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Abstract 

The study focuses on the influence of rural markets on sustainable development 

of Ohaji-Egbema Local Government Area of Imo State, Nigeria. Purposive and 

Random sampling techniques were used to sample four rural markets and 437 

respondents in the study area. Data was collected using questionnaire focusing 

on participants from the four different rural markets across Ohaji-Egbema 

Local Government Area. Data was analysed using both descriptive and multiple 

regression analysis. The study revealed that rural markets have significant 

influence on economic development of the study area as confirmed by the 

regression analysis which were significant at 5% level through increase in 

trader’s income (0.879), with 24% of the traders earning above Nigeria’s 

minimum wage, N30,000 monthly, and creation of job opportunities like 

traders, head loaders, wheelbarrow pushers, carriers, shoe repairers, road 

transport workers, grain millers, POS Operators , telecommunication business 

etc,. It is concluded that, rural markets have tremendous influence on the socio-

economic development of Ohaji-Egbema Local Government Area. It is 

recommended that, there should be establishment of financial institutions in the 

study area which will help traders to have access to loans to enable them expand 

their business to earn more income, market information, good storage facilities 

like lock-up stores, silos and bans, motorable road, and water supply. 
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Introduction 

Rural markets are as old as the African traditional societies. According to (Onah 

& Onuora, 2014), their existence has spanned over the period of barter through 

different currency systems to the present day. Many local governments in 

Nigeria have spent millions of naira on rural market development as a source 

of revenue to their councils. With the introduction of austerity measures in 

1980s, local governments started re-examining their programmmes to 

determine priority areas of development (Agbonifoh, Ogwo & Nnolim, 1998). 

They are now interested in knowing the role rural markets play and what they 

should do to strengthen them. This paper examines the structures and operations 

of selected rural markets and also determines the role rural markets play in the 

economic development of Nigeria. As of now, not much work has been done in 

rural markets of Nigeria. A study of this nature will expose markets educators 

and policy makers to the present nature, state and structure of rural markets vis-

a-vis their contributions to sustainable development of the country. 

Various attempts have been made to define rural markets. According to 

Ugwoke (2010), "the market place is only a small part of the complex of 

facilities which constitute the business center, at the lowest level of settlements 

and spatial organizations; they are often the dominant, sometimes the only 

significant center for commerce." Only rural markets can survive the 

combination of low demand density, poor accessibility and elementary 

infrastructure. A rural market could be defined as that which is solely owned 

by a group of villages living in a close radius, where they can meet on agreed 

periodic days to exchange goods and services. According to Inyanga (1998), 

rural market can also be defined as a place selected by villagers for the meeting 

of marketing actors for the exchange of goods, services and social activities. 

Onah & Onuora (2014) opined that the existence, development and strength of 

all nations of the world are based on three spheres of activities, namely, 

political, social and economic. Differences in societies only exist in terms of 

the relative degree of priority placed on each of these activities, implementation 

efficiency of stated policies on them, effectiveness of these policies and the 

manner in which these activities are juxtaposed with one another. These 

activities are in constant interaction with the consequent aim of producing a 

healthy, virile and strong nation because none of them can actually exist in 

isolation of the other. Regardless of this, however, one unique thing is that all 

societies attach greater degree of importance and concern to their economic 
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activities because of the fact that growth and development of nations had 

always been on economic development than on anything else (Babajo, Yusu & 

Musa, 2018). 

We cannot adequately isolate the contributions rural markets make to the 

development of the Nigerian economy without delving into history. Nigeria, 

prior to the 1900's, was mainly an agrarian nation. Because people have found 

out that they can never be self sufficient in products other than those 

agricultural products they mostly specialized in, exchange was well established 

in products, like salts, cloths, and many other items among the rural 

communities (Vagale, 1974). The major effect of this practice was that they 

were encouraged to specialize while helping to satisfy some of the basic needs 

in which they were deficient. The consequent benefits attached to 

specialization was therefore being realized which was increased agricultural 

production although these resources were being exploited by the European 

settlers through some means. 

A market presupposes the existence of trading activities which is almost a 

way of life for Nigerians. These were numerous chains through which some 

products passed and consequently value was added. According to Anyanwu 

(2003), "exchange is the life wire of the Nigerian economy. Rural markets 

provide sources of income for those vast millions that are engaged in the 

distribution of foods and services. 

Channeling of local products is largely carried out through and by the rural 

markets. This involves the movement of goods from one area to the other 

within the system as it applies to communities. Goods like tomatoes, pepper, 

vegetables and some other goods are bought from the farms and brought into 

these markets for sale by women who specialized in trading in such goods. 

This does not apply to local or farm products alone, imported goods are 

channeled to the rural communities through the same system. Such goods are 

bought from large cities where the importer may have a depot and brought to 

the community. They may then be sold to market women who sell in small 

insignificant quantities to the community. 

 

Objectives  

The purpose of this study is to assess the influence of rural markets on socio-

economic development of Ohaji-Egbema Local Government Area of Imo state. 

However, the specific objectives are to: 
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i. trace the origin, concept and structure and structure of rural markets 

in Nigeria, with emphasis on the south-east. 

ii. examine the contributions of rural market to job creation, income, 

innovation and revenue generation of the study area. 

 

Literature 

Nature of Rural Markets 

In all the communities visited, it was revealed that rural markets originated 

either as meeting points for social discussions, play grounds, shrines of gods 

or goddess, road junctions or resting points for caravans. In terms of timing, 

most of the rural markets are traced back to the time of settlements of various 

hamlets and villages. According to Onah & Onuora (2014), market 

participants arose as a result of a need for exchange of goods and services 

which became obvious as villagers assembled at meeting points for other 

activities. 

In investigating the nature of rural markets, a number of important 

characteristics which distinguish them from urban markets in Nigeria were 

discovered. These include periodicity, names, market unions, number of 

participants and the type of merchandise sold in them. Generally, rural 

markets do not sit every day. Each rural market is held on a specific day of the 

traditional week of four to eight days in South East and South West, Nigeria, 

and seven days in Northern Nigeria (Vagale, 1974). 

The importance of market periodicity lies in the fact that traders are able to 

attend as many different markets in a week as they would like. Thus, they have 

more opportunities of selling their merchandise. It also affords them the 

opportunity to compare prices in different markets and to determine the 

market(s) in which their commodities are in higher demand. This process of 

market periodicity made each rural market fall into market ring or market cycle 

(two, four, seven or eight days) within a trading area. Villages or towns within 

a trading area were discouraged from having their markets sit on the same day. 

As traders move from one village market within the ring to another, inter-

village trade is promoted which also makes for peaceful co-existence of villages 

within trading areas. 

Rural markets have names. In the Igbo-speaking areas of Nigeria for example, 

there are four market names; namely "Eke," "Orie," "Afor" and "Nkwo." These 
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markets sit in the following sequence corresponding to the four-day period of 

an Igbo-market cycle: 

EKE    

                  

              

       

NKWO            ORIE 

  

  

AFOR  

 Figure 1: The Basic Igbo Market Cycle adopted from Onah, J.O & Okoli, B.I.  

(2014), Traditional Markets and Marketing in Nigeria. Enugu: Ezu Books 

 

In the South West, rural markets are named after important historical or 

superstitious events, for example, "Oja ifa - opo," in Lagos State, named after a 

superstitious event which led to the death of some men, consequently it is 

believed that only widows participate in the market. Some markets are also 

named after Kings (Obas) as in the case of "Oja-oba" (King's market). In the 

South South geopolitical zone, market names reflected the area where the 

market is located. Where markets have the same names, the adjectives "big and 

small" are used to differentiate them (Onah,  & Okoli, 2014). For example, 

"Eke-ukwu Umuagwo (Big Umuagwo rural market) and "Eke-nta (small 

"Umuagwo" rural market). The names of rural markets took after the names of 

the areas in which they are located. Major markets in Ohaji/Egbema include, 

Eke Opuma, Nkwo Mmahu, Orie Abacheke, Afor Etekwuru in Egbema district 

and Eke Awara, Eke Umuagwo, Nkwo Amafor, Ahia Mgbirichi, Orie 

Umuokanne and Ahia Ohoda in Ohaji district. 

Note also that participants in rural markets are no longer limited to people from 

the village and neighboring villages but people from other states come to buy 

and sell by means of public transport. The number or market participants in 

rural markets range from 500 to 3,500 people depending on the size of the 

market, population concentration of the area and the type of merchandise for 

which the market was known. 

In each of the rural markets merchandise in display are mainly local foodstuffs, 

like Yams, Garri, Cassava, Coco-yam, Vegetables, Plantain, etc produced from 

local farms. There were also locally manufactured and imported commodities. 
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Prices of the commodities are determined by the market forces of supply and 

demand. Whereas the prices of commodities are very low during harvest 

periods, they are very expensive after harvest period. In all the rural markets in 

Nigeria, it is observed that haggling and haggling of prices were the 

predominant pricing policy (Nnabuko, 1998). 

 

Structure 

Rural markets in Nigeria were originally situated at the centre of the village or 

very near the Eze's palace. However, in recent times, most of the villages have 

experienced the takeover of market administration by the local government 

councils. This may have necessitated the removal of the market sites to some 

other place. At present, rural markets are scattered structures representing stalls 

(Babajo, Yusu & Musa, 2018). The layouts are largely unplanned and the 

structures are built with corrugated iron sheets or with blocks, built to knee-

height, inside which are erected planks to support the iron-sheet roofing. The 

purpose of the structures is limited to sheltering the participants from sun and 

rain, hence merchandise were displayed in the open. A single structure 

contained six or more stalls partitioned with blocks. Pathways are provided 

between one structure and another. Shrines of patron deities are found at the 

centre of some of these markets. People could sit around them to sell their 

commodities. 

In most rural markets, the layouts inside the markets are on commodity-basis. 

For example, those selling salt, yams, cocoyam, palm oil, meat etc. stay in 

different sections of the market. It is an offence for one to leave one's section 

(Odu) or area within which his type of goods was sold for another spot. 

 

Organisation 

In the South-east Nigeria, rural markets are either owned and managed by the 

local government area in whose jurisdiction the market are situated or the 

communities where they are located. If the rural market is owned by the 

community, the government of these markets is done by either a specific age 

grade, a committee of married women, some appointed elderly men or a 

combination of these. The market committees see to the sweeping of rural 

markets (Babajo, Yusu & Musa, 2018). 

 

 

Sustainable Development 

A practical definition of sustainable development should contextually take into 

consideration issues of cooperation, stakeholder participation, commitment, 

long, medium and short term effects of current actions, common concerns, inter 

and intra generational equity, justice, and moderate production and 
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consumption habits (Inyanga, 1998). It requires efficient communication, tacit 

knowledge and its transfer between and within generations, capacity and 

willingness to act based on the knowledge available. All these are embedded in 

the coping mechanisms of indigenous peoples of Central 

Africa. However, they are under threat due to the cruelty of colonialism and 

other current development interventions. The next section describes the area on 

which this case study is focused. 

 

Methodology  

a) The Study Area 

The study was conducted at Eke Umuagwo, Orie Umuokanne, in Ohaji; Afor 

Etekwuru in Egbema and Nkwo Amafor in Ohaji, in the Ohaji-Egbema local 

government area of Imo state in Nigeria. Ohaji-Egbema lies in the south western 

part of Imo state and shares common boundaries with owerri in the east, Oguta 

in the north and Ogba/Egbema/Ndoni in Rivers state in the south west. It covers 

an area of approximately 958.010 sq/km, and has an estimated population of 

800,904 (NPC, 2006). 

Ohaji Egbema local government area comprises of three (3) districts namely: 

Ohaji East, Egbema North, and Ohaji West and sixteen (16) autonomous 

communities namely: Egbema, Umuagwo, Oloshi, Umunwaku, Obile, Obitti, 

Mgbirichi/Abakuru, Opuoma, Assa, Awarra, Ikwerede, Umuokanne, Obiakpu, 

Ohuba, Obosima, and Mmahu. The inhabitants are mainly farmers especially 

palm fruit processors. Their interest was due to their endowment with a suitable 

soil for growth of palm trees. Figure 2 below is the map of the study area.  

 

Figure 2: Map of the area of study 

– Ohaji-Egbema LGA 

Primary data were collected through 

oral interviews and the use of 

structured questionnaires designed to 

obtain information relating to the 

origin, concept and structure of rural 

markets; and the contributions of 

rural market to job creation, income 

and revenue generation of the study 

area. The secondary data were 

collected from indigenous textbooks, 

journals, and internet. 
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a) Sample Size and Sampling techniques 

In order to determine the sample size for this study, four functional periodic 

markets in study area were identified namely Eke Umuagwo, Orie Umuokanne, 

Afor Etekwuru and Nkwo Amafor in the Ohaji-Egbema local government area 

of Imo state in Nigeria and constitute the sampling frame.  

Purposive sampling method was used in the selection of the rural markets in the 

study area, and a total number of 8,085 traders were identified in all the markets. 

Krejcie and Morgan (1970) table for sample size determination was used to 

select sample size of 437 respondents from the population. 

 

V. Results and Discussion 

a) Demographic Characteristics of Respondents 

i. Gender 

Rural markets in Ohaji-Egbema Local Government Area of Imo state is 

operated by both men and women. The distribution shows that the females are 

the dominant group among the sellers. This accounted for about 74.6% of the 

sampled sellers compared to the males that constitute 25.4%. 

 
Figure 3: Gender of Respondents 

 

From figure 3 above, it is evident that the male and the female members of the 

society are represented in the marketing activities in the area. However, the 

observed lower proportion of men in the marketing activities in the study area 
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could be associated with the economic empowerment system which is lower for 

males in the society. Another factor that hinders the low participation of men in 

rural marketing activities in the study area could be the fact that males were 

predominantly farmers who engage in hard jobs, leaving the lighter aspect 

(trading) to the females. All these make women to participate more in the 

markets.  

The finding is directly in line with the study of Babajo, Yusu & Musa (2018); 

Ehinmowo and Ibitoye (2010) in Akoko southwest and that of Yusuf (2009) in 

Kwara State which reveals that most marketers in rural markets are females 

especially in Yoruba and Nupe communities. However, the finding contradicts 

that of Benjamin and woche (2011) which reveals that majority of the marketers 

in sorghum marketing are males with very few females in Benue state. This 

therefore means that cultural orientation may be an underlying factor in gender 

involvement in marketing activities indicating that involvement of women in 

marketing is higher in southern and western Nigeria, as compared to northern 

Nigeria. 

ii) Age Distribution 

The age distribution of respondents helps to determine the nature of labour force 

available as well as their contributions to sustainable development of the area. 

Age is one of the socio- economic indicators which play a very important role 

in the economic development of the study area. According to Inoni and Omotor 

(2009), age is one of the factors that affect the efficiency of production 

activities. Below is the age distribution of the respondents. 

 
Figure 4: Age Distribution of Respondents 
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From figure 4 above, majority of the participants were aged 26-45 years, an 

indication that about 73.2% were within the economically active population. 

This implies that rural markets are thriving in the study area, as it enjoys high 

patronage by both young and middle age people who are energetic enough to 

withstand the stress involved in buying and selling. This also shows that they 

are within active and productive age that could add to the productivity of the 

economy of the LGA. This finding agrees with the finding of Kudi (2005) who 

found out that the older the trader, the lower the probability that he/she would 

be productive. Naturally, when people are sixty years old, their productivity 

diminishes especially when the work they do demands physical efforts than 

mental energy. 

iii) Educational Qualification of the Respondents 

Education in terms of literacy and numeracy is important for easy 

communication between the market participants. 

 
Figure 5: Educational Qualification of Respondents 

 

Figure 5 shows that about 27% of the participants in studied markets have no 

formal education, while about 73% of them have some form of formal 

education. This category constitute 34 % who had primary education as their 

highest qualification, 24% have attained secondary education and 15 % have 

acquired tertiary education. The level of educational attainment at 73% implies 

that many respondents had formal education, which consistently shows that 
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participants have adequate basic literacy knowledge to transact business and 

engage in marketing activities. Also some of the traders are urban based. 

A high level of educational attainment is also expected to affect positively the 

productivity of rural market participants especially traders as educated traders 

are likely to adopt modern trading and marketing skills. The implication of this 

finding is that the level of trader’s education is believed to influence adoption 

of innovative methods and improved technology in marketing system. 

iv) Primary Occupation of the Respondents 

The main occupation of the people in the study area is agriculture. The primary 

occupations of the market participants are presented in Figure 6. 

 
Figure 6: Occupation of Respondents 

 

Out of 437 respondents administered with questionnaires in the study area, 42% 

were producers and at the same time sellers of agricultural produce as their 

primary occupation, 35% were sellers of other products (Industrial goods, 

consumable goods, textile, agricultural inputs etc), 12% engaged in artisan 

activities. 

The highest concentration of the respondents in farming could be because the 

main occupation of the people in the study area is agriculture. The findings is 

in line with the study of Ehinmowo and Ibitoye (2010) in Akoko southwest that 

a large percentage of the population in rural areas engaged in farming as their 

occupation while few engaged in tertiary activities like trading, teaching and 

artisans etc. 
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v) Income of the Respondents 

The disposable incomes of the traders do affect the level of involvement and 

investment in marketing. It can also determine the level of the social welfare of 

the marketers. Corey (1998) opined that there is clear perception that changes 

in economic welfare indicate changes in social welfare in the same direction if 

not in the same degree. The implication of this finding is that if the traders earn 

much income from their sales, their welfare needs will equally increase. Table 

7 presents the income of traders. 

 

 
Figure 7: Income Distribution of Respondents 

 

Figure 7 above shows that only 24% traders earn up to N 50,000 and above 

monthly. Followed by, those who earn income between N 30,000 with 21%. It 

is obvious from the table that no respondents earn less than N25, 000 monthly. 

This indicates that majority of the traders are still operating at micro scale or 

small scale. This result coincides with Usman (2011) who reported that petty 

trading is one of the informal sectors whose return is very low. Another reason 

for the low income could be due to the fact that most agricultural traders in the 

markets usually satisfy their food needs before the excess are sold in the market. 

Thirdly, majority of the traders are rural marketers who do not have access to 

substantial financial resources. 

f Rural Market and Socio-economic Development 

The focus here is to assess the impact of periodic market on socio-economic 

development of the study area. This takes into consideration the contribution of 
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periodic markets to selected indicators of socioeconomic development (Income 

of traders, innovation, job creation to the unemployed and revenue generation 

to government). This is in line with Fagin (2010), who highlighted that a well 

structured market benefit communities by serving as a place where local farmers 

can sell their food at a high profit, which benefits the local economy and 

preserves agricultural land, bring people together, strengthen the community, 

create a spill over economic effect for other down town businesses as well as 

drive the development of new local system, incubate new businesses and brings 

about general community development. 

In order to confirm this, the variables were subjected to multiple regression 

analysis. This is to enable the researcher identify the relationship among the 

variables under investigation. Table 1 shows the multiple regression analysis of 

the socio-economic development indices. The result reveals that there is 

significant positive relationship between periodic market and income with a 

coefficient of 0.789 and a p-value of 

0.0000 at 1% significant level. This implies that as the participation in periodic 

market increases, income of the rural people will also increase in the same 

direction. This could be as a result of more number of people that participate in 

the market. This is in agreement with Litman (2010), definition of development 

as a progress toward a community’s economic goals such as increased 

employment, income, productivity, property values and tax revenues. 

Table 1 above shows that only 24% traders earn up to N 30.000 and above 

monthly. Followed by, those who earn income between N 25,000 - N 30,000 

with 21%. It is obvious from the table that majority 55% (16%, 20% and 

19%) of the respondents earn less than N25, 000 monthly. This indicates that 

majority of the traders are still operating at micro scale or small scale. This 

result coincides with Usman (2011) who reported that petty trading is one of the 

informal sectors whose return is very low. Another reason for the low income 

could be due to the fact that most agricultural traders in the markets usually 

satisfy their food needs before the excess are sold in the market. Thirdly, 

majority of the traders are rural marketers who do not have access to substantial 

financial resources. 

b) Rural Market and Sustainable Development 

The focus here is to assess the impact of rural market on sustainable 

development of the study area. This takes into consideration the contribution of 

rural markets to selected indicators of socioeconomic development (Income of 
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traders, job creation to the unemployed and revenue generation to government). 

This is in line with Fagin (2010), who highlighted that a well structured market 

benefit communities by serving as a place where local farmers can sell their 

food at a high profit, which benefits the local economy and preserves 

agricultural land, bring people together, strengthen the community, create a spill 

over economic effect for other down town businesses as well as drive the 

development of new local system, incubate new businesses and brings about 

general community development. 

In order to confirm this, the variables were subjected to multiple regression 

analysis. This is to enable the researcher identify the relationship among the 

variables under investigation. The result reveals that there is significant positive 

relationship between rural market and income with a coefficient of 0.789 and a 

p-value of 0.0000 at 1% significant level. This implies that as the participation 

in rural market increases, income of the rural people will also increase in the 

same direction. This could be as a result of more number of people that 

participate in the market. This is in agreement with Litman (2010) definition of 

sustainable development as a progress toward a community’s economic goals 

such as increased employment, income, productivity, property values and tax 

revenues. 

 

Table 1: Multiple Regression Analysis of the Influence of Rural Market on 

Economic Development of Nigeria 

Variables Coefficient Std error Beta T values  P values  

constant 

X1 

X2 

X3 

X4 

0.286 

0.879 

-0.070 

0.285 

0.015 

0.036 

0.088 

0.095 

0.074 

0.009 

- 

0.749 

- 0.071 

0.240 

0.033 

7.931 

9.057 

- 0.730 

3.877 

1.618 

0.000 

0.000** 

0.466 

0.000** 

0.106 

Source: Researcher’s Field work, 2021 

Where 

X1= Average income of rural traders 

X2= Revenue generation 

X3= number of people engaged in non- trading activities 

X4= Time innovation diffused in the market 

 

Note: Number of observation 437 
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R- Squared = 0.818 

Adj. R- Squared = 0.816 

F. Statistic = 485.999 

** Significant at 0.05 probability level 

Y= Regularity of attending periodic markets 

 

From Table 1 above, the variables X1 - X4 were subjected to multiple regression 

analysis in order to identify the relationship among the variables. The result 

reveals that there is significant positive relationship between rural market and 

income with a coefficient of 0.879 and a p-value of 0.0000 at 1% significant 

level. This indicates that as the participation in rural market increases, income 

of the rural people will also increase in the same direction. 

The regression result indicated that R- squared is equal to 0.82, meaning that 

82% of changes that occur in economic development could be explained by the 

independent variables included in the equation. The F value is 485.999 and is 

significant at 0.05% level of probability. Considering p>/t/ values for all the 

variables included in the equation only X1 and X3 are significant and they are 

significant at 5% β- levels; having confidence interval of 95% each. The 

implication of these findings is that increase in the level of any of the variables 

X1 and X3 will influence positively on the economic development of the rural 

traders. 

With coefficient value of 0.798 and p value of 0.000, implies that X1 (income) 

has a significant influence on the amount of income earned by traders in the 

communities studied. Also, with the coefficient value of 0.285 and p value of 

0.000, the implication is that that there is a significant role played by rural 

market in job creation in the study area. Hence the higher the rural markets the 

more the job opportunities created which will bring more income to the rural 

traders and by implication an improvement in economic development of 

Nigeria. 

 

Conclusion and Recommendations 

From the findings of the study, it is concluded that, rural markets have 

tremendous influence on the socio-economic development of Ohaji-Egbema 

Local Government Area. Based on the findings, it is recommended that, there 

should be establishment of financial institutions in the study area which will 

help traders to have access to loans to enable them expand their business to earn 
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more income, market information, good storage facilities like lock-up stores, 

silos and bans, motorable road, and water supply. 
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