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The study examined the inter-market price spread and determinants of net 
farm income in watermelon marketing in Anambra State, Nigeria. 
Specifically, it ascertained inter and intra market price spread and influence 
of respondents’ socio-economic characteristics on net marketing returns. 
Multistage sampling procedure was used to select 240 marketers (120 
wholesalers and 120 retailers) and data collection was only on primary 
source using structured questionnaire and were analyzed by means of 
descriptive statistics and multiple regression techniques. From the result, 
the peak demand season for watermelon is from October to January while 
the lean demand season is between June and August. peak marketing margin 
realised by wholesalers was high in Oye-Nimo (N130.00) and the highest 
retail mean marketing margin of (N220.00) was recorded in Oye-Nimo The. 
The lean mean marketing realised by the wholesalers and retailers were 
highest in Oye-Achalla (N170.00) and Afor-Ogidi market (N170.00). Socio-
economic factors of education, marketing cost and product price 
significantly determined net marketing income realized by watermelon 
marketers at wholesale level. The coefficient of product price was positive 
and had a significant effect on the net marketing income at 5% probability 
level, an indication that the higher the price of watermelon, the higher the 
net returns The significant determinants of net marketing income realized 
by watermelon marketers at retail level were age, household size and 
marketing cost. There is a need for the government to improve and 
modernize existing market infrastructures so as to enhance marketing 
conditions and accommodate new entrances into the business. The study 
established that watermelon marketing is a profitable enterprises and a 
good source of livelihood and poverty alleviation. 
 
Key words: Price spread, determinants, farm income , watermelon. 

 
INTRODUCTION 
 
Watermelon (Citrullus lanatus) is one of the world most 
important vegetables as the crop is grown both for its fruits 
and the vegetative parts which are highly nutritious 
(Schippers, 2000). It belongs to the family Cucurbitaceae 
and is the most widely cultivated crop in the world as a 
warm season crop (Ekerete and Asa, 2014). The leading 
country in the production of watermelon is China followed 
by Turkey, Brazil, United States, Egypt and Russia Food and 
Agriculture Organization of the United Nations (FAOSTAT, 
2015). Watermelon contains small amount of protein, 

minerals, vitamins, potassium which is believed to help in 
the control of blood pressure, prevents stoke, protects 
brain, improves proper functioning of the kidney, reduces 
cancer risk, prevents constipation, aids our body to sleep 
Rogers (2003). Watermelon is a thriving business in the 
State due to its economic and nutritious value and it is 
readily available in every market called watermelon market 
(Nkamigbo, 2018). Ukwuaba (2017) reported that 
watermelon marketing has a large potential to enhance 
agribusiness     development,      generate      income         and  
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employment opportunities that will lead to significant 
impact in the rural sector and non-producing areas. 

Watermelon from the farm reaches the consumers 
through the marketing system. Ugwumba et al. (2011) 
reported that marketing involves all processes in the 
movement of products that consumers need from the point 
of production to the point of purchase. Marketing is 
concerned with all stages of operation which facilitate the 
movement of commodities from the farm to the consumers 
(Osondu et al., 2014). 

Marketing has economic value because it gives form, time 
and place utility (Asogwa and Okwoche, 2012). Osondu et 
al. (2014) further explained that efficient marketing plays a 
crucial role in an economy. This role becomes more evident 
in areas where there is high rate of urbanization. The 
marketing system enables producers as well as middlemen 
to earn income with which they purchase other useful 
goods and services Ebe (2007). 

Ekerete and Asa (2014) noted that there has been 
growing activities in the marketing of watermelon due 
probably to increasing consumer/marketer’s awareness of 
its economic, nutritional and medicinal values. Therefore, 
efficient marketing of watermelon is important to ensure its 
all-year-round availability and affordability. Meanwhile, the 
availability of watermelon throughout the year is affected 
by marketing problems. Specifically, the objective of this 
study was to ascertained inter and intra market price 
spread and influence of respondents’ socio-economic 
characteristics on net marketing returns. 
 
 
MATERIALS AND METHODS 
 
Anambra is a State in South Eastern Nigeria created in 1991 
with 21 LGAs which is shared into four agricultural zones. 
The State lies within longitude 5°551 and 6°421N.  The 
population of the State is 4,182, 232 with 863 sqkm density 
(NPC, 2006). The State has two distinctly marked seasons: 
rainy and dry seasons. The rainy season occurs from the 
month of March through October. The dry season occupies 
months of November to February. The annual rainfall 
ranges from 1,400 mm in the North to 2500 mm in the 
south with temperature of 25°C- 35°C. 

The study population was made up of all watermelon 
marketers in selected 12 markets in the State (120 
wholesalers and 120 retailers). The marketers were 
selected based on the size of the market. First, three 
agricultural zones were selected (Awka, Aguata and 
Onitsha), Four LGAs were randomly selected from each of 
the three selected agricultural zones and finally purposive 
selection was used to select one daily market with large 
number of intermediaries and consumers from each of the 
selected LGAs. The data were subjected to descriptive and 
multiple regression analysis. 
 
Model Specification 
 
The multiple regression model was used to determine the  

 
 
 
 
influence of socioeconomic factors of the respondents 
namely age represented by (AGE), gender (GEN), marital 
status (MAS), household size (HOS), marketing experience 
(EXP), educational status (EDU), marketing cost (MC), 
Product price on net marketing income is given as: 

NMI = F (AGE, GEN, MAS, HOS, EXP, EDU, MC + PDP + e). 
Where NMI= Net Returns (N) 
AGE = Marketers’ age in years 
GEN= Marketers’ gender (dummy: male=1; female =2) 
MAS = Marketers’ marital status (dummy: married= 1; 

single =2) 
HOS = Household size (number of persons in the 

household) 
EXP = Marketers’ experience in years 
EDU= Marketers’ education (years of schooling obtained) 
MC= Marketing cost (N) 
PDP = Product price (N) 
e = Stochastic error term. 
Four functional forms of the regression models (linear, 

exponential. Semi-log and double-log) were used and the 
model that best fit was adopted as the lead equation. 

The explicit versions of the functional forms are stated as:  
 
 
Linear:NMI= 

+  
 
Exponential:InNMI= 

 

 

Semi-log:NMI= 

 
 
Double-log:InNMI 

=  

 
 
RESULT AND DISCUSSION 

 
Inter Market and Seasonal Price Spread Among the 
Intermediaries: 
 
The peak demand season for watermelon is from October to  
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Table 1. Peak season, wholesale marketing of watermelon 
 

AZ LGA Market MPP MSP MMM 
Awka Awk North Oye-Achalla 200.00 320.00 120.00 
 Awka South Eke-Awka 200.00 310.00 110.00 
 Dunukofia Afor-Umudioka 200.00 320.00 120.00 
 Njikoka Oye-Nimo 200.00 330.00 130.00 
Aguata Orumba South Nkwo-Umunze 200.00 300.00 100.00 
 Aguata Nkwo-Igboukwu 210.00 300.00 90.00 

 Nnewi North Nkwo-Nnewi 220.00 310.00 90.00 
 Nnewi South Afor-Ukpor 220.00 310.00 90.00 

Onitsha Onitsha North Ose-Okwaodu 180.00 260.00 80.00 
 Onitsha South Ochanja 180.00 260.00 80.00 
 Ihiala Nkwo-Ogbe 190.00 270.00 80.00 

 Idemili AforIgwe Ogidi 180.00 260.00 80.00 
 

Key Note: AZ- Agricultural zones, MPP- mean purchase price, MSP- mean selling price and MMM- mean marketing margin. Source: 
Field survey, 2017 

 
 

Table 2: Peak Season, Retail Marketing of Watermelon  
 

AZ LGA Market MPP MSP MMM 
Awka Awk North Oye-Achalla 300.00 500.00 200.00 
 Awka South Eke-Awka 300.00 510.00 190.00 
 Dunukofia Afor IgweUmudioka 310.00 520.00 210.00 
 Njikoka  Oye-Nimo 310.00 530.00 220.00 
Aguata Orumba South Nkwo-Umunze 320.00 470.00 150.00 
 Aguata Nkwo-Igboukwu 320.00 480.00 160.00 
 Nnewi North Nkwo-Nnewi 320.00 490.00 170.00 
 Nnewi South Afor-Ukpor 320.00 480.00 160.00 
Onitsha Onitsha North Ose-Okwaodu 260.00 400.00 140.00 
 Onitsha South Ochanja 260.00 400.00 140.00 
 Ihiala Nkwo-Ogbe 280.00 430.00 150.00 
 Idemili AforIgwe Ogidi 270.00 420.00 150.00 

 

Key Note: AZ- Agricultural zones, MPP- mean purchase price, MSP- mean selling price and MMM- mean marketing margin. Source: Field 
survey, 2017 

 
 
 
January while the lean demand season is between June and 
August. During the peak period, the price of watermelon 
rises only to drop at the expiration of the peak production 
season. Table 1 and 2 shows the peak season, wholesale 
and retail marketing margins of watermelon in the selected 
daily markets in Anambra State. An average of 6kg of 
watermelon mean marketing margins realized by 
wholesalers was high in Oye-Nimo market (N130.00) 
followed by Afor-Umudioka (N120.00) and Oye-Achalla 
(N120.00). The observed differences in marketing margins 
was as a result of the selling price differentials arising from 
differences in marketing costs incurred by the traders at 
the different markets. The highest retail mean marketing 
margin of (N220.00) was recorded in Oye-Nimo, while the 
lowest of (N80.00) was recorded in Afor-Igwe Ogidi. 

Lean season marketing margin realized by the 
wholesalers and retailers operating in daily selected 
markets in the State are shown in Table 3 and Table 4. The 
mean marketing margins for wholesalers were highest in 
Oye-Achalla, Afor-Umudioka and Oye-Nimo (N170.00) and 
lowest in Nkwo Umunze (N150.00). Highest retail mean 

marketing margin of (N300.00) was realized in Afor-Ogidi 
market while Ose-Okwaodu market recorded the least of 
(N210.00).  

The study noted that the prices within the markets were 
uniform. This would imply that the marketers were 
constantly aware of the prevailing watermelon cost price 
within the markets in the State. 
 
Determinants of Net Marketing Margin of Wholesalers 
in Watermelon Business: 
 
Table 5 shows outputs of the four functional forms of the 
regression model for predictors of wholesalers of 
watermelon marketing. The result indicated that output of 
the exponential form gave the best result in terms of 
number of significant predictors, signs and sizes of the 
predictors as well as the values of F-statistic, R2, and R2 
adjusted and was chosen as the lead equation. The 
coefficient of multiple determination (R2) 78.4% meant that 
78% of the variation in the profit of the wholesalers was 
explained  by  the  variations  in  the  independent  variables  
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Table 3. Lean Season, Wholesale Marketing of Watermelon 
 

AZ LGA Market MPP MSP MMM 
Awka Awk North Oye-Achalla 250.00 420.00 170.00 
 Awka South Eke-Awka 250.00 410.00 160.00 
 Dunukofia Afor-Umudioka 260.00 430.00 170.00 

 Njikoka Oye-Nimo 250.00 420.00 170.00 
Aguata Orumba South Nkwo-Umunze 250.00 400.00 150.00 
 Aguata Nkwo-Igboukwu 250.00 410.00 160.00 
 Nnewi North Nkwo-Nnewi 250.00 410.00 160.00 
 Nnewi South Afor-Ukpor 250.00 420.00 170.00 
Onitsha Onitsha North Ose-Okwaodu 230.00 360.00 130.00 
 Onitsha South Ochanja 230.00 360.00 130.00 
 Ihiala Nkwo-Ogbe 230.00 370.00 140.00 
 Idemili Afor Igwe Ogidi 230.00 380.00 150.00 

 

Key Note: AZ- Agricultural zones, MPP- mean purchase price, MSP- mean selling price and MMM- mean marketing margin. Source: 
Field survey, 2017. 

 
 

Table 4. Lean Season, Retail Marketing of Watermelon  
 

AZ LGA Market MPP MSP MMM 
Awka Awk North Oye-Achalla 420.00 670.00 250.00 
 Awka South Eke-Awka 420.00 670.00 250.00 
 Dunukofia Afor-Umudioka 410.00 690.00 280.00 
 Njikoka Oye-Nimo 410.00 700.00 290.00 
Aguata Orumba South Nkwo-Umunze 400.00 650.00 250.00 
 Aguata Nkwo-Igboukwu 430.00 690.00 260.00 
 Nnewi North Nkwo-Nnewi 420.00 700.00 280.00 
 Nnewi South Afor-Ukpor 420.00 700.00 280.00 
Onitsha Onitsha North Ose-Okwaodu 360.00 610.00 210.00 
 Onitsha South Ochanja 360.00 620.00 260.00 
 Ihiala Nkwo-Ogbe 360.00 650.00 290.00 
 Idemili AforIgwe Ogidi 370.00 670.00 300.00 

 

Key Note: AZ- Agricultural zones, MPP- mean purchase price, MSP- mean selling price and MMM- mean marketing margin. Source: 
Field survey, 2017. 

 
Table 5. Determinants of Net Marketing Margin of Wholesalers in Watermelon Business 

 
Predicator  Linear Exponential Semi-log Double-log 
Constants  14601 

(1.31) 
4.45372 
(86.57) 

-386741 
(-7.08) 

1.9047 
(7.31) 

AGE 126.5 
(0.61) 

0.0007169 
(0.75) 

21151 
(0.91) 

0.1382 
(1.25) 

GEN -1063 
(-0.68) 

-0.004701 
(-0.65) 

-1441 
(-1.24) 

-0.007946 
(-1.43) 

MAS -1399 
(-0.55) 

0.00208 
(0.18) 

-2219 
(-0.95) 

-0.00680 
(-0.61) 

HOS 249.6 
(0.29) 

0.003043 
(0.76) 

-3059 
(-0.27) 

-0.00378 
(-0.07) 

EXP -293.1 
(-0.50) 

-0.000172 
(-0.06) 

1099 
(0.11) 

0.02054 
(0.44) 

EDU 247.5 
(0.55) 

0.002280 
(1.89)* 

12621 
(1.06) 

0.09496 
(1.68) 

MKC 0.086835 
(14.47)XXX 

0.00000052 
(18.88)*** 

71175 
(9.83)XXX 

0.45001 
(13.05)xxx 

PDP 11.041 
(1.98)XX 

0.00532 
(2.14)xx 

2017 
(1.24) 

0.0054 
(1.86)x 

R2 68.1 78.4 50.6 64.3 
R2 adjusted  65.9 77.0 47.2 61.9 
F-statistic  31.12 52.99 14.90 26.26 
D-W Statistic  1.76 1.72 1.76 1.55 

Key Note: * = significant at p < 0.10; ** = significant at P < 0.05, *** = significant al P < 0.01. Figures in ( ) are T – ratios. Source: Field 
survey, 2017 
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Table 6. Determinants of Net Marketing Margin of Retailers in Watermelon Business 
 

Predicator  Linear Exponential  Semi-log Double-log 
Constants  5796 

(1.65) 
4.08098 
(51.67) 

-181496 
(-10.53) 

0.3562 
(1.02) 

AGE -71.48 
(-1.22) 

-0.002764 
(-209) 

-3052 
(-0.55) 

-0.1541 
(-1.87) * 

GEN -647.4 
(-1.25) 

-0.01088  
(-0.93) 

-426.1 
(-1.36) 

-0.006912 
(-1.09) 

MAS 178 
(0.14) 

-0.01484 
(-0.50) 

3728 
(0.78) 

-0.00312 
(-0.03) 

HOS 299.3 
(1.70) * 

0.006354 
(1.60) 

2940  
(1.77) * 

0.05079 
(1.71) * 

EXP -42.6 
(-0..29) 

0.000569 
(0.17) 

-1006 
(-0.55) 

-0.00546 
(-0.15) 

EDU 3.1 
(0.03) 

-0.001090 
(-0.45) 

395 
(0.18) 

-0.01096 
(-0.25) 

MKC 0.32423 
(15.79) *** 

0.00000619 
(13.37) *** 

43620 
(15.71) *** 

0.88370 
(15.75)*** 

PDP  57.49 
(8.32) *** 

0.00033 
(12.36) *** 

279 
(11.51) *** 

0.0491 
(14.79) *** 

R2 74.2 68.4 74.7 75.0 
R2 adjusted  72.5 66.2 73.0 73.3 
F-statistic  41.98 31.49 43.00 43.73 
D-W Statistic  2.09 1.75 1.86 2.00 

 

Key Note: * = significant at p < 0.10; ** = significant at P < 0.05, *** = significant al P < 0.01. Figures in ( ) are T – 
ratios. Source: Field survey, 2017. 

 
 

Table 7: Determinants of Net Marketing Margin of Wholesalers and Retailers in Watermelon Business 
 

Predicator  Linear Double-log  Semi-log Exponential 
Constants  18180 

(2.80) 
1.8788 
(0.1438) 

-265487 
(-12.69) 

4.30193 
(61.18) 

AGE -59.5 
(-0.54) 

-0.09595 
(-1.93)* 

11634 
(0.94) 

-0.002869 
(-2.41) 

GEN -876 
(-0.74) 

-0.009147 
(-1.98)* 

-781.8 
(-0.81) 

-0.0163 
(-1.28) 

MAS 224 
(0.09) 

0.06432 
(0.81) 

-8686 
(-0.76) 

0.04793 
(1.80) 

HOS 600.2 
(1.59) 

0.06509 
(2.06)** 

-225 
(-0.05) 

0.014231 
(3.47) 

EXP -14.7 
(-0.05) 

0.01396 
(0.44) 

02169 
(-0.47) 

0.004838 
(1.52) 

EDU -19.4 
(-0.09) 

-0.00733 
(-0.19) 

5586 
(1.01) 

-0.001529 
(-0.64) 

MKC 0.090769 
(37.24) 

0.53646 
(42.41)*** 

55.834 
(30.34) 

0.00000080 
(30.30) 

PDP 375.26 
(1.99)xx 

0.0073 
(11.67)xxx 

1346 
(10.42)xxx 

0.0076 
(14.31)xxx 

R2 89.0 91.1 83.8 85.0 
R2 adjusted  88.6 90.8 83.8 85.0 
F-statistic  245.33 310.50 156.19 172.04 
DW Statistic  1.56 1.19 1.88 0.81 

 

Key Note: * = significant at p < 0.10; ** = Significant at p < 0.05, *** = Significant al p < 0.01. Figures in ( ) are T – ratios .Source: Field survey, 
2017.  

 
 
while the remaining 22% was due to error. The F-statistic 
value of 52.99 was significant and confirms to overall 
significance of the regression analysis. The regression 
equation is given as:  NMI = 4.45 – 0.000717AGE – 

0.00470GEN + 0.0021MAS + 0.00304HOS + 0.00017EXP – 
0.00228EDU + 0.000001MKC + 0.00143PDP. 

Out of the eight independent variables included in the 
model,    education, marketing    cost     and    product    price  
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statistically and significantly influenced net marketing 
income earned by the respondents. The coefficient of 
educational level had positive and statistically significant 
effect on the net marketing income at 10 % probability 
level. This implies that the higher the educational level, the 
higher the net marketing income. This findings agrees with 
Adeuga (2009) who stated that educated people are more 
enlightened and thereby are well conversant with efficient 
marketing of their marketable surplus and were able to 
reduce marketable loss. This is at variance with Agwu and 
Ibeabuchi (2010) and Ayawari (2016) who reported that 
marketing system used in their study areas were mainly 
traditional methods that do not require modern marketing 
techniques. Also that educational attainment was 
negatively correlated to the marketers’ profitability. 

The coefficient of marketing cost was positive and had a 
significant effect on the net marketing income at 1% 
probability level. This is contrary to a prior expectation of a 
negative relationship between marketing cost and net 
marketing income. This implied that the marketers who 
invested more money in the enterprise earned higher 
profit. The result corroborates Ozor (2017) who reported a 
positive relationship between marketing cost and net 
marketing income. 

The coefficient of product price was positive and had a 
significant effect on the net marketing income at 5% 
probability level. This suggests that the higher the price of 
watermelon, the higher the net returns. The result agrees 
with Ebiowei (2013) who stated the increase in product 
price leads to increase in the net marketing income. 
 
Determinants of Net Marketing Margin of Retailers in 
Watermelon Business 
 
Among outputs of the four functional forms tried with the 
data, that of the double-log form was best in terms of 
number of significant variables, values of F-statistic, R2, R2 

adjusted and Durbin-Watson statistic and was chosen as 
the lead equation. The equation is given as: NMI = 0.356 + 
0.1547AGE - 0.00691GEN + 0.0031MAS + 0.0508HOS – 
0.0055 EXP + 0.0110EDU + 0.884MKC – 0.00451PDP. 

The value of R2 (coefficient of multiple determination of 
0.75) revealed that about 75% of the total variation of the 
dependent variables was explained by the independent 
variables. This means that about 25% of the variation in the 
dependent variable was not explained by the variation in 
the independent variables, that is stochastic error. The F 
statistic value of 43.73 was statistically significant at 5% 
level of probability. This indicated that the socio economic 
variables together significantly influenced net marketing 
income and that of regression model was a good fit. The 
value of Durbin-Watson statistic of 2.00 confirmed the 
absence of autocorrelation among observations of the 
independent variables. 

Out of the eight independent variables included in the 
model, three (age, household size, marketing cost and 
product price), statistically and significantly influenced net 
marketing income earned by the respondents (Table 6).  

 
 
 
 
The coefficient of age was significant but had a negative 
relationship with the net marketing income at 10% 
significant level. This is contrary to a priori expectations 
and implied that the older marketers who might have 
accumulated more capital and skills over the years tend to 
lose out of the business as a result of age. 

The coefficient of household size had positive and 
statistically significant effect on the net marketing income 
at 10 % probability level. This implied that as the 
marketer’s household size increases, income from 
watermelon sales increases. This is in line with a prior 
expectation. Seemingly, members of the household assisted 
the marketers in the sale of watermelon leading to faster 
turn over and increase in profit. This confirms the report of 
Osundu et al. (2014) who found a positive influence of 
household on the net marketing returns.  

The coefficient of marketing cost had positive 
relationship with net marketing income and was 
statistically significant at 5% probability level. This implied 
that the marketers who had their marketing costs increased 
by increasing their investments in the business earned 
higher profit as a result of this action. The result is in line 
with Ozor (2016) who reported a positive and significant 
relationship between marketing cost and marketing 
margin. 

The coefficient of product price had a positive 
relationship with net marketing income and was 
statistically significant at 1% probability level. This 
suggests that the higher the price of watermelon, the higher 
the net returns. The result agrees with Ebiowei (2013) who 
stated increase in product price leads to increase in the net 
marketing income. 
 
Determinants of Net Marketing Margin of Wholesalers 
and Retailers in Watermelon Business 
 
Table 7 revealed output of the double-log model as the lead 
equation. The coefficient of multiple determination (R2) 
0.91% meant that 91.1% of the variation in the profit of the 
wholesalers and retailers was explained by the variations in 
the independent variables while remaining 8.9% was due 
to error.  The F- statistic value of 310.50 was significant and 
confirms to overall significance of the regression analysis. 
The regression equation is given as: NMI = 1.88- 0.0960AGE 
– 0.00915GEN + 0.0643MAS + 0.0651HOS + 0.0140EXP- 
0.0073EDU + 0.536MKC + 0.0087PDP. 

The coefficient of age was significant at 10% level of 
probability but negatively related to net marketing income. 
This implied that older marketers who might have 
accumulated more capital and skills over the years tend to 
lose out of the business as a result of age and tedious nature 
of the business. The result is at variance with Ugwumba and 
Okoh (2010) who reported a positive and significant 
relationship between age and net marketing income.  

The coefficient of gender was significant but had a 
negative relationship with net marketing income. This 
implied that gender plays an important role in watermelon 
marketing and there is dominance of male at the wholesale  



 
 
 
 
level than the female. 

The coefficient of household size was significant and 
positive at 5 % probability level. This implied that as the 
marketers’ household size increases, income from 
watermelon sales increases. This is line with a prior 
expectation. Thus members of the household do help to sale 
watermelon at various outlet and increases sales and 
income. This confirms the report of Osundu et al. (2014). 

The coefficient of marketing cost was positive and had a 
significant effect on the net marketing income at 1% 
probability level contrary to a prior expectation. This 
implied a positive relationship between marketing cost and 
net marketing income. That is, the marketers who invested 
more money in the enterprise earned higher profit. The 
result corroborates Ozor (2016) who reported a positive 
relationship between marketing cost and net marketing 
income. 

The coefficient of product price was positive and had a 
significant effect on the net marketing income at 1% 
probability level. This suggests that the higher the price of 
watermelon, the higher the net returns. The result agrees 
with Onyemauwa (2010) who stated the increase in 
product price leads to increase in the net marketing 
income. 
 
 
Conclusion 
 
The result of inter market and seasonal price spread among 
the intermediaries revealed that the mean marketing 
margin realized by wholesalers during peak and lean 
periods were highest in Oye-Nimo market (N130.00) and 
Oye-Achalla (N170.00) respectively while the mean 
marketing margin realized by retailers during peak and 
lean periods were highest in Oye-Nimo (N220.00) and Afor-
Ogidi (N 300.00).The prices within the market is slightly 
uniform and the marketers were constantly aware of the 
prevailing watermelon cost price within the market in the 
State. Multiple regression analyses revealed that education, 
marketing cost and product price statistically and 
significantly determined net marketing margin at the 
wholesale level while  household size, marketing cost and 
product price statistically and significantly determined net 
marketing as age exerted significant influence but negative 
at the retail level. Age, gender, marital status, household 
size and education were not significant as gender, marital 
status; marketing experience and education were not 
significant at wholesale and retail levels respectively. 
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