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ABSTRACT 
This study ascertained the profitability of fresh and processed (barbecue) catfish marketing for 
youth livelihood in Southeast Nigeria. With the use of a well-structured questionnaire, a multi
stage sampling technique was employed to select 140 catfish marketers covering six (6) urban 

. local government areas namely Awka south, Nnewi north, Onisha north, Owerri municipal, 
Orlu and Okigwe south in Southeast, Nigeria. The data collected were analyzed using 
descriptive statistics, gross margin, profitability analysis and marketing efficiency tools. The 
results revealed that majority of the respondents were ipales (62.86%), married (50%) and had 
secondary education (51.43%). Most (53.57%) of them have been in the business for 6 years. 
The respondents had fish farming as primary occupation and most common source of capital 
was from family and relatives (64.24%). The study revealed that barbecue fish had a higher 
profitability index of 0. 71 which implied that there was71 % return for every naira invested per 
kilogram of catfish processed. The marketing efficiency rate for barbecue catfish was higher 
(124%) than that of fresh catfish (85%). Findings revealed that marketing margin was very 
high and inefficient for barbecue fish with a lot exploitation and margin made from consumers. 
Based on the findings, the major constraints faced by the respondents were lack of storage 
facilities and intensive labour during grilling. The result of this study calls for marketers to 
seek alternative sources of storage such as cold rooms for a fee and youths are encouraged to 
go into barbecue catfish production since return to investment is high. 
KEYWORDS: value addition, catfish, profitability, marketing efficiency, youth livelihood 

INTRODUCTION 
Fish is highly nutritious food and is valued for its protein which is high in value compared to 
meat and egg (Ikutegbe and Sikoki, 2014). According to Eyo, (2001), in Nigeria fish has an 
edge over meat because it is cheaper and more acceptable because it doesn't have religious 
sentiment attached to it like pork. Catfish production is now a common practice in the southeast 
of the country so production and marketing activities provide a great opportunity for 
employment generation within the aquaculture industry (Spliettoff, 2012). Since fish and fish 
products are perishable due to lack of preservatives it is essential to process and preserve fish 
in order to assure health safety of the product and reduce moisture content to the minimum ( 
Emere and Dibal, 2013). The fresh weight is usually sold cheaper than the processed because 
of its highly perishable nature which demands considerable efforts to extend its shelf life using 
processing and preservation. Methods such as refrigeration, freezing, smoking, salting, drying 
are used to extend the shelf life of fish (Nwachukwu and Madubuko, 2013). Besides these 
tech!'iques grilling can be used to enhance the value of fish to produce barbecue fish which is 
a recent delicacy in the study area. 
The technique of barbecue and grilled fish has developed as a result to increasing demand 
attached to a cheap source of protein delicacy for the classy and there is a dearth of knowledge 
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on its profitability compared to fresh catfish. Adebo and Toluwase (2014) compared the 
marketing of fresh and smoked catfish in Ekiti and Ondo States and opined that both are 
profitable but the smoked catfish marketing was more profitable. However, the variable costs 
of processing the smoked fish was higher per kilogram (N537) compared to that of fresh catfish 
(N262.50). The return on investment was also higher for smoked fish (0.6) than that of fresh 
fish (0.48), the marketing of smoked catfish was efficient and worthwhile in a long run. This 
justifies the processes of value addition. 
Creation of value increases shelf life and profit in marketing especially when the needs of the 
consumers are met. According to Okoh et. a/.,(2008) these practices ascertain that the best 
products are available at the right time to fully satisfy the consumer's needs. The barbecued 
catfish marketing is found in urban and semi urban areas in the study area, with the increase of 
recreation and fast food centers, it is seemingly becoming popular. 
Youths especially males who are skilled in barbecue preparation are found in such centers with 
a charcoal pot stand ready to attend to customers. Mafimisebi (2012) opined that majority of 
Nigerian people reported a preference for fresh fish; however limitations such as the low 
keeping quality of the fish after harvest and the distances between fishing grounds and 
marketing outlets make this very difficult. Marketing, processing and distribution of these 
catfish are usually done by women and youths and have become a source of employment and 
livelihood to this group of people. Catfish production and marketing has its challenges which 
are due to lack of storage facilities hence the difficulty of selling the catfish fresh at appropriate 
prices (Adebo and Toluwase, 2014). An attempt to resplve these challenges prompts the issue 
of value addition. The objectives of the study were to; identify the socioeconomic 
characteristics of the respondents, ascertain the profitability of the fresh and barbecue fish, 
estimate the marketing efficiencies and describe the constraints faced by the respondents. 
METHODOLOGY 
The study was carried out in the Southeast, Nigeria. The zone comprises of 5 states namely 
Anambra, Imo, Enugu, Abia and Ebonyi. Agriculture and trading are the main activities in the 
zone providing employment and income for its people. 
Sampling technique 
The study made use of multistage sampling technique. Out of the 5 states, 2 states were 
randomly selected namely Anambra and Imo states. Three urban local government areas were 
purposely selected from the states giving a total of six local government areas namely Awka 
south, Nnewi north, Onitsha north, Owerri municipal, Orlu and Okigwe south based on the 
predominance of fish production and fast food centers. A list of all the fish farmers and fast 
food centers were compiled with the use of key informants from the local government areas 
giving a sampling frame of 345. From the list a stratified sampling was done to select 12 fish 
farmers and 12 fast food/recreation centers giving a total sample size of 144 respondents but 
140 respondents were valid for further analysis. 
Primary data was collected using a well structured questionnaire and secondary information 
sources were used such as bulletins, journals, internet and textbooks. Data were analysed using 
descriptive statistical tools such as means frequency and percentages, profitability analysis and 
marketing efficiency tools. 
The profit analysis is stated as: 
NI=TR-TC 

P fit b·l·ty . d total revenue ro I a 11 m ex=----
total cost 

Gross margin 
TR-TVC, 
TC=TVC+TFC 
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Where, TR=total sales, TVC=total variable costs, TC=total costs, TFC=total fixed costs, 
NI=Net Income 

R I tm t (ROI) 
total variable cost 

eturn on nves en = l tota revenue 

M k t . "ft . (ME) value added by marketing XlOO ar e mg e11 1c1ency = · · 
e;ost of marketing services 

Decision rule: ME=l 00 - efficiency, ME< 100 - inefficiency, ME> 100 - inefficiency 
< 

RESULTS AND DISCUSSION 
The analysis of the socioeconomic characteristics of the respondents was analyzed. The result 
is presented in Table 1. 
Table 1: Socioeconomic characteristics of the respondents. 

Socioeconomic variables Frequency 
Age 
16-25 
26-35 
36-45 
46-55 
Mean 
Marital status 

. Married 
Single 
Gender 
Male 
Female 
Household size 
1-5 
6-10 
Mean 
Level of Education 
0 
6-12 
13-18 
19-23 
Mean 
Primary occupation 
Fish farming 
Artisan 
Civil Servant 
Secondary occupation 
Teaching 
Fish marketing/trading 
Tricycle operator 
Years of experience 
fish/barbecue marketing 
3-5 
6-8 
9-11 
12-14 
Mean 
Types of catfish sold 
Fresh only 
Barbecue only 
Fresh/barbecue 
Source of initial capital 
Personal savings 
Family/relatives 

Bank loans 
Isusu 

in 

20 
80 
30 
IO 
32.6 

70 
70 
88 
52 

100 
30 
4 

9 
72 
45 
14 
12.7 

90 
20 
30 

70 
50 
20 

49 
75 
IO 
6 
6 

45 
35 
60 

40 
90 
0 
10 

N=l40 
Percentage 

14.28 
57.14 
21.43 
7.14 

50.00 
50.00 
62.86 
37.14 

78.57 
21.43 

6.43 
51.43 
32.14 
10.00 

64.29 
14.29 
21.43 

50.00 
35.71 
14,29 

53.57 
35.00 
7.14 
4.29 

32.14 
25.00 
42.8 

28.57 
64.29 
0 
7.14 
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The result of the analysis of the socioeconomic characteristics of the respondents showed that 
the marketers had an average age of 33 years. Majority (about 71 percent) were not more than 
35 years old. This implies a very youthful group of sellers who may be energetic and strong 
enough to perform various marketing functions, esnecially those requiring much energy like 
processing. Furthermore, the youthful population 'larketers may. be an indication of the 
influx of youths in the business, a phenomenon "· h portends well for the trade. This result 
agrees with that of Madugu and Edward (20111 ho reported similar age range for fish 
marketers in Adamawa State, Nigeria. 
The result in Table 1 also shows that there were equal numbers of single and married 
individuals among the respondents. This is however expecting considering the youthfulness 
and age range of the respondents. The implication for the single individual is that they will be 
able to earn income which will enable them become financially independent at a much younger 
age. The implication for the married individual is that they will be able to earn income to take 
care of their family needs. 
There were more males than females among the respondents. This is a little unexpected since 
activities like processing and marketing have been dominated by females. This again might be 
a sign that males are now diversifying into hitherto female dominated economic activities. This 
result differs from that of Oparinde and Ojo (2014) who reported more females than males in 
artisanal fish marketing in Ondo State, Nigeria. 
The results also shows that majority of the respondents (about 79 percent) had household size 
of between 1-5 persons. The average household size was 4 persons. This is an indication of the 
relatively moderate household size of the respondents and may not be unconnected with their 
age and marital status both of which indicate a very youthful population. 
The analysis of the educational level of the respondents show that majority of the respondents 
(51 percent) had between 6 - 12 years of education. It may be assumed that they had up to 
secondary school education. This is an important achievement for these marketers especially 
as it relates to their ability to perform their marketing functions efficiently and optimally. The 
education acquired by the marketer will equip them and assist them take advantage of modern 
technologies and avenues which could boost sales and enhance their revenue. This results 
aligns with that of Alfred, Odefadehan and Ukut (2012) who reported same results among 
women fish marketers in Ondo State, Nigeria. 
Majority of the respondents {about 64 percent) were into fish farming as their primary 
occupation. This may be an indication of the level of interest younger people are showing in 
agriculture in general and fish farming in particular. This is also an indication of backward and 
forward integration. 
The result also shows that most of the respondents were involved in teaching as a secondary 
occupation. This may an indication of the relatively high demand for these young people in the 
various public and private schools in the area. 
The result in the table also shows that majority of the respondents had just between 3 - 5 years 
of marketing experience. This is again is a reflection of the youthfulness of this group of 
marketers and may also be an indication of how experi~nced they are in managing fluctuations 
in prices and all other vagaries of fish marketing. The average year of experience for the 
marketers was 6 years. 
The result also shows that many of the respondents (about 43 percent) were involved in selling 
both fresh fish and fish barbecue. A sizeable proportion of the respondents (about 32 percent) 
were also involved in fresh fish marketing only. This may be an indication of the diversity 
involved in the marketing ofthese commodities as well as the innovativeness of the marketers 
in being able to combine the sale of more than one commodity. · 
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The result in the table also shows that family and friends accounted for the ma_i1.,r s,,ur.:c 1.'f 
credit used by the marketers. N1.1111:· 1.1f the m:1rketers got credit fr,,m the bank. This may be an 
indication of the much easier ac,;ess they ha,e to credit from family and friends than frnm thi.' 
bank. It may also be an indicatk1n of the reasonably low amount ,,f credit they "ere able 1,, 
access. 
'.\larketing Profitabili~· and return 011 investment. 
The result of the analysis of the profitability and returns 1.111 im estment 1.'f the fish nurketers is 
presented in Table 2 
Table 2: Profitabilih· and returns on inHstment of the fish marketers 

Item Fresh \'alue Barbecue \'alue 
Re,·enue 
SJks 1kg ;[)() 1kg ~()(I() 

\' ariable costs 
Fingcrlings :o 
C,,st ,,f fresh fish 7('l) 
PH'~~ssing .:t.:',st 2\)[) 

Fc...-d 240 
\'a,:1.'in,: m...-dicinc 5.00 
l.at,,,ur )()_()() J\)\1 
Pa.:bging 2l1 
I land ling 1 \1[1 
Transp1.1rtati,,n I :'-.lll) :-\1 
\ lark,:t ,:harg,:s 2ll.[)() J t1\1 
C1.111ting,:n,:~ t5° 0 ,,f ::.on (,2.:-ll 
Wtal c,,st) 
Total Y.C "~ -"~"- 1412.:-() 
<.,wss margin 3<,S :-s-.:-l1 
Return ,,n ll.47 \1, -1 
im ,·stml.'nt 

Fkld sun ...-y. 2ll !(,. 

The results in Table 2 show that the fish barbecue had higher sales than the fresh fish. T1.'t;1I 
,ariable c1.1st of the fresh fish marketing was much 10,, er than that ,,f barbecue tish marketini;. 
This maybe because .. ,fthe higher degree ofprncessing that is imohed in the latter. Barbe.:ui.' 
fish marketing made higher gross margin and higher rernrn 0n im estment than the fresh foll 
marketing. This result accentuates the imperatiwness 1.1f, alue additi,111 especially as it rei;arJs 
highly perishable pwducts like fish. The more value added the higher the returns 1.'11 thi.' 
product. 

Marketing efficienc~· 
The marketing efficiencies of b,ith barbecue fish marketing and fresh fish marketing \\ i.'r-.: 
c1.1mputed. The results are presented in Tables 3 and 4. 
Table 3: :Marketing cfficienc~- for Barbecue c:1tfish 

Frequency Percentag" 
Marketing efficiency index 
(100°0 
10- 50 10 
60- 100 
110-150 
160- 200 
l\lean 

Fh:ld survey.2016. 

50 
20 
60 
126.4 

7.14 
35."71 
14.29 
42.86 

Co<'nt~•r1.•n,:,: Pr,,.:c:i:dm~s 1..,f rhc- HF· :\nnu.1l ;\,!t:l'll.l! l\,nt:.•1;,.'n~·1.· l,tth1.· '\1~;,.•11.1 .-\~:,;,,"-·1at1l"ti 01 lhc ~1f.1.'r;.m :\£,:11.·.J\ii.;:·~1: ·.i6S 

Ec.:momis1$ !kid at F,•dcr.11 Uni,-crs11' ..,f Agn.-ultur,•. Ab,·,,,,na. ,,i:cna 1~'' -~ 1"''-l,,!..,hcr. :,,1 '· 



.', fi;rkt?iins.,nalrs:sO·Fre.ihA,ndPruce.,.<:'d (barhecuc 1A/ona(01fz,hiia lut?C.h·in JmvJz·can· .: i· th , . 1·h ' JS h . 
• - . - . . - u 1, , . ,on, or ou ,._,1ve 1. ooa n out east . .',1g, ,·: .. 

Table 4: Marketing cfficiene" for fresh fish 
Mark~ting efficiency index ( l 0\)o/o) 

10-50 30 
60 -1 00 I 70 
j l(J - 150 
160- 200; 
\,lean 

Field survey. 2016. 

{, 

_;5 
5 
85 

~ . 

21.43 
50.00 
~5 .00 
3.57 

The resuit; i11
1 

Table 3 a1td 4 show that barbecue fish n.arkering J ad a hi$her marketing 
effi ciency which tended towards the exploitation · 0f customers. T'1e verv hio-h average 
mark'cting~effici'e~ky of about l 25 is an indication of excess profit and tl us a~ indication thai 
customers are being disadvantaged and exploited . According to Scarbor0 gh and Kydd (1992) 
in Okutue (20 13), marketing efficiency that is greater than 100% indicaks excess profit, while 
marketing ~fficiency_}ess than 100% is an ind ication of inefficiency. A large proportion of the 
barbecue. foh marketers (about 43 percent) had markrting efficiency f benveen 160 - 200 
percent ,vhicl{again clearly shows that the marketing of barbecue fish was inefficient and tha1 
the marketing process was exploitativ..".. 
The resuJt · jn Tab!~ 4 shows that the average marketing efficiency of the fresh fish marketers 
was 85 percent which is also an indication 01 inefficiency in the fresh fish mark,~· in u svstem. 
This may be artributed t~ the namre of the produc wl ich makes storage difficuh ~,d- rather 
expensive. lt' may also be ·the due to the lack of basic infrastrnc.mre like power and good roads 
,:vhich could enable storage and or enhance easier evacua.tion of the producrs ro places ofl igher 
demand . Marketers of fresh fish may be con.pelled to sell 1heir products at low prices in order 
to avoid spoilage and thereby cutting down on losses. 
Constraints to efficient markctin~ 
The constra111ts to efficient marketi-;;g of fish products in the area were analyzed. The result is 
presented in Table 5. 
Table 5: Constraints to efficient fish marketine 
Constraims Barbecue catfish 

Frequency* 
Fresh fish 

Percentage Frequency* Percentage 
Storage prol lems 
Inadequa1e 
!mow ledge of 
marketing 
strategies 

110·. 
70 

High cost of 20 
grilling/smoking 
Intensive labour 50 
use durino orillino 

78.57 
50 

8.00 

35. 7. 

Field survey,2016. Multiple respon:es rt'c_orded 

90 
40 

60 

8 

64.29 
28.57 

24.00 

57.1 4 

The result of c011straints to efficient fi sh marketing sl ows that for the 1wo :,r ups of marketers. 
storage problen\s were the major constraint. About ..,9 percent of fresh fish marketers and 64 
pe.rcent of· barbecue fish marketers indicated th-~y encountered storage problems. Also, 
intensive labour use was also a major constraint for the marketers. This is a challenge especial!~· 
when consiqered fron1 tl1e perspective of the high cost of labour for agricultural activities. 
Inadequate knowleage of marketing strategies was the thi rd major constraint to efficient fisi _ 
marketing among the respondents. This may not be unconnected with_ the few years 01 

cxp~riencc the marketers 
1
hav~ ac.quired . ~t is also an _i,ndica:io~1 that ~e:~ is need t gel u eTi 

a,vare of some 'of these strategies so as to improve. their marketing act1vmes. 

\ 
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CONCLUSI()N AND RECOMMENDATIONS 
The study showed that marketing of fresh fish and barbecue catfish in the area is profitable. It 
also showed that there is a high return on investment in the two trade. The study therefore 
recommends the following: 
J. There should be concerted effort aimed at providing less labour intensive processing 
equipment so as to reduce the cost of marketing. 
2. Basic infrastructure like constant power supply should be provided to ensure that storage 
facilities for fish products would be useful if acquired. 
3. The government should encourage the marketers to form cooperatives and through and use 
that medium to extend to them information on better marketing strategies 
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