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ABSTRACT 
The study investigated and analyzed the marketing margin and efficiency of cocoyam 
marketing in Emohua and Ikwerre Local Government Areas of Rivers State, Nigeria. 
Specifically, the study evaluated marketing margin and efficiency as well as the structure 
of the marketing system in the study area.  Structured questionnaire was used to generate 
data from 108 respondents. Descriptive and inferential statistics were used to analyze the 
data using marketing margin analysi, the Shepherd’s marketing efficiency measure and 
Gini coefficient. The findings revealed that cocoyam marketing in the area of study was 
competitive as revealed by the Gini coefficient values of 0.473 and 0.510 which suggests 
a relatively high level of inequality among the traders. Some of the major problems 
reported by the traders were high cost of transportation, storage problems, lack of 
capital/credit and seasonality of production. The study recommends creation of an 
enabling business environment by governments at all levels, provision of soft loans and 
tackling of the security challenges, etc. 
Keywords: Cocoyam, Emohua, Ikwerre, Gini Coefficient, Marketing Margin, 
Marketing Efficiency 
 

INTRODUCTION 
Among the popular root and tuber crops grown and consumed in Nigeria, cocoyam (Colocasia and 
Xanthosoma spp.) is rated the 3rd most important staple food crop after cassava and yam (Echebiri, 
2004; Okoye et al, 2008). According to Eze and Okorji (2003) and Onwueme (1978), Nigeria is the 
world’s largest producer of the crop, accounting for 40% of the total world output. The FAO (2007) 
reported a steady rise in Nigeria’s output from about 730,000 metric tonnes in 1990 to over 
5million metric tonnes in 2007. The current national output of the commodity stands at an average 
of 3.7 million metric tonnes per annum (Baruwa and Oke, 2012).  
However, the nutritional value of cocoyam makes it superior to both cassava and yam. The crop is 
composed of 70% - 80% water, 20% - 25% starch and 15% - 20% protein, in addition to significant 
amounts of vitamins and minerals. Apart from its nutritional importance as a source of food and 
income for rural farm households, cocoyam also has medicinal value, especially in the treatment of 
diabetic patients (Enyinnaya, 1992; Onwueme, 1978). As a major component of the diet of the 
people, cocoyam can be prepared into different delicacies and eaten in various forms: boiled and 
eaten with oil, fried, roasted, porridge, cocoyam biscuit and cocoyam bread, as well as chips in 
which forms it can store for a relatively long time. 
Notwithstanding the above nutritional and economic significance and the pride of place cocoyam 
has come to occupy as the nation’s 3rd most important root and tuber staple food, its marketing has 
not attracted the kind of attention given to the other crops. This is despite the fact that agricultural 
marketing is known to enhance economic development, particularly in the less industrialized 
developing countries whose economies are almost entirely dependent on agriculture and production 
of primary raw materials. 
Agricultural marketing has been variously defined as the process of making food and farm produce 
available to consumers from the point of initial production. 
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 For instance, Olukosi and Isitor (1990), Idem (1999) and Achike and Anzaku (2010) described 
agricultural marketing as a flow process through which commodities produced in widely scattered 
rural farms are made available to both urban and rural consumers in order to effect exchange.  
Thus the marketing system helps to locate areas where there are surplus produce and link them to 
areas of need or shortages. The marketing system therefore performs an equalization function by 
matching demand with supply. The effectiveness with which the marketing system performs the 
functions expected of it by society is what is referred to as its performance. However, a good 
performance of the marketing system is dependent upon the efficiency with which the tasks 
involved in the marketing process are carried out. Marketing efficiency is usually measured by the 
value of the marketing margin and profitability of the marketing outcome through a cost-benefit 
analytical process. 
Marketing margin is a measure of the difference between the final consumer price and the price 
received by the first seller or producer of the commodity (Abbott and Makeham,1990; Amobi, 
1996; Arene, 2003).  Mejeha et al (2001) observed that at the intermediary level the marketing 
margin is the difference in price received upon resale and the purchase price. However, Olukosi and 
Isitor (1990) and Minot and Goletti (2001) opined that the marketing margin reflects the costs and 
returns of middlemen such as those incurred in adding time place form and possession utilities. 
This study was therefore carried out to evaluate the marketing margin and efficiency of cocoyam 
marketing in the study area as well as the major challenges marketers of the crop face in the course 
of carrying out their marketing operations. 
 
METHODOLOGY 
Area of Study  
The research was carried out in Emohua and Ikwerre Local Government Areas of Rivers State, 
Nigeria. These local government areas are two of the four that make up the Ikwerre Ethnic 
Nationality. Rivers State is bordered by Bayelsa State to the west, Delta State to the north-west, 
Anambra and Imo States to the north and Abia and Akwa Ibom States to the east. Its southern 
shores form part of the Atlantic coastline in the Gulf of Guinea. The State has a total land mass of 
11,077km2 with a population of over 5,198,605 people, making it the 6th most populous state in the 
country (NPC, 2006). The state has two distinct ecological zones, namely, the mangrove and fresh 
water swamps to the south and the rain forest belt in the northern fringes. These two zones are well 
suited for the production of arable and permanent crops like maize, cowpeas, rice, yam, cassava, 
cocoyam, vegetables, oil palm, mango and coconut. 
Sampling Technique 
Purposive and simple random sampling techniques were employed in selecting the respondents 
used for the study. Two local government council areas were purposively selected for the study 
based on the large quantities of the crop produced in the areas. In each of the two local government 
areas, two major markets where cocoyams are produced and sold in large quantities were also 
purposively selected. The markets were those at EleleAlimini and Rumuji in Emohua Local 
Government Area and, Isiokpo and Igwuruta markets in Ikwerre Local Government Area. In each 
of these markets, 15 retailers and 12 wholesalers were randomly selected, thus giving a total of 60 
retailers and 48 wholesalers, making a total of 108 respondents. The data used for the analysis were 
generated by means of a well-structured, pre-tested questionnaire. 
 
Method of Analysis 
Descriptive and inferential statistics were used to analyze the data. The descriptive statistical tools 
which include frequency distribution, percentages and means were used to analyze the socio-
economic profile of the respondents and the problems encountered by the cocoyam marketers. 
Inferential statistics used to analyze the marketing margin, marketing efficiency and market 
structure were marketing margin analysis, Shepherd’s index and Gini coefficient. 
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Marketing Margin Analysis 
This tool was used to estimate the marketing margin for the wholesalers and retailers. The formula 
is stated mathematically, thus: 
MM =  SP – CP    
    SP 
Where, 
            MM =   Marketing margin 
             SP =   Selling price/Basket of cocoyam 
             CP =  Cost price/Basket of cocoyam 
 
          NM =   GM –TMC 
   Where, 
          NM =   Net marketing margin 
          GM =   Gross marketing margin 
         TMC =   Total marketing cost 
*1 Basket of cocoyam = 25kg 
 
Marketing Efficiency Analysis 
The Shepherd (1965) index formula was used to estimate the marketing efficiency of cocoyam 
marketing in the study area. The formula for the computation of the index is given as follows: 
 
ME  =  GM      
          TMC  
 
Where,  
         ME   =   Marketing efficiency index 
        GM   =   Gross marketing margin in =N=/25kg of cocoyam 
        TMC =   Total marketing cost in =N=/25kg of cocoyam 
The higher the ratio, the higher the marketing efficiency 
 
Analysis of Market Structure 
Market structure was measured by estimating the Gini coefficient which gives the degree of seller 
concentration of the traders. The calculation was done using the total value of sales as an index 
measurement of the market share. It was calculated thus: 
 
GC  =  1 – ∑XY 
 
Where, 
 

 GC    =  Gini coefficient 
               X     =  % of sellers in each class  
               Y     =  cummulative % of sellers in the class 
               ∑     =  summation sign 
 
The Gini coefficient has values ranging from 0 – 1. A value of 1 implies perfect inequality in the 
distribution of the variables of interest while zero (0) implies perfect equality in the distribution. 
However, 0 and 1 are extreme cases. Thus the closer the value of the Gini coefficient to 0, the 
greater the degree of equality or competitiveness of the market and vice versa. 

 

 
 

X  100 

  - 1 
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RESULTS AND DISCUSSION 
Socio-Economic Variables of Respondents 
The socio-economic characteristics of traders are presented in table 1.  
 

Table 1: Socio-Economic Profile of Respondents 
Variables                                          Wholesalers                                               Retailers 
                                            Frequency           Percentage                     Frequency              Percentage 
Gender 
Male                                         13                         27.1                                  7                           11.7 
Female                                     35                         72.9                               53                           88.3                                                                                
Age 
≤ 20                                             2                           4.2                                 3                              5.0 
21 – 30                                       8                         16.7                                 6                            10.0 
31 – 40                                    10                         20.8                               18                            30.0 
41 – 50                                    15                         33.3                               20                            33.3 
≥50                                           12                         25.0                               13                            21.7                       
Marital Status 
Single                                         3                           6.3                           4                               6.7 
Married                                    36                        75.0                              41                             68.3 
Divorced/Separated                8                        16.7                              11                             18.3 
Widow                                        1                      2.0                                4                               6.7                                                          
Educational Level 
No Formal Education          18                        37.5                             26                             43.3 
Primary                                    11                        22.9                             19                             31.7 
Secondary                               15                        31.3                             15                             25.0 
Tertiary                                      4                          8.3                                0                                0.0 
Household Size                                               
 ≤ 3                                              2                          4.1                                2                                3.3 
4 – 5                                         14                          29.2                             22                             36.7 
6 – 7                                         20                        41.7                             25                             41.7 
8 – 9                                           7                        14.6                               7                             11.7  
≥ 10                                             5                          10.4                                4                               6.6                                          
Marketing Experience 
≤ 5                                           2                           4.2                                2                             3.3 
6 – 10                                       16                            33.3                                 19                            31.7 
11 – 15                                 20                          41.7                              32                          53.3  
16 – 20                                      6                             12.5                                    4                             6.7 
≥ 21                                        4                             8.3                                 3                            5.0                                                                             
Source of Capital 
Personal Savings              23                             47.9                             25                         41.7 
Friends and Relatives       12                                 25.0                                15                         25.0 
Money Lenders                   10                                20.8                                  6                           10.0 
Cooperative Societies         2                                   4.2                                 12                         20.0 
Microfinance Bank           1                                2.1                                 2                          3.3 
 

 

       
 
The result in table 1 shows that the marketing of cocoyam was dominated by females at both the 
wholesale and retail levels with 72.9% and 88.3%, respectively. Majority of them were also 
married with 75.0% and 68.3%, respectively, for wholesalers and retailers. 
 

Source: Survey Data, 2020 
 



135 
 

 Journal of Scientific and Industrial Studies, Volume 15, Number 1, 2020 
 

This finding is consistent with that of Fadipe et al (2015) who posited that females and married 
persons constituted majority in cocoyam marketing in Sagamu Local Government Area of Ogun 
State, Nigeria. The modal age for both wholesalers and retailers was 41 – 50 years, indicating that 
majority of the marketers were in the active age bracket of the population. 
Also, over 37.5% of wholesalers and 43.3% of retailers had not had any form of formal education 
and there was no retailer with any form of tertiary education while only about 8.3% of wholesalers 
had post-secondary education. 
 The modal household size for both wholesalers and retailers was between 6 – 7 with 41.7% in line 
with Fadipe et al (2015). On marketing experience, majority of them (41.7% of wholesalers and 
53.3% of retailers) had put in between 11 – 15 years, showing that majority of them had enough 
experience capable of making them efficient in the trade. The results further revealed that personal 
savings or self-financing was the major source of capital for trading, according to 47.9% of 
wholesalers and 41.7% of retailers. This was followed by friends and relatives with 25% while 
microfinance banks accounted for a paltry figure of 2.1% and 3.3%, respectively, for wholesalers 
and retailers. This is one of the reasons for the small scale of operation of cocoyam sellers. 
 
Analysis of Marketing Margin and Efficiency 
The marketing margin and efficiency of cocoyam is shown in Table 2  
 
Table 2: Marketing Margin and Efficiency of Cocoyam Marketing 
Parameters                                                                  1                                                     2 
 
Purchase price of cocoyam                       3554.78                                  3609.41 
Marketing Costs                   
Transportation Cost                                    230.60                                    133.90 
Storage Cost                                                 14.20                                      20.73 
Labour Cost                                                  92.70                                    133.33 
Sanitation Levy                                              9.82                                      13.92 
Security Levy                                                 6.20                                        7.50 
Union Levy                                                    4.50                                         4.70 
Total Marketing Cost                                   358.02                                     314.08 
Total Cost                                                 3912.80                                   3923.49 
Selling Price                                              4386.25                                   4869.12 
Gross Marketing Margin                               831.47                                   1259.71 
Net Marketing Margin                                  473.45                                     945.63 
Marketing Efficiency                                        1.32                                         3.01 
Source: Survey Data, 2019 
 
The cocoyam marketed in the study area followed two major routes or channels. These are:  
Channel 1: Farmer → Wholesaler → Retailer → Consumer 
Channel 2: Farmer → Retailer → Consumer 
The analysis in table 2 shows the marketing margin and efficiency of cocoyam marketing in 
the study area. The table showed a gross marketing margin and net marketing margin of 
₦831.47 and ₦473.45, and ₦1259.71 and ₦945.63 respectively, for channels 1 and 2. Their 
respective marketing efficiencies were 1.32 and 3.01. This is an indication of efficient 
marketing system for the commodity. 
 
Analysis of Market Structure 
 
Tables 3 and 4 present the results of market structure analysis of cocoyam wholesaling and 
retailing in the study area.  
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Table 3: Analysis of Gini Coefficient Estimate of Wholesalers 
 

Weekly 
Sales (₦) 

Frequency % of 
Wholesalers 

(X) 

Total 
Value of 
Weekly 
Sales 

% Value 
of 

Weekly 
Sales 

Cumm % 
of Total 
Value of 
Weekly 

Sales (Y) 

   ∑XY 

 

 
≤ 50000                         11               22.9                   365871             9.2              9.2          0.021 
50001-100000              24                 50.0                 1748160           43.9             53.1         0.266 
100001-150000            10                20.8                 1315600           33.0             86.1         0.179 
150001-200000              2                    4.2                   324000              8.1             94.2         0.040 
≥200001                           1                    2.1                   231000              5.8           100.0         0.021 
Total                               48                   100.0                3984631          100.0                 -           0.527 
Gini Coefficient = 0.473  
Source: Computed from Survey Data, 2019 

  
Table 4: Analysis of Gini Coefficient Estimate of Retailers 
 
Weekly Sales 
(₦) 

Frequency % of 
Wholesalers 

(X) 

Total 
Value of 
Weekly 
Sales 

% Value 
of 

Weekly 
Sales 

Cumm % 
of Total 
Value of 
Weekly 

Sales (Y) 

   ∑XY 

 
 

 
≤ 50000                        28                46.7                 882000               19.4               19.4             0.091 
50001-100000             15                  25.0              1069500                23.5               42.9           0.107 
100001-150000           10                 16.6               1193000                26.2               69.1           0.115 
150001-200000             4                    6.7                 644000                14.1               83.2            0.056 
≥200001                           3                   5.0                 768000                16.8            100.0            0.050 
Total                                60              100.0              4556500               100.0               -                 0.419 
Gini Coefficient = 0.510  
Source: Computed from Survey Data, 2019 

 
The Gini Coefficients of 0.473 for wholesalers and 0.510 for retailers show that cocoyam 
marketing in the area of study was competitive. This means that no single trader dominated 
economic activity in the sector. The finding is also consistent with the results obtained by Fadipe et 
al (2015) in a similar study in Ogun State, Nigeria. 
 
Problems Faced by Cocoyam Marketers 
Cocoyam marketers faced a number of challenges in the study area. The major problems were high 
cost of transportation with 75% and 95%, respectively, for wholesalers and retailers, storage 
problem with 68.8% for wholesalers and 83.3% for retailers, lack of capital and credit facilities 
with 64.6% for wholesalers and 70.0% for retailers. Others are seasonality of production with 
54.2% for wholesalers and 70% for retailers, bad road network with 52.1% for wholesalers and 
60% for retailers, as well as stealing and security problems with 43.8% and 55.0%, respectively, for 
wholesalers and retailers. 
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Table 5: Constraints to Cocoyam Marketing 

Variables                Wholesalers 
Frequency     Percentage 

             Retailers  
Frequency        Percentage 

High Transportation Cost       36                    75.0                      57                      95.0 
Storage Problem                     33                    68.8                      53                      88.3 
Lack of Capital/Credit            31                    64.6                       42                      70.0 
Seasonality of Production      26                    54.2                        42                      70.0 
Bad Road Network                 25                   52.1                         36                     60.0 
Stealing/Security Problem      21                   43.8                         33                     55.0 
Source: Survey Data, 2019 
 
CONCLUSION AND RECOMMENDATIONS 
This study on cocoyam marketing in the area of study revealed that the marketing system 
of the commodity is competitive, although the retail trade exhibited a relatively higher 
level of inequality with Gini Coefficient of 0.510 than the wholesale trade with a lower 
Gini Coefficient of 0.473. Although the study has shown an efficient marketing system for 
the commodity, a lot of challenges still confront the marketers. Among these challenges 
are high cost of transportation, storage problem and inadequacy of capital and credit 
facilities. 
It is therefore recommended that Government at all levels should provide low cost credit 
facilities to enable the marketers expand their scope of operation and reap economies of 
scale. Provision of a good network of roads and upgrading existing farm roads will 
positively impact farm output and increase efficiency of marketing the produce. Given the 
high level of insecurity in almost all aspects of life, government should step up effort to 
minimize security challenges and hence provide an enabling environment for economic 
activities to thrive.  
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