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ABSTRACT
A comparative study of some agricultural products retailing, uses, users,
problems and prospects was conducted in Kaduna, Anchau, Zaria, Kachia and
Kafanchan. The agricultural products studied are ginger, Soya beans, cotton lint
& seeds and pepper chillies. It was discovered that the market is supplier
oriented, where demand is higher than the supply. This made competition
multi-dimensional amongst retailers. Beside being supplier oriented, the market

Is dso an import oriented market for ginger extracts.

The derivatives or product lines discovered in ginger and Soya Beans are yet to
receive the required patronage they deserve. Therefore, there is the ardent need
for more advertisement and sales promotion, since dl those products are import
substitution products with great potentialities to exploit the ever-increasing
supply gap. This would identified more users whose needs are satisfied as a

result of the multiple use(s) discovered.

The break through in Research and Development have significantly reduces the
problems of these agricultural products, thereby increasing their prospects and
subsequently more uses and users are discovered. But a ot needs to be done in
the area of funding Research & Development in order to keep satisfying the
dynamic and innovative needs of customers, otherwise the future is very bleak
for the sub-sector
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CHAPTER ONE

INTRODUCTION

BACKGROUND OF THE STUDY

Before the emergence of Crude Oil or Petroleum in carly 1956 and late 1970s,
agricultural production had assumed a significant role in the Nigerian
Economy. The contribution to gross domestic product as well as per capital
income of this sector can be seen from the needed output to feed the expanded
population. To furnish raw material for the manufacturing sector, to boost
exports as well as to raise income levels of the large portion of the labour force

employed in this sector,

The agricultural sector of the cconomy has been relegated to the second
position in 1976 with the production of crude petroleum, which stood at
approximately 90.5 million tons as against the 24.2 million tons production of
principal crops (selected), while production of principal economic minerals
stood at 22,4 million tons. (Source: Ministry of Mines and Power and Nigeria
COAL Corporation, as reported in Economic Indicators, vol.13 No. 1-6 (June
1979), Federal Office of Statistics P. 15, the Nigerian Business Environment

by Efiong I. Etuk P. 31).

However, because of its immense contribution towards creating self-
employment and there by reducing rural - wrban drift. The Federal
Governmient in 1974 increased producer price of cash crops in order to
increase production. While prior to that, in 1972 the Federal Government
established Agricultural Development Bank, The Nigerian Agricultural and

Co-aperative Bank (NACB) for agricultural financing.

Within the sub-sector, cotton seed/lint, Ginger, Soya Beans and Pepper have in
no small measure contributed to the economy and in turn income levels of both
the producers, besides the labour force. The producers are among the major
cash crops in Kaduna State. Thus, it signified how important the retail outlets

are in the sub-sector of the cconomy,
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The proliferation of agro-allicd industries has increased the level of the retail
outlets due to new discoveries as per new uses of these agricultural products
¢.g. Kachia Ginger Processing Company, Zaria Cotton Seed Processing

Company, Zaria Ginnery besides the textile mills.

The abrogation of Marketing Board in 1975 led to the proliferation of retail
outlets through direct whole sale purchase by using agents. The co-operative
societies could play a vital role if properly harnessed and managed far Better

than the Marketing Board as every member is a partner.

Statement of the Problem

Considering the diverse nature and complexity associated with agriculture in
general and the produce in particular, there are bound to be general and

specific problems.
Among the general problem reparding the subject of study, below are some of
the impediments:-

1) Getting the right quality products or produce free from defects arising

from processing that ensures consumer(s) satisfaction.

2) Lack of well-coordinated and managed consumer-retail co-operative.
b) Lack of storage facilities and preservation methods as well as

poor technical skills, which leads to substandard goods.

c) Penetration of International Market may be difficult.

3) Poor knowledge of abundant outlets due to poor communication

between the retailer and the end user or consumer.

4) Lack of patronage on the part of end user or consumers who prefer

foreign raw materials than local.

5) Poor research and development on the part of the retailers and industrial

users or consumers for new uses besides the normal conventional ways.

? h48.,
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1

These and other problems could emanate from lack of financial support inspite
of the existing agricultural development institutions such as Nigerian

Agricultural Co-operative Bank and Nigerian Agric Insurance Company.

The specific problems are numerated as follows:-

D Ginger:- There exists the problem of fungi, mixing of various grades,
lack of scientific drier or method, under weight syndrome on the part of
company’s official or agents.

2) Cotton:~ Has its own peculiar problems ranging from climatic
conditions, Diseases arising from bacteria/pest, Dishonesty on the part
of the produccrs/retailers due to watering, putting stones, mixing low

and high grades.

3) Soya Beans:- Problems ol weather condition, bacteria, rodents, . .. ..

unripeness that gives risc to dark colour.
4) Pepper:- The fragile nature as well as bacteria, tack of drying facility

among others

However, many impediments would be discovered and the ways of militating

them would be identified in the:course of the research.

STATEMENT OF HYPOTHESIS

This section intends to givé an imagined answer to the real problem

enumerated earlier through deductive and inductive reasoning.

Following the increase in research and development in both the private and
public sector as well as the academic circle, the right quality products or
produce as well as the storage facilitics and preservation methods have
emerged, besides the new uses and users. Also faken care of are the
impediments arising from fungi, bacteria/pest infections. While the end user or
consumer satisfaction is improved. Dishonesty is reduced to the minimum due
to the measured taken through supervision by the buyers from farmers. This

can be seen from various effort made by Liventis, U. A. C., Cadbury in the

private sector, RMDRC in the public sector and Institute of Agricultural .

Research, Agronomy Dept. A.B.U Zaria in the academic circle, to mention a



few. Levents, U.A.C., Cadbury and Vegfru embarked on either vertical or
backward integration besides the horizontal. This includes planting, processing

and marketing.

AIM AND OBJECTIVES OF THE STUDY

these retail outlets could be boasted, in terms of skills, gains or benefits,
reduce the risk (s) and cost(sy levels. With the new dispensation and the change
of direction within the sector, there has been development awaiting these
outlets to reap. Theretore the research intends to find out more on the awaiting

prospects and possible outlets.

The numerous problems outlined and many more which have become set back
or obstacles towards harnessing the maximum benefits would be addressed. So
all efforts would be geared towards achieving solutions with an casy means of

implementing them at the retail outlet levels.

Objectives:- The rescarch would look for the possibility of diversifying the

retail outlets in order to reduce the risk which are negatively correlated.

The work would also try to identify the possibility of the retailer embarking on
backward or vertical integration or jointly with farmer(s) or intra (within the
retailers) as the case may be. The thesis would be also geared towards evolving
a way of getting and enticing the consumer towards relying on the local

products or produce than importing them.

It would see the possibility of exporting, their prospects and problems, while
the local market share would be expanded with increasing sales turnover at a

subsidise rate in favour of the nal consumer.



the market 1s supplier market where demand is always higher than the supply.

However, table below is the resultant contribution of the public, private and academic circles towards satisfying the consumer’s needs. Since

TABLE 1
S/No.| Main Product Product Derivatives Type .om Pest or . Type of Diseases Type of Diseases Users Uses
Bacteria or Fungi Control
| Cotton Lint Long staple Boll worm complex Bacieria blight Use of clean healthy | Textiles, Loca! | Woven, kniued,
Short staple Leaf feeders Alternaria leaf spot, seeds, Weavers, fabrics of
Stainers, suckers Die-back diseases, Good cultural Spinners Textiles
Areolate mildew, Practices, chemical materials.
Aschocyta leaf spot Control, Insecticide
Anthracnose spraying.
2. Cotton seed Planting seed, oil, cake | Pink boll worm, Xanthomona campestris | Acid-delinted healthy | Ginneries, farmers, | Planting,
Older, p¥; teduciion in yulity | seeds, house hold, | cooking, znimal
Young nymphs, and viability; machine | Weeding,  chemical | livestocks. feeds.
Nematospora gossypi. delinted seeds. seed dressing.
3. Ginger Raw ginger (white) Spiny bell worm, Pink | Distortion of the apex, | Weeding & Restaurants Flavour, in drugs
Raw ginger (black) boll worm, false codling | rot-causing organism by | Roqueing  Chemical | Hotels, meat | and medicine
o Olzoresin,  Essential | moth, bacteria _ or  fungi, { control and processing _production.
oil, Fiza bestles, aphid fungus | decrease in  plant | insecticide spraying industry.
Powder. - development & yield, Backeries,
Nematospora gossypi. mal-formation. beverage,
confectionaries,
chemical and
pharmaceuticals.
4. 5oya Beans Soya Bean flour, Spiny boll worm, false | Bacterial blight, As in the above House hold, { Soya Bean flour
Sova Bean Cake. codling moth, Alternaria leaf spot, Livestocks, Cakes, Biscuits,
Soya Bean milk, Flea beetles, leaf worm, | Die-back disease, eic. Farmers, Children, | Rolls, pap,
Sova Bean oil {cooking | aphid, white flies. Cadbury, & lever - | Porridges, Soy-
cil), Brothers Leventis | Amala, Soy-Eba,
Soya Bean condiments; & UAC Soy-Gari, Sova
(dawdawa) . pudding milk,
cottage  cheese,
’ (wara) cofrage
cheese,  tomaio
: cheecse spread
: {Tofu)
3. Pepper Pepper, birds chilly False  codling  moth, | Mosaic, loss of Dito Ditto Local wuses can
Pan Bauchi fungus  Nemathosphora | colouration & R - hardly be met by
Dan Kauru gossypi white flies, aphid. | Contamination leaf O Analogues
Dan 1da Dan Mevere curl, : - -

5




SIGNIFICANCE OI7 TIHIE STUDY

Agticultural and indeed its product(s) arc presently negated to the background
! |
as a result of the emergence of p:t:lrolcum. This has negative effects on both the

farmer(s) and retailer(s) duc to individual(s) or government official.

There have been so many impcldimcnls on Research and Development beside
the comumunication or absorptio:fl by both farmers and retailers. The larmer(s)
and retailer(s) renniin adamant aiul conservative. Thus makes them un-aware of
new discoveries regarding the products, uses and upon which the outlets are

developed.

Thci*efore, this work would summed up the new discoveries regarding the main
product(s), their derivatives, uses and users with which the retailers capitalise
on (o develop their retail outlets, This would in turn improve their sales
turnover and indeed their profit margins. While the end-user or consumer's
need is heing satisfied through the varieties of product derivatives as well as
uses. o

The table produced in the hypothesis has articulated these developments at a
glance for (he benefit of the retailer who can now directs his sales machinery to

these consumaers.

This is a wrning point for import substifition where one exported main
products in return for the importation of the processed product derivatives. It
property harnessed by rctailers, it would improve the income level of the
labour force, farmers, retailers beside the foreign reserve or balance of
payment which could have positive bearing on the Gross Domestic Product

(G.D.P.)

SCOPE AND LIMITATIONS

Scope:- The whole work would therefore be centied on the following main

agricultural products in relation to their retailers, oullets, sources, problems
(diseases) and prospects. {1) Ginger (2) Cotton (Seed & Lint) (3) Chillies and
Pepper (4) Soya Beans.



Limitation:- The following are some of the limitation faced.

i)

i)

1)

V)

V)

V1)

In-accessibility to Record:- One can not lay hand on all the records/vital
information due to the bureaucracy of the management as they are
considered “Highly confidential” which would have been good for such
research as an updated one.

Bias:- On filling the questionnaire or responding to face to face
interview, in order to protect their interest. The management also
behaves in the same way in the interest of the organisation due to lack
of confidence on the rescarcher to treat all information under strictly
confidential issue. After all there has to be disregard to that
confidentiality as any research is (o enlightened, educate on discoveries
for the benefit of all and sundry as against the monopoly of knowledge.
Poor Record Keeping:- Where one is able o lay his hand, the records
would not be up to date, with vital information missing. Those in
charge with the record keeping may seems to be keeping it through fire
brigade approach by fabrication of data, that would satisty their selfish
interest.

Financial Constraints:- Information has to be sometimes bought over or
one has to bribe his way by tipping the person in charge otherwise the
record or information would not be available. Where the information is
given you may find that it is cither not up to date or is a stale
information. Go and come back syndrome would be the order of the
day as a way of frustrating the research or the researcher.
Transportation Problems:- Collation of data is not an easy task it
involves moving from one centre to another at different locations since
the collation centres are not centrally located. Exhaustion of all
information seems to be very difficult, while proximity factors is the
primary consideration against far distance location.

Time Constraints:- Go and come back syndrome always play a negative
role to successful completion of rescarch at the right time. It is always
pood to do the right thing at the right time. Appointment could be made

but hardly met, thereby forcing the researcher unnecessary delay.



2.00
2.01

2.02

CHAPTER TWO

LITERATURE REVIEW
Retailing

Any business particularly in the production or manufacturing sector wauld anly

succeed through retailing or retail distribution. Howe (1992) consider it as an
“essential and not insignificant part of total economic activity....” The success
of this segment as part of the workings of the economy leads to the availability
of a wide range of manufactured products. This can be seen from the
derivative (able of the raw agricultural product such as Seed Cotton, Ginger,

Soya beans and Pepper shown in the statement of hypothesis,

The competitive world of today has nccessitated manufacturers, distributors =

and retatlers to provide a wide range of choices for consumer satisfaction,
through innovation or creativeness. As a result of this manufacturers will only
make what they can sell, instéad of selling what they can make, Chisnall
(1992). This development has made the retail business to become more
dynamic, with competing organisations always making concerted efforts to
create consumer interest in their products or preduce. Consequently, the nature
of competition in retail marketing has been plagucd by the adoption of new
strategics. Presentations of raffles draw sales promotion (door to door) and

discount given cle,

Function of Retail/Bistribtuion

The ftunction of rctail/distribution or retailing is bridging the gap between
producer(s) and cousumer(s). this cnables producer to  specialised in
manufacture and the latter to obtain a range of goods for their needs at a given
price.

The central function of retailililg is the assortment of goods to make them
avatlable in small lets {or the mimsumcr. It is therefore necessary to anticipate
consumer demand and its Ililllll‘%: and (o make available a concentrated Qr'ii'i'iety
of goods for the convenience of the consumers. The concentrated variety of

soods will differ from business to business, In agricultural produce retailing

8



for instance. there are different grades of farm produces as well as their
derivatives. The produces and their derivatives are mostly differentiated in

terms of cost or quality.

MCClelland (1966) opine that the retailer must be regarded “from a logistical
point of view as one who receives a variety of articles..... and on the basis of
inefficiently and irregularly received instructions sorts them (o their
appropriate destinations”. Also HOWE (1992) identified five unique retailing

functions within this focus.

These are:-

i) Physical movement of goods
i) Availability of a range of goods

i) Change of Ownership
iv) Advice to potential customers

V) Other services to customer.

All the above factors have been referred to in the ensuing discussions. By
providing appropriate distributive services efficiently that one class of retailer
assumes greater or lesser important in the sector. And within any one type of
retailer, the recognition of the need for particular services and the ability to
provide these elficiently will determined the “survival, profitability and growth

of individual retailing enterprises.

Retail Pricing

Pricing is a fundamental factor that affects retail policy, The policy for retail
are simply an overall guide to pricing and consists of a set ot rules which the
retailer follows in making day to day pricing decision, Mason and Mayer
(1978). The retailer is likely to have more than one policy il a variety of
produces are sold. Pricing is affected by a number of factors. Mason and
Mayer listed the following as the major ones.

1) Type of goods

i) Retailer cost structure

ii1) Demand structure

v) Market structure



2.3(1) Type of Goods

2.3(2)

2
3
w

The type of goods offered often alfect-pricing decisions. This is moreso
where great product or produce differentiation exists and the consumer
is probably searching for some unique aspect of merchandise. The
retailer thus has some leeway in prices for this type of product. The
consumer will make a major effort to acquire a particular brand in so

far as their needs are satisfied at an affordable price.

Retailer Cost Structure

The Cost Structure of the retailer is also important. Mason and Mayer
(1978) believe that costs are difficult to establish for the multiple
product retatlers. Every effort should however be made not to price

individual products below the overall cost structure of the company.

Demand Structure is normally discussed with reference to elasticity.
Elasticity is the percentage response in the quantity sold to percentage
change in price. The computation should be in percentage terms instead
of absolute units to allow for comparisons of demand sensitivity for

different products.

There is another complication problem in pricing decisions for the
retailer. This is cross elasticity of demand especially when products or

outlets have close substitutes.

Generic and brand influences are also goods for thought for the retailer.
Generic refers to industry-wide demand while brand refers to the

ndividual brand, which the retailer offers.

Agricultural produce is elastic, although cross clasticity of demand
plays a significant role due close substitutes. However, brand elasticity
could be high due innovation and creativity. Small changes in price can
for particular brand cause major shifts in the quantity purchased. The

probability of brand elasticity for a product is likely to manifest where

10
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isumers do not perceive major differences between the products and

produce offered by various retailers. This probably accounts for why

Hxl

nufacturers try to establish brand differentiation in their products or

produce.

Market Structure

The number and size of competitors and the amount of product or store

differentiation usually affect market Structure, which in trn affect

pri

cing. Depending on circumstances, the market structure may assume

any of the following characteristics.

i)
i)
i)

iv)

Pure Competition
Monopolistic Competition
Olizopoly

Pure Monopoly.

234 1) Pure Competition

Pure competition exists where a product is perceived 1o be
homogeneous, Mason and Mayer (1978). Market forces may dictate
the price for the produce or products. Consumers obtain the product
at the lowest economically feasible price. The retailer has little
control over price and must fix his price at the prevailing market
prices. This can be seen from the cotton market. Where production

is relatively proportionate to favourable price.

Monopolistic Competition

Monopolistic Competition is characterised by many firms offering
for sale differentiated line of products. Each firm has a limited Kind
of monopoly based on the manipulation of the various elements of

the retailing mix.

In this type of market, retaiiers have a limited amount of influence
over price. Management will have an upper hand in establishing

prices if it is successful in differentiating the outlet. Soya beans and

Nk
-



Pepper/Chillies as well as cotton (sometimes) their prices are being

controlled by the consuming company.

Retail outlets in this type of market structure have some leeway in
fixing prices. If a firm raises its prices it can expect a decline in sales
because some customers may switch to lower price brands or even to
other outlets selling the same item at a lower price. Also the
company or individual may be able to sell more units of an item at
lower price than at a higher price. Where a large number of
substitutes are available as in the agricultural produce or products
market for example, the degree of price elasticity is a function of the
number of rival competitors. And the “extent to which the products
or produce or outlets offered are differentiated in the minds of
customers”™ Mason and Mayer (1978). Obviously then, the less the
degree of product differentiation, and the larger the number of
competitors, the higher the elasticity of demand for the individual(s)

or firm(s) offerings.

Oligopoly

This market structure exists where a small number of retailers
dominated sales in an arca. The retailers in this type of market
structure occupy sufficiently prominent market positions to inlluence
the decisions and action of competitors. The Ginger processed cartel
is a4 good example of this market structure. There 1s so to say
interdependence among them, which extends to pricing, customer
service and other similar aspects of competition. For instance, price
cuts by a firm will be marched by competitors so as to prevent the

price - cutting firm from gaining customers.

On the other hand, unilateral price increases will be largely ignored
because, presumably, retailers who do not raise price will gain the
business lost by the finmn, which raises its price. This in oligopolistic
market models, retailers will tend to refrain from independently

raising prices above a going rate for fear that they will experience a

12



2.4(1)

substantial decline in profits, sales and market share. They are also
not likely to cut prices drastically because price cuts will be marched

by competitors.

2.3(4.4) Pure Monopoly
A monopoly, according to Bowden (1986) is a market structure in
which there is only one seller. In order words, it is the opposite of
pure competition, where individual firms have no power over the
market. A monopoly on the other has power to influence the market
price, Lipsey (1983). By reducing its output, the monopoly can force

prices up and force the price down by increasing the output.

However, Bowden (1986) believes that no producing firm or
individual in the present day, with pure monopoly can escape the
influence of consumer demand. For instance, at prices, which are
too high, the monopolist is bound to loose customers. Also, if the
monopolist 18 making good profit, this will tempt  potential
competitors. In the final analysis. competitors it will suffice to say
that “some kind of actual or potential competition™ is always present

cither in the same product or some substitute product.

Retail Competition

Retail of all shapes and sizes perennially compete with each other MCCelland
(1966). Economic analysis often assumes that industries exist where firms all
produce identical, homogenous products, Ireland (1992). Actually, such more
industries are the exception rather than the rule. An industry because its
products are interdependent. The nature of demand may also stimulated the

provision of variety.
The provision of a variety of products in an industry stimulates competitive
operation of the market forces of supply and demand that consumer are

satisfied at the lowest resource cost, Howe (1962).

Factors To Be Considered In Retail Competiton

There are many ways by which the factors that affect retail market competition
can be identified, Howe (1962) opined that the ‘actors’ or participants in retail

13



markets could be identified by adapting porter’s five-force framework as

shown in the figure below.

Fig. 4: Five-Forces Frame work

(2)

ew Entrants

rd

(n
. i /{4)
a > xisting
Manufacturer 2 —
Wholesaler ctail Competition
Supplic

Forms of Retailing

Source: HOWE 1992

Box | relates to competition among existing retailers (or producers) of the
same product, simply offering consumers with same product (or service). Each
of the retailers mekes profit through its relationship with suppliers and

consumers by convincing the latter that it offers the best value for money.

Boxes 2 and 3 make up two more dimensions of retail competition in retailing,
new entrant competition is a usual possibility. This is because market entry
costs for many forms of retail distribution are low. Also, diversification from

one form of retail business to another is readily possible.
The forces in boxes 4 & 5 aiso influence retailer profitability and strategy. The
relationship  between retailers and their customers more often than not

influence the retailers strategic decision making.

14



2.4(2) Forms ol Retail Competition
A retailer must carelully appraise the precise nature of the competitions to see
how he can fit into picture. This is because from experience, it is generally
believed that it is difficult to make good profits where there is keen
competition Buskirk and Buskirk (1979). The forms of competition can be
broadly categorised into three, according to Howe (1962), These are:-
i) Horizontal Competition
i) Intertype Competition

i) Vertical Competition

2.42.1) Horizontal Competition

Mason and Mayer (1978) defined horizontal competition as that
between two independent retatlers of the same group. It also
encompasses the possibility of entry into a retail market by more
retailers of that group within the scope of horizontal competition.
The strugele for customers between ginneries and textiles for cotton
or its materials while in the case of imported processed ginger and
the locally processed, for instance can be analysed. Another example
pharmaceutical stores, can be cited. Howe (1992) believes (hat
among competitiors having similar cost structure “Competition tends
(o take the form of marginal price differences, competition in service

coeeees And, particularly in respect of *Corner shop” Location™.

]
i:
T
[ 4]

Intertype Competition

Intertype  Competition according  to  palamountain’s  (1955) is
competition  between  different forms  of  distribution.  More
specifically, it is the competition between different types of firms
selling the same product. Sometimes intertype competition is viewed
as a subset of horizontal competition since all sales are at retail, This
tvpe of competition is the most representative model ol retail

competition today.

2.4(2.3)  Vertical Compettion



Vertical competition consists of webs of horizontally coordinated and
vertically aligned  establishments  at cach  level operated at an
optimum scale so that marketing functions within the system are
performed at the most advantageous level or position, Davidson
(1970). The outcome of this vertical relationship depends upon the
relative  bargaining  strengths  of  the  participants, palamountain

(1955).

Vertical Systems require enormous capital investment and  their
networks seek to provide maximum cconomics and efficiencies in
promotion, technology and the competence of management. In this
system, monetary activities are co-ordinated from the point of

production to the point of ultimate distribution.

2.4(3) Competitive Responses By Retailers

According to MCClelland (1966). there are three major dimensions of
competitive response at the disposal of retail organisations, viz: price, focation

and services.

2.43.1) Price
Retail pricing, although complex, is one way that retailers can
respond o competition. It must be born in mind that although there
nray be alternative retail outlets to consumers, they are characterised
by limited price consciousness and price sensitivity and even a
tendency in some cases to judge the quality of the product by its
price. It can thus be seen that price may not necessarily be the only

variable upon which consumers base their choice of retail outlets.

For a healthy competitive price strategy. retailers must  make
decisions on price promotions based on such variables as timing,
choice of products and comparative price levels of other nui.inn:ll
brands. Decisions should also be taken relative to price levels for the

same products or produce in different geographical locations.

L ~oadod qpn ...



2403 Location
This involves the siting of new outlets and sometimes the closuse of
existing ones. It is an important variable in the ever-increasing

competitive retatl enviromment.

HOWE (1992) outlines three general  issues  that  should  be
considercd.  These are  population  size,  distinction  between
convenicnee and shopping goods and  geographical or locational
monopoly. Population size supports a particular retail establishment.
Obviously, this is determined by the size of the catchment are:
population and the frequency of purchase per head of the population.
Il retail outlet is located in a particular place, it is the expenditure of
the existing population of the centre and that of immigrant consumers
from outlying arcas that provides an adequate sales turnover. In this

regard, a good forecast is of utmost importance.

Distinction should be made between convenience and  shopping
goods. Goods of convenience as the name implies comprise goods of
convenience (with regard to the former) and are an important aspect
of consumer requirements. Shopping goods are those with higher
unit price, but purchased less frequently and consumers try to make
compar sons of attributes of the products, eg. Price and quality.

The small corner shops usually enjoy some form of geographical or
locational monopoly. The absence of new competition is occasioned
by the patronage or loyalty, which the shops enjoy. By offering
convenient location, retailer may be able o signiticantly improve his

furnover.
Bowlby (1984) opined that there are a range ol techniques available
to retail managers in making store location decisions. HOWLE (1992)

summarised them as follows: -

“These may be broadly divided into scarch techniques designed to

determine particular geographical arcas which are appropriate 1o



individual  categories  retatler,  store  viability  technigues  which
involve forecasting sales tirnover for individual stores in a particular

store location which influence sales levels™.

Dawson (1979), however considers sub-urbanisation as the major
locational change to have taken place in retailing. He wrote that it is
a potential arca of conflict between competing groups of retailers
mcreasing successful sub-urban retailers and those located at the
centre of cities which are becoming increasingly less successful. The
major problem being that price changes by competitors are quickly

known where retalers are free to fix their own prices.

Buskirk and Buskirk (1979), on the other hand, identified nine major
factors to be considered when siting a retail location.

They are:-

Size of trading area

Area’s growth patterns

Traffic patterns

Supporting Institutions

Buying habits of target market

Zoning & Building regualtions

Physical nature of premises and Security.

Specifying the size and structure of retail market arcas is 2
potentiafly useful way of summarising the number and characteristics
ol potential customers. As the area from which the bulk of a
company’s customers are drawn is called its “trading arca”, it is
therefore imperative to note that this area will certainly overlap

where there are alternatives to the product being offered.

Mason and Mayer (1978) opined that the shape of trading arcas is
typically specified by central place theory and that a retailer’s source
of ideas about the structure of market areas is the gravity mode]
which state that. “The volume of purchases by consumers and the
[requency of trips to an outlet are a function of the size of the store

and distance between the store and the origin of the shopping trip”.

18



It is important to fake into account ali the refevant external
environment conditions that affect local arca growth, which in wrn
affect locational decisions.  Careful investigation  of  economic
conditions, competition, positive/negative climate that bears on legal,
social and technological issues. The developments  follow  a
predictable pattern. When they are thoroughly studied, it is easier to

make “educated guess”™ about what will happen in future.

While considering a  suitable location, the exact locaton of
competing outlets should be identified. Actually healthy competition
should be encouraged. Buskirk and Buskirk (1978) wrote that “In
may instances new merchants want to locate near the competition
whose clientele is the same as the one they seek. They want
customers o see their store during a shopping trip o the
competitors™. It must however be mentioned that the presence of
competition also has its drawbacks, depending of course on certain
fuctors such as size of trading arca, the type of product or produce
that the retatler sells, the size of the retatler and the number and
nature of the competitors. MCDonald Tideman (1993) went on o
say that *Unique product ranges can enable retailers (o break into the
most established shopping locations with a considerable degree of

success’

Some retailer outlets should be located near other types ol busiiesses
either for technical support or patronage by the other operations.
Retailers should carefully select a target market to which they intend
1o sell. And therefore, retail outlets location decisions should include
an analysis of the buying habits of the target market. According to
Buskirk & Buskirk (1979), a study of buying habits tries to

determine;

- Where the customers buy

- When they buy
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- How they buy
- What they buy.

Obviously, new outlets should be located where s potential
customers buy, Also the location should accommodate when and

how they buy.

Sometimes, government-planping regulations do not permit the siting
of certain businesses at certain locations. Local regulations should

therefore be checked belore a hnal decision can be sanctioned.

The physical nature of a location should also be given serious
consideration when a retail location is bemng contemplated. 1t may be

too small or oddly shaped and may scare potential customers away.

Finally, it must be said that security has become a major problem.
There are rampant cases of petty thefts and even outright-armed
robbery. Some locations pose larger risks than others do and due
cognisance to this should be given. More over, insurance in high-risk
locations is likely to be difficult to buy. Where it is successtully

negotiated, the premium will certainly be on the high side.

In summary, location is critical to the success of most retal
operations. It is a two-phase process. Firstly, a good community is
essential. Secondly, a good site in the community is also of ntmost

mportance.

Service
Services to customers can be described as cither primary or

supplementary. According to James et al (1970), primary services
are offered to customers for the benclits they provide. The service
itself is the object of the transaction. Supplementary services on the

other hand are designed to facilitate or aid in the sale of a product or

20
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primary services. Clearly then, retailers can  wnprove  their
; competitive advantages by improving the  quality of  their

supplementary services. This could be in the form of after sales

service by assisting in the application or to hear suggestions or.

complaints in one product or other. Also the polythene bags

provided to customers be it in Ginger or Pepper.

All services offered by a rewailer cost money. Such costs should ber'

balanced against additional revenue. In evaluating the merits of a

particular service to customers, a retailer should consider the cost,,

consumer  demand, alternative  sources of the  services,  and
competition, James et al (1970). However, the retatler should
periodically review whether there is need (o continue offering a

particular service, Mason and Mayer (1978).

Retail Organisation and Management

All business activities must be organised towards achieving the objectives of
the firm. The type of organisational structure selected depends on factors such
as the size of the establishment the types of goods and services offered.
location of the outlet ete. The basic effect of a retail organisation simply 1s to

satisly customer needs while making profit.

Mason and Mayer (1978) opined that organisation is not particularly importan
for small retailers who may have a few cmployees only. In such cases, the

retailer should set his objectives and approach them in the best way possible.

Customer Behaviour

Customer behaviour, just like human behaviour, is difficult to understand, let
alone predict. Ehrenberg (1972), Mayer (1978) and Buskirk and Buskirk
(1979 concurred on this. There are for instance pre-purchase needs and
decisions that have to be made on whether to buy, what to buy, what not to

buy and at what cost.
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Phere is also the guestion of the buying situations, which are highly varied.
Some products are bought frequently, while others are bought at longer
miervals, Some products are pre-packaged and graded (c.g. processed singer)

and with different varieties (grades).

Promotional support is also important in shaping consumer behaviour. The
type of promotion and content of an advertisement copy are also very
important. - Consumption  levels  of certain products  also differ  among
individuals.  For stance  restaurants,  house  holds,  beverages  and
pharmaceuticals would frequently or likely to consume more processed ginger

and pepper or chillics.

From the discussions so far there bound to many buying situations. However,
when a consumer has to choose between different manufacturers brands of a
product, which are similar (there is little or no perceived differences), in
quality, price and availability, it might appear equally “rational™ to buy any of
the products. Empirically however, it has been found that most people tend to
develop habits of buying the same brand or a small number of brands lairly

reeularly, Ehrenberg (1972).
In summary, consumer buying habits are important to retailers because the

where, when, what and how of buying provide many important keys 1o

retailing decisions” Buskirk and Buskirk (1979).
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3.1

CHAPTER THREL

This section intends to give in detail the methods and techniques employed. To

achieve the desired objective, therefore the study is structured in the following

manner: -

3.1 The method of choice of the subjects or participams i the study, their
characteristics and experiences clc.

3.2 Description of the independent and dependent variables identified in the

study.

3.3 Description of the procedures used o data collection, e¢.g.
questionnaires, intervicws, ete.

3.4 Cursory description of the siudy.

The method of choice of the subjects or participants
The characteristics and experiences of the subjects or participants in the ficld

of study has informed their selection. The participants were classified as

tollowed:

) Individuals

h) Corporate bodics

) Governmental bodies
d) Institution(s)

3.0 Individuals:- Instant information on prices can be given but hardly
could one get past data or information due to poor record keepmg or
non-existence.  Under  this category, three (3) classes could be
identificd  with at least S years experience. These  mclude the

following:

3. lath)  Individuals who retail the product or produce only

This group does not go into production directly or indirecily. They
only purchase the agricultural produce for resale (o final consumers in

the market.



3.1a()

3 ladii

3.1(b)

What matters most to this group of individual is getting a good grade
at an affordable price that ensures fast sales with fair or good profi

margin and low transportation cost.

Individuals who produce and retail

This group under takes production direetly or indirectly and after
harvest they sell it to retailers as well as final consumers in their own

stalls at the market.

) Individuals that produce and sale fo retailers

This group does not partake in the retailing activities. They are
mnvolved in the production of the agriculiural products or produce
directly or indirectly. But on harvest they involve a retailer or whole

seller.

Corporate Bodies

This subset intends to give the name and the reasons behind thei

selection. The corporate bodies include the Tollowing:-

(i) Abdul Son Nig. Ltd. - Kaduna
(i) Cotton and Agricultural Processor - Zaria

(iti)  Kachia Ginger Processing Company - Kachia
{(iv) Zaria Ginnery Zaria

(v)  Seed Cotton Processing Company - Zaria

(vi) UN.T.L - Kaduna
(vii) K.T.L . - Kaduna
{viii) Cadbury!V::gfn:: - Kaduna
(ix)  Delphins Nig. Ltd. (Ginger Processing Co) - Kafunchan

AbdulSon Nig. Ltd. Kaduna has at least 5 years of experience in ginger

business in production, storage and sales 1o final consumer,

While Kachia Ginger Processing Company and Belphins Nig. Lud. And
Ultra Modern Ginger Processing Factory beside trading m the raw
ginger as done by AbdulSon Nig. Lid. Has gone into the processmg,

that gave rise to essential oil, Oleoresin and ginger powder
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3.1d

CAP, Zaria Ginnery, S.C.P.C., U.N.T.L. and K.T.L.. cuch has at least
10 years experience in cotton business. This could be directly or
indirectly in production through backward imtegration as in the case of
CAP, Zaria Ginnery. While others besides involving in backward
integration indirectly, they also involve in  vertical integration
(produciion (planting), Processing and marketing) S.C.P.C., UN.T.L

& KT L. are good in this combine methods.

Cadbury & Vegfru are in production (planting), processing and

marketing and whole purchase of both Soya beans and Pepper/Chillies

Farina Ltd., specialises in Soya beans milk production although it is

located in Lagos.

Governmental Bodies

The Governmental Bodies selected include the following -

(1) Ministry of Trade Commerce, Industries and Fourism Kaduna,

(i1} N.LD.B. Kaduna Area Office

(i)  Federal Office of Statistics - Kaduna

(iv)  Raw Material Research & Development Council -RMRDC
{Kaduna).

The information or Data collected has contributed v no smal' measure
towards achieving the desired objectives of the study. Although the data
collated are stale because | was only able to lay my hand on 1995 da’s

as some of the current information needed are not torth coming.

Institution(s)

The institution selected are as follows:-

i) National Agricultural Extension & Research Linson Services
(A.B.U, Zaria)

0] Africana Section - K.LL. (A.B.U. Zaria)

i) C.A.B.S. Library - Kaduna Polytechnic

The segment certainly provides most of the information regarding uscs,
problems and prospects as well as past work of others can be seen in

my references.
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Description of the Independent & Dependent Variables Identified

The independent variables are those factors that have direct bearing on the
dependent variables, The independent variable is a function of the dependent
variable. Therefore, the independent variables are the deternminant to the retail
outlet or business success. A good policy or decision on the independent
variables would certainly have direct and positive result on the dependent
variables. An adverse effect would result, i a bad policy or decision is taken

on independent variables.

The independent variables include the following:-
I Consumer Satisfaction

2) Price

3 Product Quality

4) Product availability

5 Location (Market)

O Transportation cost
7 Risks

8) Government Tarilfs
9) Incentives

1)  Storage Facilities

However, the dependent variable has little consequences. although it could be
insignificant compared 1o what the independent  variables have on the

dependent variable,

The dependent variables include the following:-

1) Seller’s need or desire
2) Finances
3 Sales turnover

4) Profit Margin

3) Pure Competition
6) Monopoly

7) Oligopoly (Cartel)

26
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Deseription of the procedures used in Data Collection

Literature Survey was conducted by consulting relevant journals, newspapers
and texts, which provided the theoretical framework lor conducting the field

survey of the project.

Field datax was collected and analysed. Two methods of data collection were
employed. These were:-
1) By the use ol questionnaires

2) Personal Interviews.

A questionmaire was initially designed and administered for a pilot study. From
the results of the pilot study, a more comprehensive questionnaire was drafted.

A copy of the questionnaire is shown in appendix 1.

The questionnaire was administered to respondents in Zaria, Kaduna, Anchau.
Kafanchan and Kachia. The respondents were cither top management stall or
managers ol retail outlets sampled for study 30 guestionnaires  were

admmistered.

The personal interviews were conducted in order o clarify some tems in the

(uestionnaire.

Cursory Description of the Study

The data generated was subjected to simple descriptive analysis. This is due o
the fact that there was no proper record that would warrant guantitative

(statistics) or qualitative (%) analysis.

Finally, conclusions were drawn and appropriate recommendations made,

27
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4.1

CHAPTER FOUR

PRESENTATION AND ANALYSIS OF DATA

Return of the Questionnaires

The questionnaire was the major survey instrument for the study. The
respondents of the questionnaires were mostly the top management executives
of the organisation and sometimes the proprictors of the retail business. The
Questionnaires were administered to respondents in Kaduna, Zaria, Anchau,

Kachip and Jama'a,

A significant number were returned, although some were not completely

answered for reasons such as confidentiality or lack of adequate information.

All the questionnaires returned were useable for snalysis. The returns of 24
questionnaires in all, which represent 80 percent (%) was considered adequane

for analysis.

The farming of Soya beans and Ginger are more predominant in the Southern
part of the State. While Cotton and Pepper (Chillies) are prominent in the

Northern part of the State.

But the processing of these products and their derivatives are concentraied in
Zaria and Kaduna due to urbanisation and industrial basc, with the exception of
Kachia Ginger Processing Company and Belphins Nig. Lid., and Ulira Modern
Ginger Processing Factory in Kaflanchan. Therefore, the retailers of the raw
product are concentrated in the rural areas while the processed product

retailers are in the urban arcas.

Anchau in the northern part of the state produces Soya beans, peppers (chillies)

as well as Cotton.

The return are shown in Table 4.1
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TABLE 4.1:- Returas of Questionnaires

PRODUCTS | COTTON . GINGER i, TOTAL DN
BENA (CHILLIES) ADMINISTERED
ZARIA I I 1 i 4 6
KADUNA 2 1 1 1 5 6 |
ANCHAU I I i 2 s | e
| KACHIA : 2 2 1 5 —6
JAMA'A - 2 2 [ 5 e
TOTAL 4 7 7 | 6 24 30 |

SOURCE: Field Survey (1998)

4.2 Organisation and Management

From the result of the responses obtained, about the organisational structure in
Ginger, Soya beans and Pepper are similar with only slight differences. Bui
Cotton, the structure is different from what was obtained in the past; that was
in the early 1960°s

I
Figure 2:- Orgnisational Structl.{rc (Ginger. Soya Beans and Pepper)

i

|

I
Company
|§_ 1
Dealers
Staff Staff Agents
] Retail
[ abour I abonr etaiers
¢ T abour
Farmers Farmers Farmers  Farmers

Source:- Field Survey (1998)
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g, 3 - Organisational Structure (Cotton)
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Initially it was dealer, Agents and Retailer business relationship acting as
mtermediaries between the farmers who s the producer and the final uscr

depending on the quantity purchased.

As a result of re-ortentation of business enterpreneurship due to the economic
realities i.e. the consciousness of profit maximisation or cost minimisation,
shutting one or two parties for a direct deal with the farmer(s) or producer has

become the order of the day.

Some stall would be charged with the responsibility of getting the right quality
product from the source at a cheaper rate if compared with involvement ol
non-staff. While others try (o reduce the number of parties involvement in their

operation.

An office is usually secured closed to the farmers for the sake of proximity as
well as easy and fast operational and administrative requirements or needs.
Bulk purchase is always made by the company or it's dealers through their
Agents or staff. The retailers on the other hand usually make small purchases
for the end-user (customer), which could be raw or processed. The structure

does not change in its operation or application.

Labourers are also employed for the purpose of bagging, separation, weighing,
sweeping, loading and off loading of the purchased goods or products. These
labourers are directly under the agents or senior stafl attached 1o the field. The
Agents or staff assigned to ficld work are usually skillful as it obtains in the
cotton examiners who usually grade the product quality, weigh it in order 1o

give the appropriate price(s) for such product.

The instruction regarding the specification i1s determined by the buying
company who dictate the direction of the market. This means that the farmers

is at the receiving end.



4.3

Also involved in the field operation are the security guardsmen who receive
instruction from the field manager in charge of operation in the ficld. The field

manager is assisted by a cashier(s) who pays for the product purchased.

Stalls are also provided for the safe storage of products purchased. These
stores are classified for the various grades purchased in order to avoid mixing
of the various grades. However, at intervals these purchased products are

transferred to the parent company's warchouse.,

There is no significant change in the organisational structure with respect to the
processed product. The only change is being the replacement of farmers with

retailers who finally sell the product (o customers.

Management:- the day to day administration of the company is usually in the
hands of a management team comprising the following:-

B Managing Director/C.E.O

OR
2) General Manager
3) Production Manager

4) Accountant/Admin Manager
5) Marketing Manager

0) Otficers/Supervisors

Retailing Strategies

it is important to note that these agricultural products are being retatled. The
raw products as well as the processed ones are retailed or sold to individual(s)

or Company(s) based on the quantity required.

The processed products stand as an import substitution remedy. Therefore, it is
necessary for these products to meet the international standards, so that besides
satisfying the domestic demand, they would also penetrate the world market.
This objective could not be without some set backs from both the focal and

mternational cartels.
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The success behind the achievement of these company(s) or individual(s) is due
to the strict observance of four phases task, although there could be some short
comings which would be discussed later in this chapter, The four phases are

discussed below: -

Phase I:- This involves five (5) tasks which are as follows:-

Task 1 —» The firms or individuals study prospective buyers regarding who
they are, where they are, what factors are important in their
purchased or non purchase of their product?

Task 2 — The product retailed satisfies customers needs and wants.

Task 3 — The prices and terms set on these products appear reasonable to
buyers while at the same time returning a fair profit.

Task 4 — The distribution channels, making the products available to
buyers, when and where they can conveniently get them.

Task 5 —» the products developed are brought into the market as well as

informing the market through adevertisements.

However, because of implied warranty of satisfuction with the product,
marketing responsibility does not end with sales. Thus the firm its agents or
retailers do occasionally re-assure the buyer and in many cases perform after

sales service or wvisits, Tor performance feed back through suggestion or

complaints received from customers for ratification,

Phase I1:- Tt is worthy of note that these companies, their agents or
retailers  maintain  their market shares and even get more
prospective buyers by meeting the following:-

(1) Satisfying the International Standards:-

The processed and raw products usually satisfy the quality and grade of
the international standards U[’géllli!ﬁillil.]]]. These raw seed cotton, Ginger,
Soya beans as well as pepper are recognised and acceptable i the
International  market.  Other considerations  among  others Tor 4
successful marketing includes, the products:-

(1) Availability (i) Rehiability (ii1) Price

(iv) Service (after sale) (v) Technical details  (vi) [dentity

476386



Other items that ensure maintenance of market share and the Girm or retailers

continuos floating in the market are the following:-

(1) Research and Development on the product.

(11) Marketing Research and market forecasting.

(111)  Maintained close contact with customer with more attention to their

complaints and suggestions.

{iv)  Quick to exploit product innovations.

Phase 11l:-

(1v)

(v)

Phase 1V:-

The apparents used in penetrating or exploiting the market
locally or internationally through the following.

Domestic or International Distributors

Licensed marketing agent (on commission) who connects buyer
with seller.

Casual or Accidental export by using foreign based companies
who purchase the product for their own foreign operations.
Opportunistic firms may sce such occasional expor(s as a way (0
unload an unexpected surplus or some obsolete inventory.,

Active export:- Because of the number of unsolictted orders
from abroad, the company either sets up its own in-house export
operation or hire some outside organisations to handle its export
marketing. The Nigerian Textile Materials in Niger, Chad &
Cameroon adopted this channel, or Raw materials ol ginger,
seed cotton, Soya beans and pepper found in Furope and the
middle East are retailed through this medium.

Other forms of entrance into the foreign market amount 1o much
commitment of funds, efforts and other resources. These forms
of entrance include.

(i) Foreign Licensing (b) Overseas Marketing by the firm.
(c) Foreign production & Toreign Marketing  (d)  Joint

Venture

The strategies adopted by the companies or individuals that
ensure successful marketing and retail outlets with fair returns

are as follows:-
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(1)

(i)

(ii1)

(iv)

(v)

(vi)

(vii)

Market penetration strategy:- This is done through persuasion or
convincing buyer(s) to have trial

New market strategy:- This involves expansion to an entire new
segment, e.g. food/beverages.

Backdoor strategy:- The challenger runs around market leader
indirectly

Guppy strategy:- This involves attacks launched against smaller
competitors instead of market leader.

Market followers strategies:- It involves maintaining position
without engaging in competitive war.

Market — Nicher strategies:- The minor firms that is the newly
establish ginger processing companies try to avoid clashes with
major competitors.

Geographical - Expansion strategy:- This involves expansion to
an entirely new geographical location that was being served

betore.

The above mentioned phases have proved positive result in both old and

new retail outlets as this would be shown in due course,

An innovation ts a product of Research and Developments. As a result

of the positive results achieved in the production and processing of

these products and by improving on the uses and preservation method,

the outlets have expanded



Table 4.2 Possible Outlets

PRODUCTS).

]
i
i
i
i

USES

OUTLETS

AVAILABLE
SQURCE

Powder:- Flavour
In Food, Spices in
Meet.

Departmental stores
Restaurants, Hotels
Meat Processing

Kachia, Jaba, i
Z/kataf, Kaura and “ps
Part of Kauru o

Syprus/Powder:- | Industries. Local Governments ;| -
S Fruit drinks, bear, | International Market AT
GINGER Drugs & Bakerics, ' '
e Medicine Production | Confectionerics

Fresh ginger/ Beverage industrics,

Vegetable:- Chemical &

Domestic Pharmaceuticals

consumption Biscuils & Sweels

Leals:- Indtustrics, [ouse

Animal feeds Holds Livestock

Farmers
A source of protein | Domestic ITouse Hold| Kachia, Jaba,

~ [SOYA BEANS

A Beverage soft
Drinks, [ood flour,
Dawdawa - A local
Condiment maggi
Used 1 soup

Solid waste for

Soya Beans Qil

Animal feeds - cake

Restaurants, Hotels,
Livestock farmers,
International market

Z/Kataf, Kaura andi ;
Part of Kauru, Lere! Jii;
Kubau Local i
Governments.

COTTON LINT

Lint, yarn, grey bafi

[nternational market,

Soba, Tkara, Kubau.

AND SEED Cotton Dust Textile Mills, Kudan, Zaria, e
S (Blanket) Seed, Oil | Ginneries, Tarpaulins | Sabon Gari, Makarfi| -
Cotton Sced cake | & Blanket factorics, | And some part of |
See appendix VI Farmers Local weaver] Kawro & Lere
For more details House Holds, Local Governments
. Livestock farmers
PEPPER Pepper, Birds chilly| Cadbury, Vegltu, Northern part of

CIULLIES

Yar Kauru
Zaria

Restaurants, [olels,
Housc Flolds,
International Market.

The state and some
Part of Sguthern
Zaria.

“ Meyere

Source: Field Survey (1998)

e
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From the table 4.2 it has shown that the positive effect of Resedreh and

- Development for introducing new uses, which can be seen from the i

prolilcration ol the retail outlels as a testimony of R&D break through: . |

" in the

processing methods,




The flow chart for ginger processing and Sova Beans Milk Production are shown in

figures 4.5 and 4.6.

Fig. 4.5
FLOW CHART FOR GINGER PROCESSING

Ginger Rhizome

!

Washing

OII Season Slit:iug On Scason

. ! ,

Dehydration » Steam . - Separation
Distillation

v Chemical Treatment

Solvent Percolation l

i Ginger Essential Oil
v Yacuum Distillation

Solvent Storage Tank

i Oleoresin Eonccnmlliun
Ginger residue Solvent Separation
Solvent Separation
Pulverisation
i Ginger Oleoresin
Ginger Powder

Source:- N.1.D.13.
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Fig. 4-6 Flow Chart for Soya Beans Milk Processing

Water Soya Beans Sugar
¢ ¢ Flavour &
Flow Adjust Cleaning Syrup Stabilizer
¢ ,L Preparation l
Stcrilimtion p Stleeping l <4—Weighing
Pre-heating Grinding Automatic
Dousing

Filtration

Standardization <€4————

v

Pasteurization
Cooling
Filling
Packing

v

Cold Storage
Source:- N.LD.B.

Also note worthy is the price for Rescarch and Development (R & D) in the
innovation of machines for drying, crushing and preservation of these

agricultural products.

Table 4.3 Extract from Evaluation of Performance of Locally Fabricated

Process Equipment

Equipment Part Average No. Capacity Average| Rating
Description| Replaced P. a Rated by Capacity
Manufacturer
1. | Feed Milling Hammer 50 3tons/hr 35% Good
Machine Screen sieve 50

| Name/Address UI'P’aul & Weldamann Ltd. 10, Ukpang Ineum Road, Ikot

fabricator | Ekpene. Akwa — Ibom State
2. | Crusher Hammer 100 0.5ton/hr - Good
Screen 30

' “Name/Address of | U-Freedom Nig. Litd., 135 Abcokuta Express Way
I‘abricator Dopemu - Agege, Lagos.
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3. | Grinder Grinding Plate 2 Half(1/2) - yatstactory
Pulley Belt I Pick-Up P/
Name/Address of | Hassan Technical Work, beside G. B.O, le-Ife, Osun State.
Fabricator
4. | Multi-Purpose (for [Flame 3 3 tons/day 2 Good
grinding,  drying, [Tube tons/day
serving, pumping. i
Name/Address of Ogunubi Complete 'l’c_(.:lmuluE)T“ - i
Fabricator :
5. | Rice Stoner FFabricated by Federal “l-i-n.i-\‘fcrsily o]
Multi - Purpose  Mechanic 9 l'echnology ~ Akure, (1
Cabinet  dryer  Airpl & machines Agricultural Enginecring Department. |1
assisted Solar dryer Pneumati | | - il
Cocoa drying cally ¥
Machine N R |
6. | Rice Par Boiler Fabricated by University of Maiduguri,

Solar dryer
Fruit Juice
Processor.

FFood Science & Tech

. Department,

Source:- RMRDC

The cost of Research and Development on the product(s) and its outlets

ranges between N20,000 — N200,000 depending on the scope. The

financing could be internally generated or through Banks.

However, the response is not all that immediate, but with patience

fruitful results are always achieved.

Location

The issue of location of the outlets is an important one, although it was

not referred to in the questionnaire., However, observations were made

during the physical process of administering and retrieving  the

questionnaire. Some of the outlets were mostly located in the markets,

business districts (mini markets) and super stores. Where such a super

market does not make provision for such product it may be found

outside.
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The competition for the sales in the market is more liberal than
monopolistic or oligopolistic. The competitors are usually located in a
central point with correlated agricultural products. Although the prices
could be the same, but those that have more cuxlmncz's'ﬁgunily

subsidised their prices.

The market, i.e. the size of trading areas is big enough to accommodate
most of the retailers, This means that there exists a healthy and pure

competition.

Sometimes, major buyers provide a central buying point for casy
evacuation, grading and security of the transaction with selfers or

farmers.,

With respect to the processed produci(s) the case could be different
where the manufacturers may be  selling ndirectly o Hotels,
Restaurants, Pharmaceuticals, Bakeries ete. through local purchase
orders provided or the offered by the buying companies to their

contractors,

Another alternative outlets could be through internal consumption via
owned processing plants. L.g. a ginning company owned by a textile
mill would process a seed cotton for the mother company for it to be

sub charge in their books of account.

Integrating forward suits textile milling and vegetable oil processing
which certainly improves the existing or present outlets. The textile mill
finance farmer(s) during a farming season on harvesting product, the
farmer settled the bills with the harvested product. Sometimes the
company directly partakes in the faring of raw materials through direct

[abour.

4.3.3 Competition Responses
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As the market for lhcsé agricultural products are fast developing, so is |
the competition is becoming keener, Presently Kaduna State within the
short span has witnessed the siting of processing companies owned by
both the public and the private sector. This development has in no small

measure contributed to the proliferation of retailers and outlets.

Ginger:- Marketing Ginger is one of the difficult tasks in agro-allied |
markets due to its oligopolistic cartel-controlled tendencies. This makes
the penetration of new entrants into the ginger market and its
derivatives very difficult and almost impossible, of which the Kachia
ginger processing  company and  Belphins  Nigeria  Ltd.  are not

exceptional cases.

There are currently at least 26 ginger processing plants around the
globe with 15 of the plants in the U.S.A. producing about 70% of the
global supply. Spain has 4, U.K. has 2, Nigeria 2, France, India and

Germany have 1 cach. Source: - N.LLD.B.

In the local or domestic market is an import-oriented market satisfying
at least 15 major users with annual consumption of 50,000 tons. While
in the International Market the demand for ginger extract was placed at
590,609 tons with only 438,983 tons being supplied, leaving a supply

gap of 151,626 tons to be supplied. Source:- N.I1.D.B.

Therefore, locally Kachia ginger processing company and Belphin
Nigeria Ltd. would be competing, beside the struggle (o penetrate the

syndicated cartel-market within and outside the country.

The raw ginger from southern part of the state has met the International
standard. But with China’s mechanised farming of the product is giving
a serious threat to that of Nigeria, which is traditionally farmed with

some impurities.
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Another important factor is that there is no law, banning the
importation of ginger extracts. This makes the competition open to all

including the foreign firms.,

Soya Beans:~ There is excess demand in the domestic market, this has

resulted into a keen competition from other varieties of milk and

beverages. To show extent of the competition is the use of distributors

who use cooler bicycles to reach schools, hospitals and market places.

In order to improve the protein deficiency the Government ||
encouragement in the utilization of Soya Beans, led to the establishment |
of utilization commitiee being co-ordinated by the International Institute | .
of Tropical Agriculture (IITA) Ibadan. Also the Agricultural Extension i

& Research Liaison Services (AERLS) - A.B.U. Zana has contributed

in this direction towards processing of Soya Beans and milk products.
All these agencies have opened other ways or benefits associated with
Soya Beans which makes it vulnerable to competition due to increasing

demand.

The advertisement through Television and Radio that Soya beans is
nourishing and a very good source of protein as a meat substitution
remedy due to the exploring of this untapped economic sector by the

competitors

Cotton Lint/Seed:- Clothing as the 3" most important basic necessity

after food and shelter has invariably made cotton a significant product

worth exploring in trying to meet the unsaturated demand.

The quality of textile manufactured in Nigeria competes favourably with
imported textiles goods. With increasing population and given the right
condition there shall be pure competition amongst textile mills as the

raw cotton 1s within their reach.
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The Nigerian cotton lint market is a suppliers market oriented as
demand out weighted the supply. This means that the market operates

have an upper hand for a keener competition.

The demand increased from 248,000 bales to 660,569 bales in 1979/80-
1985/86 period as reporied by Nigerian Cotton Board (NCB), this
would in turn triggered for more market share so as to allow the textile

mills a continued float in the industry.

A threat to the Nigerian Cotton are the cotton brought or smuggled into

the country from neighbouring Chad, Cameroon and Benin Republics |

which is beside being of good quality, it is at the expense of the local

cotton.

The re-introduction of long staple lengths fibres 1o other areas - order

1o boast the production of such species which was withdrawn from our

farms by the Colonialist. This means that Kaduna State would have the
opportunity of double advantage for both short & long staple over the

predominantly long staple areas such as Kumo, Keffi, Lokoja and Kuru,

Another segment that makes the competition interesting are the local
weavers,  Although the quantity consumed 1s not much but with
expansion of Co-operative Societies for Weavers in Ashoke. Gwado
ete. the quantity consumed would in no distance future be significant.
This is because highly skilled weavers enjoy high demand for traditional
materials. Although local weavers that uses mechanised spun thread
couples with inadequate storage facilities reduces their strength in the

local markets though still remains a threat.

Cotton Seed Oil:- In another segment that is receiving competitor’s

interest. Because presently a factory is sited in Zaria purposely to be
milling the oil from the cotton seed. This development 1s not only a
threat to the cotton lint/sced users but also to the groundnut oil

producers and marketers
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4.3.4

Cotton Seed:~ The livestock farmers use the cotton seed 1o feed their

animals particularly during the dry season. This also poses a threat o

the entire scctor beside the increasing a latitude for a wider and pure

competition amongst cotton seed oil mills and seed cotton farmers.

The farmers are not left out in the competition of keeping the - cotton

seed for the next farming scason. They are left with the option o

choose between getting proceeds from the sale of their seed cotton (raw

cotton seed and the chances of farming the next season.

I

Pepper (Chillies):- Not much is known regarding its uses besides |

spices in food. But this product still attracts competitors. The competing |

circle includes local traders and companics such as Cadbury and

Vegfru. These companies develop the competitive line by processing

the products with Tomatos for Canned Tomapep production.

Sales of product(s)/Derivatives

All the outlets sclected for the study shown in table 4.4 are engaged in

the retail or consumption of these agricultural product(s)/derivatives

The ranges of products and their product Lines are as follows:-

TABLE 4.4 RANGE OF PRODUCT/DERIVATIVES

Cost Price | Derivatives | Installed Selling Farmers
Product(s) Of Raw Product Capacity l’]‘icc N) Propertics | Production
Product (N)|  Lines (Processed) Capacily
87.50/kg | Essential oil| 750 - 120 | Ess. Oil Warm
Ginger Oleoresin | Tons p. a. | 1,210/kg Pungent
Powder Oleo 1,430kg Taste with | 37,000 tons |
Tonic Powd 22/kg | Pleasant p. & |
~ (Tonic 20/LL. | Aroma o
Soya Beans | 64.00/kg | Flour 30-150tons | Flour 70/kg | White, less
Cake 8630-205921 Cake 20/kg | Pungent taste
Oil 3000-22500 | O1l 80/kg | With round
Cartons Shape but | 20,3881t
Milk Smil-Smil | Milk Smooth hard
Condiments | N A YOK/T000mI | Cover than
(Dawdawa) Condt 5/3 ps| Ordinary
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Cotton lint | 90 - 105/kp | Short stapie | 225,168 90-20/kg  [White colour

Cotton Sced - Long staple | Liner nwters| N/A Composite
ool N/A N 65/t And spined
5 IS R - Cake 170500mt | N20/kg By mills

Seed 96 “ | N65-00/kg | Seed is a s
88096 Small, black SO,UUObalef,,'-:-t
' Colour N/A ‘ it
Similar w | 46,400mt ki
Okoro sced Sdmt 1§
Uound after | 174, 153tonk]i1]
The removall

: Or the eotton]|  » -

Tomapep | N/A 365/kg A reddish

Pepper 5,800/bag | Dan Bawchi | | . ' Fruit with

(Chiltics) (580/kg) AU R Stimulant
' I - o Pungent,

5250/bag Dan Kauru || - Strong, shafy)
{525/kg) - P Stinging
' Taste. NFA

3200/bag Dan Ida
(320/kg) -

2400/bag  [Dan Meyere
(240/kg)
L Pepper 13,440-
mint oil 47559ml

Source:- Joint Information (RMRDC, NIDB, licld survey - 1998)

Gingers- The Ginger Rhizome is an under ground stem, has a warnd’!

- pungent taste with pleasant and flavourant aroma. 10 processed would
- give rise to the following which are commercially significant in both

. domestic and international market, S “H

' () Ginger Oleoresin:- This is a solvent extract from pure ginger

" blended with oil depending on buyer’s specilication ol oll

- contents. It is being used in food, pharmaceutical and cosmetic

" industries. - R .' N

(i) . Ginger Essential Qil:- Also like Oleoresin, besides solvent: ™

extract and blended with 0il according o buyer’s specilication;, ;-
S |"‘:",'_'
- direet sunlight reduces its shelf life. Bakeries, confectioneries

 such as sweets, biscuils {aclorics as well as beverage industries

“use the product.

e
Py siineg

PR

- .aﬁ--b 4
sz e e

i
8

3
i
I

I
fi%
| S i
45 - : ’jt
B ' .Iffl

1

Sl i3y
=



(i) Ginger Powder:- It could also be in the dry crystal form. The

powdered form s blended with measured quantity of oil and
Oleoresin. The powdered is usually used as a flavour in food
production and spices in meat, as food scasoning suitable for
boiling meat and already prepared meals such as rice. stew,
soup, pepper soup.

(iv)  Ginger Tonic:- A health supplement made from pure honey and
ginger Oleoresin, good for cold and influenza. [t is diluted with
hot or cold water or as a flavouring for tea, colfee and pap.

(v)  Fresh Ginger:- It can be combined with vegetable for housce
hold consumption (kwado in Hausa)

(vi)  Ginger Leaves:- is used for Animal feeds.

The test marketing conducted by Belphin Nigeria Lud. on items 1-4, the
response was high thereby receiving wide acceptance from the potential

market particularly the ginger tonic.

Packaging and Available Facilities:- Olcoresin and Essential “oil are
packaged mn S00ml amber coloured glass bottles or Aluminium bottles
sealed and stocked in cartons of 12 bottles. While the powdered type is
packaged in polythene sachets, Sometimes Oleoresin & essential oil

could be packaged in 4 htres gallon and jerry cans ol 25 fitres.

However, Oleoresin is stored in a cool, dark place betore and during

shipuent, otherwise s shell life would be atfected.

The ginger tonic 1s placed in jars of 100 grams or O.1kg and also
packaged in a packs of 0.15kg (150 grams) and 0.25kg (250 grams) is
the ginger spice or powder. While the amber bottles is sold at
N3.00/litre (N1500.00 per 1000 bottles of 500ml) and the aluminium
bottle is sold at NI18.70/lre (N9350.00 per 1000 bottles of 500ml)
source N.1.D.B/Belphin Nig. Lid. Tower Aluminium Ple, Lagos and

Metal Box Lid., Lagos are the packing manufacturers.
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The raw ginger can be stored in a ware house or a small store, which
must be clean, leaving air space for air circulation and periodically the

store should be fumigated in order to avoid attack by pests.

Set Standards:- Firstly the raw ginger has o be dried with maximum

moisture of 12%, while impurities are removed 1o a minimum of
0.01%. This can be achieved through complete drying or rc—dl'ying;;f ;
after washing, careful hand picking and clean, fumigation, isecticizing,
through sell” or strict supervision. A mechanised farming. harvesting,

splitting and drying could be an added advantage.

The processed extracted ginger must conform to standards set by
National  Agency of Food Drugs  Admnistration  and  Control
(NAFDAC) as well as  International  Standard  Organisation  for

Successful Trading in both local and international markets.

Demand for Ginger Extract:- Nigerian raw ginger and indeed Kaduna
State raw ginger being one ol the best species enjoys a steadily 2.5%
per annum increase in demand. As a result of the steadily increasing
demand, an estimated 50,000 tons of ginger extract was used in 1991 as

declared by Raw Material Research and Development Council

The demand steadily increased from 321,097 tons i 1980 1o 522,012
tons in 1990, The foreseen increase is due to the projected population
srowth and discoveries as well as development of new markets in the
Eastern Europe (former Eastern Block - Raw Material Rescarch &

Development Council as the source.

Another important factor that contributed o the increasing demand s
the improved communication between the buyers and the scllers
providing useful information regarding one’s spectfication ol either raw
ginger or processed extract through the various media ol information

dissemination as well as transportation shorten through sca, air or land.
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The Tist of major users of ginger extract and their annual requirements

are shown in table 4.5 below.

Table 4.5 Major Retailing Outlet(s) for Ginger Extract and their Annual

Requirement, in tons

AL . ;
S/NO NAME OF COPANIES REQ%JNT. !i,i(l;:(l),(\):“;\_l.. T
IN TONS =
1) Satis Product, Lagos 800
2) Nigerian Bottling Co. Apapa. Lagos 3,000
.3) Niger Biscuits, Apapa, Lagos 1,100
4 Mobil Oil (Nig.) Lud., Lagos 3,000
5) Texaco (Nig.) Lud., Lagos 3,200
6)  Johnson Wax (Nig.) Ltd., Lagos 1,200
7y 7-Up Botiling Co. lkeja, Lagos 3,000
8)  West Africa Distillery, Tkeja, Lagos 1,200 16,500
0} Nigerian Bottling Company Kaduna 3,050
10y Savannah Sweet Company [,700)
[y Express Foods (Nigo) Lid., Kaduna 400 5.150
12y Nigerian Botthing Company, Ibadan 4.000 4.000
13)  Nigerian Botthing Company, Kano 3,000
14)  Kaura Biscuits Kano 800 3.800
[5)  Nigerian Botthng Company, Bemn 2,500 2.506)
160 Nasco Biscuit, Jos 900 0900
17y Other Users 16,150 16,150

50,000

Source:- Raw Material Rescarch & Rescarch & Development Council

(RMRDC).

Supply of Ginger Extract:- Nigerian was able to produce 79,000
metric tons  of raw ginger in 1995 and during the same penod (1995)
Kaduna State has 37,000 tons as its annual production. This shows that
Kaduna State provides at least 46% ol the Nation’s Supply of raw |

umgcer.
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Table 4 7 Present and Projected Supply

There is ne law banning the importation of ginger, thus, all competing
extracts are imported. Also note worthy is the decline in the supply gap ;
which could resulted out' of the emergence of 2 new extracting factories
sited in Kachia and Kafanchan in Kaduna State.

Giobally the United States of America (U.S5.A) produces 70% . While
Spain, United Kingdom (U.K). France, Germany, Indian and Nigeria
collectively produce 30%. Also worth noting is the importation figures
for ginger extracts in Nigeria. The figures in tons of the supply which |
could not meet the demand of af Jeast the major users are shown in table

4.0.

Table 4.6 The Supply of Ginger Extract in Tons

 Year 1 © Quantity in tons

C 1988 o 3L99R
1939 28,204 ,
1990 38,400
1991 42,111 l
1992 41,031

Source:- Federal Office of Statistics

Supply Gap:- The increase in demand for ginger extract couples with
slight increase in supply creates a supply gap. Although the present and
projected supply gap is decreasing with increasing supply. This can be

seen in table 4.7 below.,

Gap for ginger Extract i Nigeria in

Lons
Year 1992 1993 1994 1995 1996 1997 |
Extracted Supply | 41,031 | 43,083 | 45237 | 47.449 | 49.874 | 52.368
Lxpected Demand | 51,250 52.531 53.844 55.190 56.570 | 57.984
Supply Gap 10,219 9,448 3.607 7.691 6,696 5.616
Source:- Federal Office of Sl;uislicsl i

Kaduna. |
- 1993 N.1.1.B Market Investigation b
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S/NO

1)

2)

3)
:

The declining supply gap is at an average rate of change of 11.23% per

annum.

The present and projected global supply, demand and supply gap is for

Ginger Extracts in tons are presented in table 4.8

Table 4.8 present and projected Global Supply gap for Ginger Extracts in tons., |

Year 1992 1993 1994 1995 1996
Supply 361,152 | 379,210 | 398,170 | 416,079 | 438983
Demand 535,062 | 548,439 | 562,150 | 576,204 | 590,609

Supply Gap | 173,910 | 169910 [ 193,980 | 158,125 | 151,626

Source:- Institute of Agricultural Rescarch, Agronomy Department. A B.U,

Zaria.

The average decline rate of change in the supply gap globally is 7.98%
per annum. While the prevailing Domestic and International prices ol
singer extracts and recommended prices are shown in table 4.9

INTERNATIONAL  PROPOSED
PRODUCTS PRICE RANGE  EXPORTPRICES

$/KG S/KG N/KG
Ginger Lssential 53.00 - 58.00 55.00 1.210.00
Ginger Oleoresin 63.00 - 638.50 65.00 1.430.00
Ginger Powder 1.20 - 1.50 .00 22.00

($=22) as at 1996 Government exchange rate

Source:- N.LLD.B. (1990)

Export Market:- The Nigerian ginger as stated carlier is one of the
best species in the world as indicated by Raw Material Rescarch and
Development Council. But China is posing a scrious threat due to 1is
mechanised farming with little or no impurities at the final stage of

packaging of the raw product.

With the 26 ginger processing plants in the world as previously stated
the national export promotion council is helping i the promotion.

.
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marketing and development of these products overseas. As the demand
steadily increases and with the supply slowly increases, the producers
and buyers formed a cartel making the market entry very difficult in
order to avoid demand saturated (influx) of the commodity in the

murrket which could be detrimental to the sub-scctor.

Letters of intent to purchase from the marketing agents helps in
international market penetration. Another important factor that would

make the penetration easier is for these products o meet the set

standards locally and internationally. The contractual sales agreement

would always involve the manufacturers in getting the international

market for the extracting companies thereby making the penctration |

casier. Somie internationally specialised marketing agents are:

1y Toson Associates Lid. 2)  Messrs. Michael Souter (GB) Lid
39, Fredrick Street, Wood Nulfs Yard,
Cross Land Moor HD45 Q The Duver Street, Helvins,
Hudders Filed, Yorkshine Isle of wright, England

England

Prospects of Ginger and its Extracts

The high demand in both the domestic and the global markets coupled
with adherence 0 International market standard make penetration casicr

despite the buyers and setlers cartel with their Oligopolistic tendencies.

Packaging in different weights to facihitate casy transportation of the
products helps in no small measure towards customers  satisfaction
according to their specification. The reason behind the different weight

15 that the ginger extracts are not all that bulky.

Nigerian Export Promotion Council (NEPC) in collaboration  with
United Nation - Food and Agricultural Orgnisation (UN-FFAD) make

provision of export incentive, promotion and linding buyers over sca

based on strict quality comtrol and  good management. The ginger

nrarket is supplicr oriented market due fo excess demand of the product
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and short fall in supply. Therefore the supplier always dictates as well

as controls the market. This can be illustrated by the table below which

"
N1

!

: is domestically based. The products are non-perishable, i properly
harnessed it would provide employment avenues beside being a
contributor to  the national cconomy and this would make the
government attention inevitable toward providing some incentive 1o the
sub-sector.

Table 4.10 - Extracts from Requirements ol the Food, Beverage and Tobacco,
Sector for spices, lavouring and colourings.
S/N Raw Material = Mf:tric Cu‘r.n:m I:ﬁ:ll;t:rrt':lll Sl.lm‘[ I\'cspnllu;::lm
tons Requirement capacity fall Sampled
1. | Essential ginger MT 12,000 15,000 3000 I
o1l M25B
2 | Olearesin oil - MT 0.600 | 0800 | 0.2000 |
(5.1
3 | Essentialoil | MT [ 080 | 0280 [ o100 |1
CSE
T4 | Essentaloil | MT | 0270 | 0300 l'_ti,'nih'(f_r'__'_i .

Source:- Raw Material Research and Development Council (RMRDC) - 1006

Problems Associated with Ginger & its Extracts

Raw Ginger:- Beside the insincerity on the part of the sellers (mixing up
Lt mger.- 5

grades), mpunties found, production and processing are managed by unskilled
personnel, cconomic instability, there exist also the problems of fungi, bacteria

and insects or pests infections as well as market fluctuation,

The magnitude of any of the above mmpediments would certatnly result i a
sub-standard product. The farming process is not mechanised due to poor

technology.

Ginger Extracts:- The market is import oricnted as demand s satishied

through import, while prices are determined by producers through cartel

=V



distribution. The oligopolistic market competition makes new entrants into the -

makes penetration very difficult due to European ginger cartel.

business 1o lace vary strong local and international competition. Therelore

The project could be capital intensive m nature, Thus makes the siting ol

factors tor the processing of extract difficult. The project cost could cost af

least N44.08 milton as can be seen from table 4. 11

Table 4.11 Cost of Establishing Ginger Extract Processing Factory
Summary Local N “000"

1and ;uulTl-liildiugx
Plant and Machinery
Services & Utilities
Other Assets

Prelim. Expenses and Fees
Interest During Construction
Working Capital

TOTAL '

l

Foreign N 000"

16,777.00
726.00

1045 00
122.065.00

6.513.00

3,942.00
835.00

1,250.00

954.00
2.244.00
4,387.00

©22.015.00

Total N “000"

- — 4

6.513.00]
20,719.00 ]
1516.00
1.250.00
954.00
2,244.00
5,432,00
©44,080.00

“Source:- N.1.D.B Kaduna (1996).

Another thing that could be a cause for concern is how the project would be

financed 1.¢. who would be ready to hnanced it or invest in such a venture that

is oligopolistically controlled by an International cartel” The financing could be

i the manner presented in table 4.12.

Table 4.12 Mcthod of Financing Ginger Extraction factory

Financing Source

Ginger &

Processing Co.

SME Terin W/Capital
SMI Term Loan
N.A.C.B. W/Capital
Totad

Foreign
N 000"

1,045.00
21,020.00

22.065.00

F.ocal
N 000"
17.628.00

- 4357.00

22.015.00

Total
N 000"
17.628.00

1.045.00
21.020.00
4387.00
44.080.00

I

Investment (%)

Rate of

40%

2.4%
‘l? h f:‘l.
10.0%

0% 15}




Cotton Lint/Seed:- The market season of these products usually start from

November through February and sometimes up to May, to take care of late
picking. Over 90% of cotton seed grown in Nigeria were ginned by British
Cotton Growers Association (B.C.G.A) in the late 1960, with only 7% used

for local textiles and the 83% was for the British textiles.

Cotton and Agricultural Agencies 1td. (CAAL) later Cotton and Allied|
Products (CAP) was established in 1987 (o perform the commercial function ol}j
B.C.G.A and Nigerian Cotton Board (NCB). During the period of St:uclum]f- |

Adjustment Programmes (SAP) many Ginneries sprang up competing with?’

C.APeg. Funtual, Zamtara Textiles, Arewa Cotton and Allied Products. :‘ _'
il
, The Food and Agricultural Organisation (FAO) of United Nations and lh::I
! consortium for the study of Nigerian Rural Development projected I\'igu:ri.uni
Consumption of raw cotton up to 1985, shown in table 4.13. I
" Table 4.13 - Projected per Capital Consumption of Fibres and Cotion in
Nigeria.
Year Projected Population Per Capital | Total Cotton (Tons)
(millions)
T 56.5 2.05 51,000
1966 60.8 2.02 55.000
1970 67.0) 2.25 67,00
1975 75.9 2.70 91,000
1985 046 3.60 160,000

Source:  Glen R. Johnson, ct al Strategics & Recommendations study of

Nigeria development Michigan: Michigan State University Press 1969 Pg. 95
By extension, the above projection is further extended up to 1994 by textle

manufacturers association (TMA) and cotton farmers Agency Kaduna. Belov

is 2 table showing the estimated cotton production in Nigeria over the ycars.
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L .Ta'hlé 4.14 Cotton Lint Production in Nigeria (Tons)

Ycar Sced Cotton Production | Cotton Lint Production

1985 | 48,000 | 12,420 1

1986 55000 o o 14.760

987 | L ssoe00 | 30,600

jos8 o Lo e3o0 | - 33.480

oso ] 120,000 S 43,200

990 ol 120,000 43,000

o1 100,000 36,000

9oz T 150,000 S 54,000
g3 105,000 S 37.800
oree 1T Uisscoo | 19800

Source:- Textile Manulacturers Association (T.M.A) Through Cotton Farmers

b

Agency - Kaduna.

In the Tate 70°s when agriculture was given the priority it deserves, the average;

cotton production by the then provinees, indicated that the region of Zarigh-t

province produced 40,000 - 50,000 bales between 1960 - 69 as shown in thqffli .

figures 8,9&10. But figure ¥ has shown a decline on the production peak by

provinces to 36,000 bales. This unlorwnate sitation of declined could be as

result of the emergence of petroleum coupled with poor incentive given 1o [h? .

farmers.

. i

- Nigeria has over 120 (extile manufacturers (see the attached) appendix b and ¢).y s

. . j:-g L

©with combined production capacity of over 9000 million meters of l‘;lhric-g

: : L : L S H
annually this is as against the 56 textile mills in the 70°s and 13 cxisting™

ginnerics. See appendix b and figure 42 the distribution of major cotton textile
mills. The estimated annual reﬁmircnmnt is conservatively put at 600,000 bales
and (305 {ons) or 1.066 miflion meters excluding cxport, Most textile
manulacturers source over 30% of their finl requirement from |1cighhc>ul‘i11},;:

countrics such as Benin, Chad, Niger and Ciameroon. Itis abundantly clear thay, -

H

the existing ginneries can not supply the requirement of cottem-has ‘]

-
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FIG4Ta— PEAK PRODUCTION, BY PROVINCES
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