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ABSTRACT 
 
The study examined the socio-economic characteristics of yam tuber marketers 
and the profitability of yam tuber marketing in Ekiti State. A total of 100 
respondents were randomly selected with the use of structured questionnaire to 
elicit information from the respondents while percentages and regression were 
used in the data analysis. The result of the regression analysis showed that age, 
marital status, level of education, available infrastructure, price of yam tuber and 
quantity of yam marketed were all variables significant at 0.05 level of probability. 
Regression was used to determine the relative effect of available infrastructure to 
yam tuber marketing in the study area. 
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INTRODUCTION 
 
The Agricultural sector plays a predominant role in the 
Nigeria Economy. The importance of this sector particularly 
in developing countries like Nigeria lies in its various 
contributions to the National economy. For example, in 
Nigeria, agriculture contributes a substantial proportion of 
the foreign exchange earnings, provides employment for 
between 60-70% of the gainfully employed people and 
contributes about 60% to Nigeria’s Gross Domestic 
Product, before the oil boom. 

Agriculture is the major occupation of Nigerians. The 
economic activities of the rural population are based on 
exploitation of the land. According to the United Nations, 
1990; only 16.1% of Nigerians live in the urban areas 
(United Nations, 1990). Also, majority of the people living 
in the rural areas depend directly or indirectly on 
agriculture for their livelihood. Agriculture accounted for 
about 59% of Nigeria’s Gross Domestic Product (GDP) in 
1960’s. In spite of Nigeria’s heavy dependence on oil during 
the boom area of the 80’s, agriculture still constituted about 
25% of Nigeria’s GDP in 1983. 

Agriculture development in Nigeria was affected by the 
oil boom which generated foreign capital and thus led to 
importation of food items at cheap rate and people’s 
orientation changed from production to consumptive. This 

results into a decline in food crop production, marketing 
and growth of agricultural output as a whole. 

Yam occupied a prime position in the food programme in 
Nigeria from the immemorial; it forms part of the economy 
of southern Nigeria and other tropical regions including 
Latin America (Agboola, 1979). Yam has a lot to contribute 
to the economic development of Nigeria if adequate 
attention is given to it. 

The need to improve on the production and marketing of 
yam is of major concern due to the ever-increasing world 
population, which implies that there is constant pressure 
on food supply. In a world of limited size, there is thus great 
incentive to produce improved varieties of crop plants and 
put appropriate marketing facilities in place. 

Man has been able to make progress in this direction 
through the study of characters which enables him to 
acquire the desired satisfaction. Thus, marketing can be 
said to be the combination of all business activities in a way 
to ensure the flow of goods and services to the consumers 
from the producers (EwaUdu, 1978). These activities 
include sorting, transportation, storing and processing. 
Before the business activities put in place in marketing can 
effectively develop food crop marketing such as yam, a lot 
of infrastructure should be put in place to ensure
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continuous flow of goods and services. In Nigeria, village 
infrastructure plays a vital role in the development of 
agriculture in different ways. The village infrastructural 
facilities in relation to agriculture are those tangible assets 
and basic amenities. 

In order to arrest the continued migration of individual 
from rural areas to urban areas in search of white collar 
jobs which are very often not available, Nigeria must 
undertake development programmes such as supply of 
water, rural electrification schemes, provision of medical 
facilities, good roads and communication channels to the 
rural areas. In Nigeria, yam tuber marketing is often 
seasonal, due to poor storage facilities which are 
predominantly affecting the areas where yam is majorly 
produced in Nigeria. After the seasonal period, between 
October to December, the cost of available yam tuber 
increases and the number of yam tuber marketers at off-
season also decreases. High cost of yam tuber at the off-
season as well reduces the number of consumers, as most 
of them cannot afford to purchase the available yam tuber 
in the market at off-seasons. This is in line with the laws of 
demand that the higher the price, the lower the quantity 
demanded and the lower the price, the higher the quantity 
demanded (EwaUdu, 1978, Clark et al., 2002). Food crop 
marketing generally operates within the realm of perfect 
market framework. However, in the real world, food 
markets operate with some degree of imperfect knowledge, 
resulting into imperfectly competitive markets, 
characterized by many sellers of similar products, but 
imperfection result from differentiation in the services 
provided, behaviour of market participants, and the level of 
marketing margin (Anuebunwa, 2002; Anuebunwa et al., 
2006). Under competitive conditions, marking marketing 
margins should change with shifts in the demand for and 
supply of marketing services, the latter depending on factor 
costs and technological changes and the former on 
consumer income and performances (Scarborough and 
Kydd, 1992). 

In Nigeria, no measuring standard has been put in place 
in marketing yam tuber and value of yam tuber sold differs 
in quality and quantity. It is believed therefore that the 
problems facing the development of yam tuber marketing 
in Nigeria today is inadequate social amenities such as 
construction of accessible/good roads, inadequate supply 
of portable water, irregular electricity supply, non-
availability/inadequate banking system, schools, hospital 
and lack of knowledge of marketer in using measuring 
standard (weighing balance). Availability of these basic 
needs for the people will interact to make rural areas 
habitable for the farmers so that they can be encouraged to 
produce as their counterpart in the developed world. 

Inadequate infrastructural facilities in Nigeria has 
hindered the transportation of farm produce by marketers 
from farm settlements/villages to the central places where 
to market the produce as a result of poor road network 
available  in   such   areas  and  to some  villages  none,  such 

 
 
 

problem has led to high cost of transporting farm produce 
by marketers and thus high cost of farm produce to 
consumers. In view of the above infrastructural problems 
on yam tuber marketing, it becomes paramount to find out 
if there is any correlation between the availability of 
infrastructure and yam tuber marketing through marketers 
in Ekiti state, Nigeria. The specific objectives are: 

 
(1) Identify the socio-economic characteristics of the 
respondents. 
(2) Determine the relative effect of available infrastructure 
on yam tuber marketing. 
(3) Determine marketer’s accessibility to available 
infrastructure. 
(4) Determine the profitability of the respondents in the 
study area. 
 
 
METHODOLOGY  
 
This study was carried out in both rural and urban areas of 
four Local Governments in Ekiti State; Ikere Local 
Government, Ikole Local Government (Ijesa-Isu), Ijero Local 
Government and Ekiti East Local Government (Omuo) in 
Ekiti State, Nigeria. The local government areas share 
boundaries with Akure north local government in Ondo 
state (Iju) in the south and with Omuo in the North East of 
Ekiti state. 

The population of Ekiti State was estimated 1.2 million 
people (2006 census), Ekiti state approximately lies 
between longitude 7°40ʹ North and latitude 5°15ʹ East 
covered about 6,353 km2. The area is characterized by 
annual rainfall that ranges between 6-8 months with 1500-
2500 mm intensity and atmospheric temperature between 
23- 30°C. It is located at the south western part of the 
country, characterized by rain forest and densely populated 
areas. The area is noted for large scale cash crops farming 
such as cocoa, kola nut and walnut. Other major crops 
include yam, cocoyam and vegetables. Farmers in this area 
are more interested in yam cultivation than any other 
annual crops because of the favourable weather conditions 
in the area; they even organize annual festivities for its 
outing at seasons (early harvested yam tubers). Other 
reasons for production are for their consumption and serve 
as other source to earn income as a result of marketing. 

Data used for this study were obtained through the use of 
structured questionnaire. Each questionnaire was used to 
elicit information on age, level of education, sex (gender), 
method of purchase, quantity purchased, profitability, 
marketing channel, available infrastructures, problems 
faced in yam tuber marketing, marketers experience and 
their accessibility to available infrastructures. 

Purposive sampling technique for qualitative research as 
described by Patton (1990) for Stratified Purpose which 
illustrates characteristics of particular subgroups of 
interest; facilitates comparisons was used to select ten (10) 
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markets in the study area, based on the intensity of yam 
tuber marketing. 

Twenty-five (25) yam tuber marketers were randomly 
selected in each of the four local governments to make 
hundred (100) respondents as the sample size. 

Data obtained from this study were analyzed with the use 
of non-parametric statistical tools such as frequency 
distribution and percentage. The frequency distribution 
tables were used to discuss the demographic characteristics 
of the respondents (Tables 1-4). The total cost (TC) 
elements include cost of transportation, cost of labour, rent 
paid, baskets/bowls purchased, money paid to the local 
government and cost of yam tuber purchased. 

The total revenue as a product of quantity of yam sold 
and the price at which it was sold gives the total value of 
output of yam, (P×Q). 

The purpose of margins is to determine the value of 
incremental sales, and to guide pricing and promotion 
decision whether or not profit is being made. Margin on 
sales represents a key factor behind many of the most 
fundamental business considerations, including budgets 
and forecasts. Simply, Margin (on sales) is the difference 
between selling price and cost. 

The profitability of yam tuber marketing was analyzed 
using Gross Margin (GM). The total revenue (TR) and the 
Total Cost (TC) difference calculated gives the gross margin, 
where Total Revenue is the product of Price per unit of 
Output (P × Q): 

 
        GM = TR – TC 
              = ΣP1 Q1 – ΣnCjXj 
               J = 1      
                                 (i) 
 
Where subscript ̔ і ̓ refers to the i-th respondents, while 
observation of j-th represent variable costs. 
TR = Total value of Output of Yam, TC = Total 
Cost(measured from cost of purchase from producers, 
bowl/basket purchased, local govt. fees, transport, hired 
labour etc), Pi = Average price of yam tuber marketed per 
tuber, Qi = Quantity of yam tuber marketed (ton), Cj = 
Average price of input used,  Xj = Quantity of variable input 
used. 
 
The questions were designed on a 4-point scale using 
values of 4, 3, 2, 1, for regular, not regular, accessible and 
none respectively. The cutoff point was established by 
finding the mean value X = Σx/n: 
 
Where X mean of values, Σx = summation of values, N = 
Number of ranking 
Therefore, X = 4+3+2+1/4 = 10/4= 2.5 
 
A significant level of 0.05 was used to determine the 
interval scale of the population parameter. The upper limit 
of the scale  is  2.5+0.05= 2.55  while   the  lower  limit  scale 

 
 
 
was 2.5-0.05= 2.45 using the following points; regular 4,  
not regular 3, accessible 2, non respectively 1. Any mean 
value that is less than 2.45 was treated as less effective 
while mean value of 2.55 and greater was treated as highly 
effective. Objective 2 & 3 was analyzed with the use of 
simple linear regression model. The explicit form is stated: 
 
Y= f (X1,X2,X3,X4,X5,X6˗E) 
 
Where Y= Dependent variable (responses of respondent to 
infrastructure), X1-X6 = Independent variables, X1= 
Available infrastructure; dummy variable, (regular1; 
irregular 0; /accessible 1; non respectively 0), X2= Level of 
education (number of years of formal education), X3= Age 
of respondent (measured in years), X4= Average price of 
yam tuber (measured at 5 tubers of 5 kg per group), X5= 
Quantity of yam marketed per season (tons) 
X6= Total variable cost/Total cost (measured from cost of 
purchase from producers/farmers, bowl/basket purchased, 
local govt. fees, transport, hired labour etc). 
 
 
RESULTS AND DISCUSSION 
 
Socio-economic characteristics of the respondents 
 
Findings showed that 84% of the respondents were females 
while male accounted for only 16%. This showed that 
females were more active in yam tuber marketing than the 
male in the study area. Thirty two percent (32%) of the 
yam marketers were 50 years and above. Sixty eight 
percent (68%) of the respondents were below 44years, 
implying that yam marketing was also a business of the 
youth in the area. This could be attributed to the fact that 
youths like quick money which is characteristics of yam 
marketing unlike yam production which requires about 8-9 
months of maturity period. The age distribution shows that 
yam tuber marketing was a common business to both 
young and old people in the study area. This could be due to 
the fact that yam marketing activities particularly selling 
are not very rigorous for old people to undertake. 

Findings revealed that about half (54%) of the 
respondents were married while only 11% were single. 
Twenty three percent (23%) accounted for respondents 
who were widow and 12% of them were divorced. This 
implied that married people were more involved in yam 
tuber marketing in the study area due to the fact that the 
family members could serve as a source of labour. 

Seventy two percent (72%) of them attended one 
educational level or another. Twenty eight percent (28%) 
had no formal education. This indicates that yam tuber 
marketing could be said to be the business of the literates, 
thus find it easy to keep proper records for better business 
management. 

Sixty one percent (61%) of the respondents had more 
than five members in their family. Considering the present 
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Table 1. Distribution of respondents according to their socio-
economic characteristics. 

 

Variables Frequency Percentages 

Age   

20-24 1 1 

25-29 19 19 

30-34 18 18 

35-39 8 8 

40-44 22 22 

45-49 0 0 

50-70 32 32 

Total 100 100 

   

Sex   

Male 16 16 

Female 84 84 

Total 100 100 

   

Educational level   

Non- formal 28 28 

Adult literacy 16 16 

Primary school 25 25 

Secondary school 23 23 

Post-secondary   8 8 

Total 100 100 

   

Marital status   

Married 54 54 

Single 11 11 

Widow 23 23 

Divorced 12 12 

Total 100 100 

   

Family size   

Less than 4 39 39 

Less than 7 53 53 

Less than 11 8 8 

Total 100 100 

 
 

Table 2. Distribution of respondents according to available infrastructure 
 

Variables Frequency Percentages 

Health centre 22 22 

Banks 11 11 

Good roads 26 26 

Electricity supply 4 4 

Police station 30 30 

Water supply 6 6 

Toilet 1 1 

Total 100 100 
 

Sources: Field survey (2013). 
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Table 3. Distribution of respondents to preferred infrastructure. 

 

Variables Frequency Percentages 

Good roads 57 57 

Electricity 2 2 

Water supply 12 12 

Toilet 29 29 

Total 100 100 
 

Sources: Field survey (2013). 

 
 
 

Table 4. Availability and utilization of preferred infrastructure by respondents. 
 

Variables Regular Not regular Accessible Non-respectively Mean 

Good roads 0 0 35 (35.0) 65(65.0) 5 

Electricity 27 (27.0) 73 (73.0) 0 0 5 

Water supply 30 (30.0) 70 (70.0) 0 0 5 

Toilet 0 0 25 (25.0) 75 (75.0) 5 

 
 
economic situation of Nigeria and the global economic 
meltdown, having a large family size may constitute a 
constraint to high standard of living because much money 
will be required to adequately take care of family members. 
However, large family size could be advantageous in terms 
of labour supply, thus contributing to the family income/ 
lessen running cost.  

Thirty six percent (36%) of the respondents were mainly 
involved in yam tuber marketing only, 25% were civil 
servants, 18% were traders, 17% were farmers while only 
4% of the respondents were artisans. Respondents 
attributed their involvement in other jobs and business as a 
result of the seasonal variations in yam tuber marketing as 
engaging in other jobs keep them busy throughout the year, 
particularly during off-seasons. 

The distribution of respondents according to other crops 
marketed with yam tuber, this study revealed that 36% of 
the yam marketers did not sell other food crops with yam 
tuber, while 64% sold other food crops with yam tuber 
which include vegetables, palm oil and grain crops. These 
respondents sold other crops with yam for additional 
income. 

Findings revealed that 81% of the respondents had been 
in yam marketing for 5 years and above. The relatively high 
marketing experience of the respondents would guide them 
in appropriate decision making on market prices and in 
solving recurrent problems. 

The income distribution of the respondents showed that 
98% of the respondents earned more than 20,000 naira 
monthly as income in the study area. Forty eight percent 
(48%) of the yam tuber marketers in the study area earned 
over 100,000 naira as income per season while only 2% 
earned below 20,000 naira. This could be due to the fact 
that majority of the marketers were involved in cooperative 
societies which lent out funds to them and thereby 

enlarging their business capacity and amount earned. On 
the other hand, the minority may not have access to fund 
through cooperative society due to their inability to meet 
loan requirements. 

Findings showed that 44% of the respondents obtained 
credit from cooperative society while 26% of them sourced 
their capital from personal savings, 18% got their finance 
through friends and relations, 5% from money lenders and 
7% from banks. This implied that loan from cooperative 
societies were more favourable to the marketers. This could 
be due to the fact that high interest rates were associated 
with banks and money lenders, unlike cooperative societies 
where members decide on the interest rate. 

Forty three percent (43%) of the respondents preferred 
to source their credit from cooperative societies. This was a 
result of the easy loan procedure and lower interest rates 
charged on such loans. Twenty two percent (22%) of the 
respondents sourced their capital from personnel savings 
and Nine percent (9%) of the respondents preferred loan 
from banks and government. This implied that loan from 
cooperative societies were favourable to the marketers 
because it is available when needed and less protocol is 
observed by cooperative societies to meet marketers 
running cost. Probably, nine percent of the marketers 
required a large amount of credit that can only be provided 
by formal institutions. 

Findings show that all (100%) yam tuber marketers in 
the study area purchased directly from the producers. The 
major reason given was that farm gate prices are cheaper 
and would allow a high profit margin. 

Findings also revealed that twenty-eight percent (28%) 
of the respondents gave prices to yam tubers according to 
their sizes and thirty six percent (36%) gave price to tubers 
according to the season of sale (more expensive at off-
seasons), sixteen percent (16%) gave prices to yam tuber 
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as a result of their quantity and quality while twenty 
percent (20%) determined price based on the cost of  
purchase. This indicates that no measuring standard such 
as kilogramme or gramme was adopted by the marketers 
for the sales of yam tuber. 

Thirty percent (30%) of the respondents were located 
very close to police stations, implying a security advantage 
for yam tuber marketers in the study area. Twenty two 
percent (22%) had access to health center which gave them 
easy access to drugs or treatment when tired or sick. 
Twenty-six percent (26%) had access to good roads, eleven 
percent (11%) percent had access to bank loans and micro 
credit, six percent (6%) had access to water supply and 
only one percent (1%) had access to toilet. This implied 
that the accessibility of the respondents to available 
infrastructures would improve their marketing activities in 
the study area. 

On the other hand, lack or inadequate infrastructure 
would predispose yam marketers to spend more on 
activities involved in yam marketing due to the fact that bad 
roads will reduce the number of trips by marketers per 
week and as well high cost of transportation would be 
attached, thereby reducing profit margin. 

The respondents were asked to indicate the most 
preferred in all the infrastructures. Good roads were most 
preferred by Fifty-seven (57) percent of them. 

This study revealed that seventy-nine percent (79%) of 
the yam tuber marketers in the study area possess handset 
while only twelve percent (12%) did not possess handset. 
The implication of their adoption of handset could be 
attributed to their high level of income which assists in its 
maintenance. 

On the other hand, marketers with handset claimed they 
reached their customers as at when due and therefore 
enhance their patronage. This clarifies the fact that 
communication is an essential part of marketing (Baker, 
1981; Ojo, 1990). 

Findings show that electricity supply in the study area 
was irregular. Sixty-five percent (65%) of the respondents 
experienced irregular electricity supply, twenty two 
percent (22%) fairly regular and thirteen percent (13%) 
very regular. The implication of the irregular supply of 
electricity was that marketers who possess handset 
couldn’t charge their phones and were unable to access 
their phones in reaching their distant customers regularly 
while marketers generally leave the market place when the 
day becomes dark due to irregular supply of electricity. 

Findings also revealed that thirty percent (30%) of the 
respondents in the study area use their owned car(s) in 
transporting yam tuber and seventy percent (70%) of the 
yam marketers hired vehicles in transporting their yam 
tubers. 

This implied that majority of the yam marketers in the 
study area form groups in transporting their yam tuber so 
as to reduce transportation cost, while those with their own 
cars    transport    their    yam    tubers    at    a    low   cost   of 

 
 
 
transportation on the part of individual and as well involve 
in the transportation of other produce which increase their  
income. 

On the other hand, fueling and repairing damage parts of 
vehicles and other maintenance cost were incurred by the 
owner which could disappoint or forfeit his plans for 
increased income. 

The distribution of respondents to constraints in yam 
marketing indicated that thirty-nine percent (39%) of the 
respondents claimed that bad road was a constraint to yam 
marketing, twenty-nine percent (29%) high cost of 
transport, twenty-four percent (24%) inadequate working 
capital. This implied that high cost of yam tuber 
transportation was attributed to bad roads leading to the 
farms in the study area. 
 
 
Determinants of the respondents to available and 
utilization of infrastructure 
 
The four functional forms of the model was determined but 
only the Cobb-Douglas function gave the best fit to the data 
having produced the highest value of the co-efficient of 
multiple determination (R2) among Semi-log, Exponential 
and linear functions respectively, highest F-value and 
highest number of significant variables that conformed to a 
priori expectations. It was therefore taken as lead equation 
used for discussion. The adjusted R2 for the estimated 
regression shows that 78.2% variation in yam tuber 
marketing was explained by the explanatory variables in 
the specified model. The independent variables (X1-X6) 
were variables that influenced the level of yam tuber 
marketing in the study area. From the result, available 
infrastructure (X1), educational level (X2), age of marketers 
(X3), quantity of yam marketed (X5) and total cost (X6) 
were significant at 5%, indicating that these variables 
significantly determined the total revenue realized from 
yam tuber marketing in the study area. 

All regressors carried the expected positive signs. For 
instance, availability of infrastructure (X1) was positive 
(0.265), indicating that the more infrastructure that are 
available, the more the income realized from yam tuber 
price (0.122) indicating that the higher the price, the more 
the income earned from yam tuber marketing. The mean 
Gross Margin was N29, 300/ton, which indicated that yam 
tuber marketing is profitable in the study area.  
 
 
Conclusion 
 
Majorities (84%) of the respondents were female and fairly 
literate. The respondents had preferred infrastructure such 
as good road, Toilet, Electricity and water supply which 
have positive effects on yam tuber marketing with total 
average mean of (5). Age, level of education, family size, 
marital status and sex also had positive statistical 
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relationship in yam tuber marketing.Efficiency and 
profitability of the marketers could be increased by 
providing infrastructure such as good road network, police 
station, Portable water supply, communication networks, 
constant electricity supply and establishing more branches 
of National Agricultural Credit and Rural Development 
Banks (NACRDB) to attain maximum possible gross margin 
by the marketers and towards the development of food 
crops marketing. 
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