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This research was conducted at Kurmi market to 

investigate ginger marketing in Kano state. The study 

covers a period of 5 months from July–November 2018. 

Both primary and secondary data were used in the study. 

The primary data were collected from 30 respondents both 

wholesalers and retailers based on structured 

questionnaires and interview schedules. A Simple random 

sampling framework was followed for selecting the 

respondents of the study. The secondary data were 

collected from publications, reports, books and periodicals. 

The data collected were suitably classified and analyzed to 

diagnose ginger marketing as one of the valuable food 

condiments in the state despite not had been produced. The 

research shows that there is a quandary in terms of 

substandard grades, low demand in the local market, and 

high commission charges are the major challenges faced by 

marketers. However, the prospect can be made if certain 

infrastructures are created from both the marketers and 

government such as creation of storage facilities and 

providing training for the wholesalers and retailers. There 

is necessity to strengthening market information and 

intelligence system with respect to ginger crop to aid the 

marketing process in the area. 
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INTRODUCTION 
 
Ginger (Zingiber officinale) is an herbaceous perennial 
plant belonging to the family Zingiberaceae. It is a root 
crop and a typical herb extensively grown across the 
world for its pungent aromatic underground stem or 
rhizome which makes it an import export commodity 
(NEPC, 1999; Ajibade and Dauda, 2005). Ginger 
originated from Asia where it was first cultivated. Ginger 
was introduced to Europe by Arab traders in the first 
century A.D. Although southern Kaduna still remains the 
largest producer of fresh ginger in Nigeria in Kachia, 
Jabba, Kagarko Local government Areas with producing 
dominant varieties in Nigeria as ‘Tafingiwa’ and 
‘Yatsunbiri’ ( KADP, 2000; Bernard, 2008). Nigeria is the 
fourth largest exporter of ginger  in  the  world  with  china  

 
 
 
 
being the second and India the largest producer and 
exporter to more than 50 countries and accounting for 
more than 70% of the world’s production. Nigeria 
produces an average of 160,000 metric tonnes of fresh 
ginger per annum (Ajibade, 2005). Kohls and Uhl,(1990) 
defined market as an arena for organizing and facilitating 
business activity and for answering the basic economic 
questions what to produce, how to produce, and how to 
distribute production by this, ginger markets connotes its 
demand and supply in society. 

Ginger is highly medicinal as it aids in digestion and 
absorption of food and has antiseptic properties (NEPC, 
2005). Ginger based products have wide range of 
application in   many   industries   like   food   processing,  
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pharmaceuticals, soft drinks, meat canning confectionary, 
soap making and so on. Since 1927, when cultivation 
started (Arene et al., 1987) reported that the ginger 
subsector has been dominated by many small-scale 
producers and sellers. However, the statistics on the 
volume of production and distribution or volume of 
produce locally consumed is not accurately known. This 
is because there is inefficiency in the marketing system 
(Asumugha, 1988). Moreover, the processing 
technologies are still rudimentary and not properly 
developed. Storage of ginger poses a problem since the 
fresh ones is attacked by fungi while the dried ones are 
attacked by weevils. Also, middle men have been known 
to exploit producers in raising marketing cost and 
reducing producer prices (Ezeh and Asumugha, 1990). 
The present study therefore examines prospects and 
challenges of ginger marketing in Kurmi market of Kano 
State. 
 
 
 
MATERIALS AND METHODS 
 
This research was designed to study the challenges and 
prospects of ginger marketing in Kurmi market of Kano 
State. The study was based on both primary and 
secondary data. Primary data were collected through 
personal interview method from marketers, wholesalers 
and retailers with the help of well-structured 
questionnaire exclusively designed for the study. The 
sampling technique followed was purposive sampling 
technique. The sample population of the research was 
thirty (30) respondents selected at random and was given 
the questionnaire to fill the necessary data needed in the 
questionnaire. The Kurmi market today serves as a 
tourists attraction centre in Kano. It is 475.45 m above 
sea-level, and has the latitude of 12° 0’0’’12°

 
N, and 

longitude of 8° 31’8°
 

31E. The data generated will 
basically be analyzed using qualitative than quantitative. 
The report therefore was analyzed using descriptive 
statistical tool in a frequency distribution table. 
 
 
RESULTS AND DISCUSSION 
  
Table 1 reveals that about 33.33% of the respondents are 
of the age between 25-35 years and 16.67% are of the 
age 15-25 years. 26.67% of the respondents are of the 
age 35-45 years, while 23.33% of the respondents are of 
the age of 45 years and above. Figure 1 indicates that 
33.33% of the respondents have the qualification of 
secondary school and also another 33.33% obtain both 
Islamic and western education. Only 3.33% of the 
respondents obtain primary education, 10% of the 
respondents obtain tertiary certificate and 20% obtain 
Islamic education. This shows that about 66.7 percent 
which are the    majority   obtain    Islamic,   western   and  
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Table 1. Age of the respondents. 
 
Age No. of Respondents Percentage 

15-25 5 16.67 
25-35 10 33.33 
35-45 8 26.67 
45 and above 7 23.33 
Total 30 100% 
 
 Source: Field survey 2018. 

 
Table 2. Profitability of the ginger marketing 
 
Profitability No. of Respondents Percentage 

Yes  28 93.33 
No  2 6.67 
Total 30 100% 

 
Source: Field survey 2018 

 
 
secondary education and this will help government to 
sensitize the marketers and organized them. 

Figure 2 shows that among the 30 respondents taken, 
56.67% of them inherited the ginger marketing from their 
parents, and 43.33 of the respondents commences the 
ginger marketing by their own wish while none of the 
respondents got any governmental support to start the 
business. This indicates that government support for 
business in ginger is very minimal, which accounts for the 
reason why their capital base is small and they are 
unable to expand the business for export purposes. 

Table 2 indicates that majority of the marketers selling 
ginger in Kurmi market have their business profitable 
throughout the year which constitute 93.33% of the 
respondents and 6.67% of the respondents manage their 
business with very low profit. This is a pointer to the fact 
that the business in ginger is a profitable one and it 
provides chance for gainful employment for the youth. 

Figure 3 shows that majority of the customers 
uses/consume ginger much in dry season with 63.33% of 
the population while 30% of the population consume 
ginger during rainy season and 2% may use ginger as 
the time varies/or any time. The reason might be why 
there were many customers during the dry season is 
because of (Harmattan) and they were using it in 
preparation for spices and cooking condiment or use to 
garnish diet. 

As shown in (Table 3), 56.67% of the respondents 
constitute the majority of the marketers in kurmi market 
buy 1 bag of ginger in the range between #3000 to -
#8000, and 43.33% buy the ginger between the range of 
#9000 to #15000. This is the price of dried ginger and this 
may signified that those having the price ranges between 
#3000 to #8000 may not have a Better ginger (free from 
insects, debris, chaffs etc), However, those with the price 
ranges between #9000 to #15000 could have a fine and 
clean ginger devoid of impurities. Table 4 shows that all 
the total population sampled of the respondent   face   the  
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Table 3. Price of ginger/ bag 
 
Price No. of Respondents Percentage 

#3000-#8000 17 56.67 
#9000-#15000 13 43.33 
Total 30 100% 
 
Source: Field survey 2018. 

 
Table 4. Handling challenges experienced on ginger 
 

Handling challenges No. of Respondents Percentage 

Yes  30 100.00 
No  0 0.00 
Total 30 100% 

 
Source: Field survey 2018. 

 
Table 5. Do you have a account with financial institution. 
 
Respond  No. of Respondents Percentage 

Yes  22 73.33 
No  8 26.67 
Total 30 100% 

 
Source: Field survey 2018. 
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Tertiary education

Islamic education
 

 
Figure 1. Educational status of the respondents. 
Source: Field survey 2018 

 
 
challenge of spoilage. This means that ginger crop got 
easily spoils if indispensable actions are not taken in 
handling it well and keeping it free from any pest or 
disease. Marketers in ginger are not exposed to modern 
methods of preservation, probably because of either 
ignorance or lack of capital. Another handling challenge 
observed was that the more the years the ginger stayed 
not sold, the higher the vulnerable it becomes with pest 

and diseases, lowering of pungency, more dustier it 
becomes, lowering its weight etc. Figure 4   shows that 
66.67% of the respondents business had improved 
significantly, where 6.67% of the business has declined 
significantly and another 6.67% has declined somewhat, 
10% of the business has remained the same while others 
had improved somewhat. This could attribute to the 
sense that there is more awareness on the use  of  ginger  
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Figure 2. Business source. Source: Field survey 2018. 
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Figure 3. Availability of customers patronizing ginger. 
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Figure 4. Development of the Business over the Last 24 Months. Source: Field survey 2018. 
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as a spice or condiments use it as medicinal or because 
of the population explosion. 

Table 5 shows that 73.33% of the respondents have an 
account with financial institutions, while 26.67% of the 
respondents do not have an account. This could attribute 
that majority of the marketers send their money to the 
production site in Kaduna and the commodity will be way 
billed to them in Kano, this saves them time, money and 
inconveniences. 
 
 
Conclusion and Recommendation 
 
This research tries to study the prospect and challenges 
of ginger marketing in Kurmi market, Kano Municipal 
Local Government of Nigeria. Results from the study 
shows that a lot of prospect is made and can be 
sustained if certain infrastructures are created either from 
the government side like creation of storage/ ware house 
facilities, creating sensitization and awareness on 
handling and storage of ginger. The marketers need to 
form a viable union which will serve the interest of the 
members and cooperative. 
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