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Abstract: Roadside marketing is a prominent venture in Nigeria and its economic implications on the 

Nigerian populace cannot be ignored. Against this backdrop, the study examined the economics of roadside 

marketing of agricultural produce along major highways in Osun State. It described the socioeconomic 

features of the roadside marketers and also evaluated the associated costs and returns. The study utilized a 

two-stage sampling procedure to achieve its objectives. Consequently, four different highways (Ife-Ibadan 

expressway, Ilesha-Akure expressway, Osogbo-Gbongan expressway and Osogbo-Offa expressway) were 

purposively selected in the first stage. In the second stage, thirty five (35) respondents were selected in each of 

the four different locations using accidental sampling method. Primary data were then collected using pre-

tested interview schedule administered to a total of one hundred and forty (140) roadside marketers. 

Descriptive statistics and Cost-Revenue Ratio (CRR) was used to analyze the data collected. Findings 

revealed that majority of the roadside marketers (85.7%) were less than 50 years of age, married (87.9%), had 

not less than a primary school education (85%), and had fewer than 10 years of marketing experience (56.4%). 

It was also revealed that the cost of setting up roadside marketing business is very low and that the net profit 

of roadside marketers around ₦23,039.00 per month. In view of the above these findings, this study 

recommends that roadside marketing is a profitable venture that should be explored and modernized in order 

to increase economic activities of the Nigerian highways. 
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1. Introduction 

Sustainable economic growth in Nigeria could not be alienated from small and medium enterprises 

(Olowookere et al. 2021). One of such SMEs is roadside marketing of agricultural products. 

Agricultural marketing is the execution of all business activities involved in the transfer of food 

products and services from the point of initial production to the hands of final consumers. It is the 

process of satisfying consumers’ needs by transforming, storing and transporting of agricultural 
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produce/products from the place of initial production to the consumers in the desired form, time and 

place (Kohls and Uhl, 1985; 1990; Folayan, 2005). 

The flow of farm produce to markets in the cities remains and will continue to be a task to be 

performed by the agricultural marketing system in Nigeria (Porter et al., 2008). McCarthy (1960), 

advanced the 4 Ps of marketing which are; Product, Price, promotion and place. The ‘place’, otherwise 

known as the location where sellers get in touch with buyers is very important in marketing. This 

‘place’ or ‘location’ is known as the ‘market’. Olayinka and Aminu (2006) described a market as "an 

area in which buyers and sellers negotiate the exchange of a well-defined commodity". Markets can 

also be said to exist whenever buyers and sellers are in touch with one another (Adegeye and Dittoh, 

1985). Markets have been known to perform a very important function in the economic life of humans 

and they also play a prominent role in the distribution of commodities. Markets help the economy of a 

society and also sustain the income generation of the local authorities in the area of taxes (Filani, 

1994). Apart from the business transactions carried out in shops and stores on the streets, most of the 

trading activities take place in town and village markets (Balogun, 2011). 

It has also been discovered that 65% of Nigerians shop in traditional open-air markets or purchase 

their goods from traders on the street (USDA, 2011). These geographical markets, therefore are 

business institutions which have given a large measure of economic opportunity and social security to 

the traders (Adelamo, 1979; FAO, 2005). Literature is replete with benefits associated with roadside 

marketing. The benefits include consumers taking advantage of roadside markets to purchase fresh, 

high quality produce at relatively low prices (Lloyd et al., 1995; Williams, 2003; Rajagopal, 2010; 

Ernst and Wood, 2010). To the operators, the roadside stands serve as source of employment to the 

operators and the operators tend to get higher returns by avoiding some costs while farmers capture the 

profits that accrue to the middlemen (Gibson, 1994; Hall, 2008). 

In developed countries, it is important to note that there are regulations concerning the establishment 

of roadside stands. Prospective operators are mandated to consult local and county authorities before 

establishing their stands. This is not the case in Nigeria and other developing countries where roadside 

marketers just erect their stands anywhere along major highways. In Nigeria, people that sell 

agricultural produce/products can be seen on Trunk A roads (Federal government roads) that connect 

States, and Trunk B roads (roads that connect cities within States). This is because there are small 

villages along these roads where immense agricultural production takes place and the rationale for not 

selling in the designated markets has not been clearly understood. However, the despicable and 

dangerous state of road traffic environment in Nigeria makes roadside marketers vulnerable and 

endangered. For these roadside marketers, the most relevant form of danger is the vulnerability of the 

marketers to road traffic accidents. There are cases of accidents on the highways involving trucks 

running into roadside marketers and killing them. Apart from these, there are other hidden hazards in 

this type of marketing system in Nigeria which includes the breathing in of dust particles and toxic 

fumes from badly maintained and heavy duty vehicles (Ogunrinola et al., 2012). Therefore, the major 

objective of the study is the investigation of the cost and returns analysis of roadside marketing of 

agricultural produce/products along major highways in Osun State. And specifically, the objectives 

rotate around the description of the socio-economic features of roadside marketers in the study area 

and evaluation of the cost and returns of the roadside marketers of agricultural produce. 
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Literature Review 

2.1 Street Trading  

In spite of the fact that there has been improvement in modern retailing, a significant percentage of 

people around the world still make ends meet by selling their wares on the streets (WIEGO, 2008). 

This is very common in Africa where a good number of traders who sell commodities from 

agricultural produce to clothes and traditional medicine are found displaying their merchandise on the 

streets. WIEGO (2008) described street traders as those offering goods and services for sale in public 

places. According to WIEGO (2008), street trading is an economic activity sustaining a large 

percentage of rural and urban dwellers. It forms a significant part of small scale enterprises that are 

viewed as engines of growth and development in developing countries. Street trading has emerged as a 

means of making a livelihood for the poor in developing countries as these street traders have high 

dependency ratios (De Soto, 1989).  

2.2 Roadside Marketing of Agricultural Produce  

Agricultural marketing serves as a push for economic development and also invigorates the 

distribution of agricultural produce. According to Takele (2010), due to the rising population in the 

cities, more organized channels are needed for the processing and distribution of agricultural products 

(Takele, 2010). Dawit (2005) expounded that the movement of agricultural commodities from the 

producer to the consumer is carried out by a long chain of middlemen, who, most of the time do not 

add value but only extend the chain. Due to the fact that there is little or no processing in traditional 

agricultural marketing chains, the highly perishable nature of agricultural produce creates serious 

challenges for marketing and distribution (Chagomoka et al, 2014) 

In Nigeria, literature has shown that six classes of middlemen exist in agricultural marketing. They are 

the farm gate middlemen, the commissioned agents, the non-commissioned agents, the cooperative 

marketers, wholesaler transporters and the wholesaler retailers, and they function mainly in the 

movement of agricultural produce from the producers to the consumers (Adekanye, 1990). It has also 

been revealed that middlemen in the agricultural marketing chain exploit the farmers through 

malpractices in weighing and payments (Subhendu, 2012). With increased urbanization, it has been 

observed that two types of traders in the retail business have surfaced, which are: the village traders 

who sell the excess produce from their farms and the city-based traders who buy from middlemen and 

sell to consumers (Adekanye, 1990). In roadside marketing, a seller of agricultural produce instead of 

selling in designated markets, sets up a selling space close to a roadway and sells produce/products to 

consumers (Ernst and Wood, 2010; Rajesh et al., 2013). 

In a research carried out on roadside marketing in India, Rajesh et al,(2013) discovered that a small 

percentage of farmers were themselves involved in the marketing of their produce by the roadside. 

According to the findings of the study, majority of the farmers that engaged in roadside marketing of 

their produce did it to eliminate the effect of middlemen and obtain more profit for their produce. The 

study also revealed that there are several other reasons why the farmers engaged in roadside marketing 

of their produce, which include the nearness to the farm and the perishability of the produce. 
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3. Methodology  

Study Area  

The research was carried out in Osun State, South-Western Nigeria. The population based on the 2006 

census is 3,423,535 (NPC, 2006), therefore the state is ranked 19th in terms of population in Nigeria.  

Osun State was chosen because of the large number of roadside marketers found on its highways. The 

high number of travellers plying Osun highways creates a significant volume of vehicular traffic 

which may have accounted for the sizeable number of roadside marketers found on these roads. Osun 

state is majorly an agrarian state that has around 70% of the population involved directly or indirectly 

in agriculture- related vocations. Apart from Osogbo, the capital, which has a number of market 

centres and is also linked by different roads within the state, there are also major towns and 

communities like Ile-Ife, Ilesa, Ikire, Gbongan and others that serve as good markets for agricultural 

produce/products in Osun state. The roads are well tarred and are plied frequently by vehicles. The 

main socio-economic activities along these roads are food processing and petty trade in farm produce 

and other non-agricultural commodities. People that sell various types of agricultural produce/products 

by the roadside are very common in the state. Agricultural produce/products that are usually on 

display include plantain, yam, palm oil, oranges, banana, pine apples, snail, honey and others. 

3.1 Sampling Procedure  

A two-stage sampling technique was employed in the selection of the respondents for this study. 

Already, FERMA has the data for major highways in Osun State, Nigeria. The first stage therefore 

involved the purposive selection of four of the highways with the highest number of roadside 

marketers; which included Ife-Ibadan expressway, Ilesha-Akure expressway, Osogbo-Gbongan 

expressway and Osogbo-Offa expressway. In the second stage, convenience sampling procedure was 

used in selecting 35 respondents from each of the roads, giving a total of 140 respondents. 

3.2 Data Collection Method  

Following primary data based works such, as Aderemi et al. (2020), Aderemi et al. (2019), Bako et al. 

(2021) and Okoh et al. (2022), the data analyzed were obtained through the use of a structured 

questionnaire which was designed in such a way as to provide the required information to fit the 

objectives of the study. The questions were interpreted to the respondents in their local dialects and 

their responses were recorded. Other methods used in the data collection process included the use of 

private interviews with the marketers, and direct observations. The data collected are; the 

socioeconomic characteristics of the roadside marketers such as age, gender, educational level, 

marketing experience, etc. Other information collected included their various costs incurred as well as 

returns on investment. 

3.3 Analytical Techniques  

The data collected were subjected to different forms of analyses. Descriptive statistics was used to 

analyse Objective 1(socio-economic characteristics). Budgeting analysis was used to analyse 

Objective 2(cost and returns). 

3.4 Descriptive Statistics  

This study used descriptive statistics to describe the socio-economic characteristics of the roadside 

marketers, as well as the types of agricultural produce/products they display by the roadside. This was 

captured by the use of the mean and frequency distribution. 
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3.5 Budgeting analysis  

This technique was used to compute cost and returns by calculating the gross margin and net returns of 

the roadside marketers.  

Total cost (TC) = Fixed Cost (FC) + Variable Cost (VC)  

Gross Margin = Total Revenue – Total Variable Cost  

Net Returns = Total Revenue – Total Variable Cost – Total Fixed Cost  

i.e Total Revenue – Total Cost 

 

4. Results and Discussion 

4.1 Socio-economic characteristics of the Roadside Marketers 

Age  

The age of marketers affects their agility and ability to perform their marketing activities which in turn 

affects their sales (Fakayode et al., 2010). The age therefore is an important factor in determining the 

profitability of roadside marketers. This is because in most cases, the marketers have to run 

competitively after customers to sell their wares. Findings revealed that about 85.7% of the roadside 

marketers were below 50 years, which is the active class/group of the population. The mean age of the 

marketers is 38.59 years. This shows basically that marketers of middle age are more involved in 

roadside marketing in the study area.  

Gender  

All the roadside marketers are female. Roadside marketing in the study area is common with the 

female folks. It is believed that the dominance of the females in the marketing of agricultural produce 

may be due to the small capital base required to start the business (Afolabi, 2009). 

Marital status  

Most of the roadside marketers are married, as the married marketers accounted for about 88% of the 

sample.  

Years of experience roadside marketing 

Fewer marketers (43.6%) had more than 10 years of marketing experience by the roadside. The mean 

of the years of experience is 11.46 (±6.19). The relative lesser years of experience by the majority may 

have negative effect on their returns.  

Years of formal education 

Education is a crucial determinant for skills development and strengthening of effective marketing 

decisions (Bezabih and Hadera, 2007). Majority of the roadside marketers (85.0%) had not less than a 

primary school education. This is important as it may improve their marketing efficiencies as may be 

showing in their returns. 

Household size 

Alene et al. (2008), posited that the household size is a pointer to the quantity or measure of family 

labour that is available for productive activities. However, the household size of the roadside 
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marketers may also have a negative influence on their gross margins due to consumption of the 

agricultural produce/product by the family members. Majority of the roadside marketers (57.1%) have 

a fairly large household size of six members and above which may in turn have a positive effect on the 

returns of the respondents. 

Table 1. Summary Description of Roadside Marketers’ Characteristics 

Characteristics Dominant Indicator Mean Value 

Age 85% of roadside marketers were 

below 50 years 

38.59 years 

Gender All marketers are female - 

Marital Status 88% are married - 

Years of Marketing Experience Fewer marketers (43.6%) had more 

than 10 years experience 

11.46 years 

Years completed in school 85% had not less than a primary 

school education. 

7.41 years 

Household size 57.1% have a fairly large household 

size of six members and above 

6.04 persons 

Type of produce displayed Plantain, yam and palm oil were the 

most prominent 

- 

Purchase costs - ₦77,510 

Access to market information 99% of the roadside marketers had 

access to market information 

- 

Transportation cost - ₦1,535 

Total Sales - ₦104,357 

Operating capital - ₦51,989 

Source: Field survey, 2022 

 

4.2 Cost and Returns Analyses 

4.2.1 Budgeting analysis 

The average gross margin of the respondents is ₦25,312.90 per month, while the net profit is 

₦23,039.00. It was also revealed that the Total Fixed Cost per roadside marketer was ₦2,273.9. This 

implies that the cost of setting up a roadside business is relatively low.  

 

5. Summary, Conclusion and Policy Recommendation 

In this study, both the socioeconomic features of the roadside marketers and costs and returns that 

associated with their ventures have been examined using a two-stage sampling procedure. Meanwhile, 

four different highways (Ife-Ibadan expressway, Ilesha-Akure expressway, Osogbo-Gbongan 

expressway and Osogbo-Offa expressway) were purposively selected in the first stage. In the second 

stage, thirty five (35) respondents were selected in each of the four different locations using accidental 

sampling method. Primary data were then collected using pre-tested interview schedule administered 

to a total of one hundred and forty (140) roadside marketers. Descriptive statistics and Cost-Revenue 

Ratio (CRR) was used to analyze the data collected. Findings revealed that majority of the roadside 

marketers (85.7%) were less than 50 years of age, married (87.9%), had not less than a primary school 

education (85%), and had fewer than 10 years of marketing experience (56.4%). It was also revealed 

that the cost of setting up roadside marketing business is very low and that the net profit of roadside 

marketers around ₦23,039.00 per month. In view of the above these findings, this study recommends 
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that roadside marketing is a profitable venture that should be explored and modernized in order to 

increase economic activities of the Nigerian highways. 

 

6. References  

Abbott, J. C. and Makeham, J. P., (1986). Agricultural Economics and Marketing in the Tropics. Longman Group (F.E.) Ltd., 

Hon Kong, pp. 3 and 15-54.  

Adamu, F., Filani, M., and Mamman, A.B. (2005). Market and Transport Institutions in Nigeria’s Livestock Trade; Case 

Studies from Sokoto and Ibadan.  

Adegeye, A. J. and Dittoh J.S. (1985). Essentials of Agricultural Economics. Centre for Agricultural and Rural Development, 

University of Ibadan.  

Adekanye T.O. (1990). Reading in Agricultural Marketing. Longman Nig, pp. 1-11.  

Adeola, S.S., Folorunsho, S.T., Gama, E.N., Amodu, M.Y, and Owolabi, J.O. (2011). Productivity and Profitability Analyses 

of Cowpea Production in Kaduna State. Advances in Applied Science Research 2(4): 72-78.  

Adeola, A.O, Bifarin, J and Folayan, J.A. (2011). Honey Marketing in Ibadan Metropolis of Oyo State, Nigeria: An 

Economic Analysis. Journal of Agricultural Science, 2(2): 113-119.  

Adewumi, M.O. and Omotesho, O.A. (2002). An Analysis of Production Objectives of Small-scale Rural Farming 

Households in Kwara state, Indian Journal of Rural Development, 25:201-211.  

Adalemo, A.I. (1979). Small Urban Centres in Nigeria’s Development Strategy. The role of  

Rural Market Centres and Small Urban Centres in Rural Development in Africa. African Studies Journal, 1,128-130.  

Adakaren, B., Opewa, S.T. and Edokpayi, A.A. (2011). Determinants of Marketing Margins in Palm Oil Enterprises in Edo 

State, Nigeria. American-Eurasian Journal of Agriculture and Environmental Science, 10(1), 21-26.  

Adekunle, A.T., and Asumugha, G.N. (eds); Proceedings of the 39th Annual Conference of the Agricultural Society of 

Nigeria. University of Benin, Benin City. Oct 9th -13th, pp 385-387.  

Adeleke, M. L. and Afolabi, J.A. (2012). Appraisal of Fresh Fish Marketing in Ondo State, Nigeria. IIFET 2012 Tanzanian 

Proceedings.  

Adejobi, A.O. (2011) Market Access and its Effects on Rural Households’ Farm Incomes in South Western Nigeria. Poster 

paper prepared for presentation at the International Association of Agricultural Economists Conference, Gold Coast, 

Australia.  

Adejobi, A.O. and Adeyemo, V.A. (2012). The Nature and Determinants of Channel Levels in Cassava Tubers and Cassava 

Products Market in Southwest Nigeria. Journal of International Food & Agribusiness Marketing, 24(4).  

Adeniji, O.B, Adebayo, C.O. and Ajayi, O.P. (2012). Analysis of marketing margin of yam in selected rural areas of Niger 

State, Nigeria. Basic Research Journal of Agricultural Science and Review, 1(3), 58-62.  

Aderemi, T.A., Tolulope, A. C., Adedayo, A. & Arinola, B. L. (2019). Entrepreneurship Financing and Nation Building in 

Nigeria: Evidence from Agricultural Small and Medium Scale Enterprises. Management Studies and Economic Systems, 

4(4), 315-330. 

Aderemi, T. A., Lucas, B. O., Okoh, J. I. & Efunbajo, S. A. (2020). Impact of Corona Virus (COVID-19) Pandemic on Small 

and Medium Scale Enterprises (SMEs) in Nigeria: A Critical Case Study. Acta Universitatis Danubius, Œconomica, 16(4), 

251-261. 

Adisa, O. D. and Sofoluwe N. A. (2013). Economic analysis of selected food crops in Ile-Ife of Osun State, Nigeria. Journal 

of Development and Agricultural Economics, Vol. 5(6), 208-214.  

Afolabi, J.A. (2009). An Assessment of Gari Marketing in South-Western Nigeria. Journal of Social Sciences, 21(1), 33-38.  

Agbola, P.O, Adenaike, T and Babalola D.A. (2010) Determinants of farmers’ access to output markets and the effects on 

income; A case study of Ikenne local government area, Nigeria. Acta SATECH 3(2), 33-39.  

javascript:void(0)
javascript:void(0)


J o u r n a l  o f  A c c o u n t i n g  a n d  M a n a g e m e n t         I S S N :  2 2 8 4  –  9 4 5 9        J A M  V o l .  1 2 ,  N o .  3 ( 2 0 2 2 )  

183 

Alene, A.D, Manyong, V.M, Omanya, G, Mignouna, H.D, Bokanga, M, Odhiambo, G. (2008). Smallholder market 

participation under transactions costs: Maize supply and fertilizer demand in Kenya. Food Policy 33(4), 318-28.   

Alimi, T and Manyong, V.M. (2000). Partial budget analysis for on-farm research. IITA research guide, P. 65.  

Anyanwu, R.C. and Jukes, D.J. (1991). Food systems and food control in Nigeria. Food policy 16(2), 112-126.  

Arndt, C, Schiller, R, and Tarp F. (1998). Maize Markets and Rural Storage in Mozambique, A Spatial and Temporal 

Analysis.  

Asogwa, B. C., Ezihe, J. A. C., and Ogebe, F.O. (2012) Agricultural Marketing Information Usage among Soybean Farmers 

in Nigeria. International Journal of Innovation and Applied Studies, 1(2), 160-170.  

Asogwa, B.C., and Okwoche, A.O. (2012). Marketing of Agricultural Produce among Rural Farm Households in Nigeria: 

The Case of Sorghum Marketing in Benue State. International Journal of Business and Social Science, 3(13).  

Awoyinka, Y.A. (2009). Cassava Marketing: Option for Sustainable Agricultural Development in Nigeria. Ozean Journal of 

Applied Science, 2(2), 175-183.  

Bako, Y. A., Oyegoke, A. A., Idowu, A.F. and Aderemi, T. A. (2021). Microfinance Banks, Small and Medium Scale 

Enterprises and COVID-19 Pandemic in Nigeria. European Journal of Economics, Law and Politics, 8(2), 1-10. 

Balogun, F.A. (2011). Management of Traditional Markets in Ibadan, Nigeria.  

Bezabih, E. and Hadera, G. (2007). Constraints and opportunities of horticulture production and marketing in Eastern 

Ethiopia.  

Chagomoka, T., Afari-Sefa, V. and Pitoro, R. (2014). Value Chain Analysis of Traditional Vegetables from Malawi and 

Mozambique. International Food and Agribusiness Management Review, 17(4), 57-75. 

Cottingham, J., Skora, R., Padgham, J., Reddy, R., and Wright, B. (2012). Pick Your Own Operations and Farm Stands-

Options For Your Business. University of Wisconsin Cooperative Extension A3811-14.  

Dawit, A. (2005). The status and challenges of agricultural marketing in Ethiopia. PP.1 Paper presented at a panel discussion 

organized by the Ethiopian Association of Agricultural 89 Professionals (EAAP), April 22, 2005. Ethiopian Agricultural 

Research organization (EARO).  

De Soto, H. (1989). The Other Path: The Economic Answer to Terrorism. New York: Basic Books.  

Diakité, L., and Kergna, A.O. (2002). Analysis of competitiveness of neo-classical agricultural sectors (Potato, Onion / 

shallot, tomato and cotton). Data accessed from www.fao.org/tc/easypol.  

Ekunwe, P.A. and Alufohai, G.O. (2009). Economics of Poultry Egg Marketing in Benin City, Edo State, Nigeria; 

International Journal of Poultry Science 8 (2), 166-169.  

Eleni, Z., Madhin-Gabre, E. and Goggin, I. (2005). Does Ethiopia Need a Commodity Exchange? An Integrated Approach to 

Market Development. EDRI-ESSP Policy Working Paper No. 4.  

Elitzak, H. (1996). Food cost review. Agricultural Economics Report No. 729.  

Emokaro, C.O., and Egbodion, J. (2014). Effect of Marketing Cost on Marketing Margin Realizable from Beef Sales in 

Benin City, Nigeria. American Journal of Experimental Agriculture, Page 215-224  

Ernst, M and Woods, T. (2010). Marketing at Roadside Stands. University of Kentucky Cooperative Extension Service. 

University of Kentucky. Data accessed at http://www.ca.uky.edu/agecon/index.php  

Eze, S.O., Onwubuya, E.A., Ezeh, A.N. (2010). Women Marketers’ Perceived Constraints on Selected Agricultural Produce 

Marketing in Enugu South Area: Challenges of Extension Training for Women Groups in Enugu State, Nigeria. Journal of 

Tropical Agriculture, Food, Environment and Extension, 9(3), 215 -222.  

Food and Agricultural Organisation, (1997). Survey and Analysis of Aquaculture Development Research Priorities and 

Capacities in Asia. F.A.O. Fisheries Circular No. 930 F.A.O., Rome, Italy.  

Food and Agricultural Organisation, (2005). Associations of market traders: Their roles and potential for further 

development. Agricultural Management, Marketing and Finance Service (AGSF) Occasional Paper 7. Food and Agricultural 

Organization (FAO) Year Trade Book, 2007 Publication.  



J o u r n a l  o f  A c c o u n t i n g  a n d  M a n a g e m e n t         I S S N :  2 2 8 4  –  9 4 5 9        J A M  V o l .  1 2 ,  N o .  3 ( 2 0 2 2 )  

184 

Fafchamps, M. and Madhin-Gabre, E. (2001). Agricultural Markets in Benin and Malawi; Operation and Performance of 

Traders. IFFU report on the impact of agricultural market reform on small-holder farmers in Benin and Malawi.  

Fakayode, S.B., Omotesho, O.A., Babatunde, R.O. and Momoh, A.A. (2010). The Sweet Orange Market in Nigeria, How 

Viable? Research Journal of Agriculture and Biological Sciences, 6(4), 395-400.  

Filani, M.O. (1994) Ibadan Region, Rex Charles Publication, Ibadan. p.169.  

Folayan, J.A (2005). Economic Analysis of Cocoa Marketing in Ondo and Ekiti States of Nigeria. Ph.D Thesis, Unpublished. 

Department of Agricultural Economics and Extension, Federal University of Technology Akure, Nigeria.  

Gibson, E. (1994). Sell What You Sow, The Grower’s Guide to Successful Produce Marketing, New World Publishing, p. 98.  

Hall, C.R., (2008) Direct Marketing Guide for Producers of Fruits, Vegetables and Other Specialty Products. Agricultural 

Extension Service. The University of Tennessee pp 4- 38.  

Haruna, U., Sani, M. H., Danwanka, H. A. and Adejo, E. (2012). Economic Analysis of Fresh 91.  

Tomato Marketers in Bauchi Metropolis of Bauchi State, Nigeria, Nigerian Journal of Agriculture, Food and Environment. 

8(3), 1-8.  

Kohls, R.L. & Uhl, J.N. (1985). Marketing of agricultural products, Macmillan Publishing Company Inc. 6th edition. New 

York, Pp 8-60.  

Kohls, R.L and Uhl, J.N. (1990). Marketing of Agricultural Products. 7th edition. New York: Macmillan. 

Lagos State Street Trading Law (2012). Laws of Lagos State of Nigeria.  

Lloyd, R.M, Tilley, D.S and Nelson J.R (1995). Should I grow fruits and vegetables? Pick-your- own-markets. Arizona 

Cooperative Extension Service, Division of Agriculture, Oklahoma State University, OSU Extension Facts, No 184, p 19-24.  

McCarthy, E.J. (1960). Basic Marketing, A Managerial Approach. Homewood, Illinois, USA.  

Marsh, J.M, and Gary, W.B (2004). Wholesale-retail marketing margin behaviour in the beef and pork industries. Journal of 

Agricultural Resource Economics, 29: 45–64.  

Mendoza, M.S. and M.W. Rosegrant, 1995. Pricing Behavior in Philippine Corn Markets: Implications for Market 

Efficiency, Vol. 101. International Food Policy Research Institute.  

Mojtaba, A., Farhad, S.B, Hussein E. (2010). Efficiency of date marketing system in Sistan and Bluchestan of Iran.  

National Population Commission (2008). Nigerian 2007 Population Census Report.  

Njoku, J.E. (1994). The economics of wholesale marketing of vegetables in Owerri area of Southern Nigeria. The case of 

Onions. Tropical Agriculture (Trinidad), 71(2), 139-143. 

Njoku, J.E, and Odii MACA (1991). “Determinants of Loan Repayment Under the Special Emergency Loan Scheme 

(SEALS) in Nigeria; A case study of Imo State”. African review of money, finance and banking in Africa, Milano, Italy.  

Nwaru, J.C., and Iwuji, O. (2005). Marketing Margins and their Determinants in Plantain Marketing in Owerri Agricultural 

Zone of Imo State, Nigeria; Agricultural Rebirth for Improved Production in Nigeria; In: Orherliata, A.M., Nwokoro, S.O., 

Ajayi, M.T., Odeleye, J.A. (2012). Improved Road Traffic Environment for Better Child Safety in Nigeria. 14th ICTCT 

workshop proceedings.  

Ogunrinola, I.O, Fadayomi, T.O, Sodipe, O. (2012). Occupational Health and Hazards among Street Traders in Nigeria. 

Unpublished research paper.  

Ojo, M.A., Mohammed, U. S., Adeniji, B. and Ojo A.O. (2009). Profitability and technical efficiency in irrigated onion 

production under middle Rima valley irrigation project in Goronyo, Sokoto State Nigeria. Continental Journal of 

Agricultural Science 3: 7 – 14.  

Ojogho, O., Erhabor, P. O, Emokaro, C.O. and Ahmadu J (2012): Marketing Margin and Price transmission analysis for beef 

in Benin Metropolis. International Journal of Agricultural Economics & Rural Development - 5 (1), 2012.  

Okelola, O.E., Usanga, U. J. and Keke C. (2010). Economics of Palm Oil Marketing in Imo State, Nigeria. In: Proceedings of 

the 25th Farm Management Association of Nigeria (FAMAN) Conference (AKURE 2011), pp 502-505. 93  



J o u r n a l  o f  A c c o u n t i n g  a n d  M a n a g e m e n t         I S S N :  2 2 8 4  –  9 4 5 9        J A M  V o l .  1 2 ,  N o .  3 ( 2 0 2 2 )  

185 

Okoh, J. I., Mac-Ozigbo, A., John, O. O. & Aderemi, T. A. (2022). Assessment of the Impact of CBN Post COVID-19 

Stimulus Packages on the Economic Sustainability of SMEs in the COVID-19 Epic Centres of Nigeria. The Journal of 

Accounting and Management, 12(2), 29-44. 

Oladapo, M.O, Momoh, S, Yusuf, S, Awoyinka, Y (2007). Marketing Margin and Spatial Pricing Efficiency of Pineapple in 

Nigeria. Asian Journal of Marketing 1(1):14-22.  

Olayinka, K. A. and S. A. Aminu (2006), Marketing Management Planning and Control, Lagos, Sundoley Press Nigeria, pp. 

1-12.  

Olowookere, J. K., Hassan, A. O., Adewole, A. O. and Aderemi, T. A. (2021). Small and Medium Scale Enterprises (SMEs) 

Financing and Sustainable Economic Growth in Nigeria. The Journal of Accounting and Management, 11(1), 220-228. 

Onyeabor, E.N. (2009). Marketing and Distribution Channels; Agricultural Marketing for Developing Economics; Enugu 

Jacob’s Classic Publishers Ltd; pp 4-25.  

Onditi, A.A. (2012). An evaluation of promotional elements influencing sales of an organization: A Case Study of Sales of 

Agricultural and non-agricultural products among women groups, Homa Bay District, Kenya. International Journal of 

Business  and Social Science, 3(5), 296-313.  

Porter, G., Lyon, F., Potts, D., and Bowyer-Bower, T. (2004). Improving market institutions and urban food supplies for the 

urban poor: a comparative study of Nigeria and Zambia: Scoping phase.  

Rajagopal (2010). Coexistence and Conflicts between Shopping Malls and Street Marketers in Growing Cities: Analysis of 

Shoppers’ Behaviour. EGADE Business School Monterrey Institute of Technology and Higher Education, ITESM. Mexico 

City Campus. Working Paper MKT-03-2010.  

Rajesh, U. K., Rajendra, A. M. and Vaishali, P. P. (2013). A critical study on road side marketing - a new avenue for farmers 

in small villages. International journal of marketing and human resource management. 4(1), 08-13. 

Sajjad, M., Khan, M., Khan, D., Sardar-ul-Mulk and Nazir, M. (2008). An investigation into marketing channels and margins 

of rice in district Malakand. Sarhad Journal of Agriculture 24(3): 298-302.  

Salau, E. S. and Attah, A. J. (2012) A Socio-Economic Analysis of Urban Agriculture in Nasarawa State, Nigeria. 

www.patnsukjournal.net/currentissue PAT, 8(1), 17-29. 

Sexton, R, Zhang, M, Chalfant, J. (2005). Grocery retail behavior in perishable fresh produce procurement and sale of 

commodities. Journal of Agriculture and Food Industry Organisation, 3: 1-21.  

Simonyan, J. B. and Anyanwu, C. (2010). Determinants of Marketing Efficiency among Small-Holder Cocoa Marketers in 

Abia State, Nigeria. Proceedings of the 25th Farm Management Association of Nigeria (FAMAN) Conference (AKURE 

2011), pp 582-588.  

Takele, A. (2010). Analysis of Rice Profitability and Marketing Chain: The Case of Fogera Woreda, South Gondar Zone, 

Amhara National Regional State, Ethiopia. M.Sc. Thesis Haramaya University, Ethiopia.  

Toure, M., Wang, J. (2013). Marketing margin analysis of tomato in the district of Bamako, Republic of Mali. Journal of 

Agricultural Economics and Development, 2(3), 084-089.  

Tronstad, R. (1995). Direct Farming Marketing Options. Direct Farm Marketing and Tourism Handbook, p 3-7.  

Umar, H.Y, Otitolaiye, J.O and Opaluwa, H.I. (2010). Evaluation of Acacia species (Gum Arabic) Market Structure, Conduct 

and Performance in Borno State, Nigeria. Journal Agriculture and Social Sciences.  

United Nations, (2006). World Population Policies 2005 (United Nations publication, Sales No. E.06.XIII.5, 2006).  

Upton (1987). African Farm Management. Cambridge University press.  

United States Development Agency (2011). Global Agricultural Information Network Report. 

Van der Bank, J. and Van der Merwe, I.J. (1990). The location and functioning of farm stalls in the Southwestern Cape, 

Agrekon 29:185-189.  

Vanessa, S. and Jonathan, K. (1992) Economic Analysis of Agricultural Marketing. Overseas Development and 

Administration Publishing Company, U.K., pp: 1-120.  



J o u r n a l  o f  A c c o u n t i n g  a n d  M a n a g e m e n t         I S S N :  2 2 8 4  –  9 4 5 9        J A M  V o l .  1 2 ,  N o .  3 ( 2 0 2 2 )  

186 

WIEGO (2008). Street Trade in Africa: A Review. WIEGO Working Paper.  

WIEGO (2011). India’s National Policy on Urban Street Vendors. WIEGO Policy Brief (Urban Policies) No 2.  

Williams, E (2003), Market Reforms, Technocrats and Institutional Innovation, World Development, 30 (3), 395-412.  

Wohlgenant, K.M (2001). Handbook of Agricultural Economics; volume 1, edited by B. Gardener and G. Rausser pp 92-105.  

Young, D. (1995). Characteristics of Direct Marketing Alternatives. Direct Farm Marketing and Tourism Handbook, p 1-5.  

Zamasiya, B., Mango, N., Nyikahadzoi, K., and Siziba, S. (2014). Determinants of soybean market participation by 

smallholder farmers in Zimbabwe. Journal of Development and Agricultural Economics, 6(2), 49-58. 

 


