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Abstract: The Study examined the structure and integratiofoofl grains marketing in Yola Area, Adamawa State.
Specifically the socio-economic characteristicsyrkmaa structure and market integration were detegechin
Primary data on food grain marketing in the studyaawere collected from 117 respondents who were
randomly selected. The data was analysed usingnkcCairve, Krishnaswany coefficient of inequality and
Parity Price analysis model statistical techniquése results show that majority of the respondevise
young, male, with few members in their househoklt] hattained one level of education or the otheth wi
relatively less years of experience and low capitae. The Lorenz Curve was close to Line of Equal
Distribution (LED) and the coefficient of inequalitvas 0.3 revealing high degree of equality in fapdin
marketing, the Parity Prices revealed profit gaimli the grains considered. Hence, it was recond@eénhat
young people are urged to join food grains markeéind stay longer to gain experience; also tranapon
and storage facilities should be improved to mainflaw of grains in the market.

Keywords: Food grains, Krishnaswany coefficient, Lorenz ey®arity price.

Introduction competitiveness of a market, which shows whether th
To a layman, a market would simply refer to anyrope number of producing firm are large, equal or dorr@day
space where commodities are bought and sold. Hawevesome groups. Likewise, Adekanye (1988) noted that,
“market exist where buyers and sellers can be iutho market structure directly affects the degree of petition
with one another which does not necessarily involveand efficiency of price formation. She noted thhe t
meeting face to face”,(Adegeye and Dittoh, 1985).organizational structure for marketing agricultural
Markets and marketing are two different concepts;products is often very similar for the differenbps that
marketing as defined by Olukosi and Isaitor (19869  will not fit into any general frame work. The main
activities that involve all the legal, physical aeconomic  differences are; in the quantitaties of each produmving
services which are necessary to make products fhem through the conventional markets as opposed to some
farm available in the form, place and time requibgdthe  exchange points like roadside station or assenshfertise.
consumers. It also involves the price which thescomers  Since the marketing structure of an industrial aigation
are willing to pay for such products. Marketingoishigh affects its conduct and subsequently performarmees the
importance to agriculture, thus, before we think of structure determines performance with conduct gaima
production, we must first of all think of an avéila  link (Kolawale, 1974).

market for such a product. The authors furtheesdtdihat, Market integration is a term that is used to idgna
the difficulty with the global food situation appeao be  phenomenon in which markets of goods and serviuats t
not how big a pie we can bake, but how to cut drates are somehow related to one another experienceasimil
the pieces. Agricultural production and food markgt patterns of either increase or decrease in termsicds of
must develop hand in hand because they are paitners the products. The term can also be referred ttuat®n in
progressive system. which the prices of related goods and services sold
Food grain refers to grains like rice, maize, wheaitlet defined geographical location begin to change simil
and sorghum. They are mostly from tlyeaminaeae patterns to one another (Fackler and Goodwin, 2002)
family and are commonly known as cereals (EST, 1997 Research on market integration and price transnmissio
These grains form part of the staple food in Ngeand both spatially and vertically, has applied diffaren
the world at large.Market and marketing activites very  quantitative techniques and has highlighted sevecabrs
essential for the distribution of these food graiasthe that impede the pass through of price signals (Balieo
final consumer. Abalu (1986) observed that, thekesiamg and Morrison, 2002). Barrett, (2001) revealed that,
sub-sector is very essential in the overall procebs agricultural policy instruments such as importftaritariff
agricultural and economic development in Nigeria.rate quotas, and export subsidies or taxes, intéore
However, the success of this strongly depends @n thmechanisms, as well as exchange rate policiesaitesthe
structure and performance of the marketing system. domestic markets integration. The objectives of shaly
Market structure can be defined as the charadteyisif were to; identify the socio-economic charactersst€ the
the organization of a market, which influences respondents, examine the structure of food grairketiag
strategically the nature of competition and pricimighin and analyse the integration in food grain marketing

the market (Olukosi and Isitor, 1990). They further

explained the factors considered important in aeit@ng Materials and M ethods

market structure to include the number and sizeuyers  The study was carried in Yola area of Adamawa state
and sellers, the degree of product differentiatibe, ease  Nigeria, with geographical area of 1,213 kilometquare

of entry and exit of buyers and sellers and knogéedf  and an altitude of 15.9 meters above sea level.stindy
costs and prices. Olukosi and Isitor also viewedt th area lies between Latitud@ahd 1% North of the Equator
market structure essentially relates to the degée and between Longitude 4and 14 E of the GMT with
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temperature range of %9-45°C and population size of

Majority of the marketers (88%) were having lesanttien

525, 249 people (Adebayo, 1999; NPC, 2006). Themembers in their households, showing that no much

respondents used were food grains marketers in dela

of Adamawa state. Primary data were collected ftben

respondents through the use of structured questicnn
120 respondents were selected according to theogrop

of the market size, 50 in Jimeta markets, 40 imYohrket

and 30 in Girei market. Out of the 120 questiormalrl7

were retrieved, cleaned and used for the analJ$esdata
collected for the study were analysed using deteep
statistics, Lorenz Curve as shown in Fig. 1, Krisreasy

(1975) coefficient as presented in equation 1 aadtyp

price model in equation 2. The market structure alas

analysed using Lorenz Curve and Krisnaswany coefftci
and is given as:

A

distraction on the marketers in running their fogmin
business from the family. Most of the responde682%)
had attained one educational level or the otherichvh
provide the marketers with skills and knowledge to
enhance their marketing activities thereby ensuring
efficiency in market performance as well as impngvthe
standard of living of the marketers. Good numbethaf
respondents (58%) had experience of less than @an y
which shows that they need more experience to ehan
their efficiency in food grain marketing, becautte more
the experience, the more efficient the marketingcfions
are expected to perform.

Table 1: Socio-economic characteristics of the
respondentsin the study area

Socio-economic

<

CUMULATIVE PERCENTAGE OF MARKETERS

B
>

CUMULATIVE PERCENTAGE OF SALES EARNINGS

LED = Line equal distribution
Fig. 1: Lorenz curve of market structure

The Krisnaswany coefficient of inequality was useda
more precise measure. The formula is given as:
L=1-Y",(Pi-Pi—-1)@Qi+Qi—1)

P, = Cumulative E
and including the class.

Q; = Cumulative percentage of their sales earnings up to

and including the ficlass.
The market integration was determined using panitye
analysis model as shown by the formula below:

The parity Price M oddl:
This is given as:

PP = SP — [TC + HC] ... ... ...
Where: PP=Parity price £N); SP=Selling price N);
TC=Transportation Cost{N}iC=Handling charges<N)

Results and Discussion

The results were categorized
characteristics of the respondents, marketing idiety
market structure and market performance in theystuea.
Table 1 shows the distribution of respondents atingrto
their personal characteristics in the study areah Boe
frequency and the percentages distribution wergvshn
the table. The majority of the marketers were nialéneir
active and productive age. This revealed that ntiudke
food grains need strong people to reach rural nsre
buy food grain and also for casual movement of bags
their stores.

ercentage of marketers category up to Secondary

characteristics Frequencies Per centage
Age
<23 3 2.6
24-30 36 30.8
31-36 20 17.1
37-43 28 23.9
44-50 23 19.7
>50 7 5.9
Total 117 100.00
Gender
Male 80 68.4
Female 37 31.6
Total 117 100.00
Family size
1-10 103 88
11-20 11 9.4
>20 3 2.6
Total 117 100.00
Level of education
None 43 36.8
Primary 35 29.9
26 22.2
Post-Secondary 5 2.3
Others 8 6.8
Total 117 100.00
Yearsof experience
<10 68 58.1
11-20 38 325
21-30 9 7.7
>30 2 1.7
Total 117 100 .00

into  socio-economi

Source: Field Survey, 2013

Table 2 shows the marketing activities which intida
that 65.8% of the marketer had used their persemaghg
in food grain marketing, loan supplements theirspeal
savings and also to expand the volume of food grain
Cmarketed; as the more capital the marketers hheenbre
food grain will be supplied to the market. Majoriy the
participants (85%) in the food grain marketing were
merchandised (Wholesalers and retailers), showireg t
they dominated marketing activities as those thateh
their capital in the market flow. Most of the foapglain
flow in the market was held by the wholesalers §%d),
indicated that they have larger capital in the fapdin
flow as well as holding the stock to release intihee of
demand.
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Table 2: Marketing activities of the respondentsin the
study area

Marketing activities Frequencies  Percentage
Credits utilization
Personal Savings 77 65.5
<-N50,000.00 17 145
N50,000.00 =N100,000.00 13 111
101,000.00 =N150,000.00 3 2.6
N151,000.00 =N200,000.00 2 17
>-N200,000.00 5 4.3
Total 117 100.00
Market Participants
Producers 10 8.5
Wholesalers 43 36.8
Retailers 42 35.9
Speculators 8 6.8
Processors 12 10.3
Itinerant Buyers 2 1.7
Total 117 100.00

Quantity of food grains sold by participants

Wholesalers 1662 51.5
Retailer 795 24.8
Producers 254 7.9
Processors 164 5.1
Speculators/Itinerant Buyers 333 10.4
Total 3208 100.00

Source: Field Survey, 2013

Market structural analysis

The market analysis was carried out using
Krishnaswany coefficient of inequality and Lorenzr@u
to determine the sellers’ concentration in the raerk

Table 3: Analysis of market concentration among food
grain marketers

PP P1 Q Q-1 A B AB
6.0 22.0 60 220 0.1
209 6.0 438 220 149 658 1.0
357 209 615 438 148 1053 1.6
523 357 769 615 16.6 1384 23
60.1 523 822 769 7.8 1591 1.2
704 60.1 87.8 822 103 170.0 1.8
845 704 947 878 141 1825 26
100 952 100 99.1 4.3 199.0 1.0

0 100 0 100 -100 +100 13.7

Source: Field Survey, 2013

In determining the market concentration as inditate
Table 3, it was expected that the result obtairexailsl lie

between zero (0) and one (1). The closer the resu

obtained is to zero, the less concentrated theetiankile
the closer it is to one, the more concentratedntheket.
The analysis gave a coefficient of the market cotvegion
of 0.3, which indicated that there was high degoée
equality between food grain distributed and markete

sales earning. This means that the market is les

concentrated. The Lorenz Curve (Fig. 2) was alsd tise
illustrate the concentration of the market. Itrspositive
correlation with that the Krishnaswany coefficienf
inequality; the closer the curve to the LED, thasle
concentrated the market, while if the curve switigs
away from the LED, the higher the concentrationttedf
market. The curve shows a slight swing away fronDLE
an indication that the market was less concentrdted is
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Fig. 2: Lorenz curve of food grain marketers
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In examining the integration of the market, theityaprice
was calculated for each of the food grain. Thetpgrices
were compared with the cost prices of each foothgras
presented in Table 4. As shown on the Table 4yfaize,
the parity price was sixteen times higher than tfatost
price. For rice the cost price is seventeen tiniglsen than
that of the cost price; ranging between N1,800.60
N3,000.00, while virtually all the cost prices fédelow

thethis range. Also, for sorghum the parity price iisentimes

higher than the cost price with the lowest price
N1,400.00, while the highest was N4,800.00. Ladty,
millet the parity price is thirteen times higheaththat of
the cost price. All the grains indicated that tlaeity prices
are higher than their respective cost prices. Téngaled
that, more food grains flows into the market, henefit
is generated.

Table4: Parity priceanalysis

Maize Rice Sorghum Millet

PP CP PP CP PP CP PP CP
1180 1100 1780 1200 980 900 980 800
1020 1500 1670 2500 1960 1600 1780 1000
2060 1900 2460 2000 1480 1600 2015 1600
1800 1000 2000 1500 1950 1600 1950 1700
1955 1600 2155 1800 1590 1000 2460 1800
2960 2700 2700 2700 1575 900 945 950
1845 1600 2500 2000 1980 750 1790 700
3470 1700 1890 1500 1000 700 1810 1500
1980 1500 1790 1400 690 700 1520 1600
|1890 1600 1800 1400 2020 1600 1880 800
1425 1300 1910 1000 1355 1300 1900 1700
2020 1600 1900 1500 1750 3000 2220 2000
1755 1600 1770 1500 1490 1500 2400 2000
1620 1400 1940 1600 2020 1450 830 2500
1520 1500 1900 1800 1990 2000 1620 1200
2900 1500 1920 1600 3000 4000 2380 800
900 1500 1600 1200 2490 2500

375 1200 2470 1500

3490 3500 3990 4000

3670 2500 3570 3600

2990 3000 2970 3000

3590 3600 2980 1000

2970 3000

2465 2500

CP = Cost Price{N)PP = Parity Price N); Source: Field Survey,
2013

established by both the Krishnaswany coefficient of

inequality and Lorenz Curve.
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Conclusion Adekanye TO 198&eadings in Agricultural Marketing.
The study shows that majority of the marketers weate Longman Nigeria Ltd.

in their active age with less than ten membershieirt Adegeye AJ & Dittoh 198&ssentials of Agricultural
households. Also, most of them had attained at leas Economics. Impact Publishers, Ibadan Nigeria,p. 251.
level of education, but had less than ten yeargmapce. Balcombe KG &Morrison J 2002. Commodity price
Their marketing activities indicated that most dfet transmission: A critical review of techniques and a
respondents were merchants’ wholesalers that usie th application to selected export commodities. Repmort t
personal savings. Lorenz curve and inequality éciefft the Food and Agriculture Organization of the United
indicated that the market structure was less cdrateal. Nations.

The market integration revealed the flow of moredio Barrett CB 2001. Measuring integration and efficieinty
grains into the market, hence profit is generaBaed on international agricultural markets.Review  of
the findings of the study, improvement of food grai Agricultural Economics, 23:19-32.

consumption, motivation of food grain marketing and Fackler PL & GoodwinBK 2002. Spatial Price Analysis.
policy making, young people are encouraged to irevah In: Gardner BL & Rausser GC eHisndbook of

food grain marketing to be gainfully employed, the Agricultural Economics. Amsterdam: Elsevier
marketers need to last long in the system for highe Science.
experience which will give them more gain, transpiion EST 1997Encyclopedia of Science and Technology; Vol 5

facilities should be improved by government andeoth (8" edition) Published by McGrow-Hills Inc. New

concerned bodies to ease the marketing flow anchgto York, p. 410.

facilities should be improved to strengthen the kair Kolawale Ml 1974 Food Retailing in Nigeria. Department

structure. of Agricultural Economics, University of Ife, lldd.

New SeriesPublication Odu.
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