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ABSTRACT

To effectively address the challenges of global business, theneed for local research

especially into the inherent peculiarities in the marketingeafam basic products and to design
feasible strategies for necessary links with the nationdliaternational trade web. Igbemo
region dominates rice production in Ekiti State of Nigeria wiitreasingly complex marketing

problems which are predicated on the marketers’ lack of proganiaation. This paper reports
the challenges faced by rice marketers in the regionakeatiag network. Two hundred and

ninety one (291) local rice marketers in the region were seleahd examined with their

operational characteristics. Data analysis was carriedsiog simple descriptive statistics such
as frequency distribution and percentages. Results indicate #gatjtynof the rice traders are

married women, who operate periodically within hometowns with loha@apital base. Policy

measures were developed based on research findings
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INTRODUCTION

Marketing is a cardinal determinant of the frequency and injen$iproduct distribution. In
many situations, its performance is measured by improved methagohbich add enormous
value to any business. It is obvious that marketers world-wide, establish ssstems that tend
to set up productive business environment for their work. Usually, th@laeof factors like
culture, politics, fashions and competitions can not be de-emphasized. Tloelagal problem
most marketers encounter, especially in the developing nations, istmetyeproduct scarcity,

but their unwillingness to change behaviour in line with current global trend

For the past one decade, there has been increasing recogniti@ncoitical roles of marketing
in food security. The American Marketing Association defineskatag as the performance of
business activities that directs the flow of goods and serviocesthe producer to the customers
(Sambo et al. 2005). Put succinctly, it is a “human activity directed tasBaheeds and wants
through exchange processes” (Kotler, 2001). Marketers, occupnitpee and pivotal position
in the marketing industry in Nigeria. As intermediary agentsvéen the producers and the
consumers, they facilitate exchange among trading partnenswve certain food items close to
the poor households.

Rice production is assuming greater importance among the fammekgii State where about 70
percent are actively engaged in rice farming, with rieek@ting as the major source of income
(NISER, 2002). Rice is most important food product (Bruntrup, 2006); indeedajoe crop in
Igbemo town in Ekiti State, Nigeria. It thus, becomes a common folghhemo region because,

“traditionally foods are consumed mostly in the locality in whichytaee produced” (Fellows,
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2002). In spite of the high demand for the local rice in the regigmpt®ms of poorly

functioning marketers in most of the regional communities ameaviin the segmentation of
markets, low investments in marketing and market infrastructbogtagie of food supply and
the limited progression toward more visible market arrangesnéa doubt, “Nigerians prefer
the local rice because of its taste and sometimes ev&am#dl” (Longtau, 2000). Aside from
this fact, the ease of preparation, and as “the major sourceoviesalrom which the poorest
third of urban households obtain 33 percent of their cereal based falMSER, 2002)

renders Igbemo rice the most preferred of the food crops (yamarghgassava flour or “fufu”)
by the regional population. The roles and functions of the rice neaske¢herefore, are highly

significant in the rice distribution with promising prospects for food consumptiorreegemnts.

Nigeria, Cote d’lvoire, Zaire and Madagascar are among the dtiggeducers of all types of
rice in Africa (Baksh, 2003). Consumers in these countries requitettbadomestically
produced rice should satisfy minimum level of quality, health and foodrige standards.
Generally, besides the lag in rice production, much of the food prodocadly is distributed
under poor marketing structure which hinders the flow of resourcesidnésvin the industry.
As perceived by Ihene (1996), rice marketing covers the peafoce of all business activities in
the flow of paddy and milled rice, from the point of mutual production timy are in the hands
of the ultimate consumers. This must be at the right time, irgheplace and as convenient as

possible, at a profit margin that will keep the marketer in operation.

Inspite of the growing interest in business and market studikdivedy little research has

addressed the roles of marketers as intermediaries indfngitexchange between anonymous
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local rice traders in Igbemo region. In view of the importanceicd and the observed
marketing problems experienced in the region, it is, thereforen@etto take a critical look at
the operational characteristics of the local rice markefEng. specific objectives of study are to:
() identify the socio-economic characteristics of the maaketers in the area; (ii) examine the
links between the process of activities and form of human commuiniteesegional setting and,
(i) see the possibility of exploiting the advantage of rice eelorate profitability of the

enterprise.

CONCEPTUAL FRAMEWORK

Marketing covers a wide range of activities which include @ssmg of goods, packaging,
storing, transportation and the actual buying and selling of a grédkimbode, 2003). These
are operational sub-systems of the marketing system whichdprér@meworks of participation

by the marketers at designated places and at definite time periods.

Rice is processed through parboiling, drying and milling. Parbagimye-cooking of rice prior

to milling (Baksh, 2003) which involves soaking the paddy in cold watemfordays, and then
heating in drums until the grains show signs of splitting (Stuyl€82), after which the rice is
removed for drying (NISER, 2002) and later to the mills for dehuskmgpolishing. Packaging
entails assembling the rice products in sachets or boxes to entrenenarket value, while
storing is the act of keeping the product in warehouse, usuallyde guantities for actual
marketing. Actual marketing implies selling and buying, andrtbeement (transportation) of a
good to and from the points of sale to the buyers precincts (Akinbo@8), 2@hich, in reality,

are the urban and rural markets.
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In the markets, are several key players namely; the wheléseder, the retail trader, the
transporter and regulatory bodies. Some of these key players $sa@a#ions, such as the
Association of Rice Marketers (ARM) comprising mainly wholesalwho are registered with
the EKkiti State Ministry of Commerce in two categorieshede are; the Women Cooperative
Multipurpose Union Limited (WCMU) at the State Government lewald the Women
Cooperative Society (WCS) at the Local Government level. Othelisde the National Union
of Road Transport Workers (NURTW) and the informal associatigdheofetail traders such as

the Neighbourhood Rice Marketers Association (NRMA).

Very crucial to the marketing system are the Market RégedMRs) which are security outfits
arranged on vigilante basis especially in the market placesohitor price of rice and the
common unit of measurememohgg. This study focuses on the rice trader who plays a pivotal
role in the marketing system. Understanding their operationaladeaistics within the
established framework will help to determine the rice markeéffgiency relative to the

consumers’ needs in the region.

MATERIALS AND METHODS

Research locale The study region comprises of six (6) Local Governmena®\(eGAS) in
Ekiti State. These are: 1) Ado, 2) Irepodun/Ifelodun, 3) Ido/Osi, 4) yhno&) Oye and 6)
Ikole LGAs. The State has 16 LGAs with agriculture as thatiomal occupation of the people.
The study region accommodates about 44.2% of the state population.atéislac the north-

eastern part of the state where it shares boundaries witmdgeand Moba LGAs as well as
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Kwara State in the North; Ekiti — East LGA, Kogi and Ondoe&Statthe East; Emure, Ise-Orun,
Ikere and Ekiti —South West in the South and Ekiti-West and ljeroeiftest. The region lies
in the rain fed upland environment where rice is increasinglyvatdd in the South-Western
Nigeria. The six LGAs surround Igbemo with the potential foorgf inter-connections and

well-established ties on rice business.

Sampling Design IssuesThe target population of this study was Igbemo rice marketArs.
multi-stage random sampling technique was employed in selebegngaimple. The first stage
involves a contiguous selection of six LGAs in Ekiti State alseeapecified. The LGAs are the
major marketing areas of the local rice. The second stagevasvtthe random selection of
seventeen (17) residential quarters (wards) which is about 25.0 peft¢katexisting sixty nine
(69) wards in the region. A ward in Ekiti represents a oledeimarcated political unit by the
Independent National Electoral Commission (INEC). This constitutesighborhood, in which
there is usually a local market for the rice marketersa $elected ward, the existing market is
singled out for survey. The last stage is the selectidgb@imorice marketers within the chosen
markets. A Census of the marketers was taken at eachtratddeng two hundred and ninety
one (291). This approach was adopted because, traditionally, mankbterspecialize in the
same item often cluster together in market places. In the neighborhood nragaetscular, this

number is typically small, hence, the preference for total survey.

Attention was focused on the rice sellers in the market pface®ry obvious reasons. Markets
are designated and legalized locations where buyers and selet§Omole, 2002). They are

places where households demand for consumer goods (Powell, 1993). In moah Af
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traditional societies, markets are the poor man’s purchasing pairitasic household goods and
daily necessities at relatively cheaper prices thandtal ishops. Altogether, there were four
hundred and five (405) local rice sellers in the markets who sourcemtdtdect from different
locations. Those who patronize Igbemo are 291 (71.9%), while 46 (11.4%) and 25, (6.2%)
source the product from Ikole and ljero respectively. Only 43 (10.6%)flom outside EKkiti

State.

RESULTS AND DISCUSSION

Socio-Economic Characteristics of the Rice MarketersTable 1, shows the summary of socio-
economic characteristics of rice marketers in the study. aféhe result reveals that majority of
the marketers fall between 31 — 45 years age group (47.4%) of #hedspondents. This
indicates that bulk of the marketers is of
active and virile age group which is very
important since marketing is labour

intensive. Table 1 also shows that 95.9%

Plate 1: A Cluster of Local Rice sellers in Bisi Meket at Ado- of the rice marketers were females,

Ekiti. In Ekiti State, the marketing industry is rigidirganized
around women as they engage more in mobile traddey ) ; ;

patronized the rice millers in Igbhemo and extenel shles of the 73.2% of which were married. AS
product to local and regional markets. Constraitgdlimited
access to formal education, their activities itk modernization. expected, “women occupy |ow-pay jobs
This is demonstrated in the manner they displaynitiled rice on
mats and nylons on the ground in market placesothan major . . . )
source of contamination. in the informal sector occupations like

Source: Author’s fieldwork, 2008.

street vending and market work”
(Ashford, 2001). They are involved in food distribution, to earn a living, g@me measure of
economic independence from their husbands and to meet various obligatitamilyoand

friends (Makinwa-Adebusoye, 1991). It is obvious from the findings #hatignificant
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proportion of the marketers lack formal education (72.5%) which ateduar their full-time
engagement in trading activities (91.1%). The prevalence of pocatau is a proxy of high
rate of unemployment and poverty particularly in Ekiti Stateuwréhtly, majority (91.4%) earn
less than=l150,000 ($1250.0) annually. Predominantly, these marketers are residentsmaod Igbe
(80.3%) who need auxiliary market services (transport, labor, commonicatd storage) to
connect regional communities with aboet38\000 ($300.0) per person annually (88.1%). This
affects the income of the rice marketers negatively |ggitira vicious cycle of poverty. Indeed,

poverty incidence is high in Ekiti State than the national average (NISER, 2002).
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Table 1: Socio-Economic Characteristics of the Rice Marketers

SIN. | Variable Measurement Frequency Percentage Mean
scale
1. Age (yrs) 18 -30 22 7.6
31-45 138 47.4
46 — 59 128 44.0
> 60 3 1.0
Total 291 100.0 2.39
2. Sex Male 12 4.1
Female 279 95.9
Total 291 100.0 1.94
3. Marital Status Single 20 6.9
Divorced 25 8.6
Married 213 73.2
Widowed 33 11.3
Total 291 100.3 2.89
4, Level of Education llliterate 211 72.5
Primary 52 17.9
Secondary 23 7.9
Tertiary 5 1.7
Total 291 100.0 1.39
5. Major Occupation Farming 20 6.9
Civil Service 2 0.7
Trading / Business 265 91.1
Artisan /
Professional 4 1.4
Total 291 100.0 2.90
6. Annual Income-(4N <50,000 29 10.0
50,000 — 100,000 195 67.0
100,001 — 150,000 42 14.4
150,001 — 200,000 18 6.2
> 200,000 7 2.4
Total 291 100.0 4.16
7. Annual Expenditure{N <12,000 150 51.5
12,000 23 7.9
24,000 55 18.9
36,000 31 10.7
36,000 32 11.0
Total 291 100.0 2.21

Source: Author’s field survey, 2008

Marketing Operations: Majority of the rice marketers (66.0%) operate periodically, 88.4% of
which operates at specific days in the rural markets. Thagdior periodicity of rural market

occurs because most of the people who bring local products for sat@ppte in either their
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production or processing (Nwafor, 1982). As full-time traders, they regome time to stock
the rice since transportation arrangements with supplieexaensive and uncertain. Generally,
many of the settlements in the study area are rural. TMioeseoffer the product for sale in the
daily market account for 34.0% and are mainly retailers. Permales characterize the rice
market because the traffic of traders towards Igbemo is progednm line with the market day
in the town when processors are only at work. With this practiceeasy to notice a planned
and regulated arrangement for the sales of the commodity lbgcassor-turned marketer, as
well as part-time rice sellers in Igbemo who, most often erasitficial scarcity of the product.

However, patronage of periodic market is higher being the most enterprisimd (1i&98).

Scope of Geographical OperationsScope, is a prominent factor in the rice distribution
channels. The study reveals that 77.3% of the marketers in thon regerate within their
respective hometowns where the markets are located. Only 17.9%6tsmllthe state and 4.8%
to other states. Apparently, majority of the marketers are fi@sed and retailers (59.1%) who
rely on the wholesalers’ (39.5%) and merchants’ (1.4%) break-downgaedl the rice in small
lots to home-food markets and off-premise consumption marketsufi@sts). They have direct
links with the consumers and are eager to respond fast to thegicalemands and pressures.
The wholesalers, no doubt, expand their activities beyond the traditenmgé of marketing
functions. However, concentration of effort is on the main regiorsakeh at Ado-Ekiti (the
state capital) which serves relatively larger area of small bufisgmti retailers who network the

rural communities.
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Marketing Price: The local rice traders buy in different measures and weighrtg basins (big
and small) and milk tins at the market places. The big nbeisih used by the wholsesalers
weighs 22Kg and sells fo=3\ 500

($29.2). Eighteen of the small rubber

basin (otherwise known @®ngg make

one big basin, weighs 1.2 Kg and cost

N200 ($1.7). Thecongo is popular

among the marketers (93.6%) because

of the net profit attached. Only 3.8%]| piate 2. The Standard Small Rubber basin used by
the Rice Retailers in Ekiti. It is the popular unit off

0 ; smeasurements which normally contains 1.2kg of rice.
and 1.9% of the marketers sell this uni n most markets, traders are unwilling to incretse for
common price of N200.00 for fare of poor patronage.
N150.00 ($1.25) and=MN0 ($0.8) | However, in their efforts to make profit based dstaht

to source (Ighemo), marketers cleverly reduce the

=

. by heating or trimming because of the plastic rety
respectively. In most cases, these are [théis is usually unknown to custome poor

guality rice used as animal or poultry feeds. Exceedingly($8a8%) sells the best quality rice
for N250 ($2.1), which is about the cheapest price for the imported rice. @henglerance of
N200 price in the region is mysterious despite variations in distnsettlement to the source
of rice. On a close examination, thengovaries in size from one market to another with
distance from Igbemo. The profit seeking behavior often leadamémieter to adopt the
strategies of heating and trimming the rubber container daceethe size. This is usually
unknown to the consumer who hardly can comparectivgosused in the various markets.
Essentially, price range occurs because of grades of mre the mill, the variations in

marketing inputs at the various destinations and the season of the year.
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Major Marketing Problems: The greatest difficulty encountered by the marketers is funding
(80.1%). Others include transportation (9.3%) and accommodation or shop.(1.0&t9
scenario is anticipated because, majority of the marketerswitdin the low-income group
which limits their financial capabilities. Virtually a(©8.9%), suffers access to finance by
institutions. Of course, this category of people are usuallyudd from the formal finance
sector as they lack collaterals that would make them credihyw@Wilcke, 2006). The region
has benefited from the recent government road construction andlitehabiprograms; hence,
transportation is not a serious problem. Securing shops is equaligoa issue in the rural
region of low commercial enterprise and high percentagetailes. The 3.8% who claimed
‘others’, experience credit sales to defaulting customers atutltheice of operations by Local
Government tax collectors. Tax collection is intensified in thgion to boost the LGAS’

internally generated revenues.

POLICY ISSUES AND CONCLUSION
This paper seeks to reveal some basic information on the operatiwaraicteristics of the
marketers in a region in Nigeria, whelgbemorice is predominant. The intention is to
reinvigorating the marketing system. The study has sourcedataramong two hundred and
ninety one rice marketers in the region and has adopted a totay ¢arcapture the marketers
for examination. The significant facts revealed by the analysis are that:

Most marketers are females of active age who lack formal education.

Modes of operations are predominantly periodic.

Majority of the marketers are unwilling to expand scope of ad#itbeyond

traditional communities.
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Funding remains a major marketing barrier as most marketers maksakgsi

If the marketers can regulate their local attitudes, theydcmdrease their profitability and
enhance their competitive position in the global marketplace. The gdnader derives from an
investment depend, to a large extent, on the operation techniques artdlligemce that go into
determining consumers’ preference and ways of improving transacton the surface, if
consumers have access to greater quantities of a product more canckigt a lower cost,

reasonable improvement in business performance will result.

The sex-based marketing system in the region calls for pioliegvention on gender balance if
efficiency of operation must be guaranteed. Ekiti State governsientld, henceforth, ensure
equal representation of sex during registration of associationsc@ties with the Ministry of
Commerce and the Local Government to encourage men with more potektiallaborative
effort with stakeholders (Ministry of Commerce and Industry,i@dture, Local Government
and Trade Unions) on training programs (workshops, seminar etc) tatedhe groups of
marketers on standards and regulations bordering on safety and quafigrvafe is also

advocated.

To regulate the periodic mode, an efficient Rice Marketingr@giRMC) should be established
by the State government as designated depot for receiving thed mice in Igbemo for
discharge to marketers at the LGA headquarters. The approaapposes that, there are
organized marketing cooperatives at the LGAs whose membersdmytfe main depot (RMC)

at Igbemo and pass to the respective urban and rural marketsafiéMeMSs) in the sub-region.
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As the RMC represents restorative measure to the current medk,nmodify scope and allow

free entry of the commodity into inter-regional trade at a significatésc

Organization of Micro-Finance Society (MFS) by the marketsrpertinent, now that self-
financing option is typical to their operations. This will paveyviear competitive fund (CF)
among the marketers and create access to loans in microefibanks as well as other special
funds (United Nation Problem Fund — UNPF, Federal Government Interventiah -+ FGIF,
Poverty Alleviation Fund — PAF etc) without the rigorous exigesfayollaterals. Consequently,
new entrants are assured of opportunities into the trade, thus, ingptbe performance of the

rice marketers in the region.
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