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ABSTRACT

The study examined channel and market structudgiedl fish in Maiduguri Metropolis of Borno Stafdigeria.
Data were obtained using structured questionndinece (3) major dried fish markets were purposelgcted
out of the seven (7) markets in the study areefleat areas where dried fish sellers are predamiynfound. A
total of 100 respondents from the three (3) marketie randomly selected for the study. Descripstagistics,
Ginni coefficient, least square simple regressind bhudgetary techniques were used as analyticdd.tdbe
result reveals that marketing channel is divided inholesalers and retailers of fresh and proceskddried
fish). The finding also indicates that the valué&mni coefficient were (0.5478) and (0.5252) fanolesalers
and retailers, respectively. And the dried fish keathad non competitive behaviour with monopolistiture.
The finding also reveals that (82%) of the marketengaged in marketing Grade C dried fish produidte.
result of economies of scale reveals that the miefit of wholesalers was (-0.005) while that dhiers was (-
0.741) and are all negative but, statistically Bigant at 1% and 5%, respectively. It was recomdaehthat
local dried fish marketers should be organized atoperative groups and government should provitbe a@ate
infrastructural facilities such as good road netknand market facilities.

Keywords. Marketing channel, Market Structure, Dried filorno State, Nigeria.

INTRODUCTION

Marketing channel is simply the path of a commoditgm its raw form to the finished product or the
path of a product as it moves from the producethédinal consumers (Olukosi. al., 2005). In other word, it
is the sequence of intermediaries or middle, aedntlarketers through which goods passes from prosidoe
consumers (Olukosit. al., 2005). Marketing channels are important in evithgamarketing system because
they indicate how the various market participamés @ganized to accomplish the movement of a priofiam
the producer to the final consumers. Thoresl. (2000) indicated that modern society goods areketed
through a very complex distribution structure iniethexist a variety of different forms of specialiibn. The
channel of distribution is a combination of ingiidms through which a smaller markets his prodad¢he user or
ultimate consumer channel is not only instrumemdhcilitating the physical flow of goods, buti# also the
structure through which much marketing effort isicheled to buyers.
Market structure is the physical appearance ofriheket in term of the degree of product differetitia, market
integration, concentration (number and size of benand sellers). Okereke and Anthonio, (1988) rteplor
concentration as an important variables in markeictire analysis. In the study of market structitrés also
ideal to investigate buyers’ condition, howeveristis not applicable here because the consumersatre
industrial users of the commaodity in which caseQdigosony —oligopoly may result (Yuset. al., 2003)
Fish marketing enterprise is an important agricaltidomain. Roheim and Sutinem, (2006) declared tha
seafood is one of the most extensively traded codities in the world and export of fish produce from
developing countries, comprise 20% of agricultungl #0d processing exports and is likely to incesas
demand for fish produce continues to increase aNdit. al, (2005) revealed that in 2004, the fishery suliesec
contributed to the food and nutritional security260 million Africans and provided for the 10 nolti engaged
in fish production, processing and trade.

Nigeria is blessed with a vast expanse of inlaedhf waters and marine brackish ecosystem, wheh ar
very rich in aquatic life. Tall (2004), however, sdpved that Nigeria’'s fish production volume of @nillion
tones cannot meet the annual demand of 1.3 milbaes. Average annual fish consumption in the ayumis
therefore stagnated at 9.2kg per capita, whichuitecpelow the world average of 13kg per capitajtaation
that resulted in a huge supply and consumption §#&h and fish products contributed 6% to thesgro
domestic product (GDP) of the country in 2006 (Kmirand Adeyemo, 2012). About 90% of fish produced i
Nigeria is sold in the local market as a cheap a@wf protein to the growing population and fishriade up
40% of dietary protein consumption in the countaiga and Adeyemo, 2012). Nigerian fish market
characterized by indigenous mechanism dependimgeason, ability of buyer to bargain asfdcourse
the concept of demand and supply. Fisherigsldpment depends on improved production and psitgs
technology and also on effective marketing systéhe Inter Academy Council (IAC) (2004) has alsoamgd
that future projections indicate a wider supply-dech gap. Over 90% of domestic fish supply in Nigedmes
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from artisan capture. The process of transferdmggproduce from the landing point to the end-udatsyduces
the concept of marketing.

In rural and fishing communities in Nigeria, fish known to play a significant role in the diet,
providing up to 75% of the total animal proteinake (Department for International Development-Faod
Agriculture Organization, 2002). In many developinguntries, the dependency on fish remains high as
substitutes in the form of other animal foods agccessible to the poor (Kent, 1987).

Marketing havoc faced by fish marketers was a ticenfirmation of Farringtorgt. al., (2002) assertion that
farmers need extension education on a diverse rahgeral development options, including: infornuation
markets, rural enterprises and other income gedngrapportunities. Okonko (2001) also opined thiah f
handling is a very delicate business and needsrales@ategies to reduce post-harvest losses. iEhia
disconcerting confirmation of Tall (2004) postutetj to the effect that there is a low disseminatafn
appropriate fisheries related technologies in Nggeresulting to insufficient knowledge of fish fHing,
preservation, processing and distribution methods.

The sustainable fisheries livelihood program bitiied this trend to the limited contribution oftfésies
research to fishery policy formulation in Niger@HLP/DFI/FAO, 2002). This is because the main aciothe
fisheries policy development process are governradntinistrators rather than key fisheries rese@xgiland
and Bene, 2004). The situation above has resuitedat of negative consequences for the fishebysactor of
the economy, most especially with respect to ldckppropriate coordinated policies for fish tradaduet. al.,
(2000) asserted that the Nigerian government hasproific policy on fish trade, except for levytakes. The
negative fallouts from forgoing reported situatioslude the threat of weak fisheries governandés ebpture
of wealth and benefits emanating from fish trade dailure of the dominant poor, who are the direct
stakeholders in the fishery industry to capitalirethe potentials for development action providgdhe over
US 50 million dollars per annum wealth inherenttlie fish marketing industry (Neiland and Bene, 2004
Neilandet. al., 2005).

Nigerian fish marketers are, therefore, faced withproblems of how to process and preserve figh i
condition that gives customers satisfaction. Aftering, they are further faced with the problemsnaidequate
handling and transportation, moulding and smasliifhgankwo and Ogalue, 2000). There appears to be no
existing study carried out on channel and marketcsire of dried fish in the study area to the kleulge of the
researcher. It is against this background that shisly was conceptualized to examine channel andkanha
structure of dried fish in Maiduguri Metropolis Bbrno State, Nigeria towards bridging the gap iiediffish
marketing research in the study area.

The study attempts to provide answers to theviolig questions:

i) What are the various marketing channels for drigd ifi the study area?
i) What is the structure of dried fish market in termf degree of buyers and sellers
concentration, product differentiation and easerdfarrier to entry/exist?
Objectives of the Study

The main objective of the study was to examine nobhmnd market structure of dried fish in Maiduguri

Metropolis of Borno State, Nigeria. Specific objees are to:

i) identify the various marketing channels for driest fin the study area;

i) describe structure of the market in terms of degfdeuyer and sellers concentration, product
differentiation and ease of/or barrier to entrygéxi

THEORETICAL FRAMEWORK

A market is generally believed to be a point ormaeefor buying and selling, a place where demarntdsapply
forces interact. These interactions determine theket price and quantity of the product. A paiset of goods
would fall under the same market and interact arebtigemselves based on how close they are in tefrie
satisfaction derived from them by the consumershiosv substitutable they are. Asodteal. (1997) described a
market based on microeconomic theory as being eléfover a set of commodities; and that these coritiesd
interact and compete with each other in the saméahbased on consumer preferences.

Marketing channel is simply the path of a commodiom its raw form to the finished product or thatip of a
product as it moves from the producers to the foossumers. In other word, it is the sequencetefinediaries
or middlemen, and the marketers through which ggedses from producers to the consumers (Olwoai.,
2005). Marketing channels are important in evahgatnarketing system because they indicate how dhieus
market participants are organized to accomplishmiswement of a product from the producer to thalfin
consumers. Thomaat. al. (2000) indicated that modern society goods areketed through a very complex
distribution structure in which exist a varietydifferent forms of specialization. The channel wdtidbution is a
combination of institutions through which a sellmarkets his product to the user or ultimate consume
Marketing channel is not only instrumental in faating the physical flow of goods, but it is ald® structure
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through which much marketing effort is channelethugers.Marketing channels are important characteristics in
the process of getting produce from source to amess. Olukosi and Isitor (1990) categorized maniget
channels into centralized and decentralized chanr@éntralized channels deals with agents who sasve
middleman between producers an d consumersle wiecentralized is a kind of channel where both
consumers and agents can buy, directly from phoducers (Madugu and Edward, 2011). Fishilligton
channel is common to most developing countries wéthes of middlemen between producers and consumer
(Moses, 1992). According to Eyo (2001) procesfistl is sold as smoked or dried without efeis as fish
fingers, cakes and other ready to serve fish faodstimulate wider interest in marketing, distribat and
consumption. Fish supply and marketing suffierm various setbacks ranging from shortadgesapply,
price fluctuations due to drying up of source, pddstribution and length of chain, spoilage in siaretc.
(Tomek and Robinson, 1981). Furthermore, due tatimbersome nature of fish distribution channed, ldcal
fish seller is faced with the problem of profit nraization. According to Adeosun and Adebukola (201
marketing channels can be identified using tlespondents and the route through which fishs
transferred from producers or wholesalers ¢asamers.

Market structure consists of the characteristicsthaf organization of a market which seems to imftee
strategically the nature of competition and pricimighin the market (Harris, 1993). The set up of tharket
consist of the degree of concentration of buyetssallers’ integration, product differentiation athe degree of
competition between buyers and sellers. Similaligereke and Anthonio, (1988) indicated market $tmecas
the physical appearance of the market in term ef dbgree of product differentiation, market int¢igra
concentration (number and size of buyers and sgliéxccording to Okereke and Anthonio, (1988) marke
concentration is an important variable in marketittire analysis. In the study of market structitrés also
ideal to investigate buyers’ condition. Howevelisinot applicable where the consumers are notsinidili users
of the commodity in which case, an Oligosony —ghigly may result (Yusuét. al. 2003).

According to Dillon and Hardaker (1993) market stame can be examined by using the Lorenz curve or
Gini coefficient. They noted that Lorenz curve damobtained by plotting cumulative proportion ofess from
the smallest number to the largest against cunvelgiroportion of their sales earnings. If the disttion is
totally equitable, the curve will fall on the 45degree line. The greater the inequality level, greater farther
away from 45 — degree line. While Gini coefficigatthe rate of the area between the curve and She 4
degree line to the area under the 45 — degree(ldleon and Hardaker, 1993). It is also a measafe
inequality. Gini coefficient value greater thar8®. indicates inequitable distribution (Dillon akthrdaker,
1993). In other words, higher Gini coefficient wal means higher level of concentration and conselye
high inefficiency in the market structure. Adeleiad Afolabi (2012) indicated Gini —coefficient valwf
0.5292 for fresh fish market in Ondo State, Nigewhaich shows high level of concentration and consatly
high inefficiency in the Ondo State fish marketusture. Similarly, Dillion and Hardaker (1993) iheir
finding indicated that value of Gini coefficientegiter than 0.35 is high, indicating inequitablerdistion of
sales income/sales among marketers. Gral. (2004) showed that the degree of concentrationarketers is
indicated by the value of Gini coefficient. The Ginefficient value ranges from zero to one. A petfequality
in concentration (low) of sellers is expected ihiGioefficient tends towards zero, while perfeadgnality in
concentration (high) of sellers is expected if Giaefficient tends towards one. That is, if Gineffient = 1
market is imperfect, and if Gini coefficient = O rket is perfect and competitive. Barriers to enimjo
marketing is measured in terms of cost of initi@pital investment into a business, meaning onlgehbat can
afford such a huge amount of money as initial edite financially buoyant to enter the businessn@st. al.,
2004; Alamuet al. (2004). According to Gonat. al. (2004) product differentiation indicates goodstloé
various sellers in the markets whether heterogen@oithomogenous in terms of appearance and nange. Th
product differences may exist in terms of flavotaste and preparation methods. Afolabi (2004) ndked
majority of the sellers of agricultural productsedsboth open display and persuasive methods to thaw
attention of consumers. Imoudu and Afolabi (200@)ned that market structure for agricultural praguin
Nigeria is not perfectly competitive due to coliesitendencies of sellers by forming associationgéoticular
product.

METHODOLOGY
Study Area
The study area is Maiduguri Metropolis, the capithBorno State of Nigeria. It lies within latitusld 014N
and longitude 1B0'E, and 1#45'E. It occupies a total landmass of 50,778sq km {@ftiyp of Land and Survey
Maiduguri, 2008). It shares boundaries with Kondugaal Government Area to the North and Northwe=st a
Jere Local Government Area to the South.

The climate of the study area is characterizedryyand hot season, with mean annual temperature of
25°C. The hottest months are March and April with maxin temperature of 35-%7, while the coldest months
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are December and January with rainfall of about 50000mm per annum (Nigeria Meteorological Agency,
2008). The vegetation is tropical Sahel Savannaisisbng of mainly grasses with few drought resistaces
like Acacia albida, Neem Trees, etc.

Maiduguri Metropolis has a estimated populatiorb®1,492 people out of which 290,449 were male
while 231,043 were female (NPC, 2006). Majoritytbé inhabitants are farmers, fishermen, tradersivok
servants. The major ethnic group is Kanuri, otlreciide Shuwa Arabs, Babur/Bura, Marghi, Fulani btadisa,
and many immigrant settlers from within and outdiigeria, and English is the official language (BAX%°,
2007). Major crops produced in the area includéemisorghum, maize and groundnuts.

Sampling Techniques

Three (3) markets were purposively selected odhefseven (7) markets in the area. These are rsanktetre
dried fish are predominantly sold. These markettugle: Tashan Baga Market, Gamboru Market and Mpnda
Market. A total of 100 dried fish marketers weredamly and proportionately selected from the th{&e
markets which were used for the analysis.

Data Collection

Data for the study were obtained from both primangd secondary information sources. The primary deta
collected with the aid of a structured questiommaidministered to 100 fish sellers. Personal irggrwas also
conducted and results of the interview were ingtgad in the questionnaire. While the secondaryrimétion
was obtained from textbooks, journals, past prejanternet, conference papers, etc.

Analytical Techniques

Descriptive statistics such as frequency, percentagl charts were used to interpret the marketiagmels of
dried fish, product differentiation and Ginni cde#nt was use to determine market concentratioitewsimple
regression model was used to determine scale edgesom

M arketing Channel

Marketing channel is simply the path of a commodibm its raw form to the finished product or thartpof a
product as it moves from the producers to the fomsumers. In other words it is the sequencetefrimediaries
or middlemen, and the marketers through which gquasses from producers to consumer (Olulabsal.,
2005).

Market Structure
The structure of dried fish markets was describaset on findings on concentration, product difféation,
market knowledge and ease of/or barrier to entgxist.

a) Concentration
The Ginni coefficients were used to determine tlegrde of market concentration of sellers in theketar
According to Okereke and Anthonio (1988), Ginni fficeent is more precise than Lorenz Curve. Butesth
researchers like Pomeroy (1989) suggested LorenzeGs precise as Ginni coefficient. The Ginni tiornts
were computed by using the following formular ading to Okereke and Anthonio (1988):

G = 1->xy

Where:

G = Ginni coefficient.

X = Percentage share of each class of seller.
y = Cumulative percentage of the sales.

The Ginni coefficient ranges from zero to one. éfpct equality in concentration (low) of selless
expected if GC tends towards zero, while perfeetjuality in concentration (high) of sellers is exteel if GC
tends towards one, if G = 1 market is imperfect] du@& = 0 market is perfect and competitive.

b) Product Differentiation
Simple percentage and descriptive statistics weeeta classify dried fish into grade A, B and C.

c) Easeof/or Barrier to Entry or Exit
In a perfect competitive market, there is easenbfyeor exit by sellers. The market becomes impmriehen
sellers concentration is not even (imbalance).Seed@momies is the measure that was use to deteantneand
exit conditions in the market. It is a measure thatmines the average cost function associatedthgtisellers’
marketing activities. This was computed using lsastare regression of the form:

y =k + b x + e (Pomeroy, 1989).
Where:

y = Total cost of marketing per class of sellerweek ).

X; = Number of dried fish (cartoon) sold per week.
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b, = Coefficient of explanatory variables.
bo = Intercept

e = Error term.

If the coefficient of bis negative, it means as quantity increases,dmxgtease. This increase in cost could form
barrier to entry especially by sellers that arefimatncially sound.

RESULTSAND DISCUSSION

Marketing Channel for Dried Fish in Maiduguri M etropolis of Borno State, Nigeria

The marketing channel of dried fish was examindg: findings are presented in figure 1 below:

Producers
(Fishermen)
Fresh fish
("Whelesalers) Fresh fish
Eetatlers

Fresh fish
{Processors)

Comtrission

Agents —_

y

A
“Wholesalers processed
(Diried fish)

Eetailers
Processed fish
1 {Dried fish)
Consumers

/

Fig. 1. Marketing channel for dried fish in Maiduguri Mepolis of Borno State, Nigeria.
Source: Market Survey, 2010.

Analysis of the finding in Figure 1 shows that keting channel of dried fish is divided into tworisa
That is, wholesalers and retailers of fresh anelaly processed fish (dried fish). The wholesaledsratailers of
fresh fish are located on the upper part of thenobhfollowed by raw fish processors who also $ed
processed fish. The raw fish processors buy fraamatholesalers and sell through commission agendirectly
to wholesaler of already dried fish, who then selthe retailers and consumers. There are alsderstaf raw
fish who buy raw fish from producers and wholesalerocessed it through fish processors, befolimgeb the
consumers. On the lower part of the channel ardesghters of dried fish who use the services of casion
agents to buy from fish processors who are whaesabf processed dried fish or buy directly frone th
processors and sell to retailers and consumers.

Analysis of the marketing channel also providesystematic knowledge of the flow of goods and
services from their origin (producer) to the fird@stination (consumer). Along the channel are ageiito
perform physical functions in order to obtain eamimo benefit. The market channel for dried fish imiMuguri
metropolis is as long as there are many intermiedian the marketing system, resulting in high @ri©@mamo
(2001) showed that transaction cost drive largalyugh wages between producer and consumer pricewitn
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significant reduction in these transaction codts, lesser the difference in prices between produaed urban
consumers.

Market Structure of Dried Fish in Maiduguri Metropolis

The structure of dried fish markets was examinestteon the degree concentration, product diffeatati,
market knowledge and ease of/or barrier to entgxist.

Degree of Market Concentration of Sellersin the Market

Thedegree of market concentration was examined frotin holesalers and retailers of dried fish. Thelifigs
are presented in Table 1 and 2.

Distribution of Dried Fish Sellers (Wholesalers)

Table 1: Weekly Sales Distribution of Dried Fish (Wholesalers) in Maiduguri M etropolis of Borno State,
Nigeria

Sales Interval No. of % of Cumulative  Total Value % of  Cumulative Xy
™ Whole-  Wholesaler Per centage of Weekly  Total Per centage
Salers s(x) Sales (N) Sales (y)

200,000-250,000 2 4.17 4.17 450,000 1.54 1.54 0.0006
251,000-300,000 4 8.33 12.50 1,102,000 3.81 5.35 0.0045
301,000-350,000 3 6.25 18.75 976,500 3.37 8.72 0.0055
351,000-400,000 5 10.42 29.17 1,877,500 6.48 15.20 0.0158
401,000-450,000 6 12.50 41.67 2,553,000 8.82 24.02 0.0300
451,000-500,000 8 16.67 58.34 5,608,000 19.37 43.39 0.0723
501,000-550,000 7 14.58 72.92 5,432,000 18.76 62.15 0.0906
551,000-600,000 3 6.25 79.17 1,726,500 5.96 68.11 0.0426
601,000-650,000 4 8.33 87.50 3,704,000 12.79 80.90 0.0674
651,000-700,000 2 4.17 91.67 1,351,000 4.67 85.57 0.0357
701,000-750,000 1 2.08 93.75 725,500 2.51 88.08 0.0247
751,000-800,000 3 6.25 100 3,453,000 11.92 100 0.0625
Total 48 100 28,959,000 100 0.4522

Source: Market Survey, 2010.
Mean value of weekly sales= N603, 312.5
Ginni coefficient = 1-0.4522
GC =0.5478

Analysis of the finding in Table 1 indicates tH#8.67 percent of the wholesalers had weekly sales
betweenN451, 000 — N500, 000 representing 19.8@eptof the total volume of weekly sales. About502
percent of those with average weekly sales ranfyomg N401, 000 —N450, 000 accounted for 8.82 paroé
total weekly sale. The mean value of weekly sales-N603, 312.5. The empirical results indicate that
wholesaler of dried fish were concentrated with reinoefficient of 0.5478, indicating the possilyilibf
existence of non-competitive behaviour with monggtinl nature.
Distribution of Dried Fish Sellers (Retailers)

Table 2: Weekly sales distribution of dried fish (retailers) in Maiduguri Metropolis of Borno State,
Nigeria
Sales Interval No. of % of Cumulative Total % of Cumulative  Yxy
™ Retailers Weekly  Percentage  Valueof Total Per centage
Sales (x) Weekly Sales ()
Sales (M)

10,000-50,000 4 7.69 7.69 120,000 1.45 1.45 0.0011
51,000-100,000 8 15.38 23.07 604,000 7.28 8.73 0.0134
101,000-150,000 10 19.23 42.30 1,255,000 15.13 23.86 0.0459
151,000-200,000 15 28.85 71.15 2,632,500 31.74 55.60 0.1604
201,000-250,000 9 17.31 88.46 2,029,500 24.47 80.07 0.1386
251,000-300,000 6 11.54 100 1,653,000 19.93 100 0.1154
Total 52 100 8,294,000 100 0.4748

Source: Market Survey, 2010.
Mean value of weekly sales N159, 500.
Ginni coefficient =1 — 0.4748
= GC = 0.5252.

Analysis of the finding in Table 2 indicates tladitout 28.85 percent of the retailers had saleseraifig
N151, 000 —=N200, 000 representing 31.74 percethetotal weekly sales. This was the highestpfedld by
retailers with sales range f N101, 008-— N150, @00stituting 19.23 percent of the total retailensl handling
15.13 percent of the total sales. The mean weelttywasN159, 500. The empirical findings also adee that
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the market was non competitive with Ginni coeffitief 0.5252. This indicates that the market iscemtrated
with monopolistic nature.

The reason is obvious, people differ in their sigkeference and those with high propensity to take
risks tend to choose more risky ventures, whicHcctaad to larger earnings and more profits. Tlisrgthens
their market power and engenders concentration igkkeand Anthonio, 1988). In the dried fish retadrket,
the low capital outlay makes entry easy. This maadter concentration moderate less, and therenithe
average, a disposition towards lower profits amicbehe presence of many buyers and sellers
Product Differentiation
Dried fish products in the markets were classified grade A, B and C. The findings are presentetiable 3
Table 3: Product Differentiation of Dried Fish (n = 100)

Classof dried fish Frequency Per centage*
Grade A 56 56
Grade B 74 74
Grade C 82 82
Total 212 212

Source: Market Survey, 2010.
* Multiple responses existed hence percentageeiatgr than 100.

The analysis of the result of product differentiatrevealed that 56% of the respondents engaged in
marketing of grade A of dried fish in the studyar@4% market grade B, while 82% of the respondards
involved in marketing of grade C. This shows thaidg C is highly marketed in the study area.

Scale Economies
The average cost function with the dried fish ssllenarketing activities was used to determineyeatrd exit
conditions in the dried fish market. The findirage presented in Table 4.

Table 4: Least Squar e Quadratic Regression Estimates

Marketers Coefficients Standard T-value F- R? Significant  Number
Error value Level

Wholesalers -0.005 21,256.291  215.056 1.966 0.999 0.000* 48

Constant 0.017 78,501.047 569.61 - - 0.000* -

Retailers -0.741 0.240 3.086 9.524 0.169 0.03** 52

Constant 10.397 0.716 14.519 - - 0.000* -

Source: Market Survey, 2010.
* = Significant at 1% level
** = Significant at 5% level.

Analysis of the result in Table 4 reveals that dwefficient of determination @R was 0.999 for
wholesalers, meaning that the average marketingesqgeains 99% of the quantity of dried fish madatThe
coefficient of the quantity marketed is negativ@@05) and statistically significant at 1% leveheTimplication
is that as the quantity of dried fish marketed éases, the average marketing cost is reduced.r@sudt from
bulk purchases, transportation and processing. ,Ttwsfirming the presence of economy of scale. ther
retailers, the coefficient of determinatior’{® (0.169) meaning that the average marketing exslains 16.9%
of the quantity of dried fish marketed. The coeffit of the quantity marketed is negative (-0.74hy
statistically significant at 5% level. This implighat as the retailers increased the quantity, aherage
marketing costs were lowered and profit increa3éds indicates the presence of scale economies. stiiports
the finding by Iheanacho (2000) that marketing @sbng wholesalers decreased to the extent thatosts
are lower than their counterparts because of #iggrin business.

CONCLUSION AND RECOMMENDATIONS
The significant role of the fishery sub-sector Borno State and Nigeria’s economy cannot be

overemphasized considering the fact that fistd fish products contributes larger proportothe gross
domestic product (GDP) of the country. About 90%isi produced in Nigeria is sold in the local netrks a
cheap source of protein to the growing populatibish also made up 40% of dietary proteinsconption
in the country and dried fish marketing in MaidtigBorno State of Nigeria is a lucrative businé®dased on
result of the study we conclude that in Maiduguethpolis of Borno State, Nigeria, dried fish p#s®ugh
various marketing processes, participants and egehgoints before they reach the final consumehesé
market intermediaries are the whole sellers anailees. Both play an important role in dried fistanketing
system. We also concluded that the channel of disbdmarketing is divided into two wholesalers anthilers
of fresh and already processed fish (dried fishg Tarket structures for wholesalers and retadledsied fish
were concentrated and have non competitive behevieith monopolistic nature. The high market marigin
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the dried fish market indicates an exploitativeuratof the market, while the high market conceiamt
suggests the presence of entry barriers and tloe getting practices tend to be collusive. The ystaido

indicates that grade C dried fish product was lkigharketed and there were scale economies. Thawioiy

recommendations are suggested based on the findings

i) To improve the quality of dried fish handled byhfimarketers, effort should be made to train
the marketers on efficient fish processing and agfer techniques. Attainment of such
knowledge could help to reduce the level of losgasimprove profit.

i) The local fish marketers should be organized irdoperatives. This could be of help to
members to improve their business through assistanch as loans and other benefits from
the cooperative society.

iii) The private sector in collaboration with the Nigerigovernment should adequately provide
infrastructural facilities such as good roads; gaudrket facilities and so on to reduce
marketing cost of dried fish in the study area.

iv) Government should make effort to standardize th#& af measurement for dried fish
throughout the nation, so as to check the fraudaletivities in dried fish marketing.
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