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Abstract: The study was on the analysis of factors affecting garri marketers in Owerri Municipal of Imo state,
Nigeria. The specific objectives were to analyze the socio-economic characteristics of garri marketers in the area
and to determine factors affecting income of garri marketers. Data for the study were collected from two markets
in Umuororonju, Umuonyeche and Umuonyima communities Owerri municipal (Ekeonuwa and Relief market).
About 75 questionnaires were used to collect information from the selected respondents. Data were collected
on variables such as socio-economic characteristics of the Garri marketers and problems affecting the garri
marketers in the study area. Statistical tools such as frequency distribution Tables, mean, percentages and
multiple regression model (OLS) were used to achieve the specific objectives. The results showed that majority
(45%) are within the age range of 20-30 years, with only 4% above 60 years. This implies that majority are in
their productive age. The result also showed that majority (78.7%) of the respondent was female. Majority of
the respondents 56% are married with 59% having household size of 4-7. As for educational attainment, 60%
have formal education, followed by 23.3% who have primary education. About 49.3% of respondents have
between 1-5 years of experience in garri marketing. Educational level, household size, transportation cost and
marketing level were all highly significant (1%) factors influencing the income of garri marketers and that change
in these variables explains about 86% of the total income of the garri marketer as explained by the coefficient
of multiple determinations R . Garri marketers should be encouraged to form cooperative societies as it will2

create an enabling environment for the development and growth of garri market through bulk purchase, thereby
protecting members against exploitation. Government should endeavor to build roads in areas where they do
not exist and maintain the already existing ones for easy access to market and thus reduce the transportation
cost in order to boost the revenue of the marketers. 
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INTRODUCTION carbohydrate production which is about 40% higher than

Cassava (Manihot spp.) is an important crop widely is the cheapest source of calories for both human and
cultivated in Sub-Saharan Africa. Cassava plays a major animal consumption.
role in alleviating Nigeria’s food crisis because of its Cassava is the most important tropical root crop. Its
efficient production of food energy, tolerance to extreme starchy roots are a major source of dietary energy for
stress conditions and suitability to various farming and more than 500 million people. It is known to be the highest
food system. Cassava is known to be a powerful poverty producer of carbohydrates among staple crops.
fighter in Africa. The cash income from cassava proves According to the United Nations [4], cassava ranks fourth
more open than the other major staples because of its low as a food crop in the developing countries, after rice,
cash input cost [1, 2]. Compared with other major staple maize and wheat. The leaves are relatively rich in protein
crops, cassava performs well across a wide ecological and can be consumed. Cassava can be stored in the
range; it therefore benefits farmers across different zones. ground for several seasons, thereby serving as a reserve
According to [3], among the starchy staple, cassava gives food when other crops fail. Cassava is also increasingly

rice and 25% more than maize with the result that cassava
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used as an animal feed and in the manufacture of different marketing of garri has experienced substantial fluctuation
industrial products. According to FAO estimates, 172 in fortunes. These according to him include low price of
million tonnes of cassava was produced worldwide in the product, lack of current market information, variation
2000 [?]. Africa accounted for 54%, Asia 28% and Latin of price among different market, exploitation by
America and the Caribbean 19% of the total world middlemen, long marketing chain, high marketing cost and
production. In 1999, Nigeria produced 33 million tonnes, poor marketing network and organization among
making it the world’s largest producer while a decade marketers. Having realized the fact as reported by Muana
after, cassava production rose to approximately 45 million [11], therefore it is imperative to examine the factors
metric tonnes. A total of 16.8 million hectares was planted affecting income as well as socio-economic characteristics
with cassava throughout the world in 2000; about 64% of of garri marketers in the study area. 
which was in sub-Saharan Africa.

Cassava is the basis of a multitude of products, Theoretical Framework: Marketing can play an active
including food, flour, animal feed, alcohol, starches for role in economic development by holding down costs of
sizing paper and textiles, sweeteners, prepared foods and food and increasing demand thereby encouraging
bio-degradable products. The products are derived from expansion in farming and other relation economic service.
a number of forms of cassava, ranging from fresh leaves Market occupies a crucial role in economic development
and roots to modified cassava starch. The degree of of the undeveloped countries. Market enables a country
processing and the technical requirements tend to to improve the standard of goods and service and
increase from the fresh form to the modified starch form. consequently business value. Doyle and Stern [12]
All of the above products represent potential market opined that the significance of marketing follows directly
development opportunities for cassava, but garri, one of from the theory of exchange and market. The ability of the
the products gotten from the processing of cassava marketing  system  to allocate garri over space and time
tubers  is  a  very  important  staple food item in Nigeria. has been a serious problem in agricultural marketing.
It defiles socio-economic class, religious and ethnic Higgs et al. [13] observed that farmers are in business to
boundaries. Thus, it is one of the staple food items sell their farm products at a fair return or profit. CBN [14]
consumed in Nigeria; it commands much interest and while commenting on post-harvest pricing and marketing,
hence gets a considerable preference on the household suggested that agriculture like any other private
daily budget this means that there will be across the board enterprise is propelled by entrepreneurs who are
high demand for the product. It is, therefore, the most motivated by profit from their investments and
developed, convenient and storable commodity from entrepreneurship. Consequently, prices of agricultural
cassava [5]. According to Phillips et al. [6], garri is truly products vary from month to month and even from day to
a national  food  with  urban market presence. Also, day. Prices also vary between alternative markets.
Maziya et al. [7] reported that garri appears to be a “food According to the study done by Ezekiel O.A [15] on
of choice” even in the face of alternative food options in marketing  analysis  of  garri processing in Yewa north
urban area. Dipeolu et al. [8] in their study also reported local  Government  area,  Ogun state. The study shows
that some of the dry processed food products from that the major problems encountered by garri marketers
cassava (such as garri and fufu flour) are known to be are  inadequate  capital  and  weather/seasonal variation.
finding their ways to emigrant Nigerian communities in A study by Olagunji [16] in “Evaluation of the Operational
United States and Europe. Performance of the Nigerian Agricultural Credit

Afolabi [9], posited that market structure for Cooperative and Rural Development (NACRRDB) stated
agricultural products in Nigeria is not perfectly that  the  major  factors  affecting  the revenue of
competitive due to collusive tendencies of sellers by marketers are the cost incurred in carrying out the
forming associations for particular product. In garri marketing activities. It is against this background that this
marketing, the products pass through various market study assessed the factors affecting income of garri
intermediaries and exchange points before reaching the marketers in Imo state. Other objectives are to identify the
final consumer. These market intermediaries are the socio-economic characteristics of garri marketers and
wholesalers and retailers, both playing important role in identifying the constraints associated to garri marketing
the marketing chain [10]. Muana [11] asserted that the in the study area.
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MATERIALS AND METHODS x = Marital status (1= married, 2 = single, 3 =

Owerri Municipal is located on latitude 5° 25” 50.23’N x = Household size (number of persons)
and longitude 7° 2” 149.33’E Area in Imo state, in the x = educational level (years)
south eastern part of Nigeria. It has an area of 58km  and x = Marketing experience (years)2

a population of 127, 213 with about 17, 000 household X = membership of cooperative society (yes = 1, No
[17]. It comprises of five communities: Umuororonju, =0)
Amawom,  Umuonyeche,   Umuodu   and  Umuonyima. X = transportation cost (#)
The vegetation is typical rainforest although some parts
consist of Guinea savannah. It has a mean annual rainfall x  = error term
of about 2250- 2500mm. the mean temperature is 25-27°C.
The relative humidity is 80%. The explicit from of the model is given as;

A multi-stage sampling technique was used in
selecting the sample size for the study. The first stage Linear function
involves purposively selection of 3 communities in the
study area. They are Umuororonju, Umuonyeche and
Umuonyima. The communities were selected due to their
activities in garri marketing. In the second stage, 5 villages where
were randomly selected from each of the 3 communities e = error term
making a total of 15 villages. All these were done with the b = constant term
assistance of Agricultural Development Program (ADP)
extension agents in the area. About 5 garri marketers were RESULTS AND DISCUSSION
randomly selected from the sampling frame in the third
stage; this makes a sample size of 75 garri marketers. Socio-Economic Characteristics: The socio-economic

Primary and secondary data were used for the study. characteristics of the respondents are shown in Table 1.
The primary data were collected with the use of structured Analysis of the Table shows that majority (45%) are
and validated questionnaire supplemented with personal within the age range of 20-30 years, with only 4% above
observation, while secondary sources of information were 60 years. This implies that majority are in their productive
sourced from journals, research reports and other relevant age. The Table further shows that 78.67% of women
literatures. Data collected were analyzed using descriptive engaged in garri marketing. This indicated that garri
statistics such as frequency distribution, Tables, marketing is dominated by woman in the study area, this
percentage and mean. Cost and return analysis were used is in line with the study of Nduka, M.U. and Udah, S.C,
to determine the profitability of garri marketers, while [10]. Majority of the respondents 56% are married with
multiple regression analysis was used to determine factors 59% having household size of 4-7. As for educational
affecting income of garri marketers. attainment, 60% have formal education, followed by 23.3%

Model Specification between 1-5 years of experience in garri marketing this
The Ordinary Least Square Model: The implicitly from also corroborated with the study of Funke, et al. [5].
the model is given as; About 23% of the respondent belonged to cooperative

cooperative societies this implies that the marketers may

where, that members of cooperative society enjoys.

Y = Income obtained from Garri marketing (#) Determinants of the Factors Affecting the Income of

x = Gender (dummy 1= male, 0 = female) from the lead equation; educational level, household size,1

x = Age (years) transportation  cost  and  marketing  level  were  all  highly2
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who have primary education. 49.3% of respondents have

societies while 77% of the respondents do not belong to

not be able to access credit facilities and other benefits

Garri Marketers in the Study Area: Table 2 shows that



Am-Euras. J. Agric. & Environ. Sci., 17 (3): 239-244, 2017

242

Table 1: Socio-Economic Characteristics of the Respondents N=75

Variables Description Frequency Percentage

Age 20-30 34 45
31-40 24 32
41-50 12 16
51-60 2 3
61-70 3 4
Total 75 100.0

Gender Male 16 21.33
Female 59 78.67
Total 75 100.0

Marital Status Single 25 33.33
Married 42 56
Widowed 8 10.67
Total 75 100.0

Household Size 1-3 19 25
4-7 44 59
8-12 11 15
12-15 1 1
Total 75 100.0

Educational Level Primary Education 10 61.1
Secondary Education 25 23.3
Tertiary Education 20 6.7
Total 90 100.0

Years of Experience 10 11 12.2
11-20 20 22.2
21-30 32 35.6
>30 27 30.0
Total 90 100.0

Membership of cooperative Yes 17 23
No 58 77
Total 75 100

Source: Field Survey.

Table 2: Regression results of the factors affecting the income of garri marketers in the study area

Variables Linear form Semi-log form Double-log form Exponential form

Gender (X ) -5996.51 4364.30 0.041722 -0.034631

(-1.24791) (0.929419) (1.472817) (-0.85356)
Age (X ) -91.875 -2657.06 -0.00237 -0.000372

(-0.54416) (-0.30377) (-0.04492) (-0.00037)
Marital status (X ) -5.823.75 -9724.31 -0.04392) -0.023223

(-1.2428) (-1.73127) (-1.29679) (-0.58681)
Household size(X ) 3684.073 24873.49 0.164136 0.0195154

(3.7952)** (3.413335) ** (3.733616) ** (2.38081)*
Educational level (X ) 4587.235 52298.51 0.438223 0.0390965

(4.062592)** (3.309429)** (4.596678)** (4.10037)**
Transportation cost (X ) 52.68418 57776.29 0.380817 0.0003576

(6.363246) (5.667514)** (6.192193)** (5.106667)**
Marketing experience (X ) 1282.477 11849.97 0.149181 0.010817

Cooperative society (X ) (2.068671) * (1.375226) (2.869828)** (2.064861)*8

5171.939 2541.093 0.017251 0.036575
(1.068157) (0.475022) (0.524563) (0.894537)

R 0.851723 0.80071 0.858902 0.7943132

Adj R 0.83375 0.776554 0.8417999 0.7693812

F-value (47.38909) (33.14701) (50.2199) (31.85951)

Source: Field Survey. *significant @ 5% level, **significant @ 1% level and ***significant @ 10% level. Whereas T-values are figures in parentheses
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significant (1%) factors influencing the income of garri benefits of garri marketing enterprise for enhancement of
marketers and that changes in these variables explains their livelihood. Adequate marketing facilities should also
about 86% of the total income of the garri marketer as be provided to help marketers increase their income.
explained by the coefficient of multiple determination R .2
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