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Abstract

The study examines the spatial profit differentielsyam marketing in Gombe metropolis. Primary datze
collected using questionnaires which were admiresteo 40 randomly selected respondents, 10 frooh ea
selected markets. Farm budget model was used tiysenthe data. The result indicated that 60% of the
respondents were within the age bracket of 21 tge#ds and the literacy level of the respondents waderate,
where those with primary and secondary educatiarstitoted 25% each out of the total respondent Th
highest profit was realised in Pantami market wWitt9.2/tube and the lowest was in Gombe Old mark#t w
N32.5/tube. The major constraints to yam marketuege insufficient capital with 32.5 percent whiligln cost

of transportation and poor storage facilities cibaistd 25% each. It was therefore recommendedaiyattopriate
means of products preservation and famers shauid &ssociations in order to have access to ladmsh
would boast yam marketing.
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Introduction

Yam Dioscorea species of genusdioscorea and family dioscoreacea . This thick, tropical-vine tuber crop is
native to warmer region of both hemisphere and idpular in Africa, the West Indians and part sfad South
and Central America. By virtue of its excellentatability, it's a high value crop. Yam is cultivdt¢hroughout
the tropics and in part of the sub-tropics and temae zone. In West Africa and New Guinea, yampsimary
agricultural commodity. Yam is one of the importamber crops which contributes in both food seguaibhd
economic development of all African countries alnel world at large. The production of the yam isd5illion
tonnes per year in the world out of which Nigeri@@unt for an average of 36.2 million tonnes, Ghimme3.6
tonnes and coted’ovore for 4.8 tonnes,(NEPC, 2008).

The Nigerian government has been making effortadosb agriculture as an alternative source of regeiihe
Nigerian Export Promotion Council in collaboratiaith other state government has designed apprepmatns

of packaging yam for export to United Kingdom. AbalB.5 metric tonne of yam value at about £30,000
equivalent to N7.23million was exported from JudyDecember, 20004. The agency notes that althoumggrisl

is rated as the largest producer of yam in thedyatlhas not made much significant impact in tkpogt trader
(Izekoret al., 2010).

Some founded project, therefore seeks to tacklelialenges helping in the development of a frant&vior
yam research and development in West and centridaAfYam is second to cassava as the most imgortan
tropical root crop. It is a stable crop in manytpaf Africa and South-east Asia. Yam is a sigaificfood crop
and commercial crop accounting for over 20%, 8.1% 4.6% of the total dietary intake in the kingdoin
Togo, Solomon and New Guinea respectively. Apannfits importance as a source of food and incoram y
also plays a significant role in the socio-culturaé of some producing region in most West Africgtates as
justified in New Yam Festival in West Africa.

Problem Statement

Transportation cost of yam from southern stateNligéria, where it's been cultivated in large heesaraffects
the availability of it in the market and it plays significant role in determining the price of yarfhe
marginalization and demand of yam product in ddféryam markets in Gombe metropolis which may teend
be a major factor that enables the suppliers tawkii@ quantity of yam that can be supplied to ttaeketing.
The efficiency of yam storage for marketing andstonption is also a thing to consider. Storage ofl y& a
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problem to the marketers because it can easilyrhe@rotten especially when it is not in high dethand not
properly kept. Demand for yam in Gombe metropdaliséry high given the fact that it is eaten boiledd and
pounded in homes and restaurants. This is an itgiicaf a potential market for the produce, whiehds to the
study of spatial profit differential of yam markagiin Gombe metropolis.

Research Questions

The study attempted to answer the following questio

1. Is the marketing of yam profitable in the stzdga?

2. How different are the prices of yam betweenrtiagkets in relation to the transportation
costs between the markets?

3. What are the problems of yam marketing in thesarea?

Jugtification of the Study

Yam is one of the most popular and widely consufoeds in the world, it plays an important role e tdiet of
many different countries, among which are South Arag Africa and West Indians. In 2004, global yam
production was almost 47 million metric tonnes, 96%which Africa is the producer. And Nigeria alone
accounts for about 70 percent of the world proaurctlt is the second most important root/tuber dropfrica
with production reaching just under one third leeélcassava. More than 2.8million hectares of theent
global area yam under cultivation is in sub-Sahathita, where the mean gross yield is 10 tonnesheetares
in Asia, the production yield for 2004 stood at 2% metric tonnes (IITA, 2004). However, the fgetwing
population of the countries provides a continuoog mcreasing demand for the product. This meaasttiere

is a potential good market for yam in Gombe metlisp@his potential can only be realized if the guoers are
to secure price advantage through efficient mangetif the product. It is there for necessary toenst@nd how
the marketing of yam is presently done. And thestaints that are associated with it, with recomdations of
how to tackle them.

Objectives of the Study

The main thrust of the study is to determine thatiapprofit differential of yam in Gombe metropaliThe study
is also specifically: to determine:

i. To determine the profitability of yam marketimgthe study area.
ii. To determine the marketing margin of the yanthe study area.
iii. To identify the constraints to yam marketingthe study area.
iv. To suggest possible solutions to the problems.

M ethodology

The Study Area

The study was conducted in Gombe metropolis, GoStage of Nigeria. It is located on latitude®1aN and
longitude 1211E. It is in the north eastern geographical zdr@ambe state. It has two distinct seasons dry and
wet, the dry season begin in October and end inl Apmonth). The wet season lasted for five mofitbm
May -September). The mean annual rainfall variemxf600-1200mm, the temperature ranges between°(8.33
32°C . The vegetation of the area is open savannas dmad with concentration of wood land in the beeast
and south-west (GSADP, 2006).
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Sampling Procedure

Resources constraint resulted to the impossibditywhole coverage of Gombe metropolis. Thereforyr f
markets were purposively selected which are GomlainMarket, Gombe Old Market, Pantami Market and
Nasarawo Market where there are yam marketer isetmoarkets in the study area. Fourty (40) yam ntarke
were randomly selected for the study, with ten ft®n each market by means of balloting.

Types and sour ces of Data

Primary and secondary data were used in study.aPyihata were collected using questionnaires filoenyam
marketers. Relevant information related to yamket@rs and marketing such as age, sex, maritalsstat
educational level which are their socio-economicarahteristics were collected. Costs which involves
transportation, storage and market levy were atdteated. Revenue, selling prices and problems wexe
related to the study were collected too.

Data Analysis

The data collected were analysed using descripgtegistics which consist of frequency, distributiand
percentage for the socio-economic characteristind eonstraints. While marketing margin was used to
determine spatial profit differential of yam in thiidy area.

Where marketing margin (MM) can be calculated ds\is:

_ selling price—supply price

MM=

x 100

selling price

Results and Discussions
Sacio-Economic Characteristics of the Respondent

The socio-economic characteristics of the respatsdeinthe yam marketers were presented in the sdiséow
with their discussion.

Age of the Respondents

Age plays a significant role in yam marketing hre tstudy. It is a determinant factor in adoptionnefv
technology and also the survival or continuity afrymarketing is depended upon it.

This socio-economic characteristic of yam marketindescribed in Table 2 below.

Table 1: Distribution of Respondents based on their age
Age Frequency Per centage
21-30 10 25
31-40 15 355
41-50 11 27.5
51-60 4 10
Total 40 100

Source: Field Survey, 2013
The Table 1 above shows that an appreciable nuaflyam marketers fall within the age of 31-40 weavhich
represents 37.5% of the total respondents. Whiseththat fall within the range of 41-50 and 21-&arg
constituted 27.5% and 25% respectively. And onlylf@d¥s within the range of 51-60 years. Therefaout
62.5% of the respondents were young, who are iit #enomically active age. This is in line withahi,
Omotogba and Kadir, (2007) and Rahma, OgungbileTatmb, (2002) who are with the view that middleecg
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normally use to contribute positively productiondamarketing. And this is because they adopt inriomat
easily than older once, as shown here where th&etsais with age 51-60 constituted only 10% of thilt
number of the respondents in the study area. Tdnises with Obeta and Nwagbo, (1991) who believed th
youths are more ameable to new ideas and risk.

Constraintsto Yam Marketing

In yam marketing, there are some constraints Heatrtarketers use to encounter. These are predariadble 2
and discussed

Table: 2 Constraintsto yam marketing

Constraints Frequency Per centage
Poor Storage Facilities 10 25
Insufficient Capital 31 325
Irregular Marketing 7 175
High Cost of Transportation 10 25
Total 40 100

Source: Field Survey, 2013.

Table 2 shows that 32.5% of the total respondergse Waced with problem of insufficient capital iam
marketing. Those with lack of good storage faeititand high cost of transportation as problem gotest 25%
each. While irregular marketing with only 17.5% tbe total number of the respondent. This impliest th
insufficient capital is the major constraint to yamarketing in the study area. As agreed by Ineta.,(2011)
who said that cost associated with marketing oficajural product is a major problem in marketin§ o
agricultural produces.

Spatial Profit Differential of Yam Marketing

The spatial profit differential of yam marketingade with various market locations, average purchasee,
average selling price, average marketing costragee profit and as well as marketing margin of ther
selected markets in the study area as presenthd ifable below with its explanation.

Table: 3 Spatial Profit Differential Yam Marketing in (N/Tuber)

Market Average Average Average Average Marketing

L ocation Purchase Selling Variable Profit Margin
Price Price Cost

Pantami mrkt. 160 191 13.3 19.2 16.2

Gombe Main mrkt. 167 182 31 16.3 16.5

Nasarawo mrkt. 154 18.5 17.5 15.5 17.5

Gombe Old mrkt. 157 187 14.7 14.6 16.4

Source: Field Survey, 2013.
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Note: (Mrkt) means M arket
The results in the table above indicated that miarkan pantami market the highest average préfiti1e.2

and lowest average variable cost of N13.3. Gombim Merket was second with average profit of N16t#ev

the average variable cost was N13.7. Followed byakavo market then Gombe Old market that had N15.5
and N14.6 as average profit respectively. Withrthgerage variable cost of N17.5 and N14.7 respalgti

In comparison of the four (4) selected marketthin study area, the result shows that the maxinwerage
selling price and as well as the average profitemebtained in Pantami Market. Mean while, the ldwes
average selling price with maximum average proéiswbtained in Gombe Main Market, this occurs duié
high number of wholesalers and participants inntfaeket. The implication of this is that yam marketeould
make more profit in Pantami Market than in any otiree among the selected markets in the study area.

Conclusion

The study was designed to evaluate the spatialtpiifferential of yam marketing in Gombe metropati
markets. Yam marketing is profitable and markevghsrealize higher profit in Pantami Market thanyaother
markets among the once selected in the study aeavercome the problem inhibiting marketing of yam
marketers should explore the possibility of formowpperative societies in order to benefit from eyovnent
incentives, should be provided with informationtbe appropriate method of storage and preservafigam

in order to reduce infestation insects; and govemtnshould maintain subsidy on petrol and gas whiith
invariably reduce the cost of transportation whielates to the marketing cost.
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