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Abstract: The study assessed marketing performances in major onion consuming markets of Kano State. A multi-stage sampling
technique was employed to draw the proportion of 151 onion market participants. In the first stage, three (3) Development zones; Kura,
Dambatta and Wudil were considered. “Yankaba, Dambatta, Kura and Wudil markets were purposively selected. In the analysis,
descriptive statistics (mean, standard deviation, percentages), gross margin analysis were used. Gross marketing margin shows an
average return of N2, 875:00/50Kgbag, average marketing margin of 81.15% was realized and marketing efficiency of 687.5% was
achieved. Major constraints identified were lack of access to credit facility and available storage facilities. The study recommended
access to loan and credit facility increase, marketers levels of capital, modern onion processing facilities for value addition could
increase onion acceptability and profitability to meet the domestic and international community needs, provision of affordable
commercial onion storage facilities to reduce onion damages and spoilage should be encouraged, Research funds should be allocated
and made accessible to institutions and individuals for researches on relevant appropriate technologies.
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1. Introduction

Agriculture provides the daily increasing demands by the
ever growing countries population. Onion is one of major
vegetables on a daily increasing demand in the Kano state of
Nigeria. Onion (Allium cepa L.) is a member of the Alliacea
family. It is a vegetable crop widely known for its
significant solution to problem of malnutrition and
contributes immensely to the individual earning and
economic status, improved welfare and adds to Gross
Domestic Product (GDP) (Hussaini, et al., 2000). Apart
from provision of revenue onion serves as rich source of
protein, fats, minerals salt and vitamins. One of the
advantages of onion is that the bulbs can be harvested and
sold either ‘green’ in salads (Lannoy, 2001).

Onions are cultivated and marketed throughout the
Northern Nigeria, in places such as Kebbi, Kano and Sokoto
States (Hussaini, et al., 2000). Onions’ position in the
Nigerian markets is remarkable as it is marketed to the
southern part of the country and marketed for export
(Muhammad, 2011). The demand for onions remain
constantly increasing considering market size of the country
with land size of 923,768 square kilometer (Km?) with
variety of soils (Encarta, 2011) and a total population of
174,557,539 persons and growth rate of 2.54% (CIA World
Factbook) , 2013) .Onion is virtually used daily in homes,
hotels, schools and hospital as vegetable as stated by
Hussain, et al., (2000) and Ahmad, et al., (2008). In another
dimension it has been reported that onion is consumed in
green leafy bulb as well as in mature stage (Ahmad, et al.,
2008).In 2008 alone, Nigeria produced more than 179,71
000 metric tons of onion annually. In 2010 alone, Kano
produced more than 7,000, 000 metric tons under irrigation
and rain fed cultivation according to Kano State Agricultural
and Rural Development Authority (KNARDA, 2011).Aminu

(2009) reported commercial onion is mainly from the
Northern States, especially, former Bauchi, Sokoto, Kano
and Kaduna States with estimated total land of 0.1 to 0.2
million hectares cropped annually.

Marketing of onion generally involves the movement of
onion commodities from where they are produced to the
point of their consumption by consumers. In same vain
Olukosi and Isito, (1990) described marketing as part and
parcel of production and consumption. Onions Marketing
specifically, involves the movement of produce from
producers to thousands of consumers located in both rural
and urban areas (Adegeye and Ditto, 1985). According to
Amaza, et al., (2000) there is close inter-relationships
between agricultural marketing and the increasing
productivity of agriculture. These procedures involved cost
and return on the marketing process a subject of the study.
The study is significant as it reveals farmer’s profitability
and efficiency for onion marketing in the study area. It is on
this note that this study was conducted with aim to achieve
the following objectives:

2. Objectives of the Study

The specific objectives are to:

1) Determine the marketing cost and marketing margin in
the study area.

2) Determine the efficiency of onion marketing in the study
area.

3. Methodology

3.1 The Study Area

The study was conducted in Yankaba, Kura Dambatta and
Wudil markets of Kano State. The state is one of the thirty
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six (36) states of the Nigeria Federation. It has forty (44)
Local Government Areas with total population of 9, 401, 28
persons (www.en.wikipeadia.org/kano state/). The state lies
between the latitude 11° 59°47°N and longitude 8°31E
(www.travelmath.com/../kano%2BNigeria. The state has
crop-growing season of 100 to 150 days and average 125
days with annual rainfall ranges between 500mm to
1000mm (KNARDA, 2011).The state has temperature
variations in some locations. More than forty nine thousand
hectares (49,000Ha) of land were being cultivated under
Fadama project (Abbas, 2014). Kano state is bounded by
Jigawa state in the North to north East, Katsina State to west
and Bauchi and Kaduna States to the south respectively.

3.2 Sampling Technique and Size

A multi stage sampling technique was employed in the
study. In the first stage, the three Agricultural Development
zones (zone 1(Kura), zone Il (Dambatta) and zone IlI
(Gaya)) were purposively selected based on the availability
of vegetable marketing infrastructures, concentration of
onion marketing activities, production volume and number
of market participants. In addition, the markets represent
major fadama crops producing areas in the state (KNARDA,
2011). In the second stage, major urban (U) consuming
market (‘Yankaba market) was selected as the major
consuming market in the state and three rural markets (R).
(Kura market) from zone i, Dambatta market, zone ii and
Wudil market from zone iii). These markets were primarily
due to the high onion marketing activities, preponderance of
onion farmers which clearly relates to the onion production
infrastructure and represents major areas for onion in the
state. Twenty percent (20%) of the market participants based
on the degree and entry and exit from each market were
sampled. In whole, a total of one hundred and eleven (151)
respondents were sampled from 765 participants (Abbas,
2014).

3.3 Sample Frame and Size

Table 1: Sample Frame and Size for onion Marketers in the
Avreas Studied

Sn| Zonal Area Markets Sampled
population Miarkesters
D=3 (20%)

1. | Yankaba hdarket “Yankaba(E)
36048 23) 73(73.8)

2 Zone 11 Dambattz
139(20.78) 31(31.8)

3. Zone [ Eura
126(16.47) 23232

4 Fone III Wudil
111(14.50) 22222
Total
TaS(100) 151100
Average Population of marketers 191

Source: My Field Survey, 2015
3.4 Data Source and Collection

Primary data was basically used in the study using structured
questionnaire, informal discussions from the markets under
study were employed by the researcher with assistance of
other six (6) trained enumerators. The information sourced

included onion prices, sources of finance, means of
transportation, quantity of onion handled, prices of onions
bought and prices sold and marketing activities. The data
was used to achieve objective i and ii.

3.5 Analytical Techniques

Accordingly, data were analyzed using descriptive statistics
(percentages, frequency and mean, table) farm budget
model, marketing margin and marketing efficiency analysis.

Descriptive Statistics

Descriptive statistics was employed to achieve part of
objective i and ii. It includes the application of percentages
(%), frequency, mean and standard deviation.

Marketing cost,
Models

Marketing Margin and Efficiency

Marketing Margin
The marketing margin model was used in achieving
objective 1. The marketing margin model

Was specified as follows:

MM (Maira) =SP—PP_ X 100/1............ 1)
RP

Where as

MM= market Margin

SP=Selling price (M)

PP= Purchase price (N)

SP= Selling price (A}

RP=Retail Price (N) Abbas, (2014).

Gross Margin Analysis

The concept of gross margin (GM) involves determination

of the differences between Gross income (GI) and the total

variable cost (TVC). The variable cost includes the cost of

transportation and handling, marketing. Olukosi and Erhabo

(2008) emphasised gross margin analysis as the difference

between the gross income (GI) and total variable cost

(TVC). Gross margin is employed to measure the cost and

returns for marketing Onion (Allium cepa L.)

The Gross margin model can be specified as:
GM=TR-TVC........ceeiviiiiinnn, 2

Where:

GM=Gross marketing Margin

TR=Total Revenue/Naira (N)

TVC=Total Variable Cost (N)

Marketing Efficiency (ME)
Marketing efficiency model was used in achieving part of
objective Il. It is normally estimated using pricing behavior
over time and space. It is concerned with how effectively
prices reflect the cost of moving the cost through the
marketing system. The formulae for computing marketing
efficiency can be specified as follows:
ME= VA X100

Ca: 1
Where:
ME= Marketing efficiency
VA=Value added by marketing
Cms=Cost of marketing service
Source: (Aminu, 2009).
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Marketing Cost

Gross marketing margin (GM), marketing margin (MM)
and marketing efficiency (ME) for onion in table 2

Result in table 2 reveals a total variable cost (TVC) N 1;
950:00 of onions is representing 100% of the TVC and
average acquisition cost representing 84.61% of services for
a 50Kg onion bag which was obtained in the studied
markets. The result further shows the gross revenue (GR) of
N2, 875:00 for all the markets studied. The average
marketing margin was 81.15% and average efficiency was
687.05% for all the markets studied. By implication, the
results revealed a good profit margin for the onion. This has
indicated that onion marketing is profitable and efficient at
markets in all zones and onion markets studied.

Table 2: Gross marketing margin, efficiency for onion

achieve through efficient marketing system as in marketing
economies. The higher the efficiency value the better the
marketing performance (Aminu, 2009) It can be inferred that
during the period of the study, onion sales were efficient in
all the markets in the state.

Table 4: Marketing efficiency for onion sales in the
markets studied (N/50Kg)

Markeis MCi2d) SPad | ME %)
Yankaba 230 3,500 400
Dambatta 200 3,000 750
Wudil 150 2.500 200
Eura 150 2.500 800
State Average | 187:05 2,375:00 687.5

Ttem Average value [TTC (%3}
(230K g)
{a) Variable cost
Buying price 1,650:00 2461
Transportation 130:00 769
Loading and offloading 30:00 2.56
Markettax 20:00 1.03
Costofpackagebag g0:00 4.10
Total Vanable Cost (TVC) 1,.950:00 100.0
(b) Returns
Gross Fevenue (selling price (GE)) 2.875:00
Gross Margin (GM) 025:00
Marketing Margin (MM} 42.60:00%
Marketing Efficiency (ME) 687.05:00%

Source: Survey, 2015.

Marketing margin (MM) analysis for onions in the
markets studied (N/50Kg) is presented in table 3.

Result in table 3 shows that among all the markets studied
“Yankaba has the highest PP N2, 500, SP 3,500 and the least
MM (40%), followed by Dambatta with PP of N 1,500, SP
of N3,000 achieved MM of 100%.For Kura and Wudil PP of
N1,300,SP and 92.30% MM was achieved proportionately,
and the state average PP price was found to be 1,650 and a
value of MM 81.15% for all the markets.

Table 3: Marketing margin for onion sales in the study area

Mapkers | PP (1) | MT(2) | SP(3) M 25)
Tankzba [ 2,500 | 230 3,300 40.00
Danbatta (1,300 | 200 3,000 100

Wodil 1,300 150 2500 2.30
Eurs 1,300 150 2,300 2.30
State Ave [ 1,650 187 2875 81.15

Source: Computed from Field Data, 2015

Marketing Efficiency

Marketing Efficiency for Onion Markets is presented in
table 4

Result in table 4 reveals that marketing in Yankaba market
was 400% efficient followed by Dambatta market which
was found to be 750% efficient while Wudil and Kura
markets were found to be the highest (800%) efficient. The
findings reveals that markets in the state were efficient as
presented in table 4. The last two markets implied equal
efficiencies this could not be unconnected to similar
marketing facilities. Olukosi, et al.,(2010) stated that
marketing cost should be as low as possible and this can be

Source: Computed from Field Data, 2015

4. Conclusion and Recommendations
4.1 Conclusion

In conclusion, the study reveals that marketing onion in the
study area was profitably performed as indicated by gross
margin analysis. The marketing system for onion was also
efficient taken into cognizance; the costs and revenue
streams realised. The market structure reveals a pure
competitive nature of interactions among the market
participants based on the nature of entry and exit.

4.2 Recommendations

Based on the findings of the study the following

recommendations were put forward that:

e Access to loan and credit facility by farmers should be
increased to increase marketers levels of capital,

e Modern onion processing facilities for value addition
could increase onion acceptability and profitability to
meet the domestic and for international community needs,

e Provision of affordable commercial onion storage
facilities to reduce onion damages and spoilage should be
encouraged,;

o Research funds should be allocated and made accessible
to institutions and individuals for researches on relevant
appropriate technologies.
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