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Abstract- The study investigated the structure, conduct and
performance of millet marketing in Bade Local
Government Area (L.G.A.) of Yobe State. It also described
the socioeconomics characteristics of millet marketers, and
determined the structure conduct and performance of
millet marketing in the study area. Simple random
sampling technique was adopted in selecting one hundred
and fifty (150) respondents whom the questionnaire were
administered to. Descriptive statistics was used to describe
their socioeconomic characteristics; Gini coefficient was
used to determine the market concentration and classify
the structure of millet market in the study area. Results
showed that there were more males involved in millet
marketing than females and most of where in their active
ages between 25-36 years of age. Most of the respondents
were married with family size between 6-10 individuals,
most of them were educated and could read and write,
which made the answering of the questionnaire faster. The
Gini coefficient result showed that there were moderated
income inequality among wholesalers and a severe income
inequality among retailers.
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L INTRODUCTION

The wvarious species called millet were initially
domesticated in different parts of the world, most
notably in East Asia, South Asia, West Africa, and
East Africa. However, the domesticated varieties have
often spread well beyond their initial area. Specialized
archaeologists called palaeoethno botanists, relying on
data such as the relative abundance of charred grains
found in archaeological sites, hypothesize that the
cultivation of millets was of greater prevalence in
prehistory than rice, especially in northern China and
Korea. Millets also formed important parts of the
prehistoric diet in Indian, Chinese Neolithic and
Korean Mumun societies, (Manjul, Taranumm, 2006)
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Pearl millet (Pennisetum glaucum) was definitely
domesticated in Africa by 3500, early evidence
includes findings at Birimi in West Africa with the
earliest at Dhar Tichitt in Mauritania. (D’Andrea,
Casey, 2002). Pearl millet was domesticated in the
Sahel region of West Africa, where its wild ancestors
are found. Evidence for the cultivation of pearl millet
in Mali dates back to 2500 BCE, (Ruth, Tom,
Schwenniger 2011).

Millets are major food sources in arid and semi-arid
regions of the world, and features in the traditional
cuisine of many others. Another cereal grain popularly
used in rural areas and by poor people to consume as
a staple in the form of roti. Millet porridge is a
traditional food in Russian, German, and Chinese
cuisines. In Russia, it is eaten sweet (with milk and
sugar added at the end of the cooking process) or
savory with meat or vegetable stews. In China, it is
eaten without milk or sugar, frequently with beans,
sweet potato, and/or various types of squash. In
Germany, it is also eaten sweet, boiled in water with
apples added during the boiling process and honey
added during the cooling process. In Nigeria it is used
for Tuwo, Porridge and Fura.

Per capita consumption of millets as food varies in
different parts of the world, with consumption being
the highest in Western Africa. In the Sahel region,
millet is estimated to account for about 35 percent of
total cereal food consumption in Burkina Faso, Chad
and the Gambia. In Mali and Senegal, millets
constitute roughly 40 percent of total cereal food
consumption per capita, while in Niger and arid
Namibia it is over 65 percent. Other countries in Africa
where millets are a significant food source include
Ethiopia, Nigeria and Uganda. Millet is also an
important food item for the population living in the
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drier parts of many other countries, especially in
eastern and central Africa, and in the northern coastal
countries of western Africa. In developing countries
outside Africa, millet has local significance as a food
in parts of some countries, such as China, India, Burma
and North Korea. (FAO, 2012).

The use of millets as food fell between the 1970s and
the 2000s, both in urban and rural areas, as developing
countries such as India have experienced rapid
economic growth and witnessed a significant increase
in per capita consumption of other cereals.

In addition to being used for seed, millet is also used
as a grazing forage crop. Instead of letting the plant
reach maturity, it can be grazed by stock and is
commonly used for sheep and cattle. Millets are highly
varied group of small-seeded grasses, widely grown
around the world as cereal crop or grain for fodder and
human food. Millet is an important cereal that makes
up about two-third of the total cereal production in
Africa (FAO, 2008). It is a major staple diet to millions
of households in Nigeria and a crucial resource to the
small-scale farmers as well as those making it
available in the markets. Millet is a cereal crop
belonging to the grass family Graminae. It is the
seventh most important cereal crop globally, and an
important coarse grain food crop in Africa and South
Asia (ICRISAT, 2005). Thus, it is a staple grain for
about 90 million people living in the Semi-Arid
Tropical Regions of Africa and the Indian sub-
continent (Gulia et al., 2007). The market for food
staples remains central to many agricultural-based
economies because staple foods constitute such a
major share of household food expenditures (IFPRI,
2008). This study is driven by the quest to

analyse the socio-economic characteristics of

millet marketers in the study area;

determine the degree of the market concentration

among the market participant in other to classify

the structure of millet market in Bade L.G.A.;

analyze the conduct of millet market in Bade

LGA.; and

determine the market performance of millet grain

marketers in the study area;
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II. MATERIALS AND METHODOLOGY

Simple random sampling procedure was used to select
the respondents in the study area, this technique was
incorporated to ensure that the respondents selected
are representative of the population. Bade Local
Government Area (L.G.A.) headquarter is located in
the town of Gashua, among other communities of
Bade L.G.A. are Dogona, Katuzu, Lawan Fanami,
Lawan Musa, Sarkin Hausawa, Tagali, Sugum,
Dawayo, Zangon Musa, Zango Umaru and Gwio-kura,
Millet is produced in commercial quantity basically in
almost all the district in the L.G.As., but for the
purpose of this study Dawayo and Gwio-Kura were
selected..

In each of the two (2) communities of (Dawayo, and
Gwio-Kura), seventy five (75) questionnaire were
randomly distributed across available millet marketers
and associations. A total of one hundred and fifty (150)
questionnaire was administered.

2.1 Analytical Tools

2.1.1 GINI COEFFICIENT

This is a measure of statistical dispersion most
prominently used as a measure of inequality of wealth
or product distribution. It has values between 0 and 1
(Enibe et al., 2008). When the value is low it indicates
more equal incomes, wealth or product distribution
and when high it indicates more unequal distribution.
Zero corresponds to perfect equality and 1 (one)
corresponds to perfect inequality (Enibe ef al., 2008).

G.C.=1-2XY

Where,

G.C = Gini coefficient

X = percentage share of cowpea market participants
Y = cumulative percentage of millet purchase

¥ = Summation sign

III.  RESULTS AND DISCUSSIONS

Table 1: Socio-economic profiles of Millet Marketers
in the Study Area

Socio-economic
characteristics
Gender

Frequency Percentage
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Male 148 98.7 Source: Field Survey, 2023

Female 2 1.3

Total 150 100 3.1 Gender Distribution of the Respondents

Age Range Gender is either of the two main categories (male and

25-30 46 30.7 female) into which human and most other living things

31-36 35 233 are divided into on the basis of their reproductive

37-42 21 13.9 functions. It is a biological categorization based

43-48 26 17.3 primarily on reproductive potential.

49-54 11 7.4

55-60 10 6.7 The result from Table 1 shows that 98.7% of the

61 and above 1 0.7 respondents where male marketers, and only 1.3%

Marital Status were female, showing that male marketers dominated

1(Married) 120 80.0 the market and this could be as a result of the

2(Single) 30 20.0 traditional and religious beliefs of the people about

House Hold Size women staying at home to take care of the children.

1-5 50 333

6-10 64 42.7 3.2 Age Distribution of the Respondents

11-15 28 18.7 Beneficiary marketers cuts across different ages in the

16-20 7 5.0 study area. The result revealed that 85.2% of the

20 and above 1 0.7 marketers were between the ages of 25-48years. This

Educational Level was followed by those within ages 49-54 (7.4%) and

Non-formal 22 14.7 55-60 (6.7%). The findings revealed that majority of

Primary 47 313 the marketers were within the active age bracket of

Secondary 38 25.0 (25-28years).

Tertiary 16 10.7

Qur’anic 27 18.0 3.3 Marital Status of Marketers

Membership of About 80% of the marketers were married and20%

Association single were single as shown in Table 1. This signified

1 52 34.7 that the marketers have responsibilities to take care of

2 92 65.3 at home.

Major Occupation

1(Farmer) 68 453 3.4 House Hold Size of the Marketers

2(Trader) 72 48.0 Family size is explained in this study as the number of

3(Civil Servant) 8 5.3 individuals in a family or a household eating from the

4(Tailoring) 2 1.3 same pot. In the study area about 94% households has

Minor Occupation ¥n0?e ‘Fhan three pefsonls per household. .Thereby,

1 (Farmer) 68 453 indicating that there is high dependency ratio on the
marketer.

2(Trader) 42 28.0

3(CiYil Servant) 17 11.3 3.5 Educational Status of Marketers

4(Tailoring) 18 12.0 In Table 1 the study showed that majority of the

5(Others) > 33 marketers in the study area had formal education

Marketing Experience (67.3%) with 18% that had Qur'anic education, and

1(1-5 years) 36 24.0 14.7% that had non-formal education. This explains

2(6-10 years) 21 14.0 the ability of the marketers filling the questionnaire

3(11-15 years) 47 313 with ease, and communicate easily with others.

4(15 years and above) 46 30.7

Total 150 100
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3.6 Membership of Market Association
Association is said to be a group of persons who share
a common interest or a common purpose and who are
organised with varying degree of formalities.

The study shows that 65.3% of millet marketers in the
study area and not members or part of an association
while 34.53% are registered members of their various
association. This shows that the majority of the
marketers take individual decisions in the market.

3.7 Major Occupation of Respondent

Major occupation signifies the occupation that brings
major income to the marketer or the occupation he or
she is more dedicated to.

The table shows that the major occupation of 48% of
the respondents are Traders, 45.3% are farmers, 5.3%
are civil servants and 1.3% of the respondents are into
Tailoring. This indicates that the respondents were
involved in other activities irrespective their business.

3.8 Minor Occupation of Respondent

Minor occupation can also referred to side business
such that the income gotten is used to support daily
needs aside from the major occupation.

The table above shows that the main occupation of
45% of the respondents is trading, 28% is farming,
12% is tailoring, 11% is civil servants and 3.3% is
other source.

3.9 Marketing Experience of the Respondents
This signifies the time spent or the number of years
spent in a particular business in question.

Table 1 showed that 76% of the marketers had spent
between 6 -15 years in the business, followed by 30%
that had spent 15 years and above and then 24% that
had only spent 1-5 years in millet marketing. The years
spent in marketing had helped them to understand the
trend of the business and enabled them to know when
to invest huge amount of money in storage of millet.

4.4 GINI COEFFICIENT

As seen in Table 2, the Gini coefficient result of
wholesalers in the study area is 0.478824 which
signifies that there is a moderate income inequality
among millet wholesalers. On the other hand, the
value for retailers in the study area is 0.671085
signifying that there is severe income inequality
among retailers unlike the wholesalers in the study
area.

Table 4.13: Comparative Analysis for wholesalers and Retailers

Number Number Total Incom'e Total Income Gini ' Gini '
Income range of Retail of for Retail for Wholesale Coefficient . Coefficient
marketers Wholesale Marketers Marketers for Retail for Wholesale
Marketers (M) ™) Marketers Marketers
100,000 — 1,100,000 26 06 16,470,000 3,920,000 0.025625 0.000582
1,101,000 - 17 12 24,870,000 17,910,000 0.042056 0.006483
2,100,000
2,101,000 - 09 08 24,470,000 19,850,000 0.035444 0.008252
3,100,000
3,101,000 - 08 07 30,100,000 25,500,000 0.045915 0.011638
4,100,000
4,101,000 - 03 06 14,800,000 28,600,000 0.019875 0.014222
5,100,000
5,101,000 — Above 12 36 112,100,000 443,000,000  0.160000 0.480000
Total 75 75 222,810,000 538,780,000  0.328915 0.521176
Gini coefficient 0.671085 0.478824

Source: Field Survey, 2023
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IV.  CONDUCT OF MILLET MARKET IN THE
STUDY AREA

The conduct of the market participants, which reflects
the behaviour of the marketers, or the decision that
marketers make relating to their pricing, output policy
and other competitive tactics, revealed that market
price for millet are mostly decided and determined by
market associations. Other factors that influence price
of commodity includes; where or from whom the
marketers buy millet, the quality of the produce,
duration and length of storage and time of sale from
harvest period to scarcity period. Market participants
do not engage in any other technique to influence
market prices. They do not run advertisement, no
innovations neither is there research and development
among marketers to create differentiated products to
improve profitability of millet marketing. All the
marketers adopted the same market pattern of buying
and selling homogenous product and facing the same
industrial curve determined by the invisible forces of
demand and supply making millet marketing very
elastic in the study area.

V. CONCLUSION

Marketing of millet in Bade L.G.A revealed that the
price of millet is not fixed due certain factors which
include; where or from whom the marketers buy
millet, the quality of the produce, duration and length
of storage and time of sale from harvest period. It
examined the examined the socioeconomic
characteristics of millet marketers in the study area. It
also determined the market concentration (structure),
analysed the conduct and performance of the
participants in the market.

Simple random sampling technique was used to obtain
the data through the use of a well-structured
questionnaire. Data generated were analysed using
descriptive statistics, Gini coefficient.

The study revealed that millet is sold in a male
dominated market (98.7%), with (80%) of them
married. About (85.2%) of them are in their active
ages, (67.3%) had formal education and (94%) have a
house hold size above 3. The Gini coefficient values
showed sufficient evidence that millet market
structure in the study area is pure market competition
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as the income inequality index ranges from 47% to
67% for all marketers. The overall performance of the
market is 36.16%, this signifies that the marketers
need to device more tactics in other to reduce cost
incurred, influence price and increase profit.

VI.  RECOMMENDATIONS

Based on the findings revealing that the marketing
system is not very efficient, there is need for more
research on how to improve individual performance in
the market. There is need for providing adequate
transportation for easy transfer of goods as well as
reduce cost of marketing. Strong stakeholder
partnership between the government and marketers
should be introduced for security purposes within and
around the markets the study area.
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