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ABSTRACT 
 

The study examined the economics of watermelon marketing in Anambra State, Nigeria. Specifically, it described the 

socio-economic characteristics, marketing channels a n d  volume of trade among the channels, market structure 

and conduct. Multistage sampling procedure which involved purposive and random sampling methods was used to 

select 240 marketers (120 wholesalers and 120 retailers). Data were collected from primary source. Primary data were 

collected using structured questionnaire. Collected data were analyzed by means of descriptive statistics, table, 

frequency and Gini-coefficient. The socio-economic characteristics revealed that the marketers were young and in their 

prime age and have the ability to take risk. From the result, four channels of watermelon distribution were identified 

while volume of trade that passed through the channels was highest (56%) at channel iv (Producer/Supplier → 

wholesaler → retailer → consumer) which is the most important (major) channel in the marketing of watermelon. 

Gini coefficient indices of 0.6556 and 0.6278 for wholesalers and retailers reflected high level of income inequalities, 

high concentration of sales among few marketers and evidence of moderate level of imperfection in watermelon 

markets. The findings revealed that majority of the wholesalers (82.7%) and retailers (72.7%) used common pricing 

techniques of fixing price after considering expenses incurred. Government should reconstruct dilapidated roads, 

construct new railways, expand water transport facilities, improve and modernize existing market infrastructural 

facilities to accommodate new entrances into the business.  
 

Key words: Comparative, Loan, Large and Small scale, Beneficiaries. 

 

INTRODUCTION 

 

The agricultural sector is an engine room for sustaining 

growth of Nigeria economy and still remains the mainstay 

of the economy of most African States, yet estimates 

indicates that about 200 million or 28% of Africa’s 

population are chronically hungry (Olusunkanmi et al., 

2012). Central Bank of Nigeria (CBN, 2014) opined that in 

Nigeria, the agricultural sector contributes about 42% of 

the gross domestic product (GDP) and provides 

employment to more than 70% of the people. 

The crop watermelon (Citurllus lunatus) is an 

important vegetable crop which belongs to the family 

Cucurbitaceae (Ebiwoei, 2013). Watermelon is the most 

widely cultivated crop in the world at large and the global 

production is ever increasing (Adioye et al., 2013).  The 

top twenty leading producers of watermelon in the world 

produced approximately 92.7 million metric tonnes in 2011 

(FAO, 2011). Nigeria produced more watermelons in 2011 

(139,223 tonnes) than other leading Africa exporters of 

which Kenya produced 66,196 tonnes and South Africa 

produced 77,993 tonnes (FAO, 2011). According to United 

States Department of Agriculture Nutrient Database 

(USDA, 2015), China had 79.4 % share of the total world 

production in 2014 ranking number one in the world 

followed by Turkey with 4.67 percentage share and Iran 

with 4.32%. 

Zahary and Hopf (2002) reported that there are over 

1,200 varieties of watermelon worldwide and quite a 

number of these are cultivated in Africa. The global 

consumption of this crop is greater than that of any 

cucurbit. Watermelon is highly appreciated by many 

people across the globe being a fresh fruit with low calories 

that contains vitamins A and C which help to address night 

blindness, eye problems, ear problems, dry skin, eczema 

and psoriasis (Ngbede et al., 2014). The fruit  is 93% water 
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with small amounts of protein, fat, minerals and vitamins 

(Namdari et al., 2011). It also contains potassium which is 

believed to help in the control of blood pressure and 

possibly prevent stroke (Adekunle et al., 2003). 

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).  

Anzaku (2012) noted that the key players in the marketing 

system whose activities significantly influence efficiency 

are farmers and the middlemen. Farmers and the 

middlemen are indispensably interdependent and the 

marketing margin is the critical determinant of returns to 

them as well as retail food prices. Marketing can contribute 

to economic development in Nigeria by stimulating 

production and consumption, facilitating specialization and 

capital formation and generating income to individuals and 

foreign exchange earnings to the nation (Anzaku and 

Achike, 2010). 

 

MATERIALS AND METHODS 

 

The study was carried out in Anambra State, Nigeria. 

The predominant occupation in the State includes farming, 

fishing, trading, craft, etc. It is situated on a generally low 

elevation on the eastern side of the River Niger sharing 

boundaries with Delta State to the west, Imo, Abia and 

Rivers State to the south, Enugu state to the East and Kogi 

state to the North. The state occupies an area of about 4,844 

Km2, lies within longitude 50551 and 60421N. The annual 

rainfall ranges from 1400 mm in the North to 2500 mm in 

the south with temperature of 250C- 350C. The population 

of the State is 4,182,232 with 863 sqkm density (NPC, 

2006). It consists of twenty-one (21) Local government 

areas (LGAs) and four agricultural zones. The study 

population was made up of all watermelon marketers in 

Anambra State, Nigeria. Multistage, purposive and random 

sampling methods were used to select 12 Local 

Government Areas, 12 daily watermelon markets and 240 

intermediaries (120 wholesalers and 120 retailers) for the 

study although only 220 intermediaries returned there 

questionnaire. Descriptive statistics and gini-coefficient 

were used to analyze the data. 

 

RESULTS AND DISCUSSION 

 

Socio-economic characteristics of watermelon marketers 

The socio-economic characteristic of watermelon 

marketers in Table 1 indicates that majority of the 

marketers’ 34.5% wholesalers and 39.0% retailers were 

within the age range of 40-49 years. The implication of this 

is that majority of the marketers are still very young and are 

within the active labour force. They are energetic, able to 

bear the stress of long travel and risk associated with this 

enterprise. This agrees with Oseni (2015) and Ukwuabia 

(2017) that most of the marketers were young and in their 

prime age and have ability to take business risk. The result 

showed that 70.9% 0f the wholesalers were males while 

21.9% of the retailers were females. This may probably be 

attributed that at retail level, much capital is not required to 

start the business and most women may not face the 

challenge of long distance travel to source for the produce. 

This agrees with Isibor and Ugwumba (2014), Kassili et al., 

(2015) that women dominated the retail level in 

watermelon marketing. It is at variance with Ebiowei 

(2013) who reported dominance of women in watermelon 

marketing in Niger State. The result of the marital status of 

watermelon marketers showed that majority of the 

marketers’ 70.9% wholesalers and 80.4% retailers were 

married. Taphone (2009) as cited by Kassili et al. (2015) 

that married people have more responsibilities in taking 

care of their families and this maybe the reason why the 

business is dominated by married people so as to be able to 

meet up their family responsibilities. It also agrees with 

Ukwuaba (2017) that married people are more stable in 

good business decisions. The result also showed that at 

both wholesale and retail (75.4%) and (85.4%) respectively 

have one to six household size. International Labour 

Organization (ILO), (2012) reported that family labour is a 

major source of labour in developing countries. Okeke and 

Nkamigbo (2013) reported the importance of family 

labour. The result is at variance with Osundu et al. (2014) 

who reported that large household size reduces net income 

due to much expense. The result showed that the marketers 

are literate and majority 57.2% wholesalers and 46.3% 

retailers have secondary education. This will help them in 

skill, effective and managerial abilities as reported by Kim 

and Wale (2015). The distribution of the marketers 

according to marketing experience showed that majority of 

the wholesalers and retailers are not new entrants. The 

distribution of respondents according to source of finance 

for business indicated that the respondents source their 

finance from three windows, majorly from personal 

savings (wholesalers 54.5% and retailers 87.2%). 

 

Marketing channel and volume of trade among the 

channels 

Marketing channel referred to the various means or 

pathways by which watermelon moves from the producers 

till it gets to the hands of the consumers. The distribution 

channels of watermelon in the study area indicated four 

marketing channels as shown in Fig. 1. 

The marketing channels identified were; 

Producer/supplier → consumer (4%) 

Producer/supplier → wholesaler → consumer (25%) 

Producer/supplier → retailer → consumer (15%) 

Producer/supplier → wholesaler → retailer consumer (56%)  

Watermelon is cultivated in Anambra State in 

commercial quantity to serve its numerous customers. 

Although some marketers still source the product from 

Northern States were it is cultivated in large quantity. The 

first channel indicated the flow of watermelon from the 

producer/supplier  to  the  consumer.  It  does  not  involve 
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Fig. 1: Marketing channels for watermelon in Anambra State 

 

Table 1: Socio – economic characteristics of watermelon 

 Wholesalers Retailers WHS & RTS 

Variables  F % F % F % 

Age        

< 30 17 15.5 21 19.1 38 34.6 

30 – 39 35 31.8 32 29.1 67 60.9 

40 – 49 38 34.5 43 39.1 81 73.6 

> 50 20 18.2 14 12.7 34 30.9 

Total  110 100 110 100   

Gender        

Male  78 70.9 24 21.8 102 92.7 

Female  32 29.1 86 78.1 118 107.2 

Total  110 100 110 100   

Marital status        

Single 24 21.8 16 14.5 40 36.3 

Married  78 70.9 89 80.9 167 151.8 

Widow/Divorced  8 7.3 5 4.5 13 11.8 

Total household size  110 100 110 100   

1- 6 83 75.4 94 85.5 180 160.9 

7 – 12 27 24.6 16 14.5 43 39.1 

Above 13 - - - -   

Total  110 100 110 100   

Educational Status       

0-6 28 25.4 42 38.2 70 63.6 

7 – 12 63 57.2 51 46.4 114 103.6 

13-18 19 17.4 15 15.4 34 32.8 

Total  110 100  100   

Marketing 

experience  

      

1 – 5 36 32.7 45 40.7 81 73.4 

6-10 57 51.8 53 48.1 110 99.9 

Above 11 17 15.5 12 10.9 29 26.4 

Total  110 100 110 100 220 200 

Source of Finance        

Personal savings  60 54.5 96 87.2 156 141.7 

Friends & relations  35 31.8 10 9.1 45 40.9 

Corporative/Isusu  12 10.7 4 3.6 16 14.3 

Microfinance/Banks  3 2.8 - - 3 2.8 

Commercial Bank  - - - -   

Bank of Agric  - - - -   

Total  110 - 110 100   

Source: Field survey, 2017. 

 

either the wholesalers or the retailers; it is regarded as the 

shortest among the channels. The consumers preferred it 

because they paid lower prices than to buy from 

wholesalers or retailers. In channel ii, the producer/supplier 

sold to the wholesalers who sell directly to the consumer. 

The third channel, the producer/supplier sold to retailer, 

who then sold to the consumer. The retailers who buy 

watermelon directly from producers/suppliers pay lower 

prices than those who buy from the wholesalers but maybe 

subjected to high transportation cost. This is in line with 

Boateng, Amfo, Abubakari and Yebah (2016) who stated 

that retailers buying from producers/suppliers are subjected 

to high transportation cost to convey the produce from the 

producing market to consumer market. Finally, the fourth 

channel which was the longest and the commonest 

involved the products sales flow from producer/supplier to 

wholesaler who sold to retailers in bulk who also sale in 

small quantities to the final consumers directly. This 

implies the longer the market channel, the more the farmers 

are being exploited and get a lower price for their products 

as compared to middlemen. 

Channel comparison for watermelon was made based 

in the multiple responses of watermelon marketers with 

regards to the volume of the product that passed through 

each of the channels from the producers to the consumers.  

Channel iv recorded 56% of the traded volume to be the 

most important (major) channel. This is the most common 

channel in the flow of watermelon in the study area. This 

agrees with Mengesha (2015) who studied marketing of 

vegetables and fruits and reported 83.3% (marketing of 

onion and tomato) and 82.5% (marketing of mango and 

avocado), channel iii  (Producer/Supplier → Retailer → 

Consumer) to be the most vital routes  the product flows 

from point of origin to final destination in Woldiya and 

Dessie vegetable and fruits market in Ghana. He noticed 

that farmer to consumer channel (channel 1) 6.5% is the 

shortest channel in the marketing of vegetable and fruits in 

the study area. Also Ukwuaba (2017) reported that channel 

iv was the most important (major) channel in Enugu State, 

Nigeria with 97% of the traded volume while channel i 

(4%) was found to be the least important (minor) channel 

for the distribution of watermelon. This finding is at 

variance with that of Adenuga, Fakayode and Adewole 

(2013) that majority (53.3%) of vegetable and pepper 

produced in Kwara State, Nigeria was sold directly to the 

consumer. This is as a result of the perishable nature of the 

commodities since they have to reach the consumers early 

so as to retain their market and nutritional values. 

 

Market structure of watermelon 

Agbugba et al. (2013) in the study of Okra market 

structure stated that Gini coefficient of 0.49 is an indication 

of low concentration, large number of marketers competing 

with each other and none exercising control over the market 

price. It further shows sign of efficiency and a reflection of 

low level of income inequality from sales among the 

marketers and a feature of purely competitive market.  

Result of the analysis of market structure using Gini 

coefficient is shown in Table 1. The results revealed a gini 

coefficient of 0.6556 and 0.6278 for wholesalers and 

retailers respectively. This implies a high level of income 

inequalities (sales margin)  in the distribution of income 

among the marketers and high concentration of sales in the 

hand of few marketers, hence the existence of imperfect 

competition in the market. The result is an indication that 

some watermelon marketers could influence price of the 

commodity. The variation is more among the wholesalers 

because they possess the advantages of time and place 

utilities.  This  finding  agrees  with  Olumide  (2015)  and 
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Table 2: Estimated Gini coefficient of the marketing agents (Wholesalers) 

Monthly Sales (N) (F) Pro. of RTs (X1) Cum. Of RTs (N) TMS (N) Cum. Pro 

of TMS (Y1) 

X1 Y1 

130,000 – 430,000 13 0.1181 2724256 0.0334 0.0334 0.0039 

431,000 – 731,000 36 0.3272 22623702 0.2777 0.3111 0.0908 

732,000 – 1032,000 49 0.4454 42307367 0.5193 0.8304 0.2313 

1042000 – 1342000 12 0.1090 13800000 0.1694 0.9998 0.0184 

Total  110  81455325   0.3444 

GC = 1 - ∑ X1 Y1 = 1 – 0.3444 = 0.6556     

Key Note: WTs = Wholesalers. Pro = Proportion. Cum = Cumulative. TMS = Total monthly sales. Source: Field survey, 2017. 

 

(Retailers) 

Monthly Sales (N) (F) Pro. of RTs (X1) Cum. Of RTs (N) TMS (N) Cum. Pro 

of TMS (Y1) 

X1 Y1 

30,000 – 62,000 21 0.1909 0.1909 973415.8 0.1093 0.0208 

63,000 – 95,000 60 0.5454 0.7363 4540400 0.5101 0.2782 

96,000 – 125,000 25 0.2272 0.9635 2772000 0.3114 0.0707 

129,000 – 161,000 4 0.0363 0.9998 613707.9 0.0689 0.0025 

Total     8899523.9  0.3722 

GC = 1 - ∑ X1 Y1 = 1 – 0.3722 = 0.6278       

Key Note: RTs = Retailers. Pro = Proportion. Cum = Cumulative. TMS = Total monthly sales. Source: Field survey, 2017. 

 
Table 3: Market conduct of watermelon marketers  

 Wholesalers Retailers 

Criteria for purchase F % F % 

Size of watermelon  51 46.3 60 54.5 

Well ripped and mature watermelon 30 27.3 25 22.7 

Lack of mark and wounds 18 16.4 9.0 8.2 

Colour of watermelon 11 10.0 16 14.5 

Total  110 100 110 99.9 

Strategies of fixing selling prices     

Fix prices as you like (Arbitrary) 19 17.3 12 10.9 

Fix prices after consideration of purchases price and other expenses incurred  91 82.7 80 72.7 

Fix prices through bargaining with wholesalers, retailers and consumers (demand and supply push)  - - 18 16.4 

Fix price by watermelon association  - - - - 

Total  110 100 110 100 

Purchases strategy from supplier      

Heaps of numbers of balls of watermelon  110 100 - - 

Per ball of watermelon fruit  - - 110 100 

Total  110 100 110 100 

Selling strategy to buyers      

Head of watermelon fruit  80 72.7 29 26.4 

Few fruits of watermelon heaps  30 27.3 12 10.9 

Sliced and packaged  - - 69 62.7 

Total 

Strategies used in attracting customers, Sliced and well packaged, Neatly displayed by sizes, 

Mannerism in dealing with customers 

110 100 110 100 

Note: Multiple responses recorded Source: Field survey: 2017. 

 

Oseni (2016) who reported gini coefficients of 0.7318 and 

0.6684; 0.7298 and 0.7318 for wholesalers and retailers 

respectively, signifying a high level of income inequality 

among the watermelon marketers, and hence an imperfect 

market. The result, however contradicts Obetta (2015) and 

Ugwumba et al. (2015) who reported gini coefficient of 

0.34 and 0.19; 0.34 and 0.19 for wholesalers and retailers 

respectively implying low level of income inequality 

among the marketers, the existence of minimal restrictions 

to entry and exist of firms in the business, high competition 

and inability of any of the marketers to have control of price 

of the commodities (watermelon). 

 

Market conduct of watermelon marketers 

The distribution of conduct of watermelon marketers 

is shown in the Table 3. The result showed that most 

retailers applied the strategy of slice and neatly package of 

the fruits to attract customers (62.7%) while the 

wholesalers displays the fruits in sizes (72.2%). Purchase 

criteria techniques shows that both the wholesalers (51%) 

and retailers (60%) considered size of the fruits, well ripped 

and mature watermelon (27.3% and 22.7%) respectively as 

criteria for purchase while colour (11%) is the least criteria 

considered for wholesalers and lack of mark and wounds 

for retailers (9.0%). The findings revealed that majority of 

the wholesalers (82.7%) and retailers (72.7%) used 

common pricing techniques of fixing price after 

considering expenses incurred. The result also indicated 

that the wholesalers purchased the fruits in heaps while 

retailers buy per ball of watermelon fruit. 

 

Conclusion and recommendations 

Findings on the marketing channels and volume of 

trade among the channels showed that the channel ranged 

from zero to three levels.  The volume of products that 

passed through the channels was highest (56%) at the 
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fourth channel. Market structure, using Gini coefficient 

gave an index of 0.6556 and 0.6278 for wholesalers and 

retailers respectively. The result showed a high level of 

income inequalities in the distribution of income, high 

concentration of sales in the hands of few marketers, hence 

a near imperfect market. It was recommended that 

government should improve and modernize existing 

market infrastructure so as to enhance marketing conditions 

to accommodate new entrances into the business. 
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