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INTRODUCTION
Tomato (Lycopersicon esculentum Mill.) is one of the most important vegetables worldwide. It is cul-
tivated almost throughout countries of sub-Sahara African such as Nigeria, especially mostly around 
urban areas in the Northern and Southwestern parts of the country. Tomato is an herbaceous plant 
commonly grown as an annual, though perennial tomato culture is an established practice in many 
parts of South America. According to Purseglove (1992), tomato is a short-lived perennial, grown as an 
annual, branching herb with hairy weak trailing stems, hairy leaves and variable in shape. Tomato is one 
of the most popular vegetables worldwide. Tomatoes are rich sources of fibre, vitamin A, vitamin C and 
lycopene. Tomatoes are consumed in many ways such as the fresh fruits eaten in salads and sandwiches, 
processed varieties are consumed dried or as pastes, sauces and soups. Lycopersicon is a relatively small 
genus within the extremely large and diverse family Solanaceae. The family Solanaceae is an important 
source of vegetable and desert crops including potato, eggplant, various peppers, tree tomato and 
tomato, and Lycopersicon esculentum, among others. African tomatoes on the other hand were intro-
duced by European merchants and colonizers. Therefore, African tomatoes were probably descended 
from varieties bought from Europe (Villareal, 1980).

Tomato plays a major role in the provision of vitamins and minerals for humans. Tomato is cultivated 
almost all over Nigeria and still short in supply. As an important source of minerals, vitamins and health 
acids, tomato is one of the most important vegetable crops of Solanaceae grown universally with the 
production of 124.75 million tonnes (FAO, 2007). Onion, tomato and chillies are most common and 
important kitchen items cooked as vegetables, used as condiments and salad. The consumption of 
tomato and onion has high income elasticity of demand. Thus, there will be more demand for these 
vegetables with population growth, economic growth, and urbanization (Fateh, 2009). 

PRODUCTION ACTIVITIES
The land area was ploughed twice and harrowed to get uniform tilt before ridging and making beds. 
Pre-planting herbicides and plastic mulch were utilized to keep the weeds at bay while drip irrigation 
materials were set in place to cater for water recharge thus keeping the field at field capacity. The use 
of well drained media (mixture of Cocopeat and Sandyloam soil) for good root development was
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engaged with seedling trays on a flat surface to get uniform wetting. The media stayed moist; not too 
wet or too dry and plants were fed at an EC (Electrical Conductivity) less 0.6. Crop protection procedures 
were engaged as and when due.

Staking materials were set in place and seedlings were transplanted at 3 to 5 true leaves while trellising 
was done at 2 to 3 weeks after transplanting. Feeding program was maintained to model the nutrient 
requirements of plants per growth stage. Spray program was executed to cater for the prevalent infesta-
tion and infection while irrigation schedule was well-adapted to the weather conditions in the study area.  
 Fungicides with active ingredients such 
as Azoxystrobin, Mancozeb, Carbendaz-
im, Copper oxide and Metalaxyl, do best 
in West African environment. Insecti-
cides with active ingredients such as 
Abamectin, Lambda-Cyhalothrin,
Emamectin and Benzoate, thrive best in 
West African environment. Each plant 
gets between 1 and 2 litres of water 
daily.
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MARKETING ACTIVITIES

a. Channels of Marketing 

Marketing channels for tomato are a set of individuals, participants, players or organisations which 
facilitate the transfer of vegetables (tomatoes) as they pass from the producer or farmer to the final 
consumer. They are often employed for analysing the performance of a market. The analysis of toma-
to marketing channels is intended to provide a systematic knowledge of how the tomato in question 
flows from its place of production to the final consumers.
The market players involved in its marketing are majorly wholesalers and retailers. Moreover, most 
marketing activities are carried-out by females who are at the active and middle-aged group. In their 
study on marketing of tropical vegetables, Thompson and Agbugba (2013) made a similar observation. 
On the other hand, high marketing margins could be attributed to the reason why they still remain in 
the business. Retail marketing of tomato is similar to that of the wholesalers regardless of their size or 
scope of business. 

Harvesting was done when fruits are just getting red ripe while sorting and grading followed suit. Fruits 
were transported in baskets to reduce post-harvest losses emanating from handling during logistics.

Marketing of tomatoes is a complex phe-
nomenon due to their perishable nature, sea-
sonality and bulkiness, and as such, tomato 
production requires an efficient marketing 
system. According to Dittoh (1994), indicated 
that, in the past the federal, state and local 

government of Nigeria paid little attention to the marketing of vegetables such as pepper, tomato, 
onions, garden eggs, okra and leafy vegetables despite the fact that they need spatial marketing fa-
cilities. Thus, losses are accentuated by improper packaging and handling (Agbugba & Shelaby, 2018). 
Losses of 40-50 percent occur for many fruits and vegetables in the marketing system because of 
spoilage from poor handling, inadequate transportation, and lack of cooling facilities. 
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PROCESSING AND VALUE-CHAIN ACTIVITIES
Nigeria registers about $15 billion postharvest losses annually. Nigeria is Africa’s second largest produc-
er of tomatoes with nearly 2 million tonnes annually, yet up to 40 per cent of the crop never makes it to 
market, impacting food security and smallholder farmers’ incomes (Agbugba & Thompson, 2015). How-
ever, stakeholders who spoke at the 2017 Agra Innovate West Africa in Lagos said challenges affecting 
the tomato value chain need a holistic effort to address post-harvest losses in the country. 
 
In a research conducted by Oladejo & Sanusi (2008), the net returns to plantain marketing were affect-
ed by marketing costs and selected personal characteristics of marketers. The authors further disclosed 
that the marketers in the study area were carrying out their distributing function using diverse chan-
nels, revealing that 10.9% claimed to supply their wares in wholesale sizes, while the remaining 26.4%, 
42.7% and 20% sell directly to the retailers, final consumers and processors/food vendors, respectively.

b. Marketing Margins  

Tomato marketing margins can be used in determining the efficiency of tomato marketing enterprises. 
The marketing margin of tomato is the difference between the price paid by the ultimate consumer and 
the price received by the tomato farmer, or the difference between the producer price (farm gate price) 
and the retail price.
The market players involved in its marketing include: producers, wholesalers, retailers, commission agents 
and final consumers. Tomato marketing is a profitable business venture in the study area. It was also dis-
covered that most of the commission agents were also involved in the wholesale business, hence, contrib-
uting to their high margins (Agbugba, 2014). 

Despite government placing a 50 per cent 
import duty on tomato paste, 96 per cent of 
tomato imported into Nigerian market is said to 
be substandard and not good for consumption. 
The policy, which took effect in May, 2020 has 
been very slow in creating any effect on the 
sector as no tomato paste industry is currently 
in operation in Nigeria and imported pastes are 
still finding their way into Nigerian  
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markets. Government has not been sincere with its policies, as its policy was the main reason the country 
is yet to revive its moribund textile industry. From the exclusive interview with the Managing Director 
of Dangote Industry, Nigeria has the potential to grow 6000 tons of fresh tomatoes yearly but is yet to 
capitalise on the potential due to the inability of the government to effectively implement policies that 
would drive investments and serve as incentive for farmers to grow more. The impact of the tomato 
paste policy is not yet felt; we are still watching and we hope that by next year (2021) when the import-
ers have exhausted all they have imported before the policy was enacted, we would begin to see the 
impact. “We as indigenous processors have been engaged in processing fresh tomatoes into concen-
trates, hoping that importers would start buying locally but this is yet to happen. There is still no market 
for it and we have a lot in stock. It is one thing to put a policy in place and it is another thing to ensure it 
is fully implemented. A lot of importers anticipated the tomato paste policy and filled their warehouses 
with imported concentrates before the policy became enforced.” While addressing newsmen, on the 
side-lines of the event, the Vice President of the Nigeria Agricultural Business Group (NABG), Emmanuel 
Ijewere, said that the policy has been slow to have a real impact because of the resistance of the
importers who are bent on frustrating it. 
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CONCLUSION
Tomato production and marketing is a profitable enterprise in the study area. Purchase cost of tomato 
and transaction agents’ fee were variables affecting quantity of tomato supplied by marketers in the 
study area. Consumers demanded more of round tomato than the oblong type and the monthly aver-
age tomato consumption per household was found to be 1.46 baskets in the study area. As a matter of 
fact, the cultivation in greenhouses plays a key role in protecting the environment by making agricul-
ture more sustainable for us and the next generations. The cultivation of tomatoes is the most famous 
in the whole world, including high tech green-houses up to low budget. The climate of Nigeria is partic-
ularly favorable for tomato cultivation as it gives the possibility of large production. Rapid deterioration 
in quality and unstable market price are challenges encountered by tomato marketers and consumers 
in the study area. 

SUGGESTIONS/RECOMMENDATIONS
Since tomato vegetable marketing is a highly profitable enterprise, the following recommendations 
should be considered in the future intervention strategies aimed at promoting tomato marketing in 
study area. 
    There is need as well as room for market intermediaries to improve their technical knowledge and 
skills in marketing of tomato through training, so that the marketing system will become more respon-
sive to consumers’ demand. 
    Government’s indispensable role is that they should build and repair worn-out roads, and also con-
struct new ones; which will in turn bring about reduction in the cost of transportation and minimization 
of vegetables losses. 
    Marketing associations have shown potentials for enhancing marketers’ welfare and services. There 
is need to form market associations, which will in turn bring about easy access to market information, 
as well as lower transaction costs. Vegetables marketers should be encouraged to be organized into 
formidable associations.
   Tomato marketers should strengthen themselves by forming cooperative groups, and that would 
be achievable if tomato could be purchased in bulk on behalf of its members at a reduced cost, there-
by lowering the average transaction costs to the advantage of marketers. The impact of this could 
also help in stabilizing tomato market price to the advantage of consumers. Members of cooperative 
groups could access financial assistance through timely loans at very low rates as part of benefits from 
group activities.
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