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This study analyzed the structure of cashew nut market and profitability of 
the enterprise in Oyo State of Nigeria. The specific objectives were to 
examine the socio-economic characteristics of the respondents, investigate 
the marketing activities, analyze the cost and returns associated with 
cashew nut marketing, examine the structure of cashew nut market and 
identify challenges faced by cashew nut marketers in the study area. 
Respondents were selected based on multistage sampling technique. Data 
were collected from two hundred and forty respondents with the aid of a 
structured interview schedule. The data were analyzed using both 
descriptive and inferential statistical tools. The study showed that the 
average age of cashew nut marketers in the study area was 40.53years, 
91.7% of the cashew nut marketers were male, average number of years 
spent in school was 14.07years. On the average, respondents claimed 10.28 
years of cashew nut marketing experience. The result also showed that the 
major challenge to the enterprise is market price fluctuation. Cashew nut 
marketing enterprise was found to be profitable with gross margin of N 
53,168.31 per ton of cashew nut transacted and benefit cost ratio (BCR) of 
2.01.  Market structure analysis suggests that the market does not operate in 
a perfectly competitive atmosphere in the study area. The study 
recommended that cashew nut marketers should form registered trade 
union through which a solution could be sought to the challenge of market 
price fluctuation in the study area. 
 
Key words: Structure, profitability, cashew nut, market, Lorenz curve, gini 
coefficient

 
 
 
INTRODUCTION 
 
Over the years, agriculture has been an important sector in 
the economy of Nigeria due to its major contribution to 
national income. Especially, the growth of cash crop such as 
cocoa, cashew, coffee, cotton, groundnut, palm kernel, 
rubber has contributed a lot to national development 
(Cocoa Research Institute of Nigeria, 2001). Cashew 
(Anacardium occidentale) is one of the crops that priority 
attention should be given to in terms of its marketing 
locally and as an export commodity. It was introduced into 
Nigeria between 15th and 16th centuries by the Portuguese 
explorers and the crop has rapidly spread to all agro-

ecologies of the country.  Cashew is well adapted to 
seasonally wet and dry tropical climates and has the 
capacity to grow and yield satisfactorily on well-drained, 
light textured soils with minimum inputs. This implies that, 
cashew has a very good adaptability to wide ecological 
differences. Prior to the cultivation of cashew in Nigeria in 
1950, the plant had been surviving in wild for more than 
four centuries. Research into the cultivation, uses and 
economic of cashew actually commenced in 1972, by Cocoa 
Research Institute of Nigeria (CRIN). Presently in Nigeria, 
cashew  grows  successfully  in  virtually  all agro-ecological  
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zones, including the semi-arid areas, but with a high 
concentration in the middle belt areas in smallholder farms 
and plantations. Cashew production comes from over 20 
States. These include: Kogi, Kwara, Oyo, Edo, Ondo, 
Anambra, Enugu, Benue, Cross River, Imo, Sokoto, 
Nassarawa, Ogun, Osun, Plateau and Kebbi among others 
(Ezeagu, 2002). The increased awareness of the economic 
benefits of the crop has led to astronomical increase and 
renewed interest in the agri-business of the crop (Hammed 
and Anikwe, 2008). 

Cashew has for many years been used for food and 
income generation. The trees are usually grown for their 
kernels, which when roasted have a very pleasant taste. 
Deckers et al. (2001) and CTA (2007) reported that raw 
nuts which are much in demand in industrialized countries 
are processed into kernels that constitute a valuable export 
product for confectionery. They are used as an ingredient 
for making fruit paste, candied fruit, canned fruit, cashew 
apple, raisins, jams and jellies, chutney, fruit juice, alcohol 
and vinegar. Cashew kernels rank third after almonds and 
hazelnuts in the international trade of tree nuts. Wine and 
pulp are produced from cashew apple. Apple is eaten as a 
raw fruit or is fermented to produce a delicious alcoholic 
drink. The pulp is the fibrous part obtained after extracting 
juice from the apple and could be used as animal feed or 
dried and processed in diet fiber biscuit. Another product of 
the cashew is the Cashew Nut Shell Liquid (CNSL). It is 
greatly valued in the international market as a raw material 
for brake and clutch linings, paints, and vanishes. It is also 
used in lacquers, agglutinants, insecticides and fungicides. 
Apart from the juice of the apple that is rich in vitamin C 
and sugar which can be fermented to produce alcoholic 
drink, the cashew nut is known to contain the fat soluble 
vitamins A, D and K, also vitamin E to the level of 200-
2100mg/100g (Opeke, 2005).  

Marketing is one of the vital aspects of agriculture since 
agriculture entails the production of goods and services, 
and production is said not be completed until the product 
reaches the final consumer. There is therefore the need for 
an efficient marketing channel as well as a system. Lack of 
knowledge on the marketing of some crops and their 
products partly leads to the inherent poor agricultural 
commodity markets in Nigeria (Onyenobi et al, 2009; Adejo 
et al, 2011). According to Kotler (2008), market structure 
refers to those organisational characteristics of a market 
that exercise strategic control on the nature of competition 
and behaviour within the markets. The market structure is 
important because the structure determines the quality of 
the industry’s performance. Market performance is how 
well the process of marketing is carried out and how 
successful its aims are accomplished. Specifically, market 
performance is concerned with technological 
progressiveness, growth orientation of agricultural firms, 
the efficiency of resources use, as well as product 
improvement and maximum market service at the least 
possible      costs    (Adegeye  and  Dittoh, 1985).  Among 13  

 
 
 
 
countries included in cashew production as noted by 
Krishnaswamy (2006) in the African zone, Nigeria ranks 
fourth after Tanzania, Cote d’ Ivoire and Guinea Bissau, 
having a total area of 100,000ha and an average annual 
production of 80,000MT contributing almost 16% of the 
total production of this particular zone. Its production is 
5% of the global situation. During the last decade, Nigeria 
has been one of the suppliers of raw cashew nuts exported 
to India. Nearly 18,000 to 23,000MT of raw nuts per annum 
have been exported. The nut exported is negligible when 
compared with its total production. Cashew is an important 
industrial and export crop whose potential is yet to be fully 
exploited in Nigeria (Asiru, et al., 2005). This aspect could 
contribute to efforts at improving the economic situation of 
Nigeria if properly investigated, taking in to consideration 
the fact that Nigeria has been classified among the 
developing countries whose close to two-third of the 
population were among the world’s poor countries (World 
Development Report, 2000/2001). It is necessary to 
investigate the problems and establish the prospects for an 
improved Cashew Nut Marketing in the country. According 
to Adegeye and Dittoh (1985), if market structure, conduct 
and performance are well applied, they could help in 
shaping the marketing system in the country, achieve set 
goals and bring desired returns. This work is therefore an 
attempt to study the structure, conduct and performance of 
cashew nut marketing in one of the highest producing 
states of the country. Specifically, the study describes the 
socio-economic characteristics of cashew nut marketers, 
investigates marketing activities, analyzed profitability of 
the enterprise, examined the market structure and 
identified the challenges faced by cashew nut marketers in 
Oyo state, Nigeria. 
 
 
METHODOLOGY 
 
The study area is Oyo State, Nigeria. Oyo State is located in 
the South-Western part of the country. It is located between 
latitudes 7°3| and 9°12| north of the equator and longitudes 
2°47| and 4°23| east of the Meridian. The average 
temperature is 27°C. Oyo state consists of thirty-three (33) 
local government areas (LGAs). Oyo State Agricultural 
Development Project has divided the state into four 
agricultural zones and twenty eight (28) blocks for 
administrative convenience. The agricultural zones are 
Ibadan/Ibarapa (9 blocks), Ogbomoso (5 blocks), Oyo (5 
blocks) and Saki (9 blocks). The population of the study 
includes all cashew nut marketers in the study area. Multi-
stage sampling technique was employed in this study. In 
the first stage, two agricultural zones were selected based 
on the type of crops grown. These are Ogbomoso and 
Ibadan/Ibarapa zones.  In the second stage, two blocks 
were randomly selected from Ogbomoso zone and four 
blocks selected from Ibadan/Ibarapa zone (40% each). 
These  were   Ogbomoso    South,  Suurulere, Iddo, Akinyele,  



 
 

 
 
 
 
Egbeda and Ibarapa North. In the third stage, the list of  all 
registered cashew nut marketers was collected from the 
headquarters/ secretariat of cashew nut marketers’ 
association/trade union in each of the selected block, and 
forty (40) marketers were randomly selected from each 
block. This resulted in a total of two hundred and forty 
(240) cashew nut marketers that were interviewed for the 
study. 

Primary data were used for this study. Data were 
collected by the use of well structured interview schedule. 
Respondents were asked to indicate age, marital status, 
educational status, marketing experience, revenue, various 
aspects of cost i.e. transportation, storage, labour, store 
rent, and problems encountered in the trade. Data analysis 
involved the use of descriptive, budgetary, Lorenz curve, 
Gini coefficient and regression analyses. The descriptive 
analysis was used to analyze socio-economic characteristics 
of respondents, marketing practices and experience of 
respondents as well as challenges to cashew nut marketing 
(Objectives 1, 2 and 5), the budgetary analysis was used to 
calculate profitability of the enterprise (Objective 3), the 
Lorenz curve and Gini coefficient were used to ascertain 
structure (Objective 4) of cashew nut market while the 
regression analysis was employed to estimate the statistical 
relationship between dependent and independent variables 
in the stated hypothesis. Descriptive analysis involved the 
use of tables, frequency counts, percentages, mean and 
mode to analyse the socio-economic characteristics of the 
respondents. Budgetary analysis involved the estimation of 
gross margin and the benefit cost ratio. Thus the gross 
margin was estimated as: 

 GM (Gross margin) = TR (Total revenue) – TVC (Total 
variable cost) 

Benefit Cost Ratio (BCR) is calculated as: BCR = ∑ Total 
Revenue ÷∑Total Cost 

When BCR > 1, the business is profitable, otherwise the 
business is running at a loss 

Lorenz curve and Gini coefficient: The Lorenz curve is 
used in economics and ecology to describe inequality in 
wealth or size. The Lorenz curve is a function of the 
cumulative proportion of ordered individuals mapped onto 
the corresponding cumulative proportion of their size. 

Given a sample of ordered individuals with the size of 

individual and , then the sample Lorenz 

curve is the polygon joining the points , 

where , 1, 2, ... , , and . If all 
individuals are the same size, the Lorenz curve is a straight 
diagonal line, called the line of equality. If there is any 
inequality in size, then the Lorenz curve falls below the line 
of equality. The total amount of inequality can be 

summarized by the Gini coefficient or Gini ratio ( ), which 
is a summary statistic of the Lorenz curve and a measure of 
inequality in a population. According to Dixon et al. (1987),        
Dixon  et   al.  (1988),   Damgaard     and     Weiner    (2000),  

the          Gini       coefficient            is           given                 by  
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The Gini coefficient ranges from a minimum value of zero 
(0), when all individuals are equal (perfect competition), to 
a theoretical maximum of one (1) in an infinite population 
in which every individual except one has a size of zero 
(monopoly).   

Regression Analysis: This examines the statistical 
relationship between estimated variables. The coefficient of 
determination shows the percentage of variation in 
dependent variable (Y) which is explained by estimated 
variations in (X) independent variables. The linear 
regression functional form is specified as: Y = 
β0+β1X1+β2X2+β3X3+ β4X4+ ....... β8X8 +e; Where  

Y = Revenue from cashew nut (N), X1 = Purchase cost of 
cashew nut (N), X2 = Labour cost (N), X3 = Transportation 
cost (N), X4 = Cost of loading and off-loading (N), X5 = Rent 
(N), X6 = Cost of storage (N), X7 = Depreciated fixed cost of 
marketing (N), X8 = Age (Years), X9 = Number of years spent 
in school, X10 = Years of marketing experience, e = Error 
term,    β0 =    Intercept,    β1……… β =  Regression Coefficient 
 
 
PRESENTATION AND DISCUSSION OF RESULTS 
 
Socio-economic Characteristics of Cashew nut 
Marketers  
 
Table 1 shows that 50.6% of the respondents were between 
the age bracket of 31-40 years while 1.6% of the 
respondents fell into the category of 61years and above. 
The mean age was found to be 40.53years. This indicates 
that many of the cashew nut marketers are in their 
economic active age. Data analysis revealed that 91.7% of 
the respondents were male, while the remaining 8.3% were 
female, an indication that cashew nut marketing is a male 
dominated enterprise in the study area. Average household 
size was found to be 6.86 and 98.3% of the respondents 
were married. More than half (67.5%) of the respondents 
had access to tertiary education while only 3.3% of them 
claimed not have access at all to formal education, average 
number of years spent in school was found to be 14.07, an 
indicator that only a few of them were illiterate. In Nigeria, 
people are free to practice any religion of their choice and 
this does not in any way affect respondents’ activities of the 
cashew nut market in the study area. This is evident in the 
fact that 44.2% of the respondents claimed to be Christians 
while 55.8% were Muslims.  
 
Marketing Activities Performed by Cashew Nut 
Marketers  
 
The result of analysis as presented in Table 2 implies that 
both experienced and inexperienced individuals were 
found among the respondents, and the average marketing 
experience was found to be 10.28years. Most (96.7%) of the  

http://mathworld.wolfram.com/GiniCoefficient.html
http://mathworld.wolfram.com/LorenzCurve.html
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Table 1. Socio-Economic Characteristics Distribution of 
Cashew Nut Marketers, n=240   

 
Variable   Frequency Percentage 
Age   
≤30 12 5.0 
31-40 122 50.6 
41-50 88 36.6 
51-60 14 5.9 
>60 4 1.6 
Sex   
Male 220 91.7 
Female 20 8.3 
Household size     
≤5 76 31.6 
6-10 146 60.8 
11-15 18 7.4 
Marital status   
Single 2 0.8 
Married  236 98.3 
Widowed 2 0.8 
Educational status   
No formal education 8 3.3 
Primary education 12 5.0 
Secondary education 58 24.2 
Tertiary education 162 67.5 
Years spent in school   
≤5years 8 3.3 
6-10 years 12 5.0 
11-15 years 58 24.2 
≥16 years 162 67.5 
Religion   
Islam 134 55.8 
Christianity 106 44.2 

 

Source: Field Survey, 2013 
 
 
 
respondents operate during specific months of the year, 
while a few (3.3%) claimed to operate all year round. More 
than half (57.5%) use a combination of family and hired 
labour, while 42.5% of them depended solely on hired 
labour. This is an indicator that the enterprise is labour 
intensive.  Table 2 shows that 73.4% of the respondents 
transacted ≤ 20 tons of cashew nut in the last marketing 
season while 1.6 transacted between 81-100 tons. The 
average quantity transacted per annum was 21.54 tons. 
Majority of the marketers fund the enterprise with loans 
obtained from cooperatives societies to which they belong. 
This is an indication that they belong to active cooperative 
groups. All the respondents submitted that their cashew 
nuts were purchased from cashew farmers, while 99.2% 
also source for cashew nuts at various market places. Most 
(98.3%)of the respondents further sell to other wholesalers 
and retailers in the market chain, while 85.8% claimed they 
were patronized by various manufacturing factories. This 
reveals that there are various outlets for the product.  Bags, 
kilograms and tons are acceptable measures for cashew 
nuts in the study area. 

Budgetary Analysis 
 
Gross Margin 
 

Gross Margin = Total Revenue-Total Variable Cost 
From the data collected, on the average, 
TR = N 2,271,000 per annum (Selling price*Quantity 

sold) 
TVC = N 1,050,500 + N 75,254.58 (Purchase Cost of 

Cashew nut + Marketing Cost) 
TVC = N 1,125,754.58 
(Marketing Cost include cost of labour, cost of 
transportation, cost of loading and offloading, rent on 
transaction land / shop and cost of storage)  
Therefore: GM = N 2,271,000 – N 1,125,754.5 = N 
1,145,245.42 per annum 
GM per ton of cashew nut = N1, 145,245.42/ 21.54 tons  
(Recall that average quantity of cashew nut transacted 
per annum is 21.54 tons)    
Gross margin per ton of cashew nut transacted is N 
53,168.31  
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Table 2. Marketing Practices and Experience, n = 240     
                            

Variable Frequency Percentage 
Years of experience     
≤5 10 4.1 
6-10 108 45 
11-15 112 46.8 
16-20 10 4.1 
Cashew Nut Marketing Period   
All year round 8 3.3 
Specific months of the year 232 96.7 
Type of Labour used   
Hired labour 102 42.5 
Combination of Family& hired 138 57.5 
Quantity Transacted per annum (tons)   
≤ 20 176 73.4 
21-40 42 17.5 
41-60 12 5 
61-80 6 2.5 
81-100 4 1.6 
*Sources of funds               
Personal savings 208 86.7 
Co-operatives 222 92.5 
Friends/Relatives 24 10.0 
*Sources of Cashew Nut                      
Farmers 240 100.0 
Market 238 99.2 
*Customers   
Wholesaler 236 98.3 
Retailers 236 98.3 
Factories 206 85.8 
*Unit of measurement   
Kilograms 240 100.0 
Bags 240 100.0 
Tons 240 100.0 

 

*Multiple responses 
Source: Field Survey, 2013 

 
 
 
(From data obtained, one (1) ton = 14bags; one (1) bag = 
70kg) 

Gross margin per bag = N 53,168.31/14bags = N 3797.74 
per bag 

Gross margin per Kg = N 3797.74 / 70Kg= N 54.25 per Kg 
 
Net Returns 
 

Net Returns (Profit) = Gross Margin – Depreciated Fixed 
Cost (DFC) 

DFC = depreciation on plastic bowls, jute bags (sacks), 
measuring scale(s), tables, benches, shelters 

Gross Margin = N 1,145,245.42 
DFC = N 19,180.93 
Net Returns = N 1,145,245.42 – N 19,180.93 
Net Returns = N 1,126,064.49 per annum 
Net Returns per ton of Cashew nut transacted = N 

1,126,064.49/ 21.54 tons = N 52,277.84  
Net    Return   per bag = N 52,277.84/14bags = N 3,734.13  
Gross      margin    per  Kg  =   N 3, 734.13 / 70Kg= N 53.35  

Benefit Cost Ratio (BCR) 
 
BCR = ∑ Total Revenue 
  ∑ Total Cost 
TR = N 2,271,000 
TC = TVC + DFC = N 1,144,935.51 
BCR =    N 2,271,000 
               N1, 134,935.52 
BCR = 2.01 
 
Since BCR is greater than 1, it indicates cashew nut 
marketing is a profitable enterprise in the study area. 
 
Result of the Lorenz curve and Gini coefficient Analysis  
 
Lorenz curve is a graphical representation of the 
cumulative distribution of marketers. The x-axis usually 
represents a population of individuals. The y-axis describes 
share of the market which individual marketers on the x-
axis have in  different  degrees. The marketers on  the x-axis  
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Figure 1: Lorenz Curve 
Source: Data Analysis, 2013 

 
 

Table 3. Distribution of Respondents based on Challenges Faced, n=240 
 

Problems *Frequency Percentage 
Price fluctuation 240 100.0 
Lack of market information  236 98.3 
Transportation 234 97.5 
Storage  138 57.5 
Packaging 24 10.0 
Insufficient Supply 234 97.5 
Lack of  Market Coordination 216 90.0 
Seasonality of supply and demand 26 10.8 
Grading and standardization                                          6 2.5 

 

*Multiple responses 
Source: Field Survey, 2013 

 
 
are ranked according to the market share on the y-
axis(Figure 1). The result is a curve lying somewhere 
between a straight diagonal line and a ninety-degree angle. 
The straight diagonal line represents the most possible 
equality. It has a slope of one; it always has the same value 
for x and y. The implication of the straight diagonal line is 
that market share is evenly distributed among marketers, 
which is an indicator of the perfect competition market 
structure. The opposite condition, complete inequality, has 
a slope of zero until it reaches the end of the x-axis, at 
which point it becomes abruptly vertical. This condition 
suggests that only one marketer has control of market 
share on the y-axis and is an indicator of monopoly market 
structure (which is an imperfect market). All curves in 
between represent intermediate inequality, that is, a 

condition in between the perfect competition and the 
monopoly. From data analysis, the total amount of 
inequality of the Lorenz curve as summarized by the Gini 
coefficient is 0.265. This is an indicator that cashew nut 
market structure in the study area is closer to perfect 
competition than monopoly. This suggests a pure oligopoly. 
Characteristics of this market structure include relatively 
few sellers, homogeneous product and each marketer 
exercising some degree of control over price.  
 
Challenges to the Respondents 
 
Data    analysis revealed that all the respondents claimed to 
be faced with the challenge of cashew nut market price 
fluctuation(Table 3). Next  came  the  challenge  of   lack    of  

http://mathworld.wolfram.com/GiniCoefficient.html
http://mathworld.wolfram.com/GiniCoefficient.html
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Table 4. Result of Regression Analysis, Dependent Variable Y = Revenue (N)  
 

 Variable              B              t -value   

 
 

 
 
 
 
 
 
 
 
 

Constant 
Total cost of cashew nut purchase (N) 
Labour cost (N) 
Transportation cost (N) 
Cost of loading and offloading (N) 
Rent (N) 
Cost of storage (N) 
Depreciated fixed cost (N) 
Age (Years) 
Years spent in school (Years) 
Years of experience (Years) 

 -238284.097 
0.284 
1.608 

-14.908 
89.561 
1.984 

13.607 
21.452 

12863.367 
- 18060.583 
- 2675.692 

-0.529 
2.576*** 

0.086 
-0.658 

5.554*** 
0.331 
0.949 

2.143** 
1.271 
-1.515 
-0.138 

 
                  
 

 

R2 = 91.7% ; Adjusted R2 = 84% ; F-ratio = 56.294*** 
N.B: ***Significant at 1%    **Significant at 5% 
Source: Data Analysis, 2013 

 
 
 
market information (98.3%), 97% endorsed transportation 
as being a challenge, the same percentage was of the 
opinion of being challenged by insufficient supply of the 
commodity. Another serious problem (90% endorsement) 
is lack of market coordination.   
 
Result of Regression Analysis  
 
Regression analysis was used to analyze the significant 
relationship between selected marketing variables and 
revenue generated by the marketers. The results as in Table 
4 shows that the adjusted R² was found to be 84.0%, which 
means that 84% of variations in revenue generated is 
explained by the estimated independent variables. Three of 
the variables were significant. These include the cost of 
cashew nut purchase, the cost of loading/offloading and 
depreciated fixed cost. The remaining variables were found 
not to have statistically significant effects on revenue. 

From the result, cashew nut purchase cost has a t-value of 
2.576, positively signed coefficient and significant at 1%. 
This implies that the cost price of cashew nut has a direct 
effect on revenue. The reason for this may be attached to 
the fact that when respondents invest more to purchase 
good looking and healthy nuts, it brings more revenue in 
the long run. The cost of loading/offloading has a t-value of 
5.554, positively signed coefficient at 1% level of 
significance. This implies that the cost of loading/offloading 
cashew nut has a direct effect on the revenue generated by 
the respondents. This could be explained that when 
respondents employ experienced hands to carry out the 
loading/offloading operation, it will probably attract a 
higher fee. However the skill with which the operation will 
be carried out will reduce damages, which automatically 
reduces marketing cost The Fixed cost (depreciation) value 
has a t-value of 2.143 and positively signed coefficients at 
5% level of significance. This implies that the depreciation 
value has a direct effect on the revenue generated by the 
respondents. This is an indicator to the fact that durable 

and high quality fixed items should be bought by 
respondents. Though they are more expensive, they are 
sure to have a longer useful life span which will have a 
reduction effect on marketing cost in the long run.  
 
 
Conclusion and Recommendation 
 
This study concluded that cashew nut marketing is 
profitable in the study area. Market structure analysis 
suggests that the market does not operate in a perfectly 
competitive atmosphere. The major challenge to the 
enterprise is market price fluctuation. The cost price of 
cashew nut, cost of loading /offloading and cost of fixed 
items are important variables affecting revenue generated 
by cashew nut marketers in the study area. Based on this, 
the study recommends that cashew nut marketers should 
form registered trade unions through which solution could 
be sought to the challenges of market price fluctuation, lack 
of market information as well as lack of market 
coordination in the study area 
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