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his study investigates the pivotal role of road transportation in the marketing of

agricultural produce among farmers in Ekiti State, Nigeria. Road transportation is a
critical infrastructure that facilitates the movement of goods from rural agricultural areas to
urban markets, thereby linking producers to consumers and enhancing market accessibility.
Multi-stage sampling techniques were used to select ten (10) respondents from each of the
twelve communities across the three local government areas with the aid of structured
interviews. Descriptive statistics and Multiple regression techniques served as the main
method of dataanalysis. The study's findings uncovered a positive influence of road quality,
road provision and maintenance, mode of transportation, and age and a negative influence of
the annual income of farmers in the study area. The research found that the road network has

rﬂe;;m?g;, a big impa_ct on the marketing of agricultural pro_du_ce in E!(iti State. I_3ased on the res_ult_of
Agricultural the study it was recommended that adequate logistic services that will reduce quantitative
produce, Farmers, and qualitative losses should be made available to marketers by the government as this will
Road help to reduce post-harvest losses, deterioration in quality, and transportation problems
transportation facing marketers in the study.

1. Introduction

Nigeria's economy is still based mostly on agriculture, which generates a large amount of the country's GDP and
employs a sizable percentage of its labour force (Oyaniran, 2020). Agriculture is essential to maintaining lives and
promoting economic progress in Nigeria (Akintayo et al., 2022). However, the efficient marketing of agricultural
produce is a persistent challenge that is frequently hampered by inadequacies in infrastructure, with transportation
infrastructure being a prominent example (Kaiser & Barstow, 2022). Despite the state's fertile soil and conducive
climate for agriculture, insufficient transportation infrastructure has made it difficult to move agricultural goods from
farms to markets, which hurts market accessibility, lowers farmer profit margins, and impedes overall economic
development (Wudad etal., 2021).

Transportation stands out as one of the most important variables impacting agricultural marketing (Abdulraheem
etal., 2021; Thakur et al., 2023). Transportation networks' efficacy and efficiency have a significant impact on how
easily agricultural products may reach markets, which in turn affects market dynamics, pricing, and farmers' lives
(Woodbhill et al., 2022). Understanding the significance of road transportation in aiding the selling of agricultural
outputbecomes crucial in the setting of Ekiti State, where agriculture is the predominant industry (Adelugba, 2020).
According to Okeke etal. (2023), Nigeria's road network is the foundation of the nation's transportation infrastructure,
carrying over 90% of all freight and passengertraffic. Nevertheless, although playing a vital role in the state of Ekiti,
the road transportation industry suffers a number of difficulties, including poor road maintenance, inadequate road
infrastructure, and traffic, all of which raise transportation costs and make it more difficult to deliver agricultural
products ontime (Adepoju, 2021).
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Furthermore, as the world community continues to struggle with the pandemic's effects, it becomes imperative to
investigate novel solutions and strategies to improve the effectiveness and dependability of road transportation in
support of the marketing of agricultural produce in Ekiti State. The COVID-19 pandemic has further highlighted the
vulnerabilities within the agricultural supply chain, highlighting the need for resilient transportation systems capable
of adapting to unforeseen disruptions (Agrawal et al., 2023; Kashem et al., 2024). The importance of tackling
transportation issues in improving the sale of agricultural products in Ekiti State has been highlighted by recent
research. Transportation limitations were noted as one of the main causes of post-harvest losses and a barrier to
agricultural goods reaching larger markets in a study released by the Ekiti State Ministry of Agriculture and Rural
Development in 2023. Furthermore, a poll carried outin 2022 by the Ekiti State Farmers' Association found that more
than 70% of farmers saw inadequate road infrastructure as a significant barrier to successfully distributing their crops.

Nigeria has enormous potential for both economic expansion and food security through its agricultural sector.
Even yet, there is still a great deal of difficulty in effectively selling agricultural products (Edafe et al., 2023). The
condition of the infrastructure supporting road transportation is one of the key elements affecting the sale of
agricultural products (Adelugba, 2020). In Ekiti State, road transportation plays a complicated and diversified role in
the selling of agricultural goods. Reduced profitability for farmers and other stakeholders throughout the agricultural
value chain, substantial post-harvest losses, and restricted market access are all caused by subpar road networks,
inadequate transportation facilities, and ineffective logistical systems (Oluwasusi & Adeyemo, 2021).

Moreover, the consequences of insufficient road transportation go beyond financial ones and also touch social and
environmental domains (Agbigbe, 2016). In addition to impeding economic growth, higher transportation costs,
product delivery delays, and restricted market accessibility further worsen food insecurity and complicate rural
development initiatives (Baek, 2016). Although many parts of Nigerian transportation infrastructure and agricultural
marketing have been the subject of research, there is still a lack of knowledge on the particular potentialand problems
associated with the use of road transportation for the selling of agricultural output in Ekiti State. In addition, new
empirical data and analysis are required to guide the creation of policy and intervention plans due to the dynamic
nature of infrastructure development and evolving agricultural practices.

In light of this, this study aims to investigate the many ways that road transportation contributes to the marketing
of agricultural products in Ekiti State, Nigeria. Through an examination of current patterns, obstacles,and prospects
in the transportation domain, this study seeks to offer significant perspectives and suggestions to decision-makers,
interested parties, and professionals concerning the efficacy and efficiency of agricultural marketing procedures. In
Ekiti State, Nigeria, road transportation and agricultural marketing have complex interactions that this study aims to
explore. This study intends to give insights that can influence policy interventions, infrastructural investments, and
strategic efforts targeted at improving the marketing efficiency of agricultural commodities by looking at current
changes, difficulties, and possibilities. This study, which focuses on Ekiti State specifically, aims to add to the body
of knowledge already available on agricultural marketing and transportation dynamics in Nigeria through a
quantitative analysis. There is a need therefore to examine the role of road transportation in the marketing of
agricultural producein Ekiti State, Nigeria. The study objectives are to:

i.  describe the socio-economic characteristics of the respondents;

ii. determine the conditions of a road transportation systemthat affected the marketing of agricultural produce;

iii. examine the factors that contributed to inadequate road transportation in the marketing ofagricultural produce
in Ekiti State

identify the constraint to effective road transportation of agricultural produce in Ekiti State.

2. Materials and Methods

The study was carried outin Ekiti State, Nigeria, with the study population consisting of farmers who grow arable
crops in the study area. Three (3) local government areas: Irepodun/Ifelodun, Oye, and Ise-Orun were purposively
sampled in stage one of the multi-stage sampling procedure because they have inadequate rural road networks in Ekiti
State. In stage two, a total of twelve (12) communities were selected at random from the chosen local government,
four (4) of which were known to have a poor road transportation network. Ultimately, out of the twelve (12)
communities, ten (10) respondents were randomly selected making a total of one hundred and twenty (120)
respondents. Descriptive statistics like frequencies, percentages, and means were utilized to examine the data that was
gathered from the respondents, and inferential statistics were also employed. The regression model is specified
mathematically as:

MAP =1 (RQ, RT, RM, MT) ..ot cr e et e e et et e v v e e e eeee L

Econometrically, theregression Analysis is specified as:

MAP = a, + B;RQ + B,RT + B;RM + B,MT + g,

Where: MAP = Marketing of Agricultural Produce; RQ= Road Quality; RT= Road Traffic; RM= Road
Maintenance; MT= Mode of Transportation; g, = errorterm;a, = Control ; 8, — 8,
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3. Results and Discussion

3.1 Socio-economic characteristics of respondents

Table 1 shows that the average age of farmers in Ekiti State is 42 years old, with almost half (34.1%) falling
between the ages of 41 and 50. Merely 3.3% of them were older than 60 years old. This demonstrates that the
respondents were within the economically engaged and productive age range and were comparatively young, making
them qualified to sell agricultural products. This suggests that the majority of young people were quite quick to
participate in marketing initiatives in the research area. This result is consistent with that of Falaye et al. (2022), who
found that young people were more likely than older people to be capable, industrious, resilient, and able to handle
the demands of marketing activities. Just28.4% of farmers were women, and males (71.6%) made up the majority of
farmers. According to this distribution, males are more likely than women to patronise agricultural produce. In contrast
to what can be found in Sub-Saharan Africa, where roughly 50% of females dominated the active farming activities.
This result shows a higher percentage of males compared to females, reflecting the fact that the study area has more
male-dominated farmers in terms of crop production (FAO, 2011; Olagunju, 2022). There may be fewer women
farmers than men because they have less access to resources and decision-making capacity (Pionce-Gutierrez, 2016;
Olagunju & Akinbile, 2020).

Similarly, the results revealed that while 16.6% of the respondents were single, a significant portion of them
(72.5%) were married. whereas 2.5% are divorced and 8.4% are widowed. The fact that a higher proportion of them
are married suggests that marketing agricultural goods is not hampered by marriage. According to Table 1, over half
of the farmers (63.4%) have university education, while 26.6% have secondary education, 7.5% have primary
education, and 2.5 have no formal education. The majority of respondents appearto have some degree of education,
which may be advantageous for marketing and consumer support of agricultural products. According to Ninh (2020),
education helps farmers in Vietham acquire, interpret, and make sense of information. This helps them use the
knowledge more effectively and find relevant answers to problems related to production, markets, and funding. Table
1 also displays the farmers' major occupation. Of them, 35.5% were involved in trading, while nearly half (47.5%)
were mostly involved in farming. This suggests that most of the respondents were active in farming and that the
majority of them were probably interested in selling agricultural products.

The survey also discovered that farmers had 8.4 years of experience on average. 80.8% of them have fewer than
ten years of experience. According to the results, the respondents were not recent arrivals in the agricultural produce
marketing industry. This suggests that a sizable portion of the studied farmers had the agricultural expertise and
knowledge to effectively manage the consequences oftransportation. This is consistent with the findings of Thakur et
al. (2023), who found that farmers' preferences for various marketing channels were influenced by factors such as
farm income, farm experience, market intelligence, and distance to the market. The farmers' average household size
was 4.6, and most ofthem (70.8%) had between 4 and 6 households. Furthermore, a sizable portion (44.1%) of farmers
inherited the land they utilized for farming, whereas 30.0% and 21.6%, respectively, rented or bought the property
used for farming. This suggests that most farmers inherited their land, which would lower their cost of production in
comparison to those who pay rent annually, which has a detrimental impact on their revenue.

Regarding the method and effectiveness of transportation, all farmers (100%) marketed their agricultural products
by road, and most of them (97.5%) said that using the road for transportation was inefficient. This suggests that a
significant portion of farmers' profits was lost to transportation because ofthe poor quality of the roads in these areas.
This conclusion was in line with the findings of Ogunleye et al. (2018) and Olagunju (2022), who verified that lower
transportation costs would boost rural demand and raise rural income due to improved roads. A 10% significant
improvement in the status of the roads results in a 12% rise in agricultural production outputanda 2.2% increase in
total family income. This shows how road quality has significantly impacted productivity and revenue.

https://sanad.iau.ir/Journal/ijasrt/ 2025; 15(4): 246-247



The Role of Road Transportation in the M arketing of Agricultural Produce Olaguniju et al

Table 1. Distribution of respondents based on their selected socio-economic characteristics

Selected socio-economic characteristics Frequency (n=120) Percentage Mean
Age (Years)

<30 26 216
31-40 27 225
41-50 41 34.1 419
51-60 22 18.3
> 60 4 35
Gender

Male 86 716
Female 34 284
Marital status

Married 87 725
Single 20 16.6
Divorced 3 25
Widowed 10 8.4
Educational level

No formal education 3 25
Primary education 9 75
Secondary education 32 26.6
Tertiary education 76 63.4
Primary occupation

Farming 57 475
Trading 42 355
Artisan 8 6.6
Transporter 13 104
Farming experience (Years)

<10 97 80.8
11-20 12 10.0 8.4
21-30 6 5.0
> 30 5 4.2
Household size

1-3 24 20.0
4-6 85 70.8 4.6
>6 11 9.2
Means of land acquisition

Inheritance 53 441
Purchase 26 216
rent/lease 36 30.0
Communal 5 4.3
Mode of transportation

Road 120 100
Efficiency of road transportation

Efficient 3 25
Not efficient 117 97.5

3.2 Factors that contributed to inadequate road transportation inthe marketing of agricultural produce

With an F-statistic of 14.90 and a p-value of 0.000, Table 2's analysis demonstrates the linear model's goodness of
fit. Additionally, the R2 value of 0.625 indicates that only road quality, road provision and maintenance, age, yearly
income, and mode of transportation could account for 62.5% of variations in the marketing of agricultural produce.
The remaining 37.5% of variations were caused by variables outside the regression model that also had an impact on
the marketing of agricultural produce in the study area. This indicates that, out of the 7 independent variables, 5 have
a considerable impact on the selling of agricultural output. At the 10 percent significance level, road quality has a
positive effect on the marketing of agricultural produce. This suggests that in the research area, there is a significant
relationship between the sale of agricultural produce and the quality of the roads. This implies that agricultural produce
may be marketed and sold more successfully the better the roads are.
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Table 2. Regression analysis for factors that contributed to inadequate road transportation in the marketing of
agricultural produce

Variable Parameters Coefficient Std err T-ratio
Road quality X1 0.6780* 0.3865 175
Road traffic X2 -0.2391 0.3110 -0.77
Road provision and maintenance X3 0.3071*** 0.1089 2.82
Mode of transportation X 0.5835*** 0.1747 3.34
Age Xs 0.0325** 0.0145 2.23
Annual income Xe -0.6861** 0.3458 -1.98
Household size X7 0.3014 0.3155 0.96
Constant Xo 22.323 0.3143 7101
Diagnostics statistics

R2=0.625

F statistic=14.90

N=120

*Significance at 10%, **Significant at 5%, *** Significance at 1%

Similarly, the provision and maintenance of roads have a favourable and substantial influence at 1%, suggesting
that improved road conditions and maintenance aid in the marketing of agricultural produce. The importance of
choosing the appropriate mode of transportation for the marketing of agricultural goods is shown by the fact that the
mode of transportation is also favourably important at the 1% level. At the 5% level, age is positively significant. This
suggests that an individual's influence on the selling of agricultural goods increases with age. Conversely, the 5%
negative significance threshold for yearly income suggests that the marketing of agricultural products declines as
personalincome rises. This can be the result of changing consumer buying habits or preferences as income rises. In a
separate research, Abdulraheem etal. (2021) reaffirmed theimpact of good roads on farmers' incomes and the selling
of their agricultural products. The majority of farmers found that poor road conditions decreased their revenue per
capita when selling their output.

3.3 Constraints to effective road transportation of Agricultural produce

The several constraints to efficient road transportation of agricultural products in the research area as shown in
Table 3. Inadequate logistic services were the majority's (99.1%) main constraints. Produce transportation from the
site of production to the place of purchase is a component of logistics services. The marketing of agricultural goods is
impacted by poor road mobility, which makes it difficult for logistic services to reach remote rural areas far from the
market. Farmers and producers can benefit from greater access to markets, higher pricing for their produce,and more
efficient produce transportation and storage through the construction of new highways and logistical services. With
49.1%, the existence of intermediaries placed 5th in this criterion. By buying commodities from farmers and reselling
them to retailers or wholesalers, middlemen are sometimes referred to as mediators. The fact that intermediaries
frequently pocket a sizable portion of the proceeds from the sale of agricultural goods is one of the main problems
with them. Farmers may have less money as a result of other costs like transportation. Reducing the role of
intermediaries or finding ways to make their participation more efficient may be important to increase the efficacy of
road transportation of agricultural commodities. Anotherconstraintthat came in 4t rank with 64.1% was the cost of
transportation. Farmers may find it challenging to efficiently and affordably deliver their goods to market as a result.
The price of gasoline, upkeep expenses, and the distance to be covered are just a few of the variables that can affect
the total cost of transportation. The general cost of transportation is also influenced by the state of the roads.
Transporting agricultural products can become more expensive and challenging when roads are in poor condition.
This study aligns with research conducted by Shekhar et al. (2023), who highlighted that farmers disclosed that
agricultural produce is lost as a result of incorrect handling and storage, insect infestation, inadequate storage, poor
logistics, and a lack of transportation infrastructure.

Table 3. Constraints to effective road transportation of Agricultural produce

Constraints Frequency Percentage Rank
Inadequate logistic services 133 9.1 1t
Lack of service 95 79.1 3rd
Cost of transportation 77 64.1 4th
Poor market infrastructure 96 80 2nd
Presence of a middleman 59 49.1 5th
Others 59 49.1 5th

*Multiple responses
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4. Conclusion and Recommendations

The results demonstrated the need of taking these aspects into account when developing marketing strategies for
agricultural goods. They also showed the positive and substantial influence of road quality, road provision and
maintenance, age, and method of transportation. Improved marketing results are a result of a betterroad network,
efficient road maintenance, and suitable transportation alternatives. Age and income considerations can also give a
more complete picture. The study's findings also suggest that farmers who have access to more markets will beable
to earn more income. That being said, it's important to note that while road traffic and household size were not found
to have a significant impact onthe marketing of agricultural produce, they are still relevant and play a part in the
transportation and logistics of the agricultural industry as a whole.

The following recommendations are made, based onthe findings of the study;

«Agricultural products may be delivered to markets more swiftly and effectively if road infrastructure is maintained
and improved. This might involve building new roads to increase accessibility as well as doing routine maintenance
on the ones that already exist.

*Promoting the use of environmentally friendly forms of mobility including bicycles, electric cars, and public
transit can assistin lowering the agriculture sector's carbon footprint.

«Investing in cold storage facilities and other logistical infrastructure created especially for the agriculture industry
may help guarantee that the product is transported and kept in a way that maintains its quality and freshness, increasing
its market value.

«Farmers may raise the value of their food and boost their revenue by receiving information and training on how
to package, sell, and enhance the quality of their produce.
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