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This study assessed the performance of orange marketing 

in Lafia Metropolis, Nasarawa State, Nigeria. Data were 

collected from eighty 80 respondents which were obtained 

using random sampling technique. Primary data were 

collected through structured questionnaire and analyzed 

using descriptive statistics, gross margin analysis, 

marketing margin, Gini coefficient, efficiency model and 

multiple linear regressions. Results of the study revealed 

that majority (91.2%) of the respondents were male and in 

their youthful, active ages with a mean age of about 32 

years. The costs and returns analysis of the wholesale and 

retail marketers revealed that the wholesalers and 

retailers’ total variable cost were ₦53.11/kg, and 

₦76.28/kg, respectively. Purchase cost had the highest 

percentage of 69.33% and 55.57% for the retailers and 

wholesalers. The study also revealed that there was high 

profit from orange marketing per week with total revenue 

(TR) of N120.50, gross margin (GM) of N44.22, and the net 

income of N24.22, respectively. The marketing margin of 

retailers was ₦30.39/kg, while that of the wholesalers was 

₦23.23/kg, with a marketing margin of the wholesalers and 

the retailers estimated at ₦7.16/kg. The determinant of 

orange marketing in the study area revealed that the major 

determinants of orange marketing in the study area was the 

quantity of orange fruit marketed, Education Status, and 

years of marketing experience of the marketers. The R2 

value was 0.630. Furthermore, the quantity marketed and 

years of marketing experience were significant at 1% level 

degree of probability, while educational status was 

significant at 5% level of significance. It was observed that 

years of marketing experience, quantity marketed, and 

educational status were all positive. The efficiency of 

orange marketing for the wholesalers (98.0%) was higher 

than that of the retailers (63.6%). The result of the Gini 

coefficients of orange marketers was 0.5786. Based on this 

result, it was observed that orange marketers were faced 

with constraints of inadequate storage facilities which 

eventually affected their market performance. The study 

therefore, recommended that government should provide 

adequate storage facilities for the orange marketers, and as 

well sensitize marketers on various storage techniques to 

enhance marketing efficiency and performance. 
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INTRODUCTION 
 
Agriculture is the backbone of Nasarawa state as well as 
in Nigeria. Urban economy is regulated by the urban 
masses and its   development   often   relies   on   various  
economic activities they perform and they are mostly 
dependent on agricultural activities. Horticultural farming  

 
 
 
 
is yet one of the major source   of   generating   adequate 
income. There are various kinds of horticultural crops like 
fruits, vegetables, spices, nuts, and tuber crops, 
medicinal and aromatic plants, among others. Fruits and 
vegetables are seen as a strong part of   a   healthy   and  
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balanced diet and a major part of agricultural production 
and the global fruit production in year 2018 by selected 
variety was75.54 million metric tonnes (statista.com). 
Orangebook.tetrapark.com reported that oranges are 
cultivated in tropical and subtropical regions around the 
world. The trees can grow in varieties of soil conditions 
ranging from extremely sandy to rather heavy clay loams, 
though the best environment for it best growth is the 
intermediate soil types. Approximately 70 million tonnes 
of oranges are produced per year world-wide with about 
one third of the total produced is processed, while the 
rest being consumed as fresh fruits. In most cases, 
producers prefer to sell oranges to the fresh fruits market 
as their price is normally higher than those sold for 
processing into various juices. 
  The fruits are eaten fresh and used for making juice. 
Orange cultivation predominantly plays a very important 
role in the socio-economic condition in Lafia. Orange is a 
seasonal horticultural fruit crop. Oranges are available 
throughout the year (peak time-winter) and grow on 
evergreen trees which are about 30 feet high and 20 feet 
wide. The flowers of the orange are white and blossom in 
spring, however the fruits appear only by winter. Once 
the trees are matured it gives fruits for 5-10 years. Lafia 
is traditionally a horticultural environment due to its 
unique agro-climatic condition, which permits growing 
wide range of horticultural crops like various fruits, 
vegetables, flowers, spices, nuts, tuber crops (Emiola 
and Fawole, 2007). 

In an economy, production and marketing must go 
hand in hand. Marketing plays an important role to 
stimulate production, consumption and accelerates the 
pace of economic development of a country. The 
horticultural marketing in Nasarawa State is highly 
decentralized. The marketing of orange is very complex 
because of its perishable nature, seasonality and 
bulkiness. Cultivation of orange is more profitable than 
any other seasonal crops. Marketing of orange in Lafia is 
largely unorganized and is in the hands of intermediaries 
such as wholesalers, retail traders, pre-harvester 
contractors and others (Isitor et al., 2016; Girei et al., 
2018). 

Large quantities of oranges are used to produce single 
strength juice, pectins used in the production of jams and 
jelly pits residue which is fed to livestock. The great 
potential derivable has not been harnessed. Only a 
smaller percentage of orange produced find their way to 
the local orange industry. The production of orange being 
seasonal and localized to favored agro-climatic 
conditions coupled with the perishability of the produce 
pose, several problems on marketing front. Seasonal 
gluts, distress sale and volatile behavior of price are 
therefore common trend in all markets during normal 
production season. Then marketing and transportation of 
orange and other fruits hurdles in the way of fruit growers 
of urban areas who are also exploited by middlemen 
resulting in the low share of farmers  in   the   consumer’s 

 
 
 
 
money.  

Furthermore, the continue adoption of unorganized 
marketing practices of orange also lead to high marketing 
costs, margins and price spread which all combine 
together to snatch away the economic attraction the fruit 
holds (Mrema and Rolle, 2002). The neglect of the 
orange fruit industry is more so, for instance where 
industry are willing to invest in agriculture, both the 
government and private sector prefer to invest on food 
crops in Lafia such as sesame, rice, cassava, yam, etc. 
that can fetch them short time quick returns. Rather than 
invest in market of orange, Reasons are orange industry 
is constraint by many marketing problems. Heavy fruit 
loses usually occur while the citrus is being transported 
along marketing chain. At the marketplace the seller also 
face the problem of spoilage, as the fruits are generally 
perishable in nature, which is also caused by poor 
storage/shelf life of the fruits. Aside from these, orange 
marketers’ inherent socio-economic factors in the 
marketing chain, also plays prominent role. All these 
factors as well as the frequent price fluctuations of 
orange due to its perishable and seasonal nature 
discourage prospective investors from venturing into 
orange marketing. This study therefore will examine the 
viability of marketing of orange and profile the 
characteristic of marketing of orange in Lafia used as a 
case study (FAO, 2004). 

Orange is listed as being of high priority and has been 
identified as one of the most cultivated fruit crop in north 
central Nigeria. Internationally it ranks within the top three 
cultivated fruit crops. Orange products are rich in 
vitamins, minerals and dietary fiber, which are essential 
for normal growth and development and overall   
nutritional -wellbeing (Economos and Clay, 1999). Locally 
too, it is a high ranking fruit tree crop which has made the 
only horticultural research institute in sub-Saharan Africa 
to devote a whole programme for its research and 
development. In order of importance orange is ranked 
first among other fruit crops by farmers (NIHORT, 2000). 
In view of the above, the research is to address the 
following questions. Certain features that are unique to 
the industry affect marketing of farm products. These 
factors include: seasonality of products, perish-ability of 
products, inelastic demand, production hazards, changes 
in market demand, large number of small producers, and 
geographical specialization of the production according to 
(Girei et al., 2018). In view of the above, the research is 
to address the following questions. 
 
Research questions  
 
(i). what are the socio-economic characteristics of orange 
marketers? 
(ii). what are the channels of orange marketing in Lafia 
metropolis? 
(iii). what is the cost and returns from marketing analysis 
of oranges in Lafia Metropolis? 
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(iv). to what extent is marketing analysis of oranges 
efficient in the study area? 
(v). what are the constraints confronting marketing 
analysis of oranges in the study area? 
 
 
Objectives of the study 
 
The objectives of the study include to: 
 
(i). identify the channels of orange marketing in the study 
area 
(ii). examine the cost of and returns from marketing of 
oranges  
(iii). determine the efficiency in orange marketing  
(iv). examine the determinants of orange marketing  
(v). compare the marketing margin for both wholesalers 
and retailers of orange  
(vi). examine the constraints confronting marketing of 
oranges in the study area. 
 
 
METHODOLOGY 
 
The study was conducted in Lafia Local Government 
Area, Nasarawa State, Nigeria. Lafia Local Government 
is located in the Southern Agricultural Zone of Nasarawa 
State It lies along latitude 8° and 29° North, longitude 8° 

and 31° East (Amfani-Joe, 2018). The study area shares 
boundaries with Nasarawa Eggon Local Government 
Area to the North, Doma Local Government Area to the 
West and Qua’an Pan Local Government Area of Plateau 
State to the East and Obi Local Government Area to the 
South. The local government has population of about 
330.712 with a projected population of 448.093 applying 
the projected growth rate of 2.8% per annum for year 
2017 (NPC, 2006). Lafia local government has generally 
warm climate characteristic thus being the result of its 
relatively low latitude. The minimum temperature ranges 
from 11-12°C in December/January and to maximum of 
33-42°C between March/April. The mean annual rainfall 
in 527.8 mm which begins in March/April and end in 
October/November the annual mean temperature is 
26.31°C from January to December and it soil varies from 
sand to clay based on its climate weather condition. The 
following crops yam, cassava, maize, sorghum, rice etc. 
are grown in the area. The people of Lafia local 
government are predominately farmers and they also 
engaged in other economic activities like fishing, trading, 
craft ship etc. 
 
 
Sampling and sample size 
 
A two stage random sampling technique was used for 
this study. The first stage involved the random selection 
of four markets in Lafia   metropolis. The   second   stage  
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involved the random selection of ten orange wholesalers 
and retailers from each of the four selected markets. This 
gives a total of eighty respondents, and constituted the 
sample size for the study. The choice of random selection 
of respondents was due to none existence of organized 
lists of orange marketers in the study area and hence, the 
choice of this method. Primary data were collected from 
selected wholesalers and retailers involved in marketing 
of oranges with the help of structured questionnaires, 
while secondary data were also obtained from various 
books, journals, and related internet services. Descriptive 
statistic such as frequency distribution and percentages 
was used to analyzed objectives; i, ii, and vi. Cost and 
returns for achieving objective (iii).  Efficiency model was 
used to address objective (iv).  Multiple linear regression 
model was used to analysis the determinants of 
marketing efficiency (objective v). While marketing 
margin analysis and level of market concentration were 
achieved using Gini coefficient to achieved objective (vi). 
 
 
Efficiency model 
 
The model is specified as follows: 
 
PE= [(Pp–Pr)/Cp]x 100                                                  1 
 
Where 
 
PE = pricing efficiency value 
Pp = price of peeled orange (N/kg) 
Pr = price of unpeeled orange (N/kg) 
Pp – Pr = value addition  
Cp = cost of peeling orange (N/kg)  
 
Determinants of pricing efficiency 
 
Linear regression analysis was used to address this sub 
objective. The regression model is expressed implicitly 
as: 
 
Yi= + i + ui                                                                                                        2 

Where:  
Yi = Price efficiency (N) 
 
Y =     Total amount of orange sold  × 100% 

Total amount of orange purchased 
 

 = Regression coefficient 

Xi = Vector of selected independent variables 
X1 = Gender of marketer 
X2 = Age of processor (years) 
X3 = Marital status of marketer 
X4 = marketing experience (years) 
X5 = Quantity marketed (Kg) 
X6 = Educational Status 
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X7 = Level of inputs, measured by the amount (₦) spent 
on all variable inputs  

 = constant term 

U = Error term 
The gross margin budgetary technique is given as 
GM/Kg = TR – TVC/Kg                                                 (3) 
Where GM = Gross Margin (N/Kg) 
TR = Quantity of Output (Qi) x price (Pi)  
TVC = Quantity of Input (Xj) x Price (Pj)  
Pj= average price of output i (₦/kg) 
Qi = average quantity of output i (kg/ha) 
Pj= average price of input j (₦/kg) 
Xj= quantity of input j used (kg/ha) 
 
RNI =  GM 

            TVC                                                       (4)                                                                                                            
 
Where RNI = Return per Naira Invested 
GM = Gross Margin (₦/ha) 
TVC = Total Variable Cost (₦/ha) 
 
 
Marketing margin  
 
This is the difference in the price of a commodity at 
different stages of time, place, form and possession as it 
moves from producer to the ultimate consumer. Olukosi 
et al. (2007) defined marketing margin as the differences 
in prices between that part paid by the consumer and that 
obtained by the producer. The study made use of the 
modified form of marketing margin model adopted by 
Olukosi et al., (2007) in order to determine the margin of 
the marketers in marketing of orange in the study area. 
The model is mathematically presented as under:  
 
MM= SP – CP                                                             (5) 
 
Where,  
MM = Marketing margin  
SP = Selling price  
CP = Producer’s price or Supply prices 
 
 
Gini coefficient  
 
The Gini-coefficient is a measure of statistical dispersion 
most prominently used as a measure of inequality of 
income distribution or inequality of wealth distribution. It is 
defined as ratio with values zero and one. Thus, a low 
Gini-coefficient indicates more equal income or wealth 
distribution, while a high Gini-coefficient indicates more 
unequal distribution, with a value of zero corresponding 
to perfect equality and one to perfect inequality. The total 
value of sales of orange from each market was used to 
compute Gini-coefficient. As an index of measurement, it 
is easily ascertainable and more reliable. This   tool   was  

 
 
 
 
used by Girei et al. (2013); Kassali et al. (2018). The 
Gini-Coefficient was computed using the formula as 
captured below.  
 
GC=1-ΣXY                                                                     (6)                                                                                                            
 
Where;  
GC = Gini Coefficient  
X = Proportion of sellers  
Y = Cumulative proportion of total sales  
Σ= Summation sign  
 
 
RESULTS AND DISCUSSION 
 
The socio-economic characteristics of respondents such 
as age, gender, marital status, educational level, 
household size, sources of capital, years of marketing 
experience, membership of marketer association were 
analyzed using simple descriptive statistics are presented 
in (Table 1). Results revealed that vast majority (91.2%) 
of the marketers were male, only 8.8% accounted for 
female. This implies that men were more involved in the 
marketing of oranges than the women in the study area. 
This may be as a result of hard labour that associated 
with orange marketing and the cultural affiliations 
associated with women in Northern Nigeria were they 
might not be allowed to embark on marketing of oranges 
as married people. Technical efficiency of orange 
marketing can be affected by gender disparity. This result 
agrees with the findings of Okoruwa and Ogundele, 
(2015) on their study of technical efficiency differentials in 
rice production technologies in Nigeria. 

Age refers to the number of years person has lived and 
it is determinant factor of the quality labour supply in 
farming enterprise.  The result presented in (Table 1) 
revealed that majority (46.2%) were within the age range 
of 20-30 years, 31.2% were within the age range of 31-40 
years, while only 16.2% were less than 20 years of age. 
The mean age was 31.5 years.  This means that most of 
the orange marketers in the study area were within their 
economic active, middle, and productive ages and 
suggests that orange marketing business requires a lot of 
energy and is labour intensive, because it strongly 
involves moving from one place to another to assemble 
the products for marketing and hawking. The result is in 
line with the study of Acharya and Agarwal, (2014) and 
Mgbada et al. (2016) on their study of marketing of 
cassava products in South- East Nigeria.  Married 
couples contribute significantly to the general progress of 
marketing enterprises and where wives are given free 
chance to operate; increase in profit can be substantial. 
Results further revealed that majority (75.0%) of the 
orange marketers were married, while 20.0% were still 
single. Also, only 2.5% of the marketers were widowed 
and divorced. This implies that orange marketing is an 
enterprise undertaken by married people and this may be  
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Table 1: Socio-economic characteristics of orange marketers 
 

Characteristics Frequency Percentage Mean 

Gender    

Female 7 8.8  
Male 73 91.2  
Total 80 100  
Age    
<20 13 16.2  
20-30 37 46.2 32 years 
31-40 25 31.2  
41-50 5 6.2  
Total 80 100  
Marital status    
Single 16 20.0  
Married 60 75.0  
Divorced 2 2.5  
Widow 2 2.5  
Total 80 100  
Years of experience    
1-5 42 52.5  
6-10 26 32.5  
11-15 9 11.2 11 years 
16-20 3 3.8  
Total 80 100  
Household size    
1-5 42 52.5  
6-10 25 31.2  
11-15 9 11.2 7 persons 
16-20 4 5.0  
Total 80 100  
Educational level    
non formal 41 51.2  
Primary 22 27.5  
Secondary 17 21.2  
Total 80 100  
Source of capital    
personal savings 78 97.5  
relatives/friends 2 2.5  
Total 80 100  
Marketers association    
No 5 6.2  
Yes 75 93.8  
Total 80 100  

Source: Field survey, 2019 
 
 
that they see it as a means of livelihood for income 
generation for the family. In addition, married people are 
seen to be responsible according to societal standards.  
In a similar vein, Anzaku et al. (2016) observed that 
marital status plays a vital role in marketing enterprise if 
both males and females participate in marketing 
activities. 

Marketing experience refers to the number of years 
marketer spent in marketing enterprise. It may also affect 
adoption of innovation in marketing enterprise. Results on 
the marketing experience revealed that majority 52.5% of 
the orange marketers had marketing experience within 
the range of 1-5 years, while 32.5% of the marketers had 
marketing experience within the range of 6-10 years. 
Furthermore, 11.2%, and 3.8% had marketing experience 

within the ranges of 11-15 years, and 16-20 years 
respectively. The mean marketing experience in the 
study area was approximately 5 years. This suggest a 
high marketing experience of the orange marketers which 
is very important because it helps the respondents 
improve on their marketing performance and efficiency as 
this can accelerate the respondents skills needed in 
orange marketing. This confirms earlier study by 
Hausman et al. (2014) who observed the younger people 
were more involved in the marketing of perishable 
agricultural commodities such as oranges. 

 Labour supplies for marketing agricultural products for 
small and medium enterprises are usually partly or wholly 
from household. Majority (52.5%) of the respondents had 
household size within the range  of   1-5   persons,   while  
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Table 2: Marketing channels of orange in the study area. 
 
 
    

Source: Field survey, 2019 
 
 
31.2% had household size within the range of 6-10 
persons. However, 16.2% of the marketers had 
household size above 10 persons. The mean household 
size was approximately 7 persons. This implies that 
marketers in the study area had relatively large family 
size, and this might affect their income positively. Also 
large household size could mean more hands that can be 
used for labour in the marketing processes. This study 
agrees with the findings of Vihi et al. (2017) that large 
household size plays a vital role in labour supply, which 
increases profitability of the poor resource marketers.  
 
 
Educational status 
 
Results in (Table 1) also showed that majority 51.2% of 
the orange marketers had not attended any formal 
education, while 48.7% had attended one form of 
education or the other. This shows that orange marketers 
in the study area were illiterate who can hardly read or 
write. This can affect their marketing performance and 
efficiency because education is very important for training 
and marketing skill enhancement planning and 
implementation for marketers by extension service 
providers since it is easier to train marketers who are 
literate. In addition, education has positive effect on the 
business intelligence of an entrepreneur. This result 
disagree with the findings of Nsikan et al. (2014) that 
observed high level of literacy of marketers on their study 
of marketing cassava products  in Akwa-Ibom State 
Nigeria.   

Results also showed that majority (97.5%) of the 
orange marketers fund their orange business with their 
personal savings, while only 2.5% were able to get 
capital from their friends/relatives. This implies that 
majority of the respondents cannot access credit from 
financial institutions and may be that they do not have 
collateral to access this loan. It can also be because they 
were illiterates and do not know how to go about loan 
application. This concord with the findings of Davis, 
(2010) who observed that majority of orange fruit 
marketers were menial traders who can hardly fund their 
business because of their low income status. 

Cooperative societies provide assistance to their 
members in terms of credit to enhance profitability, 
information on new technologies and serve as medium of 
communication between members and marketing agents. 
Most (93.8%) of the orange marketers belonged to one 
marketers association or the other, while 6.2% do not 
belong to any marketers association. Marketers 

association can the orange marketers to negotiate for 
prices of commodities and also provide some level of 
marketing information and market protection to avoid 
excess exploitation from marketing agents. This study is 
in line with Waziri et al. (2014) whose suggests that 
marketers belonging to a cooperative association will 
likely be protected from exploitation, hence encouraging 
efficient marketing system. The channels of marketing 
orange fruit in the study area are presented shown in 
(Table 2). The results revealed that all of the respondents 
(100.0%) purchase their orange products directly from 
the producers, while the retailers purchase directly from 
the wholesalers to resale them to the final consumers. 
This implies that marketing of orange in the study area 
move from one higher marketing agent to the other until it 
gets to the final consumers. This trend could lead to 
exploitation as additional cost can be added or incurred in 
the cause of commodity exchange.  Adelman, (2016) 
observed that bulk majority of agricultural commodities 
flow mainly from the producers, the wholesalers, which 
ultimately move to the final consumers through the 
retailers.  

The profitability assessment of wholesaler and retailer 
in the study area was done using marketing margin 
analysis. The estimated costs and returns are presented 
in (Table 3). Results revealed that the wholesalers and 
retailers’ total variable cost were ₦53.11/kg, and 
₦76.28/kg, respectively. Purchase cost had the highest 
percentage of 69.33% and 55.57% for retailers and 
wholesalers respectively. The percentage of total cost on 
transportation for wholesalers (0.07%) was higher than 
that of the retailers which was 0.02%. This may be due to 
the far distance travelled by the wholesalers in moving 
their purchased product from the producers to their point 
of sale.  In addition, the wholesalers purchased their 
oranges in bulk and hence attract high transportation 
charges. The total variable cost of wholesalers 
(₦78.94.11/kg) when compared with that of retailers 
(₦96.06/kg) was low because they enjoyed better 
marketing benefits such as economy of scale and were 
better informed about the market trend. The net income 
for all the categories of marketers showed that marketing 
of orange was slightly profitable in the area. The gross 
ratios of 0.80 and 0.48 for the retailers and wholesalers 
showed that for every ₦1 returns, 80k, and 48k were 
spent on marketing cost respectively. This indicates that 
orange marketing is a desirable business venture for both 
wholesalers and retailers in the study area. The operating 
ratios of 0.63 and 0.32 were an indication that for every 
₦1 accrued   as   gross   returns,   63k   and   32k   were  

Marketing channel Frequency Percentage 

Producer-Wholesaler-Retailer-Consumer 100 100 
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Table 3: Costs and returns analysis of orange marketing in the study area 
 
Items Retailer Amount   % of TC (₦/kg) Wholesaler Amount  % of TC (₦/kg) 

Variable cost     
Cost of orange 66.60 69.33 41.50 52.57 
Transportation cost 1.99 0.021 5.59 0.071 
Polyethene 3.10  -  
Water 0.88  -  
Labour 3.71  6.02  
Total variable cost 76.28  53.11  
Fixed cost     
Security 0.72  0.99  
Tax 0.19  0.41  
Depreciation on baskets, 
wheelbarrow, umbrella, chair, 
table, knife 

8.76  9.25  

Rent 10.11  15.18  
Total fixed cost 19.78  25.83  
Total cost TC 96.06  78.94  
Returns (TR) 120.50  164.0  
Gross margin 44.22  110.89  
Net income (profit) 24.44  85.06  
Gross ratio TC/TR 0.80  0.48  
Operating ratio TVC/TR 0.63  0.32  
Profitability ratio (profit/TC) 0.25  1.08  
      Source: Field survey, 2019 

 
 Table 4: Efficiency in marketing analysis of oranges in the study area 
 

Marketers 
Price of 
peeled 

orange N/kg 

Price of 
unpeeled 

orange N/kg 

Value addition 
N/kg 

Cost of peeling 
orange N/kg 

Pricing efficiency 
value (%) 

Retailer 3.27 2.78 0.49 0.77 63.6 
Wholesaler - 0.98 0.98 - 98.0 
        Source: Field survey, 2019 

 
Table 5: Determinant of orange marketing in the study area 
 
Variables Coefficients Standard deviation t-value 

(Constant) 1.082 0.539 2.009 
Quantity marketed 0.462 0.095 4.861*** 
Educational Status 0.265 0.134 1.977** 
Level of input used -0.073 0.050 -1.471NS 
Years of experience 0.002 0.004 0.5NS 
Gender of respondents 0.044 0.287 0.153NS 
Age of respondents -0.036 0.101 -0.360NS 
Marital status -0.185 0.148 -1.251NS 
R2=0.630, Df =7    

       Source: Field survey, 2019    ***Significant at1%, ** Significant at 5%, 
NS= Not significant 

 
 
expended as variable costs by retailers and wholesalers 
respectively. Similarly Hanekom, (2010) observed in his 
study of conduct, concentration, and performance of 
study fresh orange marketing in South Africa was 
profitable with net income worth of ₦23.44/kg.  

The efficiency of orange marketing for wholesaler and 
retailer in the study area are presented in (Table 4). 
Results reveal that efficiency of orange marketing for the 
wholesalers was 98.0% while that of the retailers was 
63.6%. This implies that the wholesalers were more 
efficient than the retailers in the marketing of orange in 
the study area. However, the marketing efficiency for 

both marketers was high. This is in agreement with the 
findings of Mogaji et al. (2013) in their research of 
marketing performance and efficiency of potato marketing 
in Ondo State, Nigeria. It was reported that potato 
marketing was efficient with average marketing efficiency 
of 17.65%. Multiple linear regression models were used 
to examine the determinants of orange marketing in the 
study area.  The result is presented in (Table 5).  It was 
revealed from the findings that the major determinants of 
orange marketing in the study area was quantity of 
orange fruit marketed, nature of technology used, and 
years of marketing experience of the marketers.  
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Table 6: Marketing margin analysis of orange marketing 
 
Variables Retailers Wholesalers  t-Value 
Mean income  16400 8450               5.5729 
Standard deviation  5778.20840 6628.60932 
Variance  3339.0000 4394.0000 
Sample size,  Df=38 40 40 

Source: Field survey, 2019 
 
 

Table 7: Result of Gini-coefficient analysis of orange marketing in the study area 
 

Income sales 
Number of 

sellers 
Proportion of 

sellers (X) 

Cumulative 
Proportion of 

sellers 

Total 
 Sales 

Proportion  
of sales 

Cumulative 
Proportion 
of sales (Y) 

∑XY 

≤50,000 21 0.26 0.26 1,134,000 0.17 0.17 0.0442 
50,000-100,000 43 0.54 0.80 1,690,000 0.26 0.43 0.2322 
100,001-150,000 5 0.06 0.86 760,020 0.12 0.55 0.0330 
150,001-200,000 3 0.04 0.90 220,000 0.03 0.58 0.0232 
200,001-250,000 1 0.01 0.91 623,000 0.09 0.67 0.0067 
250,001-300,000 1 0.01 0.92 520,000 0.08 0.75 0.0075 
300,001-400,000 2 0.03 0.95 435,000 0.07 0.82 0.0246 
>400,000 4 0.05 1.00 1,200,000 0.18 1.00 0.0500 
Total 80 `  6,582,020 1.00  0.4214 

Source: Field survey, 2019, GC= 1-XY= 1-0.4214 = 0.5786 
 
 

Table 8: Constraints confronting marketing of orange in the 
study area 
 

Constraints Frequency Percentage 

Storage problems 78 97.5 
Pest and disease of orange 68 85.0 
Transportation problem 61 76.3 
Poor marketing outlet                      59 73.4 
Inadequate capital 
High costs of orange 

43 
32 

53.8 
40,0 

       Source: Field survey, 2019 
 
 
 
The coefficient of multiple determinations was computed 
at 0.630. This implies that about 63% of the variations 
dependent variable (price efficiency) were caused by 
variations in the independent variables included in the 
model. Furthermore, the quantity marketed and years of 
marketing experience were significant at 1% level of 
significance, while nature of technology used was 
significant at 5% level of significance. It was observed 
that years of marketing experience, quantity marketed, 
and nature of technology used were all positively related 
to the marketing of orange in the study area. This means 
that as these variables increases, their marketing 
efficiency increases. This results support earlier findings 
by Khols and Uhl, (2015) who observed that the 
educational status, years of marketing experience, and 
gender of the respondents were significant determinants 
in the marketing of agricultural product especially 
perishable commodities. The results in (Table 6) show 
the marketing margin between wholesalers and retailers 
in Lafia metropolis. the mean income obtained by the 
wholesalers was N16400 per month, while that of the 

retailers was N8,450.00 per month, indicating the mean 
difference of N7,950.00 and the calculated t-value of 
5.5729 which was greater than critical value at 1%,5%, 
and 10% level. This implied that there is no significant 
difference in the income of wholesalers and retailers in 
Lafia market metropolis.  
 
 
Gini-coefficient of orange marketing in the study area 
 
The result of the Gini coefficients of orange marketers is 
presented in (Table 7). It was revealed that the Gini-
coefficient was 0.5786. This value tends to dwell toward 1 
than 0. This implies that there is disparity in the earnings, 
non-competitive behavior, and dominant of the study area 
by few marketers. This level of low concentration in the 
market may be attributed to market entry restriction and 
hence, the existence of inequalities among the various 
marketers in the market. This result is similar to Iheme, 
(2016). The constraints confronting orange marketers in 
the study area is presented in (Table 8). The results show 
that majority (97.5%) of the marketers   had   inadequate  
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storage facilities as their major constraints. This was 
followed by incidence of pest and diseases on orange 
(85.9%), poor transportation network (76.3%), poor 
marketing outlet (73.4%), and inadequate capital 
(53.8%). From the above results, it can be observed that 
orange marketers in the study area can be more efficient 
if taught how to adequately store their orange product in 
better storage facilities that can enhance the shelf-life of 
the produce. Orange is a perishable commodity and can 
hardly last for longer than a week if not properly stored 
Acharya and Agarwal, (2014).  
 
 
Conclusion and recommendations 
 
Based on the findings of this study, it is concluded that 
there is no standard marketing institution for oranges in 
the study area. Despite that, there was high profit from 
orange marketing per week and this could serve as a 
vehicle for sustainable income generation for poverty 
reduction especially if organized and supported and 
promoted.  Also, there is low competition in the markets 
as the level of inequalities is very high. It is therefore 
recommended that; that the orange marketers be 
supported with the adequate facilities and finance to 
enhance their marketing performance. Marketers should 
be educated on the proper storage methods that will 
increase the shelf-life of orange fruit. This will accelerate 
the farmers marketing performance and efficiency. It is 
very relevant to organize the marketers and create well-
structured outlets to reduce inequality within the markets. 
Marketers are to be encouraged and trained on orange 
marketing value chain so as to take advantage of higher 
returns.  
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