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ABSTRACT 

There is an urgent need for the revitalization of the Nigerian Agricultural 

sector especially now the economic situation of the economy is nothing to 

write home about. The Agricultural sector of Nigeria was neglected for years 

owing to the discovery of crude oil in the 70s. Crude oil exportation gradually 

replaced Agricultural products exportation until Nigeria became a mono-

product exporting nation. The current fall in oil prices have led to the recent 

clamor for the diversification of the economy through agricultural export 

performance. Serveral policies have been implemented by the government 

both in state and federal levels in order to boost the agricultural sector but no 

significant change has been achieved. This indicates that the sector is faced 

with challenges which must be identified and nipped in the bud for the sector 

to flourish. Marketing of Agricultural products has been identified by various 

researchers globally and in Nigeria as the major problems of the Agricultural 

sector. Various scholars have discovered that if the right marketing practices 

is not put in place in the Agricultural sector of an economy, the sector would 

not flourish. Therefore the thrust of this conceptual study was to identify the 

problems associated with the marketing of Agricultural products with a view 

to proffering recommendations of the best marketing practices to adopt in 

order to boost the Agricultural sector of the economy for economic growth 

and sustainable development. 
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INTRODUCTION: 

Agriculture happens to be the basic source of employment 

for Nigeria(over 60%) and account for more than 30% of the 

total gross domestic product (GDP) and labour force 

(Asogwa&Okwoche, 2012) and about 20% of Africa’s GDP 

(Economic Commission for Africa, 2007). According to 

Nchuchuwe&Adejuwon (2012), Agriculture is the engine of 

Africa’s economy. Agriculture provides food security by 

mainly increasing the quantity of food and also by providing 

the means to procure food.  

Marketing of agricultural produce plays a crucial role in 

attaining the overall objective of food security, farmers’ 

financial empowerment and sustainable agriculture (Altshul, 

1998). 

Ukpong & Malgwi (1991) discovered that in 1970s especially 

after the middle-east oil embargo in 1973, the oil sector has 

continually to dominate the economy. This has obviously 

induced a frantic decline in the contribution of the 

agricultural sector to the nation's Gross Domestic Product 

(GDP), the contribution of the agricultural sector to the 

economy's Gross Domestic Product (GDP) reduced to 8.3% 

(1971 – 1975),Jto 3% (1981 – 1985), and an insignificant 

increase of 4.6% (1986-1989) till date. The Agricultural 

sector of the economy as a business have been so dynamic, 

the farmers, the middlemen, and the government of the 

nation have been adopting one marketing strategy or the 

other to ensure that agriculture plays its rightful role in the 

economy. Moreover, the problems still linger, the need to 

promote agricultural production via the adoption of  

 

appropriate marketing principles and practices is inevitable 

to every economy especially in developing nations like 

Nigeria whose performance in the sector has dramatically 

decreased over the decades. The proceeds of this could lead 

to increase in earnings from exportation, import reduction 

and contribute to the Gross Domestic Product (GDP), 

employment creation and domestic food provision to the 

populace. Agricultural marketing cannot however be 

planned and executed devoid of the changes ocurring in the 

business world. The growth of the agricultural sector is 

essential and indispensable in order to meet the challenges 

(Bawa, Peter & Ndakwesu, 2017).Considerable advances 

have undoubtedly been made during the last decades in our 

understanding of the relationship between Agricultural 

Marketing on one hand and economic growth and 

sustainable development on the other. 

The campaigns for revamping the agricultural sector of the 

nation and the various policies and support systems that 

have been put in place to revive and boost the sector have 

not actually yielded the expected results. Arguably, the 

inability to market agricultural produce constitutes vital 

challenge to agricultural sector.  

According to the Marketing Committee of the United Nations 

Conference on Food and Agriculture (Quebec 1995) 

"Marketing is the crux of the whole food and agriculture 

problem. It would be useless to increase the output of food 

and equally futile to setup optimum standards of nutrition 

unless means could be found to move food from producer to 
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the consumer at a price which is remunerative to the 

producer and is within the consumers' ability to pay. To put 

it aptly, once the appropriate marketing strategies and 

practices are adopted the challenges faced by stakeholders in 

the Agricultural sector of the American economy (developed 

economy) will be nipped in the bud, which is also the case of 

developing economies like Nigeria.  

Marketing of Agricultural products has its own uniqueness. 

The marketing of industrial and consumer products on the 

other hand are quit easier, since their end result can be 

coordinated with requirements and perceived wants, to suit 

the tastes in size, colour, and so on. The major difference is 

that of the shelf life which the Industrial and consumer 

products enjoy, relative long lifespan, the agricultural 

products are characterized by varying degrees of perish 

ability. However, in the case of manufactured products, all 

the agricultural products is not taken to the market for sale. 

The produce marketed depends on the marketable surplus, 

urgent requirement for cash, price realizable, and storage 

capacity; perish ability, transport facilities, size of the firm 

etc. The market surplus is the total production, which 

depends on the location of production, inputs, price, and 

demand, access to market and so on, the market surplus on 

the other hand is the volume of produce that the farmers sell 

in the market after meeting their home requirements, 

payment to local artisans etc. 

The unique nature of agricultural products leads to the need 

for intermediaries who render services of assembling, 

sorting, grading, packaging, transportation, promotion and 

selling. Since most farmers are not skilled and do not have 

the time to involve themselves in the various activities 

involved in the selling of their produce, the need for agencies 

such as Agricultural Firms becomes paramount.  

Therefore, the focus of this study is to explore the influence 

of Marketing of Agricultural products on the growth of the 

economy and sustainable development.  

Literature Review  

Agricultural marketing is coined out of two words; 

Agriculture and Marketing. Agriculture have been defined by 

various scholars, such as Rimando (2004) who stated that 

Agriculture is the systematic raising of useful plants and 

livestock under the management of man. Rubenstein (2003) 

defined Agriculture as the deliberate effort to modify a 

portion of Earth’s surface through the cultivation of crops 

and raising of livestock for sustenance or economic gain. 

Bareja (2014) also defined Agriculture as the art and science 

of growing plants and other crops and the raising of animals 

for food, other human needs or economic gain. Agriculture is 

the cultivation of plants and husbandry of animals, that is, 

the management of living things and ecosystems to produce 

goods and services for the people Nchuchuwe & Adejuwon 

(2012). Agriculture includes farming; ranching; aquaculture; 

apiculture; horticulture; viticulture; animal husbandry, 

including, but not limited to, the care and raising of livestock, 

equine, and fur-bearing animals; poultry husbandry and the 

production of poultry and poultry products; dairy 

production; the production of field crops, tobacco, fruits, 

vegetables, nursery stock, ornamental shrubs, ornamental 

trees, flowers, sod, or mushrooms; timber; pasturage; any 

combination of the foregoing; the processing, drying, 

storage, and marketing of agricultural products when those 

activities are conducted in conjunction with, but are 

secondary to, such husbandry or production. 

On the other hand, Agbonifoh, et al (2007) defined Marketing 

as consisting of individual and organizational activities 

designed to facilitate and expedite exchanges so as to 

achieve the goals of the producer/seller by sensing and 

satisfying consumers’ needs. American Marketing 

Association (AMA) Board of directors (2013) defined 

Marketing as the activity, set of institutions and processes 

for creating, communicating, delivering and exchanging 

offerings that have value for customers, clients, partners and 

society at large. Marketing is the process of finding, 

satisfying and retaining customers while the business meets 

its goals. Wells, Burnett & Moriarty (2002). Fry & Polonsky 

(2004) sees Marketing as an organizational function and a 

set of processes for creating, communicating and delivering 

value to customers and for managing customer relationships 

in ways that benefits the organization and its stakeholders. 

Stanton (2001) also sees Marketing as a total system of 

business activities designed to plan, price, promote and 

distribute want satisfying products to target markets to 

achieve organizations objectives. Kotler (2011) defined 

Marketing as the science and art of exploring, creating and 

delivering value to satisfy the needs of a target market at a 

profit. 

Some researchers have made attempts to define these two 

words as one. The term agricultural marketing according to 

Nebo & Ejionueme (2017) is simply the application of 

marketing concept in dealing with agricultural products. 

Agricultural marketing is the anticipation, identification and 

satisfaction of the needs of consumers in agricultural 

markets. It begins before production by determining what 

products consumers would need and continues after 

production by ensuring that what is produced are packaged, 

processed, stored, transported, standardized, graded, priced, 

promoted and made available to the consumers through 

various marketing channel members such as farmers, agents, 

wholesalers and retailers (Ejionueme & Nebo, 2014). They 

further stated that it involves agricultural pre-production, 

production and post-production activities aimed at satisfying 

human needs and that it brings producer and consumers 

together for the exchange of agricultural products for money 

or some other valuables. In the view of Vadivelu & Kiran, 

(2013), agricultural marketing includes the activities such as 

planning-production, growing and harvesting, grading, 

packing, storage, processing, promoting and selling-involved 

in transferring agricultural products from the farm to the 

consumer. Specifically, agricultural marketing helps to 

determine what agricultural products to produce, how to 

produce it and for whom to produce it and how to transfer 

what has been produced to the final consumers. 

The National Commission on Agriculture has defined 

agricultural marketing as a “process that starts with a 

decision to produce saleable farm products that also includes 

pre and post harvest operations, assembling, grading, 

storage, transportation and distribution”. On this, 

agricultural market can be classified as primary, secondary 

and terminal or export market. There are various channels in 

these markets such as government channel, cooperative 

channel and private channel (Krishnamacharyulu & 

Ramakrishna, 2011).  

Badar (2011) stated that agricultural marketing system 

generally comprises of five main stakeholders or market 

actors i.e. producers, traders, trade supporters, trade 

planners/decision makers and consumers. Each of these 

stakeholders has its own specific marketing goals as 
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described below. The producers or farmers are main 

stakeholders in an agricultural marketing system. They 

produce wide variety of food items for self-consumption as 

well as for supply in the market. Agricultural producers are 

interested in maximisation of their net farm income and 

aversion of risks involved in production and marketing of 

their produce. Moreover, they want developed and 

guaranteed markets, improved market position, increased 

and stabilised prices for outputs besides stable supply and 

prices of inputs. Traders are the people who mostly operate 

in the markets and relate producers with consumers. 

Commission men, brokers, wholesalers and retailers all 

belong to this group. Traders desire to have high volume and 

profit, time and cost efficient purchasing, no trade 

restrictions and minimum market risk. Trade supporters do 

not directly participate in trading activities of the market. 

They support and facilitate performance of trading activities 

and are interested in enhancing efficiency in exchange of 

goods. Smooth functioning of market systems and general 

support to market exchange function such as infrastructure 

and communication are the main goals of trade supporter. 

Trade planners and decision makers are responsible for 

making decisions relating to agricultural marketing. 

Planners and decision makers have social and political goals 

generally related to securing ample food supplies and 

expanding domestic agriculture markets. Other major 

objectives of this group include price stabilisation and 

promotion of export sector. The last group in the marketing 

chain comprises of consumers but their influence is 

considered a derived function which is executed through 

traders and trade institutions. Major objectives of consumers 

include acquisitions of good quality products, low prices of 

products and better services. 

Problems of Agricultural Marketing in Nigeria 

The countinous decline of agriculture in Nigeria has led to 

severe scarcity of food in the country. This predicament has 

led to the drastic rise in the prices of food items and other 

agricultural products. 

Various problems that were not well handled by the Nigerian 

government led to the decline in agricultural performance of 

the economy, examples are overpopulation, lack of irrigation 

facilities, difficulty in obtaining land for farming, lack of 

funding for agriculture, inadequate security, poor transport 

facilities, lack of storage and processing facilities, 

concentration on crude oil exportation and many other 

reasons are responsible for the poor practice of agriculture 

in Nigeria. 

Consequently, the discovery of crude oil in Nigeria further 

led to the decline in agricultural performance. A decline 

which leds to scarcity of food items and also the 

disorganization of the agricultural marketing system of the 

economy. An organized marketing system will not only 

ensure good returns to the farmer but also stabilize the 

market prices, protect the interest of both the producers and 

final users (Adegbija, 2020) 

Unfortunately in Nigeria, it's a pity that agricultural 

marketing is not well practiced and this has made farmers 

and producers face lots of challenges. Adegbija (2020) stated 

some of the challenges facing agricultural marketing in 

Nigeria as follows: 

1. Lack of Transport Facilities 

This is one of the major problems facing the smooth 

marketing of agricultural products as the rural areas where 

most of the farmers stay lack good roads. This decreases the 

quantity of farm products distributed and decreases 

efficiency. The function of transportation in the supply chain 

and distribution of Agricultural products cannot be 

overemphasized. 

It also leads to late delivery of farm products in the market, 

scarcity as well as increase in the prices of farm products as 

the cost of transport is very high and as a result, the farmers 

inflates the prices so as to make ends meet.  

2. Poor Quality of Product 

This is caused by lack of improved seeds and fertilizers 

which therefore reduces the quality of production and thus 

leads to low market prices and preference for imported 

products. 

3. Long Chain of Middlemen 

Before Agricultural products gets to the final consumers they 

usually go through a long chain of middlemen which include: 

wholesalers, agents, retailers and others.  

The agricultural products go through all these people before 

they get to the final consumers. Unfortunately, as it passes 

through each middleman, the price increases and only the 

consumers bears the brunt. 

4. Lack of Credit Facilities 

In Nigeria, it is very difficult for local farmers to access credit 

facilities made available by the government and on occasions 

where such funds are accessible, it is not enough to meet the 

farmers' needs.  

At the end, the farmers resort to borrowing money from 

private money lenders unfavorable conditions which thus 

affects the prices of agricultural products as the farmers also 

try to earn profits while trying to repay loans from the 

proceeds. 

5. Inconsiderate Revenue Collection 

The government subject farmers to harsh revenue collection. 

This trend is practiced in most states of the country. The 

farmers are expected to pay huge amounts of money in every 

state they pass through with their products. This affects the 

Agricultural sector greatly.  

6. Lack Of Storage Facilities 

Most agricultural products are perishable. Their production 

is also seasonal but they are demanded throughout the year. 

This implies that agricultural products require to be stored 

properly so that they can be made available to consumers at 

all times.  

The farmers in Nigeria lack storage facilities. Lack of the 

required storage facilities pushes the farmers to sell their 

products as early as possible, so as to avoid spoilage, even if 

it means selling at a very cheap.  

7. Unstable Measurement System 

In various parts of the country, the way in which agricultural 

products are measured when being sold differs and this 

affects agricultural marketing in Nigeria. 

8. Lack of Market Information 

Most farmers in Nigeria are illiterates and know nothing 

about the market conditions. Thus most farmers are not able 

to determine the real prices of their products and are usually 

not aware of new trends in agriculture as they are not 

exposed to the modern methods of obtaining information. 
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Marketing elements that affect the Agricultural Sector Some 

marketing elements that have been empirically identified to 

influence the performance of the agricultural sector include: 

1. Production  

2. Distribution  

3. Pricing 

Various studies, both in developed and developing countries, 

have revealed that problems of agricultural marketing could 

have a significant impact on the performance of agricultural 

sector. The factors that are regularly reported in the 

literature as problems of marketing agricultural produce can 

simply be categorized into three: production, distribution 

and pricing –related problems (Ejionueme & Nebo, 2014, 

Uturu, 2002; Ugwuanyi & Ugwuanyi, 1999; Okuneye, 2012; 

Dayo et al, 2009, Kohl & Uhl, 2002).  

Production –related problems: Refers to the problems 

related to the production of agricultural produce. Which are 

Land tenure system, soil infertility, fire, flood, harsh weather, 

pests and lack of agricultural inputs such as capital, fertilizer, 

improved seedlings and advanced technology.  

Distribution-related problems: These are constraints related 

to transfer of products‟ titles among channel members or 

marketing such as transport systems, storage and market 

facilities that help the movement of agricultural products 

from farm to the final consumers. 

Price-related problems: These are problems related to 

pricing of agricultural produce such as high production cost, 

distribution and farmers‟ inability to control prices due to 

perish ability, and the seasonal nature of agricultural 

products. 

 

Recommendations  

It is obvious that marketing principles and practices plays a 

major vital and indispensable role in the life of every 

business organisation especially in agricultural sector. The 

study proffers the following recommendation to enhance 

effective and efficient marketing practice by agricultural 

sector of Nigeria for economic growth and sustainable 

development:- 

1. Farmers and agents have suggested in previous studies 

that price stabilization of Agricultural products is one of 

the major remedies for satisfying consumers of 

agricultural produce. They feel this can take a form of 

inter-seasonal stabilization which is advised by paying 

less than market prices in season of relatively high 

prices, also, surplus is gained which is used to make up 

the price in the season of low market prices. 

2. It's also recommended that community market outlets 

are established, which will play a major role in the socio-

economic development of the agricultural produce. 

Some of these organisations have been set up by 

farmers, excluding their control over the commodities 

they sell beyond the boundaries of their farms. 

3. For consumers needs to be effectively met, a huge effort 

should be made by the government and private sector to 

develop the rural areas in order to ease production and 

distribution of agricultural products.  

4. So as to reduce the problems of waste and dubious 

tendencies, government should improve on the 

standardization and grading in the various markets. 

 

5. There should be improvement in agricultural trade fair 

activities where farmers and producers of agricultural 

produce meet to showcase their products for 

transactions purposes.  

6. The government should provide farmers with fertilizers, 

improved seedlings, adequate storage facilities and 

modern equipment, to enhance the production of 

agricultural products.  

7. The government should also provide the basic amenities 

to both the rural and urban areas. Amenities like, access 

roads, power and good water supply. This will go a long 

way in boosting the agricultural sector performance.  

8. Government should also organize a training program, 

which will aid in educating the farmers on the best 

marketing practices to adopt. The resource persons 

should be trained and specialized in Agricultural 

marketing.  

9. Government should also ensure that the incentives 

made available for the local farmers gets to them devoid 

of bureaucratic bottlenecks.  

References 

[1] Alrshul, H. (1998). Output to purpose review of 

DFID’s crop post-harvest program International 

symposium, 53-61 

[2] Armstrong, G. and Kotler, P (2005), Marketing: An 

Introduction (7th edition), Upper Saddle River New 

Jersey: Pearson Prentice Hall.  

[3] Asogwa, B.C. &Okwoche, V.A. (2012).Marketing of 

agricultural produce among rural farm households in 

nigeria: the case of sorghum marketing in benue state. 

International Journal of Business and Social Science, 

3(13), 269-277. 

[4] Badar, H. (2011). Marketing of agriculture products in 

Pakistan: theory and practice. University of 

Agriculture, Faisalabad (Pakistan). Retrieved from 

https://www.researchgate.net/publication/2290597

37 

[5] Bajrang, L. (2017). Agricultural marketing as a 

catalyst for rural marketing in india: a descriptive 

study. BajrangLal, International Journal of Research in 

Management, Economics and Commerce, 7(8), 55-60 

[6] Barnabas, G. (2017). Effect of transportation on the 

marketing of agricultural products in Jos north. 

Journal of Research in Business and Management, 

5(2), 99-106. 

[7] Bhalla G. (2000).Evaluation of infrastructural 

interventions for rural poverty alleviation. Bangkok; 

UNESCAP. 

[8] Brown, C. P (2005), Primary Commodity Control, 

London: Oxford University Canada, P. (n.d) Financial 

Empowerment: Improving financial outcomes for low 

income household. Retrieved from 

http://www.prospercanada.org/ProsperCanada/doc

uments/en/Financial-Empowerment-Brochure.pdf 

[9] Chokera, F., Ngwenya, T., &Njovo, M. (2014).The role 

of agricultural marketing on empowering rural 

farmers in masvingo province, zimbabwe. European 

Journal of Business and Management, 6(3), 153-163. 



International Journal of Trend in Scientific Research and Development (IJTSRD) @ www.ijtsrd.com eISSN: 2456-6470 

@ IJTSRD     |     Unique Paper ID – IJTSRD38503      |     Volume – 5 | Issue – 2     |     January-February 2021 Page 654 

[10] Dyer, C. (2007). A suffolkfarmer in the fifteenth 

century. Agricultural History Review. 55 (1): 1–22.  

[11] Economic Commission for Africa (2007).Africa 

Review Report on Agriculture and Rural 

Development, Fifth Meeting of the Africa Committee 

on Sustainable Development, Addis Ababa. 

[12] Ejionueme, N. G. & Nebo, G. N (2014), Understanding 

Agricultural Marketing, Enugu: Immaculate 

Publications Ltd  

[13] Filani M. O. (1993). Transport and rural development 

in Nigeria. Journal of transport geography, 248-254. 

[14] Gordon-Ashworth, F (1984), International 

Commodity Control, New York: St. Martins Press.  

[15] Kamara, A. B. (2004), The impact of market access on 

input use and agricultural productivity: evidence from 

Machakos District, Kenya. Agrekon43 (2). 

[16] Kohl, R. L. &Uhl, J. N. (2002), Marketing of Agricultural 

Products, 9th edition, New Jersey: Macmillan 

Publishing Company.  

[17] Karani, K. D., &Wanjohi, J. (2017). Factors influencing 

marketing of agricultural produce among small-scale 

farmers: A case of sorhgum in Giaki location, Meru 

county Kenya. International Journal of Economics, 

Commerce and Management, 5(8), 664-678. 

[18] LaLonde, B. (1977). Distribution Logistics Grows in 

Importance for Marketers, But Faculty Acceptance 

Lags. Marketing News. 

[19] Maponya, P., Venter, S. L., Modise, D., Heever, E. V., 

Kekana, V., Ngqandu A., Ntanjana, N., & Pefile, A. 

(2015). Determinants of agricultural market 

participation in the sarahbaartman district, eastern 

cape of south Africa. J Hum Ecol, 50(1), 1-9. 

[20] McDaniel, S. W &Hise, R. T. (1984).Shaping the 

Marketing Curriculum: The CEO perspective. Journal 

of Marketing Education, summer, 27-32.  

[21] Minten, B. (1999), Infrastructure, Market Access and 

Agricultural Prices: Evidence from Madagascar: 

Market and Structural Studies Division, International 

Food Policy Research Institute, Washington, D.C. 

20006 U.S.A.  

[22] Nchuchuwe, F. F. &Adejuwon, K. D. (2012).The 

challenges of agriculture and rural development in 

africa: the case of Nigeria. International Journal of 

Academic Research in Progressive Education and 

Development, 1(3), 45-61. 

[23] Nebo, G. N. &Ejionueme N. (2017).Adopting 

agricultural marketing approach for improving 

agricultural sector performance in Nigeria. Journal of 

Business and Management, 19(4), 4-17. 

[24] Ogusanya A. A. (1981). Road development of rural 

areas of Kwalestate: A constraint to human 

mobilization proceedings from. NASA National 

Workshop on Mobilization of Human. Retrieved from 

www.ajpl.info/index.php/ejesm/68350 

[25] Okuneye, P. A. (2012). Rising Cost of Food Prices and 

Food Insecurity in Nigeria and Its Implication for 

Poverty Reduction, CBN Economic and Financial 

Review, 39(4) 

[26] Onyeke, J. K. & Nebo, G. N (2012).Principles of Modern 

Marketing, 2nd edition, Enugu: Precious and Queen 

Nigeria Ltd.  

[27] Pride, W. M & Ferrell, O. C (1995). Marketing, Basic 

Concepts and Decisions, 4th ed., U.S.A: Houghton 

Mifflin Company.  

[28] Prusty, S., Biswal, P., &Hathy P. R. (2013). Regulated 

agricultural marketing system for economic 

development of Jajpur District in Orissa (India)- an 

empirical analysis. Global Journal of Management and 

Business Research Marketing, 13(9), 13-33 

[29] RaisuddineA. &Hossain M. (1990). Development 

impact of rural infrastructure in Bangladesh research 

report. Bangladesh; International Food Policy 

Research Institute. 

[30] TorbjornA., & Bharat P. B.(2012). Contribution of 

rural roads to access and participate in markets; 

Theory and result’s from Northern Ethiopia. Journal 

of transportation technologies 2,167-174. 

[31] Ugwuanyi, W. N &Ugwuanyi, G. O (1999). Agricultural 

Financial Management and Food Marketing, Nsukka: 

Johnkens and Willy Publication Ltd.  

[32] Uturu, C. O (2002), Agricultural Marketing, Nkpor-

Onitsha: Baset Printing and Publishing Ltd.  

[33] World Bank (1994). Adjustment in Africa: Reforms, 

Results and the Road Ahead. A World Bank Policy 

Research Report, Oxford University Press. 

[34] World Bank. (1996). Morocco- social economic 

influence of rural roads. Fourth Highway project 

operation sevaluation department. Washington DC. 

World Bank. 

 


