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The research was conducted in view of the inherent problems of palm oil marketing and an information 
gap on the return on investment of palm oil marketing as a sustainer of livelihoods. The major 
objectives were to determine the profitability and determinants of efficiency as well as the return on 
investment of palm oil marketing. It was carried out in Arochukwu Local Government Area where 80 
marketers were sampled and data collected with the aid of questionnaires. Descriptive statistic tools, 
budgetary analysis approach as well as Ordinary Least Square (OLS) regression technique were used 
to analyze the data. It was observed that palm oil marketing in the study area was a profitable venture. 
Mean monthly profit of wholesalers was found to be 175,015.25 while that of retailers was found to be 
39,143.78. Mean marketing efficiency of wholesalers was 1.0345 while that of retailers was 1.0920. 
Return on investment was found to be low and for wholesalers averaged 3.492% while that of retailers 
averaged 9.22%. Four factors namely level of education, marketing experience, sales volume and 
marketing cost were found to influence the marketing efficiency of wholesalers while age, level of 
education, marketing experience, distance from the market, sales volume and marketing cost were 
found to influence the marketing efficiency of retailers. The major problems that affected the marketers 
were seasonality, perishability, high purchase price, high cost of transportation, exploitative taxes and 
charges and lack of access to credit. Based on the findings, it was recommended that the marketers be 
exposed to continuous education, that social/ marketing infrastructure be provided and that marketers 
should form cooperatives to muster more funds in order to expand their capacities.  
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INTRODUCTION 
 
Oil palm is generally believed to be of West African 
origin. The African oil palm (Elaeis guinensis) is a native 
to West and Southwest Africa, occurring between Angola 
and Gambia (Matthew, 2009). It is known to produce 
more oil per hectare than any other oil crop. In most West 
African countries, including Nigeria, the palm trees grow 
naturally in the rain forest zones where annual rainfall is 
between 125-660cm and annual temperature ranges 
from 20-34°C. Many plantations of oil palm produce are 
obtained from growing wild (Matthew, 2009). 
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Ideally, two kinds of oil are obtainable from oil palm; the 
red palm oil, extracted from the fibrous layers (Mesocarp) 
of the nuts; and the palm kernel oil, which is obtained 
from the kernel. The former which is of more significant 
value, is the focus of this work. Palm oil is an edible 
vegetable oil derived from the Mesocarp (reddish pulp) of 
the fruits of the oil palms, primarily from the African oil 
palm E. guinensis and to a lesser extent from the 
American oil Elaeis oleifera and the maripa palm oil 
Attalea maripa (Obasi et al., 2014) 

Palm oil is world’s second major vegetable oil, after 
soybean with world annual production of fresh fruit 
bunches approaching 100 million metric tons per year 
(Ada-Okunmgbowa et al., 2013).  Ibekwe  (2008)  agreed  



 
 
 
 
with this when he wrote that palm oil is currently the 
second largest traded edible oil and accounts for about 
one quarter of the worlds fats and oil supply. It is 
worthwhile to note, however, that palm oil is not only 
used domestically (as edible oil) but is applied to a wide 
variety of uses including the manufacture of candles, 
soaps, margarine and several others. This accounts for 
the high demand on the product and the consequent 
need to increase production. 

According to Ibitoye (2014), world production of palm 
oil had increased tremendously during the last 30 years 
as a result of rapid expansion of oil palm planting in 
Southeast Asian countries, spearheaded by Malaysia and 
Indonesia. He further stressed that it is thus, by far, the 
most widely produced tropical oil and constitutes thirty 
percent (30%) of the total edible oil production worldwide. 
Olagunju (2008) puts the worldwide palm oil production 
during the 2005-2006 growing season at 39.8 million 
metric tons. 

Production in Nigeria has retrogressed compared to 
what was obtainable in time past. Nigeria which was the 
world’s leading producer of palm oil in 1950s and early 
1960s is now the third world’s largest producer of palm 
oil, producing only 3.6% of the world’s total palm oil in 
2002 (FAO, 2003). The cause of this decrease is 
traceable to the civil war of 1967 to 1970 as well as the 
general neglect of Agriculture upon the discovery of 
petroleum. Efforts geared towards raising production 
again have not been as successful as anticipated. Ibitoye 
(2014) reported that in Nigeria, 80% of production comes 
from dispersed small holders who harvest semi-wild 
plants and use manual processing technique. The 
estimate for oil palm plantation in Nigeria ranges from 
169,000 to 360,000 hectares of plantations (Carrere, 
2010).  

In economics, production is never regarded as 
complete until the product gets to the final consumer, 
thus the importance of marketing. Olagunju (2008) 
reported that because of the increase in demand of palm 
oil, resulting from an increase in population and income 
growth relative to the low productivity of the oil palm 
sector, Nigeria has become a net importer of palm oil. 
This, undoubtedly, has negatively affected balance of 
trade and there is need to correct the anomaly. 

The nature of Agricultural produce demands efficient 
marketing to avoid wastage or spoilage. Palm oil is no 
exception to this requirement. The fact that they are 
produced majorly in the rural areas, where there are 
problems of low social infrastructure like good road 
network is a problem. Their bulky nature as well as high 
perishability tendency also constitutes a problem to their 
marketing. Also, according to Carrere (2010), low 
provisions of market information standard and quality 
control constitute constraint to palm oil marketing. 

There are indeed several factors that impede the 
efficient marketing of palm oil and they will need to be 
addressed because the potentials of the sector  are  too  
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enormous to be neglected. 
 
 
Objectives of the study 
 
The broad objective of this study was to analyze the 
profitability and efficiency of palm oil marketing in 
Arochukwu Local Government Area of Abia State. 

The specific objectives were to: 
 
i. Examine the socio-economic characteristics of palm oil 
marketers in Arochukwu Local Government Area. 
ii. Determine the cost, return, profit and marketing 
efficiency of palm oil marketers. 
iii. Estimate the rate of return on investment of palm oil 
marketing. 
iv. Determine the factors that influence marketing 
efficiency. 
v. Investigate the major constraints facing the palm oil 
marketers in Arochukwu local government area. 
 
 
Hypothesis of the Study 
 
Marketing efficiency of a palm oil marketer is positively 
influenced by educational status, marketing experience, 
volume of sale, sex, marital status and is negatively 
influenced by age of the marketer, distance of house from 
the market and marketing cost. 
 
 
METHODOLOGY 
 
This research work was conducted in Arochukwu Local 
Government Area (LGA) of Abia State. It is in the eastern 
part of the state, bordered on the north by Ohafia L.G.A, 
on the west by Bende L.G.A. and on the east and south 
by some parts of Cross River and Akwa Ibom State. 

The natural vegetation of the area is the tropical 
rainforest. Heavy rainfall of about 2,400 millimeters per 
year is experienced in the area between the months of 
April through October. Due to the adequate seasonal 
rainfall, Arochukwu has much arable land that produces 
yams, maize, etc. the major cash crop produced in the 
area is palm oil and it is produced in large quantity 
throughout the local government area. Arochukwu L.G.A. 
is composed of four clans namely; Abam, Arochukwu, 
Ihechiowa and Ututu. It has an estimated population of 
97,000 persons and is divided into 12 autonomous 
communities. About 80% of the population is involved in 
different stages of farming, the bulk of them being small-
holders crops farmers. There are also marketers, 
processors of Agricultural products (mainly cassava, rice 
and palm oil) as well as civil servants and artisans living 
in the area. 

Multistage sampling technique was used for the study. 
In the first stage, four clans out of the  five  in  the  study  
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area were purposively selected. The second stage 
involved the purposive selection of one market from each 
of the four clans, due to level of economic activities and 
size. The selected markets were Ozu market of the Abam 
clan; Ahiankwo of the Arochukwu clan; Ahiaorie of the 
Ihechiowa clan and Ahiafor of Ututu clan. Finally, in each 
of the markets, 20 marketers (10 wholesales and 10 
retailers) of palm oil were randomly selected, making a 
total of 40 wholesalers and 40 retailers. This gave a total 
of 80 respondents as the representative of the palm oil 
marketing population in Arochukwu L.G.A. 

For the various objectives earlier stated, different 
analytical tools were used for this study. Objectives one 
(1) and five (5) were analyzed using descriptive statistical 
tools such as percentages, frequency tables and means. 
Objective two (2) which is on costs, return, profit and 
marketing efficiency was analyzed with the budgetary 
analysis approach thus: 
 

TC  TFC  TVC 

 

Where TC  Total cost, TFC  Total fixed cost, TVC  

Total variable cost 
 

TR  P Q 

 

Where TR  Total return, P  Price per unit, Q  

Quantity sold 
 

  TR  TC 

 

Where  = Profit, TR  Total return, TC  Total cost, 

ME    

ME  Marketing Efficiency, TR  Total return, TC  

Total cost 
 
Objective three (3) which is the return on investment as 
specified by Anorue (2014) was adopted and is stated as 
follows; 
 

ROI     

 
Objective four (4) was analyzed using the ordinary least 
squares (OLS) regression technique. The implicit forms 
of the models are given as: 
 

Y  f (X1, X2, X3, X4, X5, X6, X7, X8, U) 

 
Where 
 

Y1  Marketing efficiency ( ) 

 
 
 
 

X1  Age in years 

X2  Educational status in years 

X3  Marketing experience in years 

X4  Distance of the market (Km)  

X5  Volume of sale (litres)  

X6  Marketing cost ( ) 

X7  Sex (1  male, 0  female) 

X8  Marital status (1  married, 0  otherwise) 

U  Error term 

 
 
RESULTS AND DISCUSSION  
 
Costs and return analysis 
 
Costs and return analysis of the marketers are presented 
in Tables 1 and 2. From the information in Tables 1 and 
2, the cost structure of marketing palm oil in Arochukwu 
LGA can be seen. Among both wholesalers and retailers, 
total variable cost constituted an enormous percentage of 
total cost. Among wholesalers, it constituted 99.165% 
while among retailers, it constituted 99.67% of total cost. 
This is so because fixed factors such as rent, power and 
wages were not very costly in the area. Also it is evident 
that the major cost of marketing palm oil is the cost of 
purchasing the product from the farmers. The cost of 
transportation also contributed a lot to total cost 
especially among wholesalers. This result shows that the 
marketers are making good of the available fixed assets. 
It can also been seen that palm oil marketing in 
Arochukwu Local Government Area was profitable. This 
was shown by the positive net return or profit (Obasi et 
al., 2014). On the average, a wholesaler derived a 
monthly profit of  N175015.25 while a retailer generated a 
monthly profit of  N39143.775. This profit margin in the 
Nigerian economic situation is save enough for small 
scale business. The marketing efficiency of 1.035 and 
1.092 among wholesalers and retailer also imply that the 
marketers were fairly efficient in terms of total cost and 
return. 

The return on investment analysis reveals that 
wholesalers had an average return on investment of 
3.492% while that of retailers was at 9.22%. This implies 
that for every 1Naira spent by a wholesaler, he/she 
derived a profit of 3.49kobo and for every 1Naira spent by 
a retailer; he/she derived a profit of 9.22kobo. The result 
however varies greatly from the findings of Oluwadare et 
al. (2009) of a return of investment of 35%. It also 
suggests that though one can make a decent profit from 
palm oil marketing, it does not really mean that an 
investment in the business will yield a great return on 
investment in the area. The reason for this is not far 
fetch; being a marketing venture, the business people sell 
the product at a price not much  higher  than  the  price  it  
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Table 1. Cost and return structure of marketers. 
 

Mean cost Wholesalers Retailers 

Rent on shop 

Power/electricity 

wages 

Marketing charges 

Depreciation 

Total fixed cost(TFC) 

Purchase price 

Purchase cost 

Transport cost 

Loading and offloading 

Total variable cost(TVC) 

Total cost(TC) 

Selling price 

Return from sales 

Profit 

Efficiency 

Return on investment                    

1662.5 

537.5 

32625 

892.5 

5467.25 

41184.75 

3973 

4907700 

55800 

7300 

4970800 

5011984.75 

4200 

5187000 

175015.250 

1.035 

3.492% 

50 

0 

250 

400 

696.225 

1396.225 

4106.12 

419440 

3420 

390 

423250 

424646.225 

4540 

463790 

39143.775 

1.092 

9.22% 
 

Source: Field survey, 2014 

 
 

Table 2. Percentages of costs. 
 

Cost 
Wholesalers 

Amount 

 

Percentage 

Retailers 

Amount 

 

Percentage 

TFC 

TVC 

Total Cost 

41184.75 

1396.225 

5011984.75 

0.833 

99.165 

100 

1396.225 

423250 

424646.225 

0.329 

99.67 

100 
 

Source: Field survey, 2014 

 
 
 
was purchased. Also most of the marketers in Arochukwu 
L.G.A. do not store their products during surplus supply 
to resell during period of scarcity. They therefore resell 
with a little margin and this result in low return on 
investment. 
 
 
Determinants of efficiency of the marketers 
 
The determinants of efficiency of the marketers are 
presented in Tables 3 and 4. From the regression 
analysis in Table 3, the double log function was chosen 
as the lead equation based on apriori expectation, the F-
ratio, and the highest number of significant variables. F-
ratio was significant showing that the model specification 
was correct. From the lead equation, the significant 
variables were level of education, marketing experience, 
volume of sale and marketing cost.  

R
-2

 was 0.927 meaning that 92.7% of total variation in 
the dependent variable was accounted for by the 
independent variables. It also means that only about 
7.3% was due to error or omitted variables not captured 

in the model. X2 (Level of education) was positive and 
statistically significant at 1%. This implies that the more 
educated the marketer, the more efficient they tend to be. 
This is in line with the postulation of Ibitoye (2014). X3 

(Marketing experience) was positively significant. This 
implies a direct relationship between marketing 
experience and the efficiency of a marketer. It means that 
the more experience a marketer gets the better his 
efficiency. This agrees with the findings of Ali et al. (2008) 
and Ibitoye (2012). X

5
(Volume of sales) was positively 

significant. The implication is that the more the marketer 
sales his product the greater his efficiency. This is in 
accordance with apriori expectation as the marketer is 
economically more empowered to employ practices and 
strategies to enhance his efficiency. X

6
 (Marketing cost) 

was negatively significant at 1%. This means that the 
greater the cost a marketer incurs, the lesser his/her 
efficiency. The result agrees with apriori expectation as 
the marketer will be battling to offset the effect of the 
costs and may impair efficiency levels.  

From the regression analysis Table 4, the double log 
function  was  chosen  as  the  lead  equation  based  on  
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Table 3.  Regression result of the determinants of wholesale efficiency. 

 

Variables Linear Semi log Double log Exponential 

Constant 

 

Age 

 

Educational level 

 

Marketing 
experience 

Distance of the 
market 

 

Volume of sales 

 

Marketing cost 

 

Sex 

 

Marital status 

R
2 

Adjusted R
2
 

F-value 

1.055 

(22.707)*** 

-.010 

(-.261) 

.049 

(1.985)* 

.092 

(2.179)** 

-.022 

(-1.595) 

3.114 

(59.651)*** 

-3.306 

(-72.265)*** 

.000 

(.001) 

-.019 

(.886) 

.665 

.663 

4.081*** 

11.065 

(103.807)*** 

-.016 

-1.727 

-.002 

(-.432) 

.020 

(2.130)** 

-.006 

(-1.454) 

.994 

(141.336)*** 

-1.500 

(-246.487)*** 

.006 

(.162) 

-.015 

(.756) 

.817 

.813 

2.321*** 

5.124 

(2.234)*** 

-2.097 

(1.543) 

5.628 

(2.653)*** 

4.939 

(3.431)*** 

-2.816 

(2.034) 

1.003 

(1.002)*** 

-1.502 

 (-1.201)*** 

.004 

(.160) 

-.023 

(-1.50) 

.927 

.923 

4.245*** 

.044 

(2.577)** 

-.011 

(-.414) 

.044 

(2.569)** 

.083 

(2.783)*** 

-.013 

(-1.290) 

3.137 

(85.365)*** 

-3.310 

(-103.091)*** 

.002 

(.156) 

-.021 

(-1.455) 

.747 

.742 

3.022*** 
 

Source: Field survey, 2014.  
NOTE***= significant at 1%, **= significant at 5%, *= significant at 10%   

 
 

Table 4. Regression result of the determinants of retail efficiency. 
 

Variables Linear Semi log Double log exponential 

Constant 

 

Age 

 

Educational level 

 

Marketing 
experience 

Distance of the 
market 

 

Volume of sales 

 

Marketing cost 

Sex 

 

Marital status 

 

R
2 

Adjusted R
2
 

F-value 

1.100 

(27.846)*** 

-.581 

(-1.844)* 

.773 

(3.485)*** 

1.102 

(4.064)*** 

-.033 

(-.327) 

20.134 

(6.212)*** 

-20.077 

(-6.130)*** 

-.016 

(-.108) 

-.110 

(-.866) 

.736 

.668 

4.021*** 

.314 

(2.603)** 

.935 

(1.834) 

-.347 

(.4377)*** 

.103 

(4.051)*** 

-.582 

(-1.834)* 

.776 

(3.477)*** 

1.106 

(4.051)*** 

-0.19 

(-1.18) 

-.130 

(-.956) 

.665 

.555 

3.893*** 

-.634 

(-.327)** 

-.935 

(-.6134)* 

1.106 

(4.051)*** 

.777 

(3.477)*** 

-.582 

(-1.834)* 

.344 

(6.053)*** 

-.114 

(-.115)*** 

-013 

(-102) 

-.115 

(-.894) 

.997 

.993 

5.001*** 

.096 

(2.603)** 

-.582 

(-1.834)* 

776 

(3.477)*** 

1.106 

(4.051)*** 

-.033 

(-.327) 

20.004 

(6.134)*** 

-19.946 

(-6.053)*** 

-.017 

(-.115) 

-.111 

(-.864) 

.733 

.663 

4.201*** 
 

Source: Field survey, 2014. 
NOTE ***= significant at 1%, **= significant at 5%, *= significant at 10%   
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Table 5. Percentage Distribution of Marketers according to the Problems they encounter in Palm Oil Marketing. 
 

 

Problems 

Wholesalers 

frequency 
Percentage 

Retailers 

frequency 
Percentage 

Seasonality of product 

Perishability of product 

High purchase price 

High cost of transportation 

Exploitative taxes an charges 

Lack of access to credit 

20 

6 

31 

35 

21 

14 

50 

15 

77.5 

87.5 

52.5 

35 

16 

5 

39 

15 

23 

5 

40 

12.5 

97.5 

37.5 

57.5 

12.5 
 

Source: Field survey, 2014 (Multiple responses recorded) 

 
 
apriori expectation, the F-ratio, and the highest number of 
significant variables. F-ratio was significant showing that 
the model specification was correct. From the lead 
equation, the significant variables were level of 
education, marketing experience, volume of sale and 
marketing cost. 

R
-2

 was 0.993 meaning that 99.3% of total variation in 
the dependent variable was accounted for by the 
independent variables. It also means that only about 
0.7% was due to error or omitted variables not captured 
in the model. X

1
(Age) was negatively significant at 10%. 

This implies that the older a marketer gets, the lower his 
efficiency. This agrees with apriori expectation and can 
be attributed to various factors. As postulated by 
Onyebinama (2004), the age of a business manager is 
likely to influence his attitudes, motivation, behavioral 
patterns and capacity to adopt new innovation and his 
sensitivity to risk. Older marketers seem to be less 
receptive of innovative ideas and this affects their 
efficiency negatively. Also, old marketers are not always 
able to do a lot by themselves and may need to employ 
helps and this increases overhead cost which in turn, 
affects efficiency negatively. X2 (Level of education) was 
positive and statistically significant at 1%. This implies 
that the more educated the marketer, the more efficient 
he tends to be. This is in line with the position of Ibitoye 
(2014). X3 (Marketing experience) was positively 
significant. This implies a direct relationship between 
marketing experience and the efficiency of a marketer. It 
means that the more experience a marketer gets the 
better his efficiency. This agrees with the findings of Ali et 
al. (2008) and Ibitoye (2014). X

4
(Distance from market) 

was found to be negatively related to marketing efficiency 
among retailers. The reasons for this may be that the 
marketers that live far away from the market do not go to 
the market early enough or they probably spend 
additional money transporting their products from their 
homes since most retailers in the area do not have lock 
up shops. X

5
(Volume of sales) was positively significant. 

The implication is that the more the marketer sales his 
product the greater his efficiency. This is in accordance 
with apriori expectation. X

6
 (Marketing cost) was 

negatively significant at 1%. This means that the greater 
the cost a marketer incurs,  the  lesser  his/her  efficiency.  

The result agrees with apriori expectation. 
 
  
Problems of marketing 
 
The problems of the marketers are presented in Table 5. 
Table 5 shows that among wholesalers, high cost of 
transportation was the most critical problem faced by 
these marketers. This is in line with the findings of Obasi 
and Njokuoma (2008) and Obasi et al. (2014) that 
transportation is the most critical factor affecting 
marketers and their performance in many developing 
economies. This is basically attributable to bad road 
network which characterizes the area. Transportation 
problem is followed by high purchase price, exploitative 
taxes, and lack of credit and perishability of product in 
that order as the major challenges of wholesale palm oil 
marketers. In the case of retailers, it can be seen that the 
most critical problem they encountered was high 
purchase price, followed by exploitative charges before 
transportation problem. This may be due to the fact that 
the retailers buy in small quantity and may not need to do 
a lot of heavy transportation.  
 
 
Conclusion and recommendations 
 
From the findings of the study, one can safely conclude 
that marketing of palm oil is a lucrative business in 
Arochukwu Local Government Area. This is so because 
the monthly profit level of marketers was quite sizeable 
considering the National Minimum wage in Nigeria and 
the general economic situation. However, the study has 
equally suggested that despite the fairly high profit level, 
the business does not generate high return on 
investment. This can be attributed to the fact that it is a 
capital intensive venture. Also there are some factors that 
influenced efficiencies of both wholesalers and retailers in 
the business as noted in the results. Based on the 
findings of the study, the following recommendations 
were made. The marketers should be exposed to 
continuous education (formal or informal) to boost their 
chances of improving efficiency. Facilities such as good 
road network should be put in place so as  to  reduce  the  
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cost of marketing and consequently improve efficiency. 
The marketers should form cooperatives so as to be able 
to obtain loan at minimal cost to finance their businesses. 
Extreme taxation and high revenue collection from 
marketers as well as other over-bearing market-related 
policies should be reconsidered. 
 
 
REFERENCES 

 
Ada-Okungbowa, C.I., Ogborodi, O., Omofunwa, E.I. 

(2013). Profitability of palm oil marketing in Ethiope 
East L.G.A. of Delta state, Nigeria. J. Applied Sci. 
Agricu. 8(4): 342-345. 

Ali, E.A., Gaya, H.I.M., Jampada, T.N. (2008). Economic 
analysis of fresh fish marketing in Maiduguri Gamboru 
market and Kachallari Alau Dam Landing Site of 
Northeastern Nigeria. J. Agric. Soc. Sci. 4: 23–26. 

Anorue, P. C. (2014). Analysis of costs and return in snail 
marketing in Cross Rivers State, Nigeria. Unpublished 
M.Sc. thesis, Agricultural Economics Department of 
Michael Okpara University of Agriculture, Umudike. 

Carrere, R. (2010). Oil palm in Africa: past, present and 
future scenarios. World Rainforest Movement. Bulletin 
14.  

FAO (2003). The state of food and Agriculture, FAO, 
Rome.  

Ibekwe, U.C. (2008). Role of Women in Oil Palm Fruit 
Processing and Marketing in Imo State. Federal 
University of Technology, Owerri, Nigeria. Medwell J. 
4(2): 101-109. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
Ibitoye, S.J. (2014). Economic Analysis Of Palm Oil 

Marketing In Dekina Local Government Area Of Kogi 
State, Nigeria. Asian J. Soc. Sci., Arts Hum. 2(1) 1-19. 

Mathew O. (2009). Edible Oil Today Section of 
Manufacturer Association of Nigeria; Nigeria Palm Oil 
Today and Future Outlook. Paper presented at 
Nigerian Institute for Oil Palm Research Workshop, 
January 2009.  

Obasi, I.O., Njokuoma, C.E. (2008). Performance of rice 
market in Ebonyi State of Nigeria. Medwell Journals, 
Vol. 3, 2008. 

Obasi, I.O., Igwe, K.C., Ogbonna, C.E. (2014). 
Economics of Palm Oil Marketing in Bende Local 
Government Area of Abia State, Nigeria. Adv. J. Agric. 
Res., 2(007): 104-108.  

Olagunju, F.I. (2008). Economics of Palm Oil processing 
in Southwest Nigeria. Int. J. Agric. Econ. Rural Dev. 
1(2): 69 77. 

Oluwadare, D.A., Imoudu, P.B., Ogundari, K. (2009). 
Structure and Performance of Palm Oil Marketing in 
Ondo State, Nigeria J. Agric. Social Sci. 5(1): 23-26. 

Onyebinama, U.A.U. (2004) “farm business management 
for production small holder firms in Nigeria”. Alghebet 
publishers, Owerri, Imo state, Nigeria. 


