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A study was conducted on analysis of soybeans marketing in Toro Local Government Area of Bauchi 
state, Nigeria. Four markets were randomly selected in the study area a total of 100 marketers were 
randomly selected from the markets for data collection.  Data was analyzed using descriptive statistics, 
marketing margin and marketing efficiency. The result shows that majority of the marketers were males 
(88%) and fall within the age group of 31-50 years, considerable number of the marketers had one form 
of education or the other with about 10-19 years of marketing experience. However, marketing margin 
indicated that on average soybeans marketer realized about N7.8, N12.5, N14.3/kg for rural assemblers, 
retailers and wholesalers respectively. The result further stated that wholesalers in the area were very 
efficient than rural assemblers and retailers. This could be attributed to their marketing strategies in the 
area amongst others. While marketing efficiencies gave a value of 270.37%, 500% and 529% for rural 
assemblers, retailers and wholesalers respectively, which shows that soybeans’ marketing is 
satisfactorily efficient and profitable in the area. Government and others non governmental agencies 
are advised to provide soybeans marketers with soft loan so as increase their capital base. Soybeans 
marketers are also advise to form cooperatives in order to help themselves. 
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INTRODUCCTION 
 
According to the United State Department of Agriculture, 
USDA attaché report (2008) state that Nigeria domestic 
production of soybeans is continuing to trend upwards 
but still does not meet the rapidly growing demand from 
the poultry and vegetable oil producers. This deficit cause 
the price of soybean to double within eight months and 
peak at $1,100 per ton in august 2008.This high price 
severely impacted poultry and soybean meal import are 
raising. The rapid growth in the poultry sector in the past 
5 years is about 39% per annum has boosted demand for 
soybean meal in Nigeria. However, although domestic 
production has been unable to satisfy local demand, in 
addition soybean crushers in the country are also 
operating below capacity and are unable to satisfy the 
growing   demand  for  vegetable  oil  estimated  at  about  
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300,000tonnes annually. 
Soybeans are produce on small-scale holder farmers 
averaging no more than a hectare as a result of its non 
mechanized nature in the study area. However, in Toro 
Local Government area soybean cultivation start in 
May/June with land clearing and harvesting normally 
commence in the late October and runs through 
November every year. Direct human consumption of 
soybean is significant in Nigeria especially among rural 
low income groups that can not afford other alternative 
source such as meat, egg and fish. Soybean are now 
widely consumed and are readily use in the production of 
soymilk, soy cake ,soy yogurt and fortification of local 
carbohydrate based Nigeria food staples (dawadawa) a 
local seasoning is also produced from soybean. It is more 
profitable to grow soybean as a sole crop, but traditional 
farmers plant soybean in mixture with sorghum and 
maize cereal are grown for food  while soybeans for 
cash. Aderibigbe S.O(2007).In spite of all these enor-
mous potentials of soya bean benefit soybean marketers  



 
 
 
 
in the study area are greatly disadvantage on account of 
their financial position. 
 
 
Objectives of the study 
 
The broad objectives of the study are to analyze the 
marketing of soybeans in Toro local government Area, 
Bauchi state. However specific objectives includes to: 
 
i. Examine the socio economics characteristics of the 
respondents 
ii. Identify their various sources of finance 
iii. Identify marketing margin of different actors in the 
marketing chain of soybean in the study area 
iv. Identify their marketing efficiency 
v. Identify their major problems affecting their marketing. 
 
 
METHODOLOGY 
 
Study area 
 
Toro local government area is located west about 90km 
away from Bauchi. It share common border to the north 
with Ningi and Lere Local Government are of Kaduna 
state. To the west of Jos east and Jos North Local 
Government area respectively and the south by Tafawa 
Balewa Local Government Area and to the east by 
Bauchi Local Government Area. Toro Local Government 
area has two distinct seasons wet and dry season. The 
wet season start from May-October while the dry season 
begins from November –April (BSADP 1989). Farming is 
the predominant occupation in the area while other 
occupation includes trading, blacksmith and craft making. 
Major crops grown in the area are maize, cowpea, rice, 
tomato and pepper. The target populations of this study 
are soybeans farmers. 
 
 
Data collection 
 
Data was collected through the use of structured 
questionnaire administered to the respondents. A random 
sampling technique was used to select 100 marketers in 
the study area. 
 
 
Data analysis 
 
The data was analyzed using descriptive statistics, 
marketing margin and marketing efficiency 
 
i. Descriptive statistics: This tool was use to summarized 
the data collected from the survey. 
ii. Marketing margin: The margin really measure the 
share   of  the  final  selling  price  that  is  captured  by  a  
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particular agent in the marketing chain. There are several 
participants in the marketing chain that were calculated 
by finding the price variation at different segment and 
then comparing them with the final price to the consumer. 
The consumer price then is the base or common deno-
minator for all marketing margin. These relative margin 
expressed as a percentage in computing the total gross 
marketing margin (TGMM) and is always related to the 
final price paid by the end user (consumer) which is 
expressed as a percentages (Gregory, 1995) 
 
                                                           Consumer price   -  Producers price 
Total gross marketing margin   =                                                                    × 100 
(complete distribution channel)                        Consumer  price 

  
                                                               (1) 
 

Rural assembler marketing margin: This is the difference 
between prices paid by the rural assembler less 
producers price divided by price paid by the consumer 
 

 
                                                          Rural assembler   -  Producers price 
Rural assembler marketing margin=                                                                 ×100 

          Price paid by the consumer 

                                                                       (2)  
 

Wholesaler gross marketing margin: This is the difference 
between price paid by the wholesaler less rural 
assembler price divided by the consumer price which is 
also expressed in percentages. 
 
                                   Wholesaler  -  Rural assembler       
GMM (wholesaler)  =                                                        ×100     
                                           Consumer price 

                                                                            (3) 
 
Retailer gross marketing margin: This is the difference 
between retailers price less wholesalers price divided by 
the consumer price which is also expressed in 
percentages. 
 

                                         Retailer    -  Wholesaler   
GMM (retailer) =                                               × 100 

Consumer price  
                                                                           (4) 
 
Producers participation   = This is the difference between 
the entire 100% less the total gross margin of the 
complete distribution channel. 

 

100%  -    total Gross Marketing Channel              (5) 
 

Marketing efficiency = Olokosi et al. (1990) considered 
marketing efficiency as the maximization of  the ratio of 
output to input in marketing. 
  
                                        Value Added by Marketing         
Marketing efficiency =                                                      ×  100
                                            Cost of Marketing  
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Table 1. Socio economic characteristics of soybeans marketers. 
 

Variable   Frequency Percentages 

Gender   

Male 88 88.00 

Female 12 12.00 

Total 100 100.00 

Age(years)   

<20 15 15.00 

21-30 12 12.00 

31-40 45 45.00 

41-50 23 23.00 

>50 5 5.00 

Total 100 100.00 

Years of experience   

0-9 13 13.00 

10-19 69 68.00 

20-29 10 10.00 

>30 02 02.00 

Total 100 100.00 

Education Level   

Primary    15 15.00 

Secondary 58 58.00 

Tertiary    16 16.00 

Quranic    09 09.00 

Never been to school 02 02.00 

Total 100 100.00 

Level of Income   

<N100,000 28 28.00 

N101,000-N200,000 36 36 .00 

N201,000-300,000 19 19.00 

N301,000-400,000 08 08.00 

>N400,000 09 09.00 

Total 100 100.00 
 

Source :Field Survey,2012 
 
 
 

RESULTS AND DISCUSSION 
 
Socio economic characteristics of soybeans 
marketers in Toro local government area 
 
The result in Table 1 has indicated that 88% of the 
respondents were male only 12% were female .About 
68% fall within the age group of 31-50 years. This implies 
that soybeans marketers are still very active. The result 
further revealed that considerable number of them had 
about 10-19 years of marketing experience. However, 
64% of the respondent had one form of education or the 
other which help them in decision making process. 
Finance is also very vital as far as marketing is concern, 
as it is the most significant factor  in marketing systems 
which can largely determine success or otherwise of the 
business. Table 1 also shows that 55%of the respon-
dents had capital base of about N101,000-N300,000.This  

indicated that majority of the soybeans marketers in the 
study area are small-scale marketers 
 
 
Marketing Margin, Prices, and Costs of soybeans 
marketing in Toro L.G.A 
 
Tables 2, 3 and 4 combined the analysis of prices and 
profit margin of soybeans at all markets levels in Toro 
local government area, so also the marketing functions 
carried out by different middlemen in the marketing 
process and the producers portions which can be use 
effectively in decision making process. This study also 
revealed the cost of value added functions of soybeans 
marketing in the study area .The result further indicated 
that rural assemblers, retailers and wholesalers were 
supplied with the product at the rates of N85, N90,and 
N100/kg respectively.  However,  the  cost  of  marketing  
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Table 2. Marketing margin of soybeans rural assemblers in Toro local government area. 

 

Marketing activities Marketing Prices(N)/kg Frequency 

1.farm gate price 85.00 89.47 

Commission agent 2.0 0.21 

Transportation cost 3.0 0.32 

Empty bag 1.0 1.05 

Cost of bagging 2.0 0.21 

Tax 2.0 0.21 

Loading /off Loading 3.0 0.32 

Total Variable Cost 87.20 91.79 

2. Selling Price 95.00  

Market Margin 7.80 8.21 

Marketing Profit 10.00 10.53 

Value Added 7.8 8.21 
 

Source: Field survey, 2012 

 
Table3. Marketing  Margin of soybeans retailers in Toro L.G.A. 

 

Marketing Activities Marketing Prices(N)/kg Frequency 

1. Farm gate price 90.00 84.11 

Commission agent 2.0 0.18 

Transportation cost 2.0 0.18 

Empty bag 1.00 0.93 

Cost of bagging 2.0 0.18 

Tax 5.0 0.46 

Loading/off Loading 5.0 0.46 

Total Variable Cost 92.70 86.64 

 

2. Selling prices 

107.0  

Market Margin 14.30 13.36 

Market Profit 17.00 15.87 

Value Added 14.30 13.36 
 

Source: Field Survey, 2012 

 
 
services was found to be N2.7, N2.7 and N2.5/kg 
respectively. The result further stated that selling price for 
rural assemblers, retailers and wholesalers were N95, 
N107 and N115/kg respectively. Hence the value added 
was found to be N7.8, N14.30 and N12.50 for the market 
participants in the study area. 
 
 
Marketing Margin of soybean Rural Assembler 
 
The cost of marketing considered in soybean rural 
assembler market is: commission agent, transportation 
cost, cost of empty bag, loading and off loading, cost of 
bagging and tax. Table 2 shows that farm gate price at 
the soybean rural assembler market accounted for 
N85(89.49%). The finding also realized that producer 
obtained a significantly higher proportion of the profit 
margin in the marketing chain.  

Transportation cost, empty  bag,  cost  of  bagging  and  

tax had the following values N2.0(0.21%), N1.0(1.05%), 
N2.0(0.21%), and N2.0(0.21%) respectively. Similarly, 
market margin of the soybean rural assembler market 
was found to be N7.8/kg (8.21%) 
 
 
Marketing margin of soybean retail in Toro local 
government area 
 
The cost of marketing of soybean retail considered in the 
study area  includes: commission agent, transportation 
cost, cost of empty bag ,cost of bagging, tax, and cost of 
loading and off loading. Table 3 further revealed that farm 
gate price accounted for N90 (89.11%) 

The commission agent at the retail market received 
N2.0/bag (0.18%) while transportation cost empty bag, 
cost of bagging tax gave the following values, N2.0 
(0.18%), N10.0(0.93%), N2.0(0.18%), and N5.0(0.46%) 
respectively. However  market  margin  was  found  to  be  
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Table 4. Marketing  Margin of soybeans wholesalers in Toro L.G.A. 

 

Marketing activities Marketing prices(N)/kg Frequency 

1.Farm gate prices 100 86.96 

Commission agent 2.0 0.17 

Transportation cost 3.0 0.26 

Empty bag 8.0 0.70 

Cost of bagging 2.0 0.17 

Tax 3.0 0.26 

Loading/offloading 2.0 0.17 

Total Variable Cost 102 88.70 

 

2. Selling price 

115  

Market Margin 12.5 10.87 

Market profit 15.0 13.04 

Value Added 12.50 13.04 
 

Source. Field Survey, 2012 
 
 

Table 5. Marketing efficiency of soybeans marketer Toro local government area. 

 

Marketing parameters   Rural assembler Retailer Wholesaler 

N/bag N/kg N/kg N/kg 

Selling price 95.00 115.00 107.00 

Cost of the commodity 85.00 100.00 90.00 

Cost of marketing 2.70 2.50 2.50 

Value Added 7.30 12.50 12.50 

Marketing Efficiency  270.37% 500% 529% 
 

Source: Field Survey, 2012 
 

 

Table  6. Prices for soybean marketing channel grown in Toro local government area. 

 

Marketing  Chain Participant Selling N/kg price/kg 

Farm Gate price 85 

Rural Assemblers 95 

Retailer 115 

Whole sellers 107 

Consumers 115 
 
 
 

N14.30/kg (13.36%). 
 
 
Marketing margin of soybean wholesaler 
 
The costs of marketing of soybean wholesalers are 
transportation cost, commission agent cost, of empty 
bag, tax, loading and off loading. Table 4 shows that 
producers share of the wholesale accounted for N100 
(86.96) with the profit margin of N15/kg in the study area. 
 
 

Marketing efficiency of soybean in Toro L.G.A 
 

Result on Table 5 revealed that value added for the three  

participant rural assemblers, retailers and wholesalers 
was found to be N7.80, N14.30, and N12.50/kg 
respectively. From the foregoing, it can be concluded that 
soybean wholesale marketing is highly efficient than rural 
assemblers and retailer in the study area. 
 
 

Prices for soybean marketing channel in the study 
area 
 

Based on the data concerning the buying and selling 
prices of soybean in the study area one can equally 
calculate the marketing margin by applying the gross 
marketing calculation formulas (TGMM) Total gross 
marketing margin. The results are  as   follows:   Table   6  
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Table 7. Constraints of soybeans marketers. 
 

Variable Frequency Ranking 

Transportation cost 54 2nd 

In sufficient Funds 21 4th 

Price fluctuation 18 5th 

Storage facilities 05 6th 

Credit facilities 46 3rd 

Cooperatives 67 1st 

Total 211 *  
 

Source: field survey,2011 
 *Multiple response recorded 

 
 
indicated wholesalers are highly efficient in the study 
area. This is as a result of enough capital bases that 
wholesalers had because they do not normally sells their 
products at a give away price as rural assemblers and 
retailers did, even though the prices are not equally 
distributed among the participants. 

This finding also agree with Gregory (1995) which 
stated that in reality the changes in the marketing margin 
according to the elasticity in the supply price and the 
demand for the product- do not affect producers and the 
consumers in the same way. As demand becomes more 
elastic and the supply more in elastic, the increase in the 
margin will weighted more heavily against the producers 
and their selling price will be affected more. But as 
demand becomes more in elastic and supply more elastic 
,increase in the total marketing margin will have a greater 
impact on consumers ,thus prices changes are not 
necessarily equally distributed between market 
participants. 
                                                                                                                                                             
Total gross marketing margin for complete distribution channel  =  
 
              Consumer price - Producers price 
                            Consumer’s price 
                                                               
                         115      –        85 
                                                            × 100   =  26.08% 
                                    115 
 

 
 
                            
                                                      Rural assembler – Producers price 
Rural assembler Gross Margin =                                                   
                                                                Price paid by consumer 
 
                                                                 95   -   85 
                                                                                   ×  100           = 8.69% 
                                                                    115 

 
 

 
                                        
                                          Wholesaler -  Rural assembler  
Whole seller Gross Margin =  
                                                  Consumer price 
 
                                               107  -   95 
                                                                    ×    100  = 10.43% 
                                                    115 
 

 

 

   

                                            Retailer   - Wholesaler 
Retailer   Gross Margin   =  
                                            Consumer’s price  
                                         

   115 -  107 
                       ×  100   =  6.96% 
       115 
 

 
       
Producer Participation = 100   -      26.08   =73.9% 
 
 
Constraints   of soybeans   marketing in Toro local 
government area 
 
Among the major constraints hindering soybeans 
marketers in the study area are shown on Table 7.Lack of 
cooperative rank first followed by high cost of 
transportation, lack of credit facilities, in sufficient funds, 
price fluctuation and lack of good storage facilities. The 
marketers pointed out that if these problems are tackled 
their profit margin will greatly increase. 
 
 
Conclusion and Recommendation 
 
The aforementioned point of the study concluded that 
soybean marketing in the study area is efficient and 
profitable even though whole sales traders are more 
efficient than retailers and rural assemblers. But they are 
faced with major problems of poor roads network, 
transportation cost, insufficient funds, access to loan 
amongst others. 
 
 
Recommendation 
 
i. The study suggest that there is need for creation of 
entrepreneurial development units, and cooperatives in 
the study area 
ii. Marketers should also develop new marketing 
strategies that will increase their profit margin. 
iii. As the majority of soybeans marketers pointed out that  
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in sufficient funds are their major problems, Government 
and other non governmental organizations should come 
to their rescue to provide them with soft loan so as to 
improve their capital base. 
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