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ABSTRACT

This is a study of the role marketing plays in
Agricul ture. Attenpt is made to ascertain the role marketing
pl ays in agricultural programme- Particularly, in the areas
of production, pricing, pronotion and distribution

The maj or problem of farming in Nigeria is the aquisition
of land duts to land tenure system whereby the land is
fragment ed. Al so problem of political, and adm nistrative,
social, econom c, geographic and acquision of agricultura
i nput s.

Based on the literature, the study of the role of
marketing in agriculture, in particularly Annur Nigeria
Limted, was undertaken as to have an insight on how they
formul ate their policies as regards product, pricing,
pronotion and distribution

Maj or findings of the research are that the conmpany does
what ever the Managi ng Director decides to do. They produce
what he wants, he fix the price that is appropriate to him
dependi ng on the market price, no pronotional activities was
carried out and they did not distribute the products.

Whoever comes to buy should arrange for transportation of the

products.
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The recommendati ons contributed in this study cover the
areas of product, pricing, pronotion and distribution.

The study concluded that the marketing aspect of the
agricultural programe should be inproved, to enable it play
its important role in making the programme a resounding

Success.
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EHAPTER DNE

1.1 INTRODUCTION

The development of a country’s agricultural sector is
very important. Important in the sense that it is the
nation’s initial cource of economic development. Bwing to
the nature of Nigeria’'s sconomic structure, agriculture plays
an even more crucial role in establishing the frame-work for
her development. The natwe in the =zense that Nigeria ics
depending too much on o0il as a source of revenue in which the
future of this il is bercoming increasingly unreliable,

The agricultural sector must provide in a large measura
food for the populace and raw material for the industries.
1y i also one of the source of foreign exchange needed +or
the country’s international economic and ¥inanciq1
relationship.

However, for the agricultural sector to provide food and
raw materials for industries. It must maintain a steadily
ricing surplus production in excess of subsietence need.
thtil recently the performance of the agricultural sector in
Nigeria had been high. For idnstance, in 1973 the agricul-
tural sector provided the highest contribution tp the Grose
Domestir Praoduct {about &%%).

In 19492, over 13853 million pound sterliing in export
revenue accrued from this source, amounting to 7H per cent of

the value of the total export that vyear. The main export



crops were palm produce, cocoa, groundnuts, cotton, rubber,
soyabeans and hides and skins.

Gradually agriculture’s contribution to the export
revenue declined. This was due to the fact that the country
was relying too much on eoil boom. The government did not
bother to encourage agriculture as a source of income.

In 1970, about B.4 per cent of the total crops produced
in the country were consumed locally, and only 14,46 per cent
were exported. Thics had impact on the economic growth of the
country, in that the revenus obtained #from export of
agricultural products was very low and the population was
growing, which neede development.

From the above discussion, 1t is clear that agriculture
is very wvital to the country’'s sorio-economic devl!opment.
There is therefore the need {for proper management and
improvement of the sector, especially considesring that the
future of o0il as a revenue earner i=s becoming increasingly
unreliable as said earlier.

The success of any agricultural programme, however,
should not be evaluated solely in terms of the guantity o+
goods produced but also in terms of how efficiently the
ouvutput of the agricultural sector is made available to the

market for household consumption, industrial use and Ffor

export. In other words, marketing plays an important role in
the success of an agricultural programme, and should
therefore form an important part of such a programme. It is

to underscore the importance of marketing that this project



is being carried out.

1.2 STATEMENT OF THE RESEARCH PROBLEM

Efforts by Nigeria to move from structural underdevelop-
ment have created "New Problems” in several aspects of the
eCconomy. The agricultural sector has its fair share of such
"New Problems"., With increasing urban drift, the gap between
the farmers and their markets continued to widen, giving rise
to adverse economic situations such as scarcity, high prices,
regional fluctuations and waste.

Recently, the government attempted a solution through
it's rural development programme. Under this programme,
several kilometres of rural roads are being contracted to
facilitate the evacuation of farm produce to the urban
markets. However , inspite of this laudable efforts by the
government, the problems of scarcity, high prices, regional

surpluses and waste are still very much with us.

1.3 OBJECTIVES DOF THE STUDY

To investigate the role marketing plays in:

1. creating awareness of the products to customers.

2. providing the goods needed by the consumers.

3. to assess the impact of marketing and profit to the
producers.

4. to assess the importance of preservation to the producers



1.4 RESEARCH METHODOLOGY

The receparch methodolagy used will be a survey method,
oral interviews will be conducted, and guestionnaires will be
drawn for the officiales of the Annur NMigeria Limited, Zaria.

Puestionnaires will also be drawn for the buyers of the
prodects in  Zaria, and oral interviews will alseo be carried

put among the consumers.

1.5 THE SCOPE OF THE STUDY

The study is limited to Annur Nigeria Limited, Zaria,
Kaduna State. Consumers randomly selected in Zaria market
will be used.
The variablles that will be deall with are:
a) High prices of commodity
b}y Scarcity cf commodity
c) Hoarding of commodity \
d) Smuggling of commodity
e) Channels of distribution
¥) Btorage facility
g) Pricing of the product
K} Transportation
1} Marketing financing
3} Standardisation and grading
4} Risk bearing
1Y Market inforemation and

m} Market development



1.6 LIMITATIONS

1. This study 1= limited to only one farm, due to time
constraints and unavailability of sufficient fund.

Extensive details into other farmers are avoided.

2. The research encountered problems of getting written
documents from the sole proprietor, since mast records

are not properly kept.

1.7 ©EEFINITION DF TERMS

Product

Is a set of tangible and intangible attributes, including
celour, price, manufacturers prestige, retailers prestige,
and manufacturer’'s and retailer’s cservices, which the buyer

may accept as pffering =s=atisfaction of wants or needs.

Needs
Is value expressed in terms aof Dellars and cents, or whatever

the monetary medium may be in the country where the exchange

occurs {(Stanton, page 245).

Marketing information system

I=s an interacting , continuing, futre oriented structure or
people, equipment, and procedures designed to generate and

process on information flow in order to aid management
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gecision making in a company’'s marketing programme (Stanton,

page 80} .

Market
A market may be defined as a place where buyers and sellers
meet and function, goods oF services are pffered for sale,

and transfers of ownership of title occur.

Marketing channels

ODne of the paths that goods - and the title to them - follow

from producers to consumers.



CHAFTER TWO

THE REVIEM DF RELATED LITERATURE

2.3 MARKETINMG AND IT'S ROLE IN AN ECDROMY

Marketing is “the performance of those activities which
seel to accomplish an organisation’s ohjectives by antici-~
pating customer or rlient needs and directing a flow of nesed
satisfying goods and services from producer to customer or
client™(1).

The definition applies to both profit and non—profit
organisations. Their customer o clisnt, tonsists of
individuals o household consumers, business firms, non-—
profit organisations, government agencies and foreign
countries. Therefore, by defining marketing in this way it
is meant that marketing should begin with the customer,
rather than the process. In otherwords, marketing rather
than production chould determine what products are to be
produced. Dnce the markets signal what they wante, thern the
people will know what te produce.

It will pay Ffor farmers to produce the right agri-
cultural preduct, to be consumed locally or to be used for
further processing by the industries. Thus they will know
the potential veolume of demand, which would encourages them to
praduce mpre since they know that what is made cut of the raw
product preduced, eithser directly or indirectly, will be

bought by the customers.



According to Jerome (1978) "marketing alsg should
determine what prices are te be charged to the product that
is being produced"(2). But in most cases prices are deter-
mined by the demand and supply in the market. Marketing
also determines what credit and collection policies are to bhe
adopted, and what transportation and storage policy are to be
adopted, especially where transportation of bulky goods poses
a difficult problem. With bulky goods it is better to locate
the plant near the market so that the problems included in
transporting the goods to the market would be minimised.

Marketing sheould alsp determine what industrial raw
materials should be produced, based on the availability of
market for the out put. For example the production of say
tomatoes in large quantities should consider the availability
nct only of a cansumer market but also of a tomato processing
industry sc that any excess production can readily be
processed inte a more durable form.

Marketing should also determine when and how the
products is to be advertised and scld and what after sales
warranty and service policies are to be adopted. Therefore,
simply puts, the marketing programme starts with the product
idea and does not and until customers wants are completely
satisfied. fAccording to Stanton “"marketing i1s the creation
and delivery of a standard of living"(3). Marketing toc him

involves the following:
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{2z} finding out whet customers wants.

(B} then planning and developing a product or service that
will satisfy those wants.

{r) and then determining the best way to price, promote and
distribute that product or service.

Stanton went further and stated in his daefinition more
farmally, by saving that marketing ics a systsm aof bBusiness
activities deosigned to: plan, price, promote and distribute
something of wvalue, want satisfying, goods and service=z to
the benefit of the market present and potential houecsheld
custpmers or industrial users. This brpad view of marketing
doe=s not mean that 1t should takeover the traditional
functions of production, accounting, Finance =2t But
instead marketing shenld provide girection o these
activities and seek to co-ordinate them. After all the
purpose of & busines= pr non-profit organisation is  to
satisty custemer ar client needs, and not to simply supply

goods and services which are convenient for him to produce.

Z2.1.2 THE MARKETING SYSTEM

The term system has been defined by debster's New
Collegiate Dictionary as a "regularly interacting or in
interdependent groups of items forming unified whole™. £
series of floaws connects this group pf items which makes them
interact. In marketing the interacting and interdependent

group of items are made up of:
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{a) The crganisation performing the marketing job.

(k) The products or services that are heing marketed.

(c) The target market.

{(d?» The intermediaries or middlemen that help in the
exchange and,

{e) The environmental constraints that affect the
performance of the marketing system.

£ market system is therefore, an interacting set of
institutions, activities and flows designed to facilitate
exchange between the marketing organisation and it’'s market.
The marketing system is depicted in Figure 1.1,

2.1.3 THE MAREET

Market, and products are conesidered as the twin
foundation of marketing. There can be no marketing without a
product and a market. The term market was defined by Stanton
William J. (1978B:72) as a place where buyers and sellers aneet
and function, goode or services are offered for sale, and
transfers of ouwnership of title occur"(4).

According to Stanton {(1978B:72) a market may also be
defined as "an aggregate demand by potential buyerse of a
product er service"(3). He further went on to define it as
people with needs to satisfy, the money to spend, and the
willingness to spend it. Thus, in the market demand for a
product or service, there are three things to consider:-
People with need, Their purchasing power, and their buying

behaviour.
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Macro-environmental forces
Demoqgraphy

Econamic condition

Sccial and cultural factor
Palitical and legal factor
Technol ogy

Competition

Company s Marketing

Supplies Mix The Marketing
Product planning intermediaries
Mar keting Price structure

Intermediaries

Source:

Distribution system

Promotional activities The Market

Non—-marketing ‘%ﬁ}ﬁa
L

Resources in the firm 4

Stanton, William J. Fundamentalzs of marketing M.C.

Braw~Hill Ltd. 3Sth edition 1978 page 33.



12

Marketing decisions are taken within the frame work forces
which make up the marketing enviropnment. The functions may be
internal or external.

By viewing the market a= an aggregate of forces or
conditions within which parties to the exchange transaction
make decisions, it is obvious that when these conditipons
favour one party, the other party occcupies a weak bargaining
position and becomes the "lozar in the exchange transaction.

A knowledge af the potential {aggregate) demand faor
variouse goods and services would cause producers to move in
and out of diffprent preduct or cszrvice areas depending on
the state of demand in each area. Thus, where the demand for
vam and rice are increasing while those for rice are
declining farmers would be encouraged to produce more of the
former and lese of the latter. The market for goods and
services may be divided into the ultimate consumer market and
the industrial user market. Ultimste consumers buy for their
own consumption while the industrizl weers buy for use in
their businesses o for- further processing. Selling to the
ultimate consumer market reqguires extensive distribution
while marketing to the industrial userg may be by selactive
digtribution or exclusive distribution.

Thus, in Annur Nigeria Limited, the marketing decision
makers should know whether they are aiming at the consumer or
industrial market, so that an appropriate marketing strategy

could bhe adopted in each case.
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2.1.4 THE ROLE DOF MARKETING

The role of marketing in economic development is to
facilitate exchange and also to allow greater time for
production, consumptipon and other activities such as leisure.
An eftective macrp-marketing system is necessary for economic
development.

Peter Drucker (1958:253)} an esinent management
consultant and weriter has  suggested that marketing may ever
be the key to growth in less develaped nations. Drucker said
that "marketing occupies a3 gritical rgles in respsct to the
development of such growth arepas"(6),. Indeed, marketing is
the most important "multiplier" of such developmeant it is in
iteelf in every one of these areas, the least developed, the
most backward part of the economic system, It'= development,
above all others, makes possible economic integration the
fullest wutilization of whatever assets and productive
capacity an economy already posEsesses.

Infact, according to Nurske (1953:4) “without this
micro-marketing people will not change from subsistence way
of life to produce more for the markst, because thesre are no
buyer for the epxcess goods which they produce (7). Thus,
everybody praduces just enough to feed his family, and there
viculd be no need for exchange when there i=s inefficiency in
the marketing system, food prices would be wery high in
rapidly growing urban areas. The high prices would reduce
demand for the food cropse and this make the farmers more

reluctant to increase their production.
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The manufacturer of non-food items is alsp discouraged
and real income will not increase. According to W.W. Rostow
(1254:134) the answer to this problem is by recognising the
marketing system of the lecss developed nations. He al=zo
suggested from strategies for national development namel y:
{1) Increasing agricultural productivity
{2) Revolutionalising the marketing of agricultural products
in the cities.

{3} A shift of industry te the production of simple
agricultural! equipment and consumer goods.

{4 A change in the marketing system for such cheap
manufactured goods, sspecially in the rural areas. This
is accomplished through the performance of certain

marketing functions.

2.1.5 FUNCTIONS OF MARKETING

.

The more widely accepted breakdown of these functions
may be conveniently classified into functions of exchange,
physical distribution functions, and the facilitating

marketing functions.

Exchange function

Buying and selling involves the exchange process, which
helps to soclve the praoblem of separation in ownership.
Buying involves an awarenesse of a need, searching for the
product or service, and evaluating to ascertain whether they

would satisfy the need. To the middle-men, buying means a
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search for a product that would appeal to their customers.

Physical distribution functions

These involve the provieion of transportation and

storage facilities, that 1is, the physical handling and
movement of goads. These functions are performed to remove
the separation in time, spatial separations. Institutions
surh as warehouse, transportation agencies, wheolesalere and
retailers are greatly involve in the performance of these

functians.

Facilitating functions

Facilitating marketing functions are made up of the sub-
functions of standardicsation and grading, marketing
financing, risk-bearing, and marketing information. These
functions help in the performance of the exchange and
distribution functipone which constitue the functione directly
invelved in transfer of title to goods and services.

Marketing rather than production should direct and co-
ordinate affairs 1in the business organisation. The same can
be said about the role of marketing 1in society and in
particular, in the success of any agricultural development
programme. An agricultural development programme that
succeeds in producing abundant supplies of goods that cannot
be effectively marketed cannot be considered to have achieved
total success. The products should Ffind their way to the

market 1n the most efficient manner, and there lies the
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important role that marketing would be expected to play in

the success of agriculture.

2.2 MORKETING DOF AGRICIN TURAL PRODUCTS

Marketing playse an important role in the succesz af any
agricultural development programme. Az Colin Elark has shown
that "it occurs as 3 result of the interaction of rising
agricultural productivity and an Income inelastic demand for
food" (). The basic aim of any soech programme is to produce
a wide wvariety aof agricultuw:=z2l praoducts tao satisfy the
consumnption needs of the citizens, industrial plants and,
possibly, for evport. fis was stated in  chapter one, th=
totsl sucesss of any agricultural development programme
depends on a very large extent on how effectively the butput
can be marketed. In underdeveloped countries, ths market for
non—agricul tural good=s is smzll). This i= dus to the law
tevel of income. But as agriculteral outpot and productivity
increase, agrizultural incomes will @ rise and may become "an
important stimulus to new modern industrial sectors essential
to the take off"{(10). For erample, the increase in rural
incomes could be used to purchase domestic non—agricultural
goods.

The physical characteristics of agricultural products,
the u=su3l size of the producing units, and the loration of
the producing units vis—a-vie those of the consumers make
eertain functions of marksting particularly important in the

marketing of agricultural goods=. These functions include
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pricing, distribution, transportation, storage, standardi-
sation and grading the provision of marketing information,
marketing financing and the management of ricks.

In this chapter, an attempt would be made to identify
the basic characteristics of agricultural goods, their
consumption and production paterns and the nature of their

marketing.

2.2.1 CHARACTERISTICS OF ABRICUL TURAL PRODUCTS

The nature of most agricultural products are highly
perishable and they require storage facilities if they are to
be kept over any length eof time, such acs tomatoes, vyams,
mangoes, plantains and so on. Because pf their perishability
these products must be consumed gquickly i+ storage facilities
are not available, otherwisse they will lase their value.
This puts pressure on the producers to dispose of the proaduce
at unacceptably low prices, that is during the harvesti;g
season when the goods are in plentiful supplies.

According to Dluwasanmi "the specific crops that are
grown, the sequence in which they are planted and harvected,
and the period during which the land is left in natural
follow may wvary, but the methods of cultivation and of
maintaining scil fertility are similar in 2ll three regions
in Nigeria™(11). Some agricultural producte are zazlso bulky,
therehy occupying much space resulting in high cost of
storage. They include such goods as yams, grains, bananas,

oranges and meat.



i8

Agricultural products vary in quality and other features
such as size and ripeness. This variation makes standardi-
sation and gradidng important in order to facilitate buying
and selling. Some control over the gquality of the products
may he possible through the type of breed and parent stock
used, which may result in more standardised units of putput.
Agricultural activities are usually carried out by emall
scale rural farmers tilling small pieces of land. The
function of assembling the outputs of these farmers into
larger lots before taking them to the market becomes
extremely important.

ficcording to J.W. Mellsr, "sipnce the agricultural sector
is based on peasant system of cultivation and becauss
inexpensive technological improvement in agriculture are
available, relaatively small amount of capaital investimente
can bring about large increase in agricultural output™(12),
such capital investments might take the form of crop rotation
as an alternative to shifting cultivatin or the use of farm
yard manures.

The places of production of the agricultural products
are far away from the major centres of consumption. This
makes the physical distribution function and the establish-
ment of appropriate channels of distribution vitally import-
ant.

According to bLewis. E. Boone and David L. Kurtz
(19756:257) "the cost of using a particular transpartation

mode is usually relaated to the speed at which it operates.
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Fast modes typically cost more than slower ones"(13). The
production of maost agricultural products are seasonal while
consumption is spread throughout the year. Each of the above
characteristics of agricultural productse affects the nature
of marketing esuch products, making certain functions vitally

important as was mentionsd ahove.

2.2.2 PRICING OF AGRICIM TURAL FRODUCTS

The determination of prices for agricultural products is
a function of several facteors. These include supply and
demand conditions, food marketing sector, and government
action. In the cases of supply conditions the relevant
factors that effects the pricing of agricultuwal products
include farm production decisions, weather conditions,
disease, harvested acreage and food imports.

According to Johnston and Meller "the contribution of
agriculture can be classified on both sides of the demand and
supply. On the supply side, aagriculture can contribute to
the producrtion of food and exports. It can provide labour
for the non-—-agricultural sector and savings for economic
development" (14)

The factors individually or collectively, can have a
significant effect on the supply of the particular product on
the market. For example, poor rainfall, uncontrolled peste,
limited harvest acreage, and restriction of inports would all
result in reduced supply of agricultural products, With

limited supply relative to demand, ecanomic theory postulates
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that prices would shoot up. The opposite would he the case
when conditins are favourable to incre=zsed supply of the
product.

freording to Lewis E. Boone and David L. Kurtz pp. 299
(19786 "An item i=s worth only what someone elee is willing to
pay for it. In a primitive society the exchange value may be

determined by trading a2 good for come other commodities"({15).

S

THE ERUILIG Ehim
Price PRICE

(uANTITY

The factors that affestes deamand include income of the
population, level of prices, tastes preferences of the
people, tnotal populatian af the country, and level of
exparts. The demand for maost food items  tend=  te be
inelastic and %o a large extent not affected by a person’s
income and the prices of the iteme. For example O.A. Lawal
puts that the guantity demanded does not change as the price
changes. However, it is posible that when the price of a
particular food item becomes too high the consumers aay
switch to less expensive scbhstitutes, such as maize or
cemovita for rice. The reduced demand may induce a downward
trend in prices, depending on the supply situation, that is
the supply ¥far outweigh the demand. D the other hand the

larger the country’'s population and the higher the level af
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exports, the higher the demand for these items. The
increased demand may push up prices particularly if the
supply is far lower than the demand.

The food marketing sector influences farm prices through
it's value, price, cost behaviow and strategies. BGovernment
may intluence farm prices through price supports, supply
controls, trade policies or influencing domestic demand for
food aor through price control. There haz been = debate as tn
whether tarm prices are determined at the farm level, in the
marketing system, or by consumers at the retail level. &
critical analysis of the situation appears to indicate that
farm prices are sot, first, in relation to ceost of production
to which marketing costs and & marqin are added to arvive at

the retail price. g},a"’

Break-even Analysic rfo'“*

of ¥ -
pﬂ- TOT»L' F ) .

BrEME BV
Por~T-

c - TOrAL
PRJC Coy VARABLE
COMT

Rupans 7y

Eources: Lewis E. Boone and ngid L. Kurtz (1975)
Contemporary Business second editicn by the Dryden

FPress pp.301
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Breakeven
The minimum sales volume needed at a certain price level

to cover all costs.

Total Cost
1e composed of total variable cost and the toptal fixed

cast.

Variable costse

Are those that change with the level of production such

as labour and raw material coste,

Fixed cost

Are those that remain constant regardless of the

production level achieved such as the firms insurance cost

Total Revenue
Is determined by multiplying prices and the number of

units spld.

But where there is a change in the retail price there
must also be a change in the farm prices. Thie is due to the
fact that farmers cannct refuse to =sell the producte especi-
ally if these are perishable products. And alsc they will be
forced to =ell them due to lack of storage facilities. As
far back a= 1949, Kaotler and lLeny reported that "Business
marketing are increasingly focusisng on cultivating leng-run

L]
r
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rewarding relationships with customers rathsr than achisving
sales in the short-run"(154).

Toc others it appears that the buyers of farm products,
that is Ffood processors, whalesalers or retailers, st the
price ¥firet and that they determine farm pricecs. This was
the cas=2 when prices taking farmers =cell to le=s perfectly
competitive buyers of farm products. Prices are more easily
fixed at peointsg of product concentration in the market.
Actually, prices are determined jointly by the consumer
demand, farm supply and ths food marketing system. This is
becausze wher the demand i= high and thse =supply is low then
the price will Qo up, and vice versa. During the harvesting
pgeriod in particular, the prices of agricultural product
tends to be low in the market because of the increased supply

of the products relative to demand.

2.2.3 INSTITUTIONS AND CHANNELS OF DISTRIBUTION

When goods are praduced they must get to the consumers
at the places where they want them to buy before they would
be bought. The goods get to these places through insti-
tutions and channels of distribution. A channel of dist-
ribution is the series of middlemen through whom goods pass
from producers +to consumers, or industrial users. The
marketing intermediaries make up the institutions inveolved in
the distribution system. It is through them that title to
the products is transfered from the producers to the

CconNnsuynmer s or usere.
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D.B. Winters said that the manufacturer who waits in the
woods for the world to beat a path to his door is a great
optimist. According to Lewis E. Boone and David L. Kurtz,
the primary channels of distribution of consumer goods and

services are as follows:

1. Manufacturer Consumer
2. Manufacturer Retailer Consumer
3. Manufacturer Whol esaler Retailer Consumer

4. Manufacturer Wholesaler Wholesaler Retailer Caonsumer

Industrial goods are as follows:

5. Manufacturer Industrial llser

b. Manufacturer Wholesaler Industrial liser

Source: lLewis E. Boone and David L.Kurtz (1975).

Contemporary Business second edition by the Dryden

Press pp. 247.



25

Middlemen of marketing are those who specialise in the
purchase and <eale of goods as they move from producers to
consumers. There are no limit as to the way they organise
their business and ogperats. They can operate as individual
proprietors, in partnership, co-operatives or corporations.
The middlemen in marketing may be either merchant or agent
middl emen.

Merchant middiemen are those whe take title to the
products they handle; they buy and sell on their own account
and for their own gain. They may be either wholesalers or
retailers. The wholesaler sells te retailers, other whole-
salers and industrial users or processors of farm products.
The retailer acts as the "personal representative" of the
producer to the consumers. They buy products from whole—
salers for resale directly to ultimate consumers.

Wholesalers make up a heterogeneous group of varvying
seizes. There are local buyers who purchase goods in the
producing areas directly from the farmers and transport the
products to other places for =sale tec their customers, 1In
this group are agenciec such as grain elevators, poultry, egg
buyers and local livestock buyers.

The agent middlemen represents another type of middlemen
in food marketing. Agents act for their clients, without
taking title to the geoods that they handle. They receive
income in the form of fess and commission. Agentse consist of
brokers and commission men. The commission men has broad

powers fram those wha cansign goods to them. They take care
L]
L
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of the physical handling of the product. The broker, on the
other hand, does not have control over product. In agricul-
ture the livestock commission frims and grain brokers on the
grain exchange are good examples.

According to Johnton and Meller ".... the expansion of
incomes and Fforeign exchanged earnings by introducing or
enlarging the production or promising export crops can and
should play a strateqgic role 1in promoting economic
growth" {(17) .

Another group of middlemen is the speculative middlemen.
They takes title to products with the hoped of getting profit
from their sale. They specialisese in taking speculative
risks and do wminimum bhandling and merchandising. They

attempt to earn profit Ffrom short time Fluctuations in

prices. Processars and manufacturers Fform part of the
channels of distribution. Food processors take active part
in institutional marketing. Some processors like the meat

pacrkers, flour millers and fruit and vegetable canners act as
agent in the producing area. They attempt to reach the
ultimate consumer through advertising.

Marketing co-operatives are also ways through which
farmers sell the productse of their farms. These co-opera-
tives may callect the members products for sale. As Sweeney
(1972) notes, "neither education, nor government, nor marke-
ting (nor law) are done to individuals or organisations, but
are processes which are participated collectively by members

of society" (18).
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They grade, package and perform other marketing
functions. The objectives of these co-operatives is to
secure the greatest possible amount for the products of their
farm owners. According to the tasks performed co-operatives
may be classified into four broad categaories - marketing,
purchasing, service and processing associations, even though
many farmers belong to one or more of these co-operative

associations.

2.2.4 TRANSPORTATIDN

Transportation is concerned with the means by which
goods are physically moved From places of production to
places where they are needed for consumption. According to
lewis E. Boone et al., (1974) '"society allows business to
operate only so long as they make a contribution to society.
By producing and marketing desired goods and services,
business satisfy this commitment. They create what econo-
mists call utility — the want - satisfying power of a product
or service"(19).

To transpart the producte safely we need to analyse the
situation carefully to determine the appropriate route to
follow and the means of transportation to uwuse. Decisions on
these would affect the costs of transportation and the safety
of the goods in transit. The issue of transportation also
involves the preparation of the goods for transport as well
as their loading and wunloading. In the case of agriculture

transportation plays a wvery important role in that
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transportation rosts affects the location of goed processing
plants and food distribution warshousse. Transoortation
costs also contribute to the size of the food marketing
margin and influence farm and consumer fobd prices.

In agriculture some commodities are perishable and have
shart time tolerance. i1t will thereftors; he advicahle for
food procescing plantse to be located near the farm products
to redure damage throuvgh transportatiaon ether agricultural
producte are also bulky and in that case it will be wice to
make use of thes materizl aearby so to minimises transportation
cost.

The biological and bulky nature of ¥farm products make
special demands on the transportation systsm. For example
food and Ffeed grains require high capacity eguipment, like
animals need special equipwment, and perishable products
redquire rapid transportation. Due to these conditions
farmers have alwmays bsen concerned with the edeguacy and

caste of the farm product trancsportation aystem.

2.2.5 ETORAGE

The storage function of marketing cr=sates time utility
in that the gaode are held vntil the time they are needed for
consumstion hy wultimete consumers or industrial users. For
Example, raw materials may be hbeld in large quantities
further processing. While finished goods may be withheld
until they are needed by whloesalers, retailers and

CONSUMEr S. The need for storages facilities is  even more

L]
f
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vital because of the perishable nature of agricultural
products.

According to Lyman. A Feith and Carlc E. Gubellini
(1975) "a qgood transportation system can reduce the need for
storage facilities, though it cannot whpolly eliminate the
need" (20). They went further by saying that for the business
person, good transportation facilities may mean a reduction
of inventory needs from several months ‘supply to weeks ™ or
even daysy resulting in a real savings in the amount of funds
invested in stored goods, plus a savings in the storage cost.

one means of preserving the quality of the product over
time is the provision of cold storage facilities as well as
facilities that could prevent dampness, attack by insects and
other vagaries of the weather. The processing of the
product, such as by canning, is another means of preserving
the product over time.

The provision of adequate and appropriate facilities
would ensure orderly marketing whereby farmers are not forced
to the perishability of a product to sell their produce
during the harvest sesason when supply is abundant relative to
demand. This would enable the Ffarmers to get satisfactory
rewards for their efforts and serve as a motivation to remain

in farming and produce more.
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2.2.6 FARKETING INFORMATION AND MARKET DEWVEL OFMENT

The provision of marksting information is a wvital
facilitating marketing function. fAccording to Stanton W.J
{1978} pp. 3% "Marketing information system is an inter-
acting, continuing, +Ffuture oriented structure of people,
equipment, and procedures designed to generate and process an
information flow in order to aid managerial decision making
in & company’'s marketing programme"({(21). With accurate and
timely marketing information, the marketers would be able to
make better decisions about production, making long-term
investment, deciding when, where, and how of his marketing

strategies.

2.2.7 MAREETING FINANCING

Marketing financing refer to the money which is used to
carry on the various aspects of marketing activities. As
Lyman A. Keith and Carlc E. Gubellini (1975) pp. 375 puts it
that "The problems of businezs finance are a matter of
interest tp everyons, even to people who are not directly
involved in business" (22).

In the case of agriculture, farmers need money to pay
for costs of storage, repairs and maintenance, equipment,
depreciation, and insurance. They also have to finances the
probability that the price may expectedly decline. Under
this situation the produckts might have to be sold at less
than it's walue at the time it was placed in storage. The

farmer therefore, need capital resouwces which will be used
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in financing their marketing activities.

2.2.8 RISK BEARINDG

Just as there are risks in other forms of business,
farmers also face risks in their operations, Risk arise from
natural hazards such a= poor rainfall, storms, excessive
temperature conditions, dastruction from insecte and pests
and so Dn. There can alsp be destruction by +Fire. Surh
unfavourable conditions could affect the farmers yield and
cause a reduction in his earnings. Changes in selling price
aof the products in the market can alse bring risks to farmers
when there is change in the taste of the consumers, it may
result to reduction in the desirs for the particolar product
which will be 2 risk e fthe farmer= producing thi= products.

But according to Keith and Carla  (1975:223) “In a
state—dominated economic =ystem the concept of risk is not
present, hecavss consumsr demand is not the de=terminning
fartor in production and distribution"{23}. The government
makes the decisions about what and how much will be produced
and the priced at which it wil} be sold, and the consumer
must accept what is offered, since there is no alternative
source of goods. In view of the undesirable consequencies of
these hazards it is important that measwe are taken to
minimise their chances of occurence through better management
practices. GSGometimes, it may be possible to inswe the goods

against these harzards.
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a

2.2.% GSTANDARDISATION AND GRADING

Standardisation involves the establishment of basic
measures and uwunits to which products must conform. Grading
is the act of separating or inspecting goods according to
established specifications or basic limits to determine their
grade. When we talk of these terms in the marketing system,
standardisation is usually applied to the manufactured goods,
while grading refers to basic descriptive characteristics
such as size, rolour ete. 1§ the products nature over which
the producers have very limitedd control. For example a
farmer who produces eggs cannot have uniform size of eggs.
Alsa the farmer cannot determine the ripeness of his crops
for it depends on s0 many things which are beyond the
farmer ‘s control.

According to John A. Shubin {1958} “"The role of standar-—
disation in industry grew with the rise of modern business,
and it‘'s  importance was enhanced by the spread of scientific
management” {24 .

Standardisaticen and grading are important in the marke-
ting systems for the folliowing reasens.

{1) standardisation and grading facilitate the buying
function by making it possible for buyers to purchase
by description.

{ii) standardisation and grading facilitate the seiling
functiorn by making it possible for sellers to
merchandise products closer to iust what consumers

and other users wants. This will ainimise
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mi sunderstanding.
(ii1) cost of financing is also reduced when the quality is
known.
{iv) standardisation and grading reduce risks because the
quality is known.

ivli A mined lot of ungraded fruits is legs atkractive to
prospective customers and commands a lower total
prire than the same lot after it has been graded and
priced by grade.

{(vi} GBGrading also helps in streamlining the physical
distribution of any farm products.

fvit) standardisation facilitate specialication and the
reaping of economies of ecale in production.

{viii) standardisatiaon and grading alee aid various middlemen
in performing their tasks and helps bringing together
the sellers and buyers. They alsc act as unofficial
policemen to prevent malpractices which they consider
unfair. Even though this organisation have far

reaching influence on the nature of marketing.

In conclusion, it is glear that marketing playe an
extrenely important rele in  the succese of any agricultural
development programme particularly, in the arease of pricing,
and channels of distribution, storage and transportation,
market development, marketing Ffinancing, risk-bearing and
provision of marketing information, cstandardisation and

grading. In the chapter four arn attempt weuld be made to
' ’

i . 3 it e
discuss the extent te which marksting has besn given it

- Y ._ﬂ_' P Pmmiawe L meem
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misunderstanding.
f{iii) cost of financing is also reduced when the quality is
K DWW .
{(iv}) standardisalion and grading reduce risks because the
quality is kpown.

ivl A mired 1ot of ungraded fruits is less attractive to
prospective customers and comrands a lower total
price than the zame lot after it has been graded and
priced by grade.

{vi} Grading also helps in streamlining the phyeical
distribution of any farm products.

{(vii) standardi=sation facilitate specialisation and the

reagping of economiez of scale in production.

in performing their tasks and helps bringing together
the sellsre and hoayers. They alen art as unofficial
palicemen to prevent malpractices which they consider
untair. Even though this prganication have far

reaching infleence on the nature of marketing.

In conclustan, it is glear that @marketing playe an
extremely important reole in the success of any agricultoral
development programme particularly, in the aresas of pricing,
and channels of distribution, storage amnd transportation,
market develaopment, marketing firancing, risk-bearing =and
pravision of marketing information, =standardisation and
grading. In the chapter four an attempt would bhe made to
discuss the extent to which marketing has heen given it's

proper place and role in Anaur farm.
i
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CHAFTER THREE

3.1 HISTORICAL BACKGROUND OF ANNUR NIGERIA L IMITED ZARIA

Annur Nigeria Limited, is an established Agricultural
organisation in Zaria with farm land measuring over B000
acres. The Chairman/Executive Director, who is also the sole
proprietor of the company has been in the farming business
for 19 years incessantly. The farming operations are 100 per
cent mechanized with the aid of combined harvest, numerous
tractors and implements, broadcasters, planters rolling
cultivators, boom eprayers, bulldozers, graders and dumper=s
etc, and a team of experienced cstaff, 2ll of which are ready
and available.

Annur Nigeria lLlimited, 1= an estahlished agric-oriented
organisation with Headquarters in Zaria, carrying out it’'s
large scale farming operations on a part of it, 5000 hectares
of farm lands in Zaria. The company also has the potential
of easily acquiring more farm lands 1f and when necessary.

The company has so far been taking interest in arable
farming, poultry, dairy, orchards and fisheries, but more
emphasis is laid on arable farming. Arrangements are also on
the drawing board to start a dry season irrigation scheme in
an attempt to utilize the same land more than once a year.
The sole proprietor of Annur Nigeria Limited is by name
Alhaji Mohammed Saleh. He was a Headmaster of a primary
school in Zaria in 19468. Due to the nature of his teaching

job in the primary school, and the fact that school closed
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early, he de?elnped interest in farming around his house and
later got & land to dc the farming far away from his house.
In 196B, he joined Philip Morris here in Zaria, but he was
posted to Maiduguri in 1949, In 1970, he was posted to Jos
as a Supervisor. By 1972 he was brought back to Zaria, and
later obtained a Diploma in Marketing.

In 1972, he became the Assistant Manager of Philip
Marris. By October 1972, he was made the Manager of Philip
Morris, Zaria. He was sent to lagos in 1974, and from there
he was sent to London where he underwent training in Marke-—
ting:; in Switzerland he obtained a National Higher Diploma in
Marketing, and obhtained a Degres in Marketing.

According to him, he became very rich in 1284 i{though he
did not disclose how much he had as raw cash in his account),
he thertore decided o go into large scale +farming. He
nwanted to resign his appointment with Philip Morris on three
pccasions but  they refused. Finally in December 1985, he
resigned his appointment with Philip Morris, According to
Alhaji Mohammed Saleh, he was exposed to the world due to the
fact that he was a slaeman with the Philip Morris. He said
that in WMigeria, there is no village with sbout a2 hundred
peaople in it that he has not Leen to, so he did not have

problem of connection or marketing.
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F.2 ANMNUR MIGERIA LIMITED NOW DPFERATES WITH THE FOLIOWING

MACHINERIES /EQUIPMENTS

1. Tractors of different makes a8
2. Harrows 4
2. Ploughs 3
4. Flanters {(4-row and Z-row) 3
5. Lorries 2
4. Luxury bus 1
7. Tractor trailer=s 4
B. lorry trailers 2
?. Fertilizer broadcaster 1
10, Boom spravers 2
1i. Hand spravers 3
12 Dumper i
13. Bulldozer 1
14. Lowloader 1
15, Graders 2
16. tLarge warehouses (11,700 sg 1t} 2
17. Rollers 1
ig Pale loader 1
19. Rig electric generators 3
20. Many large offices and facilities 1

21. Assorted tools

22. Bas and eletric welding machines 2
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Annur Nigeria Limited has ample storage facility, office
and other facilities at it's head office, and on farms. It
also has an Enginearing Base for the rFrepairs, servicing and
maintainance of 1it’'s plants and machineris. The company has
a permanent staff strength of 26 comprising an Engineer,
Petrol and Diesel, FTechnicians, ARdministrative accounting and
marketing staff Ffarm supervisors and operators. Up to 200
temporary labowrers are also pccasionally engaged during the
peak of harvesting season.

Annur Nigeria Limited wanted American partnership in
1922, Although Annur Nigeria timitad, had 311 that it needsd
in term= nt money, machineries, equipments and all the
necessary infrastructures, it realised it lacked the techni-
cal know-how. It alze reslised that =imple farming machines
that can eazsily substituted the enormov=s  manual labour are
not only unbnown to them but ales not zasily ghtained in th
country.

The company 2leo realissd that =imple farming machines
that can substitute the enormous and expensive manual labour
that they emplcoy every season, can be obtained through the
partners from Omerica. This will not only save production
costs hut will also increase the yield and profit enormousiy.

Annur Nigeria Limited thought that the American partners
would benefit Ffroam the enormous legitimate profit he would
share with the company. He would alsp enioy not only snor—

mous interesting adventures but would also a2bsorbh the happy

s

feelings nf the fact that he helped humanity by boosting fcod
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production. It would ke known internationally by now that
all the Nigerian States and Federzl Government regard farming
as a single important aspect that badly reqguires both
external and internal assistanrce to he abkle o fesd the sver
growing population that now ctande at over 100 million.

Annur Nigeria bLimited believes that an intzrestsd
American i= in 2 pasition to provide machinery to replace
enormous manual labour and the technical! know-howr, to an
apmeciahle extent.

Annur thought that if they could rome togsther within an
American partnsr, they would be able to capitalise an the
situation now, and they would not only set the pace but would
also be the piopneerzs of farming. The company required an
American partner that is experienced in agricultural organi-
sation, or an experisnced farmer or a highly interested
individual that is capable of providing sxpsrisnced psrgsons
to handle =same aspecte of the operations. The partners
should be prepared to invest somé money preferably in the
torm of simple machineriees tp gain his committment and demon-
ctrate his interest in the inint venture.

The crops that will be grown will require the full
utilisation of the férm land throughout the vyear throuch
irrigation scheme and this will ernable them to raiss as many
different crop= a= saysheans, cowpea, wheat, rice, ginger,
sunflowsr, maize etc.

They may jointly qgraw export crap like ginger or any
crop for the Eastern markets, like Indias or Japan. Tha

. ¥
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3.3 CROP PRADUCTION PROGRAMME CASH CROPS AND FDOD CROPS

The export crops that are envisaged in Annur Nigeria
Limited are cotton, hides and skins etc unlike the food crops
are yams, cCassava, rice, wheat, maize, milk and livestock
etc. Tis make production of these crops successful in Annur
Migeria Limited, the socle proprietor visited the Institute
for &gricultural Fesearches (IAR), Samaru, and National
Animal Production Research Institute (NAPRI), GShika for
advice, and nececsary help.

The purpose of this research is it show beyond reason-—
ahle doubt the maximum improvement which could be achieved
under effective management. Achievement made in crop
production and soil management is largely due to extensive
research work. For example, the varieties of simple crops
being planted, such as cassava, maize, cocoa, palm oil,
guinea caorn, millet, groundnuts, rcotton, rice and wheat,
some of the tomatoes wvariesties angd the citrus trees plan£ed

in the country were developed at the research institutions.

.4 ANIMAL HUSBANDRY

Animal husbandry features prominently in Annur Nigeria
Limitedy NAPRI, Ghika is playing & crucial role in the
success of animal husbandry. Infact, the company got three
Vaterinarians for this purpose. The efforts of the Institute
are geared towards the eradication bpf livestock disease,
development of improved breeds of cattle, sheep and goats,

better livestock management, and improved methods of
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livestock production. Under nomadic conditions are found to
be unsuitable for accelerated growth in livestock production.
And that was what happened to Annur when he bought 300 herds
of cattle for N20,000. The cattle were bought from Niger.
khen they were hrought to Zaria, they got grasses and were
locking well fed. But when the weather changed, they all
looked sick and eventually he had to slaughter them. This
was the effect of weather conditions. Thus, there is a need
for national livesteock policy aimed at settling the nomadic
cattle rearers and teaching them ways of conserving feeds for
their cattle during the 1long dry season. A start could be
made for this direction by reserving specific areas for

cattle.

3.5 PROBLEMS AFFECTING THE PROGRAMME

There are many problems militating against the success
of Annur Nigeria Limited. They ranged fraom geographic to

economic, social, and politcal problems.

Geographical problems

0Ff particular importance here are vegetation and
climate, which vary from one part of the country teo ancther,
while some parts have short periode of rainfall, particularly
in the north, cthers have long peripds of rainfall, especi-
ally in the southern parts of the country. The short pericds
of rainfall adversely affect the production of some major

food and cash crops. In Zaria, the weather condition is
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good. There is also enough rain for the crops. The farmers
will only +face problem if they don’t plant sarly. So late

planting will be a problem in terms of rainfall.

Economic problems

The main economic prablems are shortages of a manpower
farilitiee for mass education of the farmers. The shortage
of manpower has led to inadeguate extension services to the
local farmers in the uwse of fertilizers, pesticides, herbi-
cides, insecticides and impraved seeds. Theae, however,
constitute, bottlenecks to agriculture in the country,
because of poor rpads, for example, fertilizers and other
imputs do net reach the farmers early enough faor use during
the planting season. ¥For instance, the Daily Times newspaper
of MNMavemeber 5, 1972, reported that +Ffertilizers meant for
Borno State reached farmers in September of that year Qhen
they should have been availahle toc farmers at the beginning
of the vyear. This year alsc ie the same thing not only
reaching the farmere very late but the price is MN70.D0 par

hag instead ef the government price of M15.00 per bag.

Politicz! and administration problem

There appears to be too much breaucratic red-tap=a i1n the

granting of lnoans to farmers. These unnecesszary breaucratic

L

complerities may be a dslibherate attempt by loan oficers to
obtain hribes from applicants hefnre releasing the {furds.

The farmer=s waste tooc much time traveliing from their



villages to the banks and other credit agencies in the urban
areas when they should in farct he enganged in cerious farming.
At timee, political considerations also come into play, for a
farmer may be denied loen facilitiss becanse he doss pot
belong to the ruling party.

For Snnur Nigeria Limited, he did net have problem of
lnan, because he is very rirh he never applied for loan.
Aleo he is not having any political party problem becanes he
doee not heleng te any party, 2o he is fres from this.

Annur MNigeria Limited has problem of acquisition of
inputs. This includes fertilizer. The Fedsral Government is
te supply this to the farmers on subsidised prices. The
Fadersal Government supgly only about five different types of
fortilizers tn farmers. 8o the farmers do not have a cheice
but rather to use it like that. MHhether they are suitable
for the <=gil or not. You will be forced to use what is
available.

The company alsa lacks the essential herbicides and
insecticides. Farmers also have problem of not being able to
laocate where they will get primagram which will help control
the weeds. And this primagram is very scarce. The Bovern-—
ment has failed to provide the herbicides o farmers as they
wers promised. There ic alsn the problem of largs scale
farming, pecple have problem of maintaining machinery. There
is the preklem cf getting cspare parts and the right peopnle to
repair the eguinment. The engineers=s are availahle but they

are not stable, They will only remain if they are not good.
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Social problems

Farmers have been finding it difficult and uneconomical
ta use tractor. This has been due to the fragmantation of
the fand by land tenure system in the country. But as fnnur
Nigeria Limited, he ahas acquired and bought land From the
owners, rcovering BOOO acres of land. However, he is faced
with the problem of insecurity. FPeople steal the product
from the farm before the harvest. The company is also facing
on problem of one man business. He does not keep proper
recorgs of what is being spend or how much is being reali=sed
trom the +arm.

There is alseg a problem of decisicon making. He decides
an what he likes whether it will be good or bad. Nobody will
question him, since he does not have a partner, no one is
having a share in the company and he has not received any
loan. He can wake up any day and deride on what he wants.
So there iz a problem of lack of advicer, because twa heads
are better than ane.

Annwr Nigeria Limited, is not having any problem with
the community because, he helps them when they have problem,
he listen &0 them. And at each harvesting periocd, he loads
two lorry with bags of harvest and distributes to each o+ the
people, az Zakka., Ag a result they like him. He also tries
to help hiz friends in farming since his farm iz the largest
in Zaria so that they do not envy him. He tries to leavse in
harmony with the people to avoid problem.

The succepss of Annur Nigeria Lisited is wvital to
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Nigeria‘s sprio—econamic developmont. It ic clear that
efforts are being mads toc stimulate agricultural production,
despite the probliem facing the programme. However, the
conmplets suc~es of the agricultural development programme
does not lie splaly on the stimulation of production, but
also on the marketing of the output. In the next chapter,
therefore, an attempt would be made to examine the actual
role accorded the marketing Ffunction in Apnur  Nigeria

Limited.
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CHAPTER FOUR

ANALYSIS OF DATA

Two sets of questionnaires were administered, one set for
workers of Annur Nigeria Limited and one set for buyers of
the company’'s products.

The research findings here are based on the analysis of
the two sets of questiopnnaires which were administered to
different categories of respondents.

The gquestionnaires covered the overall markesting of
productse. That i1s the product, price, distribution channels,
praomotional activities, storage facilities and transporta-
tion.

The questionnaire completed by the workers is used to
evaluate the role they have accorded marketing in their
organisation.

The gquestionnaire completed by the buyers ie used to
evaluate the rele marketing plays in bringing them inte

contact with Annur and 1te products.

4.1 WORKERS BUESTIONNAIRE ANALYSIS

Thirty guestionnaires were given out to workesrs of Snnur
Nigeria Limited Zaria. Theee workerse are permanently
employed with the farm. Out of the thirty, twenty-one (70%)
responded; These twenty—-one guestionnaires are analysed

bel ow. Based on what was got, the findings could be
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discus=sed under the f2llowing headings.
{a) Pegple tworkforce)

(b} FProduct

{c) Price

{d} Promntion

(e) Distribution

f4.1.1 PEOPLE

Annur Nigeria Limited, is an established agricultural
organisation in Zaria with farm land measuring over G000
acres.

The company haz a permanent staff strength of 25 comp-~
rising of an Engineer, Petrol and Diesel, Technicians,
Administrative accounting a&and marketing staff, farm super-
visors and operators. Up to 200 temporary labourers are also
pecassionally engaged during the peak of harvesting season,:

The campany has s far been taking interest in arable
farming., poultry, Dairy, Orchards and Fisheries, hkut mora
emphacig is laid on arable farming.

Mineteen out of the twentv—one were male (90%) while two
out of twenty-one were female (107}, This shaws that there
are maore of the male than the female emploved to woirk.

From the research finding, it was discovered that the
workers are between the age of twenty and fourty, there was
nobody above the ags of fourty. Sa the workers are composed
of middlie aged group of people.

There is a high rate of labour turnover in Annur. Only

)
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seven out ot twenty-one (33.33) said they have worked for
more than five years.

It mwas also found out that those occupying the managerial
position earn more money than supervisors who in furn eparn

more than the faram lands.

4.1.2 PRODUCT

Annur Migeria Limited produces millet, BGuinea corn,
Maize, beans and cotton. These are all arable products.

These products are aznet packaged, rather they are put
into ordinary jute bags. They did not bother to differenti-
ate their product by packaging.

They alsa did neot have brand names for their products.
Anmw Nigeria Limited Zaria, also eangages in ORDER product-
ion. For instance, Annur supplies maize on order to Nasco
group of companies. The maize is used for the production of
cornflakes.

The decision on what should be produced comes from the
Managing Director. This explains what was said in the
earlier chapter that it is & one man business, where the
owner decides on what to be done, and his decision ts final.
There is a lot of interaction between the workers and the
Managing Director on what should be produced.

The producis produced are being sold to final consumers.
Tnat is retailers, wholesalers and consumers. The consumers
obtain the products at the various warshouses. They also

sell to Industrial users.



The respondents were also on the opinion that they do
intend tp add new lines of productions. All the respondents
said that the products &are good. There is room also for
product packaging since they do not design pachkaging or

colour to differentiate their products.

4.1.F PRICING

Respondents all (1004) feel that the prices of the Annur
Nigeria Limited, Zaria are slightly below that of competing
products.

Also prices change according toe the season. S5t the law
af demand and supply comes true here that the higher the
demand the lower the price and higher the price the greater
the quantity heing supplied to the market.

The Managing Director decides the pricino depending on
the prevailing market condition. They also offer discount to

their customers. Discount of 24 to 5S4 are noremally given.

4.1.4 PROMOTION
All the respondents (100%4) said that they do not carry
out promotional activities. Customers normally come to the
warehouse tc buy the products without advertising.
There is room for Anmur to start introducing promotional
activities inta the business Yo create awarenses for the
products. Becanse some customers are not aware of when the

products are available in the warehouse,
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4.1.5 DISTRIBUTION

Annur Nigeria Limited, Zaria has distributors. But
individual customers can also come and buy directly from
their warehouse. When the distributors buy in bulk, then
tbey sell to retailers who will finally sell to the ultimate
users. So the channel of distribution can either be direct
ar indirect.

Purchases are cash and carry basis, and all the customers
are satisfied with this arrangement. However, a few would
not mind credit being extended to them. Customers normally
arrange for the transportation of the products they purchase.

Respondente also indicate that customers do not have

problems of availability of the products.

3.2 BUYERS DUESTIONNAIRE ANALYSIS

One hundred questionaires were given out to buyers gf
Annur products, Nigeria Limited Zaria.

The researcher made sure that these buyers deals with
the products of Annur. Seventy—-five questionaires were
returned completed. These seventy—five (75%) questionaires
are analysed below.

The analysis shall be done under the following headings.
(a) Product
(b)Y Price
(c) Promotion

{(dY Distribution



4.2.1 PRODUCT

A question of how the customer came to know about the
product was asked, 53.33% of the respondent answered that
they came to know about the products through & friend or
relation. And &.&674L said they know through other sources
while none of the respondent said that they krnow  through
promotiornal activities. Thie explains that they did not
consider promotional activities important,

As regards the products, whether it is produced season—
ally or all vear round, all the respondent (100%} aagreesed that
the products are produced seasonally. For the gquestion of if
they are availabale all vyear rooupd, none of the respondent
answered this gquestion, since they all agreed that the
products are produced seasonally in guestion six,

All the respondent (106 said yes, that the guality of
the products is good and that this guality influences their

demand for the products.

4,2.2 PRICIRNG

According to the buyers of the praducts, they all said
that the prices are not competitive. All the respondents
answered that prices fluctuate depending on the season.

The gquestion as to who determines the final prices, the
respondents said that they determine for themselves at what
price to sell depending on what is in the market. It was
also found out that because of the prices which are slightly

below competiting products, this made the products move



faster than others.

The buyers also said that, they too allow discount of
say 10k or 20k to customers especially where 1t involves
changes, often times they forgo the change to create loyalty.

The respondents also said that they give him a feed back
of what they feel about the product, when buying it. The
purchase of the products is done on cash and carry basis,
None of the respondentse said that he/she has purchased on

credit or through other means.

4.2.3 FEOMOTION

None of the respondents said that they know the products
through promotional activities. This indicates that they did
not do anything to promote the sales of their products . It
is also important to advertise the products so as to compete
with similar products even though he does not have any fair

of loss of market now, it may occcur in the future.

4.2.4 DISTRIBUTION

Among the respondents were wholesalers, retailers an
cConsumers. But the percentage of those who buy the products
for consumption was 60% while that of those whe purchase to
resale for profit making is 40%. There was evidence that the
number of distributors and retailers is large in relation to
product supplied. But as to the question whether it affects
the supply of the products, all the respondents said no.

The wholesalers also agreed that they had storage
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facilities for the products, since the products are arable,
which are packed into bags. It does not require special
facilities like in the case of perishable products. 5o
simple dry store is enough to store the products. |

They all agresd that they own their stores or ware-—
houses., It was alsoc found out that retailers, wholesalers do
not transport the products for the cersumers. BHut rather

whoever comes to buy will have to make the necessary

arrangements for transportation.
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CHAPTER FIVE

SLIMMAR N On R MMENDAT IONS

5.1 SUMMARY AND CONCLUSIONS

The continous decline of output per hectare for the past
two decades, despite the federal government policy towards
agriculture, confirms the fact that agriculture has fallen
below its level of expectation. Therefore, the importance of
developing agriculture cannot be over emphasized.

The researcher has examined the role marketing plays in
agriculture. The researcher focused some attention on the
nature of marketing and in particular, the marketing func-
tions that are of direct relevance to agricultural develop-
ment. Also examined are the characteristics of the agri-
cultural products, with particular attention, marketing of
the agricultural products, pricing of the agricultural
products, institutions and channels of distribution, tran-
sportation, storage, marketing information, market develop-
ment, marketing financing, risk bearing and standardisation
and grading.

Chapter three was devoted to a discussion of the
historical background information of Annuer Nigeria Limited
Zaria, in terms of its necessity. Some attention was also
given, toc the problems that constitute bottle necks to the
development of agricultural sector. These problems range

from those emanating from natural conditions such as the
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weather, to geographical location, and artificial problems
resulting from nonchalant attitudes of state and Federal
Government auvthorities to implement what they have committed
themselves to do. Much of this applies to the suppliers of
agricultural inputs like the fertiliser.

Another 1mportant problem that needs careful considera-
tion and solution 1s that of inadequate infrastructural
facilities, especially feeder roads and well equipped storage
facilities for say the agricultural inputs like the fertili-
ser. It was discovered that this was not a problem for Annur
Nigeria Limited because he has many large warehouses.

The Analysis of chapter four has shown that marketing has
not been accorded ite proper role in the marketing of agri-
cultural products. The researcher emphasised the marketing
aspect of the Annur Nigeria Limited products, in term= of the
different types of products produced.

They study has revealed that Annur was much more concerned
with Arable or grains production than the production of peri-
shable products. The study has alsg shown that Annur has
enough capital to run his businese so he did not have a
problem of looking for loan.

The researcher has also discovered that Annur has a
problem of insecurity of the products on the farms. Where
there is no security, people will help you harvest the farm.
It was als=o discovered that the workers did not see any need
for designing packages, in different colour, sizes, etc. to

promote their sales.
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Although, it was all agresd that the products arse good.
There is room tc add new lines of products to the existing
ones. Prices of Annur products are not stable, and it is the
Managing Director whe decides how such it should be scld.
And with the disadvantage of one man business, his decision
is final, Fforgetting about the saying that two heads are
better than pne. Also it was discovered that Annur does not
engage in any promotional activities. The customers normally

come to the warehouses to purchase the goods.

9.2 RECOMMENDATIONS

The recommendations forward in this chapter are the
results pf the analysis of the guestionnaires which were
filled by different categories of respondents. The aim of
these recommendations is to provide useful suggestions for a
more effective marketing of Onnur Higeria Limited products,
and in agriculture in general.

The recommendations cover the areas of product, price,
promotion, c¢hannels of distribution, storage facilities,

transportation and standardisatian and grading.

S.2.1 PRODUCTS
Even though all the respondents answered that the guality
aft the products was good, it still needs improvement in the
packaging, designing and colours.
Thore ise alsoc need for new lines of products to be
introduced apart from the arables. Vegetahles should zlse be
introduced with fresh perishable products with adeguate

'
storage facilities.
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Marketing projections should be made on what type of
products to be produced. The findings of which will provide
adequate intformation sufficiently well-based to guide
production, and stay viable and competitive.

The Nigerian consumers are people with taste, so they
look for quality, design and right colour. Consequently,

more research should be carried out on this.

5.2.2 PRICE

I will recommend that there should be stable prices for
the products, rather than whatever the Managing Director
decides to charge. There should be proper accounts of all
the over head cost to be able to come out with the price that
will be above the breakeven. Proper accounts of the sales

should also be kept to be able to estimate for expansion.

5.2.3 PROMOTION

Marketing is more than producing a good product, and
pricing it, and making it in the markets for people to buy.
Promotion is the area that is not given attention in Annur
Nigeria Limited.

Annur should therefore, lay more emphasis on promotion.
Methods like advertising, publicity, public relations can be

used. Sales men can be used and their activities should be

moni tored.
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5.2.4 CHANNELS OF DISTRIBUTION

The channels of distribution in &nnur Nigeria Limited is
not laid down. The wholesalers, the consumers and retailers
can go to their warehouse and purchase.

There is no laid out channels of how they should distri-
bute the products. 1 will recommend that proper channels of
distribution be chosen to avoid people being crowded at the
war ehouse for purchase. 7This will allow the wheolesalers and
the retailers to gain since they will not sell at the same

price.

5.2.5 STORAGE AND TRANSFORTATION

I will recommend that they should have roem for storing
perishable products when the new lines of production is
added. Through the analysis of the guestionaires, it was
discavered that they do not transport products to their
custpmers. 1 suggest that hence farth they should make
provision to transport products for those who purchase in

bulk, this is part of customer services top create loyalty.

5.2.4 STANDARDISATION AND GRADING

It was discovered that Annur did nat differentiate his
products and since all the respondents are of the view that
the praoducts are good. I will recommendd that he should
differentiate his products to create long time loyalty. When
this happens the cutomers should be able to grade the pro-

ducts with others.
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In conclusion, I will also recommend that instead of
financial aid, the government could embark on clearing land
for large <=cale farming and should be given to the farmers
permanently after five years.

Alseo villages should be regrouped in one place so as to
provide amenities like water, electricity and good roads to
them.

The government should review the pricing policy, with
view of changing the markets of agricultural products from
the buyers market to the sellers market. This could be done
by equating the minimum prices to the average minimum cost of
the product +for whole area producing it, and letting the
public be aware of it. S0 that farmers will be in the
position to bargain for the highest he can get.

There is need to educate our farmere on the advantages

nf parkaging their producte in sizes, that women and children

can handle,
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APPENDIX A

SAMPLE QUESTIONNAIRE FOR WORKERS OF ANNUR NIGERIA LIMITED

Age

™~

Ty

P

> Male

> Female

15

N
a8

W

30D

> 35

k'

a0

group

- 20 Years

~ 25

- 40 "

and above

Decignation

<

> Manager

> Supervisar

> Farm hands
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S

<

%

4

&4

alary psr Annum
> Below N2,000.00
> 2,000.00 to NS,000.00

> 5,000 and above

What products do you produce®?

{

Plpase name them)

How do you classify these product e_g. arahble,

F

isheries, Dairy etC.c.cccecrncrcarrenca R REE §

Do you consider design, size, shape important
packaging”?
I¥ yeu, WY Peececrsrarsessssnsansssnssnanneansssn

in your
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22

13-

14.

15.

14,

17.

18.

&5

If yes, is it to differentiate your product?...........
Do you have a brand name for your preoducts?. . . .._....

-------------------------------------

Do you intend to add new lines of products?...c.ceceane

Who decides what is to be produced?..... S e e e



19,

20.

21.

22.

23.

24,

Te whom de you sell your products?
£ > Industrial user
< > Final consumers

< > Dthers

Hhere do customers opbtain your products?
< > Warehouses
< > Open markets

< > Farms

How do you price your products?. . ... v i it v innnsrnrenns

What factors influence the pricing?..ccececcsesasssans

< » Competition
< > Demand/supply

< » Bovernment

Do you offer discount? Yes or NO?.....ccevrcrnncnnnana

14 yes which type.....cecenceanen P

Is your pricing above or below that of competitors?

I¥f yes which type......c....-. sessmasanmsssans
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2&.

27.

28.

29.

30.

&7

How do you promote your products?
{ > Advertising

{ » Personal selling

< » Sales promotion

< » Publicity and public relations

If by advertising, through which medium? Please name

them.--..-.--..-.--.-..-..--.-.-----------.---.--.....

How do you distribute your product?. ... enencnncenanns

What are the channels of your distribution?...........
< > Wholesale

{ > Retail

Does the company own its own storage and warehousing

{acility?---tt--n-.-u------‘--u--o--l-b--.-tl.uno.----

Do you have distribution policies?. .. .. cccacanonans
If yes what are they...ccrccnasvassanssssnssnnscnnssrans

LR T N I S T I R B R B B R O B L L ]
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APPENDIX B

BUESTIDNNAIRE TO BE COMPLETED BY BUYERS OF

ANNUR NIGERIA LIMITED PRDDUCTS

What is your position in the channel of distribution?
< > Wholesale
{ > Retail

< > Consumer

How did yvou come to known about Annur producks?
< » Through the promotional activities
£ » Through a #riend or relation

< » Dther source

How competitive are the prices of Annur’'s products in
relation to competition

< > Very competitive

< > Competitive

< > Not competitive

How would you describe commodity prices generally?
< > Stable
{ » Fairly stable

< » Fluctuating
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Who determines the final prices at which you sell your
products?

< » You

< > Annur

{ » Market forces

Are the products produced seasonally?

< > Yes
< > No
I1¥f not are they available all year round?...ccuc-.. o v

Is there any evidence that the number of distributors

and retailers is large in relation teo products supplied?

o~

> Ye=s

> No

™

1¥f the number ie large, does it influence the consis-

1f the number is not large would the seller (Annur)

comple you to carry excess inventory?. ... ceeennnnana
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14,

15.

14,

70

How fast do the products of Annur Nigeria lLimited move
in relation to competing producte?

< > Very fast

{ » Fast

< > Not fast a2t all

Do you carry competitive products in terms ef prices,

guiality; the product nNALUre?.....scecess sawiiesss s i'sssas

I+ the producte of Annur farme are moving relatively
faster than the competing products, can you as the
ezl ler advance any reason for these?

<0 éuality

{ > Prirce

< » Servicse

£ > Any other reason

If gtherwise can you advance any reason for these?

fAis a final consumer, are there any distinctive gqualities

vou can identify in the product of Annur farm..... . ue

Do these qualities (1f any) influence your demand for

the products?.ceacasanca o m 8 ARCES R 8 CmE e e e



