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ABSTRACT
The study examined] the marketing of agrochemicals in Benue s, Primary data was collected
from 6l ;Eipnndcntﬂ through: the USE, of systematic sampling technique. with the aid of

qumlmnﬁilr:shl?mtﬂn-r&wjﬁch@ﬁuhsﬂﬁlu W EI‘E;,;'ELHHI‘-'IE-d by the use of descriptive statjstics
o I
and markﬂ‘rﬂm:ﬁmwﬂ wnal.j-siq The resull indicated hat the ugm-:herm:al ma.rl;.-:t 15 dominated
ol

by males (?ﬂ'@@?ﬂﬁﬁhﬂﬁf&m a,_ﬂ: mvnl‘l.red in the sales of hurhm,;d'é::. ﬁﬁiﬁng others. The
o g g

"*m‘_‘ o o it g
" £ -.:!_u_'-'.m:t‘tj,l.l': peedi ‘,Eﬁgaﬂl Bl and ¥39.79

rcﬁpfr:ﬂveljr"’ﬁle resull %u 1 Tawmanis cps, wWete incfficient as the markeling
e .-al-
efficiency dﬁﬁhﬂ hcrhmdqucsttmde é}ﬂ ”hm,utpde was ;@g 28% and 14%. respectively. The

‘-|

study lhmﬁre cOne Wal agmh-cmlcm m jcketers n ﬂ"la Sl.udj ared tn‘n ineffi icient and thus

recommends that agrochemical ma:k::[::ra -shnuld pul in more effort since there is sull toom to

increase Lheir cfficiency.
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INTRODUCTION
Agriculture has n wide range af impact extending from food seourity, poverty reduction,

and rural fivelibood to coonomic growth and developmenl (Prager and Posthumus, 20101 The
agriculiumal sector is the fastest growing scctor i the non-l sector and it contributed & 8% out
of the B.21%0 grawth rate recorded in the entire sector in 2005 and if this growth mte is (nereased
through aggressive large scale production ond sustainable mvestment in the sector, there will be

hope for [ood security, poverty reduction and piiainment of ceconomic development in the nearest

future (Migerian Projcet Agenda (NPA) 2008),
In order to incresse agricultural” grnwrh 1I1Er¢ 15 4 need {o offcctively apply science and

rﬂchnﬂlﬂg_g' in the form of seeds; agrochemicals, fortilizers and other AQFOROMIC  praclices.
i
T-anew:rhiuh]wl i} ::,l'l':tuwnt-@d cnst-nﬂﬁctllenﬁuppl}f ol these mpul:. at the farm gate, sciende-
g e

based grﬁnﬁ‘ Iﬁ'ﬁ‘[ﬂulmmi prowduclivily  camot he :ichlexed |:In tlunﬁl Fertilizer

Diav Efnpmﬂﬂglﬂaﬁﬁﬂ;@zﬂﬂi} f"u.wrdmg i Haruma et al., Eﬂllheﬁ jmarket does oot

onty ink Sellees i) o hu;% ﬁ 2 ati nlagil:_imnﬁ&_niﬂm@ﬁ _ _lfd&rnﬂnd but rather has

a dynamic . E 1o pla}-' ||1&:_11u Sttt i
coonomic de :'E-[npment ‘o ’ -‘_ 1':"7#':, f‘l u
;!r ‘. ~"F1.' o re 5
The use nr grnr:l‘rﬁ'i‘nj[}a}? has beedme: I]'IT%‘E] [‘rarf H:uf Iﬁi}l.['.‘:l‘ﬂ. agg_'u:‘m[‘ure and without
,I'=

agrochemicals alone; world food production would be rﬂduccd I:r;r an E‘ihmﬂtﬂd 3% (Paul,

1991),  However, luck ol local manufacturers of asrochemicals in the country has led to the
importation of these products. wlich has resulted in high prices of agrochemicals, high
transportation ¢ost and high risks associared with marketing of these products, These factors m
conjunction with others such as adulterated agrochemicals have kept the agrochemicals vut of
the reach of the farmers (Oomen and Bouma 2003). Nevertheless, [armers should have ensy
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aceess fo this input and at affordable prices if they arc 1 meer with the food demand of the cver

prowing population. Hence, it 15 paramount o sludy the marketing of agrochenmicals. inchiding
the channels of distibulion in order 1 come up with siratepies b make the marketers IO

efficient in the dismibution ol agrochemicals, The broad objectve of the study therefore was o

oxamine the marketing of agrochemicals o Muokordi, Benue state, Nigeria while the specific

whpechves were to;

1. identify the major agrochemicals sold in the study area;

2. determine the marketing margins of the mﬂbr aﬁ“ﬁchmimls in the study;

=

3. determinc the marketing efliicney of é‘g’mﬁi‘tuniﬁ'ﬁiis in the study area snd;

4, identify the mnrkehng ¢hannel for agrochemicals in the stud} HIEH,

L

fr o @ % .

:.,I' 3 B : ¥ - L
METHODOLOGY :

W e AR £ O FE :"_-

i

s iy ) " A
Study Area - 4 ;.’.W

State. The state is Ia::umtee'l ¢ southormn ouinea

The study was cnnﬂumﬂ in Mﬂlﬂ.lfrdl.
AT it g v e .
savannah zu?ﬂ';and it lies htlwu-ﬂn TRl ﬂiﬂ_’?ﬂ‘ 11ﬂl d Tongitude 78 and LG°0 The
-

.'f
stnie has a pbpu]at]nn of 4;?3[! 389 péﬂij 13* s!i'l lnnd-ﬂf:u f;fES 953 sq k}.@;l‘tmli:l"ﬁ The
ll'"

%ﬁﬂn whﬁh JE.'.‘me Ap;j[-ﬁ'ctr‘rf)rer’gud the dry

State ::xpcn-a;m:s twn d -:t sensuns' the Tain

Tgs
season which runs from November through March. The annuai mmfall rangcs fram 1250mm in

the north to 1750mm in the south while the temperature fanges from 32°C 10 38°C.

Sampling Technique and Method of Data Collection

Primary data was used for the purpose of this study. 60 agrochemical markelers were selected

through the use of systematic sampling technique and information were obtained with the aid of
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soonomic characteristics, cost and selling prces of agrochenucals, cost of wansporiation ele.

l‘ Method of Data Analysis
| Data for this study were apalyeed using descriptive statishes, muarketng margin analysis and

marketing etficiency analysis. Descriptive statistics such a4 mean, frequency and percentages
and fgurs was waed 1o describe the socio-egonomic charactenstics of the respondents. It wis also

used o illustrate the marketing chain of ﬂgrnchegﬁcﬂl in the study area

"
e U -
Markefing Margin and :?h;érkt.ﬂnmafﬁgienty,.
I order tu_:calﬁllﬁ_tn*m@}%hﬂ%‘??ﬂ? adupted the formula used by Enbong{2007) and [s stated
';'l -ﬂ- _..l.: . -IJTF-'F. ‘.-._.I.rr g g #.'_f--. "
]‘}'El-l_‘_nw: = ||-'. il H-"f-'ﬂ:' L __... [i=
Pt o e

Ll _,..;"'J =
i

A -
m1=ﬂﬁgffs;’ > ’ -’
N 72
il

- *

I'P = farmer/producer price-dn na -

-.__-' '.ﬁ.""' ’ .: (‘fl- -~ ; r‘d -
On the othdehand marketinﬁnfﬁcicngﬁ.vﬁﬂifb&lat&d miﬁ the formula usﬁ‘[‘ﬂ;} Emam (2012)

! ' , - e e

S o £ el 2% =
and it is stated as; +;.|_ - : + :,}-; % a % e

F ."“H ':: e - - .i:r:l

marketing margin
LTI X 100

Mlarketing efficiency = mearketing Cost

Where; marketing margin and marketing cost arc n (3 reapectively,
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* RESULTS AND DISCUSSIONS
Secie<economie characteristion of agrochemical markeives

The sww-¢eonoinie chameleristcs of (e respirndeits wre showi on tabldy | The tesult o tahle 1
Fevenled that werochermicnl marketing 1w done mostly {85%) by the youths whis mre between the
ages of b and 40, This jmplics that the markelers have 1he pribabibny of tracking thes
eanstimer bolwvior and also adapt to the requirement of the consumers since they are i ther
active nge and they usually bave contact with the users Abso mbgority (TR 1%} of the
agrochemical marketers were males with only o lew (21 7%) females. A larger percentage
(%) of the marketers was murried and this connotes o higher tfegree of responsibility. This
results are in line with Haruna ef af, (20129 who found oot that marketing activity 15 done mostly
by males who are bitween the ages of 3 and 40 and are mamried. Furthermore, jable | indicated

that majority of the marketers had household size of between | 1o § persons. The household size

can influence the disiribution and marketing of agrochemicals in the sense that a larger
household have the probabitity af having higher number of persans involved in the musrkeling
process. However, this depends ¢n the composition of the family, The resull revealed that the
marketers have had one form of formal education or the ather, Soime (50%) had secondary
education while others (46.7%) had terdiary education. Only a few (3,3%) Eﬂd‘pnm.n::..- education.
This implies that mar!m_t_!:_q_-s in the ﬁmﬂtmﬁn are literate and o qulgl;'h; HiJIE*t{‘r educate the

T s

farmers who are the end users on hm»--m_ﬁ&“ﬂ@ﬁ"ﬁp;ﬁhﬁ!_ saffectively in mﬁm- 0 vield pood

resiis, # ﬁ *

! | A\ f J
Table |: Socio-economic characteristies _ul' agn‘unh Emica ,nif:keterﬁ
Description irequeney, g Percentage (%)

L # - &

AGE
20-30 24 400
31-40 27 45
4150 f 10
5166 3 %
GENDER
Male 47 783
Female 13 213
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Marital Stotus
Marmieil At il
Single 24 InT
Widowed 3 33
Houzehold Size
1-3 46 64
6-10 12 20,10
I-is | 146
21-25 | 1.6

Educationzl Level

FPrimuary 2 1.3
Secondary in S0.0
Teriiary " 2% 46.7

Source; Qﬂl.c"frﬁ% FLE-III Ku gy g!]l i_ &5y

Majar ngrﬁtllfmtah mfrl—:ﬂred and volume &f sales

it Ll,_nn:l of agrochomicals sold. As Ehml."n on Lhe t;il:lle hierb m1-|:E4:5 are soid

ruhfezmmﬁﬂlfxpfa
"W‘i:‘l‘l-’i!i J‘.’r“',e:-
IE ane af the most

by all {100%) nhﬁe,!g;p‘hu‘aﬁﬁ@igz ?usiépm_cmi to the faa.,t :

Wiy
dullicull Imqpamnnm@rtém@ a ; Lﬁrqﬂﬁ El.d ll:'l.l|t"|.’ gmugh the use of

(34 : _
d}ﬂmd hicjdeajln erefore in '-'.aa cales for the

herhicides an'tli this Eﬁﬂsiatﬁ 1 high
,a

» ‘]l b ey b
marketers. . ad;]_nmnml;l&?% and Ei}ﬂn ‘eﬁ mhf..plvu in I]::ﬁ:—.alg. ol 1m::L.:Iu|:ft.3 f'&! pesticides

]'ES'JEE"‘L:‘E]}" Tahle Z'a-Isﬁ ru-:aled thaI a mu&ﬂaﬂ%} utth: mirkelers rit'ﬁ sell in retail while

311.7% of them are wholesalers. However, 28.3% of the marketers s€ll in both wholesale and

retail. Thus, sgrochemieals shonld be available to the farmers since most of the marketers scll

small quantities and most farmers are snuall scale farmers. This isin line with Lahin and George

(2007) who found ont that most distant farms purchase their agrochemicals from reilers i the

village:
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_lable 2: Major agrochemicals murketed and Merchants
Deseription Frequency  Percentape ()

Arrochemical®

Hertneides I 104}
Insecticides 59 0% 3
Pesnicides 48 SN
Clihers 7 1.3
Merchants
Retailer Y24 40.0

5 4 . ’
\Wn[aﬁ.ﬂl&r N5 T P W {a 31.7
W hmem% t&tlEr_. b s omg . 4§

5w B 'F..,. .l' "- = ""H -
* im phes*:_l:lh.[,ﬁ_ﬂ.[ﬁ E&l"'iﬁﬁ- - = e —
Souree; IF a“‘l,gL iﬁr:h.f Eurve;v 2012 y e
- ,_|'.F -

MarKeting L":‘;#;fp nm'lnnls in Eenue state .-:‘.

Figure 1 shows lhﬁ;& u’ﬁ:-:fﬂnn_,xh%ﬂd As shown on the
e

' A
figure, th Fihm'kmng cﬁ& nels ‘ iti Mhhdﬁm Wi of agmcyf‘ amicals from the
producer ﬂ]_paugh 'rh{: mhﬁﬁﬁa]ar ﬂné;-:,ﬁﬁféthn fﬁlﬁﬂlht other vﬂ?ﬁmpu_} from the

1"“:l " ¥ .} ""' "I'ﬂ '-"I .
producers lﬁ.,‘whnieqﬁltjil tEn Lhe ﬁmner?-hi:mﬂ]y" ag‘rnchmuf:ls mHIkEttn,E .,..}11[.;1"?‘: from the

H
producers through wholcsalérs to coaperative sc-cmﬂes ann:l then to the Faﬂuers. The shorter the

marketns channel the faster the agrochemicals get to the end users the farmer,
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Producer

mh_/——whu galer
Caoperilive

N

% etoler

3>

E Fﬂ.rrm:r

Ficure 1: m.u.rkﬂting chiannel nragruchyf:ﬁa'm

l.—\..'r

-

A
W 11-" |

:
|¢ i
pesticides, TEs evident from the table 3 ﬂ:

pusticides m:[d m:—.uh%es%xp&:twc[v T]ZI-]LS ag;lgs with th
'- rl'.ﬂ' I [

discovered that markeling marain Is inversely related (o I'I'IJ:Th:IIIlg oost ﬂ.mi praducer price, The
lahle 3 also revealed that agrochemical marketens m the study ares were not macket elficient as
the marketing elficiency. of all (he marketors was less than o 1% T could be a result of
them belng retailers and therofore not effectively enjoying economics of scale. However, the
hevbivides marketers were more efficient (35.09%0) than hoth he pesticides and Insecticidey

markelers with markering effciency of 28.53% and 23.38% respeclively. The nefficiency m the

& Frvie creed Oipen Aoccss Inarnagonsl e-boamal - chded e (mermebonal Serie Di bares
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N observed in the mnikoting of spnechemicnl 8o clear dndication that there 1 un inelfiec live

linkage: hetween the sellers and buyers and therefore the Tarmerys who dre (he entl uners of

sprechemicals ave not adequetely stimulaled o wse them

Tuble 3 Marketing margin and marketing cfficiency
Agrochemical — Average Average Murketing Murketing Marketing

selling cost price Margin costiBilitre)  efficiency (%)
price(d (M Mitred {Mitre)

dilre} ) )
Herbicides R38.33 T82.42 35.9] 159,35 3500
Pesticide Ra0.50 E40.00 4000 140,12 28,35
Insceticides 93312 853 33 ELE, 168,73 23.58

Source; Dﬂg from Ficld Survey 2012

LApH 7 IS .
. - d R
CONCLE : Eﬁﬂm}ll}ﬁﬂﬂﬂﬁ =9
The main i I5 sfTidy are thut agrochemical m'arks;th})g is dane mostly by men who are

-EIEII and wre married, Also, all the mm‘ﬁtﬁfs sold herbicides while
T T, i AN
some suld insceticide@UF posmeid ', fiarkeling, mﬂ""% af %Ernt Eﬁ' was of 3 {ypes:

ﬁﬂﬁdﬁﬂ]m —e mpﬁmik & —farmer

?qﬁ-a |11EI.1'&£1 *L‘u’gm for hﬁ:ldgg was higher

g |
when cnm]ﬁed T Um&ﬁmicide} d*i'nﬁmﬁq.[d:s a.udsle ﬁﬁrl.ewm u’Firgmn:hemu.,uis W

found fo be inefficient, Conscquently, the smdv rechmmends Lhat ma:kn:ic:m ol agrochemicals

prowluser —s-i,'lilih{ﬂl:ﬁﬂ]l:r

g .
and pl‘[ﬂuﬂéﬂ—b wholesalep— farmenl

should seck marketing imformation that will enable them perform. their markeling functions
elfeotively und at low cost Tn addition aprochemical producers shoull put i eTort to reduce the
cost price of thetr products 20 ad W redoce he marketing cost and therofore Incresse the

marketing margin of agrochemical marketery in the smdy area,
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