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Abstract

There is increase in the level of purchase and consumption of banana and plantain due to their nutritional requirements. This led to increase in the number of market dealers on banana and plantain. Therefore, the study assessed the marketing channel and structure of banana and plantain in Enugu State, Nigeria. Adopting a descriptive survey design, copies of the instrument were administered to 160 banana and plantain sellers. Collected data were analyzed using descriptive statistics and Gini co-efficient. The results showed that majority of the respondents were married females who attained primary education. Majority of the wholesalers obtained their products directly from farmers while 71.80% of the retailers obtained from the wholesalers. The results of the Gini co-efficient for banana and plantain sellers showed low levels of inequitable distribution of income among them. However, inequalities existed more at retail level than at the wholesale level. Recommendations included that international donor should provide links between prospective banana and plantain farmers, policy makers and researchers to identify and analyze new ways of encouraging the market for mutual co-operation and structure for an effective banana and plantain marketing system.
1. Introduction

Three out of every four people in developing countries live in rural areas. Ashley and Maxwell (2001) stated that rural area is a space where human settlement and infrastructure occupy only a small share of the landscape; where natural environment is dominated by pastures, forests, mountains and deserts; where settlements are of low density (about 5 – 10,000 persons); and places where most people work on farms [1]. According to Food and Agricultural Organization, FAO (2000), the definition of a ‘rural area’ should meet two criteria: one related to place of residence and land settlement pattern, and the other related to the type of work that residents engage in [2]. First, rural areas are generally open areas, with low settled population densities. A high proportion of the unsettled land area and/or land used is for primary production (mining, agriculture, livestock, forestry, fisheries). Second, the residents of rural areas are largely dependent – either directly or indirectly – on these primary production activities as their principal, if not their only, source of livelihood (Atchoarena & Gasperini, 2003) [3]. Therefore, rural area is a place where availability of land is at a relatively low cost; and, where activities are affected by a high transaction cost, associated with long distance from cities and poor infrastructures among others.
In Nigeria, rural population is found in more than 97,000 rural communities. Their lives are characterized by misery, poverty, morbidity and under-development (Ekpo & Olaniyi in Obetta & Okide, 2011a) [4]. Hence, most Nigerian rural areas are characterized by low income, low savings (derived from low income), low investment (derived from low savings), low capital formation (derived from low investment), poor infrastructural facilities, high population density, gross illiteracy, low social interaction, local politics, under-employment, informal groups, high rural-urban migration, and low technological base (Obetta & Okide, 2011b) [5]. It is pertinent to note that in Nigeria, rural development scope encompasses agricultural set-up projects, rural water supply projects, rural electrification projects, rural feeder-road and maintenance projects, rural health and disease control projects, rural education and adult education campaign, rural telecommunication system and rural industrialization projects.
There is therefore a need for the development of the rural populace through improvement in the living standards of the rural populace who are mainly farmers. Ogidefa (2010) stated that the main concern of rural development is to bring about the modernization of rural society through a transition from traditional isolation to integration with the nation [6]. According to Obetta and Okide (2011b), rural development is the integrated approach to food production as well as physical, social and institutional infrastructural provisions with an ultimate goal of bringing about both quantitative and qualitative changes which result in improved standard of living of the rural population [5]. Therefore, is concerned with the improvement of the living standard in the rural areas on a self-sustaining basis through transforming the socio-spatial structures of their productive actives. It therefore infers that agricultural development is a component of rural development as more than two-third of the Nigeria’s 150 million citizens are farmers. This population depends on agriculture for their livelihoods (World Bank, 2007) [7]. 
In Enugu State, like in most states of Nigeria, agriculture remains the chief food provider, employer of labour and foreign exchange earner. Agricultural products including banana and plantain contribute about 40% of the GDP (Federal Ministry of Finance and National Food Reserve Agency, 2008) [8]. Banana and plantain (Musa Spp.) are among the major food crops in Enugu State. They are major sources of energy and iron for millions of people, both in both rural and urban areas (Achike, Okoroafor & Mkpado, 2011) [9]. They contribute to food security and diversification of income sources in both rural and urban areas (Ajayi & Mba, 2007) [10]. The importance of banana and plantain to the sustainability and maintenance of a healthy body and nutritional requirements for man has led to increase in the level of its purchase and consumption (Honfo, Tenkouano & Coulibaly, 2011) [11]. As such, marketing of the products has become pertinent so as to meet the needs of consumers and also to increase the income of producers and marketers in Enugu State. 
Marketing of banana and plantain involves everything that happens between the farm gate and the consumers including processing, storage, assembling, wholesaling and retailing (Taleke, 2010) [12]. Banana and plantain marketing is one of the driving forces for economic development of the rural areas. Marketing has a guiding and stimulating impact on the production and distribution of banana and plantain products (Mussema, 2006) [13]. The transformation of the production system requires the existence of efficient market system that can transfer the products from the points of production to the required market at the least possible cost so as to improve the living standard of the rural dwellers (Lutez, 1994) [14]. The process is referred to as marketing channel. Therefore, banana and plantain marketing channel is the various means by which the fruits move from the producers to the consumers. 
In Enugu State of Nigeria, banana and plantain marketing channel is highly decentralized. The products are usually assembled at the local markets from where the wholesalers make bulk purchase of the products. Also, in urban areas of the state, the wholesalers sell to the retailers who in turn, resell in smaller quantities to the ultimate consumers. However, in the rural areas, there are no established large marketing facilities. Rather, wholesalers purchase directly from the farmers (Olukosi & Isitor, 1990) [15]. Efficient and good marketing system can only operate where there is fully utilized good market structure (Adegeye & Ditto, 1985) [16]. 
Therefore, market structure according to Olukosi and Isitor (1990) is the feature of the market organization that changes the nature of competition and pricing within the market [15]. These characteristics include the number of buyers and sellers in the market, knowledge of the cost, price and market conditions among the banana and plantain marketers. This has led to increase in the number of market dealers on banana and plantain. However, Ayinde, Adewumi and Ojehomon, (2009) noted that the increase in farm output has not led to a corresponding increase in the earnings of the vast majority of farmers [17]. One of the factors responsible for the imbalance is a poorly developed agricultural marketing system for major food staples such as banana and plantain, leading to their high rate of spoilage, rise in product prices and poor exportation rate (Akinyemi, Aiyelaagbe & Akyeampong, 2010) [18]. The marketers experience huge losses during marketing of banana and plantain. This poses a great challenge to its marketers who are constrained to offer it for sale at any price to avoid further spoilage. This hinders the traders from making better decisions especially, in rural areas (Chukwu, 1997) [19].
The wide gap between rural and urban prices of banana and plantain in Enugu State weakens the farmers’ morale thereby reducing banana and plantain productivity (Care in Ndaghu, Taru & Isah, 2011) [20]. Therefore, to increase banana and plantain production in the state, there is need to develop a more efficient marketing system with market information. This enables prices in one market to be transmitted to other markets thus synchronizing price and improving the economic capabilities of the rural marketers of banana and plantain.
The study dwelt on the decision-making roles in banana and plantain marketing, and the pattern of marketing among wholesalers and retailers in both rural and urban areas of Enugu State, Nigeria. The level of marketing channel, structure as well as the speed of price adjustment among banana and plantain markets in Enugu State has not been fully investigated and documented. Hence, the study focused on the assessment of economic implications of marketing structure of banana and plantain fruits for the development of rural communities in Enugu State, Nigeria.
2. Purpose of the Study 

The general purpose of the study was to assess the economic implications of marketing structure of banana and plantain fruits for the development of rural communities in Enugu State. The specific objectives of the study were to:

i. describe the socio-economic characteristics of banana and plantain marketers in Enugu State;
ii. ascertain the marketing channels of banana and plantain in Enugu State;
iii. examine the structure of banana and plantain marketing system in Enugu State.

3. Research Questions 
The following research questions were formulated to guide the study:
i. What are the socio-economic characteristics of banana and plantain marketers in Enugu State?
ii. What are the marketing channels of banana and plantain in Enugu State?
iii. What are the structure of banana and plantain marketing systems in Enugu State?
4. Methodology

The study was carried out in Enugu State, Nigeria. Enugu State is located between Latitudes 50 55’N and 70 08’N of the equator and longitudes 60 55’ E and 70 08’ E of the Greenwich meridian. The state is one of the five states that make up the South-East States of Nigeria. Enugu State is made up of 17 local government areas that are grouped into three agricultural zones, namely, Enugu-East, Enugu-West and Enugu-North Zones. The major food crops cultivated by farmers in the state include banana and plantain (Musa spp.), cassava, and yam among others.
The study adopted descriptive survey research design as the researchers used the information obtained from a sample of banana and plantain sellers in Enugu State to describe the level of marketing channel and structure of banana and plantain markets in Enugu State, Nigeria. The population for the study was 320 respondents comprising 160 banana sellers (60 wholesalers and 100 retailers) and 160 plantain sellers (60 wholesalers and 100 retailers). The sample was 160 respondents comprising 80 banana sellers (30 wholesalers and 50 retailers) and 80 plantain sellers (30 wholesalers and 50 retailers) in the three agricultural zones of the state. 

Multi-stage sampling technique was used for the study. In stage one, the three agricultural zones in Enugu State were used as a sample. In the second stage, two local government areas were selected from each zone using simple random sampling technique. The local government areas were Awgu and Oji-River Local Government Areas (Enugu-West Zone), Enugu-North and Nkanu-West Local Government Areas (Enugu-East Zone), and Udenu and Uzo-Uwani Local Government Areas (Enugu-North Zone). In stage three, one market in each of the six local government areas were purposively selected because wholesaling and retailing of banana and plantain are more prominent there. The markets were Oye-Awgu and Afor-Ugwuoba Markets (Enugu-West Agricultural Zone); Eke-Agbani and Enugu New Markets (Enugu-East Agricultural Zone), and Eke-Nimbo and Afor-Obollo Markets (Enugu-North Agricultural Zone). The selected sample represented 50 per cent of the entire banana and plantain sellers in Enugu State.
The data for this study were obtained from primary sources using a structured questionnaire that has two sections. Section A was on the socio-economic characteristics of the respondents, while section B elicited information on the marketing structure. The questionnaire was face validated by three experts in research methods who made corrections and modifications on phrasing of the items, language level, its relevance to the problem and the objectives of the study. The researchers administered the questionnaire on 16 banana and plantain sellers in Awka North Local Government Area of Anambra State, Nigeria. This was done to test the reliability of the research instrument. Cronbach alpha procedure was used to obtain reliability co-efficient 0.79; showing that the result was high and the instrument was reliable. The researchers therefore administered 160 copies of the questionnaire to the respondents on their market days through direct delivery technique. The administration and collection of the instrument were done with the help of three trained research assistants. All the 160 copies were duly filled and returned. 
Descriptive statistics such as frequency and percentages were used to realize specific objectives (i) and (ii), while Gini co-efficient (GC) model was used to realize specific objective (iii), which is the market structure of banana and plantain. GC was employed to ascertain the inequality that existed for the monthly sales income from banana and plantain. The GC model which was adopted to analyze the market structure of banana and plantain is a ratio with values ranging between zero and one. When the Gini co-efficient is zero, it implies perfect equality in the distribution (zero market concentration) and this implies a perfect competitive market; but when Gini co-efficient is one (1), it implies perfect inequality (high market concentration) which is a monopolistic market situation. A low Gini co-efficient indicates more equal incomes, wealth or product distribution, while a high Gini co-efficient indicates more unequal distribution. The formula for GC of retailers and wholesalers is shown below as:
GC
=
1 –  ΣPC
Where: 
GC
= Gini co-efficient in per cent

P 
= Percentage share of banana and plantain sellers

C 
= Cumulative percentage of their income
5. Results

The socio-economic characteristics of banana and plantain wholesalers and retailers examined in this study include gender, marital status, age, household size, educational attainment, marketing experience, source of capital, access to telephone and source of market information. These were presented on Figures 1, 2 and 3. 
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Fig. 1: Socio-economic characteristics of respondents by gender, marital status and age

Figure 1 showed the gender, marital status and age of the banana and plantain wholesalers and retailers. In terms of gender, the data on the figure showed that females dominated banana and plantain wholesale and retail trade (80.00% of wholesalers and 92.00% of retailers). The figure also showed that 70.00% of wholesalers and 80.00% of retailers were married. The implication is that a greater proportion of the respondents could have access to extra financial, moral and physical support from their spouses. This could boost their capital base. The figure further showed that most of the respondents (48.30% of wholesalers and 37.00% of retailers) fell between 31 and 40 years of age. This implied that relatively most of the respondents were in their active age and they could do their business with youthful vigor. 
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Fig. 2: Socio-economic characteristics of respondents by household size, educational attainment and marketing experience

Figure 2 showed the household size, educational attainment and marketing experience. On household size, the figure revealed that majority of the marketers (60.00% of wholesalers and 69.00% of retailers) had family size of 5 to 10 people. The findings implied that the higher the family size, the higher the tendency to get additional helping hands from other members of the household (especially, the children) and hence, the possibility of business expansion. The findings further showed that 41.70% of wholesalers and 41.00% of retailers had only primary education certificate implying that their low level of education hinders the keeping of accurate and reliable banana and plantain trading records. The findings of the study based on Figure 2 further showed that 45.00% of wholesalers and 26.00% of retailers claimed to have between 6 and 10 years of marketing experience while 25.00% of wholesalers and 42.00% of retailers claimed to have between 11 and 15 years of marketing experience. This implied that banana and plantain marketing continues to serve as quick and reliable source of income as many young people get involved in the marketing activities. 
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Fig. 3: Socio-economic characteristics of respondents by sources of capital, access to telephone and sources of market information
Figure 3 showed the sources of capital, access to telephone and sources of market information. The findings of the study based on the figure above indicated that the sources of capital to greater proportion of the marketers (45.00% of wholesalers and 49.00% of retailers) were personal savings while 36.60% of wholesalers and 32.00% of retailers obtain capital from co-operative societies. Also, out of 160 respondents, 86.60% of wholesalers and 82.30% of retailers have access to telephone. This implied that if properly informed, the acquisition of the telephone could boost the marketing of banana and plantain fruits. On the sources of market information, the figures showed that majority of the marketers (78.30% of wholesalers and 60.00% of retailers) sourced their information from other marketers in the market, while the use of GSM was rated very low (16.70% of wholesalers and 20.00% of retailers, respectively). This showed that there is neglect of some other sources of information such as GSM, radio/television and newspapers as sources of market information. 
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 Figure 4: Sources of banana and plantain by wholesalers and retailers

Figures 4 showed that banana and plantain marketing channel in Enugu State is decentralized. The findings of the study implied that both the wholesalers (86.00%) and retailers (22.00%) purchased their products directly from the farmers (producers). However, 9.8% of the wholesalers and 6.2% of the retailers purchase the products from the rural assemblers. The study also showed that 4.2% of the wholesalers and 71.8% of the retailers obtained their products from wholesalers. The results of the marketing channels for banana and plantain fruits showed that both the wholesalers and retailers purchased their banana and plantain directly from the producers, while, some of the wholesalers purchased from on-farm collectors or the rural assemblers. In urban centres, the wholesalers sell to the retailers who in turn resell smaller quantities to the ultimate consumers.
Table1

Distribution of banana retailers by monthly sales income
	Sales Income (#)
	Freq.
	Proportion  of Frequency  (P)
	Cumm. Pro.  of Frequency
	Total Value of Sales
	Pro. of Total Value of Sales
	Cumm. Pro. of Sales (C)
	PC

	≤ 10000
	  3
	          0.06
	0.06
	  23800
	0.015
	0.015
	0.001

	10001-20000
	  6
	          0.12
	0.18
	105000
	0.066
	0.081
	0.010

	20001-30000
	11
	          0.22
	0.40
	271000
	0.171
	0.252
	0.055

	30001-40000
	15
	          0.30
	0.70
	519500
	0.327
	0.579
	0.174

	40001-50000
	10
	          0.20
	0.90
	463500
	0.292
	0.871
	0.174

	>50000
	  5
	          0.10
	        1
	204000
	0.129
	     1
	0.100

	Total
	50
	
	
	1586800
	
	
	0.514


GC= 1-∑PC = 1-0.514 =0.48

Source: Researchers’ Field Survey (2017)
Table 2

Distribution of plantain retailers by monthly sales income
	Sales Income (#)
	Freq.
	Proportion  of Frequency  (P)
	Cumm. Pro.  of Frequency
	Total Value of Sales
	Pro. of Total Value of Sales
	Cumm. Pro. of Sales (C)
	PC

	≤ 10000
	  6
	0.12
	0.12
	  47800
	0.039
	0.039
	0.005

	10001-20000
	12
	0.24
	0.36
	202000
	0.164
	0.203
	0.049

	20001-30000
	16
	0.32
	0.68
	427750
	0.347
	0.550
	0.176

	30001-40000
	13
	0.26
	0.94
	429050
	0.349
	0.899
	0.234

	>40000
	  3
	0.06
	           1
	124500
	0.101
	     1
	0.060

	Total
	50
	
	
	1231100
	
	
	0.523


GC= 1-∑PC = 1-0.523 =0.47

Source: Researchers’ Field Survey (2017)
Table 3

Distribution of banana wholesalers by monthly sales income
	Sales Income (#)
	Freq.
	Proportion  of Frequency  (P)
	Cumm Pro.  of Frequency
	Total Value of Sales
	Pro of total Value of Sales
	Cumm. Pro of Sales (C)
	PC

	≤ 60000
	2
	0.067
	0.067
	115000
	0.048
	0.048
	0.003

	60001-70000
	8
	0.267
	0.333
	545500
	0.227
	0.275
	0.073

	70001-80000
	9
	0.300
	0.633
	709000
	0.295
	0.569
	0.171

	80001-90000
	4
	0.133
	0.767
	354000
	0.147
	0.717
	0.096

	90001-100000
	4
	0.133
	        0.900
	374500
	0.156
	0.872
	0.116

	>100000
	3
	0.100
	        1
	307000
	0.128
	    1
	0.100

	Total
	30
	
	
	2405000
	
	
	0.559


GC= 1-∑PC = 1-0.559 =0.44

Source: Researchers’ Field Survey (2017)
Table 4

Distribution of plantain wholesalers by monthly sales income

	Sales Income (#)
	Freq.
	Proportion  of Frequency  (P)
	Cumm Pro.  of Frequency
	Total Value of Sales
	Pro of total Value of Sales
	Cumm. Pro of Sales (C)
	PC

	≤ 80000
	1
	0.033
	0.033
	  80000
	0.025
	0.025
	0.001

	80001-90000
	3
	0.100
	0.133
	270000
	0.085
	0.111
	0.011

	90001-100000
	7
	0.233
	0.367
	685000
	0.217
	0.328
	0.076

	100001-110000
	9
	0.300
	0.667
	965000
	0.306
	0.633
	0.190

	110001-120000
	7
	0.233
	0.900
	794000
	0.251
	0.885
	0.206

	>120000
	3
	0.100
	        1
	364000
	0.115
	    1
	0.100

	Total
	30
	         1
	
	3158000
	
	
	0.585


GC= 1-∑PC = 1-0.585 =0.41
Source: Researchers’ Field Survey (2017)
The results of the GC analysis on the distribution of banana and plantain retailers and wholesalers by monthly sales income in Enugu State were shown on Tables 1, 2, 3 and 4. When the GC values were greater than 0.45 and above, there is an indication of inequitable distribution of income. Therefore, calculated GC of 0.48 (from Table 1) and 0.47 (from Table 2) suggested relative high levels of inequitable distribution of income amongst retailers and wholesalers of banana and plantain in Enugu State. Also, calculated GC of 0.44 (from Table 3) and 0.41 (from Table 4) suggested relative low levels of inequitable distribution of income amongst retailers and wholesalers of banana and plantain fruits in rural communities of Enugu State. The tables also indicated that banana exhibited higher inequality in income distribution than plantain at both levels in the rural communities. However, inequalities existed more at retail levels than at wholesale levels for both crops.

6. Conclusion

Efficient and good banana and plantain marketing system operates where there is fully utilized good market structure. Therefore, it is important to understand the economic implications of the market structure of banana and plantain fruits especially in the producer-retailer relationship. It helps in the analysis of banana and plantain chain in rural communities of Enugu State. The study therefore showed the nature of the banana and plantain fruit market and pricing system. The knowledge of marketing channel of banana and plantain influences farmers and middlemen who specialize in production and distribution of the produce, respectively, to strive to operate optimally in the rural communities of Enugu State. Thus, it is necessary for all those involved in the marketing of banana and plantain (producers, marketers, policy-makers and consumers) to know the marketing channel, and how to compute, interpret and apply it on daily basis. 
Based on this, concrete decision can then be taken to improve marketing performance of farm produce such as banana and plantain for overall economic growth and development of rural communities in Enugu State, thereby improving the standard of living of the rural dwellers in the state. This study provided information as it concerns banana and plantain marketing structure in Enugu State. The study of banana and plantain marketing inequality provided information on how competitive the markets of banana and plantain were in Enugu State. The study showed that there exists lower inequitable distribution of income among wholesalers than retailers of banana and plantain fruits in the rural communities of Enugu State, Nigeria. 

7. Recommendations 

Based on the findings of the study, the researchers proffered the following recommendations:

i. International donor agencies like Food and Agricultural Organization (FAO) should provide links between prospective banana and plantain farmers, policy makers and researchers to identify and analyze new ways and strategies of encouraging an effective banana and plantain fruit marketing system. 
ii. Enugu State Government should encourage farmers in rural communities through the efforts of agricultural extension workers to move into commercial production of banana and plantain. This will give room for profitable marketing of the banana and plantain fruits in the state.  

iii. The state government should reduce the high inequality that exists among retailers by making available adequate credits to banana and plantain producers and sellers at appropriate interest rates.
iv. The state government should formulate and implement policies targeted at improving rural infrastructures such as roads. This will go a long way to assist in the proper channeling of banana and plantain fruits from rural to urban communities in Enugu State and even beyond.
v. Enugu State Government in conjunction with local government councils should provide market information outfit that disseminates information timely to banana and plantain fruit marketers for improved marketing structure of banana and plantain fruits.
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