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Abstract: The global proliferation of the use application of ICTs by small-sized agro-based marketers is not only for
cost cutting and improving marketing efficiency, but additionally for providing better customer services. The study
was mainly carried out to determine the factors influencing the use of ICTs-based Market Information Services
(MIS) among small agro-based marketers in Nigeria. Multistage random sampling method was adopted to select 180
small-sized agro-based marketers in the study area. Both descriptive statistics and probit regression model were used
to analyse the data collected. The findings showed that the respondents were young and the mean age was 45.64
years. Most (56.67%) of them were female while 70 percent were married with average household size of about 8
persons. The majority (88.90%) went through formal education while 67.78 percent had over 10 years marketing
experience. The mean monthly expenses on repair and top up of ICTs devices was N3910 while the mean monthly
income of the marketers was ®36500. The majority (91.67%) used mobile phone for MIS. Also, the main
determinants of ICTs-based MIS were, age, monthly expenses on ICT, value of assets, marketing experience, years
spent in formal school, association membership, and monthly income. The marketers were faced mainly with erratic
power supply and financial problems. Based on the findings of the study, it is recommended that capacity building
on the use ICTs among the agro-based marketers should be embarked upon through various associations and
charging centers with solar power should be provided at the market places.
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Introduction collection, processing, storage, transmission, and
The important position of small-sized agro-based presentation of information in the form of voice, data,
enterprises (SSABEs) as engines of growth is text and images.
demonstrated by countries in different regions of the Tan et al, (2009) cited by Hassen (2012)
world. SSABEs are often regarded as the main driver highlighted some of the benefits that could be realized
for a country’s economic growth. Countries in the by SSABEs when using ICTs to be: having great
Sub-Saharan Africa (SSA) have recognised the potential to reduce business correspondence costs;
positive role that SSABEs can play in their economies increasing the speed and reliability of business
development. It has been argued that such businesses communications; reducing inefficiencies from lack of
can create jobs, broaden the tax base, launch innovate co-ordination among firms in value chain; building
products, diversify risks, and adopt new technology closer relationship among trading partners; effective
(Brixiova & Asaminew 2010). In Nigeria, there seems tools for better communication with customers;
to be no clear cut definition for small-sized business facilitating new ways of managing and organizing
enterprise. Some defined it in terms of the initial businesses; creating new business opportunities; and
capital employed, annual turnover, number of enhancing access to market information and
employees, or size of the organization. The definition knowledge.
of small sized business may be regional or country- Labonne and Chase (2016) defined Market
specific. For developing countries, the definition can Information Services (MIS) as provisions of
be based on economic context. SSABEs strive to assistances that are of importance concerning series of
survive and utilize different affordable and productive signals and indicators as they occur in markets about
resources and technologies available to them. material and non-material goods. Market Information
Information and Communication Technologies (ICTs) Services (MIS) are made up of networking system that
are among the technologies available to them. involves many actors such as market information
According to The World Bank (2003), ICT consists of providers, agents, consumers and brokers. ICTs
software, hardware, networks, and media for hardware like computers and mobile phones are used
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to sustain information supplied by market agents
(Buyya and Vazhkudai, 2001). Over the years, ICTs
have made access to market information services
affordable and unlimited, thus allowing all market
actors engage in balanced negotiations that ensure
uniform market prices and efficient allocation of
goods and services (Jensen, 2007).

Despite these aforementioned importance of
ICTs-based MIS, many operators of small-sized agro-
based enterprises have not adopted it and hence, the
need for this study. The study would examine the
socio-economic characteristics of the small-sized agro-
based marketers, identify the ICTs components used
by the marketers, determine factors influencing the use
of ICTs-based MIS and document the constraints to
the use of ICTs-based MIS in the study area.

Material and Methods

The research was conducted in the Southwest
Nigeria. A random sampling method was used to
select 180 small-sized agro-based marketers across the
Zone (Southwest). SSABE is defined in this research
as an agro-based enterprise established and managed
by at least one person. A structured questionnaire was
used to collect information from the marketers on the
socio-economic characteristics, marketing activities
and utilization of ICTs-based MIS. The data collected
were subjected to descriptive statistics such as

influencing the use of ICTs-based MIS among the
marketers.
Model specification
According to Greene (2003), in modeling ICTs-
based MIS utilization, we believe that the decision of
whether or not to utilize these services (Y) is affected
by a set of factors(X) such as, age, monthly expenses
on ICTs, household size, value of assets, marketing
experience, years spent in formal school, association
membership and monthly income gathered in a vector
‘X’ so that
Prob(Y =1|X) = F(X,B) e v vr o1
Prob(Y =0|X) =1-F(X,B) ........2
The set of parameters B reflects the effect of
changes X on the probability. What is needed now is
to develop a suitable model for the right-hand side of
the equation 2. For a given explanatory vector, we
would expect

lim Prob(Y =1|X)=1........3
X B-+o

lim Prob(Y =1|X)=0........4
X p-—o

In many analyses the normal distribution has
been used, giving rise to the probit model,

XB
Prob(Y =1|X) = Pp(t)dt = DX B) v ... 5
For the standar(_i normal distribution, the function
@ (.) is a commonly used notation.
In explicit form, the probit model used for the

frequency, percentages and means. Also, probit X :

regression model was used to determine the factors analysis can be expressed as:

YI = l,b() + lple + lpZXZ + ¢3X3 + ¢4X4 + lpSXS + ¢6X6 + ¢7X7 + lpSXS + Si RN
Where;

Y= ICTs- based MIS (1, if ICTs based MIS is used, 0 otherwise)

X,= Age of respondent (years)

X,= Monthly expenses on ICTs ()
X;= Household size (number)

X4= Value of assets (N)

Xs= Marketing experience (year)

Xe= Years spent in formal school (year)

X7= Association membership (1 member, 0 non member)

Xs= Monthly income (¥)
Boeeeeennnnn Bs = Parameters to be estimated.
&= Error term.

Results and Discussion

Table 1 shows the age distribution of agro-based
marketers in the study area. It shows that 66.66
percent of the respondents were below 51 years while
33.34 percents were above 50 years. The mean age
was 45.64 years with the standard deviation of 8.37
years. This implies that small-sized agro-based
marketers in the study area are relatively young. This
may be due to the fact that small-sized agro-based
marketing activities involve movement from one place
to another. These activities could only be carried out
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by young and energetic people. Also, this might be
due to the prevalent unemployment situation in
Nigeria which has compelled many young people to
start small business. This result is very similar to the
research findings of Ayoola et al., (2011) and
Agunbiade et al., (2015) which put the average age of
traders at 43 years and 44 years respectively.
According to Table 1, the majority (56.67%) of
the respondents were female while 43.33 percent were
male. This indicates that, small-sized agro-based
enterprises are dominated by women. In the study



World Rural Observations 2017;9(1)

http://www.sciencepub.net/rural

area, men prefer other occupations to trading. It is
generally believed that marketing of agricultural
products is women’s job while production is better
done by men. Most (70%) of the respondents were
married while just 16.67 percent were single. This
shows that marketing is done mainly by those that
have family responsibilities. This is necessary in order
to provide for the household members. Another
implication of these findings is that family labour, if
needed by the marketers, would be available to the
majority of the respondents.

Moreover, Table 1, indicates that 61.11 percent
of the small-sized agro-based marketers had between 1
and 6 household members while those with 7persons
and above were 38.89 percent. The mean and standard
deviation of household size for the marketers were 7.9
and 1.7 persons, respectively. This implies that the
respondents have a moderate household size. In order
to assist the breadwinner of the family, after school,
some households in the study area do engage children
in hawking and this is highly favoured by moderate
household size. Also, the majority (88.90%) of the
marketers were able to acquire formal education while
few (11.10%) of them did not. This implies that the
literacy level among the marketers is very high and it
shows that most of them could read and write.
Education plays a vital role in the ability of someone
to quickly understand the use of modern ICTs devices.
This level of literacy among the marketers, would aid
effective utilization, communication of strategies to
improve sales of their goods and ease access to
information from ICTs in carrying out their other
marketing activities.

Tablel reveals that 32.22 percents of the
respondents had less than 10 years marketing
experience while 67.78 percent had over 10 years and
above experience. The mean year of marketing
experience was 14.60 percent with 8.1 years standard
deviation. This implies that, the majority of the
respondents are well experienced in trading of
agricultural products in the study area. Since
experience is the best teacher, most of the marketers
would know the best ICTs component to use for
market information services. Also, distribution of
respondents by years of ICTs usage shows that 78.90
percent of the marketers indicated less than or equal to
8 years of using ICTs while only 21.10 percent
showed that they had been using ICTs for more than 8
years. This is an indication that over the years, larger
percentage of marketers uses ICTs and thus
appreciates the roles ICTs are playing towards
sustaining uninterrupted market for agricultural
produce/products through effective communication
and easy access to vital information.

Moreover, according to Table 1, monthly
expenses on repair and top-up of the ICTs devices
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used by the respondents showed that 16.70 percent
spent N1000 or less every month while those that
spent between N1001and N4000 were 47.80 percent.
In addition, 35.4 percent spent not less than N¥4001 on
repair and top-up monthly. The mean monthly
expenses was N3910. This monthly expenses is very
important in order to sustain the use of ICTs devices
by marketers. The expenses structure shows that
majority of the marketers are ready to spend more in
order to gain more knowledge on market information
services. Also, on the monthly income, 21.10 percent
of the respondents earned less than N20000 every
month while the majority 66.70 percent made between
N20001 and N80000 monthly. Just 12.20 percent
earned over N80000 as income every month. The
mean value of respondents’ monthly income was
}36500 while 36000 and ¥165,000 were indicated as
minimum and maximum monthly income respectively.
Since the marketers are into small-sized agro-based
enterprises, this average monthly income will avail
them the opportunity to pay for any repair made,
subscribe and top-up during the month. On the issue of
ICTs components used, the majority (91.67%)
preferred to use mobile phones to both radio and other
components of ICTs. The use of mobile phone is
rampant among the marketers because, it serves as a
substitute for transport and allows timely and cost
effective accessibility to vital information. Also this
component, allow two-way communications when
compared to radio and television. This ICTs
component (mobile phone) promotes social cohesion
among the users.

Factors Influencing marketers’ Utilization of
ICT-based MIS

The results of the Probit model (Table 2)
revealed factors influencing small-sized agro-based
marketers’ utilization of ICT-based MIS. Table 2
shows the relationship between some socio-economic
characteristics of the respondents and the use of ICTs-
based market information services.

Age was negatively and significantly (5%)
related to the use of ICTs-based MIS. This implies that
as the marketers’ age increases, the probability of
using ICTs-based MIS decreases. This might be due to
the fear of unknown by the marketers. Older people
are very careful (risk averse) not to use any innovation
that will affect their businesses. This means that older
business individual tends to be less prone to take risks
than younger individual. A times due to higher
responsibilities upon the older people, and in order to
reduce marketing cost, information on marketing
activities from friends and relatives at no cost may be
enough for them.
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Table 1: Socio-economic  characteristics  of
respondents

Variable Frequency | Percentage
Age(year)

<31 22 12.22
31-40 38 21.11
41-50 60 33.33
51-60 36 20.00
>60 24 13.34
Gender

Male 78 43.33
female 102 56.67
Marital status

Single 30 16.67
Married 126 70.00
Divorced 10 5.55
Widowed 14 7.78
Household size

1-3 58 32.22
4-6 52 28.89
7-9 36 20.00
10-12 16 8.89
>12 18 10.00
Educational level

No formal education 20 11.10
Primary education 44 24.40
Secondary education 48 26.70
Tertiary education 34 18.90
others 34 18.90
Marketing experience(year)

<10 58 32.22
10-20 66 36.67
20-30 36 20.00
>30 20 11.11
Years of ICTs usage

<4 34 18.9
4-8 108 60.00
9-12 32 17.80
>12 6 3.30
Monthly expenses on

repair/top-up(®)

<1000 30 16.70
1001-4000 86 47.80
4001-8000 50 27.70
>8000 14 7.70
Monthly income(®)

<20,000 38 21.10
20,001-50,000 64 35.60
50,001-80,000 56 31.10
80,001-110,000 14 7.80
>110,000 8 4.40
ICT components used*

Radio 94 52.22
Mobile phone 165 91.67
Others 67 37.22

*multiple responses
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Another reason why older marketers might not
use ICTs-based MIS may be because they have
mastered the patterns and tactics of the business. It
shows the more marketers mastered the business
environment the less the need to be informed about
any new market service through ICTs. This result
corroborates the findings of Hill et al., (2008) that
ICTs adoption for MIS by traders tends to reduce at
later ages of traders. Also the result is in line with
Samah et al., (2009) that older traders are more risk
averse than young traders.

Moreover, according to table 2, monthly
expenses on ICTs had negative and significant (1%)
effects on the probability of using ICTs-based MIS.
This implies that the probability of using ICTs-based
MIS decreases as expenses on ICTs increase. This
may be necessary in order to cut costs and increase
profit. This result is not in line with sekabira (2012)
that increase in monthly cost on ICTs attracts traders
to its services. Also, the result does not agree with the
finding of Ulrich (2003) that increase in monthly cost
on ICTs leads to rapid usage of ICTs by traders.

Household size was insignificantly and positively
related to the use of ICTs-based MIS. This indicates
that as the variable increases the probability of
utilizing ICTs for MIS increases s. This may happen
when marketers have more knowledge on the
importance of ICTs for their marketing activities
through their educated children. Also, large
households’ size is expected to be monitored
effectively by the household head, combining this task
with studying the market situation without using fast
and better method such as ICTs may be too tedious
and hence the need for ICTs-based MIS as the
household size increases.

Value of asset was positively and significantly
correlated to the use of ICTs-based MIS. This means
that as the value of assets of marketer increases
(decreases), the probability of using ICT-based MIS
increases (decreases). Due to the heavy asset base of
the wealthier individuals, usage of ICTs is common
among them.

Marketing experience measured in years was
significant at 1 percent level of significance with the
probability of using ICTs-based MIS. It also had a
negative relationship with ICTs-based MIS usage.
This indicates that the more the experience of a small-
sized agro-based marketer, the less the probability of
using ICTs-based MIS. This is because the
experienced marketer, over the years, would have
acquired better knowledge of the market and be able to
predict and speculate market trends.

Variable years spent in formal school, was
positively and highly significantly (1%) related to the
use of ICTs-based MIS. This means as the number of
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years spent in formal school increases, the probability
of using ICTs-based MIS increases and vice versa.
The importance of education in any business cannot be
overemphasized. Education allows an individual to
read, understand and execute technical instructions of
most of the modern ICTs devices. This result
corroborates the findings of Simeunovic and Russo,
(2010) that education plays an important role in the
adoption and use of ICTs for services.

Membership of association was significantly
(5%) and positively correlated to the use of ICTs-
based MIS. This implies that those agro-based
marketers that belong to economic associations are
more likely to use ICTs-based MIS than their
counterparts that do not belong to any association.
Members of associations may teach themselves how to

operate those complex modern ICTs devices. Apart
from this, most of the time, sensitization on the use
and importance of ICTs services is done through
various associations. In addition, monthly income also
had significant and positive relationship with the
probability of agro-based marketers using ICTs-based
MIS in the study area. This indicates that the more the
monthly income of marketer the more the probability
of using ICTs services. More income encourages the
marketers to buy ICTs gadgets and pay for the
subscriptions of the service providers. The main
determinants of the use of ICTs-based MIS are age,
monthly expenses on ICT, value of assets, marketing
experience, years spent in formal school, association
membership, and monthly income.

Table 2: Results of the determinants of agro-based marketers’ utilization of ICT-based MIS

Variable Coefficient Marginal effect P-value
Age -4.986** (2.564) -3.751 0.021
Monthly expenses on ICTs -7.249*%** (2.207) -6.557 0.002
Household size 2.338 (2.229) 1.994 0.131
Value of assets 9.016**(4.003) 8.897 0.018
Marketing experience -3.142*%** (1.094) -2.956 0.001
Years spent in formal school 0.713**%*(0.231) 1.347 0.005
Association membership 2.507**(0.994) 2.153 0.036
Monthly income 1.418%%(0.712) 1.738 0.010
Constant 1.319(1.378) 1.301 0.214
Log Likelihood Function -33.024

LR Chi-square 71.043

Pseudo R’ 0.638

Source: Field Survey, 2016. *** represents 1% significance level, ** represents 5% significance level Note:

Figures in parentheses are standard errors

Constraints to the use of ICTs-based MIS

Table 3: Distribution of respondents by constraints to the use of ICTs based MIS

S/NO Constraint Frequency* Percentage
1. Erratic power supply 100 70.50

2. Financial problem 60 66.70

3. Poor internet connectivity 52 57.80

4. High cost of ICT equipment 50 55.60

5. Unwilling attitude of friends to teach others 38 41.10

6. Too busy 29 32.20
*Multiple responses

Table 3 reports constraints to the use of ICTs for
market information services by the respondents. It
shows that majority (70.50%) of the marketers
reported erratic power supply as the major problem.
This problem has affected the establishment of small
scale enterprises negatively in Nigeria. Most of the
time, marketers rely on those people that are charging
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handsets’ batteries for money in their areas. These
people use generating sets and car batteries. Also,
another problem reported by the marketers was
financial problem (66.70%). Since the respondents
operate on small scale, they are bound to be faced with
limited resources to purchase and use other complex
ICTs components such as computers, internet,
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geographical information systems and CD-ROM. Poor
internet connectivity was also a challenge to the use of
ICTs-based MIS in the study area. Other constraints
facing the marketers were high cost of ICTs
equipment, unwilling attitude of friends to teach others
how to use the modern ICTs components and even the
marketers are too busy to acquire knowledge that will
make them ICT compliance.

Conclusion and Recommendations

The use of ICTs is now widespread among
businesses of all sizes in Nigeria. Since its
introduction, many small sized enterprises such as
agro-based enterprises have increasingly used ICTs to
improve productivity and provide better services to
their customers.

The socio-economic characteristics of the small-
sized marketers of agro-based goods and the
constraints to the use of ICTs-based MIS were
described by descriptive statistics while probit
regression model was used to analyse the determinants
of ICTs-based MIS among the respondents.

The results indicated that the small-sized agro-
based marketers are relatively young and married with
moderate household size. Also the majority of the
marketers are formally educated and experienced in
marketing agricultural goods. Over the years, larger
percentage of marketers uses ICTs and monthly
expenses on repair and top-up shows that they are
ready to spend on ICTs. Most of the marketers use
mobile phone for market information services. The
main determinants of ICTs-based market information
services are, age, monthly expenses on ICT, value of
assets, marketing experience, years spent in formal
school, association membership, and monthly income.
The constraints to the use of ICTs-based MIS are
erratic power supply, financial problem, poor internet
connectivity and high cost of ICT equipment.

Based on the findings of this research, the
following recommendations are hereby put across to
the stakeholders.

e Since membership of association is
significantly related to the use of ICTs-based MIS
services, it is recommended that capacity building on
the use ICTs among the agro-based marketers should
be done through various associations in the study area.

e Also, since constant power supply is very
important, solar power could be made available in a
building in the markets for marketers to charge their
ICTs devices batteries. In addition, the marketers
could purchase extra batteries for their gadgets.

e In order to encourage the marketers on the
use of other complex ICTs gadgets for MIS, trainings
should be organized from time to time in the market
places by cooperative societies and the governments.
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e High cost of ICTs components could be
tackled if associations and government could purchase
and sell at affordable prices to marketers.
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