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The present study examines marketing of onions in one of 

the major routes for onions distribution and supply in 

Nigeria at Yan albasa market Gundutse, Kura LGA of Kano 

State. The primary data were collected using structured 

questionnaire administered to 60 active onions marketers 

involving wholesalers and retailers. Simple descriptive 

statistics was used to determine marketing margin among 

the value chain actors using SPSS version 22. The result 

showed that majority of the traders were between 31 and 

50 years of age, 45% of the onions marketers had no formal 

education. Furthermore, majority of the studied marketers 

(78%) had more than 10 years of experience. The 

marketing margin for wholesalers was found to be an 

estimated at N9, 095.52 while for retailers, the estimated 

value was N10, 023.4. It was also revealed in the regression 

analysis that the following constraints (storage cost), (age) 

and (capital investment) were significant at 5% level of 

probability as they constitute major determinants of onions 

marketing profitability in the area.  
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INTRODUCTION 
 
Onion (Allium cepa L.) is a vegetable crop belonging to 
the family of Leliaceace (Alabi and Adebayo, 2008). It is 
also known as “garden” or “bulb” onions and is one of the 
oldest cultivated vegetables in history. The leaves are 
bluish green and hollow, the bulbs are large, fleshy and 
firm Philip, (2013). Hussain, (2011) noted that onion is 
the second most important vegetable after tomato in 
Nigeria, Niger, Ethiopia, Burkina Faso and Senegal. 
Cultivation of this crop has developed steadily in tropical 
areas for more than 40 years. Over the past 15 years, the 
total surface area dedicated to onion crop in the world 
has doubled reaching a percentage figure of 2.74 million 
hectare (FAO, 2009). Marketing usually begins at the 
farm when the farmer harvests his products and the 
product cannot get to the consumers directly without a 
little value addition; firstly, the product may likely be 
located some distances away from the place of 
consumption    in    regular    and     continuous    manner  

 
 
 
 
throughout the year then, storage is required to adjust 
supply to meet demand and thirdly, a product been 
harvested is rarely in a form acceptable to consumers 
without sorted, cleaned and processed by adding value to 
the products in various ways and must be presented to 
the consumers in convenient quality and quantities for 
sale (Asogwa and Okwoche, 2012).  Market performance 
refers to the assessment of the market in terms of norms 
of marketing efficiency.  

The growing of vegetables (onions) is positive, 
empowering and rewarding; it cuts across different class, 
race and culture like no other. Onion consumption is 
spread throughout the year and there is a constant 
demand for onion bulb all year round, hence, it poses a 
challenge because most of the onion produced in (dry 
tropical zones) of Nigeria comes from the Northern part of 
the country, such as Kano, Sokoto, Borno, Bauchi, 
Jigawa, Kastina, Zamfara, these   cause   its   movement 
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Figure 1. Onions selling routes at Gundutse Kura LGA of Kano State. 

 
 
 
from the North to consumers in the other states of the 
country with volatile price fluctuation.  Onion (Allium cepa 
L.) in terms of its trade value can stand comparison with 
tomatoes and peppers. In spite of the medical, economic 
and industrial potential of onion, little research work has 
been done. 

 Therefore, consumers in the other part of the country 
depend on the mechanism of marketing function for the 
availability of this commodity. This determines the price 
of the commodity, and also influences marketing facilities 
and socioeconomic infrastructures that sway in most 
developing countries like Nigeria. These invariably affect 
consumers and sellers, and ultimately the marketing of 
onions across the value chain. The present study tries to 
investigate factors affecting onions marketing at Yan 
Albasa market in Gundutse area of Kura Local 
Government Area of Kano State (Figure 1).  
 
 
METHODOLOGY 
 
Kura local Government of Kano State is one of the major 
onion supply routes and distribution centers in Nigeria. It 
is geographically located in the southern part of the state 
along a dual express way of Zaria Road in Kano with a 

distance of about 35 km from the state capital (Figure 2). 
The local government lies in the coordinates Latitude of 
11°46′17″N and Longitude of 8°25′49″E. with an area of 
206 Km

2
 and a population of 193,392,500 as at 2016 

(NPC and NBS) National Population Commission of 
Nigeria and National Bureau of Statistics. The people are 
predominantly farmers engaged in mixed farming with an 
extensive use of irrigation farming. A structured 
questionnaire was used to collect data; however, other 
means of secondary information sources were also 
sources from magazines, journals, books, and internet. 
Purposive sampling technique was used to select the 
actors involve in the onion value chain. Populations for 
the study chosen were wholesalers and retailers of 
onions at Yan albasa market Gunduste Kura LGA of 
Kano State. The (sampling frame) was extracted from 
Propcom Monograph Series No. 24, Cluster’’. The frame 
consists of 60 marketers with each treated as a cluster, 
Samples were selected from each using a random 
sampling technique. A total of fifty (50) questionnaires 
were use to analyze 30 wholesalers and 20 retailers in 
the market due to the large number of marketers. The 
data collected were analyzed and interpreted using 
descriptive and inferential statistics using SPSS software 
version 22.  
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Figure 2. Kura local Government map. 

 
 

Table 1. Socioeconomic Characteristics of the respondents. 
 
Variable Frequency Percentage 

Age   

21 – 30 11 18.33 
31 – 40 26 43.33 
41 – 50 16 26.67 
51 – 60 7 11.67 
Total  60 100 

Level of educational   

No formal education  29 45.20 

Primary education 15 24.47 

Secondary education 16 23.33 

Tertiary education 0 0 
Adult education  0 0 
Total  60 100 

Marketing experience    

1 – 10 13 21.67 
11 -20 24 40.00 

21-30 12 20.00 

31-40 11 18.33 
Total  60 100 

Source of market information   

Fellow marketers 33 55.00 

Wholesalers 9 15.00 

Retailers 7 11.67 

Agents  9 15.00 

Self 2 3.33 

Total  60 100 

Source field data, 2019 
 
RESULTS AND DISCUSSION 
 
Table 1, showed that majority of the sample marketers 
(70%) were between the ages of 31 and 50 years and it 
also point to that  60% of sampled agro-marketers lie 

within the age bracket of 21- 40. This implies that onions 
marketing in the area are dominated by the middle- age 
individuals. On education 45% of sampled marketers had 
no formal education as shown in the (Table 1), 47% of 
sampled marketers had formal education.  
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Table 2. Level of marketing margin of onions wholesalers in Yan –albasa 
market Gundutse Kura LGA 
 
Variable  Mean value % total cost % total sales 

Cost of purchase  11,545,00 86.50% 47.91% 
Transportation cost 850.26 9.81% 5.44% 
Storage /ware housing cost 340.00 4% 1.67% 
Commission cost 85.00 0.19% 0.52% 
Total marketing cost 7,820.26 - - 
Total sales 19.365.26  - - 

 
 

Table 3. Level of marketing margin for onions retailers at Yan-albasa 
market  Gundutse Kura LGA. 
 

Variable Mean value % total cost % total sales 

Cost of purchase  17,300,00 87.55% 50.38% 
Transportation cost 1,150,00 16% 4.88% 
Commission cost 211.7 2.90% 1.67% 
Total marketing cost 8,661.7 - - 
Total sales 25,961.7  - - 

 
 
 
According to Alabi, and Adebayo, (2012) human capital 
development in agriculture holds the key for highly 
productive and sustainable agriculture and this has 
implication on marketing activities and marketing margin 
and information gathering of agro-marketers. From (Table 
1), marketing experience of respondents showed that 
78% of sampled marketers had more than 10 years 
marketing experience. According to Njoku and Odii, 
(1991) ‘experience has been observed to have influence 
on practitioners’ ability to enhance scarce resources by 
smallholders in Nigeria. The sources of market 
information from (Table 1) shows that, majority (55%) of 
onions sellers obtained information about their operation 
from fellow marketers. Wholesalers and agents represent 
30% of respondents’ source of market information. The 
result indicates that there is collaboration among 
marketers in their individual category which could have 
significant decision on price and distribution mechanism 
among the value chain actors.  

From (Table 2), the mean value of cost of purchasing 
onions was estimated at N11, 545.00 representing the 
largest share of percentage per cost of 1 bag of onions 
(86.50%), although the price is not constant as it tends to 
change at different period. Mean value of total cost 
estimated at N7, 820.26 while the mean value of sales 
was estimated at N15, 640.52, hence the marketing 
margin in the study area was estimated at N9, 095.52. 
Table 3 on the other hand represented the various cost 
incurred by retailers in Yan-albasa market situated in 
Gunduste Kura LGA of Kano state. The mean value for 
cost of purchasing onions was estimate at N7, 300.00 for 
every set of 1 bag of onions. This figure represents the 
largest share of percentage (87.55%). Mean value of total 
cost was estimated at N8, 661.7 hence marketing margin 
in the study area was estimated at N10, 023.4. Therefore, 

the total marketing margin= N11,785 +  N17,300+ 
N29,085 although ,many factors account for cost incurred 
in marketing of onions by wholesalers and retailers, 
transport accounted for the highest ( N850.26 and 
1,150.00 respectively) on the average, an indication that 
transportation is a major problem encountered by onions 
marketers in Yan-albasa market Gun-dutse  of Kura LGA 
Kano state. 
 
 
Conclusion 
 
A closer look at the estimated marketing margin 
calculation revealed that the sampled respondents had a 
marketing margin of N7, 820.26 and N8, 661.7 for 
wholesalers and for retailers respectively. The storage 
cost, and transportation cost, level of education, years of 
marketing experience, capital investment, age and 
quantity of onions sold) explained about 30% of variation 
of factors affecting marketing margin of respondents. The 
findings show that there are marketing margins for 
retailers and wholesalers in the area. Analyzed data 
revealed that there are factors that affect marketing in the 
area at various degrees, storage and capital investment 
stands out among others. Major constraints to onion 
marketing in the area were high cost of transportation 
and lack of storage facilities. 
 
Recommendations 
 
(i) There should be increased local capacity to make the 
quantity offered for sale large enough to influence market 
performances; this can be done through a well thought-
out credit scheme for agric-businesses, and marketing 
players. 
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(ii) Effort should be directed towards addressing 
transportation by regular maintenance of roads, provision 
of alternative means of transportation as this would 
reduce the pressure on the road and cost incurred in 
moving the farm produce from one corner of the country 
to the other. 
(iii) Provision of up-to-date storage facilities and other 
necessary facilities to aid and advance the business of 
marketing of onions in the area; this can be done through 
public or private partnership arrangement. 
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