenced by the mode of transpo ª 10

1
i.

11
11%

40
;

40%

35
i 35%

9 I

-

19%
100

I 100%
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TABLE 4.8 MODE OF TRANSP ORTING PRODUCT

-¡ijêTHOD____ I

.
-

_

- .. -
- _·

NUMBER OF RÊS-PONDNETs
rlõfoR·- VEHICLE 85

!PERCENTAGE

85%

(LORRY/BUS)

'HEAD PORTE-RAGE
-

?
M6füR=CYCLCE

-õfHERS

7
7%

5

3

rofÃL- I 100
-- ------- I

SOURCE:FIELD SURVEY, 2010

5%

3%
I

1100%

50% of the marketers transport their product by using bus while 35% use lorry, only 7%

use head porter age ,
5% use motor-cycle to transport produce.

4.1.10 PROBLEMS OF TRANSPORTATION

Marketers are associated with different types of problems during transportation of

their produce.

I
NUMBER
RESPONDN?TS _

--
-

-

.

Ú5%
Ji.O MOTORASLE RAOQ T '27.69%

_ M0TORABLE 13Ü'í- BAD 36 ,

? ????FICIENTVEHICLEZD --=e.::=-?-?---
- .QtiJHE RAOD

?--

153.08%
HIGH COST OF 69 _

? ?SPORT?------------------------?J}Qo¾==-
- ?L ?-?---------
? SOURCE:FIELD SURVEY,2010-
-'

7 N.B - MULTIPLE CHOICES

OF PERCENTAGE
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From the table above,

irnportant problem of

high cost f0 transp rt
.0 at1on of the .

marketing .

moSt important is the most

agricultural products ·1

problems
This leads to hi h

' 1 consititute 53.03% of the
g cost of agricultural ro

transportation problem the high h

P duce that 1s the more the
er t e cost price of goods in the market

- Motorable but bad road constitute 27 0
.

·681/o, which also
·

.

.

is a scanious problem because
? transportation system is the most ff

.

·

e ect1ve meth d f0 0 developing and area. whrte no

_ motorable road constitute 3 85ºA f th0 0 e problem s as such, the far villages are not

? connected to where farmers can get th
·

eir products toe the market center. High cost of

petroleum product is another big problems
.

1agncu tura! marketing is facing.

- This is accordance with Famoroti (1963) who b d tho serve at most feeder roads are

unfaced, narrow, poorly drained and winding.

4.1.11 MARKET FACILITES AVAILABLE IN THE MARKET

For successful marketing operation, market facilities are great importance

operation of market facilities can lead to reduction in the market cost and increase in the

marketing efficiency.

TABLE 4.10 MARKET FACILITES PRESENT IN THE MARKET

--
-

ENTS I PERCENTAGE

¡FACILITIES
- - - -

I NO OF' RESPOND
- 1-- ..

- í

--
: 10.02%

• LOCABLE STORAES 43 :

13 29%
-

,.._____IOPEN
STORES 57

i 17.02%
7 ? SPACE

---- 73 5.13°/o

?EN
---

-

??--------------1212% ??- ..

'TOILET-
-- ?--------- ?------------------? __

?FF?CE---==??-----------
-
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100%
------·· _

_ji
---·-_J

from 4.12, it reveals that 58% of th e marketers st th
.ore e1r products in their products in

their shops while 2% store it in silos t ha orne. 18% stores maize on concrete floor and

10% use drums, also the study reveals th ta only 12% use Jute bags. It can be deducted

that most marketers have access to shops
OI

4.1.4 GRADING

Baba (2004 ), referred to grading as separation or sorting of goods into different

classes for particular end uses with different grades prices differently. Kohl (1968),

identified grading as one of the important marketing functions which compliment

processing and storage. Different factors may be used for grading.

4.1.12 POSSESSION OF STORE

TABLE 4.11 POSSESSION OF STORE BY MAIZE SELLERS

NO OF RESPONDENTS PERCENTAGE

hn-T?
----------

-

LL
-- ---- ------ 100

_
.

SOURCES: FIELDSURVEY;To1<J
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TABLE
4.13: GRADDING

The table reveals that all res ond .

P ents grade their product. This could be because

of tastes and different choices as well as 1·nc
1orne eve I of the consumers.

4.1.15BASIC OF GADING

Sorne marketers price their goods differently due to many factors after grading.

The grading must based on quality, varieties, colour etc. Those basis are also

applicable to maize. The factors upon which the maize marketers base their grading is

presents on table below.

TABLE 4.14 BASIS OF MEASUREMENT GRADING

BASES
--- - - ---,,iooF RESPON?ENTS-¡ PERCENTA?E =

I

___________ -
--

I 20% 7
QUALITY

-- _ -?-------- _ _
--

? 39º/o
- - - -

lVARIETY ----=-?---------------------11% -- -- -- --- --

COLOUR
-- 11

_ ---------------?
°ofHERS ---------? --------------- -------- --

-
-

¡
100%

AL -----------=?--
SOURCE:FIELD SURVEY, 2º1º·

use qualify as a yardstick, while 11 %

f the respondents
Tables 4.15 shows that 40% 0

.

t nd only 1 o% use other basis.
'

ply vane Y a

h marketers ap
use colour, sorne 39% of I e
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. means quality and variety (either local h b
.

íhiS or
Y rid) are commonly used. this may beto taste of the consumers.due

4_1_16
UNIT OD MEASUREMENT USED BY RESPONDENT(STANDARDIZATION)

Unit of measurement varies with markets; those normally cause variation in pricing. Th,s
. ne of the marketing problems as some marketers adjust the standard unit to realize
IS O

rnore profit, thereby cheating the farmers and consumers. The units of measurement

used by respondents are shown in the table below.

TABLE 4.15: UNIT MEASUREMENT

-

?-F--M- EASUREMENT NO ÕF RESPONDENTS
-

i PERCENTAGEUNITO
--- -

I

---

10--
-

:

10%
I

i48%
365

COBS

48

-BAGS 36
I -

OTHERS
i

100I TOTAL
I

SOURCE: FIELD SURVEY, 2010.

. .

t sell their products (maize) m
o f the responden s

The table reveals that 481/o o

bags and 10% sells in
36% of the marketers use

h means Also,
·

bs) while
mudu while 6% use ot er .

II fresh maize (maize in co
f the marketers se

cobs. This implies that sorne o

6

other sell grains.
f amount purchased byas a result o

· could be

·1· orces in units
(wholesaling, reta1 mgHowever, differen

marketers perform
f functions the

consumers and the type 0

both).

100%

48



4_1.17 METHODS OF SELLIN G PRooucrs
This may be done in ·ts1 u or rn

.

ay irwolve mo
.

nave considerable effects on .

vmg from one palee to another They
market1n

·

. .

g costs as Well as .

below gives the various method
marketing efficiency The table

S through wh· h1c the res dpon ents dispose their goods.

TABLE 4.16 METHODS OF SELLI NG PRODUCTS

-METHoos--
HAWKING

____
NO

OF.RESPONDE--N-TS-
11 -? PERCENTAGE

!NMARKET STALLS--67
11 %

r;:;;
- 67%

, BOOKING AND- 2Õ
_

20%
SUPPLYING

CONTRACT 2

:TOTAL-
_ _

-

__ r1oo
SOURCE: FIELD SURVEY, 2010.

2%

100%S

The table above shows that 67% of the respondents exchange the goods for

cash in market stalls and 11 % hawk their products Also. 2% sell by booking and

supplying, while only 2% sell on contracts. This means that selling in market stalls is the

commonest method. this may be due to the need for efficient storage required for maize

and availability and affordability of market stalls.

4.1.18 DETERMINANTS OF SELLING PRICE

factors It is usually a function of

Price of a commodity is usually by some ·

k t association as well as consumer bargaining

marketing cost, cost price, effect of mar e

Power.
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Prices charged by most sell .ers is
i· ust

enough t

rr,argins
to cover the functions Perf

o rneet the cost price and leaves good
orrned a d

.
.

n Profit. The .

high lighted by maize marketers are .

determinants of selling price as
given in the table bel ow.

TABLE 4.17: DETERMINANTS OF SELLING PRICE

ípRICEÍ)ETERMINÃNfs
-- --

- _N__ o_ ÕFRESPONDENTs·
-

õrREFfSPROÕÜCERS
---

38
PERCENTAGE

MARKETÃSSOCIATIONS-
- 214%
45

CÕÑSLJMERBARGAINING
25 42º/o

.,

-·

'

28
'

I

,POWER
; 15.82% -¡

'

MÃRf(ETCOST
------

54

OTHERS
30-51%

12 6.78%

,

TOTAL 177 100%

SOURCE: FIELD SURVEY, 2010. (MULTIPLE CHOICES)
?----

4.1.19 MARKETING INFORMATION

--?¡

The table indicates 30.51 % of the respondents and their price dictated by

marketing cost. 15 82% agreed to the bargaining power of the consumer, while 6.78%

have their prices determined by other factors. Market associations and producers

dictate price for 25.42% and 21.47% of maize sellers respectively. This implies that

prices of maize in the market is a function of so many factors as indicated above.

.
.

.

rt t function of marking, which it a marketer may

Marking information Is an impo an

•

1 dge of supply, demands and changes in

be working in the dark, as it supplies know e

. Buyers and sellers need adequate
times

· d"ff rent
Prices in different market at I

e

. ake rational decisions.

information about the market to m

. f the respondents
r fl t ·ntormat1on

o
e ects the sources of marke 1

However, the table below
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TABLE
4.18 MARKET

INFORMATION

sôiJRCESõF-MARKET- N O OF
RESPONDENTS

INFORMATION PERCENTAGE?-?-7
êQ-sELLERS-

-

--?82--__
:

·.MÃRf<IT ASSOCIATION-?_31.78%
pERÃSONAL_E_NQUIR.Y- 28

20.16%--
--

MEDIA-- 22
, 10 85%--

.?:"'?ENT
3• I?::;%

, OTHERS 40 · -

?----- ·
I 15.50%

1_ro1_ALL-· ---- -_ J2!ª -

- --

[100%
SOURCE: FIELD SURVEY, 2010. (MULTIPLE CHOICES)

--- -

It could be gathered from the table above that 31.78% of the marketers source

information form co-sellers, 8.53% from media (Radio, Television and newspaper) and

10.05% get information by their Association

Government finishes 13.18%, while 15.50% use other means. This implies that majority

f
·

f rmation thus Government intensifies
of the respondents still rely on themselves or in ° ,

.
.

.

t· on the availability and marketing of maize
their efforts in dissem1nat1ng informa ion

4.1.20: CAUSES OF PRICE FLUCTUATION

f t r beyond the control of the marketers.
.

lly caused by ac 0

Price fluctuation 1s usua
.

by the respondents are presented
. f maize as given

The causes of fluctuation ín pnce 0

below.
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rABLE
4.19: CAUSES OF PRICE F

LUCTUATION

êíillsES?-ó,=--i=>Rice- NoRe -

-
....

FLUCTUATION
SPONDENTS

---

SLJPPLY IN THE-MARKEY -7¿--
SLJBSITUTES-

--

60--. ·-•--?---

AVAILABILITY
?57%

pURCHASING POWER ?
.QUALÍTY OF THE 33

11.43%

PRODUCT

?-- ??º- _ !!·14%
? --- __ _ _ ..

¡ 100"/o

SOURCE: FIELD SURVEY, 2ofõ?(MUL.TIPLECl-iã1c1:)
L

-- -
-1

From the table, supply is determined by 37.14% of the respondents as the main cause.

Fluctuation in market supply could be due seasonality of the products. 15.71% of the

maize marketers have price change as a result of quality differences. 28.57% pointed

availability of substitutes, while 11.43% have price fluctuation resulting from purchasing

ability of the consumers. Other factors accounted for 7.14% of the respondent price.

4.1.21 MEMEBERSHIP OF CO-OPERATIVE SOCIETY

.
. b

·

ss organization owned and controlled by member

Co-operative society Is a usine

. mbers by producing services for them. There are

patrons established to benefit the me

.
.

t d y they include producers co-operative,

different y\types of co-operative existing o a
,

.

th Y include producers co-operatives,
r g

today, e

consumers co-operatives,
marke in

t· f w
tives etc. just to men I0n a e . Marketing

k ters co-opera
consumers co-operatives, mar e

. the marketers.
. Nigeria among

. common in

Co-operatives society Is very

I PERCENTAGE

3714%
-

15.71%
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rABLE
4.20 MEMBERSHIP OF co.op ERATIVESSOCIETY

?RsH1P
.

'Ño-õi:-ResfiõNoêNrs-
-1¡:,,rRcEtü_AG_·_

Eyfs- -68
.ils%

---

32

1ôfAL
- -

--. -
-

1óó-

?í.TRCE:-r=1Et.:b-SURVEY, 2cffõ?

32%

The total reveals that 68% of the marketers belong to one society or the other,

while 32% do not. Also, the study further revealed that 60% benefited from the

association in terms of loan advances, 22% benefited from thrift and credit services and

15% of the members gained from collective bargaining One may deduce that

membership will increase in the subsequent years when others who are members

thriving well in business.

4.1.22 EFFECTS OF MIDDLE MEN

market participants who perform merchandizing and other
Middlemen are the

d f m the producer to the consumer.
functions to ensure free flow of goo s ro

retailers to mention a few. their
biers wholesalers.

.
· ural assem ,

They normally 1ncl;uding r
. fa commodity maize

d t thereby increasing the pnce o .

functions add values to the pro uc '

is not an exemption.
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TABLE 4.21: EFFECTS OF MIDOLEMEN

NO OF RESPO
OF 67 ?--?NDENT:_ ?

PERCENTAGE

138.29%
-- - ·-- \:? -??----r?:::?=-

TOTAL 175
1

-?----

?· _ _ __ _ .

I

100%

SOURCE: FIELD SURVEY, 2010? (MULTIPLECHOICES)

--7

I

I

I

Effect of middlemen in maize marketing are shown in the table above The table

indicates 38.29% of the respondents complained that they cause scarcity of maize due

to amount of hoarding the products while 42.86% mentioned subsequent increase due

to scarcity of maize due to amount of hoarding he products while 42.86% mentioned

subsequent increase due to scarcity. However, 18.86% acknowledge their importance

in ensuring availability of maize through the year round

This could mean that middlemen cannot be eliminated from the market but there is need

to check their activities.

4.1.23 PROBLEMS ENCOUNTERED IN BUYING AND SELLING

.
.

1

· business. They are the challenges market participants

Problems are inev1tab e 1n

. fit maximization.
These problems are general but may

face on their way to attain pro

. k t as well individual marketer's action

sometimes vary due to location, mar e '
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The table above reflects those pr blo ems the respondents are facing in marketing

process, 28.33% of the respondent encountered transportation problem which varies

from lack of motorable, inadequate vehicles to like in transportation fare.

Transportation problems constitute the larger percentage maize marketers face. this

could be attributed to the fact that most production takes places in the rural areas which

often lack motorable roads of having no roads at all Activities of the middlemen pose

· 17 08º' f the marketers These problems varies from place to

serious problems to .
10 o

·

. h. h rice and their general explanative behaviour

place and they include hoarding 19 P

.

. vaílability of the product in the market; they

middlemen through ensure continuous ª

. rf med in the marketing channel

h
th functions pe or

e arge a margin higher than e

.

t
.

d there have been inadequate

ndent main aine

M 75º' of the respo
oreover, 13. 10

. This is consequent of

d market pnce
. not alloW goo

market opportunities. ThlS does This affects the marketers

.1
ble markets

. few ava1 a

concentration of maize marketers
in

greatly and even the farmers.
55



Also, 15.83% of the re
spondents la k

.

.

c inform r

forrnation
lacked include cierna d

a ion about the product the market
in

n and su
·

Pply of maiz .

e, pnce change, perishability,
050nality

etc. among others
se,

.

16.67% of the respondent fs ace th e problems of v
. .

a result of different measurem
anation measuring standards

as
ent dev·ice s used Th·

rnarketers. Differences ·
.

.

· is greatly affects the profitability of

the
1íl we1gh1ng balance .

.

' inaccurate measuring devices etc.

constitutes
a great problem retarding th ..

e efficiency of marketing.

Other constraints such as stora ge CoSt, co-operative changes and packaging

among others affect 8.33% of the marketers.

4,1.24 IMPROVING MAIZE MARKETING

The respondents Apter identifying their problems were asked the areas they

needed improvement, so as to maximize marketing efficiency. Their suggestions were

related to provision of linkage between product (sellers) and consumers (buyers),

creation of markets, among others.

• tare prepared and represented in the table below

These suggested 1mprovemen
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í.Aat.E

4.23

I Ill¦

-pRÓ?EN:I__
--1r

N-0 OF ---

??I??--??- _

GOOD 66
-

RESPO_N_D_ENTS

?_!'!_Qf rJIAR_KE:T 59

?fFIClENT MARKET I 61

IJf(Ff-[1?l1?iASUREMNt54
-

-

?s-_:_-
- ---

--------143-----
? CHOICES

\ 288 , 15.19%

?FIELD SURVE"'Y', ?20?1?0:._.
---- -- ¡100%

PERCENTAGE
2332%

20.855
2155%

_I

?

I

-

\

--!
?j

Good roads (23-32%) of the respondents are revealed by the table suggested

construction and maintenance of roads. this will likely facilitates smooth running of

marketing process and thereby reduce marketing cost and price change by marketers.

more vehicles will ply the roads if they are in good condition

Creation of market (20.85%), this involves creating new markets and enlarging the

existing market, 20.85% of the respondent pointed out this improvement.

ma·1ze available to consumers at the time required and at

This will help in making

affordable price.
. t' is very vital for effectives

.

.

(21 55%) market informa ion

Efficient market information ·

1 f

b lances in demand and supp y o

usually causes im a
.

marketing, lack of information
_

. aize marketers information an
.

prov1d1ng
the m

·2e inclusive, d dagricultural products, mai
_ the rate of change of goo 5 an

d will increase
e of deman ·

t as
availability of maize and plac

d Isa will reduce marketing cos

. This on one han a

services (ie buying and selling).

Well as other associated costs·

S7



standardization of measurem ent (19.08%)

19 08% of the marketers agreed the fact that

t dardized and t
.

measuring devices should be

san mus be universal Th .

.

· e issue of using mudu in one market and

relatively smaller type in the th0 er should be eliminated This will serve a special

purpose in bringing sanity to th _

·

e marketing system. Other 15 19% of the maize

marketing mentioned other ways th rough which marketing process can be improved

These include the provision of loan t 0 marketers, provision of structures among others.

These, if provided will go a long w · · .

ay In ImprovIng the standard of maize marketing.

4.1.25 MARKETING MARGIN

Marketing margin can be viewed as the difference between the price paid by the

consumers (retail price) and that received by the producer (firm pnce)

Marketing margin consist of charges made by middlemen for services rendered

as the product moves through the marketing system. Thus 1t consist of the marketing

cost, s well as profit, those services include, level of processing required. storage,

transportation, grading and sorting.

TABLE 4_24(a) and (b) shows the distribution of marketing margins between the

-1
·n Minna Kasuwan Gwari marketing using price

wholesalers and the reta1 ers 1
·

k ting margin= selling price(N)
- cost pnce (NJ

comparison approach I.e. mar e

. holesalers and retailers in Kasuwan Gwari Minna.

Table 4.24(a) marketing rnargtn of w

and off-season
of maize produce

market during the on-season

MAIZE GRIANS
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MAIZE IN CROPS

Marketing margin of h 1w O esalers and retailers in Ch

rketers during th k
.

anchaga Local Government

rna
e pea penad and I ow sale of maize.

WHOLESALERS

(aUÃ?TSELLING MIDDI..E

l I

PRICE

I
PRICE MEN

-foótsAGS \11wsoo \
w100

I 11

100ia1üjS -\N8õo\-N 1,,00

? I i -??_L-?J_______-..-
soURCES: FIELD SURVEY, 2010

N200

N500

RETAILERS

QUANTITY Icost- jsaÜNG
I

PRICE 11
PRICE

I I

YELLOW 1,
N700 I N 1 o

MAIZE
¡

(10X100)
N1,000

1¡
MIDDLE
MEN

·. N300

YELLOW N1 ,300 N20 N700

I
MAIZE (20X100)

\BAG I

, NZ,000
I

i

__ L?- L _

I

I

From the table 4.24(a) and (b) i.e on-season and off-season of maize grains, it could be

inferred that large amount of the marketing margin was accrued to the retailers in

comparison with the wholesalers. This may be due to the time. value and

merchandizing activities of the retailers as the sell in units
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CHAPTER FIVE (5)

SUMMRY, RECOMME NDATONS AND C

SUMMARY
ONCLUSIONS

5,0

5,1

The study analyzed th e problem of maize .

case study.

marketing in Chanchaga LGA as a

The main objective of the stud y' is to determine the various problems facing

maize marketing and to suggests ways through which these problems can be

addressed.

Hundred questionnaires wer d
..

e a ministered to the marketers at Tunga. Central,

Kasuwa Gwari, Maitumbi and Cha hne aga markets. The maior f1nd1ngs of tlitc study are -

1. Transportation problems

2. Effects of middlemen

3. Maize marketers are mainly female (68%} with average of 31-40 years

4. About 43% of the maize marketers are 1ll1terates, they do get supply mostly from

farmers by buying and storing as well as booking.

5. Maize often transported via motor/vehicles. stored in stores 1n various materials

6. Grading is based on quality and variety, marketers sell in mudu with mostly

determined by the marketing cost

1
d that the marketers faces different types of problems;

The study further revea e

t •rnportant
among them, while the presence of

-' · transportation problem,
is the mos 1

f ·nformation,
insufficient measuring devices and

·· trJiddlemen inadequate markets, lack O 1

'
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other problems were slated as militant a

.

gaInst efficient k

respondents Deplorable condit
mar eting of maize by

ion of our roads

of vehicle. These burdens b

' raised operation costs and depreciation
orne b t

.

Y ransporters are d. Irectly transferred to the

marketers In form of high tra nsport fares, wh· h

.

IC they in turn trans1er to the consumers

the marketing margin analysis revealed large
.

r percentage of market mar911I went to the

retailers compared with the wh 10 esalers. This shows that seasonality of maize has

effects on its marketing during off-se asan and on-season period. The price of maize

changes considerably and this could b
.

e attributed to supply, coupled with lack of

storage facilities.

5.2 CONCLUSION

This study revealed that all maize market in Chanchaga L.G.A are characterized

by large number of buyers and sellers. free exist and entry. serious competition

between marketers, poor marketing margin between wholesalers and retailers,

seasonality of maize as well as transportation problems cause serious fluctuation in

prices.

Finally, the implement of the recommendation. suggested will go a long way in

·
•

h ¡
in sustaining maize production and enhancing fo-:,0 security

maize marketing, thus e P

in Chanchaga L.GA as a whole

5.3 RECOMMENDATIONS
• to the marketers and government in order to

d the folloWlng
I hereby recommen

. A ricultural product.
solve marketing problems in 9

TO THE GOVERNMENT
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f
The government should en sure the following:

1.
Provision of good ro dª s and ·

assisted tra .

pointed
out that governme

nsportation means most marketers

nt should provide bus .

d their goods at 1

.

es specially meant for the marketers

an re at1vely · low prices
.

affordªble to them. There also should be

construction of new roads wh ere necessary a d d
.

n a equate maintenance of the existing

ones. There is also need for government to subsidize fuel prices to lower cost of

transportation.

2. Establishment of farmers Go . .

vernment transactions, this is very important during

the peak period of maize market"
· · .

Ing, I.e during harvesting via this, government would be

able to ensure price control by application guarantee minimum and maximum price

control at appropriate time. This will also reduce the effect of middlemen in marketing.

3. Provision of good storage facilities and processing facilities, when these are

provided, there will be a considerable improvement in marketing of agricultural

commodities. Lock-able stores and shops should be provided at affordable prices to the

marketers. Storage facilities such as silos must be provided to reduce loss due to

spoilage.

4. Provision of credit facilities:- Loan should be made available to marketers to

.
.

1

·

t them in buying large quantities, thus reducing cost of

enhance marketing. this wil assis

marketing.

. f markets:- this may not necessarily improve

5. Construction and creation ° more

.
. f arketing facilities and infrastructures in the

b t prov1s1on
o m

agricultural marketing, u .

.

f marketing. All these, 1f adequately provided

.

.

· ease the art 0

existing market will help incr
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bY government, will facilitate agricultural

rnarketing •

6_
Elimination of middlemen from the market

production, thus improve agricultural

TO THE MARKETERS

1 _
Establishment of marketing co-operative societies, this will enable the marketers

to benefit from economies of scale. This will also help them to get loans easily from the

government and institutional banks.

They should enable free flow of market information so as to improve the
2

efficiency of marketing.
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r
: QUESTIONNAIRE

DEPARTMENT OF AGRICULTURAL SCIENCE EDUCATION NIGER STATE
coLLEGE OF EDUCATION, MINNA

roPIC: PROBLEMS OF MARKETING MAIZE IN NIGER STATE, A CASE STUDY OF

cHANCHAGA LG.A

oear respondent,

This questionnaire is design to obtain information or data from marketers of

maize in Minna

The data provide will be used for analyzing this project. All information supplied

shall be treated confidentially and none will be held against you.

1. Name of market · .. · ..

2. Sex of respondent (a) male LJ (b) Female D

3. Age distribution

i. 11-20 years CJ
ii. 21-30 years o

iii. 31-40 years o

iv. 41-50 years o

above 50 years o
v.

4. Education level
No Education

o (e)

ª (a) Primary
68

1]



r
(b) Secondary

o (f) Our'anic Education
I ](e) Post Secondary o (g) No Education 1-J

(d) Higher Secondary o
5 Type of seller

i. Wholesaler

D
ii. Retailer

CJ
iii. Wholesaler/Retailer D

6. How long have you been trading in this food product?

i. 1-5 years CJ
ii. 6-10 years CJ
iii. 11-15 years CJ
iv. above 15 years CJ

ply of maize? CJ7. How do you get your sup

(a) From farmers D

(b) From wholesaler D

(c) From co-operatives D

(d) From agents o
From another state o

(e)
69



(e) Head portage

(d) Motor-cycle
o
o

(e) Others

12.
o

Do you normally board th te ransport 1

.ª one or liase with other people?

Yes CJ or No D
13 If yes, does this make the cost .to be reducing than boarding it alone?

Yes CJ or No CJ
14 What are the transport pr blo ems you normally encounter on the way?

No motorable road

ii.

iii.

iv.

Motorable but road

Insufficient vehicle on the road

High cost of transportation

D
D
D
D

15. Do you pay bribe to the road wardens or polimen you meet at different check

points or driver pays

Yes CJ or No D
MARKETFACILITIES

16. Do you own a store? Yes

17. If rented, how much do you pay?

No

CJ
18. MARKET FACILITES

Lockable stores o
ii. Open stores o

oCanteen o



r--
iv. Toilet

v. Open space

8vi. Telephone

vii Clinic D
viii Electricity D
ix Water cP
x. Post-office

STORAGE FACILITIES
D

19

(a)

(b)

(c)

(d)

(e)

20.

21.

22.

Where do you store 0y ur product at the end of the day

Concrete floor D
D
D
CJ
CJ

Drums

Silo

Jute bags

In shop [7
Do you employ a night watchman to look after you store?

Yes ? or No LJ
How much do you pay W

Does this cost add to the final price you sell you product?

Yes C=:J
or No

23. What effect does storages have on your product?

ii.

Improve the quality

Decrease the quality

CJ

D
D

iii. Increase income overtime
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iv.
Cause the final cost of product t

.

o increase

GRADING CJ
24 Do you grade and

standardize?

Yes [=:J or
No o

Z5. What are the different varieties of product that you sell and, what is the pricedifference?

TYPES OF PRODUCT MAIZE

TYPE

N K

(a)

(b)

(e)

'J.-·--

1--

-

?----¡
I

- ------1

j
i
I

-~--,

(d)

J_L?--------- -

26. If yes, specify how

rod u ct(a) By qualify of the P

(b) By variety

i (e) By colour
J
--

Others (specify)ii; (d)

l _

'

__ _j_. J

D
D

o
o
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27 How do you buy th e Product?

(a)
Maize plant

(b)
In cobs

o

(e) In mudu
CJ

In bags

o
(d)

28 Do you incur any cost
CJ

as a result of this

Yes CJ or No D
SELLING

29. Methods of selling products

(a) Hawking D
(b) In market D
(e) Booking and supply CJ
(d) Contract selling CJ
30. What determines the final price you sell your product

(a) The price other people are selling the product

(b) The market association decision on price

(e) Bargaining ability of the consumer

(d) d th r marketing cost
·

Transportation cost an o e

74
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(e)
Others (specify)

31 How do you know abo t
. Du Price cha -

nges 1n the market?

I
(a) From co-sellers

D
(b) From announcement by ma k tr e association

DI
iii

(e) From personal enquiry
?
?'

Dª
=

(d) From
radio/newspaper

-

D-

(e) From government

D
(f) Others (specify)

?l
32. Are sales of maize seasonal? Yes CJ or No CJ
33. If yes, peak period is D
34. Low sales period is? D
35. What account for this peak and low sales period?

(a) Immediately after harvest D
(b) When price is too high e
(e) Creation of market D
36.

.
.

the price of the product (maize)?f fluctuation 1n

What is the major cause 0

s: (a) Immediately after harvest
ã-

i;
(b

.

power is low

I"_
) When purchasing
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(e)

(d)

Presence of substitute ero .

hps in I e market

Quality of the product D
37 DDo you belong to any s

11

.e er
association/co-operative society?

Yes o or
No

38. What are the proble .
.ms encountered ,n buying and selling of the product?

CJ

(a) Transport problems D
(b) Presence of middlemen D?

(c) Language barrier D
(d) Different measuring devices CJ
39. Does the Local Government intervene 1n the marketing of maize?

Yes CJ or No CJ
40. What are your suggestions for improving the market of maize?

(a) Provisions of good roads CJ
(b) Provision of efficient market information CJ

(e) Creation of market CJ
41. 'ddlemen have on marketing of your product?What effect do m,

(a) Hoarding of product D?.:;
:;

DI
(b) High price of product

.-:;.;,:
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