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Abstract  
This study analyzed the marketing system of fresh tomato in Nassarawa local 

government of Kano State. A multi-stage sampling method was employed to 

select eighty (80) tomato marketers. The main objective is to analyze tomato 

marketing in the Yankaba market, while the specific objectives are to describe 

the socio-economic characteristics of tomato marketers in the study area, to 

identify and describe the marketing channel of fresh tomato, to determine the 

efficiency of fresh tomato marketing, to determine the profitability of fresh 

tomato marketing, and also to describe constrains associated with tomato 

marketing in the study area. The data obtained were analyzed using Descriptive 

Statistics, Marketing Efficiency and Marketing Margin. Findings revealed that 

26% of fresh tomato retailer’s marketers fell within the age bracket of 25-34 and 

35-44 years of age, while 40% of fresh tomato wholesaler’s marketers fell within 

the category of 45-54 which were the majority in study area, only 2% and 3.3% 

of retailers and wholesalers respectively were within the category of 75-84 years 

in the study area. The gender representation is 100% dominated by male gender 

of both retailers and wholesalers respectively in the study area. The result 

revealed that the majority 94% of retailers and 96.7% of wholesalers of tomato 

marketers were married, and only 6% of retailers and 3.3% of wholesalers of 

tomato marketers were single in the study area. Fresh tomato marketers in the 

area had one form of education. Majority of retailers have Qur’anic education, 

African Scholar 
Publications & 

Research  
International  

VOL. 26 NO. 1 
ISSN: 2177-1998 
SEPTEMBER, 2022 

African Scholar Journal of Biotechnology and Agricultural Research (JBAR-1) 



176  africanscholarpublications@gmail.com                                                                               

 2022 

 

 

Introduction 
Tomato is the one of the widely grown 

vegetable in the world. Egypt together 

with India account for more than one-

fifth of world total, Turkey and Nigeria 

are other world producing countries. 

Asia and Africa account for 79% of the 

global tomato area, with about 65% of 

the world output (FAO, 2008).  

Unlike cereals, the marketing of 

horticultural crops, in general; and 

vegetables and fruits in particular, is 

more complex and risky because of the 

special characteristics like highly 

perishable nature, seasonality, 

bulkiness etc. and needs special care 

and immediate disposable (Gandhi et 

al, 2002.). As a result, the supply of 

vegetables is subjected to various 

problems including wide fluctuation in 

prices. Because of the imbalance in 

distribution system and lack of 

organized marketing system there is 

always a market glut of fresh tomato 

during the on-season and scarcity of 

fresh tomato during the off-season in 

the study area. 

The fresh tomato marketers as well as 

intermediary middlemen even though 

perform greater role in the income flow 

of farmers, but they are faced with 

problems of transporting farm products 

to the ultimate consumers, thereby 

leading to delays in supply. Other 

problems in the study area were supply 

problem during wet season, lack of 

cooling facilities as well as absence of 

processing industries. In order to solve 

or reduce the problems, it is necessary 

to provide empirical information on 

costs and returns associated with 

while Majority of wholesalers have primary education. The result also revealed 

that Net Marketing Margin of 7.29 N/kg and 4.09N/kg for 1kg for retailers and 

wholesalers respectively. The analysis also revealed that tomato marketing is a 

profitable enterprise with BCR of greater than one (with 1.2044 for retailers and 

1.1390 for wholesalers). The marketing efficiency of fresh tomato was found to 

be 273.34% and 168.24% on retailers and wholesalers respectively. The major 

challenges to fresh tomato marketing were seasonality nature of tomato, 

perishability nature of tomato, absence of processing industries, and supply 

problem during wet season.  It was therefore recommended that tomato 

processing industries should be establish by private entrepreneurs was 

recommended to make resolving perishabilty of tomato produced. 
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marketing of tomatoes of the study area. This main objectives of this study is to 

analyze tomato marketing in the Yankaba market 

 

REASERCH METHODOLOGY 

This study was conducted at Yankaba Market in Nassarawa local Government 

Area, Kano State, Nigeria. Multi-stage sampling was used for this research. The 

first stage was purposive sampling, because it is the only market in Nassarawa local 

government that has highest number of tomato marketers. The second stage was 

also purposive sampling of Kasuwar Yan Gwari, due to the fact that, it has the 

highest number of wholesalers and retailers of tomato. The third stage was random 

selection 80 fresh tomato marketers. 

 

RESULT AND DISCUSSION 

Table 1: Socio-economic Characteristic of Respondent  
Retailers 

 
Wholesalers 

 

Variables Frequency Percentage Frequency Percentage 

Age  (years) 
    

25-34 13 26 2 6.7 

35-44 13 26 10 33.3 

45-54 11 22 12 40 

55-64 7 14 2 6.7 

65 and above 6 12 4 13.3 

Gender 
    

Males 50 100 30 100 

Marital Status 
    

Married 47 94 29 96.7 

Single 3 6 1 3.3 

Level of Education 
   

Primary 17 34 12 40 

Secondary 12 24 9 30 

Tertiary 1 2 1 3.3 

Qur'anic 20 40 8 26.7 

Marketing Experience(years) 
   

1-9 11 22 1 3.3 

20-19 22 44 9 30 

20-29 13 26 13 43.4 

30-39 2 4 6 20 
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40-49 4 2 - 0 

50-59 - - 1 3.3 

Household size 
    

1-9 19 38 3 10 

10-9 19 38 17 56.7 

20-29 9 8 8 26.7 

30-39 3 6 2 6.7 

Main Occupation     

Tomato 29 58 30 100 

Vegitables 15 30 - 0 

Civil Services 6 12 
  

Source: Field survey, 2022. 

 

As presented in table 1, majority (26%) of fresh tomato retailers-marketers fell 

within the age bracket of 25-34 and 35-44 years of age, while 40% of fresh tomato 

wholesaler’s marketers fell within the same category. However, only 2% and 3.3% 

of retailers and wholesalers respectively were within the category of 75-84 years 

in the study area. This implies that majority of retailers and wholesalers of tomato 

marketers are young and energetic, which shows that the youth in the study are 

engaged in economic activities for self-employment and sustenance. This agrees 

with findings of Atman el al, (2009), and Adamu (2009). Atman el al, (2009) 

reported that youth dominate the marketing of tomato in Yamaltu/Debo Local 

Government Area of Gombe State. Adamu (2009) reported that youth dominate 

the marketing of tomato in Kano metropolis, Kano state. 

Table 1 also reveal that gender representation is 100% dominated by male gender 

of both retailers and wholesalers respectively in the study area. This means that all 

the tomato marketers interviewed were male. This implies that tomato marketing 

is a male dominated business in Yankaba market. This may be related to socio-

cultural feature of the study area which restricts women from outdoor activities. 

This agrees with the findings of Adamu (2009) that tomato marketing is a male 

dominated activity in Kano metropolis.  

Table 1, shows the distribution of respondent according to marital status. The result 

revealed that the majority 94% of retailers and 96.7% of wholesalers of fresh 

tomato were married, and only 6% of retailers and 3.3% of wholesalers of tomato 

marketers were single in the study area. This indicates that tomato marketing in 

Yankaba market was mostly engaged in by married men, this has to do with culture 

people of the study area. 
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Table 1 futher revealed that fresh tomato marketers in the area are educated in one 

form or the other. Majority of retailer’s have Qur’anic education, while Majority 

of wholesalers have primary education. This indicates that 40% Qur’anic education 

respectively, while 40% of wholesalers have primary education. This does not 

agree with Adamu (2009) finding that there is low level of formal education that 

only 45% had formal education. 

Table 1 also shows the marketing experience of the respondent in fresh tomato 

marketing. Results reveals that 44% of retailers were in range of 10-19, while 

wholesalers on other hand shows that 43.4% were in range 20-29 years. Years of 

experience are an important socio-economic characteristic in any business. This 

indicates that the marketers have been into tomato business in the study area for 

reasonable period. 

As shown in table 1, 38% were in range of 1-9 and 10-19 household size for the 

retailers, while for wholesalers, the result shown that 56.7% were in range of 10-

19. This indicates that only 6% and 6.7% had house hold size ranging from 30-39 

of retailers and wholesalers respectively. This indicates that majority of both 

retailers had household size ranging from 1-9 and 10-19, while majority of 

wholesalers had household size ranging from 10-19. This revealed that majority of 

the marketers contained with high household size, therefore they need to improve 

profitability of their business. Household is another socio-economic characteristic 

in tomato marketing. A member in household can be assign to run business when 

the household head is not available, thus, save the cost of employing caretaker. 

Lastly, table 1 shown in table 8, 58% of retailers have tomato marketing as their 

main occupation, while on the other hand, 100% of wholesalers have tomato 

marketing as their main occupation. As indicated in the table 9, almost more than 

half of retailers have tomato marketing as their main occupation, while on the other 

hand all wholesalers have tomato marketing as their main occupation. The result 

also shows that 30% of retailers have vegetables marketing as their main 

occupation. Civil servant constitute of only 12% of retailers as their main 

occupation. 

 

Marketing channel of tomato 

This channel in the area start from producer, farm commission agent, rural 

assemblers, urban commission agent down to urban wholesaler and then to retailer 

to final consumers. Figure 1 shows the marketing channel of tomato in the study 

area. This agrees with Aminu and Musa (2007), whom reported that the main 

channel of tomato starting from producers through commission agents, assemblers 
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or regional wholesalers, urban wholesalers, retailers and finally ending with the 

consumers. 

 

Producer 

 

Farm commission agent 

 

Rural assemblers 

 

Urban commission agent 

 

Wholesaler 

 

Retailer 

 

Consumer 

Figure 1. Marketing channel for fresh tomato in the study area 

 

In figure 1, very important channel in which the produce moves from the producer 

through the farm commission agent, rural assemblers, and urban commission agent 

and to the urban wholesaler via retailer and to the end user consumers. Also urban 

wholesaler went directly to producer in the rural area to purchase the produce 

through the commission agent to the retailer and the end user consumer needed to 

create the utilities of time, place, form and possession. 

 

Profitability  

Table 2. Estimation of cost and return from marketing of fresh tomato 

                                     Retailers Wholesalers 

Variables Cost(₦) % of total Cost(₦) % of total 

Purchase cost 2046 88.2 1521.67 79.63 

Transportation cost - - 242 12.66 

Cost of loading - - 43.33 2.27 

Local government charges 10 0.43 10 0.52 
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Cost of levy 5 0.22 5 0.26 

Cost of offloading - - 28.67 1.5 

Commission charges 198 8.54 40 2.09 

Labor 30.4 1.31 20.33 1.05 

Cost of water 15.1 0.65 - - 

Polythene bags 15 0.65 - - 

Total marketing cost 2319.5 100 1911  

Selling price 2793.6  2176.67  

Net marketing margin per basket (65kg) 474.1  265.67  

Net marketing margin  per kg 7.29  4.09  

Benefit cost ratio per basket 1.2044  1.1390  

Source: Field survey, 2022. 

 

Estimation of net `return is simple total less total cost. The profitability of tomato 

marketing was assessed by estimating the difference between net return from sales 

of tomato and the costs component involved in tomato marketing. The results are 

presented in table 12 the net return of fresh tomato per kg was found to be N7.29 

and N4.09 respectively. 

 

Cost analysis 

Market costs are the actual expenses incurred in the performance of the marketing 

functions as commodity moves from the farm to ultimate consumers. It includes 

the cost of transportation, commission charges, loading cost, offloading cost and 

others costs such as taxes and union duties. 

• Transportation cost 

This is the cost incurred in moving the commodity from one location to 

another. The average transportation cost of fresh tomato per basket on 

wholesalers was ₦242 and account for 12.60 % of total cost of tomato. This 

means that wholesalers have higher transportation cost. 

• Commission charges 

These are charges paid to commission agents for their intervention in 

marketing process. Every fresh tomato basket was charged ₦198, on retailer 

side, accounting for 8.54 % of total cost. While on wholesaler side, fresh 

tomato basket was charged ₦40, accounting for 2.09% of total cost. 

• Loading cost 

This is the cost paid for loading of tomato per basket. It is only incurred by 

wholesalers. Fresh tomato cost ₦ 43.33 per basket and accounting for 2.27% 

of the total cost on wholesaler side. 

• Offloading cost 
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This is the cost paid for offloading of tomato per basket. It is also only incurred 

by wholesalers. Fresh tomato cost ₦ 28.67 per basket accounting for 1.5 % of 

total cost. 

• Tax 

This is cost paid for marketing of tomato to the local government area, per 

basket. Fresh tomato cost ₦10 per basket accounting for 0.43% and 0.52% of 

the total cost on retailers and wholesalers respectively. 

• Union dues: 

This is the amount paid to marketers association per basket. Both retailers and 

wholesalers paid the same amount per basket as ₦ 5 accounting for 0.22% and 

0.26% of total cost on retailers and wholesalers respectively. 

• Small polythene bags 

This is small polythene bags usually called leather bag which is used to 

package the tomato for consumer by the retailers. Fresh tomato cost ₦15 

accounting for 0.65 % of total cost. 

• Labor cost 

This is the money spent in all marketing process or activities. The amount paid 

for labor by the fresh tomato marketers is ₦ 30.4 accounting for 1.31% of the 

total marketing cost on retailer’s side. While on wholesaler’s side, the labor 

cost is ₦ 20.33 accounting for 1.05% of total marketing cost. 

• Net Marketing Margin 

This is the difference between revenue and cost generally it is calculated as 

selling price of an item less the cost of goods sold.(Farris et al, 2010). As 

presented in table 11, the net marketing margin of retailers and wholesalers of 

fresh tomato was 7.29 ₦/kg and 4.09 ₦/kg respectively. 

 

It can therefore be inferred that for every basket, there is ₦ 474.1 return for fresh 

tomato on retailers side, while on wholesalers side was ₦265.67. Generally fresh 

tomato marketing is profitable, which agrees with Atman (2006) whom reported 

that tomato marketing was found to be profitable in Yamaltu/Debu local 

government area of Gombe state. It also agrees with Adamu (2009) who reported 

that tomato marketing is profitable in Kano metropolis. 

 

Benefit cost ratio 

This can be defined as ratio of total revenue to total market cost. (Jennifer et al, 

2007). As presented in table 11, the benefit cost ratio of fresh tomato was found 

1.2044 and 1.1390 per basket (65kg) on retailers and wholesalers respectively. 

 

Marketing efficiency 

Table 3: Marketing Efficiency of Fresh Tomato in Yankaba Market. 

Cost component (₦) Retailers Wholesalers 

Cost of marketing 273.5 389.33 
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Purchase price 2046 1521.67 

Selling price 2793.6 2176.67 

Value added by marketing 747.6 655 

Marketing efficiency 273.34% 168.24% 

Source: Field survey, 2022. 

 

Marketing efficiency can be defined as the maximization of the ratio of output to 

input in marketing. As presented in table 13, the marketing efficiency was found 

to be 273.34% and168.24% for retailers and wholesalers respectively. This implies 

that marketing of fresh tomato is efficient for both retailers and wholesalers, but is 

more efficient for retailers. 

 

Constrains of fresh tomato marketing 

Table 4. Constrains of fresh tomato marketing in the study area. 

Retailers Wholesalers 

Constrains Frequency Percentage* Rank Frequency Percentage* Rank 

Supply problem during wet 
season 

42 84 5 4 13.3 10 

Inadequate storage facilities 34 68 6 27 90 3 
Poor transportation facilities 25 50 7 22 73.3 7 

Seasonality nature of tomato 50 100 1 29 96.7 1 
Perishability nature of tomato 50 100 2 29 96.7 2 

Inadequate capital 22 44 9 23 76.7 5 
High cost of Transportation 23 46 8 25 83.3 4 

price fluctuation 31 62 4 23 76.7 6 
Absence of processing 

industries 

50 100 3 19 63.3 9 

Security problems 20 40 10 20 66.7 8 

Source: Field survey, 2022. 

* Percentage more than 100 due to multiple responses. 

 

In Yankaba market tomato marketer’s face with a lot of problems.  The result 

presented in table 14 shows that retailers of fresh tomato marketers in Yankaba 

market were constrained by seasonality nature of tomato 100%, perishability 

nature of tomato 100%, Absence of processing industries 100% which ranked as 

first, second, and third respectively. Other constrains includes  price fluctuation as 

indicated by 62%, poor transportation facilities 50%,supply problem during wet 

season as indicated by 84%, inadequate storage facilities 68%,transportation 

facilities 50%, cost of transportation 46%, inadequate capital 44%, and insecurity 

problems 40%. 
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Table 13 also revealed that wholesalers were constrained by seasonality nature of 

tomato 100%, perishability nature of tomato 96.7%, and inadequate storage 

facilities 90% which ranked as first, second and third respectively. Other constrains 

includes high cost of transportation 83.3%, inadequate capital 76.7%, price 

fluctuation 76.7%, poor transportation facilities 73.3, insecurity problems 66.7%, 

absence of processing industries 63.3% and supply problem during wet season as 

indicated by 13.3%. 

 

Conclusion 

Based on the finding of this study, it was concluded that fresh tomato marketing is 

profitable in Yankaba market. The retailers have higher profits than the wholesalers 

in the study area, with net revenue of 7.29 N/kg and 4.09N/kg for 1kg on retailers 

and wholesalers respectively. However, there are many problems associated with 

the marketing of fresh tomato which must be address which were seasonality nature 

of tomato, perishability nature of tomato as major problem, followed by price 

fluctuation, absence of processing industries, and supply problem during wet 

season. 

 

Recommendation 

Governmental and non-governmental organization as well as private sector should 

establish tomato processing industries so that the surplus can be processed. 

Governmental and non-governmental organization should set program that will 

assist in providing credit facilities to tomato marketers. Insecurity problems should 

tackled seriously by government, because security stabilization attracts more 

customers and foreign investors into tomato marketing.  
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