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ABSTRACT

The study analysed the marketing efficiency of pineapple in selected markets in Kano metropolis. Data was
collected with the used of questionnaire and were analysed using descriptive statistics, market margin analysis
and market efficiency. Results shows that the majority (33.3%) of the respondents were within the ages of 47-
55 years, followed by 23.8% within the age range of 29-37 years and 9.5% of age range of 56-64 years were
the minimum. Household size, in the wholesaler’s side category 5-8 size had the highest members with 42.80%,
followed by 1-4 and 17-20 with 19.10% each, while 14.30% had 9-12 and the least was households within the
range of 13-16 with only 4.8%, while in the retailer’s side category 1-5 size had the highest members with
40.90%, followed by 11-15 with 24.90%, then 22.60% had 6-10 while 9.10% had 16-20 size and the least was
household within the range of 21-25 with only 2.30%. However, 31-37years category ranked the least with
4.80%. On the retailers side the result reveals that 13-20 years category ranked the highest with 41.00% and
37-44years category were the least with 6.80% each. The marketing margin analysis indicated that for every
14.4kg pineapple, gross marketing margin of wholesalers N 158.85 was higher than that of retailers N 129.66
whereas net marketing margin of retailers with N 91.24 was higher than that of wholesalers with N 59.09,
return on investment of retailers with 1.11 was also higher than that of wholesalers with 1.08, and however,
marketing margin of wholesalers with 20.03 is higher than that of retailers with 14. This means that pineapple
marketing in the study area was profitable. The marketing efficiency for 14.4kg pineapple was highest with
337.48% for retailers while that of wholesalers was lower with 159.23%. Generally, it can be deduced that
among all the market participants, the overall marketing efficiency indicates that the markets were efficient. It
can be concluded that pineapple marketing was profitable and efficient in the study area despite the constraints
faced by the marketers. And therefore can be recommended that Construction of good road network to reduce

damage of pineapple during transportation and plastics trays should be provided.
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INTRODUCTION

Pineapple (Ananas comosus L.) Merr.) belongs to the family
Bromeliaceae. It is known as the queen of fruits because of its
excellent flavour and taste. According to Ubi et al. (2005),
Pineapple is the third most important tropical fruit in world after
Banana and Citrus (Bartholomew et al., 2003). Important
producing countries are Brazil, India, China, Nigeria, Mexico
and Colombia. They produce the fruit primarily for fresh fruit
markets and processing industry. Pineapple as an economic crop
has encouraging potentials for foreign exchange earnings. It can
increase national income through the expansion of local
industries and higher incomes for farmers involved in its
production (Fawole, 2008). It is one of the crops with the most
potential in the international market and highly profitable, an
activity that demands a large workforce (Quijandria et al.,
1997). Pineapple production therefore can be used as a panacea
for food security and job creation, help in rural development,
launch the country on the path of self-sufficiency, increase food
production and help in improving lives and health care delivery
services. Pineapple is a wonderful tropical fruit having
exceptional juiciness, vibrant flavour and immense health
benefits (Joy, 2010). It is grown both for the fresh and processed

market, which makes it an important food which can be eaten
fresh or eaten in a processed form (FAO, 2009).

Despite Nigeria’s position and potential in pineapple production
in the world and the enormous economic advantages the country
has over the crop, Nigeria has the lowest productivity of 7
tons/ha when compared with the other nine top producers in the
world thereby, contributing a small share (5%) of the world
pineapple production (FAOSTAT, 2010 and Mark, 2010) thus,
reflecting a low yield in pineapple production in the country
(Mark, 2010). Although Nigeria’s position on the list of world
pineapple producers is encouraging, majority of the harvested
produce is wasted due to production inefficiencies, post-harvest
losses, low level of technology to facilitate processing of quality
pineapple products and inefficient marketing system (lvan et al.,
2011). Arable land in Nigeria is suitable for cultivating most
types of crops implying the productivity potential of Nigeria is
enormous, the share of global trade has declined to the point
where little of Nigeria’s Agricultural produce is seen in the
World’s markets which makes Nigeria the sleeping giant of
Africa in Agriculture (Ken, 2009).

According to Khalid et al. (2007) in the past, relatively more
emphasis is placed on enhancing the production and
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productivity of major crops by ignoring that of the horticultural
crops, fruits inclusive. Though Nigeria occupy a notable
position in pineapple production in Africa and the world at large,
its inability to fully tap into the economic potentials of the crop
might be a reflection of its inefficient nature in production which
otherwise, would have served as an important tool in achieving
some of the objectives of the transformation agenda in Nigeria.
The objectives of the study are to describe the socio-economic
characteristics of respondents and determine the marketing
efficiency and marketing margin of pineapple marketing in
Kano metropolis.

METHODOLOGY

Study area

The study was carried out in Yanlemu, Yankura and Kofaruwa
markets. Yanlemu is a fruit market that is renowned for the sales
of virtually all the fruits found in Kano State, the market is
located at Na’ibawa along Zaria road, Kumbotso local
government area, of Kano State. The market was established in
1984 at Kofar Nasarawa as a temporary site where they were
together with the people selling kola nut before the market was
later moved to Yanlemu as a permanent site about 29 years ago.
The different types of fruits found in the market include
pineapple, orange, banana, pawpaw, coconut and watermelon
etc. and also meagre fraction of other people selling various
kinds of commaodities like roasted frog meat, fries yam, local
blacksmiths, etc. Yanlemu market considered as the main depot
where the major fruit dealers and suppliers sell to petty traders
who in turn penetrate the metropolitan Kano and other local
markets throughout the State and its neighbourhood. The market
is a daily market comprising of wholesalers, retailers and
consumers.

Yankura market is located at sabongari, fagge local government
Kano state. It is a big market selling different types of products
such as food stuffs (like fish, meat, sugar, flour, semovita),
clothes, drugs, furniture’s, vegetables and fruits, etc. The fruits
sellers are located near Yankura pedestrian steel bridge of the
market. Fruits marketers there started illegal during Buhari
military regime until it became permanent around 1996. The
market comprises of wholesalers, retailers and consumers and
the market is a daily type.

Kofaruwa market is located opposite Tashar Kuka Kofaruwa,
Dala local government Kano State. The market is a daily market
selling various products such as flour, vehicles spare parts fruits
etc. The market was established more than 29 years back. The
fruits sellers where located opposite Tashar Kuka by the road
side. The markets comprises of wholesalers, retailers and
consumers.

Sampling procedure

This research work was conducted in three selected markets of
Kano metropolis. The markets are Yanlemu, Yankura and
Kofaruwa due to the high concentration of pineapple marketing.
A pre-visit was conducted whereby Yanlemu market has
estimated numbers of 50 and 100 wholesalers and retailers
respectively, Yankura market has estimated numbers of 3 and
14 wholesalers and retailers respectively, and finally Kofaruwa
market has estimated numbers of 15 and 34 wholesalers and
retailers respectively. 30 per cent of the proportion was
randomly selected as respondents, thereby having total of 21 and
44 wholesalers and retailers respectively, thereby making a total
of sixty five (65) marketers as respondents.
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of Data Collection and

The data for the study were collected from the primary source
and was collected using structured questionnaire. The
questionnaire was structured to reflect the objectives of the
study. It contains sections where questions were asked on the
objectives of the study such as socio economic characteristics,
marketing margin and marketing efficiency. The data for this
research was analysed using descriptive statistics, marketing
margin and efficiency of pineapple marketers.

Analytical Techniques

Descriptive Statistics

These are concerned with scientific methods for summarizing
presenting and analysing data as well as drawing valid
conclusions and making reasonable decisions on the basis of
such analysis. This is done with the aid of mean, percentage,
frequency distribution etc

Mean; this is the sum values in the data group divided by the
number of values it is the most useful and fundamental measure

of location

X =2 (1)

=f
Percentage; this is proportion obtained by dividing the number
of observations in each class by the total number of observations
multiplied by a hundred

actual change

original amount
Frequency Distribution; this is an organized display of data set
which falls into each mutually exclusive class. Therefore for
easy comprehension of findings of this research and its
contribution to knowledge it will be to grouped field data in the
form of frequency distribution tables, bar charts, pie charts and
percentage tables.

percentage =

Marketing margin

This is the differences in prices of a commodity at different
stages of time, place, form and possession as it moves from
producer to the ultimate consumer. Olukosi et al. (2005) defined
margin as the differences in prices between that paid by the
consumers and that obtained by the producer. The study utilized
the modified form of marketing margin model adopted by
Olukosi et al. (2005), to determine the margin of the marketers
in marketing system of pineapple in the study area. The model
is specified as follows:

Mm =
PPl K 100, e 3)
Sp
Where:
Mm = Marketing
Margin

Sp = Selling Price

Pp = Purchasing Price
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Marketing Efficiency

Marketing efficiency is the maximization of out-input ratio. The
output connotes consumer’s satisfaction or utilities created in a
marketing system, while the inputs are the different resources
used. The cost is measurable but consumers’ satisfaction or
benefits cannot be easily measured. Despite this set back, it has
been widely used to measure market performance. The
efficiency of egg marketing in the study area will be measured

using this model. The model is specified as
_value added by marketing

“cost of marketing services
Where; ME= marketing efficiency
Value added by marketing=retail price at consumers level less
than producers price
Cost of marketing service=service cost of performing various
marketing.
The decision rule is that if; Marketing efficiency (ME)>100
implies positive returns to business.
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While if; Marketing efficiency (ME)<100 implies negative
returns to business

RESULTS AND DISCUSSION

Socio-Economic Characteristics of the Pineapple Marketers
The socio-economic characteristics of the marketers usually
assist in getting the clear understanding of the behaviour of the
respondents. Moreover, several research findings have revealed
that, the decision making process of an entrepreneur is affected
by his biographic and socio economics (Danwanka and Ggala
2007). However, (Doss , 2004) opined that age, marital status
and religion do not have much relevance other than for policy
makers to understand the demographic characteristics of the
respondents.

Furthermore, the marketers socioeconomic characteristics
considered in this study include age, marital status, household
size, level of education, primary and secondary occupation,
marketing experience and source of finance.

Table 1a: Age, household size and years of experience of pineapple marketers

Wholesalers Retailers
Variables Frequency Percentage Variables Frequency Percentage
Age
20-28 3 144 25-33 11 25.1
29 - 37 5 23.8 34-42 15 34.1
38 - 46 4 19.1 43 -51 6 13.6
47 - 55 7 33.3 52 -60 10 22.7
56 — 64 2 9.5 61 -69 2 45
Minimum 20 Minimum 25
Maximum 57 Maximum 65
Mean 41 Mean 41
STD 11 STD 11
Household size
1-4 4 19.1 1-5 18 40.90
5-8 9 42.8 6-10 10 22.6
9-12 3 14.3 11-15 11 24.9
13-16 1 4.8 16 -20 4 9.1
17-20 4 19.1 21-25 1 2.3
Minimum 1 Minimum 1
Maximum 20 Maximum 21
Mean 10 Mean 10
STD 6 STD 6
Years of experience
3-9 2 9.6 5-12 13 29.6
10-16 5 23.8 13-20 18 41
17-23 10 477 21-28 5 114
24 -30 3 14.3 2936 5 114
31-37 1 4.8 37-44 3 6.8
Total 21 100 44 100
Minimum 3 Minimum 5
Maximum 37 Maximum 40
Mean 19 Mean 18
STD 8 STD 9

Source: Field Survey 2018.

Age of the Pineapple Marketers

Age is an important factor in agricultural production and
marketing enterprises. It affects the farmers and traders ability
to acquire necessary inputs required for production and
marketing process. For wholesalers, the result from table 1a
shows that the majority (33.3%) of the respondents were within

the ages of 47-55 years, followed by 23.8% within the age range
of 29-37 years and 9.5% of age range of 56-64 years were the
minimum. For the retailers, majority (34.1%) of the respondents
were within the ages of 34-42 years, followed by 25.1% within
the age range of 25-33 years and 4.5% of age range of 61-69
years were the minimum. Majority of the marketer (both
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wholesalers and retailers) are adult because of these age group
were more physically and mentally ripe for taking marketing
risks and uncertainties and were more likely to be saddled with
the responsibilities of managing resources earmarked for
marketing activities.

Household Size of the Pineapple Marketers

Household according to National Population Commission
(NPC, 2006) is a group of persons staying under same roof or in
the same house. They share the same source of food and think
of themselves as a unit. The result in table 2a reveals that most
of the respondents sampled were many in their households.
However, in the wholesaler’s side category 5-8 size had the
highest members with 42.80%, followed by 1-4 and 17-20 with
19.10% each, while 14.30% had 9-12 and the least was
households within the range of 13-16 with only 4.8%, while in
the retailer’s side category 1-5 size had the highest members
with 40.90%, followed by 11-15 with 24.90%, then 22.60% had
6-10 while 9.10% had 16-20 size and the least was household
within the range of 21-25 with only 2.30%. The mean household
size for all the marketers was 10.The result implies that most of
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the marketers had moderate household size which may be due
to the variation in family size may be due to the polygamous
nature of most of household in the study area due to culture and
religion belief in their households and this tallies with
(Muhammed, 2012) who found that the mean household size in
the Sahel savannah zone of Nigeria. .

Years of Experience of the Pineapple Marketers

Adesina and kehinde (2008) stated that marketing experience
enhances proper utilization of scarce resources, economic
decision making as well as timely assessment of alternatives.
The result from Table 2a reveals that from the wholesalers, 17-
23 years categories were the majority with 47.70%, 10-16years
recorded 23.80% while 14.30% had 24-30years, 3-9years
category had 9.60%. However, 31-37years category ranked the
least with 4.80%. On the retailers side the result reveals that 13-
20years category ranked the highest with 41.00% and 37-
44years category were the least with 6.80% each. This means
that majority of the marketers had high years of experience in
pineapple marketing. This may due to their ages and longest
period spent into pineapple marketing.

Tablelb: level of education and marital status of pineapple marketers

Wholesalers Retailers
Variables Frequency Percentage Frequency Percentage
Educational level
Qur’an education 6 28.6 13 29.5
Primary 3 14.3 10 22.7
Secondary 6 28.6 16 36.4
Tertiary 6 28.6 5 11.4
Total 21 100 44 100
Marital status
Married 19 90.5 42 95.5
Single 2 9.5 2 4.5
Total 21 100 44 100

Source: field survey 2018.

Educational Level of Pineapple Marketers

Education is very important in all human endeavours as an
avenue through which technology is imparted. Thus, Adesina
and Kehinde (2008) asserted that education is important in the
objective analysis of problem, planning and implementation of
the decision and evaluation of the results especially if it is
functional in whatever business an individual engages. The
results from Table 1b also, Qur’anic education, secondary and
tertiary ranked the highest for wholesalers on the study area with
28.60% each while only 14.30% represents those attended
primary education. On the retailer’s side, secondary education
ranked the highest with 36.40% while tertiary ranked the least
with only 11.40%. This implies that all the marketers were
literate in one way or the other meaning that education
attainment is paramount in respondent’s decision making.
Marital Status of the Pineapple Marketers

This means the state of an individual whether married or single.
The result in Table 2b shows that majority 90.50% of the
respondents sampled were married while only 9.50% were

single on the wholesaler’s side while 95.50% married and
4.50% single on the retailer’s side. This result implies that
marriage is as essential in the study area as it signifies
seriousness and trustworthiness in conducting marketing
activities. Family labour availability and total expenses in the
household maintenance are increased by marital status Dikwal
(2002) observed that the significance of marriage as a source of
family labour and partnership in decision making and overall
management of enterprises.

Marketing Margin and Marketing Efficiency

Marketing margin

Marketing margin represents the differences between price paid
for pineapple by the marketers (producer price) and the price at
which the pineapple was sold to the final consumers by the
traders. Each category of marketer earns a sort of margin for the
duties performed in the marketing channels. For the marketing
margin to be more meaningful, the prices of the pineapple were
expressed on per dozen basis and in monetary terms.
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Table 2: Marketing margin of pineapple marketers

Wholesalers Retailers

N/14.4 kg N /14.4 kg
Sales 793.23 956.74
Purchase price 634.38 827.08
Transport cost 50.48 16.59
Loading/offloading 1111 9.00
Cost of storage 22.00 421
Cost of market levy 2.73 0.95
Cost of losses 13.44 7.62
Marketing cost (MC) 99.76 38.42
Total marketing cost (TMC) 734.14 865.50
Gross marketing margin (GMM) 158.85 129.66
Net marketing margin (NMM) 59.09 91.24
Return on Investment (ROI) 1.08 1.11
Marketing margin(MM) 20.03 14

Source: Field Survey 2018.

Table 2 shows the result on marketing margin. For the wholesalers, per 14.4kg of pineapple, the purchase price was N 634.38 and
the cost of marketing services was N 99.76 and the average sales was N 793.23 which give a gross marketing margin of 158.85
and a net marketing margin of 59.09. For the retailers, per 14.4kg of pineapple, the purchase price was N 827.08 and the cost of
marketing services was N 38.42 and the average sales was N 956.74 which give a gross marketing margin of 129.66 and a net
marketing margin of 91.24. Gross marketing margin of wholesalers N 158.85 was higher than that of retailers N 129.66 whereas
net marketing margin of retailers N 91.24 is higher than that of wholesalers N 59.09, return on investment of retailers 1.11 is also
higher than that of wholesalers 1.08, and however, marketing margin of wholesalers 20.03 is higher than that of retailers 14. This
means that pineapple marketing in the study area was profitable with return on investment of 1.08 and 1.11 for wholesalers and
retailers respectively, meaning that for every one naira invested for 14.4kg pineapple, one will make return of 1.08 and 1.11 for
wholesalers and retailers respectively.

Marketing Efficiency in Pineapple marketing

Marketing efficiency refers to the maximization of the ratio of output to input in marketing as presented in Table 3.

Table 3: Marketing efficiency of pineapple marketers

Wholesalers Retailers

N/ 14.4kg N-/14.4kg
Marketing cost 99.76 38.42
Purchasing price 634.38 827.08
Selling price 793.23 956.74
Value added by marketing 158.85 129.66
Marketing Efficiency 159.23% 337.48%

Source: Field Survey 2018.

The results in Table 3 show the marketing efficiency for 14.4kg pineapple which is highest with 337.48% for retailers while that
of wholesalers was lower with 159.23%. Generally, it can be deduced that the marketing efficiency among all the market
participants is higher than one hundred in all respect (i.e. both wholesalers and retailers) which implies that the system of marketing
adopted by the marketer ceteris paribus will accrue more margins in their effort.

Constraints of Pineapple Marketing

The problems faced by the marketers were perishability nature of the pineapple, price fluctuation, lack of bargaining, scarcity and
high cost of transportation as presented in Table 4.
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Table 4: Problems affecting pineapple marketers
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Wholesalers Retailers
Constraints Frequency Percentage Rank Frequency Percentage Rank
Perishable nature 20 95.24 1t 40 90.91 1t
Price fluctuation 17 80.95 2nd 36 81.82 3rd
Lack of bargaining 15 71.43 4th 35 79.55 4th
Scarcity 16 76.19 3rd 37 84.09 2nd
High cost of transportation 6 28.57 6t 17 38.64 5th
Gluts 7 33.33 5th 9 20.46 6t

Source: Field Survey 2018.

From the study it revealed that the major constraint to pineapple
marketing was perishable nature accounting for about 95.24%
and 90.91% for both wholesalers and retailers respectfully,
followed by price fluctuation with 80.95%, scarcity had 76.19%
and lack of bargaining of pineapple having 71.43%. In addition,
glut rank 5™ with 33.33%% whereas high transportation cost had
28.57%. For retailers, the major problem identified was also
perishable nature of pineapple which accounts 90.91%,
followed by scarcity of pineapple with 84.09%, price fluctuation
is the next with 81.82%, lack of bargaining accounts for 79.55%,
but high transport cost accounts for 38.64% whereas glut had
20.46%.

Marketing of horticultural crops such as pineapple is quite
complex and risky due to the perishable nature of the produce,
seasonal production and bulkiness. The study revealed that the
major constraint to pineapple marketing is perishability which
among other things can be due to how the fruit was harvested,
handled and stored.

CONCLUSION

From the findings marketing margin analysis indicated that for
every 14.4 kg pineapple, Gross marketing margin of wholesalers
N 158.85 was higher than that of retailers N 129.66 whereas net
marketing margin of retailers N 91.24 was higher than that of
wholesalers N 59.09, return on investment of retailers 1.11
which was also higher than that of wholesalers 1.08, and
however, marketing margin of wholesalers 20.03 was higher
than that of retailers 14. This means that pineapple marketing in
the study area was profitable .The marketing efficiency for
14.4kg pineapple which was highest with 337.48% for retailers
while that of wholesalers was lower with 159.23%. Generally,
it can be deduced that among all the market participants, the
overall marketing efficiency indicates that the markets were
efficient. Some challenges were identified to limit the effective
marketing of pineapple in the study areas. From the survey, for
wholesalers, the major constraint to pineapple marketing was
perishable nature accounting for about 95.24%, followed by
price fluctuation with 80.95%, scarcity had 76.19% and lack of
bargaining of pineapple having 71.43%. In addition, glut rank
5t with 33.33%% whereas high transportation cost had 28.57%.
For retailers, the major problem identified was also perishable
nature of pineapple which accounts 90.91%, followed by
scarcity of pineapple with 84.09%, price fluctuation is the next
with 81.82%, lack of bargaining accounts for 79.55%, but high
transport cost accounts for 38.64% whereas glut had 20.46%.

RECOMMENDATIONS

Based on the results of the analysis, the following
recommendations are made for policy intervention in marketing
of pineapple

1. Provision of access to storage facilities

2. Construction of good road network to reduce damage
of pineapple during transportation and plastics trays
should be provided.

3. Extension services will be of importance to these
marketers given their level of education. This will
minimize the exploitation from buyers; increase their
handling, packaging, and storage skills.

4. The marketers can also involve themselves in
production activities by organizing themselves into
producer cooperatives. This will increase their scale
of operation, and margins by reducing purchase cost.
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