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The study examined economic analysis of cowpea marketing in Kiyawa Local 
Government Area, Jigawa State. Three markets (Shuwarin, Kiyawa and 
Balago) were purposively selected; questionnaire was administered to 
collect information from 132 cowpea marketers, which were randomly 
selected. Data were analyzed using descriptive statistics and chat. The 
results indicated that, the respondents had a mean age of 39.7 years, mean 
household size of 12 persons and mean years of cowpea marketing 
experiences was 10 years. 98.5% of the respondents were male, while 93.2% 
were married and above half (57.57%) of the respondents belong to cowpea 
marketing associations. 66.7% of the respondents’ sourced their capital 
through personal savings. There were two channels of cowpea marketing. 
The major constraints to cowpea marketing in the study area are 
transportation problems, insufficient capital, price uncertainty and storage 
problem, respectively. To improve marketing of cowpea, marketers are 
encouraged to form cooperative group in order to checkmate some of their 
problems. 
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INTRODUCTION 
 

Cowpea (Vigna unguiculata. L) is grown through tropical 
and sub-tropical area of the world and was introduced into 
the new world via slave trade (Debaniyu et al., 2010). 
Between 1990 and 2010, in West and Central Africa about 
2.65million metric tons of cowpea seed are produced 
annually (Izge et al., 2009). Over 80% of the total cowpea 
produced in Nigeria are traditionally inter planted with 
other crops (Debaniyu et al., 2010). The Northern states of 
Kano, Bauchi, Katsina, Yobe, Zamfara, Adamawa, Taraba 
and Gombe are among the major areas of cowpea 
production, however to a lesser extent part of the west, 
south and eastern Nigeria (Izge et al., 2009). Cowpea as a 
source of food provide cheapest protein to the urban and 
rural dwellers especially poor people in Nigeria. (Izge et al., 
2009). 

The word agriculture indicates ploughing a field, planting 
seed, harvesting a crop, milking cows, or feeding livestock. 
Until recently, this was an  accurate picture. However, 
today’s agriculture is radically different. Agriculture has 
evolved into marketing and has become a vast and complex 
system that reaches far beyond the farm to include all those 

who are involved in bringing food and fiber to consumers. 
Agricultural marketing is the performance of all business 
activities, which direct the forward flow of goods and 
services to consumers in order to accomplish the 
producer’s objectives. Thus, marketing leads to the creation 
of form, place, time and possession utilities (Pranav, 2014). 

Marketing is the process of building lasting relationships 
through planning, executing and controlling the conception 
including; pricing, promotion and distribution of ideas, 
goods and services to create mutual exchange that satisfy 
individual and organizational needs and objectives 
(Premjit, 2013). Agricultural marketing is initiated right 
from farm inputs supplies up to the time when a product 
reaches the ultimate consumer. Therefore, agricultural 
holdings and supplies are very small and scattered as a 
result of which the marketable surplus generated is very 
meager which subsequently results in low supply of 
commodities in the market (Reddy and Devi, 2004). Abba, 
(2009). defined marketing as the social and managerial 
process by which individuals and groups obtain what they 
need and  want  through  creating  exchanging  product  and  
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value with others. Kohls and Uhl (2002) suggested that 
marketing as the performance of all business activities 
involved in the flow of the product from the point of initial 
production until it reaches the hands of the consumers. 

Source of cowpea is mostly from village markets and 
farms located away from the market, which increased the 
price of cowpea to the final consumer subsequently 
reducing the profit of marketer. Therefore, this study was 
conducted to: 

identify the socio-economic characteristics of cowpea 
marketers;  

describe     the   marketing    channels   of    cowpea   
and to determine  the constraints associated with cowpea 

marketing . 
 
 
METHODOLOGY 

 
Study area 
 
This study was carried out in Kiyawa Local Government 
Area (LGA) located in the south-eastern part of Jigawa state, 
between latitude 11.42oN and longitude 9.40oE. It has 550 
mm annual rainfall, 23.75oC mean annual temperature and 
45% of relative humidity. which favor the production of 
cowpea and hence subsequently the marketing that 
ascertain the distribution of the commodity to areas of 
scarcity. The area lies within the Sudan Savannah type of 
vegetation, Kiyawa has an estimated population of 17,704  
(NPC, 2006) and a projected population of 24, 254 in 2016 
representing 3.2% of annual growth rate (NPC, 2006) of 
which Hausa/Fulani dialect is predominant and their major 
occupation is farming. (J.SDSD, 2005). 
 
Sampling procedure and data collection 
 
A multi-stage sampling technique was used. First stage 
involved purposive selection of three cowpea markets in 
Kiyawa LGA, namely; Shuwarin, Kiyawa and Balago due to 
their intensive involvement in cowpea marketing in the 
study area. A pre-survey was conducted to identify the 
population from which the sample was drawn. A total 
numbers of 238 cowpea marketers were involved in this 
study, which include  96 cowpea marketers in Shuwarin, 78 
cowpea marketers in Kiyawa and 64 marketers in Balago. 
However, 132 cowpea marketers were randomly selected 
through proportionate allocation of 55% of the total 
number identified from each market.  
 
Analytical technique 
 
Descriptive statistics such as mean, frequency and 
percentages were employed to summarized and synthesize 
socio-economic and constraints to cowpea marketers in the 
study area.  

Arithmetic mean was computed according the following 
formulae;  

 
 
 
 

 
Where: 
X= Arithmetic means 
∑= Summation 
Xi = Individual observation 
N = Total number of observation 
Percentage is mathematically expressed as  
 

    ....................................... (2) 

Where: 
% = Percentage 
X = Individual observation 
N= Total observation 
 
 
RESULTS AND DISCUSSION 
 
Socio-economic Characteristics of the Respondents 
 
The result of socioeconomic characteristics is presented in 
Table 1a. It is evident that cowpea marketing was 
dominated by middle aged (30- 39 years) and aged males 
(40-49 years). These economically active age brackets are 
usually self-motivated and innovative (Yunusa, 1999). 
Household size indicated that majority had between 6-15 
family members (52.3%) with the mean household size of 
12 persons (rewrite). Responses on marketing experience 
showed that 40.6 % of the farmers were in the business for 
a period of 1 - 6 years, indicating that marketers are 
marketing profession for quite some period of time, with 
mean years of experience of 10 years. 

The result in the Table 1b revealed that 98.5% of the 
respondents were male while female constitute only 1.5%, 
probably because the business requires frequent outing 
from home to the market, which is against the culture and 
religion of the people in the study area. This is similar with 
the result of Yakubu, (2010) who reported that majority of 
the respondents of Purdue improved cowpea storage in 
Jigawa State were male. Also 93.2% of the marketers were 
married Such result is expected, since married people bear 
the responsibility for their family members making them 
more committed and able to making rational decisions in 
the business.  

The result also shows that 51.5% of the respondents had 
non-formal (Qur’anic) education, implying that qur’anic 
education was the most prominent education among 
respondents.  This finding is in line with that of Yusuf et al. 
(2009) who reported that 62 % of farmers in the rural 
areas had no formal education in Sokoto State. 66.7% of the 
marketers used their personal saving for marketing 
activities while the remaining depend on informal source 
from friends and relatives. This indicated that formal 
source of funds is not easy to come by probably due to their 
low level of formal education and the formalities involved 
in    assessing    loans.   This  is   in  line  with Mamman, et al,  
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Table 1a. Socioeconomic Characteristics of the Respondents (n = 132) 
 
     
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Field Survey, 2016 

 
 

Table 1b. Socioeconomic Characteristics of the Respondents (n = 132) 
 

Sex Frequency Percentage Cumulative Freq 
Male 130 98.5 98.5 
Female 02 1.5 100 
Marital status    
Single 09 6.8 6.8 
Married 123 93.2 100 
Educational Attainment    
Quranic 68 51.5 51.5 
Primary 25 18.9 70.4 
Secondary 31 23.5 93.9 
Tertiary 1 0.8 94.7 
Vocation 7 5.3 100 
Source of capital    
Personal saving 88 66.7 66.7 
Family and friends 44 33.3 100 
 Marketing  association    
Member  76 57.57 57.57 
Not member 56 42.43 100 

 

Source: Field survey, 2016 

 
 
 
(2015) who reported that 87.5% of farmers in lafiya LGA 
Nassarawa state source their capital from informal source. 
The result also indicated that 57.57% of the marketers 
were having membership of their association while the 
remaining 42.43 were not. This implies that, the marketers 
need to join their association more in order to benefit from 
their cooperatives. 
 
Cowpea marketing channel  
 
A marketing channel is a set of practices or activities 
necessary to transfer the ownership of goods from the 
point of production to the point of consumption. It is the 
way products and services get to the end-user. A marketing 

channel is a useful tool for management, and is crucial to 
creating an effective and well-planned marketing strategy. 
The result of the marketing channel of cowpea in the study 
area is presented in Figure 1. 

The result show that cowpea marketing in the study area 
has two channels the first channel which is the most 
important start with the producers (cowpea farmer) who 
sell to the rural assembler in the production area or in the 
local market. The rural assembler then assemble the 
produce  and sell to the wholesalers who normally comes 
from distant place to purchased the product, they normally 
purchase in large quantity from different rural assemblers 
and sell in small quantities to retailers who are normally 
traders, they are those retailers who sell to consumers and  

Age category Frequency Proportion (%) Mean 
20-29 20 15.2 40 
30-39 50 37.9  
40-49 39 29.5  
50-59 18 13.6  
60-69 05 3.8  
Household size    
1-5 18 13.6 12 
6-10 34 25.8  
11-15 35 26.5  
16-20 26 19.7  
21-25 19 14.4  
Experience    
1-6 54 40.9 10 
7-12 41 31.7  
13-18 13 9.8  
19-25 17 12.9  
26-31 07 5.3  
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Table 2. Constraints Associated with Cowpea Marketing 
 

 Purchasing Problem Selling Problem 
Constraints Freq Percentage Ranking Freq Percentage Ranking 
Transportation   59 44.70 1st 38 28.79 2nd 
Insufficient capital 37 28.03 2nd 47 35.61 1st 
Price uncertainty 17 12.88 3rd 11 8.33 4th 
Market information  6 4.55 5th 9 6.82 5th 
Storage problem 13 9.84 4th 27 20.45 3rd 

 

Source: Field survey, 2015 
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Figure 1: Cowpea Marketing Channel in the Study Area 

 
 
 
to some of the local processors of moimoi and Akara .The 
second channel which is the minor channel is where 
producers or the wholesalers sell their produce directly to 
consumers. This normally happened in the production site 
where cowpea local processors directly purchase from the 
producers at harvest.Marketing chain in the study area 
involved five linkages that are; from the producer (farmer) 
to the rural assemblers to the wholesalers to the retailers 
then to the final consumers and there is the present of the 
brokers. 
 
Constraints  Associated with Cowpea Marketing in the 
Study Area  
 
The distribution of respondents with regards to the 
problems militating against cowpea marketing in the study 
area is presented in Table 2. The results revealed that, 
44.7% of the traders were constrained by transportation 
hence ranked first. Insufficient capital was ranked second 
(28.03%) among the constraints faced by the traders in the 
purchase of cowpea. This is not surprising because, earlier, 

the respondents indicated personal saving and loans from 
family and friends as their sources of capital. This could put 
a strain on their finances because they have other financial 
obligations to meet. However, 12.83% of the cowpea 
traders suffered from the challenges of price uncertainty. 
Also, 9.84% of the traders faced storage problem while the 
least proportion (4.55%) of the traders faced the problems 
of inadequate market infrastructures. However problem 
related to sales of cowpea were similar to purchasing 
problems, the differences lies mainly on the frequencies 
and percentages. 
 
Recommendations 
 
Based on the findings of the study, the following 
recommendations were provided: 

i. The marketers should be encouraged to source for 
capital / soft loan from the lending agencies in order to 
facilitate their activities. 

ii. There is a need to construct feeder roads especially 
in  the   rural   areas so  that  cowpea  and  other agricultural 



 
 
 
 
produce could be conveyed easily to the markets. 

iii. Since most of the marketers belong to associations, 
there is a need for them to take strong measures to 
minimize storage problem especially by constructing stores 
and use of Hermetic (Air tight) and triple bagging storage 
facilities in the study area. 
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