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Abstract  
The study determined the effects of rice marketing on the livelihood of women 

in Jalingo Local Government Area of Taraba State. It specifically described 

the socio-economic characteristics of women rice marketers, determined the 

effects of rice marketing on the income of women rice marketers and 

identified the problems affecting women rice marketers in the study area. 

Primary data were obtained from 105 women rice marketers using purposive 

and random sampling techniques. The data were analyzed using descriptive 

statistics and tobit regression model. The result shows that majority of the 

rice marketers were young, active and their productive years. They were 

married and formally educated and have many years of rice marketing 

experience but depends mainly on their personal savings for funds. The tobit 

regression shows that: age, marital status, source of funds have negative 

effect on their income, hence it affected the level of their rice marketing in the 

area. The major constraints affecting women in rice marketing includes: 

inadequate fund, high cost of transportation, poor marketing facilities, price 

fluctuation, insecurity, lack of credit facilities, among others. The study 

recommended that women rice marketers through their association should 

source for credit facilities from government and financial institutions to boost 
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Introduction 
Rice is the second most consumed 

cereal and half of the world population 

depends on it for about 80% of their 

food calorie (Braun, 2006). The 

continuous dependence of African 

consumers on rice import is a 

potentially precarious and politically 

dangerous situation (Food and 

Agricultural Organization FAO, 

2000). 

Women involvement in rice 

marketing constitutes about 69-83% 

of the total activities which includes: 

Parboiling, milling and threshing, 

winnowing, sorting, bagging, storage 

and delivery at the sales point (Tunga, 

2010). The flow of agricultural 

produce from the producer to the 

consumer involves a long chain of 

intermediaries while creating value 

addition, merely keep on stretching 

the chain (Dawit, 2005). Jabbarr 

(2004) clearly states that the 

knowledge gaps in the rice sector in 

the country inefficient marketing of 

the market system (which includes: to 

inefficient marketing channel, 

improper transmission of price to 

producers and the type of produced by 

the farmers). 

The government intervention in 

curtailing the massive importation of 

foreign rice into the country needs 

effective marketing of the local rice by 

women for our teeming consumers 

(International Rice Research Institutes 

IRRI 2014). Unfortunately, the 

marketing activities engaged by the 

women rice marketers seem to 

overshadow others because, most 

rural women lack the needed 

technology for processing, grading 

and quality control. 

Although, women participate actively 

in the marketing of rice, they are still 

languishing in poverty, poorly fed and 

clothed. A persons livelihood refers to 

their means of securing the basic 

necessities (food, water, shelter and 

clothing) of life. The study area is 

among the major rice consuming areas 

in Taraba State, and women are fully 

engaged in the marketing of the rice in 

the area. This therefore, becomes 

imperative to investigate how the 

marketing of rice has effects on the 

their business in addition effort to ban the importance of foreign rice should 

be intensity by government so as to create marketing opportunities for women 

to market their local products at a profitable price. 
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livelihood of the women in Jalingo Local Government Area of Taraba State, 

Nigeria. It specifically, described the socio-economic characteristics of the 

women Rice Marketers, examined the effects of rice marketing on the assets of 

women rice marketers and identified the problems of the women rice marketers 

in the marketing of rice in the area. 

 

Methodology 

The study Area 

The study was conducted in Jalingo Local Government Area of Taraba State. 

Jalingo Local Government Area lies between latitudes 8o 56” North of the 

equator and longitude 11o 50o East of the Greenwich meridian. It is 

heterogeneous in ethnic composition with rich and diverse historical and 

cultural heritage. The major tribes in the area includes: Fulani, Kona, Mumuye 

with Hausa and Fulfulde as the most widely spoken languages. Majority of the 

inhabitants are farmers/ traders who engaged in the production and marketing 

of crops such as rice maize, cocopea, groundnut among others. 

 

Sampling Techniques  

Women Rice Marketers constituted the study population purposive and random 

sampling techniques were employed to select the respondents. Five (5) markets 

were purposively selected based on their prominence to women rice marketers, 

these includes: Yelwa Tau, Main market, Wuro Musa, Sabon gari, and Mile six 

markets. Then, women rice marketers were randomly selected in proportion to 

their population in the market to form 105 women rice marketers for the study. 

 

Method of Data Analysis 

Descriptive statistics such as frequency and percentage were used to analyzed 

the socio-economic characteristics of the rice marketers and the problem 

associated with rice marketing in the area. While Tobit regression model was 

used to determine the effect of rice marketing on the income of women rice 

marketers in the study area. 

 

Result and Discussion 

Socio-economic characteristics of Women Rice Marketers (n=105) 

The result in table 1 shows that 41.90% of the respondents were from 21 to 30 

years of age, 27.62% of them have age range of 31 to 40 years and 30.48% of 
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the respondents were 41 and above years by implication they were in their 

productive and active age which is capable of sustaining the business rice 

marketing in the study area. Also 28.57% of the respondents were single 

52.38% of them were married while 9.52% and 4.76% of the respondents were 

widowed and divorced accordingly. This implies that, they will take their 

business seriously so as to cater the daily needs of their families. 

Similarly, table 1 revealed that, 1.90% of the respondents have no formal 

education, 16.19% have acquired primary education, 37.14% of them obtained 

secondary education and 44.77% of the respondents obtained tertiary education. 

This will enhance their business transactions through effective communication 

and risks management. In the same vein, 8.57% of the respondents have 

marketing experience of from one to two years, 47.62% of the respondents have 

between 3 to 4 years, while 15.24% of the respondents have rice marketing 

experience of 5 to 10  years and 28.57% have 11 years and above. By 

implication, the women were well experienced in rice marketing which could 

enhance their managerial capability of the business. 

Also, the result in table 1 revealed that 57.14% of the respondents uses personal 

savings as their major source of finance for marketing, 4.76% of the respondents 

got funds from banks and 9.52% of the respondents sourced funds from 

cooperative while 28.58% of the respondents got funds through money lenders. 

This implies that, most of the women rice marketers depend on their personal 

savings for finance. This might be due to the inability for them to secure bank 

credit due to stringent credit loan conditions which might negatively affect their 

expansion of the business. The result in table 1 further indicated that 74.29% of 

the respondents belong to marketing of rice association, while 25.71% were not 

members of rice marketing association. This implies that majority of the 

respondents were members of rice marketing association. This might help them 

to get market information about their product the market association. 

 

Table 1: Socio-economic characteristics of women rice marketers (n=105) 

Variable    Frequency  Percentage 

Age 

21-30     44   41.90 

31-40     29   27.62 

41 & above    32   30.48 
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Marital Status 

Single     30   28.57 

Married    55   52.38 

Widowed    10   9.52 

Divorced     05   4.76 

 

Educational level 

Non-formal education  02   1.90  

Primary education   17   16.19 

Secondary education  39   37.14 

Tertiary education    47   44.77 

 

Marketing experience 

1-3     09   8.57    

2-4     50   47.62 

5-10     16   15.24  

11 & above    45   28.57 

 

Source of funds 

Personal savings   60   57.14 

Banks     05   4.76 

Cooperatives    10   9.52 

Money lenders   30   28.58 

Membership of Rice 

Marketing Association   78   57.14 

Yes 

No     27   4.76 

Source: Field survey, 2020 

 

Result of rice marketers using Tobit regression Model 

Result of the study in table 2 shows the result obtained using Tobit regression 

model and was used to determine the effect of rice marketing on the income of 

women rice marketers in the study area, considering the nature of the dependent 

variables, as some depend variable required two limit models such as the 

censored Tobit regression. From this table we can see that age, marital status 
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and the respondents’ source of fund have negative effect on their income, hence 

they affected the level of their marketing of rice product. On the other hand, the 

level of education, occupation and the respondents’ marketing experience have 

positive relationship with their income, meaning that as they increase income 

also increases. These variable are significant at 5% level. 

 

Table 2: Tobit regression result of rice marketers in the study area 

 

Variable  Parameter Coefficient Std Error  P-value 

Constant  𝛾0  12.50  5928.30  0.020  

Age   𝛾1  -20.04  431.878  -0.046 

  

Marital Status 𝛾2  -38.67  1759.63  -0.022 

Household size 𝛾3  161.01  1313.53  0.122 

Education   𝛾4  40.91  1362.51  0.030  

Occupation   𝛾5  34.81  2342.19  0.014 

   

M/Experience 𝛾6  25.64  2054.90  0.012 

S/Fund  𝛾7  -25.18  1674.33  -0.015 

Association  𝛾8  -73.64  3101.67  -0.24 

Source: Field Survey, 2020   

 

Problem Affecting Women in Rice Marketing  

The result presented in table 3 revealed that 100% of the respondents 

complained of inadequate funds to do the business, also 100% complained lack 

of high cost of transportation due to poor network 800.95% of the respondents 

had encountered problem of poor marketing facilities. Similarly, most (100%) 

of the respondents faced the problem of insecurity, especially in going to 

purchase the commodity from villages also 100% complained of poor 

storage/processing facilities. In same vein, 100% of the respondents complained 

of fluctuation 80.95% had problem of lack of credit facilities and also a multiple 

respondent encountered the problem a multiple tax. This indicates that all 

respondents are faced with one problem or the other in the course of their 

business. 
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Table 3:  Problem Face by Women in Rice Marketing 

Variable     Frequency  Percentage (%) 

Inadequate funds    105    100 

High cost of transportation   105    100 

Poor Marketing facilities    85    80.95 

Price Fluctuation     105    100 

Insecurity     105    100 

Poor Storage/processing facilities  85    80.95 

Lack of credit facilities   85    80.95 

Multiple taxes    85    80.95 

Source: Field Survey, 2020 

 

Conclusion 

Based on the result of the study, the following conclusions were drawn: There 

is positive and significant effect on the income of women rice marketers. 

Women engaged in rice marketing were mostly, young, educated and depends 

on their personal savings for funds. Women rice marketers were faced with the 

major problems of inadequate funds, high cost of transportation, insecurity, 

price fluctuation and lack of credit facilities among others. 

 

Recommendations 

Based on the major findings of this study, the following recommendations were 

made: 

i. Women rice marketers should through their association source for fund 

from government and financial institution to boost their business. 

ii. Effort to ban the importation of foreign rice should be intensified by 

government in order to create marketing opportunities for women to 

market their domestic products at a profitable price. 

iii. Storage and processing facilities should be established by government 

and private individuals to make them accessible and affordable to 

women rice marketers. 

iv. Adequate security measures should be provided to ensure the safety of 

lives and property of rice marketers, especially in those rural markets 

where the product is produced and procured. 



66  africanscholarpublications@gmail.com                                                                               

 2020 

 

v. Construction and rehabilitation feeder roads to enhance the 

transportation of the products at reduced costs. 
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