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Abstract 
he study examined the catchment locations from where buyers patronized wholesale markets for 

agricultural food products of Kano Metropolis. Focus Group Discussion was used to collect data on 

catchment locations of buyers. The data were qualitatively analyzed through collation and 

arrangement of the FGD result. The catchment locations of the buyers were mapped out with the aid of 

ARCGIS software. Schedule Interview with buyers was used to establish the reasons for patronizing the 

markets. Descriptive statistics, particularly percentages, were used to analyze the data related to the 

reasons. The significant difference among buyers regarding reasons for purchase of products was determined 

with use of chi square. The study revealed differences in the catchments of the three markets both internally 

(within Nigeria) and externally (outside the country). Dawanau market had wider catchment; buyers came 

from far more distant places up to Libya in North Africa. Yankaba market had the least catchments, with 

buyers coming from Niger Republic. Internally, however, Yankaba market had wider catchment, with buyers 

coming from Middle-belt, Western and Eastern Nigeria. For Yanlemo, the patronage was more from the 

northern part of the country. The buyers patronized due proximity, cheapness, variety, availability and 

quality. Yankaba was the most diverse with all qualities featuring either alone or in a combination. Two-

thirds patronized Dawanau due to cheapness/variety/quality. Cheapness/variety attracted two-thirds to 

Yanlemo market. The study recommended for further studies on boundary delineation, demographics, 

customer purchase data, competitor locations and temporal fluctuation of the catchment areas.  
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Introduction 

Many cities in the world are large markets for agricultural products from the surrounding rural areas. In 

developing countries, urban markets are important for foodstuff distribution because of both large population 

and high spending of income on food (Ogeah and Omofonmwan, 2013). Agricultural food products move 

across Africa, from surplus production areas to markets or between markets. However, many times political 

boundaries serve as a barrier between the production areas and the markets. Thus, mapping catchments and 

trade flows can inform and intimate policy makers about the spatial interactions in agricultural food markets 

(Haggblade, Longabaugh and Tschirley, 2009). 

 

The strategic location of Kano at the centre of northern Nigeria has made it a major entry port to the country 

and for a long time a major southern center of trans-Saharan trade route. Kano City serves as a regional trade 

center dealing with millions of people located not only in northern Nigeria but also neighboring countries (of 

Niger, Benin Republic, Mali, Chad and Cameroon), and across North Africa. Marketing in form of wholesale 

T 
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and retail activities is the second largest economic sector of the Kano economy (Kano State Government, 

2013). 

 

Acquaintance with catchments is useful in many respects; most importantly, it can reveal knowledge about 

the characteristics and preferences of existing customer base, information regarding competitors’ relative 

strength and opportunities existing for capturing additional customers or market share. However, studies 

have concentrated on mapping of catchment areas without establishing linkage with the market locations 

(Gray, 2014). In addition, studies of this nature are needed for markets of agricultural products in Kano. It is 

against this background that this study aims to examine the catchment locations from where buyers 

subscribed wholesale markets for agricultural food products in Kano Metropolis. Three objectives were set to 

achieve this aim: (i) to identify categories of buyers in the catchment locations, (ii) to compare between the 

markets in terms of catchment locations, and (iii) to explain the reasons for preferences to buy in the markets. 

  

Conceptual Background 

Catchments  

A catchment is the geographic location that contains the customers of a particular site, region or commodity. 

In line with distance (linear, travel or time distances) between customers’ homes or work places and site, 

catchments of buyers of commodities can be categorized into three: The primary catchment is the location in 

which the majority of buyers are based. It takes more than 50% of the buyers. The secondary catchment 

includes about 25% to 50%, while the fringe or tertiary catchment contains less than 25% of the buyers 

(Vitcenda, 2011; Gray, 2014).  

Catchments can be determined in terms of distance or area of the locations, or both. The factors that affect 

catchments are population of your community, proximity of other competing business districts, mix of 

businesses in your community, destination attractions and traffic patterns (Vitcenda, 2011). 

To measure or survey and map catchments, mapping techniques are used. In particular, geographical 

information systems (GIS) can be used for this. These software systems can combine digitized mapping with 

key locational data in order to depict the site’s location and/or characteristics such as population 

demographics, customer purchase data and competitor locations (Gray, 2014). The best way to generate the 

data is through focus group discussion involving market actors or stakeholders (Vitcenda, 2011). 

 

Buyers 

A buyer, also called customer or purchaser, is a person that obtains a commodity, service or idea from a seller 

through financial or any other considered transaction. There are two main categories of buyers. There is the 

trader-buyer who purchases products for resale. He is considered as an intermediary (a rural assembler, 

wholesaler or retailer). The second type is the end user-buyer who buys not for the purpose of resale but 

consumption. He is the final or actual consumer (Olukosi et al., 2005). 

 

Rothberg (2014) differentiated four types of buyers:  

(a) complementary buyer provides services or manufactures or distributes products that complement those of 

the company he is buying from, 

(b) Strategic buyer is often a competitor who is able to improve upon the products and services offered by the 

companies they acquire, 

(c) employees or management are the most common vehicle used to accomplish the internal sale of a business, 

and 

(d) private equity investor is the one that is generally looking to buy more established and mature businesses, 

rather than risky startups. 
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Theoretical Background 

Gray (2014) identified some models that could provide theoretical guidance for description of catchment 

locations and areas. These are outlined as follows:  

 

Ring models  

This simply involves drawing a circle around the store or market location with the assumption that all 

individuals or households within the circle are customers of the location, with the store market at the center of 

the circle. It is also based on the assumption that the analyst has a prior knowledge of the customer base and 

that there is uniform customer behavior and attributes across the space encircled. 

Gravity models  

The earlier version of gravity model was introduced by William Reilly and first adapted by David Huff for 

use in retail trade area delineation. Huff’s original version of gravity model assumed that buyers would select 

one retail location over another based on Euclidian distance and physical size to the market. He later refined 

his model to include probabilities in such a way that boundaries between one retail location of trade area and 

that of a competitor could be blurred, or gradual, and that the surface of the trade area polygon varied in 

saturation based on the probability that buyers would purchase there. 

Voronoi (Thiessen polygon) models 

Voronoi, or Thiessen polygon, methods of trade area is based on the mathematical concept of Thiessen 

polygons, which is essentially built on the assumption that the only factor influencing the formation of trade 

areas is Euclidian distance. It also assumes that customers frequent the market closest to them.  

Consumer behavior in trade area models  

The dominance of consumer behavioral factors have made trade area and location definitions highly 

mathematical and statistical, particularly with the development of multiplicative competitive interaction 

(MCI) model by Nakanishi and Cooper, which added a level of consumer-based complexity to Huff’s model 

of gravity by having independent weighting of gravity variables in accordance with individual consumer 

preference. 

 

Materials and Method 

The Study Area 

The broad study area is Kano metropolis, which is located between longitudes 8o 25′E to 8o 40′E and latitudes 

11o 54′N to 12o 06′N (Ibrahim, 2005). The metropolis is composed of eight metropolitan local government 

areas: Dala, Fagge, Gwale, Kano Municipal, Kumbotso, Nassarawa, Tarauni and Ungogo (Figure 1). The 

metropolis has a population of 2,826,307 (Federal Republic of Nigeria, 2009).  

 

Since pre-colonial time, Kano’s economy has been very prosperous. The pre-colonial economy was 

sophisticated and largely articulated because of complex agricultural system that supported its internal 

industries and international trade, complicated system of markets and trade, high water table that supported 

political and economic structures, and large population  (Shea, 2003). The economy has become more complex 

since the colonial time. From the colonial time to date, there have been two levels in commercial hierarchy of 

the metropolis (Tanko, 2003). At the apex, there are three commercial units: the Kurmi, the Sabon Gari market 

and Central Business District (CBD). At the lower level are four all-purpose markets (Zambia, Rimi, Tarauni 

and Gama) and six specialized markets (Kwari, Kofar Ruwa, Yankaba, Kwanar Singa, Dawanau and 

Yanlemo). The specialized markets for agricultural food products came into being in the post-colonial time. 

Before, they were part of all-purpose markets (Falola, 2002; Liman and Adamu, 2003). Industrial production 

also received drastic change. From colonial period to the present time, four main industrial layouts (or estates) 
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have been established: Bompai, Sharada, Challawa and Gunduwawa/Hadejia road. In addition, there are 

small scale industries in all nooks and corners of the Kano city. 

The specific areas of study are wholesales markets for agricultural food products in Kano metropolis with 

particular attention to Dawanau, Yanlemo and Yankaba markets. Dawanau market is located along Katsina 

road some 20km outside Kano and falls in Dawakin Tofa local government area. Its relative location and 

functions in the urban Kano justify its consideration and inclusion in this research. Yanlemo market is located 

at Maikalwa in Kumbotso local government area, along Zaria road, about 11 km from the ancient city of 

Kano. Yankaba market is located at Yankaba along Hadejia road, in Nassarawa local government area (Figure 

1). 

The Study Methods 

The study used both qualitative and quantitative methods in the collection and analysis of data. For 

qualitative data collection, Focus Group Discussion was used in which ten market actors were involved, 

comprising of suppliers, wholesalers and retailers, in each of Dawanau, Yanlemo and Yankaba markets. The 

discussions were centered on buyers’ catchment locations. The data was qualitatively analyzed through 

careful collation and arrangement, and the results were presented in tables. ARCGIS software was used to 

map out the catchment locations of the buyers. 

 

For quantitative data collection, scheduled interview was used. Buyers patronizing the markets formed the 

population for this research. The purposive sampling was used because the members of the population were 

difficult to reach as they were not permanently stationed in the markets. So, only those that were available at 

the time of the survey were selected for interview. 50, 25 and 100 buyers were selected in Dawanau, Yanlemo 

and Yankaba markets respectively. The interview involved mainly reasons for patronizing the markets. The 

data were analyzed using descriptive statistics, particularly percentages and the results presented in tables. 

Chi square was used to determine the significant difference among buyers with respect to the reasons for 

buying in the markets. 

Results and Discussion 

Introduction 

The results are presented under three aspects: spatial distances covered to purchase products, comparison 

between the markets in terms catchment locations and reasons for buying in the markets. 
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   Figure 1: Wholesale Markets for Agricultural Food Products in Kano Metropolis  

   Source: Kano State Ministry of Land and Physical Planning (2008)   

     

Categories of Buyers in Catchment Locations  

At Dawanau market, there were three categories of buyers. The first were daily buyers who were from the 

Kano metropolitan local government areas. Secondly, there were weekly buyers who were actually traders 

both from within and outside Nigeria. Those from Nigeria included mainly Katsina, Kebbi, Zamfara, Jigawa, 

Sokoto, Bauchi and Taraba states. Those from outside the country were also traders, from Niger Republic, 

Benin Republic, Chad and Cameroun. The third category constituted the monthly buyers who subscribed the 

market from countries relatively farther away, including Ghana, Mali and Libya (Figure 2). 

At Yanlemo, the fruit buyers were in four categories. First, there were buyers daily who were mainly from the 

metropolitan local government areas. Second, included weekly buyers who were from the farthest local 

government areas in Kano (like Doguwa, Tudun Wada, Kiru, Tsanyawa, Karaye, etc.), and Niger Republic. 

Third, were people that bought products in the market 2-4 times a week. They were from the local 

government areas that were not far from the metropolis (like Dawakin Kudu, Kura, Warawa, Wudil, Rimin 

Gado, Dawakin Tofa, Gezawa, etc), and Jigawa, Katsina, Zamfara, Sokoto and Bauchi states. Fourth, there 

were buyers monthly from Kaduna, Borno, Yobe states (Nigeria), Chad and Cameroun (Figure 3). The last 
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three categories were actually traders who, after purchase in the market, sold the products in their shades 

within the markets. 

 
Figure 2: Range of Buyers at Dawanau Grain Market in the Context of Africa                       

Source: Fieldwork (2012) 

 

 
      Figure 3: Range of Buyers at Yanlemo Fruit Market in the Context of West Africa  

      Source: Fieldwork (2012)       
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At Yankaba (Figure 4), there were also four set of buyers: (i) There were buyers daily from the metropolis. (ii) 

Buyers coming weekly from weekly markets in the state and neighbouring states like Jigawa and Katsina. (iii) 

Buyers who went to the market two times a week (Bauchi and Borno states). (iv) Monthly buyers, who also 

subscribed the market seasonally, were two-fold: southern states in Nigeria and Niger Republic October – 

December), and other northern states (October to March). As with the other markets, the last three categories 

bought vegetables in Yankaba market for sale in their places. 

 
Figure 4: Range of Buyers at Yankaba Vegetable Market in the Context of Nigeria                   

Source: Fieldwork (2012) 

 

Comparison between the Markets 

The catchments of the three markets differed both internally (within Nigeria) and externally (outside the 

country). This was due to the differences in the nature of the products in terms of perishability and sources of 

supply. This is in line with the findings of Cunningham (2013) who observed different catchment zones for 

varieties of Western Canadian grains. Externally, Dawanau market had larger number of catchments; buyers 

came six countries (Libya, Mali, Benin Republic, Ghana, Cameroon and Niger Republic). Yankaba market had 

the least number of catchments, with buyers coming from only Niger Republic. This pattern was associated 

with the nature of the products. Grains are less perishable and, therefore, could be transported over diverse 

and longer distances than fruits and vegetables without damage. Internally, Dawanau and Yankaba markets 

had buyers mainly from places located in Kano State and other parts of Northern Nigeria. However, Yankaba 

market had catchments of buyers as far as Middle-belt, Western and Eastern Nigeria. This is because, 

according to Gambo (2016), the main sources of supply of the vegetable market were states in Northern 

Nigeria. For Dawanau market, there were many sources of supply in the Middle-belt and Southern Nigeria. 

The major supply sources of Yanlemo fruit market were places in the Middle-belt and Southern Nigeria 

(Gambo, 2016) and, therefore, the patronage was more from the northern part of the country.  
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Reasons for Market Preference 

Five reasons were advanced for patronizing the market by buyers from the catchments. They were proximity, 

cheapness, variety, availability and quality. There is significant difference among buyers with respect to the 

reasons for buying in the markets because the calculated value of the χ2 (167.14) is significant at 0.001 level 

(Table 1). Yankaba is the most diverse with all qualities featuring either alone or in a combination. Two-thirds 

patronized Dawanau due to cheapness/variety/quality while a third was because of proximity. 

Cheapness/variety attracted two-thirds to Yanlemo market while one-third was attracted by proximity. These 

patterns differed according to the source of buyers. The daily buyers, who were the nearest, patronized the 

markets mainly based on proximity and cheapness of products, instead of buying from retailers outside. 

However, distant buyers patronized the markets mainly due to variety, availability and quality. For Canadian 

grain, two main reasons were observed for patronizing the markets from the catchment areas: costs 

(production, storage, transportation, time) and demand of (the type, location, time and price) of the product 

(Cunningham, 2013). 

 

 Table 1: Reasons for Buying in the Markets 

Reasons Dawanau Yanlemo Yankaba 

  Total % Total % Total % 

Proximity 17 33 8 33 25 25 

Cheapness/variety 0 0 17 67 0 0 

Cheapness/Availability 0 0 0 0 25 25 

Cheapness, Variety and Quality 33 67 0 0 25 25 

Quality 0 0 0 0 25 25 

Total  

 

χ2 = 167.14    df = 2 Significant at 

0.001 

50 

 

 

                              

100 25 100 100 100 

 

Source: Fieldwork (2012) 

 

Conclusion and Recommendations 

Conclusion 

The conclusions to be drawn from this study include first, the diversity of the catchment locations show the 

importance of the markets to the study area as regards local, regional and international trade in agricultural 

products. Second, consideration of catchment locations, together with reasons for patronage as presented in 

this study may yield useful implications for those concerned with marketing of agricultural food products in 

Kano State and Nigeria as a whole. Three, the established differences in catchments of the markets indicate 

peculiarity of each market. This resulted from differences in products being traded in the markets. Four, the 

study reveals the importance of demand side in marketing of agricultural food products.  

 

Recommendations 

Based on the conclusions, the following recommendations are provided. First of all, further studies are 

needed, beyond location, to cover other aspects of catchment area like boundaries, demographics, customer 

purchase data and competitor locations. Secondly, there is also the need for research on temporal fluctuation 

of trade linkage between the markets and the catchment areas.  
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