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THE IMPACT OF TRANSPORTATION COST ON CONSUMERS RETAIL GOODS PRICES

(A CASE STUDY OF GARRIKI MARKET, ENUGU SOUTH LOCAL GOVERNMENT ENUGU STATE)

ABSTRACT
The impact of transportation cost on consumers retails goods prices (A case study of Gariki Market, Enugu South Local Government Area Enugu State).  The study was carried out to the wholesales and retails.

Data was collected using questionnaire that was distributed to the wholesalers and retailers in the market.


The generated data was analyzed using descriptive statistic tool and the major findings made include the following:

Cost of transportation affects agricultural goods retails than manufactured goods retailers.

Profit maximization was not always their desire for most dealers goes into business in order to avoid being idle.   
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CHAPTER ONE

1.0
INTRODUCTION

1.2
BACKGROUND OF THE STUDY


 In ancient days as life started mankind began to nurse the need for basic necessities of life for physiological satisfaction as food, shelter, safety, among other things.

At first man tried to provide the necessary things to satisfy his needs to engaging in hunting, fishing, and some selected cultivation and planting of food crops and frund shelter among trees, shades as well as applying plants leaves to cover his nakedness.


In the process of advancement man learnt that he could not provide all his needs by himself.  

Then the introduction of exchange process  came into existence. It began as an exchange of goods for goods otherwise called trade by barter.  

The person who has a particular product in excess of his need of that particular moment would look for somebody that has a need for his product, for an exchange to take place, so the earliest trading or buying and selling practices was done by retailers through the barter process. When a common medium of exchange was inverted, the practices of trade by barter became less relevant in the exchange process.  When trade by barter was in existence buyers and sellers did not take into account, the cost and burden of carrying the goods around n search of a market. 

As money is the standard of measurement, the seller when calculating the expenses of their business has to add the cost of transportation of goods from the point of production to the point of consumption. 

In the ancient times, man used mostly the beast of burden to carry his product from the point it was produced to the point it will be consumed, transportation these days has become more sophisticated convenient and faster.

Some of the mode of transportation include transport on railway, motor � vehicles on road ship, boats, aircraft and others.

The nature of the product as well as location of market and the type of market will determine the mode of transportation to be used or employed. Transportation is involved in every level of production and distribution unit for a product to reach the final consumers industrial revolution came into place and led to the increase in productive capacity producers.  Most manufacturers and sellers want to enjoy the benefit of what the economy offered by large scale production and distribution.  They also aspire to explore large markets and operate at competition levels.

They have to manage cost and process to be able to operate with efficiency and remain in business.

 In the Nigerian case, distribution costs are sometimes viewed as some of the factors that give account for the increasing price of goods.


This study �the impact of transportation cost on consumers retailer goods prices�, a case study of yam prices at the Garriki Market, Awkunanaw Enugu South LGA, Enugu State will discover whether cost of transportation constitute significance proportion of the price of  foods, particularly yams in the Garriki market.

1.2
STATEMENT OF PROBLEM


There has been a continuous increase in the price of goods and services in Nigeria for many years now.  These price increases have been alleged to be as a result of increase in the cost of raw materials, transportation, rent, capital and labour.  

Among these variable, this study will help to determine the degree to which cost of transportation affects the consumer goods, particularly.  This study tries to find out the following:

The consumers allege that the increasing in prices is an indication of the profiting attitude of sellers.  On the side of the sellers, they blame increases in prices on the increasing cost of input materials and facilitating agents.  It becomes difficult to determine which of the claims, is the truth about increases.


It has been reported that the increasing price have continue to make many families unable to afford three square meals daily.  

The government, labour and consumers have show concern and made some efforts to bring the price increase under control without making any tangible headway.

1.3
OBJECTIVES OF THE STUDY


The activities of retailers in the market affect everybody in the society and mostly consumers are dissatisfied with the yam market 

Determine the effects of transportation cost on the prices of consumer goods particularly yam.

Ascertain, if it is the desire for excessive profit  that influence retailers infixing high prices for goods.

Find out what can be done to alleviate the problems of increasing prices of goods in the market.

1.4
RESEARCH QUESTIONS


The following research questions are considered: 

Does cost of transportation contribute substantially to the price of yams?

Is it desire to make high profit that cause rapid price increase of yams in the market?

Have government efforts at reduction of prices helped to solve the problems of continuous price increase?

Does transportation cost lead to rise in the price of other category goods and service?

1.5
SIGNIFICANCE OF THE STUDY


This study will be of benefit to economic analysis who would want to trace the causes of inflation to the economy.


It will also be of immense use to marketing and management experts who could want some appropriate solutions to some of their marketing problems.


It will be an interesting source of material for academicians who are doing research in retail pricing for yams or for other agricultural based products and for staff.


It will also be a useful piece of information for government in their regulatory policies of price control and transport management.


It will be a guiding tool for business people who are in the distribution sectors because this work will teach them how to control costs and develop a competitive pricing system.

1.6
SCOPE AND LIMITAITON OF STUDY


For goods to reach the ultimate consumers or final users the seller be he the producer, wholesaler or retailer must pay for the transport to convey them from point of sale to the point of buyer.  This study intends to limit itself to transportation of goods by retailers form their suppliers producer or wholesalers to the point of sales of the goods or to the final consumers.  In doing this, it will try to ascertain the effect of transportation cost on the prices the retailer fixed.

The commodity used in study is study is Yam

CHAPTER TWO

2.0
LITERATURE REVIEW

2.1
THE GARRIKI MARKET


Garriki market is one of the markets that serve Enugu Urban City (capital of Enugu State).  Specifically, the market is in Enugu South local government area and the third largest markets in the town.  It has a big population of labour 1,000 retailers of various commodities.  They engage in doing business activities to enable provide goods and services to satisfy customers.


There was no conscious effort to establish the market, the reconstruction and modernization of Ogbete Main Market majority of retailers in Garriki decided to stay in the market as their movement back to ogbete main market which means starting a fresh in terms of acquiring stalls, directing customers and suppliers to the new location as well as planning new completive strategy.  

TRANSPORTATION OF GOODS


For goods to be available in the Garriki market, transportation is needed.  Transportation has been present throughout human history.


According to Lock (1966) in the research study described transportation and communication as the physical mechanism of exchange by which good ideas, information and services are passed from hand to hands as between places, people and generations.

Transportation facilitates the economy, political, social activities of people.


According to Pegrum (1987), says that transportation is a function that supplies the means of bringing together the resources for production processes and providing access to the market for the final product.


Retailers in Garriki market transport goods to the market mainly by road using motor vehicles and wheel barrow, while some carry the goods for hand 

Retailers here are made up of two different categories:

Those with large capital buy goods from such places as Benue, maidugury, Kano, Sokoto, Gongola and Onitsha.

 While retailers with small capital buy goods from nearby market and towns like Ogbete and new market, Afikpo, Nsukka, Abakaliki, and  Ugboka.

YAM SPECIES


Yam is one of the stable foods produced and distributed in some part of Nigeria.  There are nearly 600 species of yams � diascorea this research made according to (ENE, 1978; Okoli 1981).  About twelve (12) of these have edible tubers, some few species are poisonous and have been used as medicines and fish baits by local inhabitants, other species have yield useful steroid and alkaloid drugs.


Yams are mostly grown for food in Nigeria where they account for over 50 percent of the daily carbohydrate interlaces of people in the forest and guinea savanna regions of Nigerian.  As one of the most efficient carbohydrate produce per hectare among tropical plant, yam has potential for and industrial production of food for energy supply.

Six species, out of these aforementioned varieties of yams can be considered the principle edible yams of the tropics.  They include white yam (Dioscorea routine data); Ji Ocha (Ibo name), yellow yam (Discorea Cayansis) Ji Oko(Ibo name), Trifoliate yam (Dioscorea Dumentorum) Ji Ona (Ibo name), all these yams are species of Dioscorea, other remain species of yam include Dioscorea Tarifada. These Six account for 95 percent or more of the yams eaten in the tropics. Yams are important foods now grown in west and central African, South East Asia including parts of China, Japan and Oceanic of the Caribbean�s and some part of South Africa.  Annual world production is between 25 and 30 million tones. It is in West Africa, however that yam eating and culture have been accorded more than economic value.

Over 75 percent of world yams are produced here.


According to (Coursey , (1967). Dioscore rolundata/Discore cayenne�s complex are believed to have domesticated there in the region now called the �Yam Zone� the region of western Cameroon and straddles both the forest and the southern parts of the savanna.


According to (Martin, 1976) in his research study suggest an indomalaysian centre of origin for Discorea Alata based on wide spread varieties found there.  Discorea bulbefera seems to be indigenous to Africa too, although there is an Assistic from Discorea Bulbffera, which is less toxic and superior as food to the African form (Coursey, 1981).


Nigeria produces 15 million tones of yams annually from 1.4 million hectares cultivated (F.A.O, 1974).


This is 8 percent of all the yams produced in west Africa (18.4 million tones) yams are produced form the coast up to latitude 12 on.

A part from Britain, Nigeria yams was exported to some African countries such as Sierra Leon and Fernadopo (now Equatorial Guinea) there were important Nigeria minorities who induced the flow of food strife from Nigeria to the Nigeria, Good gaves us so many things in this our country Nigeria but some people do not known what we have in this country.

YAM MARKETING AND DISTRIBUTION 

Marketing is total system of business activity designed to plan, price, promote and distribute want satisfying goods and services to present to potential which is the main topic of this study, is one of the four variables of the marketing mix.


First of all distribution defined as the �market coverage� the retailing and wholesaling structure. That is the channel used to get the products to their market or product of its market.  Before a products is ready for its market, management should determine what method and routes would be used to get it there.


This task involves the distribution and physical distribution of the product.  Retailing and wholesaling institutions are important past of the distribution system. 


A channel of distribution some times also known as trade channel always include both the producer and the final consumer for the product as well as the middlemen in the goods transfer.  As function of distribution generally is to transfer goods or service from the producer to ultimate consumer.  A channel is simply defined as the route through which a product is move from one point to another.


This includes the middlemen, comprising the whole sellers and the retailers.


Marketing channel is the number of intermediaries that help to move product or a product from the producer to the consumer. It facilitates the movement of goods from the producer to the consumer.


The above is supported by (kohil, 1967), which state that marketing channel refers to the line of middlemen through which goods pass-on-route from producer to consumer.  In Anambra State, the marketing channels, served fro the distribution of yams in the state. For example, in Olucha, in Aniocha Anambra state and out of the yam producing areas in the state.


The same is applicable to middlemen at Atain Zone of onitsha Local Government area of Anambra State.


For Abakaliki and Kno local government are of Ebonyi state, regarded as main yam producing areas in the state, the use of middlemen (wholesalers and retailers0 is possible.  All these are obtained through personal interviews.  This last view is supported by (Eliagy 1984).  According to him, he says that the formers either sold their yams directly to consumers or did so through some middlemen or intermediaries.


He also stated that an attempt was made to quality the yam marketing channel.  Another source, accccoridng to the same author, through which the farmer sold his yams was through the itinerant hawkers i.e (those hawkers who travel from one place to another to sell their goods).


Yam marketing in Enugu sate involves the movement of yams through the middlemen from the rural to urban areas.  


For example, in Abakaliki, they have market like igboji, Uge, Isieke, Abima, Ogagbo, and Okwutum etc.  all these are markets, where yams are produced in the local government and also sold.  From these market, in the rural area, yams are conveyed to Enugu state (urban city0 and to other parts of the Enugu State.


In times of Anambra states, middlmen chiefly wholesalers and retailers got their supply of yam from Anam, Aguleri and Nzam which are now shifted to Otuocha market. Umuleri and Aguleri equally did the same way where people from far and wide can come to sell to the other part of the local government such as Awkuzu, Nteje, Nando etc.  This views as given by (Onwueme, 1987) rhythms with my own view.  He also suggested about three exchange of markets which have to be considered as primary collecting centre.  The number have to be considered and the location of the former chooses to sell his yams throughout Enugu state, yam marketing channel makes use of middlemen; wholesalers and retailer to distribute their yam from the producer to the consumer.

 NATURE AND OPERATION OF PHYSICAL DISTRIBUTION 

Seddom (1959) summarized the nature and operation of today�s physical distribution this way.  In a society, we used to live in the world where it was acceptable to send a package railway express. Now every body wants to get the packaged tomorrow morning. Distribution ensures those consumer obtain a product and when and where they want them.  It also involves the actual movement of products to the ultimate consumers.


Distribution provides time and place utility. It reduces the distance between buyer and seller.  Distribution system also involved intermediaries such as retailers, wholesalers, distribution and agent.


The physical distribution cost may be a minor consideration to compare with service.  Physical distribution for most films account for 10 to 20% of the retailer price of these cost, about one third is related to inventory holding and two-third go for movement of products.  Physical distribution cost vary by industry. For instance in the food industry, physical distribution account for 33% of the retail price, such cost average closer to 16% of the retail price for wood products and textiles.

A firm that places the right goods in the right market place, at the right time, in the right quantity and with the right support services is able to sell more than competitors who fail to accomplish these  goals.  A firm that keeps a how inventory will require the fastest and most dependable physical distribution service.

Stanton further stated that physical distribution in marketing is essentially a problem in logistic.  An army cannot afford to place one of its units in a position where these are guns but no ammunition or trucks but no petrol.

Finally, Ifezue (1990) said that the importance of transportation function has greatly increase nowadays for example; shoes made in Brazil find their market all over Nigeria and Africa as a whole.  Similarly, the organization of petroleum exporting countries (OPEC) found their market all over the United States of America and Europe.  Ifezue further highlighted that �as the distance between the producer and the consumer increases, the importance of the transportation function expands such that it make up a significant part of the total cost of marketing.

MODULES FOR PRICE


Price is the money value of a product, which is usually the sum of the production cost and profit margin of the product, it performs many functions directly and indirectly.  It can be understood by buyers as the measure of the product quality or quantity.  It also determines the economic and social class for which product is made.  It can be used to appeals quickly to price conscious buyers.  It can influence company decisions greatly such as whether to engage in a price (competitive primary) to price the product on a prestigious position in the market or to follow the established price trend.  All these have shown that pricing is an obvious factors in selecting the competitive posture a company would take.

The decision on fixing prices is that of the company convened alone.

However, infixing prices, companies will wish to know at what level competitors have set their company�s pricing decision will certainly be influenced by competition.  

THE PRICE DECISION


According to (Kotler and Amstrong 1986), stated the decision in pricing and they are as follows: -


Pricing is the marketing function which involves dividing the mark-up profits to be added to the production costs to fix the money value; the buyer will pay for the product or service.

The broad strategy of the company will determine the level at which prices of it�s product will be fixed.  In making decision on pricing, management will have to take the following conditions into consideration.

1.
The Nature of the Product:
Is it can industrial or consumer product, if a consumer goods, is it a consumer durable or non-durable, is it a perishable or has it a long life span.

2.
The Importance of the Product:
is it in essentially inevitable product of luxury or a (low involvement) stapled food.

3.
The Market for which the product is intended:
Is it for the industrial or consumer market? Is it for the working class.  The privileged class, young people, the youth age or the age? If an industrial product, is for primary or secondary product market?


The form of production received in manufacturer stage of the production will determine the production method which will in turn determine the resources input and the resulting price.  Primary or product goods are priced relatively low while finished or consumer goods are priced relatively higher than primary goods.  Products price will be based it produced by pricing method as  in t he case of agricultural produce.

4.
Economic of Scale achievable:
Can the many factor of price product at it�s distribution enjoy the advantage of these production and mass market.

If both or either of these conditions are achievable, there will be a price reduction which will attract sales, advantage to the company and savings to the buyer.  The plant capacity has to be considered for process production goods, lower plant capacity many lead to the decision of  higher quality and higher price.

5.
Cost of Distribution:
Mobility of a product adds to its perfect competitive opportunities and can bring the price lower in pricing consideration, regarding distribution include: is the product mobile, if it is mobile, is it a bulky or in unwontedly package.  Can it be easily conveyed form place to place, can the bulk be broken to present it is in various sizes to satisfy different categories of gears.

6.
The Product Quality:
A market oriented pricing approach would attempt to start with what value potential buyers put on the product.

Competition:
The company must consider the activities of competitors during price setting decisions.

8.
The Break-even volume:
The suppliers must give adequate consideration to the break-even volume.  The break-even volume can be calculated using the following formular:


Q
=
   F




(P � C)

Where
F
=
Fixed cost



P
=
Price per unit



C
=
Direct cost per unit (of unit variable cost)

If
F
=
N10,000


P
=
N15


C
=
N10


(a/c)
=
10,000
=
10,000
=
2,000




15 � 10

   5



it will give you 5 you now divided it by saying 10,000 divided by 5 peoples you will get 2000.

DEFINITION OF TRANSPORTATION

Transportation: Is a process of transferring goods from one palce to another e.g motor, canoe etc.

Transportation is one of the major aspects of marketing logistics.  Marketing logistics embraces the system used in marketing and it involves how the goods produced a the point of agricultural production or at the industry should be moved from that point of production to the point of consumption.  


According to (Anthonia, 1967) says in her research about the quantity of yam carried, distance traveled, road condition and season of the year.  He reported that when yam is out of season, transport changes are higher than when yam is in season.

The reason given for this is that when (December to February)period. Competitive prices will be lower given the same number of lorries, but when yam is out of season, the number of lorries en-route drops because of the awareness of a decrease in demand for lorries usually for below the optimum resulting in transportation changes that changes are too high.


According to (Maha, 1976) also identified distance traveled, quantity of yam carried, type of road and season of the year as factors affecting or influencing the transportation cost of yams in Benue State.


In Enugu State, there are problems that are encountered while distributing yams from farmers (producers) to consumers.  The problems included bad roads, lack of delivery of vans, transportation cost, seasonal variations, all these affect transportation.  

In Abakaliki, capital territory of Ebonyi State, we have those roads that head to Abakaliki main town.

These roads are all bad.  They are effect transportation badly because there would be high charge of transportation fares.  The roads includes Oneke, Enyiniga, Achara, Alike to Abakaliki main town.


In Ikwo local government, we have Ogbogbo, Ume, Ogagbo-Ume and Adiara and these are surrounded by river.  Form Ogagbo, food items like yams are continued to the inter land of Ndifu town.  This town is to 23 miles (about 37 kilometer) from Ogagbo where the yams are carried about six miles (9.6 � kilometer) to Igbo market, from where vehicles or delivering vans will convey their (yams) to Abakaliki.  This information is obtained through personal interview.  In Aani and Ofuocha both in Onitsha and Anambra state respectively, seasoned variations like river overflowing its banks, with the result that it effect the use of canoes and engine boats for the transportation that particular time.


Throughout Anambra State, the type of transportation system are used or observed by (Anthonia, 1967) and (Maha, 1976) are still in use.

Appendix B shows specific areas from which yams were supplied in Nigeria.

This table clearly shows that the bulk of yams consumed in the south-eastern states of Nigeria, particularly in Anambra State, comes from the Northern States contributed 50.2 percent of the total yams supplied to Aba, 54 percent to Abakaliki, 47.8 percent to Enugu, 58.2 percent to Onitsha and 89.2 percent to Owerri


According to (Eliagn, 1984), from this table, Imo State is a net �importer� of yams.  The implication of this is that even though yam is grown in the state.

They do not have enough throughout the year to sell to other state of the federation.

YAM PRODUCING AREAS


According to (Onueme, 1970), stated the review that is to focus attention on the areas to yam production, forms in which yam is sold, its storage, marketing channels, marketing margins problems of grading, measurement and transportation.

Yam (Discorea) is a tropical plant.


According to (Onyemelukwe, 1977) stated that in Nigeria yam naturally belongs to two of the three major econological regions, the yam forest south characterized by root crop economy and genuine savannah of the middle belt, featuring a combination of root and grain economics.  But since the rains come at different period of the year, cropping and harvesting seasons in the south are different from those of the middle belt.


The two ecological zones in which yams are grown were taken into consideration in the deign and choice of locations.

According to (Akinwuni, 1977) who reported that the former west, east, central, Benin/Plateau and Kwara State respectively are major yam producers followed by mid west, north � est. Lagos and Rivers State produce negligible quantities, which no yam are produced in Kano State.

Coming down to Anambra State, we have three main yam producing areas as Abakaliki, Otuocha, Aguleri and Atani (Ogbaru).  But Anambra State was divided into three main senatorial zones.


In Abakaliki (Ebonyi State) we have main yam producing areas as Ezza, izzi, Ezamgbo, Eziulo, Unwaka, etc. these are areas in Abakaliki where yam are been producing areas at Ikwo local government area in Abakaliki senatorial zone.

Its main yam producing areas are Ndiagu, Anagu, Okwulumo, Ume, Ogagbo, Achara, Agbeenyim, Alike, Orona, Akwunakunna Anagu etc.


In Onitsha (Anambra State), we have main yam producing areas as Atani and Mgba for Otuocha zone, we have Nzam, Aguleri, Anam, Umeleri, etc.  The chief staple food for Anam is yam.  The areas of Anam are mainly known for food.  Crops that are produced seasonally because of floods in the area.  The land of Aguleri is equivalent to that of Anam and it produces the same crops as that of Anam.  Aguleri Uno, on the other hand and Umeleri produces two species of yams (JIASA) Ibo name and �JI AGU� �JIASA� is the yam that is produced within the river line areas but that JIAGU is produced in the winter land.

All these towns mentioned above are areas of yam production.


Although yams are produced in �Ukwulu� and Akwa � Ihala both in Njikoka local government areas, and Ihiala local government respectively, the quantity they produced is not up to that produced in order main yam producing areas like Abakaliki (Ebonyi State), but we have to remember that Atani, Otuocha Ukwulu and Akwa � Ihiala are all under Onitsha senatorial zones.  The above data were obtained through personal interview conducted with people from such senatorial zones.

CHAPTER THREE

3.1
RESEARCH METHODOLOGY


In this chapter the researchers stated the sources of data, the method of data collection, presentation and analysis.

3.2
SOURCES OF DATA


The sources of data for this study were basically of two major categories, the primary and secondary sources of data.


Primary had been obtained through a combination of field and desk research method only.


In carrying out field research the researchers went out to interview the randomly selected samples while in desk research they gathered data for existing sources.

3.3
PRIMARY SOURCES OF DATA


The researchers went to Garriki Market on field research and interviewed yam dealers in the market.

They carried out oral interviews and distributed questionnaires.  The respondents were randomly selected and oral interviews and questionnaires  were used to ensure that all the necessary information was extracted to get the data required to complete analysis.

SECONDARY SOURCES OF DATA


Secondary data were collected from books, journal, periodicals and past projects reports located in various libraries.  Some of the libraries the researchers visited were the following:

The Enugu State University of Science and Technology Enugu.

The National Library of Nigeria, Enugu

The Institute of Management and technology Enugu.

The Enugu State Central Library Enugu.

3.4
POPULATION OF THE STUDY


In order to get reliable data, the whole sellers and retailers of yam at the Garriki market were singled out from dealers in other commodities for the purpose of this study.  There were 500 yam dealer at (Afor � Awkwunanaw) Garriki market.


The preliminary survey showed that out of every 5 stalls in the market do wholesale or retail of yams.

A further investigation showed that there were 100 wholesalers and 400 retailers of yams at the Garriki market.

3.5

DETERMINATION OF SAMPLE SIZE


According to A.H. Debers (1989:144) stated the formular to determining of sample size which was applied to the population of yam dealers in3.1.3 above and a sample size of 245 was arrived at as follows:


n
=
Z2Pq




  D2

Where 
n
=
desired sample size to be calculated



Z
=
the number of standard deviation



D
=
the level of tolerance error



P
=
probability of succers



Q
probability of failure


For this study



Z
=
1.96



D
=
0.05 or 5%



P
=
1/5 = 0.2



Q
=
4/5 = 0.8


Substituting the above in the formular stated earlier



N
=
(1.96)2 (0.2) (0.8






(0.05)2



=
0.614689





0.0025




=
245


According to Kuma John cited in yaro yamani (1984):121) the sample size were divided between the two strata, wholesaler and retailers using the formula.


ni
=

nH





N

Where
n
=
245



N
=
500



H
=
100



H
=
400


Substituting in the second formula


ni
=
245 x 100






   500

=
49 for wholesalers



nii
=
245 x 400




     500

=
196 for retailers

3.6
INSTRUMENT FOR DATA COLLECTION


The instrument for collection of data presented in the table in four and analyzed for this study was the questionnaire.  The questions were the same in pattern and contracts for the wholesaler and retailers.


Different types of question method were applied such as multiple choice, open ended and dichotomous questions.

The open ended questions were intended to offer respondents the opportunity to indicate freely their product line and sources of those products.  The multiple choice questions were shown up in such a manner as to enable respondent choose from a range of options.  This will reduce the problem of letting crack their brain for the appropriate answers.  The dichotomous questions were used to permit the respondents to indicate �Yes� or indicate in the negative �No�.

3.7
TESTING FOR RELIABILITY AND VALIDITY OF THE RESEARCH INSTRUMENTS


The researchers did a pilot survey by administering the questions in the questionnaire on randomly selected members of the selected population of study.  They did so in order to determine the extent the respondent could understand the questions.


The researchers amended the questions, which the pilot survey proved difficult to understand.  They made a second trial and found the question correctly understood and capable of eliciting the appropriate responses with every charity.

Then they made the final design of the questionnaire.

3.8
ADMINISTRATION OF QUESTIONNAIRE


The questionnaire was administered based on simple random sampling to determined sampled.


Distribution of Questionnaire
	Stratum
	Number issued

	Wholesalers

Retailers
	49

196

	Total
	245



A total of 245 questionnaires were calculated to the sample randomly selected from the survey population.


The researchers took the questionnaire to the target respondents by themselves.

They waited and collected the questionnaire two hours after issue.  This sampling procedure enabled them to be on hand or classifications on the questions and responses guide lines.

They save the extra cost of making ensured that they finished the survey high questionnaire responses and return rates.

3.8
METHOD OF DATA PRESENTATION AND ANALYSIS


The data were collected and analyzed using nominal figure ad percentage.

They were presented in tabular forms for faster and earlier understanding.

CHAPTER FOUR

PRESENTATION, ANALYSIS AND INTERPRETATION OF DATA

Table 4.0 Wholesalers Return rate of Questionnaire


During the distribution of wholesalers questionnaire. 49 questionnaires were distributed to wholesalers of yams while 42 of them were returned representing 85.7 percent which were analyzed in table 4.1 below.

 Table 4.0

	Questionnaire
	Respondent
	Percentage 

	Returned

Not returned
	42

7
	85.7

14.3

	Total
	49
	100


Source: Field survey 2013

Table 4.0 shows that out of 49 questionnaires distributed among randomly selected sample of the wholesalers of yams at Afo Awkunaw market garriki 7 or 14.3 percent were not returned.


During collecting, the researchers discovered that among the wholesaler 2 questionnaires were filled incorrectly.  These mean that 2 questionnaires became invalid, therefore 40 questionnaires were used for the analysis

Question One

What is your sex?

Table 4.1

	Responses
	No of respondent
	Percentage 

	Male

Female
	28

12
	70

30

	Total
	40
	100


Source: Field survey 2005


The above table shows that out of 40 respondents interviewed 28 or 70 percent of them were male while 12 or 30 percent were female.

Question Two

Table 4.2

In which of these does your monthly income fall?

	Responses
	No of respondent
	Percentage 

	Below 5000

Below 1000

Below 15000

Below 2500
	7

8

20

5
	23.85

30.28

37.61

8.26

	Total
	40
	100



The above table shows that 20 of the respondents were making the income of 15000while other are below the income.

Question three

For how long have you being in wholesaler business?

Table 4.3

	Responses
	No of respondent
	Percentage 

	1 � 5yrs

6 � 10yrs

11 � 20yrs

21yrs and above
	5

13

12

10
	11.01

53.21

20.18

15.60

	Total
	40
	100


From the table shows 5 respondents says 1 � 5yrs, 13 respondents were 6 � 10yrs, 12 respondents said that they were into the business since 11 � 20yrs while 10 of them started since 21yrs and above.

Question Four

Did you received any former training in wholesaler business?

Table 4.4

	Responses
	No of respondent
	Percentage 

	Yes

No
	40

-
	100

-

	Total
	40
	100


From the table above all the respondents says that they received the former training in wholesaler business.

Question Five

Have you benefited from the services of people�s bank or community bank?

Table 4.5

	Responses
	No of respondent
	Percentage 

	Yes

No
	40

-
	100

-

	Total
	40
	100


From the above table 40 respondents benefited from the two of the above bank�s.

Question Six

Does prices of your goods depend on the amount of profit you want to make?

Table 4.6

	Responses
	No of respondent
	Percentage 

	Yes

No
	7

33
	17.5

82.5

	Total
	40
	100



The above table show that 7 or 17.5 percent agreed that the desire for high profit contributed to the rapid increase in prices of yams but 33 or 82.5 percent disagreed.

Question Seven

Does the cost of transportation tries to increase the price of wholesaler in the market?

Table 4.7

	Responses
	No of respondent
	Percentage 

	Yes

No
	40

-
	100

-

	Total
	40
	100


From the table above, 40 of respondents agreed that cost of transportation continuously increase the price of wholesale.

Question Eight

Table 4.8

	Responses
	No of respondent
	Percentage 

	Yes

No
	12

28
	100

-

	Total
	40
	100


The table above shows that out of the 40 respondents 12 or 30 percent agreed that government has been trying to reduced prices of commodities while 28 or 70 percent disagreed.

 Question Nine

What is your academic back ground?
Table 4.9

	Responses
	No of respondent
	Percentage 

	No former education

WASE/GCE

FSLC

Diploma
	2

        19

10

9
	8.26

37.61

30.28

23.85

	Total
	40
	100


As can seen from the able, 2 respondents did not go to school, 19 stopped at secondary level 10 of them have only FSLC while a respondents are Diploma Holders.

Question 10

Which of these age group do you belong?

	Responses
	No of respondent
	Percentage 

	Below 20yrs

20-29yrs 

30 � 39yrs

40-49yrs 

50yrs and above
	-

7

10

15

8
	-

10.62

37.67

39.38

12.33

	Total
	40
	100


The above table shows that 7 respondents were at the age of 20-29yrs, 10 respondents� shows that ages below 30-39yrs 15 respondent were 40-49years while 8 respondents were 50years and above. 

RETAILERS RETURN RATE OF QUESTIONNAIRE 

Among the retails 196 questionnaire was distributed to the retailer of yam were 181 of them were returned representing 92.2 percent which were analyzed in the table below:

	Questionnaire 
	No. of Respondent 
	Percentage 

	Returned 

Not Returned 
	181

15
	92.3

7.7

	Total 
	196
	100


 The total above shows that out of 196 questionnaire distributed among randomly selected sample of the retailer of yam at Afor Awkwunaw market Gariki,181 or 92.3 percent of them were returned while 15 or 7.7 percent were not returned.


During the collection, the researchers discovered that among the retailers 1 questionnaire were filled incorrectly and became invalid, therefore 180 questionnaires were used for these analysis.

Question One

What is Your sex?

Table 4.1

	Questionnaire 
	No. of Respondent 
	Percentage 

	Female 

Male 
	120

60
	66.7

33.3

	Total 
	180
	100


The table one shows that out of 180 respondent, 120 were female while 6- respondent were made.

Question Two

In which of these group does you annual income fall?

Table 4.2

	Questionnaire 
	No. of Respondent 
	Percentage 

	Below 5000

Below 1000

Below 15000

Below 2500
	10

20

70

80
	5.6

11.1

38.9

44.4

	Total 
	180
	100


From table two shows that 10 respondent annual income fall below 5000, 20 respondents shows that the have below annual income of 1000 70 respondent fall at below 15000 while 8- shows below 25000.

Question Three

Which of these age group does you belong?

Table 4.3

	Questionnaire 
	No. of Respondent 
	Percentage 

	Below 20years

20-29years

30-39years

40-49years 

50years and above
	-

50

40

80

10
	-

27.8

22.2

44.4

5.6

	Total 
	180
	100


From the table above shows that 50 respondents were below 20-29years, 40 shows below 30-39, 80 respondent shows below 40-49 while 10 respondents shows 50 years and above.

Question Four

How long have you being in retail Business?

	Questionnaire 
	No. of Respondent 
	Percentage 

	1-5years 

6-10years 

11-20years

21years above 
	10

20

50

100
	5.6

11.1

27.8

55.6

	Total 
	180
	100


From the table shows 10 respondents says 1-5years, 20 respondent were 6-10 years, 50 respondents said that they were into the business since 11-25years while 100 of them started since 21yearss and above.

Question Five

What is your Academic Background 

	Responses
	No of respondent
	Percentage 

	No former education

WASE/GCE

FSLC

Diploma
	30

70

80

-
	16.7

38.9

44.4

-

	Total
	40
	100


Table 5 shows that no body attend Diploma, but 30, 70 and 80 respondents have educational background.

Question Six

Did you received and former training in wholesaler Business?

What is your academic back ground?
Table 4.6

	Responses
	No of respondent
	Percentage 

	Yes 

No
	180

-
	100

-

	Total
	180
	100


From the table above all the respondents says that they received the former training in wholesaler business.

What is your academic back ground?
Question Seven

Please list the types of Yam products you Retail Always?
Table 4.7

	Responses
	No of respondent
	Percentage 

	While Yam

Trifoliate Yam

Yellow Yam
	120

40

20
	66.7

22.2

11.1

	Total
	180
	100


From the above table 5 shows the types of yam each retails, 120 respondents retails while yam, 40 respondents retails while yam 40 respondents retails trifoliate yam (Jiona) while 20 respondents retails yellow Yam C Jioku).

Question Eight

Please list where you usually buy these products?

Table 4.8

What is your academic back ground?
Table 4.9

	Responses
	No of respondent
	Percentage 

	Onitsha

Abakaliki 
	80

100
	44.4

55.6

	Total
	180
	100


The table above shows that 80 respondent usually buy from Onitsha while 100 respondents usually buy from Abakaliki.

Question Nine

Table 4.9

Which of the following factors mostly determine where you get suppliers 

	Responses
	No of respondent
	Percentage 

	Available Of Transport 

Nearness Of Market 

Capital 

Cost Of Transport 
	50

10

80

40
	27.8

5.6

44.4

22.2

	Total
	180
	100


This table shows that 50 respondents get supplies due to availability of transport, 10 respondents say due to nearness of respondents say cost of transportation.

Question Ten

Indicate the Type of Transport You use Always?

Table 4.10

	Responses
	No of Respondent
	Percentage 

	Tailers 

All 

Lorry/Pick-Up
	-

120

60
	-

6.7

33.3

	Total
	180
	100


  From the table above 120 respondents use 911 while 60 respondents indicate lorry/pick-up.

CHAPTER FIVE

5.0
SUMMARY OF FINIDNGS, RECOMMENDATIONS AND CONCLUSIONS


This chapter summarizes the findings based on analyzed data.

Recommendations were made based on these findings and finally the researchers attempted to drew reasonable conclusions form their findings.

5.1 SUMMARY OF FINDINGS

The findings of the study are summarized as follows:-

Transport who conveys the same passengers on the same route for the same purpose see these passengers as partners in progress and who have developed such relationship with business in mind often make some scarifies to keep the relationship with business in mind often make some scarifies to keep the relationship gong.

Transporters devise the most appropriate loading method so that more goods are to be transported at a time for reducing transportation cost.

Profit maximization was not always the desire for most dealers particularly those who have retired starting up a  retail business in order to avoid being idle.

More literate people are setting up retail businesses because of the freedom it offer them.  

This group of people also believed  that retailing offers them income than what they could get from paid employment cost of transportation affects agricultural goods retailers than manufacturing goods retailers.

Manufacturers transport their goods as close as possible to retailers so that retailers will not have to travel far distance for their goods.  Agricultural goods dealers travel up to maiduguri, Abakaliki and many other places to buy their goods.

5.3
RECOMMENDATIONS

The study has shown that cost of transportation is not a constraint to the prices dealers offer.  The dealers should engage the service of transportations jointly to reduce charges.

Dealers should strive to procure goods from the one source in order for them to develop good relationship with producers and transporters.

Procurement of goods from one source will also afford the dealer specialization in handling techniques that could reduce costs.

Sole proprietorship is common among consumer goods dealers, they are advised to form co-operative groups to enhance their chance of obtaining loans from bank.  Collateral demand from co-operative society would be large than what a single dealer can offer. Retailer would benefit immensely when they buy goods on co-operative basis and producers would be more willing to offer better trading terms to co-operative than in individuals.

Government particularly, local government should monitor the activities of retailers in the market item of measurement devices (Cups).  The government should increase their efforts in educating retailers about the benefits in using the services of community and people banks.  The benefits derivable should reveal to dealers. For consumers, joint purchases can always bring reduced prices.  This has been proved right through joint purchase of cry fish and beans by some workers of  Institute of Management and Technology and those of First Bank Nigeria Plc, Okpara Avenue Enugu.

5.4
SUGGESTED AREA FOR FURTHER STUDY


More detailed researchers are still needed in some areas not covered in this study, such further studies could be focus on the following:

How other costs such as rent and market maintenance affect prices offered by dealers in the market

The activities of market unions need to be studies properly especially when workers salaries are increases.

This is necessary in view of what happened in 1993 which government approved 45 percent increase for workers salaries and prices of goods increased astronomically. 
Further research is also needed on why there always across the board price increase on different brands of a particular product category when one producer increased the price of it�s brand.  Prices of competitors also increased.  For  instance, when the Lever Brothers, Nigeria Plc, increase the retail price of Lux toilet soap, one discover similar increase in the price of the �Imperial Leather� toilet soap made by Palerson Zochonise Nigeria Plc,. It is unlike the two competitors would review up wards the retail price of their brands the same day and amount. This trend is common among dealers in the market.

5.6
CONCLUSION


For consumers to benefit form the consumption of goods and producers to realize revenue from their sales the gap between consumers and produces must be closed through transportation to ensure that goods are made available to wholesalers, retailers and   consumers.  Production is not complete until goods reach to the final consumers.  Retailing is important to the natural economy.  


Retailers solve the problems of ownership separation and value separation.  An exchange cannot occur unit the title exchanged is transferred from the seller to the buyer.  What producers and consumers seek fro exchange and scarifies they make in entering the exchange differs.  Consumers seek utility from products to satisfy needs and wants, product seek revenue from product to recover cost of production and make profit.


Finally efficient and effective transportation of goods would reduce the prices of goods.  The retailers provides time possession and place utilities.  These utilities are best served through appropriate transportation system.
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QUESTIONNIARES

1.
Does price of your goods depend on the amoung of profit you want to make?


(a)
Yes 


[
]


(b)
No


[
]

2.
Did you receive any formal training in retail business?



(a)
Yes 


[
]


(b)
No


[
]

3.
Have you benefit from the services of people�s Bank or Community Bank?



(a)
Yes 


[
]


(b)
No


[
]

4.
Which of the following factors mostly determine where you get supplies?


(a)
Availability where transport 
[
]


(b).
Nearness to market 


[
]


(c).
Capital 





[
]


(d).
cost of transport



[
]

5.
Please list the type of yam product you retail always?

------------------------------------------------------------------------------------------------------

6.
Please list where you usually buy these products?

------------------------------------------------------------------------------------------------------

7.
How long have you being in retail business?


(a).

1- 5years 


[
]


(b).

6 � 10years


[
]


(c).

11 � 20 years 

[
]


(d).

21 years and above
[
]

8.
What is your sex?


(a).
Male 

[
]


(b)
Female

[
]

9.
Which of these age groups do you belong?


(a).
 Below 20years 

[
]


(b).
20 � 29years 

[
]


(C). 30 � 39years


[
]


(d).
40 � 49years


[
]


(e).
50years and above 
[
]

10.
What is your academic background?


(a).
No formal education 
[
]


(b).
WASCE/GCE


[
]


(c).
FSLC



[
]


(d). Diploma Equivalence 
[
]

11.
Is the rate of patronage of goods high at increase in price.



(a)
Yes 


[
]


(b)
No


[
]

12.
Have an action been taken to reduce the increase in price of yam in market?



(a)
Yes 


[
]


(b)
No


[
]

13.
Have government taken any action on price reduction?



(a)
Yes 


[
]


(b)
No


[
]

14.
What is the rate of consumption at increase in price?



(a)
Yes 


[
]


(b)
No


[
]

15.
What makes you to increase the selling price yam regularly?


(a)
Transportation cost 

[
]


(b).
Security of yam


[
]


(c).
Government Policy

[
]
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