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Abstract 

This study assessed marketing of paddy rice in Ushongo Local Government Area of Benue State, Nigeria. Multi-stage 

sampling technique was used to collect primary data from 100 Paddy rice marketers using structured questionnaire. Data were 

analyzed using mean, frequency, marketing margin, efficiency models, Gini coefficient, Lorenz curve and t-test Result of the 

study revealed that marketing margin varied between -5.5 and 100 with an average of 31.5%. The marketing efficiency was 

between 1.3 and 110.7 with a mean of 34.3. The result for market structure reveals a Gini coefficient of 0.495 for retailers, 

0.567 for wholesalers and 0.515 for processors. Marketing of paddy rice in the study area was constrained by three factors 

namely: physical factors, financial factors and market related factors. Marketing of paddy in the study area depicts inefficient 

market and imperfect competition. Based on the findings, the following recommendations were made; there should be 

provision of basic infrastructures like good roads, functional storage facilities, credit institutions to improve on the marketing 

efficiency of paddy rice marketing. 
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1. Introduction 

Agriculture is critical for both economic development and 

poverty reduction [1]. Agriculture provides inputs, food, 

employment opportunities, raw material for other industries, 

provides foreign earnings from exportation of surpluses and 

value addition in various production process [2]. In Nigeria, 

agriculture remains the mainstay of the economy employing 

about 65% to 70% of the Labour force [3]. Agriculture is the 

most neglected sector when compared with other sectors in 

Nigeria, in spite of its importance. The low productivity of 

agriculture in Nigeria is as a result of this neglect. Farmers are 

constrained by many problems including those of poor access 

to modern inputs and credit, poor infrastructure, inadequate 

access to markets, land and environmental degradation, in-

adequate research and extension services [4]. In an attempt to 

tackle these challenges, highly yielding as well as nutritious 

crops, crop varieties and livestock have been introduced and 

one of them is rice. 

Rice, (Oryza sativa or Oryza glaberrima) is one of the 

world’s most important cereals, Rice has become a staple food 

for over 50% every household; both the rich and the poor 

consumes [5]. Rice is indispensable in the strategy for food 

security because it provides 27% of the energy and 20% of 
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protein needs in developing countries, including African 

countries [6] (Tollens, 2007). Rice is among the three leading 

food crops of the world, with maize and wheat being the other 

two. All three directly provide no less than 42% of the world’s 

required caloric intake. In 2009, human consumption was 

responsible for 78% of the total usage of produced rice. 

Nigeria’s fertile land and rich agro-climatic conditions 

could easily produce rice to feed the entire country and gen-

erate surplus. However, Nigeria has continued to depend on 

importation from countries like China and Thailand to meet 

the increasing demand for rice by household. A combination 

of various factors seems to have triggered the structural in-

crease in rice consumption over the years with consumption 

broadening across all socioeconomic classes, including the 

poor. Out of the thirty-six States in Nigeria, only eight States 

can produce rice in a large scale. These States include: 

Anambra, Nasarawa, Ebonyi, Kaduna, Niger, Kano, Kaduna 

and Benue [7]. Over 90 percent of domestic rice production 

comes from resource poor and weakly organized smallholders. 

These smallholders apply a low-input strategy to agriculture, 

with minimum input requirements and low output [8]. The 

livelihood of these smallholder farmers has been constrained 

by a host of challenges such as low productivity, paucity of 

opportunities for value addition, limited access to productive 

assets and inputs, inadequate support services (extension and 

research), inadequate market and rural infrastructure, 

post-harvest losses and a constrained enabling environment. 

More so, a huge proportion of domestic rice in Nigeria is not 

tailored to meet international market needs. This has also 

limited the market share of the domestic rice producer. 

In 2016, National rice demand was estimated at 6.3 million 

metric tons while domestic supply was put at 2.3 million 

metric tons. The deficit of 4 million metric tons was expected 

to be filled by import. Importation of rice is detrimental to 

Nigeria’s economy because it portends a serious danger in 

terms of foreign exchange (Forex) earnings and its depletion 

of the nation’s foreign reserves. In order to bridge the gap 

between supply and the ever-growing demand; the Federal 

government of Nigeria, at one time or the other, has initiated 

policies and incentives for farmers to increase rice production 

locally. One of such policies is the 2006 presidential initiative 

on accelerated rice production, which was targeted at, re-

ducing the import and developing of local rice industry and 

put a 50 percent duty on parboiled rice. In addition, a levy of 

ten percent was imposed on rice imports to create a dedicated 

fund for the development of the local rice industry, including 

processing and marketing. Again, in a bid to achieve rice 

self-sufficiency in Nigeria, a rice transformation action plan 

was set up in 2011 under the umbrella of the Agricultural 

Transformation Agenda (ATA). [9] observed that, with rice 

now being the structural component of the Nigerian diet, and 

rice imports making up an important share of Nigeria’s agri-

cultural imports, there is considerable political interest in 

increasing the consumption of local rice. This has made rice a 

highly political commodity. 

Rice marketing is the performance of all business activities 

in the flow of paddy and milled rice, from the point of initial 

rice production until they are in the hands of the ultimate 

consumers at the right time, in the right place and as con-

venient as possible, at a profit margin so as to keep the trader 

in his business operation [10]. Marketing make rice available 

to both rural and urban dwellers through marketing channel, 

transportation is also important in marketing of rice, without 

transportation rice cannot be evenly distributed throughout the 

nation. Marketing of agricultural commodity is an important 

aspect of agricultural value chain that requires the attention of 

policy makers and market actors such as producers, middle-

men and consumers. Agricultural marketing helps the farmers 

in the distribution of food and raw materials from the points of 

production to the points when the produce gets to the final 

consumers. 

Agricultural marketing serves as means of livelihood to 

millions of market actors and policymakers. Agricultural 

marketing as an important means for development especially 

for the developing countries [11]. Agricultural marketing is 

the main driving force for economic development, stimulating 

production and distribution of agricultural produce. It plays a 

remarkable role in ensuring better income and welfare for 

farmers through diverse channels [12]. Agricultural marketing 

has stimulated production and industrial development. Effi-

cient marketing ensures sustainability of the system through 

enhanced revenue generation to producers and marketers [13]. 

Nigerian agriculture has failed to supply sufficient food in 

quantity and quality to feed the constantly growing population 

[14]. This failure can be attributed to the problem of agricul-

tural marketing and food distribution. Marketing of agricul-

tural inputs has been weak and undeveloped. Nigerian agri-

cultural marketing is not performing optimally and has been 

of great concern to many policymakers and has rendered 

agricultural sector to be non-productive. High cost of trans-

action and weak performance result from high transportation 

cost, poor storage facilities, and poor market infrastructure 

[15]. 

The trend in rice supply and demand in Nigeria range be-

tween 6.5% and 7.5% per annum respectively [16]. This in-

dicates that there has been increase over the years with cor-

responding increase in population growth. Thus, increasing 

production alone without a convenient marketing system 

may not stimulate farmers to maintain a stable level of pro-

duction at local and national level in general. Strengthening 

the rice market is a prerequisite that is important in sustain-

ing rice production in Nigeria [17]. 

Rice production in Nigeria has been unable to keep up 

with increases in demand over the years. Marketing ought to 

provide all that is required (access to irrigated land, appro-

priate farm inputs and market information including agricul-

tural best practices and pricing need etc) to transform the 

Nigerian rice market. The inability of Nigeria to achieve 

self-sufficiency in rice production is therefore, due to ineffi-

ciency of rice marketing in the nation. The demand for rice is 
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rising speedily at an estimated rate of 10% per annum [18] 

due to population growth and urbanization [19]. Even though, 

there is growing demand for rice in Nigeria, corresponding 

increase in supply is lacking thereby leading to persistent 

demand - supply gap. Market performance is a reflection of 

the impact of structure and conduct on product prices, costs, 

volume and quality of output [20]. Efficient management and 

marketing system promote economic development by encour-

aging specialization and leading to output enhancement [21]. 

Several authors have worked on various aspects of rice 

marketing at various levels which includes the study by [22] 

who assessed the Profitability of Paddy Production in Edu 

Local Government Area of Kwara State, Nigeria; [17] ana-

lyzed Market Structure and Concentration in Nigeria (A Case 

of Kano State Rice Market); [23] examined The effect of 

Socio-economic Characteristics of Rice Marketing Actors in 

Benue State, and [21] carried out a study on the Structural 

Analysis of Paddy Rice Markets in Southern Part of Taraba 

State, Nigeria. Results of all the studies carried out on mar-

keting of rice and paddy rice were location specific, hence 

the need to conduct a study on the marketing of paddy rice in 

Ushongo Local Government Area of Benue State, Nigeria. 

Objectives of the Study 

The broad objective of the study is to assess the marketing 

of paddy rice in Ushongo Local Government Area of Benue 

State, Nigeria. The specific objectives of the study are to: 

1) estimate the costs and returns of paddy rice marketing 

in the study area; 

2) determine the marketing margin and efficiency of pad-

dy rice marketing in the study area; 

3) determine the market structure and conduct of paddy 

rice marketing in the study area and; 

4) identity the problems militating against paddy rice 

marketing in the study area. 

Base on the specific objectives of the study, the following 

null hypotheses will be stated and tested: 

Ho1: There is no significant difference in the cost and re-

turn of paddy rice marketers in the study area. 

Ho2: Marketing cost and socioeconomic characteristics of 

paddy rice marketers has no significant influence on market-

ing efficiency of paddy rice marketing in the study area. 

2. Methodology 

2.1. The Study Area 

The study area is Ushongo Local Government Area of 

Benue State. Ushongo LGA is located between latitudes 7°00′ 

and 7°10′ North of the Equator, and longitude 8°4′ and 9°30′ 

East of the Greenwich Meridian [24]. It is bordered by Gboko 

Local Government Area and Buruku Local Government Area 

in the North, Kwande Local Government, Vandeikya Local 

Government Area in the South, Katsina-Ala Local Govern-

ment Area in the East, Konshisha Local Government Area in 

the Southwest, and Gboko Local Government Area in the 

Southwest. 

Ushongo LGA has a projected population of at the 2006 

Census was 479, 837.5, consisting of 240,155 males and 

239,682.5 females (Projection from [25]. Areas of low pop-

ulation densities are more than those of low population den-

sities. The densely populated areas are mostly the nucleated 

villages along the Ihugh-Gboko and Adikpo-Katsina Ala 

expressways. Major settlements are Lessel, the LGA head-

quarters, Ge-Mbayem and Ushongo. The Mbagba, Mbagwa, 

Mbaikyaa, Ikov and Utange people of Tiv origin are the in-

digenes of Ushongo LGA. They are politically structured into 

eleven council wards namely Atirkyese, Ikov, Lessel Town-

ship, Mbaawe, Mbaaka, Mbagba, Mbaagir, Mbakuha, 

Mbagwaza, Mbayegh and Utange. 

Natural vegetation in Ushongo LGA is mainly dry 

woodland savanna, highly favoured by the gravelly soils. 

The climate of the LGA, like other parts of Benue State, is 

tropical, with dry seasons running from November to March, 

which gives way to wet season from April to October and 

temperatures fluctuate between 28°C and 32°C [24]. The 

majority of the people are farmers, whose major crops are 

rice, yam, soy beans, cassava, sorghum and fruits. Although 

there are large deposits of granites and other solid minerals 

in Ushongo LGA, they are minimally being exploited. A lot 

of traditional weaving of clothes is done by weavers at 

Ushongo village. Some of the villagers are traders and civil 

servants. 

The population for this study comprises all paddy rice 

marketers in the study area. Purposive, stratified and random 

sampling techniques was used for this study. Foremost, 

following the stratification of the LGA into eleven (11) 

council wards namely; Atirkyese, Ikov, Lessel Township, 

Mbaawe, Mbaaka, Mbagba, Mbaagir, Mbakuha, Mbagwaza, 

Mbayegh and Utange, six (6) council wards including 

Mbaanyam, Mbakuba, Mbaaka, Lessel Township, Atiikyese 

and Mbagba council wards was purposively selected based 

on their predominance in paddy rice production and mar-

keting activities. The next stage involved the purposive 

selection of markets from each of the selected council wards 

based on the availability of rice; Waapera, Ikyobo, Lobi, 

Lessel, Adikpo and Atekombo. A sampling frame will be 

developed for each of the market places using a proportion 

of 10% (0.1) across board making a total of 100 respondents. 

Primary data were collected using structured questionnaire. 

This study employed both descriptive and inferential statis-

tics. These include mean, frequency, marketing margin, 

efficiency models, Gini coefficient, Lorenz curve and t-test 

for the analysis of data. 

2.2. Model Specification 

2.2.1. Marketing Margin Analysis 

Marketing margin is the difference between the price paid 

by consumer and that received by the producers. It is ex-

pressed as follows: 
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Marketing margin =  
Selling price − Purchase price

Selling price
x 100  (1) 

2.2.2. Marketing Efficiency 

Marketing efficiency (ME) of paddy rice will be estimated 

using marketing efficiency ratio as applied by [26, 27]. It is 

expressed mathematically as follows: 

ME =  
value added by marketing (net returns)

total cost of marketing
       (2) 

2.2.3. Gini-Index (Coefficient) 

Gini index (coefficient) will be used to examine the market 

structure for paddy rice in the study area. 

Mathematically, it is represented by equation. 

G.C = 1 - ΣXY               (3) 

Where: 

G.C = Gini index (coefficient) 

X = Proportion of sellers 

Y = Cumulative proportion of total sales 

3. Results and Discussion 

Marketing Margin of Paddy Rice in Ushongo Local Gov-

ernment Area of Benue State 

Table 1 shows that the marketing margin (in percentage) 

of paddy rice in the study area varies between -1.26 and 

110.70. The result of this study also shows that 13.0% of the 

marketers had marketing margin between −5 and zero (0). 

This group incurred losses or break even in the business. 

About 35.0% had marketing margin between 1% and 30%; 

this group made a substantial profit in paddy marketing. 

Furthermore, 40.0% had marketing margin of above 30% 

and 60%; this group made moderate profit while 11.0% had 

marketing margin of between 60% and 80%. Only 1.0% of 

the marketers had marketing margin of above 80%. However, 

the mean marketing margin for paddy rice in the study was 

31.5%. This implied that about 32 percent profit would be 

realized from every purchase made. The result reveals a high 

marketing margin which is a reflection of the exploitative 

nature of the paddy marketers in the study area. Also, as a 

rule of thumb, [28] had reported that efficient markets in 

developing countries must have a retail margin of less than 

10 percent of the consumers’price for non-perishable goods 

like soyabean as used by [29]. Thus, marketing margin of 

31.5% found in this study therefore suggested inefficiency in 

paddy marketing. The result of this study varies slightly with 

the findings of [30] who studied marketing system in major 

towns of Ibarapa zone of Oyo State and obtained a marketing 

margin of 24.24%. 

Table 1. Result of Marketing Margin of Paddy. 

Marketing Margin (%) Frequency Percentage 

−5 - 0 13 13.0 

1 - 30 35 35.0 

30.1 - 60 40 40.0 

60.1 - 80 11 11.0 

80.1 - 100 1 1.0 

Maximum  100.0 

Minimum  −5.0 

Mean  31.5 

Source: Field Survey, 2021. 

Marketing Efficiency of Paddy 

Table 2 shows the marketing margin of paddy rice 

marketers in the study area. The study reveals that 5.0% of 

the of the marketers operated at negative efficiency. This 

could be as a result of unequal distribution of sales; a sit-

uation where few marketers exert influence on the quantity 

and price. This makes the marginal traders operate at a very 

low scale that can lead to negative returns [29]. This rep-

resents the group that incurred cost in the marketing pro-

cess since the cost of marketing outweighs the value added 

to the product. Majority (59.0%) had marketing efficiency 

between 0.1 to 40 and 31.0% of the respondents had mar-

keting efficiency of above 40 and 80. The groups can be 

said to be efficient in the marketing since the value they 

added to the product was far more than the costs incurred in 

the process. Moreso, the result also shows that 4.0% of 

paddy rice marketers in the study area had marketing effi-

ciency of above 80 and 100 while only 1.0% of the mar-

keters had marketing efficiency of over 100 and 110.7. This 

group of marketers had high level of efficiency in manag-

ing resources. Also, the result also reveals that the mar-

keting efficiency for paddy rice marketing in the study area 

varies from −1.26 to 110.70 with an average of 34.27%. 

Marketing efficiency ranges from zero (0) to infinity. 

According to [31], when marketing efficiency is less than 

100% indicates inefficient market while marketing effi-

ciency is greater than 100%, there is excessive profit.  
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Table 2. Marketing Efficiency of Paddy Rice Marketers. 

Marketing Efficiency Frequency Percentage 

<0.0 5 5.0 

0.1 - 40.0 59 59.0 

40.1 - 80.0 31 31.0 

80.1 - 100.0 4 4.0 

100.1 - 110.7 1 1.0 

Maximum  −1.3 

Minimum  110.7 

Mean  34.3 

Source: Field Survey, 2021. 

Market Structure for Paddy Marketing 

The degree of competition among the categorised paddy 

rice marketers was estimated using the Gini-Coefficient (G0) 

and the result is presented of Table 3. Gini-coefficient ranges 

from 0 to 1 with a value greater than 0.35 indicating inequality 

in distribution of sales as well as income earned according to 

Dillon and Hardaker (1993), where 0 implies perfect compe-

tition among marketers and the closer the Gini-coefficient to 1, 

the greater the degree of imperfect competition in the market. 

Higher value of Gini coefficient (GC) means higher level of 

concentration, inequitable distribution of sales and income 

and consequently, high inefficiency in the market structure 

[32]. According to [33], Gini-coefficient of 1 implies high 

level of inefficient market structure. The result of this shows a 

Gini-coefficient of 0.505 for retailers of paddy in the study 

area. This result implies a high degree of imperfect competi-

tion among the retailers. This also means that the retailers are 

showing tendency of non-competitive market structure. This 

result conflicts with the result of [34] who found a 

Gini-coefficient of 0.3163 for retailers and wholesalers of 

yam in Ondo State. The study also reveals a Gini-coefficient 

of 0.433 for wholesalers of paddy in the study area which is 

slightly less than that of the retailers. This result however 

implies characteristics of imperfect market structure. This 

result is similar to the finding of [35] who report a 

Gini-coefficient of 0.59 among marketers of rice in Kebbi 

State. Furthermore, the result of this study reveals a 

Gini-coefficient of 0.485 for the processors of paddy rice in 

the study. This implies that the market structure for the pro-

cessors possesses the characteristics of an imperfect market 

situation. This result agrees with [36] that found a 

Gini-coefficient of 0.4639 for rice marketers in Zone C of 

Benue State. 

Table 3. Market Structure for Paddy Marketing. 

Market Partici-

pants 
Qty Sold/ Month Freq 

Proportion 

(X) 
Cum Freq Total sales 

Proportn of 

Average Sales 
Cum. Prop of (Y) XY 

Retailer 

100-500 6 0.60 0.60 1900 0.2923 0.2923 0.175 

501-1000 2 0.20 0.80 2000 0.3077 0.6 0.12 

1001-1500 2 0.20 1.00 2600 0.4 1.0 0.2 

Total  10 1.00  6500   0.495 

G0=1−ΣXY = 1−0.495= 0.505       

Wholesaler 

100-500 8 0.50 0.50 3200 0.3077 0.3077 0.154 

501-1000 6 0.375 0.875 4800 0.468 0.7697 0.289 

1001-1500 2 0.125 1.00 2400 0.2308 1.0 0.125 

Total  16 1.00  10400   0.567 

G0=1−ΣXY =1−0.567= 0.433       
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Market Partici-

pants 
Qty Sold/ Month Freq 

Proportion 

(X) 
Cum Freq Total sales 

Proportn of 

Average Sales 
Cum. Prop of (Y) XY 

Processor 

100-500 37 0.50 0.50 12100 0.258 0.258 0.129 

501-1000 28 0.378 0.878 23000 0.490 0.748 0.283 

1001-1500 8 0.108 0.986 9800 0.209 0.957 0.103 

1501-2000 1 0.014 1.00 2000 0.043 1.0 0.014 

Total  74 1.00  469000   0.515 

G0=1−ΣXY =1−0.515= 0.485       

Source: Field survey, 2021. 

Constraints to Paddy Marketing 

Results of the factor analysis presented on table 4 shows 

that there were three categories of constraints to paddy rice 

marketing in Ushongo Local Government Area of Benue 

State, namely; factor 1 (physical factors), factor 2 (financial 

factors) and factor 3 (market related factors). Variables with 

factor loading of 0.400 and above were used while those that 

loaded below 0.400 were suppressed. The constraints that 

loaded under factor 1 include price instability (0.509), high 

cost of transportation (0.607), storage problem (0.460), 

bulkiness of the commodity (0.444) and inadequate market 

information (0.491). This result is in line with [37] who found 

that high cost of transportation constituted a serious constraint 

faced by marketers in Bauchi. The result is also in consonance 

with [38] who found lack of market information as critical 

constraint to tomatoes marketing in Kenya. Inadequate capital 

(0.529), lack of access to credit (0.692) and excess tax (0.630) 

were the constraints that loaded under factor 2. This result 

conforms to the finding of [39] that lack of access to credit is a 

constraint found among soybeans women marketers. [38] also 

found that inability to raise capital is a critical constraint to 

tomatoes marketing in Kenya. The constraints that loaded 

under factor 3 include distance to the market (0.757), sea-

sonality of paddy rice supply (-0.573) and low patronage 

(0.606). This result agrees with [37] findings that fluctuation 

in output is a constraint faced by soybeans marketers in 

Bauchi State. 

Table 4. Constraints to Paddy Marketing. 

S/N Constraints Factor 1 Factor 2 Factor 3 Communalities 

I Price instability 0.509* 0.209 0.163 0.329 

Ii Inadequate capital 0.255 0.529* 0.000 0.344 

Iii High cost of transportation 0.607* -0.202 0.118 0.423 

Iv Lack of access to credit -0.151 0.692* 0.108 0.513 

V Storage problem 0.460* 0.358 -0.218 0.388 

Vi Distance to market 0.312 0.008 0.757* 0.671 

Vii Seasonality of paddy rice supply 0.064 0.171 -0.573* 0.570 

Viii Low patronage 0.079 0.265 0.606* 0.444 

Ix Bulkiness of the commodity 0.444* 0.012 -0.004 0.198 

X Excess tax -0.148 0.630* 0.071 0.423 

Xi Inadequate market information 0.491* -0.211 0.061 0.289 

Source: Field survey, 2021 
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4. Conclusion and Recommendation 

Mean marketing margin of 31.5% (greater than 10%) found 

in this study therefore suggested inefficiency in paddy mar-

keting. Average marketing efficiency of 34.27%. indicates 

inefficient market. Moreover, the market structure for paddy 

rice marketing among retailers, wholesalers and processors in 

the study area tend towards an imperfect competition as in-

dicated by Gini coefficients for three categories of marketers 

in the study area. Marketing of paddy rice in the study area is 

constrained by three factors which include physical, financial 

and market related factors. 

Based on the findings of the study, the following recom-

mendation were made: 

There is need for relevant authorities/agencies to create 

credit institution that will improve access to loans by mar-

keters; make available functional storage facility to reduce 

spoilage of the commodity. There is also the need to construct 

feeder roads linking rice farming communities to the various 

markets in order to reduce cost of transportation. 
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