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ABSTRACT  

The study assessed the transaction cost of Melon ‘egusi’ in Bida Local Government Area 

(LGA) of Niger State, Nigeria. A Multi-stage sampling procedure was used to draw samples 

from the study area. Data collected with the aid of questionnaire were analyzed using 

descriptive and inferential statistics, as well as gross margin analysis. The results revealed that 

majority (57%) of the sample marketers were males. Also, the results revealed that larger 

proportion of these actors were between the ages of 36 and 40 years with a mean age of 38 

years. Majority (77%) of the marketers were married, with larger proportion (30.0%) having 

marketing experience of between 6-10 years. The mean marketing experience was 13 years. 

Larger proportion (33.0%) of the respondents had between 6-10 persons as family size, with a 

mean household size of approximately 11 persons. Majority (81.0%) had one form of modern 

education stitches or the other. The effect of marketing cost on final price of melon in the study 

area showed an R2 value of 0.685. However, the variables such as cost of loading, cost of 

offloading, distance from the farm to market, quantity of melon transported to the market and 

cost of transportation were positively related to the final price of marketing melon. The 

significant variables that influence the final price were; cost of loading, cost of off-loading, and 

distance from farm to the market. Cost of loading and distance to the market were significant 

at P≤0.01 Also, the coefficient for cost of off-loading was significant at 10%. The generated 

revenue from the sales of melon was N35,093.33, whereas, the total costs incurred from the 

melon marketing was N32,645.0, with a net income of N2,448.30. The constraints to melon 

marketing in the study area include; poor feeder road (68.3%), price instability (66.7%), and 

low demand/supply (31.7%). It was recommended that government and other stakeholders 

should help provide good marketing infrastructure for efficient marketing such as good feeder 

roads that link the rural areas to major cities/major consuming centres. It was also 

recommended that there should be regular capacity building to empower the marketers to 

acquire skills for effective negotiations so as to reduce transaction costs (loading, off-loading, 

security) and farm gate price will reduce the final price.  
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INTRODUCTION  

Melon ‘egusi’ (Citrulluslanatus thumb Mansf) is a native of Africa, which has probably 

been introduced to Asian, Iran and Ukraine (Schippers, 2016). It is one of the popular seed 

vegetable crops commonly cultivated in West Africa, including Nigeria, especially in South 

Western and Eastern parts of the country (Van dar Vossen et al., 2004). Due to its creeping 

nature and ability to use its leaves to provide cover on the soil, farmers use it on weed 
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suppressant in their mixed crop farms. According to Achigan-Dako et al. (2008), ‘egusi’ melon 

play vital role in farming system and the well-being of West African rural dwellers on weed 

suppressant and soil fertilization. It is usually grown in mixture with other crops such as 

cassava, maize, yam, and pepper for maximum utilization of the land and also to increase the 

return generated from a production system, and this may also account for the increase in land 

area put to its production (National Agricultural Extension Research and Liaison Service, 

NAERLS; 2005). Yusuf (2005), had earlier submitted that, production of the crop is more 

popular in the Northern part of Nigeria where there is abundance of cultivable land and make 

the practice of sole and mixed cropping possible. Cultivation of ‘egusi’ as sole crop is however, 

becoming widespread. This is aimed at satisfying the demand for human consumption, and raw 

material for industrial processing of edible oil and livestock feed stuff (Olaniyi, 2008). 

Egusi Melon seeds are popular condiments in Nigerian local soups. Melon seed is a 

good source of oil, protein, minerals, vitamins, and energy in form of carbohydrate. The seed 

contained 4.6 g carbohydrate, 0.6 g protein, 0.6 g crude fibre, 33 mg vitamin C, 17 g Ca, 16 

mg P and 230 mg K per 100g edible seed (Gorski, 2015). 

There is reported shortfall in melon supply with respect to local demand, thereby 

putting pressure on the price of melon during off-peak period. This make melon unaffordable 

to many household in Nigeria and further decreases the per capita consumption rate. 

Prices are important feature of a market. Webster’s define price as; “the price of a good or 

service is what it costs the buyer to acquire it from the seller; the same price is what the seller 

rewards for giving up its property rights on the goods or services”. In the modern world, prices 

represent acceptable exchange ratio for goods. 

Prices are important to market participants, a decisive factor in agent decisions, since 

they simplify evaluation of complex transactions, and hence contribute to greater efficiency in 

their maximization of utility (Ndanitsa, 2014). They also represent a very compact way of 

summarizing information about demand/ supply conditions for efficient communication. 

Assured markets have implication on producer decision with regards to choose of inputs 

as well as on the choice of marketing channel for the output (Ndanitsa, 1994). A market 

exchange involves transaction costs which can be fixed or variable. These transaction costs are 

related to limited market produce difficulty in enforcing contracts, reliability on middlemen, 

location in remote area and inability to meet stringent food safety norms (Granovetter, 2015 

and Ndanitsa, 2021). Considering that agriculture remains a major sector in most economies in 

Africa, especially the rural economics, whose main occupation is farming (Baba, 2004), 

commercialization of the sector necessitates improving the ability of smallholder famers to 

participate in markets. More so, Barrett (2008) asserted that smallholder farmers who engage 

in subsistence agriculture have low marketable surplus, causing them to be in low equilibrium 

poverty trap. The smallholder farmers, who constitute the bulk of the rural poor have also not 

fully benefited from agriculture’s multiple functions because they predominately practice 

consumption-oriented subsistence agriculture which excludes them from formal market system 

and the related income-mediated benefits (World Bank, 2008). Thus, it is not possible for 

farmers to integrate with the market and enjoy the full benefits of commercialization unless the 

already existing hurdles are better environment created (Okoye et al., 2016). 

The importance of market participation is based on the premise that incomes and hence, 

the livelihoods of smallholder farmers are likely to improve if they gain greater access to 

markets for the commodities they produce. Markets and improved market access for poor rural 

household are a pre-requisite for enhancing agriculture- based economic growth and increasing 

rural incomes. Intensification of agricultural production systems and increased 

commercialization must be built upon the establishment of efficient and well-functioning 
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markets and trade systems that keep transaction costs low, minimize risk and extend 

information to all actors, particularly those living in areas of marginal productivity and weak 

infrastructure (World Bank, 2018).  

Many countries and international development agencies give due concern to 

intensification and commercialization of smallholder farming as a means of achieving poverty 

reduction and then have reflected it in their official policies (Poulton and Leavy, 2007). In line 

with these policies thrust, the Federal Government of Nigeria, for example in recent times has 

consistently promoted the increasing commercialization of agricultural production through its 

different schemes, policies and programmer. For example, the focus of the Agricultural 

Transformation Agenda (ATA), is to create a favorable policy and regulatory framework that 

will lead to enhanced quality compliance with local, regional and international standards; 

facilitate measures that will promote private sector investment into the sector and create room 

for strengthened public private partnership (Ajani and Igbokwe, 2014). 

Consistent with this, and in order to enhance productivity and commercialization in 

agriculture, and reduces transaction costs in Agriculture, the Niger State government is 

deliberately taking advantage of the diverse agricultural resource endowments to develop   an  

agricultural sector that will guarantee food security, reduce rural poverty and accelerate 

economic development of the state (Niger State Vision 3:2020, 2008).  

The Niger State Vision 3:2020 plan to revitalize and regenerate the agriculture sector 

in partnership with the private sector to emerge on the major pillar of economic growth. 

Furthermore, the new Agriculture Regeneration Program will be undertaken, aimed at greater 

orientation towards increasing agricultural production and commercialization of smallholder 

agriculture. The Niger State investment consortium project was established to promote 

smallholder commercialization of agriculture production and changing the mindset of the 

farmers towards viewing agriculture as business (Ministry of Agriculture and Rural 

Development, 2014). 

As parts of the efforts to enhance productivity and commercialization in agriculture, as 

well as bridge the widening nutritional gap and persistent food insecurity in Nigeria and Bida 

Local Government Area (LGA) in particular, the government develop policies to 

commercialize agriculture with the overarching objectives of improving the efficiency of 

agricultural production systems, as well as improving access to markets for targeted  value 

chains among small and medium scale commercial farms (Nwachukwu and Ezeh, 2007). 

Consistent with these policy thrusts and in the urge for transforming the subsistence-oriented 

production the Commercial. 

Agriculture Development Program (CADP) encourage smallholder farmers to become 

market oriented (National Bureau of Statistics [NBS], 2010). Similarly, the Growth 

Enhancement Programme (GES) and the Anchor Borrowers Programme (ABP) seek to 

increase the competitiveness and enhance integration of farmers into domestic and international 

markets and create economic linkage between smallholder farmers and reputable large scale 

processors (Federal Ministry of Agriculture and Rural Development, FMAR, 2011; Central 

Bank of Nigeria Anchor Borrowers Programme [ABP], 2016). The aim is to enhance Nigeria’s 

comparative advantage and translate it into competitive advantage in producing the needed 

volumes and quality of commodities on a timely basis, reduce transaction cost in marketing, 

reduce the level of poverty among smallholder farmers and assist rural smallholder farmers to 

graduate from subsistence to commercial production levels. 

In Niger State of Nigeria, legume farmers (especially melon ‘egusi’ growers) depend 

on Financial Intermediaries and Microfinance Institutions (Ndanitsa, 2013). Despite these, a 
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large population of this grain is consumed and only a mirror portion is sold, implying the 

persistence of barriers to remunerative options.  

As far as Nigeria is concerned, few studies have also been conducted with respect to 

transaction costs and market participation. These include; Okoye et al; (2010) on cassava 

farmers in South Eastern Nigeria, Alhassan (2018) on rice farmers in Niger State and Ohajianya 

and Ugochukwu (2011), on Sweet potato farmers in South Eastern Nigeria. In addition, in 

Niger State, since the establishment of Niger State Agricultural Development Project (now 

known as Niger State Agricultural and Mechanization Project, NAMDA), no empirical 

research work has been conducted to explicitly asses its effect on the commercialization levels 

of smallholder melon ‘egusi’ farmers in the study area. In addition, the justification for 

smallholder commercialization assessment is an attempt to fill the research gap and hinges on 

the importance of providing feedback to policy markets, State Ministry of Agriculture and 

Rural Development, non-state actors, and the NAMDA project, who in synergy, promote 

commercialization as a development strategy, whereby market is expected to provide increased 

incomes to rural household who are able to maximize the returns to land and labor through 

market opportunities in ways that are more efficient than subsistence production. Researchers 

will also find the outcome of the study relevant in a bid to expand frontiers of knowledge that 

can enrich the stock of existing but limited knowledge and literature whose focal point is 

commercialization of smallholder, especially of melon ‘egusi’ marketing actors. 

Consequently, the need to accelerate the transformation of sub-sector to market oriented 

agriculture requires not only access to input and output markets but also understanding of 

transaction cost incurred by the small-scale farmers when marketing the produce. This study 

attempted to fill this gap. It is based on this backdrop that this study intends to provide answers 

to the following research questions; 

i. What are the socio-economic/demographic characteristics of melon ‘egusi’ markets? 

ii. What are the factors that affect the final (retail) prices of melon ‘egusi’? 

iii. What is the cost and returns among the various marketers involved in melon ‘egusi’ 

marketing? 

iv. What are the constraints to effective and efficient transaction of melon among the 

marketers?  

 

MATERIALS AND METHODS 

The Study Area 

The study was conducted in Bida Local Government Area (LGA) of Niger State, 

Nigeria. Bida is the headquarters of Bida LGA, and also doubles as the headquarters of zone 1 

Agricultural division, in line with the Agricultural Development Project Zoning arrangement 

of the state. The State lies between latitude 90361 North and longitude 60221 East of the equator. 

The State lies in the Guinea Savannah agro-ecological zone of the country with favourable 

climatic condition for crops and livestock production. The state is bordered to the North by 

Sokoto State, West by Kebbi State, South by Kogi State, Kaduna State and the Federal Capital 

Territory share common boundaries with the state to the North and East respectively. The state 

also has an International boundary with the Republic of Benin along Agwara and Borgu Local 

Government Areas to the North-West. The State has a population of 3,950,249 (NPC, 2006) 

and a projected value of 4,702,376 at the end of 2013 (CBN, 2.38% annual projection). 

Similarly, the state is ranked 8th out of 36 in terms of population density. About 55% of Niger 

State populations are farmers while the remaining 45% engage in other vacations such as 

business, artisans, white collar jobs, etc. Niger State experiences distinct dry and wet seasons 

with annual rainfall varying from 1,100mm in the Northern parts to 1,600 mm in the southern 
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parts of the state, respectively (NSADP, 1997). The minimum temperature range is of between 

210C-370C, the rainy season lasts for about 80days in the Northern parts and about 120 days in 

the southern parts of the State. The average sunshine hours are about 6 – 9. Generally, the 

climate, soil and hydrology of the state permits the cultivation of Nigerians staple food crops 

such as yam, maize, millet, sorghum, melon ‘egusi’ cassava, rice, vegetables, etc. and still 

allows sufficient opportunity for grazing, fresh water fishing and forestry development. The 

Gross Domestic Product (GDP) of Niger State, as of 2011 was $11.63billion (NSBS, 2013). 

The inhabitants of the state are mostly peasant farmers. 

Sampling Techniques and Sampling Size 

A two-stage sampling technique was adopted in this study. The first stage involves the 

purposive selection of four districts (Usman Zaki, Masaba, Umaru Majigi and Maliki) out of 

the seven (7) districts in Bida LGA. The second stage involved the random selection of three 

(3) villages from each of the districts selected. The final stage involved the random selection 

of five (5) melon ‘egusi’ marketers from each of the selected villages, making a total of 60 

respondents that were used for the study. Data and information for the study were finally 

obtained using primary sources through well-structured questionnaire, which were 

administered to the selected fish marketers.  

Method of Data Analysis 

Descriptive statistics and inferential statistics were used for the analysis of data. 

Descriptive statistical tools where used to analyze the socio-economic/demographic 

characteristics of the marketers in the area (objective i), in the study area; and the constraints 

to effective transaction of melon among marketers in the study area (objective iv). The tools of 

the descriptive statistics include frequency distribution tables, means/averages, percentages, 

etc. Multiple linear regression models were used to analyze (objective ii), i.e., the factors 

affecting final prices of melon in the study area. The budgetary analysis will be applied in the 

determination of the cost and returns associated with melon ‘egusi’ marketing in the study area 

(objective iii). The Farm Budgeting tool is widely used in Farm Management and Production 

economic studies. The farm budget tool is an operation leading to the determination of costs 

and revenue for a given Production period (Olayide and Heady, 1982). 

1. Multiple regressions were used to identify the factors that affect farm households in 

deciding whether to sell their product (Melon ‘egusi’) at the farm gate or at the market 

place. The model is implicitly specified as:  

Y =  𝑏0 +  𝑏1𝑋1 +  𝑏2𝑋2 +  𝑏3𝑋3 +  𝑏4𝑋4 +  𝑏5𝑋5 +  𝑏6𝑋6 + 𝑈   …(1) 

where;  

Y = Retail price of Melon ‘egusi’ (N) 

X1 = Cost of transportation (N)\ 

X2 = Cost of loading (N) 

X3 = Cost of Off-loading (N) 

X4 = Cost of Security (N) 

X5 = Distance covered from farm to market (km) 

X6 = Quantity of melon transportation (kg) 

B0 – B6 = Regression parameters to be estimated  

U = Error term  

2. Gross Margin is used when fixed cost (FC) is negligible, and for this study, it is negligible. 

It is expressed as:  

GM = TR – TVC        …(2) 

where; 
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GM = Gross Margin 

TR = Total Revenue  

TVC = Total variable cost  

 

RESULTS AND DISCUSSION  

Socio-Economic Characteristics of the Respondents 

The distribution of respondents according to their socio-economic characteristics, 

covering gender, age, marital status, household size marketing experience, educational level is 

presented in Table 1. The results of the analysis revealed that majority (57%) of the sampled 

marketers were males while 43% were females. This implies that more male marketers were 

involved in melon marketing in the study area. The reasons might be that melon marketing 

requires physical strength that female marketers may not possess. In other words, it may be as 

a result of the physical exertion of energy required in the business. Besides, the women have 

no access to productive resources like the men in the study area. Also, Olaleye (2009) revealed 

that the dominance of men in agricultural business or production is because male folks are the 

bread winners in most households, in line with the Nigerian tradition. However, the result 

validates the findings of Ng’ero et al. (2011) who revealed that women were mostly engaged 

in agricultural production than men because of their involvement in processing and marketing 

activities, but, the result of the analysis are in consonance with that of Olubumi et al. (2018), 

who in their study of economic analysis of melon marketing in Lagos state, Nigeria, observed 

that more males were involved in melon marketing than female folks.  

Table 1 revealed that the mean age of the marketers was approximately 38 years. This 

implies that most of the melon marketers in the study area were in their economic active and 

productive age and therefore, can participate activity in various agricultural production 

activities, including marketing. However, the age of marketers revealed that 23.0% of the 

marketers were between the age of 36 and 40 years, 22.0% were within the age range of 41 – 

45 years. Similarly, the implication of the mean age (38 years) for the melon marketers in the 

area is that they will also be able to covey the bulky agricultural produce within the market. 

This supports the findings of Isibor and Ugwumba (2014) who also reported that melon 

marketers in Nnewi metropolis of Anambra State, Nigeria, were young and within their active 

age with a mean of 39 years.  

Marital Status of respondents may become an important factor in agricultural 

production especially in traditional agriculture when farm labour is in short supply. Marital 

status refers to the state of being married or unmarried. Results in Table 1 further showed that 

majority (77%) of the marketers were married, while only 10% were single. This is an 

indication that married people were more involved in agricultural marketing in the study area, 

and this may also be related to the fact that marriage comes with more responsibilities, and 

hence, the need for household head to engage in multiple livelihoods such as melon marketing 

that could provide sufficient income for the family up keep. More so, the high percentage of 

married respondents could be attributed to the active age bracket range of the majority of the 

marketers. The implication of this finding similarly, is that they make use of family members 

(as opposed to hired labour) to provide cheap source of labour. The act increased their 

productivity to favour high marketable surplus (agricultural commercialization) and to reduce 

their labour costs. This finding is in agreement with Oparinde and Daramola (2014) who 

reported that being married affords the farmers (including marketers) the opportunity of getting 

cheap source of family labour to be used by them, thereby leading to enhancement of market 

participation and increased profitability. Ndanitsa (2005) had earlier reported that, among the 

variable costs, the cost of labour input alone constituted between 25% to 35% for the 
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enterprises. The findings in Table 1 is also in line with findings of Muhammad (2014), who 

reported that melon marketers in Ifelodun LGA, of Kwara State, Nigeria were married.  

Household size is the total number of people in the same dwelling unit or feeding from 

the same pot (NPC, 2007). The importance of large family size in a household especially in 

traditional agriculture was expressed by in his study of resource productivity in food crop 

production in Kwara State, Nigeria. According to the Study, family labour accounted for a 

significant proportion of total labour force used in traditional agriculture, thereby enabling the 

cultivation of large hectares of farmlands and reducing the cost of hiring labour for farm 

operations. A relatively large household size was found in the area with an average size of 

approximately 11 persons. The results on household size indicated that larger proportion 

(33.0%) of the respondents had between 6 and 10 persons, 27.0% had between 11 – 15 persons, 

and 22.0% had between 1 – 5 persons. Preponderance of large family size is a characteristic of 

the poor rural area (Eboh, 1995). The result of the large household size in this study is in 

agreement with Isibor and Ugwumba (2014) who stated that in the presence of constraints to 

labour availability, large households tend to use family members as sources of labour in the 

marketing of agricultural commodities. For example, traditional agriculture is highly labour 

intensive, much of the labour is needed in post-harvest activities, such as processing, 

distribution and marketing. Meanwhile, Baba and Etuk (1991) and Baba and Wando (1998), 

explained that the implication of large household is that household expenditure tends to draw 

more on family income, so that only a meager sum is saved and invested eventually on 

agribusiness, and for the borrowed capital, this is likely to affect the repayment capacity of the 

respondent. Large households with more dependents are likely to have a lower level of 

commercialization due to increased household consumption (Alhassan, 2017). This is evident 

in the observation of Agwu et al.  (2013) that the decision to sell is preceded by a decision to 

consume.  

Education raise the skills and technical competence of farmers/marketers, narrow down 

their information gap and also increases their management abilities, thereby leading to 

productive performance (Asogwa, 1987). Oladeebo and Oladeebo (2008) opined that literate 

agricultural entrepreneurs will repay more of the loans obtained than the illiterate ones, having 

understood the importance of prompt repayment. Similarly, Olagunju and Adeyemo (2008), 

shared this view, stating that borrowers with higher level of education would have a better 

repayment performance on the basis of the fact that such farmers/marketers would readily 

respond to improve technologies and innovations that would enhance better returns from farm 

investment. Also, Simoniyan and Balogun (2010), submitted that education increases farmers’ 

ability to make correct and meaningful choice of farm and marketing operations, while Ogbe 

(2009) established that the level of education raises human capital and increase their level of 

managerial ability. The educational status of melon marketers in the study area showed that 

larger proportion (43.0%) had attended primary education, 20.0% had secondary education, 

and 18.0% had tertiary education.  

 

 

 

 

 

 

 

 

 



                           Journal of Agripreneurship and Sustainable Development (JASD) 

                                   Volume 4, Number 4, December, 2021 

                            ISSN (Print): 2651-6144; ISSN (Online): 2651-6365 

                                                                                                            

51 
 

Table 1: Socio-economic/Demographic Characteristics of the Respondents 

Variable Frequency (n = 60) Percentage Mean (x) 

Sex  

Male  

Female  

Total  

 

34 

26 

60 

 

57 

43 

100 

 

Age (Years): 

25 – 30  

31 – 35 

36 – 40  

46 – 50  

Total  

 

10 

12 

14 

13 

60 

 

17 

20 

23 

22 

100 

 

37.9 

Marital status: 

Married  

Single  

Divorced  

Widow  

Total  

 

46 

6 

3 

5 

60 

 

77 

10 

5 

8 

100 

 

Educational level: 

Primary  

Secondary  

Tertiary  

Adult Education  

No formal education  

Total  

 

26 

12 

11 

1 

10 

60 

 

43 

20 

18 

2 

17 

100 

 

Marketing experience (Years): 

1 – 5 

6 – 10  

11 – 15  

16 – 20  

<20 

Total  

 

8 

18 

17 

11 

6 

60 

 

13 

30 

28 

18 

10 

100 

 

12.6 

Household size: 

1 – 5  

6 – 10  

11 – 15  

16 – 20  

Total  

 

13 

20 

16 

11 

60 

 

22 

33 

27 

18 

100 

 

10.5 

Source: Field Survey, 2019 

 

It was generally observed (Table 1) that majority (81.0%) had attended one form of 

education or the other. This result implies that the marketers in the study area were educated 

and can read or write, i.e., literacy level in the area was high. It is expected that majority of 

these respondents will be articulate enough in their decision-making processes, managerial 

skills and high level of awareness on market information, for increased, sustainable and 

profitable marketing. The farmers’ level of education is very important in agricultural 

productivity and market participation, as it enhances farmers’ access to information and 

agricultural technology adoption, such as access to market information and proper use of inputs 

leading to high marketable surplus, and hence increased household commercialization 
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consistent with the findings of Boniface et al. (2015); Oparinde and Daramola (2014) and 

Alhassan (2017).  

Experience in yam marketing by the respondents shows that business activities requires 

both time on the process and training in the activities. A sizeable number of marketers learn by 

doing. The marketing experience as shown in Table 1 revealed that larger proportion (30.0%) 

had marketing experience between 6 and 10 years, 28.0% had experience of 11 – 15 years, and 

18.0% had between years of 16 and 20 experience. This implies that melon marketers in the 

study area are fairly experienced in their business, can therefore, be able to identify possible 

problems and are likely to proffer solutions where needed. This is in line with Muhammad 

(2014) who observed that melon marketers in selected LGAs of Kano State, Nigeria were 

experienced, with a mean marketing experience of 16.3 years. Osuntogun (2000), noted that 

several factors are known to affect the credit needs of farmers/agrietrepreneurs; prominent 

among these is their past experience.  

 

Factors Affecting Melon ‘egusi’ Prices 

Prices are an important feature of a market. Webster’s define price as: “the price of a 

good or service is what it costs the buyer to acquire it from the seller; the same price is what 

the seller rewards for giving up its property rights on the good or service”. In the modern world, 

prices represent acceptable exchange values or ratios for goods. The effects of marketing cost 

on final price of melon in the study area are presented in Table 2. The R2 value which measures 

the proportion of the variation of the dependent variable (Y) that is explained by the 

independent variables included in the model was 0.685. This indicates that the model explained 

68.5% of the variation in dependent variables. However, the variables included in the model 

are cost of loading, cost of security, distance from farm to market, quantity of melon transported 

and cost of transportation. Furthermore, the significant variables that influence retail prices are; 

cost of loading, cost of offloading, and distance from farm to market.  

 

Table 2: Factors affecting melon price in the study area  

Variable Coefficients Standard Error t-value Sig. 

Constants  28176.585 899.080 31.339 .000 

Cost of loading (N) 5.275 1.195 4.415 .000* 

Cost of security (N) -1.086 4.589 -0.237 0.814NS 

Cost of offloading (N) 9.769 5.217 1.872 0.067** 

Distant to Market (N) 98.799 16.661 5.930 0.000* 

Quality transported (kg) 4.625 18.280 0.253 0.801NS 

Cost of transportation (N) 2.026 2.061 0.983 0.330NS 

R2 = 0.68 

Adjusted R2 = 0.65 

    

*significant at 1%; **significant at 5%; NS=Non-significant  

Source: Field Survey, 2019 

 

Cost of loading was positive and significant at 1%, which implied that an increase in 

the cost of loading will result in a corresponding increase in the final prices of melon in the 

study area. Similarly, the coefficient for cost of offloading was positive and significant at 10%, 

implying that an increase in offloading cost will result to a corresponding increase in the final 

prices of commodity (goods and services). More often than not, the coefficient of distance from 

farm to market was positive and significant at 1%, which also shows an increase in the distance 

to the market will lead to a corresponding increase in the final price of melon in the study area. 
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However, the cost of security was observed to be negatively related to the final marketers’ 

prices get in the marketing of melon, implying that increasing this variable would decrease the 

final prices of marketing melon in the study area. This result corroborates with the findings of 

Ukwuaba (2017), who observed that the prices of marketed melon in Enugu State were strongly 

related to the cost of loading and offloading, tax by government agencies, and total cost of 

transportation. 

 

Cost and Returns associated with Melon Marketing  

The results in Table 3 indicated that the total revenue (TR) realized from the sales of a 

50kg melon was N35,093.00, whereas the total costs incurred in marketing of a N50kg melon 

was computed at N32,645.00. This result showed that there is a positive Net Income (NI) of 

N2,448.30. This implies that, though the margin is low, but melon marketing business is a 

profitable venture in the study area. This finding corroborated with that of Mohammed (2011), 

who reported that melon marketing was profitable in Ifelodun Local Government Area of 

Kwara State, Nigeria. In a related study, Abdullahi (2021) reported that Melon production 

(including marketing) is profitable under both sole and mixed cropping system in Niger State, 

Nigeria.  

 

Table 3: Costs and Returns Analysis in Melon Marketing  

Items  Costs (N) %VC 

A: Revenue  

Revenue from melon sales (50kg) 35,093.33 

B: Variable costs (50 kg of melon) 

Purchase of melon (50kg) 31,418.33 96.24 

Storage cost  207.50 0.64 

Tax paid  252.50 0.77 

Handling cost 99.20 0.30 

Transportation cost 250.80 0.77 

Loading cost  226.70 0.70 

Security cost 64.20 0.20 

Off-loading cost 125.80 0.38 

Total variable cost (TVC) 32,645.03 100.00 

Net Returns (Revenue – TC) 2,448.30  

RNI = TR/TC 1.075  

Source: Field Survey, 2019 

 

Constraints Faced by Melon Marketers  

Table 4 presented the result of the constraints faced by melon Marketers in the study 

area. It was revealed that major constraints affecting melon marketing were poor feeder roads 

(68.3%), price instability (66.7%), and low ineffective demand/supply (31.7%). The above 

results support the findings of Olubunmi (2018), who revealed in his economic analysis of 

melon marketing that the respondents were faced with constraints such as poor transportation 

system and variability in prices of the commodity. Similarly, Girei et al. (2013) in their study 

identified Insect-pest infestation, inadequate storage facilities, poor credit facilities, inadequate 

market infrastructure and lack of uniform measures, as well as long chain of distributors. In 

addition, Alhassan (2017) in his study on commercialization levels of smallholder farmers in 

Niger State, Nigeria, identified problems of marketing agricultural products to include; poor 

access roads to marketing centres, inadequate market infrastructure, distance to market, 

unfavourable market prices, buyers dictating prices, seasonal fluctuation of prices, inadequate 
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storage facilities, lack of government policy/inconsistency in government policies, inadequate 

access to means of transportation and inadequate market information.  

 

Table 4: Marketing Constraints faced by Melon Marketers  

Constraints *Frequency Percentage 

Tax paid  6 10.0 

Storage facilities  7 11.7 

Bor feeder roads  41 68.3 

Price instability  40 66.7 

Low Demand/supply  19 31.7 

Lack of Government policy/inconsistency in 

Government policy  

6 10.0 

Inadequate information  8 13.3 

Total  127  

*Multiple responses  

Source: Field Survey, 2019.   

   

CONCLUSION AND RECOMMENDATIONS  

Melon ‘egusi’ Marketing in the study area is mostly dominated by men and is a highly 

profitable venture by all the actors in the business. With the experience and modernization of 

these actors, the level of profitability will improve if adequate measures can be taken to redress 

some of the identified constraints. For example, government, and other relevant stakeholders 

should assist in the provision of marketing infrastructure for efficient marketing. This will help 

to link the major producing centres with the consuming centres. Channels of marketing 

information should be encouraged so as to get adequate price negotiations that will help in 

reducing transaction costs at all the chains, and this can be facilitated by supporting farmers to 

invest in mobile phones and radio/TV sets to have access to real-time market information. 
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