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Abstract

The purpose of this study was to investigate how ube of information assists market women in making
informed decisions. It is well documented in liter@ that businesses that boom in thé' 2&ntury are
businesses that are information driven. However niot clear if market women do make informatioprarity

to make business decisions. A survey research mlesas used with disproportionate stratified sangplin
technique. Four hundred market women in Alade etatlagos participated in the study. A self devetbpe
guestionnaire Out of 400 copies of questionnais¢riduted, 300 (75%) of them were returned. Thelifigs
indicated that there was a significant relatiopgbétween information utilization by market womerd aheir
decision making practices. The use of newspapar@rmation about distributors, radio and telesisiwere
among the key sources women consulted in orderateertheir decisions concerning their businesses.sfindy
recommended that information professionals andMirastry of Commerce should work together to contduc
and sponsor research on trends in the market aakk them available to market women in formats ssctaily
and business newspapers.

Keywords. Information sources, Information use, Decisiorking, Market women

Background of the Study

Today, Women have access to almost unlimited amofimformation- sales, demographics, economicdsen
competitive data, consumer behaviour, etc.

Before going far, it is proper to define some & ey terms used in this essay. The oxford Endbistionary
defines information as “knowledge communicated eoning some particular fact, subject or event oiclvlone
is appraised or told; intelligence, news.” Inforfoatuse could be defined #se ability to recognize the extent
and nature of information need locate and put & us

Market women need to update themselves constaiitiyrelevant and timely business information ifyttere to
remain relevant in the age of competition. Busiassseed information to be successful. It is impurta find
out the information sources this group of entrepuga consult for decision making pertaining to pase,
selling, marketing and loan grants because juthasvorld is fast evolving and technologies arendirag, so is
the business world as awareness of new knowleddeaeahnology are the basis for successful busitoeksy.
Market women from observation have been regardeiitasates who can hardly read or write and tlere are
assumed to have no need for market informationheve been neglected. Unfortunately, the fact is ¢lvan
some of the market women are not aware of what tven information needs are or how these needkl dmei
met and since the information professionals aresaéftciently aware of market women's informatiogeds so
adequate support could be provided, the market wanfermation needs remains unattended to.

Market information may mean many things to manypgbeoln brief, it is information about buying andlling,
the industry sectors, associations, future tremds @nditions, statistics and things that will affehe market
over the short and long term. Utilization of thghti information can be a tool for making stratedgcisions as
the relevance and importance of information is entdn the sort of decision it is eventually used fTherefore,
in other to make goods decisions, there is the fieethe use of timely, relevant and accurate imi@tion. In
Nigeria for instance, inadequate market informai®ithe cause of most goods seizure at the boarsigles of
expired consumables, exuberant prices of markedgqmor profit turn-over and the likes. Thussinecessary
to provide timely and accurate information( Hal&Okunfulure 2010, Lucey 2004), so that decisiah®ut
purchase, contact of buyer, information about bgyémd selling, sources where needed informationbzan
obtained, analysis of information, value of theibeass, price to give and take on the businessfiaadcing can
be made.

Generally in Africa, market women are seen asiites who need little or no information at allcsirihey can

hardly read and write. This assumption howeveouiglated as women play a very strong role in anaefdhe
affairs of the economy. The services they rendeoday’s economy is information driven therefotgeyt need
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accurate, adequate and timely information to He &b deliver better services to their customerseims of
good price and good product.

A well informed market woman will make the bestidems such as where to buy at the best price, wihéay
in bulk and re-sell, what specific goods and sewiwill sell more at a particular time, the neefisustomers,
where to secure loans to enhance the businessAssatiations /bodies to join to ensure the secuwftyhe
business. Appropriate information empowers peopleatds actions that can transform lives and pravide
great sense of independence (Mchombu 2000) wheleckf information could cause poverty and themo
may have limited access to information and areimgtof misinformation (General Education DivisidBED]
2008). Goulding (2002) is on the opinion that ewery should have access to information for their satial,
economic, political and cultural development.

Through the use of information technology, ther lat of information materials like internet thatavailable
and are accessible that can improve the businesgadéet women but due to lack of awareness artdraicy,
very few tap this opportunity to better their biesin. There are also limited literatures and rebeamnrk on
activities of the market women and how to betteirtbusiness, therefore the combination of thefecef has
led to lack of access to market information that eaable market women to make quality decisionspghgain
to their business.

Objective of the Study
The general objective of this study is to invegdigthe attitudes and behaviours of market womeratdsy
information and to identify information sources coonly used by them and how information gotten has
influenced their decisions. Specifically, the olijees of the study are to:

1. Find out the information needs of market womerhimgtudy locale

2. ldentify the information sources consulted by markkemen

3. Determine the degree of effect of information osibass decisions of market women.

4. Evaluate the relationship between information usgwwomen decision making.
Resear ch Hypothesis

1. There is a significant relationship between infotiota use by market women and their decision

making.
2. There is no relationship between the importanceketavomen place on information and their decision
making.

3. There is a relationship between effects of infoiamatise on market women decision making.
LITERATURE REVIEW
The major challenge facing market women todayagdéessibility of relevant business information &mrid may
have hindered the ability to make decisions thatroave their businesses forward. The availabilitgt aventual
use of market information can help a market wonmataking good alternative course of action whenrtbed
for decision arises, and in other to be able toemthks decision, it is important that informaticeadling to
decision making is provided. Information builds an individual’'s thought processes and helps therkema
decisions at the appropriate time based on thenrdton that has been made available to them. Kawat
(2008:3) and Arrow (1984) in Feeney & Grieve994:11) defines information as “that which redsice
uncertainty” Meanwhile, University of South Afric005) sees information as a resource in solaipgoblem.
Horton (1979:34) complements as ‘an emerging mesduNo wonder, the world economy is information
driven. Low (2000) submitted that information orlgcome information when it represents something. new
Whereas Mary & Maureen (1994) conceptualised infdiom into epistemic information and systematic
information. Epistemic information referring to hamknowledge and understanding that is the apjuitatf
the knowledge of information gotten on real lifgpekences, while systematic information is the \wag means
information is presented.

Information because of its all encompassing attelpossesses lots of characteristics and theyiened from

the point of view of different areas it is appliedd For instance, (Lucey, 2008) classifies the ati@ristics of
information from management perspective into; timeds, sufficiency, level of detail, redundancy,
understandability, freedom from bias, decisionvaltee, reliability, appropriateness of format, cefficiency,
comparability, etc. This much is true becausepfexe of information does not convey meaning tortfzenager
who is in the position to make decisions, theis just a stream of data but if it conveys meaningpuld have
informed the manager and expanded the mind in dthidt to be seen as information. (Horton 1979)esathe
general characteristics of information are thats ih commodity like mobile phone, food, or carttisatradable
and a resource like man, money, material, machim# ts manageable, other special characteristics of
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information are classified as; it does not diminvgith use, it can not be shared in portions and tostly to

produce but easy to disseminate.

(Kawatra, 2008) also divides the characteristicsinddrmation as follows: it conveys meaning, it ueds

uncertainty, it can be communicated, it dependsupe user’s needs. University of North Carolin@&rsboro,
(2002) list of the characteristics of informatiomem to be more encompassing seeing informatish d8 a
product and then as both tangible and intangil@enehts which are; information is not necessariyaduct of

manufacturing, it can often be produced at littteno cost, each item of information is differendrfr every

other, it may be exchanged, information can be ktahilizing and destabilizing, it may be availaipét not be
provided where it is needed, there is no such tlaagperfect information, it may be either subjextr

objective, or both at the same time, it can exigiart, it be totally false or true, partially faler true, it is both a
public good and a private commodity, and it careast apart from value.

(Mmd4d-Mobile Market Design for Development, 200®@)explaining the concept of market informationtesa
that a cell phone based system called ‘Trade atiHzas helped market women in Bangladesh to conniht
others to more competitive prices for the goody they. In other words, it works from the buyer ahd seller’s
area of interest, the buyers is able to buy ateedwrice base on information available and thiersed able to
advertise goods like on the internet and newspapgeargher explains that the market information &ezv
adopted in Liberia “Trade at Hand” is designed dsusiness matching information service that inctutte
delivery of international market price informatiamd the delivery of market alerts to end useBurkina Faso,
Mali, Senegal, and Mozambque.

Scavenger, (2009) further states that market indtion provides relevant information about potdntia
customers, competitors and suppliers, as well asces that will help to understand the trends aymbhohics
within the business sector. (Simatupang & Sridha2@02 cited in Agrawal & Muhammed, 2008) expldiatt
access to private data between trading partnetendble them to monitor the progress of produnts @rders
as they pass through various processes in theysapain. Olayemi, (2004) in defines market infotima as a
systematic design to generate and disseminatedamlypilow of pertinent information and data fofieient and
effective decision making. There is more to théndighn of market information; information has te belated to
the business in question. Therefore, market inftionais data about the market that has been predets
convey meaning and is relevant to a business fmieit and effective decision making.

Information and Decision Making

Decision making is based on information and effectmanagement of information is a prerequisite for
successful marketing decision making. Put simgig, hhetter the information, the better the marketiagision
because information reduces uncertainty, and the Umcertainty, the less risky is the marketingsi@es. It
would be difficult, if not impossible to quantify arketing decision making without an organised flofv
information

Information is the trigger to knowing there is alplem, information is needed to define and strctire
problem, and information is needed to explore ahdose between the alternative solutions and lastly
information is needed to review the effects of ithh@lemented choice. (Virtual Salt, 2008) says infation is
knowledge about the decision, the effects of itsrahtives, the probability of each alternatived @o forth.
(Srinivas, 2008) in linking information to decisianaking states that information is important in idien
making because it helps to determine the sources Where information needed for decision-making ban
obtained, what information needs to be taken, and kas that information. (Popoola & Yacob, 2005eazd
that the quest for information for input into désismaking is necessitated by the type of job. i8uff say that
some jobs require so much information for a goodisilen to be made while on the other hand someado/
more detailed relationship between information dadision making is given by (Factiva, 2002) opinihgt the
key to making good decisions is good informatioriotmation therefore can be seen as so relevamdsion
making as it informs the decision maker on the appateness of the decision being taken. Decisiaking
can not be separated from information becausetliteisnain ingredient of a decision. Decisions taendriven
by information.

I nfor mation needs of market women in Nigeria

Olorunda (2004) states that the information negdsomen should be of concern to most because waren
the foundation of any society. According to OlatoK2007) 38 per cent of Nigeria women are involiredetty
trading at markets, also suggesting that abousdnge number of Nigerian women also work long héargive
or more days every week to contribute to the fanmtome. The old norm of no education for the ghild in
Nigeria is fading away at a high rate but the dbad been done already, based on observation, ésenir
generation of Nigerian women had already fallerivis. While growing, they had limited access toasahand
even a formal education especially those who grpvinuthe villages. They were forced to stop at adeoy
school level and pick up a trade or further theiuaation in Polytechnics. The men were expose@dbrical
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courses like engineering, medicine and the likeenEwith the introduction of technology and teclugital
gadgets, the male gender find using them comfatalnld interesting because they have been exposed to
intellectual challenges at an earlier age. Majodfymarket women fall under this category and ssaaily
regarded as illiterate or semi-literates. (Heel@g9lcited in Olatokun, 2007) opines that Informatliteracy
essentially involves using information contextuaflyskill that women are less likely than men teeha

Research Design The study adopted a cross-sectional survey desilgmket women at Alade market were
selected using disproportionate stratified sampteahnique. Questionnaire was used for data callecEour
hundred (400) women were participated in filling the questionnaire but 300 of them returned witp@&rcent

rate.Data collected was analysed using Pearson Momemel@ton Coefficient.

RESULT AND DISCUSSIONS

Tablel Distribution of the Respondents by Age

Age Frequency Percentage
20-30 71 24
31-40 83 28
41 - 50 94 31
51 -60 45 15

60+ 7 2
Total 300 100

Table 1 presents the age distribution of the nedpots. Majority of the respondents fall within #ge bracket
of 41 and 50 and this is followed by those indlge bracket of 31-40.

Table 2 Educational Qualification of the respondents

Educational Qualification Frequency Percentage
Masters Degree 118 39

BA, BSc/HND,OND 116 38

SSCE 48 16

First School Leaving Certificate 18 6

Total 300 100

Table 2 shows the number of respondents on the lbasheir educational qualification. The resportdesith
Masters degree Certificates were slightly (39 pet)chigher than those holding either Bachelorsréegr
Higher National Diploma with (38 percent). The restthe respondents were SSCE (16 percent) andaBrim
School Certificate (6 percent) holders. This mayplinthat good business sense depends on soundtieduca
More so, this pattern negates the popular thinkimgarket business is for illiterates”.

What Are The Information Needs Of Market Women At Alade Market?
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Table 3 Information Needs of Market Women

Statement Frequency Per centage
I need information to discover new opportunities 224 0.98

I need information to know current market price 2. 0.98
To know government policies that affect my business 4.11 1.11
To know how to re-invest my income 4.10 0.99
I need information to know foreign exchanges rates 4.06 1.16

| need information about business trends 4.00 06 1.
To know market researches being carried out 3.99 1.19
Information about how to manage two or more shops 3.95 1.17
To know information centers for market women 3.88 1.14
For success stories of women with similar busirgesse 3.85 1.12
To know viable businesses on the internet 3.84 1.26

| need information for advice 3.79 1.21
Getting a shop is hard, so | need information 3.79 1.20

| need information about insurance associations 3.65 1.26
For bank loans and credit available 3.61 1.31
To know which marketing association to join 3.59 1.21
To know institutions that thrifts are available 3.50 1.36

The table 3 shows the differing information neeflmarket women. Need for information to discovemn
opportunities ranked first amongst market womeaorimftion needs with a mean = 4.29, the need ofnmdtion
to know current market price ranked second witheam= 4.22, to know government policies that affieeir
business is ranked third with a mean = 4.11, tkesl rd information to know how to re-invest inconamked
fourth with a mean = 4.10, the need of informatieknow foreign exchange rates is ranked fifth veitthnean
=4.06, the need of information about business seadked sixth with a mean = 4.00, to know marksearches
being carried out ranked seventh with a mean =, 3#8&rmation about how to manage two or more shops
ranked eighth with a mean = 3.95, to know informaitentres for market women ranked ninth with ammea
=3.88, for success stories of women with similasibesses ranked tenth with a mean = 3.85, to krialles
businesses on the internet ranked eleventh witbanm 3.84, the need information for advice rartkesdfth
with a mean = 3.79, the need for information oriiggta shop ranked thirteenth with a mean = 3.&égdrfor
information about insurance associations rankeddeunth with a mean of 3.65, need for informatiorbank
loans and credit available ranked fifteenth witimn@an =3.61, to know which marketing associatiojoito
ranked sixteenth with a mean = 3.59, and to knafitirtions that thrifts are available ranked segenth with a
mean = 3.50

What Are The Information Sources That Market Women Have Direct Access To?
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Table 4 Accessibility of Information Sourcesto Market Women

Statement Mean Std. Dev
Friends and Relatives 3.82 1.09
Radio 3.77 1.19
T.V. Advert 3.69 1.23
Daily newspapers 3.50 1.28
Business Newspaper 3.34 1.30
Trade Association 3.05 1.32
Internet 3.29 1.27
Market research studies 3.04 1.38
Trade and professional publication 3.01 1.34
Government publications 2.98 1.24
Social Networks 2.97 1.31
Consultants 2.74 1.22
Print texts 2.68 1.26
Annual Review 2.65 1.19
Online Databases 2.61 1.29
Export Promotion Council 2.60 1.28
Ministry of Commerce 2.54 1.32

Table 4 shows the ranking on the Accessibilityrdbimation Sources to Market Women. friends andtiads
were the most accessible source of informatiomaoket women ranking first with a mean score 03.82,
followed by radio which ranked second with a meeores of = 3.77, T.V. Advert ranked third with a ane=
3.69, daily newspaper ranked fourth with a mean56,3usiness newspaper ranked fifth with a mears4,
trade association ranked sixth with mean = 3.2@rmet ranked seventh with mean = 3.05, marketreke
studies ranked eighth with a mean = 3.04, tradepaofissional publication ranked ninth with a mea® 01,
government publication ranked tenth with a mean982social networks ranked eleventh with a mea&reZ,
consultants ranked twelfth with a mean = 2.74,tfgerts ranked thirteenth with a mean = 2.68, ahrexdew
ranked fourteenth with a mean = 2.65, online datebaanked fifteenth with a mean = 2.61, expontnotion
council ranked sixteenth with a mean = 2.60 andhiméstry of commerce ranked the least ranking sdvavith

a mean = 2.54.

What isthe level of importance market women place on infor mation for their decision making?
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Table 5. Importance of Information for Decision making of mar ket women

Statement Mean Std. Dev
Information about exchange rates 3.92 1.05
Information about retailers 3.82 1.01
T.V. Advert 3.74 0.99
Information on travel 3.74 1.04
Radio Advert. 3.71 0.91
Business Newspaper 3.69 0.95
Daily Newspaper 3.67 1.05
Government Publication 3.62 1.20
Marketing Research 3.60 1.16
Internet 3.53 1.06
Friends and Relatives 3.48 1.20
Information about investment advisory 3.51 1.19
Trade Associations 3.47 1.07
Online Databases 331 1.16
Consultants 3.31 1.10
Annual Review 3.25 1.14
Ministry of Commerce 3.16 1.23
Printed Texts 3.05 1.01
Export Promotion Council 3.01 1.17

The table 5 above shows that information about &xgh rates is the most important for market wonesaisibn
making by ranking first and with a mean = 3.92pinfiation about retailers ranked second with a meas2,
T.V. Adverts ranked third with a mean = 3.74, imf@ation on travel ranked fourth with a mean = 3radljo
advert ranked fifth with a mean = 3.71, businessspaper ranked sixth with a mean = 3.69, daily papsr
ranked seventh with a mean = 3.67, government gatih ranked eighth with a mean = 3.62, marketing
research ranked ninth with a mean = 3.60, intaamdted tenth with a mean = 3.53, information about
investment advisory ranked eleventh with a mearb,3riends and relatives ranked twelfth with same
3.48, trade associations ranked thirteenth witreanre= 3.47, online databases ranked fourteenthawitiean =
3.31, consultants ranked fifteenth with a mean34 3annual review ranked sixteenth with a mear2s,3.
ministry of commerce ranked seventeenth with a neari6, printed texts ranked eighteenth with ammafa
3.05, while export promotion council ranked thestdenportant in decision making by ranking ninetbéenith a
mean = 3.01.

Two hypotheses were tested at a significant lef/8101.
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HYPOTHESIS 1: There is a significant relationship between information use and decision making by
mar ket women.
Table 6. Information Use and decision making of veam

Variable Mean Std. Dev. N R P Remark

Information Utilization 08.26 03.96
206 | .282** | .000 | sig
Decision-making Practices 60.38 10.40

The above hypothesis tested at 0.01 level of s@gmite. It is shown in the above table that thersignificant
relationship between Information Utilization and d3on-making Practices (r = .282**, N= 206, P <4).0
Therefore, the alternative hypothesis H1 is acakpted the null HO is rejected. i.e. Information lidétion
positively influences Decision-making Practicesnadirket women. This finding is in agreement withtth&
Marshall, Lucy, Strausa and General Economic DeaisMarshall (1999) stated that the use of inforomat
helped managers make better decisions. This imias without the use of quality and timely infortioa,
managers would make bad business decisions. Stfa888) is on the opinion that accurate, releaanttimely
information is vital towards decision making. GealeEconomic Decision [GED] (2008 states that ladk o
information can cause poverty. This is to mean tetisions without the appropriate use of inforovatcan
cause managers make poor decisions.

HYPOTHESIS 2: Thereis no relationship between the importance market women place on information
sour ces and their decision making.

Table 7. Influence information sources on markemen’s decision making

Variable Mean Std. Dev. N R P | Remar
k

Importance of Information Sources66.58 10.40

Decision-making Practices 206 | .396** | .000 | sig.

60.38 10.65

The above hypothesis tested at 0.01 level of s@amite. It is shown in the above table that ther significant
relationship between Information Needs and Degfdmportance of Information Sources (r = .396**, R86,

P < .01). Therefore, the null hypothesis HO is agjd and the alternative H1 is accepted i.e. thiera
relationship between the importance market womaeplon information sources and their decision ngakin
This is in agreement with that of Mchombu (2000} aoulding (2002). Mchombu states that appropriate
information is important as it empowers people talsagreater sense of independence while Goulditigesp
that information is a very important resource whistings about social, economic, political and aaltu
development.

CONCLUSIONS
The study has established beyond reasonable dbabthe use of quality and timely information faates
quality decision making process by market womehagos Nigeria. Two market women may sell the same
item at the same location but what makes the diffee is the ability to use strategic market infation for
decisions such as where to buy at cheaper rated,l@gdation to travel to buy, when not to traveéda inflation
in commodity price, distributors to patronize anidene to seek loans and thrifts from.This studyhierrt
indicated that women at Alade market have limiteckss to information, their trade associationshate
functional, they do not consult secondary andagyrtsources of information rather they consultghienary
sources and the informal sources of informatiore Study proposes the following recommendations:
«» There should be regular publications about trendeé market on various aspects such as
food items, clothing, accessories, etc.
+« Information should also be made available to man@nen in form of news items on radio
and television stations since market women usethesrces very frequently.
« The Ministry of Commerce should regularly conducsponsor researches pertaining to
market women so that they are made available t&eharomen thereafter.
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« Trainings on technological advancements should dgenavailable to market women in Lagos
so that they can buy and sell to and from theintenparts in foreign countries.
+ so that they can perform transactions online witlmaeessarily travelling to foreign countries
to shop.

In this regard, this research work should be ssempilot study that can stimulate Ministry of Coemge in all
the 36 states in Nigeria on how to meet the infaiznaneeds of market women.
Implication of findings
The finding indicated that women in Alade markate diverse information needs. Some of thesessngeck
information about  current market price, need iftfiormation on discovering new opportunitiesy fo
government policies that affect their businessprimiation on which marketing associations to joor, hank
loans, for institutions that offer thrifts, for fign exchange rates, for insurance associationgefiting a new
shop, for re-investment, for viable businesses, Hosiness trends, for managing shops, and for kmpwi
information centres for market women and some efitfiormation sources where these information cdogd
located and available to them. In conclusiolimfation use has played a pivotal role on the dmtisaking
practices of market women by improving their mairigtskills. Market women in Nigeria overtime from
observation have been relegated below their peees) as illiterates but the contrary is the casbeascontrol a
part of the country’s economy. This research woiréfore sees this area of pattern of informatise and
decision making by market women in Lagos as immbrteecause the availability of information deteresin
where they buy to re-sell which eventually affectsrket price. Therefore, this study has contributed
knowledge in the following areas:

+ Has identified the information needs of market wanreNigeria so that information professionals and
Ministry of Commerce can use for reference.

% Has discovered information sources that market woh@ese easy access to i.e. sources like trade and
professional publication, market research studgsnted texts, government publication, online
databases, annual review, consultants, export giomeouncil and ministry of commerce are not
accessible to market women unlike social netwoliksepook), friends and relatives, trade associstion
T.V. Adverts, business newspaper, radio, daily papsr and internet.

+ Has investigated how important market women rafierination from information sources. i.e. sources
such as annual review, marketing research, onlaabéses, information on travel, export promotion
council, and ministry of commerce have been rated |

« Has identified that market women use informationrses like daily newspaper, business newspaper,
friends and relatives, T.V. Advert, internet, radioformation on travel, trade associations and
distributors more than trade and professional pakithn, government publication, commercial
statistics, annual review, consultants, ministrycommerce, online databases, and export promotion
council.

< Has identified that information sources such asnfts and relatives, news papers, radio, social
networks, business newspaper, and trade assoaiaierfrequently used by market women.

+ Has explained that information has an effect onrtass decisions of market women.
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