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ABSTRACT: The study analyzed the factors influencing the 

profitability of onion marketing in Anambra State, Nigeria.   

This study employed a survey research design, using a 

structured questionnaire to collect primary data from 100 onion 

marketers in Awka South Local Government Anambra State, 

Nigeria. The sample was selected through multistage sampling 

techniques. Multiple regression analysis and 4-point likert 

scale were used to analyze the factors affecting onion 

marketing and constraints faced by the marketers. The findings 

revealed that age (coefficient = 0.125, p = 0.020), level of 

education (coefficient = 0.190, p = 0.000), and marketing 

experience (coefficient = 0.145, p = 0.001) positively affect 

onion marketing profits. Conversely, transportation costs 

(coefficient = -0.140, p = 0.002) and security challenges 

(coefficient = -0.095, p = 0.071) negatively impact 

profitability. The study identified key constraints, including 

high transportation costs (84%), lack of credit facilities (47%), 

and inadequate storage facilities. The research provided a 

comprehensive overview of the onion marketing sector, 

offering valuable insights for policymakers, financial 

institutions, and local stakeholders involved in the agricultural 

sector. 

1,2 Department of Agricultural Economics & Extension, Nnamdi Azikiwe 

University Awka, Nigeria. 

3 Department of Agricultural Economics, Delta State Uinversity, Abraka. 

*Correspondence: Okonkwo-Emegha, K. 

Received: 20-July-2025 

Accepted: 01-August-2025 

Published: 14-August-2025 

 

Copyright © 2025, Authors retain 

copyright. Licensed under the 

Creative Commons Attribution 4.0 

International License (CC BY 4.0), 

which permits unrestricted use, 

distribution, and reproduction in any 

medium, provided the original work 

is properly cited. 

https://creativecommons.org/licenses/

by/4.0/  (CC BY 4.0 deed) 

 

 

This article is published by MSI 

Publishers in MSI Journal of 

Economics and Business 

Management (MSIJEBM) 

ISSN: 3049-141X (Online) 

 

Volume: 2, Issue: 8 (August-2025) 

The authors declare 

that no funding was 

received for this work. 

 

https://zenodo.org/records/16869592
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://msipublishers.com/msijebm/
https://msipublishers.com/msijebm/
https://msipublishers.com/msijebm/


Page 2 of 17                                                                 https://zenodo.org/records/16869592 

Keywords: Determinants, Onion, Marketing  

1. INTRODUCTION 

Onions are vegetables with globe shape and thin outer layers that can range in colour 

from white to red, yellow or purple (Priyanka, Arun, Saiful, Rajesh, 2023). Onions 

have a wide variety serving as flavoring agent that can be used raw, cooked or 

pickled. They can also be used for industrial applications as sources of natural food 

coloring and ingredients. Additionally, onions have several health benefits, including 

reducing the risk of heart disease, diabetes, and some cancers (Raghuvanshi, Singh, 

and Sharma, 2020). The importance of onions in Nigeria is further highlighted by 

their cultural significance, with onions being a key ingredient in many traditional 

ceremonies and celebrations (Ocholi, Nguwasen, and Udeh, 2021). Onion is a 

versatile crop, with various uses beyond cooking, and as a natural pest repellent 

(Raghuvanshi, Singh, and Sharma, 2020). 

Onions are also suggested to enhance appetite and improve digestion and digestive 

system, liver and spleen functioning, while also recommended to relieve stomach 

pain, remove stomach gas and bloating (Bhaskar et al. 2018). Onion bulbs, being an 

enriched source of vitamin C, help to build and maintain collagen which is of great 

help to give structure to hair and skin (Bhil et al. 2020, Kolekar et al. 2021). Constant 

consumption of onion juice with common salt prevents colic which is a common 

problem among infants and improves sleep and reduces insomnia (Verotta et al. 

2015). The risk of ovarian cancer gets reduced by adding reasonable amounts of 

onion to the diet. There is a strong inverse relationship between higher consumption 

of onions and the risk of cancer occurring (Arshad et al. 2017).  

Demand for onion is very high in Awka South which enables the marketing to be 

steady with enough customers on ground to purchase a good quantity (Alare et al. 

2020). Marketers play a crucial role in the market structure, bridging the gap between 

the wholesalers, retailers and consumers (Kotler et al., 2020). They are responsible 

for identifying customer needs, creating awareness, and facilitating the exchange of 

goods and services.  
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Several studies have been carried out in onion marketing. Kumar et al. (2022) found 

that onion marketers in India perform critical functions, such as price discovery and 

quality standardization.  

Another study carried out by Maharazu (2018) in his study economic analysis of 

onion marketing (Allium cepa) in Kano and Kaduna states, Nigeria, who reported 

that wholesalers bought from farmers at rural markets at N975 per bag (120kg) and 

sold at urban markets: N525 per bag (120kg). They made a profit of N275 per bag in 

the rural market and had a loss of N450 per bag in the urban market. Retailers bought 

from wholesalers at the rural markets and urban markets at N3597.50 per bag 

(120kg) and N 3 350 per bag (120kg) respectively. They made a profit of N2 622.50 

per bag in the rural market and in the urban market, N0 per bag. The study found that 

both wholesalers and retailers generated profit from onion marketing, with 

wholesalers earning an average monthly income of N234, 083.75 and retailers 

earning N35, 743.73. This study shows that both wholesalers and retailers generate 

profit from onion marketing, indicating that onion marketing is profitable in the 

region. 

Despite all these findings, there were few literatures on the factors influencing onion 

marketing and no study has identified if onion marketing is profitable or not in 

Anambra State. This is the gap this research sought to fill, by analyzing the factors 

that influence onion marketing in Anambra State. The broad objective of this study 

was to examine the factors influencing onion marketing in Anambra state. The 

specific objectives were to: determine the factors affecting the profits of onion 

marketing; and identify the constraints faced by onion marketers. 

2. LITERATURE REVIEW 

Concept of Factors Affecting Onion Marketing  

According to Cooper and Schindler (2020), "factors affecting" refers to the variables 

or characteristics that influence a particular outcome, behavior, or process of 

something. These factors can be internal or external, and they can have a positive or 

negative impact on the outcome or behavior being studied (Cooper and Schindler 

(2020). 
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According to Abdulazeez Iris et al (2018), the lack of access to credit facilities can 

limit the ability of onion marketers to purchase onions from farmers, transportation 

costs can increase the cost of onions and reduce the profit margins of wholesalers and 

retailers, government policies can affect the supply and demand of onions, price 

fluctuation affects the profitability of onion marketing. Wholesalers and retailers 

have to adjust their prices according to the market demand, which can lead to 

uncertainty in their profits (Abdulazeez Iris et al, 2018). 

Olugbenga, Adebiyi and Olusola Oladoye (2020), also stated that other factors 

affecting onion production and marketing in Nigeria include weather conditions, soil 

fertility and pest and disease management, which can affect onion yields and quality 

and market demand, which can affect the profitability of onion production and 

marketing. 

Studying the factors affecting onion marketing is crucial for designing effective 

marketing strategies and improving the overall efficiency of the onion market chain 

(Bultossa Terefe, 2021; Emegha, Bosha, Idigo & Ofobuike, 2025). 

Concept of Constraints Faced by Onion Marketers 

Constraints are limitations or obstacles that hinder the achievement of goals or 

objectives (Kotler et al., 2020). They can affect the efficiency and effectiveness of 

marketing strategies (American Marketing Association, 2020). Kumar et al. (2022) 

identified constraints faced by onion marketers in India as limited market access, 

high commission charges, inadequate infrastructure, price fluctuations and quality 

standards.  

These constraints can result in reduced profits, decreased market share, and reduced 

competitiveness (Kotler et al., 2020). It is therefore important to look at the 

constraints facing onion marketers because identifying and addressing these 

constraints can help improve the efficiency and effectiveness of onion marketing 

strategies (Oladimeji et al., 2021).  
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In other words, understanding the constraints faced by onion marketers can help 

address the challenges and improve the overall onion marketing process, ultimately 

leading to better outcomes for farmers, marketers, and consumers alike. 

Theoretical Framework 

Commodity chain theory 

The commodity chain theory assumes both vertical and horizontal relationships 

between the various markets and the marketers. For this study, it is more dynamic in 

following the entire onion flow within the onion market channel. This approach was 

adopted for this study because it will assist in identification of marketing channels 

and finding differences in price at various points in the marketing channel especially 

wholesalers and retailers.  

Theory of supply  

In the context of this study, supply deals with the distribution of onion within the 

marketing channel. Supply is a major force operating in the market environment 

(Egesi & Ebe, 2021). Theoretically, supply means the amount of those commodity, 

producers (farmers) are able and willing to offer for sale at a given price. The supply 

of a commodity, service or input is the quantity of a commodity that producers or 

marketers are willing and able to bring into the market at a series of possible prices 

during a specified period. For instance, the supply of onion is the quantity the 

marketers are willing and able to bring to the market at a particular price either on or 

off season. Supply also plays significant role in a purely competitive market system 

and is purely guided by price mechanism. Supply could be physical or economic as 

the case may be. Physical supply refers to the available quantities or stocks of the 

product, while economic supply is the product reaching the market at a given price, 

time and place. Factors that affect the supply of agricultural commodities such as 

garden egg include: the prices of inputs or resources, production technology, 

transportation cost, government policy (taxes or subsidies), prices of other goods and 

services (such as complementary/joint products and competitive products), 

expectations about future market conditions (especially with respect to prices and 
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competitor's action), number of producers in the market, as well as weather and 

climate (Olumide, 2015). Supply function can be expressed thus:  

Qs = f (Po, Pw, Wc, T, Co, Fe... Pn) 

Where: 

Qs = quantity of good supplied  

Po = price of other commodities 

Pw = price of garden egg 

Co = Cost of production 

Wc = weather and climate  

T = technology in production 

Fe = expectation (Olumide, 2015). 

3. Methodology 

Research Design 

This study used survey research design because it was a social research. 

Area of the study 

The study area is Anambra State with high concentration in Awka South local 

government area. Awka south is one of the Local government areas in the state. Awka 

south is the heart beat of Anambra state where about 90% of market activities takes 

place. The area features two distinct seasons which are the rainy and dry seasons 

with estimated total precipitation of the area put at 2950 mm. Average humidity in 

Awka South is pegged at 70 percent while the average temperature of the area is at 

27 degrees centigrade. 

Farming is the major economic engagement of the Awka South local government 

area inhabitants with crops like yam, maize, cocoyam, and cassava grown in fairly 

large quantities. Commerce also thrives within the area with markets such as the Eke 

market in Nibo and the Awka capital Territory Modern Market in Isiagu attracting 

thousands of buyers and sellers of various commodities. 
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Population of Study 

The population of the study were the registered onion marketers (1,005) in Awka 

south, Anambra State. 

 Sampling Techniques and Sample Size 

Two multistage sampling techniques were used for this study.  

In the first stage, Awka South Local Government Area was purposively selected 

because of the dominance of onion marketers and marketing activities in the area. 

In the second stage, five markets were randomly selected. Markets such as Nibo 

Market, Eke Awka, First Market, Ukwu-oji and Tempsite market were randomly 

selected for this study.  

In the third stage, 20 onion marketers from each of the selected local markets were 

randomly selected making it up to 100 respondents. These respondents represent 

marketers that were used for the study.   

Validation of Instruments 

The instrument that was used for data collection is a structured questionnaire and it 

was validated by a statistician for data analysis. 

Specification of Model 

The multiple regression analysis was employed to analyze the factors affecting onion 

marketing. The factors include Access to Credit Facilities(ACF), Security Challenges 

(SC), Storage Facilities (SF), Market Structure (MS), Supply Fluctuations (SF), Price 

Fluctuations (PF), Weather Conditions (WC), Age (AGE), Gender (GE), Marital 

Status (MS), Household Size (HS), Education level (EDL), Marketing Experience 

(ME), Membership of Cooperative (MOC) 

The model were represented as follows: 

Y = f (ACF, SC, SF, MS, SF, PF, WC, AGE, GE, MS, HS, EDL, ME, MOC) + e 
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Where  

Y = Onion marketing performance. 

ACF= Access to Credit Facilities  

Sc= Security Challenges 

SF= Supply Fluctuations  

PF= Price Fluctuations  

WC= Weather Conditions  

AGE= Age 

GE= Gender  

MS= Marital Status 

HS= Household size  

EDL= Education Level 

ME= Marketing Experience  

MOC= Membership of Cooperative 

e= error term 

Determinants of Onion Marketing  

The multiple regression model was implicitly specified as:  

Y = (X1, X2 .……..,………….….., Xn e) 

The model explicitly specified as follows:  

i. Linear form 

Y = b0 + b1 X1 + b2X2 + b3X3 + …………………............ + e 

ii. Semi - log form 

Y = b0 + b1logX1 + b2logX2 + b3logX3 + ……………….. + e 

iii. Double log form 

Log Y = b0 + b1logXI + b2 logX2 + b3 1ogX3 + …………..+ e 

iv. Exponential form 
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Log Y = b0 + b1X1 + b2X2 + b3X3 + ……………….………. + e 

Y is the dependent variable while X1, X2, X3 ………… are the independent or 

explanatory variables. 

Likert Scale Rating Technique  

A likert scale is a psychometric scale in survey research. When responding to a likert 

questionnaire item, respondents specified their levels of agreement or disagreement 

on a symmetric agree - disagree scale for a series of item statement. The scale 

captured intensity of their feelings. A 4-point rating scale was employed in this study. 

This is regarded as strongly agree (SA), agree (A), disagree (DA), and strongly 

disagree (SD), with corresponding values of 4, 3, 2, and 1 respectively. The mean 

score (MS) of the respondents based on the 4 point rating scale was computed as MS 

= 2.50 cut off point. Based on this, any score below 2.50 (MS<2.50) was taken as a 

weak factor and were not considered while those with mean score of above 2.50 

(MS>2.50) were taken as strong factors and thus considered. 

4. Results and Discussions 

Factors Affecting Profit of Onion Marketing 

The results in table 1 revealed several significant factors affecting the profitability of 

onion marketing in Awka South Local Government Area of Anambra State. The 

positive coefficients for variables such as age (0.125, p = 0.020), level of education 

(0.190, p = 0.000), and marketing experience (0.145, p = 0.001) suggest that these 

factors are positively associated with increased profits. Age, education, and 

marketing experience contribute significantly to the profitability of onion marketing. 

These findings align with the literature that emphasizes the importance of human 

capital and experience in enhancing business outcomes (Akinbode & Olowofeso, 

2021; Ali & Zia, 2020). Thus, educated marketers tend to employ more effective 

strategies and make better decisions, which positively impacts their profit margins 

(Ojo & Olarinde, 2021). 

Conversely, factors such as the cost of transportation (-0.140, p = 0.002) and security 

challenges (-0.095, p = 0.071) have a negative impact on profitability. High 

transportation costs and security issues reduce profit margins by increasing 

operational expenses and limiting market access. This negative correlation with 
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transportation costs is consistent with previous studies that have identified 

transportation as a significant cost factor affecting agricultural marketing profitability 

(Moses & Oluwatoyin, 2022). Although security challenges do not reach statistical 

significance at the 5% level, they still exhibit a substantial negative impact, reflecting 

the broader concerns about safety and its implications for market operations 

(Nwajiuba & Uzor, 2019). 

The model summary indicates a strong overall fit of the regression model with an R-

squared value of 0.685 and an adjusted R-squared of 0.650, suggesting that 

approximately 65% to 69% of the variability in onion marketing profitability is 

explained by the included variables. The F-statistic of 19.67 is significant, 

confirming the model's overall validity. The Durbin-Watson statistic of 1.892 

suggests minimal autocorrelation, reinforcing the reliability of the regression results 

(Hair et al., 2021). 

Table 1. Factors affecting profit of onion marketing. 

Variable Coefficient Standard Error t-Statistic p-Value 

Constant 1.250 0.420 2.976 0.004 

Age 0.125** 0.053 2.358 0.020 

Level of Education 0.190*** 0.037 5.135 0.000 

Marketing Experience 0.145*** 0.041 3.537 0.001 

Access to Credit 0.072 0.050 1.440 0.152 

Market Structure 0.110** 0.046 2.391 0.018 

Membership of Cooperative 0.065 0.048 1.354 0.178 

Security Challenges -0.095 0.052 -1.827 0.071 

Cost of Transportation -0.140*** 0.044 -3.182 0.002 

Cost of Communication -0.075 0.049 -1.531 0.130 

Cost of Storage Facility -0.085 0.047 -1.809 0.073 

Model Summary 

R-Squared 0.685 F-Statistic 19.67 

Adjusted R-Squared 0.650 Durbin-Watson 1.892 

*** and ** are significant at 1% and 5% respectively 
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Constraints Faced by Onion Marketers 

The constraints faced by onion marketers in Awka South Local Government Area as 

shown in table 2 reveal a range of challenges impacting their operations. The most 

significant constraint is the High cost of transportation, with the highest mean score 

of 3.05. This factor is crucial as transportation costs directly affect profit margins by 

increasing the overall cost of bringing onions to market. High transportation costs 

can result from factors such as fuel prices, vehicle maintenance, and logistics 

inefficiencies, which collectively contribute to reduced profitability (Okonkwo-

Emegha, 2025). The second most pressing issue is Lack of credit facilities, with a 

mean score of 3.0. Limited access to credit can restrict marketers' ability to expand 

their operations, manage cash flow, and invest in better infrastructure, all of which 

are essential for improving efficiency and profitability. This is in Line with the study 

of Okonkwo-Emegha, Achoja & Okeke (2019); Okonkwo-Emegha, Umebali & 

Obiekwe who reported that poor transportation and poor credits facilities are the 

major problems faced by marketers in Nigeria  

Poor storage facility and High rate of spoilage are also notable constraints, with 

mean scores of 2.95 and 2.9, respectively. Effective storage is critical for reducing 

spoilage and maintaining the quality of onions during transport and storage. 

Inadequate storage facilities can lead to higher spoilage rates, which diminishes the 

marketable quantity of onions and impacts overall profitability (Agbo & 

Nwachukwu, 2023). Poor market conditions, High price fluctuation, and Weather 

conditions, with mean scores ranging from 2.7 to 2.9, also pose significant 

challenges. In In line with the report of Emegha, Bosah & Offobuike (2025); 

Emegha, Ofobuike, Bosah & Ngwube (2025) who reported that governance structure 

and conflict were major key to fluctuations in market prices which adverse weather 

conditions can unpredictably affect supply and demand, making it difficult for 

marketers to plan and execute effective marketing strategies and activities. 
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Table 2.  Constraints faced by onion marketers 

Constraints SA A D SD Score Mean Remark 

High rate of spoilage 33 (33) 27 (27) 21 (21) 19 (19) 290 2.9 Agree 

Poor storage facility 37 (37) 26 (26) 22 (22) 15 (15) 295 2.95 Agree 

High price fluctuation 29 (29) 24 (24) 30 (30) 17 (17) 270 2.7 Agree 

Poor market conditions 31 (31) 38 (38) 21 (21) 10 (10) 290 2.9 Agree 

High cost of transportation 43 (43) 28 (28) 18 (18) 11 (11) 305 3.05 Agree 

Insufficient capital 27 (27) 32 (32) 25 (25) 16 (16) 270 2.7 Agree 

Weather conditions 30 (30) 29 (29) 25 (25) 16 (16) 270 2.7 Agree 

Unhealthy competitions 35 (35) 22 (22) 25 (25) 18 (18) 270 2.7 Agree 

High marketing tax 32 (32) 27 (27) 25 (25) 16 (16) 270 2.7 Agree 

Lack of credit facilities 41 (41) 28 (28) 20 (20) 11 (11) 300 3.0 Agree 

Where: SA = Strongly Agree, A = Agree, D = Disagree, SD = Strongly Disagree 

Decision: mean >2.5 is Disagree, mean ≥2.5 is Agree 

5.  Conclusion 

The study emphasizes the complexity of the onion marketing landscape, where 

factors such as transportation costs, access to credit, and market conditions play 

critical roles in shaping outcomes. Understanding these dynamics offers valuable 

insights into the operational and financial realities faced by onion marketers in the 

area. This knowledge contributes to a broader comprehension of the sector's 

economic environment and the specific issues that affect its stakeholders. 

6. Recommendations 

The following recommendations are made based on the results of the findings 

i. Financial institutions should develop tailored credit products for onion 

marketers, with flexible repayment terms and lower interest rates.  

ii. Government bodies could provide incentives for banks to lend to small-scale 

farmers and marketers. Agricultural cooperatives should facilitate access to 

microfinance and organize credit education programs to help marketers 

manage their finances effectively. 

iii. Local government should support the construction and maintenance of 

modern storage facilities to reduce spoilage.  
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