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Abstract

This study involved 35 retail nnd 30 whelesale onion traders in Sokoto and Kebbi States. Eight markets were
purposively selected for the siudy, four cach from Soketo and Kebhi States, Questionnaire were the main
instrument of data collection while random sanpling technisue was used to select respomdents for the study.
Descriptive statistics and the Gann budget technique were used for data analysis. Majority (63.1%) of the
respondents had between 5 and 15 years experience inonion imding while only 6.2% of the traders had over
20 years experience in onion trading. Onion supplies were sourced from wholesale or urban markets by
1.43% and 86.66% of the wholeaalers and retailers, respectively. The marketing channel showed that onion
Tinds its way to the bocal consumers and consumers in distant markeds through o number of imtermediaries,
Omion marketing was profitable to the tune of NS0, 30 and N96.70 per bag for whelesale and retail traders,
respectively. Major problems of onion marketing include the frequent price fluciuations and high
transportation costs. Provision of efficient transport systems and the establishment of onion processing planis

were suggested.

INTRODUCTION

In Migeria, Hussaini er of, (2000) reported onion as
the second most important vegetable afler tomato,
Agcording o Ayodele (1996), commereinl onion
production in Nigeria is tainly in the north, Sokoto
and Kebbi States are nmong the states in the north
where considerable quantity of onion is produced
annunlly. Bednaz (1986) obsarved that in tenms of its
trade value in Nigeria, onion can stand comparison
with tomatoes and peppers. Onion s in focus
because ol its unique position ns a popular vegelable
that is utilized alimost daily in every home,
Marketing generally involves the movement of
commedities from where they are produced o the

points of consumption. Agricultual marketing

specifically invelves the movement of agricultural
productscommodilies [rom Uwusands of scatlered
small-sized farms where they are produced, 1o the

thousands of consumers located in both reral and
urban areas (Adegeyve and Dittoh, 1982). Akinwumi
(1999), reporied that e marketing of agriculiural
products involves larger number of people including
the producers, assemblers, teansporters, bulk
breakers and retailers, the final stage of being an
interaction between the seller or retailer and the
buyer of consumer.

Dlukaosi and Isitor (1990, described marketing a5 a
part andl parce] of the production process and that it
constilutes @ bridge between production and
consumption, Amaza ef al. (1994) opined that there
o close inter-relntionship between agricultural
markeling  and the increasing productivity of
agriculturc. In Sei Lanka, vegelable prices fuctuate
during the year based on supply, with the highest and
lowest prices recorded during the months which
mark the beginning of the cullivation and harvesi
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sensons, respectively {Sananayake, 1977). In Texas,
lower onfon prices are received during periods of
high production and vice-versa (Bello, 19588). While
in Philippines, Azecuna (1993) reporied that onion
price fluctuate due primarily to variation in supply
and the non-availability of a aystem for the delivery
of market information.

This study examines the matketing system of onion
1 the study area. Results of the study may provide
wseful information on the marketing channcl and
profitability of onion marketing in the study area,

METHODOLOGY

Sokoto and Kebbi States in northwestern Nigeria
ghare a common boundary and are lecated 10740'
13°55'M and 3°30°-7'06°E (Singh, 2000). The arca
falls within the semi-arid sub-Saharan region, the
rainfall {400-700nm} is frequently ereatic and poorly
distributed (Singh, 1995), The vegetation is lagely
the Sudan Savannah type with the northem part of
the two states approaching the Sahel Savannah and
e sowithein part of Kebhbi State approaching Guinea
Savannah {Shaiberal, 1997

each from Sokelo and
K.ebbi States were purpasively selected for the study

Eight onion markets four

hased on the intensity of onion marketing activities,
From each of the selected markets, five wholesalers
and five retailers were randomly selected, giving a
total of 80 respondents, However, 65 questionnaire
comprising 35 retailers and 30 wholesalers were
used for the analysis. Diata were analysed using
descriptive statistics (Means, Ranges, _..Ha_.h.n;&om,
Percentages, Charts) and farm budget analysis in
determining the profitability of onicn marketing,

RESULTS AND MSCUSSION

Marketing Mxpericnce of (the Respondents
Experience in markeling is expected to enhance the
efficieney with which the tading activities are
performed. Results of the study (Table 1) shows that
majority (63.1%) of the respondents had been onion
tracers for a period of between 5 and 15 years. New
comers into the business with less than 5 years
trading eaperience represent only 6.2% whereas
traders with over 20 years espericnce in onion

trading represent 16.9% of the respondents,

67

Tnble 1. Distribution of respondents sccerding to yeass of
eapesicnee in onlon iradin '

Yeam ol expenence Frequency Peceage
Lu=i thish 3 4 Gl
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Source: Freld Survey, 200072003

Sources of Onion Supply and Quantity Handled
ny the Respondents.

Onion traders obtain their supplies from different
somrees in the study area. Traders were categorized
inlo wholesalers and retailers based en the quantity
of onion handled. Retailers display their onion i
smnll containers or the onion is displayed in small
heaps on the ground. Wholesalers usually buy and
iransport sizeable quantities for sale inother states.
Trading activities holds daily in Soketo and Aliero
markets in Sokoto and Kebbi States, respectively.
Other markets in the study area hold on weekly
Tasis, and traders come (o buy onion from these
markeis on weekly basis. Findings of the study
revealed that 31.43% of the wholesalers and 86.66%
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of retailers by their onion ot the urban marksts
{Table 2). Onion was bought from farmers at e
farm gate by 17.14% and 10% of wholesalers and
retailers, respectively, whercas only 8.57% of the
wholesalers buy onion from farmers at home. Urban
markels register higher kevel of transactions during
ihe harvest sengon. Dogendaji (2005) reported that
over 80% ol respondent farmers ench in Sokoto aud
Kebhbi States sold thein produce at the urban markets,

“Tuble 1: Distribution of resgondesty accirding s pource all
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The average quantity of onien handled per
wholesaler per week was 17,545kg, while the
average quantity handled per retailer per week was
S02kg. )
Marketing Channel for Onion
Marketing channels, that iz, the path of a product as
it moves from the producess 16 the final consumers
are importont in evaluating marketing systems
{Cukosi and lsiior, 1990). They indicate how the
various products markét participants are organized
1o accomplish the movement of a produet from the
producer 1o the final consumer. The marketing
channels for onion in the study aren is depicted in
Figure 1.
Majority of the middlemen (3 1.43%) and

]
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Fig 1. Markeling channel for onion

wholesalers (86.66%) buy their onion from
wholesale or urban markets. The urban of whelesals
markels take teir supply from two main sources.
The sources include fanmers who transport ditect fo
the markets and rural buyers whe buy from the farm,
home or rural marksts and transport to the urban
markeis. Onion retailers source their supply from
the urban markels or direct from the [rmess.
Retailers, in wrn sell in small quantities to
consumers {Figure 1). Means of transportation wsed
by respondents were camels, denkeys and motor
vehicles,

All the respendents (wholesalers) transport onion
for sale to other stales of the federation, the
marketing channels are thus extended (Figure 1).
Opion is purchased from the wholesale mearkets
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within the stedy area and transporied to other
wholegale markets in cities outside the study arca,
Onion is also sowrced from the farmers and
tramsported 1o the, distant wholesale markets,
without necessarily passing through the local
whilezals markets, At the distant markets, the cnion
is sold through commission agents for a fee
Betailers at the distant markels buy from the
wholesale markets and in turn, sell to the consumers,
Cost and Returns in Onion Marketing

Trading in enion by both categories of middlemen
{wholesalers and retailers) in both Sokoto and Kebbi
States was profitable as revealed by resulls of the
analysis on costs and retums (Table 3). As can be
seen in Table 3, apart from the cost of onion
purchases, which accounted for 76.02% and 92.1%
of the marketing cost for wholesalers and retailers,

respectively, the sceond most important component
of the marketing costs was the cosi of iransportation.
This was particulagly important in wholesale trade
where it accounted fior 13,33% of the total marketing
costs. Owerhead costs sccounted for 3.101% aaond
3.68% of the marketing cost of whalesale and retail
trades, respectively (Table 3), )
Average gross retumns of N4,861.94 and N4, 108,24
per hag were received by the wholesalers and
retailers, respectively. This gives a net income of
MES0.30 and MT96.70 for the wholesalers and
retailers, respeetively. .__.—ﬁ._..a....aﬁn in net income
hetween whobesalers and retailers could be dus fo
the high demand for the commodity in the Central
and Southern Sates. Njoku { 1994) reported a profit
of H3873.51 per tonne of onion for wholesalers in
the Chwerri area.

Table 3: Cosi and relurns analysis of onien marketing in Sokoto and Kebbi States
Cost itemn (Rl Whelesale (n=3) Foinil (n=35)

Cost (B4} 5% ol 1odal Cost () % of otal
Variable costs - o
Cost of onion I049.54 76,02 4554 92.1
Loading 20,00 [E L 20000 0.50
CHTH-ading 0.0y 075 20,00 0.60
Transportation 537.10 1334 500,060 1.51
Commission sgents fee 250,00 6823 50,00 1.51
Tatal variable cosiz IRE6.64 9689 1189.54 096,32
Ovechead costs
Commodily tax 5.00 0.12 1.00 006
Cost of sack | 2000 2.9 120,00 6l
Tudal averhesd costs 125.00 211 12.00 368
Tolal narkeling costs 401164 o BILSE o0d0
Tolal relurns 4B61.54 400824
el retums B30,30 TG 70

=1 bag = 122.Bkg
Source; Field sarvey, 200272003,
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Froblems of Onion Marketing

Onion marketing proved 1o he profitable at both
wholesale and retail levels. However, the activity i
not without preblems. The most important problems
reported by all the respondents were high cost of
transportation, unsiable and very low prices
particularly at harvest season. The problem of high
transportation cost could be os result of frequent
increases in the pump price of petroleum prevducts
The problem of high losses in stored onion, lack of
sufficient capital and insecurily on our roads were
also reported as impediments (o smooth conduct of
onion marketing in the study are.

CONCLUSIONS

From the findings of the study, it could be concluded
that majerity (63.1%) of the respondents involved in
onbon marketing had between 5 1w 15 years
expetience in onion marketing. Onion supplies were
sourced from the whelesale or urhan markets by
91.43% and B6.6% of the whelesalers and retailers,
respectively. Ondon find its way from the fanmers o
the consumers through the rural buyers, wholesalers
and retailers. Marketing of enion was profitable for
both categories of middlemen (wholesalers and
retailers). Major problems of onion marketing were
the high cost of transportation and Muctuations in
emion pricos.

.—..HFA._?—._...._._..HZG}.—,_A.v?_ﬂ

To overcome the prodlem ol price Puctualions, e
private seclor should be encovraged to esinblish
onion delyydration plants o process e enion into
more durable products. This may help to enhance

the year round availability of the commodity in
addition W preparing it for export. Introducing the
product to the intemnationzl market may help in
raiging the demand for the product, increass
qu.uznnqﬂlnnnmsm_._naum moome ol the farimers.

To reduce the preblem of high
transportation cost to the bearest minimum,
govemmant should ensure the provision of efficient
Transportation system. Government should equally
hasten the resuscitation of the rail transport sysiem
s a cheaper means of moving onion and ather farm
products.
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