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ABSTRACT 

The study examined the marketing of some 

cassava based products in Udi Local 

Government Area of Enugu State, Nigeria. 

Forty respondents were sampled using 

multistage sampling techniques. A well 

structured questionnaire was used for 

collection of data. The analytical tools 

used were descriptive statistics, gross 

margin analysis, net margin and 

marketing margin. The socio-economic 

characteristics showed that female 

respondents dominated (92.5%), majority 

of respondents were married (42.5%), the 

household size was between 6 and 10 

persons and the age bracket of the 

majority of respondents was 40 to 49 

years. Gari was ranked as the most 

important staple cassava based product in 

the study area. Colour was the common 

criterion among the selected cassava 

based products for patronage by 

customers. Fufu had the highest gross 

(𝑁59,788.75) and net margins (𝑁 

14,188.75). The major constraints 

marketers of cassava based products faced 

were high cost of transportation, 

inadequate capital, high cost of labour, 

perishability of the product, inadequate 

storage facilities and unstandardised and 

unattractive products for exports. It is 

recommended that government should 

provide good road networks especially in 

the rural areas and the extension agents 

should assist in organizing the farmers 

into cooperative groups to facilitate 

procurement of loan. 

Keywords: Cassava, Marketers, Marketing, 

Products, Staples. 

 

INTRODUCTION 

Cassava (Manihot esculenta Crantz) 

belongs to the family of Euphorbiaceae. It 

is the seventh most important crop of the 

world and constitutes a staple food for 

about 800 million people [1]. Cassava 

(Manihot esculenta Crantz) was 

introduced into central Africa from South 

America in the sixteen century by the 

early Portuguese explores. It was probably 

the emancipated slaves who introduced 

the crop into southern Nigeria, as they 

returned to the country from South 

America via the Islands of Sao Tome and 

Fernando Po [2] Cassava is a perennial, 

vegetative propagated shrub, grown 

throughout the lowland tropics. It 

contributes significantly to the nutrition 

and livelihood of many farmers [3]. .In 

Africa, cassava is the second most 

important food staple, after maize, in 

terms of calories consumed [4]. According 

to FAO, (1995) over four-fifths of the 

cultivable land area in Nigeria is suitable 

for growing cassava and this is because of 

some inherent characteristics namely: 

Compared to grains, cassava is more 

tolerant to low soil fertility and more 

resistant to drought, pests and diseases 

and has higher yield per unit area of land 

as well as per unit of labour.. 

Furthermore, its roots are storable in the 

ground for months after they mature. It is 

available all year round, making it 

preferable to other more seasonal crops 

such as grains, peas, beans for food 

security and it is rich in carbohydrate 

especially starch and consequently has a 

multiplicity of end use [5] 
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Cassava is a global crop grown almost in 

all continents.  World production of 

cassava root was estimated to be around 

250 million tonnes (Mt) a year. After 15 

years of uninterrupted growth and an 

increase of 13% between 2006 and 2009, 

it fell to 249 Mt in 2010 following a poor 

harvest in Thailand. Africa contributes 

more than half of the global supply, Asia 

contributes to around a third of world 

production and Latin America and the 

Caribbean contributes 20% of the world 

supply [6]. Nigeria is the world’s largest 

producer of cassava, with annual 

production of over 37 million tonnes, 

followed by Indonesia and Thailand with 

annual production of 23.9 million tonnes 

and 22 million tonnes [7]. Comparing the 

output of various crops in Nigeria, 

cassava production ranks first followed 

by yam production at 29.1 million tonnes 

in 2010, maize at 7.3 million tonnes, 

vegetables at 5.9 million tonnes and 

sorghum at 4.7 million tonnes [8]. 

Cassava provides a reliable and 

inexpensive source of carbohydrates for 

people in sub-saharan Africa, where 

consumption is highest per capita in the 

world [9]. Eighty-eight percent of cassava 

produced in Africa is consumed by 

humans, fifty percent of which is 

processed. The steady growth of the 

urban population coupled with some 

policies of the Nigerian government has 

spurred up the demand for cassava 

products. Cassava products are sources of 

food for both the poor and rich alike. 

Cassava generates the greatness income 

for the largest number of farm 

households in Nigeria [10]. The essence of 

marketing cassava-based products is to 

receive value for labour. At every stage in 

the cassava processing chain, labour and 

materials are used up to add value to the 

product. The longer the chain, the larger 

the number of people involved in the 

process. It has been observed that the 

producers’ share of profit is relatively low 

compare to the wholesalers and retailers 

and there is no quality assurance [11]. 

This could be due to inefficient marketing 

system for cassava and there is to 

examine the marketing of cassava 

products. 

One of the major challenges for cassava 

producers and processors is access to 

markets and creating interest in new 

market opportunities [12]. In addition, 

some challenges to cassava enterprises in 

west Africa were identified as high 

production cost of cassava-based 

products,  little or no product quality 

control, poor and inadequate 

infrastructure facilities, farmers’ inability 

to secure loans, inconsistent policy and 

lack good market information [13] High 

transaction costs due to low production at 

many small-scale farms, easy spoilage 

and bulky nature of raw cassava which 

leads to high transportation cost have 

been identified as some constraints to 

cassava marketing in Nigeria [14].  

Several studies carried out on cassava in 

Nigeria emphasized household 

consumption, successes and challenges of 

cassava enterprises, profit efficiency, 

gender roles of cassava processing, 

market structure, conduct and 

performance of gari processing industry 

and recent development in cassava-based 

products [15], [16], [17]; [18], [19], [20]. 

Few available studies on marketing of 

marketing of cassava in Nigeria include 

the works done by [21] [22]. To contribute 

to the growing body of literature and to 

guide the direction of new policy makers, 

this paper describes the socio economic 

characteristics of cassava products 

marketers, examines the gross, net and 

marketing margins, the marketing 

constraints and the criteria for different 

cassava based products patronage in Udi 

Local Government Area of Enugu State, 

Nigeria. 

MATERIALS AND METHODS 

Study Area and Sampling Procedure 

The study area was Udi Local Government 

Area (LGA) of Enugu State, Nigeria. The 

LGA has twenty-six autonomous 

communities which comprised of Affa, 

Eke, Abor, Ogbu, Akpakwume, Awhum, 

Abia, Amokwe, Agbudu, Amokwe Affa, 

Nze, Umuoka, Umulumgbe, Egede, 

Okpatu, Ukana, Ebe, Ngwo, Nsude, 

Obioma, Udi, Nachi, Obinagu, Umuabi, 
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Umuavalu and Umuaga. It lies within 

latitudes 6
0 

12
1

 and 10
0

 42
1 

North and 

longitudes 7
0

 10
1

 and 7
0

28
1

 East .The LGA 

is bounded in the North by Igbo-Etiti LGA, 

North west by Uzo-uwani LGA, in the East 

by Enugu North LGA, in the South-East by 

Awgu LGA, in the  South-west by Oji-River 

LGA and in the West by Ezeagu LGA. The 

LGA has an area of about 973.805 square 

kilometers with the population of 234,002 

persons [20]. The topography of the area 

varies greatly within and between 

communities. There are few hills and flat 

lands and the mean annual rainfalls is 

approximately 1700mm and mean annual 

temperature is about 22
0

C and average 

humidity of 70%. The food crops mainly 

grown include cassava, maize, 

groundnuts, cowpea, yam and tree crops 

such as cashew, oil palm, pears, mango 

and orange are found in the area [21] 

Multi-stage was employed for selection of 

the respondents for this study. The first 

stage was random selection of 10 

communities in the LGA. Second stage 

was purposive selection of 5 four periodic 

markets (4 market day interval) at 

geographically distinct locations which 

were dominate in cassava products 

marketing. In the third stage, the 

marketers were stratified into primary 

wholesalers (processors), secondary 

wholesalers and retailers. The last stage 

was random selection of 10 processors, 

10 wholesalers and 20 retailers from each 

stratum.  

Data Collection and Data Analysis 

Data were obtained using primary sources 

using structured questionnaire and 

physical observation. The Data focused 

on: socioeconomic characteristics of the 

marketers, channels of marketing, 

marketing margins and gross margin and 

constraints in the marketing process. The 

data were used to identify the cassava 

product with highest return, the major 

constraints in marketing of cassava 

products (gari, fufu and Abacha), and 

criteria for grading cassava products. The 

data were analysed using gross margins, 

marketing margin and descriptive 

statistics such as mean and frequency 

distribution. 

RESULTS AND DISCUSSION 

Socio-Economic Characteristics of Cassava Products Marketers (Gari, Fufu and Abacha and 

Cassava flour) (N = 40: 10 processors, 10 wholesalers and 20 retailers) 

Table 1: Summary of Socio-Economic Characteristics of Respondents (N=40) 

Variables Processors 

frequency(%) 

Wholesalers 

frequency (%) 

Retailers 

frequency (%) 

Total frequency 

(%) 

Age range 

20-29 1(10) 2(20) 4(20) 7(17.5) 

30-39 2(20) 1(10) 2(10) 5(12.5) 

40-49 6(60) 5(50) 8(40) 19(47.5) 

50 and above 1(10) 2(20) 6(30) 9(22.5) 

Gender 

Female 8(80) 9(90) 20(100) 37(92.5) 

Male 2(20) 1(10) 0(0) 3(7.5) 

Marital status 

Married 5(50) 4(40) 8(40) 17(42.5) 

Single 2(20) 3(30) 5(25) 10(25) 

Widowed 3(30) 2(20) 4(20) 9(22.5) 

Divorced 0(0) 1(10) 3(15) 4(10) 

Household size 

1-5 2(20) 3(30) 8(40) 13(32.5) 

6-10 5(50) 5(50) 9(45) 19(47.5) 

11 and above 3(30) 2(20) 3(15) 8(20.0) 

Education (years) 
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No formal 2(20) 2(20) 1(5) 5(12.5) 

Primary 5(50) 4(40) 6(30) 15(37.5) 

Secondary 3(30) 3(30) 10(50) 16(40) 

Tertiary 0(0) 1(10) 3(15) 4(10) 

Source: Field survey, 2014. 

The socio-economic characteristics of 

respondents considered are sex, age, 

marital status, household size and 

educational qualification. The table 1 

shows that female respondents (92.5%) 

dominated cassava products marketers 

and majority of the respondents were 

married (42.5%). The household size was 

within the range of 6 to 10 (47.5%), 

majority of the respondents attained only 

secondary education and they are within 

the age bracket of 40-49 years. The large 

household size may be for the households 

to have enough labourers for the work 

involved in cassava processing and 

marketing. The age bracket (40 to 49 

years) showed that majority of the 

respondents were in their active segment 

of the population and were not aged. This 

is in line with the work done by [9]. This 

work showed that majority (92%) of Gari 

marketers in Southwestern Nigeria were in 

their active age and not aged.    

 

Table 2 Distribution of Respondents Based on the Cassava Products Marketed 

Cassava    

    

Frequency (percentage) Rank 

Gari 37 (92.5) 1
st

 

Abacha   

    

32 (80) 2
nd

 

 

Fufu    

     

20 (50) 3
rd

 

Cassava flour  15(37.5) 4
th

 

Multiple responses recorded  

Source: field survey 2014 

Table 2 showed that Gari was the highest 

ranked cassava product (92.5%) in the 

study area. This was followed by Abacha 

(80%) and then fufu (50%). Cassava flour 

(Alibo) was the least ranked cassava  

 

products in the area. This is line with the 

work done by [22], that in South East of 

Nigeria; gari was ranked first followed by 

fufu in their order of importance. This 

ranking is based on the ecological zones 

of the country. 

Table 3 Distributions of Respondents According to the Criteria for Patronization of 

Gari, Abacha and fufu 

Criteria Gari Fufu Abacha 

Colour 15(37.5) 15(37.5) 20(50) 

Texture 10(25) - - 

Cassava tuber species 7(17.5) 5(12.5) 10(25) 

Weight 14(35.5) - 12(30) 

Neatness 8(20) 3(7.5) 8(20) 

Dryness 17(42.5) 8(20) - 

Aroma 11(27.5) 12(30) - 

Size of nodules - - 18(45) 

Multiple responses recorded 

Source: Field Survey, 2014. 
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From Table 3, it can be seen that the 

major criteria for customers to patronize 

gari were dryness (42.5%), colour (37.5%) 

and weight (35.5%). In fufu marketing, the 

major criteria were colour (37.5%), aroma 

(30%) and then dryness (20%). Criteria to 

be considered for patronize by customers 

include colour (50%), size of nodules 

(45%) and weight (30%). Considering the 

three cassava based products, the 

criterion common among them is colour. 

This may be that bright colour enhances 

the palatability and increases the income 

of the marketer. According to [10] one of 

the reasons for processing cassava to 

different products is to add value to the 

product in order to enhance its 

palatability and increase the income of 

farm households. 

Table 4 Distribution of Respondents According To Their Gross Margin and Net Margins 

and Marketing Margins 

 Garri (𝑵) Fufu (𝑵) Abacha (𝑵) Cassava flour 

(𝑵) 

Gross margin 49,125.25  59,788.75 41,294.25 35,596.52 

Net margin 8,124.75 14,188.75 10, 294.25 8,446.52 

Marketing 

margin 

10, 238.2 10, 605.6  78, 567 70, 044.20 

 

Source: Field Survey, 2014. 

Fufu had the highest gross margin 𝑁 59, 

788.75, followed by garri (49,125.25) and 

then Abacha (𝑁 41,294.25).  The net 

margins showed that fufu had the highest 

(𝑁 14,188.75), followed by Abacha (𝑁 

10,294.25) and then cassava flour (𝑁 

8,446.52). Gari had the least net margin (𝑁 

8,124.75). Abacha had the highest 

marketing margin (𝑁 78,567), followed by 

cassava flour (𝑁 70,044.20) and fufu (𝑁 

10, 605.6). Gari also had the least 

marketing margin. It could be noticed that 

gari had the least net margins and 

marketing margin. This may be due to the 

costs involved in the processing and 

marketing garri. 

Table 5 Distribution of the Major Marketing Constraints According To the Different 

Cassava Products 

Constraints           Garri Fufu Abacha Cassava 

Flour 

High cost of labour 20(50)  10(25) 8(20)  7(17.5) 

Scarcity of cassava tubers 8(20) 7(17.5) 10(25) 10(25) 

Seasonal nature of the products 2(5) 5(12.5) 13(32.5) 6(15) 

High cost of transportation 13(32.5) 15(37.5) 7(17.5)  8(20) 

Perishability of the products 7(17.5)  16(40) 15(17.5) 5(12.5) 

Inadequate storage facilities 5(12.5) 14(35) 9(22.5)  2(5) 

Inadequate capital 15(37.5) 18(45)  6(15)  12(30) 

Unstandardized and 

unattractive 

10(25)  11(27.5) 11(27.5) 9(22.5) 

Lack of experience     6(15) 4(10) 7(17.5)  3(7.5) 

 

Lack of marketing information  4(10) (12.5) 5(12.5)  4(10) 

 

Multiple response recodrded 

Source: Field Survey, 2014. 

 

Table 5 showed that high cost of labour 

(50%), inadequate capital (37.5%) and high 

cost of transportation (32.5%) were the 

major constraints in marketing of Gari. In 

fufu marketing, the major constraints 

were inadequate capital (45%), 

perishability of the product (40%) and 

high transportation cost (37.5%). The 
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major constraints in marketing of Abacha 

were seasonal nature of the products 

(32.5%), unstandardised and unattractive 

(27.5%) and then inadequate storage 

facilities (22.5%).  In cassava flour 

marketing, inadequate capital (30%), 

scarcity of cassava tubers (25%) and high 

cost of transportation (20%) were the 

major constraints faced by marketers. 

Among these cassava products, the 

common constraints are inadequate 

capital and high cost of transportation. 

This may be due to the weight of the 

products after processing.  

CONCLUSION 

Cassava is an important crop of the world 

and constitutes a staple food for millions 

of people especially in developing 

countries. Cassava is mainly processed 

into different forms such as Gari, Fufu, 

Abacha, and Cassava flour in the South 

Eastern Nigeria. Cassava is processed into 

these forms in order to improve the shelf 

life. Among these cassava based products, 

Gari is the one ranked first according to 

the order of importance by customers. 

Criteria such as colour, weight, dryness, 

size of the nodules/grains, aroma are 

required by the customers for patronage. 

Among all the selected cassava based 

products, fufu had the highest gross 

margin (𝑁 59,788.75) and net margins (𝑁 

14,188.75).  Abacha had the highest 

marketing margin of 𝑁 78,567. The major 

constraints marketers of cassava based 

products faced in Udi Local Government 

Area were high cost of transportation, 

inadequate capital, high cost of labour, 

perishability of the product, inadequate 

storage facilities and unstandardised and 

unattractive products for exports. It is 

recommended that government should 

provide good road networks especially in 

the rural areas and the extension agents 

should assist in organizing the farmers 

into cooperative groups to facilitate 

procurement of credit. 
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